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Abstract: This study explored the effect of perceived usefulness, perceived ease of use, social
influence, facilitating condition, lifestyle compatibility, and perceived trust on both the intention to
use an e-wallet and the adoption of an e-wallet among adults by using the unified theory of acceptance
and use of technology (UTAUT). This quantitative study adopted a cross-sectional research design
to gather data from 501 respondents using a Google Form. The collected data were analyzed using
partial least square structural equation modelling (PLS-SEM). As a result, perceived usefulness,
perceived ease of use, social influence, lifestyle compatibility, and perceived trust displayed a
significant positive effect on both intentions to use an e-wallet and adoption of an e-wallet. This
study evidenced the mediating effect of the intention to use an e-wallet on the correlations between
the predictors and adoption of an e-wallet. Both the age and gender of the respondents moderated
the effect of lifestyle compatibility on intention to use an e-wallet. The study outcomes serve to
inform managers and policy makers to devise effective strategies that capture consumers’ intention
to use and experience of using an e-wallet in the midst of a turbulent market. Ultimately, such
carefully sculpted policies may promote the digital platform and web-based application, apart from
encouraging higher rates of e-wallet adoption in developing countries.

Keywords: perceived usefulness; perceived ease of use; social influence; facilitating condition;
compatibility; perceived trust; intention; adoption; e-wallet

1. Introduction

The emergence of e-commerce is a global phenomenon across developing countries.
Nevertheless, the expectations in its development have not been completely met, as sig-
nificant differences still exist between online and offline purchases related to e-commerce.
Data-based transmission and electricity are essential support systems required to improve
the security of the personal data of consumers using e-commerce. According to Bibri [1],
blockchain systems may be instrumental in offering secured databases and in protecting
data distribution. Smart technology networks and internet-based operation devices are
essential to explore e-commerce with specific features, particularly when the device is set
within the society to capture consumers’ intentions.

Cashless payment via digital systems, a recent implementation of e-commerce, refers
to a smart payment alternative in several developing countries to gain sustainable competi-
tive advantage [2]. Consumption and consumer behavior are crucial factors in societies,
particularly during the coronavirus disease 2019 (COVID-19) outbreak in 2020. Digitaliza-
tion has been a major factor of consumer’s behavior that has led to new ways of living.
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With the increasing adoption of online services, electronic payment has become more trust-
worthy, along with the expansion of the range of suppliers and the size of their delivery
networks [3]. The emergence of digitalization through the Internet has accelerated the flow
of globalization and payment systems from manual to online transactions. This has led
to the dependency on electronic money (e-money) usage in performing transactions. To
date, digital wallets and online transactions have addressed issues related to cash handling
and long-distance transactions. In addition, e-wallets may be recharged by another similar
device with money in its wallet using any mode of transaction [4]. The adoption of using
e-wallets (AEW) is associated with digital currency by using internet banking, debit or
credit cards, and several other payment platforms to enhance the point of sales anytime and
anywhere. Moreover, e-wallets simplify purchasing and selling transactions through use
of smartphone apps, which enables one to complete online shopping rapidly and without
hassle. Despite these benefits, e-wallets pose security risks, demands one’s device to be
charged, and may lead to reckless spending [5].

This study investigated factors that motivated the Indonesian youth to use e-wallet
in light of their intention to use an e-wallet and adoption of an e-wallet. Prior studies
have probed the perceived usefulness, adoption of digitalization to perceived use [6],
social influence [7], facilitating condition [8], lifestyle compatibility [9], perceived trust [6],
and intent towards the adoption of an e-wallet [10]. In this regard, the unified theory of
acceptance and use of technology (UTAUT) was initiated as the initial conceptual model
to assess numerous technology adoptions [11]. The UTAUT is an essential theory related
to behavior intention to use technology in an organization. Therefore, it is interesting
to examine the causes of the usage of an e-wallet during this outbreak and to predict
consumers’ attitudes towards using the Internet during unpredictable economic changes.

Context of the Adoption of e-Wallets in Indonesia

The growth of the Internet in Indonesia had driven e-commerce from 2013 to 2020.
The number of e-commerce users in Indonesia increased from 34% of the total population
in 2015 to 53% in 2020 [12]. Indonesian consumers are very receptive towards new prod-
ucts within the digital economy sector. The growth of the market for fintech products in
Indonesia has displayed an upward trend, evidenced by the increment in transaction value
and the number of start-ups [13]. Recent data revealed that digital payment transactions
for the last three years exhibited an escalating trend with Rp (Rp—Rupiah, Indonesian
Currency. 1 USD = 14,197 Rp) 56 trillion in 2019, Rp 47 trillion in 2018, and Rp 12 trillion in
2017 [12]. E-money or e-wallet payments are the most popular form of fintech services in
Indonesia, followed by web-based investment, and pay-later services. E-money transac-
tions in Indonesian retail market rose by 173% in January 2020 from the previous year due
to the rapid adoption of a cashless environment. Astonishingly, e-money transactions hit
Rp 15.8 trillion in January 2020 alone [2].

The largest digital transactions in Indonesia derive from retail (28%), online trans-
portation (27%), food orders (20%), e-commerce (15%), and bill payments (7%) [14]. Based
on the world payment report published in 2019, the digital consumers in Indonesia grew
from 64 million to 102 million between 2017 and 2018, which reflects almost half of the total
population in Indonesia. The growing number of digital consumers has been projected
to escalate online shopping transactions by 3.7-fold from USD 13.1 billion in 2017 to USD
48.3 billion in 2025. The top four e-wallet platforms in Indonesia based on the number of
active users between 2017 and 2019 were Go-Pay, OVO, DANA, and Linkaja. The steady
growth displayed by OVO is ascribed to its partnership with Grab, the Southeast Asia’s
largest ride hailing service, as well as Tokopedia, the dominant player in Indonesia’s online
e-commerce market. Next, DANA, which was introduced in 2018, had managed to boost
its popularity and replaced Linkaja in third position in second quarter of 2019. Meanwhile,
Linkaja already enjoys a convenient position as it has integrated payment services pro-
vided by state-owned banks—Telkomsel’s T-Cash [12]. This showcases the huge potential
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possessed by Indonesia for using e-wallets as a smart way to make payments for local and
international transactions in the future.

2. Literature Review
2.1. Theoretical Foundation

The theory of planned behavior by Ajzen [15] has been widely applied to explore
individual adoption behavior of information systems. This theory upholds that intentions
to perform behavior based on varied consumer stances may be accurately predicted using
attitudes, social influence, and perceived behavioral control. This theory of planned
behavior was extended to UTAUT by Venkatesh et al. [16] to specifically emphasize the
critical factors and the contingencies in predicting intention behavior to use a technology
primarily from the viewpoint of consumers. The four key constructs of UTAUT that
influence one’s behavioral intention to use a technology are: performance expectancy, effort
expectancy, social influence, and facilitating conditions. Performance expectancy is defined
as the degree to which using a technology will offer benefits to consumers in performing
certain activities. Effort expectancy refers to the degree of ease associated with consumers’
use of technology. Meanwhile, social influence denotes the extent to which consumers
perceive that important people in their lives, such as family and friends, believe that
they should use a particular technology. Lastly, facilitating conditions reflect consumers’
perceptions of the resources and support available to perform the target behavior [16].

In light of UTAUT, performance expectancy, effort expectancy, and social influence
have been theorized to influence behavioral intention to use a technology, while behavioral
intention and facilitating conditions determine technology use. This theory incorporates
individual difference characteristic, namely age, gender, and experience, to determine
the decision making to adopt technology use. This theory has been deployed in many
studies concerning consumer adoption of information and communication technology
(ICT) in the Industrial Revolution 4.0 (IR 4.0), such as mobile phones, e-wallets, and internet
banking [17], as well as virtual technology for online purchase intention [18]. In a similar
vein, Lim et al. [19] stated that UTAUT offers an opportunity to identify the multiple
factors that determine user acceptance of a new technology. As such, this present study
had probed into several constructs of consumer intention to adopt e-wallet through the
lens of UTAUT, so as to better comprehend consumer intention as a mediating variable of
the adoption of e-wallets, as well as being moderated by age, gender, and education.

In the present era of IR 4.0, the emergence of the e-wallet as the preferred mode of
payment in this digital century is bound to overtake cash spending in the near future.
The digital market has rapidly turned into the mainstream mode of online payment due
to convenience and ease of use [20]. Hence, e-wallet providers should understand the
importance of gauging consumers’ attitudes towards e-wallets in affecting behavioral
outcomes, such as intention, retention, and loyalty to repurchase. Moreover, e-wallets
offer an easy way to store e-money and to make payments for online purchases. Upon
initiating the UTAUT, Venkatesh et al. [11] asserted that one’s reaction towards using ICT
can directly affect one’s intention to use technology, which in turn can affect the actual use
of IT. For instance, Shankar and Datta [21] proposed several antecedents to investigate the
adoption of e-wallets, including perceived ease of use, perceived usefulness, perceived trust,
social influence, and personal innovativeness. Chandra and Kumar [18], who explored
the underlying factors that affected the intention among management students to use
e-wallets, discovered that perceived usefulness, perceived ease of use, social influence,
and trust propensity influenced behavioral intention to use mobile banking services. For
effective adoption of e-wallets from the consumers’ stance, e-commerce providers should
consider both internal (e.g., perceived usefulness, perceived ease of use, and perceived
trust) and external (e.g., social influence, facilitating condition, and lifestyle compatibility)
factors to intensify consumers’ intention [18]. As such, this present study examined
perceived usefulness, perceived ease of use, social influence, facilitating condition, lifestyle
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compatibility, and perceived trust to determine consumers’ intention to adopt an e-wallet,
while being moderated by age, gender, and education.

2.2. Factors Affecting Intention to Use e-Wallet
2.2.1. Perceived Usefulness

Perceived usefulness (PU) refers to one’s belief that using the system will improve
job performance [22]. Essentially, it describes a user’s cognitive expectation about the
system performance. Hence, consumers believe that using such a system can fulfil their
financial and lifestyle desires, besides increasing efficiency in the way they conduct various
transactions. Moreover, PU has been proven to display a positive effect on the intention
to use e-payment in uncertain conditions [23]. This usefulness may add other services
to ensure consumers enjoy using e-wallets as an alternative payment, especially to curb
the spread of COVID-19. Past studies have reported perceived usefulness as a strong
predictor of consumer’s behavior intention [24]. The digital infrastructure contributes to
the information delivery system, thus enhancing the effect of the perceived usefulness of the
system on intention to use the technology. As such, the following hypothesis is proposed:

Hypothesis 1 (H1). Perceived usefulness has a significantly positive effect on the intention to use
e-wallets among adults.

2.2.2. Perceived Ease of Use

A major determinant of user attitude and behavior intention to accept and use a
technology is perceived ease of use [25]. It was evidenced that perceived ease of use (PE) is
vital in affecting consumers’ intention to purchase. As a result, past purchase experience
may affect a consumer’s perceived ease of use regarding e-wallets. The experience of using
the e-wallet app was reported as easy to use by many consumers [26]. Therefore, perceived
ease of use reflects the ease of using a technology to access a website to purchase online [27].
The use of technology is more profitable for online users; in other words, easier application
of a technology will make it the payment method of the choice for consumers to perform
transactions. As such, the following hypothesis is proposed:

Hypothesis 2 (H2). Perceived ease of use has a significantly positive effect on the intention to use
e-wallets among adults.

2.2.3. Social Influence

Social influence (SI) has been significantly constructed to assess consumers’ desire to
use mobile payment [28]. The potential influencers for consumers to use AEW are family
members, friends, colleagues, and neighbors [29]. Hence, SI denotes the effect of environ-
mental factors that encourage consumers to purchase or sell new products [11]. Similarly,
Martins et al. [30] found that social influence had an impact on the intention of online users
to adopt Internet services, while Chaouali et al. [31] reported that social influence affected
the mindset of every individual on the use of new innovative products through technology
services. Social influence (SI) can be derived from the effect of subjective norms and social
factors on behavior intention to use e-money in UTAUT. Based on the above depiction, the
following is hypothesized:

Hypothesis 3 (H3). Social influence has a significantly positive effect on the intention to use
e-wallets among adults.

2.2.4. Facilitating Conditions

Facilitating conditions (FC) have been defined as the factors and the technical infras-
tructure that enhance mobile banking, such as training on how to use mobile banking or
the capability and resources of a consumer [25]. Hossain et al. [32] noted that facilitating
conditions displayed a significantly positive impact on consumers’ intention to purchase
a product. After enjoying the convenience of using the facilities provided by service
providers that ease payments and transactions, consumers are bound to continue using the
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services. Tarhini et al. [33] claimed that facilitating conditions enable users to creatively
use the e-learning system so that the users become smart and always upgrade new menus
in the app. In addition, Pefiarroja et al. [34] confirmed that facilitating conditions positively
influenced the knowledge-sharing behavior of using technology during this digital era.
These findings point out that consumers often participate in virtual communities when
facilitating conditions exist. As such, this study proposes the following hypothesis:

Hypothesis 4 (H4). Facilitating conditions have a significantly positive effect on the intention to
use e-wallets among adults.

2.2.5. Lifestyle Compatibility

Lifestyle compatibility (LC) is defined as the natural alignment of lifestyle choices
and value [25]. This aspect of lifestyle compatibility is important to reduce the potential
uncertainty of using technology in relation to a user’s value, experiences, lifestyle, and pref-
erences [35]. Accordingly, lifestyle compatibility influences one’s behavior and offers great
benefits in estimating consumers’ behavioral intention [36]. Similarly, Herrero et al. [37]
depicted that lifestyle compatibility with technology, which is related to prior experience
and value, displayed a direct impact on the adoption of an e-wallet. If consumers are
accustomed to interacting with apps, they will probably assume that technology offers
them convenience to purchase a product. As such, the following hypothesis is proposed:

Hypothesis 5 (H5). Lifestyle compatibility has a significantly positive effect on the intention to
use e-wallets among adults.

2.2.6. Perceived Trust

As consumers begin trusting a system or a service provider, they will continually
use the application to purchase products. Hoque and Alam [38] asserted that knowledge
induces the level of trust in the information source. Hence, identifying the opportunity
to leverage the existing knowledge of the consumer to build trust can intensify the con-
sumer’s purchase intention. Thus, trust in the information source can significantly affect
purchase intention. Sullivan and Kim [39] noted that repurchase intention in e-commerce
may be increased by increasing trust through low perceived risk that consumers gain
from online system. According to Kim et al. [40], perceived trust (PT) has a crucial role
in predicting one’s purchase intention by reducing perceived risk during the transaction.
Therefore, perceived trust towards a mobile payment system is a vital factor in increas-
ing business profits [41]. Based on the empirical studies above, this study proposes the
following hypothesis:

Hypothesis 6 (H6). Perceived trust has a significantly positive effect on the intention to use
e-wallets among adults.

2.2.7. Intention to Use an e-Wallet

The UTAUT, an extension of the Theory of Reasoned Action, is a key model to
understand the predictors of human behavior towards potential acceptance or rejection
of technology [42]. According to Fishbein and Ajzen [43], intention to use an e-wallet
is the measure of the intensity of one’s intention to purchase a product. Some factors
used to describe intention to use e-wallet, such as perceived of usefulness, perceived ease
of use, perceived risk, social influence, price, trust, and the like, have been applied to
measure behavior intention towards the adoption of technology [19]. Moreover, Nikou and
Economides [44], who investigated cognitive feedback and user interface to predict the
relationship between behavior intention to use an e-wallet, discovered the positive effect of
behavior intention on adoption of an e-wallet. Based on the depiction above, this study
proposes the following;:

Hypothesis 7 (H7). Intention to use an e-wallet has a significantly positive effect on the adoption
of e-wallets among adults.
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2.3. Mediating Effect of Intention to Use e-Wallet

Consumers’ behavior can be shaped as long as social influence can influence one’s
intention. Upon exploring the effect of the perceived ease of use on consumer adoption.
Choi and Sun [45] reported that if consumers can rapidly grab and hold the flow of the
application, it can lead to high perceived ease of use. This can further improve usability,
minimize errors, and attract more people to adopt the service. Xie and Lin [46] found that
perceived ease of use was mediated by intention to use an e-wallet towards consumer
adoption. Another study discovered that the effect of facilitation conditions was mediated
by behavior intention towards consumer adoption [11]. Consumers can benefit from the
adoption of an e-wallet when they receive a greater return from using the technology. Thus,
the following is hypothesized:

Hypothesis 8 (H8). The effects of e-wallets” perceived usefulness, perceived ease of use, social
influence, facilitating condition, lifestyle compatibility, and perceived trust on adoption of e-wallets
among adults were mediated by the intention to use an e-wallet.

2.4. Moderating Effect of Age, Gender and Education

The amount of studies examining the role of age in consumer behavior has increased
substantially [47]. These authors reported that age and gender emerged as crucial factors in
use, including a reduction in menu complexity, better resolution, and a larger screen. Age
and gender, are one’s internal aspects that explain consumer behavior regarding using tech-
nology, along with having a significant impact on the adoption of digital devices. Gender
is a key factor for product evaluation that affects the decision-making process [9]. Clearly,
gender can change the alternatives of using certain platforms, apps, and technologies [9].
Meanwhile, education has been reported as a better predictor of the young generation
using technology and is strongly related to both motivation and capability to adapt to
innovations [48]. The education factor is integral to bridge the gender gap in the attitudes
towards technology use [49]. Therefore, understanding the differences in terms of age,
gender, and education is denoted as a strategy to market products and to satisfy the needs
of consumers. Hence, the following hypothesis is proposed:

Hypothesis 9 (H9). Age moderates the relationships of perceived usefulness, perceived ease of
use, social influence, facilitating conditions, lifestyle compatibility, and perceived trust with the
intention to use e-wallets among adults.

Hypothesis 10 (H10). Gender moderates the relationships of perceived usefulness, perceived ease
of use, social influence, facilitating conditions, lifestyle compatibility, and perceived trust with the
intention to use e-wallets among adults.

Hypothesis 11 (H11). Level of education moderates the relationships of perceived usefulness,
perceived ease of use, social influence, facilitating conditions, lifestyle compatibility, and perceived

trust with the intention to use e-wallets among adults.

Figure 1 illustrates all of the hypothesized and tested associations in this study.
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Figure 1. Research framework.

3. Research Methodology
3.1. Data Collection and Sample Design

A Google Form survey was used for data collection in this study. The questionnaire
was disseminated from April to July 2020 to consumers in Indonesia who had used an
e-wallet to perform transactions. As a result, 501 responses to the questionnaire were
eligible for statistical analysis. The Google Form is a method of convenience sampling to
execute data collection. Additionally, structural interviews were carried out with several
respondents to capture more information regarding the benefits of using an e-wallet.
Each questionnaire item was first translated into the Indonesian language by the author
and later was translated into the English language to assure consistency. Complete data
presented in this study are available in the Supplementary Material (Data File—Cashless
Transection.csv).

3.2. Measurement and Scales

All the scales items for this study were derived from previously validated instruments.
Five items for PU were adopted from Lwoga and Lwoga [22], while six items for PE were
retrieved from Chawla and Joshi [25]. Next, five items each for SI and LC were obtained
from Lwoga and Lwoga [22], whereas five items for FC were retrieved from Pandey and
Chawla [50]. Six items each for PT and intention to use an e-wallet (IEW) were taken from
Chawla and Joshi [25] and Karjaluoto et al. [51], respectively. Lastly, the two items for AEW
were adapted from Karjaluoto et al. [51].

3.3. Data Analysis Method

The partial least square structural equation modelling (PLS-SEM) was employed to
estimate complex cause-effect relationship models with latent variables [52]. Contrasting
covariance-based approaches to structural equation modelling are suitable to assess higher-
order constructs and complex conceptual model with mediation effects [53]. Since the
study sample exceeded 100 (n = 501), the PLS-SEM technique via Smart-PLS was suitable
for this study to test the causal—-effect relationships proposed in this study model.
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4. Data Analysis
4.1. Demographic Characteristics

Table 1 shows the demographic profiles of the respondents in this study. Apparently,
more of the respondents were female (56.9%) than male (43.1%). A majority of the re-
spondents were 20-29 years old (61.3%), while 25.7% were below 20 years old, 6.8% were
above 40 years of age, and 6.2% were 30-39 years old. Most of the respondents possessed a
bachelor’s degree (52.5%), while 33.3% were high school graduates, 10.2% held a master’s
degree, and 1.8% had earned a diploma. In total, 66.3% of the respondents were students,
whereas the remaining 33.7% were employees.

Table 1. Demographic characteristics.

N %
Gender
Female 285 56.9
Male 216 43.1
Total 501 100
Age Group
Below 20 years 129 25.7
20-29 years 307 61.3
30-39 years 31 6.2
40 and above 34 6.8
Total 501 100
Education
High school 167 33.3
Diploma 9 1.8
Bachelor 263 52.5
Master 51 10.2
Total 501 100
Employment Status
Student 332 66.3
Worker 169 33.7
Total 501 100.0

4.2. Validity and Reliability

The first step in SEM is to assess the measurement model, which includes the evaluation
of construct reliability, indicator reliability, convergent validity, and discriminant validity of
the outlined constructs. Construct reliability was determined using composite reliability (CR)
and Cronbach’s alpha (CA). The criterion is that the CR value should exceed 0.07 to indicate
adequate reliability of the construct [54]. The measurement model results, as tabulated in
Table 2, showed that the CR values obtained for this present were greater than 0.07, thus
confirming adequate construct reliability. Next, indicator reliability was assessed through
CA, in which the CA values must be higher than 0.06. As a result, the CA for all factors in
this study was acceptable. Convergent validity of constructs was determined using average
variance extracted (AVE), which should exceed 0.50 [55]. Since the result revealed that all
constructs had substantial AVE, the convergent validity of constructs for this study was
verified. The values of CA, CR, and AVE are depicted in Table 2.
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Table 2. Reliability and validity.
Variables No. Mean SD CA DG rho CR AVE VIF
Items

PU 5 4.164 0.643 0.834 0.835 0.883 0.603 2.819

PE 6 4.045 0.628 0.859 0.893 0.901 0.620 2.754

SI 5 3.854 0.676 0.788 0.790 0.855 0.543 3.210

FC 5 3.670 0.756 0.839 0.842 0.886 0.609 3.492

LM 4 3.854 0.754 0.866 0.868 0.909 0.714 4.002

PT 6 4.013 0.705 0.896 0.897 0.920 0.659 3.188
IEW 6 4.008 0.658 0.887 0.889 0.914 0.641 1.000

AEW 5 3.727 0.786 0.841 0.856 0.887 0.614

Note: PU: perceived usefulness; PE: perceived ease of use; SI: social influence; FC: facilitating conditions; LM:
lifestyle compatibility; PT: perceived trust; IEW: intention to use an e-wallet; AEW: adoption of an e-wallet;
SD: standard deviation; CA: Cronbach’s alpha; DG rho: Dillon-Goldstein’s rho; CR: composite reliability; AVE:
average variance extracted; VIF: Variance Inflation Factors. Source: Author’s data analysis

The assessment of the measurement model included the evaluation of discriminant
validity of the constructs based on three methods: Fornell and Lacker criterion, cross-
loading, and Heterotrait-Monotrait ratio (HTMT) [54]. The Fornell-Lacker criterion is used
to assess the discriminant validity by comparing the square root of AVE extracted from each
construct with the correlation among constructs. Next, the cross-loading method suggests
that the outer loading of the construct should exceed the corresponding construct loading to
signify adequate discriminant validity of the construct. Lastly, the HTMT method estimates
the discriminant validity of the construct based on multitrait and multimethod matrices.
The results of Fornell-Lacker and HTMT are presented in Table 3, while the outcomes of
cross-loading are given in Table 4. According to Kline et al. [56], values above 0.85 indicate
adequate discriminant validity of the measurement. Therefore, this study confirmed the
discriminant validity of the constructs as all loadings of the constructs were higher than the
other constructs. Finally, discriminant validity is checked with the Fornell-Lacker criterion,
which revealed strong links among the constructs.

Table 3. Discriminant validity.

PU PE SI FC LM PT IEW AEW
Fornell-Larcker Criterion
Perceived Usefulness 0.776
Perceived Ease of Use 0.721 0.787
Social Influence 0.659 0.639 0.737
Facilitating Conditions 0.617 0.651 0.736 0.780
Compatibility 0.636 0.652 0.696 0.781 0.845
Perceived Trust 0.624 0.618 0.686 0.646 0.766 0.812
Intention to Use e-Wallet 0.651 0.650 0.689 0.676 0.764 0.766 0.801
Adoption of e-Wallet 0.586 0.536 0.620 0.645 0.680 0.651 0.742 0.784

Heterotrait-Monotrait Ratio (HTMT)

Perceived Usefulness
Perceived Ease of Use
Social Influence
Facilitating Conditions
Compatibility

Perceived Trust
Intention to Use e-Wallet
Adoption of e-Wallet

0.854

0.814 0.804 -

0.732 0.771 0.909 -

0.748 0.762 0.843 0.912 -

0.716 0.709 0.812 0.735 0.864 -

0.758 0.752 0.825 0.782 0.872 0.859 -

0.692 0.625 0.760 0.763 0.791 0.740 0.849 -

Note: PU: perceived usefulness; PE: perceived ease of use; SI: social influence; FC: facilitating conditions; LM: lifestyle compatibility; PT:
perceived trust; IEW: intention to use an e-wallet; AEW: adoption of an e-wallet. Source: Author’s data analysis.
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Table 4. Loadings and cross-loading.
PU PE SI FC LM PT IEW AEW
Using an e-wallet makes it easier for me
. . 0.801 0.608 0.498 0.522 0.493 0.478 0.523 0.441
to conduct my daily transactions
Usingan e-walletallows me tomanage 000 560 0500 0493 0499 0469 0502 0466
my transactions more efficiently
Using an e-wallet increases my 0777 0519 0523 0521 0541 0511 0513 0509
productivity
Using an e-wallet enables me to
accomplish tasks e.g., payments more 0.784 0.604 0.516 0.432 0.472 0.514 0.495 0.392
quickly
Overall, I believe an e-wallet is more
useful than traditional ways of conduct 0.707 0.504 0.519 0.421 0.462 0.447 0.490 0.463
transactions
fL(iaf;‘;ng howtouseane-Walletiseasy 517 gs3 0483 0520 0555 0474 0536 0406
My interaction withan e-Walletisclear o)1 797 0535 0537 0534 0556 0548 0467
and understandable
I find an e-wallet easy to use 0.615 0.862 0.518 0.519 0.541 0.518 0.541 0.435
Itis easy for me to become skillful at 0285 0319 0425 0307 0279 0308 0279 0249
using an e-wallet
Itis easy for me to remember how to 0607 0880 0515 0550 0532 0491 0550 0472
perform task with an e-wallet
I like the fact that payments done
through an e-wallet require minimum 0.561 0.848 0.551 0.582 0.574 0.528 0.551 0.457
effort
People who influence my behavior think 550 5629 661 0505 0501 0490 0488 0405
that I should use an e-wallet
People who are important to me think 0482 0419 0800 0524 0532 0503 0515 0506
that I should use an e-wallet
e-wallets are widely used by people in 0484 0370 0782 0528 0523 0524 0529  0.49
my community
Almost all my friends use e-wallets 0.471 0.501 0.719 0.540 0.519 0.546 0.541 0.427
My family members use e-wallets 0.429 0.441 0.715 0.623 0.482 0.454 0.457 0.447
Lam given the necessary support and 0408 0432 0546 0750 0481 0414 0454 046l
assistance to use an e-wallet
Ihave the financial and technological 0.478 0424 0625 0.761 0.564 0.448 0520 0524
resources required to use an e-wallet
Thave access to the software and 0544 0577 0557 0837 0641 0539 0564 0533
hardware required to use an e-wallet
The e-wallet services I use are well
integrated and provided in a stable 0.453 0.537 0.534 0.786 0.643 0.472 0.525 0.500
service infrastructure
My service provider/operator facilitates
0.509 0.555 0.608 0.762 0.696 0.625 0.562 0.493
the use of an e-wallet
Using e-wallet services is compatible
) . 0.492 0.539 0.566 0.715 0.792 0.594 0.624 0.521
with all aspects of my lifestyle
Using e-wallet services fits into my 0525 0540 0615 0655 0843 0661 0607 0565
lifestyle
Using e-wallet services fits well with the
way I like to purchase products and 0.507 0.528 0.570 0.638 0.876 0.631 0.672 0.618
services
Using e-wallets is completely compatible ) .3 4507 0601 0638 0866 0698 0673 059

with my current situation
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Table 4. Cont.

PU PE SI FC LM PT IEW AEW
Ttrust that a transaction conducted 0599 0556 0544 0546 0701 0726 0642  0.548
through an e-wallet is secure and private
[trust payments made through e-wallet ) 15 436 059 0473 0557 0809 0559 0513
channels will be processed securely
Ibelieve my personal information onan ) 5, 0.528 0.566 0.501 0.610 0.880 0.625 0.552
e-wallet will be kept confidential
I believe e-wallet providers keeps 0.426 0.417 0.514 0.464 0.529 0.821 0.573 0.473
customers’ best interests in mind
I believe that in case of any issue, the
e-wallet service provider will provide me 0.528 0.518 0.609 0.577 0.655 0.816 0.634 0.497
assistance
Ibelieve that the e-wallet service 0534 0530 0565 0566 0650 0812 0677 0570
providers follow consumer laws
Assuming that [ have access to e-wallet, I ) 5 0.520 0.572 0.540 0.573 0.741 0.708 0.502
intend to use it
[intend to use an e-walletif the costand ) 150 0470 0537 0502 0589 0609 0797 0588
times is reasonable for me
Iintend to use an e-wallet in the future 0.521 0.530 0.525 0.543 0.586 0.583 0.742 0.504
lintend to increase my use of e-walletsin -1 4544 0573 0585 0652 0593 0841  0.647
the future
lintend to continue using an e-wallet 0557 0528 0569 0527 0611 0580  0.863  0.654
more frequently in the future
Iintend to use an e-wallet in my daily life ~ 0.535 0.530 0.535 0.550 0.653 0.583 0.842 0.655
Toften use an e-wallet to manage my 0.433 0.434 0.467 0.512 0.554 0.514 0.643 0.817
account.
Toften use an e-wallet to transfer and 0456 0395 0527 0521 0557 0552 0615  0.821
remit money.
I often use an e-wallet to make payments. 0.548 0.458 0.512 0.532 0.531 0.536 0.591 0.820
I'subscribe to financial products thatare oo o550 gm0 0561 0597 0558 0617 0811

exclusive to mobile banking.
On average, how often have you used an
e-wallet per month? (Never, 1 to 5 times; 6

0.303 0.225 0.390 0.382 0.399 0.360 0.405 0.631

to 10 times; 11 to 15 times; More than

15 times)

Note: PU: perceived usefulness; PE: perceived ease of use; SI: social influence; FC: facilitating conditions; LM: lifestyle compatibility; PT:
perceived trust; IEW: intention to use an e-wallet; AEW: adoption of an e-wallet. The Italic values in the matrix above are the item loadings,
and others are cross-loadings. Source: Author’s data analysis.

4.3. Path Analysis

The structural model results shown in Table 5 reveal that the causal relationship
between perceived usefulness and intention to use e-wallet was statically significant, while
the relationship between perceived ease of use and intention to use an e-wallet was also
significant. Next, social influence, lifestyle compatibility, and perceived trust exhibited
a significant effect on the intention to use an e-wallet. On the contrary, the link between
facilitating condition and intention to use e-wallet was not significant.

Next, effect size (f?) results of effect size for this study are tabulated in Table 5. The f2
score, which ranged from 0.000 to 0.132, showed that all constructs in this study had a small
effect size on the consumers’ intention to use an e-wallet. According to Hair et al. [54], the
blindfolding procedure shows how construct values are well-observed by reconstructing
the parameter estimates. The blindfolding procedure was applied only on endogenous
constructs with reflective indicators. Predictive relevance of the model was calculated
collectively with Q?, including all factors and at the individual level (single factor). Table 5
presents the results of predictive relevance Q?. The results of the blindfolding procedure
show that the predictive relevance of the model was substantial at 0.451%, thus verifying
the integration of predictors towards the adoption of an e-wallet. This signified that the
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consumers’ intention to adopt an e-wallet was substantial. In addition, all the exoge-
nous variables displayed substantial levels of predictive relevance with their respective
endogenous variables.

Table 5. Path coefficients.

Hypo Beta 1&11; 1\5[:;; t P 2 f2 Q? Decision
Factors affecting Intention to Use e-Wallet
H; PU = I[EW 0.108 0.033 0.175 2.566 0.005 0.132 Accept
H, PE = [EW 0.099 0.027 0.173 2.237 0.013 0.000 Accept
Hj SI = [JEW 0.110 0.024 0.195 2.075 0.019 0.726 0.014 0.451 Accept
Hy FC = [EW 0.048 —0.037 0.137 0.916 0.180 0.002 Reject
Hs LM = [EW 0.265 0.178 0.358 4.875 0.000 0.005 Accept
Hg PT = [EW 0.339 0.255 0.416 6.979 0.000 0.013 Accept

Factor affecting adoption of e-Wallet

H; IEW = AEW

0.742 0.701 0.783 28.780 0.000 0.551 0.005 0.330 Accept

Note: PU: perceived usefulness; PE: perceived ease of use; SI: social influence; FC: facilitating conditions; LM: lifestyle compatibility; PT:
perceived trust; IEW: intention to use an e-wallet; AEW: adoption of an e-wallet. Source: Author’s data analysis.

4.4. Mediation

In this study, intention to use an e-wallet displayed a mediating effect on the rela-
tionship between perceived usefulness and the adoption of an e-wallet; the coefficient of
perceived usefulness toward the adoption of an e-wallet was 0.066, with a p-value = 0.000.
Next, regarding the mediating effect of the intention to use an e-wallet on the association
between perceived ease of use and adoption of e-wallet, the coefficient of perceived ease
of use on adoption of an e-wallet was 0.076 with a p-value = 0.000. Moving on, the rela-
tionship between the social influence and the adoption of an e-wallet was mediated by the
intention to use an e-wallet, the coefficient of social influence toward the adoption of an
e-wallet was —0.020, with a p-value = 0.049. The intention to use an e-wallet was found to
mediate the relationship between facilitating conditions and the adoption of an e-wallet;
the coefficient of facilitating conditions toward the adoption of an e-wallet was 0.059, with
a p-value = 0.000. The results reveal that the intention to use an e-wallet mediated the rela-
tionship between lifestyle compatibility and the adoption of an e-wallet; the coefficient of
lifestyle compatibility toward the adoption of an e-wallet was 0.153, with a p-value = 0.000.
Lastly, hypothesis 8 is supported due to the outcome that displayed the mediating effect
of the intention to use an e-wallet on the relationship between perceived trust and the
adoption of an e-wallet; the coefficient of perceived trust toward the adoption of an e-wallet
was 0.086 with a p-value = 0.000. The mediation results are presented in Table 6.

Table 6. Mediating effect.

Beta CI-Min CI-Max T p Decision
PU = [EW = AEW 0.080 0.024 0.134 2.503 0.006 Accept
PE = [EW =» AEW 0.073 0.021 0.128 2.225 0.013 Accept
SI = [EW = AEW 0.082 0.018 0.144 2.073 0.019 Accept
FC = [EW = AEW 0.035 —0.028 0.103 0.912 0.181 Reject
LM = [EW =» AEW 0.197 0.133 0.268 4.843 0.000 Accept
PT = JEW = AEW 0.252 0.188 0.313 6.762 0.000 Accept

Note: PU: perceived usefulness; PE: perceived ease of use; SI: social influence; FC: facilitating conditions; LM: lifestyle compatibility; PT:
perceived trust; IEW: intention to use an e-wallet; AEW: adoption of an e-wallet. Source: Author’s data analysis.
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4.5. Moderation

The moderation effect of age, gender, and education was assessed on the relationships
of perceived usefulness, perceived ease of use, social influence, facilitating condition,
lifestyle compatibility, and perceived trust with the intention to use an e-wallet. As a result,
the age factor failed to moderate the relationships between perceived usefulness, perceived
ease of use, social influence, facilitating condition, and perceived trust and the intention to
use an e-wallet. Nonetheless, a moderating effect was noted on the relationship between
lifestyle compatibility and intention to use an e-wallet with p = 0.004.

Similarly, gender did not moderate the relationships of social influence, facilitating
condition and perceived trust with the adoption of an e-wallet. As a result, the gender factor
failed to moderate the relationships between social influence and facilitating condition and
perceived trust and the intention to use an e-wallet. On the contrary, gender displayed a
moderating effect on the relationships of perceived usefulness and lifestyle compatibility
with the intention to use an e-wallet. Regarding the relationship between perceived
usefulness and the intention to use an e-wallet, the coefficient of perceived usefulness
toward the intention to use an e-wallet was —0.067 with a p-value = 0.023. In regard to
the relationship between lifestyle compatibility and the intention to use an e-wallet, the
coefficient of lifestyle compatibility toward the intention to use an e-wallet was —0.082
with a p-value = 0.019. The factor of education also did not exhibit any moderating impact
on the correlations of predictors toward the intention to use an e-wallet. The moderation
results are presented in Table 7.

Table 7. Moderating effects.

Beta CI-Min CI-Max t P Decision
Moderating Effect of Age
PU = [EW (0.050) (0.107) 0.004 1.550 0.061 No Moderation
PE = [EW (0.051) (0.110) 0.003 1.526 0.064 No Moderation
SI =» JEW (0.055) (0.112) 0.015 1.414 0.079 No Moderation
FC = [EW 0.005 (0.064) 0.070 0.125 0.450 No Moderation
LM = [EW 0.125 0.047 0.202 2.653 0.004 Moderation
PT = [EW 0.033 (0.028) 0.086 0.929 0.177 No Moderation
Moderating Effect of Gender
PU = [EW (0.067) (0.124) (0.010) 1.993 0.023 Moderation
PE = [EW 0.054 (0.001) 0.106 1.616 0.053 Moderation
SI = [JEW (0.048) (0.117) 0.010 1.256 0.105 No Moderation
FC = [EW (0.078) (0.140) (0.015) 2.022 0.022 No Moderation
LM = JEW 0.082 0.014 0.147 2.090 0.019 Moderation
PT = [EW 0.010 (0.041) 0.074 0.285 0.388 No Moderation
Moderating Effect of Level of Education
PU = [EW 0.036 (0.039) 0.115 0.788 0.216 No Moderation
PE = [EW 0.074 (0.007) 0.161 1.422 0.078 No Moderation
SI = JEW (0.033) (0.129) 0.061 0.565 0.286 No Moderation
FC = [EW (0.066) (0.178) 0.033 0.997 0.160 No Moderation
LM = [EW (0.030) (0.146) 0.073 0.445 0.328 No Moderation
PT = [EW 0.033 (0.055) 0.123 0.614 0.270 No Moderation

Note: PU: perceived usefulness; PE: perceived ease of use; SI: social influence; FC: facilitating conditions; LM: lifestyle compatibility; PT:
perceived trust; IEW: intention to use an e-wallet; AEW: adoption of an e-wallet. Source: Author’s data analysis.

5. Discussion

This study explored the factors that affected the adoption of an e-wallet through the
intention to use an e-wallet and three moderating factors (age, gender, and education).
This study verified the significantly positive effect displayed by perceived usefulness upon
intention to use an e-wallet (H1). Similarly, Halttunen [57] asserted that it is important
to intensify the intention amidst young consumers to use e-wallets by providing more
information on the values and attitudes to create a positive mindset. As a result, consumers
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would consider online transactions as a useful and smart choice to purchase and even
repurchase in the future. Therefore, provision of multifaceted knowledge to young con-
sumers pertaining to digital content in particular is essential to highlight the usefulness
of e-wallets. Perceived ease of use had a positive and significant relationship with an
intention to use an e-wallet (H2). This mode of intention to use an e-wallet was determined
by consumers’ perception regarding the perceived of ease of use of technology. This study
supports Chawla and Joshi’s findings [25]. These findings point out that e-wallet providers
such as banks and online stores should focus on the latest technologies that enable users
to perform transactions effectively and efficiently. These savings in time, cost and ease
of use will help in enhancing benefits, as e-wallets are perceived as easy to use by con-
sumers. Social influence had a positive and significant effect on consumers’ intention to use
e-wallets (H3). This study supports the findings of Chaouali et al. [31]. This study reported
that social influence such from family and friends affects consumers” mindsets on the use
of new innovation products through technology services. The second most influential
determinant of consumers’ intentions, social influence becomes essential to encouraging
consumers’ intentions to use e-wallets, as it can build emotional and logical perspectives
among consumers in developing countries. However, facilitating conditions (H4) had no
significant effect on consumers’ intentions to use an e-wallet as their preferred payment
system in this study. This study demonstrated a different result from Pefiarroja et al. [34].
This study indicates that facilitating conditions can encourage a consumer’s intention to
use an e-wallet with an online platform. In fact, facilitating conditions in certain cultures
and environments cannot have a significant effect, as the existing infrastructure does not
support such services [58]. Lifestyle compatibility had a positive and significant effect
on the intention to use an e-wallet (H5). This study supports Shaw and Sergueeva’s [36]
findings, showing that it raises awareness of the usefulness of e-wallets to the consumers
when e-wallets are compatible with the consumers’ needs and lifestyles and they would
have a willing to try out a new service. It is vital that the user would mostly use an e-wallet
if the compatibility is high, as they can use it in their daily life and habits. Perceived trust
also had a positive and significant effect on intention to use an e-wallet (H6). This study
supports the findings of Wong and Mo [41] who stated that when consumers feel that the
service provided is honest and reliable, it would mostly increase the consumer intention to
use the service since they have high levels of belief in it. Consumers’ trust can greatly affect
the intention to use mobile service-by-service providers or payment services. Confidence
in technologies contributes to improved assessments and attitudes towards technologies, in
which the technology criteria meet the promise and are reliable and safe, which will have a
positive effect on the intention to use these technologies. Intention to use e-wallets found
a positive and significant effect on the adoption of e-wallets (H7). This study supports
the findings of Lim et al. [19], who stated that the adoption of e-wallets is determined by
consumers’ intention to use them. Thus, consumers’ intentions will provide understanding
and knowledge of this cheaper, faster, and easier way of transferring funds through online
transactions. Intention to use e-wallets has a positive and significant effect on the adoption
of e-wallets (H8). This study supports the findings of Choi and Sun [45] that point out
that the convenient use of e-wallets has already triggered the young generation to use
them as payment instruments. The role of behavioral intention to use e-wallets, such as
cashback and discounts, also has a strong impact on the actual use of e-wallets among
young generation users.

Consumers’ behavior intention can be influenced by their perceptions towards the
environment to enhance the use of e-wallets. Lastly, this study supports previous stud-
ies [47,49] which revealed that age and gender displayed partial moderation to strengthen
the relationship between the predictors and the adoption of an e-wallet (H9 and H10).
Hence, the age and gender of consumers can affect how consumers spend their e-money to
purchase products, especially female attitudes towards the adoption of an e-wallet. How-
ever, education exhibited no moderating impact on consumers’ behavior towards online
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purchases (see Table 7). However, education level (H11) in this study has no significant
effect on the intention to use an e-wallet as their preferred payment system.

6. Conclusions

This study found that an intention to use an e-wallet mediates the effect of perceived
usefulness, perceived ease of use, social influence, facilitating condition, lifestyle compat-
ibility, and perceived trust on the adoption of an e-wallet. In addition, age, gender and
education were found to have no moderating effect on this study from the perspective
offered by the UTAUT. This study’s novelty contributes to the existing literature. Firstly,
it extends the UTAUT model by explaining the effects that various predictors have on
the intention to use an e-wallet and adoption of e-wallets. This study offers a significant
theoretical contribution to the UTAUT in particular, and to entrepreneurship theories in
general, from exploring the adoption of e-wallets to perform cheaper, faster, easier, and
safer transactions between buyers and sellers under the extended scope of the theory
through the inclusion of the mediating effect of “intention to use an e-wallet” on the correla-
tions of perceived usefulness, perceived ease of use, social influence, facilitating condition,
lifestyle compatibility, and perceived trust with the adoption of an e-wallet.

Furthermore, this study contributes to the theory domain by providing empirical
evidence of the relationships of perceived usefulness and perceived ease of use with
consumers’ experience using e-wallets, social influence, facility condition, and lifestyle
compatibility to explain the potential of young consumers’ behavior in purchasing and
repurchasing products, while using perceived trust to explain consumers’ trust in the
products. Lastly, this study addressed the scarcity of studies that focused on the adoption
of e-wallets, especially during a pandemic, to purchase online products amidst young
consumers. This study, hence, enriches the existing literature, particularly in the context
of developing countries. The study outcomes may serve as a guideline to managers from
emerging countries to devise effective strategies for the development, sale, and adoption
of e-wallets by cooperating with banks or other online platform providers or companies
offering online-based selling for accurate decision-making. Moreover, companies across
developing countries should determine consumers’ intentions toward, and their use of, e-
wallets. Essentially, this study investigates consumers’ perspectives regarding the adoption
of e-wallets, so as to make transactions cheaper, easier, faster, and safer.

As developing countries progress toward becoming developed nations, the future
young generations, as companies as well as consumers with digital environmental aware-
ness and knowledge, are likely to make an impact on the availability of online selling
products and consumption behaviors. As this study shows the positive effects of perceived
usefulness, perceived ease of use, social influence, facilitating condition, lifestyle compat-
ibility, and perceived trust on intention to use e-wallet and adoption of e-wallet, future
young generations will use more cashless transactions to purchase products and even
repurchase in the future.

7. Limitation

Despite its contribution, this study is not without limitations. The findings and the
implications of this study were derived from a cross-sectional research design. Hence, a
longitudinal study is necessary to clarify the effects of temporal change. Second, during
uncertain times, such as the COVID-19 pandemic, it is crucial to test the model across
various countries with differing education levels and culture toward using e-wallets, so
as to identify any difference or similarity across a range of business segments. Third, this
study uses simple random sampling to obtain respondents, which may have a different
effect than another sampling method.

8. Future Research

Future researchers could use this study to understand the factors that influence
intention to use and the adoption of e-wallets. One of this study’s limitations is that we
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did not include the premise of security guarantee and attitudes to influence consumer
ethical behavior in our model [6,46]. Consumer behaviors are not only affected by internal
perspective, but also by various other situational factors. Future research could attempt
to integrate more constructs into the study’s model, or implement the model in different
cultures and geographical settings, in order to reveal a complex and more generalized
understanding of the adoption and use of e-wallets—particularly among young generations
in turbulent markets.
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