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LATIN ARABIC TRANSLITERATION

The transliteration of Arabic words in this research refers to the regulations of

Religion and the Ministry of Education and Cultural Republic of Indonesia,

number 158/1987 and 0543.b/U/1987.

A. Single Consonant

Arabic Words Name Latin Letters Name
أ Alif Not Symbolized Not Symbolized
ب Bā’ B Be
ت Tā’ T Te
ث Ṡā’ ṡ Es (with the point above)
ج Jīm J Je
ح Ḥā’ ḥ Ha (with the point below)
خ Khā’ Kh Ka and Ha
د Dāl D De
ذ Żal Ż Zet (with the point above)
ر Rā’ R Er
ز Zāi Z Zet
س Sīn S Es
ش Syīn Sy Es and Ye
ص Ṣād ṣ Es (with the point below)
ض Ḍād ḍ De (with the point below)
ط Ṭā’ ṭ Te (with the point below)
ظ Ẓā’ ẓ Zet (with the point below)
ع ʻain ʻ Converted comma above
غ Gain G Ge
ف Fā’ F Ef
ق Qāf Q Ki
ك Kāf K Ka
ل Lām L El
م Mīm M Em
ن Nūn N En
و Wāwu W We
ھ Hā’ H Ha
ء Hamzah ’ Apostrof
ي Yā’ Y Ye

B. Double Consonants for ShaddahWritten in Multiple
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دّدة متع Written Mutaʻaddidah

دّة ع Written ʻIddah

C. Ta’Marbuttah

All ta’marbuttah are written with h, both single word or in the middle

of a combination of words (words that are followed by the article “al”).

حكمة Written Ḥikmah

عّدة Written ʻillah

ألولياء كرأمة Written Karamāh al-auliyā’

D. Short Vowels and their application

A. --- ---�د Fatḥah Written A

---�ِ--- Kasrah Written I

---�ُ--- Ḍammah Written U

فععل Fatḥah Written Faʻala

ر ذكك Kasrah Written Żukira

بُ يذھ Ḍammah Written Yażhabu

E. Long Vowel

1. Fatḥah + alif Written Ā

جاھّيدة Written Jāhiliyyah

2. Fatḥah + yā’ mati Written A

َعنسى Written Tansᾱ

3. Kasrah + yā’ mati Written I

كريم Written Karīm

4. Ḍammah + wāwu

mati
Written U

ض فروو Written Furūḍ
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F. Complex Vowel

1. Fatḥah + yā’ mati Written Ai

بينكم Written Bainakum

2. Fatḥah + wāwu mati Written Au

قول Written Qaul

G. Consecutive Short Vowel in One Word Separated with Apostroph

أأنتم Written A’antum

أعّت Written U’iddat

شكرَم لئن Written La’in Syakartum

H. Said Alif and Lam

1. If followed by the qamariyyah letter, its written using the initial letter

“al”

ألقرأأن Written Al-Qur’ān

ألقياس Written Al-Qiyās

2. If the syamsiyyah letter is followed, its written according to the first letter

of the syamsiyyah

ألسماء Written As-Samā’

ألشمس Written Asy-Syams

I. Writing Words in Sentences

Written according to the writer

ألفروض ذوى Written Zawi al-furūḍ

ألسنة أھل Written Ahl as-sunnah
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ABSTRACT

This research was conducted to determine the impact of Perceived
Usefulness, Perceived Ease of Use and Digital Marketing on individuals' interest
in using E-Wallets in the Marketplace (a case study on the Muslim generation Z in
Yogyakarta). The sample for this study consisted of 130 respondents. This
research employed a quantitative method with the SEM-PLS analysis model, and
data processing was assisted by the WarpPLS 7.0 analysis tool. The results of this
study indicate that Perceived Usefulness, Digital Marketing significantly
influence individuals' interest in using E-Wallets in the Marketplace. Meanwhile,
Perceived Ease of Use has no significant influence on the intention to use e-
wallets in the Marketplace.

Keywords: Perceived Usefulness, Ease of Use, Digital Marketing, Digital
Payment, E-Wallet, Marketplace
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ABSTRAK

Penelitian ini dilakukan untuk mengetahui dampak dari Presepsi Manfaat,
Presepsi Kemudahan Penggunaan dan Digital Marketing terhadap minat individu
dalam menggunakan E-Wallet pada Marketplace (studi kasus pada gernerasi z
muslim di Yogyakarta). Sampel pada penelitian ini sebanyak 130 responden.
Penelitian ini menggunakan metode kuantitatif dengan model analisis SEM-PLS
dan pengolahan datanya dibantu dengan alat analisis WarpPLS 7.0. Hasil dari
penelitian ini menunjukkan bahwa Presepsi Manfaat, Digital Marketing
berpengaruh signifikan terhadap minat individu dalam menggunakan E-Wallet
pada Marketplace. Sedangkan, Presepsi Kemudahan Menggunakan tidak
berpengaruh signifikan terhadap minat individu dalam menggunakan E-Wallet di
Marketplace.

Kata Kunci: Presepsi Manfaat, Kemudahan, Digital Marketing, E-Wallet,
Marketplace
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BAB I

INTRODUCTION

A. The Background of Study

The internet is a technology which provides access to all areas and

has become a human need in daily life. Indonesian society has risen in

internet usage. According to APJII data, the number of internet users in

Indonesia in early 2021 was 202.6 million, or 73.7% of Indonesia's

population of 274.9 million. The number of internet users in Indonesia is

the 4th largest in the world after America, India, and China (Halik &

Nugroho, 2022). In Indonesia, the development of payment methods is

currently progressing quite rapidly.

According to the Otoritas Jasa Keuangan (OJK), fintech as known

as financial technology is an innovation in the financial services sector that

utilizes technology. Fintech produces products in the form of systems that

facilitate financial transactions, enabling people to easily conduct digital

transactions using fintech.

According to Bank Indonesia Regulation Number 19/12/PBI/2017

concerning the implementation of financial technology, The purpose of

combining financial technology is to encourage innovation in the financial

industry while implementing consumer protection, risk management, and

caution to preserve monetary stability, financial system stability, and to

create effective, seamless, secure, and dependable payment systems
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(Narastri, 2020). Currently, in Indonesia, there are several types of fintech,

including digital payment systems, microfinancing, crowdfunding,

aggregators, and peer-to-peer (P2P) lending (Nurohman et al., 2022).

The COVID-19 pandemic that occurred at the end of 2019 has

affected the whole world including Indonesia. Corona Virus (COVID) is

an outbreak of an infectious disease that originated in Wuhan, China since

December 2019. On March 2, 2020, the first case of Covid-19 was

reported in Indonesia. The frequency of Covid-19 cases in the country has

risen dramatically since then (Septianurmayanti and Prasetyo, 2023).

The economic sector is one that has a major impacts, the existence

of the Pembatasan Sosial Berskala Besar (PSBB) regulations makes the

economy experience a decline in terms of activity and income. This has

changed people company practices, and not simply because debit or credit

cards and other digital wallets have been more widely used as payment

methods.

During the Covid 19 Pandemic, electronic cashless transactions

based on digital payments experienced a significant increase through

various applications such as mobile banking, QRIS, and cloud-based

electronic money applications (Musyaffi et al., 2021). The e-commerce

and online media sectors increase and is expected to continue until 2025

(Aseng and Pandeirot, 2022). According to data from Bank Indonesia

figure 1.1 explains the growth of E-Money in Indonesia.
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Figure 1.1 E-Money Usage Growth in Indonesia

Source: databoks.katadata.co.id

According to Safitri (2022a) Among all the various forms of

electronic payments, the e-wallet stands out as the most commonly utilized

payment option, as indicated by a study conducted by (Rapyd, 2020). This

is supported a study by (Hasyim and Ali, 2022) which found that Jakarta-

based OVO e-wallet users are satisfied with the cashback promos and

level of service that OVO provides. For customers to repeatedly choose to

make purchases in order to top up this electronic wallet, ease, usefulness,

and promotions presented in the e-wallet application are among the aspects

they take into account (Ningrum, 2022).

Therefore, it is likely that these OVO consumers will keep using

the OVO e-wallet in the future. Promotion is a highly intensive factor in

encouraging the public to use e-wallets. As the majority of the population

already uses smartphones and has internet access, nearly all companies

engage in digital promotions.



4

According to an article from bi.go.id, the latest research conducted

by InsightAsia titled 'Consistency That Leads: 2023 E-Wallet Industry

Outlook' also indicates that digital wallets are increasingly becoming the

preferred method of payment chosen by the people, compared to cash

payments and bank transfers. The research results show that 74% of

respondents actively use digital wallets for various financial transactions.

Cash (49%), bank transfers (24%), QRIS (21%), Paylater (18%),

debit cards (17%), and VA transfers (16%) are all exceeded by the use of

digital wallets. Between September 19 and September 30, 2022, 1,300

respondents participated in this study, which was conducted in seven of

Indonesia largest cities: Jabodetabek, Bandung, Medan, Makassar,

Semarang, Palembang, and Pekanbaru.

According to a statement from InsightAsia, the majority of

respondent from Indonesia use digital wallets and do their purchasing

online (79%). This indicates that the majority of Indonesians participate in

online commerce using the e-wallet payment method. Malaysia

Communications and Multimedia Commission survey a few payment

method became the preferred method among the customer as its third

online payment attracts 8.2% of online shoppers to complete their

purchase, its 90.2% smartphone users to shop online is below 20’s and

84.5% of those in their 20’s (Raimee et al., 2021).

Report by goodstats.id, e-wallets would be the most popular

payment method in Indonesia by a percentage of 81% of the population in
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2022, according to a survey done by East Ventures (EV). The most

popular form of payment, as shown in Figure 1.2, is an e-wallet, which is

then followed by a virtual account, bank transfer, cash or COD, paylater,

QRIS, retail outlets, instant debit, and credit cards.

Figure 1.2 Payment Methods in Indonesia 2022

Source: goodstats.id

Digital marketing or promotion is crucial to encourage individuals

to use e-wallets. Typically, the promotions offered by e-wallets come in

the form of discounts, cashback, vouchers, which can attract someone's

interest in using an e-wallet. This is supported by research conducted by

(Sari et al., 2020) which explains that appealing promotions can generate

interest in using e-wallets. Hanifah and Rahadi in journal (Aseng and

Pandeirot, 2022) found several other reasons, including the abundance of
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promotions and attractive offers provided, various payment methods that

can be used, and good and fast transaction services.

Digital marketing has been widely used in Indonesia since around

2010, digital marketing is spread through websites, social media, etc. The

internet has become the fastest growing advertising medium of this decade

(Smith, 2011). Digital marketing is one of the marketing media that is

currently widely used by both companies and consumers to support

various activities carried out (Dyahrini et al., 2021). For a business, one of

the most valuable benefits of using digital media is their capacity to offer

consumers a personalized relationship (Smith, 2011). According to several

studies, the quickness and accessibility of access can influence how

satisfied customers are with sales promotions (Thuy et al., 2022).

While marketplace users vary in terms of age, it turns out that the

majority of marketplace users today are the millennial generation (49%)

and generation Z (gen Z, 36%) (Aseng and Pandeirot, 2022). Social media

affects Generation Z in terms of looking for brands and buying with efforts

to see advertisements in online promotional media (Halik & Nugroho,

2022). This has a significant impact on their behavior and purchasing

patterns.

Data summary from Genie Indonesia who found that nearly 150

million Internet users in Indonesia have e-commerce apps and use them

for online purchases (Aseng and Pandeirot, 2022). Of those 150 million

people, 92 million are Gen Zs. Technology has been a part of Gen Zs
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existence since childhood. They frequently purchase online and browse the

web, especially on days while there are monthly promotions or when flash

deals are taking place.

Yogyakarta was chosen because it has a high percentage of

students among the Z generation. Data on bappeda.jogjaprov.go.id shows

that Generation Z and Millennial age group has the highest number

compared to other age groups. The table below shows that the 15-64 age

group has the highest number compared to the 0-14 age group and the >65

age group. It can be concluded that Generation Z and Millennial in

Yogyakarta dominate each year.

Table 1.1 Population in Yogyakarta Based on Age

Population
by age

composition

2020 2021 2022 Source

0-14 Years

old
748.757,00 750.317,00 812.534,00 Statistics

Indonesia

15-64 Years

old
2.523.225,00 2.551.427,00 2.784.844,00 Statistics

Indonesia

>65 Years

old
396.737,00 411.152,00 424.438,00 Statistics

Indonesia

Source: Processed Data (2023)

In a prior study by Raninda (2022) that was focused on Yogyakarta

residents, the majority of respondents who completed the questionnaire
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came to Generation Z and were between the ages of 20 and 25. Supported

by research conducted by (Erwan and Edi Setiawan, 2023) the results of

this study indicate that the influence of ease of use and sales promotion

significantly affects students in the city of Yogyakarta in their decision to

use the DANA e-wallet. The study conducted in the city of Bengkulu

regarding the users of the OVO e-wallet and the Tokopedia e-commerce

platform. The results indicate that the variables of perceived ease of use

and risk have no effect on the intention to use (Fitranita et al., 2023)

According to the TAM model, perceived usefulness and perceived

ease of use are the primary drivers of technology acceptance or adoption.

However, these two constructs are considered insufficient to explain

individual acceptance of technology (Mathieson, 1991) in journal

(Ariningsih et al., 2022). Therefore, in this study, we are adding the

variable of digital marketing, which in previous research has been shown

to have a positive impact on an individual's intention to use e-wallets.

This research is a modification of research conducted by Didied et

al. (2022) According to the results of the multiple linear regression

analysis, interest in using e-wallets is positively and significantly

influenced by the attractiveness of promotions, the concept of usefulness,

and ease of use.

This study aims to investigate Generation Z's potential for e-wallet

adoption in Yogyakarta in terms of perceived usefulness, ease of use, and

impact of digital marketing. Consequently, the study uses both the Theory
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of Planned Behavior (TPB) and the Technology Acceptance Model (TAM)

to explain Generation Z's ability to use e-wallets for payment activities in

marketplace.

B. Research Question

The formulation of the problem becomes the main thing in a

research. Therefore, the following questions are formulated to find out

whether there is a relationship between the variables of perceived

usefulness, ease of use, and digital marketing on e-wallet usage in the

marketplace. The following are the questions that will be analyzed in this

study, among others:

1. Does perceived usefulness influence generation Z use of e-wallet in the

marketplace?

2. Does perceived ease of use influence generation Z use of e-wallet in

the marketplace?

3. Does digital marketing influence generation Z use of e-wallet in the

marketplace?

C. Research Objective

This study aims to analyze the variables of perceived usefulness,

ease of use, and digital marketing on e-wallet usage in the marketplace.

The purpose of this study is to provide a stronger understanding of the

ongoing phenomenon. Through a quantitative approach, it is expected to
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generate objective and accountable data. Based on the above questions, the

objectives of this study are as follows:

1. Analyzing how perceived usefulness influences generation Z in using

e-wallet in the marketplace.

2. Analyzing how perceived ease of use influence on generation Z using

e-wallet in online marketplaces.

3. Analyzing how digital marketing influences generation Z in using e-

wallet in the marketplace.

D. Contribution of Research

1. For Theoretical

The results of the research are focused on providing new

knowledge and awareness, and to provide a more thorough

understanding of how perceived usefulness, ease of use and digital

marketing affect the use of e-wallet in Indonesian marketplaces.

2. For Practical

The purpose of this research is to provide valuable information

for companies and small and medium-sized enterprises (UMKM) in

Indonesia. It aims to help them enhance their digital marketing

strategies to attract customers and facilitate easy purchasing through e-

wallet methods.

E. Systematic Discussion
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The format of this chapter will be separated down into five sections,

starting with the introduction in Chapter I that includes a background

review and an explanation of the way this study differs from previous

research. In this context, the formation of the issue is also discussed, and

objectives and advantages are anticipated.

In Chapter II, examine the theoretical background of this study

while looking at several concepts that are relevant to the current research

issue. A total of nine theories are included in the theoretical framework,

including the well-known Technology Acceptance Model (TAM), which

includes the ideas of Perceived Usefulness and Perceived Ease of Use. The

theories of digital marketing, intention to use, electronic wallet, generation

Z, and the marketplace are also discussed.

In Chapter III, the research conducted is known as causal research

with a quantitative approach. This type of research aims to explain how

changes in one variable can affect changes in other variables. In this study,

there are three main variables: The Influence Perceived Usefulness (X1),

The Influence Perceived Ease of Use (X2), The Influence Digital

Marketing (X3), which are considered independent variables. The

dependent variable (Y) in this study is Interest to Use E-wallet in

Marketplace. The data collected for this research consist of both primary

data, which comes from the responses of participants to the questionnaires

provided, and secondary data, which includes information gathered from

literature books, journals, and other reports obtained from libraries.
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In Chapter IV, provide an overall synopsis of the study object, do a

descriptive analysis, test predictions, and discuss the variables which

affect the way e-wallet is used in online marketplaces.

In Chapter V, the concluding chapter, serves as the final part of the

study and includes the presentation of the findings and conclusions derived

from the data analysis process. Additionally, this chapter offers

suggestions that highlight any limitations or areas for improvement,

providing valuable input for future research endeavors.
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BAB V

CONCLUSION

A. Conclusion

Based on the problem formulation, hypotheses, and results of

this research, it can be concluded that there is a positive influence on

the study titled "The Effect of Perceived Usefulness, Perceived Ease of

Use, and Digital Marketing on E-Wallet Usage in Marketplace (Case

Study: Generation Z Muslims in Yogyakarta)". Based on the collected

data and the testing conducted using SEM-PLS, the following

conclusions can be drawn.

The variable of perceived usefulness has a significant influence

on intention to use. This suggests that the possibility of an individual

will be interested in using e-wallet payments in the marketplace

increases with how usefully people view digital payment methods to

be in the market.

Variable perceived ease of use has a negative or insignificant

influence on intention to use. The results of the regression test in this

study indicate that the perceived ease of use variable does not have a

partial effect on the interest in using e-wallets in the marketplace. In

other words, the easier a system is to understand and operate, the
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interest in using e-wallets in the marketplace does not significantly

increase.

Variable digital marketing has influence on intention to use.

This indicates that the more promotions are provided to individuals

who transact using digital payment methods in the marketplace, the

higher the possibility that an individual might be interested in making

transactions using an e-wallet.

B. Research Limitation

This study has limitations and can be used as a reference for

future research. Some limitations of this study are as follows.

1. In this study, only 3 latent variables were used as criteria: perceived

usefulness, ease of use, and digital marketing which have significant

influence.

2. The study location is relatively limited, and it could be expanded to a

larger scale across islands or countries.

C. Suggestions

Based on the conducted research, it can be concluded that the

multitude of benefits, ease, provided promotions, and accessible digital

payments can enhance the usage of e-wallets in the marketplace.

However, there are several suggestions that can be beneficial for future

research.
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1. Future study is anticipated to be able to include additional variables

affecting a person's interest in utilizing e-wallets.

2. The Special Region of Yogyakarta is the only region that is the subject

of this investigation. Future studies are anticipated to be able to

increase the area of study to take in a bigger region, possibly even an

entire nation.
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