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1. INTRODUCTION
The increasingly

advanced technology makes

ABSTRACT

The use of non-cash transaction, which is currently popular in the public, has made
the topic of a cashless society discussed more often. A cashless society is a condition
where people transact without using cash money so that it leads to the process from
the conventional into the cashless society. In this condition, the involvement of each
generation is needed. This study tries to investigate how each generation's
perspective —both the younger generation and the older generation, toward the
external factors, namely social influence, government support, and network
externalities — affect their use of non-cash transactions in the form of e-wallet. The
data were collected using focus group discussion (FGD) and a survey of 489
respondents. The data were analyzed using PLS-SEM. This research reveals how
different generations have a different perspective on e-wallet and the government
support has a more significant influence on the older generation than the younger
generation, who tend to be more influenced by peers or family. However, both
generations emphasized how the network externalities influenced the continuance
usage in this service. This result implies the importance of e-wallet service providers
to expand the network and collaborating with various actors to retain customers.

ABSTRAK

Penggunaan transaksi nontunai yang saat ini sedang populer di masyarakat membuat
istilah cashless society semakin sering dibahas. Cashless society adalah suatu kondisi
dimana masyarakat bertransaksi tanpa menggunakan uang tunai sehingga mengarah
pada proses dari konvensional menuju cashless society. Dalam kondisi ini, keterlibatan
setiap generasi sangat dibutuhkan. Penelitian ini mencoba mengkaji bagaimana cara
pandang masing-masing generasi — baik generasi muda maupun generasi tua, terhadap
faktor eksternal, yaitu pengaruh sosial, dukungan pemerintah, dan eksternalitas
jaringan — mempengaruhi penggunaan transaksi nontunai dalam bentuk e-wallet.
Pengumpulan data dilakukan dengan FGD dan survei terhadap 489 responden. Data
dianalisis menggunakan PLS-SEM. Penelitian ini mengungkapkan bagaimana
generasi yang berbeda memiliki perspektif yang berbeda terhadap e-wallet dan
bagaimana dukungan pemerintah memiliki pengaruh yang lebih signifikan terhadap
generasi yang lebih tua daripada generasi yang lebih muda, yang cenderung lebih
dipengaruhi oleh teman sebaya atau keluarga. Namun, kedua generasi tersebut
menekankan  bagaimana  eksternalitas jaringan mempengaruhi  kelangsungan
penggunaan dalam layanan ini. Hasil ini menyiratkan pentingnya penyedia layanan e-
wallet untuk memperluas jaringan dan berkolaborasi dengan berbagai aktor untuk
mempertahankan pelanggan.

of the significant changes in the community is a
change in the transaction process, where people

digitization irreversible today and it has developed
so fast. This era is called the industrial revolution 4.0,
where digitalization plays an important role and
makes many changes, starting from communication
technology, trade, and banking to indirectly
affecting habits in society (Cugno et al., 2021). One

currently tend to be cashless. This change in
payment habits gradually forms a cashless society
that is more prevailing over time. Hence, it becomes
a community habit that can develop slowly but
surely. According to Balakrishnan & Shuib (2021), a
cashless society can be understood as a financial
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technology (fintech) revolution where society
transforms the payment process to use an electronic
wallet or digital card daily payment. The adaptation
process and the challenges in forming a cashless
society are different from one place to another. The
adoption of cashless payments in developed
countries is higher rather than in developing
countries. It should be declared that the barrier to
the cashless payment adoption process in
developing countries is not technological
sophistication. The technology is undoubtedly
getting more advanced, but the customer behavior
of consumers who will adopt this technology
becomes the main barrier. According to Leong et al.
(2020), the main obstacle in adopting cashless
payment might emerge from feeling inconvenient
while using cashless payment, cannot find the
beneficial side of using cashless; even traditional
barriers that impact daily habits. Thus, shaping the
routine becomes the essential issue that should be
considered while making a cashless society.

Sweden might provide the evidence of the
above finding, one of the developed countries
predicted to pave its way to becoming the world's
first cashless society in 2023 (Fourtane, 2019). As an
early adopter of technology, Sweden has already
embraced their society to transform cash payment to
digital. This has made these changes already
implemented in the socio-technical system, and
become a daily habit (Teigland et al.,, 2018). The
successful implementation in Sweden shows that
forming a cashless society requires a long and
complex process involving laws, business interests,
technologies, values, and habits. On the contrary, in
other countries, the changing behavior such as
adopting cashless payments massively often
requires special events that ultimately drive the
usage generally; one of them is the COVID-19 pan-
demic.

According to Nicola et al. (2020), this pandemic
brings many changes, from socio-economic to
lifestyles. However, during this pandemic, where
people are trying to prevent the spread of the virus,
cashless payments have become a preventive
measure to avoid direct contact with other people
through the medium of money (Pal & Bhadada,
2020; Yuan et al., 2020; Zhao & Bacao, 2021). Society's
tendency to use cashless payment is shown both in
developed countries and developing countries. For
example, in Malaysia and Indonesia, cashless
payment can be seen in e-wallets usage, which has
increased drastically during the pandemic (Aji et al.,
2020; Teng & Khong, 2021). Policies to maintain
distance to large-scale social re-strictions make
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conventional activities such as going to an ATM or
direct shopping become a hindrance that instantly
sped up digital transactions (Smith, 2020). However,
among all the cashless payment methods, compared
to developed countries, the usage of e-wallet has
become the most favorable cashless meth-od in
developing countries (Gundaniya, 2020).

This pandemic might become a momentum for
digital acceleration for the community and
transition to a cashless system in digital urban
networks (Li, 2021). Driving the digitization of
payment and shift-ing society's behavior is not an
act that can immediately arise internally; external
factors play a more significant role in this change. In
the context of fintech products such as e-wallet,
social influence from the peer group, family, or even
people on the internet was found to positively
influence the e-wallet users by making them believe
the service will be beneficial and fulfill their needs,
based on belief feeling with the persons (Zainol,
2021). While social influence attracts the e-wallet
user from the closest circle, the satisfying service,
various promotions, and broad network
externalities from e-wallet services also make e-
wallet users interested in using the service (Qasim &
Abu-shanab, 2016). Dharmasaputra (2020) stated
that during the pandemic, e-wallet service providers
took this opportunity by actively providing
promotions in discounts and cash back in large
quantities to expand cooperation so that various
kinds of online and offline payments can use e-
wallets.

On the contrary, in running the e-wallet, the
government also gives significant support by using
non-cash transactions (Bank Indonesia, 2020).
Therefore, the government also becomes part of the
e-wallet network externality by providing an option
to pay electricity bills wusing an e-wallet.
Furthermore, during the pandemic, the Indonesian
government has disbursed the Pre-Work Card
subsidy using e-wallets (Kompas, 2020). The role of
network externalities, social influence, and
government support provides essential external
support that can increase people's interest in this
service. The network externalities cover the effect
from a person's closest circle side, the service
provider itself, and more significant power roles
such as government. However, even though these
external influences affect different sides of e-wallet
users, a question arises: among these external factors
such as which factor influences the behavior of
consumers the most? Furthermore, how do social
influence, government support, and network
externalities affect the continuity of e-wallet usage?
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The appearance of e-wallet—as the most
popular fintech product nowadays—serves as a
panacea for economic recovery after the pandemic
(Evandio, 2020). Hence, understanding the most
impactful influence that encourages user continuity
usage becomes the issue that should be studied in
depth. Moreover, through research conducted by
Rapyd (2020), it is known that e-wallets are the most
preferred daily trans-action tool, compared to debit
cards, ATMs, and bank transfers. Suppose consumer
behavior during the pandemic has become a habit.
In that case, it can be predicted that after the
pandemic, compared to other cashless payment
instruments, e-wallets can be the most popular
payment method amidst the formation of a cashless
society. Even so, the use of e-wallets towards a
cashless society is still being developed, especially in
developing countries. Many factors influence a
user's interest in both starting and continuing. The
studies that developed after the pandemic took
place, especially about e-wallet intention to use,
adoption, and continuance usage in developing
countries (Aji et al., 2020; Balakrishnan & Shuib,
2021; Rahman et al., 2020) more focusing on how
consumers internally interest to use particular e-
wallet service rather than viewing this phenomenon
from the external factors that build the consumer
behavior and impact in the continuance usage.

This research expects that the finding
contributes to the knowledge of consumer behavior
in the sector in this study. Furthermore, the finding
can contribute to the practical sector related to the
continuance of e-wallet usage. This pandemic is
proof that external efforts from e-wallet providers
and support from the government have played a
role in increasing e-wallet usage nowadays.
Therefore, understanding which external factors
most effectively influence e-wallets usage in certain
age groups can make the cashless society occur at
every age level.

2. THEORETICAL FRAMEWORK AND
HYPOTHESES

Generational Differences and the Impact on Their
Behavior

Every generation has a different issue that forms
their characteristic generally. Even though each
human is different and cannot be generalized in one
character, in terms of age, many issues created the
characteristic that impacts the way to act -one of
them is in the use of acceptance and usage to a new
technology-related service. This fact shows through
e-wallet usage in Indonesia, which the Millennial
Generation dominates (Catriana, 2020). The next
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generation that dominates the e-wallet usage is
Generation Z as the new younger generation (Ipsos,
2020) than older generations such as Generation X.
Millennial and Generation Z as a generation who
have already been exposed to technology in daily
life, have a higher acceptance and adoption toward
e-wallet usage (Pertiwi et al., 2020; Wei et al., 2021)
rather than the older generation. However, the older
generation, such as Generation X or even baby
boomers, can also adopt e-wallet even though this
generation has a lower usage rate (Felix, 2019).

Indeed, the largest e-wallet market is younger
generations such as millennial and Generation Z.
However, if a cashless society is to be formed, it
requires various ages. Even though each person has
different features and issues that become their
essential concern while using an e-wallet, the
external factor always impacts their behavior
(Acheampong et al., 2018; Leong et al., 2020;
Moorthy et al.,, 2017). From this fact, it has been
noticed what kind of external stimulus can affect
each generation in accepting external influences,
building perceived security, the continuance use of
e-wallet, and loyalty.

Government Support

In the context of digital payment methods such as e-
banking, e-wallet, and other related services,
government support is found to foster the service's
development and improve customer acceptance rate
(Sanchez-torres et al., 2017).As the nation decision-
maker, government support can be shown from
many aspects: from facilitating the fundamental
elements such as internet access speed, making
legislation for both the provider and customer and
even involved in collaboration with the service itself
(Aji et al., 2020; Appiah et al., 2019; Dawi, 2019).
From the consumer perspective, the government's
involvement by periodically updating the rule can
make society feel safer and believe in the credibility
of the licensed service(Chawla & Joshi, 2019; Hagos
& Singh, 2019). Whereas from the service providers’
perspective, the government support can provide
favorable regulations or even become the
collaboration partner which at the end, broader the
e-wallet network externalities (Chung & Yoo (2015).
Hence, we hypothesize that:

Hi.: Government support (GS) can increase
perceived security (PS) towards e-wallet user
Hip: Government support (GS) has a positive

impact on perceived usefulness (PU)
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Hi:: Government support (GS) in the form of
regulation has a positive influence on broader

network externalities (NE)

Social Influence

As social creatures, it is undeniable that external
factors in social influence often take a role in the
decision-making process. According to Smith et al.
(2011), social influence affects the customers from
those around the customers they have trusted. This
influence could come from their closest circle such
as family and peers they have personally known
(Tunggeng et al., 2021), even influencers from social
media and experts they have trusted (Nafees et al.,
2021). The persuasion ability of people the customer
has known and trusted has a more decisive influence
than marketers' marketing abilities (Kirmani &
Rosellina, 2017; Valaei & Nikhashemi, 2017), making
them adapt to new things.

Hence, social influence can be the driving
factor that can reduce the anxiety to try new things
(Slade et al.,, 2015). However, in e-wallet service
usage, social influence can influence people who
initially did not use e-wallets by enhancing their
trust and understanding of the e-wallet service
(Fedorko et al., 2021). Trust somehow becomes a
critical issue in e-wallet service, which can be
enhanced by social influence due to people's risk,
especially in economic and security risks. According
to Lin et al. (2020), these risk factors are considered
crucial financial services risks, such as e-wallet.
Therefore, perceived security becomes the vital
factor that can be achieved by social influence
directly (e.g., social persuasion) or indirectly (by
seeing society using certain e-wallet that serves
adequate security).Furthermore, social influence has
the power to provide a domino effect. One e-wallet
user can persuade other users, and it will be
continued and make a more extensive community
that uses e-wallet service. Therefore, the hypothesis
is stated as follows:

Hz.: Social influence (SI) has a positive impact on

e-wallet user-perceived security (PS)

H2b: Social influence (SI) has a positive impact on
perceived usefulness (PU)

Network Externalities

Financial services, especially e-wallet, aim to make
consumers’ payment activity easier and more
efficient (Leong et al., 2020). As based on the goals to
be achieved, the number of users to the merchants
collaborates with a particular e-wallet service,
taking an essential role in influencing the behavior
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toward the e-wallet user. The influence also applies
to users that previously have not used the service,
even the continuance of e-wallet usage. Katz et al.
(1985) explained this condition as network
externalities that can be understood as the increased
utility or benefits users feel when more and more
users use these services (Huang et al., 2017). In the e-
wallet sector, the term user can be understood from
personal use and the collaborating merchants.
Therefore, the impact of network externalities can
make user-perceived usefulness from the particular
e-wallet service they used.

In reference to the primary function of an e-
wallet is the way how it can be used for various
kinds of service payments; from transferring the
balance to other users to paying to multiple
merchants, the broader network externalities might
make the user understand the benefit they need.
Moreover, It can become the intention to continue e-
wallet usage for a long time (Cheng, 2020).
Therefore, the hypothesis can be stated as follows:
Hs: Network externalities (NE) have a positive
impact on perceived usefulness (PU)

Perceived Security and Perceived Usefulness on
the Continuity of E-wallet Usage

In every service, especially money-related services
such as banking, mobile banking, and even e-wallet
itself, trust becomes an essential factor that
significantly impacts users' intention to use and
continuance of using a particular service. The
previous research that discussed e-wallet finds that
perceived security becomes the main issue and it
must be achieved to generate a sense of trust in e-
wallet service (Zhang et al., 2019; Kumar et al., 2018;
Patel & Patel, 2018). Arpaci et al. (2015) state that
perceived security is a level of user belief that the
technology they used containing sensitive
information such as personal data or financial
transactions will be guarded safely and will not be
misused for other uses (Keisidou et al., 2011).

Trust is always an important issue that can emerge
after the customer feels secure with the financial
service they used, thinking that it can provide
adequate security (Singh & Srivastava, 2020).
Therefore, perceived security becomes the main
issue that should be fulfilled. Based on this
argument, the hypothesis can be stated as follows:
Hy.:  Perceived security (PS) has a positive impact
on the continuity of e-wallet usage (CU)
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Apart from trust, perceived usefulness also plays an
essential role in building attitude and behavioral
intention (Kustono et al., 2020) to continuity of e-
wallet usage. In perceived usefulness, consumers
believe that the e-wallet service can make their
activities more effortless and effective (Aji et al,,
2020). In general, perceived usefulness describes a
user's cognitive expectation about the performance
(Zainol, 2021). Hence, we hypothesize:

Hg,: Perceived usefulness (PU) has a positive
impact on the continuity of e-wallet usage
(CU)

Price Orientation

It is prevalent that price has a psychological impact
on customer behavior; hence it has become a critical
issue in every marketing sector (Chua et al., 2015). In
financial services such as e-wallet, price takes an
important role. Due to e-wallet service, it is now
more focused on providing service rather than
goods. The price orientation is weighted in the form
of discounts or cash back to attract new customers to
maintain the customer (Amelia & Fikriyah, 2020).
However, to do a sustainable business in e-wallet
service, the provider should understand the effect of
price orientation on customer behavior and its
impact on the continuance of e-wallet usage. From
this argument, the hypothesis can be stated as
follows:

Hs: Price orientation (PO) has a positive effect on
the continuance of e-wallet usage (CU)

Social Perceived
Influence Security
Government ——p  Perceived

Support Usefulness

Network
Externalities

— »/ Continuity of

Loyalty in E-wallet

Loyalty is an extended dynamic process that occurs
between brands and customers. Therefore, having a
loyal customer is the goal to achieve by having a
good brand. Even though various research
discussed loyalty, the loyalty's driving facets are still
different in each sector. For example, in the financial
sector, perceived security becomes the factor that is
considered having an impact on continuously using
the service and, therefore, it appears essential for
improving the customer’s loyalty (Fianto et al., 2020;
Jiang et al., 2016). The previous research has also
found that customer loyalty is indicated by the
customer who continuously wants to patronize a
particular service or goods brand even though a
situation influences switching behaviour (Abu-
alhaija et al., 2018; Oliver, 1999; Uddin, 2019). This
relationship continuity will increase customer
loyalty in using financial service products (Faryabi
et al. 2015). Moreover, loyal customers can attract
new customers by advocating for them. Therefore,
the continuance of usage and the awareness toward
a brand or goods has a broader sense. Therefore, we
hypothesize:

Hes.: Perceived security (PS) has a positive impact
on loyalty (L)

Hep: The continuity of e-wallet usage (CU) has a
positive impact on loyalty (L)

Based on the literature review and hypothesis
development discussed above, the conceptual
framework of this research can be presented as in
Figure 1.

Loyalty
E-wallet Usage

T

Price
Orientation

Figure 1. Conceptual framework
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3. RESEARCH METHOD

Types of Research and Data Source

To achieve the research objectives, namely to
examine the hypotheses, this research uses mixed-
method for collecting the data. The data analysis
process was divided into two steps. The first step is
using Focus Group Discussion (FGD). The second is
distributing the online questionnaire.

Population and Sample

The first step of collecting the data was through
FGD, with eight participants aged 22 to 30 years who
covered Generation Z and Millennial. They got
involved in the FGD as the active e-wallet users.
They use this service for their daily payment such as
online shopping in e-commerce, paying online
transportation, or paying another bill. The frequency
of usage and minimum nominal usage was not yet
determined  while = choosing  participants.
Furthermore, in this FGD, the young generation was
chosen to represent the e-wallet users because they
are the majority of e-wallet users in Indonesia
(IPSOS, 2020). They used this service actively
compared to other generations.

Due to the generation's different characteristics
(IDN, 2020), they might have various payments that
they choose to pay using the e-wallet. In general,
they can represent the pre-service, service
encounter, and post-service stage on the whole
(Tsiotsou & Wirtz, 2015). They have a lot of
consideration and information source while
deciding to start using this service (Wei et al., 2021),
have various desire while using this service (Pertiwi
et al., 2020; Teng & Khong, 2021), and know what
makes them stay for the long-term usage for
particular service they used (Gurau, 2012).

In the FGD process, participants were asked
about their use of e-wallet before and after the
pandemic. The increased usage rate has become the
topic understanding in depth during this FGD.
Furthermore, it dealt with the participants'
perspectives about the influence of government,
whether in the form of regulation or government
services that use an e-wallet and social influence,
become the main discussion. Their perspective
toward service influence and network externalities
that influenced their usage are also discussed in this
FGD. Moreover, the most interesting information
showing that they stay using this service was also
discussed. Finally, continuing to use an e-wallet
after this pandemic was also discussed during this
FGD.

The next data collection was by using an online
questionnaire. It was done from May to July. In the
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end, 489 respondents filled in the questionnaires
with the demographics described in Table 2. Since
this research aims to understand the different
behaviors for the continuance of e-wallet usage
between the old and young generations, this
research separated the respondents' age into two
groups. The first is the young generation
represented by Millennial and Generation Z, aged
below 41 years old (Frey, 2018), and the older
generation represented by Generation X and Baby
boomers. They aged 41 years old and above. By
adopting two stages of data collection, the data
obtained is expected to be robust and can generally
capture this issue.

Variable and Measurement
The variables used in the questionnaire were
obtained through the results of the FGD. Through
the FGD, it was understood that social influence is
quite significant in the usage of e-wallet. When the
users are assured that the service is safe and they can
see the value that the service can provide, the
sustainability of e-wallet usage depends on the
individual whether the value is needed or not. The
involvement of promotion was also found to be
influential for the continuance of e-wallet usage.
Now, from the government support side, the
government service payment that provided e-wallet
did not affect the e-wallet service usage. Participants
use mobile banking to pay for this service (such as
for paying electrical or water bills) and use an e-
wallet to pay for online delivery of food or e-
commerce payments. Nonetheless, the government
regulation is considered an essential part of
encouraging e-wallet services from the network
externalities side. It was a surprise that giving a
regulation to ensure the user's safety did not
immediately make the participant feel safe. This
perspective is based on the prevalence of data
leakage even though there are laws that protect it.
Through the FGD result, the variables for this
research are created and the measurement of each
variable is represented through the questionnaire
in Table 1. Each respondent's answer was measured
using a six-point Likert scale of agreement, with a
scale of 1-2 showing low performance, 3-4 showing
medium performance, and 5-6 showing high
performance. The decision to use an even number
for the scale was considered due to this research
objective that wants to understand the perspective
between different generation toward external
influences; hence, the answer that hoped is clearly
explained, whether the respondent agrees or
disagree with the statement (Youn et al., 2017).
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Table 1. Construct and measurement item

Influence (SI)

Constructs Items Ack)g;;?eznd
GS1. Clear and firm regulations from the government regarding e-wallets
circulating in the market increased trust feeling toward e-wallet service
GS2. Payments for various government services (such as paying electrical bills, Aji et al. (2020);
Government BPJS, etc.) that are now using e-wallets make me even more interested in using | Russo et al.
Support (GS) e-wallets (2014)
GS3. Government support and policies encourage the variety of merchants that
collaborate with e-wallet, both offline and online
SI1. My family and friends affect me to use the e-wallet
Social SI2. The influencer (for example, my favorite idols, social media influencer)

endorsement affect me to use the e-wallet
SI3. Using mobile payment will improve my self-esteem

Wei et al. (2021)

NE1. Many of my friends and relations frequently use the e-wallet

Network‘ . NE2. At this time, e-wallet service can be used in many merchants
Externalities ] . . Song et al. (2009)
(NE) NE3. It would be easy for me to find a merchant, both offline or online, that used
an e-wallet service
) PS1. I feel secure putting financial information on an e-wallet )
Perce%ved PS2. I feel safe in my transaction with e-wallet To & Trinh
Security (PS) o . . (2021)
PS3. I feel safe providing personal information on e-wallet
PU1L. Using an e-wallet makes it easier for me to conduct my daily transactions
) PU2. Using an e-wallet allows me to manage my transactions more efficiently
Eercfellved PU3. Using an e-wallet increases my productivity v ¢ al. (2021
(PsLeI)u ness PU4. Using an e-wallet enables me to accomplish tasks, e.g., payments, faster ang etal. ( )

PUS. Overall, I believe an e-wallet is more valuable than traditional ways of
conducting transactions

Continuity of

CUL. Iintend to continue using e-wallet rather than discontinue their use

CU2. I intend to continue using e-wallet than use other cashless payment | Bhattacherjee
e-wallet
methods (2001)
usage (CU) . .
CU3. If I could, I would like to continue my use of an e-wallet
L1. Iwill consider using an e-wallet as my first choice for payment in the future
Lovaltv (L L2. Iwill recommend this e-wallet to others Zhou & Lu
oyalty (L) L3. 1 will consider an e-wallet as my first choice when conducting cashless | (2011)
payment
PO1. I will use the e-wallet service when it is on promotion
Price PO2. For payment, between e-wallet, cash, and debit, I will compare the most | Chua et al.
Orientation profitable payment method (2015);
(PO) PO3. Using an e-wallet give financial benefit for my daily payment rather than | Kim et al. (2012)

other payment methods

4. DATA ANALYSIS AND DISCUSSION

Table 2 presents the respondents’ demographic
characteristics. Their age is dominated by those who
are in productive age, less than 41 years old, and

have a bachelor's degree.

regional minimum wage.
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The majority of
respondents live in Java with an income above
Rp.7,000,000. This level of income is far above the
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Table 2. Characteristics of respondents

Sample Profile Total Percentage
Gender Male 275 56%
Female 214 44%
Age <41 years old 316 64.6%
41 years old and above 173 35.4%
Area of Residence Sumatra 35 7.1%
West Java 176 36.1%
Central Java 35 7.2%
East Java 53 10.9%
Yogyakarta 18 3.7%
Banten 8 1.6%
Jakarta and Surrounding Areas 153 31.4%
Bali 7 1.4%
Sulawesi 3 0.6%
Highest Education Elementary/Junior/Senior = High 119 24.3%
School
Diploma 50 10.2%
Bachelor 270 55.2%
Magister 49 10.0%
Doctoral 1 0.2%
Job Student 116 23.7%
Housewife 57 11.7%
Entrepreneur 68 13.9%
Private/State-owned  enterprise 180 36.8%
employee
Civil Servant 19 3.9%
Health workers 29 5.9%
Freelancer 3 0.6%
Education Worker 16 3.3%
Retired 1 0.2%
Income < Rp.1,000,000,- 25 5.1%
Rp.1,000,001-Rp 4,000,000 67 13.7%
Rp.4,000,001 - Rp.7,000,000 116 23.7%
Rp.7,000,001 - Rp.10,000,000 145 29.7%
136 27.8%

>Rp.10.000.000

As based on the 489 respondents, it is clear to
understand the different behaviors between the
young and older generations. For this purpose, this
research separated the analysis into two parts: the
young generation represented by 316 respondents
and the older generation represented by 173
respondents. This research uses the SmartPLS
application to derive the PLS-SEM. In this research
process, the analysis using PLS-SEM is carried out
through two stages, namely First-order Confirmatory
Factor Analysis (CFA) and second-order CFA. This
process was done because, in the first process, several
indicators were not valid as a construct and they had
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a lower level of outer loadings score. Due to this
condition, some indicators should be eliminated. This
decision is based on Hair et al. (2014), who states that
indicators with outer loading between 0.40 - 0.70 can
be removed if the removal of the composite indicators
improves reliability and Average Variances Extracted
(AVE) above the specified threshold value. On the
contrary, the outer loading indicator <0.40 is deleted.
Then, some indicators were removed from the
questionnaire result for young generation data,
namely NE3, PU5, and L1. For the older generation,
indicators NE3, SI2, and PO1 should also be removed.

After eliminating the indicators, the model was
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still to be analyzed in the second order. Furthermore,
the validity and reliability test using AVE and
Composite Reliability was chosen in this research
because the study applied CFA (Hair et al., 2014). In
Table 3, the result of AVE and Composite Reliability

from both generations is presented. Based on Hair et
al. (2014), the minimum AVE value to be met is above
0.50 and the composite reliability is greater than 0.7,
then it can be considered adequate for convergent
validity.

Table 3. AVE and composite reliability result for both generation

AVE Composite Reliability
Variable

Older Gen. Young Gen, Older Gen. Older Gen.
SI 0.611 0.640 0.758 0.842
GS 0.660 0.540 0.850 0.767
NE 0.621 0.569 0.767 0.726
PS 0.743 0.728 0.897 0.889
PU 0.590 0.521 0.874 0.813
CU 0.671 0.515 0.857 0.759
PO 0.619 0.505 0.761 0.748
L 0.642 0.656 0.842 0.792

Note: Social Influence (SI), Government Support (GS), Network Externalities (NE), Perceived
Security (PS), Perceived Usefulness (PU), Continuity of E-wallet Usage (CU), Price Orientation

(PO), Loyalty (L)

After checking the AVE and Composite
Reliability that fulfill the required value, the
following section focuses on the hypothesis. The next
step was to test the hypotheses with the
bootstrapping method in the SmartPLS application.
This research using p<0.05 with the detailed result

can be seen in Figure 2 and summarized in Table
4This research investigated two  different
generations. Therefore, in the Path Analysis in Figure
2, the Older Generation value is abbreviated as OG,
and the Young Generation abbreviated as YG.

Table 4. Hypothesis testing

Hypothesis Older Generation Young Generation
Coefficient ~ P-Value  TStatistic =~ Coefficient ~ P-Value T Statistic

Hla GS > PS 0.242 0.041* 2.047 -0.035 0.693 0.395
Hlb GS > PU 0.365 0.007* 2.730 0.011 0.909 0.114
H1lc GS > NE 0.356 0.020* 2328 0.308 0.000* 3.759
H2aSI > PS 0.275 0.012* 2511 0.195 0.007* 2.697
H2bSI > PU 0.226 0.016* 2419 0.388 0.000* 5.756
H3 NE > PU 0.234 0.020* 2.340 0.235 0.017* 2.404
H4a PS> CU 0.069 0.244 1.166 0.022 0.674 0421
H4b PU > CU 0.473 0.000* 4.958 0.409 0.000* 4.805
H5PO > CU 0.350 0.000* 5.472 0.327 0.000* 5.390
H6aPS-> L 0.132 0.039* 2.069 0.134 0.020* 2.326
H6bCU>L 0.661 0.000* 7912 0.495 0.000* 7.465

*significant at p<0.0b, t-statistic>1.96
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Figure 2. Path analysis

Based on the survey, it was found that
government support has different impacts on both
generations.  These  external factors  were
hypothesized to have an effect on customer
perception in the form of security and usefulness.
Nonetheless, the result is quite contradictory for both
generations. From the older generation, government
support is associated with increased perceived
security, usefulness, and impacts on broader network
externalities. On the contrary, government support
did not significantly influence the perceived security
and usefulness for the young generation, which was
shown from Hla and H1b were not supported. This
finding is in line with the FGD result. The result
shows that the security and usefulness of each service
depend on the provider itself rather than the
government who manages it. The young generation
that uses e-wallet services to pay online food delivery
or shopping payment (Ipsos, 2020) does not value the
government’s influence in this service’s usefulness.

Other digital payment services, such as m-
banking, were mentioned earlier in the FGD. They
seem preferable to use in government service
payment. On the contrary, the regulation does not
guarantee user safety; this is confirmed by the case of
data leakage of BPJS users, which makes the level of
user trust in digital data security decreases
(Ramadhan, 2021). For the young generation, the path
coefficient even got a minus score, showing how the
increased rate of Government support directly
negatively influences perceived security. Therefore,
the role of government relies on controlling the
regulation that impacts the e-wallet business process
and makes many merchants involved using this
service. In the end, this statement also aligned with
the Hypothesis Hlc that supported for both
generations. The government support may take the
form of clear regulations, involvement of government
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payment that used e-wallet (such as for paying the
electrical bill or water bill). Thus, to attract this
generation's intention, government involvement has
a significant impact. Exposure to this service, such as
a community service ad or placing the advertising in
the public area, can attract their interest and make
them realize the benefit they can take from it.

Moreover, in the context of social influence, the
young and older generations tend to believe their
peers or family makes them believe the e-wallet they
use provides safe and useful. These findings align
with Purani et al. (2019), who stated that peers
significantly influence their beliefs and behavior,
even while forming loyalty. Hence, hypotheses H2a
and H2b related to social influence have the same
assessments for both generations. Even though there
are slight differences between the generations, this
finding was supported by Yang et al. (2021) stated
that social influence affects consumer mindset
emotionally and logically perspectives.

Nonetheless, both generations did not support
the H4a hypothesis that indicates perceived security
associated with continuance usage of e-wallet. This
finding is in line with the previous research (Singh &
Srivastava, 2020; Teng & Khong, 2021; Zhang et al.,
2019). They also found that security was essential and
mandatory for each e-wallet service providers to
fulfill. Lack of a security system can make the
customers from both generations not feel secure and
disloyal. Thus, the continuance usage was influenced
by the e-wallet usefulness, as shown by the H4b
hypothesis supported by both generations. However,
this finding did not immediately interpret that
perceived security is not essential.

The usefulness of e-wallet has become an
essential issue for increasing the continuance of e-
wallet in the form of network externalities as H3
supported in both generations. Network externalities
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associated with the perceived usefulness that
influence the continuance usage of this service,
shown by supported H3. This finding supported
prior studies (Dahlberg et al., 2015; Yang et al.,
2021)that ranked the top factors influencing e-wallet
adoption, then stated usefulness and security
positioned in second and fourth rank. Essentially, the
continuance usage is associated with loyalty,
confirmed by Héb that supported both generations.

On the contrary, price orientation is also
important to be associated with continuance usage, as
shown in H5 that supported both generations. This
finding is in line with empirical evidence through
FGD and other studies (Dharmasaputra, 2020; Vana
et al., 2018), where most customers’ considered the
benefit of price, either in cash back or direct discount,
while being loyal toward certain services.

5. CONCLUSION, IMPLICATION,
SUGGESTION, AND LIMITATIONS

Understanding consumer behavior is crucial
because every aspect, from personal factors such as
age to the service industry can influence the
behavior. Based on the research findings, it shows
that both generations have different behavior while
facing and dealing with external influence. On the
one hand, the older generation tends to find
government support makes them believe the
particular e-wallet provider is beneficial and
guarantees safety. On the other hand, young
generation perspectives see government support as
the actor that can make the network externalities
wider by simplifying the regulation for the service
providers. They tend to believe the influence of their
peers or family members that, in the end, make them
think that the service is safe and beneficial for them.
Even though each generation uses this service for
benefit, the young generation tends to believe in
people they know personally. However, to attract
this generation, itis advisable for increasing the trust
in relation to the security that should also be
increased by the government. This can be done such
as by giving layered security procedures regulation
that each provider should fulfill as their minimal
security requirements.

From this research finding, the network
externalities and price become the main issue that
each generation considers for the continuance of
usage both directly or indirectly. This result suggests
the importance of e-wallet service providers that they
should expand the network and collaborate with various
actors to retain customers. Moreover, price in many
forms, either cash back, giving loyalty point, or
direct discount that should be carefully considered
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as mentioned this become a sensitive issue. The e-
wallet service provider can expose this service from
the closest unit, such as introducing the service in
the workplace or university that makes them realize
this service exists and is beneficial. Furthermore,
collaborating with the young generation's favorite
services (such as subscribed online streaming, daily
transportation, or game online) can make this
generation aware of the usefulness of this service,
fulfill their need, and ease their activity.

Theoretically, this research contributes to the
body of knowledge about customer behavior,
especially in the e-wallet service context, by
comparing the case from different generation
perspectives and confirming several factors that
already exist in the previous studies. However, for
managerial implications, this research contributes to
providing information for the decision-maker actor
-whether the policymaker, government, or e-wallet
provider- should consider this issue while
encouraging people to use this service.

Even though this research contributes both
managerially and theoretically, some limitations can
still be improved for future research. This study only
focuses on three general external factors: social
influence, government support, and network
externalities. The discussion is quite broad and not
discussed in depth. Future studies can choose to
explain the particular external factor and discuss it
intensely. Other limitations in this research might be
provided by some hypotheses that are not
supported, such as government support and
perceived security.
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