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The problem in this study is the effect of ease of use and promotion on purchasing decisions through purchase intention as an intervening variable 
and aims to determine the effect of ease of use and promotion on purchasing decisions through purchase intention as an intervening variable that is 
carried out on shopeepay e-wallet users in Jakarta. This research design is causal by using primary data. The population in this study is shopeepay 
users  in  the  Jakarta  area.  The  sampling  technique  in  this  study used  a  purposive  sampling  technique,  namely  the  sampling  method with  certain 
criteria  while  the  sample  used  was  87.  For  data  processing  using  Smart  PLS statistical  software.  The  results  showed that  the  ease  of  use  had  a 
significant effect on purchasing decisions, the promotion variable had a significant effect on purchasing decisions, the convenience variable had no 
significant effect on purchase intention, the promotion variable had a significant effect on purchase intention, and the purchase decision variable had
a  significant  effect  on  purchase  intention.  Meanwhile,  the  ease  of  use  variable  does  not  have  a  significant  effect  on  purchase  intention  through 
purchasing decisions. And for the promotion variable has a significant effect on purchase intention through purchasing decisions. Therefore, it is 
expected that the company can pay more attention to the factors that influence purchasing decisions in order to increase the company's revenue and 
be able to survive in today's tight competition.
Keywords: Ease of Use, Promotion, Purchase Decision and Purchase Intention.

In Indonesia today, the widespread use of technology is evident. 
Internet  access  has  reached  even  remote  areas,  presenting  a 
significant  opportunity  for  the  banking  industry  and  digital 
businesses  such  as  e-commerce.  The  use  of  electronic  money, 
particularly in the midst of the current COVID-19 pandemic, has
increased  as  it  enables  people  to  minimize  direct  interactions. 
Electronic  money,  functioning  like  regular  money,  is  used  for 
transactions  such  as  purchases,  toll  payments,  etc.  These 
electronic  money  products  are  either  hardware  or 
software-based,  depending  on  the  technology  used  for  storing 
monetary  value  (Syamsudin,  2018).  Examples  include 
chip-based  cards  like  Brizzi  BRI,  Tap  Cash  BNI,  Mandiri 
e-Money,  Flazz  BCA,  and  E-wallets  such  as  OVO,  Gopay, 
Dana,  Shopeepay,  Link  Aja,  that  utilize  the  internet  for 
facilitating transactions.

The surge in e-wallet usage has intensified competition among 
financial  management  businesses  to  draw users  to  their  digital 
wallets. The purchase   intention using e-wallets peaked after the

Tabel 1. E-Wallet in Indonesia

COVID-19  pandemic  was  announced  by  news.detik.com  in 
March 2020. NeuroSensum's research indicated that ShopeePay 
led  the  Indonesian  digital  wallet  market  in  early  2021, 
outperforming  OVO  and  GoPay,  largely  due  to  its  integration 
with  Shopee  e-commerce  and  effective  promotional  strategies. 
NeuroSensum  observed  that  many  e-commerce  users  employ 
multiple digital wallets. ShopeePay achieved the highest market 
penetration  at  68%,  followed  by  OVO,  DANA,  GoPay,  and 
LinkAja.

Sumber: https://katadata.co.id › Digital › Fintech
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No	E-wallet	Transactions	 Average	 	Most 
			                 per Month          Frequently Used

1          Shopeepay	       33%		14.4 kali		35%
2               Ovo	       24%		13.5 kali		27%
3             Gopay	       19%		13.1 kali		20%
4              Dana	       18%		12.2 kali		14%
5           LinkAja	       6%		8.2 kali		5%
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Figure 1. Heteroscedasticity Test

Based on the results, the points on the scatter plot graph do not 
have a clear distribution pattern or do not form specific patterns, 
and the points are spread above and below the number 0 on the Y
 axis.  Thus,  this  shows  that  there  is  no  heteroscedasticity 
disturbance in the regression model so that this regression model 
is suitable for use.

〖GDPPG〗_it=μ_it+β_1^' 〖TEA〗_it I(〖FD〗_it≤γ)+β_2^' 〖TEA〗_it I(〖FD〗_it>γ)+β_3 z_it+e_it                (1)The  term  e_it  represents  the  error  term,  accounting for  unobserved  factors  and  random  variation  in  the relationship  between  entrepreneurial  activity,  financial development, control variables, and economic growth.

ShopeePay's dominance in the e-wallet market is also attributed 
to  its  integration with  Shopee,  simplifying online  shopping for 
consumers.  The  convenience  of  having  all  transactions  in  one 
app  when  shopping  on  Shopee  is  highly  valued 
(https://katadata.co.id).  However,  challenges like  forgetting the 
ShopeePay  PIN  can  prevent  transactions,  leaving  the  balance 
unused.  Therefore,  remembering  and  knowing  the  ShopeePay 
PIN is crucial.  Another issue is the time-consuming process of 
transferring balances from ShopeePay to bank accounts,  which 
can  be  inconvenient  for  users  needing  urgent  funds  (Sunaryo, 
2018). ShopeePay's balance is limited to use within the Shopee 
app, unlike Dana and Ovo.

Factors  influencing  e-wallet  usage  include  ease  of  use.  The 
public's  belief  in  the  effortlessness  of  using  specific  systems, 
including  digital  technology,  is  crucial  (Wibisono,  2018). 
Technologies  designed  for  convenience  encourage  greater  use, 
especially  with  well-targeted  promotions.  However,  many 
e-wallet users find it challenging to use the applications, despite 
available  guides,  leading  some  to  prefer  direct  transactions 
(Bahrudin, 2017).

In addition to ease of use and promotion, individual uniqueness, 
preferences, and attitudes towards objects play a role in e-wallet 
usage.  Customer  satisfaction,  an  assessment  of  product  or 
service features that  provide pleasure in fulfilling consumption 
needs, is influenced by many factors (Budiyanti, 2016).

Despite the popularity of e-wallets for their convenience, many 
are still unfamiliar with their benefits. Increasing the intention to
use  e-wallets  through  financial  literacy  and  targeted  social 
media promotions can help. This approach can demonstrate the 
significant  benefits  of  e-wallets  in  financial  management 
(Sumardji,  2017).  The  rapid  growth  in  digital  transactions  has 
led  banks  and startups  to  create  e-wallet  products,  intensifying 
the  competition  to  attract  users.  Focused  promotions  are 
essential to maintain e-wallets as a primary choice, as unfocused
promotions have been identified as a reason for limited e-wallet 
usage (Abizar,  2017).  Promotion strategies must  be targeted to 
ensure  the  product  reaches  the  intended  audience  (Syamsudin, 
2019).

2. METHODOLOGY

Smart  consumers  are  likely  to  choose  an  e-wallet  that  is 
user-friendly  and  offers  benefits,  influencing  their  purchase 
intention and leading to continuous satisfaction with the e-wallet
balance  (Maulana,  2020).  Studies  on  ease  of  use  by  Yusuf 
(2017),  Nuraini  (2017),  and  Listiana  (2021)  showed a  positive 
effect on purchase decisions. This contrasts with Anyari's (2018)
findings  that  ease  of  use  doesn't  positively  affect  purchase 
decisions.  Mustafa  (2014),  Awadji  (2018),  and  Khusni  (2018) 
found a positive influence of promotion on purchase decisions, 
differing from Zubaidi (2019) and Wiryawan (2019), who found
no  such  positive  influence.  Munarwan  (2019)  stated  that  the 
purchase intention significantly and positively affects  purchase 
decisions, while Mularman (2020) reported no influence of the 
purchase intention on purchase decisions.

According to Arikunto (2013:73), the population comprises the 
entirety of the research subjects, characterized by common traits 
even if the percentage of  similarity is minimal. In this study, the

population consists of Shopeepay users in DKI Jakarta. Sugiyono
(2013:81)  defines  a  sample  as  a  subset  of  the  population  that 
shares  its  characteristics.  When  a  population  is  large  and  it's 
impractical  to  study  every  member  due  to  constraints  like 
funding,  manpower,  and  time,  a  sample  is  used  instead 
(Sugiyono,  2008).  This  research  employed  a  nonprobability 
sampling method, giving equal opportunity to every population 
member to be selected as a sample, specifically using purposive 
sampling  (Wati,  2021:91).  Since  the  exact  population  size  was 
unknown,  the  Lemeshow  formula  was  used  to  determine  the 
sample  size.  According  to  Ridwan  and  Akdon  (2015),  the 
calculation  yielded  a  minimum  sample  size  of  96  respondents. 
For  this  study,  questionnaires  were  sent  to  96  samples,  but 
responses were obtained from only 87 respondents.

Table 2. Measurements

Data Collection Method
Data  Sources  Primary  data  were  obtained  directly  from 
Shopeepay  users  in  Jakarta  through  observation  and 
questionnaires.  Primary  Data,  directly  obtained  from  research 
subjects,  including  questionnaires  and  data  on  the  company's 
condition.  Secondary  Data,  derived  from  previous  research 
reports,  journals,  literature,  books,  and  past  theses.  Literature 
Study:  Reviewing  relevant  past  or  present  information  from 
journals, articles, books, and documents. Field Study: Direct data
collection from the research object, including: a. Questionnaires:
Closed-ended  questionnaires  with  Likert  scale  ratings.  b. 
Observation:  Observing  actual  conditions  and  issues  related  to 
the research subjects. c. Interviews: Used for preliminary studies 
and in-depth information from a small number of respondents.

Variable  Concept of Variable     Dimension         Question Indicator   Source
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Ease of use is the level
of user expectation
regarding the effort
required to use a 
system



Promotion is a
communication
method carried out
by companies to
consumers 
or target markets,
aiming to convey
information about
products/companies
to persuade them to
buy.


The Purchase Decision
is the process through
which consumers go
through certain stages
to make a purchase.






Purchase intention is
a behavior that emerges
as a response to an
object, indicating the
consumer's desire.
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1. Easy to learn
2. Easy to use
3. Clear and
understandable
4. Become
    skillful


1. Advertising
2. Sales
    promotion
3. Personal
     selling







1. Product choice
2. Brand choice
3. Distributor
    choice
4. Time of
     purchase
5. Quantity of 
     purchase
6. Payment
    method


1. Transactional
    interest
2. Referential
    interest
3. Preferentia
    interest
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1. Ease of use
2. Easy to learn
3. Visually attractive
    interface
4. Helpful features
5. Competent system
    performance

1. Regular promotion
2. Attractive to buyers
3. Engaging promotion
4. Targeted promotion








1. Attractive product
    options
2. Well-known brand
3. Anytime usage
4. No limit on
    nominal amount
5. Various top-up
    methods



1. Desire to transact
2. Providing
    information to
    others
3. Repeat purchases 
4. Exploring 
     features
 5. Attractive features
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The amount of commerce that is created in a nation that wishes 
to  join  a  customs  union  increases  with  the  elasticity  of  supply 
and demand. There is greater trade creation and gain when two 
competing economies unite. Trade diversion will decrease when 
the  external  tariff  imposed  by  the  new  customs  union  on  third 
nations is low. The less likely trade diversion—which is defined 
as  the  importation  of  expensive  goods  when  previously  they 
were  less  expensive—the  larger  the  custom  union’s  purview. 
Consequently,  trade  creation  improves  global  resource 
allocation, whereas trade diversion impairs allocation. Generally 
speaking,  trade  diversification  hinders  trade  and  inhibits 
inclusive  growth,  but  customs  unions  are  crucial  for  trade 
development  and  inclusive  growth  because  they  encourage 
growth, industrial development, and the movement of production
elements.

Data Analysis Method
The  data  in  this  research  were  analyzed  using  the  Structural 
Equation  Model  (SEM) with  mediation  (intervening),  and  Path 
Analysis  using  Partial  Least  Square  (PLS).  PLS  helps  in 
obtaining  latent  variable  values  for  prediction  purposes  and 
measures  the  relationship  of  each  indicator  with  its  construct. 
Testing  the  Outer  Model:  Examining  the  relationship  between 
latent  variables  and  their  indicators,  including  tests  for 
convergent  validity,  composite  reliability,  average  variance 
extracted (AVE), and Cronbach's alpha. Testing the Inner Model:
Testing  relationships  between  latent  constructs,  including  R 
Square  for  endogenous  constructs,  estimation  for  path 
coefficients, and Q Square for predictive capability.

3. RESULT AND DISCUSSION

Hypothesis Testing
Hypothesis  testing  employed  the  t-test  using  Smart  PLS 
software,  applying  the  bootstrapping  method  developed  by 
Geisser  &  Stone  (Ghozali,  2014:25).  The  statistical  t-test  was 
used,  with  a  significance  level  of  alpha  5%,  and  a  p-value 
threshold  of  less  than  0.05.  The  criteria  for  hypothesis 
acceptance were a t-statistic greater than the t-table value of 1.96.

Frequency Distribution Test
The  following  table  is  the  frequency  distribution  table  of  the 
questionnaire  scores  regarding  the  variables  Ease  of  Use  (X1), 
Promotion (X2), Product Quality (Y), and Purchase Intention (Z)
distributed to 100 respondents. The data description includes the
average  or  mean  (M).  This  descriptive  data  also  presents  a 
frequency distribution Table 3.

Table 3. Frequency Distribution

Outer Model
The  Figure  1  below  is  the  path  diagram  in  the  conducted 
research.  Based  on  the  research  variables  and  indicators,  the 
author has created a path diagram for data analysis using Smart 
PLS  3.0  software.  In  Partial  Least  Square,  constructing  a  path 
diagram from the formed causal relationships is necessary.

In the path analysis in figure 4.6, the equation model consists of 
two groups of constructs: exogenous and endogenous constructs. 
The exogenous construct (Exogenous Construct) is a variable not
 predicted  by  other  variables  in  the  model,  also  known  as  the 
independent  variable.  In  this  study,  the  exogenous  constructs 
consist  of  Ease  of  Use  (X1)  and  Promotion  (X2),  while  the 
endogenous  construct  is  Purchase  Intention  (Z),  and  the 
mediating or intervening variable is Purchase Decision (Y).
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Table 4. Validity Test

After drawing the path diagram in Figure 1,  the next step is  to 
analyze  each  indicator  per  variable  using  Smart  PLS  (Partial 
Least  Square)  software,  starting  with  validity  testing.  An 
individual  reflective  measure  is  considered  valid  if  it  has  a 
loading value (λ) with the latent variable it measures ≥ 0.5. If an 
indicator has a loading value (λ) < 0.5, it must be dropped as it 
indicates that the indicator is not adequately measuring the latent
variable. The figure below shows the test results for convergent 
validity for each variable per indicator.

Table 5. Reliability Testing

In  research,  a  variable  is  considered  reliable  if  it  has  a 
Cronbach's  alpha  value  greater  than  0.6.  The  following  table 
shows the reliability test results for each research variable.

Source: Data processed (2022)

Table 6. R Square

Based on the  above reliability  results,  it  can be  concluded that 
the  variables  Ease  of  Use,  Promotion,  Purchase  Decision,  and 
Purchase  Intention  have  a  composite  reliability  above  0.6  and 
Cronbach's alpha above 0.6, indicating that the indicators used in
each variable have good reliability or are capable of accurately 
measuring their constructs.

Variable    R-Square R-Square Adjusted
Purchase Decision 0.803 0.798
Purchase Intention 0.831 0.825

Source: Data processed (2022)

Inner Model Testing
Inner model or structural model testing is conducted to examine 
the relationships between variables and to evaluate the model fit 
(goodness of fit model) by looking at the R-Square (R2) value. 
The  results  of  the  structural  model  analysis  using  the  PLS 
method are presented in the following table 6:

= 1 – ( 0,183 ) ( 0,179 )

Q2 = 1 – ( 1 – R2 1 ) ( 1 – R2 2 )
Q2 = 1 – ( 1 – 0,803 ) ( 1 – 0.831 )

= 1 – 0,033
Q2= 0,967

Table 6 shows that based on the research model above, the R2 
value of the Purchase Decision variable is 0.803, indicating that 
Ease of  Use and Promotion can explain  the  Purchase Decision 
variable by 80.3%, while the remaining 19.7% is influenced by 
other variables not included in the study. The Purchase Intention 
variable  has  an  R2  value  of  0.831,  indicating  that  it  can  be 
explained by the Ease of Use and Promotion variables by 83.1%,
while the remaining 16.9% is influenced by other variables not 
in the research model. The Goodness of Fit Model is evaluated 
using  the  Predictive  Relevance  (Q2)  value.  The  Predictive 
Relevance (Q2) value is calculated using the following formula:

Table 7. Coefficient of Determination

Where  R2_1  and  R2_2  are  the  R  square  values  of  the 
endogenous variables in the model.  The interpretation of Q2 is 
similar to the total coefficient of determination in path analysis 
(akin to R2 in regression). R2 is the coefficient of determination,
which  is  part  of  the  total  variation  in  the  dependent  variable 
explained  by  variation  in  the  independent  variables.  The 
following  table  explains  the  results  of  the  coefficient  of 
determination analysis and research variables:

The Predictive Relevance (Q2) value of 0.967 or 96.7% means 
the model is capable of explaining the phenomenon of Purchase 
Intention  linked  to  several  variables,  namely  Ease  of  Use  and 
Promotion  through  Purchase  Decision.  Thus,  the  model  is 
considered excellent and can be used for hypothesis testing.
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(X1)	X1_1	0.783		Valid
	X1_2	0.771		Valid
	X1_3	0.753		Valid
	X1_4	0.492		Not Valid
	X1_5	0.700		Valid
	X1_6	0.435		Not Valid
	X1_7	0.653		Valid
	X1_8	0.562		Valid
	X1_9	0.608		Valid
	X1_10	0.644		Valid
(X2)	X2_1	0.605		Valid
	X2_2	0.639		Valid
	X2_3	0.762		Valid
	X2_4	0.699		Valid
	X2_5	0.707		Valid
	X2_6	0.697		Valid
	X2_7	0.749		Valid
	X2_8	0.681		Valid
	X2_9	0.783		Valid
	X2_10	0.761		Valid
(Y)	Y_1	0.470		Not Valid
	Y_2	0.625		Valid
	Y_3	0.787		Valid
	Y_4	0.741		Valid
	Y_5	0.693		Valid
	Y_6	0.697		Valid
	Y_7	0.469		Not Valid
	Y_8	0.638		Valid
	Y_9	0.565		Valid
	Y_10	0.749		Valid
(Z)	Z_1	0.748		Valid
	Z_2	0.634		Valid
	Z_3	0.602		Valid
	Z_4	0.663		Valid
	Z_5	0.552		Valid
	Z_6	0.640		Valid
	Z_7	0.483		Not Valid
	Z_8	0.636		Valid
	Z_9	0.657		Valid
	Z_10	0.710		Valid
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Variable		Composite Reliability	Cronbach's Alpha
Ease of Use		0.883		0.849
Promotion			0.910		0.890
Purchase Decision		0.884		0.849
Purchase Intention		0.871		0.833
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Variable		R-Square	Predictive Relevance (Q2)
Purchase Decision	0.803		0.967
Purchase Intention	0.831		0.967
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Source: Data processed (2022)



Table 8. Hypothesis Testing

Hypothesis Testing
Hypothesis  testing  aims  to  evaluate  the  causal  relationships  in 
the  proposed  conceptual  model.  The  analysis  of  the  hypothesis 
testing results, using the Smart PLS program, is presented in the 
table below:

In summary, the table presents the results of hypothesis testing, 
indicating the  significance of  the  relationships  between various 
variables  like  Ease  of  Use,  Promotion,  Purchase  Decision,  and 
Purchase  Intention.  Some  hypotheses  were  found  to  be 
significant, while others were not.

Discussion
The  discussion  in  this  research  is  aimed  at  addressing  the 
problems previously formulated. This section will cover whether 
to accept or reject the existing hypotheses, accompanied by data, 
facts,  and  explanations.  The  calculations  in  this  study  used  the 
SmartPLS 3.0 software to test the hypotheses comprehensively, 
as explained below:

Impact of Ease of Use on Purchase Decision
The path coefficient parameter resulting from the impact of ease 
of  use  on  the  purchase  decision  is  0.367  with  a  t-statistic  of 
3.043, which is greater than 1.663 at the 5% significance level. 
This  indicates  a  significant  effect  of  ease  of  use  on  purchase 
decisions.  This  finding  suggests  that  customers  are  likely  to 
make a purchase decision if  the e-wallet  is  easy and smooth to 
use.  This  study aligns  with  the research conducted by Mustaha 
(2019),  Abizar  (2020),  and  Burhanudin  (2020),  supporting  the 
first hypothesis that ease of use influences purchase decisions.

Impact of Ease of Use on Purchase Intention
The path coefficient parameter from the impact of ease of use on 
purchase  intention  is  0.035  with  a  t-statistic  of  0.393,  which  is 
less  than  1.663  at  the  5%  significance  level.  This  indicates  no 
 

Impact of Promotion on Purchase Decision
The path coefficient parameter from the impact of promotion on 
the purchase decision is 0.580 with a t-statistic of 5.267, which is
greater than 1.663 at the 5% significance level. This indicates a 
significant effect of promotion on purchase decisions. Customers
are likely to make a purchase decision if the e-wallet promotions
are frequent and attractive. This finding aligns with the research 
by  Natsya  (2019)  and  Nyoman  (2018),  supporting  the  second 
hypothesis that promotion influences purchase decisions.

significant  effect  of  ease  of  use  on  purchase  intention. 
Customers may increase their purchase intention if the e-wallet 
is  very  user-friendly  and  safe.  This  study  aligns  with  the 
research by Umiyani (2017) and Rizky (2018), not supporting 
the  third  hypothesis  that  ease  of  use  does  not  affect  purchase 
intention.

Impact of Promotion on Purchase Intention
The path coefficient parameter from the impact of promotion on
purchase intention is 0.617 with a t-statistic of 6.746, which is 
greater than 1.663 at the 5% significance level. This indicates a 
significant  effect  of  promotion  on  purchase  intention. 
Customers are likely to increase their purchase intention if the 
promotions offer benefits. This finding aligns with the research 
by  Khasanah  (2014)  and  Setyowati  (2016),  supporting  the 
fourth hypothesis that promotion influences purchase intention.

Impact of Purchase Decision on Purchase Intention
The  path  coefficient  parameter  from  the  impact  of  purchase 
decision  on  purchase  intention  is  0.293  with  a  t-statistic  of 
2.321, which is greater than 1.663 at the 5% significance level. 
This  indicates  a  significant  effect  of  purchase  decision  on 
purchase  intention.  Customers  may  increase  their  purchase 
intention  if  the  purchase  decision  comes  from  within 
themselves,  suggesting  that  companies  need  to  stimulate  their 
customers.  This study aligns with the research by Dwi (2018) 
and  Aminudin  (2017),  supporting  the  fifth  hypothesis  that 
purchase decision affects purchase intention.

Impact  of  Ease  of  Use  on  Purchase  Intention  through 
Purchase Decision
The path coefficient parameter from the impact of ease of use 
on  purchase  intention  through  the  purchase  decision  is  0.108 
with a t-statistic of 1.829, which is greater than 1.664 but at a 
significance  level  of  more  than  5%.  This  indicates  no 
significant effect of ease of use on purchase intention through 
the  purchase  decision.  This  finding  suggests  there  will  be  an 
impact on the customer's purchase decision. The results of this 
study are in line with the research by Wardhini (2017) and do 
not support the sixth hypothesis that there is no effect of ease of
use on purchase intention through the purchase decision.

4. CONCLUSIONS

Impact  of  Promotion  on  Purchase  Intention  through  
Purchase Decision
The path coefficient parameter from the impact of promotion on
purchase intention through the purchase decision is 0.170 with 
a  t-statistic  of  2.064,  which  is  greater  than  1.664  but  at  a 
significance level of more than 5%. This indicates a significant 
effect of promotion on purchase intention through the purchase 
decision.  This finding suggests there will  be an impact on the 
customer's  purchase  decision.  The  results  of  this  study  align 
with the research by Winarti and Putriyana (2017) and support 
the  seventh hypothesis  that  there  is  an effect  of  promotion on 
purchase intention through the purchase decision.

Based on the  comprehensive  analysis  and findings  detailed  in 
the preceding chapters of this research, several key conclusions 
have been drawn. Firstly, the variable of ease of use   positively
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and significantly impacts the purchase decisions of customers. It 
has  been  observed  that  the  simpler  and  more  user-friendly  the 
e-wallet  system  is,  the  more  inclined  customers  are  to  make 
purchases.  Secondly,  the  variable  of  promotion  also  shows  a 
positive  and  significant  influence  on  purchase  decisions. 
Effective and targeted promotional strategies have been seen to 
substantially boost customer purchases.

Contrastingly, the research indicates that the ease of use variable
does not have a significant positive effect on purchase intention.
This  suggests  that  while  ease  of  use  is  crucial  for  immediate 
purchase  decisions,  it  may  not  necessarily  heighten  the 
long-term buying interest of customers. However, in the case of 
the promotion variable, there is a notable positive and significant
impact on purchase intention. This implies that well-crafted and 
appealing  promotional  efforts  can  significantly  spike  customer 
interest in making purchases.

Furthermore,  the  study  reveals  that  the  purchase  decision 
variable significantly positively affects purchase intention. When
customers  find  the  purchase  decision  process  to  be  satisfying 
and useful, their interest in future purchases increases. Yet, it is 
also  noted  that  the  ease  of  use  does  not  significantly  influence 
purchase  intention  through  purchase  decisions,  indicating  that 
while  ease  of  use  is  important,  it  does  not  directly  translate  to 
sustained  interest  in  purchasing  through  the  decision-making 
process.

The research, however, underscores a significant positive impact
of  promotional  activities  on  purchase  intention  through 
purchase  decisions.  This  finding emphasizes  the  importance of 
continuous and effective promotional strategies to maintain and 
enhance  customer  interest  and  engagement  in  purchasing 
decisions.

REFERENCES

Research Limitations
Despite the rigorous scientific procedures followed in this study,
certain limitations have been identified. The influencing factors 
considered  in  this  study  are  confined  to  two  variables:  ease  of 
use  and  promotion.  This  leaves  out  numerous  other  variables 
that  could  potentially  impact  purchase  decisions.  Additionally, 
the scope of the research is geographically limited, focusing only
on Shopeepay users in the Jakarta region. Jakarta represents just
a  fraction  of  the  diverse  and  expansive  Indonesian  market. 
Therefore,  the  findings  of  this  study,  being  based  on  a  single 
city,  may not  accurately reflect  the broader  national  context  or 
be applicable to other regions in Indonesia.

Anthony, L.,    & Sama, H.      (2021). Studı Kualıtatıf Mengenaı
           Faktor    Penerımaan    Aplıkası E-Commerce Shopee dan
           Fıntech     Shopeepay     Bagı  Masyarakat Senıor. Journal
           Conference    on     Management,    Business,  Innovation,
           Education and    Social Science, 1(1), 678–686. Retrieved
           from  https://journal.uib.ac.id/index.php/combines/article/
           view/4517

Falah, M. N.    (2021).   Pengaruh Persepsi Kemudahan, Persepsi
           Kepercayaan,    dan    Persepsi     Risiko   Terhadap Minat
           Menggunakan    Kembali Shopeepay di Kota Malang Saat
           Pandemi      Covid19.    Jurnal    Ilmiah    Mahasiswa FEB
           Universitas         Brawijaya,    9   (2), 1–18. Retrieved
           from                                                                                     
           https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/7272

Halim, F., Butarbutar, M., Malau, A. R., & Sudirman, A. (2020).
           Constituents      Driving       Interest in Using E-Wallets in
           Generation Z.  Proceeding on International Conference of
           Science         Management         Art Research Technology
           (IC-SMART),                             1(1),                  101–116.
           https://doi.org/10.31098/ic-smart.v1i1.32

Halim, R. D.,     Widjaja, F. N.,       & Budhiman, A. (2021). The
           Effect   of  Technological and Behavioral on the Adoption
           of      the    Shopeepay      Mobile    Payment.   Journal  of
           Entrepreneurship               & Business,       2(2), 106–118.
           https://doi.org/10.24123/jeb.v2i2.4641

Indahyani, K.,   & Dewi, I. G. A. K. R. S. (2021). Pengaruh Nilai
           Harga,      Literasi    Keuangan dan Kemampuan Finansial
           Terhadap        Minat       Penggunaan      Dompet    Digital
           (Shopeepay)     dalam    Transaksi Keuangan (Studi Kasus
           Pada      Mahasiswa S1 Akuntansi Universitas Pendidikan
           Ganesha). JIMAT    (Jurnal Ilmiah Mahasiswa Akuntansi)
           Universitas     Pendidikan      Ganesha, 12   (3), 932– 942.
           https://doi.org/10.23887/jimat.v12i3.35301

Latief, F.,       Dirwan, D.,  & Idris, M. (2021). Determinat Minat
           Penggunaan     E-wallet    Shopeepay. Jurnal Ilmiah MEA
           (Manajemen,      Ekonomi,  & Akuntansi), 5(3). Retrieved
           from https://journal.stiemb.ac.id

Maftuchach, V.,       & Kusnuranti, A. L.    (2021). The Effect Of
           Brand   Image On Customer Satisfaction Through Quality
           Of     Courier Services During The Covid-19 Pandemic In
           Indonesia            (SAP      Express     Depok  Case Study).
           International   Journal of Social and Management Studies,
           02(06), 29–39. https://doi.org/10.5555/ijosmas.v2i6.80

Maftuchach, V.,     &       Salfadilla,  F. S.    (2020). Effect of Job
           Competency,   Job Experience and Work Environment on
           Job     Achievement at   PT. XYZ, Juanda Branch, Central
           Jakarta.  Journal of Research in Business, Economics, and
           Education,                       2(5), 1181–1195. Retrieved from
           http: //e-journal.stie-kusumanegara.ac.id/index.php/ jrbee/
           article/view/174

Maftuchah,   V. (2020).    Analisis  Pengaruh Harga dan Promosi
           Terhadap    Minat  Beli Lpg Bright Gas Pada PT Jaya Gas
           Indonesia. Jurnal Akrab Juaran, 1(1), 203–209.

Maftuchah, V., hofir, A., Sabil, &                Riftiasari, D. (2019).
            Consumer                 Satisfaction Online Ojek Services in
            Indonesia :        Effect    of Service Quality and Customer
            Value. Archives of   Business Research, 7(12), 116–125.
            https://doi.org/10.14738/abr.712.7505

24 Journal of Economics and Business Letters, 2023, 3 (6), 19-25



Mawardani, F.,     &     Dwijayanti, R. (2021). Pengaruh Persepsi
           Kemudahan Penggunaan dan Promosi Cashback Terhadap
           Minat    Mahasiswa  dalam Menggunakan Dompet Digital
           Shopeepay  Pada Aplikasi Shopee. Jurnal Pendidikan Tata
           Niaga        (JPTN),        9(3),   1455–1463. Retrieved from
           https://    ejournal.unesa.ac.id/index.php/jptn/article/view/ 
           41808

Nuryasman,      & Warningsih, S. (2021). Determining Factors of
           Digital Wallet            Usage.      Jurnal Manajemen,25 (2),
           271–289. https://doi.org/10.24912/jm.v25i2.740

Paramitasari, N.,     &    Idayanti, V. (2021). Analisis Positioning
            Aplikasi     E-Wallet   Berdasarkan Persepsi Konsumen di
           Bandar  Lampung. Seminar Nasional Hasil Penelitian Dan
           Pengabdian       Masyarakat,        1, 42–47. Retrieved from
           https://      jurnal.darmajaya.ac.id/index.php/PSND/article/
           view/2935/1256

Prasasti, A.,      Aulisaina, F. I., & Hakim, M. A. R. (2021). Does
           Discount       Matter        in     Indonesia e-Wallet Race? A
           Qualitative     Study on Generation Z e-Wallet Preferences
           During          Pandemics.         The Winners, 22(1), 57–65.
           https://doi.org/10.21512/tw.v22i1.7019

Pratiwi, F.,  & Irda. (2021). Pratiwi, F., & Irda. (2021). Pengaruh
           Kemudahan       Dan       Promosi       Terhadap Keputusan
           Penggunaan          Aplikasi    E-wallet Shopeepay Di Kota
           Padang. 9(1), 3–10.                 Retrieved                     from
           https://      ejurnal.bunghatta.ac.id/index.php/JFEK/article/
           view/19169

Putri, A. R.,     Ningrum, A. K.,    Putri, D. N., & Firmansyah, R.
           (2021). Pengaruh      Promosi dan Kemudahan Pada Minat
          Penggunaan     E-wallet       Shopeepay. Prosiding National
          Seminar      on         Accounting, Finance,   and Economics
          (NSAFE), 1                 (8).     Retrieved           from
          http://     conference.um.ac.id/index.php/nsafe/article/view/
          1409

Rahayu, N. K. S.     (2021).     Determinan Keberterimaan Sistem
          Pembayaran     Shopeepay     Pada  Aplikasi Shopee (Studi
          Kasus     Pada    Mahasiswa Fakultas Ekonomi Universitas
          Pendidikan Ganesha). Universitas    Pendidikan    Ganesha
          Singaraja.

Rangkuty,      D. M.  (2021). Apakah Penggunaan E-wallet Masa
          Pandemi        Covid-19  Semakin Meningkat di Indonesia?
          Prosiding     Konferensi      Nasional Universitas Nahdlatul
          Ulama         Indonesia,     01(01), 251–260. Retrieved from
          https://    journal.unusia.ac.id/index.php/Conferenceunusia/
          article/view/205
 
Rohmah, L. M.   (2021). Pengaruh Kemudahan Penggunaan Dan
          Promosi        Cashback       Terhadap      Minat  Mahasiswa
          Menggunakan       Metode  Pembayaran Elektronik Money
          (Survei       Pada       Mahsiswa      Pengguna Shopeepay di
          Surakarta). Universitas Muhammadiyah Surakarta.

Wahidin, M.,        Setiyani, L., & Alfredo, A.  (2021). Analisis
         Tingkat  Penerimaan Merchant ShopeePay di Karawang 
         Menggunakan Pendekatan Technology Accetance Model
         (TAM).   Eminar Nasional : Inovasi & Adopsi Teknologi
         2021 “Implementasi    Cybersecurity    Pada Operasional
         Organisasi,”             226–235.            Retrieved       from
         https://       e-journal.rosma.ac.id/index.php/inotek/article
          /view/130

Journal of Economics and Business Letters, 2023, 3 (6), 19-25 25


	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled
	Untitled

