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1. Introduction

The physical distancing policy due to the COVID-19 pandemic has significantly affected the economic life of the community.
Novel coronavirus or SARS-Cov2 can be easily transmitted if droplets from an infected individual land on an inanimate object
and are then touched by another individual (Ather et al., 2020; Barry & Jan, 2018). Cash payments can mediate the virus when
it is touched by an infected person. Therefore, it is best to use digital money whenever possible. Prior to this outbreak, non-
cash payments via smartphones had already gained popularity in several developing countries such as Thailand, Vietnam, and
Indonesia. E-wallet is a type of e-money where money is stored on a server, not on a chip card (Aji et al., 2020). In Indonesia,
there are several server-based e-wallet providers such as Go-Pay, OVO, LinkAja, DANA. However, the use of this e-wallet
has not been implemented optimally in Indonesia. Limitations on the use of non-cash transactions are the culture or habits of
people who keep cash, especially those in rural or remote areas. Denpasar is the city with the highest population density in
the province of Bali. Urbanization drives migration rates and increases economic activity, including the use of e-wallet. Users
do not fully understand the benefits of e-wallet and the extent to which they are used efficiently. The distribution of non-cash
usage and transactions has not yet reached all businesses. Transactions were found to be limited to Micro, Small & Medium
Enterprises or at merchants who collaborated with electronic money issuers. They transact with consumers and suppliers of
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interconnected electronic money users. It is necessary to increase the intention to use e-wallet continuously to improve and
maintain the performance of e-wallet provider companies. The use of digital transactions is determined by the user's intention,
where the behavioral intention itself is determined by the attitude towards the behavior and perceived usefulness (Davis et al.,
1989). The theory of reasoned action (TRA) which explicitly states that individual behavior is influenced by their intentions.
Those intentions are in turn shaped by each attitude toward behavior. TRA suggests that the decision-making process for
individuals involves beliefs, attitudes, intentions, and behaviors. The theoretical basis of TRA is that individuals will act on
their beliefs by going through the stages of attitude. Attitudes are positive and negative feelings that consumers get towards a
technology (Schierz et al., 2010). Based on Allport's theory (1935) attitude is an intellectual and neutral state of reading which
is built on the individual's knowledge of technology which directly affects the individual's response when individuals adopt
technology. When an individual adopts a certain behavior, the trust gained because of adapting that behavior is called con-
sumer attitude (Ajzen & Fishbein, 1980). Based on the theory of reasoned action, a better goal to adopt a particular product
is obtained when a person acquires a more positive attitude towards the behavior. TRA also states that individual behavior is
largely motivated by attitudes. In previous studies a significant relationship has been obtained between attitudes towards a
particular technology and the intention to use the technology (Yeo et al., 2017; Amoroso et al., 2018).

The decision to use a new technology is determined by the perceived usefulness and the perceived ease of use, which is
believed to be the basis for determining the technology acceptance model (TAM) (Davis et al., 1989). Mobile-based payment
systems are widely used for transactions and payments are made using mobile applications because consumers find this
method useful (Gokilavani et al., 2018). Therefore, perceived usefulness is associated with behavioral intentions. Shaw (2014)
is of the view that perceived usefulness significantly influences the intention to use e-wallet. The findings explain that the
promise to deliver the desired results leads individuals to use the system. In terms of mobile payments, the respondents men-
tioned that transactions can be done quickly by them because cellphones are easily available in their hands. There are many
studies using perceived usefulness as a variable and most of the findings indicate perceived usefulness has a positive impact
on technology acceptance. This suggests that perceived usefulness plays an important role in determining the acceptance of
the technology which will lead to better outcomes for future studies. Therefore, it is important for this study to investigate the
perceived usefulness of the e-wallet context. One of the factors considered in using an e-wallet is the ease with which users
feel when using an e-wallet. In the theory of acceptance model, this is referred to as perceived ease of use. It is shown that
payments made using e-wallet are more convenient and faster than conventional banking systems because they save time and
money (Blockchains, 2018). The term perceived ease of use signifies “the degree to which using a particular system will be
effort-free” (Davis et al., 1989). Behavioral intention to use technology is positively and significantly influenced by perceived
ease of use (Lee et al., 2017; Agrebi & Jallais, 2015). A study by Indarsin and Ali (2017), revealed that perceived ease of use
and behavioral intention to continue to use were positively and significantly related. Similarly, behavioral intentions to use
information systems are predicted by perceived ease of use (Perkasa & Rustam, 2016). The study of Raza et al. (2017) found
a positive and significant effect of perceived ease of use on perceived usefulness and perceived use of use on behavioral
intentions to use a particular system. Al-Maroof and Al-Emran (2018) conducted research on students who considered that
using web service technology was easy and user-friendly so that it had a positive effect on perceptions of usefulness and
behavioral intentions. The main objective of this study is to determine the factors impacting on continuous usage intention of
E-Wallet.

2. Theoretical framework and hypotheses
2.1 Perceived usefulness

Perceived usefulness is described as a person's tendency to use an application and believe that this perception will help him
do a better job (Indarsin & Ali, 2017). According to Davis (1989), perceived usefulness is a degree of the use of certain
technologies that will improve the user's work performance. According to Adamson and Shine (as quoted in Perkasa &
Rustam, 2016), perceived usefulness is defined as what builds a person's belief that the use of certain technologies will im-
prove performance. Perceived usefulness can be defined as an individual's belief that an increase in his job performance can
be achieved by using a particular system and that it will provide him with new features that secure and facilitate performance
(Malik & Annuar, 2019). It can be concluded that perceived usefulness is closely related to system productivity and the overall
effectiveness of its use to improve the performance of system users (Perkasa & Rustam, 2016). Perceived usefulness can be
determined as how well consumers believe a product can be integrated into their daily routine and improve their personal
efficiency, such as being more productive and organized (Deghani, 2018). It was found that perceived usefulness has a strong
influence on a person's intentions and attitudes towards the use of a system or behavior (Raza et al., 2017). Research conducted
by Indarsin and Ali (2017), Raza et al. (2017), and Ifinedo (2018) state that perceived usefulness has a positive and significant
effect on attitudes. In terms of perceived usefulness, if the use of an e-wallet is considered useful for users, they will use the
e-wallet. On the other hand, if users feel that the e-wallet system does not benefit them, they will hesitate to use the e-wallet
(Routray et al., 2019). Hamid et al. (2016), Perkasa & Rustam (2016), Arfat et al. (2018), and Routray et al. (2019) found that
perceived usefulness has a positive and significant effect on continued use of a system. However, research conducted by
Muchran and Ahmar (2015) states that perceived usefulness has no significant effect on the intention to continue using bank-
ing technology.
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Hi: Perceived usefulness has a positive and significant effect on continuous usage intention.
Hz: Perceived usefulness has a positive and significant effect on attitude.

2.2 Perceived ease of use

Perceived ease of use (PEOU) can be defined as the degree to which potential users expect the target system to be free from
relevant efforts in computer usage behavior (Davis, 1989). In other words, according to Kim et al. (2009) a system that is easy
to use, and has an easy and simple interface, should be a system that is also useful for people in their work. PEOU can also
be described as people's perception of the use of technology without mental stress and people do not need to allocate a lot of
their time and energy when using technology (Hamid et al., 2016). Research conducted by Deghani et al. (2018) regarding
the case of smart watches, perceived ease of use can be described as how consumers find it easy to learn and use smart watches
in the way of new interaction techniques such as voice recognition or ultrasonic gesture recognition. Perceived ease of use is
defined as “the degree to which a person believes that using technology will be effort-free” (Hamid et al. 2016). Sometimes
potential users believe that an innovation can help them do a better job. However, sometimes they doubt that it is not easy to
use. Perceived ease of use is described as a person's level of belief that the use of technology will reduce excessive effort
(Indarsin and Ali, 2017). PEOU affects the individual's perspective on the use of technology (Raza et al., 2017). While the
research of Indarsin and Ali (2017), and Raza et al. (2017) found that PEOU had a positive and significant effect on attitudes.
Perkasa & Rustam (2016), Hamid et al. (2016), Indarsin and Ali (2017), Raza et al. (2017) found that perceived ease of use
had a significant impact on continuous usage intention. Contrary to this research, Muchran and Ahmar (2015) stated that
perceived ease of use had no significant effect on continued use intentions.

Has: Perceived ease of use has a positive and significant effect on continuous usage intention.
Ha: Perceived ease of use has a positive and significant effect on attitude.

2.3 Attitude

According to Kim et al. (2009) an attitude affects individual behavior by filtering information and shaping individual percep-
tions of the world. In addition, they state that users who strongly support the use of a particular technology may adopt and
continue to use that technology; but users who have weakly supportive attitudes toward technology use can easily be persuaded
to change their preferred attitude, prevent adoption or continue using the technology. Laihad (2013) found that attitudes to-
wards behavior did not affect the use of technology, but on the contrary, Sondakh (2017) proved that attitudes showed a
significant influence on technology adoption. In addition, research conducted by Weng et al. (2018) and Indarsin and Ali
(2017) state that attitudes towards use are influenced by perceptions of ease of use and perceptions of usefulness. Research
conducted by Yeo et al. (2017) and Amoroso et al. (2018) states that attitude has a significant effect on intention to continue
using technology. Attitude indicators according to research according to Weng et al. (2018), among others, good responses,
favorable, positive influence, feel valuable, and as a trend. Attitude indicators according to research according to Foroughi et
al. (2019) that is considered a good idea, profitable, and a wise idea.

Hs: Attitude has a positive and significant effect on continuous usage intention.
2.4 Continuous Usage Intention

A study by Lee and Kim (2020) stated that the purpose of continuous usage intention is defined as a customer's intention to
continue using a product or service in the future. It is very important to attract existing customers through continuous use
intentions, and attracting consumers is a very important factor in the company's performance and profits from a future per-
spective. Continuous usage intention is defined as the user's intention to continue using the product or service currently used
(Deghani et al. 2018). Continuous usage intention is determined as the future customer's intention to continue using the prod-
uct or service (Zhao and Diem, 2019). It is very important to attract existing customers through sustainable use intentions,
and attracting consumers which is a very important factor in continuously creating company performance and profits from a
future perspective. The intention to continue using the product is an opportunity for management to increase its users in using
a product, where this depends on the theory of acceptance model (Hamid et al., 2016; Chang, 2005; Hussain et al., 2018). The
main influence and the main mediating variable of the influence of other factors on the intention to use is a person's attitude
in the direction of technology utilization (Raza et al., 2017; Dehghani et al., 2018). The use of technology is strongly influ-
enced by the important role of attitude (Davis, 1989). Indicators to measure intention to continue use cited in Deghani et al.
(2018) are as follows: (a) use in the future, (b) use regularly, and (3) increase the frequency of use.

3. Research methodology

This study applied a structural equation model analysis with 140 samples collected from E-Wallet users in Denpasar. Quan-
titative research is the study that uses statistical methods to measure, reflect and explain the relationship between independent
and dependent variables. The primary purpose of quantitative methods is to test the hypotheses of the research synthesized
from theory (Thornhill et al., 2012). The questionnaire is provided to respondents via Google Form, and the link is sent to
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social media such as WhatsApp, Instagram, and Facebook. One hundred and fifty samples were collected, but 10 samples
were removed due to missing values. Structural equation model analysis is used for data analysis on SMART-PLS version
3.0. In terms of sampling size, Roscoe in Sugiyono (2018: 164) states that in research using multivariate analysis, the number
of sample members considered representative is at least 5-10 times the number of indicators studied. This study uses 14
indicators so that the required sample is a minimum of 70 (5x14) and a maximum of 140 (10x14). There are 14 questions in
the questionnaire. However, this study collects 140 samples to ensure the representativeness of the sample.

Technology Acceptance Model

Theory of Reasoned Action

Perceived
Usefulness

Continuous
Usage Intention

Attitude toward
E-Wallet

Perceived Ease
of Use

Fig. 1. The structure of the proposed study

The instruments used were tested for validity and reliability in order to measure what they wanted to measure and to know the
consistency of the responses given by the respondents. Testing the validity of the instrument using the Product Moment correlation
technique from Pearson with a minimum limit of r = 0.3 (Sugiyono, 2017: 150; Akmal, 2017). Instrument reliability testing is
done by calculating the reliability coefficient of Cronbach's Alpha with a minimum limit of Alpha coefficient > 0.6 (Sekaran, 2003:
312). Both tests used the SPSS 24.0 computer program.

4. Results and discussion
4.1 Measurement Model Test Results (Measurement Model)

The theoretical model that has been built in the conceptual framework is then drawn in a flowchart that serves to show the
relationship between exogenous and endogenous variables to be tested. The measurement model or outer model is a specifi-
cation of the relationship between latent variables and their indicators or also known as outer relations that define the charac-
teristics of the construct and its manifest variables. In testing the outer model, three criteria are used, namely convergent
validity, discriminant validity, and composite reliability.

Table 1
Convergent Validity Test Results Using Outer Loading and AVE, as well as Composite Reliability Test Using Cronbach's
Alpha

Loading Factor AVE Cronbach's Alpha
Perceived Usefulness
X1.1 0.930
X1.2 0.919 0.895 0.927
X1.3 0.881
X1.4 0.893
Perceived Ease of Use
X2.1 0.932
X2.2 0.942 0.862 0.946
X2.3 0.946
X2.4 0.891
Attitude
Y1.1 0.939
Y1.2 0.935 0.821 0.929
Y13 0.934
Continuous Usage Intention
Y2.1 0.947
Y2.2 0.943 0.876 0.941

Y23 0.947
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The first part is testing the outer model using convergent validity criteria. The value of convergent validity is the value of the
loading factor on the latent variable with its indicators. Indicators in each dimension are considered valid if they have an outer
loading value greater than 0.70. This test is done by comparing the average variance extracted (AVE) value of each latent
variable. In this study, it is recommended that the AVE value should be greater than 0.50. Another outer model test, using
composite reliability criteria, is to test the reliability value between the indicator blocks of the constructs that make it up. The
indicator group has good composite reliability if it has a Cronbach's Alpha value greater than 0.70. The test results are pre-
sented in Table 1. Based on Table 1, all the values of the outer loading variables are greater than 0.50. Thus, it can be stated
that the data in this study is valid, meaning that the reflective indicators with the latent variable scores have a good correlation.
Based on Table 1, all AVE values are greater than 0.50. Thus, it can be stated that the data in the study is valid, meaning that
the latent variable is able to explain more than half of the variance of the indicators in the average. Based on Table 1, all
Cronbach's Alpha values in each variable are greater than 0.70. Thus, it can be stated that the data in the study is reliable. The
second part is testing the outer model using discriminant validity criteria with cross loading. This test is done by checking the
cross loading with latent variables. If the cross-loading value of each indicator on the relevant variable is the largest compared
to the cross loading on other latent variables, then it is said to be valid. The indicator is considered valid if it has a cross
loading value greater than 0.50. The results of the discriminant validity test using the loading factor are presented in Table 2
below. Based on Table 2, all cross-loading values of each indicator in each variable are greater than other latent variables.
Thus, it can be stated that the data in the study is valid, meaning that the latent variable has become a good comparison for
the research model.

Table 2
Discriminant Validity Test Results Using Cross Loading
Continuous Usage Intention Perceived Ease of Use Perceived Usefulness Attitude

X1.1 0.591 0.478 0.930 0.675
X1.2 0.674 0.495 0.919 0.678
X1.3 0.580 0.396 0.881 0.571
X1.4 0.547 0.424 0.893 0.625
X2.1 0.609 0.932 0.467 0.632
X222 0.650 0.942 0.499 0.727
X2.3 0.686 0.946 0.505 0.689
X2.4 0.591 0.891 0.365 0.624
Y11 0.668 0.664 0.652 0.939
Y1.2 0.691 0.652 0.643 0.935
Y13 0.752 0.707 0.684 0.934
Y2.1 0.947 0.692 0.611 0.712
Y22 0.943 0.645 0.625 0.704
Y2.3 0.947 0.605 0.644 0.721

4.2 The results of structural model

Testing of the structural model or inner model was conducted to see the relationship between the constructs, the significance
value, and the R-square of the research model. Goodness of fit model was measured using R-square for endogenous latent
variables. The R-square on the structural model measures how well the observed values are generated by the model and the
estimated parameters. The value of R-square has a value with a range of 0 < R? < 1. The value of R2 which is getting closer
to 1, indicates that the model is getting better (significant). If the test results on the inner model are significant, it can be
interpreted that the indicators of each variable are seen as instruments for measuring the latent variables. The results of the R-
square test are presented in Table 3.

Table 3
R-square test results
R Square R Square Adjusted
Continuous Usage Intention 0.645 0.637
Attitude 0.680 0.676

Based on Table 3, the R-square value for the perceived usefulness and perceived ease of use variables on attitudes is 0.680.
This shows that perceived usefulness and perceived ease of use have an influence of 0.680 (68.0%) on attitudes. The R-square
(R?) value of 0.680 includes a fairly strong model, meaning that the perceived usefulness and perceived ease of use variables
are able to explain the attitude variable of 68.0% and the remaining 32.0% is explained by other factors outside the model.
The R-square value for the variables perceived usefulness, perceived ease of use, and attitudes towards the intention to con-
tinue using is 0.645. This shows that perceived usefulness, perceived ease of use, and attitudes have an influence of 0.645
(64.5%) on the intention to continue using. The R-square value (R?) of intention to continue to use is 0.645 including a strong
model, meaning that the variables perceived usefulness, perceived ease of use, and attitude are able to explain the variable of
intention to continue using by 64.5% and the remaining 35.5% is explained by other factors outside the model.
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4.3 Hypothesis Testing Results

Hypothesis testing is used to measure the probability of a data using the path coefficients menu. The rule of thumb supports
aresearch hypothesis if the coefficient or direction of the variable relationship indicated by the original sample value is in line
with the hypothesis, and if the t-statistic value is > 1.645 (one tailed) or the t-statistic is > 1.960 (two tailed) or P-value <0.05
can be said to be significant. This means that there is a significant effect of one latent variable on the other latent variables.
There are five hypotheses tested using Partial Least Square (PLS). This test is carried out using the t-test (t-test) on each path
of influence between variables. In PLS statistical testing of each hypothesized relationship is carried out using the bootstrap
method on the sample. Testing with bootstrap is also intended to minimize the problem of abnormal research data. The results
of the direct influence test on the structural equation analysis are presented in Table 4 and Fig. 2.

Table 4
Direct Effect Test Results
Path Coefficient P-Value

Perceived Usefulness — Continuous Usage Intention 0.268 0.029
Perceived Usefulness — Attitude 0.461 0.000
Perceived Ease of Use — Continuous Usage Intention 0.302 0.008
Perceived Ease of Use — Attitude 0.493 0.000
Attitude —Continuous Usage Intention 0.346 0.033

X1.1
0.930
X2 *0.919
«0.881"
X1.3 0.893
X1.4 Perceived
Usefulness
0.461 0.268
Bt Y2.1
09477
Y1.2 —0.943+ Vi
0.947
AETES) ¥2.3
Niat Terus
Menggunaka
0.493 0.302 g?\
X2.1
‘\0 932
X2.2 0942
«0.946
22 0.891
.
X2.4 Perceived

Ease of Use

Fig. 2. The results of structural equation modeling
4.3 The Effect of Perceived Usefulness on Continuous Usage Intention

The results of the analysis show that perceived usefulness has a positive and significant effect on continuous usage intention.
This means that the higher the perceived usefulness of e-wallet users in Denpasar City, the higher the intention to continue
using e-wallet. Vice versa, the lower the perceived usefulness of e-wallet users in Denpasar City, the lower the intention to
continue using e-wallet users in Denpasar City. These results indicate that the values contained in perceived usefulness have
a significant impact on the intention to continue using e-wallet users in Denpasar City. Perceived usefulness as measured by
indicators of making work faster, making work easier, useful, and increasing effectiveness has been proven to be able to
influence the intention to continue using e-wallet users in Denpasar City. This finding can be interpreted that if e-wallet users
in Denpasar City feel that the perceived usefulness is low, then it will be able to make a significant contribution in reducing
the intention to continue using e-wallet users. The results of this study are in accordance with previous studies by Hamid et
al. (2016), Perkasa & Rustam (2016), Arfat et al. (2018), and Routray et al. (2019) which states that perceived usefulness has
a positive and significant effect on continued use of a system. In terms of perceived usefulness, if the use of an e-wallet is
considered useful for users, they will use the e-wallet.

4.4 The Effect of Perceived Usefulness on Attitude

The results of the analysis show that perceived usefulness has a positive and significant effect on attitudes. This means that
the higher the perceived usefulness of e-wallet users in Denpasar City, the better the attitude in using e-wallet will be. Vice
versa, the lower the perceived usefulness of e-wallet users in Denpasar City, the worse the attitude in using e-wallet in
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Denpasar City. These results indicate that the values contained in perceived usefulness have a significant impact on the atti-
tudes of e-wallet users in Denpasar City. Perceived usefulness as measured by indicators of making work faster, making work
easier, more useful, and increasing effectiveness has been proven to be able to influence the attitudes of e-wallet users in
Denpasar City. This finding can be interpreted that if e-wallet users in Denpasar City feel that their perceived usefulness is
low, then it will be able to make a significant contribution in making e-wallet users' attitudes worse. The results of this study
are in accordance with previous studies by Indarsin and Ali (2017), Raza et al. (2017), and Ifinedo (2018) state that perceived
usefulness has a positive and significant effect on attitudes. On the other hand, if users feel that the e-wallet system does not
benefit them, they will hesitate to use the e-wallet (Routray et al., 2019). It was found that perceived usefulness has a strong
influence on a person's attitude towards the use of a system or behavior (Raza et al., 2017).

4.5 The Influence of Perceived Ease of Use on Continuous Usage Intention

The results of the analysis show that perceived ease of use has a positive and significant effect on continuous usage intention.
This means that the higher the perceived ease of use felt by e-wallet users in Denpasar City, the higher the intention to continue
using e-wallet. Vice versa, the lower the perceived ease of use felt by e-wallet users in Denpasar City, the lower the intention
to continue using e-wallet users in Denpasar City. These results indicate that the values contained in the perceived ease of use
have a significant impact on the intention to continue using e-wallet users in Denpasar City. Perceived ease of use as measured
by indicators of easy to learn, controllable, clear, and flexible has been proven to be able to influence the intention to continue
using e-wallet users in Denpasar City. This finding can be interpreted that if e-wallet users in Denpasar City feel that the
perceived ease of use is low, then it will be able to make a significant contribution in reducing the intention to continue using
e-wallet users. The results of this study are in accordance with previous studies by Perkasa & Rustam (2016), Hamid et al.
(2016), Indarsin and Ali (2017), Raza et al. (2017) found that perceived ease of use had a significant impact on continued use
intentions.

4.6 Influence of Perceived Ease of Use on Attitude

The results of the analysis show that perceived ease of use has a positive and significant effect on attitudes. This means that
the higher the perceived ease of use felt by e-wallet users in Denpasar City, the better the attitude in using e-wallet will be.
Vice versa, the lower the perceived ease of use felt by e-wallet users in Denpasar City, the attitudes in using e-wallet in
Denpasar City are getting worse. These results indicate that the values contained in the perceived ease of use have a significant
impact on the attitudes of e-wallet users in Denpasar City. Perceived ease of use which is measured based on indicators that
are easy to learn, controlled, clear, and flexible has been proven to be able to influence the attitudes of e-wallet users in
Denpasar City. This finding can be interpreted that if e-wallet users in Denpasar City feel that the perceived ease of use is
low, then it will be able to make a significant contribution in making e-wallet users' attitudes worse. The results of this study
are in accordance with previous research by Indarsin and Ali (2017) which states that perceived ease of use has a positive and
significant effect on attitudes. This result is also supported by research by Raza et al. (2017) which mentions that perceived
ease of use affects the individual's point of view on the use of technology.

4.7 Influence of Attitude on Continuous Usage Intention

The results of the analysis show that the attitude has a positive and significant effect on continuous usage intention. This
means that the better the attitude felt by e-wallet users in Denpasar City, the higher the intention to continue using e-wallet.
Vice versa, the worse the attitude felt by e-wallet users in Denpasar City, it will reduce the intention to continue using e-wallet
users in Denpasar City. These results indicate that the values contained in attitudes have a significant impact on the intention
to continue using e-wallet users in Denpasar City. Attitudes that are measured based on indicators of good, profitable, and
wise ideas are proven to be able to influence the intention to continue using e-wallet users in Denpasar City. This finding can
be interpreted that if e-wallet users in Denpasar City feel that they have a bad attitude towards e-wallet, then it will be able to
make a significant contribution in reducing the intention to continue using e-wallet users. The results of this study are in
accordance with previous research by Yeo et al. (2017) and Amoroso et al. (2018) states that attitude has a positive and
significant effect on intention to continue using technology.

5. Research implications
5.1 Theoretical Implication

As has been stated in the analysis and discussion that this research can theoretically find a relationship between latent variables
perceived usefulness, perceived ease of use, attitude, and continuous usage intention.

5.2 Practical Implications
This research can contribute ideas for the management of e-wallet companies. The thought contribution in question is that e-

wallet companies always develop strategies to increase perceived usefulness and perceived ease of use in order to create a
good attitude of innovation for their organization so as to increase users to continue using e-wallet.
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6. Conclusion

Based on the results of the research, discussion and interpretation that have been described in the previous chapter with refer-
ence to several theories and the results of previous studies, the following conclusions can be drawn.

1. Perceived usefulness has a positive and significant effect on the intention to continue using e-wallet in Denpasar
City, meaning that the higher the perceived usefulness perceived by e-wallet users in Denpasar City, the higher the
intention to continue using e-wallet.

2. Perceived usefulness has a positive and significant effect on attitudes, meaning that the higher the perceived useful-
ness of e-wallet users in Denpasar City, the better the user's attitude towards e-wallet.

3. Perceived ease of use has a positive and significant effect on the intention to continue using e-wallet in Denpasar
City, meaning that the higher the perceived ease of use perceived by e-wallet users in Denpasar City, the higher the
intention to continue using

4. Perceived ease of use has a positive and significant effect on attitudes, meaning that the higher the perceived ease of
use perceived by e-wallet users in Denpasar City, the better the user's attitude towards e-wallet.

5. Attitude has a positive and significant effect on the intention to continue using e-wallet in Denpasar City, meaning
that the better the user's attitude towards e-wallet, the higher the intention to continue using e-wallet.

7. Suggestions

Based on the results of this study, several things can be suggested as follows. Advice for e-wallet management (1) Empirical
evidence shows that perceived usefulness, perceived ease of use, and attitudes are able to make the intention to continue using
e-wallet in Denpasar City become increasingly high, the management must always carry out strategies to increase perceived
usefulness, perceived ease of use, and the attitude of e-wallet users so that the intention to continue using the e-wallet will be
maintained and increased; (2) Empirical evidence shows that the increase in perceived usefulness and perceived ease can
improve the attitudes of e-wallet users in Denpasar City, the management must always carry out strategies to increase the
perceived usefulness and perceived ease of use of e-wallet users so that the attitudes of e-wallet users will wake up and get
better. Suggestions for researchers (1) In future research, it is possible to expand research respondents not only to e-wallet
users in Denpasar City, but also e-wallet users at the Bali province or national level; (2) The next researchers can conduct a
study from a different perspective, namely from a consumer perspective and continue the impact of perceived usefulness and
perceived ease of use on attitudes and intentions to continue using others.
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