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Abstract - The research aimed to examine the
intention of Generation Z when using e-wallet for
payments and the influence of discounts towards
using e-wallet in the time of pandemics. The research
applied a qualitative method with total data of 22
students, collected using in-depth interviews through
WhatsApp free call. The result shows that discount
gives an impact on Generation Z in choosing the
e-wallet, but a long-term loyalty is not guaranteed. The
finding demonstrates that there are other influential
factors for Generation Z to choose e-wallet, namely
ease of use, interrelated apps with the e-wallet, the
security system, and cashless society. The limitations
of the research lie in the relatively small numbers
of respondents. Due to pandemics with physical
distancing requirements, the research only carries out
on data collected from 22 students from Economics
Faculty in the State University of Malang, Indonesia.
However, the research provides an insightful analysis
for digital payments industry as a reference. It is
expected that fellow researchers and academicians use
the research as a fundamental to further investigate
digital payments, especially amongst Generation Z in
Indonesia or other parts of the world.
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I. INTRODUCTION

In Indonesia, the use of electronic wallet
(e-wallet) as a payment method increasingly grows.
E-wallet transaction has reached USD 1,5 billion or
approximately Rp 21 trillion. The data from Bank
Indonesia in 2019 has proven that the digital payment
user in Indonesia is exponentially increasing. Whereas
e-wallet platform by Indonesian internet-based

*Corresponding Author

company has been increasing by 50% since Q4 in
2017 to Q2 in 2019 (Devita, 2019). The multitude of
local financial technology (fintech) companies make
Indonesian people choose them as the favourite fintech
to use. The data of iPrice and APP Annie show the top
five most used e-wallet in Indonesia, namely GoPay,
OVO, Dana, LinkAja, and Jenius (Devita, 2019). The
e-wallet platform is currently on price war to attract
more consumers, especially the Generation Z. The
demographic of Indonesian shows that Generation
Z population in the 2030 will be bigger than before
(Devita, 2019). Therefore, the e-wallet industry in
Indonesia holds a huge potential.

The use of e-wallet cannot be separated
from the internet. Internet users in Indonesia are
dominated by Millennials which have reached around
40% of the total population. The current and future
Indonesian market is also dominated by Millennials
and Generation Z. In 2020, their population will be
the largest and will continue to dominate until 2035
(Alvara Strategic Research, 2019). There are 88,66%
of young people who own cell phones. Referring to
the survey results in 2019 concerning Indonesian
Millennial and Generation Z, 98,2% of them spend 4-6
hours per day on the internet via smartphone (Alvara
Strategic Research, 2019). However, the number
Gen Z using the internet is higher than Millennials
by 13% (Hinduan, Anggraeni, & Agia, 2020). Gen
Z consumers is expected to increase their per capita
spending by more than 70% in the next five years. Gen
Z and Millennials have a passion for digital media,
where e-wallet is one of their digital tools (Bona et
al., 2020). There are several factors that influence
Millennials to use e-money or cash (“Cashless
society”, 2019), namely: 1) cash as an unsafe option,
2) budgeting and monitoring expenses, 3) speed and
convenience, and 4) the availability of discounts and/
or cashback. Regarding Gen Z, 34% of them globally
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use e-wallet with similar reasons (Jones, 2020).

The country e-wallet platform is now thriving
by using discount to attract Gen Z. If one walk up to
the high street or shopping mall, they will see many of
these e-wallet offering discount or cashback (Putera,
2019). Theoretically, price cut or price promotion is a
common marketing tools for business due to its straight
forward implementation and promising in a short run
(Drechsler et al., 2017). In practice, a consumer can
save subsequent amount of money when purchasing
a product on discount. Recent evidence suggests that
discounts represent the promise that consumers will
gain more benefits on their shopping value (Cavusoglu,
Demirag, & Durmaz, 2020). Price reductions are
essentially aimed at increasing consumers' interest,
product sales and the attractiveness of the product
(Janiszewski & Cunha, 2004).

Price becomes the initial stages before
consumer buy a product. This perception of value
includes rational consumer evaluations of the cost
consumers pay to obtain the product (Cavusoglu et al.,
2020). In general, if consumers purchase a product at
the lowest price, they will gain more benefits from the
product (Cavusoglu et al., 2020). OVO, GoPay, and
many other e-wallets in Indonesia are strengthening
the consumers’ trust and loyalty by giving discounts
on their applications, even more during pandemics
(Cicatiello, Secondi, & Principato, 2019). Those
promotional activities are heating up between e-wallet
players since the last few years (Putera, 2019).

Catching on the phenomenon of e-wallet
race in Indonesia, the research has two research
objectives, namely: (1) to examine Gen Z’s intention
and motive in using e-wallet and (2) to find out the
influence of discount for Gen Z in choosing e-wallet.
Previous research have established that Gen Z are
technologically savvy. (Roblek et al., 2019; Turner,
2015; Pérez-Escoda, Castro-Zubizarreta, & Fandos-
Igado, 2016). In addition, the emerging of electronic
payment provides multiple benefits such as low risk,
convenience, and helping stakeholders in the financial
institutions (Dennehy & Sammon, 2015; Vlasov, 2017;
Bezhovski, 2016). However, much of the research
has been separately conducted in nature and has not
drawn any research towards Gen Z’s intention in using
e-wallet, and/or how discount influences their decision
to use e-wallet. The research attempts to show that Gen
Z’s choice on e-wallet is influenced by many factors,
one of which is discount as the biggest contributor,
especially in the time of pandemic. The year of 2020
begins with a virus outbreak in Wuhan, Mainland
China that has spread worldwide. The pandemic
brought changes to people’s livelihood, behaviours,
and habits. Therefore, it affects their financial matter.
It is believed that one financial problem tends to
make people save money by cutting purchases or find
products on discount. Considering recent events, the
research is commenced. Research has shown that the
virus can be transmitted through passing money from
one’s hand to others’, which increases the surge of
digital payments amongst people (De’ et al., 2020).
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The research uses qualitative methods to reveal
Gen Z’s behaviour in State University of Malang. By
employing qualitative modes of inquiry, the research
attempts to illustrate how Gen Z behaves towards
e-wallet, and whether discount influences their
decision to use e-wallet during pandemics. Data are
collected using in-depth-interview through phone call
and video call since it is considered one of the best ways
to understand consumer behaviour. By understanding
the perspective of the largest population in Indonesia,
it seems hard to ignore this generation’s existence and
the critical role they play, especially in this strange and
difficult time.

The United States scholar defines Gen Z in a
different classification. Parker and Iglenik (2020)
point out that the generation cohort is divided into a
few categories, namely: 1) the silent generation (born
in 1922-1945), 2) the baby boomers (born in 1946-
1964), 3) Generation X (Gen X) (born in 1965-1980),
4) Millennials (born 1981-1996), and 5) Generation
Z (Gen Z) (born 1997-onwards). According to
Huang and Cheng (2013), Gen Z is aged between
15-24 years old (born after 1990), currently in their
late adolescence and early adulthood. Gen Z has
been labelled as digital natives generation (Huang &
Cheng, 2013; Roblek et al., 2019). Gen Z grows up
in the booming period of communication technologies
and tends to use various technologies on a daily
basis (Casey, 2021). These characteristics coincide
with consultancy reports in Malaysia that informed
youths (i.e., born around 1997) as Gen-Z who spends
a great deal of time using devices such as browsing
social media sites and buying products and services
via online (Nielsen, 2012). Gen-Z is also endorsed as
the I-generation, net-gen and digital natives growing
up during the technology explosion (Turner, 2015).
This generation's characteristic is education-oriented
which holds a great deal of knowledge about new
technologies and devices (Nielsen, 2012; Pérez-
Escoda et al.,, 2016). They are more interested in
exploring new technologies, persistence on ease to
use devices, and a desire to feel secure and prefer
to temporarily escape from realities whenever they
encounter challenges (Wood, 2013).

There have been several research on electronic
wallet (e-wallet). Kim, Mirusmonov, and Lee (2010)
explain that mobile payment (m-payment) is any
payment in which a mobile device is used to initiate,
authorise and confirm a commercial transaction.
The presence of m-payment has manifested multiple
benefits to various stakeholders such as financial
institutions, mobile network operators, integration
partners, merchants, consumers and regulators
(Dennehy & Sammon, 2015). Vlasov (2017) points out
that customers would have low risk of losing money by
using e-money. In addition, e-money could eliminate
tension when stores do not have small change, and
customers could easily top up their balance and
transfer money amongst their circle (Yeboah-Asiamah
et al., 2018). Customers could access transaction
records at any time to keep track and manage their
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spending (Bager et al., 2019). After the growing trend
in e-wallet, Baqger et al. (2019) convey that e-wallets
competes to add additional values in the form of
loyalty cards, special deals and embed cutting-edge
technology to enhance customer security.

The intention to use e-wallet has been engaged
in several studies. Hill (1977) emphasizes that the
high level of usefulness will significantly affect the
intention of use. He states that customers try to find
the simplest way to make the payment. They tend
to compare the previous payment method with the
current one to assess the usefulness of each payment
method, in order to get simpler payment method (Kim
et al., 2010). The intention to use can be someone's
behaviour as how they continuously get the value and
trust play of the system (Zhou & Lu, 2011). Digital
stuff’s ease of use increases the user’s awareness that
using a particular system is easy to control. It has been
considered as the valuable aspect that stimulates the
intention to use technology (Venkatesh, 2000; Davis
et al., 1989). Innovation interest seems much higher in
developing market such as Malaysia, Indonesia, India
and Thailand (“Asia Pacific e-commerce”, 2020). In
addition, the perceived risk of COVID-19 significantly
affects customers’ intention to use e-wallet. The results
show that COVID-19 outbreak has made customers in
many countries worry about getting infected by the
virus that can possibly be transmitted through physical
money (Aji et al., 2020; Ather et al., 2020).

Discount as a promotional tools is largely
explored in several previous research. Price cut or
price promotion is a common marketing tools for
business due to its straight forward implementation
and promising in a short run (Drechsler et al., 2017).
The research subsequently follows a previous research
mentioning that discount cannot guarantee the long
term effects of a product purchase (Jedidi et al., 1999).
Moreover, Foubert et al. (2018) emphasize that price
cuts hold a cost advantage, which is considered more
appealing to the consumers. As such, discount is
provided by business not only to promote their product
but also to retain current consumers (Cicatiello et al.,
2019). Ipsos also demonstrates that most first-time
e-wallet users are motivated by promotions, hence the
phenomenon of e-wallet competition is indeed similar
(Agung, 2020).

Consumer preference is regarded in several
works of literature. The main factor on influencing
consumer preference, satisfaction, and perception is
the quality of the product itself (Rust & Oliver, 2000).
Suls & Wallston (2009) also confirm the benefit of
platforms such as ease of use, security, reliance, and
efficacy are the most affecting issues about technology
control and adoption. The lower grade of these
factors could lead the preference and satisfaction to
a lower level in adopting digital technology. Most of
the consumers have a preference on using the latest
technology which makes things more efficient and
effective (Lai, 2017). Digital mobile payment provides
service for several types of transaction such as bill
payment, fund transfer, and shopping. It is believed
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that consumer will share the experience to their friends,
family, and acquaintances when they feel satisfied
(Dahlberg et al., 2008). Moreover, consumers use
technology continually only if it gives them benefits
and fulfils their needs (Karnouskos & Fokus, 2004).

II. METHODS

The research uses interview method to examine
the intention of using e-wallet and impact of discount
towards user's intention to choose e-wallet product.
Interview in qualitative research is one of the most
important step in data collection (Prasasti, 2018).
Interview has been commonly used in field study
and ethnographic research (Qu & Dumay, 2011).
There are numbers of well-known interview types to
collect facts such as focus group discussing and in-
depth interviews (Gubrium et al., 2012). Qualitative
research covers the way of asking the limitation of
study and specific information that the researchers
aim for (Rubin & Rubin, 2012). Basically, the art of
qualitative research lies on the orientation of asking
question and interpreting answers. To identify the
factors that influence user's intention to choose the
e-wallet, the questions focuses on features—discount,
comfort, and security—and how big the impact of
discount is. The research is supported by the high
numbers of Gen Z to do online shopping in various
electronic platform.

The high level of consumption in Indonesia
compared to another ASEAN country becomes the
reason to conduct the research. Such high level of
consumptive behaviour is contributed by the presence
of e-marketplaces in Indonesia. Most Indonesians
choose online shopping rather than offline shopping
(“Netizen Indonesia paling gemar”, 2019). Therefore,
this phenomenon should have an impact on the use
of e-wallet in Indonesia. Reports have shown that
Indonesian consumers tend to shop online during the
pandemic to avoid being exposed to the virus. This is
prevalent amongst Gen Z which is commonly called
as post-Millennial. It seems that they likely spend their
time and money on online shopping and transactions.
This group of informants are selected as the research
would like to find out the significant impact on the use
of e-wallet in Indonesia (Tashandra, 2018).

Target sample of the research is aimed to the
student of economic and business faculty, State
University of Malang, class of 2019. COVID-19
pandemic gives impact on how in-depth-interview
is carried out. The initial plan is to do face-to-face
interview. However, due to the COVID-19 surge, the
informants are interviewed via WhatsApp Call as they
should stay at home.

The duration of the interview is about 10-
20 minutes long. The interviews are conducted
during October 2020, 8 months into pandemics. The
respondents are being approached by selecting several
groups of students who have already undertake
marketing management class classified into the Gen
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Z category. The informants selected in this category
are assumed that they have already understood the
discount concept in marketing. To ensure validity
and reliability of the research, the informants’ data is
analysed by implementing data saturation technique
to ensure no new information coming out from all
interview results (Hayashi et al., 2019). The interview
begins with asking about their consent to record their
name and voices until finally, 22 respondents are
selected to participate.

The sample of the interview questions are
provided: 1) How do you make payments in every
online transaction to date in 2020? (QR1); 2) How
often do you use e-wallet in your transaction for the last
7 months? (QR2); 3) What makes you choose e-wallet
as your payment preference? (QR3); 4) Which one
of these e-wallets that you frequently used? (OVO,
GoPay, Dana, LinkAja, ShopeePay) (QR4); 5) Which
factors that influence you the most for using a specific
e-wallet product? Is it discount? (QRS5); 6) If there will
be no more discount offered, are you going to switch
to another e-wallet? (QRO6)

The data are analysed using content analysis
by tabulating, grouping, and classifying the interview
results. Content analysis is defined as a procedure
for reviewing the contents of recorded text, allowing
the researcher to comprise a larger extent of textual
information, and to systematically recognise and
classify its properties such as frequencies of the
most used key words (Klenke, 2016). In recent
years, scholarly awareness in content analysis
methods has increased in variation of disciplines
involving strategic management, psychology, and
being attributed in software equipment (Duriau et
al., 2007; Waller & Fawcett, 2013). In another note,
content analysis consents the researcher to create
replicable and effective inferences from data to their
text (Krippendorff & Bock, 2009). This kind of text
can be defined as book or articles, and also non-text
based such as photography, video text, or another
communicative medium. Data in the research are
analysed based on interview excerpts and supporting
literatures using qualitative research software, NVivo,
to code and understand essential key findings.

III. RESULTS AND DISCUSSIONS

Despite many limitations in conducting face-
to-face interviews due to the COVID-19 pandemic,
WhatsApp free call is used for the data collection. This
does not hindrance the process, yet the interview has
been a successful one. The 10-to-20-minute interview
comes up with good responses from our informants.

According to the first question (QR1),
respondents’ answer is in line with previous research
that they are choosing electronic wallet for any
online payment. From 22 respondents, it is found
that they used electronic wallet mostly for payment
method. Additionally, the finding shows that there are
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individuals who use more than one type of electronic
wallet. However some respondents indicate that they
are still comfortable with conventional payment
method. Being indolent for doing top-up and often
running out of e-wallet balance are the reasons for
them to use cash. Here is the excerpt of conversation:

Interviewer: How do you make payments in
every online transaction to date in 2020?

Informant: mm, I usually use e-wallet, but it
depends on the situation
(Interview 21, Khansa)

Informant: [ wusually make the payment with
cash and m-banking, but for
online transportation I often
use e-wallet (Interview 22,
Mifta)

Informant: It is balance, I do transaction 50%
using cash and 50% using
e-wallet. (Interview 8, Nisa)

Following QR2, all respondents have agreed
that all of them use e-wallet for making an online
payment, yet it is just the intensity of use that sets them
apart. Their responses quite diverse from one another.
Some of them also give us the comparison in the usage
of e-wallet and cash. They state that they often use
the e-wallet when certain discount events are given by
the platform. Meanwhile others point out they often
use e-wallet for online transportation through the
application. This result is supported by Agung (2020)
that, on average, respondents use e-wallet weekly or
1-2 times per week.

Interviewer: How often do you use e-wallet in
your transaction for the last 7 months?

Informant: [ often use e-wallet due to a lot of
transaction I have done,
perhaps it takes 50% cash
and 50% e-wallet (Interview
18, Usamah)

Informant: [ often use e-wallet, perhaps I use
ShopeePay twice a week
(Interview 20, Dinda)

Informant: Perhaps, once in a month I use
e-wallet (Interview 8, Nisa)

Informant: [ use about twice in a week (Interview
7, Namira)

Responding to the third question (QR3), our
informants have enthusiastically pointed out the
reasons they used e-wallet as their payment method
preference. It is explained that there is more than one
influential factor to use e-wallet. Few of them states
that it would be more uncomplicated. Besides, the
interrelated application with the e-wallet also makes
them prefer to pay the bill using it. The example of our
interview is provided in the excerpt:
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Interviewer: What makes you choose e-wallet
as your payment preference?

Informant: Because they (the platform) give
us the ease of use, and
also the security system.
Anyway, the discount given
by the application also
becomes my reason to use
the e-wallet. (Interview 18,
Usamah)

Informant: Cash payment method requires me
to go out, while ShopeePay
only need to be reloaded.
(Interview20, Dinda)

Informant: It s interrelated with the application,
so it is easier to be used.
(Interview 3, Ifa)

Informant: Because to me, cash is only for
paying  the  unexpected
needs. As long as we can
top up the balance in our
e-wallet. 1 will use the
e-wallet. (Interview 1, Rani)

For QR4, different kinds of response is received.
Some of them either use only one product of e-wallet
or use more than one kind of e-wallet. From 22
respondents, it is found that 17 respondents use OVO,
12 respondents choose ShopeePay, 9 respondents use
GoPay, 5 respondents have LinkAja, and 4 informants
choose Dana (see Figure 1). The result demonstrates
that OVO is the most used e-wallet amongst them.
From the coding reference in NVivo software, 14 of
22 respondents are using OVO. They use either OVO
alone or altogether with other e-wallet services. The
respondents choose OVO since it hands out discount
offers, especially for new users. In addition, OVO
provides the complete features, security system, and
ease of use for their application. Different reason
comes from ShopeePay user as it is the second most
used e-wallet. They use ShopeePay to get the extra
cashback and free shipping discounts. All OVO users
have agreed they will stay with OVO because it
maintains giving a lot of benefits even after discount
offers are reduced or eliminated. On the other hand,
ShopeePay users state that they will leave ShopeePay
and go back to using cash when ShopeePay no longer
offers cashback and discount purchases.

It shows that discounts are not the only
significant factor that influences customer loyalty to
use e-wallet in making transactions. The data shows
that OVO is the most used e-wallet. The familiarity of
the platform and features of OVO have strengthened
respondents’ loyalty towards OVO as their favourite
e-wallet. Therefore, it is considered that ease of use is
one of the reasons people choose e-wallet (Dennehy
and Sammon, 2015). In this question, the informants
actively give their voice and their opinion about
e-wallets reflected at the excerpt of interview:
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Interviewer: Which one of these products
which you use the most? (OVO, GoPay,
Dana, LinkAja, ShopeePay)

Informant: [ use ShopeePay and OVO, but
ShopeePay that I use the
most (Inteview 9, Indah)

Informant: Mostly I use OVO (Interview 4,
Lurus)

Informant: / use OVO for daily needs (Interview
19, Dewa)

Figure 1 Summary of the OVO Coding Reference
Source: Data Analysis, 2020

Regarding QRS, the respondents state that
discount is the feature which influence them in
choosing the e-wallet product. Here is the excerpt
example:

Interviewer: What factors influence you the
most for using a specific e-wallet product? Is
it discount?

Informant: OVO makes it easy for me to connect
with  certain  merchant
products (Interview 1, Rani)

Informant: [ use e-wallet due to the discount
that I got (Interview 8, Nisa)

Informant: 7 got the best security system, lots of
discount and also cashback
(Interview 13, Lina)

However, the research finds out that discount is

not the only factor that encourage customers to choose
e-wallet. The other features includes convenience,
interesting user interface design, and the ease of making
payment in all places. In addition, most customers use
the e-wallet for various needs. This proves that lots of
factors can motivate them to consider reasons needed
to choose an e wallet. Interestingly, when the excerpts
are analysed using NVivo, the coding reference shows
that 14 respondents are influenced by discount when
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using an e-wallet product. This result corroborates
with the current phenomenon of e-wallet race in
Indonesia, as demonstrated in Figure 2.

Figure 2 Discount and Cashback Coding Reference
Source: Data Analysis, 2020

The sixth question (QR6) is the most confusing
part for them to answer. It takes time for them to find
out the correct answer. This last question requires a
consideration whether they will be loyal to the current
e-wallet when there are no more discount. Some
respondents state that they will stay loyal with their
current e-wallet if they have found it comfortable.
Nevertheless, a few people point out that they will not
be using the e-wallet if the discount or cashback are no
longer available.

Interviewer: If there will be no more discount
offered, are you going to switch to another
e-wallet?

Informant: When I got no discount anymore,
1 will be still using this
e-wallet. Because the aim of
using this is, I got the benefit
and comfort (Interview 13,
Lina)

Informant: If there is a better feature (discount),
why dont we choose that
one? (Interview 14, Agitha)

Based on the interview, it is found that the
informants frequently use e-wallet for a specific
reason such as online transportation. The majority
of them mostly use electronic wallet as an online
payment method. However, some of them still use
cash for daily payment. It is found that the use of
e-wallet has different intensity depending on the needs
of each respondents. According to the answer, OVO is
considered the most popular e-wallet among the other
products. This result is in line with the latest research
report in Asia Pacific E-commerce and Payment Guide
in 2020 mentioning that OVO is the most used e-wallet
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for online and offline transaction (“Asia Pacific
e-commerce”, 2020). Research has recorded that the
transaction in OVO is already above 1 billion rupiahs.
The ease of use, the abundance of benefits, and the
interrelating of the application (e.g. OVO-Grab) are
the reasons why most of the respondents choose OVO.
Moreover, the research finds that discount is the most
important feature that e-wallet should have. The finding
shows that the respondents will use e-wallet which
gives a lot of discount and cashback. Respondents
agrees discount is not everything as they could still
get benefits although discount is not available. These
results reflect those of Ipsos Customer Experience
Research which finds that 68% of Ipsos respondents
agrees that convenience is the main reason to keep
using e-wallets over cash, while promotion is the
second reason, at 23% (Agung, 2020). E-wallet
users have become accustomed to cashless payment
as it begins to form part of lifestyle. In addition,
promotions does not affect their decisions as much
of using e-wallet (Agung, 2020). Figure 3 illustrates
the interview results in hierarchy chart on when they
appear the most from the informant response.

Discount and Cashback] Interre S ILinkAlal
DyVOJ
Ehoneenay) A

Figure 3 Hierarchy Chart Classification
Source: Data Analysis, 2020

Figure 3 provides information on discount
and cashback as the most discussed factors by our
informants, followed by OVO as the most used
e-wallet, and finally usage intensity of their e-wallet
choices.

IV. CONCLUSIONS

The development of e-wallets in 2020 is
flourishing. Gen Zs becomes the majority of e-wallet
users, so the research offers insight into Gen Z's
interest in using e-wallet through in-depth interviews
with 22 respondents from Faculty of Economics, State
University of Malang, Indonesia. The result does not
adequately represent Gen Z in Indonesia, yet only in
a small part of the country. The research finds that all
respondents have known and used e-wallet for offline
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and online transaction. Most of them are attracted to
use e-wallets due to the discount factor. There are
several other reasons for choosing e-wallet such as
interrelated application with the e-wallet, applications’
ease of use, and the increase of cashless society. The
research also shows that OVO and GoPay become
the most popular applications despite the expired
discounts.

Thus, the research results indicate that discounts
are the prevalent factor in choosing e-wallet amongst
Gen Z, which can contribute to future research
agenda towards Gen Z’s e-wallet usage, especially
for a literature review in consumer behaviour and
preference. However, major limitation lies on our
sample size. The data are collected from 22 students
from Faculty of Economics in the State University
of Malang, Indonesia. Nevertheless, the research
provides an insightful analysis for a reference to
fellow researchers, academicians, as well as digital
payments industry.

The research can also be a basis for further
research in digital payments, especially amongst Gen
Z in Indonesia or other part of the world. In future
studies, it is recommended to expand the studies into
different cultures and geographies. On a side note, the
research is carried out during COVID-19 pandemic,
in which plenty of people avoid direct contact with
things such as paper money, thus e-wallet is preferred
for this reason. For future studies, it will be useful to
achieve more structured and comprehensive results
by conducting research during a different time or
expanding the research sample. Therefore the findings
of future research might not be similar with the ones in
this unprecedented time.
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