TABLE OF CONTENT

STATEMENT PAGE .onnisssissssisississssississtissitssibtsisisssismistssimtsissssisssisisimsss 1
LIST OF FIGURES wcisnsmssmssmmssssssssmsssssssmsmssssssssmssssssmssssssmssss Xl
LD O 01 DIWETVIEW i e e |
L2 BIBCKETOUNL v 2
1,3 RBRBATCTE CIUMRBEROTN 1oarab00 000010001010 AL LALLM 6
Lol BAESCATE N PUITHISE e [
1,5 RBBBATCTE BBIMEEIE 1. vooaraha 00000000000 L AL MR 7
1.6 Svatematics of Final Project WELIIE .o, 7
LITERATURE REWTEWY oottt sttt bbbt bbbt bbb bbb bbb bbbttt bbbttt B
2,1 LILETBEUITE BUBVIEE v b0 00 00100 LS LALLM 8
2010 E-wallet dan I8 Usage INENHON s b
2.1.2 Consumer BEBAVIOUT ... s s, 9
2.1.3 Technology Adoption LIFECvele .o, n
204 Theory Plimned Behiviour ... 1
215 UTALUT (Unified Theory of Acceplance and Use of Technology) ..o, ]
2,15 TFTALNT IO 2 1m0 A A A A R 12
2.2 Hypothesis and Theoretical Framework ..o 15

2.2.1 Effect of Performance Expectancy in E-wallet Intention 10 Use ..o, 15

viii



21.2.2 Effect of Effort Expectancy on E-wallet Usage Inlention
21.2.3 Effect of Social Influence on E-wallet Usage Iniention
2.2.4 Effect of Facilnatng Conditon on E-wallet Usage Intention
2.2.5 Effect of Hedonic Motivation on E-wallet Usage Intention
2.2.6 Effect of perceived value on e-wallet usage intention
2.2.7 Brand Image as a Mediator Affecting 1o E-wallet Usage Inlention

2.3 Research Framework

CHAFTER 3

RESEARCH METHODOLOGY

1.1 Research Characienstic

3.2 Operational Variable

3.2.1 Vanable

3.1.2 Table of Operational Variables
31.2.3 Measuremeni Scale

3.3 Rescarch Stages

3.4 Population and Sample

3.4.1 Population
3.4.2 Sample

3.5 Data Collection and Data Sources

3.5.1 Data Collection

1.5.2 Data Source

3.6 Validity Test and Reliability Test

3.6.1 Valdity Test

3.6.2 Rehability Test

3.7 Data Analysis Technique
3.7.1 SEM Analysis (Structural Equation Modelling)
3.7.2 Panial Least Square (PLS)

1.7.3 Evaluation of Measurement Models

16
17
18
19

21
23

45
45
47
49



BT MOBEL I TESL. i 52
3, 7.5 EypotDBaME TOEUIHE oo.oionninsms s oo et st a 14080048010 A A A 14 52
RESULT AND DISCUSSION s 90

4.1 Reapondent Charactertstic ...........innnnmnnnninnniioiisnsmisonssnen, 53
4.1.1 Respondent Characteristic Based on Gender..........ooiinnnnnnnnnninnnn 53
4.1.2 Respondent Characteristic Based on ABE ..., 53
4.1.3 Respondent Characteristic Based on EQUeation ..., 54
4.1.4 Respondent Characteristic Based on Occupation ......oovvonnonnnnioninnn, 34
4.1.5 Respondent Characteristic Based on InCome ......ooviinoninnonnmnnionnnn 55

B BB Il BB 000 0 0000000 0 008 L AR L S0 55
4. 2.1 DRscTIPUVE ADBIYEEE oooiiiiiimiemsininmessiomiimsssssiiiiesssiiiiassesiiiiasssniiai s 58
4.2.1.1 Performance EXPeCtanCy ..o 58
2,12 EAROTE BOXPMEOIITUEN 1ot 000 00 400 800 0 S 3 50
L L 0 ENCOCT IR T U ITIN 1t 57
42,04 Facilitating Contitons oo 5K
B.2.1.5 HOAOTIC IOUVEIIOIE (ooitiiiimi0miisiimessissihssssssntbhasssssb bhssssbha 10080010808 HRI R RR08 5K
By L5 T POBIVREE VB 110 S 59
I T T T (it1]
4.2.1.8 Intention to use E-Wallet .............cnnmmmimnmiimmiimsmsismissn 6l
U L LN TN M IINCMIL s s o R B R 62
By, TEUERE WTOEMEE 0SS O

4.3 Model Fit Test (Goodness OFFIt).........cnimmmimnnmimnomonisomsms 70

ik ERYPOTEBEIE TR oo ohumai 000000 0 A LA AR A1 71
4.5.1 Effect of Performance Expectancy in E-wallet Usage Intention ..o 74
4.5.2 Effect of Effort Expectancy on E-wallet Usage Intention ..o 74
4,53 Effect of Social Influence on E-wallet Usage INention ..., 75

4,54 Effect of Facilitating Condition on E-wallet Usage Intention ..........ooooeninin, 75



4.5.5 Effect of Hedonic Motvation on E-wallet Usage Intention

4.5.6 Effect of perceived value value on e-wallet usage inlention

4.5.7 Brand Image as a Mediator Affecting 1o E-wallet Usage Intention ....................

CHAFTERS

CONCLUSIONS AND SUGGESTION

5.1 Conclusion

5.2 Suggestion.

5.2.1 Recommendation ...

5.2.2 Recommendation for future research
REFERENCE

APPENDIX

79
Kl
Kl



