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Abstract

This study investigates the intention of adopting an e-wallet in Perlis, Malaysia. A total of 250
consumers were selected to respond to the structured questionnaire. The partial least
squares-structural equation modelling (PLS-SEM) was used to analyse the data by assessing
the measurement and model. Perceived ease of use and perceived social influence
significantly affected the intention to adopt e-wallets. The analysis provides insight that
perceived ease of use and perceived social influence are considered significant determinants
for the intention of e-wallet adoption. The digital wallet stakeholder can consider perceived
ease of use and perceived social influence as a suggestion to make a strategic decision related
to the digital wallet ecosystem. The present study contributes to the intention to adopt e-
wallet literature by investigating the factors that influence the adoption of e-wallets in Perlis,
Malaysia.

Keywords: Perceived Contactless, Perceived Ease of Use, Perceived Social Influence, Adoption
of E-Wallet, Malaysia

Introduction

An e-wallet is an electronic payment system that allows you to make online purchases with
your phone or computer. It functions similarly to a debit or credit card. It must be linked to
the user's bank account to make a payment. The user can save money in an e-wallet for future
transactions (The Economic Times, 2021). In Malaysia, e-wallets such as Boost, BigPay,
GrabPay, Touch'n Go e-wallet, and others are available. Consumers can use an e-wallet to pay
for services and goods at online stores and non-online stores such as convenience stores.
Non-online stores will issue QR codes for clients to scan to make a payment.

This study focuses on Perlis consumers' use of an e-wallet as a payment method during the
Covid-19 epidemic. For many years, most Malaysians have recognised and used e-wallets.
Malaysia is on the verge of becoming a cashless society, with over 70 percent of consumers
choosing businesses that allow online transactions over those that only accept cash (Kamel,
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2019). However, since the pandemic hit Malaysia, the use of e-wallets has surged by 45
percent (Lim, 2021). Many daily actions, or "new norms" must be adjusted or adopted during
the Covid-19 outbreak, including using an e-wallet as a payment method for practically all
daily necessities.

The number of covid-19 cases in other Malaysian states is increasing when data is collected.
However, the number of cases in Perlis remains low despite the state's small size. If the
individuals in the state did not rigorously follow the SOP, Perlis might be highly infectious.
Furthermore, during this continuing pandemic, people are recommended to limit physical
contact to prevent the Covid-19 virus from spreading. Considering the precautions to avoid
the virus, medical authorities highly advised people to go cashless or reduce their use of cash,
and an e-wallet is the most acceptable payment option that can be used in this circumstance
due to its contactless capabilities (Alwi et al., 2021). As a result, the low number of cases of
covid-19 in Perlis and the increased use of e-wallets during the epidemic may be related, as
everyone is attempting to avoid physical contact.

The increase in the use of an e-wallet as a payment mechanism during the Covid-19 pandemic
may be related to the feature e-wallet's ease of use. Nowadays, most consumers own
smartphones, which makes a payment more manageable. Additionally, merchants accepting
electronic wallets only need to install a simple, inexpensive application that can be
downloaded quickly from mobile phones or PCs. Further, the small size of the application and
the absence of a significant fee simplify the adoption process. A mobile application's
perceived ease of use is determined by its functionality and compatibility (Phuong et al.,
2020).

Consumers periodically use the e-wallet system to make payments due to bill rebates,
cashback payments, and discount coupons (Phuong et al., 2020). Before the pandemic, most
people were aware of and learned about e-wallets through the social influence of their
contacts, such as family and friends (Yang et al., 2021). During the pandemic, the adoption of
e-wallets is increasing, notably since the government announced incentives to use e-Tunai
Rakyat in January 2020 (Teo et al., 2020). There are numerous other incentives for customers
to embrace e-wallet platforms that the government will create shortly.

Based on the previous discussion and given the critical role that consumers play in Malaysia,
the objective of this:

a) To examine the influence of perceived contactless on behavioural intention to use an
e-wallet.

b) To examine the influence of perceived ease of use on behavioural intention to use an
e-wallet.

c) To examine the influence of perceived social influence on behavioural intention to use
an e-wallet.

The following section of this study is structured as follows. After the introduction, the relevant
literature review was discussed, resulting in the development of hypotheses. Then, the
methodology was examined, followed by the results of data analyses. Furthermore, we
discussed the study's implications, and the final section presents the conclusion of the study.
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Literature Review

E-wallet Adoption

An e-wallet is a payment method that can store the amounts of money and enables
consumers to make a payment through a smartphone or computer. However, it must first
attach to the consumers' debit card or credit card details (Pachpande & Kamble, 2018).
Previous studies have been conducted related to adopting e-wallets that used various
variables such as performance expectancy, effort expectancy, social influence, facilitating
conditions, habit, security, trust, and risk (Puasa et al., 2021; Voronenko, 2018; Widodo et al.,
2019; Yang et al., 2021). A study conducted by Pachpande and Kamble (2018) found that the
factors that have influenced young consumers to adopt the e-wallet are easy to use, the
process transaction is faster, and its usefulness. The habit of using digital payment has been
found to be the main reason consumers intend to adopt it in the future (Voronenko, 2018).
Furthermore, Teo et al (2020) stated that perceived security, ease of use, and social influence
have affected consumers' adoption of the e-wallet. Adoption in this study is related to the
consumers' decision and response to adopting an e-wallet as a payment method.

Based on Akilandeswari (2021) findings in the study of digital payment, consumers chose to
adopt digital payment methods during the Covid-19 pandemic because it was effective and
fair. Moreover, according to Daragmeh et al (2021), as people are concerned about their
health, they tend to adopt e-wallets as a payment method during the pandemic. It has been
found that a positive relationship exists between several factors such as government support,
health risk, subjective norm and perceived behavioural control on e-wallet adoption (Aji eta
l., 2020; Ojo et al., 2022; Persada et al., 2021). This study identified factors influencing
consumers to adopt e-wallets as a payment method amid the covid-19 outbreak by using
perceived contactless, ease of use, and social influence.

Perceived Contactless

Contactless shops based on Artificial Intelligence (Al) design provide customers with speedy
contactless payments and hygiene and satisfaction. The contactless transaction or businesses
found have a massive impact in less risk of infection during payment processes discourages
goods from being touched again throughout the checkout process, Covid-19 viruses are less
likely to expand and could prevent contact with cash and credit cards during the payment
process (Sahinaslan et al., 2021). This reason showed perceived contactless importance in
ensuring continuing financial transactions during the pandemic. One of the benefits of a
mobile transaction is that it does not require physical contact. The mobile transaction allows
account holders to transfer money and conduct other financial transactions with little or no
physical contact, decreasing the virus's spread. Contactless economic activities, such as utility
bills, are possible if the mobile money account has a sufficient balance. A study conducted by
Zhao and Bacao (2021) discovered that mobile payment, also known as M-payment, with a
contactless feature, effectively maintains social distance and ensures personal safety during
the Covid- 19 pandemic.

Furthermore, due to the World Health Organization's (WHO) physical distance restriction,
customers have been compelled to engage in contactless activities, including financial
transactions. As the Covid-19 virus spreads, governments encourage consumers to use
contactless payment methods (Aji et al., 2020). Furthermore, contactless technology users
are aware of the benefits of using contactless technology tools to reduce touch with items
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such as cash, as well as contact with a person while handing the money, as they believe it can
reduce their chances of becoming infected by not touching the suspicious area (Puriwat &
Tripopsakul, 2021). According to a study on how the virus pandemic affects consumers'
payment option selections at the moment of purchase, those who feel cash offers a
substantial risk of infection will choose cashless options (Wisniewski et al., 2021).
Furthermore, contactless payments like e-wallets may lower the number of people who visit
a bank office to withdraw or transfer money during this pandemic (Saha, 2021). Saha (2021)
also stated that e-wallets could eliminate social alienation, limit physical contact, and shorten
payment queues. Therefore, the authors formulate that

H1 Perceived contactless will have a positive relationship with e-wallet adoption.

Perceived Ease of Use

Perceived ease of use can be defined as the user's belief that using a particular information
technology system requires less effort (Daragmeh et al., 2021). Tandon et al (2017) pointed
out that ease of use may be characterised as a technology designed in a user-friendly manner,
requires little effort from the novice, has a straightforward requirements method, and is
simple to navigate and purchase. The perceived ease of use suggests that the ease with which
an e-wallet may be used is a critical factor in the technology's adoption (Teo et al., 2020).
According to Karim et al (2008), the perceived ease of using e-wallets has influenced young
Malaysian adults. Based on the findings, perceived ease of use is connected with a positive
and significant behavioural intention to use an e-wallet. Following that, perceived ease of use
significantly impacts consumer satisfaction in Ho Chi Minh City, Vietnam (Phuong et al., 2020).
Users quickly picked up on how to use the e-wallet.

Additionally, youngsters can quickly learn how to utilise an e-wallet to conduct financial
transactions. Additionally, payments made with an e-wallet need the least effort. Transferring
funds via an e-wallet platform is simple due to the lack of requirements (Phuong et al., 2020).
Additionally, Yang et al (2021) discovered that perceived ease of use significantly influenced
users' willingness to use an e-wallet. Yang et al (2021) also suggested that operators of e-
wallet services, such as banks and online merchants, should prioritise cutting-edge technology
that enables consumers to make payments quickly and easily. Yang et al (2021) found that
perceive ease of use is vital in affecting consumers' intention to adopt e-wallet. Further, Khoa,
(2020) found that perceived ease of use positively impacts the usefulness of the e-wallet
payment. Additionally, perceived ease of use dramatically affects customer satisfaction
(Phuong et al., 2020). Further, another study found that perceived ease of use mediated the
effect of compatibility on the intention to use mobile payment (Leong, Tan, Puah, & Chong,
2020). Previous studies have testified that perceived ease of use significantly has a positive
effect on e-wallet adoption (Abdul-Halim et al., 2021; Ariffin et al., 2021; Do & Do, 2020; Malik
& Annuar, 2021; Sarfo & Song, 2021). Therefore, the authors hypothesise that,

H2 Perceived ease of use will have a positive relationship with e-wallet adoption.

Perceived Social Influence

Perceived social influence can be defined as the conduct of people who make decisions after
being impacted by the acts of others. According to Teo et al. (2020), perceived social impact
considerably affects customers' desire to embrace the e-wallet. Furthermore, social influence
is a crucial factor in increasing the usage of e-wallets, as demonstrated by a study done by
(Chandran and Balaji, 2020). Chandran and Balaji (2020) discovered that social influence
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substantially affects consumers' behavioural intention to use an e-wallet. The media also
plays a significant influence in persuading individuals to use e-wallets. According to the Vy
(2019) findings, social media influence significantly impacts consumers' intentions to use
mobile wallets.

Social influences such as family or friends influence consumers' attitudes toward using new
technology (Yang et al., 2021). Previous research by Prabhakaran and Vasatha (2020) found
that social influence substantially affects customers' behavioural intention to use an e-wallet.
Yang et al (2021) discovered that perceived social impact is becoming increasingly essential
in boosting customers' choice to use e-wallets. It may assist consumers in developing
countries in establishing emotional and logical viewpoints. The earlier study by Zhao and
Bacao (2021) to analyse consumers' perspectives in the situation of the Covid-19 pandemic
discovered that social influence has a substantial effect on both behavioural intention and
perceived benefits of using Mobile Payments as a payment method amid this pandemic.
Furthermore, perceived social influence was found to influence e-wallet adoption positively
(Do & Do, 2020; Phan et al., 2020; Yang et al., 2021; Yong et al., 2022). Therefore, the authors
hypothesise that,

H3 Perceived social influence will have a positive relationship with e-wallet adoption.

Methodology

This study looked into how perceived contactless, ease of use, and perceived social influence
impact e-wallet adoption. This survey approach collected information from consumers in
Perlis, Malaysia.

Study Design and Sample

The present study is cross-sectional. G*power 3.1.9.4 further confirmed the required
minimum sample size for statistical analyses. The G*power analysis calculated that this study
required a minimum acceptable sample size of 77. The input parameters for medium effect
size and the statistical power level were 0.15 and 0.80, respectively, with the error probability
at 5%. Simple random sampling was used whereby 250 questionnaires were distributed to
collect data from consumers located in Perlis, Malaysia.

Research Instrument and Measurement Scale

A guestionnaire was employed as a data collection instrument in this study. As a result, a
sequence of questions has been designed to elicit information from the target respondent.
According to Etikan and Bala (2017), a questionnaire allows researchers to obtain a large
amount of data from a diverse group of people quickly, conveniently, and efficiently, and the
best part is that it is inexpensive. Moreover, the online survey was chosen because it includes
useful validation features that ensure the respondent answered all questions completely
(Widodo et al., 2019). There are fifteen questions for the independent variables and five for
the dependent variable. The Likert Scale was used in this study to determine respondents’
answers. The Likert Scale allowed respondents to pick between Strongly Agree (5), Agree (4),
Neutral (3), Disagree (2), and Strongly Disagree (1) based on their point of view. Table 1
summarises the measurements utilised in the questionnaire. Through written consent,
participants were informed of the confidentiality and anonymity of their responses.
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Table 1
List of Measurements for the Study
Variables Sampled Item Sources
Perceived 1. Contactless payment method can avoid physical | (Saha, 2021;
Contactless contact at counter payment. | Sahinaslan et al,,
2. Contactless payment method can reduce the | 2021; Zhao &
spread of Covid-19 virus. | Bacao, 2021)
social payment method can keep 3. Contactless
distancing between the customers.
4. Contactless payment method can reduce the
number of people visiting the banks to make
transactions.
5. Contactless payment method can reduce the
congestion when queuing.
Perceived 1. E-wallet is easy to use. | (Phuong et al,
Ease of Use 2. E-wallet is easy to learn. 2020; Tandon et al.,

3. E-wallet procedure is simple.

4. E-wallet has a user-friendly interface design.

5. E-wallet is easy to be mastered

2017; Teo et al,,
2020)

Perceived of

1.l used e-wallet after being influenced by my family

(Yang et al., 2021)

of Consumers

2. E-wallet payment method is fair and effective.

3. E-wallet is my favourite payment method during
Covid-19 pandemic.

4. E-wallet can be the substitute for the existing
payment method during Covid-19 pandemic.

5. E-wallet is a payment method that | intend to use
in future.

Social and friends. | (Prabhakaran &
Influence 2. 1 used e-wallet because there are many discounts | Vasatha, 2020)(Vy,
available when purchasing products. | 2019)(Teo et al.,
3.l used e-wallet because it offers many great deals. | 2020)
4. | used e-wallet after saw it on media.
5. | used e-wallet because of the initiative
introduced by the government like e-Tunai Rakyat.
An adoption | 1. E-wallet payment method has faster transaction. | (Akilandeswari,

2021; Daragmeh et

al., 2021;
Pachpande &
Kamble, 2018;

Voronenko, 2018)

Data Collection and Response Rate
This study targeted consumers in Perlis and permitted respondents aged 18 and over to
participate. It is only provided online, using Google Forms to produce the questions. A total
of 250 responses were gathered, and each response was usable. The researcher needs two
weeks to attain the desired response rate. The acquired data is subsequently analysed using
the SPSS and SmartPLS software packages.
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Data Analysis

To begin, descriptive statistical analyses were conducted to characterise the sample.
Convergent and discriminant validity was confirmed by analysing the measurement model.
We examined the construct loading, composite reliability (CR), and average variance
extracted (AVE) to validate convergent validity. The HTMT criterion was used to determine
the discriminant validity. Meanwhile, the structural model was used to test hypotheses about
the relationships between the research variables. The independent variables' path
coefficients and statistical significance were determined using SmartPLS with 5000 bootstraps
resamples.

Results

Demographic Characteristics

Among the 250 questionnaires collected, most of the participants were male (64.8%),
whereas the remaining 35.2 percent were female. The most significant number of participants
in terms of ethnicity were from Malay at 84 percent. The respondents majority were aged
between 18 and 25 years old (84.1%). In addition, most of the respondents are grouped in
B40 household income (household income less than RM4,850) at 91.2 percent, followed by
M40 (household income RM4,851 to RM10,959) at 7.2 percent, and T20 (household income
RM10,960 and above) at 1.2 percent. Based on the data obtained, the number of respondents
is sufficient and has enough experience to answer the questions.

Measurement Model Results

To assess convergence validity, factor loadings, composite reliability (CR), and average
variance extracted (AVE) were determined. As shown in Table 2, all indicators fell within the
(0.697) to (0.900) range, satisfying the Hair, Babin, and Anderson (2010) minimum cut-off
value of 0.5. Similarly, all latent components exhibited sufficient convergent validity, with AVE
values ranging from (0.582) to (0.725). Meanwhile, the CR values for the latent variables
(0.874-0.929) were more than Hair et al. (2010) threshold value of 0.7, indicating
considerable homogeneity. As a result, the measurement model is considered reliable and
has a high degree of convergent validity. The results are summarised in Table 2.
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Table 2
Results of the measurement model
Model construct ltems Loadings CR AVE
Perceived Contactl 0.753 0.874 0.582
Contactless Contact2 0.697
Contact3 0.794
Contact4 0.726
Contact5 0.836
Perceived Ease of | Easel 0.775 0.918 0.693
Use Ease2 0.826
Ease3 0.819
Eased 0.869
Ease5 0.870
Perceived of Social | Sociall 0.827 0.929 0.725
Influence Social2 0.892
Social3 0.894
Social4 0.900
Social5 0.732
E-Wallet Adoption | Adoptl 0.831 0.916 0.686
Adopt2 0.845
Adopt3 0.875
Adopt4 0.790
Adopt5 0.797

Our model discriminant validity (HTMT ratio of correlations between study variables) was
evaluated in the current study to determine whether or not our model was discriminantly
valid. Following Gold, Malhotra, and Segars (2011) threshold value of 0.90, all HTMT values
(which ranged from 0.627 to 0.834) fell below this value, indicating the presence of
discriminant validity (Gold et al., 2011).

Perceived

Table 3

Heterotrait-monotrait (HTMT) ratio of correlations
E-Wallet
Adoption

E-Wallet Adoption
Perceived
Contactless

Contactless

Perceived Ease
of Use

Perceived Social
Influence

Perceived Ease of
Use

Perceived Social
Influence

As illustrated in Figure 1, the R? values for perceived contactless are 0.109, for perceived ease
of use are 0.489, and for perceived social influence are 0.299, implying that 62.4 percent of
the variance in e-wallet adoption can be explained by perceived contactless, perceived ease
of use, and perceived social influence.
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Figure 1. Measurement model of the study

4.3 Structural model results

According to the bootstrapping results (see Table 4), there are positive relationships between
perceived ease of use and e-wallet adoption and perceived social influence and e-wallet
adoption. Meanwhile, a negative relationship between perceived contactless and e-wallet
adoption has been discovered.

Table 4

Results of Structural Model

Paths Std Beta | Standard T values Decisions
Error

Perceived Ease of Use > E-Wallet | 0.489 0.124 3.939** Supported

Adoption

Perceived Contactless > E-Wallet | 0.109 0.133 0.816* Not

Adoption Supported

Perceived Social Influence = E-|0.299 0.101 2.961** Supported

Wallet Adoption

**p<0.01, *p<0.05, bootstrapping (n=500)

Discussion

The use of e-wallets among the community in Malaysia is gaining popularity. Widespread
adoption can ensure that industry players in the retail sector are always in line with the
development of digital technology, especially in the aspect of cashless and contactless digital
payments. The use of e-wallets in Malaysia has increased by 131% to over 600 million
transactions in 2020 (The Edge Market, 2021). This shows that the percentage of Malaysians
using cash for payment has decreased by 11%, which is 78%compared to before the covid-19
pandemic which was 89%. Statistics show that the digitization of cashless payments has begun
to be adopted and is expected to become a culture of the people in the near future. The
overall aim of this study was to examine the effect of perceived contactless, perceived ease
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of use and perceived social influence on the adoption of an e-wallet as a payment mechanism
during the Covid-19 epidemic. Our data indicate that perceived ease of use and perceived
social influence are positively associated with e-wallet adoption. Meanwhile, perceived
contactless has a negative effect on e-wallet adoption. The corresponding results supported
H2 and H3, but not H1.

According to the findings of this study, perceived ease of use has a positive link with the use
of an e-wallet as a payment mechanism during the Covid-19 epidemic. The more user-friendly
the e-wallet service, the more people will use it as a payment option. This finding is consistent
with prior research that found perceived ease of use influences e-wallet adoption (Karim et
al., 2008; Phuong et al., 2020; Teo et al., 2020; Yang et al., 2021). According to Teo et al (2020)
research, the ease of use of e-wallets is the primary motivator for consumers to adopt the
technology. As a result, the increased use of e-wallets as a payment mechanism is due to
consumers' ease of use and understanding. Furthermore, as sophisticated e-payment systems
become more convenient, consumers are increasingly interested in using them, particularly
amid the Covid-19 pandemic. Again, according to the MasterCard Impact Study 2020,
Malaysia leads other Southeast Asian nations to adopt mobile or digital wallets by 40 percent,
followed by the Philippines, Thailand, and Singapore with 36 percent, 27 percent, and 26
percent, respectively (Star, 2021). The data suggest that perceived ease of use is one of the
reasons Malaysian consumers chose to use an e-wallet, as found in this survey.

However, it was discovered that perceived contactless had a negative relationship with the
use of an e-wallet as a payment method during the Covid-19 epidemic. This could be due to
security concerns. Certain types of cards do not require a security number to conduct a
transaction. It puts you in danger of having your card stolen or being used in the event of a
loss. As a result, users continue to be apprehensive about utilising e-wallets. Additionally,
some establishments or business centres still do not accept cards and are not prepared to
implement this service. This effectively eliminates contactless payment transactions. As a
result, contactless transactions will be disrupted, and customers who use e-wallets will have
a negative perception.

During the Covid-19 epidemic, perceived social influence was found to significantly affect the
use of an e-wallet as a payment mechanism. This finding is consistent with earlier research
(Prabhakaran & Vasatha, 2020; Revathy & Balaji, 2020; Teo et al., 2020; Vy, 2019; Widodo et
al.,, 2019; Yang et al.,, 2021; Zhao & Bacao, 2021). According to Vy (2019), the media
significantly influences customers' decision to adopt an e-wallet. This is expected, given the
increasing importance of smartphones and internet users now spend more than six hours
online (GlobalWeblndex, 2019). The media would directly or indirectly attract and convince
internet users to adopt the e-wallet through persuasive marketing. Apart from that, Revathy
and Balaji (2020) discovered that social influence plays a significant role in encouraging the
adoption of e-wallets. For instance, Yang et al (2021) discovered that family and friends could
significantly influence someone's decision to accept new technologies. Individuals will gain
confidence and faith in new technology after witnessing their family and friends use it without
encountering any problems or obstacles.
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Motivation of the Study

The study of the direct effects of perceived ease of use, perceived contactless, and perceived
social influence on e-wallet adoption in the retail industry adds to the existing body of
knowledge in this area. The findings are particularly motivational and theoretically significant
since they provide empirical evidence for the relationship between the identified variables
and e-wallet adoption. As yet, there has been no empirical investigation to the combined
factors (perceived ease of use, perceived contactless, and perceived social influence) to
predict consumer intention to adopt e-wallet, especially in Malaysia during Covid-19
pandemic. Furthermore, there are practical implications for retail store owners and
managers. Managers can use the findings of this study to gain better recognition and a long-
term competitive edge. The findings of this study also suggest that managers should be aware
of the implications of e-wallet adoption factors in the Malaysian environment, as various
variables were found to be relevant in influencing e-wallet use.

Contributions

Cashless digitalized payments were increasingly adopted when the covid-19 pendemic hit. It
is expected to continue to grow and become the culture of the people in the future. This study
examines the factors that influence consumers to use an e-wallet as a payment option during
the Covid-19 pandemic. New variables are suggested, such as perceived contactless and
identifying e-wallet adoption intention during the Covid-19 pandemic and concentrating
more on their perceptions toward e-wallets. The empirical data in this study can help the
founder or developer of an e-wallet identify the causes behind the unexpected increase in e-
wallet usage. They can be more attentive and improve the application to ensure that
consumers continue to use it. Therefore, identifying the factors of e-wallet usage is very
important to understand the customer’s perspective so that any important decisions can be
made.

Limitations

Despite its contributions, this study has limitations. To begin, because this study focused
exclusively on consumers in Northern area in Malaysia, the findings may not be generalisable
as a whole. Thus, the same research might be expanded to cover all of Malaysia, where
consumer characteristics may differ in the future. Additionally, larger samples from the same
area might improve the findings' generalizability. Due to the ongoing Covid-19 outbreak, the
researcher chose to collect data on respondents' perceptions of e-wallet acceptance through
an online survey. A web-based survey makes it more difficult for researchers to reach target
respondents, particularly the elderly.

Conclusion

In conclusion, the findings of this study presented empirical data indicating the favourable
benefits of perceived ease of use and perceived social influence on e-wallet adoption. The
respondents agreed that they chose the e-wallet due to its perceived ease of use because
most consumers had a smartphone, making it simple for them to make a payment through it.
Consumers discovered that the e-wallet is simple, even for inexperienced users. To use the e-
wallet, customers merely need to download the application and sign up. Furthermore, the
consumers believed that social influence is essential in persuading people to use an e-wallet
as a payment option. As a result of the Covid-19 pandemic, many everyday activities have
changed, and people must adapt to the new normal culture.
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