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Abstract 
 

The purpose of this study was to analyze the effect of trust, perceived 
convenience and price value on the loyalty of -ewallet digital wallet users with 
customer decisions as an intervening variable and to find out which variables were 
the most dominant on the influence of turst, perceived convenience and price value, 
digital wallet user loyalty. e-wallet and usage decisions. The method in this study 
uses qualitative primary data, the test stages carried out are: descriptive te, st 
validity, reliability, factor feasibility, normality, multicollinearity, 
heteroscedasticity, multiple linear regression, t test, F test and coefficient of 
determination. The data used in this study used a questionnaire instrument and the 
data collected were 300 respondents. The sampling method in thistudy is non- 
probability sampling with purposive sampling technique. The test tool used is SPSS 
25. The results show that the confidence variable and the price value affect the 
decision to use, while the perceived convenience variable has no effect on the 
decision to use. Variables of price value and usage decisions affect the loyalty of- e 
wallet digital wallet customers, while trust and perceived convenience have no 
effect on e-wallet digital wallet customer loyalty. 

 
Keywords: trust, perceived convenience, price value, loyalty to the use of e- 
wallet digital wallets, decisions to use e-wallet digital wallets. 
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1. Introduction  

Technological developments have a great influence on the way humans interact 
with one another. One of them is the way humansinteract financially. The same thing 
happens in the world of finance, where financial transactions have gone through several 
phases of development. Starting from the exchange of commodities (barter), then 
continued with the use of gold as a transaction tol, and then using currency as a tool for 
transactions. Along with the development of technology, people's access to the needs of 
financial transactions is getting easier, especially with the increasingly sophisticated 
communication  tools.  People  take  advnatage  of  this  financial  technology  (Financial 
Technology/Fintech)  using  electronic  channels  such  as  Internet  BankingF, inancial 
Technologyis a new financial service model developed through information technology 
innovation. Based on several definitions acocrding to the experts above, it can be 
concluded that:Fintechis a service that combines technology and finance where this 
service provides innovation in the no-ncash payment instrument business that can 
facilitate digital transactions. 

TAM focuses on atttiudes towards the use of information technology, which 
users develop based on perceptions of the benefits and ease of use of information 
technology. Goals of the Technology Acceptance Model. TAM is to provide an 
explanation  of  the common determinants  of  cmo puter  acceptance.Trust  is  a consumer's 
belief in the quality and reliability of the goods offered so that it becomes an important 
factor in growing online purchase loyalty.Perception of convenience is a person's belief 
that in the use of a technology itcan be easily used and understood and exists. the degree 
to which an individual beli eves that using a system will  make their job easiePr.rice value 
is a product value, because it will affect producer profits. Price is also a consideration for 
consumers to buy, so special considerations are needed to determine the price. 

The decision to use is the choice of a product before making a decision to use a 
person always chooses what the brand name of the product is and where the product is 
made. The choice of distributors before making decisions about the use of consumers will 
also usually assess who the distributor of the goods or products isL. oyalty is a deeply 
held commitment to repurchase or subscribe to a preferred product or service in the 
future despite situational influences and marketing efforts having the potential to cause 
consumers to switch to another product. 

 

 
2. Research Method 

The object of research taken in this study is -ewallet digital wallet users in the 
Jabodetabek area.This type of ersearch is quantitative, i.e. the results to be obtained are in 
the form of certain definite numbers/valuesso that the data can be analyzed using a 
statistical approach. These figures/valueswill be processed and analyzed according to the 
analytical tools used. This data consists of numbers that show the value of-we all et digital 
wallet users (Gopay, Ovo, Jenius, LinkAja and Dana) in the Greater Jakarta area (Jakarta, 
Bogor, Depok, Tangerang and Bekasi) The data collection technique used is a 
questionnaire. The data collection technique is done by giving a set of statements to the 
respondents called a questionnaire. Questionnaires are made in conventional form (print) 
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or in online form (eg google form).According to Sugiyono, descriptive analysis is a 
statistic used to analyze data by describing or describing the data that has been collected 
as is, without intending to make conclusions that apply to the public. 

 

 
3. Result and Discussion 

Validity Test Results 

Table 1 
 

Variable Statement R Count R Table Information 
 

Trust 
X1.1 0.754 0.1388 Valid 

X1.2 0.858 0.1388 Valid 

X1.3 0.811 0.1388 Valid 

X1.4 0.738 0.1388 Valid 

X1.5 0.836 0.1388 Valid 

 
 
Perception of Ease 

X2.1 0.861 0.1388 Valid 

X2.2 0.869 0.1388 Valid 

X2.3 0.875 0.1388 Valid 

X2.4 0.826 0.1388 Valid 

 
 

Value Price 

X3.1 0.838 0.1388 Valid 

X3.2 0.858 0.1388 Valid 

X3.3 0.829 0.1388 Valid 
 

Loyalty 
Y1 0.741 0.1388 Valid 

Y2 0.742 0.1388 Valid 

Y3 0.823 0.1388 Valid 
 
 
Usage Decision 

Z1 0.735 0.1388 Valid 

Z2 0.804 0.1388 Valid 

Z3 0.865 0.1388 Valid 

Z4 0.886 0.1388 Valid 

Source: Data processed from SPSS results 
 

Based on table 1, it shows that the calculated r value for each indicator variable > the r table 
value with a sample of 252 respondents at asignificance level of 0.05 is 0.1388. So it can be 
concluded that each statement in the study used to measure each variable is declared valid. 
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Reliability Test Results 
 

Table 2 
 

 
Variable Cronbach'sAl 

pha 

Cronbach's 
AlphaStan 

dard 

 
Information 

Trust 0.849 0.6 Reliable 

Perception of Ease 0.880 0.6 Reliable 

Value Price 0.789 0.6 Reliable 

Loyalty 0.774 0.6 Reliable 

Usage Decision 0.819 0.6 Reliable 

Source: Data processed from SPSS results 

 
Based on Table 2, it can be seen that the value of Cronbach's Alpha for the variables of trust, 
perceived  convenience,  price  value,  loyalty,  and  customer  decision  to  use-weall et  digital 
wall et users is greater than 0.6. This shows that the statements subimtted in the questionnaire 
are reliable or can be said to be consistent. 

 

Classic assumption test 

Normality Test (I)  

Table 3 
 

One-Sample Kolmogorov-Smirnov Test 
 Unstandardiz 

ed Residual 

N 252 

Normal Parameters, b mean ,0000000 

Std. Deviation 2.12268341 

Most Extreme 

Differences 

Absolute 0.052 

Positive 0.052 

negative -,038 

Test Statistics 0.052 

asymp. Sig. (2-tailed) 

,200c,d 

Source: Data processed from SPSS results 

 
Based on Table 3 above on Asymp. Sig. (-2tailed) shows that the variables of trust, perceived 
convenience, price value, on purchasing decisions above show the results that the 
significance level is greater than 0.05 is worth (0.200 > 0.05), it can be conucdled that the 
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data is normally distributed. In addition, to test whether the data is normally distributed or 
not, a graph can be used, the method used is to look at the data spread on the diagonal source 
of the Normal PP graph Plot of regression standardiezd residuals. If  the points spread around 
the line and follow the diagonal line then the data is normally distributed, otherwise if  the 
points do not follow the diagonal line then the data is not normally distributed. 

 
Image 1 

 
Source: Data processed from SPSS results 

 
Figure 1 Normality Test Results of Variable X Against Z 

Based on Figure 1, it can be seen that the point of spread follows a diagonal line indicating 
the direction of the X variable which will  be followed by an increase in the Zvariable. This 
means that the data is feasible to use because it is normally distributed. 
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Normality Test Results (II) 
 

Table 4 
 

One-Sample Kolmogorov-Smirnov Test 
 Unstandardized 

Residual 

N 252 

Normal Parameters, b mean ,0000000 

Std. Deviation 1.73987157 

Most Extreme Differences Absolute 0.077 

Positive ,068 

negative -,077 

Test Statistics 0.077 

asymp. Sig. (2-tailed) ,081c 

Source: Data processed from SPSS results 

Based on Table 4 above on Asymp. Sig. (-2tailed) shows that the variables of trust, perceived 
convenience, price value, and purchasing decisions on loyalty show that the significance 
level is greater than 0.05 (0.081 > 0.05), so it can be concluded that ethdata is normally 
distributed. 

 

Figure 2 

 
Source: Data processed from SPSS results 

Figure 2 Normality Test Results of Variables X, Z Against Y 
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Based on Figure 2, it can be seen that the distribution pointfsollow the diagonal line, so the 
regression model fulfills the assumption of normality. From these results it can be concluded 
that the data is normally distributed. 

Multicollinearity Test  

Table 5 

MulticollinearityTest Results of Variable X Against Z 
 

Variable Tolerance VIF 
Trust (X1) 0.380 2,631 

Perception of Ease (X2) 0.279 3,587 
Value Price (X3) 0.451 2,219 

Source: Data processed from SPSS results 
 

Based on Table 5 above, the VIF value for the variables of trust, perceived convenience, 
price value, and consumer decisions is less than 10 and the tolerance value is greater than 
0.10. So it can be concluded that there is no multicollinearity between thiendependent 
variables. 

 

Table 6 

Multicollinearity Test Results Variable X, Z Against Y 
 

Variable Tolerance VIF 
Trust (X1) 0.380 2,631 
Perception of Ease (X2) 0.277 3,616 
Value Price (X3) 0.381 2,623 

Usage Decision (Z) 0.626 1,596 
Source: Data processed from SPSS results 

 
Based on Table 6 above, the VIF value for the variables of trust, perceived convenience, 
price value, and consumer decisions is less than 10 and the tolerance value is greater than 
0.10. So it can be concluded that there isno multicollinearity between the independent 
variables. 
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Heteroscedasticity Test 

Figure 3 
 
 

 

Source: Data processed from SPSS results 
 

Figure 3. Heteroscedasticity Test Results of Variable X Against Z 

Based on the results of the scatterplot graph above, it shows that the data spreads evenly in 
the x and y axes, and does not form a certain pattern. So it can be concluded that there is no 
heteroscedasticity. 

 

Figure 4 

 
Source: Data processed from SPSS results 
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Figure 4 Heteroscedasticity Test Results Variable X, Z Against Y 

Based on the results of the scatterplotgraph above, it  shows that the data spreads evenly in 
the x and y axes, and does not form a certain pattern. So it can be concluded that there is no 
heteroscedasticity. 

Multiple Linear Regression 
 

Multiple Linear Regression Test for Variable X Against Z 
 

Table 7 
Beta Test Results Standardize Coefficients Against Z 

 
Coefficientsa 

 
 
 
 
Model 

 
 

Unstandardized Coefficients 

Standardized 

Coefficients 

 
 
 
 

t 

 
 
 
 

Sig. B Std. Error Beta 

1 (Constant) 3,238 1,143  2,833 0.005 

Trust 0.092 0.084 0.092 0.025 0.980 

Perception of Ease 0.163 0.115 0.135 1,419 0.157 

Value Price 0.725 0.118 0.503 6,720 0.000 

Source: Data processed from SPSS results 
 
 

Based on the results of data processing in Table 7 above using SPSS 25, the following 
regression equation isobtained: 
Kp = 3.238+ 0.092 Kc + 0.163 Pk+ 0.725 Nh 

Information: 
Kp = Usage Decision 
Kc = Trust 
Pk = Perception of Ease 
Nh = Price Value 

 
From the above equation it can be seen that: 

1. The constant value (a) is 3.238, meaning that if  the value of theconfidence variable 
(X1), perceived convenience (X2), and price value (X3) is zero (0), then the value of 
the decision variable to use (Z) will be the same as the constant value, which is 
3.238. 

2. The coefficient value of the Trust variable (X1) is 0.092 whit a positive coefficient 
sign, meaning that if the confidence factor increases by one unit, the decision to use 
(Z) will increase by 0.092. 
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3. The coefficient value of the perceived convenience variable (X2) is 0.163 with a 
signpositive coefficient,This means that if the perceived convenience factor increases 
by one unit, then the decision to use (Z) will increase by 0.163. 

4. The coefficient value of the price value variable (X3) is 0.725 with a positive 
coefficient sign, meaning that if the price value factor ahs increased by one unit, the 
decision to use (Z) will increase by 0.725. 

 
Multiple Linear Regression Test for Variable X, Z Against Y 

Table 8 

Beta Test Results Standardize Coefficients Against Y 
Coefficientsa 

 
 
 
 
Model 

 
 

Unstandardized Coefficients 

Standardized 

Coefficients 

 
 
 
 

t 

 
 
 
 

Sig. B Std. Error Beta 

1 (Constant) 1,231 ,954  1,291 ,198 

Trust 0.090 0.069 0.090 1,308 ,192 

Perception of Ease ,141 ,094 ,120 1,497 ,136 

Value Price ,358 ,096 ,255 3,718 ,000 

Usage Decision ,403 0.052 ,413 7,728 ,000 

Source: Data processed from SPSS results 
 

Based on the results of data processing in Table 8 above using SPSS, the following 
regression equation is obtained: 
L = 1.231 + 0.090 Kc + 0.141 Pk + 0.358 Nh + 0.403 Kp 
Information: 
L = Loyalty 
Kc = Trust 
Nh = Price Value 
Kp = Decision to use 

 
From the above equation it can be seen that: 

1. The constant value (a) of 1.231 means that if  the value of the trust variable (X1), 
perceived convenience (X2), and price value (X3) izsero (0), then the value of the e- 
wallet digital wallet customer loyalty variable (Y) will be the same. with a constant 
value of 1.231. 

2. The coefficient value of the trust variable (X1) is 0.090 with a positive coefficient 
sign, meaning that if the trust factor increases by one unit, then the loyalty of -ewallet 
digital wallet customers (Y) will increase by 0.090. 

3. The coefficient value of the convenience perception variable (X2) is 0.141 with a 
positive coeff icient sign, meaning that if  the perceived conveenni ce factor increases 
by one unit, then the loyalty of e-wall et digital wallet customers (Y) will  increase by 
0.141. 
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4. The coefficient value of the price value variable is 0.358 (X3) of 0.358 with a 
positive coeff icient sign, meaning that if  the price valuefactor increases by one unit, 
then the loyalty of e-wallet digital wallet customers (Y) will increase by 0.358. 

5. The coefficient value of the use decision variable (Z) is 0.403 with a positive 
coeff icient sign, meaning that if  the customer satisfaction faoctr has increased by one 
unit, then the loyalty of e-wallet digital wallet customers (Y) will increase by 0.403. 

 
Hypothesis testing 
Hypothesis Testing t Test (Partial) 
t-test (Partial) Variable X Against Z 

Table 9 

T-Test Results of Variable X Against Z 
 

Coefficientsa 
 
 
 
 
Model 

 
 

Unstandardized Coefficients 

Standardized 

Coefficients 

 
 
 
 

t 

 
 
 
 

Sig. B Std. Error Beta 

1 (Constant) 3,238 1,143  2,833 0.005 

Trust 0.092 0.084 0.092 0.025 0.980 

Perception of Ease 0.163 0.115 0.135 1,419 0.157 

Value Price 0.725 0.118 0.503 6,720 0.000 

Source: Data processed from SPSS results 
 

 
Based on table 9 above, the results of data processing can be explained as follows: 
1. The results of the t-test in the table obtained a significant value for the confidence variable 
(X1), which is 0.005 <0.05, which means H0 is rejected and H1 is accepteTdh, is means that 
there is an influence between trust on the decision to use. 

2. The results of the t-test in the table obtained a significant value for the perceived 
convenience variable (X2), which is 0.980 <0.05, which means H1 is rejected and H0 is 
accepted,it means that there is no influence between perceived ease of use and decisiotno 
use. 

3. The results of the t-test in the table obtained a significant value for the price value variable 
(X3) is 0.000 <0.05, which means H0 is rejected and H1 is accepted, meaning that there is an 
influence between the price value on the decision to ues. 
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t-test (Partial) Variable X, Z Against Y 

Table 10 

T-Test Results Variable X, Z Against Y 
 

Coefficientsa 
 
 
 
 
Model 

 
 

Unstandardized Coefficients 

Standardized 

Coefficients 

 
 
 
 

t 

 
 
 
 

Sig. B Std. Error Beta 

1 (Constant) 1,231 ,954  1,291 0.198 

Trust 0.090 0.069 0.090 1,308 0.192 

Perception of Ease ,141 ,094 ,120 1,497 0.136 

Value Price ,358 ,096 ,255 3,718 0.000 

Usage Decision ,403 0.052 ,413 7,728 0.000 

Source: Data processed from SPSS results 
 

Based on table 10 above, the results of dataprocessing can be explained as follows: 
1. The results of the t-test in the table obtained a significant value for the trust variable 

(X1), which is 0.198 <0.05, which means H1 is rejected and H0 is accepted, meaning 
that there is no effect between trust ande-wallet digital wallet customer loyalty. This 
shows that when customers make transactions again in-ewall et digital wall ets, they 
do not make trust as the main focus because the applications that are commonly used 
often provide attractive promos, voucher,s cashback and low prices. So that they 
continue to make repeated transactions withoutht ink about the trustworthiness of an 
e-wallet digital wallet application. 

2. The results of the t-test in the table obtained a significant value for the perceived 
convenience variable (X2), which is 0.192 <0.05, which means Hr1ejected and H0 is 
accepted, meaning that there is no influence between perceived ease eo-fwallet 
digital wallet customer loyalty. This shows that when customers who make 
transactions return to their e-wallet digital wallets, they do not make the perception of 
convenience their main focus because the -ewallet digital wallet applications that are 
commonly used often provide clear instructions and information regarding the 
procedures for using digital walelt applications. e-wallet. So they continue to make 
repeated transactions without thinking about the perceived convenience of an- e 
wallet digital wallet application. 

3. The results of the t-test in the table obtained a significant value for the price value 
variable (X3), which is 0.000 > 0.05, which means H0 is rejected and H1 is accepted, 
meaning that there is an influence between the price value on-we allet digital wallet 
customer loyalty. 

4. The results of the t-test in the table obtained a significant value ofr the use decision 
variable (Z) of 0.000 <0.05, which means H0 is rejected and H1 is accepted, meaning 
that there is an influence between usage decisions on-ewall et digital wallet customer 
loyalty. 
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Hypothesis Testing F Test (Simultaneous) 

F Test (Simultaneous) Variable X Against Z 

Table 11 

F Test Results of Variable X Against Z 
 

ANOVAa 
 
 
Model 

Sum of 

Squares 

 
 

df 

 
 

Mean Square 

 
 

F 

 
 

Sig. 

1 Regression 674,298 3 224,766 49,288 ,000b 

Residual 1130,952 248 4,560   

Total 1805,250 251    

Source: Data processed from SPSS results 
 

The results of the F test in Table 11 above obtained a significant value of 0.000 <0.05. This  
states that H0 is rejected and H1 is accepted, meaning that there is a joint influence between 
the variables of trust, perceived convenience, and price value on the decision to use. 

F Test (Simultaneous) Variable X, Z Against Y 

Table 12 

F Test Results Variable X, Z Against Y 
 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 958,038 4 239.509 77,859 ,000b 

Residual 759,815 247 3.076   

Total 1717,853 251    

Source: Data processed from SPSS results 
 

The results of the F test in Table 12 above obtained a significant value of 0.000 <0.05. This 
states that H0 is rejected and H1 is accepted, meaning thathere is a joint influence between 
the  variables  of  trust,  perceived  convenience,  price  value,  and  usage  decisions  on-weall et 
digital wallet customer loyalty. 
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Coefficient of Determination 

Coefficient of Determination Test for Variable X Against Z 

Table 13 

Coefficient of Determination Test Results for Variable X Against Z 
 

Model Summaryb 

 
 
Model 

 
 

R 

 
 

R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,611a ,626 ,663 2,135 

Source: SPSS Result Data Processing Output 
 

Based on Table 13 above, the calculation results for the coefficient of determination test are 
0.374. This shows that the contribution of the trust factor, perceived convenience, and price 
value is  62.6%,  while the remaining  37.4%.  influenced  by  other  variables  not  examined  in 
this study. 

Coefficient of Determination Test for Variable X, Z Against Y 

Table 14 

Coefficient of Determination Test Results Variable X, Z Against Y 
 

Model Summaryb 

 
 
Model 

 
 

R 

 
 

R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,747a ,558 ,551 1,754 

Source: SPSS Result Data Processing Output 

 
Based on Table 14 above, the calculation results for the coefficient of determination test are 
0.558. This shows that the contribution of the trust factor, perceived convenience, price value 
and usage decisions is 55.8%. While the remaining 45.2% is influneced by other variables not 
examined in this study. 
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Dominant Variable  
 

Table 15 

Dominant Variables on Usage Decisions 
 

No Variable Results 

1. Trust 0.002 

2. Perception of Ease 0.135 

3. Value Price 0.503 
Source: SPSS Result Data ProcessingOutput 

 
Based on Table 15 above, the variable that has the largest contribution in 
explaining the effect of the decision to use is the price value variable with a value 
of 0.503. 

 

Table 16 

Dominant Variables on Customer Loyalty E-wallet digital wallet 
 

No. Variable Results 

1. Trust 0.090 

2. Perception of Ease 0.120 

3. Value Price 0.255 

4. Usage Decision 0.413 
Source: SPSS Result Data Processing Output 

 
Based on Table 16 above, the variable that has the largest contribution in 
explaining the influence of marketplace customer loyalty is the use decision 
variable with a value of 0.413. 

 
Path Analysis 
Based on the results of the path analysis test, the research model can be seen 
based on the picture below: 
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Trust 

Perception 

of Ease 

Usage 

Decision 

Customer 

loyalty 

Value Price 

H6=0, 285 
H3=0.463 

H7=0.4 

H2=0.176 

H5= 0.052 

H4= 0.041 H1=0.09 

 
 
 

Figure 5 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Direct and Indirect Influence 
From the results of the previousframework, it can be determined the relationship of direct 
and indirect influence between the independent variable and the dependent variable as below: 
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Table 17 
 

Path Analysis Test Results 
 

Variable 
Direct 
Influence 

Indirect Influence 
Total Influence Information 

Trust 0.041 0.091 × 0.471 = 
0.042 

0.041+ 0.042 = 
0.083 

Influence 
No 
Direct 

Perception of 
Ease 

 
0.052 0.176 × 0.471 = 

0.082 
0.052 + 0.082 = 

0.134 

Influence 
No 
Direct 

 
Value Price 

 
0.285 

0.463 × 0.471 = 
0.218 

0.285 + 0.218 = 
0.503 

Influence 
Direct 

 
Usage Decision 

 
0.471 

  Influence 
Direct 

Source: SPSS Result Data Processing Output 
 
 

Based on Table 17 above, it can be concluded: 
Trusta direct effect on customer loyalty by 4.1%, an indirect effect of 4.2% and a 

total effect of 8.3%. This shows that the value of indirect influence is greater, which means 
that indirectly trust through usage decisions has a significant effect on purchasindgecisions 
for e-wallet digital wallets.Perception of convenience has a direct effect on customer loyalty 
by 5.2%, an indirect effect of 8.2% and the total effect of 13.4%. This shows that the value of 
indirect influence is greater, which means that the preception of convenience through 
purchasing decisions has a significant effect on decisions to use-we allet digital wallets.The 
price value has a direct effect on customer loyalty by 28.5%, an indirect effect of 21.8% and 
a total effect of 50.3%. This showsthat the direct influence value is greater, which means that 
indirectly the price value through usage decisions has no significant effect on-weall et digital 
wallet customer loyalty. 

 
 

1. Conclusions and Suggestions 
There is a joint influence between thevariables of trust, perceived convenience, and 
price value on the decision to use.There is a joint influence between the variables of 
trust, perceived convenience, pricevalue and usage decisions on digital wallet 
customer loyalty. The most dominant variable or the one with the greatest 
contribution in explaining the decision to use is the price value variable, while the 
most dominant variable or the one with the greatesct ontribution in explaining digital 
wallet customer loyalty. is the usage decision variable. 

For further researchers, it is recommended to conduct research outside of the 
independent variables used in this study as a measuring tool to determine the cftaors 
that drive digital wallet customer decisions and loyalty. such as, motivation, 
perceived benefits, sales promotion, security, considering that there is an effect of 
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37.4% from other variables not included in this study.It is recommended for further  
researchers to be able to replace indicators that are more relevant to the research so 
that they can obtain the expected research results and are closer to the truth. In 
addition, further research can also use different research subjects and increase the 
number of respondents studied. 
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