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ABSTRACT 

This study aims to analyze the impact of security and perceived ease of use on reuse intention and the mediating 

role of e-satisfaction on the impact of security and perceived ease of use on reuse intention. The research model 

consists of two independent variables, one mediating variable and one dependent variable. This study proposed 

four hypotheses and conducted Partial Least Squares – Structural Equation Modeling (PLS-SEM) using 

SmartPLS 3.3.0 software. The analysis data of this study was conducted in three phases: outer-model analysis, 

inner-model analysis, and hypotheses testing. This study was conducted on e-wallet users who live in Jakarta, 

with a total sample of 154 respondents from 177 questionnaires responded. The results implied that security 

has a positive and not significant impact on e-satisfaction of e-wallet users, while perceived ease of use has a 

positive and significant impact on e-satisfaction of e-wallet users. Moreover, security has a positive and not 

significant impact on reuse intention, while perceived ease of use has a positive and significant impact on reuse 

intention. E-satisfaction has a positive and significant impact on reuse intention. Furthermore, e-satisfaction 

does not mediate the impact of security on reuse intention, but it mediates the positive and significant impact 

of perceived ease of use on reuse intention. 
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1. RESEARCH BACKGROUND 

 

Technology and the internet, which have been growing 

exponentially, have become media that support various 

aspects of life. Simultaneously, the growth will affect 

people’s behavior along with the continuous improvements 

and innovations in technology and the internet in the future. 

Moreover, on the economics aspect, technology has 

significantly impacted the payment system, which is a 

system for transferring money from one party to another [1]. 

Initially, the payment system was done by doing barter, 

which then kept evolving until it was done by money. Since 

then, the payment system was classified into cash payment 

system and non-cash payment system. The non-cash 

payment system comes in the form of electronic-based 

payment or electronic money (e-money) [1]. Based on its 

physicality, there are two types of e-money: chip-based and 

e-wallet. Based on the data from Bank Indonesia, the 

amount of electronic money in circulation from the year 

2017 to 2020 has increased significantly (Table 1). 

Apart from the e-payment that several banks in Indonesia 

have provided, there are also e-wallet brands provided by 

non-bank companies. These non-bank companies, which 

are start-up companies, have launched e-wallet service that 

is often considered more efficient and effective by 

consumers. Registration and top-up system that is easier and 

can be done anywhere have become very attractive for 

consumers. 

 

Table 1. Amount of Electronic Money in Circulation 

Period Amount 

2017 90.003.848 

2018 167.205.578 

2019 292.299.320 

2020 

January 313.785.298 

February 319.294.014 

March 330.391.364 

April 412.055.870 

May 346.881.617 

June 353.587.670 

July 359.670.019 

August 376.142.547 

Source: Bank Indonesia (2020) 

 

This study examines the users of one of the biggest e-wallet 

brands in Indonesia. The brand is the pioneer of online 

transportation provider in Indonesia and has now been 
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classified as a decacorn start-up [2]. This brand initially 

provided online transportation service, which then 

improved to provide logistic service, e-wallet, and food 

delivery services. 

One of the innovations that the brand provides is payment 

gateway service that facilitates consumers with non-cash 

payment for various transactions, such as online 

transportation, food delivery, etc. Periodically, the brand 

offers discounts for its consumers to attract them to use its 

service.  

Along with the brand's evolution, there are currently many 

e-wallet brands that offer discounts and exciting features 

that attract consumers. Such brands increase competitions, 

which may affect consumers to switch to another brand. 

Therefore, reuse intention will play a significant role for a 

company to achieve success and survive in an industry 

because it will motivate consumers to keep using its product 

and not switch to another brand. 

Reuse intention is an essential factor to be analyzed because 

companies need to know about factors that affect 

consumers' decisions when there are several brands that 

offer similar benefits. A factor that affects reuse intention 

of e-wallet is security. Security has an essential role in 

digital industry because consumers’ personal information 

are stored in companies’ data. The next factor is perceived 

ease of use because the more accessible an application can 

be operated, the higher consumers' intention to reuse it. 

Furthermore, the study of Lin and Lekhawipat [3] found that 

consumers' satisfaction is an essential factor that stimulates 

reuse intention. 

Based on the research background above, this study would 

like to examine "The Impact of Security and Perceived Ease 

of Use on Reuse Intention of E-Wallet Users in Jakarta: The 

Mediating Role of E-Satisfaction". 

 

 

2. LITERATURE REVIEW AND 

HYPOTHESES 

 

2.1. Reuse Intention 

 
Ladkoom and Thanasopon [4] defined reuse intention as 

“intention to buy products or service continually after 

consumers had bought the products or services once.” 

Moreover, Hellier et al. [5] defined it as “the individual’s 

judgement about buying again a designated service from the 

same company, taking into account his or her current 

situation and likely circumstances.” Based on the definitions 

above, reuse intention can be defined as consumers’ decision 

to repurchase or reuse a product/ service from a company/ 

brand repeatedly and recommend it to their friends and 

family. 

 

2.2. E-Satisfaction 

 
Ranjbarian, Fathi, and Rezaei [6] defined e-satisfaction as 

“the outcome of consumer perceptions of online 

convenience, merchandising, site design and security.”, 

while Anderson and Srinivasan [7] defined it as “the 

contentment of the customer with respect to his or her prior 

purchasing experience.” Based on those definitions, it can be 

concluded that e-satisfaction is the emotional impact or 

response (satisfaction or dissatisfaction) after using/ 

purchasing a product or service from a brand. 

 

2.3. Security 
 

Kahar et al. [8] posited that “Security is considered as an 

important risk attribute that effects the customer decision 

making process when purchasing a product or consuming 

multiple services.” While Sanayei et al. [9] defined it as 

“Protecting the details of transactions and customers from 

internal and esternal fraud/criminal usage.” Based on the 

argumentations above, it can be concluded that security is a 

process of protection during consumers’ transactions to 

reduce their worry of crime and abuse. 

 

2.4. Perceived Ease-of-Use 

 
Davis [10] posited that “perceived ease of use is the degree 

to which a person believes that using a particular system 

would be free of effort.” Widjana [11] posited a similar 

opinion that perceived ease of use is consumer’s belief that 

operating an information technology system will not be 

troublesome or require extra effort. Based on the the 

definitions above, this study defines perceived ease of use as 

consumers’ consideration that the technology that they use 

is easy to be understood and operated. 

 

2.5. Relationship between security and e-

satisfaction 
 

The study of Jin and Park [12] illustrated that security has a 

positive impact on e-satisfaction. Safety is an important 

contributor to customers' satisfaction. In line with current 

condition, people live along with digital technology in 

which several activities are done online, and security should 

become the main priority of companies because the better 

the security system, the higher consumers’ satisfaction will 

be. Therefore, hypotheses 1a of this study is as follows:  

H1a: Security has a positive impact on e-satisfaction of e-

wallet users. 

 

2.6. Relationship between Perceived Ease-of-

Use and E-Satisfaction 
 

The study of Amin et al. [13] implied that perceived ease of 

use has a positive and significant impact on e-satisfaction. 

Perceived ease of use is considered a success factor that 

affects satisfaction in the online industry. Generally, the 

higher perceived ease of use, the higher consumers’ e-

satisfaction. Hence, hypotheses 1b of this study is as 

follows: 

H1b: Perceived ease of use has a positive impact on e-

satisfaction of e-wallet users. 
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2.7. Relationship between Security and Reuse 

Intention 
 

Roca et al. [14] stated that security that involves technical 

development will positively impact reuse intention, such as 

cryptography and e-sign that prevent the user from the risk 

of fraud or hacking. Several innovations have been made to 

improve security on online transactions to minimize the loss 

that consumers may experience. Improvement of e-wallet 

company’s security system will minimize the users’ worry, 

which will then increase the intensity to reuse. Generally, a 

good security system will increase the user’s reuse 

intention. Hence, this study proposes hypotheses 2a as 

follows: 

H2a: Security has a positive impact on reuse intention of e-

wallet. 

 

2.8. Relationship between Perceived Ease-of-

Use and Reuse Intention 

 
The study of Rezaei and Amin [15] found that perceived ease 

of use has a positive and significant impact on reuse 

intention. When consumers find it easy to use a technology, 

its perceived ease of use will be higher and makes it more 

probable for them to reuse it. Therefore, this study proposes 

hypotheses 2b as follows: 

H2b: Perceived ease of use has a positive impact on reuse 

intention of e-wallet. 

 

2.9. Relationship of E-Satisfaction and Reuse 

Intention 

 
The study of Zhang et al. [16] found a positive relationship 

between e-satisfaction and reuse intention. If the users feel 

satisfied with a system, they will increase the intensity to 

reuse it. Satisfaction will then create a positive perception on 

the users and will motivate them to reuse the product from 

the same brand [17]. Hence, the hypotheses 3 of this study is 

as follows: 

H3: E-satisfaction has a positive impact on reuse intention 

of e-wallet. 

 

2.10. Relationship between a) Security, b) 

Perceived Ease-of-Use, and Reuse Intention 

through E-Satisfaction 

 
Kotler and Keller [18] posited that when consumers feel 

satisfied for a product/service, they will show a higher 

possibility to repurchase/ reuse it. The study of Trivedi and 

Yadav [19] stated that security is a source of e-satisfaction, 

thereby e-satisfaction mediates the relationship between 

security and reuse intention. Moreover, Lin et al. [20] stated 

that e-satisfaction mediates the relationship of perceived 

ease of use and reuse intention. Based on the argumentations 

above, this study proposes hypotheses 4 as follows: 

H4a: Security has a positive impact on reuse intention 

through e-satisfaction. 

H4b: Perceived ease of use has a positive impact on reuse 

intention through e-satisfaction. 

 

 

3. RESEARCH METHOD 
 

This study is a descriptive study with cross-sectional 

research design. This study examines primary data, which 

was collected using a questionnaire distributed to 

respondents online. The population of this study is e-wallet 

users, and the samples are users of an e-wallet brand from 

Indonesia. The data collection method is non-probability 

sampling, which is the convenience sampling technique. The 

sample size used in this study is based on the argumentation 

of Hair et al. [21], who stated that a good sample size consists 

of 100 – 200 samples. The total number of respondents in 

this study is 154 from 177 respondents who responded to the 

questionnaire, whereas the remainder 23 responds could not 

be used because they did not meet the criteria. The data 

analysis technique that was conducted in this study is Partial 

Least Squares – Structural Equation Modeling by using 

SmartPLS 3.3.0 software. 

This study examined 4 (four) variables: security, perceived 

ease of use, e-satisfaction, and reuse intention. Reuse 

intention is the dependent variable in this study, whereas 

security and perceived ease of use are independent variables, 

and e-satisfaction is a mediating variable. 

Furthermore, this study used 18 indicators, which were 

measured but 5-point-likert scale, whereas 1 is the lowest 

point (very disagree) and 5 is the highest (very agree). 

 

 

4. RESULTS & DISCUSSIONS 
 

This study conducted Partial Least Squares – Structural 

Equation Modeling (PLS-SEM) for data analysis using 

Smart PLS 3.3.0 software. The data analysis was done in 3 

phases: outer-model analysis, inner-model analysis, and 

hypotheses testing.  

The amounts of respondent is 154, whereas 68% are females 

and 32% are males. The majority of the respondents are 20 

– 25 years old, as much as 62, 40% of the respondents, 

followed by 26 – 30 years old as much as 38, which is 25%. 

Most of the respondents have a bachelor degree, as much as 

113, which is 73% of the respondents, followed by master 

degree as much as 17, which is 11%. Majority of the 

respondents work as government employee, as much as 103, 

which is 67% of the respondents, followed by entrepreneurs 

as much as 20, which is 13%. Most of the respondents earn 

Rp5.000.000 – Rp10.000.000, as much as 76 respondents, 

49% of the respondents, followed by Rp10.000.000 – 

Rp15.000.000, as much as 25, which is 16%. Majority of the 

respondents use e-wallet for payment 2 – 5 times in a month, 

as much as 72, which is 47% of the respondents, followed 

by > 5 times in a month as much as 58, which is 38%. 

Moreover, most respondents use an e-wallet to pay 

Rp100.000 – Rp250.000 in a month, as much as 55, which 

is 36% of the respondents, followed by Rp250.001 – 
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Rp500.000 as much as 38, which is 25%. As many as 125 

respondents (81%) use an e-wallet to pay for food and 

beverage, followed by 14 respondents (9%) who use it for 

top-up and monthly bills. 

After identifying the respondents’ characteristics, this study 

proceeded to the Average Variance Extracted (AVE) 

analysis. The AVE value of every variable in this study has 

fulfilled the minimum requirement, which is 0.5 (Table 2). 

Therefore, every variable has fulfilled the requirement of 

convergent validity analysis and the value of loading factor 

that has fulfilled the minimum requirement, which is > 0.70 

[22]. However, there is one item, which is SE 3, that has a 

loading factor of 0.663, but the loading factor value of 0.5 to 

0.6 is considered enough for early-stage research [23]. 

Fornell-Larcker, the square root of each variable's AVE, is 

higher than the correlation with other variables (Table 2). 

Hence, all variables have fulfilled the minimum requirement 

of discriminant validity that is measured by Fornell-Larcker 

and cross loadings analysis. Table 2 illustrated that all 

variables had fulfilled the discriminant validity analysis 

requirements that are measured by cross-loadings. 

After the validity analysis was completed, this study 

proceeded with reliability analysis. Variables are considered 

reliable, with the value of composite reliability being > 0.6 

and Cronbach’s Alpha being >0.6 [24]. The next step was 

inner-model analysis. Based on Table 2, the R-squared (R2) 

value of e-satisfaction is 0.642, which means that the impact 

of security and perceived ease of use on e-satisfaction is 

64.2%, while the (R2) value of reuse intention is 0.622, 

which implied that 62.2% of reuse intention is affected by 

security, perceived ease of use and e-satisfaction. 

Furthermore, cross-validated redundancy (Q2) values are 

0.523 and 0.521, which are higher than 0. The result of 

goodness of fit index (GoF) analysis is 0.678 and is 

considered high, which means that the research model of this 

study has fitness within it.  

Table 2 also illustrated that e-satisfaction and perceived ease 

of use have medium impacts on reuse intention, which are 

0.213 and 0.113 respectively [22]., while security has a small 

impact on reuse intention, which is 0.000. Furthermore, 

perceived ease of use has a high impact on e-satisfaction, 

which is 1.286 [22]. However, security has a small impact 

on e-satisfaction, which is 0.011.  

Table 3 showed that perceived ease of use is the highest 

predictor of e-satisfaction with the path coefficient value of 

0.766, followed by the impact of e-satisfaction on reuse 

intention with the path coefficient value of 0.474, while the 

impact of security on reuse intention has a low path 

coefficient value, which is 0.008.  

Path coefficient value showed that all variables positively 

impact reuse intention. The impact is considered significant 

if the t-statistics value is > 1.96 and p-value is < 0.05. Table 

3 illustrated that perceived ease of use has a significant 

impact on e-satisfaction and reuse intention. However, 

security does not have a significant impact on e-satisfaction 

and reuse intention. Hence, H1a, H2a, and H4a are rejected. 

Security has a positive and not significant impact on e-

satisfaction, thereby H1a is rejected. The result of H1a is 

different with the study of Triverdi and Yadav [19] who 

found that security has a positive and significant impact on 

e-satisfaction. The difference may be caused by respondents 

who use e-wallet have a different point-of-view on the 

satisfaction that they feel or expect, such as features and 

design and perceived usefulness from the application. 

The results of this study implied that perceived ease of use 

has a positive and significant impact on e-satisfaction. 

Hence, H1b is accepted. The result of H1b is supported by 

the study of Oktarini and Wardana [25]. Hypotheses 2a is 

security has a positive impact on reuse intention. The result 

showed that H2a is rejected. The result of H2a differs with 

the study of Rizan et al. [26], whereas the difference may be 

caused by respondents do not feel any worry for the security 

of e-wallet that they use because the e-wallet has layered 

security system, such as multi-factor authentication [27]. 

Moreover, hypotheses 2b is perceived ease of use has a 

positive impact on reuse intention. The result implied that 

H2b is accepted. The result of H2b is supported by the study 

of Oktarini and Wardana [25]. Furthermore, hypotheses 3 is 

e-satisfaction has a positive impact on reuse intention. The 

result showed that H3 is accepted. The result of H3 is 

supported by the study of Trivedi and Yadav [28]. 

Hypotheses 4a is security has a positive impact on reuse 

intention through e-satisfaction. Based on path coefficient 

analysis, security has a positive and not significant impact 

on reuse intention through e-satisfaction, whereas the value 

of t-statistics and p-values are 1.239 and 0.216. Hence, H4a 

is rejected. The result of H4 is different from the study of 

Trivedi and Yadav [19]. The difference may be caused by 

factors or impact of other variables. The last hypotheses 

(H4b) is perceived ease of use has a positive impact on reuse 

intention through e-satisfaction. The result implied that H4b 

is accepted. Hence, the result of hypotheses 4b is supported 

by the study of Abid and Dinalestari [29].  

 

 

Table 2. Results of Data Analysis 

Variable Indicator 
Loading 

Factor 
AVE 

Cronbach’s 

Alpha 

Composite 

Reliability 
R2 Q² 

f2 on reuse intention/ 

e-satisfaction 

Security 

SE1 0.799 

0.824 0.751 0.837   0.000 / 0.011 
SE2 0.728 

SE3 0.663 

SE4 0.802 

Perceived ease 

of use 

PEOU1 0.762 

0.659 0.896 0.920   0.113 / 1.286 PEOU2 0.781 

PEOU3 0.811 
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PEOU4 0.866 

PEOU5 0.838 

PEOU6 0.807 

E-satisfaction 

SA1 0.891 

0.862 0.946 0.959 0.642 0.523 0.213 

SA2 0.939 

SA3 0.905 

SA4 0.918 

SA5 0.884 

Reuse 

intention 

RI1 0.935 

0.563 0.920 0.949 0.622 0.521  RI2 0.931 

RI3 0.919 

 

Table 3. Results of Path Coefficient and Hypotheses Testing 

Hypotheses 
Path 

Coefficient 
t-Statistics p-Values Results 

Security -> E-satisfaction 0.070 1.382 0.168 Not significant 

Perceived Ease of Use -> E-satisfaction 0.766 16.897 0.000 Significant 

Security -> Reuse Intention 0.008 0.129 0.897 Not significant 

Perceived Ease of Use -> Reuse Intention 0.352 3.843 0.000 Significant 

E-Satisfaction - Reuse Intention 0.474 5.484 0.000 Significant 

Security -> E-satisfaction -> Reuse Intention 0.033 1.239 0.216 Not significant 

Perceived Ease of Use -> E-satisfaction -> Reuse Intention 0.363 5.207 0.000 Significant 

 

 

5. CONCLUSION AND IMPLICATION
 

Based on the results of data analysis, this study concluded 

that security has a positive and not significant impact on e-

satisfaction of e-wallet, while perceived ease of use has a 

positive and significant impact on e-satisfaction. Moreover, 

security has a positive and not significant impact on reuse 

intention of e-wallet, and perceived ease of use has a 

positive and significant impact on reuse intention of e-

wallet. Furthermore, e-satisfaction was found to positively 

and significantly impact reuse intention, but e-satisfaction 

does not mediate the impact of security on reuse intention. 

On the contrary, e-satisfaction mediates the positive and 

significant impact of perceived ease of use on reuse 

intention. 

The results of data analysis implied that the impact of 

perceived ease of use is more positive than other variables, 

which is reflected from the majority of respondents’ answers 

that e-wallet is easy to be understood and operated. 

Therefore, this study suggests e-wallet companies to 

maintain and keep improving their applications’ ease of use 

that has been good so far. E-wallet companies may need to 

periodically evaluate consumers' perception of the ease of 

use and ask them about what they want from the companies 

but have not been fulfilled yet. Consumers can write their 

responses to the question through the company's website or 

social media.  

Majority of the respondents presume that security is an 

essential factor, thereby this study suggests e-wallet 

companies to maintain and enhance their security system by 

updating it consistently in order to improve its quality. It is 

also essential for e-wallet companies to educate their 

consumers not to give their OTP code and personal 

information to anyone to minimize the risk of hacking. The 

education can be done through advertisements in social 

media, applications, and television. 

The key to increasing consumers' e-satisfaction is by 

fulfilling consumer's emotional needs. This study suggests e-

wallet companies to maintain and improve consumers' 

satisfaction by distributing evaluation forms about the 

products/ services. E-wallet companies can distribute the 

form by using a link that pops up when the consumers open 

the application or using an emoticon (happy or disappointed) 

that can immediately be clicked/ or selected by consumers. 

 

 

6. LIMITATIONS AND SUGGESTIONS 

FOR FUTURE RESEARCH 
 

The majority of respondents are government employees 

aged 20 – 30, female, and have a bachelor degree. The 

results of this study may differ if the majority of respondents 

are different, such as housewives or entrepreneurs who are 

older than 31 years old. Therefore, this study suggests future 

research to determine certain criteria for respondents 

eligible to answer the research questionnaire.  

There are several other factors or variables that can affect 

reuse intention. Future research can combine the variables 

in this study with other variables for the research model. 

Moreover, this study suggests future research to be 

conducted on different subjects and with more samples to 

increase the validity of the result. 
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