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Abstract

The purpose of this study was to determine the effect of service features, perceived ease and financial literacy on the decision to
use the OVO E-Wallet in Bengkulu City. This study is a type of quantitative research. The population used in this study were OVO E-
Wallet users in Bengkulu City. This study used incidental sampling techniques or non-probability sampling, so that a research
sample of 100 respondents was obtained from Generation Z in Bengkulu City. The collection of respondent data was distributed via
Google Form.The results of the multiple linear regression analysis are the equation Y = 1.566 + 0.621 X1 + 0.253 X2 + 0.212 X3 +e,
this illustrates a positive regression direction, meaning that the service feature variables (X1), perceived ease (X2) and financial
literacy (X3) have a positive influence on the decision to use (Y) in Generation Z in Bengkulu City.From the results of the
calculation using SPSS version 25.0, the coefficient of determination of R square can be seen as 0.842. This means that the value of
service features (X1), perceived ease (X2) and financial literacy (X3) influence the decision to use (Y) by 84.2% while the remaining
15.8% is influenced by other variables not examined in this study. The results of the t-test at a significance level <0.05 explain that
partially service features (X1), perceived ease (X2) and financial literacy (X3) have a significant influence on the decision to use (Y)
in Generation Z of Bengkulu City. The results of the f-test are smaller than 0.000, so the variables of service features (X1), perceived
ease (X2) and financial literacy (X3) have a significant influence on the decision to use (Y) in Generation Z of Bengkulu City.
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Introduction

The development of technology is currently very rapid Figure 1 Most Popular Digital Wallets (E-Wallets) In

along with scientific advances. Technology is a system Indonesia

designed by humans with the aim to simplify and produce a

level of efficiency and effectiveness by providing a large impact UnkAlR  Lainnys

but with minimal energy. The advancement of technology can o - 1% e
be seen starting from the era of communication and 19% 1%
information technology, the era of industrial technology, to the ‘

era of agricultural technology. One of the technological
developments that is now used by almost everyone is a digital
wallet, or what is often referred to as an E-Wallet (Ferdiansyah
& Nur, 2023; 7978).
E-wallet, or electronic wallet, is a digital service that allows

. . GoPay
users to store payment instrument data such as credit cards, nEs
debit cards, or electronic money. With an E-Wallet, users can
perform various financial transactions, including paying utility
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bills, buying credit, or subscribing to services. E-wallets can be
used both online and offline, and simplify the process of buying
and selling transactions digitally.

E-wallet is one of the products in the field of server-based
digital payments, which is part of financial technology
(Ginantra, 2020: 8). The main purpose of E-Wallet is to
facilitate transactions for its users (Nuha et al., 2020: 68). In
addition, E-Wallets provide easy access to money online, so
users no longer need a physical wallet. According to a survey
conducted (kadence international indonesia) there are 5 E-
Wallet service providers that are widely used in Indonesia,
especially Generation Z.
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Survey: kadence international Indonesia 2022

Ovo is still the leading E-Wallet, although there is a lot of
competition from other e-wallets that are classified as equally
strong. Followed by GoPay and ShopeePay with a difference of
only 5%, considering that both of them not only stand as e-
wallets, but are also part of the payment facilities of an
application and e-commerce with quite large users. Then there
is Dana with 14%, followed by LinkAja with 4% and 1% for other
E-Wallets.

According to Dirwan, Fitriani Latief (2020) which states
that service features have a positive effect on the use of digital
wallets. The more service features provided on the OVO E-
Wallet, the higher the level of decision to use the OVO E-
Wallet. This is in line with research conducted by Ferdiansyah
and Nur, (2023; 7978) which explains that E-Wallets are able
to offer a variety of service features that can be used and
always innovate in the form of products and services offered so
that users feel satisfied and will be increasingly interested in
using E-Wallets.
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Perception of the ease of use of a technology is defined as a
measure by which a person believes that the technology can be
easily understood and used. Based on some of these definitions,
it can be said that ease of use can reduce a person's effort both
time and energy to learn a system or technology because
individuals believe that the system or technology is easy to
understand. The intensity of use and interaction between users
and the system can also indicate ease of use. A system that is
used more often indicates that the system is better known,
easier to operate and easier to use by its users. Based on
research conducted by Nugroho (2022: 122) which concluded
that the perception of Ease of Use has a positive but
insignificant effect on Online Banking Usage.

The next factor that can influence the decision to use E-
Wallet OVO is financial literacy. The definition of financial
literacy described by the Financial Services Authority (OJK) is
‘Knowledge, skills and beliefs that influence attitudes and
behaviour to improve the quality of decision making and
financial management in order to achieve prosperity’ (POJK,
2016: 3). In the use of digital financial services, it needs to be
balanced with an understanding of the functions, benefits and
risks of digital financial services which aims to minimise the
risks that can be caused by digital financial services (Financial
Services Authority, 2017: 72).

With sufficient knowledge related to financial products,
especially OVO E-wallet products, it can help people to choose
what financial products to use in order to get maximum
benefits and according to user needs, so that OVO E-Wallet
users can use E-Wallet wisely and carefully. According to Savira
and Susanti (2020: 12) Financial literacy partially has no
significant effect on decisions to use electronic money.

Based on this statement, OVO is one of the first ranked
financial technology business unicorns in Indonesia. OVO is one
of the server-based E-Wallet or digital wallet applications that
are part of financial technology. This application makes it easy
for users to make various transactions, such as payments,
transfers, purchases of products or services and others digitally
(Ginantra 2020: 8).

Figure 2 OVO E-Wallet
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Source: Marcomm 2022

OVO has reached more than 430 cities and districts and
reached more than 1 million QRIS merchants.This payment
method is in great demand, especially in the Generation Z
environment, because it is one of the largest E-Wallets in
Indonesia and collaborates with GoPay so that the many
service features offered to users become their own choice.
Generation Z, which is known as a generation that is very
familiar with technology and tends to prioritise convenience in
various aspects of life, is the main target for E-Wallet service
providers. However, even though the use of E-Wallet is
increasing, there are several factors that influence the decision
to use E-Wallet among Generation Z.

Methods

In this study, the authors used a quantitative approach. A
quantitative approach is an approach that uses numerical data
in statistical analysis, while according to the explanation, this
research is research that aims to determine the relationship
between two or more variables. Sugiyono (2019: 65) Based on
the level of explanation of the position of the variable, this
variable is causal associative, which is a research that seeks a
causal relationship (influence), namely the independent | free
variable (X) on the dependent | dependent variable (Y). This
study consists of three independent variables (X), namely
Service Features, Perceived Ease of Use and Financial Literacy
and one dependent variable (Y), namely the Decision to Use
Financial Literacy.

Result and Discussion

Validity Test
The results of testing the validity of the research indicators
are as in the following table:

Table 1 Validity Test of Research Indicators

No Statement Item R- Table R- count Description
Service Features ( X1)
1 X1.1 0.1946 0,942 Valid
2 X1.2 0.1946 0,956 Valid
3 X1.3 0.1946 0,904 Valid
4 X1.4 0.1946 0,920 Valid
Perceived Ease ( X2)

1 X2.1 0.1946 0,949 Valid
2 X2.2 0.1946 0,958 Valid
3 X2.3 0.1946 0,920 Valid
4 X2.4 0.1946 0,931 Valid
Financial Literacy (X3)

1 X3.1 0.1946 0,650 Valid
2 X3.2 0.1946 0,473 Valid
3 X3.3 0.1946 0,407 Valid
4 X3.4 0.1946 0,482 Valid
5 X3.5 0.1946 1 Valid
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Usage Decision (Y)

1 Y.1 0.1946 0,809 Valid
2 Y.2 0.1946 0,801 Valid
2 Y.3 0.1946 0,746 Valid
3 Y.4 0.1946 0,849 Valid
5 Y.5 0.1946 1 Valid

Source: SPSS output version 25.0, 2024

Based on table 1 above that as many as 18 statement items
submitted to customers, the total pearseon correlation of each
statement item is all valid. We can see in the table above the
value of r count above r table, which is 0.1946 (r table
attached). In determining the r table, the first thing to do is
determine the degree of freedom (df) value using the formula
(df = n - 2). From the existing data, the value of df = 100 - 2 = 98
can be obtained. So that the df value = 98. Then we have to find
the significance level for two sides | direction of 0.025 | 0.05.
For the next, namely looking for the value of the r table by
looking at the table in the attachment, namely 0.1946. So only
18 statement items have the level of validity expected in this
study, namely the value of rcount> rtable all of which are valid.

So the indicators used in this study are valid and can be used as
research tools.

Reliability Test

According to Sugiyono 2018: 168 explains that if a data is
declared reliable if two or more researchers in the same object
produce the same data or the same researcher at different
times will also produce the same data.A research instrument is
indicated to have an adequate level of reliability if the Alpa
Crobach coefficient is greater than or equal to 0.60 (Ghozali,
2016: 90). The results of testing the reliability of the research
variables can be seen in table 2 below:

Table 2 Research Instrument Reliability Test Results

No Variable Cronbach Alpha Value Description Ket

1 Service Features 0,948 0,60 Realibel
2 Perceived Ease 0,956 0,60 Realibel
3 Financial Literacy 0,897 0,60 Realibel
4 Usage Decision 0.952 0,60 Realibel

Source: SPSS Output Version 25.0, 2024

The results of the realibel test data analysis as shown in
table 2 show that variable X and variable Y in the study are
greater than the Cronbach Alpha value of 0.60, which
means that all research statements are realibel (reliable).
Normality Test

According to Ghozali (2012: 160) the normality test
aims to determine whether the dependent variable
regression model and the independent variable have a
contribution or not. A good regression model is normal or
near normal distribution data. The results of the normality
test using SPSS 25.0 are as follows:

Figure 3 Normality Test Results

Hormal PP Figt of Regression Standwdiped Residual
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Source: SPSS output version 25.0, 2024

From Figure 3 above the normal P-P plot test results
above, we can conclude that all question items on each
variable are close to the diagonal line, which means that all
statements are declared normal.

Multicolonearity Test

According to Ghozali (2012: 105) the multicollinearity
test aims to test whether a regression model has a
correlation between independent variables. A good
regression model should not have a correlation between
independent variables. The results of the multicollinearity
test using SPSS 25.0 are as follows:

Table 3 Multicolonearity Test Calculation

Coefficients®
Model Unstandardized Coefficients Standardized t Sig. Collinearity Statistics
Coefficients
B Std. Error Beta Tolerance VIF
1 (Constant) 1.686 .884 1.908 .059
Service Features .621 137 521 4.550 .000 126 7.953
Perceived Ease 273 121 .226 2.254 .026 .163 6.125
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Financial Literacy 212 .062

223

3.391 .001 .381 2.624

a. Dependent Variable: Usage Decision
Source: SPSS Output Version 25.0, 2024

From Table 3 of the multicollinearity test calculation, it
can be concluded that the collinearity statistics value of
service quality and trust in tolerance is less than 0.1,
namely the three variables are 0.126, 0.163 and 0.381 and
VIF in the third variable is less than 10, namely 7.953,
6.125, and 2.624. Based on Ghozali's view (2013: 105) that
if the tolerance is above 0.1 and VIF is below 10, there is no
multicollinearity. This means that the test results on the
service features variable, perceived convenience and

financial literacy on usage decisions do not occur
multicollinearity.
Heteroscedasticity Test

According to Sunyoto (2016: 90) explains the
heteroscedasticity test as follows: ‘In the multiple
regression equation, it is also necessary to test whether or
not the variance of the residuals from one observation to
another. The results of the calculation using SPSS 25.0 are
as follows:

Figure 4 Heteroscedasticity Test Calculation Results

Scatterplot
Dependent Variable: Keputusan_Penggunaan
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Source: SPSS Output Version 25.0, 2024

From the heteroscedasticity calculation picture, it states
that the regression stidentized residual does not form a
pattern, either wavy, widening or narrowing. The
scatterplot image is dots spread above and below the
number 0 on the Y axis. so it can be concluded that
heteroscedasticity does not occur.

Multiple Linear Regression Analysis

In facilitating the calculation of multiple linear
regression from a large amount of data, in this study it was
completed with the help of computersoftware(software)
SPSS 25.0 program. The results of testing the multiple
regression model on the variables of service quality (X1),
trust (X2), and which affect customer satisfaction (Y) are
seen in table 4 below

Table 4 Linear Regression Test Results

Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

1 (Constant) 1.566 .864 1.768 .043
Service Features .621 137 521 4.550 .000
Perceived Ease .253 111 216 3.454 .016
Financial Literacy 212 .062 223 3.391 .001

a. Dependent Variable: Usage Decision

Source: SPSS Output Version 25.0, 2024

Multiple linear regression calculations using the SPSS
25.0 programme in table 8, the following multiple linear
regression equation can be obtained:

Y=a+bl1X1+b2X2+b3X3+e
Y =1.566 + 0.621 X1 + 0.253X2 + 0.212 X3 +e

The equation of the multiple linear regression is
1. The constant value of 1.566 means that if the variable

service features (X1), perceived convenience (X2) and

financial literacy (X3) are considered equal to zero (0),

the usage decision variable (Y) will remain at 1.566.

2. The effect of service features (X1) on usage decisions (Y)
The coefficient value of service features (X1)is 0.621
withthe assumption that if x1 increases by one unit, the
usage decision (Y) will also increase by 0.621.

3. The effect of perceived convenience (X2) on usage
decisions (Y)

The regression coefficient value of the price variable is

0.253, assuming that if the perceived convenience (X2)

increases by one unit, the usage decision (Y) will
increase by 0.253.

4. The effect of financial literacy (X3) on usage decisions
(Y)
The coefficient value of financial literacy (X3) is 0.212,
assuming that if financial literacy (X3) increases by one
unit, the usage decision (Y) will increase by 0.212.

Determination Test Results (R2)

The coefficient of determination (R2) essentially
measures how far the model's ability to explain the
dependent variable. The coefficient of determination is zero
and one. A low R value means that the ability of the
independent variables to explain the dependent variable is
very limited. A value close to one means that the
independent variables provide almost all the information
needed to predict the variation in the dependent variable.
Based on theR2 test conducted, it can be seen in table 8
below
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Table 5 Determination Test Results (R2)

Model Summary®

Model R R Square

Adjusted R Square Std. Error of the Estimate

1 918° .842

.837 1.856

a. Predictors: (Constant), Service Features, Perceived Ease, Financial Literacy

b. Dependent Variable: Usage Decision

Source: Output SPSS version 25.0, 2024

Based on table 6 for the coefficient of determination
using the R Square model. From the results of calculations
using SPSS 25.0, it can be seen that the coefficient of
determination of R is 0.842. This means that the value of
Variable X affects the variable (Y) with an r square value of
84.2% while the remaining 15.8% is influenced by other
variables not examined in this study.

Simultaneous Test Results (f)

According to Pardede and Manurung (2014; 28) the F test
can be used to test the simultaneous influence of the
independent variable on the dependent variable (Y). if
the independent variable has simultaneous with the
dependent variable. This can be seen in table 10 below:

Table 6 Simultaneous Test Results (f)

ANOVA*
Model Sum of Squares df Mean Square F Sig.
1 Regression 1761.425 3 587.142 170.451 .000°
Residual 330.685 96 3.445
Total 2092.110 99

a. Dependent Variable; Usage Decision

b. Predictors: (Constant), Service Features, Perceived Ease, Financial Literacy

Source: SPSS Output Version 25.0, 2024

From table 6 above that the significance value is 0.000
<0.05. Because the significance level is below 0.05, it shows
that simultaneously service features (X1) perceived
convenience (X2) and financial literacy (X3) have a
significant effect on usage decisions (Y) on the OVO E-
Wallet for Generation Z Bengkulu City. With the value of F
count> F table, namely f count of 170.451> f table 2.70 (F

Table attached). So it can be concluded that service quality
and trust have a simultaneous effect on customer
satisfaction.

Partial Hypothesis Testing (t test)
The results of testing the t test hypothesis using SPSS
25.0 can be seen in table 7 below

Table 7 Partial Test Results (t)

Coefficients®
Model Unstandardized Coefficients  Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) 1.566 .864 1.768 .043
Service Features .621 137 521 4.550 .000
Perceived Ease .253 111 216 3.454 016
Financial Literacy .212 .062 223 3.391 .001

a. Dependent Variable: Usage Decision

Source: SPSS Output Version 25.0, 2024

From the calculation results using SPSS 25.0 it can be

explained that:

1. Service feature variable (X1)
The test results for the service quality variable show a
significance value of 0.000 <0.05. Because the
significance value is smaller than 0.05, Ho is rejected
and Ha is accepted. meaning that service features have
a significant influence on the decision to use the OVO E-
Wallet for Generation Z Bengkulu City. From the table
above, it shows that T count on service quality is greater
than T table, namely 4.550> 1.983 (t table formula
attached). It can be concluded that the usage decision
variable has a significant effect on customer
satisfaction.

2. Perceived convenience variable (X2)
The test results for the price variable show a
significance value of 0, 026 <0.05. Because the
significance value of trust is smaller than 0.05, Ho is
rejected and Ha is accepted. This means that the trust
variable has a significant influence on the decision to

Discussion

use the OVO E-Wallet for Generation Z Bengkulu City.
From the coefficient table above, t count on the
perceived convenience variable is greater than t table,
namely t count of 3.454 while t table is 1.983. It can be
concluded that the trust variable has a significant effect
on the decision to use the OVO E-Wallet in Generation Z
of Bengkulu City.
3. Financial literacy variable (X3)

The test results for the price variable show a
significance value of 0, 001 <0.05. Because the
significance value of trust is smaller than 0.05, Ho is
rejected and Ha is accepted. This means that the
financial literacy variable has a significant influence on
the decision to use the OVO E-Wallet in Generation Z of
Bengkulu City. From the coefficient table above, t count
on the trust variable is greater than t table, namely t
count of 3.391 while t table is 1.983. It can be concluded
that the trust variable has a significant effect on the
decision to use the OVO E-Wallet in Generation Z of
Bengkulu City.

1. The Effect Of Service Features On The Decision To Use E-
Wallet OVO In Generation Z Bengkulu City
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This study shows that the independent variable, namely
service features (X1), has a significant influence on usage
decisions (Y) in Generation Z Bengkulu City, because the test
results for the service quality variable show a significance value
of 0.000 <0.05. Because the significance value is smaller than
0.05. Because the significance value is smaller than 0.05. This
means that service features have a significant influence on OVO
E-Wallet users in Generation Z Bengkulu City. The basis for
decision making (Ghozali, 2015: 48) is to use the significance
probability number, namely if the significance probability
<0.05, then HO is rejected and Ha is accepted. Which means
that variable X has a significant effect on variable Y.Based on
the t test, the t count is greater than the t table, namely 4.550>
1.983 (t table attached). It can be concluded that the service
feature variable has a significant effect on usage decisions (Y)
in Generation Z Bengkulu City. Based on the Partial test (t test)
shows that service features have a positive and significant
effect directly on the decision to use the OVO E-Wallet.

As stated by Latifah, A, H., Kadi, A, C, D., Sari, L, S. (2022; 16)
shows that convenience, usefulness, trust, features partially
have a positive effect, while promotion partially has no
significant effect on wusage decisions, simutaneously
convenience, usefulness, trust, promotion and service features
simultaneously or together have a positive and significant
effect on usage decisions. This is also found by other research
by Nisa (2023) showing that the variable service features (X1),
security (X2), and ease of use (X3) have a significant influence
on student transactions using the DANA E-Wallet application,
both partially and simultaneously, as well as in an Islamic
economic perspective.

2. The Effect Of Perceived Convenience On The Decision To

Use E-Wallet OVO For Generation Z Bengkulu City.

Research using the t test and f test as well as multiple
linear regression variable perceived convenience has an
influence on usage decisions. The test results for the perceived
convenience variable in the partial test (t) show a significance
value of 0.016 <0.05. Because the significance value of trust is
smaller than 0.05, Ho is rejected and Ha is accepted. This
means that the perceived convenience variable has a
significant influence on the decision to use the OVO E-Wallet in
Generation Z of Bengkulu City.

Based on the research results that have been presented, it is
known that perceived convenience has a significant influence
on usage decisions. Therefore, the higher the influence of the
perceived ease of use variable, the higher the level of usage
decisions. T count on the perceived convenience variable is
greater than t table, namely t count of 3.454 while t table is
1.983. It can be concluded that the perceived convenience
variable has a significant effect on the decision to use the OVO
E-Wallet in Generation Z of Bengkulu City.In line with research
conducted by Rahmawati, Y. D., & Yuliana, R. (2020; 168)
shows that perceived benefits, perceived convenience, and
perceived security have a positive and significant effect on
decisions to use E-Wallets in students. The security perception
variable has a dominant influence on decisions to use E-Wallets
in students. Security is indeed the most important in the
decision to use E-Wallet because someone feels safe and
protected.

Likewise, research conducted by Fitria Ningsih (2023)
where the results of this study are (1) perceived ease of use has
a positive and significant effect on interest in using E-Wallets,
(2) perceived risk has a negative and significant effect on
interest in using E-Wallets, (3) financial literacy has a positive
and significant effect on interest in using e-wallets, (4) In an
Islamic business perspective, E-Wallets are halal to use as long
as there are no prohibiting arguments and no haram
transactions. In addition, e-wallets can also provide benefits to
the community because they can transact easily and quickly.

3. The Effect Of Financial Literacy On The Decision To Use E-
Wallet OVO On Generation Z Bengkulu City.

Research using the t test and f test and multiple linear
regression financial literacy variables have an influence on
usage decisions. The test results for the financial literacy
variable in the partial (t) test show a significance value of 0.001
<0.05. Because the significance value of financial literacy is
smaller than 0.05, Ho is rejected and Ha is accepted. This
means that the financial literacy variable has a significant
influence on the decision to use the OVO E-Wallet in
Generation Z of Bengkulu City.

Based on the research results that have been presented, it is
known that financial literacy has a significant influence on
usage decisions. Therefore, the higher the influence of the
existing financial literacy variables, the higher the level of
usage decisions. T count on the perceived convenience variable
is greater than t table, namely t count of 3.391 while t table is
1.983. It can be concluded that the financial literacy variable
has a significant effect on the decision to use the OVO E-Wallet
in Generation Z of Bengkulu City.In line with research
conducted by Palimbong et al (2023; 278) shows that financial
literacy has a positive effect on the use of digital payment
shopee paylater on Uki Toraja Faculty of Economics students
with an influence level of 26.6%, while the remaining 73.4% is
influenced by other variables not included in this study.

Likewise, research conducted by Aisa (2024) shows that
partially and simultaneously, financial literacy variables,
perceived ease of use, trust, and security have a significant
effect on decisions to use QRIS as a payment medium for
cashless society (case study on students in Purwokerto area).
Researchers suggest that future researchers can conduct a one-
way test in order to determine the direction of the relationship
of the variables that can be a factor behind the decision to use
QRIS.

4. The Effect Of Service Features, Perceived Convenience And
Financial Literacy On Decisions To Use The OVO E-Wallet
For Generation Z Bengkulu City.

Based on the research results that have been presented, it is
known that service features, perceived convenience and
financial literacy have a significant influence on usage
decisions. Therefore, the higher the influence of the service
features, perceived convenience and financial literacy variables,
the higher the level of usage decisions.

t count on the service feature variable is greater than t table
of 4.550> 1.983, the perceived convenience variable is greater
than t table, namely t count of 3.454> t table of 1.983 while the
financial literacy variable is greater than t table, namely t count
of 3.391> t table of 1.983. It can be concluded that the variables
of service features, perceived convenience and financial
literacy have a significant effect on the usage decisions of
Generation Z in Bengkulu City.

In line with research conducted by Rahmatiyani (2023;
451) shows that the variables of perceived benefits, perceived
convenience simultaneously and partially Perceptions of
Benefits, Perceptions of Ease and Perceptions of Risk on the
Decision to Reuse Interest in E-Wallet OVO have a positive and
significant effect on interest in reuse of e-wallet ovo while the
variable perception of risk has proven to have no effect on
interest in reuse of E-Wallet OVO. Determination (R2) based on
the value can be seen the results of the analysis of the effect of
perceived benefits, perceived convenience, perceived risk on
interest in reuse of e-wallet ovo with a value of 0.524. The
dependent variable to determine the results of statistical tests
shows that the hypothesis is accepted, namely perceived
benefits, perceived convenience, interest in reuse, while the
hypothesis is rejected, namely risk perception because it has no
significant effect. Then from the results of the analysis it results
that the perceived benefit variable is the dominant variable.
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This is also found by other researchers by Susanti, R, V.,
Febriyantoro, T, M. (2021; 8) shows that perceived
convenience,  perceived  security, and  promotional
attractiveness have a significant effect on decisions to use e-
money in the city of Batam in the era of cashless society.

Conclusion

Based on the results of research that has been conducted on
E-Wallet OVO in Bengkulu City in Generation Z, the authors can
conclude that:

1. From the results of multiple linear regression analysis, it
states that the service features variable has a significant
effect on usage decisions which can be seen in the linear
regression test, the significance value of service features is
smaller than 0.005, namely 0.000 <0.005. The basis for
decision making (Ghozali, 2015: 48) is to use the
significance probability number, namely if the significance
probability <0.05, then HO is rejected and Ha is accepted.
Which means that the service feature variable has a
significant effect on the usage decision variable.

2. The results of multiple linear regression tests which state
that the perceived convenience variable has a significant
effect on usage decisions where the significance test value
of trust is smaller than 0.005, namely 0.016 <0.05.

3. Multiple linear regression test results which state that the
financial literacy variable has a significant effect on usage
decisions where the significance test value of trust is
smaller than 0.005, namely 0, 001 <0.05.

4. The variables of service features, perceived convenience
and financial literacy have a significant effect on usage
decisions where the three independent variables have a
significance value below 0.005. Which means that variable
X has a significant effect on variable Y.
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