
International Journal of Arts and Social Science                  www.ijassjournal.com 

ISSN: 2581-7922,    

Volume 7 Issue 3, March 2024 

 

Fitri Raihani Page 107 

 

The Effect of Mobile Wallet Service Dimensions to Customer 
Loyalty with Customer Satisfaction as A Mediating Variable 

on Linkaja Users in Jabodetabek 
 
 

Fitri Raihani1,Heri Fathurahman2 
Department of Business Administration, Faculty of Administrative Sciences,University of Indonesia,Jl.Prof.Dr.Selo Soemardjan, Pondok 

Cina, Kecamatan Beji, Depok, 16424, Indonesia 

 

 

 

 
Abstract: Linkaja, as one of the digital wallets in Indonesia, aims to increase healthy and loyal active user 

transactions. This study analyzes the impact of mobile wallet service dimensions, namely perceived service 

quality, perceived ease of use, perceived usefulness, perceived cost, and perceived security, on customer 

loyalty through customer satisfaction among Linkaja users in Jabodetabek. The research utilizes a quantitative 

approach and purposive sampling technique, distributing questionnaires via Google Form to 165 respondents 

who are Linkaja users in Jabodetabek, aged at least 17 years old/already have an ID card, and have conducted 

transactions on the Linkaja application at least twice in the last six months. Descriptive analysis and regression 

tests using SPSS were used to analyze the data. The findings indicate that mobile wallet service dimensions 

significantly affect customer satisfaction and customer loyalty. Additionally, customer satisfaction 

significantly influences customer loyalty, and mobile wallet service dimensions also significantly impact 

customer loyalty through customer satisfaction for users of the Linkaja digital wallet application in 

Jabodetabek. Furthermore, the dimensions of mobile wallet service, namely perceived service quality, 

perceived usefulness, and perceived security, are found to influence customer satisfaction, while customer 

loyalty is influenced by the dimensions of perceived service quality, perceived cost, and perceived security. 
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I. Introduction 

Technological developments have had an impact on the payment system used by society. Currently, 

the use of cash payment instruments that use money has begun to be replaced by non-cash payment 

instruments (Putra et al., 2020). Indonesia is one of the countries with the fastest acceleration of the digital 

financial economy. It is estimated that electronic money transactions in Indonesia could reach IDR 495 

trillion in 2023 or an increase of 23.9 percent compared to 2022 (www.indonesia.go.id, 2023). Intensive use 

of technology as well as high levels of connectivity and innovation have caused major changes in consumer 

behavior, this in turn has made the banking sector transform intensively using technology. Fintech, which is a 

financial service provider with innovation and intensive use of technology, exists in order to follow trends in 

the current financial services market. The Financial Services Authority (OJK) states that there are 4 types of 

fintech in Indonesia, namely Securities Crowdfunding (SCF), E-wallet, investment and risk management, and 

Peer to Peer Landing (P2P) such as pay later (www.cnbcindonesia.com, 2018). 

 

e-wallet is a breakthrough innovation in the fintech field today. Through digital wallets, payment 

transactions can be carried out simply by using a cellphone as a means of payment via a mobile application 

(Ajina et al., 2023). Research conducted by InsightAsia shows the superiority of digital wallets as the 

payment method most chosen by Indonesian people when compared to other payment methods. Transactions 

http://www.indonesia.go.id/
http://www.cnbcindonesia.com/
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carried out actively using digital wallets are 74 percent superior to other payment methods such as cash at 49 

percent, bank transfers at 24 percent, QRIS at 21 percent, Pay Later at 18 percent, debit cards at 17 percent, 

and Virtual Account (VA) transfers. by 16 percent (BI Institute, 2023). Through research conducted by 

Neurosensum Indonesia, it was found that the use of digital wallets after the pandemic increased to 44 

percent, after previously the use of digital wallets was only 10 percent (BI Institute, 2023). Rapid 

technological innovation and the availability of better internet and network connections are also one of the 

main drivers of the rapid penetration of Indonesian society towards digital wallet payment systems (Siagian 

et al., 2022). The comfort, convenience and promotion factors also make payments with digital wallets more 

attractive for users (BI Institute, 2023). 

 In the 2019 Nielsen Digital Consumer Survey report released in March 2020, 56 percent of 

respondents used e-wallets for payments every day. Most respondents, namely 81 percent, use e-wallets to 

pay for food and drinks, while 72 percent use them for transportation transactions. Furthermore, 41 percent of 

respondents used e-wallets to pay various bills, such as credit cards, water and electricity 

(databoks.katadata.co.id, 2023). This can also be strengthened by the results of a study conducted by the 

Mandiri Institute from March to April 2021, which stated that of the 505 MSMEs involved in the study, 

almost half of the MSMEs used non-cash transactions for payments. OVO is said to be the digital wallet most 

widely used by MSMEs for non-cash transactions with an adoption rate of 72 percent, followed by GoPay at 

66 percent, Linkaja at 64 percent, ShopeePay at 52 percent, and DANA at 27 percent (databoks.katadata.co. 

id, 2023). 

Through a survey conducted by Ipsos Southeast Asia, the most popular digital wallet applications in 

Indonesian society are ShopeePay, OVO, GoPay, DANA, and Linkaja (BI Institute, 2023). The Tcash digital 

wallet application migrated to Linkaja on June 30 2019 (Putra et al., 2020). In June 2023, Linkaja has a total 

of 90 million registered users. Research conducted by MDI Ventures and Mandiri Sekuritas states that since 

its inception in 2007 until 2017 the T-cash application has succeeded in regulating competition between 

digital wallet companies, but as time goes by and the development of digital wallets, there are more and more 

new entrants who are shifting popularity. T-cash (Larasati & Salim, 2021). In 2021, through a study 

conducted by Momentum Works, it was found that in the independent digital wallet application category, 

OVO succeeded in becoming the market leader with monthly active users of 20.8 million, followed by Dana 

with 13.5 million, and Linkaja with 7. 2 million. In the embedded digital wallet category, ShopeePay has 

succeeded in becoming a market leader with 10 million paid users and 51.5 million monthly active users. 

Followed by Go-Pay as the second leader with a number of monthly active users of more than 38 million 

(www.cnbcindonesia.com, 2022). Apart from that, a survey was also conducted by DSInnovate Fintech, the 

results showed that GoPay and OVO are digital wallets that have the highest level of awareness in Indonesia, 

reaching 93.9 percent, OVO is also top of mind among Indonesian people. Other digital wallets still follow, 

namely DANA at 92.3 percent, ShopeePay at 82.7 percent, and Linkaja at 72 percent 

(databoks.katadata.co.id, 2022). 

The quality of the products or services offered by digital wallet development companies is one of the 

main factors that can influence user loyalty (Kurnia et al., 2023). Linkaja offers various services such as 

paying fees and bills, paying for public transportation, as well as paying for fuel filling at Pertamina 

(Linkaja.id, 2023). However, on the other hand, Linkaja experienced technical problems in the application 

system which caused users to be unable to use the service on August 26 2022 (Tirto, 2022). Digital wallets 

offer various benefits to users in terms of time, energy, security, economy and convenience (Ajina et al., 

2023). In research by Putra et al. (2020) there are several reasons why Indonesian people use the Linkaja 

digital wallet. The three main reasons are Ease of Transaction (45%), Product discount (42%), and Security 

(4.5%). The convenience offered by the Linkaja application, such as the ease of topping up your balance, is 

the main reason for using this service (keuangan.kontan.co.id, 2023). Linkaja also provides many promotions 

and discounts for customers, but on the other hand, Linkaja has a target to increase transactions from active 

users who are healthier and more loyal and do not only depend on promotions or cashback 

(keuangan.kontan.co.id, 2023). The security offered by Linkaja to users includes the assurance that their 

transactions are under the supervision of Bank Indonesia and the Ministry of Communication and 
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Information of the Republic of Indonesia (LinkAja.id, 2021). However, the Linkaja digital wallet still lacks 

security features, for example if the user's cellphone is lost, the Linkaja balance cannot be frozen and can be 

used easily by other people (Putra et al., 2020). 

Based on the problems described previously, the research aims to analyze the relationship between 

mobile wallet service dimensions, namely perceived service quality, perceived ease of use, perceived 

usefulness, perceived cost, and perceived security on customer loyalty through customer satisfaction for 

Linkaja users in Jabodetabek. This research is also based on previous research conducted by Ajina et al. 

(2023) regarding the influence of mobile wallet service dimensions on customer satisfaction and customer 

loyalty among digital wallet users in Jordan. 

 

II.    Theoritical Framework 

2.1.Customer Loyalty 

In Ajina et al. (2023) stated that customer loyalty is the tendency of customers to continuously choose 

certain products and services even though there are other competitors in the market. Customer loyalty is a 

sustainable product purchasing process that results from customer commitment to the product. If customers have 

a strong preference for a particular brand compared to competing brands then they behave loyally towards a 

brand (Payne & Frow, 2015). 

 

2.2. MobileWalletServiceDimensions 

Service quality represents how much a particular service can increase customer satisfaction and loyalty. 

mobile wallet service dimensions influence customer satisfaction and customer loyalty of digital wallet service 

users. Apart from that, customer satisfaction can also mediate the relationship between mobile wallet service 

and customer loyalty (Ajina, et al, 2023). However, on the other hand Kurnia et al. (2023) found that consumer 

satisfaction cannot be a mediating variable between the relationship between perceived value, ease of use, trust, 

perceived security, self-efficacy and sales promotion variables on consumer loyalty. That said, we propose the 

following hypotheses. 

 

H1: Perceived m-wallet service dimensions have a significant effect to customer satisfaction on Linkaja users in 

Jabodetabek. 

H2: Perceived m-wallet service dimensions have a significant effect to customer loyalty on Linkaja users in 

Jabodetabek. 

H4: Perceived m-wallet service dimensions have a significant effect to customer loyalty through customer 

satisfaction on Linkaja users in Jabodetabek. 

 

In analyzing the quality of m-wallet services, based on Ajina et al. (2023), the author considers the following 

dimensions: 

 

2.2.1. Perceived Service Quality 

Service quality is defined as a customer's assessment of overall service excellence (Andaleeb & Hasan, 

2017). System quality and service quality will have an impact on user satisfaction Zhong & Chen (2023). 

According to Armstrong et al. (2019), a company's ability to retain its customers depends on how consistently 

the company provides value to them. Research conducted by Ajina et al. (2023) found that the perceived service 

quality dimension of m-wallet has a positive influence on customer statistics and customer loyalty of digital 

wallet service users. Research conducted by Morkūnas & Grišmanauskaite (2023) also states that perceived 

quality influences loyalty with brand satisfaction and brand trust as moderating variables.That said, we propose 

the following hypotheses. 

 

H1.1: Perceived service quality has a significant effect to customer satisfaction on Linkaja users in Jabodetabek. 

H2.1: Perceived service quality has a significant effect to customer loyalty on Linkaja users in Jabodetabek. 
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2.2.2. Perceived Ease of Use 

In Uzir et al. (2023) explained that ease of use refers to the extent to which individuals believe or feel 

ease in using certain technology. Kurnia et al. (2023) conducted research on digital wallet users in Indonesia and 

found that ease of use has an influence on customer satisfaction and customer loyalty. However, on the other 

hand, research by Ajina et al. (2023) found that the perceived ease of use dimension had no influence on 

customer satisfaction and customer loyalty from digital wallet service users. That said, we propose the following 

hypotheses. 

 

H1.2: Perceived ease of use has a significant effect to customer satisfaction on Linkaja users in Jabodetabek. 

H2.2: Perceived ease of use has a significant effect to customer loyalty on Linkaja users in Jabodetabek. 

 

2.2.3. Perceived Usefulness 

In Singh & Sinha (2020), perceived usefulness is defined as the user's hope that using a system will 

improve job performance. In Le (2021) it is explained that usefulness includes satisfaction with service quality. 

In Wang et al. (2023) stated that if a brand is useful for someone, then they will always use it and recommend it 

to friends and family. Research conducted by Abdullah et al. (2023) shows that QR code usefulness has a 

significant and positive effect on perceived flow which in turn influences customer satisfaction. However, 

research conducted by Ajina et al. (2023) found that the perceived usefulness dimension had no influence on 

customer satisfaction, but had an influence on customer loyalty of digital wallet service users.That said, we 

propose the following hypotheses. 

 

 

H1.3: Perceived usefulness has a significant effect to customer satisfaction on Linkaja users in Jabodetabek. 

H2.3: Perceived usefulness has a significant effect to customer loyalty on Linkaja users in Jabodetabek. 

 

2.2.4. Perceived Cost 

Perceived cost refers to the extent to which a person thinks it will cost money to use a cellular service 

(Zhong & Chenm 2023). The main factors driving loyalty are price, ease of use, and customer support (Chaffey 

& Chadwick, 2019). Research conducted by Zhong & Chen (2023) shows that perceived cost is an important 

determinant of user satisfaction and loyalty. However, on the other hand, research conducted by Mofokeng 

(2023) states that there is no influence between perceived cost and customer loyalty.That said, we propose the 

following hypotheses. 

 

H1.4: Perceived cost has a significant effect to customer satisfaction on Linkaja users in Jabodetabek. 

H2.4: Perceived cost has a significant effect to customer loyalty on Linkaja users in Jabodetabek. 

 

2.2.5. Perceived Security 

In Siagian et al. (2022) perceived security is defined as the prevention and anticipation of threats that 

have the potential to pose economic challenges by causing damage to data sources or networks, data collection 

and manipulation, denial of service, fraud and abuse of authority. Kurnia et al. (2023) who conducted research 

on digital wallet users in Indonesia found that perceived security had an influence on customer loyalty, but not 

customer satisfaction. Ajina et al. (2023) found that the perceived security dimension had no effect on customer 

satisfaction and customer loyalty from digital wallet service users.That said, we propose the following 

hypotheses. 

 

H1.5: Perceived security has a significant effect to customer satisfaction on Linkaja users in Jabodetabek. 

H2.5: Perceived security has a significant effect to customer loyalty on Linkaja users in Jabodetabek. 

 

2.3. Customer Satisfaction 

Customer satisfaction is the overall customer evaluation of goods or services from time to time based 
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on purchasing and consumption experiences (Malhotra, 2016). Research conducted by Kurnia et al. (2023) of 

digital wallet users in Indonesia found that consumer satisfaction was the variable with the highest influence on 

consumer loyalty. Research conducted by Ajina et al. (2023) also found that customer satisfaction influences 

customer loyalty from digital wallet service users.That said, we propose the following hypotheses. 

 

H3: Customer satisfaction has a significant effect to customer loyalty on Linkaja users in Jabodetabek. 

III.      Methods 

This research uses a quantitative approach by collecting primary data through a survey in the form 

of a Google Form questionnaire to respondents online on social media. This research was conducted from 

August to December 2023. Secondary data in this research was obtained from previous research, books, 

journals and the internet. The research population is 90,000,000 people, which is the number of registered 

users of the Linkaja digital wallet in Indonesia (keuangan.kontan.co.id, 2023). The minimum sample size 

according to general rules is at least 5 times the number of question indicators (Hair et al., 2019). Based on 

this, the number of samples in this study was 5 times 33 question indicators or 165 respondents. The 

purposive sampling technique was chosen by researchers because there are specific criteria for respondents 

that have been determined, namely: 1) have a minimum age of 17 years/already have an ID card; 2) have 

made transactions on the Linkaja digital wallet application at least 2 times in the last 6 months; 3) domiciled 

in Jabodetabek. A nominal scale is used to analyze respondent characteristic data and a Likert scale is used to 

measure the level of respondent agreement with statements in the questionnaire regarding research variables. 

A range of 1-5 was chosen for the Likert scale and can be described as strongly disagree, disagree, neutral, 

agree, and strongly agree. 

 

Figure1.Research Model 

(source:Ajina et al. 2023)  

 

IV. Data Analysis 

To carry out analysis of the proposed model and test the hypothesis, we initially combined samples, especially 

Linkaja users in Jabodetabek, totaling 165 respondents. This is the sample used in the analysis. 

4.1. Validation and Reliability Test 
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A pre-test was carried out on 30 respondents to identify problems that might occur in the 

questionnaire. Kaiser-Meyer-Olkin (KMO) and Anti-Image Matrix were used to measure the validity of the 

research instrument. Factor analysis can be used if the KMO value is above 0.500 (Hair et al., 2014) and the 

Anti-Image Matrix shows more than 0.500 (Sheskin, 2011). Cronbach's Alpha is used to carry out reliability 

tests. Instruments in research can be accepted as reliable if the Cronbach's Alpha value obtained is > 0.600 

(Hair et al., 2019). Descriptive statistical tests were carried out in this research to process data containing the 

characteristics of respondents. This research also uses simple and multiple linear regression analysis to test 

the effect of hypothesis testing. 

Table1:Validity and Reliability Test Results 

 

Indicator 

 

KMO 

AntiImage 

Correlation 

Matrix 

 

Cr Cronbach  

Alpha 

 

Interpretation 

CustomerLoyalty 

In the future, I intend to use the Linkaja digital wallet 0.829 0.770 0.879 0.858  Valid and 

Reliable 

I will consider Linkaja digital wallet as my first 

choice for payments in the future 

0.859 0.856  Valid and 

Reliable 

I will advise my friends to use Linkaja digital wallet 0.850 0.843  Valid and 

Reliable 

I will give a positive review about Linkaja digital 

wallet 

0.880 0.851  Validand 

Reliable 

It will be difficult for me to change my beliefs about 

payments via Linkaja digital wallet 

0.797 0.848  Validand 

Reliable 

If a close friend recommends another payment 

service, my preference will not change towards the 

Linkaja digital wallet 

0.808 0.893  Validand  

Reliable 

PerceivedServiceQuality 

Linkaja digital wallet offers professional services 0.596 0.565 0.753 0.618  Validand 

Reliable 

Linkaja digital wallet offers customized services to 

users 

0.574 0.680  Validand 

Reliable 

Linkaja digital wallet has a fast connection service 0.552 0.861  Validand 

Reliable 

Linkaja digital wallet provides various payment 

options 

0.686 0.643  Validand 

Reliable 

PerceivedEaseof Use 

Linkaja digital wallet is easy to use 0.800 0.813 0.869 0.847  Validand 

Reliable 

Using the Linkaja digital wallet does not require 

much effort 

0.753 0.795  Validand 

Reliable 

It only takes a few steps to complete my payment 

with Linkaja digital wallet 

0.801 0.807  Validand 

Reliable 

Payment information on the Linkaja digital wallet can 

be obtained easily 

0.865 0.873  Validand 

Reliable 

PerceivedUsefulness 
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Linkaja digital wallet helps me complete payments 

faster 

0.784 0.753 0.869 0.808 Validand 

Reliable 

The Linkaja digital wallet is useful for the payments I 

make 

0.900 0.870 Validand 

Reliable 

Linkaja digital wallet saves time 0.718 0.797 Validand 

Reliable 

Linkaja digital wallet is useful for managing 

payments 

0.840 0.851 Validand 

Reliable 

PerceivedCost 

Linkaja digital wallet fees are reasonable 0.796 0.798 0.846 0.798 Validand 

Reliable 

Linkaja digital wallet provides competitive prices for 

payments 

0.745 0.783 Validand 

Reliable 

Linkaja digital wallet provides the best value for the 

amount I spend 

0.802 0.787 Validand 

Reliable 

In my opinion, using the Linkaja digital wallet is 

more attractive when the service provider offers 

bonuses and discounts 

0.878 0.851 Validand 

Reliable 

PerceivedSecurity 

Linkaja digital wallet is a secure payment tool 0.777 0.771 0.848 0.813 Validand 

Reliable 

Linkaja digital wallet is guaranteed by the 

government 

0.847 0.837 Validand 

Reliable 

Linkaja digital wallet protects personal information 0.708 0.830 Validand 

Reliable 

Linkaja digital wallet ensures protection against fraud 0.734 0.780 Validand 

Reliable 

Linkaja digital wallet ensures protection against 

financial risks 

0.873 0.822 Validand 

Reliable 

CustomerSatisfaction 

Linkaja digital wallet met my expectations 0.871 0.881 0.923 0.922 Validand 

Reliable 

Linkaja digital wallet is exactly what I need 0.900 0.904 Validand 

Reliable 

My choice to use the Linkaja digital wallet is the most 

sensible choice 

0.912 0.915 Validand 

Reliable 

I am satisfied with payments via the Linkaja digital 

wallet 

0.820 0.898 Validand 

Reliable 

I like using the Linkaja digital wallet 0.823 0.900 Validand 

Reliable 
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I am confident that I have done the right thing by 

choosing Linkaja digital wallet 

 0.933  0.917 Validand 

Reliable 

 

All indicators for all variables used in the research show KMO and Anti-Image values of more than 0.5 and 

Cronbach's Alpha values of more than 0.6, which means that each indicator is declared valid and reliable. 

 

4.2. Assessment of Inferential Statistics, hypotheses  

 

 

Figure 2.: Effect Test Results on the Analysis Model 

 

Based on the information presented in Figure 2, the correlation coefficient (r) which shows the 

influence between the mobile wallet service variable on customer satisfaction is 0.816, which means there is 

a strong influence. The influence of mobile wallet service based on dimensions on customer satisfaction is, 1) 

the perceived service quality dimension has a weak influence on customer satisfaction of 0.319, 2) the 

perceived usefulness dimension has a weak influence on customer satisfaction of 0.294, 3) the perceived 

security dimension has an influence weak on customer satisfaction of 0.307, 4) on the other hand, the 

dimensions of perceived ease of use and perceived cost have no influence on customer satisfaction. 

The correlation coefficient (r) which shows the influence between the mobile wallet service 

variables and customer loyalty of 0.693, which means there is a strong influence. The influence of mobile 

wallet service based on dimensions on customer loyalty is, 1) the perceived service quality dimension has a 

weak influence on customer loyalty of 0.277, 2) the perceived cost dimension has a weak influence on 

customer loyalty of 0.252, 3) the perceived security dimension has an influence very weak on customer 

loyalty of 0.189, 4) on the other hand, the dimensions of perceived ease of use and perceived usefulness have 

no influence on customer loyalty. 

The correlation coefficient (r) which shows the strong influence of the customer satisfaction variable 

on customer loyalty of 0.742. The mobile wallet service variable has a weak influence on customer 

satisfaction of 0.262, while the influence of mobile wallet service and customer satisfaction on customer 

loyalty has a moderate influence of 0.528. 
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Table 2.: Hypothesis Test Results 

Hypothesis 
Effects between Variables 

Sig. 

H1 Mobile Wallet Service to Customer Satisfaction .000 

H1.1 Perceived service quality to Customer Satisfaction .000 

H1.2 Perceived ease of use to Customer Satisfaction .675 

H1.3 Perceived usefulness to Customer Satisfaction .001 

H1.4 Perceived cost to Customer Satisfaction .446 

H1.5 Perceived security to Customer Satisfaction .000 

H2 Mobile Wallet Service to Customer Loyalty .000 

H2.1 Perceived service quality to Customer Loyalty .008 

H2.2 Perceived ease of use to Customer Loyalty .751 

H2.3 Perceived usefulness to Customer Loyalty .277 

H2.4 Perceived cost to Customer Loyalty .009 

H2.5 Perceived security to Customer Loyalty .015 

H3 Customer Satisfaction towards Customer Loyalty .000 

H4 Mobile Wallet Service to Customer Loyalty through Customer Satisfaction .000 

 

The hypothesis in this research is accepted if the significance value is less than 0.05. Based on Table 2, the 

results show that H1 is accepted, which means mobile wallet service significantly influences customer 

satisfaction. H1.1, H1.3, and H1.5 are accepted, which means that perceived service quality, perceived 

usefulness, and perceived security significantly influence customer satisfaction. Meanwhile, H1.2 and H1.4 are 

rejected, which means that perceived ease of use and perceived cost do not have a significant effect on customer 

satisfaction for users of the Linkaja digital wallet application in Jabodetabek. The next results show that H2 is 

accepted, which means mobile wallet service significantly influences customer loyalty. H2.1, H2.4, and H2.5 

are accepted, which means that perceived service quality, perceived cost, and perceived security significantly 

influence customer loyalty. Meanwhile, H2.2 and H2.3 are rejected, which means that perceived ease of use and 

perceived usefulness do not significantly influence customer loyalty among users of the Linkaja digital wallet 

application in Jabodetabek. The next results show that H3 is accepted, which means customer satisfaction 

significantly influences customer loyalty and H4 is accepted, which means mobile wallet service significantly 

influences customer loyalty through customer satisfaction for users of the Linkaja digital wallet application in 

Jabodetabek. 

 

4.3. Discussion of results 

The research results show that there is a strong influence between the mobile wallet service variable 

on the customer satisfaction variable. This finding is in line with research by Ajina et al. (2023) who found 

that mobile wallet service influences customer satisfaction. The dimensions of perceived service quality, 

perceived usefulness, and perceived security are dimensions that were found to have an influence on 

customer satisfaction. This finding is in line with research by Li et al. (2021) which states that service quality 

has an influence on customer satisfaction, as well as research by Abdullah et al. (2023) which shows that QR 

code usefulness has a significant and positive effect on perceived flow which in turn influences customer 

satisfaction. Customers are more likely to use a service when they perceive the service to be of high quality 

overall (Ajina et al., 2023). Le (2021) also explains that fintech services bring benefits to users, such as 
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increasing task completion, reducing the time required, and reducing excess paperwork. On the other hand, 

this research found that the dimensions of perceived ease of use and perceived cost have no influence on 

customer satisfaction. This finding is in line with research by Ajina et al. (2023) who found that the perceived 

ease of use dimension had no influence on customer satisfaction. 

The results of further research show that there is an influence between the mobile wallet service 

variables and customer loyalty. This finding is in line with research by Ajina et al. (2023) who found that 

mobile wallet service influences customer loyalty. Armstrong et al. (2019) stated that a company's ability to 

retain its customers depends on how consistently the company provides value to them. The dimensions of 

perceived service quality, perceived cost, and perceived security are dimensions that were found to have an 

influence on customer loyalty. This finding is in line with research by Ajina et al. (2023) who found that the 

dimensions of perceived service quality and perceived cost in m-wallet have a positive influence on customer 

loyalty, research by Zhong & Chen (2023) which shows that perceived cost is an important determinant of 

loyalty, and research by Kurnia et al. (2023) who found that perceived security has an influence on customer 

loyalty. Morkūnas˙& Grišmanauskaite˙ (2023) stated that consumer loyalty can be easily obtained if the 

company focuses on producing high quality products. Chaffey & Chadwick (2019) stated that the main 

factors driving loyalty are price, ease of use, and customer support. Shimp & Andrews (2013) stated that 

personal and family security is an aspect of security related to the ownership and consumption of many 

products. On the other hand, this research shows that perceived ease of use and perceived usefulness have no 

influence on customer loyalty. This is in line with research by Ajina et al. (2023) found that the perceived 

ease of use dimension had no influence on customer loyalty. 

Furthermore, research shows that there is a strong relationship between the dimensions of the 

customer satisfaction and customer loyalty variables. This finding is in line with research conducted by 

Kurnia et al. (2023) on digital wallet users in Indonesia as well as research by Ajina et al. (2023) on users of 

digital wallet services in Jordan who found that customer satisfaction had an effect on customer loyalty. The 

research results also show that there is a strong relationship between the mobile wallet service variable and 

customer satisfaction on customer loyalty. Ajina et al. (2023) state that service quality refers to the level of 

customer satisfaction which can also represent how much a particular service can increase customer loyalty.  

 

V. Conclusion 

Based on data analysis, the research conclusions are as follows: 

1. Mobile wallet service dimensions have a significant effect on customer satisfaction and customer 

loyalty among users of the Linkaja digital wallet application in Jabodetabek. 

2. Customer satisfaction has a significant effect on customer loyalty among users of the Linkaja digital 

wallet application in Jabodetabek. 

3. Mobile wallet service dimensions have a significant effect on customer loyalty through customer 

satisfaction for users of the Linkaja digital wallet application in Jabodetabek. 

4. The dimensions of mobile wallet service, namely perceived service quality, perceived usefulness, and 

perceived security, were found to have an influence on customer satisfaction, but not the dimensions of 

perceived ease of use and perceived cost. 

5. The dimensions of mobile wallet service, namely perceived service quality, perceived cost, and 

perceived security, were found to have an influence on customer loyalty, but not the dimensions of 

perceived ease of use and perceived usefulness. 

 

VI. Recommendation 

Based on the conclusions above, several recommendations from researchers are: 

1. In increasing customer satisfaction, companies must improve the quality of services and benefits 

offered, as well as guarantee the security of application users. 

2. In increasing customer loyalty, companies must improve the quality of services offered, offer 

competitive costs according to the value provided, and guarantee user security. 

3. In increasing customer loyalty, companies must pay attention to customer satisfaction which can then 
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have an impact on customer loyalty. 

4. Future research can expand the scope of research by examining the satisfaction and loyalty of Linkaja 

users outside the Jabodetabek area due to the widespread distribution of Linkaja users in Indonesia 

today. 
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