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ABSTRACT 

Muhammad Rayhan Rahman (2023).The Effect of Perceived Trust, Convenience, 

and Sales Promotion on Generation Z's Continuous Intention to Use E-Wallet 

Gopay in Banjarmasin. Advisor: Laila Refiana Said 

The research was conducted with the aim of (1) to analyze the Effect of Perceived 

Trust on Continuous Intention of Generation Z using e-wallet gopay in Banjarmasin 

city; (2) to analyze the Effect of Convenience on Continuous Intention of 

Generation Z using e-wallet gopay in Banjarmasin city; (3) to analyze Sales 

Promotion on Continuous Intention of generation Z using e-wallet gopay in 

Banjarmasin city. 

The type of research used is explanatory research. The population of this study is 

the people of Banjarmasin city, with a sample of Generation z who have used the 

e-wallet gopay at least twice and are at least 18 years old with a sample size of 100 

people. Data analysis in the study used Multiple Linear Regression Analysis 

Techniques. 

The results of the study are as follows, namely Perceived Trust has a significant 

effect on Continuous Intention. Convenience has a significant effect on Continuous 

Intention. Sales Promotion has a significant effect on Continuous Intention. 

Keywords: Perceived Trust, Convenience, Sales Promotion, Continuous 

Intention   
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ABSTRAKSI 

 

Muhammad Rayhan Rahman (2023). Pengaruh Perceived Trust, Convenience, dan 

Sales Promotion terhadap Continuous Intention Generasi Z Menggunakan E-Wallet 

Gopay Di Banjarmasin. Pembimbing: Laila Refiana Said 

Penelitian dilakukan bertujuan  (1) untuk menganalisis Pengaruh Perceived Trust 

terhadap Continuous Intention Generasi Z menggunakan e-wallet gopay di kota 

Banjarmasin; (2) untuk menganalisis Pengaruh Convenience terhadap Continuous 

Intention Generasi Z menggunakan e-wallet gopay di kota Banjarmasin; (3) untuk 

menganalisis Sales Promotion terhadap Continuous Intention generasi Z 

menggunakan e-wallet gopay di kota Banjarmasin. 

Jenis penelitian yang digunakan adalah explanatory research. Populasi penelitian 

ini adalah yaitu masyarakat kota Banjarmasin, dengan sampel yakni Generasi z 

yang sudah pernah menggunakan e-wallet gopay minimal sebanyak dua kali dan 

berumur minimal 18 tahun dengan banyaknya sampel yakni 100 orang. Analisis 

data dalam penelitian menggunakan Teknik Analisis Regresi Linear Berganda. 

Hasil penelitian adalah sebagai berikut yaitu Perceived Trust berpengaruh 

signifikan terhadap Continuous Intention. Convenience berpengaruh signifikan 

terhadap Continuous Intention. Sales Promotion berpengaruh signifikan terhadap 

Continuous Intention. 

Kata Kunci: Perceived Trust, Convenience, Sales Promotion, Continuous 

Intention 
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