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ABSTRACT 
This study aims to test and explain the role of trust in mediating the influence of promotion 
strategy and the perceived ease of use on the decision to use BCA credit cards. This 
research is associative quantitative research conducted in Bali. The data consisted of 112 
samples, collected by distributing questionnaires containing questions and statements for 
validity and reliability. The analysis technique used is the Structural Equation Model (SEM), 
using an analysis tool SmartPLS 3.2.8 software. The results of this study show that 
promotion strategy and perceived ease of use have a positive and significant influence on 
trust and decision to use. Trust positively impacts the decision to use while partially 
mediating the relationship between promotion strategy and perceived ease of use with the 
decision to use credit cards on the island of Bali. 
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The development of various legal payment instruments is making it easier for 
consumer shopping transactions. Consumers have a choice of payment methods other than 
cash, one of which can be done using a credit card. Credit cards are one of the legal means 
of payment in Indonesia, and nowadays, they can be called a lifestyle that also shows 
prestige and privilege. The definition of a credit card, according to PBI No.14/2/PBI/2012 
concerning Amendments to PBI Number 11/1/1/PBI/2009, is a means of payment using a 
card that who can use to make payments for obligations arising from economic activity, 
including transactions, purchases and to make cash withdrawals, in which the cardholder's 
payment obligations are met in advance by the acquirer or issuer. The cardholder must make 
payments at the agreed time either by payment in one lump sum (charge card) or by 
payment in instalments (www.bi.go.id). 

The use of credit cards makes it easier to make shopping transactions both nationally 
and internationally, shopping transactions directly (offline) or online. Credit cards are 
practical and safe because they use a PIN (personal identification number) and an OTP (One 
Time Password) code for online transactions. On the other hand, the attractiveness of using 
a credit card is that who can make payments in instalments; transactions can be changed to 
low-interest instalments of up to 0%, discounts, cashback, autopay (routine bill payments, 
such as PLN, Telkom, Internet, and others), cash withdrawals (cash advance) or earning 
points and transaction rewards that are very attractive to users. The various facilities 
provided have increased the number of credit card transaction values yearly. Still, since 2020 
the number of credit card transactions circulating in Indonesia has decreased, which can be 
seen on the Indonesian Credit Card Association for Credit Card Growth section (Last 
Updated: Tuesday, December 07, 2021 11:01). 

 There has been a decline in the value of credit card transactions in Indonesia from 
2020 to 2021 during the Covid-19 pandemic. There are changes in lifestyle and consumer 
behaviour in the adaptation of the new normal policy launched by the government, which 
affects almost all sectors, especially the economic sector, including simulating the total 
volume of credit card transactions at PT. Bank Central Asia, Tbk (BCA). BCA is one of the 
credit card issuing banks in Indonesia. In 2020, BCA's credit card transaction volume 
reached Rp56.0 trillion, far below the transaction volume in 2019 of Rp78.5 trillion. The 
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implementation of Large-Scale Social Restrictions (PSBB) severely affected credit card 
transactions through offline merchants. Still, changes in customer behaviors during the 
pandemic prompted a significant increase in online shopping activities, thereby successfully 
supporting overall credit card use. In 2021, BCA recorded a credit card transaction value of 
Rp60.5 trillion, an increase of 8.1% from 2020. Credit card use in 2021 will increase 
substantially, although it has not recovered to pre-pandemic levels (www.bca.co.id). One of 
the areas where the volume of credit card transactions has decreased in Bali, the following 
table shows the number of credit cards, the number of transactions and the total volume of 
BCA Bali credit card transactions in 2017 - 2021. 
 

Table 1 – Number of Credit Cards and Total Volume of BCA Bali Credit Card Transactions 
in 2017 – 2021 

 

Year Amount Credit card Transaction Volume 

31/12/2017 106.711 108.944.140.174 
31/12/2018 110.868 135.547.703.165 
31/12/2019 118.213 159.726.278.799 
31/12/2020 119.200 125.729.788.388 
31/12/2021 114.308 125.420.263.211 
 

Source: PT. Bank Central Asia, Tbk Bali Transaction Banking Functional Branch. 

 
At the end of 2020 and 2021, the number of transaction volumes decreased compared 

to 2019. Based on BCA's annual reports for 2020 and 2021, BCA continued to design 
various promotion strategies by holding credit card promo programs for various segments 
from F&B, health, and fashion to increase transaction volume, and a lifestyle that provides 
added value for credit card customers to encourage customers to transact. BCA is also 
active in providing added value in the form of convenience in using credit cards such as the 
contactless system. BCA's Electronic Data Capture (EDC) capabilities will continue to be 
improved to facilitate contactless credit card transactions that make transactions faster and 
easier (www.bca.co.id). However, based on table 1 the total transaction volume still cannot 
be equal to or exceed 2019 as expected by Bank BCA. The decrease in the volume of BCA’s 
credit card transactions will affect BCA's fee-based income sourced from credit cards, 
therefore the authors highlight the strategy used by BCA in increasing transaction volume, 
namely promotion and convenience strategy, to provide input regarding decisions to use 
BCA credit cards in the New Normal Era and knowing the effect of the promotion strategy 
and the convenience BCA provides in its implementation. 

Kotler and Armstrong (2018:424) define the promotional mix as a specific mix of 
promotional tools that companies use to communicate customer value and build consumer 
relationships persuasively. Promotion is an essential element of a decision because, through 
promotion, consumers can find the product's advantages compared to other products. 
According to Jogiyanto (2007:115), the perceived ease of use is defined as the extent to 
which a person believes that using technology will be free from effort. Ease of use is easy to 
learn, easy to understand, simple and easy to operate. Convenience is also one of the 
important factors for consumers in choosing the use of credit cards, where credit cards 
provide convenience in terms of transacting directly or online, with features that support the 
new normal era, such as the contactless feature where when making payment transactions 
at merchants without must touch. Consumers also pay attention to other factors before 
deciding to use a credit card, such as the trust factor. According to Kotler and Armstrong 
(2018:173), Trust is a descriptive thought that a person holds about something. Beliefs are 
based on actual knowledge, opinions, or beliefs and may or may not carry an emotional 
charge. When consumers believe in the product or service offered, the decision to use will be 
possible. Trust is an important element of a consumer in the decision to use.  

 The first factor is a promotion strategy where companies must be selective in choosing 
strategy in conducting promotional programs to be able to attract consumers to use the 
products offered. Research Wang, et al. (2019) shows that the relationship between 
promotional power and planned purchases is positively significant. The results of Gorji and 
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Siami's (2020) research show that the appearance of sales promotions has a significant 
effect on purchase intentions and repurchase intentions. In line with Chen and Li's research 
(2020), Perceived Temptation of Price Promotion, Perceived Category Richness of 
Promotion, Perceived Fun of Promotion Activities and Perceived Contagiousness of Mass 
Participation have a significant and positive effect on consumer Participation Intention. 
Another study by Lee and Charles (2021) stated that promotion strategy positively and 
significantly impacted repurchase intentions. Other studies also say that promotion strategy 
significantly affects purchasing decisions (Tajudin and Mulazid, 2017; Montolalu and 
Raintung, 2018; Rasyid, et al. 2018; Annisa, et al. 2020; Yudhistira and Patrikha, 2021; 
Prihanto et al. 2021). A good promotion strategy is a fairly important factor in the company's 
efforts to improve purchasing decisions or consumer use of their products. In other words, 
companies must pay attention, plan promotion strategy, and determine selling prices very 
carefully to achieve the company's expectations. 

The research results of Khare et al. (2019) gives different results, where the effect of 
value awareness on consumer perceptions of discounts, promotional offers and loyalty cards 
provided by mall retailers is not significant. The same can be attributed to value-conscious 
buyers seeking a balance between quality and price. Promotion strategy without promising 
quality assurance will not attract value-conscious buyers. Similar research on promotion 
strategy was conducted by Quaye et al. (2017) which states that trade mission is positively 
related to export performance. Still, it is not statistically significant and therefore is ineffective 
as an export promotion tool in Ghana. The study is in line with Polla, et al. (2018) which state 
that promotion has a positive and insignificant effect on purchasing decisions at PT. 
Indomaret Unit Jalan Sea. Some research results state that promotional factors have no 
positive and insignificant effect on consumer purchasing decisions (Nasution, et al. 2019; 
Sriningsih and Patrikha, 2020). Based on the research, there is a research gap, therefore the 
researcher raised the promotion strategy factor as the first exogenous variable. 

The second factor is perceived ease of use, which is necessary in the new normal era 
with the government's rules and social distancing appeals. Research by Stocchi et al., (2019) 
stated that perceived usefulness and ease of use both significantly positively affected 
intention to use branded applications. Choi's research (2018) states that ease of use is 
enhanced by ubiquitous services and user control, so ease of use is a determinant of 
usability. Another similar research from Prabowo and Wiratno (2019) shows that there is a 
significant positive effect of convenience on online purchasing decisions. This is in line with 
other studies which state that the ease of use variable has a positive and significant effect on 
the decision to use (Ayuningtiyas and Gunawan, 2018; Widiyanti, 2020). 

 In contrast to the results of this study, research by Pipitwanichakarn and Wongtada 
(2020) stated that ease of use did not significantly affect the intention to use m-commerce. In 
line with research Camoiras and Varela (2020) stated that there was no significant 
relationship between shopping enjoyment and perceived ease of use. Other studies have 
noted that the perceived ease of use variable does not affect purchasing decisions 
(Yuliawan, et al. 2018; Fandiyanto, et al. 2018; Ambarwati, 2019; Romadon and Nurhapsari, 
2020). Based on the study's results, there was a research gap. Therefore the researcher 
raised the perceived ease of use factor as the second exogenous variable. 

The difference in the results of previous studies from the effect of promotion strategy 
and perceived ease of use on decisions to use raises the suspicion that other factors 
influence the relationship, such as the presence of mediating variables. The mediating 
variable is a variable that can strengthen the influence of the independent variable on the 
dependent variable. Trust is suspected to be the mediation variable in this study. 

Chetioui, et al. (2020) show that Trust is a partial mediator in the relationship between 
relative advantage and attitudes towards online shopping. Fajrudinsyah, et al. (2020) stated 
that promotion is able to influence the decision to use by mediating Trust. Similar research 
says that promotion through Trust affects purchasing decisions (Nasution, et al. 2019; 
Sriningsih and Patrikha, 2020). Research, where Trust is a mediation, shows that the 
perceived ease of use through Trust has a positive and significant influence on purchasing 
decisions and based on the results of calculations shows that the indirect effect of perceived 
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ease of use on purchasing decisions through Trust is greater than the direct effect (Deborah 
and Keni, 2019; Nurlinda and Utami, 2019; Romadon and Nurhapsari, 2020; Mujiasih and 
Wiwoho (2020). 
 

METHODS OF RESEARCH 
 

This study uses a quantitative method approach. The objects in this study are 
promotion strategy, perceived ease of use, Trust, and the decision to use credit cards. 
The location of this research is in Bali and BCA credit card users a subject. 

The exogenous variables in this study are promotion strategy (X1) and perceived 
ease of use (X2). The mediating variable in this study is Trust (Y1). The endogenous variable 
in this study is the decision to use (Y2). 

The population in this study is BCA credit card users domiciled in Bali total 114,308 
based on data as of December 31, 2021, BCA Bali Transaction Banking Functional Branch. 
The sampling technique used is non-probability sampling. This study uses 15 indicators so 
that the number of samples in this study is in the range of 75 to 150 samples. Based on the 
calculation using the Slovin formula, the minimum number of samples taken by the 
researcher is 100 respondents. The respondents in this study must have made a transaction 
using a credit card at least once in the past year. The data collection method used in this 
research is to use a questionnaire. This study uses PLS (Partial Least Square), which is a 
robust analytical method because it can be applied to all data scales, does not require many 
assumptions, and the sample size does not have to be significant. 
 

RESULTS AND DISCUSSION 
 

The following are the results of testing the convergent validity of the indicators of a 
promotion strategy, perceived ease of use, trust, and decision to use, which are presented in 
Table 2. 
 

Table 2 – Convergent validity test results using the loading factor 
 

  Outer Loadings Information 

X1.1 0.856 Valid 
X1.2 0.880 Valid 
X1.3 0.840 Valid 
X2.1 0.808 Valid 
X2.2 0.829 Valid 
X2.3 0.869 Valid 
X2.4 0.766 Valid 
Y1.1 0.884 Valid 
Y1.2 0.894 Valid 
Y1.3 0.820 Valid 
Y2.1 0.894 Valid 
Y2.2 0.861 Valid 
Y2.3 0.800 Valid 
Y2.4 0.905 Valid 
Y2.5 0.886 Valid 
 

Source: Primary data processed, 2022. 

 
Based on Table 2, it can be seen that all the values of the outer loading variables are 

greater than 0.50. Thus, it can be stated that the data in this study is valid, meaning that the 
reflective indicators with the latent variable scores have a good correlation. 

Table 3 shows that all variables have an AVE value above 0.50, and the correlation 
value for each variable is higher than the correlation between variables. These results 
indicate that the latent variable indicator itself is better than the other latent variable 
indicators. Based on the results of this analysis, it can be said that the data has good 
discriminant validity. 
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Table 3 - Discriminant validity test results 
 

Research variable AVE √AVE 

Correlation 

Trust 
(Y1) 

Decision to 
use (Y2) 

Perceived ease of 
use (X2) 

Promotion 
Strategy (X1) 

Trust (Y1) 0.751 0.866 1,000 0,832 0,789 0,764 
Decision to use (Y2) 0.757 0.870 0,832 1,000 0,807 0,802 
Perceived ease of use (X2) 0.671 0.819 0,789 0,807 1,000 0,739 
Promotion Strategy (X1) 0.737 0.859 0,764 0,802 0,739 1,000 
 

Source: Primary data processed, 2022. 

 
Table 4 – Composite reliability test results 

 

n/n Cronbach's Alpha Composite Reliability 

Trust (Y1) 0.834 0.900 
Decision to use (Y2) 0.919 0.940 
Perceived ease of use (X2) 0.836 0.891 
Promotion Strategy (X1) 0.822 0.894 
 

Source: Primary data processed, 2022. 

 
Based on Table 4 shows that both the Composite Reliability value and Cronbach's 

Alpha value for all constructs have a value of more than 0.6. Thus, in the research model, 
each research construct has good reliability. 
 

Table 5 – Test R Square (R2) 
 

Construct R Square 

Trust (Y1) 0.694 
Decision to use (Y2) 0.786 
 

Source: Primary data processed, 2022. 

 
In Table 5, it can be seen that the R-square value of the confidence variable is 0.694. It 

can be interpreted that 69.4 percent of the variability of the trust construct is explained by the 
variables of promotion strategy and perceived ease of use, while variables outside the model 
explain the remaining 30.6 percent of the trust variables. Likewise, the decision to use 
variable has an R-square value of 0.786, meaning that 78.6 percent of the variability is 
explained by the variables of promotion strategy, perceived ease of use and Trust, while 
variables outside the model explain the remaining 21.4 percent of the decision to use 
variables. 

 
Figure 1 – Research Empirical Model (Source: primary data processed, 2022) 
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The Q2 value of 0.934 is quite significant and can be said to have a high predictive 
prevalence, so the resulting model is suitable for predicting. The Q2 value of 0.934 means 
that 93.4 percent of the variation of the decision to use variable is influenced by the 
promotion strategy variable, perceived ease of use and Trust while other variables outside 
the model influence the remaining 6.6 percent. 

In Figure 1, it is explained that the promotion strategy has a direct effect on the 
decision to use with a coefficient of 0.306, the perceived ease of use has a direct effect on 
the decision to use with a coefficient of 0.288. The promotion strategy has a direct effect on 
Trust with a coefficient of 0.400, and the perceived ease of use directly affects Trust with a 
coefficient of 0.493. Finally, Trust directly impacts the decision to use with a coefficient of 
0.370. 
 

 
Figure 2 – Bootstrapping (Source: primary data processed, 2022) 

 
Table 6 – Direct Effect Test Results 

 

Construct Path Coef. T Statistics  P Values Information 

Trust (Y1) -> Decision to use (Y2) 0.370 2.603 0.010 accepted 
Perceived ease of use (X2) -> Trust (Y1) 0.493 4.856 0.000 accepted 
Perceived ease of use (X2) -> Decision to Use (Y2) 0.288 2.033 0.043 accepted 
Promotion Strategy (X1) -> Trust (Y1) 0.400 4.057 0.000 accepted 
Promotion Strategy (X1) -> Decision to use (Y2) 0.306 3.246 0.001 accepted 
 

Source: Primary data processed, 2022. 

 
Hypothesis testing is done by using t-statistics and looking at the p-value. If the t-

statistics value t-table value (1.96) or p-value <0.05, then Ho is rejected and the research 
hypothesis is accepted. In Table 5.13 it can be seen that the direct influence of the trust 
variable on the decision to use has a correlation coefficient value of 0.370 and a T-statistics 
value of 2.603, so the hypothesis is accepted. This shows that there is a positive influence 
between Trust and decision to use. The better the Trust that BCA credit card users have, the 
higher the decision to use them. 

The direct influence of the perceived ease of use variable on the decision to use has a 
correlation coefficient value of 0.493 and a T-statistics value of 4.856, so the hypothesis is 
accepted. This shows that there is a positive influence between perceived ease of Trust. The 
better the perceived ease of use that BCA credit card users have, the better the Trust they 
have. 

The direct influence of the perceived ease of use variable on the decision to use has a 
correlation coefficient value of 0.288 and a T-statistics value of 2.033, so the hypothesis is 
accepted. This shows that there is a positive influence between perceived ease of use and 
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decision to use. The better the perceived ease of use that BCA credit card users have, the 
higher their decision to use. 

The direct effect of the promotion strategy variable on Trust has a correlation 
coefficient value of 0.400 and a T-statistics value of 4.057, so the hypothesis is accepted. 
This shows a positive influence between the promotion strategy and Trust. The better the 
promotion strategy provided by the BCA credit card, the better the Trust that BCA credit card 
users have. 

The direct influence of the promotion strategy variable on the decision to use has a 
correlation coefficient value of 0.306 and a T-statistics value of 3.246, so the hypothesis is 
accepted. This shows that there is a positive influence between promotion strategy on the 
decision to use. The better the promotion strategy provided by BCA credit cards, the higher 
the decision to use they have. Based on the data above, it can be concluded that the 
hypothesis in this study is entirely accepted. 
 

Table 7 – Mediation Variable Test 
 

Mediation role 
Effect  

A B C D Information 

Promotion Strategy (X1) -> Trust (Y1) -> Decision to use (Y2) 
0.148 
(Sig.) 

0.306 
(Sig.) 

0.400 
(Sig.) 

0.370 
(Sig.) 

Partial Mediation 

Perceived ease of use (X2) -> Trust (Y1) -> Decision to Use (Y2) 
0.182 
(Sig.) 

0.288 
(Sig.) 

0.493 
(Sig.) 

0.370 
(Sig.) 

Partial Mediation 

 

Source: Primary data processed, 2022. Description: significance (Sig.) = t-statistic > 1,96 on a= 5%. (A): indirect 
effect of independent variable on dependent variable (B): direct effect of independent variable on dependent 
variable (C): direct effect of independent variable on mediating variable (D): direct effect of mediating variable on 
dependent variable. 

 
Based on table 8, it can be obtained the following information, Trust is able to 

significantly mediate promotion strategy on decision to use. This result is shown from the 
mediation test conducted, which shows that the effects of A, B, C, and D have a significant 
positive value. Thus, Trust is able to partially mediated the effect of the promotion strategy on 
the decision to use. Based on these results, it can be interpreted that the better the 
promotion strategy, the better the Trust and ultimately the decision to use will increase. 

Furthermore, Trust is able to significantly mediate perceived ease of use decisions. 
This result is shown from the mediation test conducted, which shows that the effects of A, B, 
C, and D have a significant positive value. Thus, Trust is able to partially mediated the effect 
of perceived ease of use on the decision to use. Based on these results, it can be interpreted 
that the better the perceived ease of use, the better the Trust and ultimately the decision to 
use will increase. 

The criteria for assessing the mediating effect were based on the VAF value. If the VAF 
value is 20 percent, the mediation variable is not a mediator, if the VAF value is > 20 percent 
to 80 percent, the mediation variable is partial mediation and if the VAF value is > 80 percent 
then the mediation variable is full mediation. Table 9 shows the role of Trust in mediating the 
effect of promotion strategy on Trust with a VAF value of 0.483. This means that the role of 
Trust as a mediating variable is 48.3 percent. The mediation value of 48.3 percent is in the 
range of 20 percent to 80 percent, so the variable is classified as a partial mediation variable. 
So it can be concluded that the results in this study indicate that Trust can partially mediate 
the relationship between promotion strategy and use decisions. 

The role of Trust in mediating the effect of perceived ease of use on the decision to use 
is shown in Table 5.15, which shows a VAF value of 0.631. This means that the role of Trust 
as a mediating variable is 63.1 percent. The mediation value of 63.1 percent is in the range 
of 20 percent to 80 percent, so the variable is classified as a partial mediation variable. So it 
can be concluded that the results in this study indicate that Trust can partially mediate the 
relationship between perceived ease of use and decision to use. 

The results of Gorji and Siami's (2020) research show that the appearance of sales 
promotions has a significant effect on purchase intentions and repurchase intentions. This 
study's results align with Wang, et al. (2019) shows that the relationship between promotional 
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power and planned purchases is positively significant. Other studies also state that 
promotion strategy significantly affect purchasing decisions (Tajudin and Mulazid, 2017; 
Montolalu and Raintung, 2018; Rasyid, et al. 2018; Annisa, et al. 2020; Yudhistira and 
Patrikha, 2021; Prihanto et al. 2021). 
 

Table 8 – Indirect Effect, Total Variable Effect and Calculation of VAF 
 

Variables 
Indirect Effect 

Correlation coefficient T-Statistic 

Promotion Strategy (X1) -> Trust (Y1) -> Decision to use (Y2) 0.148 2.114 
Perceived ease of use (X2) -> Trust (Y1) -> Decision to Use (Y2) 0.182 2.396 

Variables 
Total effect 

Correlation coefficient T-Statistic 

Trust (Y1) -> Use Decision (Y2) 0.370 2.603 
Perceived ease of use (X2) -> Trust (Y1) 0.493 4.856 
Perceived ease of use (X2) -> Decision to Use (Y2) 0.288 2.033 
Promotion Strategy (X1) -> Trust (Y1) 0.400 4.057 
Promotion Strategy (X1) -> Decision to use (Y2) 0.306 3.246 
VAF -> Indirect Effect / Total Effect (0.148/0.306) 0,483  
VAF -> Indirect Effect / Total Effect (0.182/0.288) 0,631  
 

Source: Primary data processed, 2022. 

 
The results of this study are also supported by the results of research which states that 

promotion has an effect on Trust. The role of a good promotion strategy will lead to 
consumer confidence in a product or service (Sriningsih and Patrikha, 2020; Yudhistira and 
Patrikha, 2021). The results in this study indicate that the perceived ease of use has a 
positive and significant effect on the decision to use. This explanation is in line with TAM 
theory where one of the influencing factors is the user's perception of the usefulness and 
ease of use of information technology as an action in the context of information technology 
users so that the reason someone sees the benefits and ease of use makes the person's 
actions accept the use of information technology. Davis, et al 1989). Empirical research with 
similar results, namely the study of Stocchi, et al. (2019) which stated perceived usefulness 
and ease of use both significantly positively affected intention to use branded applications. 
Choi's research (2018) states that ease of use is enhanced by ubiquitous services and user 
control, so ease of use is a determinant of usability. Another similar research from Prabowo 
and Wiratno (2019) shows that there is a significant positive effect of convenience on online 
purchasing decisions. 

The results in this study indicate that perceived ease has a positive and significant 
effect on Trust. This statement is also supported by the results of research conducted by 
Alatas and Hidayatullah (2019) stated that perceived ease Of Use influences Trust on users 
of the online shopping site Bukalapak in Bandung. In line with the results of this study, there 
are also studies showing that perceived ease of shopping has a significant effect on Trust 
(Fandiyanto, et al. 2018; Deborah and Keni, 2019; Romadon and Nurhapsari, 2020; Mujiasih 
and Wiwoho, 2020; Putri and Iriani, 2021).. 

 The results of this study indicate that Trust has a positive and significant effect on the 
decision to use. The results of this study explain that the better the Trust of BCA credit card 
users, the higher the decision to use BCA credit cards. These results indicate that the values 
contained in the Trust can be perceived well and have a real impact on the decision to use 
BCA credit cards in Bali. This statement is also supported by the results of research 
conducted by Sriningsih and Patrikha (2020) stating that Trust has an effect on purchasing 
decisions. In line with this research, there are research results which state that the 
perception of Trust has a significant effect on decision to use (Yuliawan, et al. 2018; 
Prabowo and Wiratno, 2019; Ambarwati, 2019; Nasution, et al. 2019; Romadon and 
Nurhapsari, 2020; Anggono, et al. al. 2020). 

The results of this study indicate that Trust can partially mediate the relationship 
between promotion strategy and the decision to use BCA credit cards in Bali. This statement 
is supported by research from Chetioui, et al. (2020) who showed that Trust is a partial 
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mediator in the relationship between relative advantage and attitudes towards online 
shopping. Fajrudinsyah, et al. (2020) stated that promotion is able to influence the decision to 
use by mediating Trust. Similar research states that promotion through Trust has an effect on 
purchasing decisions (Nasution, et al. 2019; Sriningsih and Patrikha, 2020). 

The results of this study indicate that Trust can partially mediate the relationship 
between perceived ease of use and the decision to use BCA credit cards in Bali. This 
statement is also by the TAM theory through research conducted by Davis et al. (1989). 
 

CONCLUSION 
 

Based on the results of the research analysis and the results of the discussion in the 
previous chapter, the conclusions of this study are as follows: Promotion strategy has a 
significant positive effect on decision to use. This means that the better the BCA credit card 
promotion strategy, the higher the decision to use BCA credit cards in Bali. Promotion 
strategy has a significant positive effect on trust. This means that if the BCA credit card 
promotion strategy is better suited to the needs and desires of users, the Trust in BCA credit 
cards will also improve. Perceived ease of use has a positive and significant effect on the 
decision to use. This means that the better the ease of using BCA credit cards in shopping 
transactions, the greater the decision to use BCA credit cards in Bali. Perceived ease of use 
has a positive and significant effect on Trust. This means that if the perception of BCA credit 
card convenience is improving, the user's Trust in BCA credit cards in Bali will be even 
better. Trust has a significant positive effect on the decision to use. This means that the 
better the user's Trust in BCA credit cards, the higher the decision to use BCA credit cards in 
Bali. Trust mediates the effect of promotion strategy on the decision to use partially and 
significantly. This means that Trust in BCA credit cards can strengthen the influence of 
promotion strategy on decisions to use BCA credit cards in Bali. Trust is able to partially 
mediate the effect of perceived ease of use on decisions to use. This means that Trust can 
strengthen the effect of perceived ease of use on the decision to use BCA credit cards in 
Bali. 

Based on the results of the discussion and conclusions, the results of this study found 
several suggestions that can be given, namely: increasing cooperation with online shopping 
platforms and offline merchants, especially those that are viral, and carrying out promotion 
strategy, one of which is targeting products that have a high purchase rate on the platform 
and these merchants. BCA can develop cooperation with Micro, Small, and Medium 
Enterprises (MSMEs) to expand the use of BCA credit cards in spending. Provide features 
that contain detailed and complete BCA credit card products and programs and are easily 
accessible to BCA credit card users so that they can convey the information provided to 
users properly. 
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