EQUILIBRIUM: Jurnal Ekonomi Syariah
Volume 11, Number 1, 2023, 27-50
P-ISSN: 2355-0228, E-ISSN: 2502-8316

S{:ﬁ r 4 http://journal.iainkudus.ac.id/index.php/equilibrium
#

N ] http://dx.doi.org/10.21043/equilibrium.v11i1.19641

Adoption of Fintech Services for Sharia Bank
Users in Indonesia: An Extended TAM Approach

Reza Pahlevi!, Zulpahmi?, Ummu Salma Al-Azizah? Anni Aisyah Hasibuan*

Abstract

This study proposes a technology acceptance model (TAM) in combination with
perceived risk, brand image, sharia compliance, and government support as factors
that determine trust to analyze how users adopt fintech services. The research method
uses a quantitative approach using non-probability sampling technique. A structured
questionnaire was distributed to active customers of Islamic banks in Indonesia, and 357
respondents who met the standards participated. A structural equation model (SEM)
was used in the data analysis to test the hypotheses regarding all latent variables and
their relationships. The results of the study show that usefulness, ease of use, and brand
image of fintech services significantly influence users’ attitudes toward fintech adoption.
However, trust, perceived risk, and government support do not significantly influence
users’ attitudes toward adopting fintech. Moreover, attitude and shariah compliance
have a significant effect on users” intention to adopt fintech services. This study adds
to the existing literature on fintech service adoption by providing a comprehensive
overview of the determinants of user attitudes by combining the concepts of trust in
fintech services with TAM.
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INTRODUCTION

One of the technological developments in the financial sector is fintech

(financial technology), one of the latest innovations in the digital age. Fintech is
a term used to describe companies that offer innovative financial technologies.
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In Indonesia, according to OJK (2022) the total assets owned by fintech types of
tinancing are around 5,512 billion rupiah, with 95 established operating companies
and seven sharia companies. Banks, as competitors of fintech, only offer their
three main financial services to consumers, namely: savings products, loans, and
financial services. Some fintech companies focus on providing a preferable user
experience to customers as a potential market. As financial services companies,
traditional banks recognize the importance of a positive user experience. Some
have increased their market share and competitiveness by collaborating with or
acquiring fintech companies. For example, banks are collaborating with fintechs
on lending.

The Islamic banking sector has grown in recent years, especially in
Indonesia. The government is supporting this development by enacting a law
on Islamic banking, which is expected to stimulate the national economy. Islamic
banking is a Shariah-based financial institution that must be able to adapt to the
various market conditions that are constantly changing. According to Bouwman
et al. (2019), the bank’s business model and infrastructure must be based on
digitalization. If Islamic banks fail to adapt to fintechs, they could lose their
customers in the long run. Islamic banks must take effective measures to ensure
the survival of Islamic banking in such a case.

Banking efficiency and improving user experience are the goals of fintechs
in the banking sector. Existing research, on the supply side for banking, is about
fintech strategies and risks. Fermay et al. (2018) studied the P2P fintech and bank
collaboration model in Indonesia. Chang et al. (2016), analyzed how banks are
transforming their business activities and competing with fintech companies
themselves in the context of fintechs. There is a difference in users, with the
majority of fintech users being millennials and older people being the main
customers of banks. Therefore, we need to study the impact of these differences
on fintech adoption. Studying the factors that influence bank customers” adoption
of fintechs can help banks improve their services and build their relationships
with customers. This may lead to a new perception and deeper understanding
of Islamic finance, especially in the adoption of fintech services (Gangwar, 2014).
From another perspective, there has been a significant change: The millennial
generation tends to be less financially well-off than the previous generation.
However, over time, Millennials’ financial capabilities have gradually improved,
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and they have become the most important customers. Therefore, a study of the
factors influencing bank users” adoption of fintech services can help Islamic
banking meet the future needs of the younger generation.

Meanwhile, the Islamic banking sector faces several challenges in adopting
fintech solutions. One of the challenges faced by Islamic banks is the need to
ensure that fintech products and services are compliant with Shariah principles.
This may require a review and innovation of the existing regulatory framework
to ensure that modern technology is compatible with Shariah-compliant
transactions, including transparency and disclosure. Additionally, Islamic banks
may face financial risks associated with large transactions, competition from
tfintech companies, and concerns about data privacy and cybersecurity (Ebrahim
etal., 2020). In the study of Mahalle et al (2021), by educating customers regarding
the business model of fintech itself, this will help promote the fintech rapidly. Al-
Azizah et al. (2022) found that musyarakah and mudharabah financing increased
profits in Islamic banks in Indonesia. In summary, integrating fintech services
into banks has a positive impact in all aspects, and of course this is not easy
considering the various challenges faced.

Davis first developed the technology acceptance model (TAM) to provide an
explanation of the determinants of technology acceptance. In general, this concept
can explain user behavior across different technology systems and theoretically
based user populations (Davis, 1993). TAM is based on two fundamental concepts:
perceived usefulness and perceived ease of use. The TAM was developed based on
the Theory of Reasoned Action (TRA), originally proposed by Fishbein and Ajzen
to provide an explanation of people’s attitudes and personal beliefs. as well as the
situational factors surrounding them that influence their behavior (Szajna, 1996).

The use of TAM has become a popular used models in technology adoption
research due to its ability to explain an individual’s intention to accept technology.
However, most studies that apply TAM have found limitations in the model, with
the most commonly reported issue being bias in the TAM process (Tarhini et al.,
2015, p.68). Venkatesh & Davis (2000) then revised the previous model, TAM 2, by
adding 2 main factors: (1) social influence and (2) cognitive instrumental. The results
of several studies have shown that TAM 2 ability to explain factors is much better
than TAM. Several variables in TAM 2 are categorized into this group: Subjective
norm, voluntariness, experience and image (Tarhini et al., 2015, p.69).
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This research will use TAM as a theoretical base by adding Sharia
compliance (SC) as an extension of the model. The reason for adding SC is to
assess the use of technology by Sharia bank customers and as a differentiating
factor from conventional. It is expected that the SC variable in TAM can improve
predictive power.

Technology adoption in finance has been extensively studied previously
(Ingham & Thompson, 1993; Wentzel et al.,, 2013; Hu et al., 2019), with many
variations in technology adoption but not yet able to explain in detail and there is
still a lack of research investigating the additional effects of other variables such
as perceived risk, brand image, sharia compliance, and government support,
especially in the context of Indonesia (Purnamasari et al., 2020; Usman et al., 2022;
Pardiansyah et al., 2022). Considering the latest developments in the literature
that still exist, this study proposes to test a model consisting of nine variables for
technology adoption in finance. In addition, this study focuses on data collected
in the context of Indonesia, which is believed to be of particular concern given
the Indonesian government’s emphasis on integrating technology into finance
and the development of the sharia economy. Gaining more knowledge about the
importance of specific additional factors that influence the level of acceptance
of financial technology adoption by Islamic bank users will provide a better
understanding of the factors that predict fintech adoption in general but also
make practical recommendations in the context of Islamic financial institutions
in Indonesia. The objectives of this study are to: (1) assess users” willingness to
adopt fintech services in Islamic banking, (2) identify critical factors that influence
consumer behavior towards technology acceptance, (3) assess the relationship
between fintech service adoption and its determinants.

LITERATURE REVIEW
Fintech

The word fintech is an abbreviation for financial technology, which refers to
acompany or a representative of a company that combines financial services with
inventive and modern technology (Dorfleitner et al., 2017, p.1). In the journal “the
evolution of fintech”, Arner et al. (2015) explain that the integration of finance
and technology is an ongoing development and growth process with various
innovations such as internet banking, digital payment system, crowdfunding,
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P2P lending, market aggregator, online identification, and others.

Fintech generally aims to attract customers with more user-friendly, efficient,
and transparent products and services (Mackenzie, 2015). Fintech companies are
subject to various legal and regulatory requirements due to their very different
business models and the variety of products and services they offer (Dorfleitner
etal.,, 2017, p.2).

In the Islamic context, fintech has a major impact on the development of
Islamic finance (GIFR, 2021) and promotes the SDG program (Hudaefi, 2020;
Trimulato et al., 2022). The difference between Islamic fintechs and conventional
ones lies in the legal basis and business orientation. Islamic fintechs merge digital
financial solutions with adherence to Shariah law, allowing Muslims to easily
access savings, investments, insurance, and loans that align with their religious
principles (The Economist, 2020).

Hypothesis Development

Perceived Ease of Use

In TAM, perceived ease of use is a factor often used in the process of
adopting technology systems; it is described as the grade of effort required to
use a new technology with minimal effort (Davis, 1989). In this study, “perceived
ease of use” refers to consumers’ perceived ease of using fintech services and
their willingness to use them. Fintech companies could improve their services
and enhance the user experience to reach the individual needs of bank
customers, which can help address the weaknesses of traditional banks. In the
context of fintech, several studies have found a relationship between attitude
and perceived ease of use when adopting new technologies. Purnamasari et al.
(2020) stated that perceived ease of use has a significant impact on user attitudes
toward fintech technologies for MSMEs in Indonesia. According to Baber (2021),
there is a positive correlation between how easy a user perceives a crowdfunding
platform to be and how useful they find it, which affects their willingness to use
it. Based on previous research, we therefore hypothesized the following:

H, : Perceived Ease of Use has a positive relationship with attitude towards
fintech adoption
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H, : Perceived Ease of Use has a positive relationship with perceived
usefulness in fintech adoption

Perceived Usefulness

Perceived usefulness is another key factor in TAM, described as an
individual’s belief that using the latest technology system can increase the
efficiency of their work activities (Davis, 1989). In this study, the term “perceived
usefulness” refers to users who choose to use fintech services because they believe
that the service has a positive impact (Lee, 2017). Research related to perceived
usefulness has been widely studied in various contexts. Usman et al. (2020) found
that perceived usefulness had a significant positive effect on user attitudes in the
case study of Islamic philanthropy. Nurfadilah & Samidi (2021), in their study
on the effect of the pandemic crisis on users’ intentions to use Islamic fintech
services, found that perceived usefulness was positively correlated with users’
attitude. For this reason, we design the following hypotheses:

H, :Perceived Usefulness has a positive relationship with attitude towards
fintech adoption

Attitude

Attitude refers to a person’s subjective evaluation and individual preference
regarding a thing. Attitude was later removed from TAM because it was believed
that attitude was not significantly related to technology use (Thompson et al.,
1991). However, according to the literature, attitudes have a social function.
Attitudes are contagious, malleable, and volatile because people influence
each other by confirming or rejecting them through interactions and shared
experiences. By better understanding which aspects of attitude have a greater
impact on the process of technology acceptance, we can support organizational
efforts to implement technology (Yang & Yoo, 2003). Based on previous research,
we formulate the following hypotheses:

H,:Attitude has a positive relationship with the Intention of fintech adoption
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Trust

Along with perceived risk, trust is one of the two biggest challenges in
technology (Aladwani, 2001). Trust means that one is willing to be exposed to the
actions of another person because one assumes that they will act in a trustworthy
manner, or regardless of the possibility of being monitored and controlled (Mayer
et al., 1995). Trust has long been the focus of studies on adoption issues and is
often used as a key basis for attracting users, along with perceived usefulness
and perceived ease of use. The role of trust in fintech adoption is critical due
to the large and diverse data generated by fintechs. Hu et al. (2019) found in
their study that trust influences the adoption of fintech services. Meanwhile, in
the study of Pardiansyah et al. (2022) the level of trust has a positive but non-
significant impact on the intention to use sharia-based fintech.

H, :Trust has a positive relationship with Attitude toward fintech adoption

Sharia Compliance

Compliance with Shariah principles is an absolute requirement that must be
implemented by any entity that applies Shariah principles. The implementation of
all these Shariah principles is to express the characteristics and a form of integrity
and credibility of the company itself, especially with regard to Shariah finance.
If a company does not comply with Shariah, it is likely to influence the decisions
of people in choosing the services or products offered. Based on Usman et al’s
research. (2021) analyzed the role of sharia compliance in Islamic banks, and the
result is that sharia compliance has a significant effect on customer satisfaction.
Much previous research related to sharia compliance has been carried out (Aji et
al.,2020; Aliet al., 2018; Garrouch, 2021). Baber (2021) found that sharia compliance
directly affects customer intentions in using the crowdfunding platform.

H, :Sharia Compliance has a positive relationship with Intention toward
fintech adoption

Perceived Risk

“Risk” is a term used by experts to refer to a situation in which a person making
a decision has prior knowledge about the possible outcomes and probabilities of
various options. Consumer researchers use the concept of perceived risk, which is
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more closely related to the idea of partial ignorance. Perceived risk is measured by
indicators of uncertainty and adverse consequences (Dowling, 1986). In this study,
perceived risk is defined as user’s perceived experience of using fintech services in
terms of financial and privacy risks. According to several researchers, perceived
risk is the most important factor that negatively affects the adoption of technology
(Hanafizadeh & Khedmatgozar, 2012; Kesharwani & Bisht, 2012; Nguyen & Huynbh,
2018). In their study, Ali et al. (2021) examine the factors that determine the adoption
of fintech in Islamic finance, and found that perceived risk negatively affects user
trust. This statement is consistent with that of Hu et al. (2019). They find that perceived
risk negatively affects user confidence in the interest of adopting fintech services in
banks, but is positively correlated with the attitude of bank customers.

H. : Perceived Risk has a positive relationship with attitudes toward fintech
adoption

H, : Perceived Risk has a negative relationship with trust toward fintech
adoption

Government Support

Government support encompasses the degree to which the government
invests in technological infrastructure and establishes regulations and frameworks
that facilitate the adoption of fintech. Government support is one of the essential
factors for adopting new technologies. Therefore, a lack of government support
will limit the adoption of new technologies (Mandari et al., 2017). If citizens feel
that the government adequately supports them in adopting fintech services, their
adoption of the new technology is likely to increase.

H,: Government Support has a positive relationship with attitudes toward
fintech adoption

H,, : Government Support has a positive relationship with trust in fintech
adoption

Brand Image

Brand image refers to consumers’ use of brands to express the symbolic
meaning of their consumption and personality (Sasmita & Suki, 2015). Consumers
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are more likely to try new products from a brand if they are familiar with its
brand image (Diallo et al., 2013). In the study conducted by Chi (2018), brand
image is included in the brand equity dimension along with brand quality,
brand association, and brand loyalty. The results show that all dimensions have
a significant impact on Chinese consumers’ perceptions of apparel e-commerce
adoption. Based on that, we put forward the following hypothesis:

H,,:Brand Image has a positive relationship with attitudes toward fintech
adoption

H,, : Brand Image has a positive relationship with trust toward fintech
adoption

RESEARCH METHOD

The methodology in this study uses a quantitative approach, which
involves a systematic and objective approach to collecting and analyzing data.
Data collection is done by distributing online questionnaires to active users of
Islamic banks in Indonesia. The users of Islamic banks already have accounts
with Islamic banks and those concerned with Islamic sharia laws and regulations.
Due to limitations in accessing the population, a non-probability sampling
technique was used to select the respondents and to estimate sample size using
the “10-times rule” introduced by Hair et al. (2011) which assumes the sample
size must be 10 times larger than the maximum estimated connections in the
model. The nine variables we used were adopted and modified from previous
studies. Perceived ease of use and Perceived usefulness were taken and modified
from Davis (1989) and Adams et al. (1992); Perceived risk, government support,
attitude, and intention were adopted from Marakarkandy et al. (2017), Grabner
et al. (2008), and Patel et al. (2018); Trust was adopted from Chong et al., (2010);
Shariah Compliance was adopted from al-Ajmi et al. (2009); Brand image was
adapted from HaHY (2004). The questionnaire was split into two sections: the
demographic section and a section for surveying the variables using a 5-poin
Likert scale—The amount of data collected in this study was 402 respondents.
After cleaning the data for invalid data and random filling, 357 valid respondents
were included in the analysis, resulting in an effective response rate of 88.8%.
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Figure 1

Research Framework

Perceived Risk Perceived Ease of Use Perceived Usefulness

Government Support

Attitude Intention

Brand Image Sharia Compliance

RESULT AND DISCUSSION
Demographic Profile of Respondents

Descriptive statistical analysis was performed on data from 357 respondents
to examine their demographic characteristics, such as gender, education, age,
income, and fintech usage habits. These results are presented in Table 1. Most
respondents were female, about 68%, and the remaining 32% were male. The
age range of most respondents is between 18 and 25 years old, which shows
that customers generally accept the technology and lifestyle within this age
range —however, 66% of respondents still rarely or never use fintech services.
Understanding the factors that affect the adoption of fintech services is important
for banks to successfully put fintech strategies into practice.
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Table 1
Respondent Profile
Demographic Variable and Category Frequency Perc(ei/n)tage
Male 113 31,7
Gender
Female 244 68,3
18-25 287 80,4
26-35 47 13,2
Age

36-45 7 2
46-55 16 4,5
Highschool 224 62,7
Education Bachelor/ Diploma 117 32,8
Masters 16 45
IDR 0 - 3 million 261 73,1
Income IDR 3 million - 6 million 55 15,4
IDR >6 million 41 11,5
Never Use 78 21,8
Sometimes 159 445

Fintech Service Usage

Always 27 7,6
Often 93 26,1

Source: Data processed, 2022

Measurement

This study used Partial Least Square (PLS), a component or variant-based
structural equation modelling approach (SEM) using SmartPLS 3.0 software. SEM
is a numerical method for examining the association between many variables
using multiple regression analysis and covariance matrix (Hair et al., 2021). SEM
can identify causal relationships between independent and dependent variables.
In this study, the model was evaluated using confirmatory factor analysis,
which included tests for internal consistency reliability, convergent validity, and
discriminant validity. Internal consistency of the data was also assessed using
composite reliability (CR) and Cronbach’s alpha. According to Hair et al. (2019),
all item values for CR and Cronbach’s alpha must be above 0.7, as shown in Table
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2. However, the value of the brand image variable is lower; according to Hair et al.
(2010), the reliability level is quite reliable and acceptable (Hansjosten, 2015). The
loading factor value for all items above 0.7 is acceptable (Hair et al., 2019). Table
3 shows that the Fornell-Lacker criteria for testing the validity of the divergent
data were met because the correlation between the constructs was lower than the
square root of AVE for each construct (Fornell and Larcker, 1981).

Table 2
Measurement Model

Constructs Items Survey Questions FL «a CR AVE

Using fintech services is

ATT_ 1 0,899 0,751 0,889 0,800

Attitude a pleasant experience.
(Grabner et al., The services provided
2008) ATT_2 byfintechareinteresting 0,890

to me.

I tend to choose services

Bl 1 offered by well-known 0,754 0,506 0,798 0,666
Brand  Image brands.

(Ha HY, 2004)

BI 2 Islamic banlfs have a 0,873
good reputation.

The government
supports and seeks
to increase the use of
fintech services.

GS1 0,876 0,827 0,897 0,743

The government

has made favorable
Government G52 regulations for fintech 0,840
Support services.
(Marakarkandy

etal., 2017)

The government is
active in  preparing
infrastructure, such as
GS.3 telecommunicatio‘ns 0,870
networks, which
play a positive role in
introducing fintech
services.
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If I use a fintech service,

. INT 1 . . ) 0,822 0,799 0,882 0,713
Intention I will continue to use it.
(Patel ef al,, 2018; [NT 2 I wgnt 'to use‘ fintech 0,880
Marakarkandy services immediately.
tal.,, 2017 i
etal., ) INT 3 Icaqrecommgnd fintech 0,830
services to friends.
ppy 1 Fasy to use fintech 000 6700 (865 0,681
services

The interface in the
Perceived Ease fintech application is

of Use (Davis, PEU_2 user-friendly and easy 0871
1989; Adams et to understand.
al., 1992) Easily access fintech
ppy 3 Services anywhere 0,753
(smartphones, laptops,
etc.).

I Dbelieve that my
PR 1 money is safe in fintech 0,902 0,757 0,892 0,805

Perceived Risk services.

(Grabner et al, .
2008) I Dbelieve that my

PR 2 personal information is 0,892
safe in fintech services.

Using fintech can find

PU1 the service I need.

0,869 0,889 0,923 0,749

Perceived Fintech services are a
Usefulness PU_2 0,872

time-saving solution.
(Davis, 1989;

Adams et al, py 3 Fipte;ch servi_ces are ) ges
1992) efficiency solutions.
PU 4 Overall, fintech services 0,866

are helpful for me.

gc 1 [slamic fintech is more g 0 oo gg0r 0680
in line with sharia rules.

Islamic fintech services
S h ar i a SC2 will comply with sharia 0,807
Compliance (al- laws and regulations.

Ajmi ef al., 2009) Islamic fintech services

will be free from
5C.3 usury and prohibited 0.797

transactions.
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I entrust my personal
TRU 1 information to fintech 0,866 0,832 0,899 0,748
services as safe.

Trust (Chong et Islamic banks provide
al., 2010) TRU_2 trusted products and 0,887
services.

Overall, fintech services

IRU3 are trustworthy.

0,842

Source: Data processed, 2022

Table 3

Fornell-Lacker Criterion

ATT BI GS INT PEU PR PU SC TRU

40

ATT 0,895

BI 0474 0,816

GS 0570 0,490 0,862

INT 0,713 0,466 0,578 0,844

PEU 0,613 0,483 0,620 0611 0,825

PR 0,510 0,517 0,569 0564 0564 0,897

PU 0,654 0470 0,634 0602 0,703 0518 0,866

SsC 0593 0,399 0,536 0572 0489 0508 0,470 0,825

TRU 0,530 0,500 0,602 0,553 0,606 0,765 0,536 0,549 0,865

Source: Data processed, 2022

Estimates

Following the evaluation of the data’s validity and reliability, this section
reports the findings of an empirical study on the adoption of fintech services,
based on an analysis of the sample data. The hypothesis is then tested using the
sample data with a structural equation model. The standardized path coefficient
(B), t-value, and p-value obtained with SmartPLS 3.0 using the SEM model are
also used to test the hypothesis presented in this paper. When t > is 1.96, the
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coefficient test is generally significant if the p-value <is 0.05. If t > is 2.58, then the
coefficient test is significant if the p-value < 0.01. When ¢ > is 3.1, the coefficient
test is significant when the p-value < is 0.001 (Hu et al., 2019). The results of the
hypothesis tests are shown in Table 4 below.

Table 4
Path Coefficients

Hypothesis Path Relationship p T Statistics P Values Remarks
H1 PEU -> ATT 0,173 2,358 0,018 Supported
H2 PEU -> PU 0,703 23,635 0,000 Supported
H3 PU -> ATT 0,338 4,809 0,000 Supported
H4 ATT -> INT 0,578 10,015 0,000 Supported
H5 TRU -> ATT 0,077 1,133 0,257 Rejected
Hé6 SC -> INT 0,229 3,809 0,000 Supported
H7 PR -> ATT 0,056 0,890 0,374 Rejected
HS8 PR -> TRU 0,601 12,645 0,000 Supported
H9 GS-> ATT 0,117 1,777 0,076 Rejected
H10 GS -> TRU 0,218 4,319 0,000 Supported
H11 BI-> ATT 0,107 2,127 0,033 Supported
H12 BI -> TRU 0,079 1,933 0,053 Rejected

Source: Data processed, 2022

As shown in the table, the results indicate that perceived ease of use (p =
0.173, t = 2.358), perceived usefulness (p = 0.338, t = 4.809), and brand image (p
= 0.107, t= 2.127) have a significant positive influence on attitude. As explained
earlier, the minimum t-value for the hypothesis test is 1.96. In this case, the t-value
is greater than 1.96, so hypotheses H1, H3, and H11 are accepted. Trust ( = 0.077,
t =1.133), perceived risk ( = 0.056, t = 0.89), and government support (f =0.117,
t = 1.777) have no significant effect on attitude because their t-value is less than
1.96, so hypotheses H5, H7, and H9 are rejected. Perceived risk (p = 0.601, t =
12.645) and government support (p = 0.218, t = 4.319) have a significant effect
on trust, as their t-values PR and GS are greater than 1.96, so the H8 and H10
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are accepted. Meanwhile, brand image (f = 0.079, t = 1.933) has no significant
influence on trust, and hypothesis H12 is rejected. Perceived ease of use (p =
0.703, t = 23.635) on perceived usefulness has a significant positive effect with
a t-value greater than 1.96, after which hypothesis H2 is accepted. Attitude (p =
0.578, t = 10.015) and Sharia compliance (p = 0.229, t = 3.809) have a significant
positive relationship as their t value is greater than 1.96, hypotheses H4 and H6
are accepted.

Discussion

The purpose of this study is to find out the factors that may affect the
adoption and use of fintech services by users of Islamic banks, and to examine the
impact of these services on consumer behavior and the behavior of the banking
institutions themselves.

This study analyzes empirical data to validate a technology design for user
acceptance of fintech services based on TAM, primarily considering the roles of
trust, attitudes, and determinants. The results of this hypothesis test suggest that
a customer’s attitude can influence user demand for fintech services. Usefulness,
ease of use, risk, privacy, brand image, government support and Shariah
compliance are significant factors in customer-bank interactions. To effectively
implement fintech services, Islamic banks should consider the most influential
factors to their customers and develop a strategy based on these preferences. In
this paper, it was discovered through empirical research that:

First, perceived usefulness, ease of use, and brand image have a significant
impact on users’ attitudes toward adopting fintech services. The significant effect of
these three variables on attitude supports the research of Chi (2018); Purnamasari
et al. (2020); Usman et al. (2020); and Baber (2021). Meanwhile, perceived risk and
government support have no significant influence on it. This shows that usefulness,
usability, and brand image are crucial in improving users” attitude toward adopting
financial services. In this case, the government should make more contributions and
efforts for the development of fintech by Islamic financial institutions to increase
public confidence in the products and services offered.

Second, perceived risk and government support have a significant effect
on users’ confidence in adopting fintech services, while brand image has no
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significant effect. The research by Ali et al. (2021) and Hu et al. (2019) is in line
with this finding, which indicates that users’ trust is negatively impacted by
perceived risk. Of the two variables that affect trust, the level of user trust could
not influence the attitude toward adopting fintech services.

Third, Shariah attitudes and compliance have a significant positive
influence on users’ intention to use fintech services, which is in line with
previous studies (Baber, 2021; Hu et al., 2019; Usman et al., 2022; Nurfadilah &
Samidi, 2021). This reflects that users of Islamic banks in Indonesia desire Sharia-
based fintech services and their intentions depend on their attitudes towards the
services offered.

CONCLUSION

In summary, the factors of ease of use, usability, and Shariah compliance
influence the user’s decision to use a new technology or service (users tend to
adopt and use new technology or services that are user-friendly, easy to use, and
comply with Islamic principles). Then, only the potential risk factors, brand image,
and government support are considered, which ultimately affect the attitude
toward adoption. The results of this study can be used by financial institutions to
evaluate and consider the acceptance of new services by Shariah banking users.
The adoption of fintech in Islamic banks making financial transactions easier
for customers and providing them with greater access to banking services such
as financing, payments, money transfers, and the purchase and sale of stocks
and securities. This can be realized by increasing customer awareness of Islamic
financial products and promoting financial inclusion in the region thereby
enabling them to reduce costs and expand market share (Hassan et al., 2022).

This research has its limitations, especially due to the fact that a large
number of respondents belong to the younger generation and are students.
When reviewing the measurements of our research model, some of the values
did not meet the minimum recommended standards, due to the limited number
of indicators used for certain variables. It is hoped that future researchers will
be more comprehensive and include a wider range of respondents, as well as be
able to improve the measurement indicators for more valid variables.
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