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Purpose — The purpose of this paper is to investigate the mfluenti ors an behavioral mtentions toward
Islamic financial technology (FinTech) use m Indonesia, for all types of FinTech services as follows:
payments, peer topeer lending and crowdfimding,
Design/methodology/approach - This study adopted structural equation modeling using the partial
least sguares approach fo test the hypotheses. Based on purposive sampling, the questionnaire was
distributed through an online survey and received 1,262 responses.

Findings - '@mlts demonstrate that the latent vanables, planned behavior, acceptance model and use
of technology, have a significant impact on encouraging behaviaral intentions to use Ishmic FinTech, The
“acceptance model” latent variable s the most influ, 2k 1 factor.

Research limitations/implications - This study was conducted only in Indonesia; therefore, the
results cannot bé generalized fo other countries. However, the study provides important strategic
guidelines for policymakers in designing a framework to enhance the development of Islamic FinTech
and to achieve financial mclusion. It is suggested that future studies include samples from FinTech

s in different countries,
@gina]itwvalue — This study adds to the literature especially on the factors affecting behavioral
intentions to use lslamic FinTech. There are limited studies concerning this topic, especially for
Indonesia. The unique feature of this study 1s the use of a large primary data set that covers most

qliﬁ paper 1s part of the rese project on @m’s Determining Behavioural Intentions to Use
Islamic Financial Techn 5" ded by the Otontas Jasa Keuangan/OJK (Indonesia Financial
Services Authority). The views expressed in this paper are the authors’ only and do not necessarily
reflect those of Otoritas Jasa Keuangan/(JK. We thank M. Algmfar: and Jelita S. Rofifa as Research
Assistants n the development of this paper. We also thank the anonymous referee, the editor and the
panellist participants at the OJK Working Paper Seminar in Solo in August 2019 for their
valuable comments and suggestions on the earlier version of this paper.
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provinces in Indonesia, Furthermore, this study focuses on three types of [slamic FinTech, namely,
payments, peer to peer lending and crowdfunding.

Keywords Indonesia, Islamic financial services marketing, Behavioural intention,
Wic financial technology
aper type Research paper

1. Introduction

Iglamie finance continues to gain interest globally from society not only from Muslims but also
from non-Muslims. The presence of fmancial technology (FinTech) is expected to contribute
significantly to the development of Islamic finance (Reuters, 2018). Technology and automation
have become important parts of the financial services market worldwide (Dubai Islamic
Economy Development Centre, 2018). Marszk and Lechman (2018 state that, today,
information and communications (ICTs) have a signifi pact in shaping the economic and
sodial environment, Aaron ef @l (2017) define FinTech as an application of digital technology
for financial mtermediation problems. FinTech plays an mmportant role as a financial
intermediary for society and in the daily activities of people around the world, which implies a
new era in fmancial services 1s being borm for banks with the rise of FinTech (Milian et o/,
2019). FinTech has greatly changed consumers’ ways of performing their financial transactions
(Huel ef al, 2018). This is shown by the riging investment in FinTech companies worldwide,
which reached US$4, 2m in 2018 The global transaction value is expected to reach US
$7,971,957m by 2022, anannual growth rate of 17 per cent (KPMG, 2019).

The increased use of technology m financial services reveals is for several reasons such
as mcreased bank efficiency through reduced opportunity costs and encouraging higher
customer satisfaction because people can take advantage of financial services aflime,
anywhere, so long as they are connected to the mternet (Asmy ef al, 2018). Above all, several

es such as Solomon ef al. (2013), Huei ef @l (2018), Gupta and Xia (2018), Ryu (2018),
ng ef al (2018) and Asmy ef al (2019) explain that FinTech helps inarease transparency,
accessibility, flexibility, reduce risk and improve returns for shareholders. The accelerat
growth in the use of FinTech 1s also caused by an increased number of people connected to
mobile services. The Global System for Mobile Communications Association (GSMA)
estimates that, by 2025, mobile internet users will exceed five billion people; this implies that
the market for FinTech will expand widely (Beyene Fanta and Makina, 2019).

Indonesia, with the world's largest Muslim population, is very much expected to become
a world-leadi lamic financial center and FinTech hub. FinTech is growing rapidly in
Indonesia and has gained an increasingly favorable i sion from foreign investors as a
country with a digital economic potential (Hendratmi ef al, 2019). According to the Dubai
Islamic Economy Development Centre (2018), Indonesia has the most startups worldwide; it
is home for 31 of 93 startups that have been registered with the country's Islamic FinTech
Association. KPMG (2019) reports that there are around 167 FinTech companies with an
investment of US$182.3m in Indonesia. The total value of disclosed FinTech Investment in
2017 was $176.75m, the transaction value in the FinTech market in 2018 was $22,338m and
the transaction value is expected to show a 16.3 per cent annual growt technews, 2018).

Based on the above explanation, we confirm that Indonesia has great potential to strengthen
economic g'@ through optimizing the role of FinTech as an intermediary between investars
and firms. However, to the best of our lmowledge, previous studies focused on consumer
preferences in adopting mobile banking; few studi rve consumer intentions to used
[slamic FinTech, especially in Indonesia. According to and Phan (2019), the literature
on Islamic banking and finance mostly focuses on the Islamic bank performance (44 per cent), 1.




e, equity market p ce (24 per cent), market interaction (15 per cent) and asset pricing (7
per cent). Though FinTech has attracted the attention of stakeholders, the long-term use of
FinTech is still smlnerable and doubtful (Ryu, 2018). Being skeptic aut considerable and
unexpected risks 1s a barrier to maximizing the potential of FinTech. This study aims to fill the
gap by analyzing th@R:tors affecting behavioral mtentions to use Islamic FinTech services
including ents, peer to peer (P2P) lending and aowdhnding, in Indonesia. This study
uses the themwy of plamed behavior (TPB) developed by Ajzen (1985), the technology
acceptance model (TAM) 3 proposed by Davis (1989) and the unified theory of acceptance and
use of technology (UTAUT) 2 of Venkatesh and Davis (2000). These theories have been widely
used by archers to explore customers intentions,

The rest of this paper is organized as follows. In Section 2, we present a brief literature
review of tlEERelevant theories. In Section 3, we describe the conceptual framework and
hypothesi @f@velopment. Section 4 discusses the research methods and the variables. In
SBCS. we present and discuss the empirical results of this study. Section 6 summarizes
the study's main findings and highlights the contribution of thig study to the existing
literature. This section also provides some policy recommendations for policymakers and
stakeholders to develop appropriate operational frameworks to optimize the potential of the
Islamic FinTech revolution.

2. Literature review

2.1 Planned behavior

Planned behavior is a variable adapted from the TPB. The theory is popular because it has
proved to be an efficient model to explam hltenti(ms@ control of perceived behavior and to
predict behavior (Hamzah and Mustafa, 2019). TPB 1s an extension model from the theory of
reasoned action (TRA). The TRA model h@n expanded by taking a degree of control
over behavior into account, that is expected to moderate the effect of intentions on behavior
(Ajzen, 2012).

The only diff] between TPB and TRA is that regulations are considered additional
determinants of mtentions and behavior. According to the theéory, understanding behavior
depends both on motivation (intention) and ability (control over motivation). These
cognitive-behavioral models postulate human behavior 1s guided by three considerations as
follows:

*  attitude;

« normative beliefs; and

« control beliefs (Hamzah and Mustafa, 2019).

TPB proposes that the probability of individuals performing certain behaviors increases if

they believe that the behavior will pr the desired results; if they think a valued person
wants them to behave that way; and if they believe they have resources and opportunities to
engage in such ior (Ajzen, 1991). TPB explains that behavioral intentions are

influenced by one’s atfitude toward the behavior, the subjectivefgpEn (SN) and perceived
behaviaral control (PBC). PBC is influenced by experience and a person’s estimation of the
difficulty to perform or not perform certain behaviors (Ajzen, 1991),

2.2§:ceptaﬂw model

TAM was first introduced by Davis (1985) followed, m 2000, by 2 (Venkatesh and
Davis, 2000) and then TAM 3 (Venkatesh and Bella, 2008). TAM is popular model to
explain and predict system use (Chuttur, 2009). Afterward, the development of TAM
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involved vioral intention as a new variable that was directly influenced by the benefits
received. Davis (1989) defines perceived usefulness as the degree to which a person believes
using a parti system will improve his/her work performance (Davis, 1985). TAM is also
consolidated with other theories and models such as TPB (Lee ef al, 2003). Davis (1985)
describes TAM as being effective in determining the use of mnovative technology within an
organization or group.

The development of TAM was in three phases namely, adoption, validation and
extension. In the adoption stage, it was tested and adopted through a large number of
information system applications. In thé validation phase, the researchers note that TAM
uses accurate measurements of the use of acceptable behavior in various technologies, The
extension phase saw studies in which several new variables were introduced and the
relationships between TAM constructions were determined @omani and Jamous, 2017).

Using TAM, Huei ef al's (2018a)) study identified the potential factors that influence

umers’ ntentions to adopt FinTech products and services in Malaysia. The results
show that ved ease of use and perceived usefulness have a significant positive effect
on intentions to adopt FinTech's products and services. However, perceived risk and cost
have significant negative effects on users’ attitudes to ech's products and services.

TAM 2 theorizes that the three mechanisms of social influence, namely, compliance,
internalization and identification, play a role n understanding the process of social mfluence,
Compliance represents a situation where someone performs a behavior to get a certain reward
or avoid pumshment (Mmiard and Cohen, 1979; Venkatesh and Bala, 2008). TAM 2 discusses
additional theore constructs that attach to sodal nteraction (subject norms, volunteerism
and imagery) and cognitive instrumental pre [job relevance (JR), quality of results, ability
to show results and influence of use utilization] (Venkatesh and Davis, 2000).

Acceptance is a vaniable adapted from TAM 3. In using information systems, users consider
the benefits ﬁﬁefuhﬂ&i of the system. Consumer behaviorzfERentions in using technology
are done by The TAM model, based on the was developed to predict individual
adaption and new information technology. It states that an individual's behavioral
intention to use is determined by two beliefs, namely, perceived benefits, defined as the extent
to which a person believes that using information technology will improve his/her work
perfarmance and perceived ease of use, defined as the level at which a person believes that
usi ormation technology will be free from effort (Venlkatesh and Bala, 2008).

enkatesh and a (2008) combine TAM 2 (Venkatesh and Davis, 2000) and the
perceived ease of use determinant model (Venkat% Davis, 2000), to develop a
technology acceptance model, that is integrated into . TAMS3 presents a complete
network of determinants of the adoption and usge of individual information tech .
Based on a combination of TAM and TAM 2, TAM 3 includes SNs, images, JR, output
guality (0Q), result demonstrability (RD), computer self-efficacy, perceptions of external
control (PEC), computer anxiety (CA), computer playfulness (CP), perceived enjoyment and
objective usability (OU) that affect perceived ease of use and perceived usefulness, which
determine consumers’ behavioral intentiong, The adapted theory 1s used 1n this study.

2.3 Use of technology

The UTAUT@PRdel was introduced and developed two decades ago by Venkatesh and
Davis (20008 8sed on eight competing technology acceptance models. The models and
theories are TRA, TAM, the motivational model, the TPB, a cumulative model, the TAM
and the TPB model, the I ilization model, the imovation diffusion theory and the social
cognitive theory model tesh and Davis, 2000). Nistar ef @l (2019) explain that
UTAUT is divided into two categories including TAMand TPB.




U1 brings together important factors related to consideration of the importance of
usi ‘hnology and the technology used primarily in organizational contexts. UTAUT
has Tour main contributions [ie. perceived enjoyment (PE), ERrt expectancy (EE), social
influence (SI) and faciffting conditions (FC)] that affect mtentions to use technology
(Venkatesh ef al, 2012), Performance expectancy is the level at which the individual believes
using the system will help him or she attain gains in job performance. The second
contribution is effort expectancy. This is the level of convenience associated wm.lsing the
system. Social influence is the level where he or she believes they must use a new systemn.
Finally, facilitating conditions is the level to which an individual believes the existing
organizational and technical i ture supports the use of the system. The development
of UTAUT was into UTAUTZ2, which has seven tructs, namely, PE, 81, EE, FC, price
value (PV), hedonic motivation (HM) and habit (H) (Venkatesh et @, 2012).

Venkatesh ef al (2003) find that older men with extensive user experience tend to rely
more on habit to encourage technology use both in the store tion pathway and the
instant activation pathway thereby expanding the network associated with the use of
technology to in¢lude a series of new constructs and theoretical mechanisms related to
behavioral intentions in the use of technol Venkatesh and Bala (2008) adapted this
construction and definition from UTAUT to the context of the acceptance and use of
consumer technology. UEP 2 can be adapted using technology (Raza ef al., 2019,

Current studies show that, in the context of consumer use of technology, the etfects of
hedonic motivation, price value and habit are complex. First, the impact of hedonic
motivation on behavioral intention is mod by age, gender and experience. An
important role 6f hedonic motivation, price value and habit motivation are in influencing the
use of technology in UTAUTZ2, which is adjusted to the context of consumer acceptance and
use of technology.

3. Conceptual framework and hypothesis development
Studying the effect of behavioral intention toward FinTech is widely used in marketing
research. However, the behavioral intention study in the Islamic FinTech context is limited.
In this study, behavioral intention is considered the dependent variable and three variables,
pl: behavior, acceptance model and use of technology, are the exogenous variables.
The relationships are shown in Figure 1. The relationship bet behavioral intention and
the use of lslamic Fin'Tech is observed in studies (Asmy el al, 2018, 2019; Haider ef al,
2016; Mohd Thas Thaker ef al., 2020; Raza ef al., 2018),

The impact of planned behavior on the intention to use Islamic FinTech has been

reported in several studies. This study applied three indicatof measure planned
behaviar, ly, attitude toward behavior (ATB), PBC and SN. Glavee-Geo ef al (2017)
stu e factors that influence a Pakistani individual's intention to adopt ngijle banking.

The study found that ATB and PBC have strong positive relationships with an mdividual's
intention to adopt mobile banking. They also reveal that there is a different impact of SN
between men and women customers in adoption intention. TERRuthors indicate that PBC is
the most reliable component to represent TPB. Additionally, low levels of PBC indicate less
motivation to perform the behavior and vice versa. Solomon et @, (2013) state that SN is
social s that affect an individual's perception of adopting an innovation. Similarly,
er ef al (2016) find that social norms have a significant impact on forming a customer's
ntention to adopt Islamic mobile banking. Therefore, the first hypothesis of this study is:

H1. Planned @:ﬂiﬂr has a positive effect on behavioral intentions to use Islamic
FinTech.
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ggure 1.

The conceptual
framework of the
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This study uses nine indicators that consider the acceptance model, namely, image (IM),
OQ, RD, PEC, CA, CP, perceix@eujownent (PE) and OU. Asmy ¢f al (2019) explored factors
among Malaysian users that impact the d to use Islamic mobile banking, The study
uses TAM and its three indicators, namely, perceived ease of use, per usefulness and
social norms. The results show that perceived usefulness and risk had a sigmifi| mpact
on shaping a user's decigon to adopt Islamic mobile banking services. Ak ef al. (2019)
conducted a study to examine the effect of several TAM indicators {m%anking
adoption in Pakistan and China. The results show that, in Pakistan, individuals’ intention to
adopt mobile banking is influenced by perceived usefulness, social influence and perceived
ease of use. In China, perceived usefulness 1s an important factor that predicts individuals'
intentions. Zhang et @/. (2018) demonstrate that several T AM indicators including PE, which
is a reflection of emotional customer reac to using the apps, significantly influence
customer attitude, which, in turn, affects a customer’s intention to adopt mobile banking.
Thus, the second hypothesis is:

H2. The acceptance model a positive effect on behavioral intentions to use Islamic
FinTech.

Finally, this study fllies three indicators, namely, SI, PV and H, as consumers consider the

use of technology. Raza ef al (2018) examinee the factors that influence mobile banking




acceptance of Islamic banks in Pakistan. The study used the UTAUT2 model as the
dependent variable with eight indicaas including habit. The study identified that habit
significantly influences a customer’s mntention to use mobile banking with the Malaysian
Islamic bank. Baptista and Oliveira (2015) muducte@mdy also using UTAUT as a
framework e to understanding the behavioral mtentions toward mobile banking
adoption | ica. The study shows that habit plays an essential role in shaping a
customer's mtention to use mobile banking, A recent study by Mohd Thas 'I'h-a’tt al
(2020) ascertained that several components representing UTAUT such as perceived
relevance, informativeness and perceived rere important, Thus, we can say that
existing studies show that U’?T affects a customer's behavioral intention to adopt

Islamic FinTech. Therefore, the third hypothesis is:
H3. use of technology has a positive effect on the behavioral intention to use
slamic FinTech.

The conceptual framework for this study is shown in Figure 1.

4. Research methods p

This study used an online survey to investigate the determming factors of the behavioral
intentiofgyd use Islamic FinTech in Indonesia. The questionnaire was in Bahasa Indonesia
and the 1ems are measured by a four-point Likert scale from strongly disagree to strongly
agree. The questions in the survey were developed according to the operationalization of the
research variables. The questionnaire was divided into the following two components:
general statements relating to respondents’ demographics and, secondly, questions relating
to the variable indicators about kmowledge of Islamic FinTech. The second part of the
questionnaire contains three variables, namely, planned behavior, including ATB (one item),
SN (two items) and PBC (two items); the acceptance model IM (one item), JR {(one item), OQ
(one item), results’ demonstrability (two items), PEC (two items), CA (one item), CP (one
item), perceived emjoyment (one item) and OU (one item); and use of technology, which
includes social influence, price value and habit, one item each. In total, 18 questions were
used to investigate the intentions of Idlamic FinTech users toward the three FinTech types
in Indonesia.

The questionnaire was pre-tested for its reliability and validity before being used to the
sample population; all respondents have internet access to FinTech services. The study used
purposive sampling with boundaries according to the respondents’ characteristics. The
sampling criterion in this study was people who can access Islamic FinTech services with a
smartphone in the various demographics, geographic areas and religions in Indonesia. The
online survey questionnaire was distributed to 1,455 respondents from July to September
2019; 1,262 qualifying questionnaires consisted of 778 non-users and 484 users of Islamic
FinTech. Users of Islamic FinTech divided into 407 users of the Islamic FinTech payment
service, 39 users of the Islamic Fintech P2P lending and 38 users of Islamic Fintech
Cr nding.

al least squares (PLS) for structural question modeling is a useful and flexible tool
for the construction of statistical models. PLS analysis can process data from a large sample,
and is suitable for weak theoretical foundation models and does not require norr of
data assumption (Aguirre-Urreta and Ronkkd, 2015). The analvtical method used to test the
hypotheses was structural equations modeling (SEM). PLS-SEM is a superior method in
social science issues and 1s suitable for large and small samples, as well as normal data
(Hamdollah and Baghael, 2016), PLS examines two models, the outer and inner models, to
obtamn the results.
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The descriptive

statistics of the users
of the three types of

Islamic FinTech

services

Payment users P2P users Crowdfunding users
@ (i =407 (n=239)
User characteristics Subtotal % tom Subdotal % tomw  Sub-total % ton Statistical test
Cendey
Male 273 67.1 26 66,7 23 605  F=0670
gab 134 29 13 333 15 395
cation backgrownd

Elementary school 15 3T 1 26 1 26 F=2066
Junior high school a0 T4 1 26 4 105
Senior high school 225 55.3 17 436 20 h26
Diploma 21 5.2 5 128 2 53
Bachelor 122 43.5 15 38.5 11 289
Others 1 0.1 0 0.0 0 00
Profession
Professional 113 278 0 0.0 0 00 F=23858"
Student 88 216 0 0.0 0 0.0
Housewife 33 5.1 0 0.0 0 0.0
Busmessperson 106 6.0 39 100 a8 100
Others 67 165 0 0.0 0 0.0
fob Position
Top manager 43 106 8 205 4 105 F=67.340"
Business owner 56 13.8 19 48.7 19 500
Staff 117 287 10 256 9 237
No job level 191 469 2 5.1 6 158
f!i:.'q
<3 mili 196 48.2 9 231 1 263 F=14990""
3-5 million 135 33.2 19 48,7 14 368
6-10 million 60 14.7 8 20.5 49 237
11-15 million 9 2.2 0 0.0 0 0.0
16-20 million 4 1.0 2 B 3 79
=20 million 3 0.7 1 26 2 5.3
Expenditure
#ﬂillim 296 55.5 14 359 18 474 F=10008""
Z-4 million 147 6.1 14 46.2 13 3.2
5-9 million 29 7.1 6 154 -5 132
10-14 million 3 07 0 0.0 1 26
14-19 mullion 1 0.2 0 0.0 0 0.0
=8 million 1 2 1 26 1 26

@e: *#++Statistical significance at 1%
urce: Authors' calculations based on the survey questionnaire

5. Results and discussion
5.1 Respondents' characteristics

Table I summarizes the respondents according to the different types of Islamic FinTech that
they used. From Table I we can conclude that payment is the most popular Islamic FinTech
service used by respondents, 407 of 484 respondents used Islamic FinTech for payments.
Only 39 and 38 respondents identify P2P lending and crowdfunding, respectively, as the
service they use. This implies that these latter two types of Islamic FinTech are still in the




early stage of development. Tahble I shows that most respondents were male, 67,1 per cent in
the payment group, 66. cent in the P2P group and 60.5 per cent in the crowdfunding
group. The F-test shows no significant difference in gender for the three groups.

In terms of the educational level, payments users were dominated by senior high school
(55.3 per cent) and bachelor’s degree (43.5 per cent). P2P lending users consist of senior high
school (436 per cent) and bachelor’s degree (38.5 per cent). Crowdfunding respondents are
dominated by two education levels; over half (52.6 per cent) had a senior high school
@151‘]{:36{}11 and 289 per cent had a bachelor’s degree, whereas 175 per cent were
elementary school, junior high school, diploma and others. In summary, senior high school
and bachelor degree level users dominate the three types of Islamic FinTech service; the
statistical test shows no significant difference in terms of educational background for the
three user groups.

Table I also shows the profession of Islamic FinTech users; most of the payment group
users were professional (27.8 per L'ent} followed by businessperson (26 per cent) and student
(216 per cent). % reapondentb n P2P lending and crowdfunding groups were
businesspersons. There cant difference in the professional background among the
three groups (F = 23. 858 mgmhcant at'the 1 per cent level), which means the distribution of
the Islamic FinTech users 1s strongly associated with the profession. Based on the job
position, nearly half of the payment users (46.9 per cent) did not have a specific job position
or level, whereas most respondents in P2P and crowdfunding groups were business owners,
487 pert and 50 per cent, respectively. The differences between groups for the job
position 18 significant at the 1 per cent level, which means that the distribution of Islamic
FinTech users is associated with their job position,

[slamic FinTech users' income and expenditure were divided into six levels. Payment
users mostly have an income of less than IDR 3m, whereas P2P lending and crowdfunding
users mostly have an income between IDR 3-5m. In terms of expenditure, most of the
payment group's users spend less than [DR 2m (55.5 per cent) followed by 36.1 per cent
spending between IDR 2-4m, P2P lending users spend 1DR 2-4m (46.2 per cent) followed by
359 per cent spend less than IDR 2m. The crowdfunding group is similar to the payments
group, with 474 per cent of respondents having an expenditure of less than IDR 2m and 34.2
per cent in the [DR 2-4m range. The differences in income and expenditure are significant at
the 1 per cent level, implying that the distribution of the Islamic FinTech users was strongly
associated with income and expenditure.

5.2 Measurement model evaluation
Mehmetoglu (2012) explains that estimates both the measurement and structural
maodels simultaneously. PLS involves a two-step process encompassing:

(1) examination measurement model; and

(2) assessment of the structural model.

The measurement model allows us to examine whether the constructs are measured with
factory accuracy and the structural model assesses the explanatory power of the model.
omposite reliability (CR), average variance extracted (AVE), item loading size sigmificance
and discriminant validity are measurem at use the measurement model,
This study uses the factor loading (FL), {, CRand Cronbach's alpha to assess convergent
dity. The recommended FLs and AVE values to support convergent validity must be higher
0.5 (Ryu, 2018), recammended CR and Cronbach's alpha values to support convergent
vahdity are higher 0.7 (Tenenhaus ef al, 2005). Table 11 shows that the CR (=0.70),
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Cronbach’s alpha (@ = 0.70), FL (=050) and AVE (=0.50) !Dl' each construct are higher than the
recommended level, thus indicating that all constructs support convergent validity,

5.3 Structural model evaluation

The hypothesized structural relationships are between behavioral intention and the
antecedents planned behavior, acceptan ydel and use of technology. Hypotheses HI-H3
were assessed in Figure 1. To assess the statistical significance of the path coefficients, this
study uses the path coefficient of the structural model and then performs bootstrap analysis
(Table11l). Based on the results, all factors affect fhavioral intention positively, Le. planned
behavior has a value of 8 = 0,089 (p < 0.05), the%ptance model 8 =0213 (p < 0.01) and
the use of technology model 8 = 0.177 (p < 001). Thus, HI, H2 and H3 are supported

(Figure 2). g

Therefore, planned behavior a positivemect on the behavioral intention to use
Islamic FinTech (H1), the acceptance model has a positive effect on the behavioral mtention
to use Islamic FinTech (H2) and the use of technology model has a positive effect on the
behaviaral intention to use Islamic Fin’ . The results also show that H2 has the largest /-
statistic value (3.716); therefore, the acceptance model is the most important variable
affecting the behavioral intention to use Islamic FinTech services.

5.4 The behavioral intenfions for te three s of Islamic financial technology users

This study uses the loading factors, E, CR and Cronbach’s alpha, to assess
cnnmnt validity. The FL results and AVE values support convergent validity and
the and Cronbach's alpha values also support convergent validity. Table IV
compares the Islamic FinTech types, i.e. payment, P2P and crowdfunding. The CR
(=0.70), Cronbach’s alpha (« > 0.70), LF {=0.50) and AVE (>0.50) values are higher
than the recommended 0.7 and 0.5, showing that all constructs support convergent
validity. The results show that, of the three types of Islamic FinTech service, only
crowdfunding users in the acceptance model indicator question the IM1 with an FL
value of 0.469 (<0.05). This shows that the image does not support convergent validity.

Hypothesized path Estimate {-statistic (sig. =196) p-value Result

H 1. Planned behavior — behavioral intention 0.089 2215 0.027 Eeppnrted
H2. Acceptance model — behavioral intention 1.213 3716 0000 Suppeorted
H3. Use of technology — behavioral intention 0177 3431 0.001  Supported
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Table V shows the evaluation of the hypothesized paths for the three groups. Based on
the results, in the payment group, all factors affect behavifal intention positively, 1.e.
planned behavior has a value of 8 = 0.095 (p < 0.05), the acceptance model g = 0.190
(b < 0.01) and the use of technology model g = 0.158 (p < In the P2P lending
group, only the use of the technology model affects behavioral mtention (8 = 0.497 (p <
0.01)) and in the crowdfunding group only the acceptance model supports the
behavioral intention (8 = 0.650(p < 0.01)) (Figure 3).

nclusion

mbjecﬁve of this study was to provide an improved understanding of the influential factors
for behavioral intentions toward Islamic FinTech use in Indonesia for all FinTech services
(payments, P2P and crowdfinding) both simultaneously and for each service. Three
hypotheses were tested by the SEM-PLS @plmchmd on the results, all hypotheses were
accepted, This implies that the planned behavior, acceptance and use of technology models
have a positive, significant relationship with individuals’ behavioral intentions on the use of
Iglamic FinTech. These results imply that the planmed behavior constructs, including attitude
toward the behavior, PBC and 5N, 1 ce individuals’ behavior, This agrees with several
published studies such as Glavee-Geo et @l (2007), Asmy et @l (2018) and Zhang et @l (2018) and
shows FinTech increases thy ihility of access to finandal services,

Aceording to Glavee-Geo ef @l (2017) and Zhang ef al (2018), perceived ease of use 1s one of
the most important factors considered by users in mobile bank use. That agrees with the
results of this study and implies that increased security, prestige, user-friendliness and the
aesthetics in accessing FinTech services produce higher intentions in individuals to
use FinTech. The use of technology also impacts individuals' intentions positively, which
indicates increased awareness that FinTech 18 a part of their daily life activities that enhances
individuals’ intentions. Asmy ef al (2019) reveal that social influence has a strong comrelation
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with individuals' intentions in Pakistan on mobile banking acceptance, which indicates that in
Indonesia and Pakistan, as emerging countries, the social environment such as family,
ﬁiend:sh&md public figures play important roles in influencing individuals’ points of view.

The acceptance model is the most important latent variable mfluencing individuals'
intention to use Islamic FinTech com with planned behaviar and the use of technology.
The acceptance model also partially plays an important role in impacting the individuals'
intentions about the use of pavment services. However, for the P2P lending service, the use
of technology 1s the most influential factor in mdividuals’ intentions. Last, but not least, in
the use of crowdfunding services, the acceptance model has a more significant impact than
planned behavior and the use of technology in shaping individuals’ intentions.

In a broader view, this study’s results bring a comprehensive perspective for policy-
malkers especially bank/Institution management to increase the quality of Islamic FinTech
applications or websites to gain greater mtentions toward adopting Islamic FinTech.
Stakeholders should consider the most influential factors that affect individuals’ intentions
for each Islamic FinTech type. The policies that they then mmplement can be more
appropriate to consumers’ needs. The results may become an input especially for the
Indonesia Financial Services Authonty (QJK), with regard to the three types of Islamic
FinTech m Indonesia. Factors influencing behavioral mtentions to use Islamic FinTech
payment are planned behavior, the acceptance model and use of technology, which implies
that the QJK should promote Islamic FinTech, as well as coordinating with Islamic FinTech
providers to give the best service to their potential users. The main issues that should be
addresszed by Islamic FinTech providers such as maximizing the benefit of Islamic FinTech
are the value of using Islamic FinTech, the non-financial benefits and convenience to use.

To increase the use of Islamic FinTech P2P, the OJK and Islamic FinTech providers
should focus on the use of technology such as price comparison to value, offered to potential
users and recommendations from potential users' relatives using Islamic FinTech P2P. The
behavioral intentions in the crowdfunding group are significantly nfluenced by the
acceptance model, which implies that the OJK and Islamic FinTech providers should focus
on developing better Islamic FinTech software/applications to increase the intention to use
[slamic FinTech crowdfu ;

In a narrow sense, the results of this study contribute, especially to the Islamic FinTech
literature. The use of Islamic FinTech is mfluenced by the latent variables planned behavior,
acceptance model and use of technology maodels. Some latent variables were dominant influences
for each of the Islanuc FinTech user groups (pavment, P2P lending and crowdfunding). The
acceptance model nfluences the behavior of Islamic FmTech users, espedally the payment and
crowdfunding users. P2P lending users were mfluenced by the use of the technology model
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