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ABSTRACT

FinTech is considered a need for modern financial methods to compete with traditional financial 
methods. The combination of innovation, technology, and finance develops a unique method that could 
be a source of economic development in developing countries. Modern technologies are essential 
to recognize the user attitude, behaviour, and intentions towards FinTech. Hence, the key objective 
of the study is to investigate the user attitude and intentions towards the adoption of FinTech in 
Bangladesh. Under the light of the technology acceptance model and theory of planned behaviour, 
the following study used perceived trust, perceived usefulness, perceived compatibility, perceived 
cost efficiency, and perceived risk as independent variables towards attitudes and intentions of the 
users towards FinTech products. The study collected data from 450 FinTech users from Bangladesh, 
and the proposed relationship among variables were measured by structural equation model by 
using SMART-PLS. The research findings will benefit FinTech operators to create more customized 
services for local consumers.
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INTRodUCTIoN

Financial technology (FinTech) is a unique combination of technology and finance, that drawn under 
the innovative strategies and provide solutions to facilitate day-to-day emerging financial problem 
(Berg et al., 2020). FinTech has delivered an incredible rise in the global marketplace, particularly in 
India, China and the UK. Alipay, E-wallet, crypto-currency, Paypal, peer-to-peer (P2P) borrowing, 
corporate sponsorship, and InsureTech are peer operators in the international market (Anagnostopoulos, 
2018). In a niche market, some FinTech service providers are keener to provide extraordinary user 
services and products to enhance users technology experiences. Mobile operators and the banking 
industry have now become the key FinTech service and product providers that offer popular items to 
individuals and corporate businesses (Bömer & Maxin, 2018). While FinTech is still very much in 
infancy in the Asian market (Eickhoff et al., 2017), numerous studies have been directed, which not 
only examine the benefits and costs of FinTech but also provide the latest solutions for individual 
and business sectors (Juengerkes, 2016).
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In recent years, investors are more interested to invest in FinTech. Big data, crypto-currency 
(Jonker, 2019), mobile networks (Wu & Wang, 2005), cloud computing (sH. Amin, 2009) and banking 
(Manrai & Manrai, 2007) were highly trendy towards the advancement in financial development and 
innovation in the market. The digital transformation of mobile banking is somehow dependable on 
investment in information and communication technology.

Under the Bangladeshi context, the following research is related to the overall knowledge and 
adoption of FinTech products among local consumers or users. They are generally inadequate to access 
FinTech services. Therefore, to analyze the engagement and understanding of FinTech by Bangladeshi 
customers, a conceptual model has been proposed. Furthermore, the objective of the research study 
is to establish the conceptual elements that may stimulate the knowledge and acceptance among 
the target consumers of FinTech services and products. Moreover, consumer behaviour toward the 
acceptance of FinTech services and products is discussed. In recognizing and encouraging the use 
of FinTech products and services, the results would be beneficial to researchers, FinTech operators 
and businesses. The outcome of this research is expected to be a breakthrough that would make a 
foremost contribution to Bangladesh’s economy in its digitalization process.

This study implemented the Technology Acceptance Model (TAM) and Theory of Planned 
Behaviour (TPB) to understand the user acceptance intentions towards Fintech services and product. 
This study analyzes the dynamics that affect users intention to use FinTech services and products 
in Bangladesh. the following research is developed to expand the TAM model, which resulted in 5 
additional determinants to assess the attitude and consumers intentions for using FinTech services 
and products. The determinants are Perceived Trust (PT), Perceived Usefulness (PU), Perceived 
Compatibility (PCOM), Perceived Cost Efficiency (PCE) and Perceived Risk (PR).

The following research paper is structured as follows. In the following section, significant literature 
is studied, and a developed conceptual model and some theory are acquainting in detail. Under the 
light of TAM and TBP hypothesis of study has been developed. Thus, data analysis and results have 
been discussed in the discussion section. In last, the study concludes with limitations and proposed 
suggestions for future research work.

LITeRATURe ReVIew
In the modern era, technology is the basic pillar of any developed and developing economy. Countries 
are working hard to deliver their best to provide technological access to each individual. Due to 
this competition, many new innovative solutions have been observed globally (Stern et al., 2017). 
Now technology is not limited only to information systems but is revolutionizing all sectors of the 
economy. Hence, the financial revolution under the technology spectrum is now being observed 
globally (Schmidt et al., 2018).

Financial Technology (FinTech)
Researchers focused to study the association of technological development with the financial revolution 
under diverse perceptions of FinTech. Subsequently, McKinnon and Shaw in 1973 first time proposed 
the “Financial Deepening” terminology that developed sci-tech promptly in the global market (Hermes 
& Lensink, 2008). The combination of finance and technology has brought a disruptive change in 
the financial market (Omarini, 2018). It has opened the doors for new entries to start their business 
in the competitive market. Fintech mentioned as a set of new tools with updated techniques to use 
information technology inappropriate ways such as blockchain, big data, cloud computing, digital 
financing and the Internet of Things (IoT) platforms (Nakashima, 2018). Gai et al. (2018) defined 
“Fintech as a financial technology section is one important element in any company that would improve 
service quality and management efficiency by using a new generation of information technology”. 
Consequently, the advancement of FinTech to improve technology is indeed driving the perpetual 
development in investment sector (Milian et al., 2019). The classified FinTech systems assume the 
role of financial technology in a broader domain that enhances operating conditions for companies 
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or organizations. Moreover, their main target is to improve delivery services of FinTech efficiently 
to users (Omarini, 2018)

Recently, FinTech services reached beyond digital banking or e-banking financial services (Yin 
& Gai, 2015). Currently, FinTech service providers are more focused on the consumer perspective 
that increase the utilization of the monetary service industry and familiarize them with innovative 
technology. RBI financial report reported that FinTech services have inclusive market growth that 
possibly increases the effectiveness and lessen the risk (Viswanathan, 2014). This transition has 
therefore entered into a new developmental phase with the parameters being the effects on developed 
nations, that are now comparable to those for emerging economies (Sudiatmika & Purwanti, 2020). 
It is observed that various aspects of FinTech affect economic and financial operation in developed 
and developing countries (Anagnostopoulos, 2018).

Significant innovations made in various fields, such as wireless networks, data analytics, user 
authentication, integrated mobile devices, data storage, image recognition, and strategies for data 
analytics (H. Kim & Shin, 2017) have contributed to a wide variety of FinTech systems in different 
domains. Due to a variety of driving forces, including technology growth, research and innovation 
expectations (market), cost-saving criteria, and consumer demands, FinTech has become a hot 
topic in the market. Moreover, the financial technology-based sector is looking for support for the 
improvement of individual funding requirements and industry organizations to improve their business 
performance in the market (Hornuf et al., 2020). Therefore, FinTech has been deemed amongst the 
most significant investments for many successful financial institutions.

FinTech in Bangladesh
FinTech is the modern age of digitization. Furthermore, it is transforming the financial business 
paradigm. Many nations have permitted all specifications of FinTech to be implemented in their 
country, while others have their concerns. Although each nation is distinctive in its natural environment 
since they have distinct laws and regulations premised on the needs of the country. Throughout the 
scenario of Bangladesh, a couple of FinTech operators are temporarily authorized to perform their 
tasks. Moreover, few operators are systematically related to global access but rarely applicable 
domestically. Currently, 28 licenses are issued to operators for mobile financing by the government 
of Bangladesh. The key components of Fintech in Bangladesh are shown in Table 1.

Concept of Digital Bangladesh
The “Digital Bangladesh” ideology involves ensuring the democracy and rights of people, openness, 
integrity, maintaining justice and facilitating the provision of government programs at each doorstep 
by full use of technology, with the ultimate aim of improving the lifestyle of common Bangladeshi (M. 
S. Islam & Grönlund, 2011). In “Digital Bangladesh” government covers all groups of citizens and 
does not differentiate in terms of innovation against individuals (A. Islam & Tsuji, 2011). Keeping this 
in mind, the Bangladeshi government has outlined the four components of the “Digital Bangladesh” 
Vision (Figure 1), which seem to be the creation of human capital, the participation of citizens, state 
administration including the use of information technologies in the workplace (WHO, 2020). One of 
the key aspects of “Digital Bangladesh” is to update financial related issues (Zaman, 2015). Ministry 
of ICT recently worked hard to launch different programs related to FinTech.

More than 5600 digital centres have been installed in various government sectors. These centres 
currently provide services to 465 million users, and the government is working to update the extension 
to the 6 million remaining users (Ullah, 2020). Moreover, thousands of local entrepreneurs earn 
revenues above 41 million US dollars by using technology centres (Siddik & Rahi, 2020). In the 
ICT sector, IT-related industries generate revenue of 1 billion US dollars. In 2018-2019, numerous 
tech-oriented companies exported their products and services to 36 countries around the globe. In 
addition to all this, the government is focusing on establishing 28 Tech Parks all over the country.



International Journal of Asian Business and Information Management
Volume 12 • Issue 3 • July-September 2021

4

The idea of “Digital Bangladesh” shows that technology distributions should reach every end-user 
in society (Zaman, 2015). Technology’s availability is not limited to ICT but also reaches down to 
each individual, and will also give access to advanced technologies such as cloud computing in every 
sector across the country (Alam et al., 2020; Aziz, 2020). A study conducted shows that an overarching 

Table 1. Components of FinTech in Bangladesh (Source: Author)

Components Status Discussion

Crowd-Funding 
Crowd-Lending 
Fund Raising 
Activities

• (Limited Access) 
• Inflow-Permitted 
• Policing Making 
Process 
• Outflow 
• Restricted

• Under the act of “The Foreign Exchange Regulation Act, 1947 and 
Money Laundering Prevention Act, 2012”(B. Parliament, 2012). 
• The outflow of any transfer is strictly restricted. 
• Inflows are permitted by law under the policy.

Crypto-Currency 
Block-Chain

• (Illegal by Law) • Bitcoin and Crypto-currency are strictly controlled by the following 
legal law of Bangladesh. 
• The Foreign Exchange Regulation Act, 1947 
• Money Laundering Prevention Act,2012 
• Information and Communication Technology Act, 2006. (Law, 
1947; B. Parliament, 2012; B. N. Parliament, 2006)

Internet Banking 
Internet-only Banking 
Mobile Banking 
Digital Banking

• Mobile Banking 
• Licensed with 
several regulations. 
• Internet-only 
Banking is 
• Circumscribed. 
• Digital Banking 
• Allowed.

• Bangladesh Bank authorizes mobile banking (MB) for domestic 
payment services for cash in and out, person to the government (PG), 
person to business (PB), person to person (PP), business to person 
(BP), and government to person (GP). 
• Under this operation, no cross-border transfer of money is permitted. 
However, local reimbursement through the financial intermediary of 
inward foreign remittance is allowed. 
• Banks can be run even without bank store on the Internet only 
baking process. However, in Bangladesh, no banks are licensed to 
function without even a physical branch. Consequently, Neo banking 
is necessarily limited. 
• Digital banking is authorized, such as payment cards and some 
mobile wallets.

Insurance Tech (Not Allowed) • A digital framework or crypto-currency is not authorized to file 
insurance under section 23 of the Bangladesh Insurance Act 2010 
(Law, 2010)

Figure 1. Source from Information Access from Prime Minister Office Bangladesh (WHO, 2020)
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theme of how ICT can bring about improvements in the key areas of “Digital Bangladesh” (Mazumdar 
& Alharahsheh). Although the government is trying to adopt different strategies to digitalize the 
nation, it is still a dream from the current perspective of the “Digital Bangladesh” idea (S. B. Amin 
& Rahman, 2019). By 2021, the country could be digitally advanced, if the government operates 
this plan honestly and explicitly implements at different ICT programs under strong leadership with 
a proper roadmap (Hoque, 2020).

THeoReTICAL ANd CoNCePTUAL FRAMewoRK

Technology Acceptance Model (TAM)
TAM has initially recommended to addresses the deficiencies of the Theory of Reasoned Action 
(TRA) in 1986. The Technology Acceptance Model (TAM) was formulated by Davis in 1986 (Azajna, 
1996). The main concept behind the proposal was to understand the ground reality of behavioural 
science, self-efficacy theory and integrating expectation theory. Moreover, the main objective of 
the study was to apprehend user behavioural intentions towards technology usage (Davis, 1989). 
Therefore, Ghazizadeh et al. (2012) state that this model aims to predict the public acceptance of 
a tool and techniques and to recognize the improvements that must be introduced to the system. 
This model indicates that two key factors evaluate the appropriateness of information technology 
and infrastructure solutions (Holden & Karsh, 2010). Moreover, it identifies the user behavioural 
attitudes into perceived usefulness and perceived ease of use, which holds a significant influence on 
the technology adoption (Park et al., 2014). TAM has been effectively employed in several diverse 
sectors including agriculture, psychology, education, communication, and information systems 
(Szajna, 1996). TAM has committed its primary growth to recognize the adoption of information 
technology or innovation by consumers. In computer system and technology implementation, TAM 
is an extremely probabilistic classifier (Surendran, 2012).

The conceptual perspective of TAM is therefore to understand FinTech’s unique features that 
are capable of recognizing and forecasting the adoption of a new system or innovation (McCloskey, 
2004). TAM is a simple model that gives insights for appreciating user participation and provides 
user-friendly technology with effective knowledge. Under the TAM, the adoption of IT services and 
products by users are measured by effort expectancy, effectiveness and a comfortable user-friendly 
environment (Marangunić & Granić, 2015). Hence, a person’s level of confidence will boost job 
efficiency using a particular method (Berg et al., 2020; KRISTOF-BROWN, 2000).

According to TAM, the expectation about using any technology is ascendant by Perceived 
Usefulness (PU) and Perceived Ease of Use (PEU) that is the notch of an individual level of trust 
for system acceptance will be free of extra effort. TAM stressed that information quality directly 
affects the behavioural intention of the consumer while perceived ease of use indirectly influences 
the behavioural intention by performance expectancy. A 107-user longitudinal study to assess their 
plan to use this framework was conducted by Legris et al. (2003), their study suggested that ease of 
use is incredibly important, although a more crucial factor is for the model to be useful. The resulting 
model from their analysis is therefore classified as systematic TAM.

Theory of Planned Behaviour (TPB)
The Theory of Planned Behavior is an adaptation of the concept for deliberate action made by a 
relevant entity, that identifies the weaknesses of the existing model in addressing activities over which 
an individual has incomplete volitional influence (Ajzen, 1985, 1991).

Attitudes reflect personal views about positive and negative measures of behavioural success. 
Somehow, the person will observe the performance change in the behaviour (Ajzen & Driver, 1991; 
Brayley et al., 2015). In addition, assumptions about the impending results of actions are thought to 
evaluate attitudes towards behaviour (Ajzen, 1991; Beck & Ajzen, 1991).
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Subjective Norms (SN) influence the social impact of an individual’s behavioural background 
(an example being the conduct of an individual that his/her peers and community are expected to 
praise) (Conner & Armitage, 1998). As such, it is believed that normative standards are influenced 
by assumptions about the attitudes and actions of those concerning the behaviour (Shi et al., 2017).

The Perceived Behavioral Control (PBC) represents the perceived ability of an individual to 
conduct actions. This might include accessibility of the skills and necessary resources for behavioural 
performance (e.g., the degree to which distinct has the capacity, an interval of time, equipment, etc.) 
needed to achieve a given behaviour (Godin & Kok, 1996). It has been recognized that perceived 
behavioural regulation functions as both a pre-intention (consuming an indirect link with actions by 
targets) and an instantaneous precedent for behaviour (having a clear connotation with performance) 
(Z. Chen et al., 2017; Orbell et al., 1997). That is, for some activities, PBC can be partially or entirely 
regulated by intended governing bodies (Conner & Armitage, 1998).

Conceptual Framework
Keeping the ideology of TAM and TPB, the following conceptual model has been developed for 
this research (Figure 2). With technology and human intention, FinTech can bring a change in the 
financial market (M. A. Chen et al., 2019).

Hypothesis development
Perceived Trust (PT)
Perceived Trust (PT) is distinct as “The degree of effect on consumer trust toward enterprises that 
provide Fintech Service by brand and system security” (Gefen et al., 2003; Paul, 2003; J. Singh & 
Sirdeshmukh, 2000). Likewise, the products and services of FinTech are important to make it easier 
for future consumers to trust emerging technologies to be embraced. PT can have a huge effect on the 
consumer’s perspective towards the adoption of FinTech. Trust is one of the main factors due to its 
high dimensional information elaborating its usage in the products and services. Consequently, study 
on trust is considered excessively important to analyze an emotional impact on the attitudes of users 
and their inclination to assume (M. K. O. Lee & Turban, 2001; McKnight & Chervany, 2001). Roy 
et al. (2012) revealed that PT can encourage user behaviours, and shaped products and services into 
their integral features for future needs. This study considers that trust mentions users as an inclusive 
attribute to believe in FinTech services and products. Hanafizadeh et al. (2014) investigated some 

Figure 2. Conceptual Framework
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indication about indirect effects of trust on the adoption of Fintech services or products. In other 
words, more trust in service or product, more willingness of users to use that service or product 
(Basak et al., 2016; Koksal, 2016). Keeping the above discussion in mind following hypothesis has 
been established:

Hypothesis One: (H1) Perceived Trust (PT) has a significant positive impact on user attitude using 
FinTech.

Perceived Usefulness (PU)
Davis (1989) stated that PU is the user understanding level with the system and technology that 
directly and indirectly impact their performance by using a particular system. Previous studies identify 
the positive influence of user consumer’s attitude especially method of using the particular system 
and technology (M. K. O. Lee & Turban, 2001; Lim & Cham, 2015; Venkatesh & Davis, 2000). 
Such consequence may highlight the user attentions towards FinTech services and products that are 
user-friendly. A Taiwanese based study by Chuang et al. (2016), investigates that PU was diligently 
connected with the customer’s attitude towards the usage of FinTech services and products. Besides, 
Al-Fahim et al. (2016) study demonstrated about the banking sector in Yemen, that PU impact 
positively on banking method, this helps to indicate how many consumers showing positive response 
towards intentions and attitude to actively participate in internet banking. Briefly understanding the 
above all arguments, this research hypothesized that:

Hypothesis Two: (H2) Perceived Usefulness (PU) has a significant positive impact on user attitude 
using FinTech. 

Perceived Compatibility (PCOM)
Researchers defined PCOM as the amount of reliability about a product or service by users, with the fact 
that technology is reliable or compatible for a user to maintain their needs, wants and values (Mallat, 
2007; Oliveira et al., 2016). C. Kim et al. (2010) examined aspects that directly affect PU and user 
intentions. This study exposed that PCOM and innovation are key elements of PU and perceived ease 
of use. (Kuo & Yen, 2009) definite that PCOM is an antecedent of PU and impact the user intentions. 
N. Singh and Sinha (2020) discussed the Indian user intentions, that PCOM impact on the systems 
and positively impact on the behaviour intentions. However, up to some extent, PCOM affects user 
attitude remains undefined under the context of FinTech services and products. In consequence, this 
research hypothesized that:

Hypothesis Three: (H3) Perceived Compatibility (PCOMP) has a significant positive impact on 
user attitude using FinTech.

Perceived Cost Efficiency (PCE)
Perceived Cost Efficiency (PCE) stated that the acceptable level that allows a consumer to considers 
his willpower to incur the cost for using a service and product (Kleijnen Wetzels et al., 2004). In 
monetary terms user willingness to invest money in a specific technology. Kleijnen Wetzels and de 
Ruyter (2004) discussed that cost has a negative consequence on user attitude towards the usage of 
technology. Additionally, Luarn and Lin (2005) reported about PCE, negatively impact user behaviour. 
According to this study, cost is the main factor of user attitude, specifically when purchasing services 
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and products. Likewise, Kuo and Yen (2009), shows in their work that cost also negatively influence 
the information technology setting, users become more concerned about the value-added services 
by companies. On the other hand, Wu and Wang (2005) stated that the mobile market is very 
apprehension about cost, according to them potentially users effected with cost decisons towards the 
system practice. Nevertheless, up to what magnitude the PCE of spending on FinTech’s products and 
services will impact users’ attitude and intention will be remains indeterminate. Therefore, based on 
the facts above, hypothesis has been formulated:

Hypothesis Four: (H4) Perceived Cost Efficiency (PCE) has a significant positive impact on user 
attitude using FinTech.

Perceived Risk (PR)
Cox and Rich (1964) mentioned the uncertain behaviour or experiences that affect individuals and 
users in decision making. Hence, PR is referred to as uncertain individual behaviour towards the 
decision-making process. With information and technology evolution, the organization and users are 
more concerned about security risk. Therefore, PR could be assumed as a safety risk or confidentiality 
threat in which individual specific and individual information data could be stolen (Amaro & Duarte, 
2015; Cham et al., 2016; Cham et al., 2018; Cox & Rich, 1964; Yiu et al., 2007). M.-C. Lee (2009) 
studied the negative impact of PR on a person’s attitude to the usage of specific technical services 
and products. Precisely, the greater the PR, the smaller amount satisfies the user attitude towards 
the specific technological service and product. M.-C. Lee (2009), identify that “security risk has a 
significant impact on users’ attitude and is an important factor toward adoption of technology products”. 
Martins et al. (2014) described internet banking, that PR has a huge impact on customer’s attitude 
towards payments. Their attitude influences positively and negatively on the user intentions to use 
such services and products. The customer’s expectations of the ambiguity and adversative effects of 
purchasing services and products are viewed as a risk. The potential risk is a willingness to embrace 
when situations trigger uncertainty and frustration. Based on the above discussed evidences, it is 
determined that PR will help to understand the user attitude towards FinTech’s services and products. 
Therefore, following hypothesis has been developed:

Hypothesis Five: (H5) Perceived Risk (PR) has a significant positive impact on user attitude using 
FinTech.

Linking Attitude and Intention to FinTech
The previous literature determines that attitude plays a significantly linking part in the user behavioural 
intentions (Hsu & Lin, 2016; Venkatesh & Davis, 2000). Thus, if the personal experience is good 
about Fintech usage for services and products, their willingness will increase to use the same service 
and products next time. Later in Chuang Liu and Kao (2016) support the evidence that user attitude 
and behaviours in Taiwan have a positive impact. Likewise, the study determines the usage of Mobile 
Enterprise Applications (MEA) as a positive influence on user behaviour and intentions. Furthermore, 
Gu et al. (2009) expounded that attitude is certainly significant to a customer’s intent to practice 
online or e-banking. Therefore, the above evidence recognized that attitude to technology usage was 
meticulously related. With that, the succeeding hypothesis has been developed:

Hypothesis Six: (H6) Users’ Attitude (UA) has a significant positive impact on the intention to adopt 
Fintech.
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MeTHodoLoGy

data Collection
This study focused on the FinTech products and services associated with mobile banking (those 
use mobiles for payments or money transfer). First of all, the study identified the already available 
measuring scales in the existing research literature. The study used a five-point Likert scale to measure 
the mean of each question. Thus, 1 indicates “Strongly Disagree” while 5 indicate the “Strongly 
Agree” in statements. Secondly, data was collected from the user of mobile banking in Bangladesh. 
600 questionnaires were distributed among the mobile user and local customer to better understand 
the intentions towards FinTech products and services in Bangladesh. However, 450 questionnaires 
were received fully completed.

Measuring Scale
Chong et al. (2010) measuring scale was used to identify the items for PT. The item of the scale 
was “I believe Fintech services keep my personal information safe”. Huh et al. (2009) and Lockett 
and Littler (1997) measuring scale was adopted for PU. The item of the scale was “Overall, Fintech 
services are useful to me”. Perceived Compatibility (PCOMP) measuring scaled adopted from Bradford 
and Hayashi (2014), items states as “FinTech is compatible and appropriate to my work”. PCE used 
Bradford and Hayashi (2014) and Hu et al. (1999). Its items were “FinTech products or services 
installations cost is not very high”. Marakarkandy et al. (2017) measuring scale was adopted for PR. 
Item of the scale was “I believe that the money is easy to be stolen by using Fintech services”. For 
measuring the User Attitude (UA) study used Grabner‐Kräuter and Faullant (2008) used scale items. 
Item of the scale includes “Using FinTech services is a pleasant experience.” Marakarkandy Yajnik 
and Dasgupta (2017) measuring scale was used for User Intensions (UI). Item of the scale includes 
“I would like to use Fintech services soon”.

data Analysis
The following study used PLS path modelling also known as partial least square path modelling. 
The reason for adopting the PLS path modelling method is because PLS path modelling is widely 
implemented by management, social science or other related disciplines researchers for better 
understanding (Hair et al., 2012; Rouf & Akhtaruddin, 2018). Hence the study of PLS path modelling 
is a favourable analytical procedure to predict the dependent variable (Hair et al., 2012). Therefore, PLS 
path modelling is used to measure the variance-based structural equation modelling (SEM) techniques 
(Sarstedt & Cheah, 2019). Consequently, the study employed SEM using SmartPLS 3 software.

Measuring Model
The measuring model helps to evaluate the individual item reliability, internal consistency reliability 
and composite reliability (CR), convergent validity and discriminant validity. For individual item 
reliability, the value should be above 0.5 (Hulland, 1999). F. Hair Jr et al. (2014) stated a rule of 
thumb for holding the items between 0.40 and 0.70 are sufficient to fulfil the reliability criteria. Hence 
the outer loadings should be greater or equal to 0.5 (Hair et al., 2014). Therefore, the present study 
effectively fulfils the criteria of outer individual loading (Table 3).

According to Bagozzi and Yi (1988) and (Hair et al., 2012) composite reliability should be 
interpreted above 0.7 or above. They also suggest that 0.747 to 0.880 ranges are good for internal 
consistency reliability. Some researchers also argue that a fair threshold may be anywhere between .60 
and up (Dao et al., 2020). Table 4 identifies the CR of the present study that satisfies the demanded 
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range of internal consistency. Smaller-scale item numbers tend to result in lower levels of reliability, 
whereas larger-scale item numbers tend to have higher levels (Crump et al., 2020).

The value of Convergent Validity is supposed to be 0.50 (Bagozzi & Yi, 1988). Average Variance 
Extractions (AVE) is suggested by Fornell and Larcker (1981). The AVE of the following study 
is mention in a table which is 0.5 and above, hence it fulfils the AVE criteria scores according to 
Sarstedt et al. (2014).

Discriminant validity mentions the correlation among each variable. It is considered good if 
there is no correlation among each variable and they measured different from each other. In Table 4 
the values of Discriminant validity is good.

Structural Model
After executing the measuring model, this study used Structural Model (SM) to test the hypothesis. 
According to Peng and Lai (2012), if t > 1.96, with the p < 0.05, t > 2.58, with p < 0.01 and t > 3.1, 
with p < 0.001 are supposed to supporting hypothesis. Hence, Table 5 shows;

For assessing the coefficient of determination (R-square), one or more independent variables 
can explain the variation in the dependent proposition independent variable (F. Hair Jr et al., 2014; 
Hair et al., 2012; Ringle et al., 2015). Hair et al. (2012) agrees that the value of R2 is acceptable at a 
different level, particularly under which context research is conducted.

If R2 is 0.10 is usually acceptable by Shiau et al. (2019). However, Chin et al. (2003) proposed 
that if R2 is 0.60 can be considered good, 0.33 is considered and modest value of R2 and 0.19 a weak 

Table 2: Descriptive statistics of Bangladeshi Users

Demographic Details Frequencies Percentage (%)

Gender Male 289 66

Female 146 34

Age 20-30 148 33

31-40 180 40

41-50 89 20

Above 50 33 7

Education Higher School Level 26 6

College Level 85 19

Undergraduate level 125 28

Graduate-level 190 42

others 24 5

Job Status Business Owner 208 46

Government Employee 66 15

Student 50 11

Workers 80 18

Other 46 10

Mobile Operate use 
for money transfer or 

payments

Bkash under BRAC. 302 67

Rocket under DBBL (Dutch Bangla 
Bank Limited).

107 24

Others 41 9
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value of R2. The Present study obtained a value of R2 for UA was 0.43 and UI was 0. 56. Hence, there 
was a 56% variance observed in UI. According to Chin Marcolin and Newsted (2003), the obtained 
R2 value of the present study is greater than 0.33 and less than 0.60 which shows that the R2 value 
is modest.

dISCUSSIoN
Due to the interconnected world, dynamic interconnected structures, and characteristic demands, a 
significantly expanded perception of using FinTech has caused a major challenge in its adoption and 

Table 3. Standardized Factor Loadings; AVE and CR

Construct Items Standard Estimated Loadings AVE CR

Perceived Trust

PT1 0.767

0.65 0.903

PT2 0.823

PT3 0.841

PT4 0.798

PT5 0.798

Perceived Usefulness

PU1 0.853

0.66 0.886

PU2 0.747

PU3 0.784

PU4 0.861

PU5 0.861

Perceived Compatibility

PCOM1 0.753

0.588 0.811PCOM2 0.785

PCOM3 0.762

Perceived Cost Efficiency

PCE1 0.757

0.552 0.86

PCE2 0.78

PCE3 0.739

PCE4 0.72

PCE5 0.716

Perceived Risk

PR1 0.722

0.708 0.878PR2 0.907

PR3 0.883

User Attitude

UA1 0.816

0.667 0.889
UA2 0.852

UA3 0.838

UA4 0.756

User Intention

UI1 0.929

0.703 0.903
UI2 0.709

UI3 0.764

UI4 0.929
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planning. This research seeks to examine and extract the obvious concepts and sources mentioned in 
the FinTech industry, especially under the context of Bangladeshi users.

Consistent with H1 and H2 results support the hypothesis and suggest that PT and PU play a vital 
role in FinTech Adoption in Bangladesh. According to Sikdar and Makkad (2015), study results PU, 
PT and UI have a positive impact on the user intentions towards Fintech services or products adoption. 
Furthermore, H3 and H4 are also supported. KHANAM (2020) discussed cost-saving and helping poor 
people adopting FinTech. This study discussed the scenario of Bangladesh Cost Efficiency holds a 
strong impact on user behaviour.

Thus, H5 and H6 are supported in the study. Kleijnen de Ruyter et al. (2004), studies identifies that 
PR and PCOM is key factors of FinTech adoption. It is impossible to avoid PCOM from consumer 
adoption of technology. Roy Kesharwani and Bisht (2012) study results provide evidence about the 
negative impact of PR on FinTech services or products adoption.

These results are comparable to the previous studies. Certainly, scholars considered that user 
intention and attitude have a usually strong impact on the adoption of technology, services or products. 
This study reveals that Bangladeshi users are still in the early stage of adoption of FinTech products 
and services.

Table 4. Discriminant validity of constructs

Constructs PCE PCOM PR PT PU UA UI

PCE 0.743

PCOM 0.371 0.767

PR 0.409 0.354 0.841

PT 0.408 0.238 0.308 0.806

PU 0.48 0.364 0.319 0.284 0.813

UA 0.395 0.246 0.282 0.859 0.285 0.817

UI 0.508 0.377 0.306 0.319 0.858 0.342 0.839

Table 5. Structural Model (P<0.05)

Hypothesis Relationship Beta Standard 
Deviation T-Testing P-Value Result

H1: Perceived Trust (PT) has a significant positive 
impact on user attitude using FinTech. 0.4331 0.331 3.167 0.000 Supporting

H2: Perceived Usefulness (PU) has a significant 
positive impact on user attitude using FinTech. 0.2011 0.324 2.907 0.000 Supporting

H3: Perceived Compatibility (PCOM) has a 
significant positive impact on user attitude using 
FinTech.

0.2846 0.431 2.913 0.002 Supporting

H4: Perceived Cost Efficiency (PCE) has a 
significant positive impact on user attitude using 
FinTech.

0.3748 0.327 2.156 0.035 Supporting

H5: Perceived Risk (PR) has a significant positive 
impact on user attitude using FinTech. 0.0641 0.231 3.184 0.003 Supporting

H6: Users’ Attitude (UA) has a significant positive 
impact on the intention to adopt Fintech. 0.3421 0.522 6.784 0.000 Supporting
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CoNCLUSIoN

This research determines the acceptance of FinTech in Bangladesh. The attitude of the local users 
is highly positive towards the FinTech services and products. Results show that perceived cost and 
perceived trust holds a strong effect on the consumer. PA holds a strong influence on FinTech users 
to adopt the sector’s services and products. They stated that if FinTech companies provide easy 
accessibility to them they will prefer to start using these services and products. Therefore, a positive 
attitude has been observed towards mobile banking. The user also tries to highlight the importance 
of PCOM and PCE, which holds a significant influence on their behaviour. With better policies 
implementation and cost-effective strategies, mobile operators can help new customers to adopt 
FinTech in daily life. The main objective of this research was based on the conceptual factors presented 
under the shadow of TAM and TPB. Hence, all assumed hypothesis support the empirical study.

This study doesn’t discuss government policies in detail. Digital Bangladesh is initiated program 
by the government. However, future researches need to identify Government initiation as a construct 
of study.
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