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India has experienced a significant digital payments transformation, driven by technological 

advancements, smartphone penetration, and government initiatives. This research explores the 

role of digital payments and mobile payments in India's Fintech revolution. Using an extended 

technology acceptance model, the study investigates user acceptance and perceived usability. 

The research identifies factors influencing perceived usefulness, behavioral intention, and 

actual usage of digital payments. Four constructs—Financial Literacy, Trust and Privacy, 

Service Quality, and Perceived Ease of Use—are analyzed using structural equation modeling. 

The results show the growing adoption of digital and mobile payment platforms like Paytm, 

Google Pay, and PhonePe, even among financially excluded segments. However, financial 

literacy does not directly impact digital payment acceptance. The study concludes that digital 

and mobile payments have disrupted the payment landscape in India, bringing efficiency and 

simplicity. Enhancing financial literacy is crucial for wider adoption. The findings contribute 

insights for businesses, policymakers, and users in leveraging the benefits of digital and mobile 

payments during India's Fintech revolution. 
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1. INTRODUCTION

1.1 Overview of financial technology (FinTech) 

Financial technology makes the use of technology to 

improve and computerize the supply of various financial 

services. Financial technology, also known as Fin Tech, is 

becoming a popular trend among young people. Currently, a 

slew of startups are offering various Fin Tech services, and 

some of them are even listed on the Indian stock exchange. 

These companies offer a range of services on a single platform, 

such as wealth management, money transfer, insurance 

services, personal and business financing, and so on. Some 

companies are also attempting to obtain banking licenses from 

the Reserve Bank of India (RBI). The government is also 

promoting digitization and focusing on increasing financial 

inclusion among citizens, and Fin Tech firms are bringing 

these initiatives together. This has encouraged the growth of 

these Fintech ventures to build unified software platforms with 

the goal of taking Indian population into the digital age. 

1.2 Government initiatives and growth of FinTech in India 

Indian government started the Pradhan Mantri Jan-Dhan 

Yojana (PMJDY) in 2014 with the primary objective of 

promoting financial inclusion throughout the country. The 

scheme aimed to ensure universal access to banking services 

by requiring every household to have at least one bank account. 

It also facilitated the direct transfer of government program 

benefits to individuals. 

In line with this initiative, the Indian government introduced 

the Digital India campaign to ensure the accessibility of 

government services through electronic means. The campaign 

focused on enhancing online infrastructure, internet 

connectivity, and digital literacy to empower the nation 

digitally. 

India has witnessed the highest rate of fintech adoption 

globally, with over 67 percent (2100+) of fintech firms 

established in the country in the past five years [1]. According 

to the Invest India report of 2022 [2], Indian fintech firms were 

valued at $50 billion in the fiscal year 2020 and are projected 

to reach $1.3 trillion by 2025. It is estimated that in India 

fintech industry will grow at CAGR (compound annual growth 

rate) of 31% from 2021 to 2025.  

Technology for lending is anticipated to add 47 percent 

($616 billion), accompanied by insurance tech at 26 percent 

($339 billion), and electronic payments at 16 percent ($208 

billion). Insurance tech, with a CAGR of 57 percent, is the 

quickets expanding fintech sub division in perspective of 

market gains, accompanied by investment tech (44%) and 

fintech SaaS (40%). 

Financial transactions are projected to increase by 20 

percent annually from 2019 to 2023, from $66 billion to $138 

billion [3]. The Indian fintech landscape encompasses lending, 

personal finance management, payments, insurance 

technology, wealth technology, regulatory technology, and 
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other sub-segments. The fintech sector in India has 

experienced exponential growth. 

During the 2019-2021 economic slowdown, the number of 

new entrants into the Fin tech sector decreased. Established fin 

tech firms are restructuring and changing their strategy by 

developing super apps. Meanwhile, traditional bankers are 

recalibrating their strategies by expanding their digital 

offerings, with an emphasis on lifestyle banking and specific 

sub-segments such as millennial, underserved, and micro, 

small, and medium enterprise (MSME) customers. Fintech 

firms use cutting-edge technologies to innovate their products 

in order to create product differentiation in the market. Mobile 

wallets, the Internet of Things, block chain, artificial 

intelligence, and other technologies are examples of these 

technologies [4]. These technologies are expected to be more 

secure, user-friendly, and efficient than traditional forms of 

service delivery. Thanks to technological advancements, large 

financial transactions can now be completed without the 

intervention of a human [5].  

1.3 Synergistic impact of external factors on India's 

FinTech growth and technological advancements in the 

banking industry 

External factors such as demonetization, pandemics, and the 

government's digitalization efforts have collectively 

contributed to the growth of India's fintech sector. Fintech 

firms focus on technological and process innovation to deliver 

customized financial services, resulting in enhanced customer 

experiences [6, 7]. These companies are technologically 

advanced, processing information faster, securely, and in a 

cost-effective manner [8]. By offering unique products and a 

combination of services, fintech firms can influence 

customers' attitudes and behaviors towards financial services. 

The Financial Stability Board has defined fintech as 

technology-facilitated financial revolution involving 

innovative business simulations, applications, products, or 

processes that impact financial institutions and markets [9]. 

Technological advancements in fintech have the advantage to 

make fundamental financial services more accessible, 

convenient, and secure [10]. It has been projected that fintech 

has the capacity to increase emerging economies by $3.7 

trillion by 2025 [11]. 

Fintech has made financial service consumption more 

convenient by providing innovative applications for various 

financial products and services. Consumers are increasingly 

interested in technology-based financial solutions, and fintech 

firms are responding to these demands by offering more 

accessible and cost-effective approaches to borrowing, 

transferring, and investing money. Fintech is not limited to 

banking or investment services; it is being embraced by a wide 

range of industries that seek to innovate and provide financial 

services within their existing systems. However, despite the 

numerous advanced fintech service providers, inclusion of 

fintech services is still relatively low. 

The banking industry has historically played a significant 

role in driving modern developments. After the 2008 financial 

crisis, the use of digital communication in the banking industry 

increased significantly. The advancement and expansion of 

information and communication technology (ICT) have led to 

a digital revolution in banking, with financial institutions 

outsourcing non-core activities to other firms to maintain 

competitiveness and increase profitability. This has resulted in 

a surge in the number of fintech firms in India. Financial 

institutions are striving to differentiate their products from 

competitors by developing innovative processes that 

streamline and expedite their employees' tasks. Any gaps or 

limitations in the traditional delivery of financial services are 

driving the creation of new fintech processes. 

This paper focuses on financial technology adoption 

behavior of individuals using a technology acceptance model 

(TAM). This paper studies the role of various factors affecting 

their association to acceptance of Fin tech services in general. 

Technology acceptance model best explains the user adoption 

of technology-based products and therefore the same is used 

here. The study findings can help various fin tech companies 

develop marketing strategies for deepening their product reach. 

This will also help these companies understand how to change 

users' behavioural intentions by regulating influencing aspects 

when providing technological products to them. 

2. LITERATURE REVIEW AND CONCEPTUAL

FRAMEWORK

Technology advancements, such as e-financing and mobile 

technology, have given a push for financial system 

reformation, resulting in a paradigm shift in the finance 

industry. As a result, firms in this industry are increasingly 

inclined toward technologically driven processes that are 

fraught with opportunities and challenges. FinTech services 

now go across banking and other outdated financial services. 

They are currently focusing on various innovative 

technologies to understand customer's needs and demands and 

to customize the products to meet those needs. In a nutshell, 

they are now focusing more on the consumer. FinTech 

services are carrying the potential to increase productivity, 

minimize risk, increase accuracy, and support inclusive 

growth as per the RBI report 2020 [12].  

Furthermore, these kinds of technological advancements 

have the potential to significantly affect traditional business 

representations in the highly controlled financial services 

business [12]. This is straightforwardly accomplished through 

the use of unpretentious and real-time insights, easy-to-

understand design, and better openness in delivering 

information. Technology Adoption Model (TAM) gives 

insight to measure accurately and efficiently in forecasting and 

clarifying the adoption of information technology, Internet-

based information organizations, B2B & B2C e-services, and 

C2C e-services. TAM theories are suitable to investigate 

employer perception for FinTech service acceptance and use, 

as they are significant factors of technology use [13, 14]. The 

TAM model focuses on the antecedents of technological use, 

which are social attributes, technological attributes, and 

adoption characteristics. It considers mental attitude, 

succeeding recognition and use of knowledge to derive the 

behavioral characteristics of perception of ease of use and 

usefulness of technology. Previous researchers also concluded 

that user initiative toward new technology adoption and 

intention to use it were primarily affected by two major 

factors: perceived usefulness and perceived ease of use. 

Several researches have validated the TAM as a strong 

background for thoughtful user adoption of technology in 

variable settings, containing banking technology, online 

games, e-commerce, online games, email, school information, 

and communication technology incorporation educational 

technology and email, etc. [15].  

According to TAM model, individuals' usage pattern highly 
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depends on their behavioral intention. The rate of 

technological innovation in financial services, in comparison 

to the degree of consumer consciousness, has a substantial 

impact on a person's behavioral intention. Furthermore, 

FinTech firms may be unable to realize the advantages of 

innovation to gain revenues will raise if technological 

innovation outpaces consumer awareness and use. Other 

factors that influence behavior intentions include performance 

expectations, effort expectations, and social influences. The 

current study's behavioral attribute of social influence is 

derived from the unified theory of technology acceptance and 

usage of technology model [16]. 

 

2.1 Financial literacy 

 

Financially knowledgeable individuals are those who 

possess a comprehensive understanding of various personal 

finance concepts and facts [17]. Being financially literate 

involves the ability to read and evaluate financial statements, 

allowing individuals to effectively manage and communicate 

financial scenarios [18]. In societies, particularly in 

developing countries, there is a pressing need to educate young 

people about non-debt financial instruments available in the 

market. This can only be achieved through financial literacy 

education, as it equips individuals with the required 

knowledge and abilities [19]. 

Individuals with low levels of financial literacy and limited 

knowledge about different financial products often refrain 

from utilizing such products [20]. This poses challenges for 

economically disadvantaged segments of the Indian 

population, who struggle with financial obligations and face 

difficulties accessing and utilizing available financial services. 

Due to their lack of financial literacy, these individuals 

become vulnerable to non-standard financial services provided 

by money lenders. Raising awareness among rural youth can 

facilitate a transition from non-standard financial services to 

standard financial services, increasing their understanding of 

conventional and derived financial services [21]. 

Financial literacy empowers individuals with the 

knowledge and skills needed to evaluate complex financial 

products and make informed decisions, enabling them to make 

the most of available opportunities. Financially literate 

individuals are better equipped to select the best financial 

offerings in the market and utilize fintech services more 

effectively than those who lack financial literacy. Therefore, it 

can be hypothesized that: 

H1: Financial literacy of Fintech services has a significant 

impact on Perceived ease of use of Fintech services  

 

2.2 Trust and privacy 

 

Privacy can be defined as the right of individuals, 

institutions, and groups to control the transmission of data 

about them, including when, how, and to what extent it is 

conveyed [22]. It is a legal concept that relates to an 

individual's right to be left alone. Due to the value individuals 

place on privacy, most customers are hesitant to disclose all of 

their personal information to online service providers unless 

they have established trust. Davies identified four types of 

privacy: communicative privacy, territorial privacy, 

informational privacy, and bodily privacy [23]. Many online 

service providers have been found to violate informational 

privacy, which refers to an individual's ability to manage 

information about themselves. Invasion of privacy occurs 

when individuals lack significant control over their personal 

information and how it is used. Different individuals may have 

varying reactions to privacy concerns, which can be influenced 

by cultural differences, personal experiences, and perceptions 

of technology and privacy protection measures [24]. 

Information security is crucial in the online environment 

due to threats such as misuse of personal and financial 

information and phishing attacks. The three main components 

of information security are confidentiality, integrity, and 

availability. These components form the foundation of the CIA 

(Confidentiality, Integrity, and Availability) security model, 

which serves as a benchmark for evaluating information 

security systems, including e-commerce transactions [25]. 

Breaches in the security system can occur due to intentional or 

unintentional actions of individuals or technical vulnerabilities. 

Confidentiality ensures that authorized users are provided with 

identification and access controls to prevent unauthorized 

access or disclosure of information. Integrity focuses on the 

reliability and accuracy of information, while availability 

ensures that information can be delivered, processed, and 

stored so that it is accessible when needed [26]. 

As FinTech firms aim to create leaner and more efficient 

organizations through initiatives like retrenchment, 

outsourcing, and distributed architecture, the security of 

information systems becomes increasingly important. 

Organizations must ensure that their systems are well-

developed to protect user information and establish trust. 

Users need to be made aware of the security measures in place 

to instill confidence in the systems [27]. 

Based on the above arguments, we can develop the 

hypothesis that:  

H2: Trust and Privacy of Fintech services has a significant 

impact on Perceived ease of use of Fintech services  

 

2.3 Service quality 

 

Effective communication plays a crucial role in building 

strong relationships between fin tech firms and consumers. 

Prompt resolution of any customer issues through customer 

service support is essential. By providing assistance, fin tech 

firms can alleviate customer anxieties, especially in potential 

problem situations such as financial risks or losses. 

Maintaining the safety of customer investments is a priority 

for fin tech firms to enhance customer trust and loyalty. 

Developing checkpoints based on past experiences can help 

prevent customers from unintentional errors, further 

strengthening their confidence in fin tech firms. Superior 

service, customization, and timeliness are key factors that 

differentiate fin tech firms from traditional financial 

institutions. Service assurance is another aspect that customers 

seek when dealing with fin techs, particularly in terms of the 

security of their personal information and financial 

transactions. Fin tech firms continuously enhance their 

technologies to reduce perceived risks, fraud, and data 

breaches. They employ various secure measures such as 

encryption, virtual keyboards, biometric identification, and 

one-time password generation. Instilling trust in users involves 

transparently disclosing security measures, including 

credentials from regulatory or third-party service providers. 

Safety and trust significantly influence the perception of a 

relevant customer experience. 

In today's fast-paced, technologically driven world, time is 

highly valued. Customers increasingly prefer fin tech services 

over traditional brick-and-mortar stores due to the ease, speed, 
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and security associated with new technologies. Timeliness in 

service delivery is an important component of customer 

satisfaction. The speed at which customer issues are resolved 

reflects the productivity and efficiency of fin tech firms. The 

quality of services provided by fin tech firms positively 

influences customers' behavioral intentions to engage with 

these firms. 

H3: Service quality of Fintech services has a significant 

impact on Perceived ease of use of Fintech services  

 

2.4 Perceived ease of use 

 

Perceived ease of use implies to degree to which customers 

believe at ease and put up an effort to learn and use fin tech 

services. Fin tech service providers are primarily concerned 

with providing better and faster service with agility to fulfil 

customers needs. One of the best important aspects of TAM is 

perceived ease of use. The primary factor determining user 

adoption of Fin tech is the financial institution's business 

weakness in meeting customized needs and the ease of use of 

Fin tech [28], Earlier studies have shown that perceived ease 

of use is having considerable effect on users behavioral 

intentions toward adopting new technology [29]. Customers 

are more probable to practice fin tech services if the 

technology used by fin tech firms is more convenient, user-

friendly, and simple to use [30]. The behavioral intent to use 

any technology has a negative impact on the technology's 

complexity of use. During implementation, TAM, Theory of 

Planned Behavior, and Decomposed Theory of Planned 

Behavior models discovered that perceived ease-of-use is 

having a positive effect on perceived usefulness [31]. 

H4: Perceived ease of use has a positive impact on 

perceived usefulness while using Fin tech services 

 

2.5 Perceived usefulness 

 

Perceived usefulness, as defined in the Technology 

Acceptance Model (TAM), refers to a person's conviction that 

employing technology will help them perform better [32]. It is 

a crucial construct in the TAM model, as it determines the 

adoption of technology. Previous research has consistently 

demonstrated the significant influence of perceived usefulness 

on technological adoption. Individuals assess the utility of the 

technology and, if convinced that its adoption will bring 

benefits in terms of effort, time, and cost, they are more willing 

to embrace and employ technology. In the context of FinTech, 

researchers have found that perceived usefulness has a positive 

impact on users' intentions to adopt FinTech services [33]. 

One of the key advantages of FinTech is its ability to extract 

customer data and create customer profiles, enabling a better 

understanding of customer needs [34]. Studies have shown 

that factors such as life expectancy and financial literacy 

significantly influence millennials' intentions to adopt FinTech 

services [35]. Perceived usefulness encompasses the benefits 

that customers perceive and the long-term advantages they 

derive from shopping online. In a competitive market, 

customers have the power to choose from a variety of 

substitutes, prompting them to seek products with more 

attributes, high quality, and low cost. The advantages of online 

shopping, such as convenience and the ability to compare 

different virtual stores easily, contribute to perceived 

usefulness. FinTech firms offer various applications, software, 

and services on their platforms that assist users in extracting 

meaningful information and making informed decisions, 

ultimately leading to purchase intentions. 

 

2.6 Behavioral intentions to use 

 

The introduction and expansion of FinTech, along with its 

integration with traditional financial institutions, significantly 

influences users' willingness to adopt and adapt to FinTech 

services [36]. Financial institutions are increasingly 

implementing green policies and transitioning to paperless 

operations, relying on FinTech services for efficient and 

accurate service delivery. Individual behavioral intentions has 

a critical role in the actual implementation and use of FinTech 

services. Previous research has supported the significance of 

behavioral intentions in shaping usage patterns, as justified by 

the TAM model. Consumer awareness and the pace of 

technological innovation in financial services are important 

factors influencing behavioral intentions. Consumer 

awareness indirectly relates to the rate of technological 

innovation in financial services. If technological 

advancements outpace consumer awareness and use, FinTech 

firms may not fully realize the benefits of innovation if the 

time required to generate profits increases [37]. 

Various factors influence behavioral intentions, including 

information about product usage and utility, direct costs 

associated with adopting FinTech services, and access to 

technology, which contribute to the formation of secure 

behavioral intentions for using and continuing with the service 

in the future [38]. According to Venkatesh et al. [16], effort 

expectancy, performance expectancy, and social influences 

are other factors that impact individuals' behavioral intentions. 

Users are more likely to utilize FinTech services when the 

technology utilized by FinTech firms is convenient, user-

friendly, and straightforward. Previous research has 

demonstrated the significant influence of perceived ease of use 

on users' behavioral intentions toward adopting new 

technology. 

Based on the above arguments, we can develop the 

hypothesis that: 

H5: Perceived usefulness has a positive impact on 

Behavioural intention of the user for the adoption of Fintech 

services. 

 

2.7 Actual usage 

 

To capture acceptance, leading technology approval and 

application models have strengthened the relationship between 

behaviour use and intention [39]. As a result, the majority of 

current research studies are more concerned with examining 

behaviour intention to forecast use. The information 

technology perspective dominates major investigations for the 

technology approval and use. Primary goal of this research is 

comprehending the impact of behaviour intention on real 

usage from the standpoint of corporate accomplishment due to 

factual use of FinTech facilities, as well as to investigate the 

considerations influencing consumer perception of the 

advanced FinTech services. Actual use is defined in this study 

as the rate and estimated multiple times a FinTech service is 

utilized in a undertaken time. Hence from the above discussion 

we can determine that: 

H6: Behavior intention has significant impact on actual use 

of Fin Tech services. 

 

Concluding the review of literature, financial literacy refers 

to the knowledge and understanding of personal finance 
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concepts. It involves the capacity to read and measure 

financial statements and make informed decisions. Lack of 

financial literacy can lead to limited approach to financial 

services and vulnerability to non-standard financial providers. 

Trust and privacy are crucial in the context of fintech services, 

as customers value their privacy and hesitate to share personal 

information without trust. Service quality, including 

communication, support, and security, is important for 

customer satisfaction and loyalty. Perceived ease of use refers 

to customers' conviction that using fintech services is 

convenient and user-friendly, which influences their adoption 

and usage. Perceived usefulness is the perception of the 

benefits and value derived from using fintech services. 

Behavioral intentions are affected  by factors like awareness, 

perceived ease of use, and perceived usefulness, leading to the 

actual usage of fintech services. We further analyse impact of 

these variables on actual usage of fintech product in 

accrordance to conceptual framework (Figure 1). 

 

 
 

Figure 1. Conceptual framework 

 

 

3. METHODOLOGY 

 

3.1 Sampling and data collection 

 

Digital payments are the most common form of Fintech 

innovations touching our daily lives. Total operational value 

through digital payments division is expected to get 

US$8,562,932m in FY 2022. Total operational value is 

projected to appear with annual growth rate from 2022 to 2026 

of 12.76% developing in estimated total amount of 

US$13,845,526m by 2026 [40]. Through present study we 

wish to understand how digital payments are used in India and 

to what level have Indian consumers accepted this model of 

payments. We even wish to understand whether such a growth 

of digital payments is sustainable in future. Extended 

technology acceptance model is used to realize the user 

acceptance of digital payments and perceived usability of 

these services. The study is done across three age groups, 

young generation aged 18-25 years, middle aged population 

aged 25-40 years and population above 40 years of age as 

shown in Table 1. The COVID-19 pandemic has altered the 

payments landscape, with digital payments becoming the most 

popular method among young people. Over 250 million 

teenagers prefer digital payments to other modes of payment, 

according to a Fampay survey [41]. But in words of Anna 

Maria Lusardi, director, Global Financial Literacy Excellence 

Center at George Washington University, Washington, D.C, 

“Fintech is not a substitute for financial literacy” [42].  

Hence in our research we took several variables which have 

an impact on the actual usage of digital payments and financial 

literacy is one of them. Researchers have identified that how 

lack of financial literacy and continuous use of mobile 

payments can lead to acute financial mismanagement. A study 

of 50 respondents in pilot form was performed first and on the 

basis of this pilot study the reframing of final questionnaire 

was done. Final questionnaire comprised of two segments. The 

first segment focused on demographic profile questions and 

another segment included of questions related to constructs in 

the suggested conceptual model in Figure 1. Then final 

questionnaire contained of 25 questions across 7 constructs. 

The data was collected using snowball sampling as population 

list was not accessible. The questionnaire was both circulated 

online via Facebook and Gmail and offline through field visit 

by the researchers. Facebook is a powerful communication 

tool [43]. hence we employed this technique to receive random 

responses. Researchers also went on field and got some 

questionnaire filled by random people whom they met in 

market areas and malls. Detailed interview was also done to 

understand the constructs which have an impact on digital 

payments usage and non-usage. At the end, 426 filled 

questionnaires were received, and 32 survey instruments were 

rejected on basis of incomplete responses. Finally, 394 

responses were considered for analysis. The sample size is 

adequate as per [44]. The questionnaires were filled by males 

and females above 18 years of age from both rural and urban 

population. 

 

Table 1. Respondents’ demographic 

 

Gender 
Male 

229 (58.1%) 

Female 

165 (41.8%) 
 

Age (in Years) 
18-25 

179 (45.43%) 

25-40 

136 

(34.15%) 

40 and 

above 

79 

(19.79%) 

Education 
Undergraduate 

116 (29.44%) 

Postgraduate 

278 

(70.55%) 

 

Area of 

Residence 

Rural 

127 (32.23%) 

Urban 

267 

(67.76%) 

 

 

3.2 Measurement 

 

The researcher utilized a five-point Likert scale. The items 

used in the study were drawn from various sources including 

financial literacy [45], trust and privacy [46], service quality 

[47], perceived usefulness [33], perceived ease of use [33], 

behavioral intention to use [48], and actual usage [49]. The 

specific items are recorded in Table 2 below. 

 

Table 2. Descriptive analysis of measurement items 

 
Construct Item Mean Std Dev Median Skewness Kurtosis 

Financial 

Literacy 

Risk Diversification: I believe it is safer to invest my 

money in multiple investment options rather than in one 

investment option 

2.13 1.18 2.00 -0.01 -0.27 

Inflation: If I can buy 1 kg of wheat at Rs 50 today then I 

will be able to buy lesser in same amount 10 years later. 
2.45 1.28 3.00 -0.09 -0.48 
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Numeracy (Interest): The 10% interest rated on my 

investment will grow my Rs 100 to Rs 110 in 1 year 
2.67 1.34 2.00 -0.10 -0.59 

Compound Interest: If I put money in the bank for two 

years and the bank agrees to add 10 percent per year to 

my account. Then the bank will add more money to my 

account the second year than it did the first year. 

2.30 1.33 3.00 -0.09 -0.35 

Trust and 

Privacy 

I am concerned about privacy of my bank account 

whenever I make a mobile payment 
3.15 1.312 2.00 -.848 -.430 

Due to safety issues, I use mobile payments only when I 

don’t have ready cash. 
2.72 1.443 3.00 .147 -1.357 

I don’t use mobile payments due to fear of losing money. 2.13 1.202 2.00 -.640 -.546 

I have fear of making wrong payment through mobile 

payments. 
2.70 1.293 3.00 -.395 -.951 

I think Indian mobile payment systems are less safe and 

secure. 
2.55 1.283 2.00 -.048 -.881 

Service 

Quality 

It is easy and fast to make payment through mobile 

payment systems 
3.36 1.365 4.00 .392 -1.061 

Many Financial instruments can be bought or sold using 

mobile payments 
3.83 1.298 3.00 .969 -.176 

It is easy to get refund when any transaction fails. 3.73 1.314 4.00 .337 -.976 

Perceived 

Ease of Use 

I can efficiently manage my bank accounts with Mobile 

Banking 
3.56 1.169 4.00 .513 -.369 

I was able to manage all my purchases during lockdown 

due to mobile payments 
3.45 1.228 3.00 -.336 -.829 

UPI payments are easier than internet banking and credit 

card payments 
3.83 1.373 4.00 -.947 -.354 

UPI payments are user friendly 3.62 1.483 4.00 -.875 -.722 

Perceived 

Usefulness 

Mobile payments are great time saver 3.28 1.432 4.00 -.687 -.855 

It is easy to not carry cash or card and make mobile 

payments 
3.44 1.381 3.00 -.430 -1.127 

Mobile payments help me track my past payments easily 

Mobile payments have made my bank and ATM visits 

minimum 

3.38 1.298 3.00 -1.047 -.007 

Behavioural 

Intention to 

Use 

I prefer to make mobile payments even if I am carrying 

cash. 
3.92 1.246 3.00 -.782 -.124 

I had initial inhibitions to use mobile payments but now I 

am very comfortable using it. 
3.84 1.322 4.00 -.388 -.963 

Actual 

Usage 

I find it flexible and fun while using mobile payment 

system 
3.89 1.227 4.00 -.612 -.429 

I like the idea of making mobile payments as it is safe 

not to carry cash always 
3.55 1.335 4.00 -.514 -.859 

I have favorable attitude towards making mobile 

payments 
4.07 1.251 4.00 -1.008 -.004 

 

Table 3. Reliability, factor loading and AVE 

 
Construct Indicator Factor Loadings Cronbach’s Alpha α CR AVE 

Financial Literacy (FL) 

FL1 0.574 

0.64 0.822 0.45 
FL2 0.575 

FL3 0.513 

FL4 0.545 

Trust and Privacy Factors (TPF) 

TPF1 0.844 

0.84 0.863 0.58 

TPF2 0.856 

TPF3 0.813 

TPF4 0.757 

TPF5 0.825 

Service Quality (SQ) 

SQ1 0.858 

0.83 0.905 0.68 SQ2 0.834 

SQ3 0.879 

Perceived Ease of use (PEU) 

PEU1 0.769 

0.81 0.860 0.58 
PEU2 0.757 

PEU3 0.830 

PEU4 0.818 

Perceived Usefulness (PU) 

PU1 0.902 

0.92 0.837 0.67 PU2 0.766 

PU3 0.918 

Behavioral Intention to use (BIU) 
BIU1 0.887 

0.87 0.84 0.76 
BIU2 0.946 

Actual Usage (AU) 

AU1 0.760 

0.83 0.815 0.65 AU2 0.775 

AU3 0.824 
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Table 4. Correlations 

 

Constructs 1 2 3 4 5 6 7 

1. FL -       

2. TPF .44** -      

3. SQ 0.381** -0.324* -     

4. PEU 0.305* -0.407* 0.870* -    

5. PU 0.432** -0.335* 0.802** 0.858** -   

6. BIU 0.232** -0.358* 0.725** 0.769** 0.714* -  

7. AU 0.260* -0.344* 0.722** 0.850** 0.800** 0.825** - 
Note: ** denotes significant at 1% level, * denotes significant at 5% level 

 

Table 5. Model fit summary of structural equation model 

 
Indices Value Suggested value 

Chi-square value 1791.864 - 

DF 528 - 

Chi-square value/DF 3.392 < 5.00 [50] 

GFI 0.92 > 0.90 [51] 

AGFI 0.90 > 0.90 [52] 

NFI 0.93 > 0.90 [51] 

CFI 0.97 > 0.90 [52] 

RMSEA 0.043 < 0.08 [52] 

R Square 0.464  

 

Table 6. Structural model results 

 
 Hypotheses Standardised Coefficient (Beta) t-statistic P Value Inference 

H1 FL → PU 0.109 5.78 >0.05 Not supported 

H2 TPF → PU 0.242 3.16 <0.001** Supported 

H3 SQ → PU 0.392 2.19 <0.001** Supported 

H4 PEU → PU 0.382 2.47 <0.001** Supported 

H5 PU → BIU 0.106 2.75 <0.001** Supported 

H6 BIU → AU 0.297 3.71 <0.001** Supported 
Note: ** denotes significant at 1% level 

 

3.3 Data analysis 

 

Data was found to be normal as skewness and kurtosis 

values were in the range of ±3 [53]. All skewness and kurtosis 

values are mentioned in Table 2. Reliability, factor loadings 

and AVE values have been shown in Table 3.Variables were 

correlated but no multicollinearity is observed as per values in 

Table 4. The values of VIF (Variance inflation factor was 

found to be less than 10 i.e. 8.7 [54]. The values of VIF were 

checked for all the variables during assessment of formative 

model. The values for VIF for FL, TPF, SQ, PEU, PU, BIU 

and AU are found to be 4.78, 5.69, 1.25, 3.32, 1.78, 1.89 and 

2.32 respectively. As no multicollinearity was found therefore 

all the variables were further considered for CFA. For data 

analysis, SPSS AMOS was used. Harmans single factor test is 

used to check common method biases. In these data, there is 

no common system bias because the total variance acquired by 

one factor is 38.56%, which is less than the required criterion 

of 50%. 

 

3.3.1 Measurement model 

Confirmatory factor analysis i.e., CFA was applied to 

evaluate the measurement model and results are shown in 

Table 5. The model exhibits a good fit as chi square value is 

1791.864 at 528 degrees of freedom and this value is 

significant as p < .01; RMSEA is 0.043 , NFI= 0.93, CFI= 0.97, 

GFI= 0.92, AGFI= 0.90. The overall reliability of research 

constructs is 0.835 which is reasonably higher than required 

value of 0.70. The independent constructs have a correlation 

of less than 0.8, indicating discriminant validity [55]. The R 

square value is 0.464, hence it can be said that 46.4% variation 

in actual usage of fintech products can be contributed to 

Financial Literacy(FL), Trust and Privacy Factors (TPF), 

Service Quality (SQ), Perceived Ease of use (PEU), Perceived 

Usefulness (PU) and Behavioural Intention to use (BIU). 

Henceforth there are many other variables which can be 

affecting the usage of fintech products and digital literacy for 

example can be one of it. 

 

3.3.2 Structural model 

Structural Model was presented to check the hypothesis. 

The structural model shows a good fit with chi square value is 

1893.864 at 528 degrees of freedom and this value is 

significant as p < .01; RMSEA is 0.044 , NFI= 0.92, CFI= 0.90, 

GFI= 0.92, AGFI= 0.91. All indices show good fitness model. 

As exhibited in Table 6, Financial literacy does not support 

perceived ease of use (H1 is accepted) , trust and privacy has 

negative impact on perceived ease of use (H2 is rejected), 

service quality and perceived usefulness has positive impact 

on perceived ease of use ( H3 and H4 are rejected). Perceived 

ease of use has positive impact on behavioural intention to use, 

and behavioural intention to use has positive impact on actual 

usage (H5 and H6 are rejected). The initial conceived model did 

not support the impact of financial literacy on Perceived ease 

of use of Fintech services like digital payments. This means 

people use digital payments even if their financial literacy 

level is quite low. This gives a great insight into the habit of 

Fintech services. The implications of this are discussed in 

Discussion section. 
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4. DISCUSSION 

 

The current study identifies the impact of financial literacy, 

Trust and Safety factors, Service Quality and Perceived 

usefulness on Perceived ease of use of FinTech services and 

further on Behavioural intention to use of FinTech facilities 

and Actual use of FinTech services. These results compliments 

the observations [56, 57] which found that financial literacy 

amongst youth is on a lower side of 40% and they are weak in 

comprehending the risk associated with financial investment 

avenues. In the areas of risk understanding and insurance, both 

younger and older millennials have the lowest financial 

literacy. Insuring is a problem for younger millennials in 

particular; it is the area where their financial literacy gap is the 

highest when compared to older millennials. While the 

majority of millennials handle their personal accounts using 

their cellphones, financial technology (fin-tech) does not 

always help their financial management habits rather lack of 

financial literacy may result in cybercrimes and overdrawing 

their account. Financial literacy is the most cruical factor for 

usage of FinTech applications and any lacunae at financial 

literacy levels can result in scary financial problems for an 

individual. Next is Trust and Safety factors which affect the 

actual usage of FinTech products. Most of the non-users 

accounted for lack of Trust and safety factors as one of the 

factors for not participating in FinTech applications and digital 

payments. Trust and Safety is an important construct which is 

indeed a restraining factor for penetration of Digital payments. 

Both policy makers and FinTech service providers should take 

this factor seriously and work towards providing safe and 

secure services to users. Service Quality is indeed an enabling 

factor for digital payments adoption. The service quality and 

promptness of services of digital payments is indeed 

commendable. Users find these payment systems very high 

quality and easy to use. Perceived usefulness also shows a high 

positive impact on the adoption of digital payments systems in 

India. This suggest that individuals indulge in digital payments 

due to good service quality of services, high perception on 

usefulness of these services and this further impacts the 

perceived ease of use and continued intention to use and 

finally outcomes in high actual usage of digital payments.  

 

 

5. THEORETICAL AND PRACTICAL IMPLICATIONS 

 

The fintech industry is experiencing instant shifts with the 

introduction of innovative technologies on a daily basis. This 

dynamic environment requires customers to constantly adapt 

to new offerings. From a theoretical perspective, the current 

research influences to the existing academic sources on 

technology acceptance. It extends the understanding by 

incorporating both traditional behavioral attributes  and key 

technological attributes as primary motivators for individuals 

to adopt and use fintech services. The findings show practical 

effects for fintech firms and policymakers. Fintech service 

contributors want to precisely identify and combine consumer 

requirements and insights to achieve successful adaptation and 

business profitability. By considering the identified interface 

attributes, they can maximize user behavior and improve 

service adoption.Additionally, the study examines the 

influence of demographic characteristics on the suggested 

conceptual framework. It reveals that age is a substantial 

consideration that inhibits the adoption of fintech services, 

particularly among individuals over the age of 40. Fintech 

firms targeting this age group should prioritize security and 

perceived ease of use to address their concerns. Interestingly, 

the research findings indicate that financial literacy does not 

affect perceived ease of use.Practical recommendations for 

fintech service providers include focusing on raising 

awareness of their products and building trust among older 

individuals to expand their reach in this demographic. 

Moreover, the study acknowledges the unique characteristics 

of the post-millennial generation, who are more 

knowledgeable about fintech services and exhibit different 

behaviors compared to previous generations. To attract more 

customers, there is a requirement for sizable customization of 

critical services. From a practical standpoint, the study 

provides insights for fintech firms and policymakers on 

designing effective interfaces, addressing age-related barriers, 

leveraging financial literacy, and adapting to the preferences 

of the post-millennial generation. 

 

 

6. LIMITATION 

 

Although the study's sample size of 426 Maharashtra 

residents was adequate and met the minimum requirements, it 

is important to note that the generalizability of the findings to 

the broader Indian population may be limited. This limitation 

arises from the fact that the samples were drawn solely from a 

single state, Maharashtra, and do not encompass the diversity 

and variations present across India as a whole. Second, we 

used a cross-sectional research method in this study, which has 

the disadvantage of only capturing information about 

individuals' behaviour for a specific period of time rather than 

following them over time. As a result, people's attitudes 

toward fin tech have shifted, and the temporal sequence of the 

link between the variables cannot be determined. The 

mediating variable is not included in this study since it directs 

exclusively on the direct correlation between the independent 

and dependent variables.Supplementary mediating factors that 

might have a substantial influence on actual behaviour and 

digital literacy are not considered. As a result, the research's 

accuracy and reliability may suffer in the absence of mediating 

factors. Because people may alter their responses to emphasize 

their personalities, this study may encounter issues such as 

personal bias and subjective self-assessments. They may fail 

to report accurately in order to conceal their own failures 

during the learning process. As a result, the validity of the 

argument may suffer. Although respondents are sometimes 

willing to report themselves honestly, self-reported emotional 

intelligence may be based on a self-perception of emotional 

aptitude. As a result, the study's consistency may be 

jeopardized population.  

 

 

7. CONCLUSION 

 

The current study investigates the influence of financial 

literacy, trust and safety factors, service quality, and perceived 

usefulness on the perceived ease of use, behavioral intention 

to use, and actual usage of FinTech services. The findings 

align with previous research, indicating minimum financial 

literacy among youth, particularly in understanding the 

problems concerned with financial investments and insurance. 

Lack of financial literacy can lead to cybercrimes and financial 

problems. Trust and safety factors emerge as significant 

barriers to the adoption of FinTech services, with non-users 
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citing these concerns. Service quality and perceived usefulness 

play crucial roles in fostering the adoption of digital payments, 

indicating that individuals are motivated by high-quality and 

useful services, which impact their perceived ease of use and 

continued intention to use. Financial literacy is important for 

economic well-being, according to a growing body of 

evidence, and variances in financial knowledge acquired early 

in life can account for a significant amount of adult financial 

and social well-being. FinTech (financial technology) is 

accelerating the transformation of the financial services 

industry. On the potential impact of FinTech on personal 

financial development, well-being, and societal welfare, 

various viewpoints exist. In an era of rapidly greater (digital) 

financial inclusion, student debt, and concerns arising from 

examples of (online) financial fraud, financial education and 

educated financial counselling are appropriate strategic 

incursions that improve financial and general well-being. The 

research gives an important insight into the user behaviour of 

digital payments(FinTech) and that people with less 

understanding of financial terms and implications are also very 

frequently making use of digital payments services. 

Superficially this is good news, but it can surely have long 

term implications on financial wellbeing of an individual and 

can result in financial scams and frauds. Also, Users seem to 

be very concerned about the trust and privacy of these 

financial digital payments and this indeed is one thing which 

Policy makers, Government and RBI should make a note of. 

regulations in digital payments are the most important policy 

intervention which needs to be put in place properly. However, 

FinTech users look for high service quality, ease of use and 

flexibility which to a great extent FinTech companies are able 

to cater. Hence increasing the trust and privacy and increased 

level of financial knowledge can lead to increased adoption of 

these services.  
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