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and many researchers found that this can be solved with the help of technology
adoption. Here the study focused on the Fintech adoption among the people with the
help of the variables Fintech adoption, perceived ease of use, perceived usefulness,
©2024 Jisha: This is an open-access USCT innovation and the attitude towards the financial technology. the researcher
article distributed under the terms of the utilized both primary and secondary data. Then the samples were selected from

Creative Commons Atribusi 4.0 Pattambi taluk of Palakkad district-Kerala, based on convenience sampling method

Internasional. and distributed the questionnaire among 300 respondents. then 250 samples were
selected from 300 by considering the data accuracy. Then the researcher utilized
- descriptive statistics and t-test, correlation coefficient, and regression analysis to
conclude then the factor analysis was also utilized to understand the relation between

the observed variable and the latent constructs. The study discovered that perceived

usefulness and perceived ease of use have a stronger correlation with Fintech

adoption. then there is a positive correlation between the customer's perceived

usefulness of Fintech adoption and their attitude towards it. To increase customer

satisfaction, Fintech companies can develop their services based on the perceived

usefulness, ease of use, and attitude of customers in particular segments
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INTRODUCTION
Fintech, the

technology, describes creative approaches that use

abbreviation for financial
technology to improve and simplify financial
services. Payment applications and mobile banking
are two important aspects of Fintech. Customers can
use smartphones or tablets for a variety of banking
tasks thanks to mobile banking. Through mobile
apps, users may easily access various features like
bill fund
transfers, and loan applications. The ability to

payment, account balance checks,
handle funds while on the road with mobile banking

increases accessibility and simplifies financial
transactions for individuals. Users can utilize their
mobile phones to conduct transactions by using
payment applications, also referred to as mobile
payment apps. With only a few touches on their
mobile devices, These apps that enable digital
payments allow users to send money to friends and
family, share bills, and pay for goods and services.
They commonly use technologies like Near Field
Communication (NFC) and QR codes to enable
quick and secure transactions.

A thorough examination of the complex
interactions between users' willingness to adopt
Fintech

innovativeness, the study on Fintech adoption

solutions and their innate level of
through user innovativeness explores how users'
innovativeness influences their readiness to use
Fintech solutions. Financial services are now
accessed and provided differently, a fast-developing
field at the nexus of finance and technology. The
aim of the study is to identify the crucial part that
innovation plays in determining how quickly
Fintech will be adopted. When used in this context,
the term ‘'"innovativeness" refers to people's
inclination to be among the first to accept cutting-
edge technology developments as well as their
enthusiasm for trying out creative solutions. An in-
depth understanding of how users' openness to new
technologies affects their adoption behavior within
the Fintech sector is what academics want to
achieve by closely examining this factor.

The study intends to reveal complex insights

by combining empirical techniques like survey data

analysis and in-depth interviews. Users' attitudes,
views, and prior experiences with Fintech adoption
could be evaluated using surveys. In addition,
interviews could make it easier to explore user
motives, obstacles, and decision-making processes
concerning adopting Fintech. Researchers can
create a theoretical framework to explain the
empirical results by drawing on well-known
innovation theories like the Technology Acceptance
Model (TAM) or the Diffusion of Innovations
theory. To shed light on the underlying mechanisms
that drive the acceptance and integration of Fintech
innovations into the larger financial environment
would enable a systematic investigation of the
factors that encourage or hinder Fintech adoption
The study has taken the Fintech adoption(FA)
as a dependent variable and the Perceived ease of
use(PEU), usefulness(PU),

innovativeness(UI) and attitude towards the Fintech

perceived user
adoption(AT) as dependent variables.

Fintech has grown to be a significant
component of the customer and transactions made
by clients using Financial technology services is
increasing  quickly. however, whatever the
circumstances There exist numerous factors that
hinder the integration of financial technology into
everyday life. Before the actual data collection, an
interview was done with customers to ascertain
their attitudes regarding the usage of technology in
the field of finance. The findings showed that
individual differences existed in both the variables
influencing these attitudes and the customers'
overall views. Although individuals are willing to
adopt new technology, they are still in a state of
confusion regarding the services provided by
Fintech companies. Therefore, by carrying out
additional research in the area of Fintech services,
companies and their customers will be able to close
the gap between them.

The current study on Fintech adoption expands
the body of knowledge about the uptake of
disruptive technologies in the financial industry. Its
financial

with

findings may provide regulators,

organizations, and Fintech developers

information that will help them create strategies that
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appeal to consumers' preferences and promote more
seamless integration of Fintech solutions into

routine financial activity.

METHODS
The

secondary data in the analytical study. With the aid

researcher used both primary and
of a questionnaire, the primary data were gathered

from the consumers of selected shops, and
newspaper articles, magazine articles, websites, and
other secondary sources were used to gather the
Then,
sampling method, samples are chosen from the
Pattambi Taluk in Kerala's Palakkad District, and

300 respondents are given the questionnaire. After

secondary data. using a convenience

removing the flaws, the researcher chose 250 out of
300. Then, descriptive statistics, t-test, correlation
coefficient, regression analysis and factor analysis
are used to analyze the data. The variables for the
study are Fintech adoption(FA), Perceived ease of
use(PEU), usefulness(PU),
innovativeness(UI) and attitude towards the Fintech
adoption(AT).
Fintech Adoption (FA)

Technology adoption in the financial industry

perceived user

has now become a crucial component for everyone
because people are ready to accept technology
advancements in every field. Fintech adoption in
this context refers to a person's readiness to use
financial technology and willingness to stick with it.
I will continue using Fintech services, I haven't used
Fintech services but plan to do so soon, I will tell
my friends about Fintech services, as | manage my
funds, Fintech apps become increasingly important,
I frequently conduct transactions using mobile
payment apps, and I prefer conducting banking
transactions online rather than going to actual banks
were used by the researcher to understand the
Fintech adoption.

H, 1: There is no significant difference between the
male and females in the Fintech adoption

H, 2: There is no significant difference between the
different age groups on the Fintech adoption

H, 3: There is no significant difference between the
respondents having different qualifications on the
Fintech adoption

Perceived ease of use (PEU)

Perceived ease of use is the extent to which a
person thinks using a specific technology requires
less effort. In this case, the researcher used five
statements to measure the variable from the TAM
model. The claims are that using Fintech services is
straightforward, that 1 find the platform's user
interface to be welcoming and easy to grasp, that
getting a device to use it was straightforward, and
that I hardly ever need assistance while carrying out
tasks on the website are the statements used to
analyze the perceived ease of use.

H, 4: Perceived ease of use is negatively correlated
with the Fintech adoption
Perceived Usefulness (PU)

Perceived usefulness is the extent to which an
that
technology will be beneficial. As an individual's

individual believes using a particular
perception of a technology's value increases, so do
their intentions to use it. According to Henderson
and Divett (2003), perceived usefulness refers to a
user's expectation that utilizing a certain technology
will enhance their ability to accomplish their job. In
addition, Perceived Usefulness is an opinion on the
way decisions are made (Hong et al., 2021).

H, 5: Perceived Usefulness is negatively correlated
with the Fintech adoption

User Innovativeness (UI)

User innovation is the process through which
people or organizations create new goods or
services that cater to their own needs rather than
those of the market. Here the researcher used
statements like- I like trying out new devices and
apps, I am frequently the first in my group of
friends to test out a new product, I enjoy
experimenting with fresh Fintech offerings, I enjoy
modifying and personalizing technology to meet my
requirements and When I learn about a new
product, I attempt to find a way to use it, to measure
the user innovativeness among the respondents.

H, 6: User Innovativeness is negatively correlated

with the Fintech adoption
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Attitude (AT)
The way people feel about technology will

feel about financial technology using statements

like, "I am interested in using Fintech services,"

"My experience using Fintech services is positive,"

undoubtedly depend on the individual, but if a

and "My experience using Fintech services is

technology is made simple to use, people will favorable."
accept it without hesitation and feel positive about H, 7: Attitude is negatively correlated with the
it. In this study, the researcher gauges how people  Fintech adoption
RESULTS AND DISCUSSION
Table 1. Shows the Variable in the Description
Slno | Variable Reference Indicators Code
1 Fintech (Marakarkandy | I'll keep utilizing Fintech services. FA1
Adoption et al, 2017) | I haven't used Fintech services, but I plan to do so soon. FA2
(Patel & Patel, | I'll tell my friends about Fintech services. FA3
2017) As I manage my funds, Fintech apps become increasingly | FA4
important.
I frequently conduct transactions using mobile payment | FAS
apps.
I like making banking transactions online rather than going | FA6
to actual branches
2 Perceived (Hu et al., | Utilizing Fintech services is simple. PEUI
ease of use 2019), (Niu et | I consider the Fintech operating interface to be user-friendly | PEU2
al., 2020) and understandable.
Obtaining a device to use Fintech services is simple. PEU3
For me, picking up how to use the platform was simple. PEU4
I don't require help to execute work on the site. PEUS
3 Perceived (Elhajjar & | Fintech can help me with my service needs. PUI1
Usefulness Ouaida, 2019), | Fintech services can save time PU2
Fintech services can improve efficiency PU3
Overall, Fintech services are useful to me PU4
4 User (Zhang et al., | Ilike trying out new devices and apps Ull
Innovativene | 2018) I am frequently the first in my group of friends to test out a | UI2
ss new product.
I enjoy experimenting with fresh Fintech offerings. UI3
I enjoy modifying and personalizing technology to meet my | Ul4
requirements.
When I learn about a new product, I attempt to find a way to | UIS
use it.
5 Attitude (Hu et al, | I have an interest in using Fintech services ATl
2019), My experience using Fintech services is positive. AT2
(Chuang et al., | I'm interested in Fintech services because I think new | AT3
2016) technology will be superior to conventional approaches.
I think it's a fantastic idea to use Fintech services. AT4

Analysis and Interpretation
Features of Respondents

1613




Table 2. Shows the Respondent’s Features

Features Criteria Frequency | Percentage
Gender Female 123 49.2
Male 127 50.8
Total 250 100
Age Below 30 120 48
Above 30 130 52
Total 250 100
Education Higher Secondary and above 129 51.6
Below higher secondary 121 48.4
Total 250 100
Region Rural 123 49.2
Semi-Urban 127 50.8
Total 250 100
Source: Primary Data
Descriptive Statistics
Table 3. Shows the Descriptive Statistics
Variable Indicators Code Mean Std.
Deviation
Fintech I'll keep utilizing Fintech services. FAl 4.16 .904
Adoption I haven't used Fintech services, but I plan to do so soon. FA2 4.24 973
I'll tell my friends about Fintech services. FA3 4.20 918
As 1 manage my funds, Fintech apps become increasingly | FA4 3.90 1.065
important.
I frequently conduct transactions using mobile payment apps. FAS 4.12 1.054
I like making banking transactions online rather than going to | FA6 3.92 1.113
actual branches
Perceived ease | Utilizing Fintech services is simple. PEU1 3.42 1.062
of use I consider the Fintech operating interface to be user-friendly and | PEU 2 3.22 1.224
understandable.
Obtaining a device to use Fintech services is simple. PEU 3 3.38 1.077
For me, picking up how to use the platform was simple. PEU 4 3.18 1.180
I don't require help to execute work on the site. PEU 5 3.56 1.154
Perceived Fintech can help me with my service needs. PU 1 3.94 .949
Usefulness Fintech services can save time PU2 3.94 905
Fintech services can improve efficiency PU3 3.98 1.031
Overall, Fintech services are useful to me PU4 3.88 1.127
User I like trying out new devices and apps Ull 2.44 1.188
Innovativeness | I am frequently the first in my group of friends to test out a new | UI 2 242 1.081
product.
I enjoy experimenting with fresh Fintech offerings. Ul3 2.48 1.065
I enjoy modifying and personalizing technology to meet my | Ul 4 244 1.286
requirements.
When I learn about a new product, I attempt to find a way to use | UIS 2.32 1.193
1t.
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Attitude

I have an interest in using Fintech services AT1 3.44 1.063
My experience using Fintech services is positive. AT2 3.34 953
I'm interested in Fintech services because I think new technology | AT 3 3.50 1.102
will be superior to conventional approaches.

I think it's a fantastic idea to use Fintech services. AT 4 3.66 1.179

Source: Primary Data
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Table 4. Reliability and Validity Measures

Construct Factor Loadings Cronbach's | AVE The square root
Alpha of AVE

FA3 .68 779

FA4 73

FA5 715

FA6 72 0.50623125 | 0.711499297

PEU1 .69 .829

PEUZ2 ..86

PEU3 57

PEU4 .85 0.565775 0.752180165

PUL 71 .859

PU2 .80

PU3 .82

PU4 .80 0.614125 0.783661279

ul2 .78 729

ulI3 50

ul4 .82 0.510266667 | 0.714329522

AT1 .82 .840

AT2 .78

AT3 .70

AT4 74 0.5796 0.761314652

The factor loading shows the degree of
correspondence between the observed and the latent
variable; some constructs are excluded in this case
based on the factor loadings. Cronbach's Alpha is
used to measure the reliability of the data, and

values greater than 7 indicate that the data are

reliable. The observed variables are reliable
indicators of the latent construct if the approved

level of AVE is greater than 5.

Table 5. Discriminant Validity

Factors FA PEU PU Ul AT
FA 0.681

PEU 460 0.752

PU 0.621 .380 0.783

Ul -209 -.186 -.348 0.714

AT .284 .614 435 -.201 0.761

The result shows that Perceived Usefulness is
highly correlated with Fintech adoption and user

innovativeness is negatively correlated with Fintech

adoption. Then the attitude towards Fintech
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adoption is correlated with the perceived usefulness.

All Square root of Average Variance Extracted

(AVE) estimates in the above table are greater than

the corresponding Correlation. This means the

indicators are discriminant between the construct of

interest.

Table 6. Shows the Impact of the Independent Variable on the Fintech Adoption

R square

Adjusted R square

Sig

463

454

.000

Dependent variable: Fintech adoption

The R square value is .463 indicates that 46 %
of the Fintech adoption is explained by the

independent variables Perceived ease of use(PEU),

Perceived usefulness(PU), User innovativeness(UI)

and the Attitude towards the Fintech adoption(AT)
at a significant value .000.

Table 7. Shows the Result of the Independent Sample T-Test Based on the Test Group Gender

Group Statistics
Gender N Mean Std. Std. t Sig
Deviation | Error
Mean
FT Female 123 | 4.1084 | .67075 .06048 424 672
Male 127 | 4.0722 | .67931 .06028
PEU Female 123 | 3.4065 | .88630 .07992 919 .359
Male 127 | 3.2992 | .95647 .08487
PU Female 123 | 4.0528 | .77039 .06946 2.18 .030
Male 127 | 3.8209 | .89802 .07969
Ul Female 123 | 2.3691 | .89883 .08104 -.902 .368
Male 127 | 2.4693 | .85686 .07603
AT Female 123 | 3.5407 | .80684 07275 978 .329
Male 127 | 3.4311 | .95570 .08481

The table shows that there is no significant

difference between the males and females on the

Fintech adoption(FT), perceived ease of use (PEU),

user innovativeness (UI), and attitude towards the
Table 8. Shows the Result of the Independent T-Test Based on the Test Group Age

technology (AT) but there is a significant difference

between the male and female on the perceived level

of usefulness (PU) of the financial technology.

Group Statistics
Age N Mean Std. Std. t Sig
Deviation | Error
Mean
FT Below 30 120 4.2083 | .69386 06334 | 2.692 | .008
30 and above 130 3.9808 | .63850 .05600
PEU Below 30 120 3.1333 | 1.00698 09192 | - .000
30 and above 130 3.5538 | .78810 06912 | 3.692
PU Below 30 120 3.9583 | .92146 08412 | 419 675
30 and above 130 3.9135 | .76864 06741
Ul Below 30 120 2.2083 | .86477 07894 | - .000
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30 and above 130 2.6154 | .84619 07422 | 3.760
AT Below 30 120 3.2292 | .93349 .08522 | 4.560 | .000
30 and above 130 3.7212 | .76985 .06752

The table shows that there is a significant
difference between the different age groups on
Fintech adoption(FT), perceived ease of use(PEU),
towards

user innovativeness(Ul) and attitude

Fintech adoption(AT). But there no significant
difference is shown in the case of the perceived
level of usefulness (PU).

Table 9. Shows the Result of the Independent Sample T-Test Based on the TEST GROUP Educational
Level the Respondents

Group Statistics
Educational level N Mean Std. Std. t Sig
Deviation | Error
Mean
FT higher  secondary | 129 | 4.0168 | .68365 06019 | - .076
and above 1.783
Below higher | 121 | 4.1680 | .65740 .05976
secondary
PEU | higher secondary | 129 | 3.3318 | .90743 07990 | -.357 721
and above
Below higher | 121 | 3.3736 | .94126 .08557
secondary
PU higher  secondary | 129 | 3.9147 | .79641 07012 | -.391 .696
and above
Below higher | 121 | 3.9566 | .89482 .08135
secondary
Ul higher  secondary | 129 | 2.5814 | .84352 07427 | 3.053 | .003
and above
Below higher | 121 | 2.2479 | .88356 .08032
secondary
AT higher  secondary | 129 | 3.4903 | .85832 .07557 | .098 922
and above
Below higher | 121 | 3.4793 | .91719 .08338
secondary
The table shows that is significant difference exist usefulness (PU), User Innovativeness (UI) and the
between the respondents having different attitude towards Fintech adoption(AT). The study

educational qualification on user innovativeness(UI)
But there is no significant difference shown in the
case of the Fintech adoption(FT), perceived ease of
use(PEU), perceived level of usefulness (PU) and
the attitude towards the Fintech adoption(AT).

The paper discusses the potential reason for
the adoption of financial technology among

customers. According to the study, customer
adoption of Fintech is significantly influenced by

perceived ease of use (PEU), perceived level of

found that male and female don’t show any
significant difference when it comes to the adoption
of wvariation among responders with varying
educational backgrounds. Fintech, how easy they
think it is to use, or their attitudes towards it.
However, they differ when it comes to how
valuable they think financial technology is. Then,
there are notable It was discovered that customers'
educational attainment has a big impact on how
they use Fintech. The

innovatively study
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emphasized the significance of variables such as
customer attitude towards financial technology,
perceived usefulness, perceived simplicity of use,
and user inventiveness in the adoption of financial
Additionally, it highlights
gender, and

technology. how

respondents' age, educational
differences between the age groups of customers in
terms of their adoption of Fintech, perceptions of its
utility, and attitudes around it. which indicates that
regardless of their age or gender, customers have
comparable opinions regarding Fintech services.

Regarding user innovativeness, there is a notable

background affect how they accept and view
financial technology. Fintech companies that focus
on a specific customer segment will benefit more

from the study.
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CONCLUSION
The adoption of the

customers depends upon how easily they think

technology among

about its use and their attitude towards it. Fintech
solutions are more likely to be adopted by
customers who are ready to experiment with new
things and modify them to suit their needs.
Additionally, examining consumer perceptions
insightful about  the
psychological and emotional factors influencing the

offers information
adoption of Fintech. The study regarding factors
like perceived ease of use, perceived usefulness,
user innovativeness, and attitude towards the
Fintech adoption among the customers will be more
beneficial to the Fintech companies who focus on
the customers of a particular segment. Because it is
possible to identify whether these factors have any
influence on the adoption of financial technology.
here the researcher added user innovativeness and
attitude towards the Fintech rather than the
variables perceived ease of use and perceived
usefulness, which is generally used by the
researchers for conducting studies in the field of
technology adoption. The results can be used by
businesses to create user-centered Fintech products
and targeted marketing campaigns that cater to the
unique requirements and tastes of certain customer
Through the findings, the Fintech

companies are better equipped to manage obstacles,

categories.

improve user experience, and promote widespread
acceptance of their services in the competitive
financial technology landscape.
Implications

The paper offers insight to Fintech firms on
how to create user-friendly Fintech services.
Because the study focused on perceived ease of use,
user innovativeness, perceived usefulness, and
customer attitude towards the Fintech services, the
companies may boost wuser satisfaction by
simplifying the process and pointing out the real-
world applications of financial technology. The
study's findings can be applied to foster greater user
innovation by highlighting the practical uses of

financial technology and it aids in the development

of Fintech services that address customer needs and
attitudes.
Future Scope

® A longitudinal study over time to observe
the trends in using the Fintech services and
the identification of the behavioral changes
and attitudes towards the use of Fintech
services will provide more valuable insight
to the companies to modify their strategies

accordingly.

® (Cultural differences in Fintech adoption.
The examination of the impact of cultural
factors on the perceived ease of use,
perceived usefulness, and attitude towards
Fintech adoption.

® A comparative analysis of the adoption of
Fintech in different demographic segments.

® Analyzing how developing technologies
are incorporated into financial technology
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