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 Fintech, which involves the use of new technology in delivering financial services, 
enhances customer satisfaction, results in better customer retention, and fosters business 
growth. This study aims to investigate the effect of Fintech on customer trust, 
satisfaction, and continuance intention. A comprehensive questionnaire was 
administered, and data were collected from a sample of 113 customers of Islamic banks 
in a developing country. As a case study, Somalia was selected due to its rapid growth in 
the use of Fintech and the limited research conducted on the subject. A PLS-SEM was 
utilized to analyze the primary data collected and test the hypothesized associations. The 
results of the study show that the user’s trust in Fintech services is significantly 
influenced by perceived ease of use and service quality, but not by perceived usefulness. 
Trust also has a significant positive effect on customer satisfaction. Moreover, we found 
that the continuance intention is significantly and positively affected by trust and 
customer satisfaction. The study makes a valuable contribution to the literature on 
Fintech while shedding light on the use of Fintech in the Somali context. Furthermore, 
the study provides valuable insights to regulators, policymakers, the academic 
community, and Islamic bank stakeholders. 
 

Contribution/ Originality: This study contributes to the literature by considering relevant theories to gain 

insight into the use of fintech in Somalia. Moreover, the study identifies valuable findings that show the significant 

role that service quality and trust play in enhancing customer satisfaction and the intention to continue using fintech. 

 

1. INTRODUCTION 

Fintech, which denotes financial technology, is the use of technology in providing financial services to give 

customers efficiency, convenience, service quality, and flexibility in meeting their financial service needs. The use of 

fintech has gained significant prominence in the last two decades, becoming one of the most important technological 

disruptions impacting the financial services industry [1, 2]. In its global fintech adoption index, Ernst & Young 

reported that 3 out of 4 global consumers use money transfer and payment fintech services, while 96% of global 

consumers are aware of at least one money transfer and payment fintech service [3]. 

The global adoption rates of fintech. Cumming, et al. [4] assert that the objective of fintech is to enable financial 

institutions to provide financial services that are highly efficient, easily accessible, and affordable from a cost 

perspective. While the use of fintech came to the surface in the 1970s, significant development in fintech took place 

in the last two decades following heavy investments made by the banking industry [2, 4]. The growth in fintech 

helped enable enhancements that led to the efficient and effective provision of financial services [5]. 
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Fintech is attractive to customers as it is associated with lower transaction costs, efficient financial services, and 

direct access to customers [6]. Fintech significantly enhances the transparency and efficiency of financial transactions 

while reducing costs and expanding access [7, 8]. Moreover, it cultivates increased customer loyalty and assists 

financial institutions in retaining clients by providing innovative, technology-driven services that are both affordable 

and convenient [1]. 

Islamic fintech is centered on the application of technology to provide Shariah-compliant financial services, 

primarily for Islamic financial institutions. Its objective is to furnish innovative, technology-enabled services to clients 

while maintaining adherence to Shariah regulations and principles Alshater, et al. [5]. Ali, et al. [6] assert that 

Islamic fintech constitutes one of the most substantial disruptions within the contemporary Islamic finance sector, 

enriching the customer experience through the provision of efficient and convenient services, all while reducing 

transactional costs. Cumming, et al. [4] assert that despite the significant growth of fintech over the last two decades, 

there remain substantial opportunities for innovation in fintech services, indicating the potential for further growth 

for financial institutions and broader outreach to underrepresented customers. Furthermore, while a significant 

number of studies have been conducted covering fintech in other regions, there is scant research on fintech related to 

the East African countries, especially Somalia. This highlights the need for undertaking this study to fill this research 

gap and contribute to the literature by shedding light on the use of fintech and its impact on customers. 

 The main aim of this study is to investigate the effect of certain fintech characteristics such as perceived 

usefulness, ease of use, and service quality on customer trust, satisfaction, and continuance intention in the Islamic 

banking industry in Somalia, an area that is under-researched. This study makes significant contributions. The study 

provides essential insight to Islamic bank stakeholders and regulators on the use of fintech and regulations related to 

fintech. The study also furthers our understanding and helps us gain a better understanding of the use of fintech in 

Somalia and its impact on customers. The paper is divided into the following sections. Following the introduction, 

sections two and three provide an overview of the development of fintech in Somalia as well as the evolution of fintech 

research in general. Section four provides a critical analysis of the relevant literature and proposes the theoretical 

framework and conceptual model adopted for the study. Section five discusses the hypotheses adopted for the study 

based on prior studies and the conceptual research model. Section six presents the research methodology, and sections 

seven and eight discuss the results of the study and provide a concluding statement based on the findings of the study. 

 

2. THE DEVELOPMENT OF FINTECH IN THE SOMALI BANKING INDUSTRY 

 The case of Fintech in Somalia provides an excellent case study for resilience, innovation, and recovery. The 

country sank into anarchy and chaos following the collapse of the central government in 1991, resulting in civil war 

and various warlords fighting for power and control. Along with the governmental institutions, the Somali Central 

Bank collapsed, and so did the various banking institutions. In the years that followed, a new informal financial system 

known as the 'Hawala system' filled the vacuum, allowing people from the diaspora to send much-needed money to 

their relatives back home to provide them financial support during the civil war. The informal Hawala system became 

the lifeline for many Somali families and provided a much-needed venue for money to reach distressed families and 

those who are in desperate financial need. 

 The re-establishment of the central bank in 2009 marked a new beginning for the use of fintech in providing 

financial services, paving the way for the return of normal banking services to the country. Taking advantage of the 

nascent regulatory environment and the availability of internet services and access to smartphones, several new banks 

have started offering financial services through mobile applications. Hormuud Telecom, the largest 

telecommunications company in Somalia, estimates that nine out of ten Somalis have a mobile phone1.   

 
1 Source: Immigration and Refugee Board of Canada. Reported accessed at: https://irb-cisr.gc.ca/en/country-information/rir/Pages/index.aspx?doc=458790&pls=1.  

https://irb-cisr.gc.ca/en/country-information/rir/Pages/index.aspx?doc=458790&pls=1
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 The World Bank estimates that 70% of the population is connected to a telephone network and 63% have access 

to a money account [9, 10]. Despite the significant regulatory challenges and political instability facing the country, 

Somalia’s fintech adoption rate approximates that of the global average [4]. Today, many financial services in Somalia 

are offered through online applications or digital platforms. These services include paying bills, making payments, 

and sending or receiving money. Additionally, customers can conveniently use these financial technologies to shop, 

buy and sell, and engage in financial transactions both in their individual and business capacities [11]. 

 

3. THE EVOLUTION OF FINTECH RESEARCH 

 Research interest in fintech has grown substantially during the last decade due to the exponential growth in the 

use of fintech to provide convenient and cost-effective financial services to customers. Figure 1 shows the evolution 

of research in fintech since the year 2010. The figure indicates that there has been a significant increase in research 

output related to fintech since 2016. 

 

 
Figure 1. Evolution of fintech research over the years. 

Source: SCOPUS database analytics. 

         

 While there have been numerous studies on fintech in the context of developed countries and emerging 

economies, there have been limited studies on fintech from the perspective of developing countries, particularly 

Somalia [12]. As shown in Figure 2, most fintech research was conducted in developed economies such as China, the 

United States, and the United Kingdom. Similarly, a notable body of fintech research exists in emerging economies 

such as Saudi Arabia and Turkey, while research covering developing countries, especially Somalia, is almost 

nonexistent. This study aims to fill this gap and provide insight into the use of fintech in the Somali context and 

examine its impact on customer satisfaction and retention. 
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Figure 2. Fintech research by country. 

Source: SCOPUS database analytics. 

 

 The significant recent increase in fintech research is largely focused on studying the behavioral aspects of fintech. 

An examination of the prior literature indicates that various behavioral aspects of fintech are studied. These include 

perceived usefulness, ease of use, trust, quality of service, customer satisfaction, and intention to continue usage. 

However, the literature shows that there is little research done that focuses on the role of trust in enhancing customer 

satisfaction and the overall intention to continue the use of fintech services [13].  Moreover, it is noted that there are 

few studies examining fintech in the context of developing countries, especially those in East Africa, such as Somalia. 

This study extends the existing literature by examining the role of trust within the context of a developing nation. 

 

4. LITERATURE REVIEW  

4.1. The Perceived Benefits and Risks of Fintech and Their Impact on Customer Satisfaction and Retention 

Numerous prior studies suggest that specific characteristics of financial technology (fintech), such as perceived 

usefulness, ease of use, trust, and service quality, have an impact on customer satisfaction and retention in fintech. 

According to Davis [14], perceived usefulness refers to the extent to which a person believes that the use of a specific 

system would improve their job performance. Alshater, et al. [5] performed a systematic literature review on fintech 

in Islamic finance and found that the perceived usefulness of fintech is one of the most thoroughly researched areas. 

The literature shows that implementing fintech is associated with greater customer satisfaction due to the 

convenience it offers users. This is because fintech allows customers to conduct their financial transactions—including 

making payments or receiving funds—at any time and from any place, as long as they have internet access [15]. 

Mainardes, et al. [16] conducted a study involving a sample of fintech users in the Brazilian markets, revealing 

that perceived usefulness significantly enhances customer satisfaction. Vijai, et al. [17] also reached similar 

conclusions, reporting that both the perceived usefulness and ease of use of fintech services significantly influence 

customer satisfaction. Furthermore, they indicated that trust, innovation, and ease of use improve customer 

satisfaction. Collectively, these factors empower fintech service providers to retain their existing customers and 

facilitate greater business growth. 
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Akhtar, et al. [18] studied the factors that affect users' intentions to adopt fintech services in Pakistan and China. 

They examined several determinants, including perceived usefulness, social influence, culture, and perceived ease of 

use. They found that perceived usefulness, social influence, and perceived ease of use significantly affect customers' 

intentions to adopt fintech services. Similarly, Hassan, et al. [19] examined the factors that impact user intention to 

adopt fintech services in the Bangladeshi market. They discovered that perceived benefit, trust, and social influence 

have a significant effect on customers' intention to use fintech services. 

Using the extended technology acceptance model, Hu, et al. [20] examine the factors impacting the adoption of 

fintech. Their study finds that trust significantly impacts customers' intentions to adopt fintech services. Conversely, 

they found no influence from perceived ease of use or perceived risk. Ali, et al. [6] investigated similar factors affecting 

customer adoption of fintech services, focusing on Islamic finance. They discovered that trust has a strong positive 

impact on customers' intentions to adopt fintech. Additionally, they reported that both perceived benefits and risks 

influence the level of trust. Dospinescu, et al. [21] analyzed various determinants of customer satisfaction for fintech 

services within the Romanian market. They identified that ease of use, the strength of fintech regulations, and lower 

costs, among other factors, contribute to higher levels of customer satisfaction. The literature suggests that satisfied 

customers tend to remain loyal to their financial institutions, thereby supporting these institutions' customer 

retention strategies. 

 Despite the wealth of literature on financial technology (fintech) across various markets, a significant gap 

remains in the literature for research focusing on fintech within East Africa, particularly in the Somali context. This 

study aims to enhance the existing body of literature and address this identified gap by exploring the impact of fintech 

on trust, customer satisfaction, and the intentions of Islamic bank users in Somalia regarding their ongoing use of 

fintech solutions. 

 

4.2. Theoretical Background and Research Conceptual Model 

The relevant theories considered in studying fintech include the theory of reasoned action (TRA), the theory of 

planned behavior (TPB), and the theory of the technology acceptance model (TAM). The TRA is mainly used to 

explain how an individual’s beliefs, attitudes, and norms affect his or her actual behavior [1]. In this context, TRA 

holds that the individual’s beliefs and attitudes become key predictors of their actual behaviors. For instance, if an 

individual has strong intentions and a positive attitude towards adopting certain technology, such as fintech, he or 

she is likely to act on his or her intention and adopt the technology [22]. The TRA further enunciates that the 

stronger the individual’s attitude towards adopting a particular technology or system, the greater the chances that 

such an attitude will result in the actual behavior of adopting the technology [23]. 

Building on the Theory of Reasoned Action, many studies have employed the Theory of Planned Behavior (TPB). 

The TPB sheds light on how an individual’s intentions relate to their behaviors by considering the individual’s 

attitudes, social norms, and perceived behavioral control [24]. The individual’s perceived behavioral control denotes 

his or her belief in their ability to perform the specified behavior. The TPB suggests that when a person maintains a 

positive attitude towards a particular behavior and is highly confident in their control over that behavior, there is a 

greater chance that he or she will engage in that behavior [15]. 

 The Technology Acceptance Model (TAM) is recognized as the most widely used theoretical framework and 

research paradigm for studying users’ attitudes toward financial technology (fintech) and its overall effect on customer 

satisfaction and continuance intention [13, 18]. TAM is traditionally used to clarify and predict how customers adopt 

technology. This study merges TAM with aspects of perceived usefulness, retention, and satisfaction [14]. The TAM 

framework is based on the idea that technology use is influenced by users' intentions and attitudes. TAM has proven 

effective in clarifying and providing a structured way to examine factors influencing fintech adoption, including 

perceived usefulness, user attitudes, and perceived ease of use [18, 25]. Furthermore, TAM has been shown in various 

studies to be helpful in exploring other variables relevant to fintech, such as trust [19, 25]. 
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Recently, some studies have utilized the Unified Theory of Acceptance and Use of Technology (UTAUT) to 

combine several theories, enhancing our understanding of the behavioral and technological factors that shape users’ 

attitudes toward adopting fintech services and their intention to continue using them [13, 15]. 

 Considering the previously discussed theories and in accordance with prior research, we establish a conceptual 

framework for executing the present study, which aims to identify the determinants affecting fintech users’ trust, 

satisfaction, and their intention to persist in utilizing fintech services within the context of Somalia. 

To complement and improve upon the theory of reasoned action, several studies utilize the theory of planned 

behavior. The TPB aims to explain the relationship between an individual’s intention and behavior, considering not 

only attitudes and social norms but also the individual’s perceived behavioral control [24]. Behavioral control refers 

to the individual’s belief and confidence in their ability to perform the behavior. The TPB explains that when an 

individual has a positive attitude toward a certain behavior and has a strong belief that he/she has control over that 

behavior, there is a greater likelihood that the individual will actually perform that behavior [15]. 

However, the technology acceptance model (TAM) is the most widely used theoretical framework and research 

model for studying users’ attitudes towards fintech and the overall impact of fintech on customer satisfaction and 

continuance intention [13, 18]. TAM is generally used to describe and predict how customers accept technology. 

This study utilizes the TAM and combines it with perceived usefulness, retention, and satisfaction [14]. The TAM 

model is based on the premise that the usage of technology is influenced by the intentions and attitudes of users. 

TAM has been used to explain and provide a framework for studying factors influencing fintech usage, such as 

perceived usefulness, attitudes, and perceived ease of use [18, 25]. TAM is also found in some studies to be useful in 

studying other variables related to fintech, such as trust [19, 25]. 

More recently, some studies have used the Unified Theory of Acceptance and Use of Technology (UTAUT) to 

integrate a number of theories to better understand the behavioral and technological factors that influence users' 

attitudes towards the adoption of fintech services and their intention to continue using them [13, 15]. 

 Considering the theories discussed in the aforementioned and in line with prior studies, we put forth a conceptual 

framework for this study to determine the factors that influence fintech users' trust, satisfaction, and intention to 

continue using fintech services in the context of Somalia. Figure 3 depicts the conceptual model employed in this 

study. The model explains the research problem shown in the literature review. It comprises five independent 

variables (IV): perceived usefulness, perceived ease of use, service quality, trust, and satisfaction, and three dependent 

variables (DVs): trust, satisfaction, and continuous intention to use fintech services. 

 

 
Figure 3. Research model and conceptual framework. 
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5. HYPOTHESES DEVELOPMENT 

 Using the above model, the study aims to answer the following research question: What is the impact of Fintech’s 

perceived usefulness, ease of use, and service quality on customer trust, and is there any association between customer 

trust, satisfaction, and continuance intention in Islamic banks? To address the main research question, we developed 

the following six hypotheses. 

 

5.1. Perceived Usefulness  

The perceived usefulness of fintech services affects the extent of customer satisfaction. Perceived usefulness 

concerns how users view fintech services and whether they perceive them as fully meeting their needs. The perception 

by users of fintech services is crucial to the overall acceptance of these services and their desire to continue using 

them [26]. Given its importance as a key indicator of user attitudes toward fintech services, numerous studies have 

examined the effect of perceived usefulness on the trust users have in these services, as well as their overall satisfaction 

and intention to continue using them. 

Akhtar, et al. [18] studied a group of fintech users in Pakistan and found that perceived usefulness significantly 

affected users’ intention to adopt fintech services. Similarly, Denaputri and Usman [27]  concluded that perceived 

usefulness greatly affects users’ intention to use fintech services. Additionally, Hasan, et al. [28]  demonstrated that 

perceived usefulness is crucial in influencing users’ intention to engage with fintech services in a sample from the 

Netherlands. Finally, Hikmah, et al. [29]  reported a notable correlation between perceived usefulness and customers’ 

attitudes toward fintech services. Bergmann, et al. [30]  reported in their study that perceived usefulness has a 

significant effect on user trust. However, some studies find that perceived usefulness is not associated with fintech 

adoption or user satisfaction. For instance, Abdul-Halim, et al. [31] found that fintech’s perceived usefulness is not a 

significant determinant of users’ intention to continue using fintech services. Considering the overall results shown 

in prior studies, we propose the hypothesis below. 

H1: The perceived usefulness of fintech is positively associated with users' trust. 

 

5.2. Perceived Ease of Use  

Ease of use has been used in the literature as one of the main explanatory variables for the level of trust, intention 

to continue the use of fintech services, and overall customer satisfaction. Perceived ease of use refers to the user’s 

perception that the financial technology is user-friendly and allows the user to efficiently and conveniently complete 

their financial transactions, such as making payments, without requiring additional training or acquiring new 

technology skills [30]. 

Research suggests that perceived ease of use helps enhance customer trust. This is because when the customer 

perceives the fintech system to be easy to use and helps him or her to perform their financial transactions with ease 

and convenience, it is more likely that he or she will have more trust in the system [29]. 

 Numerous studies examine the impact of ease of use on customer trust. Hasan, et al. [28] found that perceived 

ease of use has a significant impact on customer intention to use fintech services. Hikmah, et al. [29] study the impact 

of certain fintech characteristics on trust, including perceived ease of use, for a sample of Indonesian users. Their 

study concludes that perceived ease of use has a significant effect on trust. In a similar vein, Bergmann, et al. [30] 

found that perceived ease of use is significantly associated with user trust. Accordingly, the following hypothesis is 

proposed. 

H2: Fintech's perceived ease of use has a significant positive effect on the user's trust. 

 

5.3. Service Quality  

 Service quality is critical to instilling trust and achieving high levels of customer satisfaction. Service quality is 

chiefly concerned with ensuring that the services offered by the financial institution fully meet the customers' needs 
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[32]. While there is a scant number of studies examining the direct relationship between service quality and trust, 

several studies examine the impact of some elements of service quality on trust. Several studies investigate the role 

of service quality in fintech services; however, most of these studies focus on its direct effect on customer satisfaction 

and continuance intention. Few studies have considered the impact of service quality on users' trust in fintech services. 

Hu, et al. [20] study the effect of the quality of the company’s brand and its image on the trust customers place in its 

fintech services. Aldaarmi [33] studied the impact of certain fintech characteristics, including service quality, on the 

extent of customer satisfaction. The author concluded that fintech service quality has a significant positive effect on 

customer satisfaction, leading to enhanced customer retention. Roh, et al. [22] find that service quality has a 

significant effect on customer trust for a sample of Chinese fintech consumers. Based on these studies, the following 

hypotheses are proposed. 

H3: Service quality in fintech has a significant positive impact on the user's trust. 

 

5.4. Trust  

Trust plays a pivotal role in augmenting users’ overall satisfaction and fostering their intention to continue 

utilizing fintech services, thereby enabling companies to engage with customers in delivering products and services 

consistently [13, 34]. The academic community has expressed sustained interest in investigating the relationship 

between trust and a customer’s intention to persist in using company services, particularly in sectors where trust is 

of utmost importance, such as fintech services. Customers who possess a heightened level of trust in the fintech service 

provider’s competency, reliability, security, and integrity tend to exhibit greater satisfaction with the services and are 

more inclined to maintain their usage of fintech offerings. Numerous studies indicate that trust significantly influences 

customer satisfaction and their intention to utilize fintech services. For example, Malaquias and Hwang [35] 

identified that trust profoundly affected the degree of customer satisfaction with fintech services. Additionally, 

Ayinaddis, et al. [32] examined various fintech service quality and reliability-related variables among users of the 

Ethiopian banking system, uncovering a substantial positive correlation with customer satisfaction. 

Hu, et al. [20] posited that trust is pivotal in consumers' adoption of fintech services. In their investigation, the 

authors indicated that Ali, et al. [6] determined that trust significantly and positively influences consumers' 

intentions to utilize fintech services provided by Islamic financial institutions. Nelloh, et al. [36] explored the effects 

of various fintech determinants, including trust, within a sample of Indonesian consumers. Their findings 

demonstrated that trust substantially impacts the intention to persist in utilizing mobile payment services. Likewise, 

Ahmed and Ali [11]  uncovered that trust significantly and positively affects the intention to continue employing 

mobile money transfer services among users in Somalia. Considering these studies, the present research posits the 

following hypothesis. 

H4: There is a significant positive relationship between trust and the extent of customer satisfaction with the fintech services. 

H5: Trust is positively associated with the customer's intention to continue using fintech services. 

 

5.5. Customer Satisfaction and Continuance Intention 

Customer satisfaction is a crucial metric that allows institutions to meet or exceed their customers' expectations 

regarding their products and services [37]. Consequently, it has been identified as one of the key factors in previous 

studies investigating fintech utilization and customers' intentions to continue using fintech services. Current 

literature indicates that customer satisfaction is positively linked to the intention to use fintech services. When 

customers are satisfied with the services provided by an institution, they are more likely to trust the system and 

continue using the services [37]. Continuance intention enables companies to maintain customer loyalty and continue 

to sustain and grow their business by providing fintech services, which customers are willing to continue using to 

access the products and services provided by the financial institution [37]. 
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Ahmed and Ali [11]  explored the effect of customer satisfaction on users' intention to continue utilizing mobile 

money transfer technologies in Somalia. Ali, et al. [6] discovered that trust significantly and positively influences 

customers' intentions to use fintech services offered by Islamic financial institutions. Choudhary, et al. [34]  proposed 

that fintech is positively associated with customer satisfaction, allowing financial institutions to retain customers and 

expand their businesses. Liu, et al. [38] investigated the factors influencing customer satisfaction and the intention 

to use fintech services based on a sample of 481 Chinese users. Their findings indicated that several factors, including 

service quality, influence customer satisfaction. Their study demonstrated that customer satisfaction positively 

impacts the intention to continue using fintech services. Ayinaddis, et al. [32]  found that customer satisfaction has 

a significant positive impact on customer loyalty and their intention to continue the use of fintech services. 

Accordingly, the following hypothesis is proposed. 

H6: Customer satisfaction has a significant positive effect on their intention to continue using fintech services. 

 

6. RESEARCH METHODOLOGY 

6.1. Sampling Approach and Data Collection 

The present study uses a structured questionnaire to collect data from a sample of Islamic fintech users in a 

developing country, which aligns with relevant prior studies [11, 39]. The study employs a quantitative method with 

a self-administered survey, based on the research question, to test the hypotheses and quantify the data findings from 

a sample of a study with varied evaluations conveying the relationship between outcome measure variables and how 

these variables relate to each other, subsequently to be analyzed [40, 41]. 

Ghanad [42] discusses the characteristics of the quantitative method, highlighting that a crucial aspect of the 

quantitative method is the comprehensive planning of all research phases before data collection. This meticulous 

planning ensures the systematic and methodical execution of the study, contributing to the reliability and validity of 

the research outcomes. Concerning statistics, reasoning, logic, and an objective viewpoint, researchers use tools such 

as questionnaires to collect numerical data. It emphasizes numerical and statistical data in non-textual forms like 

tables, charts, and figures. 

 The quantitative method uses snowball sampling to test numerical data by comparing the correlations among 

the subjects so that the general findings can be applied to the whole population. This approach was considered 

appropriate due to the lack of statistical data that would allow the researchers to draw a probability sample. 

 

6.2. Research Measures 

 The current study utilizes a structured survey questionnaire to collect data and perform the analysis. Six latent 

constructs are used in the hypothesized model, namely perceived usefulness, perceived ease of use, service quality, 

trust, satisfaction, and continuance intention. Each of the latent constructs is comprised of five items. These items 

were adopted from prior studies to establish their face validity. 

We employed the Likert scale to measure the latent constructs. In this format, the participants are provided with 

a series of choices where they can either agree or disagree, which describes the attitudes and views of a sample 

population to test the numerical data observed [40, 43, 44]. Given the close-ended questions, quantitative research 

is considered appropriate, as it is usually answered with objective data such as 'how many' or a precise descriptive 

response, such as what an object is or how it is used [43]. 

 

6.3. Data Analysis 

This study employs a quantitative method and uses a structured questionnaire consistent with relevant prior 

studies [11]. Quantitative research helps to objectively examine associations and defines existing theories or tests 

the possible impact on the results. We chose a quantitative method in line with the research questions to test the 

hypotheses and examine the associations among the variables, and explore how these variables relate to one another. 
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Creswell and Creswell [40] and Rajasekar, et al. [41] assert that quantitative analysis enables the researcher to 

reason with several concepts. Neuman [45] suggests seven steps for conducting quantitative research: formulating 

the research question, developing the hypotheses, collecting data, analyzing the results, and making conclusions based 

on the findings. 

This study employed Partial Least Squares (PLS) Structural Equation Modeling (SEM) for the purposes of both 

descriptive and inferential analysis, as well as hypothesis testing, in accordance with relevant prior studies [1, 8, 15]. 

PLS-SEM is deemed suitable for this research, given the small sample size and the presence of multiple latent 

variables [1, 11]. Previous studies suggest that PLS-SEM constitutes a superior methodology for analyzing data 

from small samples, providing flexibility and yielding more insightful results [15]. Furthermore, as this study 

investigates various constructs and diverse relationships among fintech-related variables, PLS-SEM is optimally 

positioned to thoroughly analyze these associations, thereby enabling researchers to derive significant conclusions 

[11]. 

 

7. RESULTS  

In the realm of quantitative data collection, independent and dependent variables play a crucial role in defining 

the study's objectives and clarifying the established relationships between them. The survey questions are carefully 

designed to thoroughly investigate the research question and provide evidence supporting or contesting the 

hypothesis. Data collected from the survey research will be at the level of measurement. Interval data is commonly 

collected using Likert-type scales [46]. The survey sampling employed snowball sampling. SPSS software was used 

for descriptive analysis, and Smart-PLS 4 software was used to test the theoretical model. 

 

7.1. Descriptive Statistics 

 Table 1 shows the socio-demographics in terms of gender, occupation, age, and education level. 

 

Table 1. Socio-demographic. 

Variable Categories Frequency Percentage 

 
Gender 

Male 84 74.3 
Female 29 25.7 
Total 113 100.0 

 
 
Age 

Under 20 years 14 12.4 
21-30 years 63 55.8 
31-40 years 22 19.5 
41-50 12 10.6 
Over 50 2 1.8 

 
 
Occupation 

Professional 27 23.9 
Academic 33 29.2 
Government staff 12 10.6 
Student 31 27.4 
Self-employed 8 7.1 
Total 113 100.0 

 
Education level 

Secondary 2 1.8 
University degree 101 89.4 
Postgraduate 10 8.8 
Total 113 100.0 

 

7.2. Construct Reliability and Validity Analysis 

A reliability test was carried out using Cronbach's Alpha coefficient and composite reliability indices. We found 

that the test results were in line with previous studies [47, 48]. A variable is considered reliable if its alpha score is 

above 0.70. The reliability test involved four major variables included in the proposed model. As shown in Table 2, 
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an acceptable level of reliability ranges from 0.71 to 0.86 for Cronbach’s alpha and from 0.84 to 0.90 for composite 

reliability for all study variables. 

 

Table 2. Construct reliability and convergent validity. 

Constructs Cronbach's alpha 
Composite reliability 

(CR) 
Average variance extracted 

(AVE) 

CI  0.81 0.87 0.63 
PEU  0.79 0.87 0.62 
PU  0.82 0.88 0.65 
SAT  0.86 0.90 0.64 
SQ  0.78 0.85 0.53 
TR  0.71 0.84 0.63 

 

7.2.1. Discriminant Validity Testing 

 In this study, discriminant validity was determined using two methods, namely the Fornell-Larcker criterion 

and the heterotrait–monotrait criterion (HTMT). Tables 3 and 4 provide a summary of the acceptance criteria for the 

reported values for the purpose of validity and reliability of the scale [49]. As shown in Table 3, the square root of 

the AVE was found to be higher than the relationships among the constructs, thus providing support for the 

discriminant validity. In addition, the second method (HTMT) supports the discriminant validity as the values of all 

constructs in the model were within the acceptable range (i.e., below 90) [50, 51]. Therefore, it can be concluded that 

all values within the model have sufficient levels of reliability and validity. 

 

Table 3. Fornell-Larcker criterion. 

Constructs CI PEU PU SAT SQ TR 

CI  0.80      

PEU  0.56 0.79     

PU  0.48 0.71 0.81    

SAT  0.67 0.58 0.48 0.80   

SQ  0.54 0.58 0.57 0.71 0.73  

TR  0.55 0.64 0.57 0.59 0.68 0.80 

 

Table 4. Heterotrait-monotrait ratio (HTMT) – Matrix. 

Constructs CI PEU PU SAT SQ TR 

CI        

PEU  0.69      

PU  0.57 0.87     

SAT  0.80 0.71 0.57    

SQ  0.68 0.73 0.70 0.84   

TR  0.72 0.84 0.73 0.75 0.89  

 

7.3. Model Testing 

 PLS-SEM was used with the objective of performing inferential analysis to examine the impact of one or more 

independent variables on numerous dependent variables or of numerous independent variables on one dependent 

variable. As illustrated below, we have performed a series of inferential analyses to test the proposed hypotheses. H1, 

H2, and H3 assess the effect of perceived usefulness, perceived ease of use, and service quality on trust, while H4 and 

H5 test the influence of trust on customer satisfaction and their continuance intention. H6 evaluates the effect of 

customer satisfaction on the intention to continue the use of fintech services. A few items were removed from the 

model due to low factor loadings, ranging from 0.059 to 0.68. 

 Figure 4 illustrates the path coefficients of the structural model. 
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Figure 4. Path coefficients of the structural model. 

 

 Figure 5 illustrates the bootstrapping techniques with p-values. 

 
Figure 5. Bootstrapping techniques with p-values. 

 

Table 5. Result of the structural model hypotheses testing. 

Hypothesis Path of the variables β T values P values Remarks 

H1 PU -> TR 0.09 0.81 0.42 Not supported 
H2 PEU -> TR 0.32 2.67 0.01 Supported 
H3 SQ -> TR 0.45 3.83 0.00 Supported 

H4 TR -> CI 0.23 2.07 0.04 Supported 
H5 TR -> SAT 0.59 9.25 0.00 Supported 
H6 SAT -> CI 0.54 4.71 0.00 Supported 

R-square CI = 0.49 SAT = 0.35 TR = 0.56  
R square adjusted CI = 0.48 SAT = 0.34 TR = 0.55  

Note: PU = Perceived usefulness; PEU= Perceived ease of use; TR = Trust; SQ = Service quality; SAT = Satisfaction; CI = Continuous intention to use. 
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8. DISCUSSION 

This study examines the impact of certain fintech service characteristics on trust, as well as the effect of trust on 

customer satisfaction and the continuous intention to use fintech services. These characteristics are perceived 

usefulness, perceived ease of use, and service quality. The first part of the structural model, exhibited in Table 4 above, 

evaluates the relationship between perceived usefulness, perceived ease of use, service quality, and the customer’s 

level of trust. The study found that perceived usefulness has no impact on the level of trust among consumers. 

Therefore, the hypothesis (H1) is not supported. The findings are inconsistent with prior studies, such as Ali, et al. 

[6] and Bergmann, et al. [30], which found that perceived usefulness has a significant positive effect on trust. While 

inconsistent with prior studies, the findings suggest that perceived usefulness may not always play an essential role 

in user trust, and there may be other factors, such as service quality, on which customers place greater significance. 

On the other hand, the results suggested that there is a significant positive relationship between perceived ease 

of use and trust (β = 0.32, t = 2.67, p = .01 < 0.05), thus lending support to the hypothesis. Accordingly, the hypothesis 

(H2) is accepted. The results are consistent with Ali, et al. [6], who found that some aspects of ease of use have a 

significant effect on trust. It is also consistent with the study conducted by Bergmann, et al. [30] and Hikmah, et al. 

[29], which revealed a significant positive association between perceived ease of use and trust. The current study 

found that service quality has a significant positive effect on trust (β = 0.45, t = 3.83, p = .00 < 0.05). The hypothesis 

H3 is, therefore, fully supported by the data. The findings are consistent with prior studies, which indicate that 

perceived ease of use and service quality contribute to greater trust among fintech users. For instance, Roh, et al. 

[22] examine the effect of service quality on trust for a sample of customers in the Chinese fintech industry. Their 

study found that service quality has a significant positive impact on customer trust. As shown in Table 5, all three 

constructs (perceived usefulness, perceived ease of use, and service quality) explained 56% of the variance in trust in 

fintech services. 

The second part of the structural model, exhibited in Table 4 above, evaluates the relationship between trust and 

customer satisfaction and their continuous intention to use fintech services. The results suggest that there is a 

significant positive relationship between trust and continuous intention (β = 0.23, t = 2.07, p = .04 < 0.05), indicating 

that trust has a significant impact on continuous intention and retention among the customers of fintech services. 

The hypothesis is fully supported by the data, and therefore, H4 is accepted. The results are consistent with prior 

studies such as Denaputri and Usman [27]; Ali, et al. [6] and Hassan, et al. [19], which suggest that users who trust 

fintech services provided by Islamic banks are more likely to continue their use and stick with the financial institution, 

thus supporting its retention strategies. However, the results contrast with those reported by Ahmed and Ali [11]; 

Abdul-Halim, et al. [31] and Hikmah, et al. [29], which suggest that trust has a negative or no significant effect on 

the customer’s intention to continue the use of fintech services. 

The results also revealed that trust has a significant positive impact on customer satisfaction (β = 0.59, t = 9.25, 

p = .00 < 0.05), indicating that customers who have greater trust in the reliability and quality of the fintech services 

are likely to be more satisfied with the financial institution. Therefore, the hypothesis (H5) is accepted. The results 

are consistent with Hasan, et al. [28] and Mainardes, et al. [16], who found that higher levels of trust lead to better 

and more satisfying customer experiences with fintech services. It is worth noting that the trust construct explained 

35% of the variance in satisfaction. Refer to Table 5 for further details. 

The third part of the structural model, exhibited in Table 4 above, evaluates the relationship between customer 

satisfaction and their continuous intention and retention of fintech customers. The results suggested that there is a 

significant positive association (β = 0.54, t = 4.71, p = .00 < 0.05) between customer satisfaction and the intention to 

continue using fintech services. Accordingly, the hypothesis (H6) is fully supported. The findings are consistent with 

prior studies, such as those by Ahmed and Ali [11]; Abdul-Halim, et al. [31] and Liu, et al. [38], which suggest that 

users who are satisfied with fintech services are more likely to continue using them and consequently be retained by 
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the financial institution. The data, as presented in Table 5, also show that trust and satisfaction explain about 50% of 

the variance in continuance intention. 

 

9. CONCLUSION 

 The purpose of this study was to examine the impact of fintech characteristics, such as perceived usefulness, 

perceived ease of use, service quality, and trust, on overall customer satisfaction and their intention to continue using 

the Islamic bank’s fintech services. The study found that fintech characteristics, such as perceived ease of use and 

service quality, significantly impact trust. Trust also significantly affects customers' satisfaction levels and their 

intention to continue using fintech services. The study results indicate that greater fintech adoption in Islamic banks 

contributes to higher customer satisfaction and retention. This suggests that fintech offers significant growth 

opportunities for Islamic banks, enabling them to attract new customers and retain existing ones. 

 The paper makes significant contributions. It fills the research gap in the literature by shedding light on the 

impact of certain fintech-related behavioral elements on overall customer satisfaction and retention in the East African 

context, a region less explored in prior studies. The paper also helps to better understand the mediating role that 

trust plays in determining the impact of fintech on customer satisfaction and retention. Additionally, it provides 

insights to Islamic bank stakeholders and regulators on the use of fintech and regulations related to fintech. The 

study also contributes to the literature on fintech and helps us gain a better understanding of the subject in the context 

of the Somalia environment. Furthermore, it assists Islamic bank management in making informed decisions about 

investments in fintech, which could help improve customer satisfaction, thereby enabling the Islamic bank to enhance 

customer retention through the continuous use of its fintech services. 

 

Funding: This study received no specific financial support. 
Institutional Review Board Statement: Not applicable. 
Transparency: The authors state that the manuscript is honest, truthful, and transparent, that no key aspects 
of the investigation have been omitted, and that any differences from the study as planned have been clarified. 
This study followed all writing ethics. 
Competing Interests: The authors declare that they have no competing interests. 
Authors’ Contributions: Both authors contributed equally to the conception and design of the study. Both 
authors have read and agreed to the published version of the manuscript. 

  

REFERENCES  

[1] I. A. Oladapo, M. M. Hamoudah, M. M. Alam, O. R. Olaopa, and R. Muda, "Customers’ perceptions of FinTech 

adaptability in the Islamic banking sector: Comparative study on Malaysia and Saudi Arabia," Journal of Modelling in 

Management, vol. 17, no. 4, pp. 1241-1261, 2022.  https://doi.org/10.1108/JM2-10-2020-0256 

[2] E. L. Milian, A. Kumar, M. Uddin, and S. Kumar, "Advancements in fintech and their implications for the financial 

industry," International Journal of Financial Studies, vol. 7, no. 2, pp. 57-73, 2019.  https://doi.org/10.3390/ijfs7020057 

[3] Ernst and Young, "Global fintech adoption index 2019," 2019. Retrieved: https://www.ey.com/fintechindex. [Accessed 

20 August 2024]. 2019. 

[4] D. J. Cumming, T. Y. Leung, and A. Schwienbacher, "The global adoption rates of fintech and their impact on financial 

services," Journal of Financial Technology, vol. 4, no. 2, pp. 112-130, 2023.  

https://doi.org/10.1016/j.jfintech.2023.100034 

[5] M. M. Alshater, I. Saba, I. Supriani, and M. R. Rabbani, "Fintech in islamic finance literature: A review," Heliyon, vol. 8, 

no. 9, 2022.  https://doi.org/10.1016/j.heliyon.2022.e10385 

[6] M. Ali, S. A. Raza, B. Khamis, C. H. Puah, and H. Amin, "How perceived risk, benefit and trust determine user Fintech 

adoption: A new dimension for Islamic finance," Foresight, vol. 23, no. 4, pp. 403-420, 2021.  https://doi.org/10.1108/fs-

09-2020-0095 

[7] R. Hasan, M. K. Hassan, and S. Aliyu, "Fintech and Islamic finance: Literature review and research agenda," International 

Journal of Islamic Economics and Finance, vol. 3, no. 1, pp. 75-94, 2020.  https://doi.org/10.18196/ijief.2122 

https://doi.org/10.1108/JM2-10-2020-0256
https://doi.org/10.3390/ijfs7020057
https://www.ey.com/fintechindex
https://doi.org/10.1016/j.jfintech.2023.100034
https://doi.org/10.1016/j.heliyon.2022.e10385
https://doi.org/10.1108/fs-09-2020-0095
https://doi.org/10.1108/fs-09-2020-0095
https://doi.org/10.18196/ijief.2122


Journal of Asian Scientific Research, 2025, 15(1): 81-97 

 

 
95 

© 2025 AESS Publications. All Rights Reserved. 

[8] I. S. Y. Ahmed, S. A. Idid, and Z. A. Ahmad, "News consumption through SNS platforms: Extended motivational model," 

Media Watch, vol. 9, no. 1, pp. 18-36, 2018.  https://doi.org/10.15655/mw/2018/v9i1/49280 

[9] Z. Majoka, "Financial inclusion and mobile banking in emerging markets: Trends and challenges," Journal of Financial 

Inclusion, vol. 10, no. 3, pp. 25-40, 2019.  https://doi.org/10.1016/j.jfininc.2019.01.003 

[10] U. Pape, D. Lee, and J. Kim, "The role of mobile money in expanding financial access: Evidence from developing 

economies," International Journal of Mobile Banking, vol. 11, no. 2, pp. 112-128, 2019.  

[11] I. S. Y. Ahmed and A. Y. S. Ali, "Determinants of continuance intention to use mobile money transfer: An integrated 

model," Journal of Internet Banking and Commerce, vol. 22, no. S7, pp. 1-19, 2017.  

[12] S. B. Lian and L. C. Yoong, "Customers’ satisfaction and continuance intention to adopt fintech services: Developing 

countries’ perspective," Fintech and Cryptocurrency, pp. 105-135, 2023.  https://doi.org/10.1002/9781119905028.ch6 

[13] J. A. Jafri, S. I. M. Amin, A. A. Rahman, and S. M. Nor, "A systematic literature review of the role of trust and security 

on Fintech adoption in banking," Heliyon, vol. 10, no. 1, 2024.  https://doi.org/10.1016/j.heliyon.2023.e22980 

[14] F. D. Davis, "A technology acceptance model for empirically testing new end-user information systems: Theory and 

results," Doctoral Dissertation, Massachusetts Institute of Technology, 1985.  

[15] M. S. Khan, M. R. Rabbani, I. T. Hawaldar, and A. Bashar, "Determinants of behavioral intentions to use Islamic financial 

technology: An empirical assessment," Risks, vol. 10, no. 6, p. 114, 2022.  https://doi.org/10.3390/risks10060114 

[16] E. W. Mainardes, P. M. F. Costa, and S. N. Nossa, "Customers’ satisfaction with fintech services: Evidence from Brazil," 

Journal of Financial Services Marketing, vol. 28, no. 2, pp. 378-395, 2023.  https://doi.org/10.1057/s41264-022-00156-x 

[17] C. Vijai, L. Bhuvaneswari, S. Sathyakala, D. P. Dhinakaran, R. Arun, and M. R. Lakshmi, "The effect of fintech on 

customer satisfaction level," Journal of Survey in Fisheries Sciences, vol. 10, no. 3, pp. 6628-6634, 2023.  

[18] S. Akhtar, M. Irfan, A. Sarwar, Asma, and Q. U. A. Rashid, "Factors influencing individuals' intention to adopt mobile 

banking in China and Pakistan: The moderating role of cultural values," Journal of Public Affairs, vol. 19, no. 1, p. e1884, 

2019.  https://doi.org/10.1002/pa.1884 

[19] M. S. Hassan, M. A. Islam, F. A. Sobhani, H. Nasir, I. Mahmud, and F. T. Zahra, "Drivers influencing the adoption 

intention towards mobile fintech services: A study on the emerging Bangladesh market," Information, vol. 13, no. 7, p. 

349, 2022.  https://doi.org/10.3390/info13070349 

[20] Z. Hu, S. Ding, S. Li, L. Chen, and S. Yang, "Adoption intention of fintech services for bank users: An empirical 

examination with an extended technology acceptance model," Symmetry, vol. 11, no. 3, p. 340, 2019.  

https://doi.org/10.3390/sym11030340 

[21] O. Dospinescu, N. Dospinescu, and D.-T. Agheorghiesei, "Fintech services and factors determining the expected benefits 

of users: Evidence in Romania for millennials and generation Z," E a M: Ekonomie a Management, vol. 24, no. 2, pp. 101–

118, 2021.  https://doi.org/10.15240/tul/001/2021-2-007 

[22] T. Roh, Y. S. Yang, S. Xiao, and B. I. Park, "What makes consumers trust and adopt fintech? An empirical investigation 

in China," Electronic Commerce Research, vol. 24, no. 1, pp. 3-35, 2024.  https://doi.org/10.1007/s10660-021-09527-3 

[23] M. Aboelmaged and T. R. Gebba, "Mobile banking adoption: An examination of technology acceptance model and theory 

of planned behavior," International Journal of Business Research and Development, vol. 2, no. 1, pp. 35-50, 2013.  

https://doi.org/10.24102/ijbrd.v2i1.263 

[24] P. Liana, J.-E. Jaensson, and G. Mmari, "Service quality dimensions as predictors of customer loyalty in mobile payment 

services: Moderating effect of gender," Future Business Journal, vol. 9, no. 1, p. 98, 2023.  

https://doi.org/10.1186/s43093-023-00277-2 

[25] W. Zhang, S. Siyal, S. Riaz, R. Ahmad, M. F. Hilmi, and Z. Li, "Data security, customer trust and intention for adoption 

of Fintech services: An empirical analysis from commercial bank users in Pakistan," Sage Open, vol. 13, no. 3, p. 

21582440231181388, 2023.  https://doi.org/10.1177/21582440231181388 

https://doi.org/10.15655/mw/2018/v9i1/49280
https://doi.org/10.1016/j.jfininc.2019.01.003
https://doi.org/10.1002/9781119905028.ch6
https://doi.org/10.1016/j.heliyon.2023.e22980
https://doi.org/10.3390/risks10060114
https://doi.org/10.1057/s41264-022-00156-x
https://doi.org/10.1002/pa.1884
https://doi.org/10.3390/info13070349
https://doi.org/10.3390/sym11030340
https://doi.org/10.15240/tul/001/2021-2-007
https://doi.org/10.1007/s10660-021-09527-3
https://doi.org/10.24102/ijbrd.v2i1.263
https://doi.org/10.1186/s43093-023-00277-2
https://doi.org/10.1177/21582440231181388


Journal of Asian Scientific Research, 2025, 15(1): 81-97 

 

 
96 

© 2025 AESS Publications. All Rights Reserved. 

[26] V. Sharma, K. Jangir, M. Gupta, and R. Rupeika-Apoga, "Does service quality matter in FinTech payment services? An 

integrated SERVQUAL and TAM approach," International Journal of Information Management Data Insights, vol. 4, no. 2, 

p. 100252, 2024.  https://doi.org/10.1016/j.jjimei.2024.100252 

[27] A. Denaputri and O. Usman, "Effect of perceived trust, perceived security, perceived usefulness and perceived ease of use 

on customers’ intention to use mobile payment," Perceived Security, Perceived Usefulness and Perceived Ease of Use on 

Customers’ Intention to Use Mobile Payment (December 16, 2019), 2019.  

[28] R. Hasan, M. Ashfaq, and L. Shao, "Evaluating drivers of fintech adoption in the Netherlands," Global Business Review, 

vol. 25, no. 6, pp. 1576-1589, 2024.  https://doi.org/10.1177/09721509211027402 

[29] R. Hikmah, M. Hasan, and S. Yunus, "The relationship between perceived usefulness and customer attitudes toward 

fintech services," Journal of Digital Financial Services, vol. 5, no. 1, pp. 22-38, 2023.  

[30] M. Bergmann, A. C. G. Maçada, F. de Oliveira Santini, and T. Rasul, "Continuance intention in financial technology: A 

framework and meta-analysis," International Journal of Bank Marketing, vol. 41, no. 4, pp. 749-786, 2023.  

https://doi.org/10.1108/IJBM-04-2022-0168 

[31] N.-A. Abdul-Halim, A. Vafaei-Zadeh, H. Hanifah, A. P. Teoh, and K. Nawaser, "Understanding the determinants of e-

wallet continuance usage intention in Malaysia," Quality & quantity, vol. 56, no. 5, pp. 3413-3439, 2022.  

https://doi.org/10.1007/s11135-021-01276-7 

[32] S. G. Ayinaddis, B. A. Taye, and B. G. Yirsaw, "Examining the effect of electronic banking service quality on customer 

satisfaction and loyalty: An implication for technological innovation," Journal of Innovation and Entrepreneurship, vol. 12, 

no. 1, p. 22, 2023.  https://doi.org/10.1186/s13731-023-00287-y 

[33] A. A. Aldaarmi, "Fintech service quality of Saudi banks: Digital transformation and awareness in satisfaction, re-use 

intentions, and the sustainable performance of firms," Sustainability, vol. 16, no. 6, p. 2261, 2024.  

https://doi.org/10.3390/su16062261 

[34] U. Choudhary, K. Dang, and S. Kaur, "A research study on the impact of Fintech on customer satisfaction in banking 

sector," Journal of the Oriental Institute ISSN, vol. 30, p. 5324, 2023.  

[35] F. F. Malaquias and Y. Hwang, "Trust in mobile banking under conditions of information asymmetry: Empirical 

evidence from Brazil," Information Development, vol. 32, no. 5, pp. 1600-1612, 2016.  

https://doi.org/10.1177/0266666915616164 

[36] L. A. M. Nelloh, A. S. Santoso, and M. W. Slamet, "Will users keep using mobile payment? It depends on trust and 

cognitive perspectives," Procedia Computer Science, vol. 161, pp. 1156-1164, 2019.  

https://doi.org/10.1016/j.procs.2019.11.228 

[37] S. Alwi, R. M. Alpandi, M. N. M. Salleh, and I. Najihah, "An empirical study on the customers’ satisfaction on FinTech 

mobile payment services in Malaysia," International Journal of Advanced Science and Technology, vol. 28, no. 16, pp. 390-

400, 2019.  

[38] X. Liu, K. Y. Chau, X. Liu, and F. Huang, "The determinants of customer intentions to use fintech services in a 

commercial Chinese bank," Journal of Business-to-Business Marketing, vol. 30, no. 3, pp. 257-276, 2023.  

https://doi.org/10.1080/1051712X.2023.2248970 

[39] S. Hirose, T. Takahashi, and Y. Nakamura, "Exploring the adoption of Islamic fintech: A study on user behavior in 

developing countries," International Journal of Islamic Finance, vol. 15, no. 2, pp. 88-104, 2023.  

[40] J. W. Creswell and J. D. Creswell, Research design: Qualitative, quantitative, and mixed methods approaches. Thousand Oaks, 

CA: Sage Publications, 2017. 

[41] S. Rajasekar, P. Philominathan, and V. Chinnathambi, "Research methodology: A step-by-step guide for beginners," 

Research Methodology Books, vol. 5, no. 2, pp. 23-40, 2013.  

[42] A. Ghanad, "An overview of quantitative research methods," International Journal of Multidisciplinary Research and 

Analysis, vol. 6, no. 08, pp. 3794-3803, 2023.  https://doi.org/10.47191/ijmra/v6-i8-52 

[43] D. Carson, A. Gilmore, C. Perry, and K. Gronhaug, Qualitative marketing research. London: Sage, 2001. 

https://doi.org/10.1016/j.jjimei.2024.100252
https://doi.org/10.1177/09721509211027402
https://doi.org/10.1108/IJBM-04-2022-0168
https://doi.org/10.1007/s11135-021-01276-7
https://doi.org/10.1186/s13731-023-00287-y
https://doi.org/10.3390/su16062261
https://doi.org/10.1177/0266666915616164
https://doi.org/10.1016/j.procs.2019.11.228
https://doi.org/10.1080/1051712X.2023.2248970
https://doi.org/10.47191/ijmra/v6-i8-52


Journal of Asian Scientific Research, 2025, 15(1): 81-97 

 

 
97 

© 2025 AESS Publications. All Rights Reserved. 

[44] W. P. Vogt, D. C. Gardner, L. M. Haeffele, and E. R. Vogt, Selecting the right analyses for your data: Quantitative, qualitative, 

and mixed methods. New York: Guilford Publications, 2014. 

[45] L. W. Neuman, Social research methods: Qualitative and quantitative approaches, 7th ed. Boston, MA: Pearson Education, 

2014. 

[46] R. Likert, "A technique for the measurement of attitudes," Archives of Psychology, vol. 140, no. 1-55, 1932.  

[47] J. F. Hair Jr, M. Sarstedt, L. Hopkins, and V. G. Kuppelwieser, "Partial least squares structural equation modeling (PLS-

SEM) An emerging tool in business research," European Business Review, vol. 26, no. 2, pp. 106-121, 2014.  

[48] L. J. Cronbach, "Processes affecting scores on" understanding of others" and" assumed similarity."," Psychological Bulletin, 

vol. 52, no. 3, p. 177, 1955.  https://doi.org/10.1037/h0044919 

[49] M. Dzin, M. Yusof, and R. Toh, "Validity and reliability of measurement scales in social science research: A review," 

Journal of Research Methodology, vol. 16, no. 3, pp. 150-165, 2021.  

[50] R. Kline, Principles and practice of structural equation modeling, 3rd ed. New York, USA: The Guildford Press, 2011. 

[51] J. F. Hair, M. Sarstedt, C. M. Ringle, and J. A. Mena, "An assessment of the use of partial least squares structural equation 

modeling in marketing research," Journal of the Academy of Marketing Science, vol. 40, pp. 414-433, 2012.  

https://doi.org/10.1007/s11747-011-0261-6 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

  

Views and opinions expressed in this article are the views and opinions of the author(s), Journal of Asian Scientific Research shall not be responsible or answerable 
for any loss, damage or liability etc. caused in relation to/arising out of the use of the content. 

 

https://doi.org/10.1037/h0044919
https://doi.org/10.1007/s11747-011-0261-6

