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Abstract— This paper aims to investigate 

the Fintech Service Acceptance on Student 

in Indonesia. The investigating of the 

acceptance employs extended-ECM to 

reveal the student’s perception of 

usefulness, confirmation, and satisfaction in 

using fintech service.  The extend of 

Expectation–confirmation model (ECM) 

using technological self-efficacy (TSE) and 

perceived ease of use is used in this 

research to investigate the adoption study in 

fintech area. This research also adds trust 

factor to fit up the investigation in the area. 

The 302 questionnaires from respondents 

are tested using SmartPLS to point 

significantly factors in the proposed model. 

The results reveal that the factors in ECM 

and trust are most powerful in fintech 

service acceptance study. The interesting 

result came from TSE as a predicted factor 

for confirmation and perceived ease of use 

and not for perceived usefulness. The 

results have recommendation to developer 

of fintech application. They must aware to 

technological self-efficacy of users. 

Keywords— fintech, quality factor, 

satisfaction, acceptance, Indonesia.  

I. INTRODUCTION  

The growth of financial technology 

(fintech) during and post Covid-19 

pandemic underwent such elevated 

changes. The users of fintech service 

naming mobile wallet, mobile banking, and 

debit/credit card increased significantly in 

step with the growth of e-commerce use. 

The adoption of e-commerce and fintech 

services has increased tremendously in 

online consumers. In the momentum, the 

question arises whether MSMEs are ready 

to take this advantage. 

This research proposed the extended-

ECM with Technological Self-Efficacy 

(TSE) and Perceived Ease of Use (PEOU) 

to investigate the student’s acceptance of 

fintech service. In accordance with fintech 

research area, trust factor is also added in 

the model. 

The contribution of the research came 

from TSE and PEOU factors as significant 

factors integrating with ECM. The 

contribution is useful to developer and user 

of fintech service. 

II. RELATED WORK 

Bhattacherjee [1] proposes original 

ECM. The other studies by Aslam [2] and 

Shiau et al. [3] also conducted study using 

ECM. The studies by Sharma and Sharma 

[4] and Shiau et al. [3] confirm that 

satisfaction has positive effect on use 

behavior.  The extended factor TSE was 

employed by Bailey et al. [5], Shiau et al. 

[3], and Zhou et al. [6]. TSE has direct 

effect on perceived useful and 

confirmation.   

Davis [7] proposed original TAM 

employing perceived ease of use to has 

direct effect on perceived usefulness and 

use behavior. In studies of fintech, e-

commerce, and mobile banking adoption by 

Senyo and Osabutey [8], Shaikh et al. [9], 

Singh et al. [10], Alalwan et al. [11] 

confirm that perceived ease of use has 

positively effect on use behavior. Perceived 

ease of use also has positively effect on 

perceived usefulness by Singh et al. [12], 

Candra et al. [13], Hu et al. [14], Bailey et 

al. [5], and Zhou et al. [6]. Many studies by 

Senyo and Osabutey [8], Singh et al. [12], 

Chauhan et al. [15], Kalinic et al. [16], 

Singh et al. [10], Abrahão [17], Morosan 

and DeFranco [18], Shiau et al. [3], 
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Baabdullah et al. [19], Alalwan et al. [20], 

Alalwan et al. [11], Alshare and Mousa 

[21], and Zhou et al. [6] confirmed that 

Perceived Usefulness has positively effect 

on Use Behavior.  

Trust is necessary factor in fintech 

adoption study. The studies conduct by 

Shareef et al. [22], Hu et al. [23], Kaabachi 

et al. [24], and Yuan et al. [25] confirm the 

relation of Trust on use behavior. 

This study will use ECM and add TSE 

and Trust to investigate the adoption of 

fintech service. 

 

III. PROPOSED MODEL AND 

HYPOTHESIS 

 

By using existing literature on research 

in the last six years regarding the adoption 

of e-commerce, mobile apps, and 

technology adoption, the model offered in 

this study is compiled as shown in Figure 1. 

 

 Figure 1. Proposed model 

  

A. The Effect Of Technological Self-

Efficacy On Perceived Ease Of Use, 

Perceived Usefulness, And Confirmation 

According to Bailey et al. [5] TSE is user's 

perception of their ability in mastering use 

of mobile payments. Bailey has argument 

that Technological self-efficacy shapes 

Perceived Ease of Use on his study.  

On other studies of fintech use Bailey et al. 

[5], Shiau et al. [3], and Zhou et al. [6] 

examine the relation of TSE on Perceived 

Usefulness. The findings of the results 

verify that TSE is also the driver of 

Perceived Usefulness of fintech use. 

Shiau et al. [3] conducted study on the 

positive relation of TSE on Confirmation. 

Based on the arguments regard to the 

relation of TSE to other variables, the 

research proposes: 

H1a: Technological (smartphone or 

computer) self-efficacy will 

positively affect perceived ease of use 

of fintech use. 

H1b: Technological (smartphone or 

computer) self-efficacy will 

positively affect perceived usefulness 

of fintech use 

H1c: Technological (smartphone or 

computer) self-efficacy will 

positively affect confirmation of 

fintech use 

B. The Effect Of Perceived Ease Of Use 

On Perceived Usefulness, And Use 

Behaviour 

TAM model by Davish [7] disclose the 

relation of perceived ease of use, perceived 

usefulness and behavioral intention. In 

studies on fintech, mobile banking, and e-

commerce acceptance by Senyo and 

Osabutey [8], Shaikh et al. [9], Singh et al. 

[10], Alalwan et al. [11] confirmed that 

Perceived Ease of Use has effect on use 

behavior. Other studies by Singh et al. [12], 

Candra et al. [13], Hu et al. [14], Bailey et 

al. [5], and Zhou et al. [6] also confirmed 

that Perceived Ease of Use has effect on 

Perceived Usefulness. According to the 

reviews the research proposes: 

H2a: Perceived ease of use will positively 

affect fintech use behavior  

H2b: Perceived ease of use will positively 

affect perceived usefulness of fintech 

use 

C. The Effect Of Perceived Usefulness, 

Satisfaction, And Trust On Use 

Behaviour 

 The many studies on fintech use and 

banking acceptance reveal the relation of 

Perceived Usefulness, Satisfaction, and 

Trust on Use Behavior. The studies conduct 

by Senyo and Osabutey [8], Singh et al. 

[12], Chauhan et al. [15], Kalinic et al. 

[16], Singh et al. [10], Abrahão [17], 

Morosan and DeFranco [18], Shiau et al. 

[3], Baabdullah et al. [19], Alalwan et al. 

[20], Alalwan et al. [11], Alshare and 

Mousa [21], and Zhou et al. [6] proved 
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Perceived Usefulness has positively affect 

Use Behavior.  

Sharma and Sharma [4] and Shiau et al. 

[3] confirm that Satisfaction has positively 

affect Use Behavior. Trust also has 

positively affect Use Behavior according to 

the studies by Shareef et al. [22], Hu et al. 

[23], Kaabachi et al. [24], and Yuan et al. 

[25]. According to the circumstance the 

research proposes: 

H3:  Perceived usefulness will positively 

affect fintech use behavior. 

H5:  Satisfaction will positively affect 

fintech use behavior. 

H8:  Trust will positively affect fintech use 

behavior. 

D. The Effect Of Confirmation On 

Perceived Usefulness And Satisfaction 

Bhattacherjee [1] proposes the ECM 

theory and defines Confirmation as 

consumer's perception of service's 

performance confronted with their original 

expectations to determine their expectation 

fulfillment or not. Other studies by Aslam 

et al. [2] and Shiau et al. [3] also employed 

ECM model in their studies. Their studies 

reveal that confirmation has positively 

affect perceived usefulness and satisfaction. 

Based on these arguments the research 

proposes: 

H4a: Confirmation will positively affect 

perceived usefulness of fintech use 

H4b: Confirmation will positively affect 

satisfaction with fintech use. 

  

IV. METHODOLOGY 

The study proposes model to investigate 

fintech service acceptance. The model is 

examined by 302 questionnaires from high 

school and university student.  The 391 

questionnaires were collected and 89 of 

them are removed by reason on invalid data 

and some outliers. 

The validity test is divided into 2 steps, 

namely the discriminant validity test and 

the convergent validity test. After testing 

the validity of the variables, the next step is 

the reliability test, carried out using the 

Cronbach Alpha value and the Composite 

Reliability value, the threshold of the two 

values is zero point seven. 

After testing the validity and reliability 

test, the next step is testing the path 

coefficient by looking at the path 

coefficient value. Furthermore, a step is to 

look at the ability of the independent 

variable to the variance of the variable by 

using the value of R square. The 

relationship is said to be strong if the value 

of R square is greater than zero point 

twenty six or twenty six percent. 

The last step is to test the hypothesis, 

done by looking at the P price, if the P 

price is less than zero point zero five then it 

can be said that the hypothesis can be 

accepted, otherwise the hypothesis is 

rejected. 

 

V. DATA ANALYSIS AND 

DISCUSSION 

A. Demographic Of Respondents  

The demographics of respondents 

including age, gender, and education are 

seen in Table 1. 
Table 1.  Table Demographics Respondens 

Responden (n=320) 

Age: Freq. percent 

<15 13 4.3 

15-18 136 45.0 

19-22 142 47.0 

>22 11 3.6 

Gender: 

Male 161 53.3 

Female 141 46.7 

Education: 

High school 143 47.4 

undergraduate 159 52.6 

Table 1 shows that almost half of 

respondents are university student and in 

age range of 19-22 years old and others are 

high schools’ student and in age range of 

15 – 18 years old. The respondents also 

almost have balanced in male and female. 

B. Measurement Model Test  

1. Convergent validity 

The validity of the questionnaires was 

tested by PLS and the results of outer 

loading was seen in Table 2. 
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Table 2. The Loading Factor Value To Test The 

Validity Of The Indicator 

   
  Con

f 

PE

U 

PU Sat TSE Trus

t 

UB 

Con1 0,891             

Con2 0,922             

Con3 0,881             

PEOU

1 

  0,904           

PEOU

2 

  0,891           

PEOU

3 

  0,907           

PU1     0,91

9 

        

PU2     0,93

7 

        

PU3     0,88

6 

        

Sat1       0,91

0 

      

Sat2       0,89

0 

      

Sat3       0,89

1 

      

TSE1         0,88

9 

    

TSE2         0,89

9 

    

TSE3         0,82

8 

    

Tr1           0,817   

Tr2           0,908   

Tr3           0,894   

UB1             0,77

1 

UB2             0,77

2 

UB3             0,87

1 

2. Reliability Test 

The consistency of an indicator was 

tested by the reliability test. They are 

measured by the value of composite 

reliability and Cronbach's alpha and the 

result was seen in Table 3. 
Table 3.  The Value Of Composite Reliability 

And Cronbach's Alpha 

 
 

  

Cronbach's Alpha Composite 

Reliability 

Conf 0,881 0,926 

PEU 0,884 0,928 

PU 0,902 0,939 

Sat 0,879 0,925 

TSE 0,843 0,905 

Trust 0,853 0,906 

UB 0,800 0,847 

 

Table 3 shows that all constructs have a 

composite reliability value above 0.7 

(reliable). 

 

C. STRUCTURAL MODEL TEST  

The measurement model test was done 

early before structural model test analyzing 

the structural relationship between the 

measured variables and their latent 

variables. They include path coefficients 

and coefficient of determination test. 

The determining of a hypothesis is 

accepted or not was analyzed using path 

coefficients and the results can be seen in 

Table 4 and Figure 2. 
Table 4. Hypothesis Analisis 

   
  Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

P 

Values 

explan

ation 

Conf 

-> PU 

0,207 0,206 0,056 0,000 accepted 

Conf 

-> Sat 

0,759 0,760 0,033 0,000 accepted 

PEU -

> PU 

0,595 0,595 0,058 0,000 accepted 

PU -> 

UB 

0,144 0,144 0,073 0,050 accepted 

Sat -> 

UB 

0,296 0,296 0,075 0,000 accepted 

TSE -

> 

Conf 

0,346 0,349 0,060 0,000 accepted 

TSE -

> 

PEU 

0,502 0,502 0,049 0,000 accepted 

TSE -

> PU 

-0,013 -0,011 0,038 0,730 rejected 

Trust 

-> UB 

0,153 0,160 0,065 0,020 accepted 

 

The analysis result on Figure 2 shows 

that almost all of the hypotheses are 

accepted except for hypothesis 1b. TSE had 

not significantly affect Perceived 

Usefulness. The result is not accordance 

with the studies by Bailey et al. [5], Shiau 

et al. [3], and Zhou et al. [6]. 

 
Figure 2. Hypothesis Analysis Result 

 

The hypotheses 1a and 1b were 

accepted. TSE had significant affect 
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Perceived ease of use. The result is in line 

with the studies by Bailey et al. [5]. The 

technological self-efficacy had also 

significant affect Confirmation and the 

result is accordance with Shiau et al. [3]. 

The analysis on TAM part of the model 

shows that hypotheses H2a and H2b were 

accepted. Perceived ease of use had 

significant affect use behavior and it is an 

accordance with study conducted by Senyo 

and Osabutey [8], Shaikh et al. [9], Singh et 

al. [10], Alalwan et al. [11]. Perceived ease 

of use had significant affect Perceived 

Usefulness and the result is in accordance 

with Singh et al. [12], Candra et al. [13], 

Hu et al. [14], Bailey et al. [5], and Zhou et 

al. [6]. 

Hypothesis H3 also shows the 

significantly effect on the relation of 

Percieved Usefulness and Use Behavior. 

The result is in accordance the studies by 

Senyo and Osabutey [8], Singh et al. [12], 

Chauhan et al. [15], Kalinic et al. [16], 

Singh et al. [10], Abrahão [17], Morosan 

and DeFranco [18], Shiau et al. [3], 

Baabdullah et al. [19], Alalwan et al. [20], 

Alalwan et al. [11], Alshare and Mousa 

[21], and Zhou et al. [6]. 

Confirmation has significant affect 

Perceived Usefulness and Satisfaction (H4a 

and H4b). And the result is an accordance 

with Aslam et al. [2] and Shiau et al. [3]. 

The last relations on Use Behavior show 

that Satisfaction and Trust (H5 and H6) 

were also accepted. The significantly affect 

Satisfaction on Use Behavior is accordance 

the studies conducted by Sharma and 

Sharma [4] and Shiau et al. [3]. Other 

result, the significantly affect Trust on Use 

Behavior is accordance the studies 

conducted by Shareef et al. [22], Hu et al. 

[23], Kaabachi et al. [24], and Yuan et al. 

[25]. 

The results on TSE as a predicted factor 

for confirmation and perceived ease of use 

and not for perceived usefulness are 

interesting for developer of fintech 

application. They must aware to 

technological self-efficacy of users. 

REFERENCES 

[1] Bhattacherjee, A. (2001). 

“Understanding information systems 

continuance: an expectation-

confirmation model. MIS Quarterly”, 

25(3), 351-370. 

[2] Aslam, W., Ham, M. and Farhat, K. 

(2019),"Building Brand Loyalty: An 

Application of Expectation 

Confirmation Model in Mobile Social 

Commerce," Journal of Commerce 

and Social Sciences, Vol. 13, no.4, 

pp. 806-825. 

[3] Shiau, W.-L., Yuan, Y., Pu, X., Ray, 

S. and Chen, C.C. (2020), 

"Understanding fintech continuance: 

perspectives from self-efficacy and 

ECT-IS theories", Industrial 

Management & Data Systems, Vol. 

120 No. 9, pp. 1659-1689. 

https://doi.org/10.1108/IMDS-02-

2020-0069.  

[4] Sujeet Kumar Sharma and Manisha 

Sharma (2019), “Examining the role 

of trust and quality dimensions in the 

actual usage of mobile banking 

services: An empirical investigation”, 

International Journal of Information 

Management, Volume 44, Pages 65-

75, ISSN 0268-4012, 

https://doi.org/10.1016/j.ijinfomgt.20

18.09.013.  

[5] Ainsworth Bailey, Iryna Pentina, 

Aditya S. Mishra, Mohammed Slim 

Ben Mimoun, (2017) "Mobile 

payments adoption by US consumers: 

an extended TAM", International 

Journal of Retail & Distribution 

Management, Vol. 45 Issue: 6. 

https://doi.org/10.1108/IJRDM-08-

2016-0144.  

[6] Tao Zhou, Yaobin Lu, and Bin Wang 

(2010), “Integrating TTF and UTAUT 

to explain mobile banking user 

adoption”, Computers in Human 

Behavior, Volume 26, Issue 4, Pages 

760-767, ISSN 0747-5632, 

https://doi.org/10.1016/j.chb.2010.01.

013.  

5



 

Investigating Fintech Service Adoption using Extended-ECM 

 

SISFORMA: Journal of Information Systems (e-Journal) Vol. 9 | No. 1 |Th. 2022 24 
ISSN 2442-7888 (online) DOI 10.24167/sisforma.v8i2.4101   

[7] Davis, F. D. (1989). “Perceived 

Usefulness, Perceived Ease of Use, 

and User Acceptance of Information 

Technology”. Management 

Information Systems Quarterly, 13(3), 

319–340. 

https://doi.org/10.2307/249008.  

[8] BPK Senyo and Ellis L.C. Osabutey 

(2020), “Unearthing antecedents to 

financial inclusion through FinTech 

innovations”, Technovation, Volume 

98, 102155, ISSN 0166-4972, 

https://doi.org/10.1016/j.technovation

.2020.102155.  

[9] Shaikh, I.M., Qureshi, M.A., Noordin, 

K., Shaikh, J.M., Khan, A. and 

Shahbaz, M.S. (2020), "Acceptance 

of Islamic financial technology 

(FinTech) banking services by 

Malaysian users: an extension of 

technology acceptance model", 

Foresight, Vol. 22 No. 3, pp. 367-383. 

https://doi.org/10.1108/FS-12-2019-

0105.  

[10] Nidhi Singh, Neena Sinha, and 

Francisco J. Liébana-Cabanillas 

(2020), “Determining factors in the 

adoption and recommendation of 

mobile wallet services in India: 

Analysis of the effect of 

innovativeness, stress to use and 

social influence”, International 

Journal of Information Management, 

Volume 50, Pages 191-205, ISSN 

0268-4012, 

https://doi.org/10.1016/j.ijinfomgt.20

19.05.022.  

[11] Ali Abdallah Alalwan, Yogesh K. 

Dwivedi, and Nripendra P. Rana 

(2017), “Factors influencing adoption 

of mobile banking by Jordanian bank 

customers: Extending UTAUT2 with 

trust, International Journal of 

Information Management, Volume 

37, Issue 3, 2017, Pages 99-110, 

ISSN 0268-4012, 

https://doi.org/10.1016/j.ijinfomgt.20

17.01.002. 

[12] Singh, S., Sahni, M.M. and Kovid, 

R.K. (2020), "What drives FinTech 

adoption? A multi-method evaluation 

using an adapted technology 

acceptance model", Management 

Decision, Vol. 58 No. 8, pp. 1675-

1697. https://doi.org/10.1108/MD-09-

2019-1318.  

[13] Candra, S., Nuruttarwiyah, F., 

Hapsari, I.H., (2020), “Revisited the 

Technology Acceptance Model with 

E-Trust for Peer-to-Peer Lending in 

Indonesia (Perspective from Fintech 

Users)”, International Journal of 

Technology. Volume 11(4), pp. 710-

721. 

https://doi.org/10.14716/ijtech.v11i4.

4032. 

[14]  Hu Z, Ding S, Li S, Chen L, Yang S 

(2019), “Adoption Intention of 

Fintech Services for Bank Users: An 

Empirical Examination with an 

Extended Technology Acceptance 

Model”, Symmetry. 11(3):340. 

https://doi.org/10.3390/sym11030340. 

[15] Vikas Chauhan, Rambalak Yadav, 

Vipin Choudhary, (2019) "Analyzing 

the impact of consumer 

innovativeness and perceived risk in 

internet banking adoption: A study of 

Indian consumers", International 

Journal of Bank Marketing, Vol. 37 

Issue: 1, pp.323-339, 

https://doi.org/10.1108/IJBM-02-

2018-0028. B7 [Chauhan et al. 

(2019)]. 

[16] Zoran Kalinic, Veljko Marinkovic, 

Sebastián Molinillo, Francisco 

Liébana-Cabanillas (2019), “A multi-

analytical approach to peer-to-peer 

mobile payment acceptance 

prediction”, Journal of Retailing and 

Consumer Services, Volume 49, 

2019, Pages 143-153, ISSN 0969-

6989, 

https://doi.org/10.1016/j.jretconser.20

19.03.016.  

[17] Ricardo de Sena Abrahão, Stella 

Naomi Moriguchi, Darly Fernando 

Andrade (2016), “Intention of 

adoption of mobile payment: An 

analysis in the light of the Unified 



 

Investigating Fintech Service Adoption using Extended-ECM 

 

SISFORMA: Journal of Information Systems (e-Journal) Vol. 9 | No. 1 |Th. 2022 25 
ISSN 2442-7888 (online) DOI 10.24167/sisforma.v8i2.4101   

Theory of Acceptance and Use of 

Technology (UTAUT)”, RAI Revista 

de Administração e Inovação, 

Volume 13, Issue 3, Pages 221-230, 

ISSN 1809-2039, 

https://doi.org/10.1016/j.rai.2016.06.0

03.  

[18] Cristian Morosan, Agnes DeFranco 

(2016), “It's about time: Revisiting 

UTAUT2 to examine consumers’ 

intentions to use NFC mobile 

payments in hotels”, International 

Journal of Hospitality Management, 

Volume 53, 2016, Pages 17-29, ISSN 

0278-4319, 

https://doi.org/10.1016/j.ijhm.2015.11

.003.   

[19] Abdullah M. Baabdullah, Ali 

Abdallah Alalwan, Nripendra P. 

Rana, Hatice Kizgin, Pushp Patil 

(2019), Consumer use of mobile 

banking (M-Banking) in Saudi 

Arabia: Towards an integrated model, 

International Journal of Information 

Management, Volume 44, Pages 38-

52, ISSN 0268-4012, 

https://doi.org/10.1016/j.ijinfomgt.20

18.09.002.  

[20] Ali Abdallah Alalwan, Yogesh K. 

Dwivedi, Nripendra P. Rana, Raed 

Algharabat (2018), “Examining 

factors influencing Jordanian 

customers’ intentions and adoption of 

internet banking: Extending UTAUT2 

with risk”, Journal of Retailing and 

Consumer Services, Volume 40, 

Pages 125-138, ISSN 0969-6989, 

https://doi.org/10.1016/j.jretconser.20

17.08.026.  

[21] Alshare, K.A. and Mousa, A.A. 

(2014) "The moderating effect of 

espoused cultural dimensions on 

consumer's intention to use mobile 

payment devices" 35th International 

Conference on Information Systems 

"Building a Better World Through 

Information Systems", ICIS 2014.  

[22] Mahmud Akhter Shareef, Abdullah 

Baabdullah, Shantanu Dutta, Vinod 

Kumar, Yogesh K. Dwivedi (2018), 

“Consumer adoption of mobile 

banking services: An empirical 

examination of factors according to 

adoption stages”, Journal of Retailing 

and Consumer Services, Volume 43, 

Pages 54-67, ISSN 0969-6989, 

https://doi.org/10.1016/j.jretconser.20

18.03.003.  

[23] Hu Z, Ding S, Li S, Chen L, Yang S 

(2019). “Adoption Intention of 

Fintech Services for Bank Users: An 

Empirical Examination with an 

Extended Technology Acceptance 

Model”, Symmetry, 11(3):340. 

https://doi.org/10.3390/sym11030340.  

[24] Kaabachi, S., Ben Mrad, S. and 

Fiedler, A. (2020), "The moderating 

effect of e-bank structure on French 

consumers’ trust", International 

Journal of Bank Marketing, Vol. 38 

No. 2, pp. 501-528. 

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

2019-0119.  

[25] Shunbo Yuan, Lei Liu, Baoduo Su, 

Hai Zhang (2020), “Determining the 

antecedents of mobile payment 

loyalty: Cognitive and affective 

perspectives”, Electronic Commerce 

Research and Applications, Volume 

41, 100971, ISSN 1567-4223, 

https://doi.org/10.1016/j.elerap.2020.

100971.  

 



Similarity Report

19% Overall Similarity
Top sources found in the following databases:

10% Internet database 18% Publications database

Crossref database Crossref Posted Content database

TOP SOURCES
The sources with the highest number of matches within the submission. Overlapping sources will not be
displayed.

1
FX Hendra Prasetya, Bernardinus Harnadi, Albertus Dwiyoga Widiantor... 7%
Crossref

2
Bernardinus Harnadi, FX Hendra Prasetya, Albertus Dwiyoga Widiantor... 2%
Crossref

3
pubsonline.informs.org 1%
Internet

4
digitalarchive.boun.edu.tr 1%
Internet

5
whiceb.cug.edu.cn <1%
Internet

6
Roca, J.C.. "Understanding e-learning continuance intention: An extens... <1%
Crossref

7
Stuart J. Barnes. "Strength of religious faith, trusting beliefs and their r... <1%
Crossref

8
"International Conference on Information Systems and Intelligent Appli... <1%
Crossref

9
Abed Alkarim M Ayyoub, Belal Ahmad Abu Eidah, Zuheir N. Khlaif, Mah... <1%
Crossref

Sources overview

https://doi.org/10.1109/ICIC50835.2020.9288597
https://doi.org/10.1109/ICIC56845.2022.10006981
https://pubsonline.informs.org/doi/10.1287/mnsc.35.8.982
http://digitalarchive.boun.edu.tr/bitstream/handle/123456789/18205/b2001668.029366.001.PDF?isAllowed=y&sequence=1
https://whiceb.cug.edu.cn/wp-content/uploads/2021/06/Full-Proceedings-of-WHICEB2021.pdf
https://doi.org/10.1016/j.ijhcs.2006.01.003
http://dx.doi.org/10.1504/IJIL.2009.021688
https://doi.org/10.1007/978-3-031-16865-9
https://doi.org/10.1016/j.heliyon.2023.e22068


Similarity Report

10
Pei-Lee. Teh, Pervaiz Khalid. Ahmed. "Understanding social commerce... <1%
Crossref

11
Emílio José Montero Arruda Filho, Aline Cristina Lobo Nogueira, Everal... <1%
Crossref

12
journal.binus.ac.id <1%
Internet

13
mpra.ub.uni-muenchen.de <1%
Internet

14
"Emerging Markets from a Multidisciplinary Perspective", Springer Scie... <1%
Crossref

15
Aries Susanto, Israhadi Tri Hutama, Elsy Rahajeng, Aida Fitriyani. "Dete... <1%
Crossref

16
Wenlong Zhu, Hao Zou, Ying Song, Lili Ren, Yingjie Xu. "Understanding ... <1%
Crossref

17
docplayer.net <1%
Internet

18
emrbi.org <1%
Internet

19
repository.uir.ac.id <1%
Internet

20
Al-Mashhadani, Ibrahim S.. "FinTech Adoption in the Jordanian Contex... <1%
Publication

21
Muneesh Kumar, Mamta Sareen. "chapter 2 Theoretical Foundations a... <1%
Crossref

Sources overview

https://doi.org/10.1109/ICMIT.2012.6225832
https://doi.org/10.1080/10580530.2021.1965678
https://journal.binus.ac.id/index.php/winners/article/download/7078/4378
https://mpra.ub.uni-muenchen.de/67878/1/MPRA_paper_67878.pdf
https://doi.org/10.1007/978-3-319-75013-2
https://doi.org/10.1109/CITSM50537.2020.9268863
https://doi.org/10.1080/21645515.2021.2013080
http://docplayer.net/13993726-Critical-factors-affecting-the-intention-for-adoption-of-customer-relationship-management-system-a-study-of-military-hospitals-in-taiwan.html
http://emrbi.org/wp-content/uploads/2014/09/euromed-6-2013.pdf
https://repository.uir.ac.id/2389/
https://gateway.proquest.com/openurl?res_dat=xri%3Apqm&rft_dat=xri%3Apqdiss%3A29995270&rft_val_fmt=info%3Aofi%2Ffmt%3Akev%3Amtx%3Adissertation&url_ver=Z39.88-2004
https://doi.org/10.4018/978-1-61350-353-9.ch002


Similarity Report

22
Shubhangi Singh, Marshal M. Sahni, Raj K. Kovid. "Exploring trust and r... <1%
Crossref

23
Rofikoh Rokhim, Iin Mayasari, Permata Wulandari, Handrix Chris Harya... <1%
Crossref

24
Campus-Wide Information Systems, Volume 30, Issue 2 (2013-05-27) <1%
Publication

Sources overview

https://doi.org/10.1504/IJEBR.2021.113152
https://doi.org/10.1108/VJIKMS-04-2022-0113
/viewEmerald.asp?key=d0eae146b8c20b693c531e204fbbcdba&oid=100233


Similarity Report

Excluded from Similarity Report

Submitted Works database Bibliographic material

Cited material Manually excluded sources

EXCLUDED SOURCES

journal.unika.ac.id
Internet

63%

repository.unika.ac.id
Internet

60%

researchgate.net
Internet

12%

scilit.net
Internet

8%

garuda.kemdikbud.go.id
Internet

8%

discovery.researcher.life
Internet

8%

Bernardinus Harnadi, Albertus Dwiyoga Widiantoro, F.X. Hendra Prasetya. "Inv...
Crossref

2%

Excluded from Similarity Report

http://journal.unika.ac.id/index.php/sisforma/article/download/4143/pdf
http://repository.unika.ac.id/30498/3/investigating4143-14403-1-PB.pdf
https://www.researchgate.net/publication/326099897_Consumer_adoption_of_mobile_banking_services_An_empirical_examination_of_factors_according_to_adoption_stages
https://www.scilit.net/container-group-articles?q=container_group_id%3A82684&sort=Newest
https://garuda.kemdikbud.go.id/author/view/553251?page=2
https://discovery.researcher.life/article/investigating-fintech-service-adoption-using-extended-ecm/437c7733d81e33a8914804d9387353e3
https://doi.org/10.1016/j.chbr.2024.100403

