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Abstract

Background: The widespread use of financial technology (FinTech) is a popular aspect across various fields, particularly in
online transportation. However, the usage has led to an increase in illegal FinTech, causing significant problems for public.
Issues related to account security, such as hacks leading to the loss of user balances and misuse of data, contribute to the erosion
of brand image and public trust. Despite the growing prominence of FinTech, explorations on the application in the context of
online transportation remain limited. Previous studies have not discussed the impact of brand image on perceived usefulness
and ease of use. Therefore, this current study explores the importance of combining brand image and trust factors to increase
user intention. This process is achieved by investigating brand image and trust as crucial factors influencing increased perceived
ease and benefits during the integration of FinTech in online transportation services.

Objective: This study aimed to measure the impact of brand image and trust factors on the adoption of FinTech in online
transportation.

Methods: The investigation was carried out with a quantitative analysis approach using Partial Least Squares—Structural
Equation Modeling (PLS-SEM). Furthermore, it focused on understanding FinTech services in online transportation,
incorporating factors such as trust, brand image, perceived ease of use, perceived usefulness, and user intention. Data were
collected by using a purposive sampling method through online questionnaire distribution. PLS-SEM was adapted for analyzing
variable relationships, hypotheses, and models.

Result: The results showed that factors including trust, perceived ease of use, and perceived usefulness significantly influenced
the willingness to use FinTech in online transportation services. However, it was observed that brand image factors did not
impact user intentions.

Conclusion: This study showed a critical aspect in understanding the value of FinTech services by explaining the importance
of establishing trust and building a good brand image as precursors. These factors indirectly contributed to increased perceived
benefits and ease of use. Therefore, the insights offered valuable input for companies aiming to develop trusted FinTech
platforms with a positive product image.
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1. INTRODUCTION

The continual development of information technology is crucial in various aspects of human life, particularly in the
banking industry. This progress is driven by the increasing importance of financial technology (FinTech), which
represents an innovative integration of technology and finance [1], [2], facilitating easy and rapid financial transactions
with a broad reach [3]. In addition, the widespread adoption of FinTech by customers can be attributed to the
convenience and benefits it offers, outweighing the associated risks. The increasing value of FinTech transactions,
described in the June 2020 figure of US$ 35,513 million for "Digital Payment" [4], is expected to grow by more than
100% in 2024, reaching a total of US$ 63,690 million [4]. The extensive use of FinTech is particularly advantageous
due to the continuous growth in mobile phone usage, projected to reach 89% in 2025 [5].

In online transportation services, the application is rapidly advancing through collaborative efforts between FinTech
and various transportation service providers. This collaboration significantly expands the scope of FinTech use. To
enhance the quantity of customers, service providers need to pay attention to improving the services. However, a
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critical concern arises with the spread of illegal FinTech, causing potential harm to public. Additionally, the low level
of account security, characterized by frequent hacks, has a detrimental impact on public trust and brand image such
as loss of user balances and misuse of data. Trust is a fundamental factor in the financial sector, as it helps users
overcome concerns and promotes the adoption of applications. The level of trust in new technology directly influences
FinTech usage, with greater trust correlating to increased adoption. Consequently, promoting trust among users is
essential for the continued growth of FinTech and the effectiveness in facilitating financial transactions [15].

Many FinTech service providers acknowledge that the perception of brand can influence user intention. The
establishment of a good brand image comprises users evaluating the quality of services comprehensively [6]-[8].
Users often associate a good brand image with expectations of convenience and benefits. Therefore, user trust is a
crucial aspect of the convenience and usability of FinTech. Also, a good brand image is a key factor in user preferences
when selecting a company, indicating the importance of maintaining a reputable image [9]. Studies further show that
a strong company brand image positively influences service promotion, thereby leading to increased usage by
customers [10].

This study focuses on factors such as perceived usefulness [11]-[13] and perceived ease of use [11], [12] in FinTech
domain, explicitly excluding online transportation sector. The analysis comprises considerations of brand image [14]
and trust factors [15], [16] from the respective perspectives. Existing literature [3] implies a substantial relationship
between trust factors, brand image, and user intention. However, the significance of brand image and trust in
influencing user intention has not been thoroughly examined, particularly in the context of the moderation of perceived
ease of use and perceived usefulness. The impact of brand image on user intention is evident, with a strong brand
image contributing to higher levels of customer trust. Therefore, the objective of the study is to investigate the impact
of brand image and trust in conjunction with perceived ease of use and perceived usefulness, aiming to strengthen user
intention. Previous investigations explored trust factors [15], [16], perceived ease of use [11], [12], perceived
usefulness [11]-[13], and brand image [14] in the payment context.

This current study is limited to exploring direct correlations between factors influencing user intention. Meanwhile,
the implementation of FinTech in the context of online transportation is still limited. As a result, the study describes
the importance of integrating brand image and trust factors to enhance user intention. There is also a lack of exploration
demonstrating the manner in which brand image influences perceived usefulness and ease of use to increase user
intention. Comprehending the value of FinTech services is crucial in building trust and creating a good brand image,
particularly based on the convenience and benefits of the service. Therefore, this study explores brand image and trust
as elements contributing to increased perceived ease of use and benefits of adopting FinTech in the context of online
transportation. The results offer valuable insights for the future development of FinTech application platforms.

II. LITERATURE REVIEW

A. Related Work

FinTech is a new phenomenon driven by the evolution of information technology in the banking sector [17].
Furthermore, it serves as an alternative for conducting financial transactions, experiencing rapid growth propelled by
the demand for transactional convenience and usability [18]. The increase in popularity is caused by the growing
number of users incorporating FinTech services into various transactions, including online transportation payment.
With the increasing use of online transportation services, there is a growing need for effective and efficient
transactions, making FinTech an ideal solution [19]. Additionally, this trend creates opportunities for a diverse range
of companies to venture into the development of FinTech services. These companies, ranging from startups to
established enterprises, recognize the potential of FinTech in meeting the evolving needs of customers.

Davis introduced Technology Acceptance Model (TAM) as a framework for understanding end-user behavior and
the acceptance of information-based technology [20]. TAM examines how customers adopt new technologies and the
factors influencing user selection, acceptance, and intention [21], [22]. Furthermore, the model describes that customer
inclination to apply technology is dependent on the intentions, and explores the aspects influencing technology use in
organizational frameworks. TAM also identifies the cause-and-effect beliefs (benefits and ease of use) in relation to
user behavior, goals, needs, and practical application of information systems [23], [24]. As a result, TAM theory is
continually used to comprehend user readiness for information technology [10], [25]. The model investigates the
factors influencing technology usage, explaining how certain elements, such as perceived usefulness and ease of use,
can impact why and how customers use new technology [20].

Perceived usefulness measures the extent to which technology provides benefits to users, thereby improving the
performance and quality of life [26], [27]. Users need to have confidence that technology will increase the
productivity. On the other hand, perceived ease of use assesses how easily someone perceives technology to be usable.
Perceived ease of use also reflects user confidence that the technology or system is user-friendly and will not cause
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problems [28], [29]. It is crucial to be aware that factors such as interaction and system use intensity influence
perceived ease of use [28], [30]. Therefore, high perceived ease of use reduces the time and energy needed to
comprehend technology, promoting the belief that the new system is more flexible, easy to understand, and operable
with relative ease. TAM also accommodates external factors influencing technology acceptance, with studies
indicating that trust [31] and brand image [14] are important factors in creating reliable FinTech services with
widespread user acceptance.

Trust factors play a significant role in shaping user decision and willingness to use a service [31], [32]. In other
words, when user trust in service is high, there is a higher possibility to use FinTech services [15], [31], [33]. This
trust level arises from users evaluating situations, such as reading recommendations in app reviews or observing others'
opinions. Therefore, to ensure the success of FinTech application development, service providers need to prioritize
maintaining trust in transactions and safeguarding personal information. This is crucial for users to perceive trust as a
key element providing a sense of security and peace of mind during transactions.

Brand image plays a crucial role in influencing the willingness to use a service. A good brand image can increase
user intention, indicating that the company offers the best services [34]. Therefore, brand image serves as a guarantee
for products and services, clearly outlining the company's commitment to improving service recognition and user
satisfaction [10], [35]. A brand image becomes a force that can positively impact user intention.

The main reason behind the development model in this study is its suitability as a conceptual framework, offering
a comprehensive and cohesive perspective on FinTech users in the context of digital payment. This context is
considered appropriate for implementing digital payment methods in online transportation, particularly at individual
level. Furthermore, the use of the variables mentioned previously to measure acceptance or implementation of digital
payment in the context of online transportation in Indonesia has not been extensively explored in previous studies.

B. Hypothesis Development

1) Brand Image

Brand image incorporates a combination of terms, names, designs, and symbols used to identify and distinguish a
product or service [34]. Furthermore, it is a crucial aspect that requires attention from every company. Brand image
can be formed by consistently delivering quality services, both existing and ongoing [11]. The evaluations of these
services contribute to the establishment of a reputation, and the satisfied user has the potential to recommend the entire
service to others. It is crucial to be aware that the process of building brand image is gradual and continuous in order
to achieve a favorable and trustworthy reputation.

Brand image reflects the external characteristics of a product or service, addressing the way in which brand fulfills
customers' psychological needs [36]-[38]. These psychological factors can influence perceived ease of use and
benefits associated with technology, particularly in the context of a good brand image [39], [40]. Typically, brand
reputation is both influenced by technology and products. When users use technology as customers, the acceptance of
technology can be influenced by brand reputation [41], [42]. This model is developed from the elements of TAM,
such as perceived ease of use, perceived usefulness, and behavioral intention [43]. Additionally, brand reputation
evolves based on user experiences [41], [42], [44], [45], while brand evaluation plays a central role in the progression
of brand relationships [41]. In the context of technology, brand image significantly impacts perceived value and utility
of technology [46].

A good brand is synonymous with ease of use and usefulness, offering various functionalities as a service to
customers. In general, customers tend to have confidence in using technology associated with a good brand [47], [48].
The confidence arises from the belief that customers will experience ease of use and benefit from the various
advantages provided by brand. This inclination promotes a sense of connection with brand.

Several studies argued that a good brand image had a favorable impact on user intentions to use a service, as it
enhanced perceived value of the service or product [12]. A good brand image is characterized by providing the best
quality for customers, including easy access to services at various locations and times [11]. Moreover, a good brand
image can offer products in line with user preferences, furnish detailed product information, and various other aspects.
All these factors significantly influence user readiness to use the service. Studies focusing on the use of FinTech
services in online transportation also continue to explain the substantial impact of brand image. As a result, the
following hypotheses are proposed:

H1: Brand image has a strong influence on perceived ease of use.

H2: Brand image has a strong influence on user intention.

H3: Brand image has a strong influence on perceived usefulness.
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2) Trust

Trust can be defined as the perception of confidence that a belief is considered true or real [1], [49], [50].
Psychologically, the trait reflects a person's values related to their intention to accept an action or decision [2], [51].
The significance of trust is evident in increasing the adoption of technology by customers because a high level of trust
instills consistent confidence. Therefore, trust has the potential to positively contribute to perceived usefulness of the
technology used [1], [52], [53]. Empirically, it has been proven that trust and perceived usefulness are significant
indicators in predicting user intention to adopt specific technologies [24].

Trust also influences the ease of use of technology because customers feel that the provided products have been
well-prepared. This shows that FinTech services or features do not contain harmful elements. Consequently, building
customers' trust is crucial, as it influences perceived ease of use, usefulness, and user intention. It can be concluded
that increasing the level of trust in a particular technological service creates user-friendly experience, thereby shaping
perceptions of the product's benefits after repeated use [30], [54]. User’s level of trust directly influences the extent to
which they easily interact with technology.

When customers can trust the service provider, there is a tendency to perceive benefits from the services provided
[24], [26]. Simultaneously, trust in the services of the service provider comprises various essential activities, such as
verifying services, unifying services, and controlling service interactions. However, when trust diminishes, customers
may spend more time and effort assessing services to avoid potential injustices from service providers [26]. Based on
the explanations, the following hypotheses are formulated:

H4: Trust has a strong impact on perceived ease of use.

HS5: Trust has a strong impact on user intention.

H6: Trust has a strong impact on perceived usefulness.

3) Perceived ease of use

Perceived ease of use can be defined as the extent to which customers believe that using technology will provide
freedom from excessive effort [8], [55]. This implies that perceived simplicity of using technology tends to develop
based on user's level of trust [1], [49]. Additionally, user readiness to adopt technology, particularly in the scope of
FinTech, is influenced by the level of affordability of use [7], [8]. Most studies in the technology field explained that
opinions about ease of use played a crucial role in shaping public views on the application and use of technology.
Therefore, this concept has significant importance in formulating the subsequent hypothesis.

H7: Perceived ease of use has a strong impact on user intention.

4) Perceived usefulness

Perceived Usefulness (PU) shows the benefits of a particular system in improving performance to achieve desired
results [25], [56]. Furthermore, perceived usefulness is a measure of the extent to which the use of technology can
enhance customer performance. This indicates that using technology is perceived as advantageous for adopters [§],
[55]. Perceived usefulness is also a key factor influencing user intention to adopt a system or technology, as explained
in TAM model introduced by Davis [8], [43]. Several other studies also confirm the crucial role of perceived
usefulness in influencing user behavioral willingness to use a service [16], [25], [56]-[60]. In simple terms, user tends
to use FinTech services when they find the service useful in meeting transactional needs. Based on this concept, the
following hypothesis is formulated:

HB8: Perceived usefulness has a strong impact on user intention.

III. METHODS

This quantitative study was conducted using Structural Equation Modeling (SEM), through a questionnaire and
purposive sampling method. Data were collected through Google Forms from August to October 2022, comprising a
total of 346 participants. However, a total of 133 participants were considered valid, based on careful screening and
filtering of FinTech and online transportation users. According to Hair, Anderson, Tatham, & Black, a sample size
that was too large could complicate model development. In order to obtain the desired results using SEM, a sample
size of 100-200 respondents was considered sufficient [61]. Prior to data collection, participants were required to
complete an informed consent form, provide their biodata, and signify their agreement by signing, ensuring
compliance with ethical standards.

Study instruments were developed based on questionnaire designs from relevant previous investigations, adapted
to suit the needs of this current work. For example, brand image questions were sourced from P. Thaichon and T. N.
Quach [37], and D. Kala and D. S. Chaubey [38]. Questions on Perceived Ease of Use were derived from Norman and
Skinner [91], and those on Perceived Usefulness were adapted from L. M. Chuang, Liu, and Kao [49] and [53].
Additionally, trust dimension was borrowed from J. M. Hansen et al [53], while User Intention was adopted from L.
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M. Chuang, Liu, and Kao [49] and J. M. Hansen et al [53]. It should be acknowledged that all the instruments were
applied to meet the specific needs of this investigation.

This study adopted a Likert scale, ranging from 1 to 6, to assess various elements. The scale spanned from a high
level of disagreement at number 1 to a high level of agreement at number 6. Typically, the selection of a 6-point Likert
scale was intended to enhance participants' ease of response, as it was considered more possible to produce a strong
degree of reliability, according to Chomeya (2010) [62]. In the context of this investigation, this scale was expected
to provide a significant advantage [62].

This measurement method aimed to facilitate respondents in answering the questions and tended to produce high-
reliability values, making the application highly effective. During the testing of hypotheses, SEM with Partial Least
Square (PLS) method was applied [63], [64]. Conceptually, SEM is a data analysis method capable of simultaneously
testing complex relationships between variables. Meanwhile, PLS was used in this analysis to establish relationships
between independent and dependent variables based on several indicators. The two-stage SEM analysis comprised the
initial step of establishing a measurement model, including assessing indicators of construct reliability and validity.
The subsequent stage tested the framework to determine relationships between variables or correlations between
constructs [65]. The hypotheses, developed based on a literature review from various trusted scientific sources, were
in line with this study, reflecting interrelated variables that formed a model shown in Fig. 1.

Perceived Ease of

Brand Image

Intention to Use

Perceived
Usefullness

Fig. 1 Study Model

TABLE 1
CHARACTERISTIC OF RESPONDENTS
Characteristic Criteria Frequency (n= 133) Percent (%)
Gender Male 67 50,4
Woman 66 49,6
Job-status Businessman 4 3,0
Student / Student / College Student 114 85,7
Private Employees/PNS 14 10,5
Housewife 1 0,8
Age 15 - 20 years 86 64,7
21 - 25 years old 44 33,1
31 - 35 years old 2 1,5
41 - 45 years old 1 0,8
Duration use <1 year 14 10,5
1 year — 3 years 45 33,8
3 years — 5 years 50 37,7
>5 years 24 18,0
IV. RESULT

A. Characteristic of Respondents

The characteristics of respondents ensured that the criteria for any source of information or experiment were correct
as expected. This study comprised 50.4% male and 49.6% female, with the majority of respondents being students,
accounting for 85.7% of the Job status. Additionally, the highest percentage of respondents was in the age range of
15-20, constituting 64.7%. The respondents represented the younger generation, characterized by quick understanding
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and skills in adapting to technology. Based on observation, approximately 10.5% had used FinTech for online
transportation for less than one year, 33.8% for one to three years, 37.6% for three to five years, and 18.0% had used
the platform for more than five years. Table 1 shows the unique characteristics of all respondents considered.

B. Measurement Construct Validity and Reliability

Quantitative analysis is very important because it describes the validity and reliability of a construct used to measure
a variable. This assessment ensured the accuracy and dependability of instruments in producing reliable results.
Additionally, the model analysis used SEM approach to assess model fit. Variable analysis was conducted on each
indicator, comprising 8 indicators (BI1-BI8) for Brand Image, 5 (T1-T5) for Trust, 7 (PEAS1-PEAS7) for Perceived
Ease of Use, 7 (PEOU1-PEOU7) for Perceived Usefulness, and 7 (ITU1-ITU7) for User Intention. The measurement
details for all indicators were shown in Table 2 and Fig. 2.

The initial step in assessing validity was examining the indicators. Construct validity testing ensured that the factor
loading score reached at least 0.6, indicating acceptable item validity [65], [66]. According to Table 2, all factor
loadings were above the threshold of 0.6. The next stage consisted of evaluating internal consistency reliability using
Cronbach's alpha and AVE values. Table 2 showed Cronbach's alpha values meeting the minimum threshold of 0.7.
All constructs have significant Cronbach's alpha values, surpassing 0.7, which indicated good internal consistency
[65], [66]. The evaluation also included determining convergent validity using the average variance extracted (AVE).
In this study, AVE values for each framework were estimated to exceed 0.5 [65], [66]. The results in Table 2 showed
that AVE values for each construct were more than 0.5 thresholds.

TABLE 2
CONSTRUCT VALIDITY AND RELIABILITY
Variable Indicator Loading Factor Cronbach’s alpha AVE
Brand Image Bl1l1 0,679 0,886 0,559
B12 0,780
BI13 0,709
B14 0,800
BI15 0,740
B16 0,819
B17 0,741
BI18 0,700
Perceived ease of use PEASI1 0,780 0,897 0,620
PEAS2 0,898
PEAS3 0,765
PEAS4 0,790
PEASS 0,773
PEAS6 0,683
PEAS7 0,811
Perceived Usefulness PEOU1 0,861 0,876 0,579
PEOU2 0,759
PEOU3 0,791
PEOU4 0,826
PEOUS5 0,757
PEOU6 0,693
PEOU7 0,614
Trust Tl 0,859 0,892 0,699
T2 0,368
T3 0,772
T4 0,361
T5 0,818
Intention to Use ITU1 0,836 0,912 0,660
1TU2 0,331
ITU3 0,824
1TU4 0,870
ITUS 0,852
ITU6 0,830
ITU7 0,622

*Source: Data Analysis (2022)

C. Model Fit Measurement

The coefficient of determination (R-squared or R2) is a statistical indicator for evaluating the appropriateness of a
structural model. This evaluation metric signified the degree to which the independent or latent variables in the model
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could describe the variability of the dependent variable. According to Hair et al. [65], R2 could be expressed as a
percentage, ranging from 0 to 1. A higher value indicated greater effectiveness in explaining variations in the
dependent variable. Consequently, the strength of a relationship was categorized as weak, moderate, or strong based
on the correlation between the dependent and independent variables. When R2 value equaled or exceeded 0.75, the
relationship was considered strong. Moreover, when the value was in the range of 0.75 and 0.50, the relationship was
considered moderate, while values below 0.50 indicated a less strong correlation.

R2 could be used to predict the future impact of FinTech use on online transportation. This scenario implied that a
high value could increase prediction accuracy. The model adeptly explained user intention towards FinTech in online
transportation, with R2 value of 0.764. Consequently, the effect of brand image, belief, perceived value, and perceived
ease of use accounted for 76.4% of readiness to use. The model also described that brand image and trust adequately
moderated the relationship between perceived user-friendliness of FinTech in the online transportation sector.
Additionally, R2 value of 0.643 asserted that approximately 64.3% of the observed influence originated from brand
image and the level of trust. The final model indicated that brand image and trust moderated perceived benefits of
using FinTech in online transportation, with an R2 value of 0.678, signifying that the influence reached 67.8%. Further
details could be seen in Fig. 2 and Table 3.

Bl PEAST PEAS2 PEAS3 PEAS4 PEASS PEASE PEAST

— \\ e T o /’/‘

0.790

0780_0898 0.763 0.773 0683 0811

BI3

Bl4

BI5

Perceived Ease ITU1
BI6 ofuse 3 A
' ITu2
BI7 0836/‘
- ITU3
ITU4
0.830_ ITUS
= Intention to 0.622\‘
Use ~ ITUB
A
T2 ITU7
T3
T4
Trust
15
0.861 (750 0791 Pechived 0757 0693 0.614
e R
PECOU1 PEOU2 PEOU3 PECU4 PEOUS PEOUG PEOU7

Fig. 2 Model Fit Measurement

TABLE 3
MODEL FIT MEASUREMENT
Dependent Variable R-square Description
Intention to Use 0,764 Strong
Perceived ease of use 0,643 Moderate
Perceived Usefulness 0,678 Moderate

D. Result of Hypothesis

In SEM PLS, hypothesis testing relied on t-stats and p-values, leading to the acceptance or rejection of hypotheses.
According to Hair et al. [67], the critical t-statistic value for accepting or rejecting a hypothesis was +1.96. Specifically,
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when the calculated t-statistic value was in the range of -1.96 to 1.96, the hypothesis was rejected but when it was
outside the range, the hypothesis was accepted. As discussed by Hair et al. [67], t-statistics (bootstrapping) method
was used to assess the significance of relationships among constructs. In SEM PLS analysis process, p-value below
0.005 was necessary for a hypothesis to be considered significant [8] [9]. Using SMARTPLS 4.0 software, the analysis
results showed that among the eight proposed hypotheses, seven were considered significant, while one hypothesis
was rejected for not reaching the appropriate level of significance. The details of the analysis conclusions could be
seen in Table 4.

TABLE 4
RESULT HYPOTHESIS
Hypothesis T stats P value Result Analysis
H1  Brand Image -> Perceived ease of use 3,041 0,002 Sig and Accepted
H2  Brand Image -> Intention to Use 0,325 0,749 Not Sig and rejected
H3  Brand Image -> Perceived Usefulness 5,583 0,000 Sig and Accepted
H4  Trust -> Perceived ease of use 3,788 0,000 Sig and Accepted
HS  Trust -> Intention to Use 3,021 0,005 Sig and Accepted
H6  Trust -> Perceived Usefulness 3,411 0,001 Sig and Accepted
H7  Perceived ease of use -> Intention to Use 3,428 0,001 Sig and Accepted
H8  Perceived Usefulness -> Intention to Use 3,616 0,000 Sig and Accepted

V. DISCUSSION

A. Hypothesis Results

The results comprised eight hypotheses that described the relationship between specific factors and the increased
implementation of FinTech in online transportation. Typically, the analysis showed that hypothesis 1, comprising a p-
value of 0.002, reflected the association between brand image and perceived user-friendliness, signifying the
acceptability and significance of the hypothesis. The result was consistent with previous studies [11], [14], indicating
that a good brand image provided comfort and was perceived as experienced in delivering the desired service. Brand
image was also considered to facilitate user recommendations and enhance understanding of FinTech concepts. This
showed the significant contribution of a good brand image to sustaining FinTech usage.

Hypothesis 2, which described the correlation between brand image and user intention, produced p-value of 0.749,
resulting in the rejection of the hypothesis. Brand image of FinTech services did not directly influence user intention.
The result deviated from several studies suggesting that FinTech adoption could be influenced independently by the
positive image. Therefore, it implied that having a good brand image was not sufficient to attract users, necessitating
additional efforts including promotional information or incentives such as vouchers to capture user attention.

Hypothesis 3 explored the connection between brand image and perceived usefulness, and produced p-value of
0.000, signifying the acceptance and significance of the hypothesis. Therefore, the use of promotions in FinTech
transactions, such as offering vouchers, discounts, or other incentives, was anticipated to enhance user interest in
trying these services. The perception of the benefits derived from FinTech services could be shaped by a good brand
image, specifically when company delivered quality functionalities and ensured access to comprehensive, accurate,
and up-to-date services. This scenario ensured that FinTech was in line with user expectations for daily life needs,
thereby promoting a positive user experience.

Hypothesis 4 focused on the correlation between trust and perceived ease of use, and was accepted with p-value of
0.000, affirming the significance of the relationship. The result was in line with [35], [57], [72], supporting the idea
that a high level of user trust in FinTech services could contribute to the perception that using the service was easy.
Ensuring transaction security and accuracy in the top-up process enhanced user confidence, minimizing disruptions
to the service process. Consequently, high levels of trust could positively contribute to the ease of use of FinTech
services, particularly when these functions were executed effectively, such as secure transactions, accurate results,
and reliable information.

Hypothesis 5 explored the association between trust and determination to use, and was accepted with p-value of
0.000. The result was consistent with [16], [35], [73], indicating that strong trust in FinTech services could influence
user intention to adopt the services. Therefore, trust was cultivated through a sense of security regarding user accounts
and accurate transaction processes.

Hypothesis 6 examined the relationship between trust and perceived usefulness, and was accepted with p-value of
0.000. The result was consistent with previous explorations [16], [57], confirming that a substantial level of trust in
FinTech services could shape user perceptions of user-friendliness of the services. Therefore, trust in the entire
transaction process in FinTech services could enhance the perception of user-friendliness.
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Hypothesis 7 focused on the connection between perceived ease of use and willingness to use, and was accepted
with p-value of 0.000, indicating the significance of the relationship. Consequently, the result supported [57], [72],
that user intention to adopt such technologies could be increase by perceived user-friendliness of FinTech services.
The convenience offered by FinTech in the transaction process ensured time efficiency and instilled a sense of security,
thereby increasing user willingness to use the services.

Hypothesis 8 described the association of perceived usefulness with willingness to use, and was accepted with p-
value of 0.000, confirming the significance of this relationship. Typically, the result was in line with previous studies
[25], [56], showing that perceived usefulness of FinTech service could amplify user intention to adopt the technology.
Leveraging FinTech services in shared transportation brought substantial benefits, improved payment process, and
granted users the freedom to access these services without being constrained by time and location.

B. Contributions and Implications

This study aimed to contribute scientifically to FinTech literature, particularly in the context of digital payment. To
achieve this aim, an investigation was conducted into the relationship between variables and the identification of
factors influenced by public health in the use of online transportation services through FinTech. In the context of
digital payment in Indonesia, this study extended the application of TAM. Consequently, the result showed that
external factors, such as brand image and trust, had a significant, direct, and positive impact on perceived usefulness
and perceived ease of use in TAM model context. These factors also significantly influenced the willingness to use
FinTech as digital payment method.

The formation of brand image played a crucial role in the adoption of FinTech as a means of digital payment. In
summary, this study concluded that the willingness to use the platform for digital payment was affected by variables
such as brand image, trust, perceived usefulness, and perceived ease of use. The result offered valuable perspectives
for enhancing and advancing FinTech as digital payment tool in the future. Therefore, it was essential to consider user
convenience and comfort in the design, with simple and easy-to-understand instructions. This action would ensure
that users quickly comprehend and operate FinTech, leading to a positive experience when making transactions for
online transportation services. Additionally, improving service quality and the efficiency of functional use were crucial
aspects to be considered.

Another important consideration was the regular integration of secure and reliable technology into FinTech as part
of digital payment system, along with consistent evaluation and improvement. This approach allowed healthcare
providers to deliver higher-quality outcomes and reduce costs in an effective and efficient manner. However, good
quality or brand reputation could not always guarantee an increase in user intention toward existing technology.
Therefore, this study provided insights to users and providers of FinTech services as digital payment tool to enhance
the quality.

The result showed that the implementation of FinTech as digital transaction method in online transportation still
required further development. This implied that usage and promotion should be increased in order to ensure the
successful integration of the technology. Additionally, digital payment service providers needed to structure their
services effectively. This simply means that FinTech digital payment system should integrate with traditional services.
A typical approach to achieving this action was to gradually incorporate FinTech as digital payment until it achieved
the right position. In other words, users tended to be interested and opt for FinTech because the services were
considered useful or easy to use. Another important action to take was to provide public education about FinTech as
a form of digital payment and the potential benefits that could be derived from using the platform [3]. Since merely
providing FinTech as digital payment platform was insufficient to increase user engagement, efforts were needed to
offer insights to users, by providing motivation to significantly use the platform. Another aspect that required
improvement was internet connectivity, hence, the growth of FinTech as a means of digital payment was essential to
ensure equal access. Future investigation should also explore other potential causes or influences and be beneficial for
enhancing aspects including perceived ease of use and perceived usefulness. Additionally, policies, rules, and
procedures that could guarantee customer privacy in terms of security should be established, even when privacy issues
were not identified as significant problems in this study.

In the context of online transportation, FinTech "digital payment" assisted user in enjoying several benefits from
transaction activities that were easy and suited to their needs. The primary advantage was in the ease of transactions,
which enabled customers to use digital payment more consumptively. Furthermore, FinTech provided several
advantages in various transactions, allowing user to carry out transactions safely and conveniently. Despite the
advantages, digital payment users were advised to increase their understanding to avoid potential risks and threats.
Service providers were also expected to focus more on optimizing the services to ensure customers feel safe and
comfortable using digital payment, particularly in terms of user security. All these aspects were indirectly influenced
by brand image and the level of user trust in FinTech services as a means of digital payment.
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VI. CONCLUSIONS

In conclusion, the willingness to use FinTech in online transportation services was evaluated based on perceived
ease of use, trust, and perceived usefulness. Consequently, this study found that customer trust evolved from secure
transaction services to accurate balance storage. A high level of trust, specifically concerning full (100%) protection
of the application, facilitated easy use and promoted positive usability perceptions among customers. These factors
were expected to increase user willingness to adopt FinTech as digital transaction method for online transportation.
Furthermore, the result showed that brand image had no impact on user willingness to use FinTech for digital
transactions. This scenario signified that customers perceived a well-known brand image as not necessarily providing
the desired benefits and, in some cases, even being less user-friendly due to complex requirements. It was also found
that FinTech developers, serving as providers of digital payment services in online transportation, could identify
opportunities, particularly considering the substantial number of young users demanding efficient services. Therefore,
services offered were expected to meet customer needs and guarantee efficiency, comfort, information, and integrity.
FinTech services on online transportation platforms needed to prioritize user-friendly experience as this action would
help promote adoption and increase user interest. This study contributed to a more comprehensive understanding of
FinTech by offering a richer and deeper perspective on the implications from a historical perspective. However, there
was a need for further development from other perspectives, including social factors, culture, and user geographic
location.
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