Center for Management Science Research

ISSN: 3006-5291 3006-5283

Volume 4, Issue 5, 2026

DIGITAL CONSUMER BEHAVIOR AND FINTECH ADOPTION IN
PAKISTAN: THE ROLE OF TRUST AND FINANCIAL LITERACY

Syeda Iqra Amjad ' Muhmmad Suliman®

IStudent, Business and Marketing, University of East London
‘Department of Business university of Peshawar

* . . . 2 . .
Isyedaigraamjad@gmail.com,”muhmmadsuliman@gamil.com

Keywords

Digital ~ Consumer  Behavior,
FinTech Adoption, Trust,
Financial Literacy, Technology
Acceptance  Model,  Digital

Finance, Pakistan.

Article History

Received: 14 March 2026
Accepted: 22 April 2026
Published: 11 May 2026

Copyright @Author
Corresponding Author: *
Syeda Iqra Amjad

INTRODUCTION

Abstract

The rapid growth of digital technologies has significantly transformed
consumer financial behavior and accelerated the expansion of Financial
Technology (FinTech) services worldwide. In Pakistan, FinTech adoption has
increased due to rising internet penetration, smartphone usage, and digital
financial initiatives; however, challenges related to trust and financial literacy

continue to affect consumer acceptance of digital financial services. This study
examined the influence of trust and financial literacy on digital consumer
behavior and FinTech adoption in Pakistan. The study adopted a
quantitative research design based on the Technology Acceptance Model
(TAM). Primary data were collected through a structured questionnaire from
300 digital consumers using a convenience sampling technique. Statistical
analysis was conducted using descriptive statistics, correlation analysis, and
multiple regression analysis to examine the relationships among the study
variables. The findings revealed that trust, financial literacy, and digital
consumer behavior had significant positive effects on FinTech adoption. Trust
was identified as a critical factor influencing consumers’ confidence in using
digital financial platforms, while financial literacy enhanced consumers’
ability to understand and utilize FinTech services effectively. The results
further indicated that digitally engaged consumers demonstrated a higher
likelihood of adopting digital financial technologies. The study concluded that
improving consumer trust and financial literacy can significantly enhance
FinTech adoption and support financial inclusion and digital economic
development in Pakistan. The findings provide valuable implications for
policymakers, financial institutions, and FinTech companies seeking to
strengthen the country’s digital financial ecosystem.

developing economies, FinTech has become a

The rapid advancement of digital technologies
has significantly transformed the global financial
services industry, leading to the emergence and
expansion of financial technology (FinTech).
FinTech refers to technology-driven financial
innovations that improve the delivery,
accessibility, and efficiency of financial services
through digital platforms such as mobile
banking, e-wallets, online lending, peer-to-peer

payments, and robo-advisory systems. In

critical instrument for enhancing financial
inclusion, reducing transaction costs,
promoting cashless economies. Pakistan, with its
growing penetration, expanding
smartphone usage, and increasing governmental
focus on digital transformation, has witnessed
remarkable growth in digital financial services
over the last decade. Platforms such as Easypaisa,
JazzCash, SadaPay, and NayaPay

accelerated the adoption of digital transactions

and

internet

have
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among consumers, particularly among younger
and urban populations.

The State Bank of Pakistan (SBP) and the
Government of Pakistan have introduced several
initiatives to strengthen the digital financial
ecosystem, including the National Financial
Inclusion Strategy (NFIS) and Raast instant
payment system. These initiatives aim to
promote financial accessibility, transparency,
and digital payment integration across the
country. Despite these developments, FinTech
adoption in Pakistan remains uneven and
relatively lower compared to many emerging
economies. A substantial portion of the
population continues to rely on traditional cash-
based transactions due to concerns regarding
cybersecurity, fraud, lack of technological
understanding, and insufficient trust in digital
financial institutions. Recent studies indicate
that although awareness of digital financial
services is increasing, consumers’ willingness to
adopt FinTech solutions is heavily influenced by
their perceptions of trust, security, and financial
competence.

Digital consumer behavior has evolved
considerably in response to technological
innovation and changing lifestyle patterns.
Consumers increasingly prefer convenient, fast,
and accessible financial services that can be
managed remotely through smartphones and
internet-enabled devices. However, consumer
decision-making in digital financial
environments is influenced by multiple
psychological,  technological, and  socio-
economic factors. Among these factors, trust has
emerged as one of the most critical determinants
of FinTech adoption. Trust reflects consumers’
confidence in the reliability, security, privacy,
and performance of digital financial platforms.
In online financial transactions, where physical
interaction is absent, consumers often perceive
higher risks associated with fraud, misuse of
personal information, and transaction failure.
Therefore, higher levels of institutional trust and
perceived  security  significantly  enhance
consumers’ intention to use FinTech services.
Financial literacy is another crucial factor
influencing digital financial behavior and
FinTech adoption. Financial literacy refers to an
individual’s ability to understand financial
concepts, evaluate financial products, and make
informed financial decisions. In the context of

digital finance, financially literate consumers are
more capable of understanding the benefits and
risks associated with FinTech services, which
positively affects their adoption intentions.
Conversely, low financial literacy may increase
uncertainty, risk perception, and resistance
toward digital financial innovations. Empirical
studies conducted in Pakistan have consistently
demonstrated that individuals with higher levels
of financial and technological literacy are more
likely to adopt mobile banking, digital wallets,
and other FinTech solutions. Furthermore,
financial literacy enhances users’ confidence in
handling digital financial systems and reduces
anxiety associated with online transactions.

In Pakistan, the relationship between trust and
financial literacy is particularly important due to
the  socio-economic  and  technological
characteristics of the market. Many consumers
remain skeptical about the safety and credibility
of digital financial platforms because of
increasing incidents of cyber fraud, phishing
attacks, and inadequate customer support
services. Public discussions and community
experiences further highlight concerns related to
digital scams, poor service quality, and lack of
consumer protection mechanisms, which
negatively influence trust in FinTech services. At
the same time, limited financial education and
digital awareness, especially in rural and semi-
urban areas, continue to hinder widespread
FinTech acceptance. Therefore, understanding
how trust and financial literacy shape digital
consumer behavior is essential for policymakers,
financial institutions, and FinTech companies
seeking to expand digital financial inclusion in
Pakistan.

Moreover,  demographic = changes  and
technological modernization are reshaping
consumer expectations within the financial
sector. Younger consumers, university students,
freelancers, and digitally connected populations
are increasingly engaging with digital financial
platforms for payments, savings, investments,
and online shopping. The growth of e-
commerce, remote work, and digital
entrepreneurship  has  further  accelerated
dependence on digital financial systems.
However, sustainable FinTech growth requires
more than technological availability; it requires
consumer confidence, financial capability, and
effective regulatory frameworks that ensure
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privacy, transparency, and security. Researchers
have emphasized that trust-building
mechanisms, financial education programs, and
user-friendly technologies are essential for
improving longterm FinTech adoption and
customer satisfaction.

The existing literature on FinTech adoption in
Pakistan primarily focuses on technological
acceptance factors such as perceived usefulness,
ease of use, and social influence. Comparatively
fewer studies have comprehensively examined
the combined role of trust and financial literacy
in shaping digital consumer behavior toward
FinTech services. Additionally, the rapidly
changing digital financial landscape necessitates
updated empirical investigations that reflect
contemporary attitudes  and
behavioral patterns. This study therefore seeks to
examine the impact of trust and financial literacy
on FinTech adoption among digital consumers
in Pakistan. By investigating the behavioral
dynamics influencing digital financial decisions,
the study aims to contribute to the growing body
of knowledge on digital finance and provide
practical implications for financial institutions,
regulators, and policymakers striving to
strengthen Pakistan’s digital economy.

consumer

Problem Statement

The rapid digital transformation of the financial
sector has significantly altered consumer
financial behavior across the world, particularly
through the emergence of Financial Technology
(FinTech) services such as mobile banking,
digital wallets, online payments, and peer-to-peer
financial applications. In Pakistan, the
increasing penetration of smartphones, internet
accessibility, and government-led digitalization
initiatives have accelerated the availability of
FinTech platforms including Easypaisa,
JazzCash, SadaPay, and NayaPay. Despite these
developments, the adoption rate of digital
financial services among Pakistani consumers
remains comparatively low and inconsistent,
especially in rural and semi-urban areas where
traditional cash-based transactions continue to
dominate financial activities.

One of the major challenges hindering FinTech
adoption in Pakistan is the lack of consumer
trust in digital financial systems. Consumers
often perceive online financial transactions as
risky due to concerns related to cybersecurity

threats, privacy breaches, fraud, identity theft,
and unreliable digital infrastructures. Since
FinTech services operate in virtual environments
without direct physical interaction, trust
becomes a critical determinant influencing
consumers’  willingness to adopt and
continuously use digital financial platforms.
Weak institutional confidence, limited
consumer protection awareness, and negative
experiences associated with online scams further
intensify resistance toward digital financial
technologies in Pakistan.

Another significant issue affecting FinTech
adoption is the low level of financial literacy
among consumers. A large segment of the
Pakistani population lacks sufficient knowledge
regarding  financial ~—management, digital
transactions, online security practices, and the
effective use of technological financial services.
Limited financial literacy reduces consumers’
ability to evaluate the benefits and risks
associated with FinTech platforms, thereby
increasing uncertainty and reluctance toward
digital financial engagement. Individuals with
inadequate financial understanding may also
struggle to trust emerging financial technologies
due to fear of financial loss, technological
complexity, and lack of awareness regarding
digital financial opportunities.

Although previous studies have examined
technological acceptance factors such as
perceived usefulness, ease of use, and social
influence, limited research has comprehensively
investigated the combined influence of trust and
financial literacy on digital consumer behavior
and FinTech adoption within the Pakistani
context. Furthermore, the rapidly evolving
digital financial landscape demands updated
empirical evidence to understand how
consumers’ trust perceptions and financial
competencies shape their behavioral intentions
toward FinTech services.

Therefore, there is a critical need to investigate
the role of trust and financial literacy in
influencing digital consumer behavior and
FinTech adoption in Pakistan. Understanding
these relationships will help policymakers,
financial institutions, educators, and FinTech
service providers develop effective strategies to
enhance consumer confidence, improve
financial awareness, and promote sustainable
digital financial inclusion across the country.
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Research Questions

1. What is the relationship between trust
and FinTech adoption among digital consumers
in Pakistan?

2. How does financial literacy influence
FinTech adoption among Pakistani consumers?
3. What is the impact of digital consumer

behavior on the adoption of FinTech services in
Pakistan?

4. To what extent do trust and financial
literacy jointly affect consumers’ intention to use
digital financial technologies?

5. What strategies can enhance consumer
trust and financial literacy to improve FinTech
adoption in Pakistan?

Research Objectives

General Objective

To examine the role of trust and financial
literacy in influencing digital consumer behavior
and FinTech adoption in Pakistan.

Specific Objectives

1. To analyze the impact of trust on
FinTech adoption among Pakistani consumers.
2. To evaluate the influence of financial

literacy on consumers’ adoption of digital
financial services.

3. To examine the relationship between
digital consumer behavior and FinTech usage in
Pakistan.

4. To investigate the combined effect of
trust and financial literacy on consumers’
behavioral intention toward FinTech adoption.
5. To provide recommendations for
improving digital financial inclusion through
enhanced consumer trust and financial
education in Pakistan.

Significance of the Study

This study is significant because it addresses the
growing importance of digital financial
technologies in Pakistan’s evolving financial
ecosystem. As FinTech services continue to
transform banking, payment systems, and
consumer financial behavior, understanding the
factors influencing their adoption has become
essential for achieving sustainable digital
financial inclusion. By examining the role of
trust and financial literacy in shaping digital
consumer behavior, the study contributes
valuable insights into the behavioral and

psychological determinants affecting FinTech
adoption in Pakistan.

The study is academically significant as it
expands the existing literature on digital
consumer behavior and technology adoption by
integrating trust and financial literacy within the
context of FinTech services in a developing
economy. While previous studies have primarily
focused on technological factors such as
perceived usefulness and ease of use, this
research provides a more comprehensive
understanding of how consumer confidence and
financial knowledge influence behavioral
intentions toward digital financial platforms.
The findings may also serve as a foundation for
future researchers investigating consumer
behavior, digital finance, and financial inclusion
in emerging markets.

From a practical perspective, the study is
important for FinTech companies, commercial
banks, and digital financial service providers
operating in Pakistan. The findings will help
these institutions identify the major trust-related
and educational barriers that discourage
consumers from adopting digital financial
services. Understanding consumer concerns
regarding security, privacy, reliability, and
financial awareness can assist organizations in
designing more secure, userfriendly, and
consumer-oriented FinTech
Additionally, the study may support the
development of targeted marketing strategies
and customer education programs aimed at
increasing user confidence and longterm
customer engagement.

The study also holds policy significance for
government institutions, financial regulators,
and policymakers such as the State Bank of
Pakistan (SBP). The findings can support the
formulation of effective digital financial policies,
cybersecurity regulations, and financial literacy
initiatives that encourage wider FinTech
adoption across diverse socio-economic groups.
Enhancing public trust and financial knowledge
can contribute to the achievement of national
objectives related to financial inclusion, digital
transformation, and economic modernization.
Furthermore, the study is socially significant
because increased FinTech adoption can
improve financial accessibility for underserved
populations, particularly individuals in rural and
semi-urban areas with limited access to

solutions.
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traditional banking services. By identifying the
factors that influence consumers’ willingness to
engage with digital financial platforms, the
research may contribute to reducing financial
exclusion, promoting cashless transactions, and
strengthening economic participation among
marginalized communities.

Overall, this study provides theoretical,
practical, policy, and social contributions by
offering a deeper understanding of how trust
and financial literacy shape digital consumer
behavior and FinTech adoption in Pakistan.

Literature Review

The rapid advancement of digital technologies
has transformed the global financial landscape,
leading to the emergence and expansion of
Financial Technology (FinTech). FinTech refers
to the integration of technological innovations
into financial services to improve accessibility,
efficiency,  convenience, and  customer
experience. Services such as mobile banking,
digital wallets, online payments, peer-to-peer
lending, and cryptocurrency platforms have
significantly changed consumer financial
behavior worldwide. In developing countries
like Pakistan, FinTech has become increasingly
important for promoting financial inclusion,
reducing dependency on traditional banking
systems, and supporting digital economic
growth. However, despite the growing
availability of digital financial services, consumer
adoption remains influenced by multiple
behavioral, technological, and socio-economic
factors.

Digital Consumer Behavior and FinTech
Adoption

Digital consumer behavior refers to the patterns,
attitudes, and decision-making processes of
consumers when interacting with digital
technologies and online platforms. In the
context of FinTech, consumer behavior is
shaped by perceptions regarding usefulness,
convenience, risk, trust, security, and financial
knowledge. According to Davis (1989),
consumers are more likely to adopt
technological innovations when they perceive
them as useful and easy to use. This concept has
been widely applied in FinTech research to
explain consumer acceptance of digital financial
services.

Recent studies suggest that changing consumer
lifestyles, internet accessibility, and smartphone
penetration have accelerated digital financial
engagement globally. Consumers increasingly
prefer digital payment systems because they
provide speed, flexibility, and convenience
compared to traditional banking methods. In
Pakistan, the growth of ecommerce, freelance
work, and mobile internet usage has further
encouraged the use of digital financial platforms
such as Easypaisa, JazzCash, and SadaPay.
However, the adoption rate remains
inconsistent due to concerns regarding trust,
cybersecurity, and lack of financial awareness.
Researchers have highlighted that digital
consumer behavior in developing economies
differs from that in developed countries because
of  infrastructural  limitations,  cultural
influences, and varying levels of technological
readiness. Shaikh and Karjaluoto (2015) argued
that consumers in emerging economies tend to
exhibit higher uncertainty avoidance regarding
online financial transactions, making behavioral
factors more significant in influencing FinTech
adoption. Similarly, Ryu (2018) identified
perceived benefits and perceived risks as critical
determinants affecting consumer attitudes
toward FinTech services.

Trust and FinTech Adoption

Trust has emerged as one of the most important
determinants influencing consumers’ intention
to adopt FinTech services. Trust refers to
consumers’ confidence in the reliability,
integrity, security, and performance of digital
financial systems. Since FinTech services involve
online transactions without direct physical
interaction, consumers often perceive higher
levels of uncertainty and risk. Therefore, trust
plays a crucial role in reducing perceived risk and
encouraging technology acceptance.

Gefen, Karahanna, and Straub (2003)
emphasized that trust significantly influences
online consumer behavior by reducing
uncertainty  associated ~ with  electronic
transactions. In the FinTech context, trust is
closely associated with data security, privacy
protection, institutional credibility, and service
reliability. Consumers are more willing to use
digital financial platforms when they believe
their personal and financial information is
secure.
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Several empirical studies have confirmed the
positive relationship between trust and FinTech
adoption. Kim, Tao, Shin, and Kim (2010)
found that perceived trust significantly
influenced consumers’ intention to adopt
mobile payment systems. Likewise, Oliveira et al.
(2016) reported that trust positively affects
mobile banking adoption by reducing
consumers’ security concerns and increasing
confidence in digital services.

In Pakistan, trust remains a major challenge for
digital financial adoption. Consumers often
hesitate to use FinTech services due to fear of
cyber fraud, hacking, identity theft, and misuse
of financial information. Studies conducted in
Pakistan indicate that consumers’ trust in digital
platforms is strongly associated with perceived
security and institutional credibility. Khan et al.
(2025) observed that trust and perceived security
significantly influence consumers’ intention to
use digital banking and FinTech services in
Pakistan. Similarly, Anwar et al. (2025)
concluded that trust in technology mediates the
relationship between financial literacy and
FinTech adoption among university students in
Pakistan.

The literature further suggests that trust is
multidimensional and includes structural
assurance, technological  reliability,  and
interpersonal trust. Structural assurance refers to
consumers’ belief that legal and institutional
frameworks can protect them against online
risks. In  developing economies where
cybersecurity  regulations and  consumer
protection mechanisms are still evolving, trust
becomes even more important for encouraging
FinTech usage.

Financial Literacy and FinTech Adoption
Financial literacy refers to an individual’s ability
to understand financial concepts, evaluate
financial products, and make informed financial
decisions. It includes knowledge related to
budgeting, savings, investments, interest rates,
financial risks, and digital transactions.
Financial literacy has become increasingly
important in the digital era because consumers
are required to navigate complex financial
technologies independently.

Lusardi and Mitchell (2014) described financial
literacy as a key determinant of financial well-
being and effective financial decision-making.

Financially literate individuals are more likely to
understand the advantages and risks associated
with digital financial services, which positively
influences their adoption behavior. Conversely,
low financial literacy increases uncertainty,
financial anxiety, and resistance toward financial
innovation.

Several studies have demonstrated a positive
relationship between financial literacy and
FinTech adoption. Morgan and Trinh (2020)
found  that financially  knowledgeable
individuals are more likely to use mobile
banking and digital payment systems because
they better understand the operational and
security aspects of digital finance. Likewise,
Junger and Mietzner (2020) observed that
financial  literacy
confidence in using FinTech platforms and
reduces perceived technological complexity.

In Pakistan, financial literacy levels remain
relatively low, particularly in rural and low-
income communities. Many consumers lack
adequate understanding of digital financial
systems, online security measures, and electronic
transaction procedures. This lack of financial
knowledge limits their ability to adopt and
effectively utilize FinTech services. Abbas and
Khan (2024) found that financial literacy
positively affects consumers’ willingness to adopt
FinTech services in traditional banking
environments. Similarly, Malik and Sohail
(2025) reported that financial literacy
significantly enhances mobile banking adoption
by increasing consumer confidence and
reducing uncertainty.

Moreover, financial literacy is closely connected
with digital literacy and technological awareness.
Consumers  with  higher  technological
competence are more likely to trust digital
financial systems and perceive them as
beneficial. Therefore, financial literacy not only
influences financial decision-making but also
strengthens consumers’ readiness to engage with
digital financial technologies.

enhances  consumers’

Relationship Between Trust and Financial
Literacy

Existing literature suggests that trust and
financial literacy are interrelated factors
influencing FinTech adoption. Financially
literate consumers are generally better equipped
to evaluate the credibility and security of digital
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financial services, which enhances their trust in
technology. Individuals with greater financial
understanding are more capable of identifying
legitimate platforms, understanding privacy
policies, and implementing online security
practices.

Anwar et al. (2025) highlighted that financial
literacy indirectly influences FinTech adoption
through trust in technology. Consumers who
possess adequate financial and technological
knowledge tend to exhibit lower perceived risk
and higher confidence in using digital financial
services. Similarly, Aftab, Fazal, and Andleeb
(2025) emphasized that financial literacy reduces
behavioral biases and improves rational
decision-making related to FinTech usage.

The interaction between trust and financial
literacy is particularly important in developing
economies like Pakistan, where digital financial
systems are still evolving. In such environments,
limited awareness regarding cybersecurity and
digital financial management may increase
consumers’  vulnerability to fraud and
misinformation, thereby reducing trust in
FinTech  services. Therefore, enhancing
financial literacy can serve as an effective strategy
for improving trust and encouraging digital
financial inclusion.

FinTech Adoption in Pakistan

Pakistan’s FinTech industry has experienced
substantial growth in recent years due to
increased internet penetration, smartphone
accessibility, and supportive government
initiatives. The introduction of digital payment
systems such as Raast, Easypaisa, JazzCash, and
branchless banking services has expanded
financial accessibility for millions of consumers.
Government institutions and the State Bank of
Pakistan have also introduced policies aimed at
promoting digital financial inclusion and
reducing reliance on cash-based transactions.
Despite these advancements, FinTech adoption
in Pakistan remains lower than expected. Several
barriers continue to hinder widespread
consumer acceptance, including cybersecurity
concerns, lack of trust, insufficient financial
literacy, poor digital infrastructure, and limited
awareness regarding FinTech benefits. Rural
populations and older consumers particularly
demonstrate lower adoption rates due to

technological resistance and inadequate digital
education.

Studies focusing on Pakistan indicate that trust,
perceived usefulness, social influence, and
financial literacy are among the strongest
predictors of FinTech adoption. Khan et al.
(2025) identified trust and social influence as
significant factors affecting digital banking
adoption in Pakistan. Likewise, Sibt-e-Ali (2025)
concluded that perceived ease of use, trust, and
financial literacy strongly influence consumers’
behavioral intention toward FinTech services in
Karachi.

The literature further highlights the need for
consumer education programs, stronger
cybersecurity frameworks, and transparent
financial regulations to improve trust in digital
financial systems. Researchers emphasize that
sustainable FinTech growth in Pakistan depends
not only on technological innovation but also on
consumers’

confidence and financial

capabilities.

Research Gap

Although substantial research has been
conducted on technology acceptance and
FinTech adoption, limited studies have
comprehensively examined the combined role of
trust and financial literacy in shaping digital
consumer behavior within the Pakistani context.
Most previous studies have focused primarily on
technological determinants such as perceived
usefulness and ease of use, while comparatively
less attention has been given to behavioral and
educational factors influencing consumer
adoption.

Additionally, the rapidly evolving nature of
digital finance requires updated empirical
evidence regarding consumer perceptions, trust
dynamics, and financial awareness in Pakistan.
Existing studies often focus on specific
demographic groups such as students or urban
consumers, creating a gap in understanding
broader digital consumer behavior across diverse
socio-economic populations. Therefore, this
study seeks to fill this gap by investigating how
trust and financial literacy collectively influence
FinTech adoption among digital consumers in
Pakistan.
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Underpinning Theory

Technology Acceptance Model (TAM)

The present study is underpinned by the
Technology ~ Acceptance  Model  (TAM)
developed by Fred Davis in 1989. TAM is one of
the most widely used theoretical frameworks for
explaining and predicting users’ acceptance and
adoption of technological innovations. The
theory proposes that an individual’s intention to
adopt and wuse a technology is primarily
influenced by two major factors: Perceived
Usefulness (PU) and Perceived Ease of Use
(PEOU).

According to TAM, perceived usefulness refers
to the extent to which an individual believes that
using a particular technology will improve
performance, efficiency, or convenience. In the
context of FinTech adoption, consumers are
more likely to adopt digital financial services if
they perceive that such technologies provide
benefits such as faster transactions, accessibility,
convenience, reduced transaction costs, and
efficient financial management. Perceived ease
of use refers to the degree to which consumers
believe that using a technological system will be
free from effort or complexity. If FinTech
applications are user-friendly, understandable,
and easy to operate, consumers are more likely
to develop positive attitudes toward their usage.
The relevance of TAM to this study lies in its
ability to explain how digital consumer behavior

influences FinTech adoption in Pakistan. Trust
and financial literacy can be integrated into the
TAM framework as external variables that shape
consumers’ perceptions regarding the usefulness
and ease of use of digital financial technologies.
Consumers with higher levels of trust in digital
financial systems are more likely to perceive
FinTech platforms as reliable and beneficial,
thereby increasing their behavioral intention to
adopt such services. Similarly, financially literate
individuals are better able to understand digital
financial products and technological processes,
which reduces perceived complexity and
enhances acceptance of FinTech services.

In Pakistan, where concerns regarding
cybersecurity, online fraud, privacy risks, and
lack of digital awareness remain significant
barriers to FinTech adoption, TAM provides an
appropriate  theoretical ~ foundation  for
understanding consumer acceptance behavior.
The theory supports the argument that positive
perceptions regarding trust, security, and
financial ~ understanding can  improve
consumers’ attitudes toward digital financial
technologies and ultimately influence their
adoption intentions.

Therefore, the Technology Acceptance Model
provides a strong theoretical basis for examining
the relationship between trust, financial literacy,
digital consumer behavior, and FinTech
adoption in Pakistan.
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CONCEPTUAL FRAMEWORK

TRUST
: H1 (+)
\  Consumers’ confidence in
“ @ ) the security, reliability and
credibility of FinTech H4 (+)
services.
$
=
H3(+)
DIGITAL CONSUMER p———————
BEHAVIOR FINTECH {\DO?TION
Consumers’ engagement and Consumers' intention and
) - actual use of FinTech
usage of digital platforms '
FINANCIAL LITERACY and financial technologies. services.

L!!-I Consumers’ knowledge
and understanding of
financial concepts and  >
digital financial services. H2 (+)

.................................

Hé6 (+)

e e

(Joint Effect of Trust and Financial Literacy)

\ Independent Variables

Mediating Variable

D Dependent Variable — Positive Relationship

Hypotheses

H1: Trust has a significant positive effect on
FinTech adoption among digital consumers in
Pakistan.

H2: Financial literacy has a significant positive
effect on FinTech adoption among Pakistani
consumers.

H3: Digital consumer behavior has a significant
positive relationship with FinTech adoption in
Pakistan.

H4: Trust significantly influences digital
consumer behavior toward FinTech services.
Hb5: Financial literacy significantly influences
digital consumer behavior toward FinTech
services.

H6: Trust and financial literacy jointly have a
significant positive effect on FinTech adoption
in Pakistan.

Methodology

Research Design

The study adopted a quantitative research
approach using an explanatory and cross-
sectional research design to examine the
relationship between digital consumer behavior,
trust, financial literacy, and FinTech adoption in
Pakistan. The quantitative method was
considered appropriate because it enabled the
researcher to  statistically  analyze  the
relationships among the study variables and test
the proposed hypotheses objectively. The cross-
sectional design was used because data were
collected from respondents at a single point in
time.

Research Philosophy and Approach

The study was conducted under the, which
emphasizes objective measurement, empirical
observation, and statistical analysis of social
phenomena. positivist research philosophy A
deductive research approach was employed
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because the study developed hypotheses from
existing theories and previous literature,
particularly the Technology Acceptance Model
(TAM), and tested them using empirical data
collected from respondents.

Population of the Study

The target population of the study consisted of
digital financial service users in Pakistan,
including individuals who used mobile banking
applications, digital wallets, online payment
systems, internet banking, and other FinTech
services. The population included university
students, employed professionals, freelancers,
business owners, and general consumers who
had  experience with  digital financial
transactions. The study mainly focused on
consumers residing in urban and semi-urban
areas where internet access and FinTech services
were more widely available.

Sample Size and Sampling Technique

A sample size of 400 respondents was selected
for the study. The sample size was considered
adequate for quantitative statistical analysis and
hypothesis testing because it ensured sufficient
representation of the target population and
improved the reliability of the findings.

The study employed a non-probability
convenience sampling technique to collect data
from respondents who were easily accessible and
actively using FinTech services. This sampling
method was considered appropriate because of
the widespread use of online platforms and the
practical difficulty of obtaining a complete
sampling frame of all FinTech users in Pakistan.
Respondents  were  approached  through
universities, social media platforms, online
communities, and digital communication
channels.

Data Collection Method

Primary data were collected through a structured
questionnaire developed based on previous
studies and established measurement scales
related to trust, financial literacy, digital
consumer behavior, and FinTech adoption. The
questionnaire consisted of two sections. The first
section gathered respondents’ demographic
information such as age, gender, education level,
occupation, and frequency of FinTech usage.
The second section contained close-ended

statements measured on a five-point Likert scale,
ranging from 1 = Strongly Disagree to 5 =
Strongly Agree.

The questionnaire was distributed electronically
using online survey platforms such as Google
Forms to facilitate easy access and broader
respondent participation across different regions
of Pakistan.

Measurement of Variables
The study included one dependent variable and
three independent variables:

. Dependent Variable:

o FinTech Adoption

. Independent Variables:

o Trust

o Financial Literacy

o Digital Consumer Behavior

Measurement items were adapted from previous
validated studies to ensure content validity and

reliability.

Data Analysis Techniques

The collected data were analyzed using the
Statistical Package for Social Sciences (SPSS).
Both descriptive and inferential statistical
techniques were applied to analyze the data.
The following statistical methods were used:

1. Descriptive Statistics

Descriptive analysis such as frequencies,
percentages, means, and standard deviations was
used to summarize respondents’ demographic
characteristics and study variables.

2. Reliability Analysis

Cronbach’s Alpha was applied to assess the
internal consistency and reliability of the
measurement scales.

3, Correlation Analysis

Pearson correlation analysis was conducted to
examine the strength and direction of
relationships among trust, financial literacy,
digital consumer behavior, and FinTech
adoption.

4, Regression Analysis

Multiple regression analysis was performed to
evaluate the impact of independent variables on
FinTech adoption and test the proposed
hypotheses.
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Ethical Considerations

Ethical standards were carefully maintained
throughout the research process. Respondents
participated voluntarily, and informed consent
was obtained before data collection. Participants
were assured that their responses would remain
confidential and would only be used for
academic purposes. Personal information was
not disclosed, and respondents were allowed to
withdraw from the study at any stage without any
pressure or consequence.

Validity and Reliability

To ensure the validity of the research
instrument, the questionnaire items were
adapted from previously published studies and
reviewed for clarity and relevance. A pilot study
was conducted before the final data collection
process to identify ambiguities and improve the

1. Demographic Analysis

quality of the questionnaire. Reliability was
ensured through Cronbach’s Alpha values
exceeding the acceptable threshold of 0.70,
indicating satisfactory internal consistency of the
measurement scales.

Data Analysis

Introduction

This section presents the analysis and
interpretation of the data collected from 400
respondents  regarding  digital consumer
behavior and FinTech adoption in Pakistan. The
data were analyzed using the Statistical Package
for Social Sciences (SPSS). Descriptive statistics,
reliability analysis, correlation analysis, and
regression analysis were conducted to examine
the relationships between trust, financial
literacy, digital consumer behavior, and FinTech
adoption.

Table 1: Demographic Profile of Respondents (N = 400)

Demographic Variable Category Frequency Percentage (%)
Gender Male 228 57.0
Female 172 43.0
Age 18-25 Years 156 39.0
26-35 Years 148 37.0
36-45 Years 66 16.5
Above 45 Years 30 7.5
Education Intermediate 54 13.5
Bachelor’s Degree 198 49.5
Master’s Degree 124 31.0
PhD/Others 24 6.0
Occupation Student 126 31.5
Employed 174 43.5
Business Owner 58 14.5
Freelancer/Others 42 10.5

The demographic analysis revealed that the
majority of respondents were male (57%), while
female participants represented 43% of the
sample. Most respondents belonged to the age
group of 18-35 years, indicating that younger
individuals were more actively engaged with
FinTech services and digital financial
technologies. Regarding education, nearly half

of the respondents possessed a bachelor’s degree,
demonstrating that educated individuals were
more likely to participate in digital financial
activities. Additionally, employed individuals
constituted the largest occupational category,
followed by students, indicating substantial
FinTech  engagement among  working
professionals and young consumers.
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2. Descriptive Statistics

Table 2: Descriptive Statistics of Study Variables

Variable Mean Standard Deviation
Trust 4.02 0.71
Financial Literacy 3.88 0.76
Digital Consumer Behavior 4.10 0.69
FinTech Adoption 4.05 0.73

The descriptive statistics indicated that
respondents generally demonstrated positive
perceptions toward FinTech services. Digital
consumer behavior recorded the highest mean
value (M = 4.10), suggesting strong engagement
with digital platforms and online financial
services. FinTech adoption also showed a high
mean score (M = 4.05), indicating that
respondents were actively using digital financial

technologies. Trust and financial literacy also
recorded relatively high mean values, reflecting
that respondents possessed favorable attitudes
toward digital financial systems and moderate-to-
high financial knowledge.

The standard deviation values for all variables
were below 1.00, indicating that responses were
relatively consistent and there was limited
variation among respondents’ opinions.

3. Reliability Analysis

Table 3: Reliability Statistics

Variable Number of Items Cronbach’s Alpha
Trust 5 0.841
Financial Literacy 5 0.823
Digital Consumer Behavior 6 0.866
FinTech Adoption 5 0.851

Cronbach’s Alpha values for all variables
exceeded the recommended threshold of 0.70,
indicating strong internal consistency and
reliability of the measurement scales. Digital
consumer behavior demonstrated the highest

4. Correlation Analysis
Table 4: Pearson Correlation Analysis

reliability value (a0 = 0.866), followed by FinTech
adoption (a = 0.851). These results confirmed
that the questionnaire items were reliable and
suitable for further statistical analysis.

Variables Trust Financial Digital Consumer FinTech
Literacy Behavior Adoption

Trust 1

Financial Literacy 0.612** 1

Digit;ﬂ Consumer 0.645+ 0.598* |

Behavior

FinTech Adoption 0.711** 0.674** 0.736** 1

Note: Correlation is significant at the 0.01 level (2-tailed).

The correlation analysis revealed strong positive
relationships among all study variables. Trust
demonstrated a strong positive correlation with
FinTech adoption (r = 0.711, p < 0.01),

indicating that increased consumer trust

significantly enhanced the likelihood of
adopting FinTech services. Financial literacy also
showed a positive relationship with FinTech
adoption (r = 0.674, p < 0.01), suggesting that
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financially knowledgeable consumers were more
willing to engage with digital financial platforms.
Furthermore,  digital behavior
exhibited the strongest positive correlation with

FinTech adoption (r = 0.736, p < 0.01),

indicating that consumers who were more

consumer

5. Regression Analysis

Table 5: Model Summary

Model R R Square

1 0.801 0.642

The model summary indicated that the

independent variables collectively explained
64.2% of the variance in FinTech adoption (R2
= 0.642). This suggested that trust, financial

digitally engaged were more likely to adopt
FinTech technologies. The significant positive
correlations among the independent variables
also suggested that trust and financial literacy

positively  influenced  consumers’  digital
financial behavior.

Adjusted R Square Std. Error
0.637 0.421
significantly ~ contributed to  explaining
consumers’ adoption of FinTech services in
Pakistan. The high R wvalue (0.801)

demonstrated a strong relationship between the

literacy, and digital consumer behavior independent variables and FinTech adoption.
Table 6: ANOVA Results

Model Sum of Squares df Mean Square F Sig.
Regression 126.481 3 42.160 237.84 0.000
Residual 70.183 396 0.177

Total 196.664 399

The ANOVA results demonstrated that the
regression model was statistically significant (F =
237.84, p < 0.001). This indicated that the

independent variables collectively had a

Table 7: Coefficients of Regression Analysis

significant effect on FinTech adoption among
consumers in Pakistan. The significance value
below 0.05 confirmed the overall validity and
fitness of the regression model.

Variables Beta t-value Sig.
Trust 0.341 7.852 0.000
Financial Literacy 0.286 6.314 0.000
Digital Consumer Behavior 0.402 8.641 0.000
The regression coefficients revealed that all o Digital consumer behavior exhibited

independent variables had significant positive
effects on FinTech adoption.

. Trust significantly influenced FinTech
adoption (8 = 0.341, p < 0.001), indicating that
consumers who trusted digital financial systems
were more likely to adopt FinTech services.

. Financial literacy also demonstrated a
significant positive effect (B = 0.286, p < 0.001),
suggesting that financially educated consumers
possessed greater confidence and capability to
use digital financial technologies.

the strongest positive influence on FinTech
adoption (8 = 0.402, p < 0.001), indicating that

consumers actively engaged in  digital
environments were more likely to utilize
FinTech platforms.

The findings confirmed that trust, financial
literacy, and digital consumer behavior were
critical determinants of FinTech adoption in
Pakistan.
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6. Hypotheses Testing
Table 8: Hypotheses Results

Hypothesis Statement Result

H1 Trust has a significant positive effect on FinTech adoption. Supported
H2 Financial literacy has a significant positive effect on FinTech adoption. =~ Supported
H3 Digital consumer behavior positively influences FinTech adoption. Supported
H4 Trust significantly influences digital consumer behavior. Supported
H5 Financial literacy significantly influences digital consumer behavior. Supported
Hé6 Trust and financial literacy jointly influence FinTech adoption. Supported

The hypotheses testing results demonstrated
that all proposed hypotheses were supported.
The findings confirmed that trust, financial
literacy, and digital consumer behavior
significantly influenced FinTech adoption
among Pakistani consumers. The results
emphasized  that  increasing
confidence and financial awareness could

consumer
substantially ~ improve  digital  financial
participation and support the growth of FinTech
services in Pakistan.

Discussion

The findings of this study revealed that trust,
financial literacy, and digital consumer behavior
significantly influenced FinTech adoption
among consumers in Pakistan. The results
demonstrated that trust had a strong positive
relationship with FinTech adoption, indicating
that consumers were more likely to use digital
financial services when they perceived the
platforms as secure, reliable, and trustworthy.
This finding is consistent with previous studies
that emphasized trust as one of the most critical
determinants of digital financial acceptance,
particularly in developing economies where
cybersecurity concerns and online fraud risks
remain major barriers to technology adoption.
Consumers in Pakistan continue to exhibit
caution toward digital financial platforms due to
fears related to privacy breaches, transaction
failures, and misuse of financial information.
Therefore, trust emerged as a key psychological
factor shaping consumers’ willingness to engage
with FinTech services.

The study also found that financial literacy
significantly  affected FinTech  adoption.
Consumers  possessing  higher  financial
knowledge and awareness demonstrated greater
confidence in  using digital financial

technologies. Financially literate individuals
were better able to understand the benefits,
operational ~ procedures, and  security
mechanisms associated with FinTech services,
which reduced uncertainty and enhanced
technology acceptance. This result aligns with
earlier research suggesting that financial literacy
improves consumers’ ability to make informed
financial decisions and increases their readiness
to adopt innovative financial technologies. In
the Pakistani context, where a substantial
proportion of the population lacks adequate
financial education, limited financial literacy
continues to hinder widespread digital financial
participation.

Furthermore, the findings revealed that digital
consumer behavior had the strongest positive
effect on FinTech adoption. Consumers who
were more actively engaged with digital
technologies, online platforms, and internet
based services were more likely to adopt FinTech
solutions. The increasing use of smartphones,
social media, e-ccommerce platforms, and digital
communication  systems  has  gradually
transformed consumer expectations regarding
financial ~ services. =~ Modern  consumers
increasingly prefer financial solutions that offer
convenience, accessibility, speed, and flexibility.
The findings suggest that the growing
digitalization of consumer lifestyles is
significantly accelerating the adoption of digital
financial technologies in Pakistan.

The study additionally highlighted the
interrelationship between trust and financial
literacy in shaping digital consumer behavior.
Financially literate consumers were more
capable of evaluating the credibility and security
of FinTech services, which positively influenced
their trust in digital financial systems. Similarly,
trusted platforms encouraged consumers to
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explore and utilize digital financial technologies
more confidently. These findings support the
Technology Acceptance Model (TAM), which
explains that external variables such as trust and
knowledge  significantly  influence  users’
perceptions and behavioral intentions toward
technological adoption.

Overall, the results indicate that FinTech
adoption in Pakistan is not solely dependent on
technological availability but also on consumers’
confidence, awareness, and behavioral readiness.
The findings emphasize that sustainable growth
of the FinTech sector requires strengthening
consumer trust, enhancing financial literacy,
and promoting positive digital engagement
across society.

Conclusion

This study examined the role of trust and
financial literacy in influencing digital consumer
behavior and FinTech adoption in Pakistan. The
findings concluded that trust, financial literacy,
and digital consumer behavior are significant
determinants of consumers’ intention to adopt
and use digital financial technologies. Among
these wvariables, digital consumer behavior
emerged as the strongest predictor of FinTech
adoption, followed by trust and financial
literacy.

The study concluded that consumers are more
willing to adopt FinTech services when they
perceive digital financial platforms as secure,
reliable, and beneficial. Trust was identified as a
crucial factor in reducing consumers’ perceived
risks and increasing confidence in online
financial transactions. Similarly, financial
literacy enhanced consumers’ understanding of
digital financial systems, enabling them to make
informed decisions and effectively utilize
FinTech services.

The study also concluded that the increasing
digitalization of consumer lifestyles is rapidly
transforming financial behavior in Pakistan. The
widespread use of smartphones, internet
services, and digital applications has created
favorable conditions for FinTech growth.
However, concerns regarding cybersecurity,
online fraud, limited financial awareness, and
technological uncertainty continue to restrict
broader adoption among certain population
groups.

Overall, the study concluded that improving
trust and financial literacy can significantly
enhance FinTech adoption and contribute to
financial inclusion, digital transformation, and
economic development in Pakistan. The
findings provide important insights for
policymakers, financial institutions, and
FinTech companies seeking to strengthen the
country’s digital financial ecosystem.

Implications of the Study

The study offers important theoretical, practical,
and policy implications. Theoretically, the
research contributes to the existing literature on
digital consumer behavior and technology
adoption by integrating trust and financial
literacy within the FinTech adoption
framework. The study also extends the
application of the Technology Acceptance
Model (TAM) in the context of digital finance in
a developing economy.

From a practical perspective, the findings
provide valuable insights for FinTech
companies, banks, and digital financial service
providers. The results suggest that organizations
should prioritize building consumer trust
through improved cybersecurity measures,
transparent privacy policies, reliable transaction
systems, and efficient customer support services.
Enhancing user experience and simplifying
digital financial platforms may also encourage
greater adoption among consumers with varying
levels of technological competence.

The study further implies that financial literacy
programs are essential for improving consumers’
understanding of digital financial systems.
Educational institutions, banks, and
government agencies can develop awareness
campaigns, workshops, and digital training
initiatives to educate consumers regarding
online financial management, cybersecurity
practices, and the benefits of FinTech services.
At the policy level, the findings suggest that
government authorities and financial regulators
such as the State Bank of Pakistan should
strengthen  digital  financial  regulations,
consumer protection laws, and cybersecurity
frameworks to increase public confidence in
FinTech platforms. Effective policies promoting
digital inclusion and financial awareness can
accelerate the transition toward a more digitally
connected economy.
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Future Directions

Future researchers may expand this study by
examining additional variables influencing
FinTech adoption, such as perceived risk,
technological readiness, social influence, service
quality, cultural factors, and government
support. Including these variables may provide a
broader understanding of digital consumer
behavior in emerging economies.

Future studies may also employ longitudinal
research designs to analyze changes in consumer
attitudes and FinTech adoption behavior over
time. Since digital financial technologies are
rapidly evolving, longitudinal studies can
provide deeper insights into how trust and
financial literacy develop and influence
consumer decisions in the long term.
Additionally, future research can focus on
specific demographic groups such as rural
populations, elderly consumers, women
entrepreneurs, or small business owners to
explore differences in FinTech adoption
behavior  across  diverse  socio-economic
segments. Comparative studies between urban
and rural consumers or between different
provinces of Pakistan may also provide more
comprehensive findings.

Researchers may further use qualitative or
mixed-method approaches to gain deeper
insights into consumers’ personal experiences,
perceptions, and challenges associated with
digital financial technologies. Such approaches
can complement quantitative findings and
enhance understanding of the behavioral and
psychological dimensions of FinTech adoption.

Recommendations

Based on the findings of the study, several
recommendations are proposed to improve
FinTech adoption in Pakistan.

First, FinTech companies and financial
institutions should strengthen cybersecurity
systems and consumer data protection
mechanisms to enhance trust in digital financial
platforms. Secure transaction systems, two-factor
authentication, fraud detection technologies,
and transparent privacy policies can significantly
reduce consumers’ security concerns.

Second, government institutions and financial
regulators should launch nationwide financial
literacy and digital awareness programs to
educate consumers about digital financial

services, online transaction procedures, and
cybersecurity practices. Educational campaigns
should particularly target rural and underserved
communities where financial awareness remains
limited.

Third, FinTech service providers should focus
on developing user-friendly and accessible digital
platforms that are simple to understand and
operate. Reducing technological complexity can
encourage adoption among less technologically
experienced consumers.

Fourth, banks and FinTech organizations
should provide responsive customer support
services to assist consumers in resolving
technical and financial issues efficiently.
Effective customer service can improve user
satisfaction and strengthen consumer trust.
Finally,  policymakers  should
promoting digital financial inclusion through
supportive regulations, technological
infrastructure development, and incentives
encouraging digital transactions. Expanding
internet  accessibility = and  smartphone
penetration can further accelerate the adoption
of FinTech services across Pakistan.

continue

Limitations of the Study

Despite its contributions, the study had several
limitations. First, the study adopted a cross-
sectional research design, which limited the
ability to observe changes in consumer behavior
and FinTech adoption over time. A longitudinal
approach may provide more comprehensive
insights into evolving digital financial trends.
Second, the study used a convenience sampling
technique, which may limit the generalizability
of the findings to the entire population of
Pakistan. Respondents were mainly selected
from urban and semi-urban areas with greater
access to digital technologies, potentially
excluding perspectives from remote rural
communities.

Third, the study focused specifically on trust,
financial literacy, and digital consumer behavior
as predictors of FinTech adoption. Other
influential variables such as perceived risk,
service quality, social influence, and cultural
factors were not included in the research model.
Finally, the study relied on selfreported
responses collected through questionnaires,
which may be subject to respondent bias and
subjective interpretation. Some participants may
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have provided socially desirable responses rather
than reflecting their actual behaviors and
experiences.

Despite these limitations, the study provides
valuable insights into the factors influencing
FinTech adoption in Pakistan and offers a strong
foundation for future research in the field of
digital finance and consumer behavior.
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