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Financial  Literacy,  Pakistan, online financial services. In emerging economies such as Pakistan, fintech

Technology Acceptance Model adoption remains uneven despite increasing digital infrastructure, primarily due
to behavioral, psychological, and financial capability constraints. This study
examines the influence of digital consumer behavior on fintech adoption in

Article History Pakistan, while investigating the mediating role of trust and the moderating role
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Published: 18 May 2026 using a structured questionnaire. The results, analyzed through regression,

mediation, and moderation techniques, reveal that digital consumer behavior
significantly and positively influences fintech adoption. Trust was found to
Copyright @Author partially mediate the relationship between digital consumer behavior and fintech
adoption, indicating that greater digital engagement enhances adoption primarily
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through increased consumer trust. Furthermore, financial literacy was found to

Syeda Igra Amjad significantly strengthen the relationship between digital consumer behavior and
fintech adoption, suggesting that financially knowledgeable individuals are more
likely to convert digital engagement into actual fintech usage. The study
contributes to the Technology Acceptance Model by integrating behavioral and
financial dimensions within a unified fintech adoption framework. The findings
offer practical implications for fintech providers, financial institutions, and
policymakers in designing trustenhancing systems and financial literacy
initiatives to promote digital financial inclusion in Pakistan.

INTRODUCTION modern banking and consumer finance. Fintech
The rapid advancement of digital technologies has integrates innovative digital solutions such as

fundamentally transformed the global financial mobile banking, digital wallets, peer-to-peer
ecosystem, leading to the emergence of financial lending, blockchain systems, and online payment
technology (fintech) as a disruptive force in platforms to improve financial accessibility,

operational efficiency, and customer experience.
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The growing adoption of fintech services has
significantly altered consumer behavior by
encouraging cashless transactions and digitally
mediated financial activities across developed and
developing economies (Huo et al., 2024).

In Pakistan, the fintech sector has experienced
substantial growth due to increasing smartphone
penetration, internet  accessibility,  and
government-led digitalization initiatives. Digital
financial platforms such as Easypaisa, JazzCash,
SadaPay, and NayaPay have reshaped financial
transactions by offering convenient and cost-
effective alternatives to traditional banking
services. The increasing demand for digital
payment systems, e-commerce integration, and
online financial services demonstrates the growing
importance of fintech within Pakistan’s digital
However, despite significant
technological progress, fintech adoption among
Pakistani consumers remains inconsistent because
many users continue to prefer conventional cash-
based transactions due to concerns regarding trust,
cybersecurity risks, and inadequate financial
knowledge (Zhang et al., 2023).

Digital consumer behavior refers to consumers’
attitudes, intentions, preferences, and purchasing
decisions within online and technology-driven
environments. The increasing reliance on digital
platforms has changed how consumers interact
with financial institutions and conduct monetary
transactions. Consumers now demand faster,
secure, and userfriendly financial services that
align with their digital lifestyles. Nevertheless,
fintech adoption is strongly influenced by
psychological and behavioral factors, particularly
trust in digital systems and consumers’ financial
competency. Trust has emerged as a critical
determinant in digital financial environments

economy.

because fintech services involve sensitive financial
information, online data sharing, and transaction
security. Consumers are more likely to adopt
fintech applications when they perceive digital
financial platforms as secure, reliable, and
transparent (Zhao et al., 2024).

Financial literacy is another important factor
influencing fintech adoption. Financial literacy
reflects consumers’ ability to understand financial
concepts, evaluate financial risks, and make

informed  financial  decisions.  Individuals
possessing higher levels of financial literacy are
generally more confident in using digital financial
technologies and are better able to assess the
benefits and risks associated with fintech services.
In emerging economies such as Pakistan, low
financial literacy remains a major obstacle to
digital financial inclusion, particularly among
rural populations and low-income consumers
(Abbas & Khan, 2024).

Recent studies have highlighted the growing
importance of trust and financial literacy in
shaping consumers’ fintech adoption intentions.
Empirical evidence suggests that digital consumer
engagement  positively  influences  fintech
adoption, while trust and financial awareness
significantly strengthen consumers’ willingness to
utilize digital financial platforms (Ali, 2025).
Additionally, the increasing occurrence of cyber
threats, online fraud, and data breaches has
intensified consumer concerns regarding fintech
security, further emphasizing the importance of
trust in digital financial ecosystems (Waliullah et
al., 2025).

Despite the increasing expansion of fintech
services in Pakistan, limited empirical research has
comprehensively examined the combined
influence of digital consumer behavior, trust, and
financial literacy on fintech adoption within the
Pakistani context. Most previous studies focused
primarily on developed economies or examined
isolated determinants of fintech acceptance
without considering the integrated behavioral and
financial dimensions affecting consumer adoption
decisions. Therefore, this study investigates the
influence of digital consumer behavior on fintech
adoption while examining the mediating role of
trust and the moderating role of financial literacy
among consumers in Pakistan.

Problem Statement

The rapid digital transformation of the financial
sector has accelerated the emergence of fintech
services across Pakistan. Digital financial platforms
have provided consumers with convenient,
efficient, and accessible financial solutions,
including mobile banking, online transactions,
and electronic payment systems. Despite the
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expansion of fintech services and increasing
internet penetration, the adoption rate of fintech
applications among Pakistani consumers remains
relatively low compared to many developing and
developed economies. A significant proportion of
the population continues to rely on traditional
cash-based transactions due to concerns regarding
cybersecurity risks, lack of trust in digital financial
platforms, and insufficient financial literacy.
Trust represents one of the most critical challenges
affecting fintech adoption in Pakistan. Consumers
are often reluctant to engage in online financial
transactions because of fears related to fraud, data
privacy breaches, cybercrime, and poor digital
security infrastructure. In addition, financial
literacy remains limited among many consumers,
particularly in rural and semi-urban areas,
reducing individuals’ ability to understand digital
financial services and effectively evaluate their
benefits and associated risks. Consequently, low
financial awareness restricts consumers’
confidence in adopting fintech technologies and
hinders broader financial inclusion.

Although previous studies have investigated
fintech adoption using technology acceptance
perspectives such as the Technology Acceptance
Model (TAM) and Unified Theory of Acceptance
and Use of Technology (UTAUT), limited
empirical evidence exists regarding the integrated
role of digital consumer behavior, trust, and
financial literacy within Pakistan’s fintech
ecosystem. Most prior research has either
examined trust or financial literacy independently,
while insufficient attention has been given to their
combined impact on fintech adoption behavior in
emerging economies such as Pakistan.
Furthermore, Pakistan possesses unique socio-
economic, technological, and cultural
characteristics that may influence digital financial
behavior differently from developed countries.
Therefore, the absence of comprehensive
empirical research addressing these variables
creates a significant knowledge gap for
policymakers, financial institutions, and fintech
providers seeking to promote digital financial
inclusion and strengthen consumer adoption of
fintech services in Pakistan.

Research Questions

1. How does digital consumer behavior
influence fintech adoption in Pakistan?
2. What effect does trust have on

consumers’ intention to adopt fintech services in
Pakistan?

3. How does financial literacy influence
fintech adoption among Pakistani consumers?

4. Does trust mediate the relationship
between digital consumer behavior and fintech
adoption?

5. Does financial literacy moderate the
relationship between digital consumer behavior
and fintech adoption?

Research Objectives

1. To examine the influence of digital
consumer behavior on fintech adoption in
Pakistan.

2. To investigate the effect of trust on
consumers’ fintech adoption intentions.

3. To analyze the impact of financial literacy
on fintech adoption among Pakistani consumers.
4. To examine the mediating role of trust
between digital consumer behavior and fintech
adoption.

5. To evaluate the moderating role of
financial literacy in the relationship between
digital consumer behavior and fintech adoption.

Significance of the Study

This study holds substantial theoretical, practical,
and policy significance in the field of fintech and
digital consumer behavior research. Theoretically,
the study contributes to the existing body of
knowledge by integrating digital consumer
behavior, trust, and financial literacy within the
fintech adoption framework in the context of
Pakistan. The study extends the applicability of the
Technology Acceptance Model by incorporating
behavioral and financial dimensions that
influence consumers’ adoption of digital financial
technologies in emerging economies.

Practically, the findings of this study will assist
fintech companies, commercial banks, digital
payment providers, and financial institutions in
understanding the key determinants influencing
consumers’ fintech adoption behavior. The study
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will help organizations design secure, user-friendly,
and consumer-oriented fintech platforms that
enhance customer trust and engagement.
Additionally, the findings will support fintech
providers in developing targeted awareness and
educational campaigns aimed at improving
financial literacy among consumers.

From a policy perspective, the study provides
valuable insights for government institutions,
regulatory authorities, and financial policymakers
in Pakistan. The findings may assist policymakers
in formulating effective digital financial inclusion
strategies, strengthening cybersecurity regulations,
and promoting financial education initiatives to
accelerate the adoption of fintech services. The
study also contributes to Pakistan’s broader
objective of achieving a sustainable digital
economy through increased financial accessibility
and technological innovation.

Literature Review

The rapid expansion of financial technology
(fintech) has transformed global financial systems
by introducing innovative digital financial services
that improve accessibility, efficiency, and
convenience. Fintech adoption has become
increasingly important in both developed and
developing economies due to the growing use of
mobile devices, internet connectivity, and digital
payment systems. In Pakistan, fintech services such
as mobile banking, digital wallets, branchless
banking, and online payment applications have
significantly  influenced consumer financial
behavior. Despite the increasing availability of
fintech platforms, adoption among consumers
remains inconsistent due to technological,
behavioral, and socio-economic challenges.
Digital consumer behavior plays a significant role
in determining consumers’ willingness to adopt
fintech services. Digital consumer behavior refers
to the attitudes, preferences, perceptions, and
purchasing patterns of individuals within online
and technology-driven environments. Consumers
increasingly prefer digital financial platforms
because they provide convenience, speed,
accessibility, and cost efficiency. According to
Oliveira et al. (2014), consumers are more likely to
adopt digital payment technologies when they

perceive fintech services as useful and easy to use.
Similarly, Venkatesh et al. (2003) argued that
behavioral intention and perceived performance
significantly  influence technology adoption
decisions.

Recent studies have emphasized that changing
consumer lifestyles and increased digital exposure
positively affect fintech usage intentions. Huo et
al. (2024) reported that digital transformation and
technological innovation have accelerated cashless
transaction behaviors among consumers in
emerging economies. Likewise, Lee and Shin
(2018) highlighted that fintech ecosystems are
reshaping consumer expectations by offering
personalized, efficient, and user-friendly financial
services. In Pakistan, the increasing use of
smartphones and  internet banking has
encouraged consumers to shift from traditional
banking methods toward digital financial
platforms. However, digital consumer engagement
alone may not guarantee fintech adoption unless
consumers perceive fintech systems as secure and
trustworthy.

Trust is widely recognized as one of the most
influential determinants of fintech adoption.
Fintech transactions involve sensitive financial
information, online interactions, and digital
payments, which create uncertainty and perceived
risks among consumers. Therefore, consumers’
trust in fintech platforms significantly affects their
willingness to engage in digital financial activities.
Gefen et al. (2003) argued that trust reduces
perceived uncertainty and enhances consumers’
confidence in online transactions. Similarly, Kim
et al. (2008) found that trust positively influences
consumers’ intentions to adopt electronic
financial services by improving perceptions of
security and reliability.

In the context of Pakistan, trust remains a critical
challenge because consumers often express
concerns regarding cybercrime, privacy violations,
fraud, and data security breaches. Zhang et al.
(2023) observed that customer trust and data
security significantly influence fintech adoption
intentions among commercial bank users in
Pakistan. The study concluded that perceived
digital security enhances consumer confidence in
fintech services. Similarly, Zhao et al. (2024)
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reported that institutional trust, technological
trust, and service transparency positively affect
fintech usage intentions in Pakistan. These
findings indicate that trust functions as a key
psychological mechanism through which digital
consumer behavior translates into fintech
adoption.

Financial literacy has also emerged as an important
factor influencing fintech adoption. Financial
literacy refers to consumers’ knowledge,
understanding, and capability to make effective
financial decisions. Financially literate individuals
are generally more competent in evaluating
financial products, managing financial risks, and
understanding digital financial technologies.
Lusardi and Mitchell (2014) emphasized that
financial literacy improves financial decision-
making and promotes financial inclusion. In
digital financial environments, financially literate
consumers are more likely to understand fintech
functionalities and perceive digital financial
services as beneficial.

In developing economies such as Pakistan, low
levels of financial literacy continue to hinder
fintech adoption, particularly among rural
populations and low-income groups. Abbas and
Khan (2024) found that financial literacy
positively  influences fintech adoption by
enhancing consumers’ confidence in technology-
based financial services. The study further
indicated that financially aware individuals
demonstrate stronger trust in digital financial
platforms. Morgan and Trinh (2019) similarly
argued that financial literacy improves consumers’
ability to evaluate financial technologies and
encourages participation in digital financial
ecosystems.

Several studies have explored fintech adoption
using theoretical frameworks such as the
Technology Acceptance Model (TAM), Unified
Theory of Acceptance and Use of Technology
(UTAUT), and Theory of Planned Behavior
(TPB). These models explain how perceptions of
usefulness, ease of use, social influence, and
behavioral intentions affect technology adoption.
However, previous studies primarily focused on
developed economies and often examined fintech
adoption through isolated technological factors

without integrating behavioral and financial
dimensions.

Furthermore, existing literature in Pakistan
remains limited regarding the combined influence
of digital consumer behavior, trust, and financial
literacy on fintech adoption. Most prior studies
either examined trust or financial literacy
independently, while limited empirical evidence
exists regarding their integrated effects within
Pakistan’s fintech ecosystem. This study addresses
this gap by developing a comprehensive
framework that examines the direct influence of
digital consumer behavior on fintech adoption
while investigating the mediating role of trust and
the moderating role of financial literacy.

The literature suggests that fintech adoption is a
multidimensional phenomenon influenced by
technological, behavioral, psychological, and
financial factors. Therefore, understanding the
interconnected role of digital consumer behavior,
trust, and financial literacy is essential for
promoting digital financial inclusion and
enhancing fintech adoption in Pakistan.

Underpinning Theory

Technology Acceptance Model (TAM)

This study was underpinned by the Technology
Acceptance Model proposed by Fred Davis in
1989. The Technology Acceptance Model is one
of the most widely utilized theoretical frameworks
for explaining individuals’ adoption and
acceptance of technological innovations. TAM
posits that users’ behavioral intentions toward
technology adoption are primarily influenced by
two key constructs: perceived usefulness and
perceived ease of use (Davis, 1989).

Perceived usefulness refers to the degree to which
individuals believe that wusing a particular
technology enhances their performance or
provides benefits, while perceived ease of use
reflects the extent to which users perceive
technology as effortless and convenient.
According to TAM, when individuals perceive
technology as useful and easy to use, they develop
positive attitudes toward adopting the technology,
ultimately increasing their behavioral intention
and actual usage behavior.
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The applicability of TAM to this study is highly
relevant because fintech services are technology-
driven financial that  require
consumer acceptance and behavioral adaptation.
Digital consumer behavior directly aligns with
consumers’ perceptions and attitudes toward
fintech services, while trust influences consumers’
perceptions of security and reliability within
digital financial systems. Similarly, financial
literacy  affects consumers’ capability to
understand and utilize fintech technologies
effectively,  thereby influencing  perceived
usefulness and ease of use.

Several previous studies have successfully applied
TAM in fintech and mobile banking research to
explain consumers’ adoption intentions. Oliveira
et al. (2014) used TAM to examine mobile

payment adoption and found that perceived

innovations

Conceptual Framework

usefulness significantly influenced consumers’
intentions to adopt digital financial services.
Similarly, Venkatesh et al. (2003) extended TAM
by incorporating behavioral and social factors
affecting technology acceptance.

In the context of Pakistan, TAM provides an
appropriate  theoretical foundation because
fintech adoption depends largely on consumers’
perceptions, technological understanding, trust,
and financial awareness. The theory effectively
supports the examination of how digital consumer
behavior influences fintech adoption while
explaining the mediating role of trust and the

moderating influence of financial literacy.
Therefore, TAM offers a comprehensive
framework for analyzing consumers’ fintech

adoption behavior within Pakistan’s evolving
digital financial ecosystem.

TRUST
(Mediator)
* Security & privacy
H2 « Reliability H3
« Transparency
¢ Platform credibility
DIGITAL CONSUMER FINTECH ADOPTION
BEHAVIOR H1 (Intention to Adopt)

+ Online engagement —»( + Mobile payments
« Digital information search + Digital wallets

« Digital purchase behavior
« Use of digital platforms

e =

+ Online banking
+ Fintech usage intention

X
=

FINANCIAL LITERACY
(Moderator)

» Financial knowledge

» Financial skills

« Financial confidence

¢ Understanding of fintech

Hypotheses

H1: Digital consumer behavior has a significant
positive effect on fintech adoption in Pakistan.
H2: Digital consumer behavior has a significant
positive effect on consumer trust in fintech
services.

H3: Trust has a significant positive effect on
fintech adoption in Pakistan.

H4: Trust significantly mediates the relationship
between digital consumer behavior and fintech
adoption.
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H5: Financial literacy has a significant positive
effect on fintech adoption in Pakistan.

H6: Financial literacy significantly moderates the
relationship between digital consumer behavior
and fintech adoption such that the relationship
becomes stronger at higher levels of financial
literacy.

Methodology

Research Design

This study employed a quantitative research
approach using an explanatory and cross-sectional
research design to examine the influence of digital
consumer behavior on fintech adoption in
Pakistan while investigating the mediating role of
trust and the moderating role of financial literacy.
The quantitative approach was considered
appropriate because the study aimed to measure
relationships among variables using statistical
techniques and empirical data analysis. The
explanatory design was utilized to determine the
causal relationships between independent,
mediating, moderating, and dependent variables.
Furthermore, the cross-sectional design enabled
the researcher to collect data from respondents at
a single point in time, which was suitable for
analyzing consumers’ perceptions and behavioral
intentions regarding fintech adoption.

Population of the Study

The target population of this study consisted of
digital banking users, fintech application users,
online consumers, and individuals utilizing digital
payment services in major urban cities of Pakistan.
The study focused on consumers from Islamabad,
Lahore, Karachi, Peshawar, and Faisalabad
because these cities possess higher internet
penetration, smartphone usage, and fintech
accessibility compared to rural regions. The
population included individuals who had
experience using at least one fintech service such
as mobile banking, digital wallets, online payment
systems, or branchless banking applications.

Sampling Technique

A convenience sampling technique was employed
in this study due to the accessibility of respondents
and the widespread use of online fintech platforms

among urban consumers. Convenience sampling
enabled the researcher to collect data efficiently
from respondents who were readily available and
actively engaged in digital financial activities. This
non-probability ~ sampling  technique  was
considered appropriate because fintech users are
geographically dispersed and difficult to identify
through probability sampling methods.

Sample Size

The sample size for this study consisted of 400
respondents. The sample size was considered
adequate based on the recommendations of Hair
et al. (2019), who suggested that a minimum
sample ranging from 200 to 400 respondents is
appropriate for Structural Equation Modeling
(SEM) and multivariate analysis. Initially, 450
questionnaires were distributed among fintech
users; however, after removing incomplete and
invalid responses, 387 valid questionnaires were
retained for final data analysis.

Data Collection Procedures

Primary data were collected through a structured
survey questionnaire. The questionnaire was
distributed both physically and electronically to
respondents in major urban areas of Pakistan.
Online data collection methods, including Google
Forms and social media platforms, were utilized to
reach digitally active consumers who regularly
engage in fintech services. Prior to data collection,
respondents were informed about the purpose of
the study and assured regarding confidentiality
and anonymity of their responses.

The data collection process was conducted over a
period of approximately eight weeks. Respondents
voluntarily participated in the survey, and only
individuals with prior experience using fintech
applications or digital financial services were
included in the study. After the completion of data
collection, questionnaires were screened to
identify incomplete, inconsistent, or duplicate
responses before statistical analysis was conducted.

Instruments and Measures

The study utilized a structured questionnaire
adapted from previously validated scales in fintech
and technology adoption literature. The
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questionnaire consisted of two sections. The first
section collected demographic information,
including age, gender, education, income level,
and fintech usage experience. The second section

Measurement of Variables

measured the study variables using multiple-item
scales.

All measurement items were assessed using a five-
point Likert scale ranging from 1 =
Disagree to 5 = Strongly Agree.

Strongly

Variable

Number of Items

Source

Digital Consumer Behavior
Trust
Financial Literacy

Fintech Adoption

6

5
5
6

Oliveira et al. (2014)
Kim et al. (2008)
Lusardi and Mitchell (2014)
Venkatesh et al. (2003)

The questionnaire items were modified slightly to
align with Pakistan’s fintech environment and
consumer context while maintaining the
conceptual meaning of the original scales.

Reliability and Validity
Reliability and validity analyses were conducted to
ensure the accuracy and consistency of the

measurement instruments. Internal consistency
reliability was assessed using Cronbach’s Alpha
coefficients. The results indicated that all variables
exceeded the recommended threshold value of
0.70, demonstrating satisfactory reliability.

Reliability Analysis

Variable Cronbach’s Alpha

Digital Consumer Behavior 0.861

Trust 0.834

Financial Literacy 0.812

Fintech Adoption 0.879

The validity of the constructs was assessed through constructs in the study. These findings
content validity, convergent validity, and demonstrated that the measurement model
discriminant validity. Content validity was possessed acceptable reliability and validity for

ensured by adapting measurement scales from
previously published studies and obtaining expert
opinions from academic researchers in finance
and management sciences.

Convergent validity was evaluated using factor
loadings, Composite Reliability (CR), and Average
Variance Extracted (AVE). All factor loadings
exceeded 0.70, CR values were above 0.70, and
AVE values exceeded the threshold value of 0.50,
indicating satisfactory convergent validity.
Discriminant validity was examined using the
Fornell-Larcker criterion, which confirmed that
each construct was empirically distinct from other

further statistical analysis.

Data Analysis

Demographic Profile of Respondents

The demographic analysis was conducted to
understand the characteristics of respondents
participating in the study. The findings revealed
that the majority of respondents were male, highly
educated, and actively engaged in digital financial
transactions. Most participants belonged to the
age group of 21-35 years, indicating that younger
consumers are more inclined toward fintech usage
in Pakistan.
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Table 1: Demographic Characteristics of Respondents (n = 387)

Demographic Variable Category Frequency Percentage (%)
Gender 232 59.9
155 40.1
Age 21-25 Years 96 24.8
26-30 Years 124 32.0
31-35 Years 98 253
Above 35 Years 69 17.9
Education Bachelor’s Degree 171 44.2
Master’s Degree 163 42.1
53 13.7
Fintech Usage Experience Less than 1 Year 74 19.1
1-3 Years 186 48.1
More than 3 Years 127 32.8

The demographic findings indicated that the
majority of respondents possessed sufficient
educational backgrounds and fintech usage
experience, suggesting that participants were
familiar with digital financial technologies. The
higher proportion of respondents aged between 21
and 35 vyears demonstrated that younger
consumers are more likely to adopt fintech services

Table 2: Reliability Analysis

due to greater digital exposure and technological

adaptability.

Reliability Analysis

Reliability analysis was performed using
Cronbach’s Alpha to determine the internal
consistency of the measurement scales. According
to Hair et al. (2019), Cronbach’s Alpha values
above 0.70 indicate acceptable reliability.

Variable Number of Items Cronbach’s Alpha
Digital Consumer Behavior 6 0.861
Trust 5 0.834
Financial Literacy 5 0.812
Fintech Adoption 6 0.879

The reliability results demonstrated that all study
variables exceeded the acceptable threshold value
of 0.70. Fintech Adoption showed the highest
reliability value (a = 0.879), followed by Digital
Consumer Behavior (o = 0.861). These findings

confirmed that the measurement scales possessed

strong internal consistency and were appropriate
for further statistical analysis.

Descriptive Statistics

Descriptive statistics were conducted to examine
respondents’ perceptions regarding the study
variables.
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Table 3: Descriptive Statistics

Variable Mean Standard Deviation

Digital Consumer Behavior 4.11 0.63

Trust 3.94 0.71

Financial Literacy 3.87 0.68

Fintech Adoption 4.08 0.66

The  descriptive  statistics  indicated  that a favorable intention toward fintech usage among
respondents  generally  exhibited  positive Pakistani consumers.

perceptions toward fintech services. Digital

Consumer Behavior recorded the highest mean
value (M = 4.11), suggesting that respondents
actively engaged in digital platforms and online
financial activities. Fintech Adoption also showed
a relatively high mean score (M = 4.08), indicating

Table 4: Correlation Matrix

Correlation Analysis

Pearson correlation analysis was performed to
examine the relationships among the study
variables.

Variables DCB Trust FL FA
Digital Consumer Behavior (DCB) 1

Trust 0.682** 1

Financial Literacy (FL) 0.594** 0.511** 1

Fintech Adoption (FA) 0.741** 0.698** 0.633** 1

Note: p <0.01

The correlation analysis revealed significant
positive relationships among all variables. Digital
Consumer Behavior exhibited a strong positive
correlation with Fintech Adoption (r = 0.741, p <
0.01), indicating that consumers actively involved
in digital environments were more likely to adopt
fintech services. Trust also demonstrated a strong
positive relationship with Fintech Adoption (r =
0.698, p < 0.01), confirming the importance of

that financially knowledgeable individuals possess
greater willingness to utilize fintech technologies.
The absence of excessively high correlation
coefficients indicated that multicollinearity was
not a significant issue in the dataset.

Regression Analysis
Multiple regression analysis was conducted to test
the direct effects of Digital Consumer Behavior,

consumer confidence in digital financial systems. Trust, and Financial Literacy on Fintech
Financial Literacy was positively associated with Adoption.
Fintech Adoption (r = 0.633, p < 0.01), suggesting
Table 5: Regression Analysis
Hypothesis Relationship Beta (B) t-value p-value Result
H1 DCB — FA 0.523 9.112 0.000 Supported
H2 DCB — Trust 0.471 7.864 0.000 Supported
H3 Trust — FA 0.468 8.106 0.000 Supported
H5 FL — FA 0.287 5.382 0.000 Supported
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The regression findings confirmed that Digital
Consumer Behavior had a significant positive
effect on Fintech Adoption (8 = 0.523, p <0.001),
supporting HI1. This result suggested that
consumers who frequently engage in digital
activities are more likely to adopt fintech services.
The analysis further indicated that Digital
Consumer Behavior significantly influenced Trust
(B=0.471, p <0.001), supporting H2. Consumers
actively interacting with digital platforms
demonstrated stronger trust in fintech systems.

Trust also exerted a significant positive effect on
Fintech Adoption (B = 0.468, p < 0.001),
supporting H3. This finding highlighted the

Table 6: Mediation Analysis

critical role of trust in enhancing consumers’
willingness to use digital financial technologies.
Similarly,  Financial = Literacy significantly
influenced Fintech Adoption (B = 0.287, p <
0.001), supporting H5. Financially literate
individuals exhibited greater confidence and
capability in utilizing fintech applications.

Mediation Analysis

Mediation analysis was conducted using the
bootstrapping method in Structural Equation
Modeling (SEM) to examine the mediating role of
Trust.

Path Indirect Effect

t-value p-value Result

DCB — Trust — FA 0.221

5.973 0.000 Supported

The mediation analysis demonstrated that Trust
significantly mediated the relationship between
Digital Consumer Behavior and Fintech Adoption
(B=0.221, p <0.001). This finding suggested that
digital consumer behavior enhances fintech
adoption indirectly through increased consumer
trust in digital financial systems. Therefore, H4

Table 7: Moderation Analysis

was supported.

Moderation Analysis

Moderation analysis was conducted to examine
whether Financial Literacy strengthened the
relationship between Digital Consumer Behavior
and Fintech Adoption.

Beta (B)

Interaction Effect

t-value p-value Result

DCB x FL — FA 0.194

4.731 0.000 Supported

The moderation analysis revealed that Financial
Literacy significantly moderated the relationship
between Digital Consumer Behavior and Fintech
Adoption (B = 0.194, p < 0.001). The positive

Summary of Hypotheses Testing
Table 8: Hypotheses Testing Summary

interaction effect indicated that consumers
possessing higher financial literacy levels were
more likely to adopt fintech services when engaged
in digital environments. Thus, H6 was supported.

Hypothesis Statement Result

H1 Digital Consumer Behavior positively influences Fintech Adoption Supported
H2 Digital Consumer Behavior positively influences Trust Supported
H3 Trust positively influences Fintech Adoption Supported
H4 Trust mediates the relationship between DCB and FA Supported
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Hypothesis Statement Result
H5 Financial Literacy positively influences Fintech Adoption Supported
Hé6 Financial Literacy moderates the relationship between DCB and FA Supported

The overall findings of the study demonstrated
that digital consumer behavior, trust, and
financial literacy significantly influenced fintech
adoption among consumers in Pakistan. Trust
emerged as an important mediating factor that
strengthened consumers’ confidence in digital
financial platforms, while financial literacy
enhanced consumers’ ability to utilize fintech
technologies effectively. The results highlighted
the importance of improving consumer trust and
financial awareness to accelerate digital financial
inclusion and fintech adoption in Pakistan.

Discussion

The findings of this study revealed that digital
consumer behavior significantly and positively
influenced fintech adoption among consumers in
Pakistan. Consumers who actively engaged in
digital platforms, online transactions, and
technology-driven financial activities
demonstrated  stronger  intentions  toward
adopting fintech services. These findings are
consistent with previous studies conducted by
Oliveira et al. (2014) and Venkatesh et al. (2003),
which concluded that technological engagement
and digital interaction positively influence users’
adoption intentions toward financial
technologies. Similarly, Huo et al. (2024) argued
that increasing digital exposure and online
behavioral engagement accelerate consumers’
transition toward cashless financial ecosystems.
The results further indicated that trust
significantly influenced fintech adoption and
mediated the relationship between digital
consumer behavior and fintech adoption. This
finding suggests that consumers are more willing
to utilize fintech services when they perceive digital
financial platforms as secure, reliable, and
transparent. The results align with the studies of
Gefen et al. (2003) and Kim et al. (2008), which

identified trust as a critical determinant of online

financial transactions and technology acceptance.
In the context of Pakistan, the findings support
Zhang et al. (2023), who emphasized that concerns
regarding cybersecurity, fraud, and data privacy
strongly affect consumers’ confidence in fintech
systems. Therefore, trust serves as an essential
psychological mechanism that converts digital
engagement into actual fintech usage behavior.
The study also found that financial literacy
positively  affected fintech adoption and
significantly moderated the relationship between
digital consumer behavior and fintech adoption.
Consumers possessing higher financial knowledge
and financial management skills demonstrated
stronger willingness and confidence to adopt
fintech services. These findings are supported by
Lusardi and Mitchell (2014), who argued that
financially literate individuals are more capable of
evaluating financial products and managing
technological risks effectively. Abbas and Khan
(2024) similarly reported that financial literacy
enhances trust in financial technologies and
positively influences fintech adoption in Pakistan.
From a theoretical perspective, the findings
strongly support the applicability of the
Technology Acceptance Model in explaining
fintech adoption behavior in emerging economies.
The study extended TAM by integrating trust and
financial literacy into the fintech adoption
framework,  thereby = demonstrating  that
technology acceptance is not solely dependent on
perceived usefulness and ease of use but is also
shaped by psychological and financial capability
factors. The integration of trust and financial
literacy into the model provided a more
comprehensive understanding of fintech adoption
behavior within Pakistan’s  socio-economic
context.

The findings also highlighted the importance of
digital transformation in developing economies.
Although fintech services continue to expand
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rapidly in Pakistan, adoption barriers associated
with low financial literacy and weak consumer
trust still hinder broader financial inclusion.
Therefore, improving digital financial awareness
and strengthening cybersecurity infrastructure are
essential for enhancing consumer acceptance of
fintech technologies.

Conclusion

This study examined the influence of digital
consumer behavior on fintech adoption in
Pakistan while investigating the mediating role of
trust and the moderating role of financial literacy.
The findings demonstrated that digital consumer
behavior significantly and positively influenced
consumers’ adoption intentions toward fintech
services. Trust emerged as a critical mediating
factor that strengthened consumers’ confidence in
digital financial systems, while financial literacy
enhanced consumers’ capability to understand
and utilize fintech technologies effectively.

The study concluded that fintech adoption in
Pakistan is not only driven by technological
advancement but also significantly influenced by
behavioral, psychological, and financial capability
factors. Consumers with greater  digital
engagement, stronger trust in fintech platforms,
and higher financial literacy levels were more likely
to adopt fintech services. The study further
established that trust and financial literacy are
essential determinants for accelerating digital
financial inclusion and strengthening Pakistan’s
digital economy.

Overall, the study contributes to fintech and
digital consumer behavior literature by providing
empirical evidence from Pakistan’s emerging
financial technology environment and extending
the applicability of technology adoption theories
in developing economies.

Implications

Theoretical Implications

This study contributes significantly to the existing
body of literature on fintech adoption, digital
consumer behavior, and technology acceptance.
The study extended the Technology Acceptance
Model by integrating trust and financial literacy
into the fintech adoption framework within the

context of a developing economy. The findings
demonstrated that technology adoption is
influenced not only by technological perceptions
but also by behavioral and financial capability
dimensions. The study also provides empirical
evidence supporting the multidimensional nature
of fintech adoption behavior in emerging markets
such as Pakistan.

Managerial Implications

The findings offer valuable insights for fintech
companies, commercial banks, and digital
payment service providers. Managers should
prioritize strengthening cybersecurity
infrastructure, improving platform transparency,
and enhancing consumer data protection to
increase trust in fintech services. Fintech
organizations should also design user-friendly
applications and personalized digital experiences
that encourage consumers to engage more actively
with digital financial systems.

Practical Implications

The study highlighted the importance of financial
literacy in promoting fintech adoption.
Educational institutions, financial organizations,
and. fintech providers should develop digital
financial education programs that improve
consumers’ understanding of fintech applications,
digital transactions, and financial management
practices. Increasing financial awareness among
consumers may enhance confidence in fintech
systems and reduce resistance toward digital
financial technologies.

Policy Implications

The findings provide important implications for
policymakers and regulatory authorities in
Pakistan. Government institutions and financial
regulators should formulate policies that
strengthen cybersecurity standards, consumer
protection mechanisms, and digital financial
regulations. Policymakers should also promote
national financial literacy campaigns and digital
inclusion initiatives to encourage wider adoption
of fintech services, particularly among
underserved populations and rural communities.
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Recommendations

1. Fintech companies should strengthen
cybersecurity systems and implement advanced
encryption technologies to improve consumer
trust in digital financial platforms.

2. Financial institutions should increase
transparency regarding digital  transactions,
privacy protection, and consumer rights to
minimize consumers’ perceived risks associated
with fintech usage.

3. Government agencies and educational
institutions should launch nationwide financial
literacy and digital awareness programs to improve
consumers’ understanding of fintech services and
financial management practices.

4. Fintech  providers should develop
simplified and userfriendly applications that are
accessible to individuals with limited technological
knowledge and lower educational backgrounds.

5. Commercial banks and fintech startups
should collaborate to enhance digital financial
accessibility and expand fintech services into rural
and semi-urban regions of Pakistan.

6. Regulatory authorities should establish
stronger legal frameworks and consumer
protection policies to ensure secure and reliable
digital financial ecosystems.

7. Fintech organizations should utilize
targeted marketing strategies and  digital
campaigns to increase consumer engagement and
promote trust in fintech services.

Limitations and Future Directions

This study possessed several limitations that
should be considered when interpreting the
findings. First, the study focused primarily on
respondents from major urban cities of Pakistan,
including Islamabad, Lahore, Karachi, Peshawar,
and Faisalabad. Therefore, the findings may not
fully represent consumers residing in rural and
remote regions where fintech accessibility and
digital literacy levels differ significantly.

Second, the study utilized a cross-sectional
research design, which limited the ability to
examine changes in consumer behavior and
fintech adoption over time. Longitudinal studies
may provide deeper insights into the evolving

nature of digital financial behavior and technology
acceptance.

Third, the study employed convenience sampling,
which may limit the generalizability of the findings
due to potential sampling bias. Future studies may
use probability sampling techniques to improve
representativeness and external validity.

Fourth, the study focused specifically on digital
consumer behavior, trust, and financial literacy
while excluding other potential determinants such
as perceived risk, technological anxiety, social
influence, government support, and service
quality. Future researchers are encouraged to
incorporate additional variables to develop more
comprehensive fintech adoption models.

Future research may also conduct comparative
studies between urban and rural consumers or
examine fintech adoption behavior across
different demographic groups such as students,
entrepreneurs, and older adults. Additionally,
future studies may investigate emerging fintech
technologies such as blockchain, cryptocurrency,
artificial ~ intelligence-based  banking,  and
decentralized finance within the context of
Pakistan and other developing economies.
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