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ABSTRACT: Financial technology (FinTech) has altered the way financial transactions are handled globally. In Kampala, 

Uganda, FinTech firms have gained constant popularity. Cash-Waqf givers in Kampala are viewing FinTech as a convenient 

and efficient means of fulfilling their donations. However, the factors influencing their intention to use FinTech received 

insufficient attention. The purpose of this study is to determine the impact of attitude and perceived ease of use on cash-waqf 

givers’ intention to use FinTech in Kampala. The TAM serves as the underpinning theory of the study. This quantitative inquiry 

employed SmartPLS to analyse the data from 359 respondents. It was found that attitude considerably impacts cash-waqf givers’ 

intention to use FinTech, supporting hypothesis H1. Contrary, perceived ease of use was found to have been insignificant, 

rejecting H2. However, the intention was found to positively mediate the relationship between the independent and dependent 

variables, supporting H3. The findings of this study contribute to the body of knowledge on the subject, especially in Uganda. 

Policymakers, financial and technology institutions are expected to make use of the results of this inquiry.  
Keywords: FinTech, attitude, perceived ease of use, intention, Cash-waqf, Kampala, Uganda 

 

1.0 INTRODUCTION 

As a merger of financial services and information technology, 

FinTech is often thought of as a relatively recent phenomenon. 

Despite this, finance and technology have a long history of 

interconnecting. As an innovative reference, FinTech can also 

help businesses rethink their business models or suggest new 

opportunities [1]. It has been observed that the use of financial 

technology is increasing not just in the mainstream financial 

markets but also within the emerging Islamic social finance 

tools like Waqf and Zakat management. As a result of FinTech 

firms' innovative applications, modern businesses have 

become more efficient and productive [2]. In Uganda, [3] 

observed the role FinTech plays in increasing voluntary 

charitable contributions. There is growing interest in FinTech 

in Uganda, where strategies are being made to create all the 

possible conditions for FinTech’s use. The National 

Technology Act (NITA) was passed by the Ugandan 

Government in 2009. Additionally, The Bank of Uganda 

published the National Payment Systems Act, 2020 in 2020 to 

introduce cross-border payments to African SMEs, resultantly, 

several FinTech licenses were granted by the Bank of Uganda 

[4]. 

Fintech refers to financial innovation brought about by modern 

technologies. It has the potential to produce new business 

models, applications, processes, or products that have a major 

impact on the way financial markets, financial institutions, or 

financial services are delivered. Financial supervision, 

payment settlement, financing products and services, 

insurance, and even philanthropy are some of the areas in 

which technology and finance are merged [5]. Alternatively, 

FinTech can be defined as a neologism formed from two 

words, “financial” and “technology” and referring to the 

interlinkage between modern Internet technologies and 

established business processes [6]. FinTech is a subset of 

Financial Technology that is described as the technology 

utilized in providing financial markets with a financial product 

or financial service that is distinguished by advanced 

technology in comparison to existing technology in that market 

[7]. In the interest of this study, FinTech can be described as 

an automated system or applications that are designed 

purposely to enable transactions online on individual and 

institutional levels. Therefore, FinTech has over time enabled 

the payment of cash-waqf in Uganda.    

FinTech use is considered to be influenced by a set of 

variables. Crucially, the intention to use or adopt any behavior 

is said to be an action generated out of, either, attitude, which 

is defined as the perceived social pressure to perform or not to 

perform the behavior, or perceived ease of use; the degree to 

which an individual; believes that using a particular system 

would be free from physical and mental effort [8, 9]. Several 

Studies have been conducted across Malaysian universities, 

thus outlining the significance of the sector for research [10, 

11, 12, 13]. Implicitly, attitude simply refers to how favorable 

or negative an individual feels about a particular behavior. A 

cash-waqf giver's pleasant mood and attachment to using 

FinTech constitutes attitude. The extent to which a cash-waqf 

giver believes that the system is simple, free of dangers, and 

free of huddles reflects perceived ease of use, and gradually, 

intention to use develops. Furthermore, Van [14] in his study 

about attitudes toward and usage behavior of mobile banking 

amongst Generation Y students in South Africa also described 

an attitude as a learned predisposition to act in a consistently 

positive or negative manner regarding a particular object. 

Many researchers have investigated the potential of attitude 

and perceived ease of use in influencing the actual usage of 

FinTech. In this paragraph, this study reviews earlier literature 

on the subject. Several researchers have studied the role of 

attitude in relation to the Technology Acceptance Model in E-

Learning in Malaysia. University students’ intention to use e-

learning with three antecedents include; attitude, perceived 

usefulness, and perceived ease of use were analyzed using a 

survey method with 151 respondents. Findings indicated that 

attitude was a significant predictor of students’ intention to use 

E-Learning. Similarly, in Pakistan, [15] analyzed data from 

508 students using PLS-SEM partial least squares method 

about the effect of Trialability, Attitude towards technology, 

Behavior intention, perceived ease of use, perceived 

enjoyment, facilitating condition, Perceived usefulness, 

Technology complexity, and demographic factors. Results 

indicated that there was a positive relationship between 
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attitude and intention to use technology. Studies on actual 

usage of technology and innovation provide evidence on how 

attitude plays an integral role in influencing intention to 

partake or accept and use a given system, these include; [16, 

17, 18] among others.  

Technology Acceptance Model (TAM) was employed as the 

underpinning theory. However, the addition of intention, a 

construct of the Theory of the Planned Behavior (TPB), results 

in the extension of the TAM by this study to better explain the 

determinants of FinTech actual use in relation to attitude and 

perceived ease of use. This has been done in the face of 

previous studies such as [19, 20, 21].  

Problem Statement 

Reportedly, financial technology use in Uganda is beset by 

several issues. [22] reported, a lack of adequate knowledge of 

the marriage between finance and technology, limited network 

connectivity, and low levels of financial and digital literacy 

among other issues. [23] pointed at negative attitude as being 

the cardinal factor hindering the use of financial technology in 

Uganda. [24] pointed at an ambiguous regulatory framework 

of FinTech in Uganda as a trigger point for negative attitude 

towards financial technology use. The quick rate of innovation 

has made it challenging for regulators to keep up with the latest 

advances, and it has also tested current regulatory frameworks, 

methodologies, and tools. This is especially relevant 

considering that FinTech crosses both the financial and 

technological sectors, raising questions regarding whether and 

how these providers should be regulated. Regulation flaws and 

loopholes have slowed FinTech adoption [24]. In the same 

direction, [25] points out that the easiness of use significantly 

hinders the adoption and use of financial technology systems 

in Uganda.   

Conclusively, challenges like inadequate FinTech knowledge, 

low levels of financial and digital literacy, negative attitude, 

ambiguity in the relations, and difficulty in user experience 

have prompted the researcher to deductively infer that, attitude 

and perceived ease of use are responsible for low cash-waqf 

FinTech collections. Therefore, this study took pains to 

investigate the impact of attitude and perceived ease of use on 

intention to use FinTech in Kampala, Uganda.   

Research Questions  

Below are the research questions that were employed to guide 

this study; 

I) How impactful is attitude on cash-waqf givers’ 

intention to use FinTech in Uganda? 

II) Does perceived ease of use influence cash-waqf givers' 

intention to use FinTech in Uganda? 

III) How significant is intention in mediating between 

attitude, perceived ease of use; and FinTech use in 

Uganda? 

Research Objectives  

Below are the research objectives that were employed to guide 

this study; 

I) To examine the effect of attitude on cash-waqf givers’ 

intention to use FinTech in Ugandan. 

II) To investigate the impact of perceived ease of use on cash-

waqf givers’ intention to use FinTech in Uganda. 

III) To explore the significance of intention in mediating the 

relationship between, attitude, perceived ease of use; and 

FinTech Use.  

2.0 Literature Review 

2.1. Attitude 

Attitude is one of the constructs of the Theory of Planned Behavior 

(TPB) by [26]. TPB theory was designed to predict and explain 

the behavior in specific disciplines, information systems inclusive. 

The standard definition of attitude is by [26] who defined attitude 

as “the degree of favorableness or unavoidableness of people’s 

feelings regarding a psychological object”. A positive feeling or 

interest toward financial technology systems, literally brews 

intention, and eventual use of the system. Therefore, it can be 

stated that cash-waqf FinTech payments could increase if there is 

a positive attitude towards payment systems. Voluminous studies 

on attitude and intention to use financial technology have turned 

out to reveal its positive significance in influencing intention to 

use FinTechs, these include but are not limited to, [27, 28].  

[29, 30, 31] all of whom found attitude as a significant 

influencer of users’ intention in the application of financial 

technology.  

2.2 Perceived Ease of Use 

It is generally known that a consumer is more likely to purchase 

and use a service if he finds it conveniently accessible, usable, and 

free of any issues. One of the independent constructs inside the 

Technology Acceptance Model (TAM) is perceived ease of use. 

[32] defined perceived ease of as the degree to which consumers 

feel relaxed and make efforts in the process of trying to learn to 

use FinTech services while [33] quoting [8] defined Perceived 

ease of use as “the degree to which an individual; believes that 

using a particular system would be free from physical and mental 

effort”. The perceived ease of use in the context of this inquiry can 

be described as a state of feeling in which a cash-waqf giver or 

potential giver is persuaded into developing the intention of using 

FinTech by the easiness of the system. Several researches have 

gone to reveal the string predictive nature of Perceived ease of use 

on intention to use FinTech, some of them include, [34, 35, 36, 

37]. 

2.3 Technology Acceptance Model (TAM) 

The model postulates that the prospective user's general 

disposition toward using a specific system is a crucial factor in 

whether or not he uses it. The TAM model was created 

primarily in the field of information systems to forecast user 

acceptance of new technology. TAM was developed by [8]. 

TAM postulates that “Usefulness” is partly predicted by “Ease 

of use”; both of them explain “Intention to use” and “Actual 

use” through “Attitude toward use”. Consequently, the more 

employees recognize that the systems will make their tasks 

easier to perform, the higher the probability that they will use 

it and accept the new technology as being useful [38]. Since 

this study interrogates the use of technology, the researcher, 

therefore, employed TAM as the underpinning theory of the 

study.  

2.4 Theory of Planned Behavior 

The theory of planned behavior (TBP) is an extension of the 

theory of reasoned action [26], necessitated by the original 

model's limits in dealing with behavior over which people have 

insufficient volitional control [3]. TPB has received scholarly 

attraction across different areas of research [39]. It is reported 

by [3] that, [40] found that Individuals' behavioral intents to 

conduct digital piracy are influenced by TPB characteristics 

such as attitude, subjective norms, and perceived behavioral 

control in Taiwan. The intention to use smartphone-based e-



Sci.Int.(Lahore),35(3),313-318,2023 ISSN 1013-5316;CODEN: SINTE 8  315 

May-June 

money is influenced by attitudes, subjective standards, and 

perceived behavioral controls, in comparison to other financial 

products, including chip-based electronic money, and 

smartphone-based electronic money with the most modern 

smartphone tool offered in Indonesia [41]. 

2.6 Theoretical Framework of the Study.  

Constructively this study employs constructs from the Theory 

of Planned Behavior & Technology Acceptance Model models 

to explore the impact of attitude and perceived ease of use on 

FinTech actual use as whereas measuring the mediating effect 

of on intention to use FinTech. The study proposes the 

conceptual model below.

 

 

  

   

 

 
Figure: 1 below, is the conceptual framework of the study. 

 

2.7 Hypothesis Development:  

1. To examine the effect of attitude on cash-waqf givers’ 

intention to use FinTech in Ugandan. 

2. To investigate the impact of perceived ease of use on cash-

waqf givers’ intention to use FinTech in Uganda. 

3. To explore the significance of intention in mediating the 

relationship between, attitude, perceived ease of use; and 

FinTech Use.  

Hypothesis Development:  In light of the previous research, it can 

be hypothesized that; 

H1: Attitude has a significant and positive influence on the 

intention to use FinTech by cash-waqf givers in Kampala. 

H2: Perceived ease of use has a significant and positive 

influence on the intention to use FinTech by cash-waqf givers 

in Kampala. 

H2: Intention significantly mediates the relationship between 

Attitude, Perceived ease of use; FinTech use by cash-waqf 

givers in Kampala. 

3.0 Methodology  

The aims of this article are; to examine the effect of attitude on 

cash-waqf givers’ intention to use FinTech, to investigate the 

impact of perceived ease of use on cash-waqf givers’ intention to 

use FinTech; and, to explore the significance of intention in 

mediating the relationship between, attitude, perceived ease of 

use; and FinTech Use in Kampala. The researchers adopted and 

adapted their questionnaire from [42] & [43] to collect the data 

using 359 answered questionnaires collected from respondents. 

Furthermore, the study used Partial Least Squires (PLS) to analyze 

the data.  

 

FINDINGS AND DISCUSSION 

The Average Variance Extract (AVE), Table 1, together with the 

Composite availability were used to assess reliability and validity 

respectively. From the table below, vividly shows that AVE and 

Composite Reliability are above the minimum requirement of 0.7 

according to [43]. 

 
Table 1 

Constructs  Composite reliability AVE 

Attitude (ATT) 0.991 0.939 

FinTech Actual Use (FAU)  0.991 0.939 

Intention (INT) 0.993 0.962 

Perceived Ease of Use (PEOU) 0.991 0.940 

 

Table  2: Path Coefficient 

 Path Coefficients T-statistics  P-values Conclusion  

 Attitude -> Intention 0.080 3.955 0.000 Supported  

 Perceived Ease of Use -> Intention 0.082 0.641 0.522 Not Supported  

 Intention -> FinTech Actual Use 0.014 64.066 0.000 Supported  
 

The table 2 indicates that the coefficient of the relationship 

between attitude and intention is 0.080, with t-statistics of 

3.955, and p-values at 0.000 signifying that the coefficient is 

significant. This finding verifies that attitude has a positive and 

significant relationship with intention. The relationship 

between Perceived ease of use and intention was found to be 

insignificant. However, the relationship between intention and 

FinTech actual use was supported by the path coefficient 

model.

. 
Table: 3 An assessment of the mediating effect 

Relationship  Coefficients Sd. T-statistics P values Decision  

PEOU_ -> INT_ -> FAU_ 0.051 0.075 0.640 0.522 Not significant  

ATT_ -> INT_ -> FAU_ 0.290 0.073 4.013 0.000 Significant  

 

Results presented in Table 3 indicate that intention is a 

significant variable that meditates attitude and FinTech 

Actual Use. On the contrary, the mediating effect of 

intention on perceived ease of use was found to be 

Attitude 
Intention FinTech Actual Use 

Perceived Ease of Use 
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insignificant at the scale of p-value = 0.000 < 0.05.    

 
Table: 4 Summary of Hypothesis Testing 

Hypothesis Hypothesized Relationship Coefficient P-Values Findings 

  Attitude has a significant and positive influence on intention 0.073 0.000 Supported 

H1 to use FinTech by cash-waqf givers in Kampala.    

H2 Perceived ease of use has a positive and significant influence  0.051 0.522 

Not 

supported 

 on the intention to use FinTech by cash-waqf givers in Kampala.      

H3 

Intention mediates the relationship between attitude and perceived ease 

of use; by cash-waqf givers in Kampala.   0.014 0.000 Supported 

 

The attitude was found to have a significant positive influence 

on the intention to use technology, Table 4.  The finding is in 

tandem with H1 of this study. The Coefficients and P-Values 

scored 0.073 and 0.000 respectively. However, at a P-Value 

score of 0.522, perceived ease of use was found insignificant, 

and rejected H2. Lastly, the mediating effect of intention on 

independent and dependent variables was significant at P-

Values of 0.000; agreeing with H3.   

 

CONCLUSION 

The study's goal was to estimate the factors influencing the use 

of financial technology by cash-waqf givers in Kampala. The 

TAM was employed as the underpinning theory of the study. 

Attitude, Perceived ease of use, intention, and actuality formed 

the basis of this study. Results from the analysis provided 

empirical evidence and answers to the research questions of 

the study.  By accepting attitude as an influential factor in 

forming the intention to use FinTech in Uganda’s cash-waqf 

givers, this study agrees with voluminous studies conducted 

before. Waqf Institutions in Kampala should strategically 

conduct sensitization drives aimed at improving product 

knowledge and the importance of the financial technology 

payment systems. Secondly, in regards to the rejection of the 

hypothesis (2), cash-waqf givers in Kampala perceived the 

payments systems as having no difficulties in usage processes. 

Implicitly, the low payment of cash-waqf in Kampala could be 

explained by other factors. These could be; unclear regulatory 

regimes in relation to user security and risks. Secondly, low 

awareness of the payment system can be hypothesized to 

explain low collections.  
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