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Abstract 

Purpose: This research examines the effect of Perceived Ease of Use (PEOU), 
Perceived Usefulness (PU), religiosity, and company image on intention to use 
Sharia fintech for donation among Indonesian young consumers. 

Methodology: This study used a quantitative method with data collection 
techniques using an online questionnaire. Respondents filled out the 
questionnaire based on the Likert scale from 1 (strongly disagree) to 4 (strongly 
agree). The questionnaire was distributed and collected in less than one week, 
from 26th March 2021 to 29th March 2021. The ideal sample is five times higher 
than the number of indicators. The number of indicators is 20, so the ideal 
sample is 100 or more. This study has successfully collected 206 respondents. 
However, 13 respondents filled the same scale for all questions, so 193 is chosen 
as data analysis. The valid data were analyzed through Structural Equation 
Modeling Partial Least Square (SEM-PLS).  

Findings: This research shows the intention to use Sharia fintech to pay 
donations influenced by perceived usefulness (PU) and religiosity. In contrast, 
perceived ease of use (PEOU) and image are not positively related to the 
intention of using Sharia fintech for donation. 

Practical Implication: Religiosity and PU positively influence the interest in 
using Sharia fintech to pay donation. So, it is expected for fintech to comply with 
Sharia compliance and still comply with regulations from the OJK and DSN 
related to legality aspects. Furthermore, fintech startups and developers can build 
a more user-friendly application. 

Originality: This research is a replication-based model and is adapted from 
published research. The originality in this research is in the respondent who young 
generation. Intention to pay donation using fintech Sharia is the main focus to be 
researched. This primary focus has not been being researched beforehand. 
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Introduction 

In Indonesia, it was recorded that 196.71 million people use the internet in their daily lives (Badan 
Pusat Statistik, 2020). The high number of internet users in Indonesia is due to several factors, such 
as the increasingly even distribution of fast internet or broadband infrastructure and the policy of 
working and studying from home during the Covid-19 pandemic. One of the implementations of 
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digitalization is financial technology, which is a technology that makes it easy for people to carry 
out financial transactions such as payments, investments, access to capital, transfers, and online 
financial plans. Fintech in Indonesia has grown along with the lifestyle of online buyers and sellers. 
Therefore, financial services on fintech are not only in the context of business but also in social 
activities. 

Fintech disrupts how Muslims donate. Using fintech, donors can make a donation simply 
by scanning code on a smartphone connected to an e-wallet, banking, or fintech application. These 
phenomena contrast with the conventional donation. Before using fintech, Muslims donate to the 
mosque or an orphanage (Niswah et al., 2019). During the COVID-19 pandemic, to prevent the 
spread of the virus, the government made social distancing policies. On the other hand, donations 
can help affected people, such as MSME actors and workers who have been laid off and people 
who need donations.  

Internal and external factors influence an individual's decision to donate through a fintech 
platform. Kurniaputri et al. (2020) stated that intention is one of the internal factors that influence 
the decision to donate through fintech. Meanwhile, previous research studied that the variables 
that affect muzakki paying zakat through fintech are socialization factors from zakat institutions, 
costs, convenience, and security of using applications, as well as the credibility of zakat institutions. 
A study by Aji et al. (2020) concerned about the charity of Islamic adopted theory of reasoned 
action (TRA) and social presence theory (SPT). In order to get a more comprehensive prediction 
result of Islamic donation, using alternative theory or framework is suggested. The well-known 
model used in some previous research on fintech is Technology Acceptance Model (TAM) (Niswah 
et al., 2019; Darmansyah et al., 2020; Usman et al., 2020). To be accepted by users, applications such 
as Sharia fintech should be easier to use than the others (Davis, 1989). The TAM theory proposed 
by Davis (1989) stated that perceived ease of use (PEOU) and perceived usefulness (PU) had a 
positive effect on interest in using technology. 

Religiosity reflects how deep an individual's knowledge, belief, worship, and religious rules 
are. Islamic religiosity is a manifestation of the understanding and implementation of worship 
(vertical and horizontal) in accordance with Islamic principles. Muslims who have a high level of 
religiosity will also have a social concern reflected in the activities of paying zakat, infaq and shodaqah. 
Paying zakat is a pillar of Islam that must be fulfilled if it reaches the nishab. In addition, donation 
activities are an instrument of wealth distribution so that wealth does not revolve around the rich. 
Therefore, the donation helps the overall welfare of the community. 

User's behavior and preferences of donation are affected by religiosity (Wijaya & 
Mahardika, 2019; Reitsma & Grotenhuis, 2006). A study conducted by Usman et al. (2020) found 
that religiosity positively related to donation intention through fintech. It can be said that the higher 
a person's religiosity, the greater the level of concern for the surrounding environment by 
channeling donations. Studied by Aji et al. (2020) examined donation based on an intrinsic religious 
perspective. Meanwhile, this study tries to focus on the extrinsic religious perspective. Sharia 
fintech must continue to strive for corporate image to attract consumer interest as a new form of 
donation transaction. In some sectors, the image of a corporation impacts intention (Özkan et al., 
2019). To escalate the intention of using Sharia fintech, building a solid corporate image is 
necessary. 

Several previous studies have discussed factors that influence interest in using fintech in 
general, both for funding, financing, and donation activities (Darmansyah et al., 2020) and fintech 
for payments to MSMEs (Luckandi, 2018). However, it is still rare to find research that discusses 
the phenomenon of using Sharia fintech in the younger generation. At the same time, the potential 
of the younger generation in using fintech is considerable because of its role as the largest internet 
user who can easily learn the latest technology. In addition, the millennial generation group is in a 
productive age who already has an income.  

Based on the data and some previous studies, the researchers are interested in examining 
the factors that influence the interest in using Sharia fintech to distribute donations, especially to 
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the younger generation. The younger generation has a dynamic character and tends to be aware of 
technological developments. Thus, this research contributes both practically and theoretically 
about Indonesian young consumer’s intention to donate using Sharia fintech. 

 
Literature review 

Financial Technology  

Financial technology or fintech is defined as financial services based on technology and is 
developing rapidly in various parts of the world (Luckandi, 2018). In addition, fintech can also be 
interpreted as integration between technology and financial features that can affect business models 
(Niswah et al., 2019). A broader definition states that fintech is an industry consisting of several 
companies that use digital technology in their financial systems and financial services so that it is 
more efficient (Hiyanti et al., 2019). 

Along with the development of the Sharia business, to date, Sharia fintech is also emerging. 
The difference between conventional fintech and Sharia fintech is that there are certain limitations 
to the funds provided by investors or lenders and must be in accordance with the fundamental 
values of Islamic economics, namely divinity (ilahiyyah), justice (al-'adl), prophethood (al-nubuwwah), 
governance (al-khalifah), and the results (alma'ad) (Alwi, 2018). 

The Financial Stability Board (2019) states that fintech companies have a type of business 
in the form of a loan provider platform, commonly known as peer-to-peer lending, crowdfunding 
or charity platforms, and payment platforms. According to Rumondang et al. (2019), fintech is 
classified as digital payment, account aggregator, personal finance, and financing and investment. 
Digital payment is a fintech company that provides online payment transaction services so that the 
process becomes more practical, fast, and inexpensive. Usually, this type of company has a digital 
wallet feature that facilitates various types of online transactions between consumers and business 
owners or business operators (B2B). Account aggregator, this type of fintech, will offer services to 
accommodate all transactions through one platform. Users of this platform are provided with easy 
transaction verification because the process is fast and short. Consumers who have multiple bank 
accounts can register their accounts on this platform, so they can use them to check all their 
banking transactions through this platform only. 

Personal finance is a type of fintech that provides a platform to help consumers make good 
financial reports and provide advice on the use of sound finances. Financing and investment, 
namely fintech companies that provide peer-to-peer lending services (P2P Lending) and 
crowdfunding services. Typically, fintech companies in this category can be P2P lending, 
crowdfunding, or combining these two. Feeder site is a type of fintech that provides services to 
provide the information needed by potential customers who will use financial products and 
services. Examples of information provided are interest rates, rupiah exchange rates, credit cards, 
and insurance premiums. 
 
Technology Acceptance Model (TAM) 

As Dillon and Morris's (1996) explanation, the definition of user acceptance of information 
technology is the measured willingness of a group of users to use information technology to 
complete a designed task. The well-known model that was primarily used in some previous research 
is Technology Acceptance Model (TAM). TAM explains some factors in the model, such as user 
perceptions, perceived ease of use, attitudes, and intentions in using technology. This model is used 
to determine which factors that most influence the user to use certain technology. 

Davis (1989) defined perceived ease of use (PEOU) as the level of someone’s belief that 
using a particular technology does not require a hard effort. Perceived usefulness (PU) is a person’s 
level of belief that using information technology will improve work performance effectively. Using 
technology, both variable PEOU and PU are significantly effective on interest. Previous studies by 
Venkatesh and Davis (2000) discussed that usability is one of the strong reasons as a driving force 
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for someone’s intention to use technology. Perceived ease of use is determinant of perceived 
usefulness and influence of user intentions in the model of TAM 2. User’s intentions are driven by 
ease and usability.  

Fintech application is an integration of the use of technology and financial systems. Niswah 
et al. (2019) explained that one of the fintech functions is crowdfunding. En attendant, Sharia 
principles and Islamic2 values are the main underlines of Sharia Fintech. Perceived ease of use is 
significantly related to use of technology. To determine consumer intentions in using wearable 
device, perceived ease of use and perceived usefulness affected to the user’s intentions. Based on 
the study literature and previous study, the hypotheses are: 
H1: Perceived ease of use (PEOU) is positively relates to intention of using Sharia fintech in order 

to pay donation 
H2: Perceived usefulness (PU) is positively relates to intention of using Sharia fintech in order to 

pay donation 
H3: Perceived ease of use (PEOU) is positively relates to perceived usefulness (PU) in order to pay 

donation 
 
Religiosity 

Religiosity comes from the Latin religio, which means binding. Religiosity relates to a person's level 
of faith, meaning that the higher the level of one's faith, the greater the commitment to carry out 
God's commands and stay away from His prohibitions. According to Abdullah and Siddique 
(1988), religiosity is defined as the act of expressing religious teachings through the ritual behavior 
of maghdah and ghairu maghdah (social activities). Therefore, one's religiosity is not only reflected in 
vertical worship but also in daily decision-making, including in economic activities (Khan and 
Qianli, 2017). Previous research has stated that the aspect of religiosity affects a person's attitudes 
and preferences. Aspects of religiosity affect the choice of using halal products (Divianjella et al., 
2020; Aji, 2017; Khibran, 2019), using Islamic financial products (Muslichah & Sanusi, 2019; 
Khotimah, 2018), and channeling donations (Usman et al., 2020; Yunus, 2016). 

Currently, donation activities can be carried out directly or through social fund management 
institutions. Social fund management institutions can be reached by muzakki either offline (at the 
office) or online transaction, commonly known as e zakat. Even fintech innovation facilitates users 
to channel donation, which is known as crowdfunding. Yunus (2016), in his research, states that the 
religiosity of zakat payments through Baitul Maal Watamwil. Meanwhile, Usman et al. (2020) proved 
the significant influence of the religiosity aspect on the intention of using technology for donation. 
Based on previous research, the hypothesis in this study is as follows: 
H4: Religiosity is positively relates to intention of using Sharia fintech in order to pay donation 
 
Image  

Company image is a multidimensional construct that is influenced by emotions, symbols, and 
consumer attitudes (Malik et al., 2012). As a new form of business, fintech must continue to 
improve its corporate image to attract consumer interest. Company image has a vital role in 
increasing consumer loyalty, so that special attention from companies is to build a positive image 
in the eyes of society (Usman et al., 2020). In addition, a company's success is greatly influenced by 
the image inherent in the company and believed by the public (Özkan et al., 2019).  

Company image is closely related to brand image theory which states that company image 
represents consumer impressions and interests towards these products. Product image generally 
impacts marketing performance indicators such as buying interest and customer loyalty 
(Karaosmanoglu et al., 2011). Research on the effect of corporate image on the use of Islamic 
fintech has not been found primarily in Indonesia. Several studies on the corporate image were 
only conducted to see the effect on consumer loyalty, namely research from Özkan et al. (2019) 
and Yılmaz et al. (2018). Meanwhile, Usman et al. (2020) stated that corporate image could not 
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moderate the relationship between consumers' attitude in using fintech towards the value of 
convenience and fintech use. Based on the explanation above, the hypothesis in this study is: 
H5: Company image is positively relates to intention of using Sharia fintech in order to pay donation 
 
Methods 

This study used quantitative method with data collection techniques using an online questionnaire. In 
terms of its goals, this research is an explanatory study that explains a reason for a relationship between 
different aspects of the research scope (Anshori dan Iswati, 2009). Respondents filled out the 
questionnaire based on the Likert scale starting from 1 (“strongly disagree”) to 4 (“strongly agree”). 

The questionnaire was distributed and collected in less than one week, from 26th March 
2021 to 29th March 2021. The ideal sample is five times higher than the number of indicators. The 
number of indicators is 20, so the ideal sample is 100 or more. Two hundred six respondents were 
collected; however, 13 respondents filled the same scale for all questions. So, the rest of the 193 
data is chosen for the data analysis. The valid data were analysed through Structural Equation 
Modelling Partial Least Square (SEM-PLS). 

 
Table 1. Operational Definitions of Variables 

Variable Operational Definition 
Perceived Ease of Use (PEOU) A person's belief that using certain technologies does not require 

strenuous performance efforts (Davis, 1989) 
Perceived Usefulness (PU) Someone's belief that the use of information technology will 

improve performance (Davis, 1989) 
Religiosity The value of action religiosity depicting religious teachings reflected 

in the behavior of maghdah and ghairu maghdah worship rituals (social 
activities) (Abdullah and Siddique, 1988) 

Image A multidimensional construct that is influenced by emotions, 
symbols, and attitudes of consumers (Özkan, 2017) 

Intention  A person's tendency to choose to do or not do a job (Usman, 2017) 
 
Theoretical Framework 

This study aims to identify the factors that influence donations through Islamic fintech. This study 
uses a sample of the younger generation because it is considered the generation most adaptable to 
technological developments. Figure 1 describes the relationship between variables used in this 
study. Meanwhile, the operational definitions of variables are explained on Table 1. 
 

 
Figure 1. Theoretical Framework 



Asian Journal of Islamic Management (AJIM), Vol. 3, Issue 1, June 2021, pp 34-44 

39 

Results  

Demographic Profile 

The research data were obtained from questionnaires distributed via google form and social media. 
After the data collection process, as many as 193 respondents were declared valid and then carried 
out demographic characteristics based on gender and age. Of the total respondents, the productive 
age generation with the age range 25-34 years dominates with 83%, and the rest is the group in the 
18-24 age range, namely 17%. Based on gender, the number of female respondents (53%) is greater 
than males. Overall, the profile of respondents is displayed on Table 2. 
 

Tabel 2. Demographic Data 

Category Number of respondents Percentage 
Gender   

Male 90 46,7 % 
Female 103 53,3 % 

Age Range   
18 - 24 33 17,1 % 
25 - 34 160 82,9 % 

 
Validity and Reliability Test 

Table 3 presents the results of the validity test of each variable in this study. It can be seen that the 
factor loading value of all instruments in all research models is more than 0.7. It can be concluded 
that the instruments used are appropriate to measure the intention of the younger generation to 
make donations using Sharia fintech. In addition, the results of this study are valid and can be 
generalized to all different objects, situations, and times. 
 

Table 3. Validity Test 

  Image Intentions PEOU PU Religiosity 
I1 0,846         
I2 0,799         
I3 0,831         
IUD1   0,897       
IUD2   0,922       
IUD3   0,931       
IUD4   0,838       
PEOU1     0,869     
PEOU2     0,908     
PEOU3     0,911     
PEOU4     0,866     
PU1       0,779   
PU2       0,848   
PU3       0,873   
PU4       0,749   
RD1         0,910 
RD3         0,916 

 
Based on the rule by Hair et al. (2014), the average extracted for model evaluation, 

convergent validity, AVE must be higher than 0.5. Internal consistency reliability, composite 
reliability must be higher than 0.70. Cronbach's alpha values are greater than 0.7. Table 4 shows 
that the composite reliability and Cronbach's alpha scores are greater than 0.7, indicating fulfilling 
the reliability assumption. 
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Table 4. Reliability Test 

Variables 
Cronbach's 

Alpha 
rho_A Composite Reliability 

Average Variance Extracted 
(AVE) 

Image 0,768 0,778 0,865 0,682 

Intentions 0,920 0,926 0,943 0,806 

PEOU 0,911 0,915 0,937 0,789 

PU 0,831 0,844 0,886 0,662 

Religiosity 0,800 0,800 0,909 0,833 

 
Hypothesis Testing 

Hypothesis testing in this study is illustrated in Figure 2. The hypothesis testing result is shown in 
Table 5, in which each of H2, H3, and H4 is accepted, while H1 and H5 are rejected. 
 

 

Figure 2. Path Value Diagram 
 

Table 5. Hypotheses Testing Result 

Hypothesis Path 
Original Sample 

(O) 
T Statistics 

(|O/STDEV|) 
P Values Result 

H1 PEOU → Intentions -0,089 1,287 0,199 Rejected 

H2 PEOU → PU 0,596 9,408 0,000 Accepted 

H3 PU → Intentions 0,264 4,392 0,000 Accepted 

H4 Religious → Intentions 0,608 8,789 0,000 Accepted 

H5 Image → Intentions 0,067 1,069 0,285 Rejected 

 

Discussion 

Perceived ease of use (PEOU) positively relates to perceived usefulness (PU) to pay donation on 
fintech Platform. This result confirmed TAM 2 that perceived ease of use is a determinant of 
perceived usefulness and influence of user intentions. 

Perceived ease of use (PEOU) has no effect on users' intentions to use fintech to pay 
donations. This result is supported by previous research conducted by Niswah et al. (2019). Most 
Indonesians feel it easy to pay donations through mosques, social institutions, and social 
fundraising rather than using fintech. Moreover, not everyone who wants to donate has a fintech 
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application on their smartphone. Meanwhile, perceived usefulness (PU) is positively related to the 
user’s intention. One of the factors that influence a user’s intention in using fintech is the benefit. 
The higher the value of benefits felt by users, the higher the level of one's interest in using the 
system (Niswah et al., 2019). Kim et al.. (2018) showed that perceived usefulness affects users to 
make transactions on fintech. 

Based on the hypothesis test, the religiosity variable has a significant positive effect on the 
interest in distributing donations (crowdfunding) using the Sharia fintech application. It means that 
the higher the level of one's faith, the greater the commitment to act under the religious principles 
because the religiosity component is not only on belief and understanding of religion but also 
reflected in practice in everyday life (Stark & Glock, 1969). In Islamic teachings, humans of the 
highest rank are the ones who provide the most benefits. So that the greater the donation that is 
distributed, the greater the benefits that are distributed. In addition, from every property owned by 
a Muslim, there are rights of other people who need it. Therefore, a Muslim who has reached the 
nishab is obliged to give zakat. The donation distribution activity is an implementation of Islamic 
teachings as rahmatan lil alamin. 

Based on the results of the hypothesis testing, it is proven that company image has a 
positive influence on the interest in using Sharia fintech in terms of donations. However, it is not 
significant. Thus, the hypothesis is rejected. This result contradicts the previous study by Özkan et 
al. (2019), which states that company image positively affects consumer loyalty. This result is also 
not aligned with research by Usman (2017), which states that the company image is the basis for 
decision-making by consumers even though consumers do not know for sure the quality of the 
products produced by the company. The younger generation in using Sharia fintech to donate is 
only based on a booming platform and prioritizes the transaction easiness, so that company image 
is no longer a factor that influences the interest in using Sharia fintech to donate. 

Company image is an essential factor to pay attention to, especially in the Islamic financial 
technology industry. It is because Islamic fintech does not have tangible products whose quality 
can be directly measured and assessed (Özkan et al., 2019). This situation makes Sharia fintech 
companies really build the best possible company image in the eyes of consumers to win the 
competition in the market. In addition, company image is the most important asset for fintech 
because a good image will provide a sustainable competitive advantage.  
 

Conclusion and Recommendations 

Based on the results of statistical tests with PLS, perceived convenience does not influence the 
interest in using Sharia fintech for donation activities. It is possibly due to the low popularity of 
Sharia fintech in the eyes of the public so that changes in people's behavior from traditional 
methods to using technology have not been implemented in daily transactions. Meanwhile, 
perceived convenience affects the perceived usefulness of Sharia fintech in donation activities. The 
easier the application is, the higher the younger generation's perception of the useful of Sharia 
fintech for donations. Perceived usefulness affects the interest in using Sharia fintech in donation 
activities. It is because the younger generation likes things that are simple and have real benefits. 

Furthermore, religiosity influences the interest in using Sharia fintech for paying donations. 
So, it is expected for fintech to comply with Sharia compliance and still comply with regulations 
from the OJK and DSN related to legality aspects. Image has no influence on the interest in using 
Sharia fintech in donation activities because the younger generation in using Sharia fintech to 
donate is only based on a booming platform and also prioritizes ease of transactions so that the 
company's image is no longer a factor that influences the interest in using Sharia fintech to donate. 
However, this study has limitations on the research sample that is only distributed in Java. The next 
research is expected to have a wider coverage area to obtain more representative research results. 
In addition, it is suggested to explore other variables that are thought to have an effect on the 
interest in using Sharia fintech. 
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