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Abstract In the perspective of value—based adoption mode, this study empirically examined the factors
that affect the intention of users of Fintech payment services to stop using them. A survey of college
students who are familiar with digital devices, have no objection to payment and settlement services,
and have high service access. A total of 148 questionnaires were analyzed using SPSS and SmartPLS.
The study results show that perceived benefits, complexity, and security concerns are significant
factors influencing the discontinue intention of Fintech payment services. Among them, the perceived
benefit showed the most significant influence. Based on the results of this study, Fintech providers will
be able to build a service environment to provide continuous benefits for maintaining long—term
relationships with users, improve systems to secure various uses, and reduce users' negative
perceptions of security. Recently, the use of services by the elderly has increased, so it is necessary

to expand the scope of this study to target various age groups in future research.
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Fig. 1. Reason for using Fintech payment service
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Table 1. Previous studies on Fintech
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In nden Dependen
Study dvepg dent cpe dent Summary of research results
Variable Variable
. . In all groups regardless of gender, a positive relationship was found
Social Innovativeness, P . . : o
Heo & Sung . . . for the hedonic innovativeness, and one negative relationship was
Functional Innovativeness, Using X . . .
(2021) . . . found in the functional innovativeness overall group and the female
Hedonic Innovativeness, Service . . .
[19] - . group. In the male group, there is a moderating effect of privacy
Cognitive Innovativeness . L L
concerns and functional innovativeness
. s All factors showt statistically significant effect on the user's
Lee(2021) Economic, Reliability, . . acto s showed alstatlstlca Y 4s1g 141c B A
o . Intention to Us | intention to use. The biggest factor in using mobile payment services
[20] Ubiquity, Innovation . - : °
is the ubiquity that can be used anytime and anywhere
Hwang&Kim compatibility, Corporate trust, Security User Suitability has the most significant effect on user resistance. Security
(2018) concerns, o concerns and institutional trust have a significant effect on user
I Resistance .
[21] Institutional Trust resistance through corporate trust
Individual innovation, complexity, perceived risk, and experience of
Hwang&Kim . . security incidents have a significant effect on the acceptance of
Personal  Innovation, Complexity, Acceptance . . . I i
(2018) Perceived Risk. Secutity Experience Intention fintech payment services. The experience of security incidents was
[22] T ’ p found to be a significant moderating effect that further reinforced
the effect of perceived risk on acceptance
Kim et al Personal Mobility, Usefulness, Ease of Usability, ease of use, trust, information privacy concerns, and
(2016) ) Use, Credibility, Intention of self—efficacy significantly affect the intention to use fintech services.
[23] Social Influence, Concern for Use Self—efficacy moderates the effects of ease, reliability, and social
Information Privacy, Self—efficacy influence on intention to use
Perceived Usefulness, Perceived service quality, perceived usefulness, and perceived
Ravindran. Perceived Ease of Use, . reliability of mobile banking showed significant effects on intention to
= - . : Continuance . . . . . P .
(2015) Perceived Service Quality, Intention continue using as a medium of satisfaction. Perceived risk did not
[24] Perceived Credibility, have a direct effect on satisfaction, but had a direct effect on
Perceived Risk, Satisfaction intention to continued use
Liebana—Caba . - Social image and subjective norms have the most significant
. Social Image, Subjective Norms, Ease . . . . b .
nillas et . Intention of influence on intention to use. The effect of usefulness on intention
of Use, Usefulness, Attitude, Trust, i L . . .
al.(2014) . . Use to use showed a significant effect only in men. Perceived risk
Perceived Risk . . .
[25] negatively affects intention to use
System Quality, Information Quality, . Service quality has the most significant impact on trust. Trust
Zhou (2013) vt Q o Q Y Continuance . q Y 8 . pact .
Service Quality, i mediates the effects of system quality, service quality, and
[26] . . Intention . , p . ’ .
Trust, Flow, Satisfaction information quality on intention to continue use
Social Influence, . L . . . . -
Yang et Socia uence, Behavioral Social influence, personal innovation, perceived risk, versatility, and
Personal Innovativeness, . . S . . . . .
al.(2012) . . . Intention to relative benefit significantly affect intention to continue using mobile
[27] Perceived Risk ~Perceived Fee, Continue Usin; ayment service
Compatibility, Relative Advantage Smg | pay )
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Table 2. Previous studies on Value—based adoption model

Study Indvepgndent Dgpgndent Summary of research results
Variable Variable
. . The results showed that perceived benefit had a significant effect
Perceived Benefit, . . E SO
Son(2020) . . Continuous on perceived value and perceived value had a significant effect on
Perceived Cost, Perceived . S . L oo
[30] ; R Intention of Us | reliability. Perceived value and reliability had a significant effect on
Value, Reliability . . .
intention to continue use.
Kim & Lee Pgrce{\'ed Benefltstsefulnejss, . Perceived benefits and sacrifices to be made for food delivery
Timeliness), Perceived Sacrifice Behavioral . - Lo \ .
(2018) . . . . . service applications significantly affect consumers' perceived
(Technological effort, Perceived Risk), intention L .
[32] . ; value and acceptance intention
Perceived Value
Perceived Usefulness, The technique shows the most significant influence on perceived
Oh(2017) Perceived Enjoyment, Rate of Use, value, giving high value to the convenience of operation. The
[33] Presence, Technicality, Variety of Use | additional cost burden of using technology is also a significant
Perceived Cost, Perceived Value influencer on perceived value
Jo et al For users of real estate brokerage mobile apps, the perceived
' Perceived Benefits, Perceived Continuance benefit evaluated based on the use of the mobile app determines
(2016) , s i ' } . : ;
[34] Value, Satisfied Intention the value, and the value acts to increase the intention to use the
mobile app
Perceived Sacrifice(Perceived Quality,
Han et al. Perceived Usefulness, Perceived . Perceived quality, perceived usefulness, and perceived enjoyment
. e Continuance L . .
(2013) Playfulness), Perceived Sacrifice Intention have a positive effect on perceived value. Only perceived cost
[35] (Technological Effort, Perceived Cost, negatively affects perceived value
Security Risk), Perceived Value
. Scalability, Agility, Security, Availability, Efficiency, economic feasibility, and reliability of cloud computing
Kim et al. I, . . . . o . .
(2012) [36] Efficiency, Economics, Dependency, Adoption service providers significantly affect the intention to adopt cloud
Credibility computing services.
Perceived Benefits(Information
Wang & Quality, System Quality, Service Quality), Behavioral Information quality and system quality have a positive effect on
Wan Perceived Sacrifice intention to perceived value. Technology effort perceived cost negatively
(2010) [37] | (Technological Effot, Perceived Fee, use affects perceived value
Perceived Risk), Perceived Value
Kim et al. Benefit(Usefulness, Enjoyment), Adoption Perceived values have a significant effect on acceptance
(2007) Sacrifice(Technicality, Perceived Fee), Pt intentions. The perceived cost has the most significant effect on
. N Intention .
[28] Perceived Value perceived value
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Table 3. Confirmatory factor analysis results and measurement item characteristics

Conceptual . S Related
Construct Definition Operational Definition Studies
TI1 interested in new things
Degree of \f»‘illingne§s to TIi2 likes to learn new things Kin et al.(2010)
Personal adopt new information - - [44]
Innovativeness | technology before others TI3 [ tend to use new things first
TI4 It's not difficult to use something new
PB1 Services reduce transaction fees
iv i i ; X , R 1.(2009
Percen‘ed Benefits obtained ‘?3 PB2 Services have low transaction costs Su et al.( )
Benefits users through service use [42]
PB3 It is economical to use the service
CPX1 It is difficult to use the service
The amount of knowledge
required for users to CPX2 | Difficulty understanding the function of the service Malhotra et al.
Complexity . T (2004)
effectively use the CPX3 | The function of the service is difficult to learn [46]
features of the service
CPX4 Service is complex
SEC1 Concerned about the overall safety of the service
An individual's evaluati Malhotra et
. 1 mndduals evatuation There are concerns about the stability of the processing al.(2004),
Security or tendency to worry SEC2 - S
g . process of the service Dinev & Hart
Concerns about security when using (2006)
the service SEC3 There is a risk that my personal information may be used for [46, 53]
h other purposes when using the service ’
i / lems aris
The level of trust in the TB1 Reliable when problems arise MeKnight(2002)
Corporate Trust | company providing the TB2 Service providers are reliable [49]
service TB3 have the ability to solve problems
] ] ] DIC1 I plan to stop using the service Ping(1993)
Dlsconthuance Intent to terminate your DIC2 The service is unlikely to be used in the future
Intention use of the service [43]
DIC3 I will stop using the service
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Table 4. Respondents characteristics

Items Frequency Percentage %irn;zﬁt;;:
Gender
Male 76 51.4 51.4
Female 72 48.6 48.6
Experienced Service(Multiple Responses)
Samsung Pay 26 7.3 7.3
Kakao Pay 79 22.3 29.6
Toss 82 23.2 52.8
App Card 52 14.7 67.5
SSG Pay 2 0.6 68.1
Naver Pay 71 20.1 88.2
Payco 42 11.8 100
Frequently used services(Multiple Responses)
Samsung Pay 20 11.0 11
Kakao Pay 34 18.8 29.8
Toss 65 36.0 65.8
App Card 32 17.7 83.5
SSG Pay 0 0 83.5
Naver Pay 20 11.0 94.5

Payco 10 5.5 100

4.3 2= 5§ A

to]E] 418 93 SPSS 233 SmartPLS 2.0 M3©
AF8-E 2}t PLS(Partial Least Squares)s LISREL©
U AMOSS} 22 gk 7 Jhzubg A mdle 7]
o e Ao Am BEe] Aol A Af-FaL
TR R Hgo] 71k o] Jem[54], =H
7k} £Ajo] golalth55]. PLS= o] A4l A
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Ringle et al.(2012)-> PLS
= A2 o AREE B #4o] Jhesithe Ads
71zt shelTh56]. ¥ 7], SHH =, FAHEE
iste] vl A 1S a7 = b7,
AFAE 1485eH= HlwA e FRoFT AFRE
= Ass] 98l PLSE 28-3131aL, PLSE &40 A
71E ATl o] 3t o] = PLSO| AR ©]

I BE AVE ghol 715191 0.6 ®¥u} 922 I3 ey
A AN Fsltta dakEh S mtel gk 3l
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Table 5. Confirmatory factor analysis results and measurement item characteristics
Construct Tt Factor ¢ val Cronbach’s a Composite AVE
onstruc em Loading value ronbach’s Reliability
TI1 0.877 17.600
TIi2 0.904 24.597
Personal 2 0.874 0.913 0.726
Innovativeness TI3 0.854 15.259
Ti4 0.766 13.468
PB1 0.810 8.788
Perceived Benefits PB2 0.914 10.977 0.829 0.896 0.742
PB3 0.786 7.278
CPX1 0.948 55.393
i CPX2 0.978 140.450
Complexity 0.970 0.978 0.917
CPX3 0.971 84.648
CPX4 0.933 29.085
SEC1 0.932 31.524
Security Concerns SEC2 0.99 57.502 0.909 0.943 0.848
SEC3 0.869 21.739
TB1 0.797 5.808
Corporate Trust TB2 0.937 9.008 0.867 0.918 0.790
TB3 0.925 9.106
DIC1 0.947 61.631
Discontinuance DIC2 0.886 26.823 0.895 0.935 0.828
Intention
DIC3 0.895 28.970
Table 6. Correlations between latent constructs
Personal Perceived Complexity Security Corporate Trust Discontinuance
Innovativeness Benefits piexIty Concerns porate Lrus Intention
Pers{onal 0.852
Innovativeness
Perceived Benefits 0.297 0.861
Complexity —0.295 —0.410 0.957
Security Concerns —0.178 —0.009 0.193 0.921
Corporate Trust 0.231 —0.037 —0.155 —0.279 0.889
Discontinuance ~0.279 ~0.443 0.453 0.273 —0.184 0.910
Intention
* 12 3 AVE 9] Al gk 24
4.4 A4z}
Innovativeness /..
. — .. -0053 (0.711)
doly 4 A3} Al ZA AF AHl= AT
ool A|ZHe F®, 34, metel oigk -7t el e e
Benefits a0
5 = 5 T R2=0.345
Qe Wtk o F A7 dHe] g 2 AFE 1 s
= 0251(2.566) T~y Discont
SHk 191 S 1O elo) A8 st —
ANA AEYA N2 28 FIE p<0.05 Z50] A -
_ ] 0.182(2.765— %, _
Ao R Fol5kA] &9)t). Fig. 33 Table 72 to] //// ‘~
-0.083(0.946)
B 24 23E acksiel welE

Corporate
Trust

Fig. 3. Summary of data analysis results
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Table 7. Model path analysis

The hypothesis t value| Result

Personal Innovativeness—Discontinuance Not

Hl Intention 0.711 supported

H2 |Perceived Benefits—Discontinuance Intention| 3.617 |Supported

H3 Complexity—Discontinuance Intention 2.566 |Supported|

H4 | Security Concerns—Discontinuance Intention | 2.765 |Supported

Security Concerns—Discontinuance Intention 0.946 Not
(Moderating Effect : Corporate Trust) : supported
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