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Abstract

:

Although Fintech services benefit the hospitality industry significantly, studies conducted in Bangladesh are limited. Investigations on the mediating role of customer experience and attitude in the relationship between Fintech services and customer-loyalty intention are also scarce. Therefore, this study explores the association between Fintech services and customer-loyalty intention in the hospitality sector in Bangladesh. Additionally, it looks into how customer attitude and experience mediate the link between Fintech services and customer-loyalty intention. Data were collected from 365 respondents (customers) selected conveniently from 15 hotels (3-, 4-, and 5-star) in the two most renowned cities in Bangladesh, i.e., Chattogram and Cox’s Bazar. Smart-PLS was used to test the proposed model. The results of the study revealed that Fintech services, customer experience, and customer attitude significantly impacted customer-loyalty intention. Moreover, customer experience and customer attitude mediated the relationship between Fintech services and customer loyalty intention. The distinctive contribution of this investigation is the mediation of customer experience and customer attitude in the Fintech services and customer-loyalty intention relationship, as well as adding value to the existing Fintech literature. The study’s findings will help the hospitality sector in Bangladesh become more competitive and improve the quality of its services. Fintech companies and hospitality organizations must make careful plans to encourage the widespread implementation of Fintech.






Keywords:


fintech services; customer experience; customer attitude; customer-loyalty intention; hospitality industry












1. Introduction


Fintech services, an umbrella term for advanced technologies that facilitate financial services, has brought extraordinary digital-financial system advancements, mainly in developed and developing countries [1,2]. Although technology advancements have specific detrimental effects on the hospitality sector, they have also created significant benefits [3]. In particular, the development of financial technology-using businesses has widened the availability of alternative financing sources [4]. Nowadays, companies in the hospitality industry have easy access to different Fintech enterprises. The hospitality industry must use the benefits of information and communication technology to increase its number of customers and occupancy rate [3]. Fintech services offer numerous benefits for the hospitality industry in reducing financing expenses, marketing and promoting benefits, giving more straightforward access to financial resources, and convenience for collecting funds for financing different projects through crowdfunding platforms [5].



To improve the customer experience, Fintech services combine new procedures with creating and providing individualized, round-the-clock financial services [6,7]. The digital and social realms combine in the Fintech and online environments to provide a personalized customer experience [8]. To deliver a consistent customer experience across several domains, businesses work to increase connection and integration. Customer experiences are distinctive, innovative, enduring moments and feelings encountered during consumption, influencing recommendations and future-purchase patterns. Customer experience is crucial for competitive advantage, diversity, and loyalty. Loyal customers not only spend more money but also provide favorable word-of-mouth recommendations, reduce service costs, and are less price sensitive [9,10].



Moreover, customer loyalty has been the most vital feature for many service organizations. Loyal customers are essential to success and getting a new customer costs significantly more than keeping an existing one [11,12]. In Bangladesh, many customers use Fintech services yearly, making their tours convenient and hassle-free. Bangladesh ranks 77th in terms of the availability of financial services and 86th in terms of the affordability of such services [13]. However, Bangladeshi firms are still in the early stages of development of Fintech technology. Consequently, the current customer base is used to traditional methods, and privacy issues are likely to remain a significant concern for them as long as security measures are not effectively communicated [14]. In developing nations like Bangladesh, Fintech has the potential to broaden financial inclusion and speed up the growth of the financial industry [15]. Based on this rationale and debate, the present study examines how Fintech services impact customer loyalty intention in the hospitality industry in Bangladesh.



In addition, only some Fintech-based studies measured customer-loyalty intention toward Fintech services in the hospitality industry. However, researchers in Bangladesh have studied Fintech in banking [13,16]. As Fintech is still in the early stage in the Asian market, much research has been conducted to look at the benefits and costs of Fintech to provide the most up-to-date solutions for individuals and businesses [17,18]. Although those studies significantly contribute to Fintech service, two essential gaps still need to be addressed. First, studies that measured tourist loyalty intention through Fintech services in the hospitality industry are limited. Precisely, only a few studies explored the benefits of Fintech services in the Bangladeshi hospitality sector. Second, among the limited studies on Fintech services in hospitality, to our knowledge, the mediating role of consumer experience and customer attitude in the link between Fintech services and customer-loyalty intention is still not being explored.



Therefore, this piece of research fulfills the above gaps and enhances the knowledge of Fintech services in the Bangladeshi hospitality industry. To assess the importance of Fintech services (i.e., ease of use, competitiveness, perceived security, perceived value, and usefulness), the current study first considers how Fintech services affect customer loyalty intention before assessing how customer experience and attitude mediate the Fintech services and loyalty intention association.



As the hotel business evolves toward digitization in Bangladesh, the study’s findings are expected to be disruptive by significantly expanding the literature on financial technology and its services. As Fintech is still an emerging concept in Bangladesh, this study may increase the awareness of Bangladeshi people regarding Fintech services with the increasing reputation of Fintech services. Finally, the study findings will benefit the Bangladesh hospitality industry since Fintech significantly contributes to service delivery, customer experience, productivity, effectiveness, and transaction-costs reduction. Therefore, to increase the competitiveness and service performance of the hospitality sector in Bangladesh, Fintech firms and hospitality organizations must plan adequately to promote Fintech deployment on a wide-ranging scale.




2. Literature Review


2.1. Fintech Services


According to Kim et al. [19], “Fintech is a service sector which uses mobile-centred IT technology to enhance the efficiency of the financial system” (p. 1058). According to Gomber et al. [7], Fintech refers to financial industry innovators and disruptors who utilize the internet and automated-information processing to take advantage of the accessibility of communication across all platforms. New business models employed by these firms provide more opportunities, flexibility, and security than traditional financial services [7,20]. Fintech offers swifter, more dependable, and less expensive financial services [21]. Using cutting-edge technology and creative business models like peer-to-peer (P2P) technology, cryptocurrencies, crowdfunding services, financial services, including payments, investments, insurance, and loans are being changed. Fintech companies, in particular, provide alluring value promises such as, faster, less cumbersome, convenient, and more efficient experiences for financial services [21,22]. In addition, fund transfers, seamless payments, perceived privacy, and perceived value are among the most disrupted Fintech aspects. Although Fintech service-innovation tactics may differ, Fintech service providers consistently offer secure and convenient client services to decrease the time and effort a customer must spend on traditional financial services [7,20,23].



Fintech has reached a long way in the past decade, and its services are now employed in the banking and finance, telecommunications, aviation, and wholesale sectors [24]. Despite the concerns about the technology’s security risks, individuals are adopting and using Fintech services daily due to its ease and economic benefits [25]. Fintech applications may improve transparency of mobile financial transactions, cost-effectiveness, and convenience [26]. To assure reliability and speed up customer experience, Fintech service providers must ensure that their goods and services are easy to use, meet demands, and protect customer data. Fintech services are designed as customer-oriented, easy-to-use, simple, convenient financial services with greater service values [27,28]. By reviewing the literature on Fintech services [23,29,30,31] and considering the hospitality industry in Bangladesh, the present study incorporates ease of use, competitiveness, perceived security, value, and usefulness as Fintech services that facilitate and support the financial activities of the Bangladeshi consumers.



Ease of Use: The individual effort to use new technology is associated with the easing of use [30,32,33]. The usability of using Fintech services is described as the ease of use, which includes evaluating the Fintech service interface and the convenience of accessing Fintech services via various electronic devices [34]. Ease of use measures how intuitively Fintech apps perform and reduce the expected anxiety associated with using a Fintech service [23]. Customers, even tech-savvy ones, such as, the millennials, may still have positive engagement with a Fintech company even if they do not care about the usability of products and services.



Competitiveness: Competitiveness connotes efficiency, agility, adaptability, technology, quality, productivity, and value creation [35,36]. Fintech may enhance the traditional- business process by reducing bank-operating expenses, making services more efficient, improving risk control, giving customers better customer-focused business models, and making banks more competitive overall [37,38]. Fintech breakthroughs are thus a crucial component of every service sector’s business strategy. Fintech innovations utilizing mobile technology, blockchain, and artificial intelligence are the key consideration for improving competitiveness across advanced customer services [39].



Perceived Value: Understanding perceived value can be connected to service quality and price [23]. The perceived value allows for a monetary evaluation of the benefit to consumers. The perceived value is higher when the customer experience is more meaningful [40]. A key driver of behavioral intentions to utilize banking services, particularly digital financial services, is the perceived value of those services [41]. Fintech’s accessibility allows customers to perform financial transactions anywhere and anytime. Technically savvy customers will adopt new technologies if they offer superior value [42].



Perceived Security: Customers’ perceptions of the system’s ability to carry out transactions safely are reflected in perceived security in finance [43]. Concerns about using Fintech have grown because of news about financial crimes committed with Fintech, making the use of Fintech seem volatile [44]. The perceptions of the transaction system’s security on the Fintech platform positively impact the adoption of Fintech [45]. Regarding online financial transactions, Martins et al. [46] found that users’ perceptions toward the payment system are significantly impacted by perceived risk, which in turn affects their propensity to utilize the service. Huei et al. [30] showed that perceived security negatively impacts customers’ opinions about Fintech products and services.



Usefulness: Usefulness is the degree to which an individual believes that using new technology will increase his or her job performance [47]. When users believe that new technology is beneficial, they will have a positive attitude toward it [48]. Ventre and Kolbe [49] state that the technology’s perceived usefulness heavily influences individuals’ intentions. Customers will feel that using Fintech services is a pleasant experience and be more ready to utilize them if they see positive comments. Moreover, when customers assume that utilizing Fintech services is valuable and advantageous, they will advocate it, impacting and enhancing other customers’ mindsets about using Fintech services [48].




2.2. Theoretical Framework and Hypothesis Development


2.2.1. Technology Acceptance Model (TAM)


Many studies have shown that user intentions are intricately related to adoption or behavior [50]. According to Davis [51], TAM could predict and explain user acceptance of information technology. Davis et al. [33] contended that external variables should be considered when establishing the drivers for the behavioral responses to technological features. Several researchers have combined TAM with extraneous factors and found it helpful to accurately forecast technology adoption across various technologies and settings, including information, software applications, and e-commerce. Additionally, TAM asserts that a person is more likely to embrace technology, service, or behavior if it improves his or her performance and is deemed beneficial [52,53]. Users may stick with Fintech services if they receive favorable reviews and have pleasant experiences. In this study, TAM was employed to describe how customers behave loyally toward Fintech services, benefiting from the service’s functionality through user experience. Therefore, the present study modifies TAM to explore the elements influencing customer-loyalty intention to Fintech services while making hotel payments. Table 1 summarizes prior studies that used TAM in the hospitality industry.




2.2.2. Fintech Services and Customer Experiences


Experiences may be characterized in terms of customers’ feelings and beliefs regarding what is happening when engaging in an activity. Previous research has revealed that a company’s interaction with its customers is impacted by the experience of their interaction [61]. Besides, the customer experience comprises the entire experience of products or services of a firm over time [62], encompassing the stages of search, purchase, consumption, and after-sale phases of the experience [63]. When customers make a purchase, they have an experience that may be good or bad, resulting in feelings of pleasure and sentiment toward the firm [64]. If the customer is satisfied, they are more likely to make another purchase, which should lead to a tangential benefit. In a similar essence, customer experience is contingent on the extent to which expected potential benefits are fulfilled [61,64]. In line with Verhoef et al. [65], the customer experience incorporates the consumer’s cognitive, affective, emotional, social, and physical responses into the business. However, customer experience is a holistic term that has been defined in several different ways. Consumer experience, particularly in an online environment, is conceptualized by Rose et al. [66] as two components, namely cognitive and affective [61].



Moreover, customer experience is co-created by the interactions of some elements. It is a present state in any individual responding to a stimulus. Specific stimuli elicit experiences as they develop as responses to single-touch points. Hence, perception and experience are crucial to value fortitude, and that value is always resolute by the recipient of service—in the exclusive experience of that usage [67,68,69,70]. Consequently, an individual’s overall assessment of an event (product or service) is theoretically diverse from the occasion and the feelings experienced [50]. Applying this perception to customer experience, an optimistic overall appraisal of the services (Fintech services) forms positive emotional reactions among customers. Firms should focus on improving connectivity and integration to give their customers a unified experience across channels. Fintech is customer-focused and may offer intuitive, user-friendly, and practical financial services [28]. By giving customers access to automated and optimized procedures, Fintech enhances the customer experience [71]. Thus, we propose:



H1. 

Fintech services directly influence customer experiences.





H2. 

Customer experiences mediate the Fintech services and loyalty-intention relationship.






2.2.3. Fintech Services and Customer Attitudes


According to the Theory of Reasoned Action (TRA) and Theory of Planned Behavior (TPB), consumer attitude is one of the critical components in purchase or usage intention [72]. Consumer attitudes are formed through the features of products or services provided by Fintech companies through their perceived usage facilities and proposition of values and risks. Accordingly, Fintech services only develop user attitudes while consumers assess the trade-offs of the advantages and securities. Customers’ positive attitudes toward utilizing Fintech services will increase if the Fintech services allow them to acquire important information on businesses or conduct transactions in real time, free of time and location constraints [30]. Fintech services that are easy to use, have social operating systems, and have application programs simple to download will influence customers’ attitudes toward utilizing such services [48]. Previous investigations found that Fintech services (e.g., ease of use and perceived usefulness of a system) significantly impact customer attitudes toward the system and suggest that individuals’ attitudes about technology will change if they perceive Fintech services to be helpful and user-friendly [30,48]. Accordingly, we propose the following hypotheses:



H3. 

Fintech services directly influence customer attitude.





H4. 

Customer attitude mediates Fintech services and loyalty-intention relationship.






2.2.4. Customer Experience and Customer Loyalty Intentions


Customer loyalty is one of the most intended consequences of any business-to-customer relationship. Businesses attempt to identify the ideal elements that will entice customers to return to gain loyalty [10]. A positive customer experience can result in increased organizational commitment, represented in customer loyalty [73]. Since customer experience positively impacts loyalty, the company benefits in various ways, involving improved trust, customer satisfaction, loyalty, repurchase, and positive word-of-mouth [10,74,75]. Equally, customer experiences form an emotional association, and thus, developing trust, antedates needs, and expanding retention that demonstrate a crucial role in drawing loyalty intentions [23]. A recent KPMG survey showed that customers were likely to be loyal due to product (or service) quality (74%), product consistency (quality, value, taste, etc.) (65%), customer service (56%), and shopping experience (55%) [76]. While positive experience builds loyalty intention, awful experience does not. Consequently, we suggest the following hypothesis:



H5. 

Customer experiences directly influence customer-loyalty intention.






2.2.5. Customer Attitude and Customer Loyalty Intention


Customer loyalty refers to how strongly a customer sticks with a business or service in terms of attitudes and behaviors, especially when there are alternatives available from other sources [77]. Customers who often make the same purchases or use the same services are valuable to established companies. A repeated purchaser affirms a more excellent average customer value, and thus drawing the imperative of customer loyalty [78,79]. Customer loyalty is so essential since it is less expensive to retain customers than to get new ones [80]. Thereby, the following hypothesis is developed:



H6. 

Customer attitudes directly influence customer-loyalty intention.








3. Methods


3.1. Sample and Population


To assess the hypotheses shown in Figure 1, a structured questionnaire was employed to collect data from customers of 3-, 4-, and 5-star hotels in Bangladesh’s two most renowned cities, i.e., Chattogram and Cox’s Bazar. Chattogram is the second biggest port city and Cox’s Bazar is Bangladesh’s most visited tourist destination. Between them, there are 22 hotels. The survey questionnaire was divided into two sections. The first section was the demographic section. It has four questions about gender, age group, educational qualification, and profession to develop the profile of the respondents. The second section had 28 questions separated into six segments: ease of use, competitiveness, perceived security, perceived value, usefulness, customer experience, customer attitude, and customer loyalty. Of the 22 hotels contacted, only 15 allowed the survey to be undertaken by their customers. Since the list of hotel customers was unavailable, Krejcie and Morgan’s [81] guideline was applied to determine the sample size. Accordingly, for an unknown population, 384 samples are enough to represent the entire population.




3.2. Measurement of Constructs


All items used to gauge the study variables were carefully chosen after thoroughly reviewing the literature. Fintech services were assessed using 16 items (three items for ease of use, four items for competitiveness, three items for perceived security, three items for perceived value, and three items for usefulness) adapted from [23,34,36,45] with minor adjustments made to them. A six-item unidimensional customer experience scale was adapted from [23] to measure customer experience. Molinillo et al. [54] and Rose et al. [59] also used these two dimensions to observe customer experience. The unidimensional scale was used since it gives a single factor in the factor analysis, as suggested by [82,83].



Besides, three items were selected to measure customer attitude from [34]. Lastly, three items from [84] were used to measure customer-loyalty intention. A five-point scale ranging from 1 (strongly disagree) to 5 (strongly agree) was used to capture customer perceptions of the study constructs.




3.3. Data Collection Procedure


After contacting the managers of every hotel, the questionnaires were distributed to the targeted hotels by applying a convenience-sampling technique. Convenience sampling offered the flexibility to diversify our participants to capture various aspects of the sociocultural and socio-economic issues associated with the Fintech services and customer loyalty intention. Moreover, researchers prefer to use convenience-sampling techniques to obtain data from a conveniently available pool of participants.



A total of 530 questionnaires were circulated to the managers of the participating hotels. Managers were requested to distribute questionnaires to the hotel customers with a pencil and an open envelope with each questionnaire. The hotel managers, who agreed to participate willingly, conveniently distributed the survey to customers. We did not collect personal information to keep the respondents’ profiles anonymous. Customers were requested to close the envelope after filling out the survey for bias-free opinions. Only closed envelopes were accepted as valid responses. Data collection occurred between March and May 2022. After missing data and outliers were removed, 365 questionnaires were found to be usable, conceding a response rate of 68.87%. Such a response rate was considered good for social-sciences research.




3.4. Demographic Profile


Table 2 shows the demographic details of the survey respondents. The proportion of male (52.6%) and female respondents (47.4%) was almost equal. Nearly half of them were between 21 and 30 years old (45.2%). Single respondents were dominant (51.23%), with married respondents a distant second (39.73%). Most respondents had a college/diploma or higher education degree (84.7%). Regarding employment, 41.4% were students, followed by service holders (22.5%), self-employed (17.8%), and other categories (18.4%).





4. Analysis and Findings


4.1. Analyzing Tools


The opinions collected from customers were analyzed by PLS-SEM. This second-generation multivariate-data-analysis method can assess linear and additive causal models supported by a theory, in line with Chin [85]. According to Lowry and Gaskin [86], PLS-SEM is a reliable and flexible statistical approach for data analysis suitable for finding various relationship effects, including direct and indirect effects. PLS-SEM is more robust, valid, and trustworthy than covariance-based analysis, according to Ringle et al. [87]. PLS-SEM runs with a small sample size, non-normal data distribution, and minimal measurement-scale constraints [85].




4.2. Measurement Model


To verify the construct reliability of the measurement model, the composite reliability (CR) was tested. These criteria must be greater than 0.7. Additionally, to establish convergent validity, the average variance extracted (AVE) must be larger than 0.5. Convergent validity was established as the AVE values varied from 0.528 to 0.822, and the CR values ranged from 0.916 to 0.947 (see Table 3), exceeding the cut-off values of 0.5 and 0.7 [88]. Nevertheless, the data supported unidimensional Fintech service because factors analysis shows that all 5- dimensions’ items were highly correlated. Consequently, the unidimensional scale was used since it gave a single factor in the factor analysis see[82].



Moreover, the HTMT ratio should be less than either 0.85 or 0.9 to show discriminant validity [89]. Table 4 displays the HTMT findings for discriminant validity, suggesting that the model’s discriminant validity was established.




4.3. Structural Model


This study employed the bootstrap procedure using 5000 samples of a reflecting- measurement model to evaluate the hypotheses. We first calculated the variance inflation factor (VIF) to test multicollinearity. Table 5 shows that each predictor’s VIF value was below the threshold value of 3.0 as they varied from 2.207 to 2.805 [88], indicating that multicollinearity was unlikely to be a problem for this study. The findings of the structural- model evaluation and hypothesis testing are displayed in Table 5.



The result depicted that Fintech services had a significant effect on customer experience (β = 0.319; p < 0.01) and customer attitude (β = 0.711; p < 0.01). Hence, H1 and H2 were supported. Likewise, both customer experience (β = 0.134; p < 0.01) and attitude (β = 0.392; p < 0.01) significantly impacted customer-loyalty intention, supporting H5 and H6. In the mediation effects, both customer experience (β = 0.089; p < 0.01) and attitude (β = 0.279; p < 0.01) significantly mediated the Fintech services and customer loyalty intention relationship (H2 and H4). Regarding the mediating effects, the result showed that all direct hypotheses were supported, with partial mediation at p < 0.01. Partial mediation emerges when both direct and indirect effects are significant [90].




4.4. Fit Indices


Table 6 displays that the cross-validated redundancies or the Q2 values of endogenous variables (i.e., customer attitude, customer experience, and customer-loyalty intentions) were larger than zero, indicating that the model had predictive power [88]. Moreover, as per the study model, Fintech services had a large effect on both customer attitude (f2 = 1.022) and customer experience (f2 = 0.808) but a small effect on customer-loyalty intention (f2 = 0.111) (Cohen, 1988). Furthermore, the R2 values for customer attitude, customer experience, and customer-loyalty intention were 0.506, 0.447, and 0.587, respectively, which seemed to be high and appropriate for behavioural-science studies [88]. Overall, our model had moderate predictive power.





5. Discussion


In this study, we analyzed the relationships of Fintech services with customer-loyalty intention and the mediating influence of customer experience and attitude on such ties. The findings depicted that Fintech service was found to be a significant determining factor of customer experience (H1) and attitude towards using (H3) in the hotel sector of Bangladesh. The research findings imply that Fintech services provided by Bangladeshi hotels help increase their customers’ loyalty and offer a competitive advantage over competitors [91]. This finding is consistent with prior research, which illuminates a positive relationship between Fintech services and customer loyalty [23,48]. Fintech services that offer easy payment methods, highly secure data security, and privacy systems are more likely to gain user trust and keep consumers in the long run. Users may remain loyal to Fintech services if they receive positive feedback and a better experience. In addition, Fintech services have had an excellent opportunity to grow, retain a pleasant experience, and gain loyal customers. Hence, Fintech services will thrive in the future [53].



Moreover, both customer experience (H5) and attitude (H6) are positively associated with customer-loyalty intention. Prior studies such as Barbu et al. [23] also found a positive connection between customer experience and loyalty intentions. Consumer experience has a favorable impact on loyalty. The hotels that provide Fintech services to their customers make a payment and benefit in various ways, including increased trust, customer loyalty, commitment, and positive word-of-mouth [10,74,75]. A positive customer experience can result in increased commitment to the organization, which is reflected in customer loyalty [73,92]. Equally, Chuang et al. [48] found a positive association between users’ attitudes and their intentions to use Fintech services in Taiwan. Individual experience can shape a person’s attitude toward a certain thing, similar to a persistent desire, preference, or identity, and likely to result in loyalty. In other words, people’s attitudes toward information technology can impact their willingness to use it in the future [30].



Furthermore, the study’s finding reveals that both customer experience (H2) and attitude (H4) mediate the Fintech services and customer-loyalty intention relationship and also found them as a significant explanatory factor in mediating the Fintech service and customer-loyalty intention association. Earlier studies [23,30,48] did not contemplate the mediating role of customer experience and attitude in the relationship between Fintech services and customer-loyalty intention. Therefore, the current study fills the gap and adds value to the existing literature on Fintech services and loyalty intentions. The results would be valuable to researchers, Fintech operators, and hotel enterprises by recognizing and encouraging the adoption of Fintech goods and services in the hospitality sector of Bangladesh.




6. Conclusions


6.1. Theoretical Implications


To the researchers’ knowledge and existing evidence, this study is one of the few that explored customer-loyalty intention towards Fintech services in the hospitality industry in Bangladesh. Thus, this study adds value to the existing domain of Fintech literature in the global context, including Bangladesh. This study is different from other studies [13,16] because previous studies have been conducted in other sectors, such as banking. Besides, those studies looked at the benefits and costs of Fintech to provide the most up-to-date solutions for individuals and businesses. This is different from those studies because it combines TAM with extended variables, including ease of use, competitiveness, perceived security, perceived value, and usefulness, to evaluate customers’ loyalty intentions when paying for hotels [23,36].



None of the earlier research made an effort to investigate the causes of consumers’ loyalty intentions toward Fintech payment systems in the Bangladeshi hotel sector. Earlier scholarly outputs rarely examined the effects of these constructs on loyalty intention from using any technology or technology-enabled payment services. In this regard, the current study significantly contributes to the knowledge of Fintech-payment services. The suggested model, which connects the technology-acceptance model, extended technology-acceptance model, and service-science literature for evaluating loyalty intention, is unique because it establishes a link between these theoretical frameworks. The results specifically advance our understanding of how technology payment services may cultivate present clients into being devoted to Fintech services.



Second, understanding the various customer-centric attributes of Fintech services and their impact on customer loyalty is critical [54,55,56]. This study focused on how Fintech services generate customer loyalty for hospitality customers. To the best of the researchers’ knowledge, prior research did not consider the mediating effect of customer experience and attitude in the association between Fintech services and customer-loyalty intention. We tested these relationships by collecting opinions from customers of Bangladesh in the hospitality setting. Thus, findings contribute to the TAM model that the use of Fintech services is a significant predictor of customer attitude and experience; in turn, customers show loyalty to the companies. Explicitly, the existing investigation contributes a more profound comprehension of these mediating variables (customer experience and attitude) to the technology-acceptance model. Thus, the findings add value to the existing literature on technology-based Fintech payment services and customer-loyalty intention.




6.2. Managerial Implications


In terms of managerial implications, this study highlighted the critical areas that the Bangladeshi government and Fintech companies must evaluate and improve. Moreover, this research study recognized some practical implications and recommendations for Fintech businesses to provide effective Fintech services to create a reliable customer base in Bangladesh. The findings will assist managers in interconnecting with the consumers and allocating resources effectively to strike a balance between delivering new Fintech services to customers and maintaining profitability and investing in Fintech to keep existing customers. For example, to encourage more people to use Fintech products or services, the establishment and enhancement of information technology infrastructure should be prioritized. Nonetheless, policymakers may be prompted to enact applicable legislation (e.g., security, privacy) due to the drive to promote Fintech products and services among consumers.



Nevertheless, the execution of Fintech in the hospitality industry can only expand if it gives customers a prominent place in the firm’s business model. Fintech firms should develop an all-encompassing system to take a proactive approach to resolve potential customer issues and provide benefits to customers by fast communicating developments to their services. Businesses in Fintech must continue to invest in service security to avoid a surge in consumer risk perception and to secure crucial financial data and operations [69], which may aid in consumer security crises.



Our study identifies the components of the Fintech-payment services and outcomes of customer experience in Fintech, as well as demonstrates how Fintech businesses must integrate customer experience into their business models from a managerial standpoint. Moreover, from a management’s standpoint, the customer experience may be enhanced by strengthening and portraying a product or brand in an aesthetic way [23]. Firms strive to improve the purchase experience for clients and maximize their perceived value, and firms cannot fully control the customer experience but may affect it through stimuli [93]. Thus, businesses have understood that by adding value to their goods and services, demand will continually grow as the consumer experience is enhanced.




6.3. Research Limitations and Future Scope


This study has a few limitations that must be considered when evaluating the findings. First, the survey was conducted only in Chittagong and Cox’s Bazar. As we could not cover all districts, the results may not be generalizable to the whole population of hotel customers in Bangladesh. Future studies can cover all the divisions in Bangladesh by increasing the sample size. Furthermore, since a convenience-sample technique was utilized, affecting the accurate representation of the whole population, future studies may adopt other sampling techniques. Also, the present study explored only five features of Fintech services (i.e., ease of use, competitiveness, perceived security, perceived value, and usefulness). Future studies can explore other features and integrate them with new Fintech services. Lastly, we used only customer experience and attitude as mediator variables and did not utilize any moderator. In future studies, researchers can use a combination of mediating and moderating variables for an enhanced theoretical understanding.
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Figure 1. Theoretical framework of this study. 
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Table 1. Summary of Previous Studies Used TAM in the Hospitality Sector.
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	Author(s)
	Variables
	Findings





	Yang et al. [54]
	Perceived ease of use; perceived usefulness; technology readiness; technology amenities;

visiting intentions
	(1) Perceived ease of use and perceived usefulness are correlated with technology amenities but not with technology readiness.

(2) Technology readiness affects intentions to visit smart hotels, but technology amenities do not.



	Huang et al. [55]
	Perceived ease of use; perceived usefulness; consumers’ experiences; behavioral intention
	(1) Perceived ease of use and perceived usefulness have positive impacts on hotel consumers’ experiences of mobile apps,

(2) Perceived usefulness and user experience influence hotel apps acceptance by customers.



	Hasni et al. [56]
	Perceived ease of use; perceived usefulness; behavioural intention
	The findings reveal that the perceived usefulness and perceived ease of use of a social-media platform positively impact the behavioral intention



	Singh and Srivastava [57]
	Perceived usefulness; perceived ease of use; perceived trust; social capital.
	TAM model validated though perceived usefulness and perceived ease of use as determinants of SM usage.



	Lew et al. [58]
	Technology self-efficacy; perceived critical mass, usefulness, ease of use, mobile self-efficacy, perceived enjoyment; behavioral intention
	Mobile ease of use, usefulness, self-efficacy, and perceived enjoyment are positively correlated to behavioral intention



	Bae and Han [59]
	Cultural consonance; perceived ease of use; Perceived usefulness; attitude towards websites; intention to use the website
	(1) An agreed-upon cultural model of trustworthiness of online hotel reviews exists among sample members.

(2) Cultural consonance of trustworthiness and perceived ease of use and attitude towards websites were correlated.



	Jung et al. [60]
	Network externalities; trust; interactivity; ease of use; usefulness; intention to repurchase.
	(1) Network externalities are essential to account for trust and interactivity; interactivity is an influential element to both ease of use and usefulness.
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Table 2. Sample characteristics (n = 365).
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Demographic

	
Categories

	
Frequency

	
Percent






	
Gender

	
Male

	
192

	
52.6




	
Female

	
173

	
47.4




	
Age Group

	
21–30 Years

	
165

	
45.2




	
31–40 Years

	
111

	
30.4




	
41–50 Years

	
43

	
11.8




	
Above 50 Years

	
46

	
12.6




	
Marital Status

	
Single

	
187

	
51.23




	
Married

	
145

	
39.73




	
Separated/divorced

	
33

	
9.04




	
Education

	
HSC/Diploma

	
63

	
17.3




	
Graduation

	
159

	
43.6




	
Post-graduation

	
87

	
23.8




	
Others

	
56

	
15.3




	
Profession

	
Self-employed

	
65

	
17.8




	
Service Holder

	
82

	
22.5




	
Student

	
151

	
41.4




	
Others

	
67

	
18.4
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Table 3. Construct Reliability and Validity, and Items.
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Fintech Based Services [α = 0.940, CR = 0.947, AVE = 0.528]

	
FL






	
EOU1: It is easy to use Fintech services.

	
0.693




	
EOU2: I think the operation interface of Fintech is friendly and understandable

	
0.651




	
EOU3: It is easy to have device to use Fintech services

	
0.747




	
COM1: Fintech services reduce the expense of financial transactions and services.

	
0.725




	
COM2: Fintech services help to improve the services quality.

	
0.666




	
COM3: Fintech services save my time.

	
0.809




	
COM4: Fintech services increase flexibility.

	
0.765




	
PRS1: I feel Fintech services are a secure system.

	
0.715




	
PRS2: Providing information while using Fintech services feels secure to me.

	
0.661




	
PRS3: I am not worried about data/information security while using Fintech services.

	
0.766




	
PRV1: I can save my money using Fintech services.

	
0.617




	
PRV2: For the given price, I rate Fintech services as a good offer.

	
0.707




	
PRV3: I consider Fintech services to be a good purchase.

	
0.773




	
USE1: Fintech services have the ability to meet my need.

	
0.774




	
USE2: I can save a lot of time using Fintech services.

	
0.752




	
USE3: Fintech services increase my efficiency.

	
0.778




	
Customer experience [α = 0.891, CR = 0.916, AVE = 0.646]




	
CEX1: Information attained from Fintech based service is useful.

	
0.726




	
CEX2: Information gained from Fintech based service brings interesting ideas to mind.

	
0.872




	
CEX3: I learned a lot from using Fintech based service.

	
0.749




	
CEX4: I feel optimistic using Fintech based service.

	
0.825




	
CEX5: I feel good using Fintech based service.

	
0.777




	
CEX6: I feel enthusiastic using Fintech based service.

	
0.862




	
Customer Attitude [α = 0.892, CR = 0.933, AVE = 0.822]




	
CAT1: In my opinion using Fintech based service is a worthy idea.

	
0.908




	
CAT2: I believe using Fintech based service provides pleasant experience.

	
0.919




	
CAT 3: I am inquisitive towards Fintech based service.

	
0.893




	
Customer Loyalty Intentions [α = 0.867, CR = 0.919, AVE = 0.790]




	
CLI1: I will share positive things regarding Fintech based service to other individuals.

	
0.885




	
CLI2: I will definitely recommend Fintech based service to other individuals.

	
0.906




	
CLI3: I will definitely continue using Fintech based service.

	
0.875








Note: Fl = factor loading; CR = composite reliability; AVE = average variance extracted.
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Table 4. Discriminant Validity (HTMT Ratio).
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	ATU
	CE
	CLI
	FS





	ATU
	
	
	
	



	CE
	0.819
	
	
	



	CLI
	0.816
	0.698
	
	



	FS
	0.757
	0.681
	0.740
	







Notes: FS = Fintech Services; CE = Customer Experience; ATU = Customer Attitude; CLI = Customer Loyalty Intention.
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Table 5. Summary of Hypothesis Results (Direct and Indirect Relationships).
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	Hypothesis Path
	Beta
	t-Values
	p-Values
	Decision
	VIF (<3.0)





	
	Direct Hypotheses
	
	
	
	
	



	H1
	Fintech services → customer experience
	0.669
	26.237
	0.000
	Supported
	2.805



	H3
	Fintech services → customer attitude
	0.711
	27.005
	0.000
	Supported
	2.508



	H5
	Customer experience → customer loyalty intention
	0.134
	2.632
	0.004
	Supported
	2.207



	H6
	Customer attitude → customer loyalty intention
	0.392
	5.466
	0.000
	Supported
	



	
	Mediation Hypotheses
	
	
	
	
	



	H2
	Fintech services→ customer experience → customer loyalty intention
	0.089
	2.608
	0.005
	Supported
	



	H4
	Fintech services→ customer attitude→ customer loyalty intention
	0.279
	5.317
	0.000
	Supported
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Table 6. Model Quality.






Table 6. Model Quality.





	Construct
	R Square (R2)
	Effects Size (f2)
	Predictive Relevance (Q2)





	Customer attitude
	0.506 (M)
	1.022 (L)
	0.412



	Customer experience
	0.447 (M)
	0.808 (L)
	0.259



	Customer-loyalty intension
	0.587 (M)
	0.111(S)
	0.459







Notes: L = large; M = moderate; S = small.
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