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Abstract: 

Introduction: Last-mile adoption of digital finance often stalls at the first transaction because first-time users face uncertainty, cognitive load, and 

thin interpersonal trust. This study investigates whether behavioural nudges and perceived usefulness, combined with locally credible community 

agents, convert intention into first use of digital finance. 

Methods: A community-based field survey (n = 250) was used for the data collection using a structured Likert-scale questionnaire measured on a 

5-point scale. The participants were recruited using a random sampling approach, and the z-probability formula was applied to calculate the adequate 

sample size. The direct effects and moderating effects were analysed using PLS-SEM on SmartPLS. 

Results/Findings: The findings of the study indicated the positive and statistically significant effect (β = 0.198, p = 0.010) of Behavioural Nudges, 

which implies that prompts that increase salience and simplified prompts are effective in transforming intention into first digital finance use. The 

direct effect of Community-Agent Trustworthiness is significant and strongly positive (β = 0.474, p < 0.001). Perceived Usefulness also exhibits a 

positive and significant direct relationship with first-use intention/experience (β = 0.073, p < 0.001). Community-Agent Trustworthiness plays a 

significant moderating role between Behavioural Nudges and first-use intention/experience (β = 0.021, p = 0.001). Likewise, Community-Agent 

Trustworthiness Interaction and Perceived Usefulness (β = 0.002, p = 0.003) have statistically significant results. 

Conclusion/Implications: The findings suggest that the initial adoption of digital finance does not rely solely on the technological value or 

behavioural cues, but more importantly on locally based trust-based mechanisms. It is only by reinforcing behavioural nudges and perceived 

usefulness by trusted community agents that mitigate uncertainty at the point of initial implementation that behavioural nudges are effective. It 

underscores the importance of adoption policies that combine behavioural design with human relays, and proposes that scalable digital finance 

projects should focus on trust infrastructures in addition to technological innovation in order to obtain inclusive adoption. 

JEL Codes: D91; C93; O33; O16; E42; G21. 

Keywords: Behavioural nudges, perceived usefulness, trust, community agents, digital finance. 

1. INTRODUCTION 

The development of digital public infrastructure and fintech 
has significantly reduced the cost of financial transactions and 
added to the convenience for account holders to move their 
money. However, uptake by users with first-use intention and 
experience of digital finance in Malaysia still remains stuck at the 
so-called last mile, especially when it comes to onboarding or 
during the initial financial transaction (Gong, 2025; Safuri et al., 
2024). In places where access is technically accessible, 

uncertainty, cognitive burden, and weak trust do not allow users 
to transform intention into action. Digital financial services have 
been growing at a rapid rate, with digital payments of RM21.5 
billion in May 2025, an increase of 70% year-on-year, and e-
wallet usage at 88% of adults in 2024, indicating a high 
proportion of consumers who have been receptive to the adoption 
of digital finance (Fintech News Malaysia, 2025). However, the 
situation with first-use intention/experience is not steady; that is, 
only 31% of Malaysians demonstrate great interest in digital 
banking, and the security aspect, the perception of complexity, 
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and the lack of trust are identified as the primary barriers (Basar 
et al., 2022). As per (Jalil et al., 2021; and Zaghlol et al., 2021), 
it is further driven by ongoing cybersecurity threats and 
increasing cyber incidents, resulting in further distrust, especially 
among users who are not digitally savvy and people in rural areas, 
limiting inclusive usage. 

Previous studies, such as (Ahmad & Yahaya, 2023; and Saif 
et al., 2022), define the future of the digital financial sector as 
well as the obstacles that suffocate adoption. The evidence in the 
cross-country context supports the view that affordability, 
proximity, and enabling institutions are predictors of digital 
finance usage adoption; large gaps between usage are still present 
despite the growth of access, as argued by (Allen et al., 2016). As 
per (Agarwal et al., 2024; and Che Nawi et al., 2022), integration 
of digital financial services, the behavioural frictions of perceived 
risk, and disorienting user experiences, which deactivate active 
use, are identified through reviews of digital financial services. 
Though much of this literature views trust as a broad notion and 
tends to measure it at the institutional level, or once adopted 
without differentiating institutional trust in banks, transactional 
trust in mobile money systems, and the situational trust that is 
needed to conduct a first digital transaction in the absence of a 
previous experience. 

Evidence has always been pointing towards trust as a factor in 
the intention of using digital finance. Account ownership and 
usage are predicted by social trust and bank trust, and can work 
partially to compensate weak formal institutions, as argued by 
(Ghosh, 2021; and Xu, 2020). Users are hesitant to utilise the 
technology where they lack trust in the safety of data, the 
resolution of disputes, or the integrity of the agent; where the 
presence of trust increases, the number of women, rural 
households, and newly adopted smartphone users will use the 
technology. At the local level, proximate trust brokers can be 
community agents who are also identifiable as banking 
correspondents, mobile money agents, or accredited facilitators, 
as reflected by (Chamboko, 2024; and Neves et al., 2023). 
(Glavee-Geo et al., 2020; Shaikh et al., 2022) indicate that the 
credibility of agents and the quality of the services increase the 
empowerment and continuance, especially among the less 
financially empowered customers. 

What is less explored is the more effective delivery of such 
nudges in the environment where users feel the presence of a 
trusted local intermediary. Although risk reduction is a 
motivating factor of the design logic of both nudges and agent 
support, moderation is not estimated in this paper. Rather, it 
examines the moderating effect of perceived community agent 
trustworthiness on the associational effect of behavioural nudges 
on First-use intention/experience. This paper is unique in that it 
jointly tests two pragmatic levers, behavioural nudges, which 
make the first digital financial use effective, and community 
agent trustworthiness, as perceived credibility, benevolence, and 
competence. Consequently, the objectives of the study are 
devised as: 

1.1. Research Objectives 

a) Estimate the predictive relationship between behavioural 
nudges on first-use intention/experience. 

b) Examine the predictive relationship between the impact of 
perceived usefulness on first-use intention/experience of 
digital finance. 

c) Test whether community agent trustworthiness moderates the 
nudge and first-time intention experience relationship. 

At first, the study makes a contextual contribution as a 
recombination where contextual plus first-use have been 
considered by assessing ways that established trust impacts the 
first-use intention and experience of digital finance in Malaysia, 
and provides empirical evidence on the relationship between 
factors behind first-time intention and experience of digital 
finance in Malaysia. Concerning theoretical contributions, this 
study has extended the TAM by incorporating the mechanisms of 
trust and behavioural intention at the first-use intention and 
experience, as opposed to signifying the weaknesses of the 
Technology Acceptance Model. The importance of perceived 
usefulness establishes the explanatory power of TAM, and the 
fact that the contextual and relational aspects are moderated by 
community-agent trustworthiness proves the role of contextual 
and relational factors in the practical condition of technology 
acceptance. The results, therefore, supplement, but do not refute, 
TAM by demonstrating that its fundamental constructs do not 
exist in the wider trust-based settings in emerging digital finance 
settings. Grounded on the identified research gaps, contributions, 
and purpose of the study, Fig. (1) represents the conceptual 
framework of the study. 

2. LITERATURE REVIEW 

2.1. Talent Last-Mile Trust Deficits in First-Use 
Intention/Experience of Digital Finance 

The current literature is in agreement that trust is the core of 
digital finance adoption, although there is a difference in the way 
trust is theorised and to what extent it is directly connected to the 
initial decision points. Reconceptualising trust as a process 
instead of such a belief, (Krishna et al., 2025) portrayed the 
concept of trust as influenced by visible institutional 
commitments to cybersecurity. They demonstrate that the users 
of digital finance find trustworthiness based on institutional 
performance, responsiveness, and value alignment using a 
qualitative critical realist approach in India. This paper points out 
the situational development of trust in times of perceived 
vulnerability, which is directly related to the first use intention 
and experience. 

(Ramli et al., 2021; and Mufarih et al., 2020), on the contrary, 

use Technology Acceptance Model (TAM) extensions to discuss 

the adoption of digital banking in Indonesia, incorporating trust 

as an intermediary or parallel attitudinal variable. According to 

(Ramli et al., 2021), perceived usefulness is the most predictive 

variable of intention, and trust has an indirect impact on intention 

via TAM variables. Nevertheless, they also note continually low 

real usage, which means that intentions do not always result in 

initial transactions. (Mufarih et al., 2020), on the contrary, 

consider perceived trust and perceived risk more significant than 

perceived usefulness or ease of use, meaning that issues 

associated with trust are predominant in the decision-making 

process in early-stage adoption situations. 
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These conflicting results reveal the drawbacks of the 
conventional uses of TAM. Although TAM is a good way to 
understand the evaluative beliefs on technology, it does not seem 
to be adequately fitting for the first-use hesitation based on the 
security uncertainty and the absence of an experiential point of 
reference. Both (Ramli et al., 2021; and Mufarih et al., 2020) use 
cross-sectional surveys and self-reported intention to make 
inferences, which restricts the ability to make inferences about 
behaviour at the first-use margin. None of the literature puts such 
an isolating spot on the moment of decision of the initial 
transaction and how trust is actively made during that point in 
time. Taken together, the literature indicates that last-mile trust 
deficit concerns are less due to usability limitations and rather due 
to unaddressed security and credibility issues during the initial 
use, which are one of the areas where current TAM-based and 
institutional analyses are empirically sparse. 

2.2. Behavioural Nudges to Enhance Digital Finance 
Platforms Usage 

Behavioural nudges have emerged as a low-cost approach to 
enhancing contact with digital finance platforms by overcoming 
psychological, not irrational, limitations, instead of structural 
limitations. Based on behavioural finance, (Aya et al., 2024) 
summarise the evidence that cognitive biases, including loss 
aversion, status quo bias, overconfidence, and judgment based on 
heuristics, can influence fintech adoption in a systematic way. 
Their review claims that resistance to unfamiliar technologies can 
be overcome by nudges such as social proof, along with salience 
cues and security framing. Although densely conceptualised, the 
study is very descriptive in nature, and it requires an empirical 
verification of the transformation of such nudges into actual 
platform use. 

Empirical studies offer more divergent and context-specific 
evidence. (Talwar et al., 2020; and Chin et al., 2022) demonstrate 
that the adoption intentions and attitude toward fintech services 
can be enhanced through nudges presented through the digital 

interface, including simplified choice architecture and default 
options. Nevertheless, most of these studies are mainly based on 
survey-based studies and self-reported intentions, which restrict 
the evidence of first-use behaviour. In comparison, big-scale 
experimental data indicate that behavioural nudges have the 
potential to affect actual first-time intention and experience of 
using digital finance services. As demonstrated by (Jalil et al., 
2021), reminders and framing interventions are highly effective 
in boosting savings behaviour, which makes salience and time-
related factors a potent tool to overcome procrastination. Equally, 
(Fahad & Shahid, 2022) discovered that behavioural prompts are 
effective in promoting the digital payment adoption, especially 
among less experienced users. 

More recent studies in experimental economics and 
psychology narrow down on these insights. (Chen et al., 2021) 
show that the exploitation of social norms and commitment 
devices can significantly transform economic decisions, whereas 
their impact can be influenced by the trust in a situation and 
perceived risk. The synthesis of evidence in (Chin et al., 2022) 
supports the idea that nudges are best applied in situations where 
the depth of decision-making is low and uncertainty is minimised, 
which the first-use intention/experience of digital finance does 
not usually have. 

Combined, the literature indicates that though behavioural 
nudges increase the use of digital finance, their effect is not 
consistent or automatic. The discrete decision to use it first is not 
the focus of most of the studies, but is an intention or repeated 
behaviour. Besides, not many studies explicitly address the role 
of trust conditions in moderating the effectiveness, so it is not 
clear whether nudges are sufficient to predict first-time intention 
and experience of using digital finance. Based on these literature 
arguments, the following H1 of the study is formulated; 

H1: Behavioural nudges increase first-use 
intention/experience of digital finance in the context of Malaysia. 

 

Fig. (1). Conceptual and hypothesis model. 

Source: Author's design based on (Allen et al., 2016; Karlan et al., 2016; Xu, 2020).
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2.3. Perceived Usefulness and First-Use 
Intention/Experience of Digital Finance 

Perceived usefulness takes the centre stage in the Technology 
Acceptance Model (TAM), in which the users or consumers 
believe a technology will result in better performance of a task 
and provide tangible benefits, as argued by (Chamboko, 2024). 
Its applicability in the adoption of digital finance is always 
empirically supported, but significant differences are observed in 
terms of context, the type of user, and the level of use. (Ghani et 
al., 2022) prove that the perceived usefulness has a positive 
impact on digital banking effectiveness in Malaysian bank 
customers, which supports the instrumental logic of TAM. Their 
results indicate that users have an inclination to use digital 
banking to realise functional advantages, through efficiency and 
reliability. Nevertheless, the research analyzes the effectiveness 
among those users who are already existing users of one bank, 
which excludes the effectiveness in the context of the first-time 
intention and experience. 

(Prastiawan et al., 2021) build upon TAM by adding social 
influence and attitude toward use and reveal that perceived 
usefulness has both direct and indirect impacts on the use of 
mobile banking among micro-entrepreneurs. In contrast to (Ghani 
et al., 2022), the given study captures the dynamics of early 
adoption, emphasising that attitudes influencing the adoption into 
usage are formed on the basis of usefulness perceptions. 
However, the moderation of attitude causes a distortion of the 
intention and experience of using digital finance for the first time, 
which is a weakness of the TAM-based models. Both studies 
applied cross-sectional surveys and self-reported use, which 
limits a causal conclusion and does not isolate an initial decision 
on the transaction. Neither discusses the interaction between 
perceived usefulness and trust or behavioural last-mile 
interventions. These gaps imply that, though perceived usefulness 
is a prerequisite, it is not sufficient to explain first-time digital 
finance use, and therefore, integrative models need to be 
incorporated to enumerate trust and behavioural nudges. 

H2: There is a statistically significant effect of perceived 
usefulness on the first-use intention/experience of digital finance 
in the case of Malaysia. 

2.4. Community Agents as a Moderator Between Last 
Mile Trust and First-Time Digital Finance Usage 

The community agents, merchant agents, banking 
correspondents, and community facilitators are commonly 
defined as intermediaries that localise digital financial systems 
and minimise the uncertainty at the point of contact. It has been 
demonstrated that agents improve access and information 
frictions and that transaction activity is increased in places with 
higher numbers of agents (especially among low-income users), 
which suggests that agents reduce information and access costs, 
as suggested by (Chamboko et al., 2021; and Cull et al., 2018). 
Much of this literature, however, deals with aggregate utilisation 
or post-adoption behaviour instead of separately considering the 
first-use decision, where the lack of trust is greatest, and the 
educational experience is non-existent. 

The analysis of agent features is done using studies that show 
relational aspects of the features that can be applied to first-time 

users. (Chamboko et al., 2021) show that identifying as an agent, 
gendering, and social network entrenchment influence the earlier 
interaction among women and marginalised groups. These results 
indicate that the agent's trustworthiness is multidimensional, 
which includes the perceived competence, benevolence, and 
social alignment. But measurement is imprecise: it is common to 
assume the credibility of the agent based on the density, 
satisfaction, or retention, but not based on the perception of the 
user at the time of the first interaction. 

This limitation gets strengthened by service quality research. 
(Twum et al., 2023) demonstrate that mobile money systems 
satisfaction and continuance are predicted by agent availability, 
security practices, responsiveness, and expertise. Although these 
features probably form early impressions, the research papers fail 
to separate the effect of agents to create an initial trial or to 
maintain usage after adoption. Ideologically, these gaps indicate 
a moderating position of the agents of the community. Instead of 
causality, agent credibility moderates the first-time intention and 
experience of the user to trust-building interventions. In 
particular, the work of trusted agents can magnify the influence 
of behavioural nudges because abstract promises can be 
transformed into credible and individualised advice at the point 
of the initial use, thus moderating the relationship between last-
mile trust interventions and First-use intention/experience. 

Even though community-agent trustworthiness has a strong 

direct effect on first-use intention and experience, its moderating 

effect is theoretical in nature. As unveiled by (Chamboko et al., 

2021), trust moderates the conversion of behavioural nudges and 

perceived usefulness into action, especially in the face of high 

uncertainty, by alleviating cognitive barriers, instantiating claims 

of institutions, and giving reassurance. This has been in line with 

the relational and behavioural theories, which have proposed 

credible intermediaries to facilitate the expression of latent 

intentions into action. Consequently, despite overwhelming direct 

effects, moderation has the power to describe the conditional 

process in which trust increases the efficacy of adoption levers, 

thereby warranting its consideration as an essential interaction. 

H3: Community agent trustworthiness moderates the effect of 
behavioural nudges and perceived usefulness on first-use 
intention/experience of digital finance in the case of Malaysia. 

3. MATERIALS AND METHODS 

3.1. Research Design and Sampling 

The instrument utilised in data collection is a five-point 
Likert-scale questionnaire that comprised three items that 
measured the four constructs of the study, which were comprised 
of Behavioural Nudges, perceived usefulness, Community Agent 
Trustworthiness, and Digital Finance Usage. The questionnaire 
focused on first-time users of digital finance and took between 15 
and 20 minutes to complete. 

The required sample size was determined using G*Power 3.1, 
which, as per (Kang, 2021), suggests finding the required size of 
a sample in PLS-SEM research assuming a medium effect size 
(f2 = 0.15), a significant value of 0.05, and a power of 0.80. This 
analysis showed that the minimum sample size is 200; thus, a 
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target sample of 250 respondents was arrived at to increase the 
stability of the estimation proposed by (Freeman et al., 2013) as 
well. A non-probability convenience sampling method was used 
to collect data by means of professional contacts and social 
media. Out of these 700 people, 300 answered (response rate 
43%). The valid response numbered 250 was obtained after the 
elimination of 50 questionnaires that lacked any data and outliers 
that satisfied the G*Power criterion. Although this method has a 
detrimental impact on statistical generalizability, it is suitable for 
theory testing and exploratory modelling in digital finance studies 
where formal sampling frames to access first-time users are 
limited, as recommended by (Iliyasu & Etikan, 2021). 
Furthermore, the risk of selection bias was also addressed by 
recruiting participants from different professional and social 
platforms, such as LinkedIn and Instagram, with experience of 
using digital finance applications and representing different 
demographic characteristics. To address the non-response, a 
difference in early (n = 30) and late (n = 30) respondents was 
examined, where no significant difference ruled out the issue of 
non-response bias, as suggested by (Jabkowski et al., 2025). 

Though the current research targets first-use intention and the 
experience with using digital finance, first-time users cannot be 
grouped with low education or digital illiteracy, because many 
adults put off the first use of digital finance applications because 
they have access and basic digital skills, but are reluctant to use 
them because of trust concerns, perceived risk and lack of 
knowledge of the effect such applications would have. The 
recruitment through professional and social media platforms, 
therefore, facilitated access to the late adopters who had not been 
conducting digital finance transactions before. The identified age 
and education cohort thus represents trust-constrained first-time 
users and not digitally marginalised groups. Such framing 
positions the sample in line with the theoretical subject of the 
study, which is trust and the mechanics of behaviour that form 
first-use decisions. 

3.2. Statistical Methods 

The analysis of data was carried out in two phases so that 

rigour and robustness could be guaranteed. They measured the 

constructs by first determining the reliability and validity of the 

measurement model. To verify the internal consistency and 

convergent validity, Cronbach’s alpha, composite reliability 

(CR), and average variance extracted (AVE) were computed in 

accordance with the recommendations of (Mohd Dzin & Lay, 

2021). Constructs having a Cronbach alpha and CR equal or 

exceeding 0.7 and AVE equal or exceeding 0.5 were deemed to 

be acceptable to achieve psychometric standards on the 

measurement model suggested by (Cheung et al., 2024). Second, 

aligned with (Gorai et al., 2024), the structural model was 

validated with the help of Partial Least Squares Structural 

Equation Modelling (PLS-SEM) in SmartPLS, which is better 

suited for predictive modelling with complex models and small 

samples. The effect of Perceived Usefulness and Behavioural 

Nudges on Digital Finance Usage was directly investigated, and 

the moderating influence of Community Agent Trustworthiness 

on it was also investigated. 

Since self-report survey data were used for all the constructs 

of the study, the common method variance (CMV) issue had to 

be addressed. Procedural remedies were implemented based on 

the recommendations of (Mohd Dzin & Lay, 2021), which entail: 

assured anonymity, psychological separation of constructs, and 

clear and concise items, to minimise apprehension of evaluation. 

As suggested by (Iliyasu & Etikan, 2021), CMV was estimated 

statistically by Harman's single-factor test, which indicated that 

no one factor explained most of the variance, which means that 

CMV would not bias the results. All these procedural and 

statistical controls increase the degree of confidence that 

relationships that are observed are an expression of substantive 

effects, and not a manifestation of common method bias. 

3.3. Ethics & Approvals 

All procedures comply with the Declaration of Helsinki and 
all relevant institutional review board (IRB) or ethics committees' 
standards, specifically prior protocol reviews, community entry 
approvals, and enumerators certified in protecting human 
subjects. All participation is voluntary, and respondents are asked 
for their informed consent using an electronic tool; respondents 
have the right to bypass any question(s), leave the survey at any 
point, and will incur no consequences. Personal identifiable 
information is separated from the respondent's survey data; 
device-level encryption, limited access to the data collected, and 
de-identified analytic files will provide confidentiality for all 
respondents. Due to the low-risk nature of this study (the 
respondents will be briefly nudged and asked to complete a short 
survey, no deception will be used in the study, and the 
respondents will receive a small amount of money as an approved 
token of appreciation by local norms). 

4. RESULTS 

4.1. Descriptive Statistics 

Table 1 contains socio-demographic information regarding 
respondents' ages. Respondents appear to be concentrated in early 
to mid-working age, with moderate variability. The results also 
indicate that the sample includes 24.8% of the sample population 
who held primary education or less, 41.6% held secondary 
education, 32% were college and university graduates, and 1.6% 
held other qualifications. Moreover, 41.2% of the total population 
represented the rural population, 26% semi-urban, and 32.8% 
were from Urban areas. Lastly, most of the participants, that is, 
31.6% and 33.6% earn less than 15k and between 15-30k, 
respectively. 

4.2. Measurement Model-Confirmatory Factor Analysis 

The measurement model of the study is tested for reliability 

and validity using confirmatory factor analysis, which comprises 

Cronbach's Alpha, Composite Reliability, and Convergent 

Validity using Average Variance Extracted. The results are 

specified in Table 2. 

The results specified in Table 2 signify that all the constructs 

in the measurement model show high factor loading between 

(0.815-0.935). On the other hand, with respect to reliability, 

almost all the constructs in the measurement model show how 
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reliability with Cronbach's Alpha and Composite Reliability is 

well above the threshold of 0.7 (α > 7). In the case of convergent 

validity, all the constructs are found to depict high convergent 

validity with AVE values surpassing the threshold of 0.5. 

4.3. Discriminant Validity 

The discriminant validity test using the HTMT ratio with a 
standard value of 0.85 allows for examining the separability and 
distinctiveness among variables, which also determines whether 
there is a presence of conceptual overlapping among constructs 
suggested by (Afthanorhan et al., 2021). The results are shown in 
Table 3.  

The results specified in Table 3 show that the values of the 
HTMT ratio are below the threshold of 0.85, which indicates that 
the variables are conceptually separable and distinctive from each 
other, with a sign of overlapping.  

4.4. Path Coefficient Analysis 

The results of the path coefficient analysis in Table 4 suggest 
significant direct effects on the First-use intention/experience. 
The positive and statistically significant effect (β = 0.198, p = 
0.010) of Behavioural Nudges implies that prompts that increase 
salience and simplified prompts are effective in transforming 
intention into first-use intention/experience of using digital 
finance. The direct effect of Community-Agent Trustworthiness 
is significant and strongly positive (β = 0.474, p < 0.000), which 

means that perceived agent credibility, competence, and 
benevolence dominate the first-use intention/experience of using 
digital finance in the state of uncertainty. Perceived Usefulness 
also exhibits a positive and significant direct relationship with 
first-use intention/experience of digital finance (β = 0.073, p < 
0.027), which supports expectations of TAM based on the fact 
that functional value perceptions have an independent effect on 
adoption, though the strength thereof is not as strong. 

Using moderation analysis, it is found that Community-Agent 

Trustworthiness plays a significant moderating role between 

Behavioural Nudges and first-use intention/experience (β = 

0.021, p = 0.024). This result points to a finding that nudges are 

more effective when administered within a setting where the 

perceived agent trustworthiness is high, which in turn reinforces 

the argument that trusted intermediaries increase behavioural 

interventions. Likewise, Community-Agent Trustworthiness 

Interaction and Perceived Usefulness (β = 0.002, p = 0.003) have 

statistically significant results, which suggest that the perceptions 

of usefulness are more apt to action in case they are supported by 

trusted agents. In general, the findings highlight that nudges and 

usefulness are important factors, but the key facilitating factor in 

the use of digital finance by first-use intention/experience of 

using digital finance is the element of trust, reflected by 

community agents.

Table 1. Demographic characteristics. 

Variable Category Count Percent 

Age M = 40.92, SD = 13.41 

Gender 

Female 122 48.8 

Male 116 46.4 

Non-binary 9 3.6 

Prefer not to say 3 1.2 

Education 

Primary or less 62 24.8 

Secondary 104 41.6 

College/University 80 32 

Other 4 1.6 

Locations 

Rural 103 41.2 

Semi-urban 65 26 

Urban 82 32.8 

Monthly Household Income (local currency) 

<15k 79 31.6 

15–30k 84 33.6 

30–60k 62 24.8 

>60k 25 10 
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Table 2. Validity and reliability. 

Latent Variables Indicators Factor Loadings Cronbach's Alpha 
Composite Reliability 

(rho_a) 

Average Variance Extracted 

(AVE) 

Behavioural Nudges 

BU1 0.872 

0.822 0.831 0.737 BU2 0.873 

BU3 0.829 

Community-Agent 

Trustworthiness 

CAT1 0.880 

0.880 0.884 0.807 CAT2 0.930 

CAT3 0.884 

First-use 

intention/experience 

FUI1 0.915 

0.910 0.910 0.847 FUI2 0.935 

FUI3 0.911 

Perceived Usefulness 

PU1 0.816 

0.800 0.810 0.715 PU2 0.903 

PU3 0.815 

Table 3. Discriminant validity. 

  
Behavioural Nudges Community-Agent Trustworthiness First-time Digital Finance Use 

Community-Agent Trustworthiness 0.694 
  

First-use intention/experience 0.590 0.696 
 

Perceived Usefulness 0.531 0.414 0.378 

Table 4. Path analysis. 

  Path Coefficients T-statistics (|O/STDEV|) P-values 

Behavioural Nudges -> First-use intention/experience 0.198 2.576 0.010 

Community-Agent Trustworthiness -> First-use 

intention/experience 0.474 6.419 0.000 

Community-Agent Trustworthiness x Behavioural Nudges -> 

First-use intention/experience 0.021 2.334 0.024 

Community-Agent Trustworthiness x Perceived Usefulness -> 

First-use intention/experience 0.002 3.234 0.003 

Perceived Usefulness -> First-use intention/experience 0.073 2.219 0.027 
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5. DISCUSSION 

The results confirm the H1 hypothesis and prove that 
behavioural nudges positively and significantly influence First-
use intention/experience in Malaysia. The outcome is consistent 
with the previous behavioural finance and adoption literature, 
where (Venkatesh et al., 2012) have found reminders, salience 
cues, and simplified choice structures to overcome 
procrastination and cognitive overload. In line with (Aya et al., 
2024), the findings validate the fact that making decisions without 
sufficient rationality is a critical aspect of fintech usage, 
especially when the potential customers are uncertain. The effect 
size in this study is, however, small compared to some of the 
experimental results in developed markets, which might indicate 
that there are contextual limitations. 

This can be attributed to cultural and industrial factors. In 
Malaysia, the adoption intention and experience of digital finance 
have been growing at a high rate, although the issues of trust and 
perceived cybersecurity threats are still relevant, especially with 
first-time users and rural areas, as suggested by (Oliveira et al., 
2016). Trying to compare the nudges to situations when they are 
conducted in a high-trust institutional background, Malaysian 
digital finance users might need more assurance than behavioural 
prompts in their case. It corresponds to the idea proposed by 
(Karaca-Mandic et al., 2012), according to which nudges are less 
efficient in high-uncertainty settings, unless they are supported by 
mechanisms of trust. 

These findings are also related to TAM theory, where 
behavioural nudges do not substitute substantive evaluative 
beliefs, but instead act concomitantly with them by minimising 
decision inertia instead of changing the perceived utility directly. 
The results suggest that nudges are created to deal with the 
intention-action gap and not with value evaluation. In practice, 
this highlights the significance of instilling nudges at decisive 
points of onboarding and their shortcomings in cases of the lack 
of trust. Therefore, the effect of behavioural nudges is valid, but 
it depends on the general conditions of trust in new digital finance 
ecosystems and their usage. 

The findings support H2, and the hypothesis has been 

confirmed that perceived usefulness is an important factor in the 

First-use intention/experience in Malaysia. This is in agreement 

with the underlying Technology Acceptance Model that places 

the perceived usefulness as one of the key determinants of 

technology adoption, suggested by (Grohmann et al., 2018; and 

Neves et al., 2023) as well. The role of functional value in 

adoption decisions has been supported, so there is empirical 

alignment with (Ghani et al., 2022), who show that perceived 

usefulness increases digital banking effectiveness in Malaysia. 

Nevertheless, the comparatively low effect size in this study 
is opposed to TAM-related results in developed and corporate 
banking settings, assuming that the perceived usefulness 
frequently prevails in the adoption process (Prastiawan et al., 
2021). This variation is a contextual difference in the first-time 
use intention and experience. In the case of the Malaysian first-
time user, especially those who have not been exposed to detailed 
information, usefulness might not be enough to prompt them to 
use digital finance applications when they are also not sure about 

the safety and reliability of the security, as well as the procedural 
fairness. 

The Malaysian digital finance users are culturally in a hybrid 
of financial ecosystem, in which cash and informal systems co-
exist with digital operations. This has led to the fact that 
usefulness is no longer judged based purely on efficiency, but also 
based on the perceived risks and trustworthiness, which is in line 
with the arguments of (Agarwal et al., 2024) also. This 
substantiates arguments against TAM that call to extend its 
context in new markets. Although perceived usefulness creates a 
baseline motivation, this does not rule out the first-use hesitation. 

In theory, the results confirm the applicability of TAM but 
indicate its weaknesses in the explanation of first-use behaviour 
in the face of uncertainty. In practice, value propositions should 
be supported by trust-building mechanisms by digital finance 
providers in order to make usefulness perceptions become 
actionable. This finding indicates that usefulness is required but 
not sufficient in the first-time adoption of digital finance in 
Malaysia. 

The results are consistent with H3 and led to its acceptance, 
which illustrates that the trustworthiness of community agents 
produces a high moderating effect on the impact of behavioural 
nudges and perceived usefulness on first-use intention/experience 
of using digital finance applications. This finding builds upon 
previous studies by having a moderating influence as opposed to 
a direct or moderating relationship. Although other researchers 
focus on the role of agents in continuance and satisfaction Shaikh 
et al., 2022; Twum et al., 2023), in this paper, agent 
trustworthiness determines user reaction to interventions when 
making the first-use intentions to use digital finance. 

This is in agreement with (Chamboko et al., 2021), who 

emphasise the role of agent identity and social embeddedness in 

early engagement but go an extra mile to show that trusted agents 

maximise the impact of both nudges and perceived usefulness. 

Such an interaction effect is in opposition to the results in high-

trust digital economies, in which only an institutional guarantee 

might be necessary. The interpersonal credibility in the 

interpretation of abstract systems claims into constructive 

confidence is important in the mixed-trust environment of 

Malaysia. Theoretically, the findings fill a major gap in the TAM 

through the contextual moderator that determines the belief-

behaviour translation. Instead of changing the perceived 

usefulness directly, trusted agents decrease situational 

uncertainty, which permits users to respond to current beliefs and 

prompts. 

This substantiates criticism that TAM is too weak in its 

relational and social trust processes in emerging markets. In 

practice, the results suggest that investments into agent training, 

credibility signalling, and local trust-building can play a 

significant role in terms of their effectiveness in digital adoption 

strategies. Community agents do not simply become service 

providers, but they are essential facilitators of last-mile trust in 

the First-use intention/experience. In addition, the findings do not 

nullify technology-based adoption paradigms but point to their 

situational contingency. Although perceived usefulness works in 
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the theoreticised form, its functionality is determined by trust 

conditions when it is first used. This implies that the technology-

based explanations can still hold, but will be incomplete when 

used to explain first-use intention and experience in high-

uncertainty settings. Trust and behavioural design are thus a 

considered complementary layer that augments but do not 

substitute the already developed technology adoption 

frameworks. 

Community-agent trustworthiness has a direct impact on the 
first-use intention, but its moderating aspect brings forward the 
vital conditional process. High trust reinforces the effects of 
behavioural nudges so that reminders, default options, and 
simplified prompts are viewed as authentic and viable. This 
implies that nudges are ineffective in high-uncertainty situations 
on their own, and trust is a facilitating factor, which transforms 
latent intention into actual interaction. This is conceptually in line 
with behavioural and relational trust models, which contribute to 
the argument that moderation reflects the situational enhancement 
of interventions that cannot be accounted for by direct effects 
suggested by (Twum et al., 2023). Similarly, trust moderates the 
impact of the usefulness perceived on first-use intention and 
experience, which means that the usefulness of the functionality 
is not necessarily enough to evoke action. 

Increased perceptions of usefulness through the validity of 
agents leads to users reinforcing the perceptions of usefulness, 
reducing uncertainty, and facilitating the shift of evaluation to 
action. This highlights the fact that moderation is a characteristic 
of adoption that is conditional in the new digital finance 
environments. Theoretically, it shows that trust allows the 
operationalization of TAM constructs even in the real-world 
situation of uncertainty in operation, justifying the theoretical 
decision to give primary importance to moderation in the situation 
where the direct effects of trust are prevalent. 

CONCLUSION 

This study has shown that closing the first-use 

intention/experience gap in digital finance not only needs 

enhancements in access or interface design, but also must be 

carefully engineered to build trust at the last mile. The results 

negated the purely technology-based usage paradigms by 

demonstrating that behavioural nudges and perceived usefulness 

are not adequate in their own right in a high uncertainty financial 

environment like Malaysia. Rather, trust as represented by the 

community agents develops as a determining enabling condition 

that transforms intention into action. The study does not present 

an independent design rule, but extends to the existing adoption 

models by combining behavioural nudges and trusted human 

intermediaries. The contribution is in the empirical demonstration 

of the interaction effect of these factors with the constructs of 

TAM in making a first-use decision. The study, by placing the 

technology acceptance in the framework of relational trust, 

provides the contextualized design consideration to digital 

finance onboarding, as opposed to an alternative to the traditional 

theoretical frameworks. The findings indicate that the inclusive 

digital finance approaches should combine both behavioural 

design and locally based trust systems. Digital finance is in 

danger of enhancing exclusion instead of technology in the 

absence of valid human intermediaries. 

LIMITATIONS AND FUTURE DIRECTIONS 

This research has a certain limitation, which provides 

guidance for future research. First, the cross-sectional research 

design limits causal inference and fails to measure the changes in 

trust and usage over time; a longitudinal or experimental research 

design can enhance causal arguments. Second, dependence on 

self-reported instruments of First-use intention/experience can 

also create recall or social desirability bias; subsequent research 

can use transaction-level or platform-authenticated data. Third, 

emphasis on Malaysia restricts external validity to other 

institutional settings; a comparative cross-country study would be 

more effective at ensuring external validity. Further investigation 

is also needed in future studies on other moderators, including 

regulatory trust or the features of a platform design that can 

further unpack the dynamics of last-mile adoption. 

POLICY IMPLICATIONS 

The results provide valuable policy suggestions to the 

regulators, financial institutions, and fintech providers. Policy 

makers must go beyond the expansion of access and directly 

include trust-building instruments in national policy on digital 

finance, especially through the empowerment and certification of 

community agent networks. The regulators may increase trust 

through transparent cybersecurity policies and observable 

consumer protection systems. Financiers and technological 

companies in fintech need to develop adoption strategies that 

combine behavioural nudges with trusted human interfaces, 

particularly in the onboarding and initial transactions. The effect 

of digital inclusion initiatives can be enhanced by investing in 

agent training, signalling credibility, and settling grievances. In 

general, there are higher chances of success in inclusive and 

sustainable digital finance adoption when policies are congruent 

with behavioural design and locally-based trust infrastructures. 
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