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Abstract. This study provides an insight view of the importance of e-wallet and enables e-wallet 

providers to understand thoroughly their potential customers. The results of interviewing 250 respondents 

living and working in Ho Chi Minh city through face-to-face and online surveys indicate that attitude 

towards technology positively affects the intention of using e-wallet; moreover, perceived usefulness is the 

most influencing factor for the attitude towards technology. Based on the findings, some recommendations 

enhancing the adoption of this procduct to the providers in Ho Chi Minh City, Vietnam are proposed. 
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1. INTRODUCTION 

        Over recent years, the level of online transaction and e-commerce has grown significantly [1] and 

strongly influenced the use of mobile payment systems [2]. Particularly, electronic wallet, an application 

of portable mobile devices, is gradually becoming a useful tool to facilitate customers more conveniently 

in paying the expenses competed to the conventional methods of payment system already. Moreover, e-

wallets also provide many other functions such as helping customers to receive information from sellers 

and compare product prices with many different retailers [3, 4]. The willingness to use mobile payment 

method (MPRI) in 34 countries shows that 85% of the global population [5, 6] is using these mobile 

payment methods, which has shown that mobile payment methods account for a significant share of the 

payment methods in reality [4, 5, 6]. Followed by 35% of Vietnam's population currently under the age of 

35, which is the group that needs to use high-tech applications, Vietnam has become a potential and 

dynamic market for online and mobile payment services including e-wallet services [7]. 

       Although e-wallets have been introduced in Vietnam since 2004 [8], many people still do not know 

about this utility. A finding of this study shows that only around 8.2% of people knows the outstanding 

advantages of e-wallet compared to 85% who have used this method in 34 countries around the world [5, 

6]. In addition, e-wallets are also less studied and not well-researched in Vietnam. Those such rare 

researches have overlooked many important factors such as technology experience; perceived risk; attitude 

towards technology proven as deteminants of e-wallet using intention; especially the attitude towards 

technology - the indispensable factor in TRA Theory, TPB Theory which is the fundamental theory for 

behavioral research. 

       The purpose of this study is to assist potential users in better understanding the utility of this product 

as well as identify factors and their influences on the intention of using e-wallets in Ho Chi Minh city. In 

consonance with the results of the study, the authors have proposed some recommendations to increase 

customers using e-wallets through improving their intention to use this product. 

2. THEORETICAL FRAMEWORK AND HYPOTHESES 

2.1 E-wallets  

       Mobile payment method is defined as a form of payment using a mobile device, such as a mobile 

phone or any other device capable of connecting with mobile network [2]. This payment method uses 

electronic money solely and does not use cash or another forms of payment such as magnetic card or direct 

transfering and all money transactions through electronic channels [9]. This form of payment is used to 

perform authorization and confirm the implementation of commercial transactions [10]. In the near future, 

mobile phones will be used to pay for goods and make high-level payments with regular frequencies 
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similar to cash, debit cards or credit cards to help consumers who are free of traditional payment methods 

that yet low efficiency in many situations [4]. Not only is it used to pay when shopping online, e-wallet 

users can also use online services, pay utility bills, transfer money to relatives, recharge phones or game 

cards ... [11]. 

     This method of payment aids customers and sellers optimize an electronic payment tool for handling 

effectively and efficiently, especially small transactions due to the fact that it is faster, more convenient 

and less expensive [12]. Particularly, buyers will perform more quickly when paying for goods online, 

often discounted than buying goods directly from the stores; while the seller will increase the efficiency of 

online sales by saving time and effort in collecting and managing revenue; In addition, the bank also saves 

costs in governing small payment transactions, making it easy and quick to transfer and receive money 

unaffected by geographic barriers and social cash reductions in circulation, contributing to stabilizing 

inflation, developing the national economy [11]. 

2.2 Technology Experience –TE 

       User experience refers to emotions and attitudes about the use of a particular product, system or 

service. It includes experiences, feelings, meaningful aspects and practical values of people-computer 

interaction and product ownership. In addition, it includes a person's awareness of system aspects such as 

utility, perveived ease of use and efficiency [13].  

       According to Lai [14], this is a factor that shows the level of customer acceptance, intention and usage 

of products. In Lai's study, the experience of using technology is shown through regular using mobile 

devices to compose and read emails, search for information, receive notifications such as bank account 

problems, freight notices, etc.  

2.3 Perceived of Usefulness – PU 

       The perception of usefulness is based on expected theory, which relates to an individual's beliefs in 

decision making [15]. According to Davis [16], perceived usefulness is the degree to which an individual 

believes that using a certain system will enhance their own work results [17], Padashetty and Kishore [18] 

argue that the usefulness of feeling includes saving time for payment, implementing various types of 

financial transactions, convenient payment, job performance‟s efficiency.         

2.4 Perceived Ease of Use – PE 

       According to Davis [17], perceived ease of use is defined as the degree to which each individual 

believes that using a particular system without much physical and mental effort to accomplish. Lai [14], 

Amoroso and Wanatabe [2] argued that the perception of ease of use includes learning and understanding 

how to use e-wallets easily without complicated difficulties or requiring much effort when users 

manipulate and make financial transactions payment easier.   

2.5 Perceived trust –PT 

       Perceived of trust as a factor that attracts many scholars' attention which plays a potential role in the 

adoption, approval and usage of mobile payment applications [19]. This factor occurs when suppliers 

perform activities that matches customer expectations [20, 21]. According to Misra and Wickamasinghe 

[19], Gefen and Straub [20], Pavlou and Gefen [23], Mayer et al. [22], perceived trust includes belief in 

the credibility of the application provider as well as the implementation of corporate social responsibility 

or confidence in the competency of suppliers in the field of high technology 

2.6 Perveived Risk – PR 

       The perceived risk is defined as a subjective belief in feeling lost when wanting to pursue a result 

[23]. In the field of payment using high technology, Chan and Lu [24] argued that perceived risk is 

awareness and concessions of customers to the risk of using Mobile or online systems, therefore, this 

would affect decisions towards financial transactions through the mentioned payment systems above. Lai 

and Zainal [25] have found that the perceived risk of customers is influenced by feelings such as anxiety, 

concern, discomfort, uncertainty and contradiction during the online payment process. 
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2.7 Attitude towards Technology - ATT 

       Attitude is defined as a positive or negative feeling of an individual when performing a certain 

intended behavior [26] that involves evaluating the good or bad of an individual about performing a 

behavior. Thereby, this factor is considered as a general assessment to concern if an individual tends to be 

willing or unwilling to perform a certain behavior [27]. 

2.8 Intention of using e-wallets - IT 

       According to [28] Elbeck (2008), the intention of using or purchasing is described as customer 

willingness in buying products. Purchase intention can be classified as an element of customer behavior 

about that individual's intention for a brand or specific product [29]. Attitude is seen as a method to 

measure the power of an individual's intention to perform an instrumental, specific action [26] and this is 

also true in predicting the usage of some means of technology [17].  Followed by Ajzen [30], the intention 

is human action led by considering three beliefs in behavior, norms and individual control. The stronger 

these beliefs, the greater the intention of human action. Lai [14] measured this concept by evaluating and 

using technology in future as well as the satisfaction of e-wallets. 

2.9 Relationships between variables 

2.9.1 Technological experience (TE), perceived usefulness (PU) and perceived ease of use 

(PE) 

       Technological experience is demonstrated by regular use of mobile devices to compose and read 

emails, search for information, receive notifications such as bank account problems, freight 

announcements ... Experience in using information technology of people influences on their efficiency of 

utilizing technology devices [31]. It affects the processing of websites for online commercial transactions 

[32] and significantly promotes performance [14], which also means that interaction with technology helps 

customers perceive more usefulness of new technology applications compared to those who do not have 

technical experience. Particularly, PU is the degree to which an individual believes that using a certain 

system will enhance their own work performance [16]. The perception of usefulness includes saving time 

for payments, conducting various types of financial transactions, making payments more convenient and 

higher productive [17, 18]. 

       TE not only helps customers feel the usefulness of technology but also gives assistance for customers 

to feel the ease of use (PE) of that technology. The greater the users‟ experience of using computers and 

the constant exposure to different types of applications strongly affects the familiarity with many other 

technology packages [33]. PE is concerned as the level that each individual believes in their using a 

particular system without much physical and mental effort to perform [16]. To be specific, users can figure 

and learn how to use e-wallets easily without complication or requiring much effort when making 

financial transactions through this product [2, 14]. As a result, the two first hypotheses are developed as 

follows: 

H1: Technological experience positively affects the perceived usefulness of e-wallets 

H2: Technological experience positively affects the perceived ease of use of e-wallets 

2.9.2 Attitude towards technology (ATT), perceived usefulness (PU) and perceived ease of 

use (PE) 

       Attitude is a positive or negative feeling of an individual when performing a certain intended behavior 

[26]. It involves assessing individual intended behaviors and it is regarded as a general evaluation of 

someone‟s willingness or unwillingness to do something [27]. The ATT is closely linked to PU [17] 

because when a new service or system is introduced, customers tend to consider benefits first, verified 

with previous similar systems and finally reviewed the new technology [34], the choosing-behavior will be 

based on the usefulness of products and services [35]. Therefore, PU has been recommended for studies 

involving advanced technology systems [36]. 

       Similar to PU, PE has been confirmed by many studies as one of the important factors affecting the 

ATT and intention to use [2, 14, 17, 18, 37, 38, 39]. When consumers begin to realize that the technology 

is easy to use, they will be more likely to recognize the convenience of the mobile payment method. 

Then, they may take a fancy to it and intend to try it [37]. 
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       Based on the above arguments, the hypotheses H3, H4 used to test the relationships between PU and 

ATT for e-wallet products in Ho Chi Minh City are: 

H3: Perceived usefulness positively affects the attitude towards e-wallets 

H4: Perceived ease of use positively affects the attitude towards e-wallets 

2.9.3 Perceived trust (PT) and attitudes towards technology 

       The Perceived trust is defined as the belief that relates to the trustworthy characteristics of a company 

[40] and happens when suppliers perform appropriate activities customer expectations [20, 21]. The PT 

includes the belief in the reputation of the technology provider, its implementing corporate social 

responsibility and its capabilities in the technology field [19, 20, 21, 22].  

       This factor significantly affects consumer behavior and intention in uncertain environments such as e-

commerce [41]. In other words, it promotes and facilitates the adoption and acceptance of e-commerce 

[20]. 

       According to Ajzen [42], trust is an important factor affecting attitudes that lead to an individual 

intention and behavior. In terms of mobile payments, the PT will affect ATT. This has been proved 

through previous studies [2, 38, 43]. As a result, hypothesis H5 is developed as follows. 

H5: Perceived trust positively affects the attitudes towards e- wallets. 

2.9.4 The relationship between perceived risk (PR) and attitudes towards technology 

       Many previous studies have verified that PR is an indispensable element for IT-related studies, 

especially e-wallets [2, 14, 24, 44, 45, 46]. It is defined as subjective beliefs in feeling lost when people 

want to pursue something [23]. For payment transactions used high technology, Chan and Lu [24] argued 

that PR is the perception and concession of customers against the risks of using mobile or online payment 

systems. Therefore, this will affect decisions of financial transactions via some payment systems 

mentioned above. Lai and Zainal [25] found that the PR of customers is influenced by feelings such as 

anxiety, concern, discomfort, uncertainty and transparent contradiction throughout online payment 

process. 

       This factor is remarkable important due to customer information provided to mobile payment system 

suppliers is not guaranteed which may lead to bad consequences and this will drive consumers to have 

negative attitudes towards mobile payment services [44]. Mohammad [47] and Cheah [48] emphasized the 

impact of risk on online and mobile payments. At the same time, Mitchell [49] affirmed that the PR 

impacts directly on customers' attitudes and the technology adoption. This result was also ackknowledged 

by Amoroso and Wanatabe [2]. To confirm this relationship for e-wallet products in the HCM city, 

hypothesis H6 is proposed as follows:  

H6: Perceived risk impacts negatively on attitudes towards e- wallets 

2.9.5 Attitude towards technology and the intention of using e-wallets 

       According to Elbeck [28], the intention to buy is described as the willingness of customers to purchase 

products. Intention of using can be categorized as a component of customer behaviors about their intention 

to a particular brand or product [29] whereas attitude is concerned as a way to measure the strength of 

individual intention in implementing a specific behavior [26] and this is also true in predicting using 

intention towards some kind of technology [17]. Followed by Ajzen [30], the intention is human action led 

by considering three beliefs in behavior, norms and individual control. The stronger these beliefs, the 

greater intention of human action. Lai [14] measured this concept by the evaluating and using technology 

in future as well as the satisfaction of e-wallets. As a result, the tested hypothesis H7 is:  

H7: Attitude towards technology positively affects the intention of using e-wallets 

       The research model with with seven hypotheses are presented in figure 2.1 as follows. 
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Figure 2.1. The research model 

 

 

Figure 1. The proposed model 

3. RESEARCH DESIGN 

 The research instrument consisted of seven constructs: (1) Experience in using technology, (2) 

Perceived usefulness, (3) Perceived ease of use, (4) Attitude toward technology, (5) Intention of using e-

wallets (6) Perceived trust; and (7) Perceived risk. The 25 items of these constructs were designed based 

on previous studies [2, 14, 37, 38, 43, 44, 50, 51].  

      The interviewees have not used e-wallets or are planning to use e-wallets and are living in Ho Chi 

Minh City. They have different gender, marital status, education and income levels, professions, ages and 

technogy experience as well as average time of mobile useage.   

       To test the reliability and validity of the questionaire, the authors conducted a pilot study of 70 

respondents and 250 interviewees were interviewed by online and face-to-face surveys. The results 

indicated that the seven constructs meet the expected requirements for reliability and validity. 

4. RESULTS AND DISCUSSIONS 

4.1 Verification of Cronbach's Alpha coefficient 

 The results of testing Cronbach's Alpha coefficients with Cronbach Alpha coefficients are greater 

than 0.6 (preliminary: 0.719 – 0.868; official: 0.796 – 0.915) and variable correlation coefficients - the 

total is greater than 0.3 (preliminary: 0.461 - 0.819; official: 0.313 - 0.840) has shown that the scale of the 

research model meets the reliability requirements [52, 53]. Hence the scale is appropriate used for 

subsequent EFA analysis step. 

4.2 Exploratory factor analysis (EFA)  

 EFA is implemented four times for peer (group) factors in the research model at both the preliminary 

and official stages. Extraction factor used is Principal Axis Factoring (PAF) with Promax non-

perpendicular rotation. The result of 4 times of the factor rotation matrix in both the preliminary and 

official stages has met the requirements set for KMO index, the value of Sig. Barlett‟s Test, Initial 

Eigenvalues, total extracted variance. At the official stage, the EFA results of the factors affecting attitude 

towards technology indicate that the observed variable PR4 is eliminated because the weight is less than 

0.55 [54]. Thus, after eliminating the variable type (PR4), the factors and observed variables of each factor 

in the model have met the requirements of reliability and value as originally achieved. This also means 

that the research model proposed does not change. 

4.3 Confirmatory Factor Analysis (CFA) 

 After eliminating the observed variable PR4 because it did not meet the conditions at the EFA matrix 

rotation process, the CFA analysis results for the proposed research model had Chi-square statistic value = 

371,793 with 231 degrees of freedom ( p = 0.000). Other measuring indicators also achieved very high 

values with GFI = 0.883> 0.8 [55]; TLI = 0.952 (> 0.9); CFI = 0.960 (> 0.9); RMSEA = 0.051 (0.08), 
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therefore this model is suitable for market data or it can be said that this scale achieves uni-directional [55, 

56]. 

 The results of the estimated coefficients show that the coefficient of Estimate between standard 

deviations (SE) is less than 1 with P-value (p = 0.000) less than 0.05, thus the correlation of each pair of 

conceptual concepts differs from 1 at 95% confidence level so the results are statistically significant. 

Consequently, the concept of technological experience; perceived usefulness; perceived ease of use; 

perceived trust; perceived risk and attitude towards technology; intention to use; which is differentiated in 

the critical model.  

 In addition, the combined reliability (0.981) and the total variance (68.2) allow the conclusion of 

critical models to achieve compatibility with market data. The weights (standardized) of convergent values 

are greater than 0.5 and statistically significant, indicating that these scales have achieved convergent 

values. Finally, all 6 components: (1) technological experience, perceived usefulness, (3) perceived ease of 

use, (4) Perceived trust, (5) perceived risk and (6) attitude towards technology, (7) the intention to use e-

wallets achieve unidirectional because there is no number-correlation errors between the observed 

variables. 

Figure 2. Results of CFA diagram - critical measurement model (standardization) 

4.4 Verification of SEM structured model 

 Figure 3.2 shows 7 related concepts: (1) technological experience, (2) perceived usefulness, (3) 

perceived ease of use, (4) Perceived trust, (5) perceived risk and (6) attitude towards technology, (7) the 

intention to use e-wallets achieves unidirectional because it has no number-correlation errors between 

observed variables. SEM analysis results for the proposed research model have Chi-square statistic value = 

488.237 with 242 degrees of freedom (p = 0.000). Other measuring indicators also achieved very high 

with GFI value = 0.851> 0.8 [55] (Hair et al, 1998); TLI = 0.920 (> 0.9); CFI = 0.930 (> 0.9); RMSEA = 

0.067 (0.08), so it can be said that this model is suitable for market data or this scale achieves uni-

directional. Besides, by using bootstrapping technique for 500 times, we found that the bias of the model 

estimation is insignificant.  
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Figure 3. SEM results of the theoretical model (standardization) 

Table 1. Estimated results of the parameters 

   
Estimate 

(Unstandardized) 

Estimate 

(Standardized) 
S.E. C.R. P 

 

Result 

PE <--- TE .443 .427 .075 5.905 *** H1: Acceptted 

PU <--- TE .535 .585 .066 8.079 *** H2: Acceptted 

ATT <--- PE .189 .233 .050 3.790 *** H3: Acceptted 

ATT <--- PU .370 .402 .060 6.132 *** H4: Acceptted 

ATT <--- PR -.123 -.144 .051 -2.408 .016 H5: Acceptted 

ATT <--- PT .247 .242 .066 3.758 *** H6: Acceptted 

IT <--- ATT .390 .374 .076 5.144 *** H7: Acceptted 

 
 The estimation results (unstandardized) of the main parameters in Table 3.1 show that the P-value of 

all factors is less than 0.05 so we can conclude that the attitude towards technology really affects the 

intended use. Moreover, the unstandardized weights (Estimate) of the TE factors; PU; PE; PT; ATT is all 

positive, suggesting that the empirical factor using TE positively affects PU and PE, while turning PT 

along with PU, PE positively affects ATT, PR negatively affects ATT according correctly to hypothesis 

H6. The hypotheses achieve unidirectional because it has no error correlation between observed variables. 

 As a result, SEM model still maintains 6 independent variables: technological experience; perceived 

usefulness; perceived ease of use; Perceived trust; perceived risk and attitude towards technology.   

 Furthermore, the standererized results of the main parameters in the revised study model also show 

that normalized weights are positive. In addition, the technological experience has the strongest impact on 

perceived usefulness because the absolute value of standardized weight is 0.585 greater than the impact 

value of the technological experience to perceived ease of use (0.427). At the same time, the perceived 

usefulness becomes a profound influence on attitude towards technology because the absolute value of 

stan  

5. CONCLUSIONS AND MANAGERIAL IMPLICATIONS  

5.1 Conclusions 

 The results of testing this research model developed on Lai‟s study [14] are consistent with the results 

of the reference studies in this study for the positive relationships between technology experience, 

perceived usefulness, perceived ease of use and attitude towards technology leading to individual 

intemtion behaviors.   
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 In addition, the results of two factors added to Lai‟s model including perceived risk, perceived trust 

are also consistent with other studies [2, 38, 43, 44, 50, 51] by acknowledging their positive influences on 

attitude towards technology. 

5.2 Managerial implications 

 The results show that the attitude towards e-wallet positively affects the intention of using this 

payment service and the attitude towards e-wallet is affected by perceived usefulness, perceived ease of 

use, perceived trust; perceived risk. Thus, in order to promote the intention to adopt e-wallets, service 

providers need to improve the positive attitude of potential users on products through factors affecting 

attitude towards e-wallets. 

5.3 Suggestions to improve the positive attitude towards e-wallets 

5.3.1 Perceived usefulness 

 Perceived usefulness is the most powerful factor affecting attitudes towards e-wallets Therefore, the 

advertising program and the introduction of e-wallets need to focus more on its usefulness. The content of 

advertisements and posters should emphasize the conveniences of e-wallets, especially in financial 

transactions so that customers can understand the work performance is enhanced by using e-wallets 

instead of using traditional payment methods. In addition, the utility of e-wallets needs to continue 

developing with the aim at increasing the features of e-wallet as well as the efficiency of using this 

service. 

5.3.2 Perceived trust 

 Trust is confirmed to be the second strongest impact on attitudes towards e-wallets. Results show that 

potential customers believe in e-wallet products of reputable, capable companies in the field of mobiles, 

electronic digitization and social responsibility are reliable. This means that when companies in field of 

this product prove their prestige, capacity as well as imply good corporate social responsibility, they could 

have more competitive advantages that attract customers to use e-wallets. In order to gain this competitive 

advantage, the company needs to set up a strategy of branding, quality positioning and communicating 

their integrity and incorruptibility as well as the social activities the public aiming to increase and 

strengthen the belief of customer to e-wallet suppliers. 

5.3.3 Perceived ease of use 

 The perceived ease of use is of the third highest importance for e-wallets. For this factor, the 

awareness of easiness in e-wallet understanding and learning how to use this product is lowest. This means 

that potential customers feel that it is not easy to understand and learn e-wallet operations. To deal with 

this issue, e-wallet providers need to simplify the using-functions, design friendly interface, create demos 

illustrating the usage for novices. Additionally, the establishment of a dedicated customer support 

department for guiding the installation and use of e-wallet products of enterprises is equally important. 

5.3.4 Perceived risk 

 The perceived risk has the opposite effect to the attitude towards e-wallets. However, the survey 

results show that potential customers do not place this issue seriously when using this product (- 0.144). 

Nevertheless, two risks related to using this product that potential customers wonder are the misuse of 

personal information and mobile devices may be contaminated. It means service providers need to make 

sure that user information is completely secured. By building a high security system for each payment 

system using the OTP password is the prior thing that any service providers should consider first. One of 

the anti-virus methods should be concerned as publishing the application on CH Play under Google 

Supplier‟s censorship.  

5.3.5 Suggestions to increase PU, PE through technical experience 

 Technical experience has been shown to have a positive impact on the perceived usefulness and the 

perceived ease of use of potential customers. Results indicate potential customers think that they often use 

mobile devices to find information so e-wallet providers need to inform them frequently and diversify 

useful information for customers. This enables customers to experience in using mobile devices as well as 
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e-wallets. Since the perceived of ease and the perceived usefulness of e-wallet of potential customers are 

getting to increase, their positive attitude towards e-wallet increse accordingly leading to the intention of 

e-wallet using. 

 

 
REFERENCES 

1. X. Li, N. Mitton, I. Simplot-Ryl and D. Simplot-Ryl, "Dynamic Beacon Mobility Scheduling for Sensor 

Localization", IEEE Transactions on Parallel and Distributed Systems, vol. 23, no. 8, pp. 1439-1452, 2012. 

2.  D. Amoroso and R. Magnier-Watanabe, "Building a Research Model for Mobile Wallet Consumer Adoption: The 

Case of Mobile Suica in Japan", Journal of theoretical and applied electronic commerce research, vol. 7, no. 1, pp. 

13-14, 2012.  

3. S. Yang, Y. Lu, S. Gupta, Y. Cao and R. Zhang, "Mobile payment services adoption across time: An empirical study 

of the effects of behavioral beliefs, social influences, and personal traits", Computers in Human Behavior, vol. 28, 

no. 1, pp. 129-142, 2012. 

4.  Z.K, Sanaz, “Developing Consumer Adoption Model on Mobile Wallet in Canada”, PhD Thesis, University of 

Ottawa, 2015.  

5. Mastercard Worldwide, “The Mobile Payments Readiness Index: A Global Market Assessment”, May 2012. 

6. W. Hernandez, “MCX wants to be the world‟s most accepted mobile wallet,” 2014. 

7. AC Nielsen “Doanh nhan Saigon Online,” 2014. [Online]. Available:   

http://www.doanhnhansaigon.vn/chuyen-lam-an/kinh-doanh-truc-tuyen-phat-trien-vuot-bac/1083549/, [Accessed 

15/12/2018]. 

8. Nhan dan dien tu, “Ra mắt "ví điện tử" đầu tiên tại Việt Nam,” 2010. [Online]. Available: 

http://www.nhandan.com.vn/chinhtri/item/9451602-.html [Accessed: 17/01/2018] 

9.  S. Singh, “Electronic money: understanding its use to increase the effectiveness of policy”, Telecommunications 

Policy, vol. 23, no.10-11, pp. 753-773, 1999.  

10. Y. Au and R. Kauffman, "The economics of mobile payments: Understanding stakeholder issues for an emerging 

financial technology application", Electronic Commerce Research and Applications, vol. 7, no. 2, pp. 141-164, 2008.  

11. Felix VN, “Ví điện tử và khả năng ưu việt của nó,” 2014. [Online]. Availble: http://www.felixvn.com/tin-tuc/vi-dien-

tu-va-kha-nang-uu-viet-cua-no-103.html/, [Accessed: 20/12/2018].  

12. Friedman, M. (2013), “Arkansas Retailers, Merchants Join Forces to Develop Digital Wallet,” Arkansas Business 

News,  ArkansasBusiness.com. [Online]. Available: http://www.arkansasbusiness.com/article/90101/retailers-

merchants-join-forces-to-developdigital-wallet?page=all. [Accessed January 20, 2015].  

13. Wikipedia, “User experience”, [online document], Feb. 11, 2016. Available:  

https://en.wikipedia.org/wiki/User_experience#Definitions/  [Accessed Feb. 11, 2016].  

14. Y. Lai, "The study of technology acceptance for e-wallets application of clinic fees payment", Health, vol. 04, no. 11, 

pp. 1082-1087, 2012.  

15. G. Rigopoulos, J. Psarras and D. Th. Askounis, “A TAM framework to evaluate users‟ perception towards online 

electronic payments, Journal of Internet Banking and Commerce, vol. 12, no. 3, pp. 1-6, 2007. 

16. F. D, Davis, “User acceptance of information technology: system characteristics, user perceptions and behavioral 

impacts”, International journal of man-machine studies, vol. 38, no. 3, pp. 475-487, 1993. 

http://www.doanhnhansaigon.vn/chuyen-lam-an/kinh-doanh-truc-tuyen-phat-trien-vuot-bac/1083549/
http://www.nhandan.com.vn/chinhtri/item/9451602-.html
http://www.felixvn.com/tin-tuc/vi-dien-tu-va-kha-nang-uu-viet-cua-no-103.html/
http://www.felixvn.com/tin-tuc/vi-dien-tu-va-kha-nang-uu-viet-cua-no-103.html/
http://www.arkansasbusiness.com/article/90101/retailers-merchants-join-forces-to-developdigital-wallet?page=all
http://www.arkansasbusiness.com/article/90101/retailers-merchants-join-forces-to-developdigital-wallet?page=all
https://en.wikipedia.org/wiki/User_experience#Definitions/


12 INTENTION OF USING E-WALLETS – AN EVIDENCE FROM HO CHI MINH CITY, VIETNAM 

  

© 2019 Industrial University of Ho Chi Minh City 

17. F.D. Davis, “Perceived usefulness, perceived ease of use, and user acceptance of information technology”, MIS 

quarterly, pp. 319-340, 1989. 

18. S. Padashetty, K.S. Kishore, “An Empirical Study on Consumer Adoption of Mobile Payments in Bangalore City-A 

Case Study”, Researchers World, vol.4 no. 1, pp. 83-94, 2013. 

19. S. Misra and N. Wickamasinghe, "Security of a Mobile Transaction: A Trust Model", Electronic Commerce 

Research, vol. 4, no. 4, pp. 359-372, 2004.  

20. G D. Gefen and D. Straub, "Consumer trust in B2C e-Commerce and the importance of social presence: experiments 

in e-Products and e-Services", Omega, vol. 32, no. 6, pp. 407-424, 2004.  

21. P. Pavlou and D. Gefen, "Building Effective Online Marketplaces with Institution-Based Trust", Information Systems 

Research, vol. 15, no. 1, pp. 37-59, 2004. 

22. R. Mayer, J. Davis and F. Schoorman, "An Integrative Model of Organizational Trust", Academy of Management 

Review, vol. 20, no. 3, pp. 709-734, 1995 

23. M. Featherman and P. Pavlou, "Predicting e-services adoption: a perceived risk facets perspective", International 

Journal of Human-Computer Studies, vol. 59, no. 4, pp. 451-474, 2003. 

24. S. Chan and M. Lu, "Understanding Internet Banking Adoption and Use Behavior", Journal of Global Information 

Management, vol. 12, no. 3, pp. 21-43, 2004. 

25. P.C. Lai and A.A. Zainal, „„Consumers‟ Intention to Use a Single Platform E-Payment System: A Study Among 

Malaysian Internet and Mobile Banking Users,‟‟ Journal of Internet Banking and Commerce, vol. 20, no. 1, pp. 1–

13, 2015. 

26. M. Fishbein and I. Ajzen, Belief, Attitude, Intention, and Behaviour: An Introduction to Theory and Research, 

Addison Wesley Pub.Co., pp. 288-289, 1975. 

27. I. Ajzen, "The theory of planned behavior", Organizational Behavior and Human Decision Processes, vol. 50, no. 2, 

pp. 179-211, 1991.  

28. M. Elbeck and J. Mandernach, "Expanding the value of scholarly, open access e-journals", Library & Information 

Science Research, vol. 30, no. 4, pp. 237-241, 2008.  

29. N.Z. Hosein, “Measuring the purchase intention of visitors to the auto show”, Journal of management and marketing 

research, Vol. 9, pp. 1-17, 2012. 

30. I. Ajzen, “Constructing a TPB questionnaire: Conceptual and methodological considerations”, 2002.  

31. R. Downing, J. Moore and S. Brown, "The effects and interaction of spatial visualization and domain expertise on 

information seeking", Computers in Human Behavior, vol. 21, no. 2, pp. 195-209, 2005.  

32. C. Chiu, H. Huang and C. Yen, "Antecedents of trust in online auctions", Electronic Commerce Research and 

Applications, vol. 9, no. 2, pp. 148-159, 2010.  

33. R. Thompson, C. Higgins and J. Howell, "Influence of Experience on Personal Computer Utilization: Testing a 

Conceptual Model", Journal of Management Information Systems, vol. 11, no. 1, pp. 167-187, 1994.  

34. N. Kreyer, K. Pousttchi and K. Turowski, "Mobile Payment Procedures: Scope and Characteristics", e-Service 

Journal, vol. 2, no. 3, pp. 7-22, 2003. 

35. P. Chau, "An Empirical Assessment of a Modified Technology Acceptance Model", Journal of Management 

Information Systems, vol. 13, no. 2, pp. 185-204, 1996. 

36.  H. Nysveen, P. Pedersen and H. Thorbjørnsen, "Explaining intention to use mobile chat services: moderating effects 

of gender", Journal of Consumer Marketing, vol. 22, no. 5, pp. 247-256, 2005.   



 INTENTION OF USING E-WALLETS – AN EVIDENCE FROM HO CHI MINH CITY, VIETNAM 13 

  © 2019 Industrial University of Ho Chi Minh City 

 

37. T. Dahlberg, N. Mallat, A. Öörni, “Trust enhanced technology acceptance modelconsumer acceptance of mobile 

payment solutions: Tentative evidence”, Stockholm Mobility Roundtable, pp. 22-23, 2003. 

38. D. Shin, "Towards an understanding of the consumer acceptance of mobile wallet", Computers in Human Behavior, 

vol. 25, no. 6, pp. 1343-1354, 2009. 

39. A. Kim and E. Ko, "Impacts of Luxury Fashion Brand‟s Social Media Marketing on Customer Relationship and 

Purchase Intention", Journal of Global Fashion Marketing, vol. 1, no. 3, pp. 164-171, 2010.  

40. D. Gefen, E. Karahanna, & D.W. Straub, “Trust and TAM in online shopping: An integrated model”, MIS 

quarterly, 27(1), 51-90, 2003. 

41. S. Jarvenpaa, N. Tractinsky and L. Saarinen, "Consumer Trust in an Internet Store: A Cross-Cultural Validation", 

Journal of Computer-Mediated Communication, vol. 5, no. 2, pp. 0-0, 2006. 

42. I. Ajzen, "The theory of planned behavior", Organizational Behavior and Human Decision Processes, vol. 50, no. 2, 

pp. 179-211, 1991. 

43. Haspeslagh, Louise. “The ringing wallet” 2014. lib.ugent.be/.../RUG01-002167143_2014_0001_AC.pdf  

44. R.A. Bauer, “Consumer behavior as risk taking”, Chicago, IL pp. 384-398, 1960. 

45. Pavlou, Paul A.; H. Liang, Y. Xue, “Understanding and mitigating uncertainty in online environments: a principal-

agent perspective”, MIS quarterly, vol. 31, no.1, 105-136, 2006. 

46. X. Luo, H. Li, J. Zhang and J. Shim, "Examining multi-dimensional trust and multi-faceted risk in initial acceptance 

of emerging technologies: An empirical study of mobile banking services", Decision Support Systems, vol. 49, no. 2, 

pp. 222-234, 2010.  

47. A. Mohammad, “The Development of E-Payments and Challenges in Malaysia. The Development of E-payments and 

Challenges for Central Banks in The SEACEN Countries”, 2008. 

48. K.L. Cheah, “Payment Systems in Malaysia”, Payment Systems Policy Department, Bank Negara Malaysia, 2011. 

49. V. Mitchell, "Consumer perceived risk: conceptualisations and models", European Journal of Marketing, vol. 33, no. 

12, pp. 163-195, 1999. 

50. İ. Daştan and C. Gürler, "Factors Affecting the Adoption of Mobile Payment Systems: An Empirical Analysis", 

EMAJ: Emerging Markets Journal, vol. 6, no. 1, pp. 17-24, 2016.  

51. Y. Jung, B. Perez-Mira and S. Wiley-Patton, "Consumer adoption of mobile TV: Examining psychological flow and 

media content", Computers in Human Behavior, vol. 25, no. 1, pp. 123-129, 2009.   

52. J. F. Hair, W.C. Black, B.J. Babin, R.E. Anderson, & R.L. Tatham, Multivariate data analysis 6th Edition. Pearson 

Prentice Hall. New Jersey. humans: Critique and reformulation. Journal of Abnormal Psychology, 87, 49-74, 2006. 

53. J.C. Nunnally, I.H. & Bernstein, I. H. The theory of measurement error. Psychometric theory, 209-247, 1994.  

54. J. Anderson and D. Gerbing, "Structural equation modeling in practice: A review and recommended two-step 

approach.", Psychological Bulletin, vol. 103, no. 3, pp. 411-423, 1988.  

55. J. F. Hair, W.C. Black, B.J. Babin, R.E. Anderson, & R.L. Tatham, “Multivariate data analysis”, Upper Saddle River, 

5(3), 207-219, 1998. 

56. J. Steenkamp and H. van Trijp, "The use of lisrel in validating marketing constructs", International Journal of 

Research in Marketing, vol. 8, no. 4, pp. 283-299, 1991.  

 

Received on February 1
st
, 2019 

Accepted on March 25
th

, 2019 

http://lib.ugent.be/.../RUG01-002167143_

