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Abstract

The study analyzes the factors affecting the intention and recommendation to use the mobile banking applications of 314 customers 
from Vietnam. The study analyzes 7 factors affecting the intention and recommendation to use the mobile banking applications 
of customers from Vietnam, including (i) Perceived risk; (ii) Perceived ease of use; (iii) Perceived usefulness; (iv) Attitude; 
(v) Perceived trust; (vi) Social image; and (vii) Innovativeness. Besides, the study also analyzes 4 variables that reflect the customer’s 
demographics, including gender, age, education, and occupation, and 6 variables describing the behavior of customers using mobile 
banking applications. The study findings indicate that the following factors (i) Innovativeness; (ii) Attitude; (iii) Perceived risk; 
(iv) Perceived ease of use, and (v) Perceived trust have the most significant impact on customers’ behavior of using mobile banking 
applications in emerging markets such as Vietnam in the context of prolonged pandemic and continuous lockdown in many provinces 
and cities. The study is also of great value to studies on behavior changes among customers using mobile banking applications 
after the COVID-19 pandemic in Vietnam. The study will provide additional empirical evidence useful to bank administrators in 
motivating customers to use mobile banking applications, helping develop a digital economy in Vietnam.
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application in the banking business helps commercial banks 
improve their capabilities in better customer care, more 
effective capital management, enhanced competitiveness, 
and package offerings for customers through cross-selling 
products and services such as consumer loans, credit cards, 
and consulting portfolios management, etc.

Mobile banking can also be leveraged as a product to 
improve the competitiveness of each bank’s brand. The bank 
can build credibility and trust among customers through its 
innovative mobile banking channel, a long-term vision, and 
modern product offerings. Moreover, banks can utilize their 
first-mover advantage by proactively forming technology 
standards based on their competitive edges in the process of 
developing and launching mobile banking. Mobile banking 
application makes it possible for banks to offer their services 
in remote geographical areas without investing in setting 
up branches and hiring more staff, which presents both an 
opportunity and a challenge for the banks. Thus, mobile 
banking application helps commercial banks maintain and 
strengthen their competitive position (Dapp, 2017).
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1.  Introduction

Technological advances help banks gradually 
consolidate online banking platforms, bringing many 
benefits to both banks themselves and customers. Among 
online banking platforms, mobile banking is a key 
foundation in the growth strategy of the banking industry 
(Goswami & Raghavendran, 2009). Mobile banking 
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Besides benefits to the bank, mobile banking application 
also brings benefits to customers using the service. 
Customers will have their transaction needs to be served in a 
large geographical area where mobile phone signal is more 
quickly and conveniently available. Customers do not have to 
wait in line to access ATMs or branches for banking services. 
This will better facilitate customers’ financial planning and 
transaction reviewing anytime, anywhere. Compared to 
other forms of e-banking services, mobile banking provides 
customers with a safer transaction channel. 

The most significant advantage that mobile banking 
offers to banks is cost efficiency when selecting channels 
to provide products and services to customers. Furthermore, 
with mobile banking applications, customers can use banking 
services anytime, anywhere, making banking services 
readily available to customers in an emergency. In addition, 
the mobile banking application helps the bank to provide 
value-added services tailored to the individual preferences 
of each customer corresponding to their current geographical 
location (Al-Otaibi et al., 2018; Çera et al., 2020). However, 
a successful mobile banking application requires many users 
and the ability to change user habits, embedding mobile 
banking applications in customers’ daily habits (Laukkanen, 
2007; Goswami & Raghavendran, 2009).

The COVID-19 pandemic has changed customers’ 
behaviors and habits in accepting and recommending mobile 
banking applications (Nair et al., 2021). The study was 
conducted to analyze 7 factors affecting the intention and 
recommendation to use the mobile banking applications of 
customers from Vietnam during the COVID-19 pandemic, 
including (i) Social image; (ii) Perceived ease of use; (iii) 
Perceived usefulness; (iv) Attitude; (v) Perceived trust; 
(vi) Perceived risk and (vii) Innovativeness. Besides, the 
study also analyzes 4 variables that reflect the customer’s 
demographics, including gender, age, education, and 
occupation, and 6 variables describing the behavior of 
customers using mobile banking applications. The study will 
provide additional empirical evidence on behavior changes 
among customers using mobile banking applications after 
the COVID-19 pandemic in Vietnam.

2.  Literature Review

Mobile banking is defined as using a mobile device 
through a telecommunications network to connect with 
a financial institution or bank to help customers make 
service requests. Mobile banking is a distribution channel of 
modern banking products and services through the mobile 
information network. With mobile banking, customers 
can perform most of their financial transactions like at a 
traditional bank branch; that is why Mobile banking and 
other forms of e-banking are also known as branchless 
banking (Kochar, 2018; David-West et al., 2019; Mangani 
et al., 2019). In a broad sense, Mobile banking is understood 

as the use of a mobile device through a telecommunications 
network to connect with a financial institution or bank to 
help customers make service requests. 

Mobile banking application in the banking business 
helps commercial banks improve their capabilities in 
better customer care, more effective capital management, 
enhanced competitiveness, and package offerings for 
customers through cross-selling products and services such 
as consumer loans, credit cards, and consulting portfolios 
management, etc.

Banks design a mobile banking application to help 
customers connect with banks and make service requests 
through mobile devices. With the mobile banking application, 
customers can perform most of the basic financial 
transactions like at a traditional bank branch. Analysis of the 
factors affecting the intention and recommendation to use 
mobile banking applications will lay the groundwork for 
banks to propose solutions to increase the share of customers 
using mobile banking applications.

Theory of Technology Acceptance Model (TAM) 
(Davis, 1989) is a model developed based on the Theory 
of Reasoned Action (TRA). The TAM model is widely 
recognized and applied to test the acceptance level of users 
for information technology systems and applications. The 
TAM model, designed based on the Theory of Reasoned 
Action, or TRA (Ajzen & Fishbein, 1980) for the purpose 
of making predictions about the acceptance and use of new 
information technology and systems by identifying the 
characteristics that lead to the success of the company’s 
information systems and their adaptability to work-related 
needs (Davis, 1989). TAM has been considered the most 
powerful, relevant, and influential model for innovation 
acceptance behavior (Davis, 1989), and therefore, is 
considered as the grounds of this study. The two core 
elements of the TAM model are: (i) Perceived Usefulness 
(PU) means the degree to which customers believe that if 
they use an IT-led product or service, the effectiveness of 
this product or service will increase; (ii) Perceived Ease 
of Use (PEOU) means the degree to which people believe 
that it will not be challenging to learn how to use a new 
technology product or service (Table 1).

Venkatesh and Davis (2000) published the extended 
TAM model (TAM2), which builds upon the TAM model. 
The TAM2 model explains in more detail why users perceive 
IT-led products and services as more useful than when they 
do not have such products or services. Furthermore, TAM2 
focuses on additional factors affecting the usefulness of 
information technology products and services and simulates 
the results after customers use those products and services 
(Venkatesh & Davis, 2000). The expectation for TAM2 is 
to keep the original TAM structures and add the perceived 
usefulness and intention-to-use structure of TAM while 
exploring how these factors’ impacts on the target system 
change with the user’s experience improvement over time.
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The Unified Theory of Acceptance and Use of 
Technology (UTAUT) was developed by Venkatesh 
et  al. (2003) for testing technology acceptance and using 
a more  uniform approach. The UTAUT model can be 
considered a combination of 8 previous theoretical models 
based on the most common perspective of studying the 
user’s acceptance of a new IT-led product or service.  

The UTAUT model builds upon the following models 
(Figure 1): (i) TRA Theory of Reasoned Action); (ii) TAM 
(Technology Acceptance Model); (iii) MM (Motivation 
Model); (iv) TPB (Theory of Planned Behavior); (v) C-TAM-
TPB (A model combining TAM and); (vi) MPCU (Model of 
PC Utilization); (vii) IDT (Innovation Diffusion Theory); 
and (viii) SCT (Social Cognitive Theory).

Table 1: Factors that Influence Customer Behavior in a Mobile Banking Application

ID Items Source

1 Perceived risk Muñoz-Leiva et al. (2017); Singh et al. (2020)
2 Perceived ease of use Venkatesh & Davis (2000); Liébana-Cabanillas et al. (2018); Muñoz-Leiva et al. (2017); 

Singh et al. (2020)
3 Perceived usefulness Venkatesh & Davis (2000)Liébana-Cabanillas et al. (2018); Muñoz-Leiva et al. (2017); 

Singh et al. (2020)
4 Attitude Muñoz-Leiva et al. (2017); Singh et al. (2020); Amin et al. (2021)
5 Perceived trust Pham & Ho (2015); Slade et al. (2015); Muñoz-Leiva et al. (2017); (Ramli et al., 2021)
6 Innovativeness Liébana-Cabanillas et al. (2018); Singh et al. (2020)
7 Social image Venkatesh & Davis (2000); Muñoz-Leiva et al. (2017); Navavongsathian et al. (2020); 

Singh et al. (2020)
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Figure 1: The Mobile Banking Application Adoption Model
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3.  Methods and Data

The survey questionnaire of the study is adapted from 
the Technology Acceptance Model 3 (TAM 3) (Venkatesh 
& Bala, 2008), adding two more factors of Social Image 
and Innovativeness (Aldás‐Manzano et al., 2009). Thus, 
the dataset describes 7 factors affecting the intention and 
recommendation to use the mobile banking application of 
314 customers from Vietnam surveyed during May-June 
2021 when Vietnam was under lockdown due to a new wave 
of COVID-19 pandemic. 

The dataset was collected through online survey 
questionnaires sent via email and Facebook groups of 
students and alumni in Vietnam during May and June 2021. 
The sampling technique in this dataset is convenience 
sampling. A total of 326 responses have been received, but 
only 314 of which are valid, which will be used for the next 
analysis steps. Each customer who completes the survey 
shall receive an electronic set of documents on economics, 
finance, and banking stored on Google drive. 

The study adopted the questionnaires from previous 
studies, including 37 questions, 4 of which are about 
customer demographics, 6 questions are about behavior of 
using mobile banking application, and the other 27 questions 
are designed on a 5-point Likert scale (1- Strongly disagree; 
2-Disagree; 3-Neutral; 4-Agree; 5- Strongly agree). 

All responses were entered into Excel software before 
analysis with SPSS 23 software. Before analysis, variables 
were coded, and data were verified to ensure the validity of 
each question. After removing invalid responses, the final 
dataset contains 314 valid responses.

The linear structural model was used to test the 
research hypothesis. The SEM model combines all the 

techniques such as multivariate regression, factor analysis, 
and correlation analysis (between elements in the network 
diagram) to enable us to examine the complex relationship in 
the model. Unlike other statistical techniques that only allow 
estimation of the partial relationship of each pair of factors 
(elements) in the classical model (measurement model), 
SEM allows the simultaneous estimation of the elements in 
the overall model, estimate the causal relationship between 
the latent constructs through indicators that combine both 
measurement and structure of the theoretical model, measure 
the recursive and non-recursive relationships, measure 
direct and indirect effects, including measurement error and 
residual correlation. This study applies Partial Least Squares 
Structural Equation Modeling because this method is widely 
used in current studies on intention and recommendation 
to use mobile banking (Khan et al., 2021; Geebren et al., 
2021; Çera et al., 2020; Karim et al., 2020). PLS-SEM is 
used to simultaneously estimate the measurement model 
and  structural model of the proposed research model. 
The tools used to perform the analysis are SPSS 23 software 
for descriptive statistics and SmartPLS 3.2.7 software for 
PLS-SEM analysis. 

4.  Results

The statistical results show that up to 71.30% of 
customers taking the survey are female, mostly aged 
between 18–30 years old, accounting for 74.20% of the total 
314 respondents. In terms of education attainment, 77.10% 
of the respondents have undergraduate degrees, and 22.90% 
have graduate degrees. Regarding occupation, 55.10% of 
customers have stable jobs, and 41.40% of customers are 
students (Table 2).

Table 2: Descriptive Statistics of Demographic Variables

Socio-Demographic Characteristics Frequency (N = 314) Percentage

What is your gender? Male 90 28.70
Female 224 71.30

What is your age? 18–30 233 74.20
31–40 80 25.50
41–50 1 0.30
More than 50 0 0.00

What is the highest level of education 
you have completed?

University 242 77.10
Postgraduate 72 22.90

Which one of the following best 
describes you?

Employed 173 55.10
Employed part-time 3 1.00
Not currently employed 2 0.60
Student 130 41.40
Self-employed 6 1.90
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Table 3 describes the customer’s behavior of using the 
mobile banking application, including the last time access, 
frequency, significant transactions, types of mobile device 
users and manufacturers, operating system used on mobile 
devices to install the mobile banking application. 

Statistical results show that most customers use mobile 
banking applications on the day of the survey and 1–7 days 
before that, accounting for 87.3% of customers taking 

the survey. This reflects the popularity of mobile banking 
applications in Vietnam. Regarding the frequency of use, 
the number of customers using mobile banking applications 
several times a week accounted for the largest proportion 
of 40.10%. The most common transaction when customers 
use the mobile banking application is to view the account 
statement, representing 85.40%. The rate of customers 
using mobile banking applications on smartphones is up to 

Table 3: Descriptive Statistics of Respondents’ Mobile Banking Application Usage Behavior

Variables Frequency  
(N = 314) Percentage

When was the last time you used a mobile 
banking application?

Today 135 43.00
1–7 days ago 139 44.30
1–2 weeks ago 10 3.20
3–4 weeks ago 6 1.90
More than 1 month ago 24 7.60

How often have you used the mobile banking 
application in the past 3 months?

Less than once a week 58 18.50
About once each week 62 19.70
Several times each week 126 40.10
About once each day 22 7.00
Several times a day 46 14.60

What is the most popular service you use on 
mobile banking applications?

View account balance 268 85.40
View account activity 2 0.60
Pay a bill 25 8.00
Transfer money 17 5.40
Find a nearby branch or ATM 0 0.00

Check loan or interest rates 0 0.00
View other services 1 0.30
Check transaction right after a 
purchase

1 0.30

What type of mobile device do you use most 
frequently to access the mobile banking 
application?

Smart Phone 312 99.40
Tablet 2 0.60

Who is the manufacturer of your device? Samsung 74 23.60
Apple 165 52.50
Huawei 8 2.50
BBK Electronics (OPPO, VIVO) 35 11.10
Nokia 5 1.60
Xiaomi 16 5.10
Other 11 3.50

What is the operating system of your device? Android 149 47.50
IOS 165 52.50
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99.40%; Apple and IOS are the most popular brands and 
operating systems used by 52.50% of customers to access 
mobile banking applications.

Table 4 includes detailed descriptive statistics of 9 groups 
variables, namely (i) Social image; (ii) Perceived ease of 
use; (iii) Perceived usefulness; (iv) Attitude; (v) Perceived 

trust; (vi) Perceived risk; (vii) Innovativeness (viii) Intention 
to use and (ix) Recommendation to use.

The structural equation modeling (SEM) method by 
SmartPLS software was used to validate the research model. 
In order to test the convergent validity, the study uses 
Cronbach’s Alpha coefficient, composite reliability (CR) 

Table 4: Descriptive Statistics of 9 Variables

Variables N Minimum Maximum Mean Std. Deviation
Social image (SI) (Cronbach’s Alpha = 0.75)

SI1 314 1 5 3.27 1.26
SI2 314 1 5 3.84 1.05
SI3 314 1 5 3.46 1.26

Perceived ease of use (PEOU) (Cronbach’s Alpha = 0.83)
PEOU1 314 1 5 4.43 0.68
PEOU2 314 1 5 4.43 0.70
PEOU3 314 1 5 4.22 0.81

Perceived usefulness (PU) (Cronbach’s Alpha = 0.87)
PU1 314 1 5 2.61 1.19
PU2 314 1 5 2.92 1.16
PU3 314 1 5 2.37 1.18

Attitude (ATT) (Cronbach’s Alpha = 0.81)
ATT1 314 1 5 4.27 0.90
ATT2 314 1 5 4.59 0.62
ATT3 314 1 5 4.37 0.74

Perceived trust (TRU) (Cronbach’s Alpha = 0.90)
TRU1 314 1 5 4.06 0.87
TRU2 314 1 5 4.00 0.87
TRU3 314 1 5 4.07 0.80

Perceived risk (PR) (Cronbach’s Alpha = 0.84)
PR1 PR1 PR1 PR1 PR1 PR1
PR2 PR2 PR2 PR2 PR2 PR2
PR3 PR3 PR3 PR3 PR3 PR3

Innovativeness (INNO) (Cronbach’s Alpha = 0.90)
INNO1 314 1 5 4.21 0.80
INNO2 314 1 5 4.31 0.76
INNO3 314 1 5 4.22 0.85

Intention to use (IU) (Cronbach’s Alpha = 0.86)
IU1 314 1 5 4.35 0.83
IU2 314 1 5 4.37 0.85
IU3 314 1 5 4.25 0.87

Recommendation to use (RECOM) (Cronbach’s Alpha = 0.85)
RECOM1 314 1 5 4.33 0.77
RECOM2 314 1 5 4.40 0.79
RECOM3 314 1 5 4.06 0.99



Nguyen Minh SANG / Journal of Asian Finance, Economics and Business Vol 8 No 11 (2021) 0157–0167 163

coefficient, and Average Variance Extracted (AVE). Among 
these, the values of Cronbach’s Alpha and the CR coefficient 
must be higher than 0.7 (Chin, 1998; Hair et al., 2013). In 
addition, the component loading of each factor must be 
higher than 0.5, as given by (Hair, 2011). For discriminant 
validity, the study uses the Average Variance Extracted 

(AVE), on the general rule that the AVE value is greater than 
or equal to 0.50 (Hair et al., 2013) (Table 5).

The results of the PLS-SEM model presented in Figure 2 
show that the model has a Chi-square statistical value of 
1094,483 with p-value = 0.000 < 0.005. However, according 
to Hulland (1999), if the model receives an SRMR value of 

Table 5: Cronbach’s Alpha, Composite Reliability and Average Variance Extracted

Construct Variables Cronbach’s 
Alpha

Composite 
Reliability

Average Variance  
Extracted (AVE)

Attitude 0.81 0.89 0.73
Innovativeness 0.90 0.94 0.84
Perceived ease of use 0.83 0.90 0.75
Perceived risk 0.84 0.90 0.76
Perceived usefulness 0.87 0.91 0.78
Social image 0.75 0.86 0.67
Trust 0.90 0.94 0.83
Intention to use 0.86 0.91 0.78
Recommendation to use 0.85 0.91 0.77

Figure 2: The PLS-SEM Model Results
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less than 0.1, it is considered to be consistent with the actual 
data. Thus, with the value SRMR = 0.051 < 0.1, the research 
model is concluded to be consistent with the actual behavior 
of using mobile banking applications in Vietnam.

In order to generalize the research findings, the model 
needs to be validated for reliability. The study uses 
bootstrapping technique with a re-sampling technique on 
500 observations (n = 500) with an initial sample size of 
314 observations. Estimation results from 500 observations 
show that the original weights are significant with bootstrap 
weights because all weights are within the 95% confidence 
interval. Therefore, the estimates in the model can be 
concluded to be reliable.

5.  Discussion

The findings presented in Table 6 show that hypotheses 
H1, H2, H4, H5, and H7 are supported. Hypotheses H3 
and H6 are not supported. Hypothesis H1, H2, and H4 are 

supported, and it is confirmed that the factors of Perceived 
risk, Perceived ease of use, Perceived trust have a positively 
correlated impact on Attitude. Hypothesis H5 (β = 0.287, 
t-stats = 5.495) and H7 (β = 0.287, t-stats = 5.495) show 
that the factors of Attitude and Innovativeness impact the 
customers’ Intention to use mobile banking applications.

Hypothesis H8 (β = 0.607, t-stats = 9.619) confirms 
that the Intention to use factor is significant and positively 
impacts the customers’ Recommendation to use mobile 
banking application factor in Vietnam in the context of the 
COVID-19 pandemic.

The results of hypothesis validation in Tables 6 and 7 of 
the study show that the following factors: (i) Innovativeness; 
(ii) Attitude; (iii) Perceived risk; (iv) Perceived ease of use; 
and (v) Perceived trust affect customers’ behavior of using 
mobile banking applications in Vietnam in the context of the 
COVID-19 pandemic.

First, concerning the Innovativeness factor, the research 
findings show that Innovativeness has the most substantial 

Table 7: Results of the Indirect Effects

Hypothesis Relationship β t-stats P-values Decision

9 Attitude → Recommendation to use 0.17 4.15 0.00 Supported
10 Innovativeness → Recommendation to use 0.29 4.74 0.00 Supported
11 Perceived ease of use → Intention to use 0.07 3.12 0.00 Supported
12 Perceived ease of use → Recommendation to use 0.04 2.68 0.01 Supported
13 Perceived risk → Intention to use 0.14 4.57 0.00 Supported
6 Perceived risk → Recommendation to use 0.08 3.60 0.00 Supported

14 Perceived trust → Intention to use 0.05 3.31 0.00 Supported
15 Perceived trust → Recommendation to use 0.03 2.90 0.00 Supported
16 Perceived usefulness → Intention to use 0.00 0.46 0.65 Not supported
17 Perceived usefulness → Recommendation to use 0.00 0.44 0.66 Not supported
18 Social image → Recommendation to use 0.04 1.27 0.21 Not supported

Table 6: Hypotheses Testing Results

Hypothesis Relationship β t-stats P-values Decision

H1 Perceived risk → Attitude 0.477 8.031 0.000 Supported
H2 Perceived ease of use → Attitude 0.231 4.143 0.000 Supported
H3 Perceived usefulness → Attitude −0.014 0.486 0.627 Not supported
H4 Perceived trust → Attitude 0.188 3.965 0.000 Supported
H5 Attitude → Intention to use 0.287 5.495 0.000 Supported
H6 Social image → Intention to use 0.065 1.204 0.229 Not supported
H7 Innovativeness → Intention to use 0.479 7.382 0.000 Supported
H8 Intention to use → Recommendation to use 0.607 9.619 0.000 Supported
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impact on the intention and recommendation to use the 
mobile banking application of customers in Vietnam during 
the COVID-19 pandemic. Furthermore, the research findings 
also show that amidst the pandemic, customers in Vietnam 
appreciate innovativeness and are willing to adopt new 
technologies, which is quite similar to previous studies of 
Tan et al. (2014), Pham & Ho (2015), Ramos-de-Luna et al. 
(2016) and Liébana-Cabanillas et al. (2018).

Second, Attitude is the second most influential factor 
on the customers’ behavior of using mobile banking 
applications in Vietnam in the pandemic context. This 
finding is consistent with previous studies (Ramos-de-Luna 
et al., 2016; Liébana-Cabanillas et al., 2017; Muñoz-Leiva 
et al., 2017; Singh et al., 2020). The research findings also 
show that the factors  of Perceived risk, Perceived ease of 
use, and Perceived trust directly impact Attitude.

Third, Perceived risk directly impacts the intention and 
recommendation to use the mobile banking application of 
customers in Vietnam during the COVID-19 pandemic. 
Technology developments also entail greater security 
risks, making customers more and more concerned about 
privacy and personal data protection (Tan et al., 2014; 
Pham & Ho, 2015; Slade et al., 2015; Muñoz-Leiva et al., 
2017; Singh et al., 2020).

Fourth, Perceived ease of use directly impacts the 
Attitude factor and indirectly impacts customers’ behavior 
of using mobile banking applications in Vietnam. In the 
context of the COVID-19 pandemic, customers find that 
greater ease of using mobile banking applications will lead 
to greater intention to use because of its convenience and 
usefulness (Ramos-de-Luna et al., 2016; Liébana-Cabanillas 
et al., 2017; Muñoz-Leiva et al., 2017; Liébana-Cabanillas 
et al., 2018; Singh et al., 2020).

Finally, Perceived trust has important implications for the 
customers’ behavior of using mobile banking applications 
in Vietnam. Following the extended social distancing and 
lockdown orders during the COVID-19 pandemic, the trust 
factor directly influences the customer’s attitude, thereby 
affecting the customer’s behavior of using the mobile 
banking application in Vietnam. The previous studies of 
Pham & Ho (2015), Slade et al. (2015), Muñoz-Leiva et al. 
(2017) also support this conclusion.

6.  Conclusion

The study has made some interesting findings when 
providing more empirical evidence on how the factors 
of (i) Innovativeness; (ii) Attitude; (iii) Perceived risk; 
(iv)  Perceived ease of use; (v) Perceived trust have an 
impact on customers’ behavior of using mobile banking 
applications in emerging markets such as Vietnam. In 
addition, the study also analyzes demographic data and data 
describing the behavior of customers using mobile banking 
applications in Vietnam in the context of a prolonged 

pandemic. Thus, the study provides additional important 
empirical evidence on the changes in customers’ behavior 
of using mobile banking applications across different parts 
of the world, especially developing countries like Vietnam 
in the context of the COVID-19 pandemic. The study will 
also serve as a useful reference source for commercial 
banks in Vietnam in motivating customers to use mobile 
banking applications, contributing to a digital economy in 
Vietnam.

However, certain limitations remain in the study. Firstly, 
the study was carried out mainly in the Ho Chi Minh City 
area and restricted its representativeness. Second, the 
study adopts the convenience sampling method, which 
focuses the research sample on customers with a high 
level of education attainment (undergraduate degree or 
higher), making the customers’ behavior not representative 
of all groups in Vietnam. Finally, the sample size of only 
314 customers is too small to represent the entire study 
population in Vietnam.

In the context of the COVID-19 pandemic in Vietnam 
and the prevalence of social distancing and lockdown, the 
demands for mobile banking applications for payment tend 
to surge, so commercial banks need to have a suitable mobile 
banking application development strategy to cater to this 
fast-growing need among customers.

References

Ajzen, I., & Fishbein, M. (1980). Understanding Attitudes 
and  Predicting Social Behavior. Upper Saddle River, NJ: 
Prentice-Hall.

Aldás‐Manzano, J., Lassala‐Navarré, C., Ruiz‐Mafé, C., & 
Sanz‐Blas, S. (2009). The role of consumer innovativeness 
and perceived risk in online banking usage. International 
Journal of Bank Marketing, 27(1), 53–75. https://doi.
org/10.1108/02652320910928245

Al-Otaibi, S., Aljohani, N. R., Hoque, M. R., & Alotaibi, F. S. 
(2018). The satisfaction of saudi customers toward mobile 
banking in Saudi Arabia and the United Kingdom. Journal 
of Global Information Management, 26(1), 85–103. Scopus. 
https://doi.org/10.4018/JGIM.2018010105

Amin, A. L., Sultana, N., Saha, T., Nazrul, S. M. I., & Kashem, 
A. (2021). Customer’s Attitude toward Mobile Banking 
Usage: A Case Study in Bangladesh. Journal of Asian 
Finance, Economics and Business, 8(2), 419–426. https://doi.
org/10.13106/jafeb.2021.vol8.no2.0419

Çera, G., Pagria, I., Khan, K. A., & Muaremi, L. (2020). Mobile 
banking usage and gamification: The moderating effect of 
generational cohorts. Journal of Systems and Information 
Technology, 12(3), 243–263. https://doi.org/10.1108/JSIT-01-
2020-0005

Chin, W. W. (1998). The partial least squares approach for 
structural equation modeling. In Modern methods for business 
research (pp. 295–336). Lawrence Erlbaum Associates 
Publishers.



Nguyen Minh SANG / Journal of Asian Finance, Economics and Business Vol 8 No 11 (2021) 0157–0167166

Dapp, T. F. (2017). Fintech: The Digital Transformation in 
the Financial Sector. In T. Osburg & C. Lohrmann (Eds.), 
Sustainability in a Digital World: New Opportunities Through 
New Technologies (pp. 189–199). Springer International 
Publishing. https://doi.org/10.1007/978-3-319-54603-2_16

David-West, O., Umukoro, I. O., & Iheanachor, N. (2019). Branchless 
banking and financial inclusion: Agents as facilitators of 
financial access. In Mark. And Mob. Financ. Serv.: A Glob. 
Perspect. On Digit. Bank. Consum. Behav. (pp. 227–255). 
Taylor and Francis. https://doi.org/10.4324/9781351174466

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of 
Use, and User Acceptance of Information Technology. MIS 
Quarterly, 13(3), 319–340. https://doi.org/10.2307/249008

Geebren, A., Jabbar, A., & Luo, M. (2021). Examining the role of 
consumer satisfaction within mobile eco-systems: Evidence 
from mobile banking services. Computers in Human Behavior, 
114, 106584. https://doi.org/10.1016/j.chb.2020.106584

Goswami, D., & Raghavendran, S. (2009). Mobile‐banking: Can 
elephants and hippos tango? Journal of Business Strategy, 
30(1), 14–20. https://doi.org/10.1108/02756660910926920

Hair, J. F. (2011). Multivariate Data Analysis: An Overview. In M. 
Lovric (Ed.), International Encyclopedia of Statistical Science 
(pp. 904–907). Springer. https://doi.org/10.1007/978-3-642-
04898-2_395

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Editorial - Partial 
Least Squares Structural Equation Modeling: Rigorous 
Applications, Better Results and Higher Acceptance (SSRN 
Scholarly Paper ID 2233795). Social Science Research 
Network. https://papers.ssrn.com/abstract=2233795

Hulland, J. (1999). Use of Partial Least Squares (PLS) in Strategic 
Management Research: A Review of Four Recent Studies. 
Strategic Management Journal, 20(2), 195–204.

Karim, M. W., Ulfy, M. A., & Huda, M. N. (2020). Determining 
intention to use smartphone banking application among 
millennial cohort in Malaysia. International Journal of 
Management and Sustainability, 9(1), 43–53. https://doi.
org/10.18488/journal.11.2020.91.43.53

Khan, A. G., Lima, R. P., & Mahmud, M. S. (2021). Understanding 
the Service Quality and Customer Satisfaction of Mobile 
Banking in Bangladesh: Using a Structural Equation 
Model. Global Business Review, 22(1), 85–100. https://doi.
org/10.1177/0972150918795551

Kochar, A. (2018). Branchless banking: Evaluating the doorstep 
delivery of financial services in rural India. Journal of 
Development Economics, 135, 160–175. https://doi.org/ 
10.1016/j.jdeveco.2018.07.001

Laukkanen, T. (2007). Bank customers’ channel preferences for 
requesting account balances. Proc. Annu. Hawaii Int. Conf. 
Syst. Sci. 40th Annual Hawaii International Conference on 
System Sciences 2007, HICSS’07, Big Island, HI. Scopus. 
https://doi.org/10.1109/HICSS.2007.101

Liébana-Cabanillas, F., Marinkovic, V., Ramos de Luna, I., & 
Kalinic, Z. (2018). Predicting the determinants of mobile 

payment acceptance: A hybrid SEM-neural network approach. 
Technological Forecasting and Social Change, 129, 117–130. 
https://doi.org/10.1016/j.techfore.2017.12.015

Liébana-Cabanillas, F., Ramos de Luna, I., & Montoro-Ríos,  F. 
(2017). Intention to use new mobile payment systems: 
A comparative analysis of SMS and NFC payments. Economic 
Research-Ekonomska Istraživanja, 30(1), 892–910. https://doi.
org/10.1080/1331677X.2017.1305784

Mangani, K. S., Syaukat, Y., Arifin, B., & Tambunan, M. (2019). 
The role of branchless banking in performance of households’ 
micro and small enterprises: The evidence from Indonesia. 
Economics and Sociology, 12(3), 114–131. https://doi.
org/10.14254/2071-789X.2019/12-3/8

Muñoz-Leiva, F., Climent-Climent, S., & Liébana-Cabanillas, F. 
(2017). Determinants of intention to use the mobile banking 
apps: An extension of the classic TAM model. Spanish Journal 
of Marketing - ESIC, 21(1), 25–38. Scopus. https://doi.
org/10.1016/j.sjme.2016.12.001

Nair, A. B., Prabhu, K. S., Aditya, B. R., Durgalashmi, C. V., & 
Prabhu, A. S. (2021). Study on the Usage of Mobile Banking 
Application during COVID-19 Pandemic. Webology, 
18(SpecialIssue2), 190–207. https://doi.org/10.14704/WEB/
V18SI02/WEB18066

Navavongsathian, A., Vongchavalitkul, B., & Limsarun, T. 
(2020). Causal Factors Affecting Mobile Banking Services 
Acceptance by Customers in Thailand. Journal of Asian 
Finance, Economics and Business, 7(11), 421–428. https://doi.
org/10.13106/jafeb.2020.vol7.no11.421

Pham, T.-T. T., & Ho, J. C. (2015). The effects of product-related, 
personal-related factors and attractiveness of alternatives 
on consumer adoption of NFC-based mobile payments. 
Technology in Society, 43, 159–172. https://doi.org/10.1016/ 
j.techsoc.2015.05.004

Ramli, Y., Harwani, Y., Soelton, M., Hariani, S., Usman, F., & 
Rohman, F. (2021). The Implication of Trust that Influences 
Customers’ Intention to Use Mobile Banking. Journal of Asian 
Finance, Economics and Business, 8(1), 353–361. https://doi.
org/10.13106/jafeb.2021.vol8.no1.353

Ramos-de-Luna, I., Montoro-Ríos, F., & Liébana-Cabanillas, F. 
(2016). Determinants of the intention to use NFC technology as 
a payment system: An acceptance model approach. Information 
Systems and E-Business Management, 14(2), 293–314. https://
doi.org/10.1007/s10257-015-0284-5

Singh, N., Sinha, N., & Liébana-Cabanillas, F. J. (2020). 
Determining factors in the adoption and recommendation 
of mobile wallet services in India: Analysis of the effect of 
innovativeness, stress to use and social influence. International 
Journal of Information Management, 50, 191–205. https://doi.
org/10.1016/j.ijinfomgt.2019.05.022

Slade, E., Williams, M., Dwivedi, Y., & Piercy, N. (2015). Exploring 
consumer adoption of proximity mobile payments. Journal of 
Strategic Marketing, 23(3), 209–223. https://doi.org/10.1080/ 
0965254X.2014.914075



Nguyen Minh SANG / Journal of Asian Finance, Economics and Business Vol 8 No 11 (2021) 0157–0167 167

Tan, G. W.-H., Ooi, K.-B., Chong, S.-C., & Hew, T.-S. (2014). 
NFC mobile credit card: The next frontier of mobile payment? 
Telematics and Informatics, 31(2), 292–307. https://doi.
org/10.1016/j.tele.2013.06.002

Venkatesh, V., & Bala, H. (2008). Technology Acceptance 
Model 3 and a Research Agenda on Interventions. Decision 
Sciences, 39(2), 273–315. https://doi.org/10.1111/j.1540-5915. 
2008.00192.x

Venkatesh, V., & Davis, F. D. (2000). A Theoretical Extension of 
the Technology Acceptance Model: Four Longitudinal Field 
Studies. Management Science, 46(2), 186–204. https://doi.org/ 
10.1287/mnsc.46.2.186.11926

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). 
User Acceptance of Information Technology: Toward a 
Unified View. MIS Quarterly, 27(3), 425–478. https://doi.org/ 
10.2307/30036540




