Journal of Finance — Marketing; Vol. 14, Issue 6; 2023
ISSN: 1859-3690

DOI: https://doi.org/10.52932/jfm.vi6

Journal of Finance - Marketing

http://jfm.ufm.edu.vn

AN INVESTIGATION OF STUDENTS’ INTENTION TO USE E-PAYMENT
SERVICE IN MOBILE WALLET IN HO CHI MINH CITY

Nguyen Thi Thanh Thuy"’, Nguyen Pham Thai Anh'
"Ho Chi Minh City Open University, Vietnam

ABSTRACT

ARTICLE INFO
DOI:
10.52932/jfm.vi6.447
Received:

October 31, 2023
Accepted:

December 6, 2023
Published:

December 25, 2023

Keywords:
E-payment;
Mobile-Wallet; TAM;
Intention.

E-payment services have witnessed a surge in demand in recent years
due to their convenient cashless transaction mode. Several studies have
investigated the influence of the intention of individuals to use mobile
wallets. However, the study aims to examine the key factors that impact
students’ intention to use E-payment services in Ho Chi Minh City,
Vietnam. The Technology Acceptance Model combines two factors from
the extended version of TAM including perceived convenience and trust
to develop a conceptual model for this study. The online survey of 310
students from some universities collected the data and the Smart PLS was
used to analyze the data. The results of the study showed that perceived
ease of use, perceived usefulness, trust, and perceived convenience have a
positive influence on behavioral intention to use mobile wallets, while trust
shows no positive effect on perceived usefulness.
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1. Introduction

The need for cashless transactions has
sped up the development of the digital wallet.
According to Williams (2019), digital wall offers
payment services for electronic devices and that
it enables users to transfer money from one
account to another and pay for items they buy
online without using cash. Electronic wallets,
often known as digital wallets, have taken the
place of more conventional payment methods
including plastic cards and leather wallets
(Leong et al., 2013). Customers or users may
quickly install electronic wallet applications on
their smartphones, allowing them to directly
link their bank accounts and add money to
their wallets. To complete an online transaction
or make an online payment, users must provide
their phone number, email address, and scan
a QR code (Singh et al, 2017). Electronic
transactions are considered as popular payment
method in many countries and electronic
wallets make online transactions and product
purchases more convenient (Rathore, 2016).

The marketplace for smartphones has
become an appealing environment for
providers and investors to enter the Vietnam
market since electronic payments have been
rising in Vietnam since 2008, although the
number of individuals who have bank accounts
is low. According to Nikkei, “Only around
forty percent of Vietnam’s ninety-five million
residents have bank accounts, mainly in urban
areas, while there are about 120 million mobile
phone subscriptions, and the telecoms network
covers the entire nation” (Justina Lee, 2019). As
a result, many service providers are investing in
electronic payments, and a remarkable index of
smartphone usage has been rising with a rate of
53.8% (Nguyen et al., 2020). Many individuals
like utilizing their mobile devices to carry out
daily tasks and satisfy demands like finding
information and entertainment. Sharma et
al. (2018) argue that electronic wallets and
M-wallets may replace both physical payment
and the conventional payment method. People
can download an application for mobile
devices, keep money there, and then conduct
transactions straight from the app. In Vietnam,
E-payment services are becoming more popular
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to replace traditional wallets, minimize expenses
and enhance financial services. It is designed to
offer users quick, simple, and effective services
for transactions and purchases. The majority of
people use mobile wallets (M-wallets) to make
payments for online purchases and money
transfers.

The trend of trend of cashless transactions
is increasingly widespread among young
people in Vietnam. E-payment has increasingly
become one of the important services or tools
for people in Vietnam to make transactions
without cash including Internet banking, bank
cards, and mobile payment. Using E-payment
services provides numerous benefits to users,
for example, customers can make payment
transactions quickly and easily, the information
of payment is assured with high security, the
sellers and buyers are protected in their rights
in doing business activities. There has been a
rise in demand for E-payment services because
of their benefits. The individuals’ behavioral
intention to use and accept E-payment has
experienced an extreme transformation.
Therefore, researchers are drawn to the study
of customers’ intention to use E-payment and
their adoption of this practice, which will aid
service providers in better understanding their
clients. The TAM has been used in previous
research on electronic payments and mobile
wallets in many different nations, including
India (Singh & Sinha, 2020; Singh et al,
2020; Chawla & Joshi, 2019), China ( Li et al.,
2014), Singapore ( Seetharaman et al., 2017),
the United States (USA) ( Bailey et al., 2014),
Indonesia (Yakiob et al., 2017), and Malaysia
(Alaeddin et al., 2018).

The purpose of the study is to discover
the factors that impact to users’ behavioral
intention to use E-payment services in the
university. The Technology Acceptance Model
(TAM) is used to conduct the study on the
customer’s behavior and two main variables
including Perceived Usefulness (PU) and
Perceived Ease of Use (PEOU) are identified
in TAM. Moreover, two constructs Trust and
Perceived convenience are added to develop
and propose the research model in this study
after reviewing the literature in the past studies
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on customer’s behavioral intention. These
two variables are proposed to develop the
hypothesis and propose new research model to
better understand and explain the individual’s
intention to use e-payment service in the mobile
wallet in Ho Chi Minh City.

The structure of the article is presented
as follows. Section 2 is the literature review
on TAM and extends two factors that affect
behavioral intention to use E-wallets and it
also provides the hypothesis development and
proposed research model. Section 3 explains the
research methodology. Section 4 presents the
results and discussion. The last section provides
the conclusions, limitations, and future study.

2. Literature review
2.1. Mobile-Wallet

Mobile wallets (M-wallet)) are applications
that exist on mobile phones and they allow
users to perform payment transactions without
cash users also can use their smartphones for
online shopping. An M-wallet is proposed
as “a form of an electronic card that may be
used for making transactions online using a
smartphone” (Aji & Adawiyah, 2021). The
authors defined an M-wallet that comes from
their study. An E-payment functions similarly
to a credit card and debit card. If customers
want to perform transactions with an e-wallet
they must have a valid account in any bank
because e-payment functions as applications on
mobile phones and it is associated with the bank
(Kumar et al., 2019). Using Mobile-wallets help
users save their time in performing transaction
and give the opportunity for users to perform
money transactions to be safe, convenient and
effective (Ryan, 2023).

2.2. Theory acceptance models

Davis (1989) developed the Theory
acceptance model (TAM), which continues
to be the most popular approach for defining
and assessing a person’s behavioral intention
to accept new technologies. He argued that
three variables, including attitude, perceived
usefulness, and perceived ease of use, influenced
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an individual’s behavioral intention. Perceived
usefulness and perceived ease of use are the
two main elements that Davis (1989) applied
to explain customers’ behavior. The two factors
such as PU and PEU have a significant impact
on user influence users’ behavioral intention to
accept and use new technology Davis (1989).
The TAM model has been used to carry out
the majority of earlier studies on consumers’
acceptance of using mobile payment and
e-wallets (Francisco et al., 2015; Cheng &
Huang, 2013; Anh Tho & Thi Hong, 2021).
Most authors argued that TAM had become
the foundation theory to conduct the study on
behavioral intention to use e-wallets, mobile
wallets or e-payment (Oliveira et al., 2016;
Zhou, 2011).

The TAM model is initially constructed
to explain customers’ behavior of using
computers while UTAUT is also considered as
a main theoretical foundation to conduct the
study on mobile payment of behavior adoption.
Venkatesh et al. (2003) proposed the unified
theory of acceptance and use of technology
(UTAUT) as an extended TAM because TAM
has a limitation in explaining the customers’
intention when it does not have a diversity of
constructs in the model. This means that TAM
does not include enough key or significant
factors to predict the intention to use a new
technology such as e-wallets or m-wallets.
According to Shin (2009), both TAM and
UTAUT provide a reasonable foundation
theory for research on to use e-wallets,
mobile payments or e-payments (Shin, 2009).
TAM and UTAUT are considered as a solid
theoretical foundation for investigating users’
behavioral intentions (Shin, 2009). Therefore,
many previous studies added some factors into
the TAM such as perceived convenience (Ngoc
Bich Do & Hai Ninh Thi D0,2020), perceived
enjoyment (G. C. & Kumar, 2005; Childers et
al., 2001) and perceived trust (Ngoc Bich & Hai
Ninh,2020, To & Thi Hong Minh Trinh, 2021).
This study added two variables: perceived trust
and perceived convenience in the proposed
research model to better understand and
explain the users’ intention to use M-wallets.
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2.3. Conceptual model

development

and hypothesis

Perceived trust

Perceived trust is regarded as one of the
critical aspects to effective mobile payment
application development because users must
provide the application with their personal
information to utilize the payment service. Since
customers usually do not feel secure to provide
their information on mobile payment services,
the security and privacy information are very
crucial for customers to give them through the
internet or online (Kim et al., 2009; Toufaily
et al., 2013; Zhou, 2011). Customers want to
feel secure when making purchases online and
do not want unauthorized parties to access or
disclose their personal data (Chellappa et al.,
2002). As a result, trust has a significant impact
on customer behavior when it comes to online
or electronic payments (Jarvenpaa et al. 1999)
and the adoption of mobile wallets (T Lee, 2005).
According to earlier research, users’ intentions
to use an e-wallet are positively influenced
by perceived trust (Gao and Waechter, 2017;
Khalilzadeh et al., 2017; Shin, 2009; Luo et al.,
2010; Zhang et al, 2010, D. Chawla and H.
Joshi. 2019, N. Singh and N. Sinha, 2020, and
Anh Tho To and Thi Hong, 2021).

Additionally, some research has shown that
perceived usefulness is positively impacted
by trust (Francisco et al., 2015), Gefen et al.
2003, and Pavlou 2003). As stated by Horst et
al. (2007), trust was also found to function as
the primary factor in determining perceived
usefulness. Moreover, there has been much
discussion of the relationship between perceived
trust (PT) and TAM structures in a number of
studies (Gefen et al., 2003; Pavlou, 2003; Wang
and Benbasat, 2005; Wu and Chen, 2005). Based
on several research (Corbitt et al., 2003; Kim et
al., 2008; Lingyun and Dong, 2008), perceived
trust and PU show a positive relationship. As
a result, the hypothesis that follows is put forth:

Hypothesis H : Perceived trust is positively
related to intention to use e-payment service.

Hypothesis H,: Perceived trust is positively
related to perceived usefulness.
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Perceived usefulness

Perceived wusefulness is the primary
antecedent in TAM and is defined as the extent
to which an individual considers that using
specific technology could enhance his or her
job performance (Davis, 1993; Redzuan et al,,
2016). In other words, customers’ perceptions
of a system’s usefulness have an impact on how
they utilize it. According to some academics,
perceived usefulness matches the performance
expectancy in the UTAUT model. The high
degree of performance that an individual can
achieve with the help of cutting-edge technology
is referred to as perceived usefulness.

In their empirical studies, several academics
have examined the impact of perceived
usefulness on consumers’ intentions to
use e-wallet and acceptability of adopting
e-payment (Francisco et al, 2015; Cheng &
Huang, 2013; Anh Tho & Thi Hong, 2021).
For instance, Francisco et al. (2015) conducted
a study on the correlation between perceived
usefulness and consumers’ attitudes toward
adopting the payment tool. According to
Francisco et al. (2015), they discovered that the
relationship is unambiguously positive. Cheng
and Huang (2013) demonstrated that PU had
a direct impact on users’ decisions to utilize
mobile payment services in their research
and came to the conclusion that perceived
usefulness was favorably associated with mobile
ticketing services (Cheng and Huang, 2013).
Additionally,, Anh Tho & Thi Hong, (2021)
discovered that perceived usefulness has a
direct impact on a customer’s behavioral desire
for using a mobile wallet application. Thus, the
following hypothesis is proposed:

Hypothesis  H3: Perceived usefulness
positively influences a customer’s behavioral
intention use e-payment service.

Perceived ease of use

The TAM model’s perceived ease of use
(PEOU) element is frequently used to perform
research on consumer’s behavior and intentions
of technology utilization. PEOU was defined
by Davis (1993) as “the consumer’s perception
on the extent of user-friendliness of specific
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technology.” Moreover, he keeps expanding the
meaning of PEOU as an individual’s judgment
about the amount of effort required both
mentally and physically to use a specific system”
(Davis, 1993). Additionally, PU and PEOU are
considered as two main constructs in TAM.
Therefore, few studies used these two variables
to conduct their relationship in the study on
new technology (Anh Tho & Thi Hong, 2021,
Vella, 2021). For example, Anh Tho & Thi Hong
(2021) revealed a positive relationship between
PEOU and perceived usefulness. Vella (2021)
investigated the relationship between perceived
ease of use and users’ perceptions of the GoPay
app’s usefulness.

According to Longyara & Van (2015),
innovative technologies need to be easy to use
to increase acceptance. Ivan and Miharni(2020)
argued that if an innovative technology
becomes simple, individuals are willing to
spend more time learning how to utilize it.
Users will be more likely to pay intention to
use mobile wallets if they are effortless to apply
and use Some prior studies have focused on
the relationship between perceive ease of use
and behavioral intention to use mobile wallets
and electronic wallets (Jayasingh & Eze, 2015;
Pousttchi & Wiedemann, 2007; Rigopoulos &
Askounis, 2007). They proved that perceived
ease of use was positively correlated with
behavioral intention to use it. Based on the
previous studies, the following hypotheses are
postulated:

Hypothesis H4: Perceived ease of use
positively influences a customer’s intention to
use e-payment service.

Hypothesis H5: Perceived ease of use
positively influences perceived usefulness.

Perceived convenience

The new technology is considered an
important strategy of the development of the
process and product to attract consumers to
choose and use it (Byun and Kyung, 2020).
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Therefore, perceived convenience plays
an important role to attract users to select
innovative  technology products (2013).
Perceived convenience is defined by Olsen and
Mai, (2013) “the degree to which users reduce
the amount of time and effort when adopting
new technology”. Olsen and Mai, (2013) argued
that perceived convenience is important to help
users feel convenient and easy to choose and
adopt the new products with high technology
because it helps them to save time of using.

The concept of perceived convenience
and TAM are common in some studies on
individual’s intention to use electronic wallets,

mobile commerce and online shopping.
Some scholars proved that individuals’
perception regarding convenience had a

positive relationship with customers’ intention
to adopt new technology products in their
study on mobile wallet and electronic wallet
(Liu & Tai, 2016, Xu et al. 2019, Ozkan &
Solmaz, 2015). For example, Xu et al. (2019)
concluded that perceived convenience has
become one of important factors to customers
to choose electronic service toward mobile
payment of their credit card. Besides, Liu and
Tai (2016) looked at the relationship between
customers’ perception toward convenience and
their intention to use innovative technology
processes and products. They confirmed that
there was a positive relationship between
these two variables. Following up this line of
examination, Ngoc Bich Do and Hai Ninh
Thi Do (2020) have examined the correlation
between perceived convenience and customers’
intention to wuse electronic wallets. They
concluded that perceived convenience had a
positive relationship with customers’ intention
to use electronic wallet in their study. Thus, the
following hypothesis is proposed.

Hypothesis H6: Perceived convenience is
positively related to customers’ behavioral
intention to use e-payment service.
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Figure 1. The conception model is proposed

3. Research methodology

The study employed a quantitative method
for testing the hypothesis of the proposed
conceptual framework. The proposed model
has 5 main constructs including perceived
usefulness, perceived ease of use, perceived
convenience, trust, and behavioral intention
to use. A total of 24 scale items were adopted
from the prior related studies (Davis, 1989;
Venkatesh et al., 2012; Gia-Shie Liu & Pham
Tan Tai, 2016; Matemba & Li, 2018; Alalwan et
al., 2018; Singh et al., 2020). The 5-point Likert
scale items (1 = strongly disagree, 2 = disagree,
3 = neutral, 4 = agree and 5 = strongly agree)
were used to measure the scales. The structure
of the survey questionnaire was designed in two
sections. The first section contains questions
about the demographic characteristics of
student users including gender, major, and
name of university. The second section contains
the 24 statements that relate to 5 constructs.

The link to the online survey questionnaire
was designed and distributed to the respondents.
We used the method of simple random sampling
to collect the data because this method will
give an equal chance to select the respondents.
The target respondents of the study consist of
students who have the intention to use e-wallets
and they are from different universities in Ho
Chi Minh City, Vietnam because they have prior
knowledge and experience using e-payment
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services in mobile wallets. The respondents in
this study were chosen based on the criteria of
being students who make use of smart mobile
phones and e-payment services. The snowball
method was used to collect the data from the
online survey via Google Forms. This method
is carried out by choosing the first respondents
based on the author’s student in the university
and then asking those respondents to provide
this form to the subsequent participants in
the study. The data was collected between
November 2022 to January 2023. In total 335
online survey questionnaires were sent the
link to respondents, but 310 responses were
obtained to use for data analysis.

The Smart-PLS program (version 4.0)
software was used to analyze the data collection.
We presented a two-step modeling approach for
testing the hypothesis in the proposed model.
First, we examine the measurement model to
test Factor Loadings (FL), Cronbach’s Alpha
(CA), Composite Reliability (CR) and Average
Variance Extracted (AVE). The acceptance
levels would be used to be greater than 0.70
for FL, CA and CR and above 0.50 for AVE.
Second, we examined the structural model
path coefficients assessment of the model that
carried on by means of the bootstrapping
procedure. The bootstrapping result showed
the significance of the t statistic associated with
path coeflicients and the hypothesis.
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4. Results
4.1. Results of data analysis

(see Appendix 1 online) The number of
respondents of this study was 310 in total. More
than half of the respondents were female (n=
207; 8%) and the rests of the respondents were
male (n= 103, 33%). In terms of university, the
majority of respondents were from Ho Chi Minh
City, Open University (n =124, 40%). The next
was from the University of Economics Ho Chi
Minh City (n =45, 14.5%). The third was from
Ho Chi Minh City, University of Technology (n
=28, 9%). The fourth was from the University of
Social Science and Humanities (n =20, 6.5%).
The rest of the respondents were from other
universities (n =93, 30%). On the level of major
in the university, most of the respondents were
in business administration showing n =110, 32%,
the finance and banking major was the second
group showing n =55, 18%. The third major was
in English showing (n =48, 15%). The next major
was in accounting with n =35, 12%. The rest was
other major showing ( n=62, 20%)

The SmartPLS program was employed to
analyze the collected data. The data was analyzed
in two steps to estimate the structure models.
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First, the reliability analysis was determined
by internal consistency reliability to assess the
latent variables. Cronbach’s Alpha was used
to measure internal consistency. According to
Mitchell and Jolley (2010), Cronbach’s Alpha
value s atleast 0.7 to measure the construct to be
valid and reliable and the composite reliability
can be used to replace Cronbach’s alpha in
Smart-PLS and the composite reliability value
must be greater than 0.7 (Hair et al. 2014). The
results of Cronbach’s Alpha and composite
reliability are shown in the above table 2. All 5
variables are higher than 0.7. We can conclude
that all variables satisfy validity and reliability.
Second the AVE score is recommended to be
at least 0.5 (Hair et al., 2009) to indicate the
convergent validity of the latent variables. Table
2 also presents the AVE scores of the variables.
The AVE values are shown higher than 0.5 for
all 5 constructs (see Appendix 2 online).

The bootstrapping procedure was performed
to assess the structure models. The path
coefficient in the bootstrapping will provide
results such as standard deviation, t-value,
and p-value. Based on the results of the path
coefficient, the author can verify the hypothesis
for the proposed model in the study

Table 1. Structural model result

Original Sample Standard e
L. T Statistics P . .

Constructs Sample  Mean Deviation (|O/STDEV]) Values Decision

(0) (M) (STDEV)
Trust=> Perceive usefulness  0.027 0.028 0.038 0.710 0.478 Rejected
Trust=> Behavioral intention  0.283 0.284 0.058 4916 0.000  Accepted
Perceive 0.195 0.197 0.079 2.459 0.014 Accepted
usefulness=>Behavioral
intention
Perceive ease of use=> 0.820 0.819 0.036 22.989 0.000  Accepted
Perceive usefulness
Perceive ease of 0.261 0.254 0.084 3.088 0.002 Accepted
use=>Behavioral intention
Perceive convenience 0.157 0.160 0.066 2.378 0.017 Accepted

=>Behavioral intention
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4.2. Discussion

The objective of this research is to
investigate the factors influencing the
behavioral intention to use e-payment
services. Four factors are identified to
understand better the students’ intention of
using e-payment services in the university.
The results show that all four factors play
an important role in the intention of using
e-payment service

First, with regard to trust, the result showed
that it did not have a significant influence
on perceived usefulness (TR->PU; p=0.478);
thus, H1 is not supported where TR has no
relationship with perceived usefulness. This
result is in contrast to the findings of Setyadinsa
et al. (2018), Anh Tho To & Thi Hong Minh
Trinh (2021). Despite that, trust had a
significant influence on behavioral intention
to use e-payment services (TR>BI, P-value =
0.000); thus H2 is supported. This finding is
in line of the results from Duane et al. (2014)
and Shaw (2014). They confirmed that trust
had a positive impact on individuals’ behavioral
intentions. It provided strong evidence about
the role of trust to behavioral intention because
trust might increase individuals’ intention to
adopt new technology.

Besides, the resultin the table of the structural
model also showed that perceived usefulness
has a significant influence on behavioral
intention (PU-BI, P-value =0.014), thus H3
is supported where perceived usefulness has a
positive relationship with behavioral intention.
It provided strong evidence about the role of
perceived usefulness to behavioral intention
because perceived usefulness. The finding is in
line with the prior research by Anh Tho To &
Thi Hong Minh Trinh, (2021), Ngoc Bich Do
& Hai Ninh Thi Do (2020). It implies that if
customers find that electronic wallet technology
is more useful in making the payment process
faster, therefore thus customers will have more
intention to use it

As hypothesized in H4 and H5 regarding
perceived ease of use, we found there were
positive and significant relationships (PE>PU,
P-value =0.000). Thus, H4 is confirmed. We also
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found the existence of a positive relationship
between PEOU with the behavioral intention to
use electronic wallets service (PE>BI, P-value
<0.002), therefore H4 and H5 are supported.
Similarly, the results from previous studies of
Anh Tho To & Thi Hong Minh Trinh (2021),
Chawla and Joshi (2019), and Lew et al., (2020).
They also confirmed that PEOU has a positive
relationship of PE with behavioral intention to
use electronic payment services

Finally, perceived convenience had a positive
and significant effect on students’ behavioral
intention to use electronic wallets (PC->IN,
P-value =0.002), hypothesis 6 is supported. This
finding confirmed previous studies by Dziallas
& Blind (2019), Ngoc Bich Do & Hai Ninh Thi
Do (2020). They also proved that perceived
convenience had a positive influence on users’
behavioral intention to use. This reveals that
individuals will perceive the application of
E-payment is useful and convenient for them
in daily activities such as shopping cashless
payment. they are likely to have more intention
to adopt and use it

5. Conclusion
5.1. Summary findings and implications

The main purpose of this study is to
explain how the new technology driven users-
students intend to adopt and use E-wallets
in the university in Vietnam.We used the
Technology Acceptance Model (TAM) with
the consideration related variables in the model
including perceived usefulness and perceived
ease of use and we also added two variables
including trust and perceived convenience
for an extended model of TAM to motivate
Vietnamese students to adopt the mobile
payment applications regarding technology.
Two main variables of TAM including perceive
usefulness and perceived ease of use are used as
antecedents to predict the student’s behavioral
intention for using E-wallet in the university
in Ho Chi Minh City. The result of the study
showed that both perceived usefulness and
perceived ease of use had a positive and
significant influence on students’ behavioral
intention to use E-wallet services. The results
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are compatible with the traditional TAM
(Davis et al., 1989) and with the prior study on
the intention of mobile technology (Francisco
et al., 2015; Cheng & Huang, 2011, by Anh Tho
To & Thi Hong Minh Trinh, 2021; Ngoc Bich
Do & Hai Ninh Thi Do, 2020; and Phuong et
al., 2020). The findings reveal that TAM has
become one of the robust models for scholars
and academics to conduct research on the
intention to use mobile payment application
regarding technology.

In addition, two variables from extended
TAM, trust and perceived convenience also
had a positive and significant effect on students’
behavioral intention to use E-payment services.
According to Alkhowaiter (2020) study, trust
and perceived convenience were considered
as the best antecedents to predict the digital
payment, including E-payment services
(Alkhowaiter, 2020). Therefore, the results
are in line with prior study on the positive
relationship of trust and perceived convenience
with individuals’ behavioral intention to use
E-wallet services (Ngoc Bich Do & Hai Ninh Thi
Do, 2020, Chawla and Joshi, 2019, Singh and.
Sinha, 2020). Moreover, perceived ease of use
also showed that it had a positive relationship
with perceived usefulness (Yi-Hsuan, 2013).
In contrast, trust had no positive influence on
perceived usefulness which is different from
prior studies (Yi-Hsuan, 2013, Anh Tho To &
Thi Hong Minh Trinh, 2021). These studies
proved that the relationship between trust
and perceived usefulness were positive and
significant. This means that individuals feel
safe in using M-wallet services to perform their
transactions.

This research provides some practical
implications for mobile wallet providers
in Vietnam to attract more users. First,
the findings clearly proved that two main
constructs of TAM such as perceived usefulness
and perceived ease of use are considered as key
antecedents of customers’ behavioral intention
to use M-wallets. Therefore, the providers of
M-wallets should develop and upgrade their
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service in mobile payment applications with
high usefulness, more advanced and benefits
to satisfy students or young customers in
Ho Chi Minh City. Furthermore, trust and
perceived convenience had a positive influence
on behavioral intention to use. This helps
service providers and application developers
to increase customers’ trust and improve the
quality and strategies of their M-wallets.

5.2. Contribution

By developing an integrated research model,
this study makes a contribution to the existing
body of research on the Technology Acceptance
Model (TAM). The theoretical model was
established to direct the path of customers’
intention taken by the independent variables
including perceived usefulness, perceived ease
of use, trust, and perceived convenience. The
development of the conceptual model was
accomplished by the incorporation of the two
listed variables above. The results of the study is
suitable for the theory being investigated when
the hypothesis of the study has been confirmed.
This study could contribute to the researchers
in the future in order to examine and conduct
relevant studies on the factors that influence
the desire to use an e-payment service mobile
wallet.

5.3. Limitation and future research

The current research has several limitations.
First, we conduct the study under the students
in the university and the sample size consists
of mostly students pursuing a university in Ho
Chi Minh City. Therefore, the target population
is not a representative sample of all universities
in Vietnam. Future research should use a larger
sample size so the findings would get better
benefits. Second, the study used some main
constructs to develop the proposed framework,
next study could consider a number of factors
such as perceived risk, perceived enjoyment and
compatibility that affect behavioral intention to
use E-wallets. Finally, ifitis possible to generalize
the research model to various consumer groups
and new technological mobile applications.
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