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—Abstract—

In the context of Vietnam, this study provides a mechanism by which advertising
advantage influences actual usage behaviour. Using Partial Least Square-Structural
Equation Modelling, 182 observations from an online survey were analyzed (PLS-
SEM). Actual use behaviour is significantly explained by desire to use, facilitating
situation, and affective experience, according to this study. In addition, compatibility
and social influence significantly affect the association between intention to use and
promotion benefit. The outcomes of this study give mobile wallet providers an
understanding of how to integrate promotional perks to sustain current customers' intent
to use mobile wallets and expand their actual usage patterns.
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1. INTRODUCTION

Globally, cashless transactions are becoming a necessity in the 4.0 era (Bank, 2020;
Facebook, 2020). Recent growth in mobile payment in Vietnam can be attributed to the
fact that more than half of the country's population owns a mobile phone (Morgan, 2019;
PWC, 2019). In comparison to the same period in 2019, the quantity and value of mobile
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device-based transactions increased by 123.9% and 125.9%, respectively (Minh, 2020).
Mobile wallets, the most recent form of mobile payment defined as an application
installed on a smartphone that enables consumers to deposit money and make online
payments for various purchases of goods, services, and digital content regardless of time
and place (Deka, 2020; GSMA, 2012; Sharma et al., 2018; Shin, 2009; K. Yadav, 2016),
have gained popularity as non-cash payment has become an inevitable trend worldwide
(Bank, 2020; Dahlberg et al., 2008; Facebook, 2020; Mombeuil, 2020). Over 85% of
users in Vietnam own at least one mobile wallet or payment app, and over 42% use
mobile contactless payments (VISA, 2020). As of December 31, 2018, 4.24 million
confirmed mobile wallets were linked to bank accounts nationwide (VNBA, 2019). In
2017, the value of mobile wallets exceeded 53 trillion US dollars, an increase of 64
percent compared to 2016. (Standard.Chartered, 2019). Since COVID-19, the use of
mobile wallets has increased significantly. Popular mobile wallet Momo grew its
number of new users by 30-40% during the COVID-19 outbreak and achieved 20 million
members in 2020 with a growth rate that was double that of 2019 to reach 20 million
users. Other mobile wallets such as Moca, Zalo Pay, and AirPay undergo comparable
modifications (Hong, 2020).

Prior research on mobile wallet acceptance has been undertaken in both developed and
developing nations (Aydin et al., 2016; Johnson et al., 2018; Kaur et al., 2020; Kumar
etal., 2018; W. R. Lin et al., 2020; Mombeuil, 2020; Shaw, 2014, Shin, 2009; Slade et
al., 2015; Soodan et al., 2020; Tun, 2020; K. Yadav, 2016). Some are derived from the
Technology Acceptance Model (TAM) created by Davis (1989), the Unified Theory of
Acceptance and Use of Technology (UTAUT) proposed by Venkatesh et al. (2003), and
an expanded version to explain the intention to use a wallet (Amin et al., 2015; Phutela
et al., 2019; Shin, 2009), while other studies integrated constructs originated from the
Diffusion of Innovation (DOI) created by (Chen et al., 2008; Rogers, 1983; Thakur et
al., 2014). Such studies have investigated a variety of mobile wallet acceptance factors,
including perceived usefulness (Aji et al., 2020; N. Singh et al., 2020), perceived ease
of use (Phutela et al., 2019), social influence (Megadewandanu, 2016; K. Yadav, 2016),
compatibility (Aydin et al., 2016), perceived cost (P. Yadav, 2017), and facilitating
conditions (P. Yadav, 2017). (Chawla et al., 2019, 2020). In addition, because mobile
payment demands personal and sensitive financial information, security concerns may
inhibit technological adoption. Consequently, literature has addressed trust and security
concerns, or perceived threats associated with mobile wallets (Shaw, 2014; S. Singh et
al., 2014; Soodan et al., 2020). Several further studies investigate the relationship
between mobile wallet adoption satisfaction and continuation intent (Kumar et al.,
2018). Previous research has examined technology adoption in the context of digital
banking (Nguyen et al., 2020), mobile banking (Le et al., 2020), and mobile payment
(Liuetal., 2016) in Vietnam, but there are few studies on mobile wallets (Phuong et al.,
2020). In general, past research has focused mostly on the design of mobile wallet
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systems for usability, diversity of services, trust and security challenges, or the
evaluation of user satisfaction with this technology.

Nonetheless, promotional issues have begun to receive attention, but they remain scarce
in the context of mobile wallets. This is due to the fact that perceived ease of use and
perceived usefulness, two vital and robust predictors of technology acceptance in the
early introduction of new technologies, are dominant (Davis, 1989; Venkatesh et al.,
2003; Venkatesh et al., 2012), appear to gradually lose their power of explanation due
to the popularity of mobile wallets (Amin et al., 2015; L1 et al., 2019; H.-F. Lin, 2011,
Megadewandanu, 2016; K. Yadav, 2016) investigated a direct effect of promotional
benefits on the intention to use mobile wallets, as opposed to a method through which
promotional benefits link with actual usage behaviour. In the context of Vietnam, where
mobile wallet services have strengthened their competitiveness with 33 licensed service
providers, promotional perks may be a significant influence (Nguyen et al., 2020). These
providers have increased the capability and scope of their mobile wallets to include a
variety of financial transactions, such as car-booking services, food-ordering services,
and ticket purchases, as well as the payment of power, water, tuition, etc (Thanh, 2020).
As a result, service providers seek alternatives to attract clients and compete for market
share by introducing numerous enticing promotions to increase payment volume by
delivering gifts, rebates, vouchers, and free transactions on a regular basis (Amin et al.,
2015; Anh, 2021; Ha, 2020).

According to Cimigo (2019)'s analysis, enticing promotions are crucial for mobile wallet
adoption in Vietnam. Indeed, Vietnamese individuals are inclined to save money and
take advantage of monetary incentives to minimize the cost of their payment
transactions. Therefore, promotional activities can be viewed as a short-term strategy for
attracting new clients and retaining existing ones. Despite the significance of
promotional benefits, there are few studies on the process by which promotional benefits
influence the actual use of mobile wallets. In addition, prior research on the influence of
promotional benefits on the adoption of mobile wallets has shown conflicting results.
Deka (2020) and K. Yadav (2016) conclude that promotional benefit is a requirement
for mobile wallet adoption. Similarly, Hoang et al. (2020) did a study to determine the
impact of promotion benefits on the adoption of mobile wallets in Vietnam.
Additionally, Prabhakaran et al. (2020) found that the promotional benefit has a
significant impact on the intention to utilize mobile wallets. Aydin et al. (2016), in
contrast, discover no relationship between the benefits of tangible incentives and the
intention to use mobile wallets. Consequently, this study seeks to comprehend the
process by which the promotional advantage influences the mobile wallet's actual usage
behaviour.

Consequently, the purpose of this study is to examine the mechanism by which the
advertising benefit influences the actual usage behaviour of the mobile wallet. The
purpose is articulated by the following research questions:
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(1) What factors affect the actual use behavior of the mobile wallet in Vietham?

(2) To what extent do those factors affect the actual use behavior of mobile wallets in
Vietnam?

Utilizing snowball sampling techniques, an online survey questionnaire was distributed
to users of mobile wallets. Using the analytical software program Smart-PLS 3.0, the
data are analyzed utilizing Partial Least Square-Structural Equation Modelling (PLS-
SEM). In the context of mobile wallets, our research provides a method by which the
promotional advantage influences actual usage behavior. In the context of the mobile
wallet, actual use behavior is explained by intention to use, facilitation condition, and
affective experience, according to the study. In addition, compatibility and social
influence, which mediate the relationship between promotional advantage and desire to
use, determine usage intent (Alzahrani et al., 2021).

Our study contributes in numerous ways. We emphasize the significance of promotional
benefit on actual usage behavior in the context of mobile wallets as competition amongst
mobile wallets increases. In this context, the study's originality comes in demonstrating
that alignment between the marketing benefit and compatibility and social impact is
more likely to influence the mobile wallet users' propensity to use. In addition, the
finding identifies a crucial influence of affective experience on actual use behavior,
which has been neglected in previous research. The study adds to the growing corpus of
knowledge regarding behavior intentions and actual usage behavior (Bhatiasevi, 2016;
W. R. Lin et al., 2020; Oliveira et al., 2016; Shaw, 2014; Slade et al., 2015; Venkatesh
etal., 2003).

The remainder of the paper's format is as follows: This part provides an overview of the
present economy of Vietnam (section 2), a literature review and research hypothesis
development (section 3), research methodology (section 4), data analysis and findings
(section 5), and a discussion and conclusion (section 6). (section 6).

2. THEORETICAL BACKGROUND

Various theories have been used in the past to explain actual use behaviour, including
the Technology Acceptance Model (TAM) developed by Davis (1989), the Unified
Theory of Acceptance and Use of Technology (UTAUT) proposed by Venkatesh et al.
(2003), and the Diffusion of Innovation (DOI) developed by Rogers (1983). The early
TAM (Davis, 1989) recognized perceived ease of use (PEOU) and perceived usefulness
(PU) as major factors of the intention to adopt a new system. Subsequently, the TAM
was expanded by other researchers. Additional factors (such as trust, security, and social
influence) were added to the framework to explain the technology acceptance in various
contexts (Venkatesh et al., 2008; Venkatesh et al., 2000), including online shopping
(Kalina et al., 2017), fin-tech service (Chuang et al., 2016), and digital banking (Riza,
2019; Venkatesh et al., 2008). However, TAM does not account for psychological
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elements that could considerably influence the adoption intention of mobile wallets
(Amin et al., 2015; Mathieson et al., 2001; Shin, 2009; Trivedi, 2016).

The UTAUT model introduced by Venkatesh et al. (2003) evaluates the intention to use
a new technology and its subsequent actions, based on an aggregation of eight
commonly-utilized earlier models (see Fig. 1). Four primary categories, including effort
expectancy (substituted for perceived ease of use), performance expectancy (substituted
for perceived usefulness), enabling factors, and social impact, account for up to 70% of
the variance in predicting intention to use new technology. UTAUT and its variants have
been used to explain why various information systems are used, such as online ticket
purchase (Escobar-Rodriguez et al., 2014), mobile banking (Bhatiasevi, 2016), and
mobile payment (Escobar-Rodriguez et al., 2014; Slade et al., 2015).

Performance
Expectancy

Effort
Expectancy

Behavioral
Intentions

Use Behavior

Social
Influences

Facilitating
Conditions

Gender Age Experience Voluntariness

Fig 1. UTAUT Model (Venkatesh et al., 2003)

The initial UTAUT model presented to explain technological acceptance disregarded
characteristics associated with client adoption processes; Venkatesh et al. (2012)
updated this model, which they dubbed UTAUT2. The UTAUT2 added seven
constructs, including routine, effort expectation, hedonic motivation, enabling condition,
performance expectation, perceived value, and social impact. Despite its improvement,
the framework's major flaw is that it does not account for cultural influences (K. Yadav,
2016).

Rogers (1983)'s DOI is a common theory for understanding how innovation is
implemented and diffused in a social environment. When selecting whether to accept or
reject new technology, humans engage in a perceptual process that includes learning
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about the notion, establishing an attitude toward it, deciding whether to accept or reject
it, putting the new idea into action, and confirming their decision (Rogers, 1983). Also,
DOI confirms five crucial constructs used by previous academics to determine the
diffusion extent of a novel system, including compatibility, trainability, relative
advantage, complexity, and observability (Moore et al., 1991). DOl and UTAUT can be
paired to provide more thorough explanations for mobile payment intent to use and
actual use behaviour (W. R. Lin et al., 2020; Oliveira et al., 2016).

2.1 Conceptual Framework and Hypothesis Formulation
2.1.1 Conceptual Framework

Fig. 2 depicts the proposed framework created from hypotheses based on TAM,
UTAUT, and DOI as a mechanism between promotional benefit and actual mobile
wallet use behaviour. We hypothesize that advertising advantage influences actual use
behaviour via intention to use, compatibility, and social influence. In addition to
enabling conditions and emotional experience, actual use behaviour is also influenced
by facilitating conditions and experience.

Facilitating
condition

Compatibility

HI (+)
Intention to Actual use
behavior

Promotional

benefit

(+) €eH

Affective
experience

Social
influence

Fig 2. Conceptual Model of the Research
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2.1.2 Promotional Benefit and Intention to Use

Promotional advantages are monetary and non-monetary gains received from the act of
temporarily lowering prices in order to increase the effectiveness of efforts to sell
products to price-sensitive consumers (Sunny et al., 2018). The promotion advantage
comprises hedonistic and utilitarian values. The former includes chances for value
expression, amusement, and discovery, while the latter may include cost savings,
improved product quality, and shopping convenience (Chandon et al., 2000). Kim et al.
(2014) demonstrate that customers try to obtain concrete benefits and pay close attention
to advertising that offers incentives. Popular practical incentives in the mobile wallet
service, such as monetary rewards, discounts, coupons, cashback, merchant
partnerships, etc., significantly motivate people to install and utilize the service
(Prabhakaran et al., 2020). The following describes the relationship between promotion
benefit and intent to utilize mobile wallet:

H1: Promotional benefit positively affects intention to use mobile wallet.

2.1.3 Promotional Benefit and Compatibility

Compatibility is defined as "the extent to which the use of a new system (an innovation)
is considered to align with an individual's existing values, beliefs, experiences, and
needs" (Moore et al., 1991). For promotional programs to be successful, they must align
with the consumer's needs, beliefs, and regulatory orientation. According to Ramanathan
et al. (2010), the congruence between marketing messages and consumers' current
motives might increase the size and composition of the entire basket. According to the
research, consumers with an emphasis on promotions choose promotions with gain-
related signals, such as buy one get one free. In contrast, consumers with a focus on
prevention are interested in non-loss-oriented promotions, such as 5% savings.

Tversky et al. (1988) proposed that consumers value the size of an object more when it
is congruent with or close to their objective. When the promotional gift corresponds with
the marketed product's benefits, sales campaigns are more successful. Similarly,
congruency effects proposed by Chandon et al. (2000) indicated that non-monetary
promotions tend to be employed for customers who prefer hedonic products, whereas
monetary promotions are used for customers who prefer utilitarian products.

According to Huynh (2016), the efficacy of a promotion stems on its compatibility with
cultural traits. In the retail industry, rural clients respond better to monetary promotions,
whereas urban customers prefer non-monetary promotions. Not only does compatibility
relate to the promotion message, but it also influences the effectiveness of promotion
types. Winterich et al. (2011) investigated the impact of social identifications on
customer choice for discount- and donation-based promotions. Consumers with
interdependent self-construal appreciate donations more than those with separate self-
construal, according to the research.
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In the context of mobile wallet services, tangible incentives are anticipated to reduce
costs and provide customers with utilitarian and hedonic value, hence enhancing
customers' perceptions that mobile wallet is suitable with their lifestyle and their desired
value. As a result, the following relationship is hypothesized between the promotional
advantage and compatibility:

H2: Promotional benefit positively affects compatibility.

2.1.4 Compatibility and Social Influence

It is feasible to get a high level of compatibility to facilitate interpersonal communication
in the exchange and evaluation of information. (M.-J. J. Lin et al., 2009), who studied
the factors driving information sharing in virtual communities, theorized that when
members of virtual communication find knowledge sharing consistent with their beliefs
and needs, they are more likely to actively accept and promote it.

Fu et al. (2017) investigated the psychological incentives for Facebook-based
knowledge sharing. Self-interest and communal incentives were found to be significant
predictors of user intents to spread commercial messages and ideas via Facebook,
depending on the type of content. Self-interest motivations (such as success, self-
expression, and solitude) influenced Facebook users' willingness to post commercial
messages and consumer views, whereas communal motivations (such as attachment,
altruism, and community delight) influenced Facebook users' willingness to post
lifestyle interests and consumer comments. This study suggested that individuals engage
in behavioural sharing when they are aware of the compatibility of psychological
motivation, social capital focus, and content kind.

Compatibility also affects how customers evaluate product reviews and how this
evaluation contributes to the review's persuasiveness. Zhang et al. (2010) studied data
gathered from lab trials and genuine online merchants and discovered that positive
ratings are more persuasive than negative evaluations for buyers evaluating products
linked with promotion consumption aims. Conversely, customers who evaluate products
for avoidance consumption purposes find unfavourable reviews more convincing than
positive ones.

Compatibility has a significant impact on sharing and valuing knowledge, or, in other
words, compatibility can boost social influence; therefore, the following hypothesis is
established.

H3: Compatibility positively affects social influence.

2.1.5 Compatibility and Intention to Use

Adoption is contingent upon the compatibility of a product or service with the
consumer's lifestyle. Rogers (1983) highlighted compatibility as one of the most
influential factors in predicting new technology adoption. In mobile and financial
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services, interoperability positively affects intent to use (Chen et al., 2008; Mallat,
2007). In the context of mobile payments, consumers' lifestyles have a significant impact
on their acceptance of the technology. Customers who are accustomed to conducting
online transactions via smartphones, such as online shopping, product, and service
ordering remotely, are likely to readily accept new payment systems, such as mobile
wallets, because it will take less time and effort for them to learn or alter their behaviour.

In numerous prior research, compatibility was identified as a crucial element influencing
mobile payment acceptance, alongside perceived usability and perceived utility (W. R.
Linetal., 2020; Oliveira et al., 2016). H.-F. Lin (2011) observed comparable effects on
the uptake of mobile banking. In addition, Chen et al. (2008) noted that compatibility is
the most significant factor influencing American customers' intent to utilize mobile
payments. S. Singh et al. (2014) observed that compatibility, security, and social
influence positively influence the propensity to utilize mobile banking, with
compatibility being the most significant predictor. Aydin et al. (2016) suggested that
compatibility has a significant effect on perceived usefulness, attitudes toward, and
usage intentions among non-users and users of mobile wallets in India.

In the current study, compatibility is incorporated into the conceptual model as an
effective mediator between the promotional benefit and the inclination to use a mobile
wallet. Customers are aware of discounts from mobile wallet providers that complement
their lifestyles and boost their performance, hence encouraging them to embrace mobile
wallets.

H4: Compatibility positively affects intention to use mobile wallets.

2.1.6 Promotional Benefit and Social Influence

Social influence is "the extent to which a person feels that influential others believe he
or she should adopt the new system™ (Venkatesh et al., 2003). Promotional perks may
have a favourable effect on word-of-social mouth's influence. Glynn Mangold et al.
(1999), who conducted qualitative study on stimulants of word-of-mouth
communication in the marketplace, concluded that promotional efforts by corporations
may somewhat stimulate customers' word-of-mouth.

Through the mediating role of perceived support from companies and among consumers,
Casalo et al. (2019) discovered that promotions provided by online travel agencies
encourage customers to engage in consumer voluntary behaviours such as word-of-
mouth, recommendations, and social media interactions. This conclusion was
interpreted in accordance with the idea of social exchange, which states that consumers
are more likely to adopt company-beneficial behaviours if they believe the company
values and treats them fairly and responsibly. Consequently, voluntary client activities
were viewed as types of reciprocity that generate benefits for businesses.
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Bond et al. (2019) examined whether free or paid mobile apps are favored for word-of-
mouth transmission and customer motivation to do so. The results revealed that
customers are more willing to provide feedback on free products than on paid ones.
Regarding mobile wallets, Hoang et al. (2020)'s quantitative study on mobile wallet
adoption in Vietnam found that promotion statistically and significantly generates
favourable social influences.

As customers tend to notice references from valued resources or individuals, marketing
can be more effective if they encourage favourable consumer word-of-mouth.
Consequently, the following hypothesis is proven:

H5: Promotional benefit positively affects social influence.

2.1.7 Social Influence and Intention to Use

Individuals' decisions and behaviours are impacted by the opinions, recommendations,
and ideas of other influential people in addition to their own perspectives (friends,
family, colleagues, and social networks). In the spread of mobile wallets, social
influence is regarded as a major factor motivating people to use them for financial
transactions. Prior to selecting to utilize a mobile wallet system, customers typically seek
the opinions of those in their immediate vicinity; services with favorable evaluations are
chosen. Previous empirical evidence demonstrates a strong impact of social influence
on mobile wallet acceptance (Chawla et al., 2019, 2020; Soodan et al., 2020; Tun, 2020;
K. Yadav, 2016). Similarly, Tu (2019) found that social impact increases consumers'
inclination to adopt mobile wallets in Ho Chi Minh City, Vietnam. Therefore, it is
anticipated that social influence has a beneficial effect on the intention to use.

H6: Social influence positively affects intention to use mobile wallets.

2.1.8 Intention to Use Mobile Wallet and Actual Use Behaviour

Intention to use refers to the strength of a person's intent to engage in a particular conduct
(Ajzen, 1991). Consistently, it has been determined to be a good indicator of actual
technology usage (Ajzen, 1991; Davis, 1989; Venkatesh et al., 2000; Venkatesh et al.,
2003; Venkatesh et al., 2012). Shin (2009) and Amoroso et al. (2012) found that mobile
wallet use behaviour is highly influenced by the user's intent. In this study, the intention
to use mobile wallets is established as a key factor that drives actual usage behaviour
and is influenced by promotional advantage, compatibility, and social influence.

H7: Intention to use positively affect actual use behaviour of mobile wallets.

2.1.9 Facilitating condition and actual use behaviour

Facilitating conditions refer to "a person's view of the resources and assistance available
to complete a behaviour" (Venkatesh et al., 2003). It is discovered that facilitating
condition has a considerable impact on the actual use behaviour of an information system

539



INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

(Venkatesh et al., 2003; Venkatesh et al., 2012). According to previous research,
enabling conditions enable users to engage in mobile banking and mobile wallet
transactions. Alalwan et al. (2017) used UTAUT?2 to demonstrate that the actual use of
mobile banking can be predicted based on behavioural intention and conducive
conditions. Nguyen et al. (2020) discovered that use intention, facilitating situation, and
habit are three crucial determinants of actual use behaviour in the context of digital
banking in Vietnam. In this paper, enabling circumstance is regarded as a crucial factor
of actual usage behaviour; thus, the following hypothesis is proposed:

H8: Facilitating conditions positively affect the actual use behaviour of mobile wallets.

2.1.10 Affective Experience and Use Behaviour

Along with cognitive experience, emotional experience is a crucial aspect of the online
consumer experience (Rose et al., 2011). Affective experience involves "one's affective
system through the production of moods, feelings, and emotions"” (Rose et al., 2012). It
has been statistically demonstrated that affective components positively influence
cognitive components (Rose et al., 2012). Barari et al. (2020) discovered that emotive
experiences are more effective at boosting customer satisfaction and generating positive
word-of-mouth. Similarly, scientific data suggests that emotive experiences improve the
whole customer experience (Arnold et al., 2003; Shobeiri et al., 2014) and produce
consumer delight (Chitturi et al., 2008).

Emotional considerations are crucial to the process of adopting new technologies. The
hedonic motivation, defined as "the fun or pleasure obtained from utilizing a technology"
(Venkatesh et al., 2012), has a substantial impact on the adoption of mobile payment
(W. R. Linetal., 2020), digital banking (Le et al., 2020), and mobile wallets (W. R. Lin
et al., 2020). (Megadewandanu, 2016; Soodan et al., 2020). Saadon et al. (2020) found
that perceive delight, a related idea to hedonic promotion, positively and unquestionably
motivates undergraduates to use mobile wallets. In fact, young people believe that
mobile wallets are not only practical but also give thrilling experiences; hence, they are
willing to accept this new form of payment. Verkijika (2020) attempted to comprehend
the impact of emotive elements in the adoption of mobile payment systems.
Consistently, the empirical findings confirmed that affective reaction is critical for
determining behavioural intention and intention to propose mobile payment.

Although it is reasonable to assume that emotive experience has a significant impact on
mobile payment acceptance in general and mobile wallet in particular, researchers have
paid little attention to this element. Koenig-Lewis et al. (2015) suggested that the
evaluation of rational and logical views is overemphasized in mobile payment
acceptance research, whereas emotive elements are grossly underexplored. Verkijika
(2020) expressed the same concern when he reviewed approximately 95 published
papers on mobile payment adoption. Only more than ten articles mentioned the effects
of emotion-related factors such as anxiety, affective, hedonic, etc., indicating that
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academics still do not comprehend affective experience in this new industry in depth.
Perceptions of emotive experience are inevitably accumulated gradually throughout
time. Continually, clients select whether to accept or reject mobile payment forms,
notably mobile wallets, based on how great or negative these experiences were.
Therefore, the emotive experience model assumes that this variable will have a positive
and significant effect on mobile wallet behaviour.

H9: Affective experience positively affect use behaviour of mobile wallets.

3. RESEARCH METHODOLOGY

3.1 Instrument development

This research includes seven constructs: promotional advantage, intention to use,
compatibility, affective experience, social impact, facilitating condition, and actual use
behaviour. Measures of social influence, intention to use, and facilitating condition were
adapted from Venkatesh et al. (2012). The measure of promotional benefit scales was
adapted from Aydin et al. (2016) and Deka (2020). The measure of affective experience
was modified from Barari et al. (2020). The measure of compatibility was adapted from
W. R. Lin et al. (2020). On a seven-point Likert scale ranging from "strongly disagree"
to "strongly agree," actual usage behaviour was assessed for all construct questions. The
frequency of actual mobile wallet usage was measured using a five-point Likert scale:
1-Rarely (0-10% of total transactions), 2-Occasionally (10-30% of total transactions), 3-
Often (30-50% of total transactions), 4-Frequently (50-70% of total transactions), and
5-Always (>70% of total transactions). In Appendix A, all constructs' elements are
described in detail.

3.1.1 Questionnaire Design, Sample Selection, and Data Collection

Using the back-translation approach, the questionnaire was originally created in English
before being translated into Vietnamese (Usunier, 1998). Prior to the formal distribution
of the survey, the translated questionnaire was pilot-tested, and respondents were
questioned qualitatively to ensure that it is completely understandable.

Using snowball sampling approaches, a survey package containing a brief overview of
the study, a cover letter, and a web link (made with Google Form) was sent to possible
participants via the authors' Facebook participants, the most prominent social network
in Vietnam, in October 2021.

When utilizing Smart-PLS for data analysis, the minimum sample size required should
be "at least 10 times the largest number of inner model paths directed at a given inner
model construct” (Barclay et al., 1995; Henseler et al., 2009). The conceptual model
(Fig. 2.2) demonstrates that the maximum inner model path is three, resulting in a
minimum sample size of thirty.
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Within four weeks, 182 of the initial 238 surveys issued were deemed usable for a variety
of reasons (e.g., respondents either have never heard of or used mobile wallets before
and some people decided to reject this service). Table 1 contains descriptive information
about the respondents.

Table 1. Descriptive Statistics of Respondents (n=182)

Frequency | Percentage
Gender Males 104 57
Females 78 43
Age 18-30 157 86
30- over 50 25 14
Job situation Students 96 52.7
Working 86 47.3
Mobile wallet use Less than 6 months 40 22.2
6 months to 1 year 26 14.2
1-3 years 98 53.8
More than 3 years 18 9.8
Number of mobile 1 walllets 58 31.8
wallets used
2 wallets 51 28.0
3 wallets 73 40.1
Education Undergraduate 128 70.3
Post-graduate 30 16.5
Others 24 13.2
Frequently used mobile Momo 95 52.2
wallets
Airpay 61 33.5
Others (Viettelpay, Moca, 26 14.3
Zalo Pay)

3.2 Data Analysis

PLS-SEM is utilized to evaluate the acquired data using SMART PLS 3.0 because to its
capacity to deal with non-normal distribution data, short sample size, and complex
models (Hair et al., 2019). Using the measurement model and the structural model, data
are examined (Hair et al., 2019).

3.2.1 Measurement Model

Using reliability, convergent validity, and discriminant validity, the measurement model
is used to evaluate the unidirectional link between items that measure a single construct
(Hair et al., 2019). The model retains items with outer loadings more than 0.70 (T-
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statistics greater than 1.96). The estimation of the measurement model is shown in Table
2: Composite reliability ranging from 0.865 to 0.946 and Cronbach Alpha ranging from
0.7 to 0.924 demonstrate each construct’s internal consistency reliability (Bagozzi et al.,
1988; Hair Jr et al., 2021; Hulland, 1999). Therefore, the structural model’s
measurement reliabilities for all model constructs are sufficient for future testing.

In terms of convergent validity, Table 2 confirmed the constructs’ convergent validity:
the total variance extracted (AVE) of the constructs was greater than 0.5, and all AVE
values were between 0.575 and 0.76. (Fornell et al., 1981).

Table 1. Estimation of the Measurement Model (n=182)

Construct Cronbach's Alpha | CR AVE
PROMO 0.782*** 0.87 0.692
Sl 0.849*** 0.898 0.688
COM 0.881*** 0.927 0.810
INTENT 0.836*** 0.924 0.859
FC 0.822*** 0.876 0.640
AEXP 0.924*** 0.946 0.815
BEHAV 0.793*** 0.865 0.616

Source: Author's Survey. Significance at ***P < 0.001, **P < 0.01

PROMO: Promotional benefit; SI = Social influence; COM = Compatibility; INTENT
= Intention to use; FC = Facilitating condition; AEXP = Affective experience; BEHAV
= Actual use behaviour

Regarding discriminant validity, Table 3 showed all the square roots of AVE higher than
0.5 (from 0.785 to 0.927). For each factor, the square root of AVE is higher than the
correlation coefficient of other factors in the same column Fornell et al. (1981).

Table 3. Discriminant Validity: Fornell- Larcker Criterion

AEXP | BEHAV |COM | FC INTENT | PROMO | SI
AEXP 0.903
BEHAV 0.484 |0.785
COM 0.710 | 0.551 0.900
FC 0.570 | 0.462 0.718 | 0.800
INTENT 0.591 |0.516 0.527 10.430 |0.927
PROMO 0.403 ]0.213 0.317 |0.353 |0.337 0.832
Sl 0.510 | 0.386 0.406 | 0.360 |0.453 0.394 0.829

Source: Author's Survey

Additionally, Table 4 confirmed all Heterotrait - Monotrait Ratio (HTMT) values less
than 0.85 (Henseler et al., 2015). Hence, all constructs attained discriminant validity.
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Table 4. Discriminant validity: Heterotrait - Monotrait Ratio (HTMT)

AEXP | BEHAV |COM | FC INTENT | PROMO | SI
AEXP
BEHAV | 0.558
COM 0.783 | 0.655
FC 0.642 | 0.517 0.831

INTENT |0.672 | 0.629 0.612 |0.514
PROMO |0.439 |0.264 0.348 | 0.422 |0.397
Sl 0.565 |0.474 0.458 |0.383 |0.522 0.485
Source: Author's Survey

3.2.2 Structural Model

Before examining relationships between constructs, multi-collinearity was identified:
VIF of the constructs ranging from 1 to 1.891 shows that there is no multi-collinearity
(Hairetal., 2019). For 182 observations, the bootstrapping procedure was executed 5000
times to determine the relevance of inner routes. Each endogenous variable in the
structural model was assigned an R2 value (Hair et al., 2019; Henseler et al., 2009).

4. RESULTS

4.1 Hypothesis Testing

R2 adjusted for actual use behaviour, intention to use, and social influence 0.34, 0.346,
and 0.235 respectively, which maintains moderate explanation power. However, R2
adjusted for compatibility was 0.095 which is relatively weak in its explanation power
(Henseler et al., 2009).

The results of hypothesis testing and R squares are presented in Table 5. First, actual use
behaviour is positively associated with intention to use (= 0.320, p<0.01), facilitating
condition (= 0.231, p<0.01), and affective experience ((f= 0.163, p<0.05), which
supported H7, H8, and H9 respectively. Second, although there was no statistical
association found between intention to use and promotional benefit when H1 was not
supported (B=0.116, p>0.05), the relationship between these two variables is mediated
by compatibility and promotional benefit. Concerning the mediating effect of
compatibility, the promotional benefit had a direct positive effect on compatibility ( =
0.317, p < 0.01), then in turn compatibility had a direct positive effect on the intention
to use (P=0.389, p<0.01). These agree on hypotheses H2 and H4. Moreover,
compatibility can strengthen the social influence in the context of mobile wallets (p=
0.313, p<0.01), which supported H3. Regarding the mediating effect of social influence,
the findings confirm the hypotheses HS5 (= 0.295, p<0.01), and H6 (= 0.250 and
p<0.01), which indicates that promotional benefit positively affects social influence, in
turn, leading to a positive effect on the intention to use.
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Table 5. Results of the Hypothesis Testing from the Structural Model

Paths Hypothesis | B t-value | P value Supported
PROMO -> INTENT | H1 0.116 | 1.426 077 No
PROMO -> COM H2 0.317 | 4.392 .000 Yes
COM -> SI H3 0.313 | 4.301 .000 Yes
COM -> INTENT H4 0.389 | 5.889 .000 Yes
PROMO -> SI H5 0.295 | 3.930 | .000 Yes
SI-> INTENT H6 0.250 | 3.225 .001 Yes
INTENT -> BEHAV | H7 0.320 | 4.133 .000 Yes
FC -> BEHAV H8 0.231 | 2.843 .002 Yes
AEXP -> BEHAV H9 0.163 | 2.028 .021 Yes

Source: Author's Survey. Significance at ***P < 0.001, **P < 0.01
5. DISCUSSIONS AND IMPLICATIONS

5.1 Discussions

The most intriguing conclusion of the study relates to the mechanism by which
promotional advantage positively influences actual usage behaviour. First, our research
revealed that promotional incentives had no direct impact on the intention to utilize
mobile wallets. The result is compatible with Aydin et al. (2016), but contradictory to
the findings of Deka (2020), LI et al. (2019), and P. Yadav (2017). The demographic
features of samples (such as income, age, education, and culture) may influence the
effectiveness of promotional strategies. Fam et al. (2019) discovered that geography
(country and culture) has a significant impact on the perception and value of specific
sales promotional strategies. For example, New Zealanders place a higher value on
discounts and a lower value on free samples than the other countries tested. Fam et al.
(2019) have noted that a failing to comprehend the cultural environment may be the
cause of sales marketing failure. In addition, Nitzl et al. (2016) indicated that when there
are no connections between two variables, it may be because they are mediated by a
third variable. Therefore, focusing simply on direct impacts and ignoring mediating
effects may result in considerable bias in the interpretation of the data. As a result, the
inconsistency in the findings of previous studies regarding the relationship between the
promotional advantage and intention to use may be attributable to the omission of
mediating variables like compatibility and social impact.

Consistent with the findings of Hoang et al. (2020), it was discovered that the
promotional advantage has a strong and beneficial effect on social influence. In general,
when there is an enticing campaign, consumers recommend more mobile wallets to their
friends since they anticipate that their relatives will need to utilize and benefit from such
promotions, just as they did in the past (Hoang et al., 2020). From a business-consumer
perspective, word-of-mouth recommendations and suggestions are possible forms for
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consumers to recompense service producers when they perceive advantage or assistance
from the business (Casal¢ et al., 2019).

The promotional advantage also had significant effects on the perception of
compatibility in the context of mobile wallets. The promotional advantage not only
generates utility value, such as decline loss in payment transactions, but also engenders
pleasure (Chandon et al., 2000). These perks are unquestionably consistent with the
lifestyles of younger clients who are enthusiastic about new and exciting experiences. In
addition, it is anticipated that promotions that align with the regulatory emphasis
orientation (promotion focus and prevention focus) will improve the frequency with
which mobile wallets are used and encourage users to use both promoted and
unpromoted services (Ramanathan et al., 2010). This has significant implications for
service providers. Promotions can be made more effective by using "gain" and "non-
loss" messages in a manner that suitably addresses individuals' regulatory orientation.

Compatibility seems to be the most dynamic indicator of mobile wallet adoption intent.
(Chen et al., 2008; Schierz et al., 2010; S. Singh et al., 2014). Similarly, interoperability
is a significant indicator of mobile wallet uptake (Aydin et al., 2016; Chawla et al., 2019,
2020). Similar to the adoption of other technologies, compatibility is a crucial factor in
the spread of mobile wallets. Recognizing that new technology can adapt to current
behavioural value facilitates user acceptance. Compatibility modifies consumers'
preferences, values, and experiences with a technology, hence increasing their intent to
embrace it (Chawla et al., 2019).

Intriguingly, the study discovered a considerable correlation between compatibility and
social impact. The result corroborates the prior findings of Fu et al. (2017) and M.-J. J.
Lin et al. (2009). By sharing information, individuals aimed to meet both personal and
social goals. Therefore, they favoured sharing content that was congruent with their
motivations (Fu et al., 2017). Members with a great willingness to offer their skills are
those who utilize information sharing as a competent, superior, and compatible means
of reaching personal goals (M.-J. J. Lin et al., 2009).

In keeping with recent findings by Phutela et al. (2019); Soodan et al. (2020), social
influence is highlighted as a positive factor for the intention to use mobile wallets. Prior
research elucidates the considerable impact of social influence on the diffusion of new
information technologies (VVenkatesh et al., 2003; Venkatesh et al., 2012). Observably,
the opinions of family, friends, peer groups, and virtual communities on social networks
are seen as credible references and have a substantial impact on consumer behaviour.
Consequently, favourable word-of-mouth from these sources can have a more
motivational effect on others' decisions to adopt or reject a new technology (K. Yadav,
2016).

The study identified intention to use, facilitating conditions, and affective experience as
important predictors of actual use behavior. Davis (1989), Venkatesh et al. (2003), and
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Venkatesh et al. (2003) all indicate intention to use as a major predictor of use behaviour
2012. In the context of mobile wallets, this finding is confirmed further in this study.
Secondly, facilitating conditions are powerful motivators of conduct. This finding is
comparable to that of Nguyen et al. (2020) and VVenkatesh et al. (2012). The availability
of essential resources facilitates user access and increases their confidence while using
mobile wallets. The favourable influence of affective experience on use behaviour was
subsequently quantitatively confirmed. Similar to the conclusion of Rose et al. (2012),
increasing the frequency of conduct is a normal consequence of affective experience. In
addition to appreciating the cognitive experience, consumers are interested with the
affective value of mobile wallets.

5.2 Theoretical Implications

This study contributes to the body of knowledge addressing factors influencing the
intention to use mobile wallets in Vietnam. First, the study adds into the conceptual
model the promotional benefit that is less prominently highlighted in the literature. The
results not only validated the prior conclusion of Aydin et al. (2016) that promotional
advantage had no direct effect on intention to use, but also demonstrated that the effect
of promotional benefit on intention to use is mediated by social influence and
compatibility. Prior research has indicated that social influence and compatibility play
significant roles in understanding mobile payment usage intentions (Chawla et al., 2019;
S. Singh et al., 2014). As a supplement to prior findings, this study demonstrated that
social influence and compatibility are crucial mediators between promotional effects and
intent to use.

The study also found variables that have favourable effects on actual mobile wallet usage
behaviour. In addition to intention to use and facilitating condition, the study presents
empirical evidence that affective experience is an influential dimension of use
behaviour. Affective experience, which was discovered to influence consumer
behaviour in the context of online buying (Barari et al., 2020), is found to play a
significant impact in predicting the actual usage behaviour of the mobile wallet.

5.3 Practical Implications

The study's findings have significant consequences for practitioners. First, the findings
suggest that social influence and compatibility moderate the effect of promotional
benefit on the intention to use mobile wallets, which has significant implications for
boosting promotional efficacy. Consequently, marketing strategies should be planned to
encourage positive word-of-mouth and raise consumer awareness regarding product
suitability with their lifestyles.

First, understanding that promotional benefits positively enhance social influence, it can
be advantageous for service providers to conduct promotions that provide gifts,
vouchers, and discounts in exchange for mobile wallet referrals. In addition, because
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social media is an important communication channel, service providers can also conduct
promotion programs, such as offering gifts and vouchers if individuals engage with or
share fan pages on social networks, to encourage suggestions, social interaction on social
media, or virtual communities among service users. It is anticipated that these types of
activities will increase the effectiveness of the promotion effort. Moreover, to increase
the perception of compatibility, promotional messages might be varied between "gain"
and "non-loss™ in accordance with the customer's regulatory attitude. In addition, mobile
wallet service providers can combine several forms of advertising, such as personal
promotions and community-oriented promotions (sponsorship), to accommodate
varying degrees of user's personal- and social-oriented values.

Second, social influence and compatibility continue to be crucial factors in promoting
the intention to use mobile wallet services. To produce positive word-of-mouth
recommendations from consumers, it is essential to pay close attention. The emphasis
should be placed both on-site and online. Empirical findings, on the other hand,
suggested that mobile wallet procedures should be developed to be compatible with
consumption patterns and cognitive processes to encourage the acceptance of mobile
wallets. It is vital to incorporate new capabilities into a mobile wallet that enable clients
to purchase and transact without requiring complicated steps, additional equipment, or
training. Mobile wallets must be engaging and contribute to the consumer's lifestyle
image (Chen et al., 2008).

Finally, to increase the frequency of mobile wallet usage, service providers should work
on improving both the facilitating conditions and the affective experience. In terms of
facilitating conditions, technical and informational support should be readily accessible
and simple to locate so that the client may acquire assistance when necessary.
Additionally, it is vital to consider the emotional experiences of customers. To enhance
the client experience, service providers should develop interactive and affective
enhancements.

6. CONCLUSIONS, LIMITATIONS, AND FUTURE RESEARCH

6.1 Conclusions

The results offer a mechanism through which promotional incentives influence actual
mobile wallet usage. First, actual use behaviour in the context of the mobile wallet is
favourably influenced by users' purpose to use, facilitating conditions, and affective
experience. Second, promotional incentives do not immediately influence the intention
to utilize the mobile wallet. This connection is rather mediated by social influence and
compatibility. Compatibility is the main element influencing mobile money usage
intentions and has a large impact on social influence.

The aforementioned facts aid practitioners in increasing customer adoption of mobile
wallets. To increase consumer motivation to adopt mobile wallets, they might adapt
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promotional strategies to be consistent with consumers' lifestyles and encourage
suggestions, social interaction, and positive word-of-mouth. In addition, because
compatibility has a significant impact on the adoption of mobile wallets, mobile wallets
should be developed to align with consumption patterns and cognitive processes.
Practitioners must also consider the emotional experience of consumers and ensure the
availability of support channels to assist consumers with mobile wallet-related issues.

6.2 Limitations

The study has several drawbacks. First, the sample size is limited, with just 182
observations, compared to the large number of mobile wallet users in Vietnam. Second,
the results of the survey suggest merely connections, not causation, between the
postulated constructs in the conceptual model.

6.3 Future Research

The concept of promotional benefit is well-known in marketing and technology
adoption, but its incorporation into research models for mobile wallets is restricted. The
correlations between promotional advantage and other variables, such as perceived
usefulness, attitude, and habit, are not predicted and retested in this study. Determining
the relationship between promotional benefits and other dimensions necessitates
additional qualitative and quantitative research.

ACKNOWLEDGEMENTS

This research is funded by International School, Vietnam National University, Hanoi
(VNU-1S) under project number CS.2021-06.

REFERENCES

Aji, H. M., Berakon, I., & Md Husin, M. (2020). COVID-19 and e-wallet usage
intention: A multigroup analysis between Indonesia and Malaysia. Cogent
Business & Management, 7(1), 1804181. doi:
https://doi.org/10.1080/23311975.2020.1804181

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50(2), 179-211. doi: https://doi.org/10.1016/0749-
5978(91)90020-T

Alalwan, A. A, Dwivedi, Y. K., & Rana, N. P. (2017). Factors influencing adoption of
mobile banking by Jordanian bank customers: Extending UTAUT2 with trust.
International Journal of Information Management, 37(3), 99-110. doi:
https://doi.org/10.1016/j.ijinfomgt.2017.01.002

Alzahrani, A. S., & Alfares, H. K. (2021). Consistency-Based Multi-Criteria Group
Decision-Making for Fire Station Staffing. International J. of Opers. and Quant.
Management, 27(4), 303-320. doi: https://doi.org/10.46970/2021.27.4.1

549



https://doi.org/10.1080/23311975.2020.1804181
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/j.ijinfomgt.2017.01.002
https://doi.org/10.46970/2021.27.4.1

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Amin, M. K., Azhar, A., Amin, A., & Akter, A. (2015). Applying the technology
acceptance model in examining Bangladeshi consumers' behavioral intention to
use mobile wallet: PLS-SEM approach. Paper presented at the 2015 18th
International Conference on Computer and Information Technology (ICCIT):
IEEE, 93-98. doi: https://doi.org/10.1109/ICClTechn.2015.7488049

Amoroso, D. L., & Magnier-Watanabe, R. (2012). Building a research model for mobile
wallet consumer adoption: the case of mobile Suica in Japan. Journal of
Theoretical and Applied Electronic Commerce Research, 7(1), 94-110. doi:
https://doi.org/10.4067/S0718-18762012000100008

Anh, T. (2021). "E-wallets change with business methods.”. Retrieved from
https://thoibaonganhang.vn/vi-dien-tu-thay-doi-cung-phuong-thuc-kinh-doanh-
110562.html

Arnold, M. J., & Reynolds, K. E. (2003). Hedonic shopping motivations. Journal of
Retailing, 79(2), 77-95. doi: https://doi.org/10.1016/S0022-4359(03)00007-1

Aydin, G., & Burnaz, S. (2016). Adoption of mobile payment systems: a study on mobile
wallets. Journal of Business Economics and Finance, 5(1), 73-92. doi:
https://doi.org/10.17261/Pressacademia.2016116555

Bagozzi, R.P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal
of the academy of marketing science, 16(1), 74-94. doi:
https://doi.org/10.1007/BF02723327

Bank, W. (2020). Payment Systems Worldwide A Snapshot. Washington DC: World
Bank Group.

Barari, M., Ross, M., & Surachartkumtonkun, J. (2020). Negative and positive customer
shopping experience in an online context. Journal of Retailing and Consumer
Services, 53, 101985. doi: https://doi.org/10.1016/].jretconser.2019.101985

Barclay, D., Higgins, C., & Thompson, R. (1995). The partial least squares (PLS)
approach to casual modeling: personal computer adoption ans use as an
Illustration (Vol. 2): Technology  Studies Retrieved  from
https://www.researchgate.net/publication/242663837

Bhatiasevi, V. (2016). An extended UTAUT model to explain the adoption of mobile
banking. Information Development, 32(4), 799-814. doi:
https://doi.org/10.1177/0266666915570764

Bond, S. D., He, S. X., & Wen, W. (2019). Speaking for “free”’: Word of mouth in free-
and paid-product settings. Journal of Marketing Research, 56(2), 276-290. doi:
https://doi.org/10.1177/0022243718821957

Casald, L. V., & Romero, J. (2019). Social media promotions and travelers’ value-
creating behaviors: the role of perceived support. International Journal of
Contemporary  Hospitality =~ Management, 31(2), 633-650. doi:
https://doi.org/10.1108/IJCHM-09-2017-0555

Chandon, P., Wansink, B., & Laurent, G. (2000). A benefit congruency framework of
sales promotion effectiveness. Journal of Marketing, 64(4), 65-81. doi:
https://doi.org/10.1509/jmkq.64.4.65.18071

550



https://doi.org/10.1109/ICCITechn.2015.7488049
https://doi.org/10.4067/S0718-18762012000100008
https://thoibaonganhang.vn/vi-dien-tu-thay-doi-cung-phuong-thuc-kinh-doanh-110562.html
https://thoibaonganhang.vn/vi-dien-tu-thay-doi-cung-phuong-thuc-kinh-doanh-110562.html
https://doi.org/10.1016/S0022-4359(03)00007-1
https://doi.org/10.17261/Pressacademia.2016116555
https://doi.org/10.1007/BF02723327
https://doi.org/10.1016/j.jretconser.2019.101985
https://www.researchgate.net/publication/242663837
https://doi.org/10.1177/0266666915570764
https://doi.org/10.1177/0022243718821957
https://doi.org/10.1108/IJCHM-09-2017-0555
https://doi.org/10.1509/jmkg.64.4.65.18071

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Chawla, D., & Joshi, H. (2019). Consumer attitude and intention to adopt mobile wallet
in India — An empirical study. International Journal of Bank Marketing, 37(7),
1590-1618. doi: https://doi.org/10.1108/1JBM-09-2018-0256

Chawla, D., & Joshi, H. (2020). The moderating role of gender and age in the adoption
of mobile wallet. foresight, 22(4), 483-504. doi: https://doi.org/10.1108/FS-11-
2019-0094

Chen, L.-d., & Nath, R. (2008). Determinants of mobile payments: an empirical analysis.
Journal of International Technology and Information Management, 17(1), 2.
Retrieved from https://scholarworks.lib.csusb.edu/jitim/vol17/iss1/2

Chitturi, R., Raghunathan, R., & Mahajan, V. (2008). Delight by design: The role of
hedonic versus utilitarian benefits. Journal of Marketing, 72(3), 48-63. doi:
https://doi.org/10.1509/JMKG.72.3.048

Chuang, L.-M., Liu, C.-C., & Kao, H.-K. (2016). The adoption of fintech service: TAM
perspective. International Journal of Management and Administrative Sciences,
3(7), 1-15. Retrieved from https://www.ijmas.org/3-7/IJIMAS-3601-2016.pdf

Cimigo. (2019). E-payments, e-wallets and the future of payments. Retrieved from
https://www.cimigo.com/wpcontent/uploads/woocommerce uploads/2019/02/
Vietnam-e-payments-and-mobile-e-wallets-Q1-2019.pdf

Dahlberg, T., Mallat, N., Ondrus, J., & Zmijewska, A. (2008). Past, present and future
of mobile payments research: A literature review. Electronic Commerce
Research and Applications, 7(2), 165-181. doi:
https://doi.org/10.1016/j.elerap.2007.02.001

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information  technology. MIS  quarterly, 13(3), 319-340. doi:
https://doi.org/10.2307/249008

Deka, P. K. (2020). Intention to use mobile wallet by youths in northeast India. Journal
of Management in Practice (Online Only), 5(1), 1-16. Retrieved from
https://journals.dbuniversity.ac.in/ojs/index.php/JoMP/article/view/1008

Escobar-Rodriguez, T., & Carvajal-Trujillo, E. (2014). Online purchasing tickets for low
cost carriers: An application of the unified theory of acceptance and use of
technology (UTAUT) model. Tourism Management, 43, 70-88. doi:
https://doi.org/10.1016/j.tourman.2014.01.017

Facebook, B., Company. (2020). Digital consumer of tomorrow, here today. Facebook,
Inc, and Bain & Company, Inc.

Fam, K.-S., Brito, P. Q., Gadekar, M., Richard, J. E., Jargal, U., & Liu, W. (2019).
Consumer attitude towards sales promotion techniques: a multi-country study.
Asia Pacific Journal of Marketing and Logistics, 31(2), 437-463. doi:
https://doi.org/10.1108/APJML-01-2018-0005

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research,
18(1), 39-50. doi: https://doi.org/10.1177/002224378101800104

551


https://doi.org/10.1108/IJBM-09-2018-0256
https://doi.org/10.1108/FS-11-2019-0094
https://doi.org/10.1108/FS-11-2019-0094
https://scholarworks.lib.csusb.edu/jitim/vol17/iss1/2
https://doi.org/10.1509/JMKG.72.3.048
https://www.ijmas.org/3-7/IJMAS-3601-2016.pdf
https://www.cimigo.com/wpcontent/uploads/woocommerce_uploads/2019/02/Vietnam-e-payments-and-mobile-e-wallets-Q1-2019.pdf
https://www.cimigo.com/wpcontent/uploads/woocommerce_uploads/2019/02/Vietnam-e-payments-and-mobile-e-wallets-Q1-2019.pdf
https://doi.org/10.1016/j.elerap.2007.02.001
https://doi.org/10.2307/249008
https://journals.dbuniversity.ac.in/ojs/index.php/JoMP/article/view/1008
https://doi.org/10.1016/j.tourman.2014.01.017
https://doi.org/10.1108/APJML-01-2018-0005
https://doi.org/10.1177/002224378101800104

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Fu, P.-W., Wu, C.-C., & Cho, Y.-J. (2017). What makes users share content on
Facebook? Compatibility among psychological incentive, social capital focus,
and content type. Computers in Human Behavior, 67, 23-32. doi:
https://doi.org/10.1016/j.chb.2016.10.010

Glynn Mangold, W., Miller, F., & Brockway, G. R. (1999). Word-of-mouth
communication in the service marketplace. Journal of Services Marketing, 13(1),
73-89. doi: https://doi.org/10.1108/08876049910256186

GSMA. (2012). The Mobile Wallet Version 1.0. Retrieved from
https://manualzz.com/doc/28795216/white-paper--the-mobile-wallet

Ha, N. (2020). "Fierce competition, electronic wallets constantly burn money.".
Retrieved from https://vneconomy.vn/canh-tranh-khoc-liet-cac-vi-dien-tu-bao-
gio-het-canh-dot-tien-20201217154212086.htm

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to
report the results of PLS-SEM. European Business Review, 31(1), 2-24. doi:
https://doi.org/10.1108/EBR-11-2018-0203

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer on partial
least squares structural equation modeling (PLS-SEM): Sage publications.
Retrieved from https://us.sagepub.com/en-us/nam/a-primer-on-partial-least-
squares-structural-equation-modeling-pls-sem/book244583

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal of
the academy of marketing science, 43(1), 115-135.  doi:
https://doi.org/10.1007/s11747-014-0403-8

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares
path modeling in international marketing. In R. R. Sinkovics & P. N. Ghauri
(Eds.), New Challenges to International Marketing (Vol. 20, pp. 277-319):
Emerald Group Publishing Limited, 277-319. doi:
https://doi.org/10.1108/S1474-7979(2009)0000020014.

Hoang, H., & Le, T. T. (2020). The Role of Promotion in Mobile Wallet Adoption—-A
Research in Vietnam. Advances in Science, Technology and Engineering
Systems, 5(6), 290-298. doi: https://dx.doi.org/10.25046/aj050635

Hong, A. (2020). "Electronic wallet users, the payment application increased rapidly in
COVID-19." accessed 4/8. Retrieved from https://tuoitre.vn/nguoi-dung-vi-dien-
tu-ung-dung-thanh-toan-tang-nhanh-trong-dich-covid-19-
20200905164756772.htm

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.
doi: https://doi.org/10.1002/(SICI1)1097-0266(199902)20:2%3C195::AlD-
SMJ13%3E3.0.CO;2-7

Huynh, K. T. (2016). Sales promotion effectiveness: The impact of culture on
demographic level. International Business Research, 9(4), 123-130. doi:
http://dx.doi.org/10.5539/ibr.vOn4p

552



https://doi.org/10.1016/j.chb.2016.10.010
https://doi.org/10.1108/08876049910256186
https://manualzz.com/doc/28795216/white-paper--the-mobile-wallet
https://vneconomy.vn/canh-tranh-khoc-liet-cac-vi-dien-tu-bao-gio-het-canh-dot-tien-20201217154212086.htm
https://vneconomy.vn/canh-tranh-khoc-liet-cac-vi-dien-tu-bao-gio-het-canh-dot-tien-20201217154212086.htm
https://doi.org/10.1108/EBR-11-2018-0203
https://us.sagepub.com/en-us/nam/a-primer-on-partial-least-squares-structural-equation-modeling-pls-sem/book244583
https://us.sagepub.com/en-us/nam/a-primer-on-partial-least-squares-structural-equation-modeling-pls-sem/book244583
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1108/S1474-7979(2009)0000020014
https://dx.doi.org/10.25046/aj050635
https://tuoitre.vn/nguoi-dung-vi-dien-tu-ung-dung-thanh-toan-tang-nhanh-trong-dich-covid-19-20200905164756772.htm
https://tuoitre.vn/nguoi-dung-vi-dien-tu-ung-dung-thanh-toan-tang-nhanh-trong-dich-covid-19-20200905164756772.htm
https://tuoitre.vn/nguoi-dung-vi-dien-tu-ung-dung-thanh-toan-tang-nhanh-trong-dich-covid-19-20200905164756772.htm
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2%3C195::AID-SMJ13%3E3.0.CO;2-7
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2%3C195::AID-SMJ13%3E3.0.CO;2-7
http://dx.doi.org/10.5539/ibr.v9n4p

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Johnson, V. L., Kiser, A., Washington, R., & Torres, R. (2018). Limitations to the rapid
adoption of M-payment services: Understanding the impact of privacy risk on
M-Payment services. Computers in Human Behavior, 79, 111-122. doi:
https://doi.org/10.1016/j.chb.2017.10.035

Kalina, K., & Marina, M. (2017). Applying TAM to study online shopping adoption
among Yyouth in the Republic of Macedonia. Paper presented at the Venice:
Management International Conference.

Kaur, P., Dhir, A., Bodhi, R., Singh, T., & Almotairi, M. (2020). Why do people use and
recommend m-wallets? Journal of Retailing and Consumer Services, 56,
102091. doi: https://doi.org/10.1016/j.jretconser.2020.102091

Kim, Y. J., & Han, J. (2014). " Why smartphone advertising attracts customers: A model
of web advertising, flow, and personalization": Corrigendum. Computers in
Human Behavior, 35, 586. doi:
https://psycnet.apa.org/doi/10.1016/j.chb.2014.03.042

Koenig-Lewis, N., Marquet, M., Palmer, A., & Zhao, A. L. (2015). Enjoyment and social
influence: predicting mobile payment adoption. The Service Industries Journal,
35(10), 537-554. doi: https://doi.org/10.1080/02642069.2015.1043278

Kumar, A., Adlakaha, A., & Mukherjee, K. (2018). The effect of perceived security and
grievance redressal on continuance intention to use M-wallets in a developing
country. International Journal of Bank Marketing, 36(7), 1170-1189. doi:
https://doi.org/10.1108/1JBM-04-2017-0077

Le, T. T., Pham, H. M., Chu, N. H., Nguyen, D. K., & Ngo, H. M. (2020). Factors
affecting users’ continuance intention towards mobile banking In Vietnam.
American Journal of Multidisciplinary Research & Development (AJMRD),
2(4), 42-51. Retrieved from https://www.ajmrd.com/wp-
content/uploads/2020/04/E244251.pdf

LI, C., & SHEN, J. (2019). Examining the Factors Affecting the Choice of Mobile
Payments: An Empirical Study Based on Survey Data in Shanghai.
[H F#E 7 #E7#= Journal of Economics & Business Administration, 220(6), 73-
90. doi: https://doi.org/10.24546/e0041929

Lin, H.-F. (2011). An empirical investigation of mobile banking adoption: The effect of
innovation attributes and knowledge-based trust. International Journal of
Information Management, 31(3), 252-260. doi:
https://doi.org/10.1016/j.ijinfomgt.2010.07.006

Lin, M.-J. J., Hung, S.-W., & Chen, C.-J. (2009). Fostering the determinants of
knowledge sharing in professional virtual communities. Computers in Human
Behavior, 25(4), 929-939. doi: https://doi.org/10.1016/j.chb.2009.03.008

Lin, W.R., Lin, C.-Y., & Ding, Y.-H. (2020). Factors affecting the behavioral intention
to adopt mobile payment: An empirical study in Taiwan. Mathematics, 8(10),
1851. doi: https://doi.org/10.3390/math8101851

553


https://doi.org/10.1016/j.chb.2017.10.035
https://doi.org/10.1016/j.jretconser.2020.102091
https://psycnet.apa.org/doi/10.1016/j.chb.2014.03.042
https://doi.org/10.1080/02642069.2015.1043278
https://doi.org/10.1108/IJBM-04-2017-0077
https://www.ajmrd.com/wp-content/uploads/2020/04/E244251.pdf
https://www.ajmrd.com/wp-content/uploads/2020/04/E244251.pdf
https://doi.org/10.24546/e0041929
https://doi.org/10.1016/j.ijinfomgt.2010.07.006
https://doi.org/10.1016/j.chb.2009.03.008
https://doi.org/10.3390/math8101851

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Liu, G.-S., & Tai, P. T. (2016). A study of factors affecting the intention to use mobile
payment services in Vietnam. Economics World, 4(6), 249-273. doi:
https://doi.org/10.17265/2328-7144/2016.06.001

Mallat, N. (2007). Exploring consumer adoption of mobile payments—A qualitative
study. The Journal of Strategic Information Systems, 16(4), 413-432. doi:
https://doi.org/10.1016/j.jsis.2007.08.001

Mathieson, K., Peacock, E., & Chin, W. W. (2001). Extending the technology
acceptance model: the influence of perceived user resources. ACM SIGMIS
Database: the DATABASE for Advances in Information Systems, 32(3), 86-112.
doi: https://doi.org/10.1145/506724.506730

Megadewandanu, S. (2016). Exploring mobile wallet adoption in Indonesia using
UTAUT2: An approach from consumer perspective. Paper presented at the 2016
2nd International Conference on Science and Technology-Computer (ICST):
IEEE, 11-16. doi: https://doi.org/10.1109/ICSTC.2016.7877340

Minh, A. (2020). "Credit is expected to increase to about 12% in 2021.". Retrieved from
https://baochinhphu.vn/Tai-chinh/Tin-dung-dinh-huong-se-tang-len-khoang-
12-trong-nam-2021/417887.vgp

Mombeuil, C. (2020). An exploratory investigation of factors affecting and best
predicting the renewed adoption of mobile wallets. Journal of Retailing and
Consumer Services, 55, 102127. doi:
https://doi.org/10.1016/j.jretconser.2020.102127

Moore, G. C., & Benbasat, 1. (1991). Development of an instrument to measure the
perceptions of adopting an information technology innovation. Information
Systems Research, 2(3), 192-222. doi: https://doi.org/10.1287/isre.2.3.192

Morgan, J. (2019). E-commerce payments trends: Vietnam. In. Retrieved from
https://www.jpmorgan.com/merchant-services/insights/reports/vietnam.

Nguyen, T. T., Nguyen, H. T., Mai, H. T., & Tran, T. T. M. (2020). Determinants of
digital banking services in Vietnam: Applying utaut2 model. Asian Economic
and Financial Review, 10(6), 680-697. doi:
https://doi.org/10.18488/journal.aefr.2020.106.680.697

Nitzl, C., Roldan, J. L., & Cepeda, G. (2016). Mediation analysis in partial least squares
path modeling. Industrial Management & Data Systems, 116(9), 1849-1864. doi:
https://doi.org/10.1108/IMDS-07-2015-0302

Oliveira, T., Thomas, M., Baptista, G., & Campos, F. (2016). Mobile payment:
Understanding the determinants of customer adoption and intention to
recommend the technology. Computers in Human Behavior, 61, 404-414. doi:
https://doi.org/10.1016/j.chb.2016.03.030

Phuong, N. N. D., Luan, L. T., Dong, V. V., & Khanh, N. L. N. (2020). Examining
customers' continuance intentions towards e-wallet usage: The emergence of
mobile payment acceptance in Vietnam. The Journal of Asian Finance,
Economics and Business, 7(9), 505-516. doi:
https://doi.org/10.13106/jafeb.2020.vol7.n09.505

554



https://doi.org/10.17265/2328-7144/2016.06.001
https://doi.org/10.1016/j.jsis.2007.08.001
https://doi.org/10.1145/506724.506730
https://doi.org/10.1109/ICSTC.2016.7877340
https://baochinhphu.vn/Tai-chinh/Tin-dung-dinh-huong-se-tang-len-khoang-12-trong-nam-2021/417887.vgp
https://baochinhphu.vn/Tai-chinh/Tin-dung-dinh-huong-se-tang-len-khoang-12-trong-nam-2021/417887.vgp
https://doi.org/10.1016/j.jretconser.2020.102127
https://doi.org/10.1287/isre.2.3.192
https://www.jpmorgan.com/merchant-services/insights/reports/vietnam
https://doi.org/10.18488/journal.aefr.2020.106.680.697
https://doi.org/10.1108/IMDS-07-2015-0302
https://doi.org/10.1016/j.chb.2016.03.030
https://doi.org/10.13106/jafeb.2020.vol7.no9.505

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Phutela, N., & Altekar, S. (2019). Mobile wallets in India: A framework for consumer
adoption. International Journal of Online Marketing (IJOM), 9(2), 27-38.
Retrieved from https://www.igi-global.com/article/mobile-wallets-in-
india/223879

Prabhakaran, S., Vasantha, D. S., & Sarika, P. (2020). Effect of social influence on
intention to use mobile wallet with the mediating effect of promotional benefits.
Journal of Xi’an University of Architecture & Technology, 12(2), 3003-3019.
Retrieved from https://ugccare.unipune.ac.in/appsl/home/index

PWC. (2019). It’s time to understand your organisation’s ‘return on experience’ | GCIS
20109.

Ramanathan, S., & Dhar, S. K. (2010). The effect of sales promotions on the size and
composition of the shopping basket: Regulatory compatibility from framing and
temporal restrictions. Journal of Marketing Research, 47(3), 542-552. doi:
https://doi.org/10.1509/jmkr.47.3.542

Riza, A. F. (2019). Customer acceptance of digital banking in Islamic bank: Study on
millennial generation. Paper presented at the Proceeding of Conference on
Islamic Management, Accounting, and Economics, 66-74. Retrieved from
https://journal.uii.ac.id/CIMAE/article/view/13351

Rogers, E. M. (1983). Diffusion of Innovations. New York: The Free Press.

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online customer experience in e-
retailing: an empirical model of antecedents and outcomes. Journal of Retailing,
88(2), 308-322. doi: https://doi.org/10.1016/j.jretai.2012.03.001

Rose, S., Hair, N., & Clark, M. (2011). Online customer experience: A review of the
business-to-consumer online purchase context. International Journal of
Management Reviews, 13(1), 24-39. doi: https://doi.org/10.1111/j.1468-
2370.2010.00280.x

Saadon, M., & Long, C. S. (2020). E-wallet acceptance among undergraduates in
Malaysia. TEST Engineering & Management, 83, 12990-12998. Retrieved from
https://www.researchgate.net/profile/Ong_Hee/publication/341895171

Schierz, P. G., Schilke, O., & Wirtz, B. W. (2010). Understanding consumer acceptance
of mobile payment services: An empirical analysis. Electronic Commerce
Research and Applications, 9(3), 209-216. doi:
https://doi.org/10.1016/j.elerap.2009.07.005

Sharma, S. K., Mangla, S. K., Luthra, S., & Al-Salti, Z. (2018). Mobile wallet inhibitors:
Developing a comprehensive theory using an integrated model. Journal of
Retailing and Consumer Services, 45, 52-63. doi:
https://doi.org/10.1016/j.jretconser.2018.08.008

Shaw, N. (2014). The mediating influence of trust in the adoption of the mobile wallet.
Journal of Retailing and Consumer Services, 21(4), 449-459. doi:
https://doi.org/10.1016/j.jretconser.2014.03.008

555


https://www.igi-global.com/article/mobile-wallets-in-india/223879
https://www.igi-global.com/article/mobile-wallets-in-india/223879
https://ugccare.unipune.ac.in/apps1/home/index
https://doi.org/10.1509/jmkr.47.3.542
https://journal.uii.ac.id/CIMAE/article/view/13351
https://doi.org/10.1016/j.jretai.2012.03.001
https://doi.org/10.1111/j.1468-2370.2010.00280.x
https://doi.org/10.1111/j.1468-2370.2010.00280.x
https://www.researchgate.net/profile/Ong_Hee/publication/341895171
https://doi.org/10.1016/j.elerap.2009.07.005
https://doi.org/10.1016/j.jretconser.2018.08.008
https://doi.org/10.1016/j.jretconser.2014.03.008

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Shin, D.-H. (2009). Towards an understanding of the consumer acceptance of mobile
wallet. Computers in  Human Behavior, 25(6), 1343-1354. doi:
https://doi.org/10.1016/j.chb.2009.06.001

Shobeiri, S., Mazaheri, E., & Laroche, M. (2014). Improving customer website
involvement through experiential marketing. The Service Industries Journal,
34(11), 885-900. doi: https://doi.org/10.1080/02642069.2014.915953

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. doi:
https://doi.org/10.1016/j.ijinfomgt.2019.05.022

Singh, S., & Srivastava, R. (2014). Factors influencing the adoption of mobile banking
in India. International Journal of E-Services and Mobile Applications (IJESMA),
6(4), 1-15. doi: https://doi.org/10.4018/ijesma.2014100101

Slade, E. L., Dwivedi, Y. K., Piercy, N. C., & Williams, M. D. (2015). Modeling
consumers’ adoption intentions of remote mobile payments in the United
Kingdom: extending UTAUT with innovativeness, risk, and trust. Psychology &
Marketing, 32(8), 860-873. doi: https://doi.org/10.1002/mar.20823

Soodan, V., & Rana, A. (2020). Modeling customers' intention to use e-wallet in a
developing nation: Extending UTAUT2 with security, privacy and savings.
Journal of Electronic Commerce in Organizations (JECO), 18(1), 89-114. doi:
https://doi.org/10.4018/JEC0O.2020010105

Standard.Chartered. (2019). Cash digitisation in ASEAN What it means for the future
corporate treasurers and consumers.

Sunny, P., & George, A. (2018). Determinants of behavioral intention to use mobile
wallets--a conceptual model. Journal of Management (JOM), 5(5), 52-62.
Retrieved from http://www.iaeme.com/JOM/index.asp

Thakur, R., & Srivastava, M. (2014). Adoption readiness, personal innovativeness,
perceived risk and usage intention across customer groups for mobile payment
services in  India. Internet Research, 24(3), 369-392. doi:
https://doi.org/10.1108/IntR-12-2012-0244

Thanh, T. L. (2020). "Cashless payment in Vietnam: Situation and solutions.” Jounal of
Finance 1.

Trivedi, J. (2016). Factors determining the acceptance of e wallets. International Journal
of Applied Marketing and Management, 1(2), 42-53. Retrieved from
https://www.researchgate.net/profile/Jay-Trivedi-2/publication/312198449

Tu, N. V. (2019). Factors influencing consumers' intention to adopt mobile wallet in Ho
Chi  Minh city. 2-71. Retrieved from https://urn.fi/URN:NBN:fi:amk-
201905139421

Tun, P. M. (2020). An investigation of factors influencing intention to use mobile wallets
of mobile financial services providers in Myanmar. The Asian Journal of

556


https://doi.org/10.1016/j.chb.2009.06.001
https://doi.org/10.1080/02642069.2014.915953
https://doi.org/10.1016/j.ijinfomgt.2019.05.022
https://doi.org/10.4018/ijesma.2014100101
https://doi.org/10.1002/mar.20823
https://doi.org/10.4018/JECO.2020010105
http://www.iaeme.com/JOM/index.asp
https://doi.org/10.1108/IntR-12-2012-0244
https://www.researchgate.net/profile/Jay-Trivedi-2/publication/312198449
https://urn.fi/URN:NBN:fi:amk-201905139421
https://urn.fi/URN:NBN:fi:amk-201905139421

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Technology Management, 13(2), 129-144. doi:
http://dx.doi.org/10.12695/ajtm.2020.13.2.3

Tversky, A., Sattath, S., & Slovic, P. (1988). Contingent weighting in judgment and
choice. Psychological Review, 95(3), 371. doi:
https://psycnet.apa.org/doi/10.1037/0033-295X.95.3.371

Usunier, J. C. (1998). International and Cross-Culture Management Research: London:
Sage.

Venkatesh, V., & Bala, H. (2008). Technology acceptance model 3 and a research
agenda on interventions. Decision Sciences, 39(2), 273-315. doi:
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. doi: 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.
doi: https://doi.org/10.2307/30036540

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of
information technology: extending the unified theory of acceptance and use of
technology. MIS Quarterly, 36(1), 157-178. doi:
https://doi.org/10.2307/41410412

Verkijika, S. F. (2020). An affective response model for understanding the acceptance
of mobile payment systems. Electronic Commerce Research and Applications,
39, 100905. doi: https://doi.org/10.1016/].elerap.2019.100905

VISA. (2020). "Visa study uncovers untapped opportunity for smartphone payments in
Asia-Pacific.".

VNBA. (2019). "Completing regulations on management of e-wallets.".

Winterich, K. P., & Barone, M. J. (2011). Warm glow or cold, hard cash? Social identity
effects on consumer choice for donation versus discount promotions. Journal of
Marketing Research, 48(5), 855-868. doi: https://doi.org/10.1509/jmkr.48.5.855

Yadav, K. (2016). Behavioural intentions to adopt mobile wallets: a developing
country's prespective. Journal of Indian Bussiness Research, 8(3). doi:
http://dx.doi.org/10.1108/JIBR-10-2015-0112

Yadav, P. (2017). Active determinants for adoption of mobile wallet. i-Manager’s
Journal on Management, 12(1), 7-14. Retrieved from https://bvimsr.org/wp-
content/uploads/2020/04/10.-Dr-Hem-Shweta-Rathore.pdf

Zhang, J. Q., Craciun, G., & Shin, D. (2010). When does electronic word-of-mouth
matter? A study of consumer product reviews. Journal of Business Research,
63(12), 1336-1341. doi: https://doi.org/10.1016/j.jbusres.2009.12.011

557


http://dx.doi.org/10.12695/ajtm.2020.13.2.3
https://psycnet.apa.org/doi/10.1037/0033-295X.95.3.371
https://doi.org/10.1111/j.1540-5915.2008.00192.x
https://doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.2307/30036540
https://doi.org/10.2307/41410412
https://doi.org/10.1016/j.elerap.2019.100905
https://doi.org/10.1509/jmkr.48.5.855
http://dx.doi.org/10.1108/JIBR-10-2015-0112
https://bvimsr.org/wp-content/uploads/2020/04/10.-Dr-Hem-Shweta-Rathore.pdf
https://bvimsr.org/wp-content/uploads/2020/04/10.-Dr-Hem-Shweta-Rathore.pdf
https://doi.org/10.1016/j.jbusres.2009.12.011

INTERNATIONAL JOURNAL OF eBUSINESS and eGOVERNMENT STUDIES
Vol: 14 No: 3 Year: 2022 ISSN: 2146-0744 (Online) (pp. 530-559) Doi: 10.34109/ijebeg. 202214144

Appendix A. Construct measurement.

Constructs Items References
If no promotions were offered, |1 would not (have) :
. . (Aydin et
Promotional | download mobile wallets. )

) : . al., 2016;
benefit I use mobile wallets because of the promotional offers. Deka
(PROMO) I gain benefits from the promotional offers when using 2020)’

mobile wallets.
Using mobile wallets is appropriate for my daily
consumption patterns (purchasing online goods and
. ... | services, purchasing goods at the traditional market, (W. R. Lin
Compatibility K . il |
(COM) supermarket, convenience stores, and _b| payments). etal.,
Using mobile wallets is compatible with my lifestyle. 2020)
Using mobile wallets is compatible with my working
style.
My family members who are using mobile wallets
(parents, siblings, wife, husband, relatives) suggest that |
should use mobile wallets.
People close to me who are using mobile wallets (my
. . . (Venkatesh
Social peer, friends, colleague, acquaintances...) recommend ot al
influence (SI) | me to use mobile wallets. 2012")
Groups that | interact with on social media suggest | use
mobile wallets.
When | see people around me using mobile wallets, |
would like to use them.
lIJr;Iaentlon to IIhlcgtend to continue using mobile wallets in my daily (Venkatesh
(INTENT) | plan to continue to use mobile wallets more frequently ;E)iIZ)
I have the resources necessary to use mobile wallets
(smartphone, banking account, mobile app...)
I have the knowledge necessary to use mobile wallets
A (user manual, terms, and conditions of mobile wallet
Facilitating . ) (Venkatesh

o users and service providers).
condition bil I . ible with oth etal.,

(FC) Mobile wallet services are compatible with other 2012)
systems | use (Example: banking service, food delivery
apps, car-order apps...)
Support of users or service is available when problems
are encountered with mobile wallet services.
I have had many fun experiences when using mobile (Barari et
wallets. al., 2020)
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Affective I have had many exciting experiences when using
experience mobile wallets.
(AEXP) I have had many delightful experiences when using
mobile wallets.
I have had many enjoyable experiences when using
mobile wallets.
I am frequently using mobile wallets to make payments
for purchasing online goods and services (shopping on
e-commerce websites, ordering food, booking cars). i
) X : (Kimetal.,
I am frequently using mobile wallets to make bill ,
Actual Use . . 2014;
: payments (electricity, water, internet, top-up...).
behavior . . \Venkatesh
| am frequently using mobile wallets to make payments
(BEHAV) ) etal.,
at stores (convenience stores, restaurants, supermarkets, 2012)

petrol stations...).
I am frequently using mobile wallets to buy movies
ticket, airline tickets, and hotel reservations.
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