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Abstract

The paper focuses on understanding fintech and the application of fintech in the banking sector in Vietnam. To solve this research objective, 
the authors analyze fintech development trends, especially the fintech application in the banking sector in Vietnam. To improve the quality 
of fintech services at banks, the authors conducted consideration of factors affecting customers’ intention to use fintech services. To 
accomplish this, the authors collected data through a survey of 620 customers of the banks located in Ho Chi Minh City – the largest 
economic center in Vietnam. For the analytical method, the authors used multivariate regression to estimate the research model. Research 
results show that fintech service is very important for the banking sector in Vietnam. Moreover, this paper has achieved great success by 
identifying the factors that influence customers’ intention to use fintech services. Accordingly, the intention to use fintech (INT) services is 
positively affected by the perception of usefulness (PU), social impact (SI), customer trust (TRU), and perceived ease of use (PEU). Based 
on the results of this study, bank managers will have a basis to improve the quality of fintech services. Not only that, the results of this study 
are also valuable for policymakers and researchers.
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formed based on new innovative ideas, or maybe outdated 
but provided in a new way with the purpose to simplify 
transaction procedures and help to improve access to 
financial services of customers (Gomber et al., 2017; Milian, 
Spinola, & Carvalho, 2019; Phan, Nguyen, & Bui, 2019). 
Therefore, fintech plays a significant role in the development 
of the banking industry. Indeed, fintech has gradually broken 
the traditional banking model, giving customers more 
options when accessing banking services with the lowest cost 
(Berger, 2003). Since its first appearance in 1950, fintech has 
gained worldwide attention. 

Today, fintech has been widely applied in many countries, 
especially in countries with good background in economics 
and information technology such as China, Korea, India, 
Finland and the United Kingdom (Kim, Choi, Park, & Yeon, 
2016). However, in developing countries like Vietnam, 
fintech is still quite new and promises to have breakthrough 
developments in the future. In Vietnam, fintech has received 
much attention from policy makers, researchers, and 
especially regulators in the banking industry. Fintech is also 
the subject of much discussion in forums and conferences. 
However, virtually no empirical research has been conducted 
to learn about fintech and fintech applications in the banking 
sector in Vietnam. 

1. Introduction

Financial technology (fintech) is a combination of 
“finance” and “technology” (Hu, Ding, Li, Chen, & Yang, 
2019; Thakor, 2020). Therefore, fintech is the term used to 
describe the use of technology in financial services (Nguyen, 
2020; Nguyen, Dinh, & Nguyen, 2020; Thakor, 2020). In 
other words, fintech can be understood as the application 
of technological innovations to provide financial services 
(Gomber, Koch, & Siering, 2017). These services may be 
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Therefore, this is an interesting research topic and there 
is still a lot of room to explore in Vietnam. Recognizing this, 
the authors will conduct this study to learn about fintech 
and fintech application in the banking sector in Vietnam. In 
particular, the authors also consider the factors that influence 
customers’ intention to use fintech services. With research 
data collected through the survey process from bank 
customers. The research results are expected to be important 
for policymakers, researchers, and regulators in the banking 
industry.

2.  Literature Review and Hypothesis 
Development  

By using fintech, banks will expand the scope of service 
provision to customers (Philippon, 2015; Nakashima, 
2018). Therefore, fintech is not a simple combination 
of information technology and financial services, but a 
technology application for traditional services to expand the 
scope (Arner, Barberis, & Buckley, 2015). For customers, 
fintech creates many new experience opportunities and 
helps customers more convenient to transact (Devadevan, 
2013). Indeed, fintech can help customers experience 
banking services on mobile devices, such as mobile phones 
and tablets. Therefore, customers can use banking services 
everywhere, instead of having to go to the traditional counter 
(Kim et al., 2016). Therefore, it can be said that fintech 
services play a very important role in the banking sector  
(Kim et al., 2016; Fuster, Plosser, Schnabl, & Vickery, 2019), 
and at the same time bring many customer benefits (Salmony, 
2014; Chen, Wu, & Yang, 2019). To improve the quality 
of fintech services in the banking sector, it is important 
to consider factors that affect customers’ intention to use 
fintech services. Because, when increasing the intention to 
use fintech services of customers, banks will expand market 
share and improve operational efficiency. For the intention 
of the customer, this can be interpreted as the readiness of 
the service in the future. Intent can explain 70% of actual 
customer service behavior (Venkatesh, Morris, Davis, 
& Davis, 2003). Regarding factors affecting customers’ 
intention to use fintech services, focusing on four factors: 
Perceived usefulness (PU), perceived ease of use (PEU), 
customer trust (TRU), and social influence (SI).

2.1.  Perceived Usefulness (PU) and Intention to 
Use Fintech (INT) Services

The usefulness of the service can significantly impact 
the customer’s intention to use fintech services. Because the 
service is highly useful, it will improve the service quality, 
while improving the efficiency of the user. Moreover, 
fintech service can provide a more interesting experience for 
customers, thereby overcoming the limitations of traditional 

banking services. So, it can be said that the perception of 
usefulness can positively impact customers’ intention to 
use fintech services (Ryu, 2018). This effect is also found 
in many empirical studies, such as Kim et al. (2016), Lee 
(2017), Wonglimpiyarat (2017), Tran, Han, and Yun (2018). 
Based on this basis, the authors propose the following 
research hypotheses:

H1: Perception of usefulness (PU) has a positive impact 
on the intention to use fintech (INT) services.

2.2.  Perceived Ease of Use (PEU) and Intention to 
Use Fintech (INT) Services

The perception of ease of use can be understood as 
the degree to which users feel comfortable and easy to 
use fintech services. Fintech service, if used easily, can 
provide interesting experiences for customers, thereby 
meeting the individual needs of each customer. If the use 
of fintech services is difficult, customers will be very likely 
to encounter errors when using, this can cause financial 
losses for customers. Therefore, the feeling of ease of use 
is one of the core factors that lead to customers’ intention 
to use services (Chau & Ngai, 2010; Abbad, 2013). In other 
words, the perceived ease of use can positively impact the 
customer’s intent to use fintech services. This effect is also 
found in empirical studies of Riquelme and Rios (2010), 
Akturan and Tezcan (2012), Szopinski (2016). So, the 
research hypothesis proposed by the authors is as follows:

H2: The perception of ease of use (PEU) has a positive 
impact on the intention to use fintech (INT) services.

2.3.  The Trust of Customers (TRU) and Intention 
to Use Fintech (INT) Services

Trust is always one of the important factors to attract 
customers intending to use fintech services (Hu et al., 2019). 
Indeed, Kesharwani and Bisht (2012) suggest that user trust 
can have a significant impact on their behavior. In another 
study, Hanafizadeh, Behboudi, Koshksaray, and Tabar 
(2014) also found the impact of trust on customers’ intention 
to use fintech services. Therefore, the authors propose the 
following research hypotheses:

H3: Customer trust (TRU) has a positive impact on the 
intention to use fintech (INT) services.

2.4.  Social Influence (SI) and Intention to Use 
Fintech (INT) Services

Social influence can be understood as the extent to which 
customers find that people who are important to them in 
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society (such as relatives, friends, colleagues) trust using 
the services. When customers see that people in society use 
fintech services, they tend to use it (Koksal, 2016). Therefore, 
social influence can be an important factor and have a positive 
impact on customers’ intention to use services (Abrahão, 
Moriguchi, & Andrade, 2016; Kissi, Oluwatobiloba, & 
Berko, 2017; Isaac, Abdullah, Aldholay, & Ameen, 2019). 
This effect is also found in many empirical studies, such as 
Kim et al. (2016), Oliveira, Thomas, Baptista, and Campos 
(2016). Based on this basis, the research hypothesis proposed 
by the authors is as follows:

H4: Social influence (SI) has a positive impact on the 
intention to use fintech (INT) services.

3. Methodology

The paper focuses on understanding fintech and the 
application of fintech in the banking sector in Vietnam. To 
solve this research objective, the authors analyze fintech 
development trends, especially the fintech application in the 
banking sector in Vietnam. To improve the quality of fintech 
services at banks, the authors conducted consideration of 
factors affecting customers’ intention to use fintech services. 
To accomplish this, the authors collected data through a 
survey of 620 customers of banks in Ho Chi Minh City, 
which is the largest economic center of Vietnam. The survey 
period is from October 2019 to December 2019 according to 
the pre-designed survey questionnaire.

For the analytical method, the authors used multivariate 
regression to estimate the research model. Before conducting 
regression analysis, the authors conducted Cronbach’s Alpha 

test and exploratory factor analysis (EFA) to determine the 
appropriate factors to put into the research model.

The research model is built based on the results of 
previous studies and the research hypotheses that the authors 
have proposed. Accordingly, the dependent variable is the 
intention to use fintech (INT) service. Independent variables 
includeperception of usefulness (PU), perceived ease of use 
(PEU), user trust (TRU), and social impact (SI).

4. Empirical Results 

4.1. Fintech Development Trend in Vietnam

In the recent years, the startup trend has spread 
everywhere in Vietnam. More and more startups have been 
established, especially in fintech area. Vietnam had about 
40 fintech companies in 2016 and reached more than 150 
companies by the end of June 2019. In Vietnam, although 
fintech is still quite new, the number of fintech companies 
is increasing quickly. In particular, most fintech companies 
are providing customers with online payment tools (such 
as Onepay, 123 Pay, Vina Pay or MoMo). Also, some 
fintech companies are providing the services of money 
transfer (such as Matchmove, Cash2vn or Remittance 
Hub), mobilizing community capital (such as FundStart or 
Comiloca), and online lending (such as LoanVi or Tima). 
With the growing trend of fintech development, Vietnam has 
attracted many foreign investors in this field. For example, in 
early 2018, Lotte Card (belonging to Lotte Group of Korea) 
spent nearly VND 1,700 billion to acquire Techcom Finance 
from Vietnam Techcombank. Currently, this company (Lotte 
Finance) is providing consumer lending services in Vietnam.

Figure 1: Proposed research model
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Fintech companies have provided customers with 
more options when accessing financial services, instead of 
customers only accessing through the traditional banking 
model as before. Moreover, the services provided by fintech 
companies are often creative so they will help customers 
have more interesting and especially optimal experiences. 
Therefore, fintech has a significant impact on the banking 
industry. If banks do not update this trend, it will become 
lagging, not keeping up with global development trends, 
which will significantly affect the long-term development of 
the bank. Recognizing this, in March 2017, the State Bank 
of Vietnam established a Fintech Steering Committee to 
support the completion of the legal framework and facilitate 
fintech companies’ development. Along with that, many 
commercial banks are also actively cooperating with fintech 
companies to take advantage of the available technological 
advantages of these companies. Indeed, the survey results of 
Ernst & Young show that 85% of banks make the statement 
that the strategy of converting to digital banking is their most 
important goal. By cooperating with fintech companies, 
banks will have a great advantage when they take advantage 
of new technological innovations optimally, thereby helping 

the bank to improve service quality, reduce cost, and increase 
productivity. 

In recent years, the cooperation between banks and fintech 
companies in Vietnam has also increased significantly, such 
as:

- Military Commercial Joint Stock Bank (MB) 
has cooperated with the Military Industry and 
Telecommunications Group (Viettel) to offer modern 
technology application services. Specifically, in 2010, MB 
launched the Bank Plus service market with many modern 
features, Bank Plus has three main service packages: Bank 
Plus account, Bank Plus card, Mobile Bank Plus. Through 
Viettel mobile network, MB introduced and connected 
modern banking services to customers without necessarily 
expanding infrastructure and human resources. After only 
one year, MB has more than 45,000 individual customers 
through this channel.

- In November 2012, the Online Mobile Services Joint 
Stock Company (M_Service) was licensed by the State 
Bank of Vietnam to provide MoMo Remittance service, 
which was coordinated by M_Service in cooperation with 
Joint Stock Commercial Bank for Foreign Trade Vietnam 

Table 1: Variables description in the research model

Variable Explanation Source
Perceived 
usefulness (PU)

PU1 Fintech service can meet the needs of customers. Kim et al. (2016), Lee 
(2017), Wonglimpiyarat 
(2017), Ryu (2018).

PU2 Customers save a lot of time when using fintech services.
PU3 Using fintech services increases customer work efficiency.
PU4 Customers can access many utilities attached when using 

fintech service.
Perceived ease of 
use (PEU)

PEU1 The operations performed in fintech service are quite simple 
for customers.

Riquelme and Rios 
(2010), Akturan and 
Tezcan (2012), Szopinski 
(2016).

PEU2 Instructions on the fintech service system are clear and easy 
to understand.

PEU3 Customers can interact with fintech service system 
everywhere.

Customer trust 
(TRU)

TRU1 Fintech service has good information security ability. Kesharwani and Bisht 
(2012), Hanafizadeh 
et al. (2014), Hu et al. 
(2019).

TRU2 Fintech service is provided by reputable units only.
TRU3 Customers feel confident when using fintech services.

Social influence 
(SI)

SI1 Neighbors (such as relatives, friends, colleagues...) often use 
fintech services.

Kim et al. (2016), Koksal 
(2016), Oliveira et al. 
(2016).SI2 Customer’s work/study environment supports fintech services.

SI3 Fintech service is in line with the development trend of society.
Itention to use 
fintech services 
(INT)

INT1 If not used, customers intend to use fintech service soon. Kim et al. (2016), Oliveira 
et al. (2016), Lee (2017), 
Wonglimpiyarat (2017), 
Ryu (2018), Hu et al. 
(2019).

INT2 If using, customers want to continue using fintech services.

INT3 Customers will recommend fintech services to their neighbors 
or relatives.
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(Vietcombank). In October 2015, the State Bank of Vietnam 
officially licensed M_Service to provide MoMo E-wallet 
service.

- In March 2018, Vietnam Joint Stock Commercial Bank 
for Industry and Trade (VietinBank) signed a cooperation 
agreement with Opportunity Network Company (ON), 
which is the leading UK Fintech company. Currently, ON is 
a partner of UBS, Citizens Bank, Alfa-Bank, London Stock 
Exchange Group, Intesa Sanpaolo, Caixabank, Eurobank, 
YPO, Dentons. This partnership enables VietinBank’s 
business customers to connect with over 15,000 businesses 
in 113 countries. With this cooperation, domestic businesses 
will have the opportunity to expand the market with foreign 
partners. Along with that, VietinBank will accompany 
customers in each connection business, providing financial 
solutions. Thereby, VietinBank will help customers access to 
banking services optimally.

- At the end of 2018, Vietnam Prosperity Joint Stock 
Commercial Bank (VPBank) cooperated with SAP SE Group 
to equip solutions for digital banking and mobile banking 
needs. Accordingly, VPBank deployed SAP Omnichannel 
Banking (OCB) software, along with SAP (PE) advanced 
support services and SAP application maintenance support 
(AMS) to improve service quality.

- Besides, International Commercial Joint Stock Bank 
(VIB) has cooperated with FinTech Weezi to launch MyVIB 
Keyboard, a social networking application. This application 
allows customers using MyVIB mobile banking application 
to transfer money quickly within 5 minutes while chatting on 
social networks such as Facebook Messenger, Viber, Zalo, 
Whatsapp, WeChat, Twitter, Snapchat.

- In addition, Vietnam Technological and Commercial 
Joint Stock Bank (Techcombank) has cooperated with 
FinTech Fastacash Company to launch F@st Mobile, which 
is a fast transfer application via Facebook and Google+.

In general, fintech in Vietnam has developed very quickly 
in recent years. Fintech companies also cooperate with banks 
to offer innovative products and services applying high 
technology. Thereby, banks have favorable conditions to 
improve service quality, increase operational efficiency. Fintech 
companies also benefit from cooperating to exploit, use data, 
and network of available customers of the bank. In particular, 
fintech companies themselves are not financial companies, so 
currency transactions still have to go through banks. In other 
words, fintech companies need to work with banks to develop 
together. For customers, they will have more options when 
accessing banking services, and they will save a lot of time and 
increase efficiency when using banking services.

4.2. Regression Results

To identify suitable factors to be included in the research 
model, the authors conducted Cronbach’s Alpha test and 
exploratory factor analysis (EFA). The results of testing 
Cronbach’s Alpha and exploring factor analysis (EFA) are 
presented in Table 2 as follows:

Table 2 shows that four independent variables can 
influence the intention to use fintech (INT) services, 
including perceived usefulness (PU), social influence (SI), 
trust (TRU), and perceived ease of use (PEU). This is an 
important basis for the authors to conduct multiple regression 
analysis to estimate the research model in the next step.

Table 2: Results of the testing research model

Variables Code Cronbach’s Alpha
Component

1 2 3 4

Perceived usefulness (PU)

PU1

0.853

0.886
PU2 0.882
PU3 0.767
PU4 0.761

Social influence (SI)
SI3

0.882
0.897

SI2 0.892
SI1 0.880

Trust (TRU)
TRU1

0.852
0.894

TRU2 0.888
TRU3 0.827

Perceived ease of use (PEU)
PEU1

0.781
0.861

PEU3 0.799
PEU2 0.798
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ANOVA test shows that the results of estimating the 
research model are significant at a 1% significance level 
(see Table 3). Moreover, the R Square = 73%, this means 
that 73% of the variation in fintech customers’ intention to 
use fintech services will be explained by the independent 
variables in the model.

So, with a 1% significance level, the customer’s 
intention to use fintech services is positively affected by four 
independent variables: Perceived usefulness (PU), social 
influence (SI), trust (TRU), and perceived ease of use (PEU) 
(see Figure 2). Based on this basis, the results of estimating 
the research model have the following equation:

INT =  0.528 * PU + 0.359 * SI + 0.304 * TRU + 0.200 
* PEU

- Impact of perceived usefulness (PU) on the intention to 
use fintech (INT) services: 

The research results show that the perception of 
usefulness (PU) positively affects the intention to use 
fintech (INT) services. This result is consistent with the 
previous judgment of Kim et al. (2016), Lee (2017), and 
Wonglimpiyarat (2017). This shows that the usefulness of 
fintech services will contribute significantly to improving 
the quality of bank services, and will significantly improve 
the efficiency of users’ work. Therefore, customers tend to 
want to use fintech services with many useful features that 
are understandable. In Vietnam, fintech services are still 
quite new. Therefore, usefulness is a matter of great concern 
to customers before they intend to use fintech services. 

- The impact of social influence (SI) on the intention to use 
fintech (INT) services: 

The authors found the positive impact of social 
influence (SI) and on the intention to use fintech (INT) 
services. Accordingly, when customers see neighbors (such 
as relatives, friends, colleagues) using fintech services, 
customers will tend to use it. This is very relevant to the 
reality in Vietnam because people are often very concerned 
about other people in society, so the influence of society 
often has a great impact on the intention to use the service of 
the customer. So, it can be said that social influence is one 
of the important factors that have a positive impact on the 
customer’s intention to use fintech services. This effect is 
also found in Kim et al. (2016), Koksal (2016), and Oliveira 
et al. (2016).

Table 3: Results of the coefficient estimation

Dependent Variable: Intention (INT)
Variable Beta Sig.
Perceived usefulness (PU) 0.528*** 0.000
Social influence (SI) 0.359*** 0.000
Trust (TRU) 0.304*** 0.000
Perceived ease of use (PEU) 0.200*** 0.000
N 620
ANOVA (sig.) 0.000***

R Square 73%
Note: *** indicates significance at the 1% level.

Figure 2: Results of the coefficient estimation
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- The impact of trust (TRU) on the intention to use fintech 
(INT) services: 

Research results show that customer trust (TRU) 
positively affects the intention to use fintech (INT) services. 
This effect is also consistent with previous research results 
of Kesharwani and Bisht (2012), Hanafizadeh et al. (2014), 
Hu et al. (2019). In Vietnam, there are many banks providing 
fintech services with quite similar features. Therefore, trust is 
always an important priority for customers who intend to use 
fintech services. Accordingly, the banks that are frequently 
traded by customers and the prestigious banks are the places 
that create the trust of customers, and the customers also tend 
to give priority to using fintech services of this bank.

- Impact of perceived ease of use (PEU) on the intention to 
use fintech (INT) services: 

The authors have found the positive impact of the 
perceived ease of use (PEU) on the intention to use fintech 
(INT) services. This is also quite consistent with the 
characteristics of a relatively new service such as fintech. 
Because, when intending to use a service, customers often 
ask the question like “Is it easy to use or not?”. Accordingly, 
if the fintech service is comfortable and easy to use, 
customers will not hesitate when making an intention to 
use this service. The positive impact of the perceived ease 
of use on fintech intentions is also consistent with previous 
observations of Riquelme and Rios (2010), Akturan and 
Tezcan (2012), Szopinski (2016). 

5. Conclusions

Research results show that fintech service is very 
important for the banking sector in Vietnam, a developing 
country with fintech service which is quite new. Using 
multivariate regression, this paper has achieved great 
success by identifying the factors that influence customers’ 
intention to use fintech services. Accordingly, the intention 
to use fintech (INT) services is positively affected by the 
perception of usefulness (PU), social impact (SI), customer 
trust (TRU), and perceived ease of use (PEU). So, to improve 
customers’ intention to use fintech services, banks need to 
pay attention to elements of the service’s characteristics such 
as usability and ease of use. At the same time, customer trust 
and social influence are also issues that banks need to be 
concerned about. These are important policy implications for 
regulators at banks. Not only that, the results of this study are 
also valuable for policymakers and researchers.

Based on the results of this study, the authors propose 
some policy implications to promote the development of 
fintech services in the banking sector in Vietnam as follows:

- Banks need to further improve the features of fintech 
services, which focus primarily on improving the usefulness 

of the service to suit all customer segments. At the same 
time, the transaction process through fintech services should 
be designed easily and conveniently for customers.

- Banks need to have a strategy to enhance the image and 
reputation of banks in the market. At the same time, banks 
also need to actively promote and disseminate knowledge 
about products and services to the community to expand 
market share and limit risks in transactions.

- Banks need to strengthen their cooperation with fintech 
to take advantage of the companies’ existing technological 
advantages, thereby aiming to improve the quality of high-
tech application services and bring the better experiences to 
the customers. With this cooperation, banks can diversify 
products and services applying high technology, improving 
access to customers at low cost. At the same time, the banks 
themselves should increase investment, upgrade technology 
infrastructure, and enhance system security.

- Banks need to strengthen the training of high-quality 
human resources. This human resource is not only good at 
specialized knowledge but also must have an understanding 
of applications based on modern technology in financial 
services.

- Also, the authorities need to supplement and complete 
the legal framework, mechanism, and policies for fintech 
activities. At the same time, building fintech development 
policies must be linked to monetary and economic policies.

Although the research goal has been achieved, the 
research is still limited without considering several of other 
factors that may influence the fintech customer service, such 
as information technology platform, financial capacity of 
customers, risks when using the service. On the other hand, 
fintech services are quite new to Vietnam, so the authors 
have not been able to collect. This is a major limitation of 
this research.
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