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Abstract: As a new form of mobile payment, third-party mobile payment has become 

a new payment method connecting the Internet and consumers, the arrival of third-

party mobile payment apps has greatly changed our lifestyle and consumption 

patterns. However, the promotion and use of mobile payment in Vietnam still lag 

behind that in developed countries between the promotion and use of mobile payment 

in Vietnam and those in developed countries. Therefore, this article draws on the 

existing theories of third-party payment, combined with technical models and 

innovation diffusion theory, to explore the factors that affect the willingness to use 

third-party mobile payments. Subsequently, the analysis of customer characteristics 

(including mobile payment knowledge, personal innovation) and system 

characteristics (compatibility, convenience, and mobility) and subjective norms, 

perceived usefulness, perceived ease of use, perceived risk, and habit variables 

Analysis of the impact of third-party mobile payments. This article also takes MoMo, a 

popular mobile payment provider in Vietnam, as the research object, analyzes the 

current limitations of MoMo payment, and explores the factors that affect the decision 

of Vietnamese consumers to use MoMo. 
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1. Introduction 

In recent years, with the rapid development of the Internet and smart mobile devices, 

e-commerce has been born and the rise of payment and electronic payment 

platforms. , especially third-party mobile payment. Mobile payment is an emerging 

and important application. of mobile commerce , which allows users to use their mobile 

devices, especially smart phones, to pay for goods and services anywhere. The 

impressive growth of third-party mobile payment applications promises new levels of 
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convenience, efficiency, security, and access. . However, the promotion and use of 

mobile payment in Vietnam still lag behind that in developed countries between the 

promotion and use of mobile payment in Vietnam and those in developed countries. 

Although the increasing popularity of smartphone users and third-party mobile 

payment apps has attracted the attention of many consumers, many are still reluctant 

to adopt this new form of payment.  As a result, the integration of this technology in 

the payment system has not been completely successful. Therefore, in order to 

enhance competitiveness and gain a firm foothold in the mobile payment market in 

Vietnam, a country where mobile payment is still foreign and incomplete, providers 

must design effective mobile payment strategies,  and start with a development 

strategy and acquire a thorough. Understanding of the factors that affect consumers’ 

readiness to use mobile payments. 

Therefore, this article draws on the existing theories of third-party payment, combined 

with the technology acceptance model and innovation diffusion theory, explores the 

factors that affect the willingness to use third-party mobile payment apps, and then 

proposes an analysis of the impact on customer characteristics (including mobile billing 

knowledge , Personal innovation) and system features (compatibility, convenience and 

mobility), used to apply third-party mobile payments with subjective rating variables 

in Vietnam making useful, easy to use. As a new form of mobile payment, third-party 

mobile payment has become a new payment method connecting the Internet and 

consumers the arrival of third-party mobile payment apps has greatly changed our 

lifestyle and consumption patterns. 

 

2. The concept of third-party mobile payments 

Mobile payment is the process of using mobile technology to handle finances in the 

transaction process [1,2] .The term was first coined in 2000, but with the continuous 

evolution of mobile devices and mobile transactions and the ever-growing research in 

the field. Researchers have yet to arrive at a common definition for mobile payment. 

Existing studies have concentrated on defining it as the mobile payment behavior 

where both parties conduct transactions using a third-party payment service provider, 

and the payment process requires the use of NFC, mobile networks and other forms[1-

3] .In contrast, the distinct advantage of third-party mobile payment is the 

independence of the platform from, commercial banks and mobile communication 

operators [4]  . 

 

3. The Technology Acceptance Model TAM Model 

Many models have been used to consumers’ behavior when using new technologies. 

Among of them, the Technology Acceptance Model (TAMhas emerged as the most 
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widely usedmodel compared to other prominent models such as TRA, TPB, and UTAUT 

(đừng viết tắt khi mới giới thiệu lần đầu tiên please T^T) (Davis, Bagozzi, & Warshaw, 

1989). TAM proposes that the two main factors influencing consumers’ intention to 

use and attitude towards new technologies are perceived ease-of-use and perceived 

usefulness. Therefore, TAM is especially useful to study consumers’ reactions and 

behaviors when a new product is launched. 

 

4. Analysis of the characteristics of third-party mobile payment 

4.1 System characteristics 

System characteristics may directly affect perceived usefulness (PU) and perceived 

ease-of-use (PEOU) (Davis, 1989). Previous studies involving system quality as the 

external variable in TAM have shown that the relationship between system 

characteristics and the theoretical conception of TAM  (Davis 1989; Venkatesh & Davis, 

2000) [5] .With the rapid growth of mobile commerce and related mobile payments, it 

is important to determine the specific system characteristics and evaluate their 

respective effects on the PU and of mobile payments. Bring an open payment system, 

third-party mobile payment needs to be consistent not only with the user’s existing 

behavior, but also with other.Types of devices and interfaces with which it constantly 

exchanges data. Therefore, factors specific to the system namely compatibility, 

convenience and mobility are introduced as external variables, and the specific 

explanation of each factor is as follows. 

a. Compatibility 

Compatibility refers to the degree of consistency between third-party mobile payment 

and the traditional payment habits and potential needs of the users. Users are more 

willing to accept a new technology that is more compatible with their values, 

experience, needs etc. Therefore, the positive evaluation of the new system by 

consumers, and hence, its PU, will be improved. Consumers' experience in using the 

cooperation platform can also increase consumers’ confidence in the use of the new 

system, thereby enhancing consumers' PEOU. 

b. Convenience 

Convenience refers to the characteristics that are not restricted by time and location 

and is one of the most important factors behind the success of mobile commerce [6] . 

In addition to compatibility, convenience is also an external variable that belongs to 

the characteristics of the system, that is, the efficient and convenient characteristics 

of third-party mobile payment use process will enhance users' perception of the 

usefulness and ease of use of third-party mobile payment. 

c. Mobility 

Mobility is a decisive factor used to measure the level of benefit a person feels in terms 
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of time, space, and service access. The new mobile payment method is flexible to use, 

not limited by time and space, and is very suitable for today's mobile and active 

lifestyles. It allows customers to access services through wireless networks and a 

series of mobile devices including smart phones (Au & Kauffman, 2008)  [7]. By using 

the new payment tool, customers can actually buy a product without the need of 

traveling to the stores,which is not easy to do that in Vietnam compared to other 

developed countries; all they need are to be in an Internet-covered region and a cell 

phone (Ding, Ijima, & Ho, 2004). Specially, it is noted that in average, each individual 

in Vietnam owns one mobile phone and the use of mobile phones is not only popular 

among urban area but also rural area.Therefore, mobility plays a key role for 

customers in Vietnam to use mobile payment services to pay for products or services 

they buy. Accordingly, this study proposes mobility can affect perceived ease of use 

and perceived usefulness of mobile payment services. 

4.2 Consumer characteristics 

The view that customer characteristics are powerful predictors for the adoption of any 

technological innovation has become a recurring research theme in various disciplines 

such as information systems, production, and marketing (Wirtz, 2010). Especially in 

the field of information systems, the relationship between customer characteristics 

and the outcome of various information system has been proposed theoretically and 

has been empirically proven to a large extent (Lu, 2011; Wirtz, 2010) [8,9]. Choi (2004) 
[10] reviewed the work on examining the impact of various user characteristic variables 

in the context of the promotion and adoption of new .Therefore, it is also crucial to 

introduce factors specific to the consumers personal innovation (IT) and mobile 

payment knowledge  as external variables, the specific explanation is as follows. 

a. Knowledge about Mobile Payment knowledge 

Consumers’ knowledge can help them determine what mobile payments can do for 

them and why services are important to them. Moreover, customers will consider what 

they will get from the tool and compare it with the existing service quality, price, 

privacy insurance, etc. If customers have a better understanding of mobile payment 

tools, they will adopt mobile payments more easily and use them more efficiently. 

b. Personal innovation (IT) 

Users with high innovation consciousness pay more attention to and are willing to try 

to adopt new information technology Lu et al (2005); Yang Shuiqing (2012). Among 

them, the empirical research by Lu et al. (2005) empirical research found that personal 

innovation can significantly positively affect consumers' willingness to adopt wireless 

network services. 

4.3 Subjective norms 

Subjective norms refer to the phenomenon where consumers are affected by the 
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surrounding environment when they choose third-party mobile payments. Adding 

“subjective norms” and other dimensions, Venkatesh & Davis (2000) proposed an 

extension of the technological acceptance model, the so-called human model. It is 

believed that subjective norms will affect PU. Schepers & Wetzel (2007) confirmed 

through actual research that subjective norms affect consumers' intention to use. 

4.4 Perceived ease-of-use 

In the TAM, perceived ease-of-use is one of the most important factors affecting 

consumer attitudes. Davis (1986) first confirmed the positive impact of PEOU on 

consumer attitudes through empirical research. In addition, Davis also confirmed the 

significant impact of PEOU on PU. When consumers choose third-party mobile 

payment, if the provider can make consumers feel that the service it is easier to use, 

consumers will be more ,which will help consumers more inclined to use third-party 

parties mobile payment, which will also enhance its perceived. 

4.5 Perceived usefulness 

In the TAM, perceived usefulness is another important factor influencing consumers' 

attitudes to use. Davis (1986) confirmed the positive impact of PU on consumer 

attitudes and intentions through empirical research in his work. When third-party 

mobile payment can bring actual use value and convenience to consumers, consumers 

will be more inclined to choose third-party mobile payment. Third-party mobile 

payment is an innovative form of traditional mobile payment. Compared with other 

forms on the market such as, it not only has advantages of time and space, but also 

provides more complete and efficient payment services. 

4.6 Perceived risk 

Third-party mobile payment involves financial transactions, so security issues will 

inevitably become one of the important factors affecting users’ choices. Security issues 

have become an important factor restricting consumers from using online payments. 

When a user chooses a third-party mobile payment platform, the first consideration is 

the security of funds and personal information. Only when the third-party mobile 

payment platform is sufficiently secure can consumers choose third-party mobile 

payment. Nevertheless, the acceptance of mobile payment in our society is not high 

as, and many still choose to  avoid this uncertain risk. 

4.7 Consumer habits 

Although there are many relatively similar concepts of habit, their main definitions are 

as follows: First, habit refers to the degree to which people tend to act automatically 

due to their previous experience of learning and using technology (Limayem et al., 

2007; Venkatesh et al., 2012) or Habits are considered previous behaviors (Kim and 

Malhotra 2005). Second, habit is a measure of the degree to which a person believes 

that behavior is automatic. Venkantesh et al. (2013) added habit to the original UTAUT 
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model (Venkantesh et al., 2003) and found that habit is one of the most important 

factors in determining technology adoption. Some studies using UTAUT2 (Zhong et al., 

2013; Slade et al., 2014; Baptista and Oliveira., 2015) have also been implemented 

and supported.  

 

5. Conclusion 

Through the literature review, this article summarizes the main factors that influence 

the willingness to use mobile payment of Vietnamese consumers. Next, we will 

construct a conceptual model of the factors that influence the willingness to use mobile 

payment of Vietnamese consumers and conduct empirical research to provide 

reference for the development of mobile commerce in Vietnam. 
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