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Tom tit

Muc tiéu ctia nghién ctru nay 1a dé xuat mot mé hinh tich hop dé diéu tra cac yéu té anh huong
dén quyét dinh tiép tuc sir dung dich vu thanh toan FinTech cua Gen Z tai thanh phé Ha Nbi. Dit
licu dugc thu thap tir 554 khach hang thuoc Thé hé Z tai Ha Noi, Viét Nam, nhitng nguoi di sir
dung dich vy thanh toan FinTech. Céc tac gia sir dung phuong phap mo hinh phuong trinh cau trdc
tuyén tinh riéng phan (PLS -SEM) dé phan tich dit liéu. Nhom tac gia ciing tién hanh kiém tra do
tin cay va phét trién M6 hinh ly thuyét lién tuc vé cong nghé (TCT) dua trén md hinh TAM, ECM
va COGM. Két qua nghién ctiu cho thay (PR) khong co tac dong dén (ATT), diéu nay co nghia
rang (PR) khdng anh hudng dén y dinh tiép tuc sir dung. Trong d6, (ATT) 1a yéu té manh nhét anh
huong truc tiép dén ¥ dinh tiép tuc s dung, twong tu, (PEU) va (SES) ciing c¢6 tac dong tich cuc
dén y dinh tiép tuc. (CON) va (PU) c6 tac dong tich cuc dén (SES). Ngoai ra, (ATT) bj anh huéng
boi (SES) nhung khong c6 mdi quan hé vai cac chuan myc cha quan (SN).

Tur khoa: FinTech, dich vy thanh toan, TCT, Gen Z, y dinh tiép tuc sir dung.
FACTORS AFFECTING CONTINUANCE INTENTION OF FINTECH
PAYMENT SERVICE AMONG GEN Z IN HA NOI
Abstract

The goal of this study is to propose an integrated model to investigate factors affecting Gen Z's
decision to continue utilizing FinTech payment services in Hanoi. The data was acquired from 554
Gen Z customers in Hanoi, Vietnam, who use FinTech payment service. The authors use a partial
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least squares structural equation modeling approach to analyze the data. The authors also conduct
a reliability test and develop a Technology Continuance Theory Model (TCT) based on the TAM,
ECM, and COGM models. The study's findings show that (PR) has no impact on (ATT), which
indicates that it does not affect continuance intention to use. Meanwhile, (ATT) is the strongest
factor directly affecting continuance intention. Similarly, perceived usefulness (PEU) and
satisfaction (SES) also have a positive impact on the continuance intention. Confirmation (CON)
and perceived usefulness (PU) has a positive impact on satisfaction (SES). In addition, attitude
(ATT) is affected by satisfaction (SES) but in the meanwhile, it has no relationship with subjective
norms (SN). From the research results, this study offers valuable insights that can help decision-
makers formulate their strategy for retaining existing FinTech payment service consumers.

Keywords: FinTech, payment service, TCT, gen Z, continuance intention to use.

1. Introduction

The world is entering Industry 4.0 which has miraculous development bringing great
opportunities in the Finance & Banking industry, manufacturing, and transportation recently.
FinTech (Financial Technology) is a term used to characterize a growing trend in the financial
industry, including banking and other sectors. In recent years, FinTech is showing great potential
with a strong increase in investment in this field globally, which actually is demonstrated by that
the total value of global FinTech investments increased from USD 60.2 billion in 2017 to USD
150.3 billion in 2019, corresponding to an increase of 250% after two years (Fiindexable, 2019).

As the country moves towards a cashless society, the Vietnamese government aims to reduce
cash transactions by 10% and increase bank accounts among the population by 70% by 2020
(solidiance.com); these numbers also tend to increase. However, in addition to the prospects for
FinTech growth in Vietnam, there are also some obstacles. The security problem for consumers is
one of the most significant issues for FinTech growth in Vietnam and throughout the world. One
explanation for this is a lack of understanding of this new sector of complicated technology, which
might lead to fears about potential threats. Moreover, with the same great potential from this field,
commercial banks also promote the development of Mobile Banking (payment by phone), creating
a direct competitive edge with FinTech companies.

Many scientific articles and research work on this topic have been carried out. For example,
the topic “The continuance usage intention of Alipay. Integrating context-awareness and
technology continuance theory (TCT)” of Khayer and Bao (2019) stated that factor perceived
usefulness, satisfaction, context and ubiquity have direct effect on Alipay's intention to continue
through attitude. In addition, Nguyen et al. (2020) found out that perceived risk factor negatively
affects customers' continual using intention. However, most of the reports focus on studying the
factors affecting the use of FinTech services with all subjects of all ages and most of them are
conducted in countries with favorable infrastructure conditions. Currently, there are no research
articles that emphasize the criteria when reusing FinTech payment services in Vietnam with the
target audience specifically Gen Z in Hanoi.

To bridge the mentioned gaps above, this research developed an extended TCT model to
discover the relationship among 11 observed variables on the decision to continue using FinTech
payment services of Gen Z in Hanoi. The result delivers a directly positive statement on the relation
among 3 of 11 observations: Perceived Usefulness, Satisfaction, Attitudes to Gen Z's decision.
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Additionally, contrary to popular belief, perceived risk has no impact on people's willingness to
continue utilizing Fintech payment services. Therefore, FinTech companies can take into account
the proposed impact when improving the quality of payment services and giving appropriate user
access strategies.

2. Literature review

Continuity of Technology Theory (TCT) was first developed by (Liao et al., 2009) through
the research paper "Information technology adoption behavior life cycle: Toward a Technology
Continuance Theory (TCT)” aims to understand users' intent to continue using technology. This
theory has been developed by integrating three popular information system models (Information
System) such as the Technology Acceptance Model (TAM), the Expectation Confirmation Model
(ECM) and the Cognitive Model (COGM) to represent and explain user behavior in continued use
of the technology (Liao et al., 2009).

Investigation of users’ continuance intention has been used as the subject of many scientific
studies on social behavior. In the study "An investigation of users' continuance intention towards
mobile banking in China" Yuan et al. (2014) has proposed a research model based on the
combination of the technology acceptance model (TAM), technology-task fit model (TTF), and
perceived risk in an expectation confirmation model (ECM) to explore intention to continue using
e-banking in China.

In addition, the research “What Determines Generation Z Continuance Intention of Fintech?
The Moderating Effect of Gender” conducted in Indonesia by surveying people of Gen Z suggests
that usefulness significantly influences Gen Z's intention to continue using Fintech services in
Indonesia. In contrast, perception of risk had no effect.

In Vietnam, some studies have been carried out. The research “Perceiving benefit-risk and
Fintech users’ continuance intention in Ho Chi Minh City” proved that the relationship between
perceived benefits and perceived risks affects the intention to continue using FinTech services
(Nguyen, 2020). Based on these previous studies, we hypothesis that:

Confirmation is defined as the cognitive conception denoting the level that the real use of
technology-driven services reflects the anticipated use of that technology (Bao, 2019). It was found
in a recent study by Khayer and Bao (2019) that the factor of confirmation and perceived
usefulness, through satisfaction, significantly influenced the continuous intention to use Alipay of
customers. This demonstrates the important role of confirmation for new technologies like
FinTech. This conclusion is consistent with the perspectives that affirmation and perceived
usefulness have an impact on satisfaction (Larasati and Salim, 2021).

H1: Confirmation is positively associated with Satisfaction
H2: Confirmation is positively associated with Perceived usefulness

Satisfaction is considered as one of the important predictors of customers' intention to
continue using services. In previous scientific studies, customer satisfaction with the services they
are using has been identified by Tse and Wilton (1988, p.204) as an “evaluation of the perceived
discrepancy between prior expectations and the actual performance of the product”. Devaraj et al.
(2002) have shown that the satisfaction factor in the current e-commerce context is an important
determinant of their preferred channels. It positively influences loyalty decisions with online
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shopping or promotes the use of Internet portals, e-services as well as other online communities
(Liu et al., 2010).

H5: Satisfaction is positively associated with Continuous intention to use Fintech
H6: Satisfaction is positively associated with Attitudes

Perceived usefulness is a key driver of consumer adoption of new technology, provided that
performance is more efficient based on users’ standards of consumers. Perceived usefulness also
significantly influences the intention to use FinTech payment as customers will rate satisfaction
with performing financial services through the technology platform. Therefore, based on previous
analysis, perceived usefulness is considered as one of the most effective predictors of customer
satisfaction because consumers often rate the customer satisfaction through the usefulness as well
as the strength of the system or product in FinTech (Chen, Yeh & Tsaur, 2016).

H4: Perceived usefulness is positively associated with Customer satisfaction

H7: Perceived usefulness is positively associated with Continuous intention to use
Fintech

H8: Perceived usefulness is positively associated with Attitudes

Perceived ease of use relates to how easily a technology system and its interface can be
accessed. According to the Technology Acceptance Model (TAM) published by Davis in 1986,
perceived ease of use is one of the important factors that determine customers' intention to continue
to adopt the system. Perceived ease of use is important in explaining user intent and behavior
towards the use of new technology. According to Alsamydai et al (2014), perceived ease of use
plays an essential role in preventing several problems in the use of technology in financial
transactions. Chen (2016) examined the case of FinTech development in China and further asserted
that mobile technology is the service with the most user-friendly interface. In particular, perceived
ease of use is a significant factor affecting consumer acceptance of information technology.

H3: Perceived ease of use is positively associated with Perceived usefulness
H10: Perceived ease of use is positively associated with Attitudes

Attitude is thought to have a direct influence on behavioral intention and is linked with the
subjective norm and behavioral control (Pham et al., 2020). For Fintech, the attitudes of
Millennials and Gen Z play an important and positive role in their intention to use Fintech services.
This relationship stems from their positive attitudes towards technology and their motivation in
using new technologies (Shaikh & Karjaluoto, 2015). At the same time, feedback from users of
Generation Y and Z are mainly using and having a positive attitude towards technology-based
services while Baby Boomers and Generation X are trying to embrace FinTech services instead.
dependent on traditional transaction methods but this rate is significantly lower than that of
younger generations (Ankita and Das, 2020).

H9: Attitude is positively associated with Continuous intention to use Fintech

Perceived risks are the negative and uncertain outcomes that customers may perceive when
making online transactions (Kim & Rao, 2008). Perceived risk is an important factor when
consumers consider using FinTech (Keong et al., 2020). Similar to Internet banking, more
perceived risk has the potential to negatively affect users' willingness to transact with Fintech and
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at the same time Fintech is an emerging financial technology, so users Consumers will face many
dangers, including the risk of being attacked by the technology itself, systemic risks or difficulties
when using it (Featherman et al. 2010).

H11: Perceived risk is negatively associated with Continuous intention to use Fintech

Financial risk is defined as the risk of financial loss related to users' financial transactions
when using technology (Ham., 1967) and financial risk has been identified as one of the variables
that affect consumers' use of mobile technology. Financial risk refers to the potential financial loss
in Fintech financial transactions (Forsythe et al., 2006). According to a study by the group of
authors Zavolokina, Dolata and Schwabe (2016) mentioned that for the use of Fintech, financial
risks can be caused when the transaction system has problems, such as financial fraud. Main risks,
moral hazards, and transaction costs may increase compared to the original, thereby negatively
impacting users' intention to continue using Fintech.

H12: Financial risk is positively associated with Perceived risk

Security risks are potential losses due to fraud resulting in an individual's privacy or important
personal information being stolen or compromised. According to Das and Das (2020) in their study
"Perception, Adoption, and Pattern of Usage of FinTech Services by Bank Customers: Evidence
from Hojai District of Assam," the most significant challenge that FinTech users face is a lack of
technical knowledge or a server error, which leads to serious security-related problems such as
receiving fraudulent calls and messages. Schierz et al (2010) demonstrated in “Understanding
consumer acceptance of mobile payment services: An empirical analysis” that the use of payment
technology is associated with a very high probability of users being at risk about privacy, stealing
personal data, thereby increasing the risk perception of users.

H8: Security risk factor is negatively associated with Continuous intention to use
Fintech.

Subjective norm is defined as the extent to which individuals are influenced by their social
environment (family, friends, professionals, celebrities) to consider desiring to use a Fintech
payment application (Flavian, 2020). According to Momani and Jamous, "The importance of
subjective norms in the field of technology acceptance is that the TRA model provides the main
theoretical basis for the development of the TAM theory". In recent studies, Hsu and Lu (2004)
argue that "subjective norms have a great influence on the intentions and attitudes of individuals
related to certain attitudes and behaviors". This conclusion is consistent with the point of view of
the direct impact of subjective norms on users' attitudes to using Fintech payments (Daragmeh,
2021; Wang, 2019). Looking deep into the study of the subjective norm factor, Daragmeh (2021)
stated that "subjective norms have a positive impact on the attitude and intention to continue using
Fintech payments of Generation X in Hungary."

H14: Subjective normative is positively associated with Continuous intention to use
Fintech.

3. Research Methodology
3.1. Research Design

Based on the research on determining the factors affecting the continuance intention to use
FinTech payment services of Gen Z, the authors have chosen a mixed research method. The
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research methodology includes the use of both quantitative and qualitative methods, providing
more evidence and more convincing arguments from different perspectives.

3.2. Data collection

The survey method was selected based on the advantages of sample size, question type, the
topic of the question, time, cost, and response rate. For factors related to Gen Z's decision to
continue using FinTech payment services in Hanoi, the authors used a 5-point Likert scale,
whereas 1 is for “Strongly Disagree” and 5 is for “Strongly Agree”

The questionnaire was sent to 600 participants and after checking and selecting the results,
554 valid questionnaires were obtained for analysis. Then the data will be analyzed and
synthesized by SPSS 22 and SmartPLS 3 software to give survey results for each question.

3.3. Model and Research Hypothesis

This research integrates the subjective norm, risk perception with Technology Continuance
Theory (TCT) to investigate GenZ's continuance intention to use FinTech payments. Specifically,
in previous research, the perceived risk factor was found to have an effect on the intention to
continue using, for example, Yuan et al (2014), Ryu (2018), Diana & Leon (2020), Putritama
(2019). Subjective norm factors also have been integrated with the research model of intention to
continue using by Nugraheni, Hadisoewono, and Noranita (2020).

The research model investigates the relationship among confirmation, satisfaction, perceived
usefulness, perceived ease of use, attitude, perceived risk including financial risk and security
risks, the subjective norm, and continuance intention to use FinTech of GenZ in Ha Noi.

Confirmation | m 4.| Satisfaction .
- v l H5
Perceived usefulness H7 Continuous
Intention of Fintech
ry
3 HS el
v H9
Perceived ease of L | "0 | Attitude 7
use

N

Hil H14
Perceived risk Subjective norm
HI2 H13
Financial risk Security risk

Figure 1. Research model

(Source: Compiled by the author)
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4. Results
4.1. Descriptive Statistics

Table 1. Descriptive Statistics

n %
Gender
Male 214 38.6
Female 340 61.4
Age

18 142 25.6
19 110 19.9
20 170 30.7
21 S7 10.3
22 30 5.4
23 15 2.7
24 12 2.2
25 3 0.5
26 15 2.7

Education
High school 60 10.8
College 16 2.9
University 458 82.7
Post Graduated 20 3.6

Income

Under 5 million VND 448 80.9
5-10 million VND 74 13.4
10-20 million VND 22 4.0
Over 20 million VND 10 1.8

Time of use
Under 1 year 201 36.3
1-3 years 298 53.8
3-5 years 49 8.8
Over 5 years 6 1.1
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Frequency of use

Under 2 times/week 376 67.9
2-5 times/week 144 26.0
Over 5 times/week 34 6.1

Source: Compiled by the author

From Table 1, we see that those who took part in the survey have a higher number of women
than men, mostly young people (< 20 years old) with high school and university education, and
have had from 1-3 years of using FinTech services (accounting for over a half) or even under one
year with 200 people.

Regarding income, most of the participants have an income of VND 5 million or less with the
percentage of 80.9%. While about the frequency of FinTech service usage, 376 people mainly use
these services less than 2 times per week, accounting for 67.9%, followed by those who use from
2-5 times per week.

4.2. Evaluating the Scale Reliability and Validity
Table 2. The Reliability Test

Outer Cronbach’s Alpha AVE
Constructs Items Loadings Rho_A CR
(= 0.5) (>0.7) (=0.5)
SN SN1 0.857 0.87 0.879 0.92 0.794
SN2 0.903
SN3 0.911
PR PR1 0.857 0.851 0.863 0.909 0.77
PR2 0.901
PR3 0.874
PEU PEU1 0.849 0.856 0.859 0.902 0.698
PEU2 0.868
PEU3 0.787
PEU4  0.837
PSR PSR2  0.907 0.886 0.921 0.929 0.814
PSR3 0.936
PSR4  0.862
PFR PFR1  0.839 0.862 1.003 0.911 0.774
PFR2  0.869
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Outer Cronbach’s Alpha AVE

Constructs Items  Loadings Rho_A CR
(> 0.5) (>0.7) (=0.5)

PFR3  0.929

PU PU1 0.847 0.856 0.858 0.902 0.698
PU2 0.83
PU3 0.85
PU4 0.814

SES SES1 0.851 0.881 0.881 0.918 0.737
SES2  0.853
SES3  0.854
SES4 0.874

CON CON1 0.864 0.871 0.872 0.912 0.721
CON2 0.84
CON3 0.837
CON4 0.855

ATT ATT1 0.879 0.853 0.862 0.902 0.698
ATT2 0.887
ATT3 0.833
ATT4 0.734

CuUl CuUll 0.851 0.833 0.834 0.9 0.75
CUI2 0.868
CUI3 0.878

Source: Compiled by the author

Hair et al. (2016) suggest that the outer loading factor should be greater than or equal to 0.708.
In the model, no variable has a load factor less than 0.7, which indicates that this model is reliable.

Cronbach's alpha coefficient is a coefficient that allows us to evaluate how appropriate certain
observed variables belong to a research variable (latent variable, factor). The results of the
Cronbach's Alpha reliability test for the research components show that the Cronbach's Alpha
coefficient of all the research concepts is greater than 0.7, all the observed variables have the total
variable correlation coefficient greater than 0.3.

Hock & Ringle (2010) suggest that a scale achieves convergence value if the AVE (Average
Variance Extracted) is 0.5 or higher. Through these above calculating results, it can be concluded
that the scale used in the study is appropriate and reliable, ensuring in the subsequent testing and
analysis.
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Table 3. Discriminant Validity
SN PR PEU PSR PFR PU SES CON ATT CuUl
SN 0.891
PR 0.512 0.877
PEU 0.377 0.581 0.836
PSR 054 0166 0.248 0.902
PFR 0535 0.247 0.23 0.766 0.88
PU 0406 0478 0.752 0.351 0.34 0.835
SES 0413 05 0.708 0.385 0.332 0.794 0.858
CON 0.446 0.53 0.686 0.41 0.378 0.783 0.838 0.849
ATT 0426 0531 0.754 0368 0.355 0.818 0.826 0.76 0.835
CuUl 0436 0.492 0.602 0449 0432 0.692 0.727 0.727 0.731 0.866

Source: Compiled by the author

Discriminant validity is defined as the square root of the variance greater than the correlation
between research topics. As shown in Table 3, the square root index of AVE compared to the
correlation coefficients is larger than the absolute value of the correlation coefficient with the
variables, so the Fornell-Larcker criterion is satisfied. The variables are all discriminants.

4.3. PLS-SEM Analysis

The measurement model was calculated using the study instrument's reliability, convergent
validity, and discriminant validity (Hair et al., 2016). The internal reliability of constructs was
assessed using Cronbach's alpha and composite reliability. The loadings of indicators were used
to assess their reliability. Similarly, the average variance extracted (AVE) values were used to
determine convergent validity. The reliability coefficients in this study were greater than 0.70, and
the AVE values for all variables were greater than 0.50 (Hair et al., 2016). (Table 2).

As a result, internal reliability and convergent validity were found to be adequate in this
research. In addition, the square roots of all AVE values were larger than the equivalent cross-
correlation, and each item was most heavily loaded on its related construct (Table 3).

Table 3. R squared

R Square R Square Adjusted
PR 0.062 0.059
PU 0.700 0.699
SES 0.752 0.751
ATT 0.776 0.774
CUI 0.590 0.588

Source: Compiled by the author

The structural model was examined after the psychometric features of the measuring model
were confirmed. R? and the level of significance of the path coefficients were used to evaluate the
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structural model's quality (Hair et al., 2016). The model explained 58.8% of the variance in
continuation intention, 77.4% of the variance in attitude, 75.1% of the variance in satisfaction, and
69.9% percent of the variance in perceived usefulness, according to R? values. The bootstrapping
approach was used to determine the path significance levels (5000 resamples). Table 5 shows the
findings of the hypothesis.

Table 5. PLS-SEM Analysis Results

T-
Hypothe Original Standard Deviation . P-Values
ses Path sample (0) (SATTEV) Stats'St'C (0.05)
H1
CON - 0.560 0.041 13.753 0.000
SES
H2
ESN - 0.506 0.040 12.753 0.000
H3
EEU _’ 0.405 0.039 10.304 0.000
H4 PU —
0.356 0.045 7.955 0.000
SES
H5
SES - 0.324 0.065 5.006 0.000
Cul
H6
SES - 0.396 0.037 10.604 0.000
ATT
H7
PU - 0.169 0.060 2.802 0.005
cul
H8
PU > 0.325 0.036 8.944 0.000
ATT
H9
ATT > 0.325 0.061 5.330 0.000
cul
HI0 PEU —
1 04 4711 .
e 0.186 0.040 0.000
H11 PR -
0.053 0.029 1.841 0.066
ATT
H12
E;R - 0.289 0.064 4524 0.000
H13
EER - -0.055 0.065 0.847 0.397
H14 SN —
0.033 0.029 1.146 0.252
ATT

Source: Compiled by the author

Hypotheses H1 (p<0.05), H2 (p<0.05), H3 (p<0.05), H4 (p<0.05), H5 (p<0.05), H6 (p<0.05),
H7 (p<0.05), H8 (p<0.05), H9 (p<0.05), H10 (p<0.05), and H12 (p<0.05), are all accepted, but
hypothesis H11, H13, H14 (p > 0.05) did not. However, as H11 is not supported, we can conclude
that perceived financial risk does not affect continuance intention. There are 3 variables directly
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affecting continuation intention: perceived usefulness, satisfaction, and attitude. The standardized
impact coefficients of these three variables are 0.169, 0.324, and 0.325, respectively. Thus, the
level of impact of these 3 variables on continuation intention in order from strong to weak is the
attitude, satisfaction, and perceived usefulness.

Factor attitudes were found to be positively influenced by the ease of use, perceived
usefulness, and satisfaction. This study suggested, in line with previous research of Khayer and
Bao (2019), that the perceived usefulness of a FinTech payment system will positively impact
users' attitudes toward continually using the system. As a result, the findings suggest FinTech
payment apps give users customized information and services (such as recommended movie
tickets, style of clothes, and courses) based on their environment. Also, appropriate financial
solutions based on the balance of a user's account should be offered. The capacity to provide such
information has a significant impact on customers’ continuance intention.

In line with some studies such as Khayer and Bao (2019), Ryu (2018), factor confirmation
and perceived ease of use positively affect factor perceived usefulness. This suggests that users'
confirmation of their initial expectations from utilizing FinTech payment service and the level of
ease of use led to increased perceived usefulness, which indirectly reinforces continuation
intention.

However, contrary to our assumptions, perceived risk has no effect on the attitude toward the
continual using FinTech payment services, indicating that hypothesis H11 is unsupported. As H11
is not supported, we can conclude that perceived financial risk does not affect continuance
intention. This finding is contradicted to previous studies of Ryu (2018), Dao et al. (2018), and
Nguyen et al. (2020)

In summary, this part presented the research design and methods used to achieve the research
objectives. This study is a combination of both qualitative and quantitative methods to determine
the factors affecting the intention to continue using FinTech payment services of Generation Z in
Hanoi, Vietnam. In the end, 14 hypotheses were tested and 11 were accepted.

5. Conclusion

The research shows that the factors affecting the decision to continue using FinTech payment
services of Gen Z in Hanoi are in descending order as follows: Factor of Perceived Usefulness,
Satisfaction, and Attitudes influence Generation Z's decision to continue using FinTech payment
services in Hanoi. In which, the factor Perceived ease of use has an indirect impact on the
continuance intention to use through Attitude, and Confirmation has an indirect impact on
intention to continue using through Usefulness, and Satisfaction.

The original scale had 14 observed variables, after checking the reliability and factor analysis,
4 variables were eliminated, respectively: perceived risk, security risk, risk financial, and
subjective norm, so the scale has 10 observed variables, the remaining variables of the scale have
high reliability. The analysis results show that the research model is suitable for the survey data
set and all the assumptions of the linear regression model are satisfied. Therefore, this scientific
research project has built a model and given the factors affecting the decision to continue using
FinTech services of Gen Z in Hanoi city. Hence, it creates favorable conditions for businesses and
companies related to FinTech payment services in Hanoi to adjust and develop appropriate policies
to increase the number of customers using Fintech payment services in the future.
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For researchers, managers, and decision-makers, this study has numerous important values.
Nonetheless, it contains some limitations that can pave the way for further research. To begin with,
while this study considers the essential structures to continued FinTech payment services usage, it
overlooks several key constructions such as ubiquity, social context, habit, and others that could
potentially affect continued usage behavior. Next, this study uses one-time cross-sectional data
collected from a single city which is Hanoi, Vietnam, indicating that the findings are limited to
that country's scenario. In addition, this research employs the PLS-SEM technique. To develop
new insights regarding FinTech payment services, we suggest more study should be undertaken
utilizing others analytical strategies and cross-country data.
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Appendix A: Questionnaire table
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Score

Code Items

| Confirmation

CONL1 | My experience with using FinTech payment servicesis| 1 | 2 | 3 [ 4 | 5
better than | expected

CON2 | The service provided by FinTech payment applicationsis| 1 | 2 | 3 [ 4 | 5
better than | expected

CON3 | FinTech payment service can meet my requirements 12 ]13[4]5

CON4 | Overall, most of my expectations about the FinTech| 1 | 2 | 3 [ 4 | 5
application were met

11 Satisfaction

SES1 | I am satisfied with the performance of the FinTechpayment| 1 [ 2 | 3 | 4 | 5
service

SES2 | Using FinTech payment application brings convenience | 1 [ 2 | 3 | 4 | 5
when making financial transactions

SES3 | Using FinTech payment service gives me satisfactionwhen | 1 [ 2 | 3 | 4 | 5
making financial transactions

SES4 [ Overall, I am satisfied with FinTech payment services 112 (3[4]5

11 Perceived usefulness

PUL1 | FinTech services can meet my needs 112 (34]5

PU2 | FinTech services increase my productivity 112 (34]5

PU3 || can save time and cost when using FinTech payment| 1 | 2 | 3 | 4 [ 5
service

PU4 | I can do many, many different payment services 112 |3[4]5
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Score

Code Items

v Perceived Ease of Use

PEUL | The interface of the FinTech payment applicationissimple | 1 [ 2 [ 3 [ 4 [ 5
for me

PEU2 | User manual on FinTech payment service systemisclear| 1 [ 2 | 3 | 4 [ 5
and easy to understand

PEU3 | I can use the FinTech payment service anytime, anywhere | 1 [ 2 | 3 | 4 [ 5

PEU4 | I can easily use the FinTech payment service throughother| 1 [ 2 | 3 | 4 [ 5
electronic devices (mobile phone, app, wifi,...)

\ Attitude
ATT1 | The decision to use FinTech payment service is right 12 ]13[4]5
ATT2 | I like using the FinTech payment service 12 ]13[4]5

ATT3 | Using FinTech payment services in line with today's| 1 | 2 | 3 |4 | 5
technology era

ATT4 | | trust FinTech payment services 1 (2134|565

VI Perceived risk

PR1 | The use of FinTech financial services is not associatedwith| 1 | 2 | 3 | 4 | 5
a high degree of risk.

PR2 [ There is a high degree of certainty when using FinTech| 1 | 2 | 3 | 4 | 5
financial services.

PR3 [ I think there is very little risk in using FinTech financial | 1 | 2 | 3 | 4 | 5
services compared to traditional financial services.

VIl Perceived security risk

PSR1 | Personal information and account information are keptthe [ 1 | 2 | 3 [ 4 | 5
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Score

Code Items

highest security

PSR2 | I am afraid that my personal data and privacy willbeabused [ 1 | 2 | 3 [ 4 | 5
when using FinTech payments

PSR3 | I am afraid my financial information is not safewhenusing | 1 | 2 | 3 [ 4 | 5
FinTech payments

PSR4 |1 am worried someone has unauthorized access to my | 1 | 2 | 3 [ 4 | 5
information when | use FinTech payments

VIl Perceived financial risk

PFR1 | Possible financial damage when | use FinTech payments 12 ]13[4]5

PFR2 | I am afraid of financial fraud occurring during thepayment | 1 | 2 | 3 [ 4 | 5
process

PFR3 | Possible financial damage due to lack of ability to link with | 1 | 2 | 3 [ 4 | 5
other services (e.g. utility payment service) when | use
FinTech payment service

IX Subjective Norms

SN1 [ Advice from my family influenced my attitude thatIshould | 1 | 2 [ 3 | 4 | 5
continue using FinTech payments

SN2 | Advice from friends influenced my attitude that I should | 1 | 2 | 3 [ 4 | 5
continue using FinTech payments

SN3 | Advice from people around me influenced my attitudethat | 1 | 2 | 3 [ 4 [ 5
I should continue using FinTech payments

X Continuance Intention

CUI1 | I will continue to the use FinTech payment app 112 (34]5

CUI2 |1 intend to continue using FinTech payment applications| 1 [ 2 | 3 | 4 | 5
rather than looking for other traditional methods
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Code

Items

CUI3

I will use FinTech payments as much as possible 12 ]134]5
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