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Abstract 
The main objective of this study is to determine the main factors that have influences on customers’ decision to 
choose their payment methods. The research model applied in this study is Theory of Reasoned Action. The paper 
investigates 400 respondents in Vietnam to find out the determinants of their choice of payment methods. The 
implications from this study is expected to help financial service providers to improve the rate of using modern 
payment methods and improve customer satisfaction on the quality of payment services.  
Keywords: payment methods, Theory of Reasoned Action, payment for products and services, Vietnam 
1. Introduction 
Since many years ago, people has used money in coins and cash form to perform worldwide business transaction. 
However currently in modern days, the appearance of credit card payment practice. becomes much more 
convenient. Hence, e-wallet, QR code, online transactions and smart cards are used as a replacement of cash. Many 
people currently don’t want to use cash as priority payment practice. 90% total transactions in developed countries 
via World Bank are non-cash transactions, according to its survey. In 2016, here are only 7.7% and 10% of cash 
transactions in America and Europe, respectively, according to Lupu et al. (2016). Although the bank accounts are 
increasingly opened in recent years, the banks do not provide much banking service in isolated places which are 
needed focusing and covering with more information to be recognized. The Ministry of Industry and Trade did a 
survey in 2015 and concluded that bank transfer and payment by cash are popular in Vietnam. Vietnam is trying 
to achieve 90% of non-cash economy by 2020 by decreasing transactions made by cash and then replacing other 
payment practices using electronic devices, according to Briefing and Das, 2016 researched by Dezan Shira & 
Associates. However, the government is facing difficult job for its target to be done with the fact that there are still 
90% of cash transactions and 30% of Vietnamese people owning bank account currently. Vietnam is still included 
in the list of countries which has nearly 90% of transactions made by cash. There are many reasons for that, 
however the lack of ATMs and non-cash payment systems are principle reasons. Moreover, electronic practices 
are complex and not easy to use thus leads to the losing of customer’s faith. There were 16.8 million bank accounts 
in 2010 and the number for 2011 is 67.4 million (Citiesalliance.org, 2011). The aim of this study is to determine 
elements which affect customer’s choice of payment practices to provide information for financial organizations 
in order to improve their service to fulfill customer’s satisfaction. There are some assumptions in gathering 
information and data for research which aim to enhance the achievement of case study organization (Kumar, 2008). 
There was more than 250 people being asked with question through X questions, 3 to 5 minutes was given to 
answer the questions. Exploratory Factor Analysis and SPSS 20 together performed the process of data. 
2. Literature Review 
Understanding about how people’s rational in making decision on what service or product they want to buy or to 
use is all about consumer behavior study (Kardes, et al., 2008, 8-9). The Theory of Reasoned Action studied by 
Fishbein and Ajzen (1974) defines the relation between buyer’s behavior and their attitudes under human action. 
The valuable conclusion from the theory is that consumers will behave with their intention to make or receive a 
pleased result. Hence, the people working in marketing department could use the theory to improve their strategy 
better for business. Customers will focus on the expected result to decide the purchase. In marketing, understanding 
about customer’s satisfaction is an important term which is not easy to understand and apply. There has been a lot 
of explanations to define customer satisfaction for years. Customer satisfaction is treated as how much customer’s 
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expectation to be met from using a product or service. Customer satisfaction is also defined through customer’s 
fulfilment response according to Zeithaml (1990). It is not clear whether product or service feature, or the product 
or service itself providing a pleased fulfilment. In addition, customer prefer to receive and pay bills in the way 
which is suitable with their lives’ speed and demand. There are main features dependent to customer’s bill payment 
attitude which are satisfaction, security and speed. There was about 3,001 American were questioned about what 
their expectation for a bill payment system and the answers was were all about an accessible and acceptable 
payment experience, according to Fiserv.com, 2014. Being asked about the most secure way for the bill’s payment 
and receipt, there was 33% of responders saying that they wish to pay bill directly and 32% of them preferring to 
pay bill via bank. The other 25% said they want to mail, 8% of them like email and the remaining 2% choose 
nonbanking number. Otherwise, 57% of American who did the survey chose debit, credit and prepaid bank cards. 
The intention of this survey is to show how dependent the payment practices and customer satisfaction is. 10 
responders said that their pleasure fulfilment will be increased if there are more options to pay bill and 66% of 
them preferred non-paper bills (Fiserv.com, 2014). 
Over years, there are many options for consumer to perform their payment. They used to use physical coins or 
cash for payment and now they can choose among checks, credit cards, debit cards and many other practices. There 
are many businesses offering their own cards for customer using at their stores. Customer’s behavior has been 
changing with the development in number of payment practices and could become unpredictable. Schuh and 
Stavins’ research in 2011 showed that consumers have so many options for their payments among paper 
instruments (cash, money orders, check, traveler’s checks), payment cards (debit cards, credit cards, prepaid cards), 
online payments (online banking bill payment, bank account number payments). Consumer’s behavior in choosing 
payment practices will depend on their income, age, credit history, asset holdings, debt, rationality. Younger, less 
educated, poorer and lower income use cash and debit card, especially single persons while older people with 
better educated, higher income and the wealthier mostly use credit card. Year by year, customer’s behavior in 
payment practices other than traditional one has led to the launching of new payment ways.  
2.1 Theory of Reasoned Action 
Built in 1974 by Aizen and Fishbein, Theory of Reasoned Action (TRA) was the result of learning about behavior 
from expectancy value models. Accordingly, a behavior of a person is defined by his/her intention in turn affects 
his/her attitude toward the behavior and subjective norm. TRA model also anticipates the intention taken behavior 
into action by consumer’s attitude towards that behavior. “Attitude” was defined as the personal evaluation of an 
object and the connections between an object and some attribute was “belief” and “behavior” as result or intention, 
by Fishbein and Ajzen (1974). 

 
Figure 1. Theory of Reasoned Action (Fishbein and Ajzen, 1974) 
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To learn about customer’s behavior, TRA model is a proper tool to use because it anticipates attitudes, values and 
beliefs affecting people’s choices, according to Utami (2016). Also, customer’s expectation in payment is affected 
by intuition of characteristics, acceptances, together with social rules like feelings, characters and control. Attitude 
and subjective norms affect the behavior. Where the behavioral beliefs and outcome evaluation of the individual 
will form attitude toward behavioral intention. Normative beliefs as well as motivation to comply influences 
subjective norms that form up a behavioral intention. Firstly, it is evident to show that consumers’ payment 
attitudes depend on perceived attributes, especially perceived safety and acceptance. Secondly, it shows that 
attitude drives payment intentions, together with social norms, roles, emotions, and perceived control. Emotions 
are particularly important in this respect. Lastly, it revealed that although payment intentions are the key driver of 
payment behavior, payment habits also play an important role in explaining how consumers pay. The role of actual 
control over the payment situation, like having enough money in the wallet when you want to pay cash or not 
experiencing technical disturbances when you want to pay electronically, is limited (Cruijisen 2016). 
3. Research Design 
3.1 Independent Variables 
In Demographic below includes 06 independent variables (gender, age, career, income, working field and 
academic level) being coded. For gender, 1 is coded for male and 2 for female. For age, 1 to 4 are coded for “from 
18 - 25 years old”, “from 26 - 30 years old”, “from 31 - 45 years old” and “over 45 years old”, respectively. About 
academic level, 1 is coded for “high school”, 2 for “college”, 4 for “university” and 4 for “post-university”. 
Regarding to income (VND), 1-4 are coded respectively for “Under 10 million”, “from 10 - 15 million”, “from 
15-20 million” and “over 20 million”. With working field, 1 is coded for “industrial”, 2 for “agriculture”, 3 for 
“service” and 4 for “trading”. Then, with career, 1 is coded for “governmental company”, 2 as “private company”, 
3 for “foreign company” and 4 for “self-employed”.  
There are 4 independent variables in the list of questions with 4 dimensions and 24 questions. In which, 10 
questions for Behavioral beliefs, 7 questions for Outcome evaluations, 4 questions for Normative reliefs, 5 
questions for Motivation to comply. There are advantageous and disadvantageous attitude toward behavior in 
Behavioral beliefs part. In Outcome evaluations part, the questions are about how and what consumers’ personal 
rate for their behavior outcome. Normative beliefs questions are how external factors influence internal factors 
indirectly. Like, how their friends think about a behavior which could influence their feelings about behaviors 
themselves. Motivation to comply is how or what external factors influence internal factors directly. Like, if certain 
places only offer their customers to pay by cash, will customer’s behavior in payment be affected directly? 
Answers will be done in 7 Likert – Sale from totally disagree to totally agree (coded from 1 - 7). 
3.2 Dependent Variables 
The dependent variable is behavioral intention with the consumption that behavioral intention is depended on 
Attitude toward behavior and subjective rules. Based on TRA, attitude rules and subjective rules define the 
behavioral intention which was proofed as below. Behavioral intention is person's perceived likelihood or 
"subjective probability that he or she will engage in a given behavior" (Committee on Communication for Behavior 
Change in the 21st Century, 2002, p. 31). Aattitude is the key to understand the human behavior (Thomas and 
Znaniecki, 1918). Subjective norms refer to the belief that an important person or group of people will approve 
and support a particular behavior. According to Venkatesh and Davis (2000), Subjective norm 
represent the individual's behavior that they perform, even if they are not inclined toward the behavior. According 
to the theory of reasoned action (TRA), subjective norms basing on normative beliefs and motivation to comply. 
Eckhardt et al. (2009) explain subjective norms can be comprehended as one’s awareness of social burden from 
their important people such as their parents, friends and the others). Hox et al. (1995) conduct a survey based on 
the TRA with 462 cases and the result showed that the attitude norms and subjective norms do dependent to the 
behavioral intention. Behavioral intention is dependent variable and depends on attitude rules. The variable is 
included in Question 32 to Question 34 with people’s intention of not using cash to perform payment.  
3.3 Sample Size 
Samples in the research are got from both online and offline survey and 100 is the minimum sample for reasonable 
result. 
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From the table above, smallest sample are about 100 and the biggest one is about 1000. With population of 10,000, 
10% of which is 1,000 people giving quite trust answer. If the sample was more than 1,000, the result would not 
be affected anyway but increase cost and time to do the survey. Comrey and Lee (1992) said that “The adequacy 
of sample size might be evaluated very roughly on the following scale: 50 – very poor, 100 – poor, 200 – fair, 300 
– good, 500 – very good, 1000 and more – excellent”. Moreover, Hair et al. (1998) also added that, sample size is 
at least 5 times as many observations as variables. Our survey’s total sample to be tested is 400, while half of 
which was done online, the remaining was done with offline responders. 
3.4 Sample Collection 
Most of the surveys were done in café and banks where people do not usually pay by cash. These are suitable place 
for the survey to be done with reliable result although not all people were willing to give the responses. With online 
survey, google form is used to collect answer thus the time is not limited during the survey duration. The survey 
also assures for the privacy of information dependent to the responders that only people carrying the research are 
able to assess to the data. 
3.5 Data Analysis 
Analysing the data includes investigating, clearing and modeling the input to extract only useful information for 
the result. Normally the data was classified into descriptive statistics, exploratory data analysis and confirmatory 
data information. 
This research collected answers and checked for wrong input. Descriptive statistics and a Reliability rest were 
performed (Testing Cronbach’s Alpha) before Exploratory Factor Analysis (Testing Factor Loading) and Checking 
Collinearity (Testing Pearson Correlation) so that the result could be reliable. Finally, Regression Analysis will be 
done for the outcome of research. 
4. Results 
Once samples were collected, the total number of responses was 373 including online and offline which were 
analyzed with SPSS 20. Gender, age, education level, nature of company, working field and income are included 
in descriptive analysis. Unreasonable input would be removed during Reliability test then Exploratory factor 
analysis was carried thereafter. Multi-collinearity test then was performed in order to test the correlation between 
independent variables. Also, multiple regressions were done to test the equation and check the affection from 
elements that influenced their intentions using non-cash payment practices. Finally, One-Way ANOVA test was 
run to compare the means and differentiate demographic groups.  
4.1 Gender 
This part describes results from above surveys which there was 208 males and 165 females as below: 

 
Figure 2. Male/ Female Ratio 
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Table 1. Description of Gender  
Gender     
 Frequency Percent Valid Percent Cumulative Percent 

Valid 
1 208 55,8 55,8 55,8 
2 165 44,2 44,2 100,0 
Total 373 100,0 100,0  

 
There are almost no differences dependent to genders thus no influence on the results of how people behave with 
non-cash payment practices. Elements such as age and gender were assumed to influence customers react and 
behavior to payment practices. 
4.2 Age 
One of the most important factors to determine about how different customer’s behavior is in different duration of 
life. With age, there was 272 responders aging from 18-25, 47 of whom aging from 26-30, 36 of whom aging from 
31-45 and 18 aging above 45, as followings: 
 

  
Figure 3. Age ranges 

 

Table 2. Description of Age ranges  
Age range 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1 272 72,9 72,9 72,9 
2 48 12,9 12,9 85,8 
3 37 9,9 9,9 95,7 
4 16 4,3 4,3 100,0 
Total 373 100,0 100,0  

 
From the table, the result was almost taken from people in age of 18-25 whom were asked on their behavior on 
using non-cash payment practices.  
4.3 Educational Level 
For educational level factor, there was 37 of responders from high school, 45 from colleges, 255 from universities 
and 35 from post-universities. Additionally, 68% of responders having university degree, and 12% had college 
degree, details as below: 
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Figure 4. Education level 

 

Table 3. Description of Education level  
Educational level 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1 37 9,9 9,9 9,9 
2 46 12,3 12,3 22,3 
3 256 68,6 68,6 90,9 
4 34 9,1 9,1 100,0 
Total 373 100,0 100,0  

 
Almost people who took the questionnaires are in well-educated, so the result was reflected better including 
information about internet banking and e-wallet. 
4.4 Exploratory Factor Analysis 
Once Reliability test is done, Exploratory Factor Analysis (EFA) test will be carried thereafter. Ratio of .5 
participants per measured variable and sample should not less than 100 according to Gorsuch (1983). Also, ratios 
of .1 to 1. and total cases should be over than 300 to be tested based on Field (2005) and communalities after 
extraction should be probably be above .5 according to Nunally (1978) and Everitt (1975). Kaiser-Meyer-Olkin 
(KMO) Test gives us the values from 0 to 1. The world-over accepted index is over .6 and the Barlett’s Test of 
Sphericity must be less than .05. The results of KMO and Barlett’s Test are as followings:  

 
Table 4. The first KMO and Barlett’s Test 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .900 

Bartlett's Test of Sphericity 
Approx. Chi-Square 4080.679 
df 325 
Sig. .000 

 
Outcome from The KMO was .900 which explained that there was suitable connection of the data. Result from 
Barlett’Test was 0.000 which explained that Exploratory Factor Analysis could be sued in 21 questions. When 
EFA test was performed as the first time, there were 21 variables of TRA model giving value higher than .5. 
Additionally, the values were linked with others. Data was removed for the question number values less than .5. 
After omitting question 13, 14, 15, 18, 23, 16 variables left will be applied with EFA. Also, 16 variables will be 
tested with KMP and the Barlett’s Test of Sphericity. Results of KMO and Barlett’s test are below.  
 

Table 5. The second KMO and Barlett’s Test 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .907 
Bartlett's Test of Sphericity Approx. Chi-Square 3486.530 

df 210 
Sig. .000 
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The outcome of 0.907 explained the good relation of data as shown above. Result of the Barkett’s test of Sphericity 
is 0.000 which explained the significant connection. Thus, it is suitable to apply the data in EFA within 16 
questions. In the next test of EFA, the value is higher than .5 for all the variables which explained that these values 
were well connected with others. Component 1 was included in question 7, 8, 9, 10, 11, 12 and 16 whose factor 
name is Belief Behavior according to Rotated Component Matrix and question 17, 19, 20, 21, 22 includes 
component 2 which belong to Outcome evaluation as named of the factor. Normative Belief is factor in Question 
24, 25, 26, 27. Last component in question 28, 29, 30 has factor as Motivation Comply. 
4.5 Regression Analysis 
To anticipate and define the connections of independent variables and dependent variables, the research used 
multiple linear regression technique. There are 4 elements of independent variables included in model in this study 
and multiple linear regression practice shows the rate of influence on dependent variables, called as behavior 
intention (B.I). SPSS 20 software is used to present level of influence of 4 factors which are N.B, O.E, B.B and 
M.C with independent variable B.I.  
 
Table 6. Model Summary 
Model Summaryb 
Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .752a .566 .561 2.278 
a. Predictors: (Constant), N.B, M.C, O.E, B.B 
b. Dependent Variable: B.I 

 
From above model, the outcome of Adjusted R Square is .561 which means that rate of influence from independent 
variables on dependent variable. Also, independent variables influenced dependent variable. The remaining are 
other elements not included in model or error outcome. 

 
Table 7. ANOVA Analysis 

ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 
Regression 2472.400 4 618.100 119.162 .000b 
Residual 1898.457 366 5.187   
Total 4370.857 370    

a. Dependent Variable: B.I 
b. Predictors: (Constant), N.B, M.C, O.E, B.B. 
 
ANOVA test shows significant of 0.000 which is less than 0.05 thus this model fits well. Sig. is smaller 5% (0.000) 
means that the connection of factors in the model showed the variance of dependent factor. 
Based on table Coefficients below, the significant of independent variable N.B is .886 which is > 0.05 showing 
that N.B independent variable is eliminated from the model in this research because it is insignificant. The 
remaining have significant of 0.000 < 0.05 so it has the meaning of explanation for dependent variable B.I 
 
Table 8. Coefficeints 
Coefficientsa 
Model Unstandardized Coefficients Standardized 

Coefficients 
t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) -.142 .983  -.144 .886   
B.B .180 .025 .375 7.175 .000 .435 2.299 
O.E .207 .043 .234 4.824 .000 .504 1.984 
M.C .209 .034 .263 6.055 .000 .629 1.589 
N.B -.004 .022 -.006 -.185 .853 .999 1.001 
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The equation of linear regression is: Y = B1X1 + B2X2 + B3X3 + BnXn . In which, for our study the multiple linear 
regression based on the coefficients is: B.I = 0.375*B.B + 0.234*O.E + 0.263*M.C. The increase of factors 
influences behavior intention of using non-cash payment practices, according to the positive coefficient. 0.375 is 
the largest coefficient of B.I which means the largest influence in the model and the next one of 0.263 is M.C, the 
last one is O.E with coefficient of 0.234. The high Beta value shows the higher influence of independent variables 
on dependent variables related to the customer’s behavior intention in using cash or non-cash payment practices. 
5. Conclusion  
According to regression analysis and 4 factors affecting behavior intention of using non-cash payment practices, 
the remaining part of this study suggest increasing behavior intention of using non-cash payment practices. The 
equation mentioned above as: B.I = 0.375*B.B + 0.234*O.E + 0.263*M.C which is possible for the highest 
outcome is behavior belief and next ones are motivation to comply and outcome evaluation, respectively. Hence, 
to increase customer’s behavior belief is to lead to behavior of using non-cash payment practices. Personal 
objective about the information and level of education of customer are related to behavior belief to decide payment 
practices. The belief in service provided is very important thus educating customers and provide information to 
make them understand about practices of payment should be improved and next, the motivation to comply affects 
subjective norms and affected by surrounding environment. The services accepting different payment practices 
will adjust the motivation to comply. Another suggestion is the evaluation of result which is together with behavior 
belief. Personal attitude includes both of that when using the service. Outcome evaluation is about customer’s 
expectation to gain from an issue, but behavior belief is personal belief about the issue. Thus, spreading good 
information to highlight the result of using non-cash payment practices will influence outcome evaluation and 
affect behavior intention of customers. 0.234 unit of behavior intention will be from 1 unit of outcome evaluation. 
In summary, there should be more research to be carried to determine more elements which could affect behavior 
intention in regards of using non-cash payment practices in Vietnam.  
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