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ABSTRACT

Internet banking is a form of e-banking service and has a promising development in
Vietnam. However, in recent years, some researches indicate that the number of
consumers using Internet banking in Vietnam is still relatively low, which is not
commensurate with the potential growth of the service. Therefore, it is necessary for
banks in Vietnam to evaluate the perceived value of consumers about Internet
banking and their purchase intention in order to expose suitable proposals to match

the customers’ demands and encourage them to using the service.

Based on many previous researches relating to this topic, the author identifies the
problems and objectives of the research, and creates model research as well as
research scales in order to evaluation the main variables of the study. The research
was conducted in three main cities in Vietnam (Ha Noi, Ho Chi Minh and Da Nang city)
with sample of 200 participants via paper and online self-administered

questionnaires.

The outcome of this research indicates Internet banking utilization situation in
Vietnam as well as customer perceived value about the service. In addition, the
results show the influences of perceived value’s components such as quality,
emotional value, monetary, time and effort; on purchase intention. Finally, based on
the key finding of the research, the author suggests some solutions for banks in order

to develop Internet banking service
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