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Abstract 

Vietnamese consumers have embraced online shopping but appear 

reluctance to use online payment. This study is an exploratory on online 

payment in Vietnam. In this study, we investigate the factors are 

measured by cue-based trust and perceived risk that influencing the 

reluctance to use online payment service among Vietnamese. Big Five 

personality framework is also used in this study to clarify the relationship 

between cue-based trust and perceived risk. In this study, the 

questionnaire was used to collect data from 183 of the respondents who 

live in two big cities in Vietnam (Ho Chi Minh and Danang) with 

complete answers participating in the study. Results show that both cue-

based trust and perceived risk factors are associated strongly with 

reluctance to pay online. Additionally, perceived risk mediates the 

relationship between cue-based trust of online retailer and customers’ 

reluctance in online payment. This study also reveals that Big Five 

personality trait (high conscientiousness and high agreeableness) 

moderate the relationship between cue-based trust and perceived risk. 

Findings may help online retailers to understand better customers’ 

behavior and convince customers’ acceptance online payment. The 

practical and research implications of these results are discussed. 

 

Keywords: online payment, reluctance, cue-based trust, perceived risk, 

Big Five personality traits. 
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Chapter 1: Introduction 

1.1 Overview 

1.1.1 The development of B2C e-commerce in Vietnam 

E-commerce is an inevitable trend of the global economy and

Vietnam is not apart from this movement. Decision 222 by the Prime 

Minister in 2005 on approving the Master Plan on E-commerce 

Development for the 2006-2010 Period was the first macro policy of the 

State with comprehensive measures, orientations and detailed action 

programs to promote the nationwide growth of e-commerce. Through this 

Decision, Vietnam government aimed to establish the foundation for a 

wide range of e-commerce activities and introduced e-commerce into 

social life through specific in economic and trade areas in Vietnam. 

Ten years after the effective date of Decision 222, Vietnam e-

commerce has shifted from the stage of forming and creating the 

infrastructure to the stage of thriving and gradually forming sustainable 

infrastructure. According to the survey of Vietnam E-Commerce and 

Information Technology Agency (VECITA), the application of e-

commerce in enterprises not only focused on the big cities but also spread 

nationwide. Besides, the legal framework related to e-commerce has 

advanced with clear definitions on enterprises’ obligations, while the 

functions of public sector organizations with regard to managing e-

commerce were also enhanced from the central to local level. In the term 

of B2C e-commerce, new businesses in diversified forms are 

implemented in the market.  

Statistics from VECITA in 2015, approximately 62% of the 43.9 

million Internet users in Vietnam were online shoppers and each shopper 

spent $160 a year via e-commerce platforms. They also estimated that 
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B2C e-commerce revenue hit 4.07 billion USD in 2015, up 37% 

compared to 2014.  It was also estimated by VECITA that the number of 

B2C e-commerce websites in 2015 was 9429, doubling the number in 

2014. According to the survey, the method of purchase via the B2C e-

commerce sale website was the most selected, accounting for 76%. The 

percentage of respondents using social networks for online shopping 

increased from 53% in 2014 to 68% in 2015. By 2020, the number of 

B2C e-commerce in Vietnam will grow by 52% compared to 2015, and a 

significant number of online shoppers will use smartphones to purchase. 

Table 1: B2C e-commerce metrics in Vietnam 2015 

Population 

of Vietnam 

2015 

Population 

using 

Internet 

The estimated 

per capita 

online 

spending 2015 

Internet 

users 

shopping 

online 

Estimated 

B2C e-

commerce 

revenue in 

2015 

91.3 

million 
45% 160 USD 62% 

4.07 billion 

USD 

Source: Vietnam E-commerce Report (2015) 

However, B2C e-commerce in Vietnam still has obstacles, including 

customers’ low trust in online shopping, unpopular online payment, and 

unqualified delivery and fulfillment services. In the survey of VECITA, 

the greatest obstacle was products/services of worse quality than 

advertised (73%), following by price (61%) and unprofessional logistics 

service (45%). Besides, according to VECITA, the main reasons for the 

unpopularity of online shopping were that they had no trust toward sellers 

(50%), found products or services could be bought faster and more easily 

in physical stores (37%) and had concerns of personal information 

disclosure (26%). 
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Developing B2C e-commerce has brought to Vietnam opportunities 

and challenges. Vietnam government, however, has more work to be 

done, especially in developing synchronously from legal infrastructure to 

technical infrastructure, human resources, as well as building trust among 

online shoppers. 

1.1.2 Online payment system in Vietnam 

On December 2014, The State Bank of Vietnam promulgated 

Circular No.39 guiding on the intermediary payment services. As 

specified by the Circular, types of payment intermediary services 

included the provision of electronic payment infrastructure such as 

financial switching, e-clearing, e-payment portal and services assisting 

payment services such as authorized collection and payment, e-transfer 

and e-wallet services. 

 

 

According to the statistic of the Banking Association, the total of 

bank cards in Vietnam is over 102 million cards (higher than the current 

Vietnam population – more than 90 million people), including 6 million 

TYPE OF INTERMEDIARY PAYMENT SERVICES 

Services of providing 
e-payment infrastructure 

Services of support 
payment services 

Financial 
switch 

services 

E-clearing 
services 

E-
payment 
gateway 
services 

Support 
services on 
revenue and 
expenditure 

Support 
services on 

money 
transfer 
services 

E-wallet 
services 

Figure 1: The type of intermediary payment services in Vietnam 

Source: Vietnam E-commerce Report (2014) 
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international payment cards and 96 million domestic payment cards. 

Corresponding the number of cards above, Vietnam also has nearly 

17,000 ATMs. In addition, 67 organizations provide online payment and 

34 organizations provide mobile payment services. In 2015, 2.2 million 

online shoppers paid online. Credit cards are increasingly diversifying. 

Most international brands like American Express, Visa, Master Card, 

JCB, Diners, Club, Discover, UnionPay are available in Vietnam. About 

e-wallet payments, the regulator has licensed 16 non-bank institutions and 

38 commercial banks collaborated with these institutions to provide e-

wallet services. In 2015, these organizations provided 4 million e-wallets, 

with a total transaction value of over 1.3 million USD.  

However, online payment in Vietnam in the past few years has 

mainly progressed in terms of quantity but not with the fundamental 

changes in quality. Cash payment still accounts for 60-65% payments. 

According to VECITA survey in 2015, B2C e-commerce websites 

satisfied the need of customers both in online and offline payment. The 

two mostly used methods were cash payment at the companies (87% of 

websites accepted) and bank transfer payment (77% of websites 

accepted). Cash on delivery was accepted by 64% of the websites. In 

contrast, online payment by credit cards, debit cards, e-wallets, SMS 

accounted for 25% of the websites. For websites accepting the online 

payment, the popular intermediate payment service providers were: Bao 

Kim (40%), Ngan Luong (20%), One Pay (10%), Banknetvn (5%). 4% of 

surveyed website chose Paypal - an international e-wallet service. 

Although government policies pursued a low rate of non-cash 

payment, businesses were still challenged with regard to online payment 

services. In Vietnam, convincing consumers and gain their confidence 

could be very difficult for the convenience of the services and the level of 
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security of payment transactions. The next difficulty is to mobilize long-

term capital to invest technical infrastructure. This infrastructure needs to 

meet the requirements of information security and allows payment on 

multiple devices through various channels. Therefore, exploring a new 

area is always a challenge but it also promises to bring a lot of 

opportunities for businesses that are innovative and adventurous. 

1.1.3 The current statuses of online payment in Vietnam 

In fact, although payment system is built quite completely and the 

online frauds in payment systems in Vietnam represent approximately 

0.06%, online payment is still not popular in Vietnam. The biggest 

difficulty of online payment faced by online retailers is Vietnamese 

customers’ habit of online purchase. Cash is the king because the bulk of 

Vietnamese personal consumption is done through the medium of cash. In 

online transactions, cash on delivery (COD) remains the dominant means 

of payment. Most of the online shoppers still preferred cash on delivery 

and bank transfer, 85% and 48% respectively of survey respondents chose 

these payment methods (VECITA 2015). There are two main reasons to 

explain this issue. Firstly, consumers appreciate the simplicity and value 

of COD, which is generally free. In addition, it is perceived as good 

customer service and a selection of items is often delivered to enable 

buyers to inspect goods prior to payment. Hence, low consumer 

confidence, service fragmentation, and disappointing user experiences 

with online payments services continue to slow uptake of non-cash 

payment acceptance. The high usage rate of cash on delivery results in 

high order cancellation rate in Vietnam, more than 30% of people have 

made the cancellation. Therefore, in the next period 2016-2020, the Prime 

Minister has given the green light to a master plan to establish e-

commerce services nationwide. Under this plan, by 2020 a network of 
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transportation, delivery and fulfillment services will have been built for e-

commerce covering all provinces and cities in the country, and will 

gradually expand to the region to promote cross-border e-commerce 

activities. Especially, in this plan, national e-commerce payment methods 

will be branched out to fit with various online payment models. The 

government aims to encourage the use of online payment systems and to 

eliminate cash payment. The plan targets to keep cash transactions rate 

under 10%. 

1.2 Problem Statement 

Along with the development of e-commerce, online payment 

services are becoming more diversified and convenient. Besides, online 

payment has become more popular in the world, as it has been 

increasingly important for financial sectors to improve their infrastructure 

(Lee & Cata, 2005). However, the complexity of the implementation of 

online payment is also creating challenges in influencing customer’s 

intention to use this service. In Vietnam, the rate of using online payment 

has not kept up with the development of e-commerce. Data from State 

Bank of Vietnam shows that by the end of 2015, although Vietnam B2C 

e-commerce revenue reached 4.07 billion USD, online payment only 

accounted for 5% (approximately 203.5 million USD). Such low adoption 

could be attributed to consumers’ unfamiliarity with online payment, 

inherent risks associated with online financial service providers and 

relative disadvantage against the dominance of cash on delivery method. 

Therefore, enhancing online payment systems should be the first priorities 

as long as Vietnam aims to build sustainable e-commerce.  

In recent years, many kinds of researches have been described the 

factors that affect consumers’ behavior in online shopping. Several 

studies have shown the relationship between consumers’ behavior and 
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personality traits is that personality traits are used to predict and explain 

human behavior (Kassarijan,1971; Ajzen, 1987). In terms of perceived 

risk, Mitchell (1999) suggest that risk perception is more powerful at 

interpreting consumers’ behavior because they prefer reducing risks than 

maximizing utility in purchasing. Besides, consumer perceptions of cue-

based trust of online retailers also affect their behavior in purchasing 

intention (Gefen et al., 2003; Chang &Chen, 2008). Although the current 

literature has proposed theories to explain customer adoption on “the 

process of acquiring and organizing information of a purchase decision 

and of using and evaluating products and services” (Moutinho, 1987), 

whether and how these factors could influence online shoppers’ behavior 

is not clear. This lack of clarifying motivates the present research in order 

to identify factors affecting the reluctance of Vietnamese in online 

payment as well as offering recommendations to address this issue. 

1.3 Research Questions 

Based on the statement of the problem, this study attempts to answer 

the following research questions: 

1) Why are Vietnamese people reluctant to use online payment? 

2) What are the antecedents of the reluctance of Vietnamese in online 

payment? 

3) Is cue-based trust toward online retailers an important factor in the 

reluctance of Vietnamese in online payment? 

4) Is perceived risk an important factor in the reluctance of Vietnamese in 

online payment? 

5) Do perceived risks mediate the relationship between cue-based trust 

and reluctance in online payment? 

6) Do personality traits moderate any effect between factors in cue-based 

trust toward online retailers and online shoppers’ perceived risks? 
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1.4 Outline of the Thesis 

This thesis comprises of five chapters in total. A short explanation of 

each chapter is given below: 

Chapter 1: Introduces the research background, including the 

development of e-commerce and the online payment systems in Vietnam. 

This chapter also introduces the problem statement and research questions 

in this study.  

Chapter 2: Review literature for related factors to be placed in the 

research model, including the reluctance to pay online, perceived risks 

related to online payment, cue-based trust and personality traits studies in 

online behavior. 

Chapter 3: This chapter presents the research methodology, which 

included a research model, research hypotheses, research questionnaire 

and data collection.  

Chapter 4:  Shows the results of the data analysis. The demographic 

analysis, materials, and measures are presented. The results of the 

hypothesis testing are also included in this chapter.  

 Chapter 5: This final chapter of the thesis provides the findings, 

discusses the implications and limitations, following suggestions for the 

future research.  
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Chapter 2: Literature Review 

2.1 Reluctance to pay online 

Reluctance is defined as “unwillingness or disinclination to do 

something” (Oxford dictionary). Ashahara et al. (2001) defined that 

“sense of reluctance refers to unwillingness to use a service, or the idea 

that one is refraining from doing something that is in some ways 

attractive”. Approach in the context of online payment, reluctance of 

customers can be defined as “a customer’s willingness or unwillingness to 

pay online depends significantly on his/her perceived risk and benefits of 

using the online payment system, on the option features offered in the 

system, and on the quality of retailers’Web site designs” (He & Mykytyn, 

2007). High transaction costs, fraudulent activity and the third parties in 

online payment system may affect customers’ disinclination to pay online 

(Treese et al., 1998). Hence, online retailers and third parties need to 

prove customer realize that online payment methods bring them more 

benefits than risks to reduce their reluctance in paying online. 

The reluctance of customer in online payment is affected by various 

barriers. Rao (2000) claim that security and credit card payment were the 

first reasons for consumer’s reluctance in the online purchase. In the line 

of research, Siau et al. (2004) also emphasize that there is a lack of 

consumers’ perceived security and trust in online retailers. In addition, 

Pikkarainen et al. (2004) show that information about online payment 

services and its benefits expressed by their trustworthiness cues are the 

critical factors that influencing the unwilling to use online payment 

because this can lead to the low expectation of customer about the utility 

of this service.  Other factors are perceived risk and perceived benefit of 

customers that are central in determining online shoppers’ reluctance to 
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pay online (Dou, 2004). Whether if these barriers affecting consumers’ 

reluctance are eliminated, online payment will be as common as the 

conventional payment method.  

To eliminate the reluctance of customer, He et al. (2007) support that 

customer will be significantly more likely to adopt online payment 

methods if they provided that: 

- The retailer’s transaction network is secure; 

- The online payment methods are easy to learn; 

- The retailer’s online payment system offers customers the option 

feature of recurring automatic deductions. 

Hence, the online customer will accept online transaction only if 

they confident that the purchase process will successfully deliver at all 

levels from purchasing to finishing payment. 

2.2 Perceived risks related to online payment 

Perceived risk has been used to explain online shoppers’ behavior.  

It has been defined as “a combination of uncertainty plus seriousness of 

outcome involved” (Bauer, 1967) and “the expectation of losses 

associated with purchase and acts as an inhibitor to purchase behavior” 

(Peter & Ryan, 1976). However, the size of perceived risk may change by 

the product (or service) class (Featherman & Pavlou, 2003). Lee (2009) 

defined “perceived risk in online payment as the subjectively determined 

expectation of loss by an online user in contemplating an online 

transaction”. In our study, perceived risk is posited as a prominent barrier 

to the consumer in acceptance of online payment.  

Some study emphasized that one of the major impediments to the 

development of e-commerce is an online shopper’s perceived risk 

(Award, 2004; United Nation, 2005). In line with the research, Roselius 

(1971) support that sellers should first determine the kind of risks 
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perceived by their customers. Why does perceived risk play an important 

role in online shoppers’ behavior? Firstly, perceived risk reduces online 

shopper’s intention to exchange information and complete transaction 

(Pavlou, 2003; Lu et al., 2011).  In addition to the relationship between 

risk and intention, risk perception mediates the effect of trust intention of 

the customer (Pavlou, 2003). Perceived risk is explained as a necessary 

antecedent for trust to be operative and a successful result of trust 

building may decrease perceived risk of the transaction (Mitchell, 1999). 

Besides, online shoppers are more often motivated to avoid mistakes than 

to maximize utility in purchasing (Mitchell, 1999). This leads to 

perceived risk associated with the amount and frequency of online 

purchase made (Dollin et al.,2005). Therefore, perceived risk may affect 

to sales of online retailers. We examine that risk perception plays 

extremely important because it affects directly customer’s intention, 

customer’s trust and sales of online retailers. 

Perceived risk is also measured by many different factors. The first 

factor is personality traits. Weber et al. (2002) suggest that personality 

traits influence risk-taking mostly by changing people’s perception of the 

riskiness, rather than by affecting their willingness to take on more or less 

risk. Secondly, trust alleviate the effect of risk on online purchase 

decisions. The consumer’s trust toward online retailers will increase his 

or her intention to purchase indirectly by reducing his or her perception of 

risk (Kim & Rao, 2008). In addition, previous research has demonstrated 

that cultural differences affect toward perceived risk (Douglas & 

Wildavsky, 1982; Hsee & Weber, 1998). They found that Chinese 

students were significantly less risk-averse than Americans in their 

choices between risky options. In our study, personality traits, trust, and 
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cultural differences can be the factors affecting clearly to perceived risk 

of Vietnamese in online payment. 

Online payment has a relative advantage over traditional payment in 

terms of low cost and convenience. In the contrary, online payment 

contains many risks which make online shoppers’ reluctance to use this 

method.  Most of the risks in online payment arise from the difficulty of 

mutual verification between online retailers and online shoppers. First, 

online retailers and online shoppers cannot see each other, and they know 

each other by virtual identity. Second, in the online environment, online 

shoppers cannot closely check the product before purchase. When they 

view a product at a website, their experience of product’s quality is 

limited. Additionally, the risk in the online transaction is also affected by 

the payment method itself. Privacy and security are considered as the key 

factors affecting online shoppers’ payment decisions (Mantel, 2000).  In 

the line of research, Ba et al. (2000) emphasized that not all online 

shoppers like to use credit cards online due to various security and 

privacy concerns. Besides, they are afraid that a third vendor party via the 

Internet may intercept their information, or online retailers may steal their 

credit card information. Thus, there are many risks come from many 

different sides, this leads to increasing reluctance of online shoppers to 

pay online. 

2.3 Cue-based trust 

The reason more has yet to pay online or even provide personal 

information to online retailers in exchange for access to information, is 

the basic lack of trust between businesses and consumers. Consumers do 

not trust most online retailers enough to establish in relationship 

exchanges involving money and personal information with them. Hence, 

trustworthiness cues are important in building consumer trust in an online 
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shopping environment (Urban et al.; 2000). Wang et al.  (2004) define 

“Cue-based trust as the trust consumers form based on cues received 

from an initial encounter with a stimulus. It involves consumers’ beliefs 

that his or her vulnerabilities will not be exploited”. Online retailer 

trustworthiness based only on cues impact to customers. 

The major challenge facing all online retailers is how to build 

consumer’s online trust. Bart et al. (2005) show that online trust includes 

consumer perceptions of their expectations, believable and confidence in 

online retailers. They also suggest that through the cue-based trust from 

online retailers, online shoppers have positive impressions of a Web site 

and accept vulnerability, he or she develops trust that online retailers. 

Wang et al. (2004) confirm that cue-based trust played an influential role 

in online shoppers’ positive behavioral responses to the online retailers. 

Besides, Jarvenpaa et al. (1999) suggest that higher trust of online 

retailers decrease perceived risk, this leads to increase the customers’ 

willingness to purchase online. Hence, cue-based trust is a first 

impression of online retailers to build online trust and reduce perceived 

risk of online shoppers. 

As the online environment features many possibilities for fraud 

(Grazioli & Wang, 2001), online shoppers will have to make inferences 

from the cues provides by online retailers before deciding to buy it when 

visiting an unknown Web site (Kirmani & Kao, 2000). Several studies 

explore the cues that impact online shoppers’ initial trust. Bahmanziari et 

al (2003) show that a money back guarantees, customer help/online 

assistance, and availability of training are cues that can affect online 

shoppers’ initial trust. In addition, online retailers need to provide seals of 

approval, return policy, detailed privacy disclosures, security disclosures 

and awards from neutral sources because these cues have significant 
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effects in building online shoppers’ trust (Wang et al., 2004). Based on 

these cues, online retailers can overcome the initial trust barriers and 

build customers’ online trust. 

Wang et al. (2004) study five trustworthiness cues of online retailers 

are as follows: 

- Seals of approval: The use of Internet seal of approval programs 

concerns consumer-related online privacy practices. Through the process 

of transfer, online shoppers build on the seals of approval’s reputation for 

online retailers. 

- Return policy: The role of return policy is alleviating online 

shoppers’ perceptions of transaction risks and promoting their perception 

toward product quality. Wood (2000) showed that return policy leniency 

is one way to minimize the inherent consumer risks in the purchase 

environment, thereby increasing the cue-based trust in the online retailer. 

- Security disclosures: Encrypted data transaction and adapted 

technology will ensure the transaction security. Consumers access the 

online retailer ‘s intention to enhance the security of the online 

transaction, thereby they increase cue-based trust in the online retailer. 

- Privacy disclosures: Web site privacy disclosures refer to a 

description of why consumer data are gathered, how it will be used, and 

how it will be stored to enable consumer privacy. Privacy disclosures are 

expected to reduce the perceived risks and enhance the relationship 

between customer and online retailers. 

- Awards from neutral sources: Awards are more effective at 

signaling reputation of online retailers because the source of information 

is a cue that will influence the believability. Awards from neutral sources 

help online shoppers build their public images also the initial trust of 

online shoppers. 
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Based on the cue-based trusts discussed above, the research will be 

added to two elements in the current study: 

- Previous customer review: Customer experience in the online 

environment is important in determining customer behavior (Novak et al., 

2000). Prior research has shown that online shoppers use previous 

customer review in their pre-purchase external search efforts. Hence, 

online retailers might provide customer review source to engage 

customers’ trust when they decide to purchase and pay online. In this 

study, previous customer review may be a cue-based trust of online 

retailers. 

- Product descriptions: Havlena and DeSarbo (1991) emphasized 

that the risk associated with buying a new product often originates from 

the online shopper’s lack of information and prior experience with the 

product.  The type of information source indeed influences consumers’ 

online product choices, and that it is more influential than conventional 

recommendation sources (Senecal et al., 2004). In the line of research, Ho 

and Wu (1999) have suggested that valuable and accurate product 

descriptions lead to higher online customers’ satisfaction. Therefore, to 

reduce risk perception and provide effective customized information for 

customers, online retailers must provide details profiles for their products 

(Ha, 2006). Thus, online retailers need to provide detailed product 

descriptions as their trustworthiness cue for customers. 

2.4 Personality traits studies in online behavior 

 Ajzen (1988) noticed that personality traits studies play an 

important role in predicting and explaining human behavior. Social 

psychologists and marketing researchers have found great success in 

using personality traits to understand consumer behavior (Mount et al., 

2005). Ajzen and Fishbein (1980) find that the importance of personality 
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informing individuals’ beliefs and motivating their behavior. In recent 

years, the major focus of the personality studies was on investigating 

factors affecting intention and adoption of online shoppers. In the online 

business environment, Ranaweera et al. (2008) illustrates that it is crucial 

for services providers to recognize both the opportunities personality 

traits offer in identifying potentially lucrative online shoppers as well as 

understand the challenges that the same traits pose. They also emphasized 

that online retailers who are knowledgeable of personality traits are likely 

to gain an advantage over their competitors in customizing their Web 

sites to meet distinct personality traits. Online retailers who can 

understand clearly personality traits studies leads to increase the 

opportunities to reach customers in the complexity of shopping behavior.   

Many studies successful attempt to explain online behavior using 

personality traits to establish an integrative picture of online shopper’s 

characteristics. Donthu and Garcia (1999) have described the differences 

in a variety of psychological constructs between people who shop online 

and those with Internet access but who do not use it for shopping. Their 

study has showed that online shoppers are more willing to innovate and 

take risks, more impulsive and are more often variety seekers than non-

Internet-shoppers. In pursuing this line of research, Bonsnjak et al. (2005) 

find that three of the Big Five factors – Neuroticism, Openness to 

Experiences and Agreeableness – significantly influence on the 

willingness to buy online. In this study, Big-Five personality traits 

(Digman, 1990) have been used to investigate the relationship between 

online customers’ trust with online retailers’ cues and perceived risk of 

online shoppers. 
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Chapter 3: Methodology 

3.1 Introduction 

After reviewing related findings in the current literature, this chapter 

proposes the research model and hypotheses in our study. To assess the 

factors affecting Vietnamese customers’ reluctance in online payment, the 

present research was grounded on the Big Five Personality Traits theory, 

cue-based trust for online retailers, and perceived risks theory to create 

the research model. In this chapter, the study proposes a new model for 

evaluating the attitude and behavior of customer for online payment 

through their trust and perceived risks. 

3.2 Research Model 

The theoretical model is presented in Figure 3-1. The proposed 

research model includes five variables based on Big Five Personality 

Traits theory (extraversion, conscientiousness, emotional stability, 

openness to experience, agreeableness) to assess online shoppers’ 

personality traits. Seven dimensions (seals of approval, return policy, 

security disclosures, privacy disclosures, awards from neutral sources, 

previous customer reviews, and product descriptions) were used to 

evaluate cue-based trust toward online retailers (Wang et al., 2004). 

Besides, perceived risks were measured based on Yang et al. (2012). 

Through cue-based trust and perceived risks, the reluctance of customer 

in online payment is measured based on Bartikowski and Walsh (2015).
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From the analysis and evaluation, our study proposes that (1) cue-

based trust has a direct influence on customers’ reluctance in online 

payment; (2) cue-based trust has a direct influence on customers’ 

perceived risk; (3) the negative influence of cue-based trust on customers’ 

perceived risk is stronger by personality traits; (4) customers’ perceived 

risk has a direct influence on customers’ reluctance in online payment. 

The overall research can propose this model for assessing the customers’ 

behavior and attitude in online payment. Figure 3-1 illustrates the 

hypothesized relationships considered in this study. More specifically, 

perceived risk stands between trustworthiness cues and customer’s 

reluctance in online payment - perceived risk is a mediator variable. We 

suggest the importance of our hypothesis model that perceived risk 

mediate the relationship between cue-based trust of online retailer and 

customers’ reluctance in online payment. In addition, we also propose 

that the direct effect of cue-based trust on perceived risk is influenced 

across personality traits. Personality traits are therefore considered to 

moderate the relationship between cue-based trust and perceived risk. 

Cue-based Trust Perceived Risk 
Customers’ 

reluctance in online 
payment 

Personality Traits 

H3a,b,c,d,e 

H1: (-) 

H2: (-) H4: (+) 

Figure 2: Research Model 
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3.3 Research Hypotheses  

Several studies claim that customer’s initial trust can be impacted by 

the cue-based trust of online retailers (Kirmani & Kao, 2000; Wang, 

Betty & Foxx, 2004).  Chen and Barne (2007) support that higher degrees 

of online initial trust stimulate higher online shoppers’ purchase intention. 

In the line of the research, Teo and Liu (2007) clarify that there is a 

positive relationship existed between consumer trust and their willingness 

to buy from the online retailers. Therefore, based on the online initial 

trust, online shoppers have more willing and intend to make online 

transactions (Pavlou, 2003). Thus, the cue-based trust of online retailers 

can affect the willingness or unwillingness of online shoppers in making 

the online transaction. In the relationship between cue-based trust and 

customers’ unwillingness in online payment, our study assumes the 

hypothesis is that: 

H1: Cue-based trust from online retailers will decrease customers’ 

reluctance to pay online. 

Mayer et al. (1995) show that the relationship between trust and risk: 

trust is the willingness to assume risk while trusting behavior is the 

assumption of risk. Teo and Liu (2007) argue that there is a strong 

negative relationship between online shoppers’ trust and their risk 

perception. In other words, high level of consumers’ trust in an online 

retailer decreases their perception of risk on them. Additionally, 

consumers’ trust will not be based on any kind of experience or firsthand 

knowledge of the online retailers, but it will be based on his or her own 

disposition to trust cues (Hu et al., 2010). For that reasons, through 

trustworthiness cues of online retailers, consumer’s trust in online can 

increase, this leads to reducing their perceived risk. Therefore, we 
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hypothesize the relationship between cue-based trust and customers’ 

perceived risk is that: 

H2: Cue-based trust of online retailers will decrease customers’ 

perceived risk. 

Online retailers provide various cues on their trustworthiness to 

online shoppers. When multiple consistent cues are presented to an online 

shopper, each cue tends to receive different attention and weight in the 

online shopper’s evaluation. These cues are either disregarded or 

perceived according to online shoppers’ personal traits (Hu et al., 2010). 

Therefore, the cue-based trust may vary across different personality traits. 

Besides, Weber et al. (2002) emphasize that personality traits affect 

online shoppers’ willingness to take the risk. In our research, therefore, 

personality traits are expected to moderate the effects of trustworthiness 

cues on customers’ perceived risk in online payment. We next developed 

a hypothesis for each personality trait. 

The first trait is considered is extraversion. Prior research has found 

that individuals who are low in extraversion have more risk concern 

(Barnes et al., 2007; Chen, 2011). We suggest that online shoppers who 

are the less extraverted considered risk as stronger factors of their trust in 

online retailers than more extraverted ones.  

H3a: The negative influence of cue-based trust on consumers’ perceived 

risk will be strong for low extraversion consumers. 

The next trait is conscientiousness. Ashton et al. (2002) find that 

people scoring high conscientiousness have less risk-oriented. Therefore, 

these online shoppers’ traits consider carefully trustworthiness signals of 

online retailer and if their signals are reliable, they will have a positive 

influence.  The hypothesis is that: 
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H3b: The negative influence of cue-based trust on consumers’ perceived 

risk will be strong for high conscientiousness consumers. 

Neuroticism is used to describe an individual’s emotional stability. 

Individuals high in neuroticism are more likely to show anxiety and 

vulnerable, be easily frustrated when something goes wrong or encounter 

an unfamiliar situation (David et al., 1997). Hence, we suggest that high 

neuroticism online shoppers (low emotion stability) increase the negative 

effect of trustworthiness signals on their perception of risk.  

H3c: The negative influence of cue-based trust on consumers’ perceived 

risk will be strong for low emotion stability consumers. 

Characteristics such as creativity, broad-mindedness, and 

willingness to experiment or to try new things have been used to describe 

individuals who are high in openness (Lepine, 2003). People high on this 

trait use their intellect, logic and rationally to analyze and understand 

better the risks and new information. Therefore, the online shopper in low 

openness to experience can be affected strongly by the negative influence 

of trustworthiness cues on their perceived risk. The hypothesis is that: 

H3d: The negative influence of cue-based trust on consumers’ perceived 

risk will be strong for low openness to experience consumers. 

The last trait is agreeableness. More agreeable individuals who are 

generally more likely to trust their social environment and who have a 

tendency to strive for harmony in their social relationships expressed 

fewer concerns about the risk (Junglas & Spitzmuller, 2006). Hence, we 

hypothesize that online shopper scoring in high agreeableness tends to 

perceive fewer risks in online shopping and they are influenced by the 

negative effect of cue-based trust on their risk perception than that less 

agreeableness.  



 

 - 22 - 

H3e: The negative influence of cue-based trust on consumers’ perceived 

risk will be strong for high agreeableness consumers. 

Previous online shoppers’ behavior and information systems 

research have highlighted perceived risk as an inhibitor to customers’ 

adoption of online transactions. In predicting e-service adoption, facets of 

risk (e.g., time risk, privacy risk, and financial risk) were identified as 

antecedents (Featherman & Pavlou, 2003). The relationship between 

perceived risk and transaction intentions can be explained by the notion 

of perceived behavioral control (Ajzen, 1991). Perceived risk among 

consumers translates into their reluctance to use electronic payment (e.g., 

debit and/or credit card) over the Internet, which further results in their 

disengagement from electronic transactions (Salam, Rao & Pegels, 2003). 

Thus, the present study hypothesizes: 

H4: Low perceived risk will decrease customers’ reluctance to pay 

online. 

3.4 Questionnaire 

To test the model and hypotheses, this research collected data with 

questionnaires including five parts. Table 3-1 below describes the 

constructs, item, the number of questions for each item and the 

references. 

Table 2: Questionnaire Constructs, Items and References 

Constructs 

(5) 

Item (16) 
Questions 

References 

Personality 

Traits 

Extraversion 2 

Gosling et 

al. (2003) 

Conscientiousness 2 

Emotional Stability 2 

Openness to Experience 2 
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     * Seft-developed scale items, **Customized scale items. 

Agreeableness 2 

Cue-based 

trust 

Security disclosures check 1 

Wang et al. 

(2004) 

Privacy disclosures 3 

Return policy check 2 

Awards from neutral sources 

check 
3 

Cue-based trust 3 

Willingness to provide 

personal information 
2 

Bookmarking 2 

Describes of product* 1 
Senecal et 

al. (2004) 

Comments of customer* 1 

Novak, 

Hoffman, 

and Yung 

(2000) 

Perceived 

risks 
Perceived risks** 4 

Yang et al. 

(2012) 

Customers’ 

reluctance 

Reluctance to use online 

payment** 5 

Bartikowski 

and Walsh 

(2015) 

Personal 

information 

Gender, Age, Education, 

Occupation, Monthly 

Income, Online payment 

experience (years) 

7 
Yang et al. 

 (2012) 
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3.5 Data collection 

A total of 183 respondents answered all pertinent questions on both 

online and paper survey through the largest Ho Chi Minh city and the 

third largest Danang city in Vietnam. The survey questionnaires were 

answered online (137 respondents) or filled directly in the form (46 

respondents). Respondents were categorized by gender, age group, 

education, occupation, monthly income, and years of online payment. 

Majority of the respondents were men (54.1%), between 24 and 30 years 

of age (29.5%), almost graduated university or above (62.3%), working in 

corporate (49.7%), monthly income between VNS 5,000,000 and VND 

10,000,000, and online payment experience between 0 and 5 years 

(48.1%). Table 3-2 summarized the sample characteristics: 

Table 3: Sample characteristics 

  Number respondents 

Measure Item Count 
Percentage 

(%) 

Gender 
Male 

Female 

99 

84 

54.1 

45.9 

Age 

18 or below 

>18 and £24 

>24 and £30 

>30 and £35 

36 or above 

16 

41 

54 

27 

45 

8.7 

22.4 

29.5 

14.8 

24.6 

Education 

High school or below 

Two-year college 

Four-year college 

Graduates university or above 

23 

23 

23 

114 

12.6 

12.6 

12.6 

62.3 
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Occupation 

Corporate 

Government 

Education 

Students 

Others 

91 

46 

13 

19 

14 

49.7 

25.1 

7.1 

10.4 

7.7 

Monthly 

income 

(VND) 

£ VND3,000,000 

>VND 3,000,000 – £VND 5,000,000 

>VND 5,000,000 – £VND 10,000,000 

>VND 10,000,000 

33 

48 

60 

42 

18 

26.2 

32.8 

23 

Online 

payment 

experience 

(years) 

None 

>0 and £5 

>5 and £10 

>10 

50 

88 

31 

14 

27.3 

48.1 

16.9 

7.7 
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Chapter 4: Analysis 

4.1 Demographic analysis 

4.1.1 Age and Gender 

According to Figure 4-1, participants can be divided by age into five 

groups. The first age group is below 18 years old (8.7%), the second is 

from age 18 to 24 (22.4%), the third is from age 25 to 30 (29.5%), the 

fourth is from 31 to 35 (14.8%) and the remaining 24.6 percent belongs to 

the group of ages 36 and older. Based on this Figure, the participants aged 

25 to 30 were the largest group. This figure also shows that the survey 

participants are 54.1% males and 45.9% females.  

Figure 3: Age and by Gender 

4.1.2 Education 

Figure 4-2 shows the percentages related to the education of 

participants. Most of the participants graduated from university or a 

higher level (62.3%). There are same percentage (12.6%) of participants 

who study high school or below, two-year college and four-year college. 

18 or 
below
8.7%

>18 and
<=24

22.4%

>24 and
<=30

29.5%

>30 and
<=35

14.8%

36 or 
above
24.6%

AGE

Male
54.1%

Female
45.9%

GENDER
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Figure 4: Education 

4.1.3 Occupation 

Figure 5: Occupation 

Figure 4-3 indicates that 49.7% of the respondents work in 

corporate, followed by government (25.1%), students (10.4%), others 

(7.7%) and education (7.1%). 

Corporate
49.7%

Government
25.1%

Education
7.1%

Students
10.4%

Others
7.7%

OCCUPATION 

High shool or 
below
12.6%

Two-year 
college
12.6%

Four-year 
college
12.6%

Graduates 
university or 

above
62.3%

EDUCATION
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4.1.4 Monthly income 

Among the respondents, 32.8% earn VND 5,000,000 – VND 

10,000,000 every month, 26.2% earn VND 3,000,000 – VND 5,000,000, 

followed by 23% earn more than VND 10,000,000 and 18% earn less 

than VND 3,000,000.  

Figure 6: Monthly income 

4.1.5 Online payment experience (years) 

Figure 7: Online payment experience (years) 

18%

26.2%

32.8%

23%

MONTHLY INCOME 

<= VND 3,000,000 >VND 3,000,000 -<=VND 5,000,000

>VND 5,000,000-<=VND 10,000,000 >VND 10,000,000

None
27.3%

>0 and <=5
48.1%

>5 and <=10
16.9%

>10
7.7%

ONLINE PAYMENT EXPERIENCE 
(YEARS)
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Figure 4-5 shows the percentage of online payment experience of 

respondents. 48.1% of respondents have used online payment from 0 to 5 

years, followed by the group have never used online payment (27.3%), 

and in third place containing respondents who have paid online from 5 to 

10 years (16.9%). The last group, represented by only 7.7% of 

respondents who have paid online more than 10 years.  

4.2 Materials and measures 

4.2.1 Sample 

To test the proposed relationships, the present study administered 

online and paper questionnaires. Subjects for the study were suitable 

selected people that were approached in different places (supermarkets, 

coffee shops, companies) in two big cities Danang and Ho Chi Minh to 

complete the self-administered survey. Besides, we sent the link of the 

online survey to the group buying online on Facebook 

(https://www.facebook.com/groups/MevabetrenShopee/) to invite 

participants to join our survey. Finally, 183 usable questionnaires were 

collected. These respondents were balanced in terms of gender (54.1% of 

them were male), relatively young (29.5% of them were between 24 and 

30 years old), generally highly educated (62.3% of them had completed 

their university studies). Prior research has found that these characteristics 

are common among online shoppers (Girard et al, 2003). 

4.2.2 Measures 

The questionnaire was first developed in English and then translated 

to Vietnamese. The questionnaire used seven-point Likert scales, in 

which participants chose from one (strongly disagree) to seven (strongly 

agree). Participants were asked to their willingness to provide personal 

information, bookmarking and reluctance to use online payment ranging 

from one (very unlikely) to seven (very likely).  
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The research model includes four constructs. Cronbach’s alpha was 

used to assess internal consistency reliability and construct validity (Table 

4-1). Ten Items Personality Inventory (TIPI) (Gosling et al., 2003) were

used to measure Big Five Personality Traits. Each personality dimension

includes 10 items (5 worded positively and 5 worded negatively). The

negatively worded items were reverse coded. Five items (security

disclosures check, privacy disclosures, return policy check, awards from

neutral sources check, cue-based trust, willingness to provide personal

information, bookmarking) on cue-based trust were used from Wang et al.

(2004). To warrant the validity of the instrument, items used to measure

the constructs were adjusted from the extant literature by modifying the

wording of the questionnaire to fit the online payment context. The items

on perceived risks of customers were adapted from Yang et al. (2012) to

measure customers’ perceived risks in online payment. We also adapted

the reluctance to purchase foreign products from Bartikowski and Walsh

(2015) to assess the reluctance of customer to use online payment. In

addition, we develop two new items in cue-based trust construct

(describes of product, comments of customer) and one new item in

perceived risks construct. We suggest that these items can be suitable for

Vietnamese online shoppers’ behavior.

Table 4: Measurement instruments and internal reliability 

Construct Number of items 
Cronbach’s 

alpha 

Big-Five personality 10 N/A 

Cue-based trust 3 0.908 

Perceived Risks 4 0.882 

Reluctance to use online payment 5 0.937 
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Cronbach’s alpha measures the internal reliability of scales used in 

this study. As shown in Table 4-1, Cronbach’s alpha for cue-based trust, 

perceived risks and reluctance to use online payment were 0.908, 0.882, 

0.937 respectively and were higher than 0.7. When performing the 

reliability analyses, we did not consider the Big Five personality 

construct. Gosling et al. (2003) claim that the goal of TIPI is to create a 

very short instrument that optimized validity including content validity 

but not to create an instrument with high alphas. Therefore, TIPI is widely 

used Big Five measure to predict external correlated and convergence 

between self and observer ratings (Gosling et al., 2003). 

4.3 Data analysis 

4.3.1 Analysis steps for mediator variable 

Hypotheses 1, 2 and 4 examined the effects of mediating variable. 

We assessed our hypotheses by using regression to assess the conditions 

for mediation. Fist, the reluctance in online payment measure was 

regressed on the cue-based trust measure to establish that there was an 

effect to mediating (Hypothesis 1). Secondly, the measure of perceived 

risks was regressed on the cue-based trust based on hypothesis 2. In the 

third equation, the reluctance in online payment measure was regressed 

on both the cue-based trust and perceived risks measure. This provided a 

test of whether perceived risk was related to reluctance in online payment 

and an estimate of the relation between the cue-based trust measure and 

the reluctance in online payment measure controlling for perceived risks. 

To demonstrate that perceived risks functioned as a mediator in this 

model, the strength of the relation between cue-based trust and reluctance 

in online payment should significantly decrease. Hence, the change in 

regression coefficients was increased would serve as an indicator of the 

potency of the mediator.  
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4.3.2 Analysis steps for moderator variables 

Hypotheses 3-a, 3-b, 3-c, 3-d, 3-e examined the effects of 

moderating variables. Before this analysis, the respondents in the sample 

were divided into two group: customers who score high in personality 

traits and those who score low in personality traits. The median of each 

personality trait was used as the cut-off value. Three regression steps 

were established for these hypotheses. The first step examined the direct 

effect of cue-based trust on perceived risks of customer. The second step 

contained the direct effects of personality traits on customers’ perceived 

risks. And in the third step, we checked the significance of the 

coefficients of interaction terms.   

4.4 Results 

4.4.1 Result of mediator variable 

Table 4-2 contains the analyses necessary to examine the 

mediational hypothesis. Following the steps outlined earlier for testing 

mediation, we first examined that cue-based trust was related to 

reluctance in online payment by regressing reluctance in online payment 

on cue-based trust. The result showed that cue-based trust was 

significantly associated with reluctance in online payment (B = -0.323, b 

= -0.258, p < 0.001). Hypothesis 1 was supported and the requirement for 

mediation in Step 1was met. Next, to establish that cue-based trust was 

related to the hypothesized mediator, perceived risks, we regressed 

perceived risks on cue-based trust. Cue-based trust was significantly 

associated with perceived risks (B = -0.377, b = -0.351, p < 0.001), and 

thus hypothesis 2 was supported and the requirement for mediation in 

Step 2 was met. To test whether the hypothesized mediator – perceived 

risks – was related to reluctance in online payment, we regressed 

reluctance in online payment simultaneously on both cue-based trust and 
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perceived risks. Perceived risk was significantly associated with 

reluctance in online payment while controlling for cue-based trust (B = 

0.731, b = 0.62, p < 0.001). The third regression equation also provided 

an estimate of the relation between cue-based trust and reluctance in 

online payment, controlling for perceived risks. The regression 

coefficients in the step 3 indicated that the influence of cue-based trust on 

reluctance in online payment was weakened (b from -0.258 to -0.058). 

Therefore, perceived risks functioned as a mediator in this model, 

explaining the causal link between cue-based trust and reluctance in 

online payment. All steps have variance inflation factors (VIF) measure 

less than 10, which, therefore, we suggested that there was no apparent 

multicollinearity issue in this model. The results in Table 4-2 

demonstrated that the relation between cue-based trust and reluctance in 

online payment was reduced when perceived risks were added to the 

model by using multiple regression.  

Table 5: Testing for perceived risks as a mediator 

Steps in testing for mediator a B 
Std. 

Error 
b VIF 

 Step 1: CTRUST®RELUCT -0.323 0.09 -0.258 1 

Step 2: CTRUST®PR -0.377 0.075 -0.351 1 

Step 3: CTRUST, PR®RELUCT 

CTRUST -0.072 0.076 -0.058 1.116 

PR 0.731 0.071 0.62 1.116 
a CTRUST: cue-based trust; PR: perceived risk; RELUCT: reluctance in 

online payment. 
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4.4.2 Results of moderator variables 

Following the steps outlined earlier for testing mediation, we first 

established that cue-based trust will decrease perceived risks. The result 

showed that cue-based trust was significantly associated with perceived 

risks (B = -0.377, b = -0.351, p < 0.001). According to the results for the 

step one, perceived risks decreased as cue-based trust increased. In the 

step 2, we entered personality traits into the regression models and found 

that emotional stability was significant (B = -0.674, b = -0.241, p < 0.01). 

The step 3 examined the coefficients of interaction terms and found two 

significant moderators. Specifically, conscientiousness produced a 

moderating effect (B = -0.510, b = -0.898, p < 0.01) so that cue-based 

trust reduced more risk perception in customers of high consciousness 

than in those of low conscientiousness. Moreover, agreeableness 

generates a moderating effect (B = -0.846, b = -1.150, p < 0.001) in 

which trustworthiness cues were found to reduce the risk perception of 

high agreeable customers. Contrary to our predictions, the other 

hypotheses (H3a, c, d) were not supported. This suggested that 

Extraversion, Emotion Stability, Openness to Experience have no 

moderating effect in the relationship between cue-based trust and 

perceived risks. Table 4-3 indicates the important information in 

determining the significance of moderating effects. 

Table 6: Testing Big Five personality traits as moderators 

Steps in testing for 

moderator b
B 

Std. 

Error 
b VIF R2 

Dependent Variable: PR 

Step 1 

CTRUST* -0.377 0.075 -0.351 1.000 0.123 
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Step 2: 

EXT -0.111 0.198 -0.004 1.024 0.123 

CONS -0.295 0.199 -0.103 1.000 0.179 

EMO* -0.674 0.192 -0.241 1.040 0.179 

OPEN 0.013 0.200 0.005 1.038 0.123 

AGRE -0.072 0.307 -0.016 1.009 0.123 

Step 3: 

CTRUST´EXT 0.121 0.153 0.217 15.396 0.126 

CTRUST´CONS* -0.510 0.161 -0.898 17.599 0.179 

CTRUST´EMO 0.237 0.150 0.439 16.892 0.190 

CTRUST´OPEN -0.104 0.153 -0.188 15.868 0.125 

CTRUST´AGRE* -0.846 0.225 -1.150 20.589 0.187 
b PR: perceived risk; CTRUST: cue-based trust; EXT: low extraversion; 

CONS: high conscientiousness; EMO: low emotion stability; OE: low 

openness to experience; AGREE: high agreeableness. 

Table 7: Results of hypothesis testing 

Hypothesis content Result 

H1: Cue-based trust from online retailers will decrease 

customers’ reluctance to pay online. 
Supported 

H2: Cue-based trust of online retailers will decrease 

customers’ perceived risk. 
Supported 

H3a: The negative influence of cue-based trust on 

consumers’ perceived risk will be strong for low 

extraversion consumers. 

Not supported 
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H3b: The negative influence of cue-based trust on 

consumers’ perceived risk will be strong for high 

conscientiousness consumers. 

Supported 

H3c: The negative influence of cue-based trust on 

consumers’ perceived risk will be strong for low emotion 

stability consumers. 

Not supported 

H3d: The negative influence of cue-based trust on 

consumers’ perceived risk will be strong for low openness 

to experience consumers. 

Not supported 

H3e: The negative influence of cue-based trust on 

consumers’ perceived risk will be strong for high 

agreeableness consumers. 

Supported 

H4: Low perceived risk will decrease customers’ 

reluctance to pay online. 
Supported 
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Chapter 5: Discussion and Conclusion 

5.1 Discussion 

This study aimed to develop a theoretical model of online payment 

that incorporates cue-based trust and perceived risks to empirically test 

whether the constructs affect customers’ reluctance in online payment. 

The results of this study indicate that there are significant relations among 

the constructs, offering findings to the current literature with the validated 

research model. The following section will review our findings and offer 

explanations for our observations regarding each finding.   

First, we found that cue-based trust of online retailers will reduce the 

reluctance of customers to pay online. This may be true because cue-

based trust played an influential role in online shoppers’ positive 

behavioral responses to the online retailers (Wang et al., 2004). Besides, 

cue-based trust of online retailers increase not only online shoppers’ trust 

but also online shoppers’ expectation to use online payment. Therefore, 

based on trust, online shoppers have more confidence at all levels from 

purchasing to finishing payment.  

Second, we found the cue-based trust of online retailers reduced 

customers’ perceived risks. The negative relationship between trust on 

perceived risks is consistent with academic research (Kesharwani et al., 

2012), which suggests that enhanced trust can be by reducing perceived 

risks. In addition, Kim and Prabhakar (2000) claim that consumers’ 

adoption of online payment is determined by a balance between trust and 

perceived risks. Online shoppers tend to rely more on cues in online 

retailer scenarios to decrease their perceived risks. Thus, we suggest that 

online retailers build trustworthiness cues by offering secure information 

and specific process in the online payment system to customers and 

thereby increase online shoppers’ intention to use online payment.  
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Findings of this exploratory suggested that perceived risks 

significantly influence customers’ reluctance in online payment.  Because 

online payment has more risk than traditional payment methods, online 

shoppers in high perceived risks will increase their reluctance to use 

online payment. In the other words, if customers’ subjective expectation 

of suffering a loss associated with paying online, customers’ acceptance 

of online payment will be more difficult. 

Especially, the results also indicated that perceived risk was a 

significant mediator of associations between cue-based trust toward 

online retailers and customer’s reluctance in online payment. Previous 

research has found that both perceived risk and trust influence behavior 

intention, and propensity to trust reduces these perceived risk beliefs 

(Song, 2007). Perceived risk, as a significant mediator, can explain that 

online shoppers viewing trustworthiness cues perceive fewer risks and 

further have a greater intent to pay online. Hence, it is important for 

online retailers to create a pleasurable online shopping environment by 

building cue-based trust that will evoke positive mood and increase the 

acceptance of customers in online payment.  

Interestingly, considering whether personality traits affect remains 

an open question, our findings do support the necessity of including 

personality traits in analyzing customers’ reluctance in online payment. 

This study showed two personality traits have the moderating effects on 

the influence of cue-based trust and perceived risk in online payment; 

namely, consumer’s level of high conscientiousness and consumer’s level 

of high agreeableness. Our finding suggested that online shoppers who 

are of high conscientiousness and high agreeableness judge cue-based 

trust of online retailers as stronger determinants of perceived risk. 

Therefore, online shoppers tend to consider carefully all trustworthiness 
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cues from online retailers before they decide to pay online. Hence, if their 

cues are not reliable, they will not use online payment.  

5.2 Practical implications 

The present findings may provide practical implications for online 

payment in Vietnam.  Online retailers targeting at customers’ reluctance 

in online payment might want to address issues of perceived risk in 

addition to their cue-based trust. Although cue-based trust toward online 

retailers is negatively associated with customers’ reluctance, focusing 

exclusively on cue-based trust while leaving risk issues unaddressed may 

have limited effectiveness especially when perceived risk has been shown 

to influence the relationship between cue-based trust and customers’ 

reluctance in online payment as a partial mediator. Therefore, online 

retailers in Vietnam need to focus on reducing customers’ perception of 

risk. The certainly first thing online retailers need to do is that they have 

to assure security and privacy by building coherent policies following 

government regulations, this reduces customers’ perception of risks in 

online payment. Secondly, designing easy-to-learn online payment 

activities will help customers to understand about the utility of online 

payment (He et al., 2007). Finally, Vietnamese online shoppers carefully 

consider the different product quality between online and physical stores. 

Because they concern that products bought online will not be shipped as 

they want. Therefore, online retailers need to guarantee their 

product/service quality through trustworthiness cues such as description 

of product or assurance of product. These assurance conditions will 

convince shoppers to try online payment. These recommendations can 

alleviate Vietnamese’s perceptions of risk in online payment. 

This study also suggested that high conscientiousness and high 

agreeableness have the moderating effects on the relationship between 
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cue-based trust and perceived risk. First, online retailers should identify 

shoppers who scoring high conscientiousness or high agreeableness to 

highlight their trustworthiness cues when these shoppers’ traits enter 

retailers’ websites through conducting commercial campaigns. For high 

agreeableness shoppers, they are more likely to trust online retailers and 

less concern about the risk. Therefore, cue-based trust of online retailers 

should focus first priority on this trait. For example, using trial payment 

activities for high agreeableness shoppers help online retailers to measure 

the level of responses of this personality trait for paying online, from that 

online retailers can establish more effectively their trustworthiness cues. 

For high conscientiousness shoppers, online retailers need to convince 

them that online environment is safe by guiding carefully and engaging 

them to pay online as much as possible. For example, promotions are the 

easiest way to reach online shoppers. This leads to online shoppers of this 

personality trait will try using online payment. If they have a good 

impression, they will have a positive influence for online payment. 

Hence, online shoppers scoring in theses traits will reduce their 

perceptions of risk and willing to use online transactions. 

5.3 Limitations and future research 

As for any research, our study has limitations. First, as was 

mentioned in the literature review section, cue-based trust is created by 

seven cues (seals of approval, return policy, security disclosures, privacy 

disclosures, awards from neutral sources, previous customer reviews and 

product descriptions). This study did not measure these cues based on the 

theory of cue-based trust (Wang et al., 2004), that only use cue-based 

trust partly to measure. In the future research, using these cues measures 

may be needed to verify the research model. 
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Finally, we only use data from participants who live in cities in 

Vietnam. This research can be largely improved if doing the survey in 

nationwide with a random sample. It will accurately reflect Vietnamese 

behavior and may have affected our estimation results. It would be of 

interest if future research seeks to address this issue. 

5.4 Conclusion 

This study has proposed and tested a model that examined factors 

that influence customers’ reluctance to pay online, based upon concepts 

from cue-based trust, perceived risks and Big Five personality 

framework. Our research provides support for cue-based trust and 

perceived risks as statistically significant predictors of customers’ 

reluctance in online payment. Especially, following Ang et al. (2006) 

framework and statistical recommendations for testing mediator effects, 

perceived risk was found to partially mediate the relationship between 

cue-based trust and customers’ reluctance in online payment via the use 

of multiple regression. In addition, this study represents an initial step 

into the analysis of the moderating effects of customers’ personality, 

namely high conscientiousness and high agreeableness individual, on the 

relationship between cue-based trust and perceived risk. These findings 

may help online retailers to find solutions for customers’ reluctance in 

online payment. They need to increase their cue-based trust by reducing 

customers’ perceived risks to convince customers’ acceptance in online 

payment. 
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Appendix: Questionnaire 

My name is Nguyen Thi Khanh My. I am an MBA student from Chang 

Gung University undertaking a survey on “Why are Vietnamese people 

reluctant to use online payment?”. I would like to have your cooperation 

in answering the following questions. The information collected will only 

be used for research purposes. All collected information will be treated 

with strict confidentiality. Please tick the answer that you think best 

describes your perceptions and attitudes. 

Here are a number of personality traits that may or may not apply to 

you. Please rank the statements below from (1) Strongly Disagree to (7) 

Strongly Agree to indicate the extent to which you agree or disagree 

with that statement. 

Part 1: Big Five Personality Traits (Ten-Item Personality Inventory) 

You see yourself as someone who: 

 Extraversion 

1. Extraverted, enthusiastic.

2. Reserved, quiet.

Conscientiousness

3. Dependable, self-disciplined.

4. Disorganized, careless.

Emotional Stability

5. Anxious, easily upset.

6. Calm, emotionally stable.

Openness to experiences

7. Open to new experiences, complex.

8. Conventional, uncreative.

Agreeableness
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9. Sympathetic, warm. 

10. Critical, quarrelsome. 

While answering questions in the Part 2 and 3 sections, please 

imagine that you are buying on the Web site (tiki.vn, lazada.vn, 

zalora.vn, etc) or on social media (Facebook, Instagram, etc).  

Part 2: Trustworthiness Cues 

 Security disclosures check 

Anchors: (1) Strongly Disagree to (7) Strongly Agree 

11. When I read the security statement, I feel more confidence about 

buying and paying online payment on the Web site. 

 Privacy disclosures  

Anchors: (1) Strongly Disagree to (7) Strongly Agree 

12. When I read the privacy statement, I believe that the Web site is 

willing to protect my personal information. 

13. When I read the privacy statement, I believe that the Web site would 

not abuse my personal information. 

14. When I read the privacy statement, I believe that the Web site is not 

likely to sell my personal information. 

 Return policy check 

Anchors: (1) Strongly Disagree to (7) Strongly Agree 

15. When I read the return policy, I believe that the Web site is willing to 

provide a money-back guarantee for its offerings. 

16. When I read the return policy, I believe that the Web site is willing to 

provide a guarantee for its offerings. 

 Awards from neutral sources check 

Anchors: (1) Strongly Disagree to (7) Strongly Agree 

17. When I read “about us” statement, I believe that the Web site is a 

reliable business. 
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18. When I read “about us” statement, I believe that the Web site has a 

good reputation. 

19. When I read “about us” statement, I believe that the Web site has 

good business conduct. 

 Cue-based trust 

Anchors: (1) Strongly Disagree to (7) Strongly Agree 

20. The Web site can be trusted completely to pay online payment.  

21. The Web site can be counted on to do what is right. 

22. The Web site can be relied upon. 

 Willingness to provide personal information 

Anchors: (1) Very unlikely to (7) Very likely 

23. If you are required to register with the Web site, how likely is it that 

you would provide accurate information? 

24. If you are required to register with the Web site, how likely is it that 

you would provide complete information? 

 Bookmarking 

Anchors: (1) Very unlikely to (7) Very likely 

25. How likely is it that would you bookmark the Web site, if you are 

able to do that? 

26. Would you save the address of the Web site, if you are able to do 

that? 

 Describes of product 

Anchors: (1) Strongly Disagree to (7) Strongly Agree 

27. From describes of product, I feel comfortable to buy the product by 

buying and paying online payment. 

 Comments of customer 

Anchors: (1) Strongly Disagree to (7) Strongly Agree 
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28. From comments from previous customers, I feel comfortable to buy 

the product by paying online payment. 

Part 3: Perceived Risk  

Anchors: (1) Strongly Disagree to (7) Strongly Agree)  

29. I would not feel totally safe providing personal privacy information 

over the online payment system. 

30. I am worried to use online payment because other people may be able 

to access my account. 

31. I would not feel secure sending sensitive information across the online 

payment system. 

32. I fear that the product/service bought online will not be as I want. 

Part 4: Reluctance to use online payment 

Anchors: (1) Very unlikely to (7) Very likely 

33. Whenever possible, I avoid paying online. 

34. I generally prefer to pay cash instead of online payment. 

35. I would feel uncomfortable if I chose to use online payment when 

paying cash was available. 

36. I tend to use online payment only if paying cash is unavailable. 

37. Given the option, how likely are you to use cash over online 

payment? 

Part 5: Personal Information 

38. Gender  

(1) Male  

(2) Female 

39. Age 

(1) 18 or below 

(2) >18 and £24 

(3) >24 and £30 
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(4) >30 and £35 

(5) 36 or above 

40. Education 

(1) High school or below 

(2) Two-year college 

(3) Four-year college 

(4) Graduates school or above 

41. Occupation 

(1) Corporate  (2) Government  

(3) Education (4) Student   

(5) Others� 

42. Monthly income 

(1) £VND 3,000,000 

(2) >VND 3,000,000 – £VND 5,000,000 

(3) >VND 5,000,000 – £VND 10,000,000 

(4) >VND 10,000,000  

43. Online payment experience (years) 

(1) Never (3) >5 and £10 

(2) >0 and £5  (4) >10 

Your participation in the research is completely voluntary and that 

participants may choose to stop participating any time. Indicate that a 

participant’s decision not to continue participating will not influence their 

relationship or the nature of their relationship with researcher either now 

or in the future. 

Participants’ signature/name                                                                  

Date          

Phone number (final five digits in your mobile phone number)                                                                    
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