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 ABSTRACT 

Since the mobile phone industry in Vietnam presents very high growth potential, especially for 

mobile Apps, it is crucial and necessary to understand the behavioral intention and actual usage 

of Vietnamese smartphone users when using mobile Apps. Although mobile apps are already an 

influential medium in the new media industry as a whole, these apps have received little 

academic attention within the communication and marketing literature, especially in Vietnam 

perspective. Based on theoretical framework of Technology Acceptance Model (TAM), this 

study develops and tests a hypothesized model to explain antecedents affecting smartphone 

user’s behavioral intention and their actual app usage in Vietnam population. The regression 

analysis resulted to a final model with three significant factors having directly influences on 

user’s behavioral intention to use mobile Apps, as well as showing the direct influence of user’s 

behavioral intention on their actual Apps usage. Beside marketing implications, this study also 

offers insight into various theoretical applications to the field of mobile communication research 

by suggesting a conceptual model for the acceptance of mobile apps. 
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1. Introduction 

1.1. Research background 

As information technology continues to evolve and expand in every area of daily life in the 

society, mobile phones are developed to get smarter and smarter. The advancements of 

technology have enabled mobile devices to integrate more ability reaching the market’s demand, 

as well as have more value-added services through broader data access, have led the creation of 

the current so-called “smartphone” (Middleton, 2010). Thanks to the advancements, more and 

more people around the world are using smartphones for their daily life which has resulted to an 

incredible increase in the use of smartphone all over the world. Lots of vendors (i.e., Samsung, 

Apple, Lenovo, Huawei, LG, etc.) have participated in smartphones market due to its potentials 

with high profitability. Along with the intense competition accelerating in smartphone industry, 

mobile Apps have been used widely due to their capabilities in delivering value-added services 

for human daily basis. The use of mobile App is also reported to significantly and continuously 

grow up over last year, with the overall app usage went up by 76% in 2014 (Perez, 2015). Those 

figures have emphasized the potential and opportunities for vendors to join to such a high 

profitable market. In addition, whereas mobile Apps were originally offered in the smartphones 

as productivity and information retrieval tools (i.e., calendars, e-mail, stock market, weather 

information, etc), the market has increasingly and rapidly expanded due to public demand and 

availability of developer tools. Currently, some of the most popular Apps categories (about 

lifestyle and shopping, utilities and productivity, and messaging) even have triple-digit growth in 

the past few years. Besides, the rapid adoption rate in the Apps categories of games, music, 

media and entertainment has greatly contributed to the overall increase in the mobile Apps usage 

of the global smartphone users. This situation creates a big room for marketing researchers and 

encourages the academic attention in investigating the adoption of smartphones characteristics. 

Most of reports on smartphones market have figured out to a massive adoption of mobile 

technology in the economies from South East Asian countries, especially from Vietnam. This 

adoption trend appeared thank to the technologically networks, the downward spiral of data costs, 

as well as the low-cost and high feature web-usable mobile handsets, typically the smartphones 

(Shukla, 2011). Actually, after the internet, mobile technology likely has the fastest technology 

adoption rate in Vietnam. According to a research by Flurry Analystic, Vietnam took the second 

place in the top increasing rate in smartphone market in the world (Appota, 2013). As reported in 



ISSN: 2249-1058 Impact Factor: 6.559 

 

 

 

54 International Journal of Marketing and Technology 

http://www.ijmra.us, Email: editorijmie@gmail.com 

 

The Connected Consumer Survey by Google (2014), nearly 40% Vietnamese population own 

and currently use a smartphone for communicating purpose as well as their daily life. Due to the 

accelerating rate of adoption of smartphones, the number and popularity of mobile Apps is rising 

dramatically (Xu et al., 2011), which leads to an increase in the number of App developers and 

makes the marketplace more competitive. Satyanarayanan (2005) indicated that smartphone 

users are now able to take the advantages of a huge range of mobile Apps almost anywhere at 

any time in their daily life, thanks to the incredible increase in the number of mobile Apps 

available in the market. This is likely to benefit consumers, with greater choice of mobile Apps 

along with competitive services as well. Involved into the situation, developers need to 

understand clearly about factors that affect mobile App usage among smartphone users. 

Therefore, it is necessary, for not only developers but also all marketers in the industry, to 

investigate the habit of smartphone Apps usage among Vietnamese user, deeply in their attitude 

toward using an App, as well as figure out what are other antecedents that might affect user’s 

intention to use the Apps and examine their actual mobile Apps usage in such a high potential 

industry. 

 

Research motivation and objectives 

In the era of hi-tech industry, smartphone and its applicability in society is a timeless topic for 

academic studies. Falaki et al. (2010) found evidence that there is substantial diversity in the 

mobile apps usage by different smartphone users. However, while a plenty of studies have 

focused on understanding smartphone Apps usage from different perspectives yielding insights 

into different fields in the mobile computing community, most of them were only conducted in 

highly developed economies that have high rate of mobile Apps adoption (Xu et al., 2011; Wai, 

2012; Kim, Yoon, & Han, 2014). Additionally, though smartphones Apps is not a relative new 

technology in Vietnam, this topic received little attention in the past and the influential factors 

affecting Vietnamese smartphone users’ intention and their actual use are not commonly 

discussed in prior studies. Therefore, the study aims to figure out which factors affect on 

smartphone users in term of using mobile Apps as well as to identify their habits of downloading 

and using mobile Apps in Vietnam. Hence, smartphone apps is the main focus for investigation 

in the present research and following research objectives in specific to the context of smartphone 

apps are established: 
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(1) To research in the smartphone apps usage behavior in Vietnam. 

(2) To examine the attributes that smartphone users in Vietnam perceive to be important in 

the usage adoption of mobile apps.  

(3) To investigate the structural relationships between antecedents and behavioral intention 

as well as actual behavior of mobile apps usage.  

(4) To give an all-around marketing and strategies based on the findings. 

 

1.2. Research structure 

This study includes six chapters and the chapter structure is as following. The first chapter 

introduces the research background, motivation and objectives of the research. Chapter two is the 

literature review section which collected and summarized the related literature to the scope of the 

study. In addition, this chapter gives the definitions and characteristics of each major factor 

adopted in the research as well as the concept of research model with some hypotheses. The third 

chapter is the methodology including questionnaire design and the analysis method utilized. 

Chapter four is the results after analysis process. Chapter five includes some findings from the 

results and draws some implications. The final chapter is the conclusion section that raises some 

discussions relying on the empirical results, provides contributions for managers and marketers 

as well as app developers, and ended with the research limitations and some suggestion for future 

research. 

 

2. Literature review 

This chapter provides major issues in the mobile apps market in Vietnam and identifies the 

determinants related to Vietnamese smartphone user’s intention and actual app usage as well as 

how these determinants affect their intention and actual behavior. The literature about mobile 

industry and mobile apps was also reviewed deeply within this chapter. 

 

 

 

2.1. Conceptual framework 

Adoption of new technologies has been extensively researched across disciplines from marketing 

to information system management to communication and psychology. Among information 
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technology related research, the research field which attracts the most attention is the use and 

adoption or acceptance of new information technology (Lee et al., 2012). Despite of various 

contributions to different theories, all researches are aimed at exploring and explaining how users 

perceive, adopt, and consume IT. In existing technology acceptance studies, the variables related 

with human attitude or intention which have been handled in social psychology field are adopted, 

the representative research related with technology acceptance are Theory of Reason Action 

(TRA), Theory of Planned Behavior (TPB) and Technology Acceptance Model (TAM). Based 

on these theories, this section provides a deeply literatures about the concept of innovation 

diffusion theory, the TAM and its related constructs, the concept about theories of consumer 

behaviors (TRA and TPB), as well as some suggested hypotheses to test the relationship between 

proposed constructs to investigate the effects of major factors on the usage among smartphone 

users in term of mobile apps. 

 

2.1.1. Innovation diffusion theory 

Recently, researchers have examined how technology users’ perception of innovation affected 

their adoption (Chen, Gillenson & Sherrell, 2002). The innovation diffusion theory was used to 

address why and how an innovation spreads and illustrates its characteristics leading to the 

widespread acceptance by the users. Those characteristics have already successfully explained by 

a number technology acceptance behavior studies (Wonglimpiyarat & Yuberk, 2005; Agyeman 

et al., 2009; Aizstrauta et al., 2015). Nevertheless, while most of the diffusion factors examined 

in the literature are often seen and applied separately from acceptance models, mostly based on 

Rogers’ diffusion of innovation theory (Kaplan, 2001); there is little integration between them. 

Moreover, the disadvantage that the theory cannot clearly explain how attitude is formed, how it 

leads to the intention and actual adoption of technology user, and how innovation diffusion 

characteristics fit into this process has opened new room for academic research. In order to 

enhance the weakness of innovation diffusion theory, some researchers have integrated it with 

other theories allowing it to address the interaction between attitude, intention, and actual 

behavior. Venkatesh et al. (2003) provided a comprehensive examination of eight prominent 

models, which can explain as much as 70% of the variance in intention. Yi et al. (2006) 

developed an integrated model by combining innovation diffusion theory with the TPB and 

TAM for predicting Personal Digital Assistant (PDA) adoption by healthcare professionals. 
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Martins, Oliveira and Popovič (2014) utilized the Unified Theory of Acceptance and Use of 

Technology (UTAUT) to explain behavioral intention and actual use of Internet banking. Within 

the scope of this study, the TAM was used as basic conceptual model to investigate the influence 

of antecedent factors on smartphone user’s intention to use mobile Apps as well as examine their 

actual usage. 

 

2.1.2. Original Technology Acceptance Model (TAM) 

The original TAM was proposed by Davis (1989) and Davis et al. (1989) as an instrument to 

predict the likelihood of a new technology being adopted within a group or an organization. 

Based on the TRA (Fisbein & Ajzen, 1975), the TAM is founded upon the hypothesis that 

technology acceptance and use can be explained in terms of a user’s internal beliefs, attitudes 

and intentions. This study used TAM as the theory basis for this research for two main reasons. 

The first reason is that according to TAM, consumers’ attitudes affect behavioral intentions 

which in turn influence actual behavior. In comparison with other TRA and TPB (Ajzen, 1991), 

Gentry and Calantone (2002) argued that TAM seems to have better explained variance in 

behavioral intention, particularly in the context of technology usage. Chua and Hu (2001) 

supported this argument by suggesting that TAM may be more appropriate than other theories 

examining technology acceptance by individual professionals and that the integrated model may 

not provide significant additional explanatory power. Secondly, a recent study conducted by 

Okazaki and Barwise (2011) from the mobile marketing field which reviewed the literature on 

mobile advertising from 1993 to 2010 showed that TAM has been the model most frequently 

used in studies on mobile industry. Many previous studies adopting TAM as basis model have 

explained the use of the mobile Internet (Shin, 2007), behavioral intention to use mobile services 

(Park & Kim, 2014), and acceptance of mobile SMS advertising (Muk & Chung, 2015). In this 

study, the intention to use mobile apps is defined as the intention for smartphone users to use 

mobile apps downloaded on their devices. 

 

As being built up fundamentally from TPB and TRA, the basic assumption of TAM is that 

technology use is a reasoned action. TAM builds on the premise that users’ behaviors are 

controlled by conscious and deliberate processing of the benefits associated with the technology 

use. The original TAM gauged the impact of four internal variables upon the behavioral intention 



ISSN: 2249-1058 Impact Factor: 6.559 

 

 

 

58 International Journal of Marketing and Technology 

http://www.ijmra.us, Email: editorijmie@gmail.com 

 

to use or adopt technology, which were: perceived ease of use, perceived usefulness, attitude 

toward use (ATT) and behavioral intention to use (INT). Notably, many studies have mostly 

focused and investigated the affects of consumers’ perceived about the ease of use and 

usefulness of mobile Apps on their attitudes toward adopting technology (Kulviwat et al., 2014; 

Agrebi & Jallais, 2015), especially in mobile Apps research (Gurtner, Reinhardt & Soyez, 2014; 

Kim et al., 2014). The relationships amongst variables in original TAM can be illustrated in the 

Figure 1 below: 

Perceived

Usefulness

Attitude

Toward Using

Behavioral 

Intention

To Use

Perceived

Ease of Use

External

Variables
Actual Use

 

Figure 1. The original TAM model 

In the original TAM, behavioral intention is used as both a dependent variable and an 

independent variable, being used as a dependent variable to test the influence of attitude toward 

using technology, and as an independent variable when predicting actual usage. Consistently, 

this study, therefore, adopts the TAM as major theoretical model to predict actual usage among 

smartphone user. Nevertheless, as adopting measurements from TAM literature, and since many 

studies have found positive and direct affects of perceived ease of use and usefulness of 

technology on consumers’ attitude, these two antecedents are not included in the hypothesized 

framework. Hence, those antecedents are not included in this study. 

 

 

2.1.3. Attitudes toward technology acceptance 

Attitude toward the new system is the central feature of TAM. The attitude theory suggests that 

the more favorable attitude a person has towards a given product/service, the more likely that 

person is to buy or use that product/service (Karjaluoto et al., 2002). In particular, the 
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relationship of attitude toward a technology and intention to use it has been confirmed by many 

studies involving information systems. Most of studies found that attitude significantly and 

directly affects individual’s behavioral intention (Liu & Li, 2011; Ayeh, Au & Law, 2013). In 

other words, an individual’s behavioral intention to use an innovative technology is explicitly 

determined by his/her attitudes toward using it. 

 

However, some other researchers argued this statement by giving contrast conclusions. Davis, 

Bagozzi, and Warshaw (1989) argued that there was no significant influence caused to 

behavioral intention by attitude towards technology. The explanation for this argument is that in 

reality, people may use a technology even if they do not have a positive attitude toward using 

and just because the technology improves their productivity. The equivocation and inconsistency 

has lead to a consequence that some studies did not include attitude as a conceptual variable to 

examine the technology acceptance (Gurtner et al., 2014; Agrebi & Jallais, 2015). In this study, 

the measurements were adopted from previous studies of Bauer et al. (2005) and Kim et al. 

(2014). Dealing with the gap in literature, this study aims to investigate the relationship between 

these two major factors in TAM in the case of mobile Apps industry. Therefore, user’s attitude 

towards using mobile Apps is hypothesized to explain their usage intention, or in other words, is 

expected to predict user intention to use the Apps. 

 

H1: User’s attitude toward using mobile Apps directly affects intention to use mobile Apps. 

 

2.1.4. Behavioral intention and actual use 

In literature, the TAM examines both intention to use and actual use of the technology, assuming 

that intention is a strong predictor of actual behavior. According to this theory, many studies 

have found that technology user’s actual behavior is primarily explained by their behavioral 

intention which is formed as a result of the conscious decision-making processes (Yi & Hwang, 

2003; Shin, 2009). The behavioral intention to use, therefore, has being considered as an 

important factor that determines whether users will actually utilize the system. However, 

Bagozzi (2007) stated that “the relationship between intention–behavior is probably the most 

uncritically accepted assumption in social science research in general, and in technology 

acceptance research in particular”. While most studies found significant influence to actual use 
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by behavioral intention, Lim et al. (2011) argued that the relationship between behavioral 

intention and actual use was weak and non-significant. Thus, it is important to take this issue into 

investigation to make a conclusive finding. In this study, the variable was represented by 

statements referring to previous studies of Gurtner et al. (2014) and Kim et al. (2014). 

 

In addition, while there have been numerous studies measuring behavioral intention, there have 

been very few studies that have examined actual behavior of the users because of difficulties in 

its measurement. Some studies also have questioned about the strength of the link between 

behavioral intention and actual use in some contexts. Consequently, it is necessary to test the 

relationship between behavioral intention and actual use of smartphone user toward mobile Apps. 

H4: User’s intention to use mobile Apps directly affects their actual use of mobile Apps. 

 

However, although TAM has been found to be a useful theoretical framework in predicting 

adoption and use of technology innovation, previous research on behavioral intention applying 

TAM found that the traditional method was limited to support investigation about various 

exogenous variables, the relationship among variables as well as cannot explain all the factors 

that affect app users’ behavior. In an effort to address the limitations of TAM, additional 

variables have been proposed and tested for inclusion in, or extension of, TAM. This explains 

why the proposed framework model just includes partly some TAM-related variables, and adds 

some other factors such as app user reviews and cost-effectiveness into hypothesized framework. 

 

2.2. Additional variables 

2.2.1. Reviews by app users 

Nowadays, consumer reviews have increasingly become a convenient and important source of 

information for product developers, consumers and academic researchers to understand customer 

requirements, product characteristics, and market responses (Wei et al. 2006). Especially, it is 

becoming more and more important to learn customer’s emotional inclinations and favorites 

through their comments about the products, specifically mobile Apps in this study. The potential 

of reviews by app users as another factor affecting behavioral intention is theoretically explained 

by the TRA. This theory basically proposes that behavior is determined by behavioral intention, 

which is predicted by people’s attitude toward that behavior and subjective norms (Fishbein & 
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Ajzen, 1975). In research on mobile service use, TRA has been used mainly as a way to extend 

TAM and include normative influences (Teo & Pok, 2003). Because of the importance of social 

influences on media use, TRA posits that subjective norms have a direct effect on behavioral 

intention (Fishbein & Ajzen, 1975). Subjective norms in this study, accordingly, can be defined 

as user reviews about mobile apps. 

 

According to Tian et al. (2014), users write reviews to express how they enjoy or dislike a 

product they purchased. This helps to identify features or characteristics of the product from 

users’ point of view, which is an important addition to the product specification. A global survey 

from the Opinion Research Corporation revealed that online consumer reviews play a major role 

in consumers’ decisions about whether or not to purchase products or services (Wei & Lu, 2013). 

In case of mobile Apps, reviews can only be written after downloading a certain app which 

ensures actual usage experience of the authors. Accordingly, user reviews are provided by users 

with actual usage experience and are not biased by questionnaire specific issues, which offer 

businesses the opportunity to economically and expediently perform in-depth and comprehensive 

market landscape analysis. Cummings et al. (2013) stated that it is difficult for user to 

differentiate credible and safe apps from those which are not. Thus, Apps reviews and rating 

score from other users can give the readers brief and simple index to compare for the most 

suitable selection. 

 

In literature, the positive role of consumer reviews predicting behavioral intention has been 

investigated in the context of Internet-based electronic commerce (Pan & Zhang, 2011; Benlian 

et al., 2012). However, even though being considered as a major elements affecting behavioral 

intention, the issue about user’s reviews was not treated well in the mobile Apps literature (Kim 

et al., 2014). There was little research investigating the influence of user’s review to user’s 

intention in case of smartphone industry. Notably, Kim et al. (2014) emphasized the importance 

of user’s reviews by indicating its significant influence to the behavioral intention to use mobile 

Apps by smartphone users. With more and more common users becoming comfortable with the 

Internet, an increasing number of people are writing reviews. As a consequence, the number of 

reviews that a product receives grows rapidly. The measurements of user’s reviews comprise 6 
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statements which basically adopted from previous studies of Park et al. (2007) and Kim et al. 

(2014). Therefore, a hypothesis arisen in the research framework as follow: 

 

H2: User review about mobile Apps has a direct influence on intention to use mobile Apps. 

2.2.2. Perceived cost-effectiveness 

According to Reagan (2002), cost has almost always been a primary factor in the adoption of a 

new technology. From the consumer perspective, the cost concern is typically one of the most 

important issues in mobile technology acceptance. In the marketplaces, buyers (or users) are 

sensitive to the price of the product (Apps) and usually undertake cost-benefit analysis. Theories 

about marketing price indicate that there is no absolute high or low price, but consumers have 

their own subjective assessments about the prices. According to Chan et al. (2008), people are 

more likely to purchase goods or services that are cost-effective (i.e., relatively cheap but useful). 

In case of technology adoption, Cheong and Park (2005) stated that when using new innovations 

that require certain kinds of payment, consumers will normally compare the benefits of using 

such innovations to its costs. This finding emphasizes that although there are numerous issues 

associated with newly introduced technologies, the concept of cost is one of the most important 

variables relating to users’ behaviors and perceptions. 

 

The advent of the use of technology has raised the level of sophistication in business practices, 

not only in terms of effectiveness but also in terms of cost efficiency (Golmohammadi et al., 

2012). If consumers feel that the perceived benefits obtained from using a technology are lower 

than the costs of consuming it, they will be less inclined to use that such technology. In the case 

of mobile Apps users are likely to download and use apps only if they believe the apps are worth 

the money (Kim et al., 2014). Thus, it is expected that users’ perceptions of the cost-

effectiveness of mobile Apps will positively affect intention to use, and ultimately lead to the 

actual use of it. The statements measuring user’s perceived cost-effectiveness were adopted from 

previous studies of Min (2006), Park (2010) and Kim et al. (2014) after referring to previous 

studies. 

H3: User’s perceived cost-effectiveness about mobile Apps has a direct influence on intention to 

use mobile Apps. 
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In short, as this study aims to investigate the behavioral intention and actual use of smartphone 

user in term of mobile Apps, predictors such as attitude toward using mobile Apps, user’s 

reviews about Apps, and user’s perceived cost-effectiveness about Apps were included for the 

consistency and reliability of the study. The research framework is illustrated as the Figure 3 as 

follow: 

Attitude

Toward Using

Mobile App

Behavioral

Intention To Use

Mobile App

User Review

Perceived

Cost-Effectiveness

H1
Actual Use

H2

H3

H4

 

Figure 2. Research framework 

 

3. Methodology 

3.1. Research design 

The questionnaire was a composition of 6 sections assessing Vietnamese smartphones user’s 

actual mobile Apps usage and the influences of antecedent variables on the user’s actual usage. 

Demographic variables get involved in the additional section of the survey questionnaire for 

having been proposed to have impact on user’s intention to use mobile Apps and their actual 

mobile Apps usage. In order to examine the actual mobile Apps usage of smartphone user, the 

researcher has added some question about smartphone usage and mobile Apps usage. A five-

point Likert scale was applied to measure opinions of respondents ranging from 1 = totally 

disagree to 5 = totally agree. Participants were asked to mark a tick symbol in the box that 

represents their best response. Demographic items were measured using multiple choice formats. 

All instruction and consent information were included in the questionnaire. The survey items 

were coded on the website database, including 6 sections totally being translating into 

Vietnamese language from original English version. Afterward, the survey was subjected to 
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small convenience sample (35 respondents) in pre-testing stage to assure the survey validity. 

From that point, the survey was regulated for better accuracy and precision of linguistic 

expression for the official distribution.  

 

Data was collected from both convenience and snowball samples. The respondents were asked to 

fulfill the survey pursuant to their experience in using mobile apps in their smartphones. 292 

online survey questionnaires were distributed in person through personal contacts to all 

individual respondents, who are identified as smartphone users. The estimated duration for a 

single survey to be accomplished was approximately ten minutes. There were no incentives 

offered for the participants in this study. Since all statements are marked as required question, a 

total 292 valid survey response were completed and sent back to researcher, accounting for 

100% usable response rate. 

 

3.2. Data analysis method 

The Statistical Packages for Social Sciences (SPSS) software (version 20) was highly 

recommended for the data analysis. The overall procedure for data analysis was outlined as 

follow. First, descriptive statistic instrument were applied to generate frequency tables for data 

entry error detection and demographic analysis facilitation. Reliability test was then conducted to 

observe the internal consistency of variables. In the next step, the principal component analysis 

(so-called dimension reduction) was brought in to analyze the structure of the interrelationship 

between large numbers variables by identifying and grouping highly related variables into single 

components, which represents for the variables. After that, t-test and Analysis of variance 

(ANOVA) were used to compare the differences in user’s intention and actual mobile Apps 

usage in different genders and age-range, different income or education levels, as well as Apps 

usage pattern. The implementation of Pearson Correlation test was brought in the next stage to 

examine to correlation among independent variables or even generate observed correlation 

coefficients between the whole set of independent variables. Finally, regression analysis 

appeared to be a major data analysis instrument to determine whether proposed hypotheses are 

supported or not, in other words, to investigate whether the independent variables significantly 

influence the dependent variable, which is the intention and actual use of Vietnamese 

smartphones user in using mobile apps.  
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4. Result 

4.1. Descriptive statistics for demographics 

Table 1. Descriptive statistics for demographics 

  
Frequenc

y 
Percent 

Valid  

Percent 

Cumulati

ve 

Percent 

Gender Male 151 51.7 51.7 51.7 

 Female 141 48.3 48.3 100.0 

 Total 292 100.0 100.0  

Age 13-17 17 5.8 5.8 5.8 

 18-24 250 85.6 85.6 91.4 

 25-34 22 7.5 7.5 99.0 

 35-49 3 1.0 1.0 100.0 

 Total 292 100.0 100.0  

Occupation Student 231 79.1 79.1 79.1 

 Officer 44 15.1 15.1 94.2 

 Worker 9 3.1 3.1 97.3 

 Businessman 8 2.7 2.7 100.0 

 Total 292 100.0 100.0  

Education 

level 
Junior high school 4 1.4 1.4 1.4 

 Senior high school 39 13.4 13.4 14.7 

 College 58 19.9 19.9 34.6 

 Bachelor’s Degree 166 56.8 56.8 91.4 

 Master’s  Degree 23 7.9 7.9 99.3 

 Doctoral Degree 2 7.0 0.7 100.0 

 Total 292 100.0 100.0  

Income level Less than 3,000,000 VND  180 61.6 61.6 61.6 

 
About 3,000,000 to 5,000,000 

VND 

61 20.9 20.9 82.5 
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About 5,000,000 to 10,000,000 

VND 

40 13.7 13.7 96.2 

 
About 10,000,000 to 

15,000,000 VND 

2 0.7 0.7 96.9 

 More than 15,000,000 VND 9 3.1 3.1 100.0 

 Total 292 100.0 100.0  

 

The frequency of male respondents capturing 51.71% (151 respondents) is slightly greater than 

that of female respondents, featuring 48.29% (141 respondents) of total 292 respondents. This 

statistic truly reflects the fact that the social situation about gender is resulted from the gender 

prejudice of many families happening decades ago, which lead to the circumstance that the 

number of male in the society is a little more than that of female, especially in the young 

generation. As consistent to the common trend of Vietnam demographic background, from which 

more than half of Vietnamese population are younger than 30 years old, Table 1 shows that the 

vast majority of respondents ages less than 25 years old, accounting for 91.44% of total sample 

size, the “above 25” respondents score 8.56%. There is no missing data reported. The 

distribution of respondents’ education level was also illustrated. About 76.71% of the 

participants in survey were in bachelor or college education level, while 8.56% owned master 

degree or above. 39 respondents qualified with senior high school level, accounted for 13.36% of 

the sample, followed by the group of junior school education, accounted for 1.37% only. 

Majority of respondents had attained high level of education, which might be an influential 

factor of smartphone and mobile apps usage pattern. Referring to the occupation proportion 

shown in Table 1, most of the respondents were students (79.11%), followed by the group of 

officer, which accounted for 15.07% of sample. The remaining groups namely worker and 

businessman occupied similar portion of occupation, which were 3.08% and 2.74% respectively. 

With similar reasons as age distribution, the result was predictable since survey was conducted 

by snowball sampling method, and majority of questionnaire papers were collected in schools 

area. The income distribution of respondents was shown in figure 5. 180 respondents earned less 

than 3,000,000 VND per month, occupied 61.64% of the sample. The portion of income groups 

“3,000,000 – 5,000,000 VND” and “above 5,000,000” were 20.89% and 17.46% respectively. 

As most of the respondents were students, their income level, as well as purchasing power was 
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comparatively lower than the working class. Because almost of participants are student and 

office staff, there income must be respectively. 

 

4.2. Smartphone and Apps usage pattern 

Table 2. Descriptive of smartphone and mobile Apps usage pattern 

   USE_MAIN 
Total 

   Yes No 

USE_TIME Less than 12 months Count 44 45 89 

  % within USE_MAIN 20.4% 59.2% 30.5% 

 About 12-24 months Count 43 13 56 

  % within USE_MAIN 19.9% 17.1% 19.2% 

 More than 24 months Count 129 18 147 

  % within USE_MAIN 59.7% 23.7% 50.3% 

USE_MINS Less than 60 minutes Count 27 29 56 

  % within USE_MAIN 12.5% 38.2% 19.2% 

 About 60-120 minutes Count 53 21 74 

  % within USE_MAIN 24.5% 27.6% 25.3% 

 
About 120-180 

minutes 
Count 39 9 48 

  % within USE_MAIN 18.1% 11.8% 16.4% 

 
More than 180 

minutes 
Count 97 17 114 

  % within USE_MAIN 44.9% 22.4% 39.0% 

Total  Count 216 76 292 

  % within USE_MAIN 100.0% 100.0% 100.0% 

As shown in Table 2, 216 respondents (73.97%) owned or used Smartphone as their daily mobile 

device, and about 26% used traditional mobile. This result reflected the high penetration rate of 

Smartphone users in Vietnam (about 70-80%), implying that consumers’ demand for functional 

mobile was increasing. The result also showed the distribution of Smartphone users’ usage 

duration. Among the population of Smartphone users (216), 129 respondents (59.72%) with over 

2 years’ experience of smartphone usage, followed by the group with one year usage experience 

(20.37%). The remaining part of sample (19.91%) was the users with 1-2 years’ experience. This 

result implied that about 80% of respondents with over one year’s usage experience, which was 
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expectedly high in the technological-based century. Additionally, Table 2 shows that 97 

respondents (44.91%) stated that they spent more than three hours per day using apps on their 

smartphone, while 42.60% of the users spent from one to three hours to browse the apps during 

their daily life. One possible explanation could be the features of smartphone, which have 

changed user’s mobile usage pattern. Users are willing to spend more time on the apps, which 

help to accompany many tasks and activities in an effective way. 

 

Results of demographic statistic also figured out the distribution of commonly used types of apps. 

Not surprisingly, social network apps was the most popular apps category (24.19%), followed by 

entertainment and references apps, which shared similar portion of sample (more than 15%). The 

category of games apps follows the place accounting for 13.45% of selections, following up by 

the news apps with the percentage of 12.42%. Balance types of apps including personalization,, 

life style, business and finance shared similar proportion, with 5.69%, 5.30%, 4.01% and 3.23% 

respectively. These findings are consistent with the social research on Vietnamese users taken by 

Google (2014) that users often use smartphone for the purpose of social connecting, entertain 

during leisure time by listening to music, playing games or taking photographs, as well as 

browse apps for news updates and information accessing. 

 

4.3. Reliability test and Factor analysis 

First of all, the reliabilities of variables included in hypothesized framework were tested. The 

Cronbach’s α coefficient of 4 items of “User’s attitude toward using mobile Apps” (ATT), 

“User’s reviews about mobile Apps” (REV), “Perceived-cost effectiveness” (COST) and 

“Intention to Use mobile Apps” (INT) got high reliabilities while the end-dependent factor, 

namely “Actual mobile apps usage” (USE), only has one measurement item was not tested in this 

stage since it is adopted from literature and reflects the actual use of the smartphone user. 
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Table 3. The Cronbach’s α coefficient 

Code Factor/ Measurements 
Factor 

loading 

Cronbach’

s α 
KMO 

ATT Attitude toward using mobile apps  0.782 

0.812 

ATT1 I feel favorable toward mobile apps. .775  

ATT2 
I am satisfied with mobile apps provided by my 

smartphone. 
.582  

ATT3 I find mobile apps useful. .808  

ATT4 Generally, I like using mobile apps. .783  

REV User reviews about mobile apps  0.788 

REV1 When downloading an app, I always read reviews from 

others presented on the app distribution platform. 

.638 
 

REV2 When downloading an app, I find the user reviews are 

helpful for my decision making. 

.761 
 

REV3 When downloading an app, the reviews presented on 

the app distribution platform make me confident in 

decision making. 

.793 

 

REV4 What mobile apps to download is affected by users’ 

reviews of the apps. 

.719 
 

REV5 I am interested in mobile apps used by people close to 

me. 

.653 
 

REV6 I am willing to use mobile apps recommended by 

people close to me. 

.383 
 

COST Perceived Cost-Effectiveness of mobile apps  0.815 

COST1 Mobile apps meet my need for a reasonable price. .584  

COST2 Mobile apps deserve the current price range. .695  

COST3 I find the overall price of mobile apps inexpensive. .761  

COST4 
I have saved a lot of money since I have used mobile 

apps. 
.754  

COST5 Mobile apps are valuable for me in my life. .539  

COST6 Generally, I find mobile apps cost-effective. .779  

INT Intention to Use mobile apps  0.842 

0.847 

INT1 I intend to use mobile apps frequently. .740  

INT2 I intend to use mobile apps whenever appropriate. .739  

INT3 My general intention to use mobile apps is high. .645  

INT4 
I will continue to search mobile apps that I am 

interested in. 
.859  

INT5 I will continue to use mobile apps in the future. .731  

USE Actual Mobile Apps Usage  - 

 How often do you use mobile apps? .952  
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In summary, three components, which are noted as independent variables, are extracted by factor 

analysis. In addition, all items in dependent variables are homogeneously loaded in 2 single 

components respectively, which results to five components in total. Besides, the χ
2
 value of 

Bartlett’s tests for both independent and dependent variable were all significant (p < 0.001) 

implying that those factors are significantly usable for this study. The result, along with the 

internal consistency from the reliability test, has ensured the reliability and the usability of 

measurement items and involved factors for the regression analysis stage. 

 

4.4. t-test and Analysis of variance (ANOVA) 

The t-test analysis result (as shown in Table 4) exhibits no difference between different genders 

(male and female) of the smartphone users in term of their intentions (M= 3.8914 vs 3.9149; t = -

0.272; p2-tailed= 0.786) and actual behavior toward the mobile apps usage (M= 3.99 vs 4.09; t = -

1.266; p2-tailed = 0.206). The mean scale also indicates a slightly higher level of female users’ 

intention and actual usage than those of male counterparts.  

 

In case of age, since the majority of respondents was under 25 years old (91.44%), the researcher 

decided to regroup the age groups again, forming to two major age groups, which are “Under 25 

years old” and “25 years old and above”. The reason is to examine the difference between two 

major groups of age in the research population. Result from Table 4 shows that there are 

differences between the two groups of user’s age in relationship toward other users’ reviews on 

distribution platforms (M= 4.1411 vs 3.9467; t = 3.027; p2-tailed = 0.003) as well as their 

intentions to use mobile apps (M= 3.9333 vs 3.5760; t = 2.340; p2-tailed = 0.020). The analysis 

also emphasizes that users who are under 25 are paying more attention in the reviews about the 

apps by other users and use them as one the important antecedents to make the app downloading 

decisions. This result reflects the fact since there are too many apps in the market and the 

platform’s review functions provided by the distributors now play important role to help users 

get the right apps they needs which are highly recommended by other users. 

 

In order to measure the differences amongst different groups of total hours user spends daily on 

apps usage, researcher reform the group into two major groups, which are “less than two hours 

per day” and “more than two hours per day”. Result from t-test analysis shows that there are 
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differences between the two groups of user’s daily apps usage in relationship to their intention to 

use the apps (M= 4.0457 vs 3.7246; t = 3.004; p2-tailed = 0.000) and their actual behavior (M= 

4.32 vs 3.69; t = 1.945; p2-tailed = 0.000). Specifically, the result shows that users who spend more 

than two hours per day in browsing apps on their smartphones have higher intention to use the 

mobile apps in general. 

Table 4. Results for t-test 

Demographic Variable 

Levene's Test for 

Equality of Variances        t 
         Sig. 

(2-tailed) 
      F Sig. 

Gender 

(Male vs Female) 

INT Equal variances assumed 1.089 .298 -.272 .786 

 
Equal variances not 

assumed 
  -.273 .785 

USE Equal variances assumed .149 .700 -1.266 .206 

 
Equal variances not 

assumed 
  -1.271 .205 

Age 

(Under 25 vs  

More than 25) 

REV Equal variances assumed .449 .503 3.027 .003 

 
Equal variances not 

assumed 
  3.386 .002 

INT Equal variances assumed 1.110 .293 2.340 .020 

 
Equal variances not 

assumed 
  2.227 .034 

Daily apps usage 

(Less than 2 hours 

per day vs More 

than 2 hours per 

day) 

INT Equal variances assumed 3.004 .084 -3.791 .000 

 
Equal variances not 

assumed 
  -3.752 .000 

USE Equal variances assumed 1.945 .164 -9.047 .000 

 
Equal variances not 

assumed 
  -8.877 .000 

 

As the longer time people use smartphones, the more experience they get, user’s time of using 

smartphones is considered as one of key information reflecting user’s habit in their actual mobile 

app usage. The ANOVA analysis was conducted to test whether user’s smartphone using time 

have relationship with their intention and actual mobile apps usage or not. Result of the analysis 

was summarized in the table below: 
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Table 5. Result of ANOVA for Smartphone use time 

 N          Mean        F Sig. 

INT Less than 12 months 89 3.7371 3.761 .024 

 About 12-24 months 56 3.8964   

 More than 24 months 147 4.0054   

USE Less than 12 months 89 3.94 13.109 .000 

 About 12-24 months 56 3.73   

 More than 24 months 147 4.22   

N = 292 

 

Result from table 5 implies that there are differences amongst the groups of user’s smartphone 

use time regarding to their intentions to use mobile apps (M= 3.7371, 3.8963 and 4.0054, F= 

3.761, p < 0.05) and their actual apps usage (M= 3.94, 3.73 and 4.22, F= 13.109, p < 0.05). 

Specifically, the analysis indicates that users who use smartphones for more than 24 months have 

higher intention to use mobile apps than other groups of smartphone use time. This finding 

supports to previous study of Rahmati and Zhong (2009) having pointed to the possibility of an 

initial different adoption process during the short and long-term usage. This reflects the fact that 

the more time user engage in using their smartphone, the more experience they learn from them, 

and therefore, easily get perceived values as well as attentions in deciding to use a certain apps. 

 

4.5. Regression results 

Table 6. Pearson Correlation between factors 

 ATT REV COST INT USE 

ATT Pearson Correlation 1     

 Sig. (2-tailed)      

REV Pearson Correlation .426
**

 1    

 Sig. (2-tailed) .000     

COST Pearson Correlation .367
**

 .420
**

 1   

 Sig. (2-tailed) .000 .000    

INT Pearson Correlation .624
**

 .456
**

 .543
**

 1  

 Sig. (2-tailed) .000 .000 .000   

USE Pearson Correlation .233
**

 .144
*
 .321

**
 .487

**
 1 

 Sig. (2-tailed) .000 .014 .000 .000  

N = 292 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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The output of Table 6 illustrates correlations between the variables of user’s attitude, user’s 

reviews, user’s perceived cost-effectiveness, user’s intention to use mobile apps and their actual 

apps usage. In summary, result from Pearson Correlation presented the significant correlations of 

all five factors included in the research framework. All the correlations are significant either at 

the 0.01 level or the 0.05 level (2-tailed). In addition, all Pearson correlation values are positive 

(p < 0.05). This indicates that there is a statically significant correlation between any pair of 

variables in the proposed research framework; and all the correlations are positive. Thus the 

regression analysis was used to examine hypotheses of the model concept. More precisely, This 

study found significant influences of user’s attitude, user’s reviews and user’s perceived cost-

effectiveness on their intention to use mobile apps; and significant influence to smartphone 

user’s actual mobile app usage by their intention. 

Table 7. Summary of hypotheses testing results 

Hypothesis Beta Sig. Result 

H

1 

User’s attitude toward using mobile Apps directly affects 

intention to use mobile Apps. 

0.45

1 

0.000 Support

ed 

H

2 

User review about mobile Apps has a direct influence on 

intention to use mobile Apps. 

0.12

8 

0.008 Support

ed 

H

3 

User’s perceived cost-effectiveness about mobile Apps has 

a direct influence on intention to use mobile Apps. 

0.32

4 

0.000 Support

ed 

H

4 

User’s intention to use mobile Apps directly affects their 

actual use of mobile Apps. 

0.48

7 

0.000 Support

ed 

 

5. Findings and Implications 

This chapter recaps the findings of this study inferred from the analysis result, as well as giving 

some theoretical and managerial implications for researchers and practitioners in mobile Apps 

industry. 

5.1. Findings 

This study involves several variables that are expected to have significant influences on 

smartphone user’s intention to use mobile Apps and their actual mobile Apps usage, throughout 
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which giving the extended understanding about smartphone Apps industry in Vietnam. As shown 

in the result analysis section, the intention of smartphone user is significantly affected by their 

attitude towards the Apps and their perceived cost-effectiveness about the Apps as well as the 

reviews from other users. Firstly, user’s attitude has directly positive effect on their intention to 

use mobile Apps. Previous studies have emphasized the causal role of attitude to their behavioral 

intention to use technology and reported the significant influence and important role of user’s 

attitude in defining their intention whether to use or not to use the Apps. Since the attitude leads 

to behavioral intention to use (accept) the technology, and thus generates the actual usage 

behavior, this finding is consistent and give supports for prior research about smartphone users 

or mobile Apps in the literature. Secondly, reviews from other users about the mobile Apps have 

positive influence on user’s intention to use the Apps. As a concept of electronic Word-of-Mouth, 

user reviews can be consulted by other users about a certain Apps even after a long period of 

time. Result from this study also finds that user’s reviews are considered by users as critical cues 

for their intention to download and use the Apps. The main reasons for users to refer Apps 

reviews from others is because they want to collect or gather the information about the Apps by 

consulting the experience of other users who had tried the Apps before, to support or confirm a 

previously made decision. Although sometimes users just search and read the reviews for fun 

without any real intention to use the Apps, this kind of action can even have influence on their 

future decisions to download and use the Apps. 

 

Furthermore, this study finds that user’s intention to use mobile Apps is also affected by their 

perceived cost-effectiveness of using the Apps. Luarn and Lin (2005) found that some service 

consumers, in this case is Apps users, have confirmed that financial considerations might 

influence their behavioral intention to use and, therefore, user’s perception of cost-effectiveness 

plays an important role in their decision-making processes and judgments of downloading and 

using the Apps. It is also worth noting that perceived cost-effectiveness is a significant motivator 

for users of mobile Apps. However, in contrast to a finding after reviewing literature by 

Venkatesh et al. (2012) indicating that in a consumer context, women are likely to pay more 

attention to the prices of products and services, and will be more cost conscious than men, this 

study finds no significant difference between two groups of gender in term of their perceived 

cost-effectiveness of the mobile Apps. Most importantly, as expected, this study finds a 
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significant influence to user’s actual usage by their behavioral intention. Actually, the behavioral 

intention to use a particular technology has been more frequently measured than its actual use 

and highlighted incidences where the intention–behavior gap called into question the predictive 

power of TAM when behavioral intention was used to evaluate technology acceptance (Lim et 

al., 2011). This gap occurs when users indicate that they intend to adopt the technology but end 

up not doing so. It means that in some cases, user’s intention does not lead to an actual behavior 

at all. This study fulfills the gap by figuring out the direct effect of an individual intention on 

their actual behavior. 

 

Additionally, this study also finds some critical key points about Vietnamese smartphones user’s 

usage patterns about mobile Apps. Catching up with the technology trends worldwide, users in 

Vietnam also put more efforts in browsing social network Apps category, since they are able to 

connect with their networks and even relax via these Apps. Besides, there are some other Apps 

categories that are popularly used in Vietnam such as entertainment and references, and games. 

The study also finds that there is difference among ages in term of referring other user’s reviews 

to use mobile Apps. Because younger individual are more sensitive with technology and easily 

affected by social norms than older one, this study finds that users under 25 years old are 

influenced from the reviews by other users than those who are above 25 years old. Another 

finding is that users who spend more than two hours per day in browsing apps on their 

smartphones have higher intention to use the mobile apps in general; and those who use 

smartphones for more than 24 months have higher intention to use mobile apps than other groups 

of smartphone use time. This reflects the fact that most people tend to carry their mobile phones 

with them at all times, even at night (Ofcom, 2013). The ease and ready access to apps running 

on a smartphone could be a reasonable explaination for this kind of engagement. 

 

5.2. Implications 

In previous sections, the usage patterns of smartphone Apps and conceptual framework were 

investigated, and observations from this study have important implications for the smartphone 

community. The results of this study have several practical and theoretical implications for 

researchers as well as developers and marketers in the field of smartphone Apps. In this section, 

the implications were discussed in both theoretical and practical viewpoint from the findings. 
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5.2.1. Theoretical implications 

From a theoretical point of view, this study has served to widen understanding of the factors 

influencing mobile Apps usage from the perspective of smartphone users. More specifically, this 

study provides understanding of measurement framework that includes user’s attitude, user’s 

reviews, user’s perceived cost-effectiveness, which have significant influences to user’s intention 

to use mobile Apps, as well as the relationships among these factors. Many recent studies on 

smartphone Apps have identified antecedents affecting user’s behavioral intentions to use the 

Apps (Shin, 2009; Gurtner et al., 2014; Kim et al., 2014). This study, in supporting for this line, 

also finds the same results. Furthermore, since user’s actual usage did not receive much attention 

in the literature, this study also introduces the influence of behavioral intention to the actual 

usage of smartphone user in term of mobile Apps, broadening the notable concept as measuring 

the actual usage of technology adoption in general, and particularly in case of mobile Apps. 

Particularly, this study provides understanding about the intention-behavior linkage by 

emphasizing the direct influence of user’s behavioral intention on their actual usage, giving 

evidence to clarify this fuzzy relationship. As supporting for most of studies in the literature, 

results from this study suggest that an individual’s actual usage (or technology acceptance) is 

predicted by their intention to use (or to adopt) that kind technology; and  therefore, argues 

against the findings from study of Lim et al. (2011) that discovered no significant relationship 

between these two factors. Consequently, results of this study fulfill the gap in the literature that 

suggests an assumption of the important existence of “actual usage” variable in a modified-TAM 

conceptual framework in study on technology acceptance. 

 

5.2.2. Practical implications 

This study further provides some practical implications for the development, management and 

marketing of mobile Apps via smartphone industry. The result from this study suggests that it is 

critical to understand the usage of mobile Apps for content providers (Apps owners) to generate, 

optimize, and deliver content, and for app developers to implement efficient programs to gain the 

market share in such competitive but high profitable and potential market. Since result from this 

study shows a high adoption of young smartphone users who are less than 25 years old, 

developers can infer their usage patterns and browsing habits to create suitable Apps that meet 
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the demand. Additionally, recommendations about related Apps created by the same owner can 

be engaged suitably in the Apps for further browsing in case user has interested in. 

 

With the increasing importance of mobile usage overall and the popularity of mobile Apps, it's 

clear that businesses need a strategy to assess whether a mobile App will give the best returns. In 

case of business Apps, it just obviously shows that it is worth while providing customers with an 

App to help them deal with their tasks and encourage them to buy or use services offered by the 

business. Firstly, by pointing out the significant relationship between user’s reviews and user’s 

intention to use mobile Apps, this study suggests that there should be in-App statements which 

suggest users to rate and reviews the Apps not only for Apps enhancement, but also for gaining 

reputation in the distribution platforms. It is understandable that the more famous the Apps are, 

the more the increase in Apps download and usage is. Secondly, an important issue that needs be 

taken is that management should identify the right price strategy. As indicated from this study, 

user’s perceived cost-effectiveness about the Apps is also significant influence their intention to 

use the Apps, this study suggests a serious consideration from management in putting more 

efforts in providing effective features in the Apps to attract users to download and use them. 

Moreover, managers should consider about providing free Apps, paid Apps or both. As a trend 

nowadays while many Apps providers include in-app purchase strategy in their products, the 

competition among similar Apps has become more struggle. Free apps may create a barrier 

against downloading paid apps if users want to save their money and are satisfied with the free 

apps providing similar features despite certain limitations, which might lead to the deduction in 

both revenue and profitability. 

 

For marketers, this study emphasizes the need to pay close attention to the behavior of their 

target users to map out the ecosystem of the apps they use on a daily basis. Benchmarking 

against similar Apps to assess user’s level of usage should be taken in consideration for Apps 

enhancement. From usage pattern shown in this study, it is crucial that marketers should be the 

one who clearly understand about their target users. Besides, in order to gain reputation to attract 

users, marketers should focus on increase positive reviews from users about the Apps as well as 

reduce negative ones as much as possible due to the important role of those reviews in user’s 

intention to download and use the Apps. 
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6. Conclusion 

Global trends like an increasing amount of knowledge, creativity and innovation related work, 

lead the market for mobile Apps to a continuous expansion at an unprecedented speed. However, 

up to now, it remained unclear which factors are relevant for technology acceptance and 

adoption of mobile Apps. Additionally, while previous studies about mobile technology 

acceptance just mostly focused on user’s behavioral intention, the intention-behavior linkage still 

inconclusive, this study, thus, fills these two gaps in the literature and provides insight into a new 

field of technologies (i.e., mobile Apps). This study integrates a variety of enabling and 

inhibiting factors, such as user’s reviews about mobile Apps and user’s perceived cost-

effectiveness about the Apps, in a theoretically sound and empirically tested TAM-based model. 

Moreover, utilizing the exploratory factor analysis and regression analysis, this study 

investigated that user’s reviews about mobile Apps and their perceived cost-effectiveness about 

the Apps have significant influence to their intention to use the Apps; and that users from 

different generations have different intentions for actual usage of new mobile Apps in case of 

Vietnam smartphone users. 

 

Result from this study finds that user’s attitude, user’s reviews and user’s perceived cost-

effective about mobile Apps has directly positive influences on their intention to use mobile 

Apps. Since these are major antecedents of user’s behavioral intention in term of technology 

acceptance, they are reported to have significant influences and play important role in defining 

the user’s intention whether to use or not to use the Apps. This finding is consistent and give 

supports for literature about smartphone users in case mobile Apps usage. In fact, individual 

often adopt the technology when they have more willingness to do so. This study also finds 

user’s actual usage is affected directly by their behavioral intention, which provides evidence to 

clarify the fuzzy linkage between behavioral intention and actual usage. Besides, this study finds 

there are differences difference among ages and use time when referring other user’s reviews to 

use mobile Apps. It is indicated in this study that users who are under 25 years old more 

sensitively affected by user’s reviews in the Apps distribution platform; and that users who use 

smartphone longer might have more experience in intensively involving download and use 

mobile Apps. 
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This study also provides some theoretical and practical implications. First of all, this study 

examined and proved the existence of the “actual usage” variable in TAM-based theoretical 

framework. Research about smartphone or mobile Apps therefore can do the same way without 

any confuse about intention-behavior linkage to provide theoretical insights. Secondly, managers 

engaging in innovation, technology foresight and corporate development activities in the field of 

mobile Apps should take the results of the present study into account. Since perceived cost-

effectiveness is the dominant influencing factor for the user’s intention to use mobile Apps, this 

feature needs particular attention. This study suggests that managers should find the right 

strategy to set up right price-orientation in the Apps development. Since the market is struggle 

and competitive, offering suitable Apps providing appropriate features is important. Free Apps, 

paid Apps or in-app purchase strategy should be carefully considered to gain as much profit from 

the market as possible. Marketer can also take this study in account for market reference for the 

target users’ selection. This study also suggests that marketer should pay attention in generating 

positive reviews about the Apps since mobile Apps users’ intention are likely to be affected by 

reviews displayed in the distribution platform. 

 

This study also has some contributions. Empirical finding from this study provides insights to the 

literature on smartphone and mobile Apps industry by clarify the fuzzy conclusion about 

relationship between behavioral intention and actual usage of technology adoption. Since this 

study support for previous studies indicating the significant influence of behavioral intention on 

actual usage, and argues against those studies with a weak or non-significant results, 

understanding about actual usage of technology acceptance could be widened in the research 

field of mobile Apps. This study also contributes to the mobile Apps market insights by 

providing some demographic information about Vietnamese Smartphone users in term of their 

habits about using mobile Apps. Those useful findings can help both academic and practitioners 

in developing in such potential and high-profitable market. 

 

Despite critical findings and contributions, a number of issues still remain in the study to be 

addressed in the future. Firstly, as same as other adoption model studies, there is a incomplete 

that additional significant factors have not been investigated in this study. Multi-relationships 

involving more factors such as self-efficacy, perceived enjoyment and compatibility might 
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support more strongly for the literature about mobile Apps. Secondly, since user’s actual usage 

of mobile Apps was measured with only one item in this study, which may affect the construct 

reliability and validity as well as the findings of this study. The reliability of future research can 

be enhanced by adding more items to measure the construct. Thirdly, since different mobile 

Apps have different functions depending on different technologies that may have different 

effects on user’s intention and actual behavior, another limitation of this study is that the study 

does focus on a specific type of mobile Apps. Future research, therefore, may examine the 

antecedents affecting user’s acceptance of a particular Apps or a certain type of mobile Apps 

which can lead to more theoretical and scientific contributions. Lastly, the findings and their 

implications as well as discussion were only obtained from this study that just investigated a 

particular technology and targeted a specific user group in Vietnam perspective. Investigation 

other kinds of technology such tablets and phablets should be considered in the future. Continued 

research can also involve the issue through a cross-culture comparison perspective to extend 

understanding about mobile Apps usage. 
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