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Figure 2: Percentage of Households Using FinTech Services, by Province
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Figure 3: The Ratio of Using Financial Services Channels
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Figure 4: The Ratio of Household Using Traditional and
FinTech Channels
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* Traditional channels include banks and other financial institutions.
** FinTech channels include online/mobile banking and other financial technology
services provided by Tech companies or FinTech startups.

Figure 5: Number of Financial Channels that Respondents Used
Divided by Service Providers
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