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Abstract

The emerging market is currently witnessing the active development of online shopping. This study was conducted
to analyze the key factors affecting the intention of customers to purchase in Vietnam. This study is conducted by
two methods, including "secondary research method" and "quantitative method" for research. Firstly, the author
uses the "secondary research method" to refer to previous academic sources for this research. Secondly, the author
collected a sample of 349 volunteers in Vietnam who have an understanding and interest in e-commerce. Perceived
Usefulness, Perceived Ease of Use, Perceived Transaction Security are reported to have a positive relationship
with online purchase intention. They are significant factors affecting the purchase intention of Vietnamese online
customers. Other demographic factors can affect online shopping intention, such as age and income, so research
cannot represent all customers. Businesses can use the findings to further understand about emerging markets.
This trend is the basis for business managers to develop customer attraction strategies and improve the quality of
online shopping services. The potential for online shopping is becoming more attractive, especially in emerging
markets. This study is in line with the trend of the online shopping industry. The results of this study can help
marketers understand more about customers' intentions, thereby building long-term relationships between
businesses and customers.

Keywords: consumer intention, online shopping, emerging markets, internet shopping intention, b2c online
shopping

1. Introduction

During the period of the 90s to 2016, online shopping or e-commerce has grown sharply. Forbes reports the value
of the e-commerce industry over $ 2 trillion in 2017 (IBM, 2018). This figure is expected to continue to increase
to $ 4.47 billion by 2021 and account for 16.1% of global retail sales (eMarketer, 2018a). This market research
shows that the potential of this industry is becoming strong, comparable in size to traditional industries.
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Figure 1. Retail E-commerce Sales Worldwide, 2016-2021(eMarketer, 2018a).

The explosion of online shopping is in the US, about 71% of customers use the online shopping platform to find
their favorite products (eMarketer, 2018b). The advantage of online shopping compared to traditional shopping is
that customers have many good choices. According to a US Census Bureau report, 7.5% of retail sales came from
online shopping platforms in 2015, and the growth rate was only 0.5%. This number has grown from 2015 to 2017,
the growth rate is ten times, and it is expected to continue to grow strongly until 2020.

Table 1. Estimated Quarterly U.S. Retail Sales: Total and E-commerce (Source: IBM.com, 2018)

Retall Sales E-Commence Percent Change Percent Change
irmillions of dollars) as a Percent From Prior Quaner From Same Cuanter
Curarer of A Vear Ago
Total E=commerce Total Total E-commerce Total E=commence

Adjusted®

ath quarter 207 5(p) 1,184,753 89078 7.5 L] 2. 1.3 4.7
Ird quarter 200 5ir) 1,184,473 B . F25 7.4 1.1 3.8 1.6 4.7
2nd quartér 2001% 1,171,458 54,019 7.2 1.5 4.4 1.0 14.3
ISt quarter 2015 1,153,584 S0.4%1 70 =0.4 36 1.8 4.8
ath quarner 20720 LI 70098 T7.659 6.6 0.4 A 1.9 4.2
Mot Adjusted

4th quarter 201 5(p) 1,245,370 107 057 8.6 4.9 3rz 1.6 14.5
Ird quearter 200 50 L8970 E0,973 6.8 0.0 2.8 1.6 15.1
2nd quanér 200% 1,187,208 TE.TT9 6.6 10,2 5.2 0.9 14.4
VST quarter 2015 1,077,586 F4.920 7.0 =121 =19.9 1.5 4.4
ath quaner 2014 1,225,969 93,530 7.6 4.9 32.9 1.9 13.9

The steady development of online shopping is currently having a significant influence on many countries around
the world. As predicted by many economists, Southeast Asia is the destination of many leading corporations in the
e-commerce industry. In Southeast Asia, Alibaba - a Chinese online retail group has achieved outstanding
achievements to become rival of Amazon in Southeast Asia. Alibaba has acquired Lazada to improve its
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competitiveness in this potential market. Southeast Asia's online shopping market is expected to become more
competitive and attractive to customers (eMarketer, 2018a).

2. Literature Review
2.1 Overview of the Emerging Market

The explosion of online shopping in Southeast Asia has a positive impact on Vietnam's e-commerce development.
According to eMarketer (2016), Vietnam is witnessing a steady growth of the e-commerce industry, Vietnam's
retail sales have increased by 20% on average, and there has been no sign of slowing down. Vietnam is evaluated
by experts to become a leading country using e-commerce in Southeast Asia, during the period 2012-2022 the
average income increased sharply from 12 to 33 million (EVBN, 2018). The study of Vietnam Q & Me shows that
the online shopping platform helps Vietnamese people access all products related to fashion, technology, and
entertainment (Figure 2).

Product/Service Categories Purchased Digitally by
Digital Buyers in Urban Vietnam*, by Demographic,

July 2016
% of respondents in each group

| cender Age

| Female Male | 18-29 30-39 | Total
Fashion 53% 41% 41% 54% 46%
T/mobile phones [ 22% 54% 41% 37% 39%
Kitchen/home appliances 38% 32% 32% 39% 35%
Food and beverages [ 26% 19% 20% 26% 22%
Books/stationary 23% 17% 22% 16% 20%
Cosmetics [ 34% 7% 21% 17% 20%
Sporting goods |~ 7%  18% | 15% 10% | 13%
Tickets [ % 9% &% 12% 9%
Spa/beauty services ‘ 14% 1% 7% 7% 7%
Supplements/functional foods 6% 7% 5% 9% | 6%
Musicvideo (Blu-ray, DVD) | 4% 6% 7% 2% 5%
Flowers/plants | 3% 3% 2% 4% 3%
Other 4% 2% 2% 5% 3%

Note: *Hanoi and Ho Chi Minh City
Source: Q&Me, "Vietnam Ecommerce Market Survey,” July 19, 2016

214696 W eMarketer com

Figure 2. Product/Service Categories Purchased Digitally by Digital Buyers in Urban Vietnam, by Demographic
(eMarketer, 2016)

Vietnam's e-commerce development opportunity is represented by 42 million mobile devices accessing the internet,
and it is expected to increase to 55 million devices by 2022 (Satista, 2017a). Moreover, Vietnam's GDP is
witnessing rapid growth in 2017 and is expected to continue to rise to 2022 (Satista, 2017b). The potential of the
online shopping market in Vietnam is attracting many investors, but businesses are still facing obstacles when
persuading customers to use their services. Some reports show that consumers feel unsafe when using online
services and the revenue of online transactions is still below 50% (eMarketer, 2016). Also, according to the
Ministry of Industry and Trade and the Vietnam Competition Administration Department, 73% of complaints are
related to poor quality products (VECITA, 2014). These are obstacles that need to be learned and soon overcome
to improve the competitiveness of businesses in the online shopping sector. In summary, identifying key factors
affecting consumers' intention to purchase online in emerging markets like Vietnam will be the primary goal of
this study. The author uses this research as a basis for analyzing the intention of customers in the field of e-
commerce in Vietnam. Businesses participating in the Vietnamese market can use this data source to have a more
specific view of the online shopping market in Vietnam. From there they can develop effective marketing strategies
to attract customers.

2.2 Factors Influencing Consumers’ Online Shopping

Traditional online shopping and shopping have the same process, including steps such as identifying needs, finding
products, evaluating options, paying and final rating after completing the transaction (Darley et al., 2010; Y 6riik
et al., 2011). Besides the similarities, they also have differences when bringing values to customers. Traditional
shopping requires buyers to come to the point of sale to make transactions (Nguyen Thanh Do and Ha Ngoc Thang,
2014). Meanwhile, online shopping helps buyers choose products through internet-connected devices (Abbad et
al., 2011). According to Alba et al. (1997), the internet helps businesses access to potential customers through
websites and updated data. Traditional shopping brings peace of mind to customers. Customers' benefits when
shopping at traditional stores are guaranteed because they receive advice and product quality assurance when
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making payments (Lester et al., 2005). In contrast, when customers shop online, they can only learn products based
on descriptions in words and images (Lohse and Spiller, 1998). Customers cannot be guaranteed their rights with
quality issues, true origin, reasonable prices. Customers always need to consider online shopping information such
as firm size, product value, and reliability to reduce the risk of online shopping (Lohse and Spiller, 1998).
Technology is the foundation of online shopping to form and develop. There are many doctrines of behavioral
research and customer intent when using technology like Theory of Reasoned Action (TRA), Technology
Acceptance Model (TAM). However, the Technology Acceptance Model (TAM) is the most popular model for
analyzing behavior when shopping online by consumers. According to Davis et al. (1989), TAM is the best and
most suitable model to study perceptions when purchasing customers in the age of technology. Useful awareness
and ease of use awareness play an active role, and they help customers realize the potential and benefits they can
get when using online shopping services (Guritno and Siringoringo, 2013). Besides, the existence of risk awareness
is the biggest obstacle to the intention of customers when choosing online shopping to replace traditional shopping
(Bauer, 1960). Moreover, the author examines past research related to online shopping intent to build a solid
research paper. The author chooses the Technology Acceptance Model (TAM) to carry out this study because the
factors related to security, usefulness, and ease of use are the main factors that influence the customer's online
shopping intention.

2.3 Research Model and Hypothesis Development

There are many types of research about consumers' intention to access online shopping services around the world.
However, these studies only have a few done in Vietnam; some of them are outdated. This trend is why the author
decided to carry out this research for the Vietnamese market in the context that Vietnam's e-commerce market is
becoming more competitive and attractive. Figure 3 is the author model used as a basis for this study, which is

based on the Technology Acceptance Model (TAM) which includes the following three main factors.

H1+ Perceived Usefulness (PU)

\%

H2+ Perceived Ease of Use (EOU) Online Purchase Intention

H3+ Perceived Transaction Security (PTS)

Figure 3. Proposed research model

Perceived Usefulness (PU)

PU is a factor that shows the benefits of online shopping platform affecting customer intent. PU includes benefits
such as reasonable prices, available information, natural search and comparison (Broekhuizen & Huizingh, 2009).
When businesses focus on developing customer benefits, their shopping performance will be improved (Davis,
1989). It can be said that PU in e-commerce helps customers have more choices, and customers can save time
compared to traditional shopping (Eri et al., 2011). The higher the level of benefits that online shopping services
bring to customers, the more likely it is that customers will be attracted to the service (Teck, 2002). The
development of the Internet and technology are potential bases for businesses around the world to expand their
distribution channels to reach more customers (Ramayah, 2008). Hence, the first hypothesis is written as H1:
Perceived Usefulness is positively related to online purchase behavior intention.

Perceived Ease of Use (EOU)

EOU is the degree to which consumers can adapt to new technologies (Gitau & Nzuki, 2014). Potential consumers
who can use technology without much difficulty will quickly decide to implement online shopping behavior
(Juniwati, 2014). In other words, when technology gives customers a sense of comfort when used, it is likely that
customers will accept the technology (Davis, 1989). According to Yoon (2015), new user-friendly technology
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could make it easier for customers to choose it to replace the old technology. The intention and attitude of
customers are assessed to be indirectly affected by EOU (Chau, 1996). Businesses providing online shopping
services need to improve customer experience continually. In a study by Jiang & Yang (2013), the benefits
associated with convenience when shopping online are the primary motivations for consumer intent and shopping
behavior. For instance, a new e-commerce website can make customers feel confused when approaching, but after
reaching customers, it feels comfortable to use (Davis, 1989). Therefore, the second hypothesis is stated as H2:
Perceived Ease to Use is positively related to online purchase behavior intention.

Perceived Transaction Security (PTS)

PTS is evaluated as the most critical factor affecting customers' online shopping intent (Grandinetti, 1996).
According to Zorkadis and Karras (2000), security is one of the most significant barriers affecting e-commerce
because of the free development of integrated tools on websites. Possible problems involve fake information,
illegal transactions, eavesdropping and theft of sensitive information. Security studies also show a significant
influence on online banking (Lee and Eastwood, 2003; Awamleh and Fernandez, 2006). When doing online
shopping activities, consumers are willing to accept some of their particular risks or expectations for the e-
commerce platform, trust based on commitments. Provided (Gitau and Nzuki 2014). Therefore, the third
hypothesis is stated as H3: Perceived Transaction Security is positively related to online purchase behavior
intention.

3. Methodology

The author uses two research methods to analyze the main factors affecting consumers' online shopping intent.
Methods include secondary research method and quantitative method. First, the author uses the secondary method
to refer to essential studies to use them as a building platform for the study of customer intent when using online
shopping services in Vietnam. The resources such as publications, prestigious articles, academic books can help
researchers expand knowledge and build new ideas. Secondly, the author proceeded to collect the data needed to
study the topic. Two types of data collection are quantitative and qualitative (Saunders, 2003). By using
quantitative methods, the author can collect critical data to analyze the variables of the study (Bryman and Bell,
2007). This study uses quantitative research, in which three factors need to be explored, and regression analyzed
to test the data. The questions in the survey table use Likert 5 as a scale to assess the levels of participants
responding to surveys. The responses came from 349 volunteers in leading technology forums in Vietnam such as
Tinhte.vn, Vietnam Marcom, Q&A Online Shopping Vietnam. Questionnaires are used by the Google Form tool;
volunteers can reply directly on integrated forms at websites or access links sent directly to their e-mail. The two
phrases that the author frequently mentioned in this study are "e-commerce" and "online shopping" all have the
same meaning.

Operationalization of variables

Specific conventions in Likert 5 point scale:

1: Strongly disagree 2: Disagree 3: Neutral 4: Agree 5: Strongly Agree

Table 2. Descriptive Statistics of questions

N Minimum Maximum Std. Deviation | Mean
(Strongly disagree) | (Strongly Agree)

Perceived Usefulness
Online shopping helps you improve | 300 | 1 5 .949 3.57
performance when use shopping
activities.
You agree that the shopping process | 300 | 1 5 978 4.03
becomes easier when using shopping
online.
Online shopping can save more time | 300 | 1 5 .999 4.11
than offline shopping
Online shopping improves the | 300 | 1 5 1.018 3.17
quality of your shopping experience.
You feel that online shopping is | 300 | 1 5 1.115 3.27
cheaper than other forms.
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Online shopping websites are useful | 300 | 1 5 922 3.72
for shopping activities.

Perceived Ease of Use

The interaction between you and the
online store clear and easy to | 300 | 1 5 944 3.23
understand.

You agree that online shopping does
not require much of a mental effort. | 300 | 1 5 .949 3.16
You feel that it easy to use online
stores as well as online sites. 300 | 1 5 936 3.29
You easily interact with the online
store. 300 | 1 5 .983 3.24
You trust in online stores. 300 | 1 5 916 3.14
The quality of service provided by | 300
online stores is good. 1 5 .909 3.08
Transaction Security
You think that online shopping sites | 300 | 1 5 1.137 3.47
are reliable.
Shopping sites keep their promises | 300 | 1 5 1.139 3.44
and commitments.
Customer information is securely | 300 | 1 5 1.146 3.38
held in the transaction.
Ecommerce sites ensure the payment | 300 | 1 5 1.117 3.49
process is safe and secure.

Online Purchase Behavior Intention
You intend to shop online in the | 300 | 1 5 1.020 4.02
future.
You think online shopping is a | 300 | 1 5 1.060 3.77
reasonable intention for yourself.
You realize that the intention of | 300 | 1 5 1.031 3.78
online shopping will be useful to
your family.

Based on the above data, it is possible to see the question "Online shopping is more time Highest value for offline
coal shopping" 4.11. Customers value online shopping more conveniently than traditional shopping because it
saves them time. The next two high-value questions are "You agree that shopping is going to be easier when using
online shopping" and "You intend to shop online in the future" reach 4.03 and 4.02 respectively. Conversely, the
question "The quality of service provided by online stores is good" is the question with the lowest value with an
average of 3.08. This fact shows that the quality of products that customers receive when shopping online is not
appreciated. The following factors are underestimated at 3.14 and 3.26, respectively, in the "You trust in online
stores" questions and the "You agree that online shopping question" does not require much of a mental effort.

Perceived Usefulness (H1+)

There are six questions focused on the benefits that online shopping brings to customers. According to Juniwati
(2014), Perceived Usefulness has a positive effect on online shopping intent, but the impact depends on other
factors. Businesses should value the benefits of customers because the shopping performance of customers
depends on the benefits (Davis, 1989). One of the useful features that customers appreciate online shopping is the
competitive price compared to traditional stores (Foley and Sutton, 1998).

Perceived Ease of Use (H2+)

There are six questions described when customers use the online shopping platform. Perceived Ease of Use is
considered a significant factor to promote the intention of using customers' online shopping service (Gong et al.,
2013). According to the results of Seiders, Berry, and Greswal (2002), factors related to searchability, quick access,
and smooth transactions are advantages to attract consumers. Customers also appreciate the fast and efficient
operational capabilities of online services (Jiang & Yang, 2013).
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Perceived Transaction Security (H3+)

Four questions focus on issues such as information security, security of online transactions, product quality.
Security is the most critical factor that has a direct impact on consumers' online shopping intent Grabner Krauter
and Faullant (2008). In online transactions, most consumers place their trust and expectations on supplier
commitments (Gitau and Nzuki 2014).

Table 3. Correlations between three independent factors and one dependent factor

Online Perceived Perceived EaselPerceived
Purchase [Usefulness to Use Transaction
Behavior Security
Intention
Online Purchas P§arson (;orrelation 1 676" 468" 599"
Behavior Intention Sig. (2-tailed) .000 .000 .000
IN 300 300 300 300
Pearson Correlation 676" 1 323" 437"
Perceived Usefulness [Sig. (2-tailed) .000 .000 .000
IN 300 300 300 300
Pearson Correlation 468" 323" 1 287"
Perceived Ease to Use [Sig. (2-tailed) .000 .000 .000
IN 300 300 300 300
berceived TransactiOuP.earson (?orrelation 1599 437 287" 1
Security Sig. (2-tailed) .000 .000 .000
IN 300 300 300 300
**. Correlation is significant at the 0.01 level (2-tailed).

Based on the results of Table 3: Correlations between three independent factors and one dependent factor, it was
found that the relationship between Online purchase Behavior Intention and Perceived Usefulness was statistically
strong and positive (Pearson Correlation = 0.676, sig = 0.000). There is a significant positive relationship between
online purchase behavior and transaction security (Pearson Correlation = 0.599, sig = 0.000). Similarly, there is a
positive relationship between online purchase behavior and perceived ease of use (Pearson Correlation = 0.468,
sig = 0.000). Besides, the results from Appendix 4 show that Perceived Usefulness, Perceived Ease of Use and
Transaction Security are significant contributors to explain the online purchase behavior (R =0.614, F = 157.044,
sig = 0.000). The results conclude that these three independent variables have a positive impact on customers'
online shopping intent. It can be said that the intention of online shopping is the result when customers receive the
values including safety for online transactions, the benefits that online shopping brings, the ease of use online
shopping.

4. Discussion and Managerial Implications

Table 4. Coefficients

Model Unstandardized Standardized t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta Tolerance VIF
-.329 .176 -1.866 | .06
(Constant) 3
) .504 .045 457 11.090 | .00 767 1.304
Perceived Usefulness 0
1
) 291 .050 224 5.788 | .00 .870 1.150
Perceived Ease of Use 0
Perceived Transaction 361 .044 335 8.219 | .00 786 1.273
Security 0
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a. Dependent Variable: Online Purchase Behavior Intention ‘

The author performs regression analysis to explore the relationship of the Online Purchase Behavior Intention with
Perceived Usefulness, Perceived Ease of Use and Transaction Security. This equation is used by the authors to
conclude three hypotheses in the research model: Online Purchase Intention = -0.329 + 0.504 (Perceived
Usefulness) + 0.291 (Perceived Ease of Use) + 0.361 (Perceived Transaction Security).

The coefficient or B of perceived usefulness is 0.504, so hypothesis H1 is supported. In other words, the B value
of Perceived Usefulness is 0.504 after multiple regression analysis, indicating that Perceived Usefulness positively
impacts on the online purchase behavior intention. Also, perceived usefulness was the highest value independent
variable in the study model of B = 0.504. The results are similar to previous studies (Triandis, 1980; Foley and
Sutton, 1998; Aineah, 2016). In the field of online education, studies also show that Perceived Usefulness has a
significant influence on the acceptance and promotion of the intention to use the service and ultimately the conduct
(Ramayah, 2008). Overall, customers will use technology-related services when they find it useful (Shang, Chen
and Shen, 2004).

The coefficient or B of the Perceived Ease of Use is 0.291, so hypothesis H2 is supported. Specifically, the value
of B of Perceived Ease of Use indicates that the PEOU has a positive effect on the online purchase behavior
intention. This is in line with Venkatesh and Davis (2000), who argues that when consumers perceive technology
as easy to use, their attitude toward technology is positive and is similar to online shopping. Jiang and Yang (2013)
and Gresham (2000) agrees that the facets of retail shopping, including access, search, transaction, and ownership,
are more comfortable, the intention of shopping online is higher.

The coefficient or B of Transaction Security is 0.361, so it confirms the third hypothesis. Besides, Transaction
Security for technology increases, it means that the intention of online purchase behavior also increases. Determine
the value of f of the transaction has been determined, has the right to result on the event using the definition. This
finding is the same result as Dauda, Santhapparaj, Asirvatham, and Raman (2007), they said that trust, Internet
experience, and transaction demand are considered important factors for online shopping. Some consumers feel
dissatisfied when the product quality is weaker than the advertisement, besides customer information security (Yu
and Abdulai, 2000). In the field of banking, a study on internet banking in Malaysia shows that security has a
significant impact on the intention to use internet banking services (Yong, Boon, Gowrie, Chin, Nasreen and Tze,
2013). In summary, security is the most critical factor in intent and behavior of using online services (Bhimani,
1996).

5. Limitations and Further Research

The participants in the survey all live in the Vietnamese territory and have an interest in e-commerce. However,
research does not analyze Consumer Characteristics in online shopping intent, which means the templates do not
represent the Vietnamese people completely. According to Stafford et al. (2004), young customers can adopt online
shopping services easily. Meanwhile, older customers often have a negative attitude when shopping online like
young customers (Donthu and Garcia, 1999). Besides, different income levels will make the intention of buying
customers different (Susskind, 2004). The Vietnamese e-commerce market in recent years has always received the
attention and appreciation of experts and large enterprises. According to EVBN (2018), up to 13.510 e-commerce
websites are operating in Vietnam, much higher than the number of 9.429 in 2016. Enterprises and strategists
should use this research to understand better the factors affecting customer intent in the online shopping market.
They also need to develop online shopping benefits to build long-term relationships with customers. Security
weaknesses should be fixed soon by cooperating with the Government and partners providing security services.
Also, businesses need to ensure customers' rights when situations related to product quality occur. Ensuring the
above problems are overcome, businesses will operate effectively and increase the competitiveness in the e-
commerce market in Vietnam.
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