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ABSTRACT

Online shopping is growing popularity at a rapid rate over the world. In
Vietnam, it turns the way of buying a product into a new page as well as has
brought to light a new conceptualization of doing business. E-commerce
facilitated for online consumers to easily interacting with sellers despite the
limited interface and no proximity of those websites. This study examines
factors that influence customers’ attitude of using the digital websites to
shopping and their intention to use it again for future utility. Previous empirical
studies as a beacon of light to help build up the conceptual model mentioned
and discussed in this paper. The results of this study pointed out consumers’
intention to buying online by the existence of three factors: ease of use, trust
belief, and perceived risks. Directions for future research as well as

implications for shopping online development are mentioned in this paper.
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CHAPTER 1
INTRODUCTION

1.1 Background Research

The launch of Internet marks a step towards the spectacular technological
development in the modern world. It has become a productive tool used in daily
activities such as looking for needed products, promotion prices, customer
feedbacks or rating, choosing services, online ordering, transactions carried out
over the internet in which all these activities are made through wireless carrier
networks worldwide (Sinha, 2010). Not simply an unlimited source of
information, the internet is also a guiding light for the new methods of doing
business. It helps sellers and buyers to exchange goods over the large space
network without making any face-to-face appointments. As a result of the
Internet development, electronic commerce (E-commerce) has become more
and more popular and gradually changed the way people working and shopping.
For a long time ago, the traditional store-based is used to be a dominant
marketplace that leads consumers to go out for shopping. Toward the world’s
trends, consumers now have a chance to get familiar and learn how to use the
internet to shopping as personal demands. For any public innovation, customers
also found a way to maximize the benefits and leverage these advantages to
serve themselves based on new business models. From there, the customer
behavior is formed (Zhaobin Chen, 2005). E-commerce plays a vital role in
helping consumers save costs and time by searching the best price products,
finding the detail information and comparing with other items before they
decide to buy or not to buy. Shopping now has never been so easy. Many of

today’s business transactions are conducted through the Internet. Online sales



bring an amount of great benefit for retailers as a result of high volume in the
sale and the effect across other distribution channels.

Online shopping is undergoing a significant growth as it is no longer too
strange with people in Vietnam nowadays. A statistic number shows that
Vietnam has ranked in the top 13 countries of Internet users in 2016. An amount
of user shopped online account for over 30% of the total population compared
to 5% in 2010. E-commerce has witnessed a gradual changing of shopping
behavior. However, it needed to have a great revolution of choosing online
products to buy in Vietnamese market because their antecedent shopping habit
Is face-to-face purchasing. Therefore, it is a challenged issued to Vietnamese
retailers in the uphill battle of persuading more people to purchase digitally. In
fact, the e-market is significantly increasing day by day. However, an amount
of online source revenue reported from Vietnam seller is less than 50%. Many
shoppers express a concern about customer’s misunderstanding of the quality
of products when they shop online. E-Marketer forecasts that Vietnam’s retail
e-commerce sales will dramatically grow by more than 20% per year and it
could reach $2.08 billion in 2017 (Emarketer.com). Vietnamese market
research firm has updated the latest data on new July 2016 about the number of
people who shopping online is increasing almost for the product as fashion,
technology, and appliances. It is clearly to be seen that, because of the
continued rapid growth of the Internet and the strong-growing online shopping,
the demand to explore in-depth the related factors integrated with buying on-
line in Vietnam is needed. Based on the finding of this research, a group of
various variables in term of internet shopping has been deepened and clarified.
In general, this study gives a more comprehensive understanding of online
shopping behavior which derived from the behavioral perspective. This
research proceeds in the following manner. Initially, this paper takes a brief of

a literature review on shopping online field and factors influencing consumers'
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shopping intention. Subsequently, a definition of construct and hypotheses
development were provided. Then, this thesis continuingly goes with
methodology and data analyzing. Eventually, the discussion and conclusion

were given and discussed.

INTERNET USERS BY COUNTRY (2016)

#* Country Internet Users  Penetration  Population Non-Users Users1Year  InternetUsers  Population

(2016) (% of Pop) (2016) (internetless) Change (%) 1Year Change 1Y Change
1 China 721,434,547 52.2% 1,382,323,332 660,888,785 22% 15,520,515 0.46 %
2 India 462,124,989 348% 1,326,801,576 864,676,587 30.5% 108,010,242 1.2%
3 US. 286,942,362 88.5% 324,118,787 37,176,425 11% 3,229,955 0.73 %
4  Brazil 139,111,185 66.4% 209,567,920 70,456,735 51% 6,753,879 0.83 %
5 Japan 115,111,595 91.1% 126,323,715 11,212,120 0.1% 117,385 -02%
6 Russia 102,258,256 71.3% 143,439,832 41,181,576 03% 330,067 -0.01 %
7 Nigeria 86,219,965 46.1% 186,987,563 100,767,598 5% 4,124,967 2.63 %
8 Germany 71,016,605 88 % 80,682,351 9,665,746 0.6 % 447,557 -0.01 %
9 UK 60,273,385 92.6 % 65,111,143 4,837,758 0.9 % 555,411 0.61 %
10 Mexico 58,016,997 45.1% 128,632,004 70,615,007 21% 1,182,988 1.27%
11 France 55,860,330 86.4 % 64,668,129 8,807,799 1.4% 758,852 0.42 %
12 Indonesia 53,236,719 204% 260,581,100 207,344,381 6.5 % 3,232,544 117 %
13 Viet Nam 49,063,762 52% 94,444,200 45,380,438 33% 1,564,346 1.07 %
14 Turkey 46,196,720 58 % 79,622,062 33,425,342 5.1% 2,242,750 1.22 %)
15  Philippines 44,478,808 435% 102,250,133 57,771,325 44% 1,855,574 1.54 %

Figure 1.1 Internet Users by country 2016

(Source: Internet Live Stats)



INTERNET USERS IN VIETNAM (2000 - 2016)
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Figure 1.2 Vietnam Internet users

Source: Internet Users in Vietnam - Internet Live Stats
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1.2 Research objectives

Thanks to the development of technology, E-commerce allows consumers
to buy or conduct a transaction twenty-four hours a day at anywhere all year
around. The recent finding shows that user in Vietnam spent five hours ten
minutes to access the Internet per day through devices such as PCs or Tablets
and specifically three hours four minutes to surf the social network.

According to the Table below, an amount of hour Vietnamese people
surfing on the Internet ranks the second position, compared to Thailand on top
with approximately five point five hours per day. Online retailers can take
advantages of using the internet with high frequency from users to sell products.
Currently, the number of online retailers are very high as a result of E-
commerce development, the understanding of customers’ needs and capturing
their psychology will become a competitive advantage for business selling
online.

In shopping market at the Internet era, the customers will change their
behavior as natural. Since there is no direct purchase, it is vital to know what
factors that affect consumers to buy and what drive them to keep buying it over
the internet. Moreover, any up-to-date medium always comes with new
demands. Therefore, the most potential way to keep loyalty consumers is to
answer all their demands. Customers are considered as God in the business field,
that is the reason why they essentially play an important role in marketing. As
a problem is stated, it would be easier to gain succeed if online companies focus
on analyzing the procedure of shopping activities, identify how customer
decide and make purchasing over the Internet. By understanding those
characters, internet suppliers could find out what occupies the hearts of
customers, especially in the chaotic competitive business environment. Finally,

this research will focus on typical objectives to concluded an expected results.



- Figure out the influence of usefulness, ease of use and trust on attitude
toward online shopping and Vietnamese intention to buy.
- To identify the effect of trust on attitude toward online shopping and online

shopping intention.

AVERAGE NUMBER OF HOUR SPENT
USING THE INTERNET PER DAY

m Access to laptop/Desktop = Access through mobile device

Vietnam France Thailand Average

o PN W b

Figure 1.4 Time spent on the Internet per day

Source: Internet statistics in Vietnam 2015 including Social media and Mobile figures

1.3 The aim and the purpose

Based on the E-commerce's statistic, Vietnamese customers are now
tending to buy online because of a discounted price for products or promotion
from the digital suppliers. However, online retailers in Vietnam are facing an
uphill battle in convincing people purchasing online products. It can be seen
that reasonable price may be insufficient. The fact illustrates that shopping
habit of Vietnamese people involved with store-based in traditional context as
spontaneously market or a kind of aggregate groups which made them feel
secure and safe. Based on Vietnamese buying behavior, | notice that people
prefer going to a certain store to directly get the products that they want. It

obviously indicates that the feeling of touching or approaching with physical



material satisfied their needs. New sales method is formed means that a
physical relationship is no longer exists between the consumer and the seller in
the form of online shopping. Therefore, it becomes a really dilemma issue for
digital business sites to persuade people buying online. However, it is important
to aware that consumer beliefs depend largely on their personality rather than
the impact from the supply side. Customers are unlikely to shop Internet stores
once they did not feel secure about the truthfulness (Jarvenpaa & Tractinsky,
1999). Hence, customer trust is shaped based on the ability to provide quality
goods and transport goods on time as they expected.

This study aims to identify the factors that affect online purchasing
behavior of consumers in Vietnam and examine the existence relationships
among those factors. Furthermore, the study also helps to indicate and analyze
shopping habits influence to consumers’ awareness of buying online in this
country. The finding of previous research about online shopping behavior of
customers that lead to the notion of doing this study. In particular, an empirical
study on consumers using Internet shopping was conducted in Vietnam market
that makes it become unique. The results of this study would help organizations
to innovate their shopping website performance. Moreover, it might be a
helpful reference for any entrepreneur that simply intent on selling a range of

online products.



ITEM CATEGORIES BOUGH ONLINE

Other 3%
Flowers/plants B 3%
Music/video (Blu-ray, DVD) I 5%
Supplements/functional foods I 6%
Spa/beauty services NN 7%
Tickets HEEG— 9%
Sporting goods GGG 13%
Cosmetic I 20%
Books/stationary GGG 0%
Food and beverages 22%
Kitchen/home appliances 35%
IT/mobile phones I 39%
Fashion I 46%

0% 10% 20% 30% 40% 50%

Figure 1.5 Item categories bought online

Source: Product/Service Categories Purchased Digitally by Digital Buyers in Urban
Vietnam 2016

1.4 Structure

This study is divided into five chapters as the following order:

Firstly, chapter one concludes of introductory, motivations, study
objectives, and the structure of this research. A research process is also
mentioned at the end of this chapter.

Secondly, the literature review is present in the next section using previous
theoretical background related to E-commerce relevant: ease of use, usefulness,
trust belief, behavioral attitude, and buying intention. After all, the
hypothesized relationships are proposed based on synthesis results of empirical
studies.

Next, chapter 3 shows up the conceptual model and hypotheses. Toward

customer intention of buying online, a research model recommends the



relationship among the major research constructs consist of the relationship
among various factors. Additionally, the sampling plan, data collection step by
step procedures, and data collection strategies during research design process
have also been discussed.

Consequently, the research results will be revealed in chapter four and the
factor analysis and the SEM have been using to analyze input data.

Finally, chapter five come up with the conclusion of this research effort
and make recommendations for future research. It goes with the significant
research findings of this study including managerial implications in the very
first part. Following by the second part of the major contribution description of
this research. The third part completes by outlines some recommendations for

the later study.

Introductory

Vi

Literature review

WA/

Conceptual Model and Hypotheses

I .

Methodology

N .

Data Analysis and Results

N -

Discussion and Conclusion

Figure 1.6 A research structure



CHAPTER 2
LITERATURE REVIEW AND HYPOTHESES
DEVELOPMENT

2.1 Definition of Theory

This chapter begins with the findings of previous researchers toward
online shopping conception. After that, the following section is about the
relevant literature review. A definition of TAM model and online shopping
term, as well as online shopping features, will be analyzed. Subsequently, the
interrelationships among research constructs were discussed and the related
hypotheses were developed and presented. Moreover, the interrelationships
among relationship perceived usefulness, ease of use, trust, behavioral attitude
and intention to shopping online were explicated. For the influence of attitude
toward internet shopping on the transaction, the intention is also examined. This

chapter proceeds in the following manner:

2.1.1 Electronic commerce

A series of activities such as communication, online ordering, and
management of service and products are included in E-commerce concept, a
place where digitized information was exchanged over the Internet. E-
commerce consists of activities such as purchasing, trading, product, and
services promotion which are conducted through a network of Internet (Pankaj,
2005). In fact, the application of e-commerce includes forms such as business
to business (B2B), business to customer (B2C), supply chain management,
electronic ads or activities related to online purchases.

Unlike traditional business methods, each unit of online sales has its own

home page called electronic store/click-and-mortar/web shop/virtual
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store/online store which provides the most basic conditions to make purchases
and customers can help themselves freely access and search for information
about products and services on demand. (Yesil, 1997).

The E-commerce market contains at least two forms of electronic stores.
(Liang & Chen, 2000). The single store which specializes in providing
individual fashion items, cosmetics, branded usually use a certain web address
for service of buying and selling (e.g., F21, Mango, Zara, H&M...). Those
websites are required to have minimal utility services like ordering, payment,
security, delivery, service after purchase and customer care. In contrast, the
type of second electronic stores is an intermediate site includes numerous small
electronic stores, also known as an electronic mall (e.g., eBay, Amazon,
Taobao...). The basic function of these sites is advertising, ordering,

purchasing for their small shop.

2.1.2 Technology Acceptance Model (TAM)

TAM has known as a widespread theory to assess individual’s acceptance
information technology in understanding online shopping behavior of customer
(Davis et al., 1989). TAM is considered as a stepping stone of earlier
researchers for recent decades. It based on a foundation of the theory of
reasoned action (TRA - Fishbein and Ajzen, 1975). Human’s inner variables
consist of personal attitude, usefulness, ease of use and the intention of
consumers are given factors measured the effects to this model. According to
Davis, perceived usefulness and ease of use are two beliefs that stimulate the
usage behavior of customers. As a result of the prior test, the attitude did not
support the variables then Davis decided to delete that variable to formulate a
new TAM.

The new TAM model showed a relationship among usefulness, ease of use

and shopping behavior is connected by the intention as a mediator (Venkatesh

11



& Davis, 2000). The result demonstrated that usefulness and ease of use lead
to intention to buy of online-purchaser. This study decided to get along with
the theory which is based on TAM model. Moreover, attitude variable is used

as an intervening variable which defines consumers' intention to shop online.

Perceived
Usefulness
(V) *

Behavioral
Intention to
Use (BI)

Attitude
Toward
Using (A)

Actual
System Use

External
Variables

Perceived
Ease of Use

(E)

Figure 2.1 Technology Acceptance Model (TAM)

2.2 Definition of research constructs
2.2.1 Perceived Ease of Use

Since 1989, Davis has given the theory of attributes easily used to mean
“the degree to which a person believes that using a particular system would be free of effort .
This theory is well-known and widely used worldwide. He also said that an
application is evaluated by users is easier to use than the others will be accepted
more easily. The advantage of a website is to make the process of
communication becomes easier, user-friendly. Thereby, the consumers’
shopping experience is improved and the overall value is increased
significantly. (Chen & Dubinsky, 2003). Keeney also mentions that the ease of
use features of the entire process of buying and selling online can be successful
as following instructions. First, the look of the site needs to be impressed,

simple, easy to understand and easy to use. Next, the online shopping channel

12



should minimize the access issues for the potential customer. Especially, the
process of searching for products and desire goods need to be processed quickly,
saving time and as simple as possible. Finally, the method of payment should
not be complicated and confusing for users. For the fashion business e-
commerce, it is important to notice that an ease of use need to be focused more
than ever because the density of the product is very large and complex in nature.
Last but not least, maximizing ease of use features is one of the necessary work
and needed to improve to meet the diverse demands of customers. Easy to use
variable have a big impact on intention to technology acceptance. Once the
technology is received as simple and handy, it would be the first choice of the
users towards shopping online. Based on previous studies on TAM model, this
variable was shown to have an indirect impact on attitudes and shopping
intention (Igbaria et al., 1995; Chau, 1996; Davis et al., 1989).

2.2.2 Perceived Usefulness

When an individual perceived the use of smart technology will improve
online performance, the definition of usefulness occurs. (Davis, 1989; Davis,
Bagozzi, and Warshaw, 1989). Mentioning about TAM, usefulness is a vital
variable to assess consumers’ attitude to information technology. This
definition was conducted by putting in a research context on perception of
information technology. When customers agree to use a new technology, this
decision will affect the shopping attitude and intention to purchase online via
the Internet. The correlation between usefulness variable and consumer
behaviors has been proved in previous studies (Aghdaie et al., 2011; Hernandez
et al., 2011; Ndubisi & Jantan, 2003). To be more clearly, useful features of a
specialized system has a strong impact on information system usage which
pointed out by a study in Malaysia (Ndubisi & Jantan, 2003). Another probe of
the authors Enrique et al. (2008), Kim & Song (2010) and Xie et al. (2011) has

13



been showed a significant effect between usefulness and intention to pay online
goods. Research by author Kim & Song (2010) has clarified the user's desire
are receive useful information and not being stuck in the sale through online
sales channels. Therefore, the usefulness can be confirmed is to have a strong

Impact on purchase intent of the user (Xie et al., 2011).

2.2.3 Trust

In essence, buying online is a kind of trading in a high-risk environment
that need to be guaranteed. Trust is believed as a subjective belief of consumers
when they purchase for online goods with an expectation of being served a good
service from suppliers as their commitment (Kim, Ferrin et al., 2008; Kim, Lee
etal., 2008). Empirical studies have found that trust is an indispensable element
in the business field and so many of research affirmed the importance of trust
(Corritore, Kracher, & Wiedenbeck, 2003; Elbeltagi & Agag, 2016; Flavian,
Guinaliu, & Gurrea, 2006; Koufaris & Hampton-Sosa, 2004) even in the high-
risk online circumstance (Harris & Goode, 2004). The studies of Flavian et al.
(2006), McKnight et al. (2002), and Casalo et al. (2011) suggest that three
factors consisting honesty, competence, and tolerance which belong to trust

concept contribute to customers' cognition toward online shopping community.

2.2.4 Consumer Behavioral Attitude

There was a huge number of empirical studies have been carried out to
understanding an important of attitude factor. Attitude is defined as an element
that leads to consumers’ buying tendencies. Recently, all transactional
strategies are engaged with an important task that influence consumer attitude
(Schiffman and Kanuk (2007; 2000). Consumers at first could not have a
specific requires for products but they can give the standpoints as like or dislike,

good or bad level expression, it so call the attitude of the customer.
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The study from the mid-20th century has shown that consumer attitudes
directly related to shopping behavior as Fishbein and Ajzen's research 1975 for
instance. When applying the idea of buying into shopping behavior aspects for
analysis, researchers can verify the outputs of the session. Notably, the behavior
factor is a multi-dimensional factor, one of which is the agreement using the
internet as a shopping channel. (Jahng, Jain, and Ramamurthy, 2001). The
authors have revealed a detection in studies about behavioral attitude as a
prediction for the making transaction (Yang et al., 2007) and buying behavior
(George, 2004; Yang et al., 2007).

2.2.5 Intention to buy

A supported study by Mowen and Minor, 2001 advocated that intention is
consumers’ disposition to choose a product for future utility. In information
system application, the theory of acceptance model has been widely used as
predictor individuals' acceptance of the newest technology. In addition, buying
online intention is defined as consumers’ behavior of desiring to buy something
online (Pavlou, 2003). According to Zwass (1988), purchasing intention could
be a want to implement an online transaction and interact with sellers.
Consumers must be going through an online transaction including acquiring
information, transfer personal information then paying products (Pavlou, 2003).

An intention to shop online is defined as customers' willingness to pay for
products in an Internet store. Normally, this factor is determined by the
readiness to purchase and pay for the extra costs. A supported research of
Jarvenpaa et al. (2000) has been conducted a survey about consumers' intention
to buy shows that customers intend to purchase products within the next three
months will continue trading within the next one year from a particular store.
There was a positive association between the intentions to shop online with the

behavioral attitude towards online purchasing. Consumers' intention to buy
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directly influences decision-making and buying behavior. Additionally, there
Is an existence evidence of mutual influence between intention to purchase and

customer satisfaction.

2.3 Hypotheses development
2.3.1 Perceived Ease of Use, Usefulness, and Behavioral Attitude

The acceptance of using the new technology by consumers happens when
people perceived about ease of use (Feather Man and Paviou, 2003).
Understanding ease of use leads to a betterment in sale volumes, task
performance, and efficiency that equal to usefulness (Davis, 1993). The more
people aware about ease of using technology, the positive their attitude to the
technology will be as well as in internet shopping. Once, people realize that it
Is effortless to approach online shopping, convenient to make a comparison of
products and price between suppliers, quick to looking for the favorite product,
they will give a positive attitude about online shopping. Previous research
figured out that ease of use factor is positively related to shopping intention and
behavioral attitude as well as its relationship with usefulness (Gomaa Agag,
Ahmed A. EI-Masry, 2016). Hence, ease of use variable will directly associate
with usefulness and has the significant effect. As it shown in previous research
has been discussed the significant relationship between ease of use and
usefulness, this study proposes relationships of TAM in online shopping
circumstance. Thus, the hypothesis is stated as:
H1: Ease of use has a positive and significant effect on usefulness in the online

shopping
H2: Ease of use has a positive and significant effect on attitude toward online

shopping
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2.3.2 Ease of Use and Trust

A major construct within the technology acceptance model (TAM) is an
ease of use. Over many centuries, the question of how to improve an ease of
use remains a hot issue in academic forums and get more attention from
researchers. TAM model has always been regarded as accurate measurement
tools for research related to the intention to purchase by considered the
customer as the user of technology and online trading as a technical system.

Factors affecting the buying behavior of consumers are aware of the ease
of use when they make purchasing over the internet. (Koufaris, 2002). In
addition, ease of use has been found to play a vital role in the sense of trust.
Based on a finding of Rong Li, JaeJon Kim & JaeSung Park (2007), e-
commerce knowledge, perceived risk, and perceived ease of use do have a
significant relationship with trust.

Therefore, this study would like to propose a hypothesis as:

H3: Ease of use has a positive and significant effect on consumer trust

2.3.3 Usefulness, Trust, and Behavioral attitude

Factor usefulness is defined as “the degree to which a person believe that using
a particular system would enhance his or her job performance” (Davis, 1989). This
study defined usefulness as the beneficial of taking part in an online shopping
Improves consumers buying experience. A supported of previous research
showed the positive and significant relationship between usefulness and
consumers’ behavioral attitude (Agag & El-Masry, 2016; Ayeh, Au, & Law,
2013; Joo & Sang, 2013; Persico, Manca, & Pozzi, 2014; Workman, 2014).
The hypothesis can be interpreted as:

H4: Usefulness has a positive and significant effect on behavioral attitude
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This study found that many earlier types of research used technology
acceptance model (TAM) to prove a non-negative effect on usefulness in
transaction intention. In the meantime, there was no existing study mention
about a correlation between perceived usefulness and trust. An author specified
that in e-commerce firm, it would be more appropriate if factor usefulness is
considered as a result but not a preexisting to trust (Gefen, Karahanna, and
Straub, 2003). E-commerce firms could raise consumers’ reliance by providing
useful technology system and quality assurance. It helps to build a strong
business relationship between buyers and sellers. In addition, it would be
beneficial for firms to increase the benefits by e-transaction that consumers
perceive it is favorable. As the recent finding of Abdulaziz Elwalda, Kevin LU,
Maged Ali (2016), perceived usefulness and ease of use of an online retailer's
website have a positive influence on online trust in general. Thus, the
hypothesis is stated as:

H5: Usefulness has a positive and significant effect on consumer trust

There was a positive relationship between trust, consumer attitude and
purchasing behavior proven by Alsajjan and Dennis (2010). Only those who
trust online shopping service provider intends to continue to use and pay for the
new transaction in the near future. Amaro and Duarte (2015) and Ashraf,
Thongpapanl, and Auh (2014) and Agag and El-Masry (2016) support this
notion by finding out a significant relationship from the trust to repurchase
intentions and consumer attitude. Prior research has given an evidence that trust
has a good impact at the word of mouth. It means people believing in e-
transaction tend to express a good word of mouth to others. Therefore, the
following hypothesis is proposed.

H6: Trust has a positive and significant effect on consumer attitude toward

online shopping
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2.3.4 Behavioral attitude and intention to buy

A correlation between behavioral intention and real purchase behavior was
shown through prior researchers based on the theory of TRA and TAM. (Moon
and Kim 2001, Featherman and Pavlou 2003, B. Suh and I. Han 2003, S.
Bernadette 1996, Pavlou 2003, Venkatesh 2003). Personal behavioral
intentions and acceptances of consumers will increase the actual behavior in
online websites for instance (Moon and Kim, 2001). As an equivalent, Author
Pavlou suggests that purchase intention of the customer is positively related to
transactional behavior. According to TRA and antecedent evidence, this study
would propose that behavioral attitude has a positive relationship with actual
online shopping intention.
H7: Behavioral attitude has a positive and significant effect on consumer

intention to buy
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CHAPTER 3
RESEARCH DESIGN AND METHODOLOGY

In chapter three, the research methods and theories are applied and put into
use in order to explain how this study has been done. The details on the
implementation of the study will be clearly explained below. In addition,
indispensable elements such as philosophical theories, the process of
preparation, methods of data collection, analysis and sample questionnaire are
also covered.

The very first step in the process of implementing the study is a topic
selection. This can be considered the most difficult and time-wasted step during
the working process. The appropriate and logical selection of topic directly
determine the success of the research. Understanding, inquisition, and passion
are essential for shaping a final topic. Factors which included in the model
needs a strong theoretical of previous research to support. Therefore, the next
step involves looking for a theoretical basis for those factors. Next, research
issues and related questions are developed. Since then the study could identify
research methods. Then, data collection step by the research methods were
conducted. This is one of the steps that need to focus and invest big time. To
achieve the desired results for the study, the data needed to be collect as much
as possible. After the data is collected, the study analyzed the data by using
chosen methods. Finally, discussions and conclusions are given to ending the
research. The purpose of this study started with exploratory steps then develop
research in-depth to analyze consumer behavior of users shopping service in
Vietnam. After collecting the information for analysis and research continue to
use those results to find out the relationship between the elements in the

research model.
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3.1 Research Approach

Before conducting research, the implementation needs to understand how
to start a study. According to Saunders et al. (2009), the philosophies and the
approaches are the first tasks and the second layer in research. To make
academic theories become easier in the early stages of implementation, this
study conducted in the following two approaches. Firstly, the deductive
approach was taken in order to find the basic theory, then from the theory,
collected data was tested. Furthermore, the study has found that quantitative
measurement is a suitable method for this research, including data collected
from the valid deductive approach. The research philosophy helps with a
broader view of the world rather than just within the limits of the study. And
that helps explain how researchers collected and analyzed data source. This
study is not restricted or limited the object of study and source of data is
collected for free from the perceived value of the offer. Finally, this study will

be strictly monitored by the philosophy has been authenticated.

3.2 Data Collection

The objective of the study is to find the object of study and solve research
questions in all. Therefore, this essay has done both primary and second data
collection methods. It may be considered unnecessary, but basically, it makes
the research process becomes more clear and specific. To answer the research
questions, primary data may not be sufficient instead of having the support of
a secondary data source (Saunders et al, 2009; 256). More than that, the topic
of the study can be seen more easily understood by the data supplied from the
secondary collection methods. Meanwhile, primary data do tasks focus on

research design.
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3.2.1 Primary Data
3.2.1.1 Survey

There is no way to collect user opinions for making research easier than
making a specific survey. And to collect data from their personal point of view,
the tactic of the study is to spread out the survey widely to target respondents.
The survey was designed to investigate consumer behavior and online purchase
decisions of customers. The survey was designed as a questionnaire to help the
participants easily to answer. Then, quantitative methods are used to analyze
the survey results.

Differ from the other types of interview, survey method using
questionnaires is more concise and tighter. They are often used as a tool to
gather feedback from large data sources of the participants. Each participant
was provided a questionnaire with content and design are identical. Thus, the
method is really effective in collecting answers to a large number of samples.
The questionnaire was designed and carefully adjusted by the supervision of
creator then widely circulated to the participants by using the Internet. The
Internet is considered as an intermediate tool help collected-researchers quickly
approach to the respondents. Features of the questionnaire are to help access to
bulk samples and Internet helps quickly approach to the respondent and at the
same time reach a lot more people to participate. After completing the
questionnaire, it is necessary to send a few samples of respondents before
widespread. Those who participate in the pre-test will make suggestions and
advice to improve the quality of the questionnaire, while finding omissions or

errors that questionnaire may be encountered.

3.2.1.2 Sampling strategy
To solve the purpose of the study, the participants answered questionnaires

were selected by the non-probability sampling method. There are many ways
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to implement methods of non-probability sampling methods. This type of
sampling is done by testing a small number of the appropriate person to answer
the research question. Then, this group of people is trusted to keep searching
and spreading the questionnaire to other relationships. But to limit the
omissions that may occur, this survey also used purposive sampling method.
To help this study better understand the research objectives, purposive
sampling methodology aims to provide subjective assessments to select

appropriate cases for the study.

3.2.2 Secondary Data

The problems may encounter in the process of research as rare data,
released summaries, sources of information, data, academic articles, reference
books, etc....will be addressed by the secondary data. Secondary data sources
will provide multiple perspectives and deeper to this research. The regularly
secondary data source has been used in this paper is the site of Google scholar.
There is a wealth of information, useful articles have been released that

researchers can collect as references.

3.3 Reliability of result and evaluation

Statistical research methods help quantitative research measure using data.
After designing and collecting data from the questionnaires, the research
recovered data from excel file then place the data into the encoding process.
The data was transported from the collected results to the form of numbers.
Tools used to process raw data correctly and provide the reliability of the results
is software installed on a computer called Statistical Package for Social
Sciences (SPSS). This is a common and dedicated software for scientific

statistical analysis research. The data is included in the analysis software and
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then converted to the results as Tables. Charts and diagrams showing the results
will be explained in detail and included in the next section.
- After respondents completed the questionnaire, SPSS will sum up the
results Table and give a description of the information of the respondents.
- Attitudes towards the use of online shopping services of consumers will
be analyzed by sample t-test and statistics will be offered after then.
- These variables are given in the model will be analyzed by the reliability
analysis to check consistency between them.
- The relationship between the antecedents of attitudes towards online
shopping is measured and analyzed by correlate analysis.
The research was established in an effort to find out the factors affecting
online shopping behavior in Vietnam and has been applied mentioned research

methods above to find the final answer.

3.4 Conceptual Model

The conceptual model and measurement for research constructs including
online shopping relationship: usefulness, ease of use, trust, behavioral attitude
toward online transactions consumers’ intention to buy are introduced and
explained in this chapter. Next section continues with the research design and
research methods. Besides, plans to collect samples, data, and strategic analysis

methods will also be discussed in detail.

3.4.1 Research Framework
Chapter 2 refers to the hypothesis development to assist chapter 3 finalized
a research framework as Figure 3.1 below. It clearly to be seen that there are

five major constructs included.
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Ease of Use

H2

H1
H3

Behavioral

J—
ha Attitude

Intention to Buy

H5

H6

Trust

Figure 3.1 Research framework

3.4.2 Construct Measurement

The variables are listed in the following order respectively to serve the
purpose of this dissertation: (1) Usefulness, (2) Ease of use, (3) Trust, (4)
Behavioral attitude, and (5) Purchase intention. The questionnaire of this study
was created based on the search and appropriate corrections from the previous
study. The structure and the definition of each variable are described as follows:

e Ease of use

In term of E-commerce, the more consumer strongly perceived about an
ease of using the internet to shop online, the more web suppliers successfully
in selling products.

When users are aware of the use of online shopping channel is easy, they
tend to want to pay for the product. Ease of use factor was found to be in close
relationship with intent to purchase through behavioral attitude. Scale items are
adopted and modified from Jongeun Kim (2004)

1. Internet shopping is easy to use for me.
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2. Internet shopping is convenient for me.

3. Using online shopping is effortless.

4. | can use it without written instructions.

5. It is easy for me to become skillful at using it

A research using seven-point Likert scale. Participants answered a

questionnaire for the study are asked to indicating the agreement level for each
question. Likert scale is interpreted as follows: 1 = Strongly Disagree to 7 =
Strongly Agree

e Usefulness

As perceived usefulness was defined above, the individual’s perception

that using the new technology will enhance or improve consumers’
performance (Davis, 1989, 1993). Applying this definition to the context of
online shopping, usefulness refers to the degree to which consumers believe
using the Internet as a medium will improve their performance or productivity,
thus enhancing the outcome of their shopping experience (Monsuwe, Dellaert,
& Ruyter, 2004). Perceived usefulness is related to the outcome of the shopping
experience (Monsuwe et al., 2004). Detailed information, accessibility, and
speed, as well as the availability of inexpensive and convenient purchases, have
often been mentioned as the main benefits of online shopping (Khalifa &
Limayem, 2003; Shim, Shin, & Nottingham, 2002). For experienced Internet
users who are busy during normal shopping hours, the accessibility and speed
of shopping may be truly useful features. On the basis of previous studies, this
study developed 5 items to measure respondents’ perceived usefulness
(Jongeun Kim, 2004)

1. Online shopping saves me time.

2. Online shopping gives me detailed product information.

3. Online shopping provides me a broader selection of products.

4. Online shopping helps me to compare the prices of various products.
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5. There is no embarrassment feeling if | do not buy.

A research using seven-point Likert scale. Participants answered a
questionnaire for the study are asked to indicating the agreement level for each
question. Likert scale is interpreted as follows: 1 = Strongly Disagree to 7 =
Strongly Agree

e Trust

This study builds upon previous research by combining several trust
antecedents in order to provide insights to online firms conducting business in
different parts of the world. The model suggests that trust in Internet shopping
is directly affected. The results of this study will identify which factors having
significant effects and having an important role in customer behavior in an
online environment. Scale items are adopted and modified from Jongeun Kim
(2004), Vania Daniela Vera Velarde (2012)

1. | feel online shopping is trustworthy

2. Online shopping provides me a better quality product.

3. Strong brand awareness will make me feel secure when purchasing products
4. A website administration will keep my personal information safe

5. | trust the security of online payment methods such as credit card.

A research using seven-point Likert scale. Participants answered a
questionnaire for the study are asked to indicating the agreement level for each
question. Likert scale is interpreted as follows: 1 = Strongly Disagree to 7 =
Strongly Agree

e Behavioral attitude

There are two different kinds of attitudes: attitudes toward objects and
attitudes toward behaviors (Ajzen, 1987). Based on this distinction, the present
study considers attitude toward a behavior; that is, online purchasing. An
individual’s attitude toward online purchasing is defined as the individual’s

favorable or unfavorable evaluation of using the internet to purchase products
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or services from a web retailer. Attitude influences behavioral intentions
(Fishbein and Ajzen, 1975). Scale items are adopted from Jongeun Kim (2004),
Vania Daniela Vera Velarde (2012)

1. | feel using online shopping is a good idea.

2. | feel using online shopping is a wise idea.

3. | feel using online shopping is a pleasant idea.

4. | feel using online shopping is a positive idea.

5. | feel using online shopping is an appealing idea.

A research using seven-point Likert scale. Participants answered a
guestionnaire for the study are asked to indicating the agreement level for each
question. Likert scale is interpreted as follows: 1 = Strongly Disagree to 7 =
Strongly Agree

¢ Intention to buy
Scale items are adopted from Thi Huong Lan Ho, Yizeng Chen - 2014
1. 1 will keep using online shopping in the future.
2. | will frequently use online shopping as a shopping medium in the future.
3. 1 will frequently use online shopping rather than traditional one for
purchasing product in the future.
4. | will recommend others to use online shopping.

A research using seven-point Likert scale. Participants answered a
questionnaire for the study are asked to indicating the agreement level for each
question. Likert scale is interpreted as follows: 1 = Strongly Disagree to 7 =

Strongly Agree.
3.5 Questionnaire Design

This research aims to understand Viethnamese customer behavior. That is

why a Vietnamese questionnaire version was designed for respondents to
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answer. It would be very beneficial for me as | use effective tool google form
during questionnaire design process. These questions be separated into 5 parts,
including usefulness variable (5 items), ease of use (5 items), trust (5 items),
attitude toward online shopping (5 items) and purchasing intention (4 items).
After completing the questionnaire, all questions will be checked to make sure
about the reliability and validity of the research models. Results of the study
show that the scale is applied with high reliability and availability for use in the

official study.

3.6 Sampling Plan

In this study, the online questionnaire survey plays an important role in
collecting data process. A total of 400 people gives the answer back from the
questionnaires. This paper covered with consumers who intended to web shop
in Vietnam as research objects. Social media such as Facebook or some online
discuss forums facilitates design procedure as | can spread the form out to
people who get involved with my online shopping survey. The questionnaire
was made both in English and Vietnamese to make it easier for respondents.
Because the survey was conducted in Vietnam, people almost looking for the
native language translation to answer. It also helps to get the appropriate answer

as this research expected.

3.7 Data Analysis Procedures

Undertake research process including data analysis software, namely
factor analysis and SEM. To be more specific, hypotheses are made in this
study have been included in SPSS 22.0 software to analyze the data was

collected. Data analysis was conducted according to the following process.
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3.7.1 Descriptive Analysis

Descriptive statistics analysis will be used to analysis the characteristics
of each variable. Firstly, respondents’ profile will be illustrated using
descriptive statistic techniques in terms of frequency of distribution. Then the
means and standard deviation of both independent and dependent variable will

be illustrated.

3.7.2 Factor analysis

The purpose of factor analysis is to discovery factor underlying variance
structure based on a set of group correlation coefficient. Besides the summary
or minimize data, factor analysis was used for confirmatory purposes. Factor
analysis concluded that a small number of the unobserved construct are
responsible for the correlation between large numbers of observed variables,
for instance, the latent. It is difficult to observe the latent variables, but it is the
main problem affecting the observable variables. In this study, the acceptance
level for the index measuring the load factor was greater than 0.6 is used as
items for specific factor.

Item-to-total correlation and coefficient alpha were also assessed to
identify the internal consistency and reliability of the constructs. Item-to-total
correlation measures the correlation of each item to the sum of the remaining
items. This approach assumes that the total score is valid and thus the extent to
which the item correlates with the total score is indicative of convergent
validity for the item. In this study, measurement items with factor loadings
greater than 0.5, Eigenvalue >1, accumulated explained variable >0.6, Item-to-
total correlation >0.5, and coefficient alpha (a) >0.6 were selected as members
of a specific factor. Factor analysis was calculated for each research construct

in this.
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Coefficient alpha is a measure of squared correlation between observed
scores and true scores. In other words, reliability is measured in terms of the
ratio of true score variance to observed score variance. It can test the internal
consistency of each factor to avoid additional dimensions produced by factor
analysis due to garbage items. The coefficient alpha will be high if the scale
items are highly correlated. If the coefficient alpha is low, it is possible that the
measurement scale used did not adequately measure the construct which it was
intended to measure. In this study, a coefficient alpha which is greater than 0.70,
is highly satisfactory for most research purposes (Hair et al., 2014) and if a is

smaller than 0.3, then it implies that there is low reliability.

3.7.3 Confirmatory Factor Analysis (CFA)

Confirmatory factor analysis (CFA) is a special form of factor analysis,
most commonly used in social research. It is used to test whether measures of
a dimension are consistent with a researcher's understanding of the nature of
that Dimension (or factor). As such, the objective of confirmatory factor
analysis is to test whether the data fit a hypothesized measurement model. In
this stage of analysis, we put all the main variables together with each factor.
The figure of CFA in this study can be seen in below section. This study
conducts this analysis before doing the Structural Equation Model (SEM)

analysis.

3.7.4 Structural Equation Modelling (SEM)

Structural Equation Modelling (SEM) is a family of statistical models that
seek to explain the relationship between multiple variables. To do so, it exams
the structure of interrelationship expressed in a series of equations, similar to a

series of multiple regression equations. These equations depict all of the
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relationships among constructs (the dependent variables) involved in the

analysis.
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CHAPTER 4
RESULTS AND DATA ANALYSIS

Chapter four fully reflects the results of the analysis in the paper. Opening
for the experimental results is the factor analysis of the participants answered
guestionnaires. This section consists of data collection, the attributes of the
respondents and the results of the analysis variables. Next, the second part has
given the reliability test for the item-to-total correlation, the major factor

analysis, and alpha factors are discussed in detail.

4.1 Descriptive Analysis
4.1.1 Characteristics of Respondents

The whole process of information gathering and distribution of the
questionnaire have been summarized in this section to describe specific
information about the individual characteristics of the respondents. After
designing process, the questionnaire was generated and the internet
questionnaire survey data was collected from October 15th, 2016 until
December 13rd, 2016. During two month, this study has been collected nearly
400 questionnaires. Finally, there were 376 valid questionnaires left in total.

Table 4.1 shows respondents’ individual characteristic which includes the
six major points in this study: (1) Gender, (2) Age, (3) Job, (4) Education, (5)
Income and (6) Online shopping frequency, respectively. It can be seen that the
majority of the respondents are female 57.4 % between 21-30 years old while
a portion for the male just accounted for 42.6%. There was a numerous bachelor
student (272 people with 72.3%) in various university in Vietnam get involved
with this survey. Also, those who are studying for master and doctorate also

take the time to provide useful information to the questionnaire (72 accounted
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for 19.1%). A statistic presents that there were 186 people who students and
working part-time job among them. Noticeably, this survey also can get the
result from retired people's opinion with two collected-questionnaires. Personal
information section has a detailed question about personal annual income and
was collected as following specific description: those with monthly income
from $ 230 to $ 460 accounted for the highest percentage (140 people with
37.2%) and 19.1% as opposed to approximately 72 people who do not have
income. The last section is about frequency online purchase and it shows that
Vietnamese does not have the habit of shopping online regularly. Specifically,
a total of 186 people in total purchase less than once per month with the highest
percentage of 49.5%. While there were only 44 people shopping four times or

more every month.
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Table 4.1 Profiles of the Samples (N=376)

Respondents
Classification Frequency Percentage (%)
Gender
Male 160 42.6
Female 216 57.4
Age
Under 21 104 27.7
21-34 years old 262 69.7
35-50 years old 8 2.1
Over 51 years old 2 0.5
Job
Stuc.lent ors’an.d 186 49.5
Part-time working
Full-time working 144 38.3
Self-employed 26 6.9
Professional 18 4.8
Retired 2 5
Education
High School Degree 32 8.5
Bachelor’s Degree 272 72.3
Master's/ Ph.D.'s Degree 72 19.1
Income
No income 72 19.1
Less than $230 USD 108 28.7
$230 to $460 140 37.2
More than $460 56 14.9
Buying Frequency
Less than once 186 49.5
every month
Once to three times 146 38.8
every month
Four times or more 44 117

every month
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4.1.2 Measurement Results of Relevant Variables

All the tables below presents the descriptive statistics of questionnaire
variables including five items of usefulness, ease of use, trust, behavioral
attitude toward shopping online and intention to buy, respectively. There are
five items of usefulness, five items of ease of use, five items of behavioral
attitude and four items of consumers’ intention to buy.

In term of perceived usefulness, the highest mean value of this factor is USE4 (5.510)
and the lowest mean is USE2 (4.98). Mentioning about perceived ease of use,
the highest mean value is EOU5 (5.60) and the lowest mean value is EOU4
(4.95). It can be seen that the highest mean value of the trust is TR3 (5.11) and
the lowest mean value is TR2 (3.84). Then, the Table presents the highest mean
value of behavioral attitude toward online shopping is BAl (5.44) and the
lowest mean value is BA3 (5.10). The last but not least variable is the intention
to buy with the highest mean value is IB1 (5.04) and the lowest mean value is
IB3 (4.23).

Table 4.2 Descriptive Analysis for Questionnaire Variables

Total
Item Descriptive Standard
Mean o
Deviation
USEFULNESS
USEL Online shopping saves me time. 5.64 1.247
USE?2 Online shoppmg gives me detailed 4,08 1217
product information.
USE3 Online shoppi?lg provides me a 550 1228
broader selection of products.
USE4 Onhn§ shoppmg. helps me to compare 568 1161
the prices of various products.
USE5 There 1s no embarrassment feeling 1f' 1 55 1 448
do not buy.
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Table 4.3 Descriptive Analysis for Questionnaire Variables

Total
Item Descriptive Standard
Mean ..
Deviation
EASE OF USE
EOU1 Internet shopping 1s easy to use for me. 5.51 1.157
EOU2 Internet shopping 1s convenient for me. 5.46 1.300
EOU3 Using online shopping is effortless. 5.13 1.281
I int t shoppi ithout
EOU4 c.f,m qua n ern.e shopping withou 495 1379
written mstructions.
Internet shopping 1 fe t
EOUS nternet s f)pplng 1S <.3asy or me to 5.60 1284
become skillful at using.
Table 4.4 Descriptive Analysis for Questionnaire Variables
Total
Item Descriptive Standard
Mean ..
Deviation
TRUST
TR1 I feel online shopping 1s trustworthy 4.08 1.442
TR2 Online shopping provides me a better quality 3.84 1384
product.
TR3 Strong brand awareness will make me feel 511 1256
secure when purchasing products
TR4 A websm_a admml.stratlon will keep my 477 1374
personal information safe
TRS I trust the sef:urlty of online payment methods 463 1346
such as credit card.
Table 4-5 .Descriptive Analysis for Questionnaire Variables
Total
Item Descriptive Standard
Mean .
Deviation
BEHAVIORAL ATTITUDE
BA1 I feel using online shopping 1s a good 1dea. 5.44 1.094
BA2 I feel using online shopping is a wise idea. 5.30 1.230
BA3 I feel using online shopping 1s a pleasant idea. 5.10 1.155
BA4 I feel using online shopping is a positive idea. 5.37 1.218
BAS I feel using online shopping is an appealing idea 5.20 1.282

37



Table 4.6 Descriptive Analysis for Questionnaire Variables

Total
Item Descriptive Standard
Mean Lo
Deviation
INTENTION TO BUY
IB1 [ will keep using online shopping in the future. 5.04 1.241
B2 I will _frequent.ly use onlln‘e shopping as a 485 1239
shopping medium in the future.
I will frequently use online shopping rather than
IB3 traditional one for purchasing product in the 423 1.213
future.
1B4 I will recommend others to use online shopping. 5.03 1414

4.2 Factor Analysis and Reliability Tests
This research adopted principal component factor analysis and varimax
rotated method to extract the relevant factors. The essential criteria in terms of
the values of the factor of each variable loading are greater than 0.6. In the
reliability analysis, eigenvalue should certainly become larger than 1, the
percentage of variance explained should be bigger than 60%, and the item-to-
total correlation must be greater than 0.5. Cronbach's coefficient alpha (o) must
be larger than 0.7 (Hair et al., 2006).
1. Factor loadings higher than 0.6
2. Kaiser Meyer Olkin Measure of Sampling Adequacy, KMO > 0.5 &
Bartletts test Sig < 0.05;
3. Eigen value > 1;
4. Explained variance (accumulative) > 0.5.
5. While for the reliability test, this criterion was followed: Item-to-total
correlation higher than 0.5; Cronbach‘s Alpha (a) > 0.7
All the tables below lists the questionnaire items and the results of factor

analysis and reliability testing. Following item purification, this study
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demonstrates that the measurements of the research variables are reliable and
suitable for further empirical validation. There is a total of 24 items 5 constructs.
The detailed explanations of factor analysis and reliability tests in each construct

are shown in the following Table:

4.2.1 Usefulness
Table 4.7 Results of Factor Analysis and Reliability Tests on Usefulness

Percentage
Item-to-
Factor Dimension Factor Eigen of Total Cronbach’s
ota
and Items Loading Value Variance Alpha
Correlation
Explained
USE3 814 673
USE2 791 .638
USE4 759 2.940 58.799 .604 821
Usefulness
USE1 744 .600
USES 722 569

According to the table, this construct has one major factor that used to
explain the construct “Usefulness” which consists of 5 items.

Factor loadings of all the variables are higher than 0.6. The highest factor
loading belongs to item USE3: 0.850, indicating this item had the highest
relation to perceived usefulness.

The item to total correlations are above 0.5, contributing to the high value
of o = 0.821 and eigenvalue = 2.940 thus representing a high internal
consistency within this factor.

In conclusion, we can conclude that the reliability and internal consistency

of this factor are reasonable.
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4.2.2 Ease of use

Table 4.8 Results of Factor Analysis and Reliability Tests on Ease of use

Percentage
Item-to-
Factor Dimension Factor Eigen of Total Cronbach’s
ota
and Items Loading Value Variance Alpha
Correlation
Explained
EOUS5 816 681
EOU2 78 .630
Ease of EOU4 158 2912 58.235 604 819
use EOU1 741 585
EOU3 719 561

The results of factor analysis and reliability test for perceived ease of use
show that this variable has high degree internal consistency. From table 4-8 we
can see there is no item excluded for this construct.

All factor loadings are greater than 0.6. Eigenvalue extracted from the
factor analysis of perceived ease of use is 2.912 and the percentage of these five
items is 58.235%. Additionally, all variables have a high coefficient of an item
to total correlation (larger than 0.5) as well as the Cronbach'’s alpha also meet
the criterion (larger than 0.7).

In brief, the five items all pass every criterion.
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4.2.3 Trust
Table 4.9 Results of Factor Analysis and Reliability Tests on Trust

Percentage
Item-to-
Factor Dimension Factor Eigen of Total Cronbach’s
ota
and Items Loading Value Variance Alpha
Correlation
Explained
TR2 .867 77
TR4 .861 764
TR1 .807 3.373 67.459 692 879
Trust
TR3 788 .668
TRS 780 657

Table 4.9 shows there is no item deleted for this construct because factor
loadings are greater than 0.6. The highest factor loading is TR2 (0.867).
Eigenvalue extracted from the factor analysis of perceived trust is 3.373 and the
percentage of these five items is 67.459%. Additionally, all variables have a
high coefficient of an item to total correlation (larger than 0.5) and the
Cronbach's alpha also meet the criterion (larger than 0.7). In brief, the five items

all pass every criterion and shows high degree internal consistency.
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4.2.4 Behavioral Attitude

Table 4.10 Results of Factor Analysis and Reliability Tests on Behavioral

Attitude
Percentage Item-to-
Factor Dimension Factor Eigen Cronbach’s
of Variance Total
and Items Loading Value Alpha
Explained Correlation
BA3 851 155
BAS .843 746
Behavioral BA2 837 3.482 69.643 137 .890
Attitude  payq 835 735
BAl .807 .696

The table illustrates a total of 5 items in this construct that used to explain

the construct “Behavioral attitude”.

Factor loadings of all the variables are higher than 0.6. Item BA3: “Strong

brand awareness will make me feel secure when purchase products.” had the

highest factor loading of 0.851, indicating this item had the highest relation to

behavioral attitude factor.

The item to total correlations are all above 0.5, contributing to the high

value of a = 0.890 and eigenvalue = 3.482 which representing a high internal

consistency within construct consumers’ attitude. Based on all criteria, we can

conclude that the reliability and internal consistency of this factor are

acceptable.
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4.2.5 Intention to buy
Table 4.11 Results of Factor Analysis and Reliability Tests on Intention to buy

Percentage
Item-to-
Factor Dimension Factor Eigen of Total Cronbach’s
ota
and Items Loading Value Variance Alpha
Correlation
Explained
IB1 913 822
IB2 .894 781
Intention 2.950 73759 — 875
IB3 .864 743
to buy
1B4 755 .606

Intention to buy variable has four items and no item excluded. The highest
factor loading is IB1 (0.913) and the others are greater than 0.6. Table 4-11
shows Eigenvalue extracted from the factor analysis of intention to buy is 2.950
and the percentage of these four items is 73.759%. Moreover, all variables have
a high coefficient of an item to total correlation (larger than 0.5) and the
Cronbach's alpha also meet the criterion (larger than 0.7). In brief, the four

items all pass every criterion and shows high degree internal consistency.

4.3 Structural Equation Modelling (SEM)
4.3.1 Confirmatory Factor Analysis (CFA) for Relevant Variable
Confirmatory factor analysis (CFA) used in social science research is a

special feature of factor analysis. It is used to test whether measures of a

dimension are consistent with a researcher's understanding of the nature of that Dimension

(or factor). To be more specific, the confirmatory factor analysis aims to test whether the

data fit a hypothesized measurement model or not. In this stage of analysis, we

put all the main variable together with each factor. The figure of CFA in this
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study has been shown in below figure. This step implemented before doing the

SEM (Structural Equation Model) analysis.
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Figure 4.1 Confirmatory Factor Analysis (CFA) for Relevant Variable

There are five variables which are (1) Usefulness, (2) Ease of use, (3) Trust,

(4) Behavioral Attitude toward online shopping, (5) Intention to buy in total.

The result of this analysis can be seen in Table 4.12. In the table, we focus

only in the standardized coefficients section. We could decide to keep factor or

delete a factor which has standardized coefficients less than 0.50. However, we

need to make sure that each factor or dimension should have at least three item

or three factors.
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Table 4.12 Confirmatory factor analysis result

Relations Standardized Coefficients C.R.
Variables
USE2 J61*** 12.369
Usefulness USE3 JT79*** A
USE4 J705%** 11.904
EOU1 .666*** 12.044
EQU2 J21%** 13.010
Ease of use EOU3 .622%** 11.243
EOU4 .688*** 12.432
EQU5 7160*** A
TR2 JT70%** 17.270
Trust TR3 158*** 16.241
TR4 .858*** A
TR5 159%** 16.270
BA1 198*** 14.818
BA3 .804*** 14.914
Behavioral attitude BA4 JA57*** 16.566
BA5 138*** A
IB2 .850*** A
Intention to buy IB3 BRO5{ 16.653
IB4 .642%** 12.700
. Standardized
Relations Coefficients C.R.
Fit Index
Chi-Square ( p-value) 217.884 (.000)
Degree of freedom (d. f) 140
Chi-Square/ d. f. 1.556
GFI 0.945
AGFI 0.925
CFI 0.977
NFI 0.939
IFI 0.977
TLI 0.972
SRMR 0.0374
RMSEA 0.39

Note:

1. ***p-value <0.001, **p-value <0.05, *p-value <0.1; using a significance level of 0.05,
critical ratios (t-value) that exceed 1.96 would be called significant.

2. A: the parameter compared to others is set as 1, therefore there is no C. R. It is determined
as significant.

After knowing there are insignificant factors in our model, we must

consider deleting that factors. After we deleted the factors then we did again
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the confirmatory factor analysis. The result of this analysis is provided in Table
4.12. As we saw in the table, all of the standardized coefficients are fulfilled
the criterion. In the fit model, we can see the Chi-Square/ d. f. is lower than
three. It means that we meet the requirement of the fit model and all of these

factors can be used in the next stage of Structural Equation Model (SEM).

4.3.2 Structural Equation Model (SEM)

Structural Equation Modelling (SEM) is an indispensable part of statistical
models. It is used to explain the relationships among multiple variables in the
research model. Structural Equation Modelling in charge of testing the overall
structure of interrelationships shown in a series of equations. It can be
considered as a similar method to a series of multiple regression equations.
These equations depict all of the relationships among constructs construct (the

dependent and independent variables) involved in the analysis.

e Overall Model Fit assessments
1. Chi-Square y2/d.f. <3, p < 0.05

2. Goodness of Fit (GFI) > 0.90

3. Adjust of Goodness of Fit (AGFI) >0.90
4. CFI, NFI, TLI, IFI > 0.90

5.SRMR < 0.08

6. RMSEA <0.08
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Figure 4.2 Structural Equation Model (SEM) result

The objective of this study is to explore the relationships among (1)
Usefulness, (2) Ease of use, (3) Trust, (4) Behavioral attitude toward online
shopping, (5) Intention to buy. For this purpose, the Structural Equation Model
Is used to test the viability of the research integral model, through different
criteria, such as goodness of fit, adjusted goodness of fit, root mean square

residual, etc.
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Table 4.13 Structural equation model result

Relations Standa_lr_dized C.R.
Coefficients
Variables
USE2 T49*** 12.334
Usefulness USE3 792%** A
USE4 703*** 11.847
EOU1L 668*** 12.061
Ease of use EOU2 720%** 12.989
EOU3 620*** 11.204
EOQU4 .688*** 12.429
EOU5 760*** A
TR2 769*** 17.258
Trust TR3 758*** 16.246
TR4 .859*** A
TR5 759*** 16.289
BA1 TJ9T*** 14,778
Behavioral BA3 .805*** 14.908
attitude BA4 754*** 16.522
BA5 A 3753 A
Intention to 2 il e A
buy IB3 833 7% 16.506
IB4 639*** 12.579
Relations Standgr_dized C.R.
Coefficients
Path
EOU -> USE (Hypothesis 1) \go1xr* 5.415
EOU - BA (Hypothesis 2) 212%** 3.721
EOU-> TR (Hypothesis 3) H532*** 8.144
USE - BA (Hypothesis4) 225%** 4.658
USE - TR (Hypothesis 5) .050 0.845
TR - BA (Hypothesis 6) 605> ** 9.944
BA - IB (Hypothesis7) 719*** 11.499
Fit Index
Chi-Square ( p-value) 232.496 (0.000)
Degree of freedom (d. f) 143
Chi-Square/ d. f. 1.626
GFI 0.942
AGFI 0.923
CFlI 0.974
NFI 0.935
IFI 0.974
TLI 0.968
SRMR 0.0436
RMSEA 0.041
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Note:

1. ***p-value <0.001, **p-value <0.05, *p-value <0.1; using a significance level of 0.05,
critical ratios (t-value) that exceed 1.96 would be called significant.

2. A: the parameter compared to others is set as 1, therefore there is no C. R. It is determined
as significant.

The table 4.13 illustrates the results of the structural equation modeling
analysis with five constructs mentioned above. The first step was to get our best
model fit through the Confirmatory Factor Analysis in AMOS 18.0. After this
step was completed, this research was able to move on to Structural Equation
Modeling (SEM). SEM is used to examine a number of multiple interrelated
dependence relationships. It is a confirmatory analysis used to test a theory of
the relationships.

The first section of the table, labeled Vvariables shows the significance of
the relationships between the individual constructs and their variables. If the
CR value is over 1.96 it means the relationship is significant because it implies
a p-value of under 0.05. If it is under 1.96 it means the relationship is not
significant because the p-value is higher than 0.05. Regarding the
interrelationships between indicators and dimensions, all of the coefficients are
at significant level. As the overall goodness of fit is promising, it is encouraged
to further identify the magnitudes and significance of the path structural
coefficients of the model. The results show that all variables are significant to
the constructs with the very high C.R values. Thus, the interrelationships
between indicators and dimensions are at significant level.

The second part of the table, named Paths, shows the significance of the
relationships between the various constructs. Here we can see that six of seven
relationships examined to meet the criteria of a CR higher than 1.96. Only one
relationship (H5: Usefulness to Trust with C.R value of 0.50 is less than the
standard index) does not meet the criterion which means their relationships are

not significant.
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The other path relationships, such as ease of use to perceived usefulness,
trust, and behavioral attitude; perceived usefulness to behavioral attitude;
behavioral attitude to intention to buy, all have a significant relationship. Based
on the explanation above, hypothesis 1, 2, 3, 4, 6 and 7 are supported,
hypothesis 5 is not supported.
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CHAPTER 5
CONCLUSIONS AND SUGGESTIONS

This chapter included three sections: the first section of this chapter is the
conclusions of this experimental study. Following is the suggestions,
implications, and the last sections are research limitations and directions for

future research.

5.1 Conclusions

It can be seen that this study has come quite far since it was only an idea.
By aggregating and finding previous research results, this thesis can make a
final conclusion. The thesis contributes to online consumer’s purchase behavior
in terms of defining and measuring the importance of major influencing factors
of consumer’s choice of online vendor to purchase certain products. Going
along with the economic development and integration into the whole world,
forms of purchase and sale in Vietnam does not just stop at the traditional type
of market. More than that, online shopping is also strongly growing by the day.
Not inferior to traditional forms of trading, the online store business from large
to small springing up like grass after rain. It can be very clearly seen that the
existing of widespread supply sources mean consumers have a lot of choices.
That is why understanding consumers’ decision-making behavior can
significantly help online stores and e-commerce search engines to improve
service, readjust operation strategies in order to satisfy consumers’ needs better
and thus stimulate sales volume or site traffic.

Based on the research background and motivations, the objectives of this

study are:
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1.  Figure out the influence of perceived usefulness, perceived ease of use
and trust on attitude toward online shopping and Vietnamese intention
to buy.

2. To identify the effect of trust on attitude toward online shopping and
online shopping intention.

Based on the analyses discussed in the previous chapters, the results of

hypotheses testing are summarized in Table 5.1.

Table 5.1 Hypotheses and Results of Empirical Test

Research Hypotheses Result
H1: Ease of use has a positive and significant effect
) . ! Supported
on usefulness in the online shopping
H2: Ease of use has a positive and significant effect Sunported
on attitude toward online shopping PP
H3: Ease of use has a positive and significant effect
Supported
on consumer trust
H4: Usefulness has a positive and significant effect on Suoported
behavioral attitude PP
H5: Usefulness has a positive and significant effect Not Supported
on consumer trust
H6: Trust has a positive and significant effect on
: . . Supported
consumer attitude toward online shopping
H7: Behavioral attitude has a positive and significant
Supported

effect on consumer intention to buy

There is a positive effect of perceived ease of use on usefulness.
Hypothesis 1 is fully supported based on given data analysis. Hypothesis 2 and
hypothesis 3 is also supported base on SEM analysis. This result shows us that
trust does influence on attitude toward online shopping. Therefore, hypothesis
4 is fully supported. The table shows that there is no influence of perceived
usefulness on trust so the hypothesis 5 is not supported base on the SEM
analysis. On the contrary, hypothesis 6 is supported by the influence of trust on
the attitude of the consumer in the online shopping. From hypothesis 7, this

study concludes that behavioral attitude has positive significantly to consumers’
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intention to buy. It implies that once the consumer has a strong belief in trust
with the online shopping vendor, it can build up the good attitude toward
buying online. Learning from author Kim and other (2004), trust is defined as
a dynamic process and unstable. It is not easy to build up a belief of trust in
people perception within a short period of time but long term period instead.
Once customers trust at sellers, they tend to express a good behavior as well as
satisfy even out of vendors’ expectation. Trust has a relationship with
transaction intention of the consumer. Thus, it makes them easily to purchase
the product or the consumer will pay more attention to the products. Because
of the significant role between an integrated relationship between trust and
purchase intention, this study suggests that what makes a transaction becomes
more successful is the trusting relationship between the online suppliers and the
consumer. As a definition suggested by the author Kim, Lee & Chung, 2012,

trust factors include such factors as ability, integrity, and benevolence.

5.2 Practical implications

In a business environment which providers can adjust strategies and
trading methods in order to satisfy customers, it is valuable and great benefits
If they can understand shopping behavior and shopping style preferred by
customers.

Firstly, the aim of finding the factors affecting the purchasing behavior of
customers is understood them. After understanding the importance of them,
service providers using e-commerce investment can focus on important factors
to improve the business. In the process of business, a trade organization may
encounter a lot of restrictions and unintended shortcomings. This explains why
the online traders need to understand positive factors which help businesses
succeed or find out the factors that adversely shortcoming the success of online

business. Many e-commerce vendors intend to gain competitive advantages by
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providing a lower price. Price battle became unhealthy phenomenon once in a
while in some markets. However, there are also many other means to improve
business performance and sustain customers in long term. Low price is still a
powerful way to attract consumers, though trust is as well important. So the
vendor may need to build trust and good reputation and promote itself for the
long term success. Order fulfillment is also extremely important, so the
investment in logistics is considered worthwhile. If the firm is confident about
their service and products, they should encourage consumers to give them
ratings and reviews since they are very helpful to attract other consumers. The
firm may give incentives to consumers who rate or review the site. Though web
quality is not ranked at the top, it is also significant for consumers' choice of
vendor. An easy-to-use website with excellent usability is still necessary. Many
e-commerce sites nowadays design membership incentive policies to attract
consumers and improve website stickiness. Though many consumers regard it
as influencing their choice of vendor, the factor is not as important as other
factors studies in this research. Therefore, our suggestions for the online
shopping sites are focusing more on the building consumers’ trust and basic

service, using incentives as a supportive tool to enhance business performance.

5.3 Managerial implication

This study has taken a great deal of time to find out all of the relevant
literature relate to online consumers' purchasing intention, especially trust
factor. Sought after titles and articles related to research purposes, the factors
are sorted and arranged in the appropriate order which proven to have a positive
relation before as ease of use, usefulness, trust, behavioral attitude and intention
to buy, respectively.

There are demographic elements that influence consumers’ preferences

and attitudes towards online-websites. This would be an extremely important
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topic and also very complicated. Consumer’s perception of the importance of
each factor can be affected by the demographic elements. However, this
research does not focus on the demographics influencing the consumer’s choice
of online vendor. This study primarily examined the importance of major
factors other than demographics. This thesis will suggest future research on that
topic. After all, | also assessed the importance of each of the five factors by
using questionnaire survey to assess the importance. The respondents have a
similar demographic background which indicates that the results would be
limited to the consumer's behavior of this certain group. The respondents are
all Vietnamese online consumers with a concentrated age from 21 to 34. There
Is not clear demographic pattern of consumer's preferences found during the
survey, as mentioned above, because of the focus and design of this particular
research. In addition, the respondents’ frequency of online purchase is quite
concentrated. We could not separate the respondents into different groups in
terms of their online shopping frequency.

To be honest, this study has been facing many limitations during the
research process, as follow. Before going to define the factors that affect
customer buying behavior, this study has found all previous studies which have
relevant content to identify the important elements and necessary in the
research model. After summarizing the correlation of the elements, this study
added trust factor considering is the factors influence consumers’ choices of
online vendors in the context of Vietnam. And then this study included more
factors using empirical analysis based on observation and experience. The
selected factors tend to cover a wide enough range, but it is also possible that
certain factors are overlooked due to the limitation of previous literature studied
and the limitation of researcher’s observation and empirical analysis.

Secondly, to assess the importance of the factors that influence consumers’

choices of online shopping sites, this study fielded a questionnaire and gained
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data from a small sample of Vietnamese online consumers. The demographical
backgrounds of the consumers indicate that the results may only be applied to
the particular regions or countries where the consumers are from.

Finally, the practical suggestions given by this thesis can be debated, as
the author’s interpretation of the findings and industrial experience can

influence the direction and feasibility of the practical suggestions.

5.4 Suggestions for future research

In this thesis, we define the factors and the importance of each factor that
influence consumer's choice of the online vendor when purchasing a product.
There are also opportunities for future research on the same topic. First, the e-
commerce world is changing every day, new technology enables better services
and innovative business model. The primary factors influencing consumer's
choice of vendor or buying decision-making process may change as well. There
are major changes happened in recent one or two years also to online shopping,
for example, mobile shopping became substantially important and greatly
Impact e-commerce and consumer's behavior. The literature and business
phenomenon related to such topic are not reviewed in this research. Therefore,
it is an interesting and valuable direction that future research may choose to
follow.

Furthermore, the survey in this research has demographic limitations when
defining the importance of each of the five factors. The number of respondents
Is not considered as large enough to define the demographic pattern of the study.
The respondents are also not vastly different. Many of them are concentrated
within similar demographic groups. The future research may focus more on the
demographic factors influencing the consumer’s choice of online vendor. This
topic would be extremely important and valuable to work on. It is also possible

to find out the demographic factors that influence the attitude of consumer
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towards the five factors. Because different groups of consumers may have
different pattern rating the factors influencing their choice.

The demographic background of the respondents is quite concentrated.
The respondents are mainly from 21 to 34 Vietnamese online shoppers with the
moderate frequency of online shopping activities. There is no clear
demographic pattern found from the results since the number of respondents is
small and the demographics of the respondents are not significantly different.
Therefore, the results will reflect mainly the attitudes or preferences towards
online vendor selection by the consumers with the demographic background
mentioned above.

Thus, we strongly suggest further study on this topic focusing on the

demographic elements which are not covered by this thesis.

57



REFERENCE

Agag, G., & El-Masry, A.A. (2016). Understanding the determinants of hotel
booking intentions and the moderating role of habit. International Journal
of Hospitality Management, 54, 52-67. doi:10.1016/j.ijhm.2016.01.007

Agag, G., El-masry, A., Alharbi, N.S., & Ahmed, A.A. (2016). Development
and validation of an instrument to measure online retailing ethics. Internet
Research, 26(5), 1158-1180. doi:10.1108/intr-09-2015-0272

Alsajjan, B., & Dennis, C. (2010). Internet banking acceptance model: Cross-
market examination. Journal of Business Research, 63(9-10), 957-963.
doi:10.1016/j.jbusres.2008.12.014

Amaro, S., & Duarte, P. (2015). An integrative model of consumers’ intentions
to purchase travel online. Tourism Management, 46, 64-79.
d0i:10.1016/j.tourman.2014.06.006

Ashraf, A.R., Thongpapanl, N., & Auh, S. (2014). The application of the
technology acceptance model under different cultural contexts: The case of
online shopping adoption. Journal of International Marketing, 22(3), 68—
93. d0i:10.1509/jim.14.0065

Ayeh, J.K. (2015). Travelers' acceptance of consumer-generated media: An
integrated model of technology acceptance and source credibility theories.
Computers in Human Behavior, 48, 173-180.
doi:10.1016/j.chb.2014.12.049

Casalo, L.V., Flavian, C., & Guinaliu, M. (2011). Understanding the intention
to follow the advice obtained in an online travel community. Computers in
Human Behavior, 27(2), 622—633. doi:10.1016/j.chb.2010.04.013

Chau, P.Y.K. (1996). An empirical assessment of a modified technology
acceptance model. Journal of Management Information Systems, 13(2),
185-204. doi:10.1080/07421222.1996.11518128

58



Corritore, C.L., Kracher, B., & Wiedenbeck, S. (2003). On-line trust: Concepts,
evolving themes, a model. International Journal of Human-Computer
Studies, 58(6), 737—758. doi:10.1016/s1071-5819(03)00041-7

Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user
acceptance of information technology. MIS Quarterly, 13(3), 319.
d0i:10.2307/249008

Davis, F.D., Bagozzi, R.P., & Warshaw, P.R. (1989). User acceptance of
computer technology: A comparison of two theoretical models.
Management Science, 35(8), 982—1003. doi:10.1287/mnsc.35.8.982

Elbeltagi, I., & Agag, G. (2016). E-retailing ethics and its impact on customer
satisfaction and repurchase intention. Internet Research, 26(1), 288-310.
d0i:10.1108/intr-10-2014-0244

Enrique, B.-A., Carla, R.-M., Joaquin, A.-M., & Silvia, S.-B. (2008). Influence
of online shopping information dependency and innovativeness on internet
shopping adoption. Online Information Review, 32(5), 648-667.
d0i:10.1108/14684520810914025

Featherman, M.S., & Pavlou, P.A. (2003). Predicting e-services adoption: A
perceived risk facets perspective. International Journal of Human-
Computer Studies, 59(4), 451-474. doi:10.1016/s1071-5819(03)00111-3

Flavian, C., Guinaliu, M., & Gurrea, R. (2006). The role played by perceived
usability, satisfaction and consumer trust on website loyalty. Information &
Management, 43(1), 1-14. doi:10.1016/j.im.2005.01.002

Gefen, D., & Karahanna, E. (2003). Trust and TAM in Online Shopping. MIS
Quarterly, 27(1), 51. Retrieved from
http://aisel.aisnet.org/misq/vol27/iss1/4/

Harris, L.C., & Goode, M.M.H. (2004). The four levels of loyalty and the
pivotal role of trust: A study of online service dynamics. Journal of
Retailing, 80(2), 139-158. doi:10.1016/j.jretai.2004.04.002

59



Harrison, M.D., Choudhury, V., & Kacmar, C. (2002). The impact of initial
consumer trust on intentions to transact with a web site: A trust building
model. The Journal of Strategic Information Systems, 11(3-4), 297-323.
d0i:10.1016/s0963-8687(02)00020-3

Hernandez, B., Jiménez, J. & José Martin, M. (2011). Age, gender, and income:
Do they really moderate online shopping behavior? Online Information
Review, 35(1), 113-133. d0i:10.1108/14684521111113614

Hill, R. J., Fishbein, M., & Ajzen, I. (1977). Belief, attitude, intention and
behavior: An introduction to theory and research. Contemporary Sociology,
6(2), 244. doi:10.2307/2065853

Igbaria, M., Zinatelli, N., Cragg, P., & Cavaye, A.L.M. (1997). Personal
computing acceptance factors in small firms: A structural equation model.
MIS Quarterly, 21(3), 279. doi:10.2307/249498

Ho, T.H.L., & Chen, Y. (2014). Vietnamese consumers’ intention to use online
shopping: The role of trust. International Journal of Business and
Management, 9(5),. doi:10.5539/ijbm.v9n5p145

Jahng, J., Jain, H., & Ramamurthy, K. (2001). The impact of electronic
commerce environment on user behavior: The case of a complex product.
e-Service Journal, 1(1), 41-53. doi:10.1353/esj.2001.0003

Jarvenpaa, S.L., Tractinsky, N., & Saarinen, L. (1999). Consumer trust in an
Internet store: A cross-cultural validation. Journal of Computer-Mediated
Communication, 5(2), 0-0. doi:10.1111/j.1083-6101.1999.tb00337.x

Jarvenpaa, S.L., Tractinsky, N., & Vitale, M. (2000). Consumer trusts in an
Internet store. Information Technology Management, 1(1/2), 45-71.
d0i:10.1023/A:1019104520776

Joo, J.,, & Sang, Y. (2013). Exploring Koreans’ smartphone usage: An

integrated model of the technology acceptance model and uses and

60



gratifications theory. Computers in Human Behavior, 29(6), 2512-2518.
d0i:10.1016/j.chb.2013.06.002

Khalifa, M., & Limayem, M. (2003). Drivers of Internet shopping.
Communications of the ACM, 46(12), 233. doi:10.1145/953460.953505

Kim, D.J., Ferrin, D.L., & Rao, H.R. (2008). A trust-based consumer decision-
making model in electronic commerce: The role of trust, perceived risk, and
their antecedents. Decision Support Systems, 44(2), 544-564.
d0i:10.1016/j.dss.2007.07.001

Kim, T.G., Lee, JH.,, & Law, R. (2008). An empirical examination of the
acceptance behavior of hotel front office systems: An extended technology
acceptance  model.  Tourism  Management, 29(3), 500-513.
doi:10.1016/j.tourman.2007.05.016

Kim, H., & Song, J. (2010). The quality of word-of-mouth in the online
shopping mall. Journal of Research in Interactive Marketing, 4(4), 376-390.
d0i:10.1108/17505931011092844

Koufaris, M. (2002). Applying the technology acceptance model and flow
theory to online consumer behavior. Information Systems Research, 13(2),
205-223. doi:10.1287/isre.13.2.205.83

Koufaris, M., & William, H.-S. (2004). The development of initial trust in an
online company by new customers. Information & Management, 41(3),
377-397. do0i:10.1016/j.im.2003.08.004

Ndubisi, N.O., & Jantan, M. (2003). Evaluating IS usage in Malaysian small
and medium-sized firms using the technology acceptance model. Logistics
Information Management, 16(6), 440-450.
d0i:10.1108/09576050310503411

Pavlou, P.A. (2003). Consumer acceptance of electronic commerce: Integrating
trust and risk with the technology acceptance model. International journal

of electronic commerce, 7(3), 101-134.

61



Monsuwe, T.P., Dellaert, B.G.C., & Ruyter, K. (2004). What drives consumers
to shop online? A literature review. International Journal of Service
Industry Management, 15(1), 102-121. doi:10.1108/09564230410523358

Persico, D., Manca, S., & Pozzi, F. (2014). Adapting the technology acceptance
model to evaluate the innovative potential of e-learning systems. Computers
in Human Behavior, 30, 614-622. doi:10.1016/j.chb.2013.07.045

Rong, L. (2007). The effects of internet shoppers’ trust on their purchasing
intention in China. JISTEM Journal of Information Systems and Technology
Management, 4(3), 269-286. doi:10.4301/s1807-17752007000300001

Schiffman, L.G., & Kanuk, L.L. (2007). Consumer behavior 9/Ed (9th .ed.).
New Delhi: Prentice-Hall of India Pvt.

Suh, B., & Han, I. (2002). Effect of trust on customer acceptance of Internet
banking. Electronic Commerce Research and Applications, 1(3-4), 247-263.
d0i:10.1016/s1567-4223(02)00017-0

Venkatesh, V., & Davis, F.D. (2000). A theoretical extension of the technology
acceptance model: Four longitudinal field studies. Management Science,
46(2), 186-204. d0i:10.1287/mnsc.46.2.186.11926

62



APPENDICES

SURVEY QUESTIONNAIRE

Section 1. Cognitive Factors

Levels of Agreement

(Mikc d@j dong y)
2 92|22 x|
S g 5|2 |8 %S
Direction: Read the question and select the answer that best i CE 2|3 |2 o
. . . . < |8’ -~ e < =
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Usefulness ( Yéu 16 hivu dung)
1. [USE1] Online shopping saves me time. 11213l4l5|6l7
(Mua hang triec tuyen giup toi tiet kiém thoi gian) )
2. [USE2] Online shopping gives me detailed product
information. 11213l4l5|6l7
(Mua hang trire tuyen giup cung cap chi tiet thong tin )
ve san pham, dich vu)
3. [USE3] Online shopping provides me a broader selection of
products. , i 1 21314l5|6l7
(Mua hang triec tuyen gitip 16i c6 nhieu Iia chon cho
cac san pham, dich vu da dang)
4. [USE4] Online shopping helps me to compare the prices of
various products. " 11213lal5|6l7
(Mua hang triec tuyen gitp t6i c6 the so sanh gia cua )
cac san pham, dich vu dé dang)
5. [USES] There is no embarrassment feeling if I do not buy.
(Mua hang trire tuyen giup toi cam thay bot ngai 1 2|3|4|5|6)|7

ngung néu khong mua san pham, dich vu)
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Levels of Agreement
Mikc do dong y

Direction: Read the question and select the answer that best
describes you by filling in the appropriate bubble on the answer
sheet. 1 means “Strongly Disagree” and 7 being “Strongly
Agree”.

(Sau day la cdc phét biéu lién quan dén nhdn thirc mua hang
héa, dich vu truec tuyén. Doi voi moi phat biéu sau, xin Anh/Chi
vui long dénh dau mot lwa chon theo mikc d@6 tir I dén 7: 1: Hoan

toan khong dong ¥ dén 7: Hodn toan dong )

(A Sugp Sugyy upop upofy) 3.13esIp A[duons

« Sugp Sug Jax3esI
A Sugp 3ugy Sesiq
(dp] Sun.i) feaInaN
(A Sup@) 3213y

(A Sugp 190p Suon]) 3213y yeymaurog

(A Sugp Suoyy 190p Suon|) 3313eSI(J JLYMIWO0S

(A Sugp upoj upofy) 3313y A[3uong

Ease of use (Yéu t6 dé ding sir dung)

1. [EOU1] Online shopping is easy to use for me.

(Mua hang truc tuyén doi véi t6i rdt dé dang) 1121304151617
2. [EOU2] Online shopping is csonvgnient for me. 1120314l5l6l7
(Mua hang truc tuyén doi vai 1oi rat tién loi) )
3. [EOU3] Using online shoppi}lg is effortless. 1120314l5l6l7
(Mua hang truc tuyén khong tiéu ton cong siic) )
4. [EOU4] I can use online shopping without written
instructions.
(T6i ¢6 thé mua hang truc tuyén ma khong cin hudng L1z 3)4)5)6)7
ddin chi 1iél, cu thé)
5. [EOUS] It is easy for me to become skillful at using online
shopping 1[2|3/4|5/|6|7

(Rdt dé dang cho t6i dé tro nén thanh thao trong viéc
su dung internet mua hang truec tuyén)
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Direction: Read the question and select the answer that best
describes you by filling in the appropriate bubble on the answer
sheet. 1 means “Strongly Disagree” and 7 being “Strongly
Agree”.

(Sau dady la cdc phat biéu lién quan dén nhan thire mua hang
héa, dich vu truc tuyén. Péi véi méi phat biéu sau, xin Anh/Chi
vui long danh ddu mét liwa chon theo miec @6 tie 1 dén 7: 1: Hoan

toan khéng dong ¥ d@én 7: Hoan toan dong y)

Levels of Agreement
Mykec do dong y

(A Sugp Sugyy upoy Upofy) 3a3esIp A[suons

(£ Sugp Sugyyy) a3esi(q
(dpp Sun.) rennaN
(£ Supq) 3213y

(£ Sugp 19p Suony) 313y yeymawmog

(4 Sugp Sugyy 10p Suon) 3a3esi( yeysourog

(£ Sugp upoy upofy) 3.3y A[suong

Trust (Yéu t6 tin cdy)

1. [TR1] I feel online shopping is trustworthy
(T6i cém thdy mua hang truc tuyén rdt déng tin cdy)

2. [TR2] Online shopping provides me a better quality product
(T6i cém thdy san pham, dich vu dwoc cung gép boi
mua hang triec tuyén mang dén chat leong t6t hon)

3. [TR3] Strong brand awareness will make me feel secured
when I purchase products
(Mua hang truc tuyén khong tiéu tén cong sirc)

4. [TR4] I can use online shopping without written instructions.
(T6i c6 thé mua hang truc tuyén ma khong cdn hudng
dan chi tiét, cu thé)

5. [TRS] It is easy for me to become skillful at using online
shopping
(Rdt dé dang cho t6i dé tré nén thanh thao trong viéc
sir dung internet mua hang truc tuyén)

65




Direction: Read the question and select the answer that best
describes you by filling in the appropriate bubble on the answer
sheet. 1 means “Strongly Disagree™ and 7 being “Strongly
Agree”.

(Sau day la cdc phét biéu lién quan dén nhdan thirc mua hang
héa, dich vu truc tuyén. Doi véi moi phat biéu sau, xin Anh/Chi
vui long danh ddu mét lwa chon theo mirc do tir 1 dén 7: 1: Hoan

toan khéng dong ¥ @én 7: Hoan toan déng y)

Levels of Agreement
Mirc do dong y

(£ Sugp Sugyy upoy upof) 3a3esIp A[3Uons

(£ Sugp Sugyyy) duasesiq
(dpy Sun.J) renayn
(£ Sugq@) 213y

(£ Suop 19p Suony) 313y yeymamos

(£ Sugp Sugyy 10p Suon[) I3esI( JeYMIU0S

(£ Sugp upoy upopy) 3213y A[suons§

Behavioral Attitude (Hanh vi mua hing trwec tuyén)

1. [BA1] I feel shopping online is a good idea

(T6i cam thdy mua hang truc tuyén la mot y tucng tot) 11213)4,/516)7
2. [BA2] I feel shopping online is a wise idea
(T6i cam thdy mua hang truc tuyén la mot y tucng 112 (34|56 |7
thong minh)
3. [BA3] I feel shopping online is a pleasant idea 1121314l5|6!l7
(T6i cam thdy mua hang truc tuyén I y tudng thil vi) )
4. [BA4] I feel shopping online is a positive idea
(T6i cam thdy mua hang truc tuyén la mot y tuéng tich 1234|567
cuc)
5. [BAS] I feel shopping online is an appealing idea
(T6i cam thdy mua hang truc tuyén la mét y tuéng hap 112 (34|56 |7

ddn)
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Direction: Read the question and select the answer that best
describes you by filling in the appropriate bubble on the answer
sheet. 1 means “Strongly Disagree™ and 7 being “Strongly
Agree”.

(Sau ddy la cdc phat biéu lién quan dén nhdn thirc mua hang
héa, dich vu truc tuyén. Poi voi méi phat biéu sau, xin Anh/Chi
vui long ddnh déu mét lua chon theo mirc do tie 1 dén 7: 1: Hoan

toan khéng déng y dén 7: Hoan toan dong y)

Levels of Agreement
Mikc do dong y

(A Sugp Sugyyy) s3a3esiq
(dp] Sun.) eaynaN
(£ Sugp@) 3313y

(£ Sugp Sugyy upoy upofy) .adesip A[3uons
(L Sugp 10p Suony) 3BV 1LYMIUW0S

(L Suop Sugyy 19p Suomn]) I313esI(] JEYAMIUWOS

(4 Sugp upoj upofy) 3313y A[duong

Intention to buy (Y dinh mua hang truc t

1. [IB1] I will keep using online shopping in the future
(T6i sé tiép tuc sir dung mua hang triec tuyén trong
tuong lai)

2. [IB2] I will frequently use online shopping as a shopping
medium in the future
(T6i sé st dung mua hang true tuyén nhu mot cong cu
mua sdm trong tiong lai)

3. [IB3] I will frequently use online shopping rather than
traditional shopping for purchasing product in the future
(T6i s€ str dung mua hang truc tuyén dé mua bdp sdan
pham, dich vu thay,vi mua sdm kiéy truvén. thing trong
twong lai)

4. [IB4] I will recommend others to use online shopping
(T6i sé gidi thiéu cho nhitng nguoi khdc cimg mua hang
truc tuyén trong tuong lai)
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Section 2. Personal Information (Thdng tin ca nhan)

Before getting the survey finished, please give some information about yourself.

(Truéc khi két thic bang héi, xin Anh/Ch; vui 10ng cung cap mét vai thdng tin c& nhan
duoi day.)

“ 000O® 0O0OOOO *®* OO 0OOO0OO0TCT~

O 00O

OO0O0Z®9

How old are you? (P6 tudi ciia Anh/Chi?)
Under 21 (Duwdi 21)

21 to 34 (Tr 21 dén 34)

35 to 50 (T 35 dén 50)

51 and over (Trén 51)

What is your gender? (Gidi tinh cua Anh/Chi?)
Male (Nam)
Female (N1¥)

Which of the following best describes your current occupation? (Nghé nghiép
hién tai ctia Anh/Chi?)

Student or/ and Part-time working (Hoc sinh, sinh vién/ Lam thém)
Full-time working (Lam viéc toan thoi gian)

Self-employed (Tw nhén)

Professional (Chuyén vién)

Retired (Nghi huu)

What is your educational level? (Trinh d¢ hoc van cla Anh/Chi?)

High School Degree or equivalent (Hoc sinh)

Bachelor's Degree (Sinh vién)

Master's Degree/ PhD's Degree (Thac si/Tién si)

Please indicate your monthly income ranges (Thu nhap binh quan: triéu
Pong/thang)

No income (Khéng c6 thu nhép)

Less than $230 (Dwdi 5 triéu dong)

$230 - $460 (Tir 5 dén 10 tridu dong)

More than $460 (Trén 10 triéu dong)

How often do you buy products online? (T4n suat mua hang trirc tuyén?)
Less than once every month (it hon 1 1an/thang)
Once to three times every month (Tir 1 dén 3 lan/thang)

Four times or more every month (Tir 4 lan tr& 1én/thang)
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