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ABSTRACT

In recent years, the business market has witnessed a transformative trend driven by the information technology industry, leading to the emergence of e-commerce
platforms. Among these platforms, Shopee and Lazada dominates consumption activities in Vietnam, with 60% and 30% market shares, respectively. Despite global
research on factors affecting online shopping behavior, Vietnam lacks comprehensive studies addressing the specific factors influencing consumers’ intention to
shop online. Applying existing theoretical models to Vietnam’s unique economic, cultural, and social context may not be entirely suitable. This study employs
quantitative research method, adapting relevant theories to develop a customized research model. The investigation focuses on consumers’ intention to shop online
with the adoption of shopping platforms, namely Shopee and Lazada, drawing insights from a sample of 368 Vietnamese consumers in Vietnam. Key findings
reveal five critical factors shaping Vietnamese online shopping behavior: Perceived Usefulness, Perceived Ease of Use, Price, Trust, and Social Influence. The
study’s implications extend to businesses seeking to enhance online sales and marketing strategies. By addressing these factors, organizations can improve

consumers’ online shopping behavior while navigating the dynamic e-commerce landscape.
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1. Introduction

Vietnam’s e-commerce ecosystem witnesses remarkable growth, driven by digital transformation and changing consumer behavior. Statista (2024) and
Nielsen (2024) reports that Shopee dominates the market, with approximately 60% of Vietnamese online shoppers using the platform. Its success lies in
its social commerce features, allowing users to interact, share product recommendations, and participate in flash sales. Lazada follows closely, capturing
around 30% of the market share. It appeals to consumers through its diverse product range, competitive pricing, and reliable delivery services. Tiki.vn
caters to specific niches, such as books, electronics, and fashion. Its user base constitutes about 10% of the e-commerce market. Tiki’s focus on quality
and customer satisfaction contributes to its loyal following. Sendo’s social commerce approach resonates with Vietnamese consumers, resulting in an
adoption rate of approximately 8%. User-generated content, reviews, and personalized recommendations drive engagement. In summary, Vietnam’s e-
commerce landscape is dynamic, with Shopee leading the pack. As internet penetration continues to rise, these platforms play a pivotal role in shaping
consumer preferences and driving economic growth.

The rapid proliferation of e-commerce platforms in developing economies in general, and Vietnam in particular, sparks significant research interest.
Understanding the factors that influence consumers’ intentions to adopt these platforms is crucial. Among these factors, perceived usefulness stands out
as a pivotal psychological determinant of users’ attitudes and behaviors (Davis, 1989). Perceived usefulness, rooted in the Technology Acceptance Model
(TAM), represents individuals’ subjective assessments of how adopting a specific technology (such as an e-commerce platform) enhances their efficiency
and effectiveness in achieving specific goals (Venkatesh & Davis, 2000). According to TAM, perceived usefulness plays a critical role in shaping users’
behavioral intentions toward technology adoption (Moon & Kim, 2001). When individuals perceive a technology as helpful in meeting their needs, they
are more likely to embrace and integrate it into their daily activities. This foundational concept has undergone extensive study and validation across
various technological domains, providing valuable insights into the fundamental mechanisms driving technology adoption (Gefen et al., 2003). In the
context of e-commerce adoption in developing economies, the relationship between perceived usefulness and behavioral intentions gains particular
relevance. These economies present unique challenges and opportunities due to distinct socio-economic, cultural, and technological factors (Rogers,
2003). At the heart of technology adoption lies the concept of perceived ease of use, an integral facet of the TAM proposed by Davis (1989). This construct
captures users’ subjective evaluations of a technology’s simplicity and user-friendliness. According to the TAM, individuals are more likely to develop
positive attitudes toward technology when they perceive it as uncomplicated and easy to use. This positive attitude, in turn, strengthens their intention to
adopt the technology (Venkatesh & Davis, 2000). Extensive research across diverse technological domains consistently supports this foundational
premise, emphasizing the universal role of perceived ease of use in shaping user behavior. However, the intricate socio-economic and cultural contexts
of developing economies introduce unique variables. These contexts influence how users perceive ease of use and subsequently embrace e-commerce
platforms (Mathieson, 1991). In summary, the TAM provides a theoretical framework for understanding users’ adoption of technology. Within this model,
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two critical constructs - perceived usefulness and perceived ease of use - play pivotal roles. Rooted in the TAM, the former reflects users’ subjective
assessment of how technology enhances their effectiveness in achieving tasks (Davis, 1989). When individuals perceive a technology as beneficial and
valuable, they are more likely to embrace it. Prior research consistently highlights the significance of perceived usefulness in predicting users’ intentions
to adopt technology (Davis, 1989; Legris et al., 2003). Within the TAM, the latter captures users’ evaluations of the simplicity and accessibility of using
a technology (Venkatesh & Davis, 2000). When a technology is perceived as easy to use, it positively influences users’ attitudes and adoption intentions.
However, the impact of perceived ease of use varies. While crucial, it may not always exert as pronounced an effect as perceived usefulness (Agarwal &
Prasad, 1998). The context of Vietnam economies introduces unique socio-economic and cultural factors that influence these constructs. Investigating
how perceived ease of use resonates with users’ intentions to embrace e-commerce platforms becomes critical in these dynamic settings. Successful e-
commerce adoption strategies must account for these nuances.

In Vietnam, the trajectory of technological adoption unfolds through intricate interactions among individual behaviors, socioeconomic factors, and
technological advancements. As individuals engage with e-commerce platforms, they navigate a multifaceted ecosystem of features, services, and
interactions. These experiences significantly shape their perceptions and intentions toward the technology (Venkatesh & Bala, 2008). In this context, the
interplay between adoption intentions and actual adoption behavior becomes crucial. The unique socio-cultural and economic factors prevalent in
developing economies necessitate closer scrutiny of this relationship (Lee et al., 2003). Understanding how adopting e-commerce platforms influences
individuals’ broader intentions toward digital commerce holds implications for policymakers, businesses, and researchers seeking to harness the
transformative potential of online markets. To explore these dynamics, our research paper employs the TAM as the guiding theoretical framework. Within
this model, we delve into the intricate relationships among consumers’ attitudes and five key variables: perceived usefulness, perceived ease of use, price,
trust, social influence, in the two most popular platforms in Vietham - Shopee and Lazada. By unraveling these connections, we aim to provide actionable
insights for effective e-commerce adoption strategies in Vietnam.

2. Research Hypotheses

H1: Perceived usefulness affects platform-adoption shopping behavior

The concept of perceived usefulness, introduced by Davis (1989), occupies a pivotal position within the TAM. It represents users’ subjective assessment
of how a technology enhances their performance in specific tasks. In the context of e-commerce platforms, perceived usefulness refers to consumers’
perceptions of how adopting these platforms would facilitate their shopping needs. Agarwal and Prasad (1998) found that perceived usefulness
significantly influenced users’ intentions to adopt online shopping platforms. When users perceive e-commerce platforms as beneficial for enhancing
their productivity, they are more inclined to engage in online shopping activities. Li et al. (2019) observed that users who perceived e-commerce platforms
as applicable were more likely to participate in online shopping. This alignment between perceived usefulness and adoption intentions underscores its
critical role. Aichner and Jacob (2015) highlighted that perceived usefulness was a key factor influencing consumers’ attitudes toward e-commerce
adoption in emerging markets. These markets, characterized by the coexistence of traditional and digital retail channels, emphasize the importance of
perceived usefulness in attracting consumers to e-commerce platforms. In terms of contextual considerations, Vietnam faces unique challenges, including
limited access to physical stores, infrastructural limitations, and geographical barriers. Consequently, consumers in these contexts often turn to online
platforms. The perceived usefulness of e-commerce platforms becomes crucial as users assess whether these platforms effectively address their shopping
needs. Extending this perspective to the Vietnam economy, where access to technology and digital experiences might be relatively new for some users,
perceived usefulness can be a decisive factor. E-commerce platforms can demonstrate their utility by offering diverse products, convenient shopping
experiences, and potentially lower prices. By doing so, they positively influence consumers’ intentions to adopt. Consumer behavior theory, as articulated
by Ajzen (1991) in the Theory of Planned Behavior, underscores the significance of perceived usefulness in shaping attitudes and subsequent actions. In
summary, understanding and leveraging perceived usefulness are essential for successful e-commerce adoption strategies, especially in developing
economies where digital experiences are still evolving.

H2: Perceived ease of use affects platform-adoption shopping behavior

The construct of perceived ease of use, as conceptualized by Davis (1989), centers on users’ beliefs regarding the effort required to understand and operate
a technology. In the context of e-commerce platforms, perceived ease of use refers to consumers’ perceptions of how straightforward and accessible these
platforms are for making purchase decisions. Venkatesh and Davis (2000) showed that perceived ease of use significantly influenced users’ attitudes
toward online shopping platforms. When users find e-commerce interfaces intuitive and user-friendly, their adoption intentions increase. Woon et al.
(2015) highlighted the role of perceived ease of use in shaping users’ intentions to use mobile commerce applications. This underscores the relevance of
this construct in technology adoption. Chong et al. (2018) emphasized that perceived ease of use significantly impacted consumers’ intentions to adopt
e-commerce platforms in emerging economies. Al-maghrabi et al. (2011) similarly indicated that ease of use played a pivotal role in encouraging e-
commerce adoption in Saudi Arabia, highlighting its global relevance. Positive user experiences with e-commerce platforms, as found by Suki and Suki
(2017), contribute to higher perceived ease of use and increased adoption intentions. The Vietnam economy exhibits varying levels of digital literacy,
access to technology, and user experience with online platforms. As such, intuitively designed and easy-to-navigate e-commerce platforms become
crucial. Users in these contexts may prioritize practical benefits and utility over concerns about ease of use. The ability of e-commerce platforms to offer
a wide range of products, cost savings, and convenience becomes paramount. Platforms that prioritize user-centered design and straightforward navigation
are more likely to foster positive behavioral intentions among users. Perceived usefulness, another vital determinant of technology adoption, refers to
users’ beliefs about how technology enhances their performance. In Vietnam, where practical benefits matter, perceived usefulness encapsulates the value
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that e-commerce platforms bring to users’ lives. In summary, understanding and optimizing both perceived ease of use and perceived usefulness are
essential for successful e-commerce adoption strategies, especially in Vietham.

H3: Price affects platform-adoption shopping behavior

Price, as the monetary value consumers must pay to acquire desired products or services, significantly shapes purchasing decisions. In the digital age,
where e-commerce platforms proliferate, understanding the impact of price becomes crucial, especially in the context of Vietnam economy. Price
expectations is important when shopping via an online platform as consumers anticipate that online prices will be more competitive than those in
traditional brick-and-mortar stores. This expectation drives their preference for online shopping (Sangadji & Sopiah, 2013). Vietnamese consumers
exhibit a price-conscious mindset. They prioritize affordability when making purchase decisions (Tjiptono, 2008). Additionally, online shopping benefits
both sellers and buyers. Sellers avoid the costs associated with physical storefronts, while buyers gain access to a wider range of products and potentially
better prices (Kotler & Keller, 2016). Hasslinger et al. (2007) highlight that consumers trust online purchases to save them money and enable price
comparisons. Customers often rely on price as an indicator of product quality, especially when they cannot physically inspect items online (Jiang &
Rosenbloom, 2005). The perceived value derived from price influences consumers’ trust in e-commerce platforms (Chong et al., 2018). In summary,
price remains a critical factor in shaping consumers’ online shopping behavior, transcending geographical boundaries. E-commerce platforms that
prioritize affordability, user-centered design, and straightforward navigation are more likely to attract and retain buyers in Vietnam.

H4: Trust affects platform-adoption shopping behavior

Trust plays a central role in online interactions, especially within e-commerce platforms where users share personal and financial information.
Understanding the significance of trust is critical for promoting successful e-commerce adoption. Gefen (2000) and McKnight and Chervany (2001)
emphasize the importance of trust in shaping users’ intentions to engage in online transactions. Trust significantly influences users’ willingness to adopt
and participate in e-commerce activities. Users’ trust perceptions are influenced by various factors, including platform credibility, security measures, and
past experiences. Bhattacherjee (2002) proposed a theoretical model highlighting trust as a mediator between perceived usefulness and users’ intentions
to engage in online activities. Trust acts as a bridge, allowing users to overcome perceived risks and uncertainties associated with online interactions. In
Vietnam, where digital experiences may be relatively new, fostering trust becomes essential for encouraging technology adoption. E-commerce platforms
can establish trust through transparent policies, secure payment gateways, and reliable delivery mechanisms. Studies in emerging markets by Suh and
Han (2002) and McKnight et al. (2002) indicate that trust significantly influences users’ intentions to adopt online platforms. In the context of e-commerce
platforms in developing economies, perceived trust in online transactions becomes a pivotal factor mediating the relationship between perceived
usefulness and behavioral intentions. Trust enables users to navigate uncertainties and confidently engage in online activities. In summary, fostering trust
is essential for successful e-commerce adoption, especially in the dynamic Vietnam economy. Platforms that prioritize transparency and security build
user confidence and facilitate technology adoption.

H5: Social influence affects platform-adoption shopping behavior

The impact of social networks and interpersonal relationships on technology adoption has garnered significant attention in understanding users’ behavioral
intentions. Drawing from Rogers’ Diffusion of Innovations theory (Rogers, 2003), we recognize the pivotal role of social networks in the adoption
process. From a collective behaviors perspective, innovations spread more rapidly through social interactions. Individuals rely on trusted sources within
their networks for guidance when considering new technologies (Brown & Venkatesh, 2005). Social influence extends beyond individual preferences,
tapping into collective behaviors. Recommendations from peers significantly shape users’ adoption decisions. Brown and Venkatesh (2005) found that
users who received favorable recommendations from peers were more likely to embrace new technologies. Yang et al. (2012) observed a positive impact
of social influence on users’ intentions to adopt mobile apps. For e-commerce adoption, Al-Debei and Avison (2010) demonstrated that social influence
plays a crucial role in shaping e-commerce adoption behaviors in Jordan. Users are more likely to adopt e-commerce platforms if they receive positive
endorsements from their social circles. Sivakumar and Raj (2007) highlighted the significance of social influence in technology adoption within
collectivist cultures. In developing economies, characterized by collectivist values, social influence significantly affects individual intentions. Trust and
recommendations from close connections play a vital role (Suh & Han, 2002). Social networks act as conduits for information flow, impacting adoption
decisions and reflecting broader cultural dynamics. In summary, fostering positive social influence and leveraging interpersonal relationships are essential
strategies for successful technology adoption, especially in Vietnam.

3. Sample, Results, and Discussion
3.1. Sample

This study involved surveying 400 individuals from Vietnam to collect survey data. The survey was administered through a questionnaire via Google
Forms. The collected information served multiple purposes: assessing reliability and validity, testing the measurement scale, and validating the model.
Specifically, the data helped evaluate the reliability and validity of the measurement scale used in the study. By analyzing responses, the study assessed
the effectiveness of the measurement scale in capturing relevant constructs. The collected data also contributed to validating the suitability of the proposed
model. The process involved several steps, after collecting responses, observations that did not meet the study’s requirements were eliminated. The author,
then, encoded and entered the survey data for further analysis using SPSS software. To ensure the research sample’s representativeness, the author
randomly selected individuals in Vietnam. A total of 400 survey samples were distributed, with 377 (94.25%) responses received. Of these, 368 valid
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survey samples (accounting for 97.61%) were used for the study. The subsequent analysis relied on these 368 observations. In summary, this rigorous
approach allowed the study to explore the Vietnamese’s attitudes and behaviors, shedding light on their technology adoption patterns and preferences.

3.2. Data structure

Table 1: Demographic statistics

Characteristics Number Percentage (%)
Male 165 44.84
Gender
Female 203 55.16
Below 20 35 9.51
21-30 214 58.15
Age
31-40 78 21.20
Above 40 41 11.14
Single 245 66.58
Marital status
Married 123 33.42
Hanoi 141 38.32
Residency Ho Chi Minh City 158 4293
Others 69 18.75
Shopee 121 32.88
Platform Lazada 72 19.57
Both 175 47.55
<10m VND 44 11.96
10m - 15m VND 70 19.02
15m - 20m VND 106 28.80
Income
20m - 30m VND 112 30.43
30m - 40m VND 23 6.25
> 40m VND 13 3.53

The data is considered well-structured with a 10.32% difference between genders, the majority being female. Around 58% of respondents age between
21 and 30, 21.20% between 31 and 40, and only 9.51%, and 11.14% below 20 and above 40, respectively, the distribution is considered good. Similarly,
the marital status of 66.58% single and 33.42% married describes well the marital status of consumers in Vietnam as consumption activities in general,
and online consumption via online platforms in particular, are typically an activity of the singles. In terms of residency, the ratios of 38.32% people from
Hanoi, 42.93% from Ho Chi Minh City, and only 18.75% from other cities should represent the population of Vietnamese consumers as Hanoi and Ho
Chi Minh City are the two most ‘promising’ cities for the employment opportunities it offers, they are also the two economic centers of Vietnam with
dynamic consumption. Regarding income, the majority (30.43%) earn between 20 to 30 million, followed closely by 28.80% between 15 to 20 million,
which is typical for most Vietnamese. Only 44 respondents (11.96%), 70 respondents (19.02%) and 13 respondents (3.53%) receive under 10 million,
between 10 and 15 million, and above 40 million, respectively. Of the 368 valid survey samples, the majority (47.55%) answered both the survey sections
for Shopee and Lazada, 32.88% only Shopee, and 19.57% only Lazada. Thus, 296 observations available for Shopee regression and 247 for Lazada
regression, which is adequate for 25 observed variables in the model. Overall, the data can represent the Vietnamese consumers population in Vietnam
and should qualify for regression.

3.3. Measurement overview

Table 2: Reliability & Validity Assessment

Shopee Lazada
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. Corrected Item - Total . Corrected Item - Total

Variable . Variable .

Correlation Correlation

PU1 0.734 PU1 0.739

PU2 0.648 PU2 0.725
Perceived Usefulness (PU) Perceived Usefulness (PU)

PU3 0.678 PU3 0.724
Cronbach’s Alpha = 0.896 Cronbach’s Alpha = 0.902

PU4 0.671 PU4 0.746

PU5 0.766 PUS5 0.788

PE1 0.787 PE1 0.786

PE2 0.812 PE2 0.784
Perceived Ease of Use (PE) Perceived Usefulness (PE)

PE3 0.658 PE3 0.778
Cronbach’s Alpha = 0.904 Cronbach’s Alpha = 0.928

PE4 0.691 PE4 0.788

PE5 0.842 PES 0.765

PC1 0.661 PC1 0.704
Price (PC) PC2 0.629 Price (PC) pPC2 0.698
Cronbach’s Alpha = 0.747 PC3 0.656 Cronbach’s Alpha = 0.764 PC3 0.682

pPC4 0.660 pc4 0.688

TR1 0.700 TR1 0.682
Trust (TR) TR2 0.686 Trust (TR) TR2 0.688
Cronbach’s Alpha = 0.725 TR3 0.637 Cronbach’s Alpha = 0.699 TR3 0.671

TR4 0.681 TR4 0.690

SI1 0.746 SI1 0.793
Social Influence (SI) SI2 0.753 Social Influence (SI) SI2 0.775
Cronbach’s Alpha = 0.822 SI3 0.755 Cronbach’s Alpha = 0.852 SI3 0.787

Sl4 0.681 Sl4 0.658

PB1 0.788 PB1 0.715
Purchase Behavior (PB) Purchase Behavior (PB)

PB2 0.774 PB2 0.684
Cronbach’s Alpha = 0.881 Cronbach’s Alpha = 0.798

PB3 0.781 PB3 0.703

Cronbach's Alpha test shows that the coefficients of all variables (five independent, one dependent) are greater than 0.6, and the total correlation
coefficients of each item greater than 0.3. Thus, no variables are eliminated, the scales are suitable for further analysis.

3.4. Results and Discussion

Table 3 summarizes the linear regression analysis results, which examines the relationship between the five independent variables and the dependent
variable. All independent variables are statistically significant and have positive impacts on consumers’ purchase behavior on their respective shopping
platforms. Price is the most impactful factor on both platforms (0.415 for Shopee and 0.550 for Lazada), followed by social influence for Shopee (0.324).
It implies that consumers could find several goods at their most reasonable prices, with discounts, and promotions, ... which stimulate them to purchase
on shopping platforms. Shopee appears to out-perform Lazada at promotional pricing (PC4) with its mean of 4.17 compared to 3.50 of its competitor, but
Lazada receives a ‘better’ recognition for price comparison (PC1) and price being reasonable (PC2). Additionally, while the decision to shop online using
Shopee is greatly influenced by friends and family, it is not the same for Lazada. The reason can be that Lazada has a smaller network than Shopee, thus,
not as beneficial network effect; for example, SI1 (family uses Shopee/ Lazada) and SI2 (family recommends Shopee/ Lazada) record the means of 4.03
and 3.91 for Shopee but only 3.74 and 3.22 for Lazada. The difference is even greater for influence of friends (SI3 & SlI4) with the means of 4.48 and
4.40 for Shopee but only 3.68 and 3.32 for Lazada. As expected, perceived usefulness and perceived ease of use share similar impacts on online shopping
for Shopee and Lazada, as well as trust. Hence, the key to Shopee’s popularity is its broader network, and, in turn, its more beneficial network effect.

Table 3: Linear Regression Results
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Shopee Lazada
Variable Standardized Coefficients Variable Standardized Coefficients
PU 0.231™ PU 0.227
PE 0.252™ PE 0.249™
pPC 0.415™ pC 0.550™"
TR 0.105™ TR 0.113"
Sl 0.324™ Sl 0.212™

- Sig. 5% - Sig. 5%
Adjusted R? = 0.808 Adjusted R? =0.711

- Sig. 1% o Sig. 1%
4. Conclusion

This comprehensive research investigates the adoption of e-commerce in Vietnam, leveraging the Technology Acceptance Model (TAM). By exploring
the intricate links between consumers’ e-commerce attitudes and various influencing factors, this study yields valuable insights with implications for both
academic understanding and practical applications. Key findings shed light on the multifaceted web of elements that shape consumer behavior within the
context of e-commerce adoption, from perceived ease of use and usefulness to price, social influence, trust. These variables collectively influence
consumers’ purchase behavior in e-commerce platforms. The study advances TAM by providing a holistic understanding of these factors, bridging
theoretical insights with actionable guidance for businesses and policymakers navigating the dynamic e-commerce landscape in Vietnam. The support
for all proposed hypotheses underscores the TAM’s robustness in capturing the complexities of e-commerce adoption. While the study focuses on a
specific country, Vietnam, it still provides a valuable foundation for further research. By comparing TAM for the two most popular shopping platforms
- Shopee and Lazada, the research highlights the importance of building a user network and the network’s impacts on the platform itself. In summary,
this research serves as a steppingstone toward comprehending the intricate interplay of factors that drive or hinder e-commerce adoption in developing
countries.
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