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Abstract. With the progress of informatization in Vietname tfliethamese have accepted
online shopping, and the research on online shgppémavior of Viethamese consumers
has important theoretical and practical signifi@nBased on the "four streams" of e-
commerce (flow of information, flow of trading, flow financing and flow of goods),
this paper conducts an empirical analysis of Vietese consumers' online shopping
behavior. we found that education and monthly inedrave a significant impact on the
amount of consumers' online shopping, while flovinedrmation and flow of goods have
a significant positive effect on consumers' onghepping frequency.
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1. Introduction

With the rapid development of information technglognd network technology, the

Internet is not only a communication network, bugoaan important channel for

consumer transactions. In recent years, the nuofdaternet users in Vietham has risen
rapidly, and online shopping is gradually becomimgindispensable shopping channel
for the Vietnamese. Now Vietnam is one of the fetstgrowing countries of B2C e-

commerce market in Southeast Asia. According tdatest report from the Viethamese
market research institute Q&Me, the e-commerceesaal Vietham reached US$6.2
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billion by 2017. It is expected that this value lwilse to US$10 billion by 2020.
According to the report of the United Nations Caeafece on Trade and Development, the
proportion of online shoppers increased from 10.7892013 to 16.23% in 2018. The
above data shows that the number of online shopgimigsumers in Vietham is
increasing, and the demand for online shoppingasving. Therefore, it is necessary to
study Vietnamese consumers' online shopping behavio

When making online shopping, the consumer decidegiver to purchase the goods
by collecting product information, promotion infoation, seller reputation, etc. This
process is called flow of information. The transfefunds after the purchase decision is
called flow of financing, including the process ofypent, transfer, and so on. Then
deliver the goods to the consumer through flow afdgo All of the above processes are
based on the transfer of goods from the produdtidhe consumer sector. This process is
called flow of trading. It can be seen that eveapgaction in e-commerce includes four
basic flows, namely flow of information, flow of tiad, flow of financing and flow of
goods [1].

In the existing research on the factors affecting online shopping behavior of
Vietnamese consumers, Do et al. found that perdeigefulness, perceived ease of use,
perceived transaction security and other demogcafdmtors (age and income) are
important factors to affect the willingness of \fiatnese online consumers to purchase
[2]. Dang and Pham proposed that consumers' péoepf web design is positively
related to users' reliability, privacy, customervigge and purchase intention [3]. Mai et
al. believe that distribution fairness, custometeiiface quality, perceived security,
perceived usefulness and trust are significantipi@d of customer satisfaction, and
customer satisfaction plays a crucial role in comsuspending intentions [4]. Reviewing
the existing literature, the research on Vietnammsesumers' willingness to purchase
online is mostly from one or two aspects of flowirdbrmation, flow of trading, flow of
financing and flow of goods, but lacks the researodmfthe whole four direction.
Therefore, this paper uses flow of information, flofrading, flow of financing and flow
of goods to explain the online shopping behavidviethamese consumers.

2. Hypotheses

2.1. Flow of information

Flow of information refers to all information acaition, identification, processing and
application activities carried out by buyers antiese in order to facilitate transactions
for their own benefit in e-commerce transactiomsdBct information plays an important
role in consumer purchasing decisions [5]. In thhecpss of online purchase, all
consumers have to collect information. Informatimtomes the basis for consumers to
conduct brand evaluation and purchase decisionghwéifect the realization of the
entire purchase process. Consumers make onlingistgpgecisions through information
search and scheme comparison [6]. Therefore, thisem proposes the following
hypotheses:

H1: Flow of information has a positive effect orlinae shopping behavior.
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2.2. Flow of trading

Flow of trading is a kind of buying and sellingakind of trade activity process, through
which the transfer of ownership of goods takesealdc online shopping, the process of
transferring ownership of goods is very simple.&sg as the consumer confirms the
receipt and payment, the ownership of the goodraissferred immediately. Therefore,
this paper believes that because of the ease mdfénraof goods’ ownership, consumers
will pay more attention to the safety of online ghimg. Consumers will require
merchants to provide relevant trade vouchers amer gecurity measures. Therefore, this
paper proposes the following hypotheses:

H2: Flow of trading has a positive effect on onlgt®pping behavior.

2.3. Flow of financing

Flow of financing depends on the development of rarmerce business by traditional
banks. Banks are the core of flow of financing dralink to ensure the smooth progress
of the trade process. Flow of financing is a vergantant part of e-commerce activities,
and the flow of financing can guarantee the congietif the transaction. Simply, flow
of financing is the process of capital exchange eetwenterprises and suppliers, retailers
and consumers in the process of transferring gaoa$,ownership of goods. At present,
most consumers in Vietnam are still accustomedath on delivery, but many banks
have launched online banking services and aregnyrattract new customers [7], so the
flow of financing of online shopping in Vietnam ioith studying. Therefore, this paper
proposes the following hypotheses:

H3: Flow of financing has a positive effect on oalshopping behavior.

2.4. Flow of goods

Flow of goods refers to the displacement of goodspace and time, including the

circulation of procurement and distribution, logst processing, warehousing and
packaging. Its main performance characteristicslagistics. Logistics can improve the

efficiency of online shopping, coordinate the gaafionline shopping, and expand the
market scope of e-commerce. Based on this, thdajgwent of online shopping depends
on logistics, which must synchronized with onlifr@gping, and cope with changes of
online shopping needs [8]. Without logistics seegic online shopping cannot be

completed successfully [9]. The latest deliveryeimcceptable to consumers, service
evaluation of logistics staff and logistics freigire the main factors directly reflecting

consumers' attitude towards logistics. Therefohés fpaper proposes the following

hypotheses:

H4: Flow of goods has a positive effect on onlihepping behavior.
3. Methods
3.1. Sample and procedure

Data collection. Use Google tools (Google Doc9)ptnad questionnaires and send them
through online tools such as email, social netwofksums, Facebook, etc.). A total of
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400 questionnaires were collected, and 319 weri \&fter screening. The sample

characteristics of Viethamese consumers are shoWwable 1.
Table 1: Sample characteristics

Personal ) Number of Percentage
o Categories . )
characteristics Questionnaires (n=319) (%)
Male 138 43.3
Gender
Female 181 56.7
Below 18 15 4.7
Age 18-25 185 58
(Years) 26-45 98 30.7
Above 46 21 6.6
Bachelor Below 41 12.9
] Bachelor 186 58.3
Education
Master 79 24.8
Master Above 13 4.1
Student 62 19.4
Teacher 55 17.2
Enterprise and
150 47
Career Company Personne
Government and
o 24 7.5
Institutions
Other 28 8.8
Below 3.5 million 43 135
3.5 million - 8.5
. 103 32.3
Income million
(VND/Month) 8.5 million - 14
. 131 41.1
million
Above 14 million 42 13.2
Online shopping Yes 305 95.6
experience No 14 4.4

3.2. Measures

Questionnaire design is mainly from the five dimens of personal information
characteristics, flow of information, flow of tradinflow of financing and flow of goods,
and the Likert five-level scale is used to measAfter the questionnaire was collected,
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the data was encoded and entered. SPSS 23.0 arebsieg analysis were used to
analyse the data.

Dependent variable: monthly online shopping expemej online shopping
frequency. Monthly online shopping expenditures amiine shopping frequency are
intuitive reflections of consumers' online shoppibghaviour. Therefore, this paper
conducted two regression analysis, which used mpotfline shopping expenditure and
online shopping frequency as the dependent vasatded analysed the regression
results.

4. Results

This paper uses regression analysis to test thetlpis. The software used is SPSS
23.0. Regression analysis with monthly online slgppexpenditure as dependent
variable is shown in Model 1 in Table 2, and regi@s analysis with online shopping
frequency as dependent variable is shown in Modal Bable 2. The variance inflation
factor (VIF) of each variable is much less thanifh@icating that the multicollinearity is
not serious and the analysis results are reliable.

Table 2: Regression analysis of Viethamese consumers' osiiopping

Dependent variable: dependent
Variable Monthly online variable:
shopping Online shopping
expenditure frequency
Model 1 Model 2
Constant (5.424) (3.894)
** .
Bachelor Below (()'Zlggo) ((1)(2)13)
Bachelor Above (8(7)32) (8221)
Career 0.033 0.083
(0.366) (0.942)
Age 0.007 0.010
9 (0.121) (0.172)
0.139* -0.094
Monthly Income (2.172) (-1.493)
Focus on promotional information during -0.013 0.136*
online shopping (-0.212) (2.209)
Online shopping security (2%3) (883‘21)
During the online shopping process, you .0.105 0.106
the merchant to_prowde relevant trade (-1.682) (1.208)
certificates.
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Payment process during online shopping -0.054 0.106
(-0.921) (1.844)

, : : -0.027 0.106

Refund process during online shopping (-0.302) (1.208)
The latest delivery time limit acceptable 0.035 -0.050
during online shopping (0.609) (-0.895)

How to evaluate the service of logistics stgff -0.086 0.167**
during online shopping (-1.491) (2.940)

Pay attention to logistics freight in onling 0.013 0.051
shopping (0.216) (0.863)

R2 0.058 0.094
F 1.452 2.432*%*

AR2 0.058 0.094
F ofAR2 1.452 2.432**

Max VIF 2.612 2.612

Note. 1) t value was in parentheses; 2) coefficient been standardized; 3) * p<0.05,
** p<0.01, *** p<0.001.
The analysis results of Model 1 in Table 2 showt tha P values below the bachelor
(P=0.009) and monthly income (P=0.031) are botts ld®man 0.05. Therefore, for
Vietnamese consumers, education and monthly indwame a significant positive impact
on consumers' online shopping amount. Consumersnbtie bachelor (compared to
above the bachelor) spend more money on onlinepshigpand consumers with higher
monthly incomes are more willing to spend moneyomntine shopping. Most of the
Vietnamese young people are bachelor below and aheywilling to spend money on
online shopping. This is a feature of Vietnamesesamers' online shopping. In this
regression analysis, H1, H2, H3, and H4 were nifigd.

The analysis results of Model 2 in Table 2 showvt tha P value of the promotion
information in the online shopping process (P=0)0&&d the service evaluation of the
logistics staff during the online shopping proc€Bs0.004) are all less than 0.05.
Therefore, for Vietnamese consumers, the attersfopromotion information and the
service evaluation of the logistics staff duringe tlonline shopping process have
significant positive impacts on the consumer onkhepping frequency. The consumers
who are more concerned about promotion informatiod positive service evaluation
have higher frequency of online shopping. Payitgnion to the promotion information
in the online shopping process belongs to the flbimformation. The service evaluation
of the logistics staff in the online shopping prexebelongs to the flow of goods.
Therefore, H1 and H4 are supported, and H2 andrel@a@t supported.

5. Conclusion

Based on the four flows (flow of information, flow toading, flow of financing and flow
of goods), this paper studies the online shoppiebgabior of Viethamese consumers.
Through the empirical analysis of Vietnamese coregfronline shopping behavior, it is
found that the education and monthly income haw&gaificant impact on the online
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shopping amount of consumers. Paying attentiorhéopromotion information and the

service evaluation of the logistics staff during tbnline shopping process have a
significant positive impact on the consumer onlgi®pping frequency, that is, flow of

information and flow of goods have a significant @opon consumer online shopping
frequency.

Compared with the existing research, the theodesigmificance of this paper is:
First, it has deepened the research on the onlmgping behavior of Vietnamese
consumers. Previous scholars have done some resmaidietnamese consumers' online
shopping, but their research is relatively genenad not detailed enough. There are
relatively few studies on the Viethamese e-commeneeket. Different from previous
studies, this paper has targeted the online shgpméavior of Vietnamese consumers.
Second, supplement and improve the theoreticaly sbiid/iethamese consumers' online
shopping behavior. There is a lack of research ten dnline shopping behavior of
Vietnamese consumers using complete four flowss paper explores the impact of flow
of information, flow of trading, flow of financing anftbow of goods on Viethamese
consumers' online shopping behavior.

The practical significance of this paper is to aately grasp the needs of Viethamese
consumers and help Viethamese e-commerce comp@anigssign marketing strategies.
First, invest more in promotional information. Thmore promotional information
Vietnamese consumers pay attention to online shgppihe higher their shopping
frequency is. So Vietnamese e-commerce companiesicshrelease more attractive
promotional information. Second, improve the qualif logistics services. Because
Vietnamese consumers will pay attention to theisesvof logistics workers, Vietnamese
e-commerce companies should establish clear rakksegulations to regulate the services
of logistics workers. If consumers are not satisfigth their services, they should take
corresponding measures to make positive servideaian.
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