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Abstract

The study examines factors that influence shopping intention of online consumers in Vietnam. Studied factors include consumers’ attitude,
subjective norms, perception of behavioral control, perception of usefulness, perceived risks and trust. The expansion of Theory of Planned
Behavior (TPB) and Technology Acceptance Model (TAM) are used as basic theories. We have surveyed people who have experiences on
online shopping. There are 836 selected questionnaires that are qualified for data processing. The collected data are analyzed through a
process which starts from scale reliability test to exploratory factor analysis (EFA), correlation analysis and regression analysis. The results
show that shopping intention of online consumers are positively affected by their attitude, subjective norms, perception of behavioral
control, perception of usefulness and trust. In contrast, online shopping intention is negatively affected by the perceived risks that online
shopping could bring. Among those factors, the perception of risk is shown to have the strongest influence to online shopping intention. The
findings of this study suggest that managers and retailers can apply cash-on-delivery method and design their website with user-friendly
interface to enhance online shopping intention of consumers. The Government is also recommended to fulfill the law system to reduce

customers’ perception of financial risks.
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1. Introduction

With the development of technology and media, online
shopping has become one of the most popular shopping
methods in the recent years (Lim et al., 2016; Wu et al.,
2011). The number of online shopping consumers and online
shopping revenue has continuously increased over the years
(Ozen & Engizek, 2014). Processed through the internet,
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the online shopping has more advantages than traditional
shopping ways available anywhere and anytime (Lester et
al., 2005); saving time (Abbad et al., 2011; Morganosky &
Cude, 2000); having a wide range of products (Delafrooz et
al., 2011; y Monsuwé et al., 2004) and saving cost by buying
products at lower prices (Choi & Park, 2006; Elliot & Fowell,
2000; Lester et al., 2005; Walsh & Godfrey, 2000). Previous
studies which were based on Technology Acceptance Model

- TAM (Davis et al., 1989) prove that these benefits are one
of the most important and positively influencing factors to
intention (Aziz & Wahid, 2018; Gefen et al., 2003a; Ha et al.,
2019; Lim et al., 2016). Beside the perception of usefulness,
studies which uses TAM of Davis et al. (1989) also show
that the ease of use also influences the shopping intention of
online consumers (Gefen et al., 2003a; Gefen et al., 2003b;
Ha, 2020; Ha et al., 2019; Lin, 2007). Besides TAM, many
studies also use the Theory of Planned Behavior—TPB (Ajzen,
1991) to investigate shopping intention of online consumers.
According to TPB, consumers’ shopping intention is affected
by attitude, subjective norms and perceived behavioral
control. However, most previous studies have been done in
the developed countries (Slade et al., 2015), which have fully
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developed technology infrastructure, more positive attitude,
higher level of control behavior and lower perceived risks
for online shopping (Hanafizadeh et al., 2014; Malaquias
& Hwang, 2016). There are many evidences that consumer
influential factors that are different among developed and
developing countries. (Hanafizadeh et al., 2014; Malaquias
& Hwang, 2016). Besides that, the results of previous studies
still contain many inconsistencies, which need further
examination in specific contexts.

In Vietnam, the rate of consumers who participated in
online shopping are still lower than other countries in the
same region and in the world (Ministry of Industry and
Trade, 2015). The lack of trust is one of the main barriers that
lower the online shopping portion of Vietnamese consumers
(Cimigo, 2012; Ha & Nguyen, 2015). The lack of trust is also
affirmed as one of the main reasons that prevent consumers
from shopping online (Jarvenpaa et al., 2000; Lee & Turban,
2001; y Monsuwé et al., 2004). If consumer trust is not
built, online transaction could not happen (Bart et al., 2005;
Winch & Joyce, 2006). Therefore, consumer trust to online
sellers is the basis of online shopping activities (Chen &
Chou, 2012; George, 2004). The trust is considered to be the
central element in all exchanging relationships (McKnight
et al., 2002), and a major factor that influences consumer
behavior in both online and traditional shopping (Winch &
Joyce, 2006). In online shopping, trust plays a particularly
important role as consumers’ perception of transaction risks
in online environment is higher when consumers don’t have
direct interaction with sellers as well as products they intend
to buy (Jarvenpaa et al., 2000; Pavlou, 2003; Verhagen et
al., 2006). Possible risks consumers may encounter in
online shopping include financial risks and product risks
(Bhatnagar et al., 2000). However, in previous studies, there
are still many conflicting conclusions about the impacts of
perceived risks on consumers’ online shopping intention.

Shopping intention is one of two decisive factors that
influence consumers’ shopping behaviors (Ajzen, 1991).
Therefore, to persuade online consumers to consume more,
online retailers need to identify factors that hinder and
promote consumers’ online shopping intention (Lohse et al.,
2000). In order to have better understanding of factors that
influence Vietnamese consumers’ shopping intention, this
research would combine TAM with the TPB and add 2 factors,
including perceived risk and trust. The study contributes to
the literature review by providing greater explanatory power
for investigating the question of why consumers decide to use
online shopping in Vietnam. On the other hand, this research
also examines inconsistent relationships in previous studies.

2. Literature Review and Hypothesis

Shopping intention is one of two factors that affect the
shopping behavior of the consumers. (Blackwell etal., 2001).
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It is a factor that is used to evaluate the likelihood of
future behavior (Blackwell et al., 2001). According to
Ajzen (1991), intention is one of the motivating factors
that motivates one person to process an action. Meanwhile,
Akbar et al. (2014) argues that intention is a specific
purpose of consumers while processing one or a series of
actions. Consumers may have many different intentions,
including shopping intention. According to Blackwell
et al. (2001), shopping intention is a plan to choose where
to buy products of consumers. Based on that, Delafrooz
et al. (2011) considers online shopping intention as the
strength of a consumer’s intentions to perform a specific
purchasing behavior via Internet (Delafrooz et al., 2011).

According to Ajzen (1991), intention to perform
behaviors is directly affected by attitude toward the behavior,
subjective norms and perceived behavior control. Attitude
is defined as the degree to which a person has a favorable
or unfavorable evaluation of the behavior (Ajzen, 1991). In
the context of online shipping, attitude refers to the general
consumer feelings of favorableness or unfavourableness
towards the use of internet to buy products from retail
websites. (Lin, 2007). Consumer attitude influences their
intention (Fishbein & Ajzen, 1975). In the context of online
shopping, the shopping attitude of consumers is proved
to have positive relationship with their buying intention
(Ha, 2020; Ha et al., 2019; Yoh et al., 2003). This relationship
is also supported by many empirical studies (Ha, 2020; Ha et
al., 2019; Lin, 2007; Pavlou & Fygenson, 2006). Therefore,
the proposed hypothesis is:

HI: The shopping attitude of online customers has
positive impact on their shopping intention.

Subjective norms refer to individual perceived social
pressure to perform or not perform a behavior (Ajzen, 1991).
Previous studies show that there is a positive correlation
between subjective norms and intentions. (Bhattacherjee,
2000; Hansen et al., 2004; Yoh et al., 2003). In the context
of online shopping, subjective norms reflect consumer
perceptions about the use of online shopping by the
influence of referent group, such as friends and colleagues.
(Lin, 2007). However, the relationship between subjective
norms and shopping intention has not been consistent. There
are still many certain contradictions among previous studies.
According to Bonera (2011), online shopping intention
of online consumers is not affected by the opinions of the
referent group. Meanwhile, some studies demonstrate that
the opinions of referent group have a positive impact on
shopping intention of online customers. (Ha, 2020; Ha et al.,
2019; Lin, 2007). Other studies about consumer behavior
suggest that the opinions of referent group have great impact
on consumer behavior (Blackwell et al., 2001). Therefore,
the second proposed hypothesis is:
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H2: Subjective norms of consumers have positive impact
on their online shopping intention.

Perceived behavior control (PBC) is defined as personal
perceived ease or difficulty of performing the behavior
(Ajzen, 1991). Perceived ease of use is defined as the degree
to which a person believes that using a particular system
would be free of effort (Davis, 1989). Therefore, perceived
behavior control in TPB is similar to the perceived ease of use
in TAM (Ha & Nguyen, 2016). In the online shopping context,
perceived behavior control describes consumers’ perception
of the availability of necessary resources, knowledge and
opportunities to go shopping online (Lin, 2007). In online
shopping, perceived behavior control is approved to have
positive impacts on online consumers’ intention (Lin, 2007).
Therefore, the third proposed hypothesis is:

H3: Perceived behavior control has positive impact on
their online shopping intention.

According to Davis (1989), consumers’ intention is
also affected by their perception of usefulness. Perceived
usefulness is the degree to which a person believes that using
a particular system would enhance his or her performance
(Davis, 1989). In the online shopping context, perceived
usefulness refers to a degree in which an individual
consumer believes that online shopping would enhance
the effectiveness of their shopping (Shih, 2004). There
are evidences which prove that online shopping intention
is significantly affected by perceived usefulness (Gefen
et al., 2003a; Ha, 2020; Ha & Nguyen, 2013; Ha et al., 2019).
Therefore, the forth proposed hypothesis is:

HA4: Perceived usefulness has positive impact on online
shopping intention.

Trust is the expectation that other individuals or
companies with whom one interacts will not take undue
advantage of a dependence upon them. That is the belief that
all related parties would behave in an ethical, dependable and
social appropriate manner and would fulfill their expected
commitments (Gefen et al., 2003b). In the online shopping
context, McKnight et al. (2002) believes that the trust is the
readiness to accept vulnerability (risks) from online retail
websites after gathering information about them. Or trust
can be the readiness to accept vulnerability (risks) to make
purchase with online retailers (Lee & Turban, 2001). Trust is
a central element in exchange relationships (McKnight et al.,
2002) and a factor that has significant impact on consumers’
behavior in both online and traditional shopping (Ha et al.,
2019; Winch & Joyce, 2006). In the online shopping context,
trust plays a particularly important role as the consumer’s
perception of transaction risk in online environment is
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higher when the buyer doesn’t have direct interaction with
seller as well as products they intent to buy (Jarvenpaa et
al., 2000; Pavlou, 2003; Verhagen et al., 2006). Previous
studies show that consumer trust to one retail website is an
important factor that impacts on shopping intention (Gefen
et al., 2003a; Gefen et al., 2003b; Ha et al., 2019; Pavlou,
2003). The lack of trust is acknowledged as one of the main
reasons that prevent consumers from shopping online. (Ha
& Nguyen, 2014; Jarvenpaa et al., 2000; Y Monsuw¢ et al.,
2004). Therefore, the proposed hypothesis is:

H5: Consumer trust on one retail website has positive
impact on customer s online shopping intention.

Perceived risk refers to consumer’s perception of
uncertainty and the negative consequences of participating
in some specific activities (Dowling & Staelin, 1994). More
specifically, Mayer et al. (1995) argues that risk perception
is customers’ perception of the possibility of gain or loss
in transactions with stores/distributors. In online shopping,
instead of direct contact, buyers use internet to contact
with suppliers, so there are many potential risks. The risks
that online customers may encounter include: economical
risks (financial loss, loss of money), risk from sellers, risk
of privacy (personal information can be illegally revealed)
and risk of security (information of credit cards may be
stolen) (Pavlou, 2003). In the context of online shopping,
the relationship between risk perception and online shopping
intention is not consistent in previous studies. Gefen et
al. (2003b) does not find the effect of risk perception on
shopping intention of online consumers. Meanwhile, some
studies prove that risk perception has a negative relationship
with online shopping intention (Ha, 2020; Tham et al., 2019;
Hsin Chang & Wen Chen, 2008). Therefore, the proposed
hypothesis is:

H6: Perceived risk has negative relationship with
customer s online shopping intention.

Basing on these above hypothesis, the proposed research
model is:

3. Research Method

3.1. Questionnaire

Questionnaire is established based on the above literature
review and adjusted to make it suitable in the context of
Vietnam. The scales of research variables are based on
previous studies. In this research, attitude to online shopping
refers positive or negative reviews of consumers while
using internet to purchase products and services from retail
websites. Therefore, in this research, attitude is measured
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Figure 1: Proposed Research Hypothesis

by the scale in the research of Pavlou and Fygenson (20006).
Meanwhile, subjective norms refer to consumers’ perspective
of online shopping through the opinions of stakeholders.
Online shopping intention refers the likelihood of consumers
in making future online shopping. Therefore, in this research,
subjective norms and shopping intentions are measured by
scales from Lin’s research (2007). This scale was adjusted
from the original scale of Pavlou and Fygenson (2006) by
Lin (2007) to be suitable with online shopping context.
Variable “perceived behavior control” is considered from the
individual perspectives of how easy or difficult to perform
online shopping behavior. It relates to the perception of the
availability of resources and knowledge to perform behavior.
Variable “perceived usefulness” is considered from benefits
that consumers gain while shopping online. Therefore,
“perceived behavior control” and “perceived usefulness” are
measured by Lin’s scale (2007), which was adjusted from
original scale of Davis (1989) to make it suitable with online
shopping context. Variable “trust” in this research means the
readiness to accept possible risks from retail online website.
Therefore, it is measured by scale from Jarvenpaa et al.
(2000) and McKnight et al. (2002). Variable “perceived risk”
is considered as consumers’ perception of possible gain and
loss in online transaction with online retailers. Therefore,
in this research, “perceived risk” is measured by scale of
Forsythe et al. (2006) and Corbitt et al. (2003). All variables
are measured by Likert scale from 1 to 7.

Before conducting the research on large scale, the
questionnaires are sent to 30 customers for testing. After
testing, some questions are adjusted to avoid misunderstanding
the meaning of questions and to encourage the response.

3.2. Data Collection and Sample Characteristics

Sample research has been done on people who have
experiences on using internet for online shopping in Vietnam.
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Table 1: Characteristics of Research Samples (n = 836)

Characteristics Quantity | Ratio (%)
Gender

Male 385 46.1
Female 451 53.9
Academic Level

High school 231 27.6
College 177 21.2
Undergraduate 240 28.7
Graduate 184 22.0
Others 4 0.5
Average income per month

< 10.000.000 VND 481 57.5
>10.000.000 VND 355 42.5
Age

From 18 to 25 288 34.4
From 26 to 35 254 304
From 36 to above 294 35.2

Questionnaires are sent directly to respondents through
mails and emails. There are 1,162 filled questionnaires, in
which 326 questionnaires are invalid and removed before
collecting data. Therefore, the valid questionnaire that are
used to analyze are 836. The characteristics of research
samples are as follows:

In these research samples, 70% samples have academic
level that is equal and higher than collage, 64% samples are
between the ages of 18 to 25. These samples are suitable with
in the context of the research and is a representative sample
in the context of thhe reaesrch. According to the previous
studies of innovation, especially research about information
and communication technology (ICT) and services that
uses ICT as an intermediary, like computers, internet and
online payment, users tend to be younger (Rogers, 1995).
Meanwhile, this research focuses on online shopping
intention. In order to shop online, customers are usually
young people with high education, who have opportunities
to access and use internet regularly.

3.3. Data Analysis Method

After collecting response and removing invalid
questionnaires, the data is encoded and analyzed by SPSS.
The process of analyzing data includes the following steps:
reliability testing, factor analysis, correlation analysis and
regression analysis.

In each factor, the reliability of research scale is tested by
Cronbach’s Alpha coefficient. The purpose of this testing is to
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find out if observed variables measure the same concept or not.
By doing this, the authors can remove inappropriate variables
in the research model. According to Hoang and Chu (2008),
Cronbach’s Alpha coefficients of 0.8 to nearly 1 is good, of 0.7
to 0.8 is usable. The scale needs to have a Corrected Item — Total
Correlation coefficient of 0.3 and more (Hair et al., 2010).

EFA is used for all observed variables Varimax rotation,
eigenvalue > 1.0 to find representative factors for variables.
According to Hair et al. (2010), standards of analyzing EFA
include: (i) KMO with value from 0.5 to 1; (ii) Observed
variables with factor loading coefficient greater than 0.3
are retained, factor loading coefficients smaller than 0.3 are
removed; (iii) Total Varicance Explained > 50%; and (iv)
Eigenvalue > 1.

After testing the reliability of scales and EFA analysis,
satisfactory scales are determined for the mean value and
controlled variables are coded for correlation analysis. The
researcher uses Pearson’s correlation coefficient (r) to check
the linear relationship among factors. If the correlation
coefficient between the dependent and independent variables
is large, it proves that they are related to each other and can
be suitable for linear regression analysis. The absolute value
of r tells us how strict a linear relationship is. The closer the
absolute value of r is to 1, the more closely correlated the
two variables are and vice versa.

After coefficient analysis, the researcher conducts
multivariate regression analysis by Enter method with the
significant level of 5% to test research hypotheses, the
relevance of model as well as the influence of variables on
dependent variables. Like previous studies, linear regression
analysis is used instead of nonlinear regression analysis.
The regression method used in this study is ordinary least
squares (OLS). Adjusted coefficient R* is used to determine
the suitability of model, the F-test is used to confirm the
scalability of model, t-test is used to remove the hypothesis
that the total regression coefficient is equal to O.

4. Research Results

4.1. Reliability of Scales

The reliability of scales is determined by Cronbach’s
Alpha coefficients. The results of Cronbach’s Alpha are
larger than 0.8 and the total variable correlation coefficients
are greater than 0.5. It means scales of all definitions assure
the requirements of reliability (Hoang & Chu, 2008).

4.2. Exploratory Factor Analysis

The compatibility of research sample is measured by
factor analysis for independent variables, Varimax rotation,
KMO (Kaiser-Meyer-Olkin) Test and Bartlett Test. The
results of exploratory factor analysis are as follows: KMO
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Table 2: Testing Results of Scale Reliability

Qrsesed | Cnincn® | ovs
Attitude (AT) 4 0.905 0.742
Subjective Norms (SN) 2 0.831 0.711
Perceived Behavior 3 0.803 0.606
Control (PBC)

Perceived 3 0.866 0.736
Usefulness (PU)

Trust (TR) 0.862 0.561
Perceived Risks (PR) 0.898 0.540
Buying Intention(BI) 0.920 0.853

and Bartlett test has the value of 0.801, which is within
allowable range from 0.5 to 1. Besides that, 22 observations
coverage 6 factors with factor loads > 0.6. Based on collected
data from EFA analysis, the data is appropriate for factor
analysis. Therefore, all observations are kept in this model.

4.3. Correlation Analysis

Pearson correlation coefficient is used to analyze the
correlation between quantitative variables. The correlation
variables show that all relationships between dependent
variables and independent variables are statistically significant.
On the other hand, the value of correlation coefficients ensures
that there is no multicollinearity phenomenon. Thus, it is
possible to use other statistics to test the relationship between
the variables.

4.4. Hypotheses Testing

When all independent variables are included in the research
model, the model is statistically significant with adjusted R?
= 0.528; F = 156.873; p = 0.000 < 0.05. According to this
result, factors “attitude”, “subjective norms”, “perceived
behavior control”, “perceived usefulness” and “trust” have
standardized Beta coefficient > 0 and p < 0.05. Therefore,
shopping intention of online consumers is positively
impacted by “attitude”, “subjective norms”, “perceived
behavior control”, “perceived usefulness” and “trust”. As
a result, hypothesis H1, H2, H3, H4 and H5 are accepted.
Meanwhile, factor “perceived risk” has standardized Beta
coefficient < 0 and p < 0.05, so it can be concluded that
shopping intention of online consumers has negative impact
on “perceived risk”, which means the riskier customers feel,
the less they make online shopping. Therefore, hypothesis
H6 is accepted.
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Table 3: Rotated Component Matrix®

Component

1 2 3 4 5 6

PR1 0.642
PR2 0.706
PR3 0.901
PR4 0.884
PR5 0.869
PR6 0.870
AT1 0.833
AT2 0.820
AT3 0.861
AT4 0.785
TR1 0.644
TR2 0.802
TR3 0.781
TR4 0.926
PU1 0.859
PU2 0.829
PU3 0.836
PBC1

0.802
PBC2 0.825
PBC3 0.692
SN1 0.756
SN2 0.791

5. Discussion and Implications

The research is based on the expansion of Theory of
Planned Behavior (TPB) and Technology Acceptance Model
(TAM). Variables “trust” and “perceived risk” are added
to find out factors that influence the shopping intention of
online customers in emerging markets like Vietnam. Results
confirm the reliability and suitability of the research model.
Besides testing factors by original models of TPB and TAM,
factor “trust” and “perceived risk” are found to have direct
and significant impact on shopping intention of online
consumers. On the other hand, this research also tests some
correlations that are unclear in previous studies. Therefore,
this study has some important theoretical and practical
contributions.

This study shows the consistency with previous studies
in using TPB and TAM to explain different behavior of
consumers Furthermore, this research re-confirms the
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relevance of TPB and TAM in researching consumers’
behavior in online shopping context of transforming markets
like Vietnam.

The results of this research have proved that the attitude
of consumers to online shopping has positive impact on
their shopping intention. The better attitude consumers
have towards a website/online store, the more they intend
to shop in that website/store. This result is consistent with
previous studies like Lin (2007), Bigne-Alcaniz et al. (2008)
and so on.

Different from Bonera (2011), this study shows that
shopping intention of online customers is also affected by
subjective norms. Subjective norms are personal perception
of one individual about social pressure to perform a behavior.
In e-commerce, subjective norms reflect consumers’
perception about the influence of reference group on online
shopping ability (Lin, 2007). Research results show that the
opinion of reference group has a positive relationship with
shopping intention of online customers. It also means the
more reference group encourage online shopping, the higher
online customers tend to shop online and vice versa. This
result is similar to the research of Lin (2007).

On the other hand, research results prove that shopping
intention of online customers is also positively affected by
perceived behavior control. When customers perceive that
they have all the necessary conditions for online shopping,
their shopping intention would improve and vice versa. This
result is similar to the research of Lin (2007).

Along with these above factors, shopping intention of
online consumers is also positively affected by perceived
usefulness that online shopping can provide to consumers.
The benefits of online shopping include time-saving,
cheaper prices, easier product comparison and the removal
of geographical barriers. Shopping intention of online
customers is also higher if they can perceive the benefits
that shopping online can bring to them. This result is
similar to the results of some of the previous studies (Gefen
etal., 2003a).

While Gefen et al. (2003b) could not find any relationship
between perceived risk and online shopping intention,
the results of this study show that perceived risk has the
strongest negative impact on online shopping intention of
customers. This result is similar to the results of Hsin & Wen
(2008) and Tran (2020). Moreover, the results also show
that the perception of risk is the most influential factor to
online shopping intention. Perceived risk refers consumers’
perception of the uncertainty and negative consequences
while shopping online in a website. Risks in online shopping
include financial risks (loss of money), risks of products
(unexpected products), risks from sellers, risks of privacy
(personal information can be illegally revealed) and risk
of security (personal information may be stolen). In online
shopping, buyers don’t have direct contact with suppliers as
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Table 4: Correlations
AT SN PBC PU TR PR Bl
AT Pearson Correlation 1 0.492 0.474" 0.406™ 0.459" | -0.1127 0.545"
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.001 0.000
N 836 836 836 836 836 836 836
SN Pearson Correlation 0.4927 1 0.421 0.283" 0.439" | -0.1227 0.512"
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000
N 836 836 836 836 836 836 836
PBC Pearson Correlation 0.474 0.4217 1 0.325" 0.307" | -0.004 0.419”
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.914 0.000
N 836 836 836 836 836 836 836
PU Pearson Correlation 0.406" 0.283" 0.325" 1 0.425" 0.075 0.3717
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.030 0.000
N 836 836 836 836 836 836 836
TR Pearson Correlation 0.459" 0.439" 0.307" 0.425" 1 —-0.085 0.525"
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.014 0.000
N 836 836 836 836 836 836 836
PR Pearson Correlation -0.112" -0.122" | -0.004 0.075 —0.085 1 —-0.352"
Sig. (2-tailed) 0.001 0.000 0.914 0.030 0.014 0.000
N 836 836 836 836 836 836 836
BI Pearson Correlation 0.545" 0.512" 0.4197 0.3717 0.525" | -0.352" 1
Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000
N 836 836 836 836 836 836 836
** Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
Table 5: Results of Regression Analysis of Factors that well as products before they decide to buy. Buyers are more
Affect Intention familiar with using direct contact to evaluate products in
traditional transaction; therefore, evaluating products through
Independent Variables B Beta Sig. imagines from online website is quite strange to them. As
(Constant) 1.955 0.000 a resul.t, they may feel that online shopping con.tains many
- potential risks. If the consumers feel that the online website
Affitude 0243 0203 0.000 contains risks, their shopping intention decreases and vice
Subjective Norms 0.196 0.183 0.000 versa. On the other hand, online shopping in Vietnam is in
Perceived Control Behavior | 0.139 0.135 0.000 the beginning stage and the legal protection for consumers is
Usefulness 0111 0115 0,000 still 'low. .This s.ituation in'creases the consprpers’ Perceptipn
of risks in online shopping. Therefore, it is suitable with
Trust 0.254 0.237 0.000 Vietnamese context where risk has the highest influence on
Perceived Risk -0.309 | -0.295 0.000 shopping intention of online consumers.
F value of the Model 156.873 In contrast to the perceived risk, the research has proved
R Square 0532 that trust has a posmye impact on shopplpg intention
: of consumers. Trust is a central element in exchange
Adjusted R Square 0.528 relationships, it is characterized by the uncertainty and
Sig. Value of the Model 0.000 vulnerability (McKnight et al., 2002). In the online shopping
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context, trust plays a particularly important role because
the consumer’s perception of transaction risk in online
environment is higher when the buyer doesn’t have direct
interaction with seller as well as products they intend to buy.
Therefore, the lack of trust is acknowledged as one of the
main reasons that prevent consumers from shopping online.
As a result, when the trust is established, the shopping
intention will be higher and vice versa. This result is similar
to the results of Gefen et al. (2003b) and Pavlou (2003).

From a practical perspective, this research can help
managers and retailers to enhance online shopping intention
of consumers.

Firstly, retailers need to reduce perceived risks of
consumers. As the research has proved, perceived risk is
the most influential factor to online shopping intention.
Therefore, retailers need to find suitable solutions to reduce
perceived risks to improve consumers’ shopping intention.
For financial risks, many consumers are concerned that they
can lost their money without receiving their products as they
have to pre-pay. So retailers can apply cash-on-delivery
method (COD). This payment method would provide
consumers the same shopping experiment as traditional
shopping. Consumers are no longer concerned of losing
money without receiving products with this payment method.
Moreover, this payment is quite suitable in the context of
Vietnam, while the majority of consumers are still having
the habit of using cash in commercial transactions. (Ministry
of Industry and Trade, 2012). Therefore, this payment
method can help retailers achieve many goals such as
reducing perceived risks and improving perceived behavior
control. In addition, this payment method can reduce risks
of products for consumers. Consumers can check products
before paying like traditional shopping, so they can refuse
to pay if the products don’t like sellers’ commitment. The
acceptance of payment on delivery also helps companies to
establish consumers’ trust.

Secondly, online retailers should design their website
with user-friendly and beautiful interface so the consumers
can easily understand and manipulate (Giao, 2020). The
research shows that the perception of behavioral control has
positive impact on online consumers’ attitude and shopping
intention; therefore, shopping intention of one consumer will
be enhanced if that website has a friendly and convenient
interface that allows consumers to shop online without extra
help of another person. Shopping websites need to have
reasonable arrangement, integrate searching and comparing
tools to help consumers find suitable products that satisfy
their needs most. Moreover, in current globalization context,
online retailers may have both domestic and foreign
consumers, so websites need to be displayed in multi
languages to fit with the needs to different consumers.

Thirdly, to minimize the consumers’ perception of
financial risks in online shopping, the Government need
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to fulfill the law system to protect online consumers. The
better the law can protect consumers’ interests, the more
online consumers are encouraged to make online shopping.
(Sadi & Al-Khalifah, 2012). In this current situation, there
are many cases consumers are cheated by online sellers
(like making payment but not receiving goods, or receiving
poor quality products which are different from sellers’
original commitment). However, consumers don’t know the
person they can claim, or claiming time can be lengthened.
In some cases, consumers don’t have enough evidences to
sue. Therefore, fulfilling the law system plays a critically
important role as it is the basis to change the traditional
buying habits of consumers (Tran, 2008).

Beside the above findings, this paper also faces the
following limitation. Within the context of online shopping,
the risks that consumer may face include financial risks,
seller risks, privacy risks, security risks and so on (Pavlou,
2003). However, this paper can only study financial risks
and product risks. Hence in the future, this research can be
extended to research the impact of security and privacy risks
to consumers’ online shopping intention.
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