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Abstract: In the context of globalization and the rapid development of digital platforms, this study aims
to understand the factors influencing Vietnamese consumers’ decisions to choose online purchasing on
multinational e-commerce platforms. Quantitative research was conducted through a survey of 355
consumers. The data are analyzed in steps that include reliability testing of scales using Cronbach’s
Alpha, as well as convergent and discriminant validity testing via exploratory factor analysis, followed
by correlation and linear regression analyses. The results indicate that eight factors positively affect the
decision to choose online purchasing on multinational e-commerce platforms among Vietnamese
consumers, including facilitating conditions, habits, performance expectancy, perceived value, social
influence, effort expectancy, beneficial motivation, and trust. The study provides insight into the current
state of online consumption of Vietnamese consumers. Based on the analysis results, several implications
are suggested to promote online purchasing on multinational e-commerce platforms in Vietnam.
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1. Introduction

Online purchasing has become a popular method of buying, which has widely developed from rural
to urban areas [17]. According to statistics from the Ministry of Industry and Trade, Vietnam has over
41% of its population, nearly 50 million online shoppers, making it the highest in Southeast Asia. The
transaction value is expected to reach 24 billion USD by 2025, with an average growth rate of 16 to
30% per year. The e-commerce and online purchasing market in Vietnam is experiencing significant
development and has become the most attractive market in Southeast Asia. Therefore, online
purchasing is a topic of interest to administrators and researchers.

Currently, online purchasing in Vietnam operates not only domestically but also develops cross-
border purchasing trends through multinational e-commerce platforms such as Shopee (Singapore),
Lazada (China), TikTok Shop (China), Amazon (US), and AliExpress (China). Unlike domestic e-
commerce platforms, multinational ones have several significant competitive advantages, including a
global supply network, a diverse international product portfolio, technology to enhance the purchasing
experience, and the capacity to utilize user data to personalize services. As a result, these e-commerce
platforms occupy a substantial market share. They are reshaping the consumption habits of many
Vietnamese consumers, especially young consumers, who tend to adopt global trends rapidly.

Most studies on online purchasing, particularly in emerging markets like Vietnam, highlight the
significant advantages of convenience, speed, time-saving, comparable prices, affordable choices, and
entertainment that drive consumers to prefer online purchasing on e-commerce platforms. However, the
analysis from the Vietnam E-commerce and Digital Economy Agency [27] reveals that around 44% of
consumers view price as a barrier, 42% believe that the quality of online purchasing goods falls short of
advertisements, and 33% express concerns about personal information security. Additionally, consumers
worry about issues during the shipping phase, inadequate customer service, complicated payment
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processes, unprofessional websites, and troublesome online ordering. Despite this, empirical studies
addressing these concerns comprehensively are quite limited. Therefore, this study aims to analyze the
factors influencing the decision to choose online purchasing on multinational e-commerce platforms
from the perspective of Vietnamese consumers. The research contributes to the growth of the e-
commerce market in Vietnam, enhancing consumer experience and promoting sustainable development
in the Vietnamese market.

2. Literature Review and Research Model
2.1. Multinational IE-Commerce

According to Turban et al. (87, e-commerce is the process of buying, selling, and exchanging
products, services, and information through computer networks, including the Internet. In this process,
information technology plays a crucial intermediary role in effectively supporting and executing
commercial transactions, regardless of geographical distance or time. UNCTAD [47] defines e-
commerce as the purchase and sale of goods and services conducted through computer networks using
electronic means to place orders and make transactions. This definition indicates that e-commerce is not
limited to retail platforms; it also encompasses business-to-business (B2B), business-to-consumer (B2C),
consumer-to-consumer (C2C), and both government-to-business or citizen (G2B/G2C) transactions. In
Vietnam, e-commerce involves the implementation of part or all commercial activities by electronic
means [5]. This concept provides the legal foundation for developing commercial activities within the
domestic digital environment.

The United Nations Economic and Social Commission for Asia and the Pacific [67] argues that,
based on the geographical location of the seller and the buyer, if the two parties involved in the
transaction are from different countries, the transaction is classified as a multinational e-commerce
transaction. According to Pham and Hoang [77], multinational e-commerce refers to the process of
buying and selling goods and services that occur on an online platform, where sellers and buyers reside
in different countries. Multinational e-commerce involves the purchase and sale of goods or services
over the internet, with consumers in one country buying from sellers in another, encompassing the
entire process from ordering and payment to the shipping or distribution of products and services
internationally [87. While Lu et al. [97] argue that multinational e-commerce is an extension of
traditional e-commerce, in which international companies operate digital platforms to provide goods and
services to global customers, often through exchanges such as Amazon, Alibaba, Shopee, and eBay.
These enterprises have logistics infrastructure, data centers, payment systems, and customer care that
cater to various national markets.

2.2. Online Purchasing

According to Sulaiman et al. (107, online purchasing is the process by which consumers use
technological devices such as computers, smartphones, and tablets with a network connection to access
e-commerce websites or sales applications for searching, selecting, exchanging, and purchasing goods
and services. These transactions take place at any time and in any location, without being bound by
spatial or temporal limitations, greatly enhancing convenience and flexibility for consumers. According
to Laudon and Traver [117, online purchasing is part of business-to-consumer (B2C) e-commerce,
where customers use digital platforms to engage in the buying and selling of products and services
without direct interaction with the seller. The application of digital technology in purchasing not only
provides a convenient experience but also allows consumers to access richer information, easily compare
prices, quality, and community reviews before making a purchase decision. Additionally, online
purchasing is characterized by the non-physicality of interaction, high personalization through product
suggestion systems, the expansion of cross-border purchasing opportunities, and the optimization of
transaction costs by reducing spatial and personnel expenses [127. This makes online purchasing not
only an alternative form of commerce but also one that is gradually becoming the mainstream method in
many countries, particularly in developing economies such as Vietnam.
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According to Solomon et al. [137], consumer behavior encompasses not only specific actions such as
buying or using a product but also psychological and social factors that impact the consumer's decision-
making process, including perception, motivation, attitudes, and accumulated consumer experience.
Blackwell et al. [147] argue that consumer behavior involves all activities related to the search,
collection, procurement, ownership, use, and post-purchase processing of goods or services. According
to Kotler and Armstrong [157], consumer behavior is the set of actions that consumers take throughout
the product search, evaluation, and selection process, as well as their reactions and feelings after
purchasing.

2.3. Research Model

The study employs the Unified Theory of Acceptance and Use of Technology (UTAUT)
developed by Venkatesh et al. [167] to create a research model, UTAUT was formulated by synthesizing
and inheriting several theories, including the Theory of Planned Behavior (TPB), the Technology
Acceptance Model (TAM), and Innovation Diffusion Theory (IDT), to ofter a more comprehensive and
effective analytical framework for predicting human behavior regarding technology use. According to
UTAUT, the acceptance and use of technology by individuals are influenced by four factors:
performance expectancy, effort expectancy, social influence, and facilitating conditions.

Furthermore, the author has provided an overview of several domestic studies related to the topic
of online purchasing on e-commerce platforms by Pham and Hoang 77, Ta and Dang [17], Do et al.
[187, Nguyen [197, Nguyen et al. [207], Mai [217] and Nguyen [227] to ensure alignment with the
objectives and purpose of the research, based on a thorough evaluation of these studies and the Unified
Theory of Acceptance and Use of Technology, the proposed research model is as follows:

f ) Demographic
Performance expectancy [ grap
Effort expectancy
Social influence
( L N ) Decision to choose
Facilitating conditions . .
L J online purchasing on
( _ ) multinational e-
{ Perceived value ) commerce platforms
Beneficial motivation
Habits
Trust
Figure 1.

Research model.

2.4. Research Hypothesis
Performance expectancy reflects the extent to which consumers believe that using e-commerce
platforms will make purchasing more convenient, save them time and money, and improve the overall
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efficiency of consumer activity. It is derived from the concept of perceived usefulness in Davis' [23]
TAM model, which assumes that users are willing to accept technology if they find it to be of practical
benefit. Taylor and Todd [247] also argue that performance expectations are a key factor in predicting
new technology usage behavior. In addition, according to Davis [257 motivational model: People with
high motivation awareness of efficiency will actively seek and use online platforms to meet consumer
needs. Based on the above arguments, the research hypothesis is proposed as follows:

H.. Performance expectancy positively affects the decision to choose online purchasing on multinational e-
commerce platforms.

Effort expectancy reflects how easy it is for consumers to make online purchases through certain e-
commerce platforms [167]. This concept is inherited from “perceived ease of use” in the TAM model
[23] and “complexity” in the IDT model [26]. If consumers believe that searching, ordering, and
paying on online platforms are simple, easy to navigate, and do not require much technical skill, they
will tend to be more active in their purchasing behavior. Therefore, effort expectancy plays an
important role in shaping and reinforcing online purchasing intentions. Based on the above arguments,
the proposed research hypothesis is as follows:

H. Effort expectancy positively affects the decision to choose online purchasing on multinational e-commerce
platforms.

Social influence refers to the extent to which consumers are swayed by the opinions of influencers,
such as friends, relatives, or colleagues, when making online purchasing decisions [167]. This factor
stems from the concept of “subjective norms” in the TRA model [27] and the “social factor” in the
MPCU model [287. When the people around you encourage or use a certain e-commerce platform,
consumers are likely to adopt that behavior to comply with social norms, thus increasing the intention
to shop on the same platform. Based on the above arguments, the research hypothesis is proposed as
tollows:

H:. Social influence positively affects the decision to choose online purchasing on multinational e-commerce
platforms.

Facilitating conditions reflect the extent to which consumers believe there is sufficient
infrastructure and resources to conduct online purchasing easily and efficiently [167. In the UTAUT
and UTAUT2 models, this factor is recognized as an agent that directly influences the intention and
behavior of technology usage. For online purchasing, facilitating conditions may include accessible
devices (such as smartphones and computers), stable internet connections, user-friendly e-commerce
platform interfaces, clear user manuals, prompt customer support services, as well as consumer digital
knowledge and skills. When these conditions are met, consumers are likely to feel more confident in
selecting and purchasing on e-commerce platforms. Based on the above arguments, the research
hypothesis is proposed as follows:

H. Facilitating conditions positively affect the decision to choose online purchasing on multinational e-
commerce platforms.

Perceived value refers to the consumer's assessment of the trade-off between the benefits obtained
and the costs associated with purchasing online through one or more e-commerce platforms [297. It
positively influences purchase intent when consumers believe that the value received, such as
convenience, competitive pricing, and prompt service, exceeds the costs, including money, time, and
effort. Certain e-commerce platforms can offer price advantages due to their large scale, optimized
operations, and efficient logistics systems, which enhance perceived value and attract consumers [307].
Based on the above arguments, the research hypothesis is proposed as follows:

H: Perceived value positively affects the decision to choose online purchasing on multinational e-commerce
platforms.

Beneficial motivation refers to the joy, enjoyment, or sense of entertainment that consumers
experience when engaging in online purchasing [817. In the realm of information systems, it represents
a form of cognitive enjoyment that directly influences the acceptance and use of technology [327. For
some consumers, particularly young people, interacting with modern and innovative e-commerce
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platforms can generate a fresh and exciting feeling, thus enhancing the intention to shop through these
platforms. Based on the arguments presented above, the research hypothesis is proposed as follows:

H. Beneficial motivation positively affects the decision to choose online purchasing on multinational e-
commerce platforms.

Habits reflect the extent to which consumers engage in behaviors automatically and repeatedly over
time [837. The process of developing these habits is influenced by how much customers interact with
and become familiar with online purchasing across various e-commerce platforms. Consumers who
frequently use a particular e-commerce platform are more likely to incorporate its website or application
into their daily routines. Consequently, habits not only help minimize confusion during the selection
process but also enhance purchasing intentions on specific e-commerce platforms. Based on these points,
the research hypothesis is proposed as follows:

H: Habuts positively affect the decision to choose online purchasing on multinational e-commerce platforms.

Trust is a crucial factor in conducting online transactions, playing a vital role in determining the
success of the purchasing experience on e-commerce platforms. Numerous studies have confirmed that
customer trust directly influences the acceptance and utilization of e-commerce services, akin to the
usefulness and ease-of-use factors in the TAM model [347]. According to the Vietnam E-commerce and
Digital Economy Agency [35], trust ranks among the key influences on consumers’ online purchasing
decisions in Vietnam, alongside factors such as product or service quality and price. Consumers are
willing to engage in transactions only when they are confident that the website will provide secure
payment, that products are strictly monitored, and that customer service is trustworthy. Consequently,
trust not only impacts purchasing decisions but also helps shape the intention to select an e-commerce
platform in online consumer behavior. Based on the arguments presented, the proposed research
hypothesis is as follows:

H. Trust positively affects the decision to choose online purchasing on multinational e-commerce platforms.

3. Methodology

The preliminary scale is adapted from the UTAUT model by Venkatesh et al. [167] and the studies
of Pham and Hoang [77], Ta and Dang [17], Do et al. [187, Nguyen [197], Nguyen et al. [207], Nguyen
[227] and Mai [217]. Before incorporating the scale into the official survey, the author held a group
discussion with several Vietnamese consumers who have made purchases on multinational e-commerce
platforms, along with consulting some experts in the field of commerce, to recalibrate the scale to better
align with the research audience and circumstances. At the conclusion of the discussion, experts
strongly agreed with the proposed scale; however, some observed variables needed rephrasing. The
study employed a 5-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).

The formal scale comprises 32 observed variables corresponding to eight independent factors and
one dependent factor. The study's sample size was calculated based on the recommendations of Hair et
al. [367] using the optimal ratio of 10:1 for exploratory factor analysis; the required sample size is 320.
However, the author distributed 380 questionnaires to account for any invalid responses that might
negatively impact the results of the analysis. The study employs a convenient non-probability sampling
method, targeting Vietnamese consumers who have successfully made purchases on multinational e-
commerce platforms. As a result of the cleaning and removal of invalid questionnaires, a total of 855
valid questionnaires were obtained. Among the 355 surveyed Vietnamese consumers, 204 are female,
representing 57.46%, while 151 are male, accounting for 42.54%. This data reflects the increasing trend
of online purchasing among females. Regarding age distribution, individuals aged 18 to 24 constitute
the largest segment with 174 respondents, representing 49.01%, followed by those aged 25 to 34 with
111 respondents (31.27%). Furthermore, individuals aged 85 to 44 and those aged 45 and above account
for 10.14% and 6.20%, respectively, while the under-18 age group comprises 3.38%. In terms of
occupation, students represent the largest sector with 143 respondents (40.28%), followed by office
workers at 30.14%, self-employed individuals at 20.00%, and other occupations, which together make up
9.58%. Regarding online purchasing frequency, 241 individuals (67.89%) indicated that they shop online
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at least once per week. Conversely, 86 individuals (24.23%) purchase 2—3 times per month, and only 28
individuals (7.89%) reported purchasing less than once per month. In terms of the most frequently used
e-commerce platform, Shopee emerges as the preferred choice with 160 respondents (45.07%), followed
by Lazada with 89 respondents (25.07%) and TikTok Shop with 53 respondents (14.93%). Lastly,
Amazon and AliExpress were chosen by 28 respondents (7.89%) and 25 respondents (7.04%),
respectively.

The study employed quantitative analysis using assays such as Cronbach’s Alpha, exploratory factor
analysis (EF'A), correlation analysis, and linear regression analysis, with a statistical significance level of
5 percent. The regression equation is expressed in a generalized form as follows:

COP = B, + B, *PE + B,*EE + B,*SI + B,*FC + B,*PV +B,*BM + B.*Hab+ Bs*Tru + €

In which:

COS (dependent variable): decision to choose online purchasing on multinational e-commerce
platforms

Independent (X;): Performance expectancy (PE), Effort expectancy (EE), Social influence (SI),
Facilitating conditions (FFC), Perceived value (PV), Beneficial motivation (BM), Habits (Hab), Trust
(Tru).

Bi: Regression coefticients (k = 0, 1, 2....,8).
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4. Results and Discussion

Table 1.

Reliability testing.

Items | Mean | Cronbach’s Alpha | Corrected Item-Total Correlation | Cronbach’s Alpha if items deleted

Performance expectancy

PE1 0.482 0.751

PE2 405 0.809 0.450 0.740

PE3 o ’ 0.431 0.735

PE4 0.426 0.724

Effort expectancy

EE1 0.5138 0.770

EE2 3.96 0.792 0.506 0.761

EEs3 ' ' 0.489 0.747

EE4 0.475 0.728

Social influence

SI1 0.567 0.814

SI2 3.89 0.817 0.548 0.800

SIs 0.539 0.792

Facilitating conditions

FC1 0.577 0.830

FC2 4.17 0.826 0.563 0.825

FCs 0.540 0.816

Perceived value

PV1 0.491 0.752

PVa _ 0.476 0.748
— 1 3.78 0.797

PVs 0.462 0.785

PV4 0.455 0.727

Beneficial motivation

BM1 0.514 0.808

BM2 3.91 0.818 0.496 0.792

BMs 0.478 0.771

Habits

Hab1 0.562 0.826

Hab2 0.543 0.814
- arae— 4.28 0.831

Habs 0.530 0.803

Hab4 0.521 0.789

Trust

Trul 0.596 0.811

Tru2 0.573 0.805
—_— 3.94 0.820

Trus 0.541 0.790

Tru4 0.529 0.786

Decision to choose online purchasing on multinational e-commerce platforms

COP1 0.629 0.807

COP2 4.10 0.818 0.618 0.799

COPs 0.605 0.781

The reliability test results show that the scales in the model have a Cronbach’s Alpha greater than
0.7, satisfying the requirements set by Hair et al. [867]. Additionally, observed variables with a total
variable correlation coefficient greater than 0.3 demonstrated a positive contribution to the scale.
Furthermore, since the Cronbach’s Alpha if items deleted is smaller than the overall Cronbach’s Alpha,
this indicates that none of the observed variables diminish the overall reliability of the scale, making it
appropriate to retain all the observed variables. Thus, the independent scales are reliable, meeting the
conditions for conducting subsequent analyses [ 36].

Edelweiss Applied Science and Technology
ISSN: 2576-8484

Vol. 9, No. 11: 101-113, 2025

DOI: 10.55214/2576-8484.v9111.10792

© 2025 by the authors; licensee Learning Gate



Table 2.

Results of the EFA of independent factors.

108

KMO =0.819

Approx. Chi-Square

9887.562

Bartlett’'s Test

df

389

Sig.

0.000

Factor

Items

1

EE1

0.816

EE2

0.802

EEs

0.793

EE4

0.771

FC1

0.808

FC2

0.797

FCs

0.785

Hab1

0.829

Hab2

0.810

Habs

0.789

Hab4

0.778

SI1

0.79%

Sl2

0.781

SI3

0.769

Tru1

0.811

Tru2

0.807

Trus

0.791

Tru4

0.786

BM1

0.802

BM2

0.783

BM3

0.758

PE1

0.799

PE2

0.780

PE3

0.776

PE4

0.7565

PVi1

0.822

PV

0.817

PVs

0.804

PV4

0.793

% of Variance

31.759

42.091

48.725

55.813

59.186

63.497

70.126

79.854

Eigenvalue

7.31%

6.988

6.127

5.793

4.617

3.528

2.796

1.350

The results of the exploratory factor analysis of the independent factors show that the KMO
coefficient is 0.819 (> 0.5), indicating that the data are suitable for factor analysis. Bartlett's test has a
significance value of 0.000, which is statistically significant, confirming that the factors have a strong
enough correlation for analysis. Additionally, the rotation matrix extracted 8 factors with Eigenvalues
> 1, explaining 79.854% of the variability in the data, indicating a high level of explanation and
relevance in the study. Furthermore, the factor loadings of the observed variables are > 0.7, confirming
that the level of convergence is good and that no variables are excluded from the measurement scale.
The groups of variables are clearly separated by each factor, as the research model proposes. Therefore,
the EFA results indicate that the independent scales exhibit good convergence and discriminant
validity, making them suitable for further analyses [367].
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Table 3.
Results of the EFA of the dependent scale.
KMO = 0.821
Approx. Chi-Square 239.157
Bartlett’s Test df 3
Sig. 0.000
Scale No. Factor loading
COP1 0.803
Decision to choose online purchasing on multinational e-commerce platforms COP2 0.795
COP3 0.784%
% of Variance 80.118
Eigenvalue 1.982

The EFA result of the dependent scale indicated that the KMO coefficient was 0.821, satisfying the
condition of being greater than 0.5 and less than 1, which proves that the data are suitable for factor
analysis. Bartlett's test yielded a significance level of 0.000, confirming that the correlation between the
observed variables is sufficiently strong to justify further exploration of the factors. The three observed
variables of the scale have high factor loading coefficients, ranging from 0.784 to 0.803, and converge
into a single group of factors, with an Eigenvalue of 1.982, explaining a total variance of 80.113%. This
indicates that this factor accounts for 80.113% of the variability in the data, demonstrating the scale’s
high reliability. Therefore, the dependent scale meets the criteria for reliability, convergent validity, and
unidimensional validity [36].

Table 4.
Correlation analysis.
COS PE EE SI FC PV BM Hab | Tru
COS 1
PE 0.787%* 1
EE 0.692%* 0.218%* 1
SI 0.780%% 0.174%* 0.241%% 1
FC 0.714%% 0.256%% 0.188%* 0.192%% 1
PV 0.759%% 0.198%* 0.253% 0.205% 0.189%* 1
BM 0.683%* 0.209%* 0.179%* 0.187*%*% | 0.216%* 0.28% 1
Hab 0.717%% 0.235% 0.202%% 0.284%% 0.192*% | 0.385%% | 0.419%% 1
Tru 0.675%% 0.210%% 0.2%% 0.284%% 0.192*% | 0.385%% | 0.419%* | 0.192% 1

Note: *significant at p < 0.05, **significant at p < 0.01.

The results of the correlation analysis indicate a strong correlation between independent and
dependent factors, with a correlation coefficient greater than 0.5 and a significance value less than 0.05,
ensuring statistical significance. Additionally, there is clear evidence of multicollinearity among the
independent factors, which meets the conditions for regression analysis [36].

Table 5.

Summary model.
Model R R* Adjusted R? | Std. Error of the Estimate Durbin-Watson
1 0.815 0.806 0.798 0.315 1.887

The results of the multivariate linear regression analysis indicate that the research model achieved
high relevance and statistical significance, with an R of 0.815, reflecting a close relationship between the
independent and dependent factors. The R* is 0.823, and the adjusted R® is 0.806, demonstrating that
the independent factors in the model account for up to 80.6% of the variability of the dependent factor.
The analysis results also show that the Durbin-Watson coefficient of 1.887 falls between 1.5 and 2.5,
indicating no residual autocorrelation in the regression model. Furthermore, the results of the ANOVA
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analysis and F-test reveal that the statistical value has a Sig value of 0.000, confirming that the linear
regression model is appropriate for the data file and can be utilized.

Table 6.
Linear regression results.
Unstandardized Standardized . . . L.
Model Coefficients Coefficients t Sig. Collinearity Statistics
B SD Beta Tolerance VIF
Constant 0.287 0.027 5.193 0.001
PE 0.260 0.018 0.298 4.538 0.000 0.682 1.792
EE 0.208 0.010 0.215 5.740 0.002 0.591 1.834
SI 0.229 0.011 0.246 3.972 0.000 0.6338 1.751
1 FC 0.328 0.026 0.355 5.857 0.000 0.574 1.820
PV 0.241 0.020 0.267 4.612 0.001 0.610 1.743
BM 0.187 0.019 0.192 3.988 0.000 0.645 1.707
Hab 0.294 0.028 0.301 4.521 0.004 0.593 1.856
Tru 0.169 0.015 0.188 5.119 0.000 0.588 1.715

The results of the validation of the research hypotheses indicated that the independent factors in the
regression model had a significance value of less than 0.05, demonstrating that the model was
statistically significant and that the independent factors significantly influenced the dependent variable.
Additionally, the Variance Inflation Factors (VIF) were below 2, confirming that there was no
multicollinearity among the variables, which supports the stability and reliability of the regression
estimates. Diagnostic tests for the regression, including scatterplots, histograms, and P-P plots, verified
that the fundamental assumptions of multivariate linear regression were satisfied. The scatter plot of
residuals versus predicted values showed a random distribution of points around the horizontal axis,
indicating no clear pattern or trend, thus confirming the assumptions of linearity and homoscedasticity.
The histogram of residuals approximated a normal distribution, with a mean close to zero and a
standard deviation near 1, suggesting that the residuals did not exhibit significant deviations.
Furthermore, the P-P plot of normalized residuals demonstrated that the data points closely followed
the diagonal line, indicating conformity with the normal distribution and further validating the
reliability of the regression model used.

Table 7.

Hypothesis testing.

Hypothesis Relationship Results

1 Perf(?rme.mce expectancy positively influences the decision to select online purchasing on Supported
multinational e-commerce platforms.

Ho Effort expectancy positively influences the decision to select online purchasing on | Supported
multinational e-commerce platforms.

Hs Social influence positively affects the decision to choose online purchasing on | Supported
multinational e-commerce platforms.

Ha Facilitating conditions positively influence the decision to select online purchasing on | Supported
multinational e-commerce platforms.

Hs Perceived value positively influences the decision to select online purchasing on | Supported
multinational e-commerce platforms.

He Beneficial motivation positively affects the decision to choose online purchasing on | Supported
multinational e-commerce platforms.

He Habits positively affect the decision to choose online purchasing on multinational e- | Supported
commerce platforms.

Hs Trust positively affects the decision to choose online purchasing on multinational e- | Supported
commerce platforms.

Thus, the accepted research hypotheses are all less than 0.05 and support the Unified Theory of
Acceptance and Use of Technology (UTAUT). The results of this study align with those of Taylor and
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Todd [247, Venkatesh et al. (167, Chiu et al. [307], and Thong et al. [327. The distinction between the
findings of this study and those of earlier research lies in its emphasis on facilitating conditions and
habits of consumers, whereas previous studies focused on perceived usefulness and perceived ease of use.
Additionally, the study highlights perceived value in influencing consumers’ online purchasing choices.
This distinction reflects the specific characteristics of Vietnamese consumers.
The standardized linear regression equation is defined as follows:

COP = 0.855*FC + 0.301*Hab + 0.298*PE + 0.267*PV + 0.246*SI + 0.215*EE + 0.192*¥BM +
0.183*Tru + €

Furthermore, the results of the Independent Samples T-test and One-Way ANOVA analysis
indicate that there are statistically significant differences among certain demographic groups regarding
Vietnamese consumers’ online shopping behavior on multinational e-commerce platforms. The T-test
results based on gender showed a significance value of < 0.05, reflecting a difference between males and
temales. This finding suggests that gender may influence consumer behavior, with females tending to
use online shopping more than males. The ANOVA tests by age, occupation, and various comparison
groups also yielded significance values below 0.05, indicating significant differences among these
groups. Younger consumers, particularly those aged 18 to 24, including students and office workers, are
more inclined to choose online shopping than other groups. This trend can be attributed to their access
to advanced technology, adaptability in consumer behavior, and familiarity with international e-
commerce platforms.

5. Conclusions and Implications

This study identified factors influencing the decision of Vietnamese consumers to choose online
purchasing on multinational e-commerce platforms, including facilitating conditions, habits,
performance expectancy, perceived value, social influence, effort expectancy, beneficial motivation, and
trust. Based on the study's findings, several management implications are suggested to enhance the
decision-making process for online purchasing on multinational e-commerce platforms among
Vietnamese consumers as follows:

First, e-commerce platforms must continue to create favorable conditions for consumers during
their service experience by optimizing the user interface, simplifying ordering and payment processes,
ensuring stable connections, and providing effective customer support. Additionally, it is essential to
invest in infrastructure technology and Al applications to suggest appropriate products and enhance
system performance, thereby improving satisfaction throughout the shopping journey.

Second, e-commerce platforms should concentrate on developing and sustaining customers’ online
shopping habits through loyalty programs, periodic incentives, personalized shopping
recommendations, straightforward notifications, and an intuitive interface. Establishing a regular and
consistent experience will help consumer behavior integrate into the customer’s daily routine.

Third, e-commerce platforms must elevate efficiency expectations by enhancing communication
about the benefits customers receive, such as time savings, product diversity, competitive prices, and the
ability to quickly look up and review options. Investing in support tools, such as chatbots, detailed
instructions, and prompt responses, also helps to raise awareness of the platform’s effectiveness.

Fourth, e-commerce platforms must create a reasonable cost value for customers by implementing
flexible pricing strategies, offering free shipping, providing discount codes, establishing refund policies,
and ensuring transparent price comparisons between sellers, which helps consumers feel that the cost is
justified. It will improve their intention to use the platform.

Fifth, e-commerce platforms should leverage KOLs, reputable reviewers, or existing customers to
disseminate brand messages. They should develop programs that encourage experience sharing, post-
purchase evaluations, incentives for referring friends, and promote social imitation behavior.

Sixth, platforms need to be established to ensure that the procurement process is straightforward,
easy to navigate, and less step-by-step. Provide clear instructions, a minimalist interface, and support in
Vietnamese, especially for older or less tech-savvy users.
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Seventh, focus on creating an engaging shopping experience by organizing themed events, hosting
creative sales livestreams, implementing point games, or designing lively interfaces. This approach
transforms shopping from a mere necessity into a source of entertainment.

Finally, e-commerce platforms must ensure the confidentiality of customer information, maintain
transparent return policies, enforce strict seller management, and promptly handle complaints. The
public evaluation of sellers, product authentication, and the use of "censored" symbols also contribute to
strengthening customer trust.
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