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Abstract The study was conducted to determine the factors affecting the behav-
ioral intention and behavior of using e-commerce platforms for online purchases and
payments by Vietnamese consumers, through the application of the unified theory
of acceptance and use of technology (UTAUT2) model. The methods of Cronbach’s
alpha test, exploratory factor analysis (EFA), confirmatory factor analysis (CFA), and
structural equation modeling analysis (SEM) were used with the SPSS and AMOS
software. Besides inheriting the UTAUT2 model, this study has supplemented the
UTAUT?2 model by adding other related consumer constructs. The findings of the
study indicate that there are four factors that have a positive effect on behavioral inten-
tion, such as effort expectancy, social influence, hedonic motivation, and autonomy.
Besides, performance expectancy has a negative impact on behavioral intention. The
factors that have a positive impact on use behavioral that are behavioral intention and
facilitating conditions. The factors that have a negative impact on use behavioral that
are habits and e-payment. This study has some important managerial implications,
and it was proposed to primary stakeholders. This study may prove diagnostically
useful to the behavioral intention and behavior of using e-commerce platforms for
online purchases and payments of Vietnamese consumers.

Keywords Behavioral intention - Behavior of using + E-commerce - Price value -
Use behavior

1 Introduction

E-commerce refers to economic activity that takes place online that includes all
business models, such as retail shopping, banking, investments, and rentals. E-
commerce applies technologies to marketing over the Internet, performing mobile
commerce transactions, electronic payments, online transaction management and
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processing, electronic data interchange, electronic data management systems, auto-
mated inventory management, and data collection systems (Niranjanamurthy et al.,
2013). Commerce is an exchange transaction between two parties, as the number
of transactions conducted by electronic means has increased significantly since the
spread of the Internet (Kaur & Joshi, 2012). E-commerce is usually associated with
commercial transactions over the Internet, or the performance of any transaction
involving the transfer of ownership or right to use goods or services through online
transactions. E-commerce is also the use of electronic communication and digital
technology in commercial business transactions to create, transform, and redefine
relationships to create value between organizations, and between organizations and
individuals (Gupta, 2014). Therefore, e-commerce is a business model that includes
electronic payments and other activities related to online commercial transactions, it
allows organizations and individuals to do their business over the Internet. This refers
to economic activity that occurs online, which is not only buying and selling goods
and products over the Internet, but also various business models within organizations
and individuals.

In Vietnam, changes in consumers’ behavioral intention and behavior of using e-
commerce platforms for online purchases and payments promise to promote the Viet-
namese e-commerce market to a new height. Major trends in Vietnam’s e-commerce
market include the trend of personalizing the buying experience, grocery shopping
on e-commerce platforms, multi-channel retailing as well as joining e-commerce
platforms, using available online marketing tools, etc. Many Vietnamese consumers
spend more time on the e-commerce platforms, and they are willing to place orders
of greater quantity and value. At the same time, diversifying payment methods
brings convenience and safety for consumers, e-money payments are becoming more
popular and are likely to dominate over payment on delivery.

The contribution of this study is to add to the UTAUT2 model other relevant
consumer constructs. Besides inheriting the UTAUT2 model, the results of this study
have added autonomy and electronic payment to the new research model. This study
has several important management implications, and it has been suggested to key
stakeholders. At the same time, this study proves the usefulness in terms of diag-
nostics for the behavioral intention and behavior of using e-commerce platforms to
purchase and pay online of Vietnamese consumers.

2 Literature and Hypotheses

2.1 The Unified Theory of Acceptance and Use
of Technology (UTAUT2) Model

The theoretical model of UTAUT was developed to represent the consumers’ behav-
ioral intentions and usage behavior for information technology applications. The
UTAUT model conducted a test on four organizations for a period of six months, after
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reviewing and comparing eight competing models with thirty-two factors, and the
UTAUT model was established. This is a combined model of eight previous models
based on the most common view of studying user acceptance of a new informa-
tion system. Eight models include Theory of Reasoned Action (TRA), Technology
Acceptance Model (TAM), motivation model (MM), theory of planned behavior
(TPB), a model combining TAM and TPB—model of combining TAM and TPB
(C-TAM-TPB), model of PC utilization (MPCU), innovation diffusion theory (IDT),
and social cognitive theory (SCT). The UTAUT model is built with four main factors
determining acceptance and use the technology. According to this theory, four factors
play a direct role in consumer acceptance and usage behavior for information tech-
nology, including: performance expectancy; effort expectancy; social influence; and
facilitation conditions. There are also extrinsic factors (age, gender, experience, and
voluntariness of use) that influence the consumers’ behavioral intentions. This model
is considered as integrating essential elements of other models, considering the influ-
ence of factors on the consumers’ behavioral intentions and usage behavior for infor-
mation technology applications, and it has been tested and proven to be superior to
other models (Venkatesh et al., 2003). However, the literature lacked the evidence
of user behavior model that could explain consumer use of technology. Given these
limitations, proposed an extension of UTAUT, named UTAUT?2. The goal of this
model was to predict the technology acceptance and use behavior of an organization
or individual, and integrated with hedonic motivation, price value, and habits into
the original UTAUT model. In addition, The UTAUT2 model removed voluntariness
of use from the demographic variables in the original UTAUT model as can be seen
in Fig. 1 (Venkatesh et al., 2012).

2.2 Research Model

From the practical conditions of using e-commerce platforms by Vietnamese
consumers, based on the theoretical basis of the UTAUT2 model, synthesizing the
theoretical basis related to the behavioral intention and behavior of using e-commerce
platforms for online purchases and payments by Vietnamese consumers to propose
a research model. At the same time, the authors also combined the discussion with
experts on the observed variables, and this study extended the UTAUT2 model,
adding a new explanatory variable which is variable electronic payment. Because e-
commerce refers to economic activity that includes electronic payments. Therefore,
the research model of the behavioral intention and behavior of using e-commerce
platforms for online purchases and payments by Vietnamese consumers is proposed
as shown in Fig. 2.

Performance expectancy (PE), which is described as the level of belief in the ability
of the consumers to use the system to achieve benefits in performing certain activi-
ties (Venkatesh et al., 2012). The theoretical background of this factor comes from
usefulness perceptions, extrinsic motivation, and job fit. Performance expectancy has
positive significant influence on behavioral intention to use e-commerce (Mansur
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Fig. 1 UTAUT2 model. Source Venkatesh et al. (2012)

et al., 2019). Performance expectancy positively influences the behavioral intention
of online transaction systems in e-commerce (Cabrera-Sanchez et al., 2020). At the
same time, performance expectancy refers to consumers’ belief that their purchases
from an e-commerce platform will improve shopping efficiency and reduce costs
(Chen et al., 2021) as well as there is a result study to show that the behavioral inten-
tion of e-commerce adoption is significantly influenced by performance expectancy
(Ezennia & Marimuthu, 2022). Therefore, we formed a hypothesis:

Hypothesis 1 (H1). Performance expectancy has a positive effect on the behavioral
intention of using e-commerce platforms for online purchases and payments by
Vietnamese consumers.

Effort expectancy (EE), it is defined as the degree of facility associated with
consumers’ use of technology (Venkatesh et al., 2012). Effort expectancy refers to
the ease and convenience for the consumers to purchase on the e-commerce plat-
form. Effort expectancy has positive significant influence on behavioral intention
to use e-commerce (Mansur et al., 2019). Consumers easily find the products they
need on e-commerce platforms, and they have quick solutions to specific problems.
There is research showing that effort expectancy significantly influences consumers’
behavioral intention to purchase online via localization of e-commerce mobile appli-
cations or websites (Hungilo & Setyohadi, 2020). On the other hand, a significant
relationship exists between efforts expectancy and e-shopping intention (Rehman
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Fig. 2 Proposed model. Source Venkatesh et al. (2012) and author’s supplement

et al., 2022) as well as there is a result study to show that the behavioral intention
of e-commerce adoption is significantly influenced by effort expectancy (Ezennia &
Marimuthu, 2022). Thus, we propose the following hypothesis:

Hypothesis 2 (H2): Effort expectancy has a direct positive and significant impact
on the behavioral intention of using e-commerce platforms for online purchases and
payments by Vietnamese consumers.

Social influence (SI), it measures the degree to which consumers are influenced
by what others (e.g., family and friends), and an individual thinks the others should
use a particular technology (Venkatesh et al., 2012). Social influence has positive
significant influence on behavioral intention to use e-commerce (Mansur et al., 2019).
Social influence has a significantly positive effect on consumers’ behavioral intention
of using an e-commerce platform (Chen et al., 2021). On the other hand, there
is a result study to show that the behavioral intention of e-commerce adoption is
significantly influenced by social influence (Ezennia & Marimuthu, 2022).Thus, the
social influence for consumers’ behavioral intention of using an e-commerce platform
is the extent to which consumers think that those they consider important, believe that
the person should use an e-commerce platform. Hypothesis H3 is stated as follows:
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Hypothesis 3 (H3): Social influence has a positive effect on the behavioral
intention of using e-commerce platforms for online purchases and payments by
Vietnamese consumers.

Facilitating conditions (FC), these are defined as the extent to which consumers
believe the organizations’ infrastructure exists to support technological usage, the
consumers are aware of the resources and supports available to perform their behavior
(Venkatesh et al., 2012). Facilitating conditions showed a significant association with
behavioral intention and facilitating conditions significantly influence the behavioral
intention of consumers to adopt e-commerce (Pobee, 2021). A significant relationship
exists between facilitating conditions and e-shopping intention (Rehman et al., 2022),
and there is a result study to show that the behavioral intention of e-commerce
adoption is significantly influenced by facilitating conditions (Ezennia & Marimuthu,
2022). Therefore, facilitating conditions for consumers’ behavioral intention of using
e-commerce platforms for online purchases and payments are the organization’s
degree of technological readiness or technical support for the use of e-commerce
platforms. Therefore, two hypotheses were formed:

Hypothesis 4a (H4a): Facilitating conditions have a positive effect on the behav-
ioral intention of using e-commerce platforms for online purchases and payments by
Vietnamese consumers.

Hypothesis 4b (H4b): Facilitating conditions have a positive effect on the
behavioral of using e-commerce platforms for online purchases and payments by
Vietnamese consumers.

Hedonic motivation (HM), which is defined as the pleasure obtained from the use
of technology. Hedonic motivation plays an important role in the acceptance and use
of technology, and it has been shown to directly influence the acceptance and use
of technology (Venkatesh et al., 2012). The consumers obtain a feeling of pleasure
in utilizing e-commerce, and this revealed that hedonic motivation would positively
affect behavioral intention to use e-commerce (Naruetharadhol et al., 2022). There
are the study results show that behavioral intention of e-commerce adoption is signif-
icantly influenced by hedonic motivation (Ezennia & Marimuthu, 2022) as well as
there is the study result which revealed customers’ impulsive buying behavior is
significantly affected by hedonic motivation on e-commerce platforms (Kamalia
et al., 2022). We make the hypothesis HS as following:

Hypothesis 5 (HS): Hedonic motivation has a positive effect on the behavioral
intention of using e-commerce platforms for online purchases and payments by
Vietnamese consumers.

Price value (PV), it refers to the perceived benefits of using technology and the
monetary cost of using it. Besides, there is also a cost and pricing structure, and it
may have a significant impact on consumers’ technology use (Venkatesh et al., 2012).
Price value is a key concern for consumers, and they would tend to purchase online
through e-commerce websites when they believe that they are ending up paying less
and reasonably priced in addition to all other benefits (Singh et al., 2017). There
is research showing that price value significantly influences consumers’ behavioral
intention to purchase online via localization of e-commerce mobile applications or
websites (Hungilo & Setyohadi, 2020), as well as there are the study results show
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that behavioral intention of e-commerce adoption is significantly influenced by price
value (Ezennia & Marimuthu, 2022). Hypothesis H6 is stated as follows:

Hypothesis 6 (H6): Price value has a negative effect on the behavioral intention
of using e-commerce platforms for online purchases and payments by Vietnamese
consumers.

Habits (HA), they play an important role in the use of technology, which have
been described various fundamental processes and habits that influence the use of
technology. Because, habits are defined as the degree to which people tend to perform
behaviors automatically as a result of learning (Venkatesh et al., 2012). There are the
researches to show that habit influences consumers’ use behavior for e-commerce
(Mansur et al., 2019; Yoga & Triami, 2021). In other words, habits for e-commerce
have a positive impact on consumers’ behavioral intention as well as habits have a
positive impact on consumers’ use behavior (Wulandari et al., 2022). Therefore, two
hypotheses were formed:

Hypothesis 7a (H7a): Habits have a positive effect on the behavioral intention
of using e-commerce platforms for online purchases and payments by Vietnamese
consumers.

Hypothesis 7b (H7b): Habits have a positive effect on the behavioral of using
e-commerce platforms for online purchases and payments by Vietnamese consumers.

Electronic payment or e-payment (EP), which is a type of payment that allows
consumers to pay for the products and services via electronic methods, such as
Internet banking, mobile banking, card payments, e-wallet, and mobile wallet.
(Josephine, 2021). The use of e-payment as a means of a payment system on
e-commerce platforms causes consumers to buy more online and increasingly
frequent transactions (Halim et al., 2020). E-payment offers a payment method which
allows consumers to buy products or services via the e-commerce platforms with
the delaying of payment (Pratika, 2021). E-payment is an important aspect of e-
commerce, and it is a new driver of online shopping via the e-commerce platforms
(Gupta et al., 2022). E-payment is a system that provides tools for payment of prod-
ucts and services in the e-commerce transactions. Using the e-payment has many
benefits for consumers and contributes to increase behavior of using the e-commerce
platforms. Therefore, we make the hypothesis as following:

Hypothesis 8 (H8): E-payment has a positive effect on the behavioral of using
e-commerce platforms for online purchases and payments by Vietnamese consumers.

Behavioral intention (BI), this is defined as an individual subjective probability
that person would like to use the technology continuously in the future. There-
fore, the consumers’ behavioral intention determines their technology use behavior
(Venkatesh et al., 2012). There is a research to show that the acceptance and use of
e-commerce was influenced by behavior intention. Researchers observed relation-
ship between consumers’ behavioral intention and use behavior for e-commerce and
revealed this relationship between behavioral intention and the use behavior was
proved significant (Yoga & Triami, 2021). Researchers also examined the behavioral
intention correlates with use behavior and found a significant relationship between
behavioral intention and actual adoption of the e-commerce platforms (Pobee, 2021).
Therefore, hypothesis was formed:
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Hypothesis 9 (H8): Behavioral intention has a positive effect on the behavioral
of using e-commerce platforms for online purchases and payments by Vietnamese
consumers.

Use behavior (UB), which refers to activity frequency to use the technology and
the real conditions for the technology use. This is an important factor in determining
the use of technology by consumers (Venkatesh et al., 2012). This case is using the
e-commerce platforms, and the consumers’ e-commerce use behavior in Vietnam is
affected by the use behavioral intention of e-commerce.

The demographic factors, there are gender, age, and experience. These factors
moderate the impact of facilitating conditions on behavioral intentions in the early
stages of experience with the e-commerce platforms. They moderate the impact
of hedonic motivation on behavioral intentions, so the effect is stronger in young
consumers in the early stages of their experience with the e-commerce platforms.
The demographic factors moderate the impact of price value on behavioral intentions,
so the impact will be stronger for older consumers. These factors also moderate the
impact of habit on behavioral intentions and habit on e-commerce use, so the impact
will be stronger for older consumers with whom they have a high level of experience
with the e-commerce platforms. The experience moderates the impact of behavioral
intention on e-commerce use, so this impact will be stronger for consumers with less
experience.

3 Research Methodology

3.1 Research Design

Qualitative research is used to explore the components of behavioral intention and
behavior of using e-commerce platforms for online purchases and payments by
Vietnamese consumers. This research is carried out through one-on-one discussions
with experts on observed variables. From there, the study adjusts and supplements
observed variables used to measure in the research model.

For quantitative research, this is research based on the positivism philosophy, used
quantitative data which were collected from primary sources to examine certain popu-
lations or samples. Through the application of the UTAUT2 model, this study was
conducted to determine the factors affecting the behavioral intention and behavior
of using e-commerce platforms for online purchases and payments by Vietnamese
consumers. The independent variables and dependent variable are presented in Table
1.
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Table 1 Independent, moderating, and dependent variables in the research

No. | Code |Item
PE Performance expectancy
1 PE1 |Iusee-commerce platforms because it is easy for me to shop and pay online
anywhere
2 PE2 |1 use e-commerce platforms because I can understand the interaction of online
shopping and e-payment easily and clearly
3 PE3 | I believe that the e-commerce platforms brings about the expected effect in online
shopping and e-payment
4 PE4 | By using e-commerce platforms, it will allow me to do online shopping and
e-payment more rapidly
5 PE5 | The use of e-commerce platforms is in accordance with all aspects of my work,
and it would be beneficial in my everyday life
6 PE6 | Using e-commerce platforms will increase my comfort in online shopping and
e-payment transactions
7 PE7 | Using e-commerce platforms will bring me more convenience, because I can
online shopping and e-payment in 24 h
EE Effort expectancy
8 EE1 | The use of e-commerce platforms can help me speed up online shopping and
e-payment transactions
9 EE2 | The use of e-commerce platforms can significantly improve the quality of the
products as well as e-payment transaction results, because it does not take much
time
10 | EE3 | The use of e-commerce platforms can help me make online shopping and
e-payment more secure
11 | EE4 | The use of e-commerce platforms makes it easy for me to find out online shopping
and e-payment information
12 | EES | The use of e-commerce platforms helps me always have full online shopping and
e-payment information
13 | EE6 | The e-commerce platforms are practical, and they help me increase efficiency in
online shopping and e-payment transactions
SI Social influence
14 | SI1 | Many people that have influence over my conduct advised me that I should use
e-commerce platforms in online shopping and e-payment transactions
15 |SI2 | People who influence me think that I should use e-commerce platforms in online
shopping and e-payment transactions
16 | SI3 | People who are familiar with me think that I should use e-commerce platforms in
online shopping and e-payment transactions
17 |SI4 |Iusee-commerce platforms for online shopping and e-payment transactions,
because my coworkers and friends use it
18 | SI5 | My family supports me by using e-commerce platforms for online shopping and

e-payment transactions

(continued)
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Table 1 (continued)

No. | Code |Item
19 |SI6 | My neighborhood helped me with using e-commerce platforms for online
shopping and e-payment transactions
FC Facilitating conditions
20 |FC1 |Ihave control over the use of e-commerce platforms in online shopping and
e-payment transactions
21 |FC2 |Ihave the necessary knowledge to adopt e-commerce platforms in online shopping
and e-payment transactions
22 | FC3 |Iam certain that my online shopping and e-payment transactions are guaranteed
the transaction conditions when I use e-commerce platforms
23 | FC4 |1 possess the requisite resources to engage in online shopping and e-payment
transactions
24 | FC5 |Iam certain that online shopping and e-payment transactions are safe when I use
e-commerce platforms
25 | FC6 |Ihave a smartphone and have received support from the e-commerce platform
suppliers to use the e-commerce platforms in online shopping and e-payment
transactions
HM | Hedonic motivation
26 | HM1 | I feel comfortable when I use e-commerce platforms for online shopping and
e-payment transactions
27 | HM2 |1 feel blessed when I use e-commerce platforms for online shopping and
e-payment transactions
28 | HM3 |Isincerely revel when I use e-commerce platforms for online shopping and
e-payment transactions
29 | HM4 |1 feel happy when I use e-commerce platforms for online shopping and e-payment
transactions
30 | HMS | I feel entertained when I use e-commerce platforms for online shopping and
e-payment transactions
PV Price value
31 |PV1 |Ican save time in doing online shopping and e-payment transactions when I use
e-commerce platforms
32 |PV2 |Ican save a lot of online shopping and e-payment transaction costs when I use
e-commerce platforms
33 | PV3 | By using e-commerce platforms, I agree to pay the costs incurred for Internet
registration
34 | PV4 |Ido not have to pay fees to check my transactions when I use e-commerce
platforms for online shopping and e-payment transactions
35 |PV5 | By using e-commerce platforms, I do not have to pay any extra costs in my
transactions
Habits
36 | HA1 |Iregularly use the e-commerce platforms for online shopping and e-payment

transactions

(continued)
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Table 1 (continued)

No. | Code |Item

37 | HA2 | I can autonomously use the e-commerce platforms for online shopping and
e-payment transactions

38 | HA3 | The usage of the e-commerce platforms for online shopping and e-payment
transactions has turned out to be an addiction for me

39 |HA4 |Ihave received direct guidance from the e-commerce platform suppliers related to
online shopping and e-payment transactions

40 |HAS |Ican use the e-commerce platforms for online shopping and e-payment
transactions when no one is simulating

EP Electronic payment

41 |EP1 |Ibelieve that e-payment always ensures security and privacy for all consumers
when they use the e-commerce platforms for online shopping

42 | EP2 |Irealize that e-payment always ensures the correct verification of information
among the involved when I use the e-commerce platforms for online shopping

43 | EP3 |Ibelieve that the e-payment system always has a plan to deal with attacks on
security when I pay for my online shopping via the e-commerce platforms

44 | EP4 |1 believe that e-payment has developed in parallel with the application of
e-commerce platforms for online shopping

45 | EP5 |Ibelieve my private data and e-payment transactions to be kept confidential when I
use the e-commerce platforms for online shopping

46 |EP6 |Irealize that the privacy of e-payment always ensures me to keep information
undisclosed, free from unauthorized access when I use the e-commerce platforms
for online shopping
Behavioral intention

47 |BIl |lintend to continue to use the e-commerce platforms for online shopping and
e-payment transactions

48 |BI2 |1 will use e-commerce platforms if I need to do online shopping and e-payment
transactions

49 |BI3 |Iwould recommend e-commerce platforms for online shopping and e-payment to
other people
Use behavior

50 | UBI | There are certain people and communities to help me when there are difficulties in
using the e-commerce platforms for online shopping and e-payment transactions

51 | UB2 |Iam able to carry out online shopping and e-payment via the e-commerce
platforms without help from other people

52 | UB3 |Iam able to use the e-commerce platforms for online shopping and e-payment

transactions even though I have never used it beforehand

Source Venkatesh et al. (2012) and the authors’ suggestions
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3.2 Sample and Data

The population in this study was all consumers who were doing online shopping
and e-payment transactions via the e-commerce platforms in the southern regions of
Vietnam. The southern region of Vietnam is the most important center of economic
activity in the country. This region is a leading zone for advanced manufacturing
and is encouraging investments in knowledge-based and high-tech industries and
services as well as the most important financial and trading hub of the whole country.
Regarding the sample size, which is determined if the number of the population is
unknown, the sampling is done using the size 5-10 multiplied by the question item,
since the number of question items is 52, so the sample size in this study (10 x 52 =
520) respondents. Therefore, the number of 650 samples collected from customers
ensures a sufficient sample size for this study.

Explanatory research design will be used to analyze the data which is collected
from the Vietnamese consumers. A necessary and feasible condition to participate
in the survey was that the consumers who use the e-commerce platforms for online
purchases and payments by Vietnamese consumers, and the method of purposive
sampling was used. The questionnaire was derived from the constructs as shown in
Table 1, and the data were collected through a structured questionnaire measured on
a 5-point Likert scale (1 = strongly disagree; 5 = strongly agree).

SPSS 25.0 and AMOS 24.0 are two statistical software which were used and
this study did a descriptive analysis, reliability test, and validity test. Descriptive
statistics and demographic presentation of 650 sample data were analyzed using
SPSS 25.0 software. The analysis method through Cronbach’s alpha coefficient,
EFA, and CFA analysis was also analyzed using SPSS 25.0 software. The SEM was
established, CFA diagram and hypothesis verification analysis were conducted using
AMOS 24.0 software.

4 Research Results

4.1 Demographic Statistics

A total of 650 respondents are consumers who completed the whole survey. The
results of the hypothesized analysis of each path obtained from the path analysis
results using SPSS 25.0 software are as follows as Table 2.

In terms of age composition, the respondents’ age ranges from 20 years old and
up, and a large number of them are a young generation with the age range of 20—
40 years. In terms of gender, it was found that 60.62% of the respondents were female.
This shows that females’ participation is high when it comes to online shopping and
e-payment transactions. Because women show more interest in online shopping and
e-payment transactions on e-commerce platforms. The characteristics of respondents
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Table 2 Demographic profile

Item Optional Frequency Percentage
Age 20-30 year old 238 26.62
31-40 year old 162 24.92
41-50 year old 136 20.92
51-60 year old 58 8.92
61 years old and up 56 8.62
Gender Male 256 39.38
Female 394 60.62
Experience Start—6 months 72 11.08
Over 6 months—1 year 118 18.15
Over 1-2 years 322 49.54
Over 2 year 138 21.23
Education level Vocational college graduation 159 24.46
College graduation 485 74.62
Postgraduate level 6 0.92
Income level 600 USD-800 USD/month 345 53.08
Over 800 USD-1000 USD/month 176 27.08
Over 1000 USD-1500 USD/month 62 9.54
Over 1500 USD-2000 USD/month 55 8.46
Over 2000 USD/month 12 1.84

Source Primary data, processed in 2022

when viewed from their experience of using e-commerce platforms for online shop-
ping and e-payment transactions turned out to be the biggest answer at over 1-2 years,
or around 49.54%. In terms of education, with 74.62% of respondents are at a college
graduation, this percentage represents the majority of respondents. The respondents
also found that 24.46% are at a vocational college graduation, and the rest at post-
graduate level. In terms of the monthly disposable income, the respondents’ income
range is from 600 USD and up per month and 53.08% of them are over 600 USD to
800 USD per month.

4.2 Cronbach’s Alpha Reliability Analysis

To conduct factor analysis, it is necessary to first conduct reliability analysis through
Cronbach’s alpha coefficient and total variable correlation coefficient. A scale with
Cronbach’s alpha coefficient >= 0.60 is acceptable in terms of reliability. Variables
with a total correlation coefficient less than 0.3 will be excluded (Hulin et al., 2001).
The results of the reliability analysis of this study show that the variables have an
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alpha coefficient greater than 0.6 and a total correlation coefficient greater than 0.3,
as shown in Table 3. All scales of this study are the same eligible to perform EFA.

4.3 Exploratory Factor Analysis

The study implements the EFA method to test the influencing factors and identify
the factors that are considered suitable for inclusion in the CFA. For independent
variables, the results of Kaiser-Meyer—Olkin (KMO) and Bartlett’s test show that
KMO coefficient = 0.817 (greater than 0.5), so EFA is suitable for the reality data. At
the same time, Sig = 0.000 < 0.05 shows that the observed variables are correlated
with each other in terms of the population.

This study performed factor analysis for the independent variables with the prin-
cipal components and varimax rotation (absolute value below: 0.3). The results show
that 46 observed variables were initially grouped into ten groups. The total value of
variance extracted is 59.371%, which is greater than 50% and EFA is considered
satisfactory. It can be said that these ten factors explain 59.731% of the variability
of the data. The eigenvalues of the factors are all high (>1). The tenth factor has the
lowest eigenvalues of 1.114 > 1. Therefore, there are ten factors that are defined as
shown in Table 4.

Ten factors were found after performing the rotation (absolute value below: 0.3) for
the independent variables together with the factor loading factors all that are greater
than 0.5. This result also showed there were two new factors (with the observed
variables: HA1 and HA2; EP5 and EP6) to be explored, as can see in Table 5.
With the characteristics of two observed variables in the factor HA associated with
customers’ autonomy (HA1 and HA?2 as shown in Table 1) in using the e-commerce
platforms for online shopping and e-payment transactions. Therefore, this new factor
is named autonomy (AU). The hypothesis for AU is similar to the hypothesis for
HA. AU has a positive effect on consumers’ behavioral intention of using the e-
commerce platforms for online shopping and e-payment transactions, and AU has a
positive effect on consumers’ behavior of using the e-commerce platforms for online
shopping and e-payment transactions. At the same time, with the characteristics of
two observed variables in the factor EP associated with security and privacy (EP5 and
EP6 as shown in Table 1). Therefore, this new factor is named security and privacy
(SP). The hypothesis for SP is similar to the hypothesis for EP. SP has a positive
effect on consumers’ behavior of using e-commerce platforms for online shopping
and e-payment transactions.

For dependent variables, the results of Kaiser—Meyer—Olkin (KMO) and Bartlett’s
test show that KMO coefficient = 0.678 (greater than 0.5), so EFA is suitable for
the reality data. At the same time, Sig = 0.000 < 0.05 shows that the observed
variables are correlated with each other in terms of the population. This study also
performed factor analysis for the dependent variables with the principal components
and varimax rotation. The results show that six observed variables were initially
grouped into two groups. The total value of variance extracted is 65.162%, which
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Table 3 Item reliability test
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Item

Scale mean if item
deleted

Scale variance if
item deleted

Corrected item-total
correlation

Cronbach’s alpha if
item deleted

Performance expectancy: Cronbach’s alpha = 0.873

PE1 20.71 16.251 0.718 0.846
PE2 20.70 16.353 0.681 0.851
PE3 20.40 19.070 0.599 0.864
PE4 20.50 18.204 0.579 0.864
PES 20.56 17.230 0.623 0.859
PE6 20.65 15.945 0.775 0.837
PE7 20.61 17.548 0.608 0.860
Effort expectancy: Cronbach’s alpha = 0.828

EE1 18.07 10.629 0.689 0.781
EE2 17.85 11.870 0.538 0.815
EE3 17.94 11.413 0.634 0.793
EE4 18.02 11.735 0.581 0.804
EES 18.08 11.486 0.593 0.802
EE6 17.96 11.584 0.556 0.810
Social influence: Cronbach’s alpha = 0.838

SI1 18.19 15.490 0.669 0.800
SI2 18.13 15.591 0.606 0.815
SI3 17.78 17.448 0.599 0.815
Si4 18.02 17.391 0.584 0.818
S15 17.98 17.163 0.576 0.819
SI6 18.28 15.778 0.663 0.801
Facilitating conditions: Cronbach’s alpha = 0.826

FC1 12.91 7.096 0.676 0.786
FC2 12.89 7.183 0.580 0.807
FC3 12.76 7.331 0.605 0.801
FC4 12.83 7.547 0.586 0.805
FC5 12.82 7.431 0.603 0.801
FC6 12.85 7.585 0.550 0.812
Hedonic motivation: Cronbach’s alpha = 0.816

HMI1 |14.55 3.613 0.543 0.798
HM2 |14.54 3.565 0.523 0.805
HM3 |14.41 3.352 0.668 0.761
HM4 | 14.46 3.491 0.575 0.789
HMS5 | 14.46 3.266 0.729 0.742

(continued)
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Table 3 (continued)
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Item Scale mean if item

Scale variance if

Corrected item-total

Cronbach’s alpha if

deleted item deleted correlation item deleted
Price value: Cronbach’s alpha = 0.778
PV1 14.17 3.249 0.557 0.736
PV2 13.91 2.871 0.632 0.710
PV3 13.93 3.291 0.669 0.702
PVv4 14.92 3.751 0.413 0.779
PV5 13.91 3.583 0.515 0.750
Habit: Cronbach’s alpha = 0.678
HAl |14.47 3.529 0.285 0.695
HA2 |14.71 3.508 0.378 0.649
HA3 | 14.70 3.259 0.503 0.597
HA4 | 14.45 3.034 0.507 0.591
HAS | 14.50 3.224 0.508 0.594
Security and privacy: Cronbach’s alpha = 0.663
EP1 17.70 7.486 0.410 0.623
EP2 17.72 7.582 0.428 0.623
EP3 17.75 7.739 0.367 0.636
EP4 17.69 7.435 0.462 0.613
EP5 17.78 5.355 0.463 0.604
EP6 17.69 5.169 0.448 0.621
Behavioral intention: Cronbach’s alpha = 0.759
BI1 7.31 1.326 0.592 0.676
BI2 7.54 1.531 0.578 0.692
BI3 7.32 1.369 0.602 0.662
Use behavior: Cronbach’s alpha = 0.700
UBI1 7.36 1.267 0.484 0.648
UB2 7.27 1.176 0.529 0.591
UB3 7.22 1.216 0.536 0.584

Source The authors’ calculation from SPSS 25.0

is greater than 50% and EFA is considered satisfactory. It can be said that these
two factors explain 65.162% of the variability of the data. The eigenvalues of the
factors are all high (>1). The second factor has the lowest eigenvalues of 1.572 > 1.
Therefore, there are two factors that are defined as shown in Table 6.

Two factors were found after performing the rotation (absolute value below: 0.3)
for the dependent variables together with the factor loading factors all that are greater
than 0.5, as can be seen in Table 7.
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Table 4 Exploratory factor analysis for independent variables

Component | Initial eigenvalues Extraction sums of squared Rotation sums of

loadings squared loadings
Total | % of Cumulative | Total | % of Cumulative | Total | Cumulative
variance | % variance | % %

1 6.417 | 13.950 |13.950 6.417 | 13.950 |13.950 4.066 | 8.839

2 3.537 | 7.689 |21.639 3.537 | 7.689 |21.639 3.464 | 16.369

3 3277 | 7.123 |28.762 3277 | 7.123 |28.762 3.322 | 23.590

4 2.851 | 6.197 |34.960 2.851 | 6.197 |34.960 3.299 | 30.762

5 2.540 | 5.521 |40.480 2.540 | 5.521 |40.480 2.986 | 37.253

6 2465 | 5.359 |45.839 2465 | 5.359 |45.839 2.744 | 43.219

7 2.199 | 4.780 |50.619 2.199 | 4.780 |50.619 2.318 | 48.258

8 1.651 | 3.590 |54.209 1.651 | 3.590 |54.209 2.137 | 52.903

9 1.260 | 2.740 |56.950 1.260 | 2.740 |56.950 1.498 | 56.161

10 1.114 | 2.421 |59.371 1.114 | 2.421 |59.371 1.477 | 59.371

11 0.922 | 2.005 |61.376

Extraction method: principal component analysis

Source The authors’ calculation from SPSS 25.0

4.4 Confirmatory Factor Analysis

In the CFA, the results of Kaiser—Meyer—Olkin (KMO) and Bartlett’s test show that
KMO coefficient = 0.808 (greater than 0.5), so CFA is suitable for real data. At
the same time, Sig = 0.000 < 0.05 shows that the observed variables are correlated
with each other in terms of the population. This study performed factor analysis for
the variables with the principal axis factoring and promax rotation (absolute value
below: 0.3). The results of CFA showed that the number of observations is 650 as
shown in Fig. 3. After linking e4 and e5, e4 and 6, e10 and el2, e21 and e24, 28
and e30, and €38 and e39 to correct for covariance show that this model has a chi-
square = 2183. 213, with 1204 degrees of freedom (df); chi-square/df = 1813 <3
with p-value = 0.000 and other indicators such as CFI = 0.915; TLI = 0.906; GFI
= 0.888; RMSEA = 0.035 < 0.06; and PCLOSE = 1000 > 0.05. Thus, the model is
completely consistent with the market data, and it can be concluded that the factors
are convergent values because the standardized and unstandardized coefficients are
greater than 0.5, and the total variance values are greater than 0.5 in this study.

4.5 Structural Equation Modeling

The results of performing SEM model analysis through AMOS software show the
suitability of the research model. The estimated results of the proposed model are
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Table 5 Rotated component matrix for independent variables

V.D. Ha

Variables

Component

1

2

10

PE6

0.829

PE6

0.833

PE1

0.780

PE7

0.726

PE2

0.720

PE3

0.719

PES

0.711

PE4

0.632

SI6

0.773

SI1

0.758

SI13

0.717

SI4

0.685

SI2

0.685

SIS

0.652

EE1

0.800

EE3

0.769

EES

0.711

EE4

0.708

EE6

0.702

EE2

0.637

FC1

0.788

FC3

0.741

FC5

0.732

FC4

0.708

FC2

0.707

FC6

0.684

HM5

0.853

HM3

0.807

HM4

0.728

HM1

0.702

HM2

0.681

PV3

0.818

pv2

0.780

PV1

0.732

PV5

0.686

(continued)
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Table 5 (continued)
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Variables

Component

1

2 3

10

PVv4

0.590

EP2

0.781

EP4

0.739

EP3

0.731

EP1

0.642

HAS

0.839

HA4

0.805

HA3

0.760

HAl

0.822

HA2

0.776

EP6

0.780

EP5

0.736

Extraction method: principal component analysis. Rotation method: varimax with Kaiser
normalization

Source The authors’ calculation from SPSS 25.0

Table 6 Exploratory factor analysis for dependent variables

Component | Initial eigenvalues Extraction sums of squared | Rotation sums of
loadings squared loadings
Total | % of Cumulative | Total | % of Cumulative | Total | Cumulative
variance | % variance | % %
1 2.338 | 38.968 |38.968 2.338 | 38.968 |38.968 2.032 | 33.863
2 1.572 1 26.195 |65.162 1.572 1 26.195 |65.162 1.878 | 65.162
3 0.656 | 10.937 |76.100

Extraction method: principal component analysis

Source The authors’ calculation from SPSS 25.0

shown in Fig. 4. The indicators include chi-square =2216,852; df = 1211; p = 0.000;
chi-square/df = 1,831; CFI = 0.913; TLI = 0.905; GFI = 0.886; RMSEA = 0.036;
and PCLOSE = 1000. Thus, the proposed research model achieves compatibility
with the market data.

Using 95% confidence standard, the sig of FC on Bl is 0.103 > 0.05, variable FC
has no effect on BI; sig of PV on Bl is 0.388 > 0.05, variable PV has no effect on
BI; sig of HA on Bl is 0.091 > 0.05, variable HA has no effect on BI; sig of AU on
UB is 0.103 > 0.05, variable AU has no effect on UB; sig of SP on UB is 0.198 >
0.05, variable SP has no effect on UB. The remaining variables all have sig < 0.05,
so these relationships are significant as can be seen in Table 8.
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Tablg 7 Rotated component Variable Component

matrix for dependent

variables ! 2
BI3 0.830
BI1 0.815
BI2 0.808
UB3 0.809
UB2 0.788
UBI1 0.763

Extraction method: principal component analysis

Rotation method: varimax with Kaiser normalization

Source The authors’ calculation from SPSS 25.0

The variables that have a positive effect on BI are EE, SI, HM, and AU, in which
the variable SI is the variable that has the strongest impact on BI. Besides, there is
a variable that has a negative impact on BI that is the PE variable. The variables
have a positive impact on UB that are BI and FC, where BI is the variable that has
the strongest impact on UB. At the same time, there are two variables that have a
negative impact on UB, which decrease in the following order: HA and EP as shown
in Table 9.

The bootstrap method is used to estimate summary statistics such as the mean
or standard deviation to evaluate the robustness of the theoretical model. This study
used the number of replicate samples N = 1500. Compare the C.R value with 1.96
(since 1.96 is the value of the normal distribution at 0.9750). The results show that
C.R < 1.96, p-value > 5%, so the estimated model can be reliable as can see in Table
10.

4.6 Testing for Differences in Demographic Characteristics

The results of testing the differences according to demographic variables for behav-
ioral intention and behavior of using e-commerce platforms are presented in Table
11. Accordingly, gender has sig value in independent sample T-test is greater than
0.05, which shows that there is no statistically significant difference in behavioral
intention for the respondents of different genders.

Age and experience have sig value in the Levene test higher than 0.05, the variance
between the choices of these variables is not different for the behavioral intention of
using e-commerce platforms. The Anova test has a sig value greater than 0.05, this
shows that there is no statistically significant difference in behavioral intention of
using e-commerce platforms for the respondents of different age groups.

At the same time, experience has sig value in the Levene test higher than 0.05, the
variance between the choices of these variables is not different for the behavior of
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Fig. 3 Confirmatory factor analysis. Source The authors’ calculation from AMOS 24.0

Chi-square=2183,213

Chi-square/df=1,813
GFI=,888

RMSEA=,035
PCLOSE=1,000
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using e-commerce platforms. The Anova test has a sig value greater than 0.05, and
this shows that there is no statistically significant difference in the behavior of using

e-commerce platforms for the respondents of different age groups.
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Fig. 4 Structural equation modeling. Source The authors’ calculation from AMOS 24.0

Table 8 Regression weights

Estimate S.E C.R P
BI <« PE —0.065 0.032 —2.022 0.043
BI <« EE 0.132 0.034 3915 Hokk
BI - SI 0.203 0.036 5.597 ok
BI <« FC —0.070 0.043 —1,631 0.103
BI <~ HM 0.116 0.042 2.791 0.005
BI <« PV —0.047 0.054 —0.863 0.388
BI <~ HA 0.090 0.053 1.689 0.091
BI <« AU 0.235 0.067 3.513 Hokk
UB <« BI 0.312 0.059 5.260 HoAk
UB <« FC 0.104 0.042 2.444 0.015
UB <~ HA -0.113 0.055 —2.051 0.040
UB <« AU —0.111 0.068 —1.632 0.103
UB <« EP —0.205 0.076 —2.719 0.007
UB <~ SP 0.054 0.042 1.287 0.198

Source The authors’ calculation from AMOS 24.0
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Table 9 Standardized regression weights

Estimate
BI <« PE —0.106
BI <« EE 0.199
BI <« SI 0.326
BI <« FC -0.077
BI <« HM 0.124
BI <« PV —0.041
BI <« HA 0.088
BI <« AU 0.219
UB <« BI 0.338
UB <« FC 0.124
UB <« HA —0.120
UB <« AU —0.112
UB <« EP —0.184
UB <« SP 0.098

Source The authors’ calculation from AMOS 24.0

Table 10 Bootstrap method on SEM

Parameter SE SE-SE | Mean Bias SE-Bias | C.R = Bias/SE-Bias
BI «~— |PE |0.061 |0.001 —0.105 0.001 |0.002 0.5
BI <«~— |EE ]0.055 |0.001 0.197 | —0.001 |0.001 -1.0
BI <« | SI 0.063 |0.001 0.328 0.002 | 0.002 1.0
BI «~— |FC ]0.053 |0.001 —0.078 | —0.001 |0.001 -1.0
BI «~— |HM |0.046 |0.001 0.124 0.000 |0.001 0

BI <~ |PV  ]0.050 |0.001 —0.040 0.001 |0.001 1.0
BI «~— |HA [0.052 |0.001 0.089 0.001 |0.001 1.0
BI «~—— |AU [0.074 |0.001 0.220 0.001 |0.002 0.5
UB «~— | BI 0.068 |0.001 0.339 0.001 |0.002 0.5
UB «~— |FC ]0.051 |0.001 0.124 0.000 |0.001 0
UB <«~— |HA [0.063 |0.001 —0.122 | —-0.002 |0.002 -1.0
UB «~— |AU [0.078 |0.001 —0.111 0.001 |0.002 0.5
UB «~— |EP |0.072 |0.001 —0.185 | —0.001 |0.002 -0.5
UB <~ | SP 0.087 |0.002 0.099 0.002 | 0.002 1.0

Source The authors’ calculation from AMOS 24.0
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Table 11 Testing for

. . . Demographic characteristics Sig value
differences in demographic Erap g

characteristics Levene ‘ T-test ‘ Anova
Difference in behavior intention
Gender 0.886
Age 0.073 0.643
Experience 0.278 0.109
Difference in use behavior
Experience 0.681 | 0.058

Source The authors’ calculation from SPSS
5 Discussions Results

5.1 Factors Affecting Behavioral Intention

Performance expectancy is a factor that has a negative impact on the behavioral
intention of using e-commerce platforms for online purchases and payments by
Vietnamese consumers. This result disagreed with the expected sign and hypotheses,
and it was not consistent with the findings of previous researchers (Venkatesh et al.,
2012; Mansur et al., 2019; Cabrera-Sanchez et al., 2020; Chen et al., 2021; Ezennia &
Marimuthu, 2022). Performance expectancy is a factor that has a negative impact
on the behavioral intention of using e-commerce platforms for online purchases and
payments by Vietnamese consumers. This result disagreed with the expected signs
and hypotheses, and it was not consistent with the findings of previous researchers. In
Vietnam, e-commerce has been regulated in a number of legal documents in the past
years, but these regulations still need to be revised, supplemented, and perfected in
recent years. On the other hand, logistics services are still a challenge for e-commerce
businesses in Vietnam due to the lack of qualified businesses and the small and
fragmented logistics industry. Although it has been and is being improved, Vietnam’s
infrastructure is still considered inadequate, and moving between provinces is still
expensive. The road network as well as the main retail and distribution network is
one of the major challenges for e-commerce businesses, which has affected the use
of e-commerce platforms. Therefore, performance expectancy has a negative impact
on the behavioral intention of using e-commerce platforms for online purchases and
payments by Vietnamese consumers.

Effort expectancy is a factor that has a positive impact on the behavioral intention
of using e-commerce platforms for online purchases and payments by Vietnamese
consumers. These findings are relevant and support previous studies (Venkatesh et al.,
2012; Mansur et al., 2019; Ezennia & Marimuthu, 2022; Hungilo & Setyohadi, 2020;
Rehman et al., 2022), and they agree with the expected signs and hypotheses in this
study. The effort expectancy of good e-commerce platforms can affect the behav-
ioral intention of using e-commerce platforms for online purchases and payments
by Vietnamese consumers. This shows that consumers’ clear understanding of the
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interaction between e-commerce with online shopping and e-payment, as well as the
use of e-commerce platforms can significantly improve the quality of the products
and e-payment transactions, because it does not take much time.

The relationship of social influence toward the behavioral intention of using e-
commerce platforms for online purchases and payments by Vietnamese consumers
is proved to be significant. These findings are the following research conducted by
previous researchers (Venkatesh et al., 2012; Mansur et al., 2019; Chen et al., 2021;
Ezennia & Marimuthu, 2022) on using e-commerce platforms, which shows that
social influence can explain behavioral intention. This happens because consumers
are very interested in the recommendations and attitudes of family, friends, neighbors,
and colleagues in forming intentions to use e-commerce platforms.

Hedonic motivation is a factor that has a positive impact on the behavioral inten-
tion of using e-commerce platforms for online purchases and payments by Viet-
namese consumers. This result agreed with the expected signs and hypotheses, and
it was consistent with the findings of previous researchers (Venkatesh et al., 2012;
Ezennia & Marimuthu, 2022; Naruetharadhol et al., 2022; Kamalia et al., 2022). This
indicates that the comfortable, excited, blessed, happy, and entertained of using e-
commerce platforms for online purchases and payments can encourage Vietnamese
consumers to intend to use the platform.

Autonomy has a positive effect on consumers’ behavioral intention of using the
e-commerce platforms for online shopping and e-payment transactions. This result
agreed with the expected signs and hypotheses in this study. This shows that the e-
commerce platforms, absorption, and autonomy of online shopping and e-payment
transactions positively enhance the sense of behavioral intention, and that it helps
consumers meet their psychological needs, which ultimately affects consumers’
behavioral intention of using the e-commerce platforms for online shopping and
e-payment transactions.

5.2 Factors Affecting Use Behavioral

There was a complementing relationship that exists between the behavioral intention
and behavioral of using e-commerce platforms for online purchases and payments
by Vietnamese consumers. This result is in line with research conducted by previous
researchers, and it agreed with the expected signs and hypotheses in this study
(Venkatesh et al., 2012; Pobee, 2021; Yoga & Triami, 2021). This means that good
behavioral intentions can influence the behavior of using e-commerce platforms for
online shopping and e-payment transactions by Vietnamese consumers. The more
the consumers’ behavioral intention of using the e-commerce platforms, the greater
the desire to use e-commerce platforms of Vietnamese consumers.

Facilitating conditions are a factor that has a positive impact on the behavior
of using e-commerce platforms for online purchases and payments by Vietnamese
consumers. These findings are consistent with previous research (Venkatesh et al.,
2012; Ezennia & Marimuthu, 2022; Rehman et al., 2022). This shows that good
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facilitating conditions of e-commerce platforms can influence the use behavior of
e-commerce platforms. The consumers have enough facilities for using e-commerce
platforms, facilitating settings and resources connected to the usage of Internet data
can have a favorable influence on the behavioral of using e-commerce platforms for
online purchases and payments by Vietnamese consumers.

Habit has a negative effect on consumers’ behavior of using e-commerce platforms
for online purchases and payments by Vietnamese consumers. This result is not in
line with research conducted by previous researchers (Venkatesh et al., 2012; Mansur
etal., 2019; Yoga & Triami, 2021; Wulandari et al., 2022), and it disagreed with the
expected signs and hypotheses in this study. The e-commerce platform is one of the
options for modern and convenient purchases and payment methods. However, in
Vietnam, e-commerce has been regulated in a number of legal documents in the past
years, but these regulations still need to be revised, supplemented, and perfected in
recent years. Besides, the habit of using cash of Vietnamese consumers is also a big
barrier to the development of e-commerce. Although the government has made many
efforts to promote non-cash payment, the rate of cash use in Vietnam is still high
compared to other countries in the region. Therefore, habits have a negative impact
on the behavior of using e-commerce platforms for online purchases and payments
by Vietnamese consumers.

Electronic payment is a factor that has a negative impact on the behavior of using
e-commerce platforms for online purchases and payments by Vietnamese consumers.
This result disagreed with the expected signs and hypotheses, and it was not consis-
tent with the findings of previous researchers (Josephine, 2021; Halim et al., 2020;
Pratika, 2021; Gupta et al., 2022). As analyzed, e-payment is a type of payment
that allows consumers to pay for products and services via electronic methods. It
offers a payment method which allows consumers to buy products or services via
e-commerce platforms. However, the payment transactions in Vietnam are mainly
in cash, which has affected the use of e-payment in payment transactions. This is
also a big barrier to the development of e-commerce. Therefore, e-payment has a
negative impact on the behavior of using e-commerce platforms for online purchases
and payments by Vietnamese consumers.

6 Conclusions and Recommendations

To find out the factors affecting the behavioral intention and behavior of using e-
commerce platforms for online purchases and payments of Vietnamese consumers,
this study used the UTAUT2 model with its purpose being to improve understanding
of UTAUT2 and how to apply this model in different fields. Besides inheriting the
UTAUT?2 model, this study has supplemented the UTAUT2 model by adding other
related consumer constructs such as e-payment. The theoretical contribution of this
study is the addition and discovery of new factors such as e-payment and autonomy
to the UTAUT2 model. At the same time, the present study critically examined
the behavioral intention and behavior of using e-commerce platforms for online
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purchases and payments of Vietnamese consumers. The findings of the study indi-
cate that there are four factors that have a positive effect on behavioral intention, such
as effort expectancy, social influence, hedonic motivation, and autonomy. Besides,
performance expectancy has a negative impact on behavioral intention. The factors
that have a positive impact on use behavioral that are behavioral intention and facil-
itating conditions. On the other hand, the factors that have a negative impact on use
behavioral that are habits and e-payment. This study has some important manage-
rial implications, and it was proposed to primary stakeholders. This research helps
managers to develop their e-commerce platforms, offers valuable insights for e-
commerce founders, and the approach taken in this study may prove diagnostically
useful to the behavioral intention and behavior of using e-commerce platforms for
online purchases and payments of Vietnamese consumers. At the same time, based on
the study results, this study provides arelevant recommendation to increase the behav-
ioral intention and behavior of using e-commerce platforms for online purchases and
payments by Vietnamese consumers as follows.

Firstly, the social influence exerts a significantly positive effect on the behav-
ioral intention of using e-commerce platforms for online purchases and payments
of Vietnamese consumers. So, e-commerce founders and managers should make e-
commerce platforms prevalent and fashionable, such as advertising and promotion.
They need to implement marketing campaigns that employ public influencers and
should timely and quickly update attractive consumer care programs on online chan-
nels. This will help the e-commerce platforms be spread to many consumers, and it
is very important to maintain a consumer base as well as to attract new consumers.

Secondly, effort expectancy in the use of e-commerce platforms can help
consumers speed up online purchases and payment transactions, can significantly
improve the quality of online purchases and payment transaction results because it
does not take much time, can make the online purchases and payment transactions
more secure, helps customers always have full information and increase efficiency
in the online purchases and payment transactions. The e-commerce providers should
research and develop e-commerce platforms with high compatibility with many
devices, diversify the utility of online purchases and payment transactions to suit
many consumers, as well as the ability to expand and develop e-commerce platforms
in the future. Therefore, the improvement in the use of e-commerce platforms by
the e-commerce providers will help consumers to achieve higher efficiency without
much effort in online purchases and payment transactions and increase the behav-
ioral intention of using e-commerce platforms for online purchases and payments by
Vietnamese consumers.

Thirdly, the e-commerce founders and managers should understand the extent
of the hedonic motivation toward the behavioral intention and behavior of using
e-commerce platforms for online purchases and payments of Vietnamese. They
should regularly upgrade the e-commerce platforms to ensure that the transaction
is done quickly, accurately in the online purchases and payment transactions, ready
to support consumers when needed as well as immediately handle problems arising
if any, and meet all the needs of consumers. These help many consumers feel enter-
tained, excited, blessed, comfortable, and happy when they use the e-commerce
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platforms for online purchases and payment transactions. On the other hand, the
e-commerce providers should research to understand the needs of consumers to take
care of the consumers in a timely manner, help them beyond merely providing online
purchases and payment transactions, and make them feel as comfortable and efficient
as possible. It was these things that have made the consumers increase their behav-
ioral intention of using e-commerce platforms for online purchases and payments in
Vietnam.

Fourth, the e-commerce platforms are the virtual markets, where secure electronic
transactions take place. Therefore, consumers and e-commerce providers meet in this
virtual space to do online shopping and e-payment transactions. Consumers use e-
commerce platforms to speed up the exchange of information, gain improved service
levels, and reduce transaction costs. At the same time, autonomy plays an important
role in the consumers’ behavioral intention of using the e-commerce platforms for
online shopping and e-payment transactions. It implies that the e-commerce plat-
forms need to not only improve its online shopping and e-payment transactions but
also present the improvement and its effort to increase the autonomy of consumers.
On the one hand, the e-commerce founders and managers should contribute to
consumer well-being by making consumer choices easier, more practical, and more
efficient. On the other hand, they should also contribute to increasing consumers’
sense of autonomy and enhancing the sense of behavioral intention, and that it helps
consumers meet their psychological needs, which ultimately affects consumers’
behavioral intention of using the e-commerce platforms for online shopping and
e-payment transactions in Vietnam.

Fifthly, the good facilitating conditions of e-commerce platforms can influence
the use behavior of e-commerce platforms. Hence, the e-commerce founders and
managers should provide good facilitating conditions for the consumers. These
include management of the e-commerce platforms and resources connected to the
usage of e-commerce platforms. Therefore, consumers already have facilities in
the form of a smartphone and adequate settings will boost their behavior of using
e-commerce platforms for online purchases and payment transactions.

Sixthly, behavioral intention was considered as one of the important factors influ-
encing consumers’ behavior of using e-commerce platforms for online purchases
and payment transactions by Vietnamese consumers. Therefore, the e-commerce
founders and managers should improve the usefulness of online purchases and
payment transactions, focus on the information about buying and selling, products,
and services via the e-commerce platforms, ensure online purchases and payment
transactions at cost, and increasingly expand their product portfolio and capabilities.
These are the best ways for the e-commerce providers to respond to the consumers’
needs and bring more convenience. Thereby, it also cultivates relationships with
consumers and designs products that meet consumer needs well. These results are the
top concern and contribute to promoting the behavior of using e-commerce platforms
for online purchases and payment transactions by Vietnamese consumers.

Seventhly, consumers are faced with more choices and more information about
e-commerce platform options than ever before. The growth of e-commerce platforms
will help consumers search and select options that best suit their needs, allowing them
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to reduce search costs and enhance the utility they get from their options. Hence, e-
commerce providers should enhance customer experience, design e-commerce appli-
cation platforms that meet optimal standards of service quality so that consumers can
easily and conveniently log in and make online purchases and payment transactions. It
is necessary to use an easy to understand and simple language, and Internet-connected
devices must be secure and safe in online purchases and payment transactions. At
the same time, they should provide specific and detailed instructions for consumers
on how to use the e-commerce platforms in writing, video, online, or by phone
when requested by consumers. Thereby, helping consumers become more and more
familiar with using e-commerce platforms in Vietnam.

Eighthly, marketers, researchers, policy-makers research to promote the develop-
ment of e-commerce platforms with synchronous mechanisms and policies. Regu-
lations are needed to ensure that for online retailers specializing in standardized
products, and the new e-commerce platform is expected to improve product quality,
improve delivery and refunds, enhance payment security, and more. At the same
time, it is necessary to have an incentive policy to empower consumers and increase
consumer welfare as well as increase efficiency and lower costs brought by the e-
commerce platforms as a decisive factor to attract consumers in using e-commerce
platforms in Vietnam.
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