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Abstract 

E-commerce in Vietnam is growing at an annual rate of 33%, which creates an extremely 
competitive marketplace for both domestics and foreign E-businesses. Despite the growing 
E-commerce and customer demand, the logistics market in Vietnam is still underdeveloped 
and considered the most ineffective part of the supply chain. This opens great potential for 
further investment in a more reliable, economical and transparent delivery solutions. Col-
lection and delivery points (CDPs). Even though CDP is in its experimental phase, it has 
been considered as a solution for the future of last-mile delivery in Vietnam. 

The objectives of the thesis were to investigate what factors could influence customers’ in-
tention to use CDPs and how service providers could utilize that knowledge to facilitate the 
adoption of CDPs. To achieve the objective, data was collected from empirical studies, 
online survey, and individual interviews.  

A combination of qualitative and quantitative approaches was used to achieve the thesis 
objectives. A literature review was adopted to establish a knowledge base for research and 
case implementation. A quantitative approach was applied to analyze the results of the 
online survey. In-depth interviews with survey respondents were conducted to further 
elaborated on the survey results. 

The results of the analysis suggested that customers have a high tendency to try CDPs. 
Three elements: Relative Advantage, Perceived Ease of Use, and Compatibility were found 
to be the most influential factors towards customers’ intention. Recommendations were 
given to company to improve the likelihood of customers trying CDPs and the overall cus-
tomers’ delivery experience.  
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1 Introduction 

1.1 Topic Background 

Internet made its first appearance in Vietnam in 1997 with a humble start: 0.2% lo-

cal penetration. After 20 years, Vietnam Internet penetration rate is now 54%, mak-

ing it ranked 17th in the world (E-commerce industry in Vietnam, 2018). With this 

unprecedented influence, Internet is changing the face of Vietnamese retail industry. 

Nowadays, we are witnessing a new era of E-commerce being a growing part in 

Vietnam trading sector. In 2017, Southeast Asian E-commerce market was growing at 

35% per year, 2.5 faster than that in Japan (ibid.). Vietnam ranked 4th for online 

shopping volume in the Asia Pacific region, and is expected to reach sales of 3.2 US 

billion in 2020 (Statistica, 2019). In Vietnam, of three main models of E-commerce 

business - Business-to-Business (B2B), Busi-ness-to-Customer (B2C) and Customer-to-

Customer (C2C) - the B2C online busi-nesses dominate, accounting for 5.5% of total 

retail industry market value. With the increasing rate of Internet penetration, the rise 

of online retail seems inevitable (ibid.). 

One of the biggest advantages of online shopping is the ease of ordering and re-

ceiving order just with few click. Due to the fact, the logistics and delivery parts have 

critical roles in the supply chain behind online shopping experiences. The supply 

chain is the bridge between the virtual experience online and the real value 

delivered. Because of this, the need for E-retailer to find the delivery solutions op-

timized for operational efficiency that satisfy demanding need of customers has 

never been more important. However, the complexity of delivery network with time, 

resources and infrastructure constraints makes last-mile delivery the constant 

challenge for E-retailer. In addition, the continuously increasing demand for an in-

novative, rapid, and reasonably-priced delivery option by customers puts more 

pressure on retailers to continuously improve their existing logistics services and 

devise more delivery alternatives.  

In Vietnam, the logistics market is still in its infancy compared to regional peers (E-

commerce industry in Vietnam, 2018, 2018). The country’s logis-tics market is facing 

significant challenges from the lack and immaturity of infra-structure, limited 
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resources, and low automation level. At the moment, the main delivery method in 

Vietnam is Cash-on-Delivery (COD), which presents additional challenges such as high 

delivery failure rate and logistics cost. While COD is a troublesome area in last-mile 

logistics, it represents an opportunity for increasing trust in E-sellers and thus 

increase sales. Therefore, the immature last-mile logis-tics remains a key growth area 

for logistics service providers to introduce new method and technology in delivery. 

Despite the need for diverse delivery alterna-tives, company should be aware of 

factors affect customers adoption and willing-ness to use it. An innovative and 

beneficial solutions from an organization point of view might not be compatible with 

customers’ actual needs. As there is possible gap between customer and 

organization expectation, it’s crucial to investigate consumer intention and readiness 

before implementing a new mode. 

1.2 Research purposes and questions 

This thesis aimed at investigating key factors that influence customers’ intention to 

adopt the use of collection and pickup point, a relatively new delivery model in 

Vietnam. The scope of the study was limited to customers in Hanoi, since it is 

Vietnam’s capital and the commercial hub for the Northern Vietnam. Following 

which, recommendations on how to improve customers’ intention were suggested 

for the successful roll-out of collection and delivery points (CDPs). On the other hand, 

this thesis served as an overview on last-mile delivery in Vietnam with focus on 

current logistics challenges. Followed by the thesis purposes, the main research 

question is: 

What are the key factors influencing E-consumers’ intention to use collection and 

delivery point for last-mile delivery? 

In order to find an answer for the main question, there are following sub-questions: 

1. What are the main challenges and existing solutions for last-mile delivery in 

Vietnam? 

Since CDPs remain a novel concept, knowledge about the common issues of existing 

delivery method is useful to evaluate how CDP could be the better solution. 
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2. What should E-tailers and logistics companies pay more intention to in 

order to successfully implement collection and delivery points? 

Based on survey and interview result, suggestions on how to increase customer 

willingness to try this new mode of delivery was presented. 

1.3 Research method 

In order to successfully reach the research objective, it’s important to select the 

appropriate research method. Based on the research questions and purposes, a mix 

between qualitative and quantitative was chosen.  

According to Norman & Yvonna, (2005), qualitative approach is a holistic approach, 

as it looks at the bigger picture and begins with a search for understanding the 

whole. In the scope of this thesis, qualitative approach is utilized in order to explore 

the technical aspect of E-commerce, last-mile logistics, Collection and Delivery Point 

concept. Besides, it helps to address research questions about the current logistics 

challenges in Vietnam and the framework for survey analysis. In order to gain a 

better insight of the topics mentioned above, a literature review was conducted as 

the main method for data collection. Literature review is defined as qualitatively 

summarizes evidence on a topic using informal or subjective methods to collect and 

interpret studies (Kysh Lynn, 2013). After refining thesis’s scope, main and sub 

questions, studies with topic that were relevant to “last-mile delivery”, “ e-

commerce logistics”, “collection and delivery points adoption”, “customers’ adoption 

toward an innovation” are searched and carefully inspected to select recent, 

relevant, and high-quality sources. The research findings and author’s critiques were 

presented in Literature Review section. Besides, qualitative interview is conducted to 

elaborate on the survey results, mainly to understand the reasons behind 

respondents’ choices. The interview could be classified as a semi-structured inter-

view, with a specific number of questions were predetermined and some elaborated 

questions based on the respondents’ answer. It would give the respondent the op-

portunity to freely express their opinions than a structured interview and thus help 

the authors to gain a deeper insight. The three respondents were chosen from two 

age group of 20-35 years old and 30-40 years old, with different shopping 
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frequencies and occupations to maintain the representativeness of the interview. 

Due to the geographical distance constraints, interviews were conducted by video 

call via Skype or Messenger with approximate duration of 30 mins and recorded for 

later review. 

However, qualitative method could not accurately reflect authetic customer 

opinions. In order to gain better insight into the influential factors affect customers’ 

adoption of CDPs, quantitative approach was employed. A survey consists of 20 

questions with Likert 5-point scale answer that ranges from Completely disagree to 

Completely agree, which helps the author to understand what the main area of 

concern from customers’ perspective is. For the time and budget limit, an online 

survey was spread on social media and translated in Vietnamese. The survey is 

aiming at customers, who had purchased products online with a frequency of at least 

one to two times in a month. Out of 108 received responses, 106 valid responses 

were chosen for data analysis. Next, Cronbach’s Alpha of the test was calculated to 

examine the level of reliability and internal consistency between each question. After 

the reliability of the test was confirmed, Spearman correlation was conducted in 

order to identify and rate factors affecting customers’ willingness to try CDPs. 

2 Literature review 

2.1 E-commerce 

In simple terms, electronic commerce or e-commerce refers to commercial 

transactions conducted electronically. Commercial transaction is the interaction 

between two or more parties in which services or goods or something of value is 

exchanged for some type of enumeration. It is primarily over the Internet - the 

interconnected computer networks built on top of Internet protocol suite - where 

modern commercial transactions take place. Since the term e-commerce 

encompasses such a diverse range of activities, a more broad definition could be 

used to describe the phenomenon: “electronic commerce includes any form of 

economic activity conducted via electronic connections” (Wigand, 1997). 
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E-commerce is a revolutionary business phenomenon with interesting past and 

bright future. It was in 1960s that marked the inception of e-commerce, when 

businesses started using Electronic Data Interchange (EDI) to share business 

documents (Le & Koh, 2002). With the magical advance of the Internet, company 

such as Amazon and eBay ushered evolutionary new light on the future of the e-

commerce. The business phenomenon has grown by leaps and bounds since then 

with average year over year growth of 20%. It is projected by eMarketer to top 

$3.578 trillion by 2019 (Worldwide Retail and Ecommerce Sales: eMarketer's 

Updated Forecast and forecast through 2019, 2016). 

E-commerce businesses could be classified in many ways. One way is to look at the 

classes of products and services being transacted electronically: physical goods, 

digital products, and services. Many physically goods (.e.g. clothings, grocery, and 

cars), digital products (.e.g. musics, movies, and softwares) and services (.e.g. online 

courses, consultance, insurance) could now be purchased over the Internet from 

home. E-commerce activities could also be classified based on where and how it take 

places. This varies greatly, but common and notable pattern exists: online storefronts 

where products is sold directly by merchants, online marketplaces where buyers and 

sellers are connected, and social media where users can reach to online stores or 

even buy merchandises directly. 

However, the most widely used method to classify e-commerce activities is based in 

the classes of parties evolved. Major classes of parties participating in the e-

commerce transactions are business, consumer, and governments. Based on this 

classification, four main types of e-commerce models are identified as Business to 

consumer (B2C), Business to business (B2B), Consumer to business (C2B), Consumer 

to consumer (C2C) . In B2C model, businesses sell product to end-users or customers. 

Similarly, companies operates on a B2B model have others businesses as theirs 

customers. In C2C model, one individual can sell to and purchases product directly 

from another (Wigand, 1997). In the scope of this thesis, logistic activities within B2C 

model will be the area of focus.  

B2C is simply selling products and services to end-customers directly without an 

intermediate party. According to Decree 52/2013/ND-CP, B2C E-commerce in 

Vietnam is classified into four different types: E-commerce website, E-commerce 
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trading floor (E-market place), Online auction website and Online promotion website. 

At the moment, E-commerce website accounts for the majority of B2C business in 

Vietnam, yet E-market places are gaining popularity (E-commerce industry in 

Vietnam report, 2018). The main difference between this two models is E-market 

places allow traders apart from website owners to conduct the whole process of 

buying and selling goods or services. In Vietnam, big names such as Lazada, Shopee 

(Sea Limited), Tiki and more currently, Amazon are successful examples of this 

model, with the myriad of products offered to customers (ibid.). In the next chapter, 

the author will break down the process of trading on these websites. 

2.2 Online shopping process 

From a consumer behavior perspective, the online shopping involves 5 steps (Darley, 

Blankson & Luethge, 2010) as shown in Figure 1. The first step is problem 

recognition; it is when customers have a consumption need or have an impulse to 

purchase. The Internet enables customers to perform the next step Information 

search with ease, where they can have unlimited options available for their need. 

The third step is evaluation of products, suppliers and prices. This could be done 

based on reviews from previous buyers, supplier reputation or previous purchase 

experience of the buyer. Next step is to make a choice, when customers choose 

which product to buy and possibly make a transaction. The last stage is outcome, 

including the assessment and possible re-evaluating of their shopping experience. In 

this stage, customer decide if they would purchase, re-purchase or return products. 

It’s important for E-commerce business to assess the factors could influence 

customers decision-making process in each step. By doing so, they could answer two 

questions: (1) What value customer is looking for and (2) How they would like these 

values to be delivered. Last-mile delivery is the connection between Purchase and 

Post-purchase evaluation phase, with its role to delivery the expected values 

customers had paid for. 
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Figure 1: Consumer purchasing process ( adapted from Darley et al. 2010) 

In another study, Chen & Chang (2003, 562) proposed a descriptive model of online 

shopping which includes elements could affect customer online shopping experience. 

This model is based on the interview and survey results from 306 valid responders.  

 

Figure 2: The descriptive model of online shopping ( Chen & Chang, 2003) 

Based on the description shows in Figure 2, an online shopping experience includes 

three main components: Interactivity, Transaction and Fulfillment. Interactivity 

associates with customer initial experience with the virtual store, namely website 

design, Internet connection quality, maneuverability, and waiting time. The second 

step, Transaction contains factors that link to the actual purchase such as price, 

convenience and security. With the visual and operational design of the website, the 

transaction procedure security and customers received the virtual perception of 

products value, which determine their desire toward the product/service. At this 

point, the purchase process is halfway done, with the other half concerning order 
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fulfillment and post-purchase service. Interactivity and Transaction can decide 

customer Pre-Purchase Satisfaction, which directly affects buying decision from 

them. Once order is placed, the fulfillment and services have great impact to 

customers contentment and loyalty (Chen & Chang, 2003). It decides whether 

customer can receive the expected value they order and thus bring the whole 

process into a profitable circle. 

2.3 Last-mile delivery   

Definition of last-mile delivery 

Before analyzing the definition of last-mile delivery, it’s worth having a look at the 

basic structure of a supply chain in B2C model, as shown in Figure 3: 

 

Figure 3: Basic structure of a supply chain - B2C Last mile part (adapted from Gevaers 

2013, 8). 

According to Figure 3, the key stages in a B2C supply chain could be described as 

followed: raw materials are purchased and provided to the manufacturing site, from 

where finished products is transported to the distribution center (DC). The next 

phases of products distributions could be organized in three ways: either through 

traditional chanel such as brick-and-motar retailers, or direct to customers through 

E-marketplace when goods is shipped straight from the DC, or a combination of both, 

when goods can be shipped from both DC and retailer points. The last-mile belongs 

to the last segment of the supply chain, when parcels is packed and ready to ship to 

customer. 

In B2C context, last-mile delivery is defined as “the last stretch of a business-to-

consumer (B2C) parcel. It takes place from the order penetration point (i.e., 

fulfillment centre) to the final consignee’s preferred destination point (e.g., home or 

cluster/collection point), for reception of goods”. (Lim, Jin and Srai 2015,1). This 
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definition indicates the starting and final point of last mile delivery, and the new 

delivery modes (customer/collection points) that differentiate B2C last mile from the 

general freight transportation last mile. When looking into the significance of last-

mile delivery, Wohlrab, Harrington & Srai (2012,p.8) propose another way to define 

it: 

‘Last mile logistics is the last part of a B2C delivery process. It takes place within a 

predefined delivery area (e.g. urban area); including the upstream logistics to the last 

transit point until the destination point of the parcel. It involves a series of activities 

and processes, of critical value to all the involved stakeholders (e.g. Customer, 

Industry and Institution) within the delivery area’. 

The above definition can be considered as a more comprehensive definition for E-

commerce last-mile logistics. It is not only aligned with previous definition but also 

mentioned the components and criticality of last-mile logistics in E-commerce 

industry. Lim et al (2015) shared the same view on the significance of last mile 

logistics, as he considered it is the final portion of order fulfillment that directly 

connects retailers with customers. According to Lee & Whang (2001,1), the last mile 

is what differentiate E-retailer and the ability to fulfill order on time could be the 

“make-or-break” factor for an E-business’s success. From the same perspective, 

Collier and Bienstock (2006,38) claimed that an on-time delivery record could offset 

the possible failure of delivery in the future, as customers would consider it as an 

exception. 

Last-mile delivery modes 

Based on the physical flow of goods and the involvement of stakeholders (consumer, 

sellers and intermediates) in the process, there are 3 models of last-mile delivery 

supply chain: 

(1) Push-centric System: Merchandise is delivered to customers’ address 

by someone other than the customer. From the starting point, which 

could be the manufacturer, inventory or brick-and-mortar stores, it is 

sellers’ responsibilities to fulfill the whole delivery process.  
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(2) Pull-centric System: In contrast to the push-centric system, 

merchandise is picked up from the order fulfillment points by 

customers. Customers bear all responsibilities from picking up to 

delivering the order to the last point desired. 

(3) Hybrid-centric System: Merchandise is sent to some intermediate site 

from which it is picked up by customers. This system requires both 

customer and seller involvement to fulfill the delivery process. (Lim et 

al. 2015.). 

Based on the three categories of last-mile delivery as mentioned above, the different 

last mile delivery options are illustrated in the following Figure 4. 

 

Figure 4: Common last-mile delivery options  

After being packed at the distribution center, shipments could be delivered to 

customers in three modes. The first option is that the parcels are picked up by the 

consumers at the distribution center or the retailer. Another option is that the 

parcels are delivered to customer home address. Attended home delivery is when 

customers are presented to receive the orders In the case customers are not at 

home, orders are dropped at reception box, or the carrier can access a specific area 

of the houses with the use of a remote-control system. Finally, the ordered goods 

can be shipped to a delivery and collection points, where customers could fetch their 

orders from. It could be an automated (unattended) point, namely intelligent lockers, 
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or a service points (attended), where the process of picking up the goods entails 

interaction with the reception staff.  

The diversity of last-mile delivery choices makes the process of choosing the 

appropriate options increasingly difficult. An appropriate solution should consider 

customer satisfactory factors and operational efficiency to maintain cost effective. 

However, last-mile delivery remains one of the most troublesome and inefficient leg 

of the supply chain. In the next section, the prominent last-mile problems are 

analyzed according to available delivery methods. 

Challenges in last mile delivery 

The last mile is considered the most expensive segments in the whole supply chain. 

The last mile cost could account for 13% to 75% of total logistics cost, which includes 

cost of labor, material resources, and operational inefficiency (Gevaers, 2013). 

Operational inefficiency is known to be the primary factors contributed to the high 

cost of last-mile delivery. The most significant attribute to last-mile inefficiency occur 

within attended home deliver method. The constraint of specific time-window for 

delivery and the failure rate of “not-at-home” delivery is inevitably high, making it 

the unfavorable method for E-tailers (Wang et al. 2014). According to an 

investigation by Fernie & Mckinnon (2004), 30% of small packages that delivered to 

customer homes failed at first time. As a result, shipments must be re-arranged, or a 

specific delivery time window should be established to ensure successful delivery. 

However, this will in turn compromise on routing efficiency and flexibility of carrier. 

According to Boyer, Prud’Homme & Chung (2009), the limited time window means 

higher travel distance for the carrier, which is associated with the number of non-

optimal trips that are covered. 

Another great attribute to the cost of last-mile delivery is geographical area and 

market penetration and density. For home delivery, offering narrower time slot 

might satisfy customer desire, yet reduce routing efficiency and shipment-density 

(Agatz et al. 2008).  If there is a low concentration of orders in a residential area, the 

cost of delivery will significantly increase, with the delivery charge remains 

unchanged. If there are massive number of orders in one area, CDPs become the 

most efficient mean of delivery. However, in case there is usually few orders in one 
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area, home delivery is the optimal choice due to high cost of investment in CDPs 

(Wang et al. 2014).  

Environmental issue is another area that raises increasingly concern from consumers. 

Customers expect the E-tailers to provide sustainable method of shipping. However, 

they are not willing to pay a higher charge for a “promoted” environmental- friendly 

delivery method (Gevaers, 2013). The smaller time window for home deliver and the 

low-density problems pose a major challenge for E-tailers to find the balance 

between greener last-mile delivery, operational profitability, and customer desires. 

The last-mile delivery from customers’ perspective 

Cost 

One of the primary factors in customer last-mile delivery decision is cost. In fact, 

customer demand for a faster home delivery with reasonable price is rising. Factors 

used to measure customers’ preference in cost are: delivery charges and extra 

charge for speed delivery or premium delivery options. The correlation between 

handling & shipping fee to customer satisfaction once confirmed in a study by Rao et 

al. (2011a). It showed that a satisfaction with shipping cost is positively related to 

customer overall purchase satisfaction. According to McKinsey survey with 4700+ 

respondents in China, Germany, and the US, 70% of respondents prefer to choose 

the cheapest form of home delivery over same day or instant delivery with higher 

cost (Martin Joerss, Jürgen Schröder, Florian Neuhaus, Christoph Klink & Florian 

Mann, 2016). Generally, Hybrid model of last-mile delivery (LMD) costs less than 

Push Model shipping options. The model helps to reduce the number of direct, failed 

and subsequent return deliveries in the city area (Iwan, Kijewska & Lemke, 2016, 

653). This further reinforces Lee & Whang (2001,1) statement that in the future, e-

businesses that can deliver the goods and services at a reasonable cost will have the 

edge. 

Convenience 

The perceived convenience varies between individuals depending on their needs and 

lifestyles. For example, customers with hectic lives consider the need to present at 

home to wait for the courier, schedule for a re-shipping or pick up shipment from 
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another location the main inconvenience of online shopping deliveries (Xu, Ferrand & 

Roberts, 2008). In the same study by Xu et al. 2008, customers prefer to pick-up the 

parcels by themselves at a collection point than having products delivered 

unattended in their safe boxes. A study by Yuen, Wang, Ng & Wong (2018) suggested 

that customers slight favor collection point over home delivery as it has greater 

compatibility with their schedule. However, the convenience of home delivery 

convenience is undeniable, as it requires no effort from customer to physically come 

and pick up parcels. Therefore, offering a variety of delivery options could enhance 

customer satisfaction while maintain operational effiency.  

On-time delivery 

The on-time delivery is a critical factor, as Reichheld and Schefter (2000) identified 

on-time delivery as one of the key drivers of consumer repurchase and found that 

any failure or delay in delivery can give online consumers a bad impression and result 

in diminished repurchases. Another study by Rao et al.(2011b) also found that delays 

in the delivery of consumer orders have a significant impact on consumers’ future 

purchase patterns. The timeliness of order also acts as a buffer for future delivery 

failures, as customers believe this represents a one-time exception to a normally 

excellent delivery record (Collier & Bienstock, 2006). To minimize the anxiety of 

customers with late delivery, delivery tracking service could be offered by E-tailers. 

(Xu et al. 2008). 

2.4 Collection and delivery point  

The concept of collection and delivery point (CDP) has emerged in recent year as an 

alternative to parcel delivery in last-mile logistics. Collection and delivery points are a 

network of services points where operators pool and deliver their consignees’ 

parcels, and consignees pay, collect and return their parcel (Piplani and Saraswat, 

2012). In this type of delivery mode, customer will co-operate with the seller to 

complete the delivery trip. The process of last-mile collection is depicted by Ring and 

Tigert (2010) in Figure 5: 
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Figure 5: The last-mile collection (Intercept model) 

 

According to Lee and Whang (2001), CDPs is the adoption of two strategies that 

could be used to optimize last-mile delivery: “Leveraged shipments” and “Clicks-and-

mortar”. Leverage shipments is a strategy to consolidate orders in the same 

neighborhood and ship it in a single trip to maximize economical savings. It also 

means assigning orders to carriers, and each carrier delivers goods to his assigned 

area. For “Clicks-and-mortar” strategy, operators utilize a brick-and-mortal stores 

nearby customers’ address to store the goods for customers to collect their parcels.  

The adoption of self-collection services brings numerous advantages that could 

address recent challenges in last-mile delivery. The most obvious advantage of 

collection point is cost reduction. This directly tackles the “not-at-home” issues, 

which results in cost saving opportunity for carriers and retailers by cutting down 

vehicle idling time, and re-shipping travelling time and distance. For example, it is 

estimated that £850 million could be saved if all home deliveries in London were 

successful at first attempt (Francke and Visser, 2015). In another study, Lee and 

Wang (2001) found that the cheaper rate from collection point could be achieved if 

there is a large enough number of orders in one geographical region. Consider the 

urban area where customers make frequent online shopping, collection point could 

be considered as an effective way to adapt the geographical and market penetration 

challenge. 
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From a customer service perspective, another obvious advantage of collection point 

is flexibility. When the goods arrive at collection point, customer will receive a 

notification to pick up the parcels. They are free to collect the goods at their own 

convenient time without waiting at home for parcel delivery. Consequently, it saves 

customers waiting time and opportunity cost caused by waiting. Besides, the long 

opening hour of service points (kiosk, petrol station, intelligent locker, etc) allows 

customers to pick up parcel with a much broader time window. 

From a societal and environmental perspective, CDPs offer distinctive benefits. By 

using CDPs, the negative effect on the environment by failed delivery consequences 

such as re-shipping or self-pick-up travel could be significantly. According to Edwards 

et al. (2010), there is possibility to cut down up to 83% of carbon emission if 

consumers collect their parcels from self-collection facilities as part of their trip  

chain. In the case of product returning, the use of CDPs produces far less emission 

than a trip to a store (Edwards et al. 2010) Additionally, it can reduce urban traffic 

density, parking issues, and improves urban liveability (Chen et al., 2017; Van Duin et 

al., 2016). On the other hand, a study by Liu, Wang & Susilo (2019) revealed that to 

reach the sustainable goal of CDP, the density of CDP and its closeness to customers’ 

address should be increased. Otherwise, the amount of CO2 emission from the 

collection-delivery trips is likely to outweigh the environmental benefit of CDP. 

There are 2 common types of CDP: Unattended and Attended.  

 Unattended: 

Locker points are basically a bank of intelligent lockers where customers can self-

collect their parcels without the presence of staff. Upon the arrival of the parcel, 

customer will receive a PIN code to open his lockers and retrieve the goods. Locker 

points are accessible 24/7, unless they are in facilities with specific opening time.  

 Attended 

Service point (attended) is a concept where parcels are delivered to a post-office or a 

pick up location such as kiosks, supermarket, gas station, etc for customer to pick up. 

The collection from this kind of delivery point requires interaction with staff and 

attendance during opening hour. 
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Each type of CDs has its own pros and cons which are described in Figure 6: 

 

Figure 6: The advantages and disavantages of locker point and service point 

(Weltevreden, 2007a) 

As shown in Figure 5, Service Point appears to be more advantageous compared to 

locker point, as it offered a higher level of security and possibility to make the 

payment when pick up the goods for customers. The fact that there is human 

handling the picking up process enable real-time update between carrier/seller and 

better security level, as customer signature and Identity Document are required for 

order release. On the other hand, locker points provide user with more time 

flexibility and anonymity when collecting the orders. Nevertheless, intelligent locker 

could cause some difficulties for first-time users, as the instructions is not verbally 

communicated. From E-tailers standpoint, attended CDPs usually requires a lower 

investment. However, the relationship between logistics service provider and the 

collections point could be broken as customers don’t buy products from the shop 

when they pick up the orders. Compared to attended CDPs, unattended CDPs have 

higher investment initially, but have a low operation cost, and more “stable” than 

manned stations.  

3 Last-mile delivery in Vietnam 

3.1 Overview of E-commerce in Vietnam 

Among Southeast Asia’s e-commerce markets, Vietnamese market is a notable rising 

star with a B2C e-commerce growth rate of 32%. In 2018, the country’s eCommerce 
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market value reached 2.7$ billion EUR in 2017. In 2019, there is a 52.4% user 

penetration rate, and is expected to hit 55.3% by 2023 (Statista, 2019). The market is 

forecasted to rise with CAGR of 14% during 2017-2020. According to the E-commerce 

industry in Vietnam report by the EU-Vietnam Business network (2018), the key 

driver behind the expected growth of eCommerce in Vietnamese is the high Internet 

penetration rate and a growing population of 100 million by 2020, ranked 3rd in 

SouthEast Asia. The country is considered to have a golden demographic structure 

with 50% of the population is in working age and 36% of people living in the urban 

area, leading to an increasing market penetration and density. According to Vietnam 

Ministry of Industry & Trade, in 2016, Ha Noi and Ho Chi Minh city are the two 

commerce hubs in Vietnam, ranking first and second in B2C transaction index (Bao 

cao Logistics Vietnam, 2017). 

There are two popular platforms of online shopping in Vietnam: Social media 

flatforms (Facebook, Instagram, etc) and E-market places where online vendors 

advertise and sell their products on a third-party platform, which is similar to the 

concept of Amazon. Although the use of social media is dominant in online shopping, 

the high rate of growth in E-commerce websites is changing the shopping habit of 

Vietnamese consumers. In less than 3 years, Vietnam’s B2C e-commerce witnessed 

the growth of many big players such as Shopee, Tiki, Lazada VN, Thegioididong, 

Sendo and Amazon is expected to enter the market soon (E-commerce Industry in 

Vietnam, 2018).  According to KPMG’s international survey: “The truth about online 

consumers” , 18% of Vietnamese consumers have used e-marketplace such as 

Lazada, Tiki, while 10% purchased from the retail shops’ websites, and only 3% used 

the manufacturer or brand’s website. The growing of online retailers offers 

customers opportunities to compare prices and have the best deal online. However, 

it puts E-retailers under severe competition, where the competitive advantage is 

belonged to whom could deliver the state-of-the-art supply chain, allowing 

customers to have a seamless shopping experience.  

3.2  E-commerce last-mile logistics in Vietnam 

The hyper growth in e-Commerce in Vietnam constantly pushes the logistics 

demands beyond the limit. According to a report by Ken research, Vietnam E-
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commerce logistics market value is reported to be EUR 90 million in 2018, and it is 

projected to grow at an annual rate of 42% per year till 2022 (Demand for e-logistics 

in Vietnam projected to boom, 2019). Despite the surge of E-commerce logistics, 

“last-mile logistics” is struggling to move products quickly and effiently across the 

country. Apart from the downside, it creates the urge to develop more efficient and 

economical shipping solution while retaining excellent customer service. 

At the current time, at home Cash-on-delivery (COD) is the dominant mode of last-

mile delivery (E-commerce industry in Vietnam report, 2018). One of the reasons for 

the popularity of COD is the low adoption and usage of digital payment service. In 

Vietnam, cash is the preferred and prevailing mode of payment, which account for 

51% of total payment method (Figure 7). In contrast, according to recent survey by 

Google and Temasek, only one in four internet users in Vietnam makes use of digital 

payment services (E-Conomy SEA, 2018). This is only half of the already low usage 

rate in Southeast Asia region. The preference of COD also reflects customers lack of 

trust for products quality, payment security, unsatisfied delivery,etc, which is rooted 

from an immature market and technological infrastructure. Customers feel more 

comfortable and confident to pay by cash as it’s the most common means of 

payment in Vietnam (Vietnamese prefer offline payment for online shopping, 2018).  

 

Figure 7: Rerent payment methods for E-commerce in Vietnam (Payment & E-
commerce report, 2018) 

In general, there are three main shipping options offered by the leading Vietnam E-

retailers (Lazada, Shoppee, Tiki, etc) with different lead times and shipping fees: 
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- Standard delivery : Standard delivery usually takes 2-3 days in big cities with 

an average charge of 15 000 VND (1$) for an order. For rural erea, it could 

take up to 14 days for the order to arrive. 

- At home free delivery with thred-hold order value: Shipping fee for orders 

with a minimum value would be free of charge. For example, on Lazada, 

shipping fee is free with order value above 150,000 VND ( 6 USD), except for 

bulky/heavy items with subcharge. 

- Same day delivery: Orders would be shipped within 2-3 hours, which is only 

for big cities(Ha Noi and HCM city) with a higher rate. For example, TIKI and 

Lazada offered express delivery with a rate of 30,000 VND to 40,000 VND per 

order. (Source: Tiki, Lazada, Shopee websites) 

While the majority of customers received door-to-door shipment, DHL eCommerce 

has launch more than 100 service points and planned to expand its network 

nationwide to 1000 points at the end of 2018. Similarly, Giaohangnhanh, a last-mile 

delivery start-up planned to roll out 1500 service point by the end of 2018. To 

provide customers with pick-up self service, the two firms cooperated with local 

shops, convenience stores and even coffee shops (E-commerce set for strong 2018, 

2018). Lazada is reported to utilize its transportation hubs across the country to offer 

customer self-pick up service (Calbeto et al., 2017). However, the actual adoption of 

CDPs in practice is insignificant as E-commerce companies haven’t offered an option 

for self-collecting on their website.  

E-retailers considered last-mile logistics as a crucial part in gaining customers’ favor 

and thus started to build a logistics network by using a third-party logistics providers 

(3PL) or develop their own order-fulfillment network. The playground of E-commerce 

3PL includes traditional carriers (state-owned enterprises) such as VN post, EMS, 

Viettel Post and delivery start up (e.g, giaohangnhanh, supership, and 

giaohangtietkiem) and international players (e.g DHL, Grab Express). With the e-

market place model, the 3PL carriers come to pick up shipment at the merchants/ 

suppliers’ site, perform packing, invoicing, and ship it to customers. If the products is 

in stock at the E-tailer warehouse, the delivery time is shorter, as the 3PL carriers 

could pick up the ready-to-ship parcel and ship it at once. Meanwhile, major players 

such as Tiki and Lazada invested in their own fleet, personnel and distribution center 
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which performs order fulfillment in-house. For example, Lazada E-logistics ran one 

sorting center in Hanoi after the first one in Ho Chi Minh city (Demand for e-logistics 

in Vietnam projected to boom, 2019). The proportion of different models of used by 

E-commerce businesses is illustrated in Figure 8: 

 

Figure 8: Model of shipping used by E-commerce businesses in 2016 ( Source: E-

commerce industry in Vietnam report, 2018) 

3.3 Last-mile logistics challenges in Vietnam 

Being the last customer touchpoint, last mile delivery in Vietnam is facing multiple 

mounting challenges to meet the fast growth of the eCommerce market.  

The dominance of COD (Cash-on-delivery) 

Whereas COD naturally fits current Vietnamese everyday life and ultimately win 

customer trust, it hindered last-mile delivery optimization in many ways. On top of 

the list, COD posts a higher cancellation risk, where customers have no liability on 

the placement of an order. It puts E-tailers at a vulnerable position where customer 

might refuse to receive the parcel and pay for it, even when the shipper arrives. The 

collection of cash requires the recipient to physically present to make the payment, 

which means shippers couldn’t leave the parcel in the reception box or at the 
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neighbor's place. With COD, the required coordination between logistic provider and 

customers not only results in cost-incurring operational overhead, but also increases 

the delivery failure rate. COD is also frequently enhanced with “open box” service, 

enabling customer to view the products before the completion of the purchases. This 

further increases the return rate. The high level of uncertainty and risks involved in 

the COD process could lead to a lower profit for the business. In fact, logistic cost in 

eCommerce in Vietnam is very high. Whereas logistic cost as part of eCommerce 

revenue in Vietnam is 30%, it is as low as 15% in India, United State (11.7%), or 12% 

in China. Last-mile delivery cost contributed 28% to the logistic costs (Bao cao 

Logistics Vietnam, 2017). 

Underdevelopment logistics infrastructure  

In Vietnam, lack of diversified means of transport also posed a big challenge. 

Logistics firms primarily use motorbikes and trucks for their delivery services. The 

efficiency of trucks remains low due to the high investment and operational costs. 

The narrow roads and traffic jam in Ha Noi makes compact vehicle such as motorbike 

the ideal vehicle for home delivery in urban area. However, motorbikes are not 

designed for delivery with a low carrying capacity. In fact, motorbike can safely 

handle only 0.25 cubic metres of cargo, lower than the 0.5-0.6 cubic metres of an e-

bicycle and 1 cubic metre of an electrical three-wheeler vehicle ( E-commerce 

requires logistics reboot, 2018). Moreover, the amount of carbon dioxide emission 

that each motorbike discharges is higher compared to the aforementioned 

alternative mean of transports. For example, motorbikes emiss on average 2.27 kg of 

CO2 per 45 kilometres, wheareas the index is 0.238 for e-bicycle and 0.743 kg for 

electric three-wheel vehical (ibid). Those alternatives are not part of the logistic 

infrastructure in Vietnam yet despite being environmentally friendlier and more 

efficient. An investment in alternative transportation infrastructure would reduce the  

traffic and environment pressure on urban transportation system, while enabling a 

bigger shipment density.  

Firstly, low application of technology contributes to the high cost of last-mile delivery 

in Vietnam. As the supply chain is heavily depends on human labour, logistic 

providers struggle to leverage warehouse automation in especially in sorting and 

fulfillment phases (Bao cao Logistics Vietnam, 2017). Low level of automation means 
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more costly human errors and incurs high labour cost. This presents a vital 

bottleneck to scale the infrastructure in the face of rapid eCommerce growth. At the 

current time, Lazada E-Logistics claimed to be the first E-commerce company to 

employ an auto-sorting system which utilizes robots to sort its parcel. The ultilization 

of this innovation helps Lazada to significantly reduce its in-house order process, with 

the capacity of 10,000 parcels per hour (E-commerce requires logistics reboot, 2018).  

Another challenges concerning the technology infrastructure is a low usage of an IT 

system to control the whole order processing chain. Customers are not updated with 

their real-time order dispatching, results in a loss in trust and satisfaction. For 

company that count on 3PL to handle last mile delivery, having a common order 

management platform is indispensible for order visibility. As previously pointed out, 

the last-mile delivery in Vietnam is mainly conducted by an enormous number of  

individual shippers, which makes it more difficult to equip each shipper with a 

tracking device and compatible software. This require enormous investment from 

both parties whereas the two most common 3PL services available have its own 

limitation regarding logistics infrastructure.For traditional 3PL such as Vietnam Post, 

despite its the expansive network and fleet capacity, the company is in short of IT 

implementation. On the other hands, start-up delivery firms such as Giaohangnhanh 

are owning a well-developed and easily synchronized IT system, yet having 

difficulties in expand its coverage outside big cities(Calbeto et al., 2017).  

 

3  Factors influence customers’ intention towards self-service 

technologies trial 

Customers’ intention is the plan whether to adopt an innovation, a new service or a 

product, while customers’ readiness is a condition or state in which customer is 

prepared and likely to use an innovation for the first time (Yuen et al. 2018, 3;  Meu-

ter et al, 2005, 64.). In fact, the adoption of self-service technologies (SST) from 

customers’ perspective has been investigated in numerous studies. These empirical 

studies focused on finding different factors potentially mediate the SST trial. In the 

scope of this thesis, the authors focused on examining the two most common and 
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influential SST adoption models: the Diffusion of Innovation (Roger, 2003) and the 

Technology Acceptance model by Davis, Bagozzi and Warshaw (1989). 

Firstly, according to the Diffusion of Innovation Theory (DIT) (Rogers, 2003), there are 

5 attributes that affects consumers’ perception of SST: relative advantage, 

compatibility, complexity, trialability, observability. Those attributes are defined as 

follow: 

                 •Relative Advantage: the degree to which an innovation is perceived as be-

ing better than its precursor. In this case, it presents whether customers consider 

CLPs as a better alternative than home delivery or other delivery modes based on its 

nature. Relative advantage is considered to have a pos-itive impact on the adoption 

of SST. 

                    • Compatibility: the degree to which an innovation is perceived as being 

con-sistent with the sociocultural values, lifestyle, and past experiences of potential 

adopters. For example, a person may consider CDPs to have relative advantage due 

to its cost saving value, but not compatible with the way they would like to receive 

his parcel, as they prefer to interact with carrier rather than staff at the convenience 

store. 

                    • Complexity: the degree to which an innovation is perceived as being 

diffi-cult to use. This is related to whether customer feels that the new self-collect 

process is burdensome or easy to use. Some people might find the process of 

checking in the system, scanning barcode or filling the infor-mation to retrieve the 

parcel requires the extra effort that they’re not will-ing to take. 

                    • Trialability: the degree to which an innovation may be experimented 

with on a limited basis. Rogers (2003) argues that the higher possibility that 

customers can try SST without considerable hassle, the more likely they can 

understand and attach a meaning to it.  

                     • Observability: The degree to which the results of an innovation are 

observ-able to others. Regarding CDPs, it means whether the self-collection process 

could be easily learned by observing and communicating others. If users could 

observe the benefit of using CDPs, they have a higher tendency to adopt this service. 
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The effect of five innovation attributes to consumers’ adoption of SST was experi-

mented in several researches. In a study to investigate the customers’ intention to 

use self-collection services by Yuen et al. (2017), relative advantage and compatibil-

ity were found to have the highest significant level on customers’ intention. On the 

other hand, complexity, trialability and observability did not show a high mediat-ing 

impact. Using the theory of innovation diffusion, Meuter at al. (2005) conducted a 

study on the adoption of automated prescription refill system, which could be 

conducted via an interactive voice response telephone system (IVR) or the Internet. 

The results of this study indicated a consistent positive effect of relative advantage 

and compatibility on customers’ intention. Nevertheless, complexity shows a neg-

ative influence only on Internet-based options. Trialability and Observability do not 

generate any significant predicting properties on both options. In addition to 5 

attributes recommended by Rogers, other innovation attributes such as perceived 

risk, security, reliability, performance and control, which represents the level of 

uncertainty related to the use of SST were included in different studies (Lawlor, Kelly 

& Mulvey, 2011). Since reliability issues has been one of the main concern are-as of 

online shopping, it’s worth to take risk factors into account when considering 

customers’ adoption. The level of risk is associated with the concern about system 

accuracy, reliability, and the ability to recover its failure (Jasmand, 2006).  In the 

context of CDPs in Vietnam, perceived risks could be associated with the reliability 

level of the advance payment and the ease of product return and examination.  

In 1989, Davis, Bagozzi and Warshaw developed another model to assess the cus-

tomers’ intention to try SSTs, which is the Technology Acceptance Model (TAM). This 

model included two primary attributes which are perceived usefulness and perceived 

ease of use. Perceived usefulness is “the degree to which an individual believes that 

using a particular system would enhance his or her job performance”. Perceived Ease 

of use is “the degree to which an individual believes that using a particular system 

would be free of physical and mental effort”. (Davis, 1989, 320). The perceived 

usefulness and ease of use are believed to form an attitude towards using the 

system, followed by the behavioral intention to use it, which leads to the actual use 

eventually. Other external variables such as demographics, personal traits and 

technology attributes are the antecedent predictors that affects perceived usefulness 
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and perceived ease of use (Davis et al., 1989).  The model of TAM is illustrated in 

Figure 9. In general, TAM has been widely applied in researches focusing on diverse 

technologies and users proved to be a scientifically robust model (Venkatesh, Morris, 

Davis, & Davis, 2003; Gefen, Karahanna and  Straub,  2003).  

   

 

Figure 9: Key predictors of Customer Trial of Self Collection Service 

From the above definition, those are quite similar to the relative advantage and 

complexity that mentioned in Roger’s theory. David decided to put a different 

terminology for his factors, as relative advantages could be perceived as a general-

ized term where all advantages related to the technology itself are measured. 

However, his term suffered from the same problems as being broadly understood 

(Moore and Benbasat, 2001). From the definition of the two variables, one person 

considers one service as more advantageous compared to its precursor only when 

it’s likely to improve his/her performance, or experience. Venkatesh et al. (2003) 

suggested that the perceived usefulness, extrinsic motivation and relative advantage 

could be grouped under a construct named “performance expectancy”. Similarly, 

through its definition, the perceived ease of use could be understood as the opposite 

of complexity (Lee, Lee and Eastwood, 2003). In his study, Venkatesh et al. (2003) 

consolidated the two variables under a name called “effort expectancy”. 

However, (Roger, 2003) suggested that the five attributes might not always be the 

five most important perceived characteristics for a particular set of respondents. 

Therefore, some refinement from the original instrument is needed to adapt the 

model to the circumstance of Vietnam e-commerce and to maintain the survey to a 

desired length. Firstly, since self-collection is relatively simple compared to other 

form of self-service technology, observability could be insignificant to the decision-
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making process. Moreover, customers might not feel comfortable with observing 

others while they picked up their parcel. Secondly, as collection from a CDP is not 

available as a delivery option in many e-commerce sites, there is a low possibility 

that trial is possible, hence Trialability is not a relevant factor in this case. Finally, 

trust issue is an area worth mentioning with online shopping in Vietnam, which could 

result in a high uncertainty level regarding this new form of delivery. Therefore, 

perceived risks would be added as another factor.  

Survey design 

To develop the survey questions, a pool of items is chosen to represent each char-

acteristic that were selected: (1) Relative Advantage, (2) Compatibility, (3) Perceived 

Ease of Use, (4) Perceived Risk, (5) Intention. Each variable would be measured by 

Likert scale from one to five with: (1) Completely disagree, (2) Disagree, (3) Neutral, 

(4) Agree, (5) Completely Agree. Questions about the customer online shopping 

frequency, common delivery mode and current issues with home delivery were also 

included to gain insights into the customer preferences and concerns. Besides, a brief 

introduction on collection points concept and process is provided at the beginning of 

the survey to ensure respondent have the adequate knowledge about the topic 

beforehand. The questionnaire also included questions about age and occupations to 

maintain the generalization of the test. The details of the survey could be seen from 

Appendix 1. 

4 Results 

4.1  Results from the survey 

In total, the survey received in total 107 valid responses, of which 28% are male and 

72% are female. The distribution of respondents’ occupations is displayed in Figure 

10. The age profile ranges from bellow 20 to above 50 years old. The largest age 

group is 20 to 35 years old with 65% respondents, while the number of age group 35-

50 and below 20 respectively account for around 18.3% and 13.8% of total 

responses. In general, the variety of occupations and age group ensures that the 
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measurement items are reliable and could be analyzed to achieve the main aim of 

the thesis. 

  

Figure 10: Distribution of respondents' professionals 

Customers are also asked for the delivery method that they’re currently using or had 

used in the past. As predicted, Cash-on-delivery (COD) is the dominant delivery 

choice with the largest share of response (90%), followed by Click-and-collect with 

38.5% of the respondents. Surprisingly, Pickup parcels at post office and delivery was 

the delivery choice of delivery for 28% respondents.  

From this point, the common problems for COD delivery are examined. Aligning with 

previous research on the challenges of at home delivery, 64.7% of customers chose 

“not-at-home” as the most frequent issues they encountered. Followed closely is 

“have to wait for shipper” (64.2%), and lack of order tracking information and high 

delivery charge with 40% of responses. As previously stated, not-at-home remains 

the biggest problems with attended home delivery, customer experienced 

inconvenience with the narrow time window. With this fact, we can confirm that 

customer has a high demand for order visibility and more reasonable shipping fee.  

 Based on the common problems that customers reported to encounter, we will have 

a deeper look at customers’ perceived characteristics of CDPs. 

Relative advantage 
Strongly 
Disagree Disagree Neutral Agree 

Strongly 
Agree Mean SD 

I think CDPs are advanta-
geous  4% 2% 28% 28% 38% 3.95 1.04 

3.74%
14.02%

23.36%

1.87%

57.01%

Distribution of Professionals

Frelancer

Private companies employees

Public service employees

Self-employed

Student
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I can pick up my order at 
the time which is conven-
ient for me 3% 5% 9% 32% 51% 4.24 0.99 

I have better visibility of my 
order 2% 6% 28% 33% 32% 3.87 0.99 

It’s a more environmental 
friendly option  3% 6% 15% 33% 44% 4.09 1.03 

It improves my overall de-
livery experience 3% 5% 25% 29% 38% 3.95 1.04 

 

Table 1: Relative Advantage measurement 

 

From Table 1, it is clear that all items received a relatively high score, especially 

“convenience” and “ environmental friendly” factors. This suggests that these two 

factors could be the main areas that CDPs are more advantageous than home 

delivery. However, the visibility of order received the least score, although by using 

CDPs, customers could know exactly when their products arrive, instead of waiting 

for a call from shipper. This could be explained by the unclear of CDPs process to 

customers or this advantage is not obvious to them. In general, with a score ranging 

from 3.9 to 4.24, customers have a positive perception on the benefit of CDPs. A 

mean score of 3.94 is achieved by Compatibility, which is slightly lower than Relative 

Advantage, yet considered widely accepted by customers. The reason might be, they 

are not usually at home (fits with their lifestyle), or they have the need for a greener 

delivery options (fits with their needs). In general, a high score in Relative Advantage 

and Compatibility could increase the likelihood of customers trying the self-collection 

services. 

Another area that worth mentioning is Perceived Risk, with the results are present-

ed in Table 2. 

Perceived Risk 
Strongly 
Disagree Disagree Neutral Agree 

Strongly 
Agree Mean SD 

I'm concerned about pay-
ing online before receiving 
orders 9% 12% 31% 24% 23% 3.40 1.23 

I can have difficulty in re-
turning the parcel 7% 4% 30% 26% 34% 3.77 1.15 

I can't open the package 
and check my order at the 
spot 5% 6% 35% 23% 32% 3.72 1.11 
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I spent more time travelling 
to CDPs than waiting at 
home 12% 10% 28% 26% 23% 3.38 1.28 

 

Table 2: Preceived Risk measurement 

 

As indicated in Table 2, more than half of the respondents considered returning and 

checking the order as their self-collecting delivery concerns The data also shows that 

there is a tendency that customers are concerned about product returning (3.4) and 

the quality of delivered goods (3.72). It is surprising that viewing the products at the 

spot as the main area of concern for customer, while the score for paying online is 

lower than other factors. In general, customers are quite neutral on these answers, 

compared to other components.  

Ease of use is another factor that has negative effect on customers’ intention to use 

CDPs. The more difficult to learn and use the service, the less likely customers will try 

it. For perceived Ease of use, it is observed that the mean values of each item failed 

between the range of 3.5 to 4.2 ( Table 3).  Nearly 40% of the respondents consid-

ered the steps to receive their parcels from a collection point is unclear. On the other 

hand, it is believed to be easily learned (Mean=4.25) and used (Mean=3.99). About 

the effort involved in using this form of delivery, the result is relatively neutral with 

mean score of 3.49 and standard deviation of 1.19. 

Ease of use 

Strongly 
Disa-
gree 

Disa-
gree 

Neu-
tral Agree 

Strongly 
Agree Mean SD 

I find the steps to receive 
my parcel at the pick-up 
point is clear 3% 7% 29% 33% 29% 3.79 1.02 

I believe I can learn how to 
use CDPs easily  2% 2% 12% 37% 47% 4.25 0.88 

It takes less effort for me 
to use CDPs 7% 14% 28% 27% 24% 3.49 1.19 

I am fully capable of using 
the CDPs 2% 3% 21% 42% 32% 3.99 0.90 

 

Table 3: Perceived Ease of use measurement 
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Last but not least, customers are asked about their intention to use CDPs in the 

future: 

Intention to use CDPs 
Strongly 
Disagree Disagree Neutral Agree 

Strongly 
Agree Mean SD 

I will look for more infor-
mation about CDPs 1% 4% 21% 39% 35% 4.03 0.89 

I will try using CDPs in the 
future 1% 3% 18% 38% 40% 4.14 0.87 

This is my favorite mode of 
delivery 3% 16% 42% 17% 22% 3.40 1.08 

I will recommend using 
CDPs to my friend and 
family 2% 7% 33% 28% 30% 3.77 1.02 

 

Table 4: Customers' intention to use CDP 

 

In general, the response revealed great customers’ willingness to know more about 

this mode of delivery and adopt it in the future. The mean score (4.14) for item ” I 

will try using CDPs in the future” shows that most people are interested in trying this 

delivery mode, while 33% they are neutral on recommend using CDPs to their friends 

and family. However, it remains unclear whether customers would choose CDPs over 

other modes of delivery, as 42% customers are neutral on item ”This is my favorite 

mode of delivery”.   

Reliability of the test 

To test the reliability of the questionnaire, a Cronbach’s alpha was run on the results 

of the questionnaire on SPSS (Statistical Package for the Social Sciences). Cronbach’s 

Alpha was developed by Lee Cronbach in 1951 to measure the internal consistency 

and the reliability of a test. Internal consistency is defined as the degree to which all 

item in test measure the same concept or construct. The acceptable range for 

Cronbach’s Alpha is from 0.70 to 0.95, and the higher the value is, the more inter-

related the items are (Tavakol & Dennick, 2011). A reliability test was executed on 

the questionnaire which comprises in total 20 items. The Cronbach’s Alpha received 

is α =0.890 (table 5), which indicated a high level of reliability or correlation between 
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items in the test. This showed that the model is adequately fit and could be reliable 

to analysed further. 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on Standard-

ized Items 

N of Items 

0.890 0.901                                                           20 

 

Table 5: Survey Reliability Statistics 

 

Next, to assess the influence of different construct on customer’s intention to use 

CDP, a Spearman correlation was computed. Table 6 presents the result of the 

calculation as follow: 

Correlations 
 IN RA CP CX PR 

IN Pearson Correlation 1 .605** .462** .511** .065 

Sig. (2-tailed)  .000 .000 .000 .503 

N 107 107 107 107 107 

RA Pearson Correlation .605** 1 .744** .711** .238* 

Sig. (2-tailed) .000  .000 .000 .013 

N 107 107 107 107 107 

CP Pearson Correlation .462** .744** 1 .650** .152 

Sig. (2-tailed) .000 .000  .000 .119 

N 107 107 107 107 107 

EA Pearson Correlation .511** .711** .650** 1 .321** 

Sig. (2-tailed) .000 .000 .000  .001 

N 107 107 107 107 107 

PR Pearson Correlation .065 .238* .152 .321** 1 

Sig. (2-tailed) .503 .013 .119 .001  

N 107 107 107 107 107 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Table 6: Correlation between constructs and intention to use CDP 
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The correlational revealed that almost all constructs have a correlational relationship 

with intention factors except for Perceived Risk (r=0.065). On the other hand, each 

construct exerts a different level of influence on the customer. According to Mukaka 

(2012), a closer the correlation coefficient to one, the higher correlation between 

two variables.  

It is not surprising that Relative Advantage is the most significant factor influencing 

on the customers’ intention. The correlation coefficient value of 0.65 and the Sig. (2-

tailed) value <0.05 indicated that there is a strong, positive correlation between 

Relative Advantage and customers’ intention to use CDPs. The results suggested that 

the higher level of relative advantage perceived by the consumer, the more likely 

they are to adopt this service.  This result is in line with the hypothesis in the 

Diffusion of Innovation theory. Only when customers are aware of the advantage 

that the CDPs offers compared to home delivery, they could decide to use it or not. 

 In addition, the analysis data showed that Compatibility (r=0.462; p<0.01; n=107) 

and Perceived Ease of use (r= 0.511; p<0.01; n=107) also have a positive correlation 

with customer intention. The influence of those factors is slightly lower than Relative 

advantage. However, their relationship with customers’ intention is still considered  

relatively strong. For Perceived Risks, the results suggested that there is a weak 

correlation between the factor and customers’ intention. 

4.2  Results from individual interviews  

A semi-structured interviews were conducted with three interviewees to elaborate 

on their choices in the questionnaire. All interview respondents usually shop online 

at least 1-2 times a month with home delivery as the primary delivery option and 

haven’t tried the Collection and Delivery points service.  

The respondents identified the three major weaknesses of home delivery which are: 

Shipping charge, Not-at-home when the shipper arrives and communication issues 

with the shippers. One of the respondents said: ” The shipping charges is expensive if 

the distance from my home to the shops is far and the value of order is small. And 

sometimes I missed the shippers’ phone call and he had left the time I called back”. 

This case is also evident in the following answer: 
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”Many times the shipper arrived later than the time I had agreed with him and I had 

to count on my neighbors to receive my parcel. Besides, my home address is not 

clearly directed on Google Map, so I got to navigate the shipper to my house.” 

”The shippers possibly called in inapproximately time, for example during my 

working time, so I couldn’t pick up.” 

In addition, the interview revealed other inconveniences customers encountered 

when experience home delivery such as the unpleasant attitude of the shipper as 

they must wait for a while or come back again, or the lack of visibility of the order. All 

three interviewees had positive opinion about the trial of CDPs. Similar to what were 

found in the survey, they mostly argreed on the flexibility and time-wise con-

venience that it could offer. For the person who has a nine-to-five job, they could 

collect the parcel at the suitable time frame, and know exactly when they can pick it 

up. Another benefit which is acknowleded by three interviewees is the carbon 

emission offset when utilize CDPs.To further assess other element contributed to the 

intention of using CDPS, interviewees was asked about their concerns toward this 

alternative. The majority of participants claimed that they are worried about the 

reliability and liability of the involving parties.  

“What if my parcel is given to a wrong person, how can the collection points manage 

the information of the receiver?” 

 “What if the products are faulty and I would like to return it? Do I have to go to the 

re-turn it by myself and how could I receive the refund?” 

Further, they emphasized that they are not much concerned with paying in ad-vance 

if the vendor is qualified and positively feedbacked. However, they could en-counter 

some difficulties when paying online as the website might decline their payment 

method. Interviewees also mentions that the distance to the delivery points 

shouldn’t be too far from their residence area. If it takes more than 15 minutes 

walking from their houses, they would use their motorbikes to get there, which 

perhaps offset the environmental benefit of using CDPs.  

Lastly, the interviewees were asked to choose between home delivery and CDPs. 

Although they acknowledge the advantage of CDPs and are willing to try it, they 
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praised the convenience of home delivery. This is revealing in the following answer of 

one responder: “I preferred to sit at home and have my parcel delivered to the front 

door. However, I could choose CDPs over home delivery if it’s offered for free”. She 

also stated that CDPs is more advantageous for the operator than the consumers, as 

they had customers to do “half of the work”. In contrast, responders who are 

younger and have a busier lifestyle are more willing to prioritize CDPs for its 

independency: “I hate the stress of waiting on the phone and having no idea when 

my parcel will arrive. If it’s delivered to a CDP, I could pick up the parcel after I finish 

at work.” 

5  Discussion 

The research was successfully covered the proposed research questions proposed in 

chapter 1.2.    

Research Question 1 

What are the key factors influencing E-consumers’ intention to use collection and 

delivery point for last-mile delivery? 

It is not surprising that Relative Advantage is the most significant factor influencing  

customers’ intention. Relative Advantage is not only a key factor that influences 

customers’ intention, but also a mediating factor on Compatability and Ease of Use.  

The influence of factors such as Compatability and Perceived Ease of use on 

customer intention is slightly lower than Relative advantage. However, since those 

have strong correlation with Relative Advantage, which in turn affects customers’ 

intention, it shouldn’t be taken lightly. Its low impact could be due to the different 

lifestyle in Ha Noi, as people don’t go to the supermarket daily to get refreshments 

or basic items, but rather get those at the convenient store or self-owned grocery. 

Consequently, it could be less likely that a trip to pick-up parcels could be combined 

with a shopping trip.  It’s important to note that compatibility is different among 

individual due to different ages, occupations, needs and changed throughout times. 

For example, an older person could have more difficulty in adopting  a new form of 

service compared to a younger, more tech-savvy person. Customer could recognize 

the benefits of CDPs, yet did not consider it as the relative advantage for him or her. 
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For Perceived Ease of use, the correlation is less significant, since the concept of CDP 

is relatively simple compared to other self-service technologies. The process of 

collecting parcels from CDP just usually involves interacting with the staff members, 

thus customers could ask for help from the staff if they face any difficulty during the 

process. The process is believed to easily learned, which lessen the effect of 

Perceived Ease of Use on customers’ decision.   However, there is a strong 

correlation between Compatibility, Relative Advantage and Ease of use. The results 

suggested that customers have the tendency to consider CDPs as an advantageous 

mean of delivery when that advantage are aligned with their lifestyle, past 

experience, and needs. Likewise, the perceived ease of use has a positive influence 

on customers’ perceived advantage of CDPs. Given that it is simple and doesn’t take 

a lot of effort to do the self-service pick up could be considered as an advantage.  

For Perceived Risks, the results suggested that there is a weak correlation between 

the factor and customers’ intention. This could be explained as this form of delivery 

is relatively new, customers are quite unsure about what could go wrong. Hence, 

their opinions about it are relatively neutral. Contradict to the correlation analysis, 

the individual interviews revealed customers’ concern about the reliability, product 

return and payment method have a huge influence on their overall shopping 

experience. For customers, the perceived risk might associate with the E-tailers 

capacity rather than the use of CDP itself. With home delivery, customers are often 

asked to check their parcel when they receive it to confirm it’s their orders, and they 

could return the products directly via shippers and receive the refund on hand. This 

could be the disadvantage of collection and delivery point since customer must 

return the product by themselves and could not check the parcel before signing. 

However, customer could be assured if they believe the vendors are reliable and 

receive clear instructions from involving parties such as the online vendors or the 

shop assistants.  

Research question 2: 

What are the main challenges and existing solutions for last-mile delivery in 

Vietnam? 
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The last-mile delivery in Vietnam is still in its infancy with lack of diversity in shipping 

options and the underdevelopment of transportation and IT infrastructure. The 

strong tendency of customers toward COD delivery causing by the lack of trust and 

compatable payment method is a barrier to leverage E-commerce logistics.  The 

prevalance of COD could build customer trust at the first place, yet post major 

challenges for stakeholders to satisfy customers demand while retaining operational 

efficiency. CDPs could be the alternative that both satisfy customers demand while 

cutting down delivery cost for E-commerce companies. The concentrated poplulation 

and the surge of small shops and convenient stores in Ha Noi make an ideal 

environment to employ CDPs. Eventhough the use of CDPs remains in its 

experimental phase, it has great potential to be a key solutions for the current 

logistics challenges. Besides, E-commerce businesses are in the initial phase of 

integrating new technologies and innovation to tackle those main challenges, such as 

automatic sorting and order tracking system, which leaves a huge room for 

improvement.  

Research question 3:  

What should E-tailers and logistics companies pay more intention to in order to 

sucessfully implement collection and delivery points? 

Based on the survey analysis, there are actions could be taken by relevant 

stakeholders to increase the adoption rate on CDPs. Obviously, to raise the likelihood 

of customers trying CDP, the Relative Advantage is an area that relevant stakeholders 

should pay attention to. The idea is to communicate the benefits of CDPs to 

customers based on the Perceived Relative Advantage, as a benefit recognized by 

service providers is not necessarily a benefit acknowledged by customers. For 

example, some customers considered CDPs as a more flexible and environmental-

friendly options compared to home delivery rather than an convenient and 

economical option. To boost customers motivation, firms could highlight the 

potential of cutting down carbon emission and waiting time at home. At last, the 

advantage of CDPs should be tangible to customers instead of solely invisible on 

different medias. To provide added extrinsic motivation for customer to try CDPs, 

incentive on shipping fee for who uses CDPs could be applied. Meanwhile, the price 

for home delivery could be risen. Price is considered to have a major impact on 
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customers’ decisions to try CDPs for the first time, as reported in the interviews. The 

first trial would provide customers the clarification on CDPs process and its benefits, 

thus increase the possibility that customer would choose it again. Considering 

customers’ compatibility, firms should offered customer more choices of shipping 

options, and more locations of pick-up points compared to three main shipping 

modes available at the moment. Therefore, customer could choose the most suitable 

mode of delivery depending on their needs at the time. 

Since CDPs is a new form of delivery, it’s the E-tailers’ responsibility to educate 

customers on the procedure of receiving/returning parcels and have clear 

instructions at the service points. To increase the Ease of use, another aspect should 

be taken into account is the location of CDPs, as convenience chain and self-own 

kiosk are closer to residential area and often intersect in daily shopping for 

customers. At the moment, convenient stores and mini supermarket is considered to 

dominate the local retail market in Vietnam. By 2020, Ha Noi targets too have 1000 

more convenience store, in addition to the existing retail network that is available in 

almost every residential area (Vietnam to see strong development of convenience 

stores, 2019).  To take advantage of the upcoming trend, the service providers 

should establish a close relationship with those retail businesses to facilitate a real-

time system to update parcels and customer information. In addition, to reduce the 

Perceived Risk, the payment method should be taken into consideration. As COD is 

the most popular form of payment method at the current time, the option to pay at 

the CDP could be offered to reduce customers’ uncertainty when purchase online. 

Having COD payment at the CDPs is not enough, the e-payment must be improved to 

reduce the risk concerning with paying after the goods is delivered. E-tailers should 

consider to cooperate with banking companies to develop an integrating E-payment 

system. 

6 Conclusion 

The first question concerns the key factors that effects on customers’ intention to 

use CDPs. Based on the Innovation Diffusion Theory and Technology Acceptance 

Model,  four leading factors were choosen to represent customers’ intention, which 

are: Relative Advantage, Compatability, Perceived Ease of Use, and Perceived Risk. It 
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is found that Relative Advantage ranked first among attributes that influence 

customer willingness to try self collecting service. The more benefits customers see 

CDPs have, the more likely they are willing to take part in the self-pickup process.The 

effect of Compatability and Perceive Ease of use is in moderate. However, these 

factors were found to have strong correlation with Relative Advantage. It is 

noteworthy to note that their effect might be less significant since there is so much 

interindividual difference and external variation in term of compatability. On the 

other hand, Perceived Risk shows no significant correlation with customer likelihood 

to try CDPs.  

The study also provided an overview of last-mile logistics E-commerce in Vietnam. 

The dominance of COD delivery method and lack of logistics infrastructure were 

identified as the main hindrances for an efficient and responsive last-mile delivery. 

The process of last-mile delivery depends to a great extent on humans involvement, 

which further increases the level of uncertainty and risks associate with COD. 

Although E-commerce companies are making huge investment on order fullfilling 

facilties, transportation fleet and IT infrastructure, they have a long way to meet up 

with the surging demand of E-commerce in Vietnam. 

Finally, this study provided recommendations for E-tailers to enhance customers’ 

willingness to adopt CDPs. Since Relative Advantage is the most influential factors on 

CDPs trial, it is important for the customers to fully understand the advantage and 

process of it. Clear instruction, friendly support, customer-targeted marketing would 

be helpful in clarify customers perception on CDPs. Additionally, the integration of 

COD payment at the service points could lower customers anxiety when going out of 

their habits. Also, company should offer a wide range of delivery options for 

customer to choose the most suitable one at the time. With CDPs, various choices of 

pick-up locations has a positive effect on customer’s desire to try the service. 

Although the study was successful in provide partitial explaination for the laid out 

questions, certain limitation need to be considered. With a relative small sample of 

106 respondents, the results of the study would be limited to residents in Hanoi and 

thus might not applicable for Vietnamese customers in general. Secondly, although 

there is general introduction on the concept of CDPs, participants might not fully 

understand the concept or misunderstand the item meaning. Another disadvantage 



41 
 

 

from online questionnair is unreliable or careless response due to the length of the 

survey. Therefore, futher research could focus on improving the sample size to 

achieve a better understanding of the population. 
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Appendices 

Appendix 1. Survey Questions 

Part I. General info 

1. What is your gender? 

a. Female 

b. Male 

2. What is your age? 

a. Below 20 

b. From 20 to 35 

c. From 35 to 50 

d. Above 50 

3. What is your current occupation? 

a. Student 

b. Public service employee 

c. Private organization employee 

d. Self-employed 

e. Freelancer 

4. What is your online shopping frequency 

a. 1 or 2 times per month 

b. 3 to 5 times per month 

c. More than 5 times per month 

d. I don’t usually shop online 

5. What are the delivery modes you usually choose? 

a. COD (Cash-on-delivery) 

b. Order online and pick-up online at the store 

c. Pick-up orders at the post office or service point 

6. What problems you usually encounter with home delivery? 

a. Waiting for shipper at home 

b. Not-at-home when order arrived 

c. Lack of order visibility  



48 
 

 

 Factors Strongly 

Disa-
gree 

(1) 

Disa-
gree 

(2) 

Neither 
Agree 
nor dis-
agree 

(3) 

Agree 

(4) 

Strongly 
Agree 
(5) 

 Relative Advantage       

1 I think CDPs are advan-
tageous  

     

2  I can pick up my order at 
the time which is con-
venient for me 

     

3 It improves my overall 
delivery experience 

     

4 I have better visibility of 
my order 

     

5 It’s a more environmen-
tal friendly option (par-
cel consolidation, re-
duce re-shipping trip) 

     

 Compatibility      

6 CDPs fits my lifestyle  

(not at home regularly, 
value home privacy) 
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7 It fits my needs      

8 It’s the way I like to re-
ceive my parcel 

     

 Ease of use      

9 I find the process to re-
ceive my parcel at the 
pick-up point is clear 

     

10 I believe I can learn how 
to use CDPs easily 

     

11 It takes a less effort for 
me to CDPs 

     

12 I am fully capable of us-
ing the CDPs 

     

 Perceived Risk      

13 I'm concerned about 
paying online before re-
ceiving orders 

     

14 I can have difficulty in 
returning the parcel 

     

15 I can't open the package 
and check my order at 
the spot 
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16 I spent more time trav-
elling to CDPs than wait-
ing at home 

     

 Intention to use CDPs      

17 I will look for more in-
formation about CDPs 

     

18 I will try using it in the 
future 

     

19 This is my favorite mode 
of delivery 

     

20 I will recommend CDPs 
to my friend and rela-
tives 

     

Questions are adapted from Yuen et al. 2018 and Matthew et al. 2005 

 

 

Appendix 2           Interview questions  

1. Do you shop online frequently? 

2. What is the mode of delivery that you usually use? Have you ever heard of 

Collection and Delivery Point Service 

3. Have you experienced any inconvenience or problems with the current 

delivery modes? If yes, what is it? 

4. Are you clear about the use of CDPs? What are your main concern or unclear 

points towards it? 

5. Do you prefer CDPs over home delivery? Why/ Why not? 
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6. What do you think is the main benefits of CDPs? 

7. What could make you choose CDPs over home delivery? 

 

 

 


