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Abstract

The global extension of the Internet resulted in E-commerce that has transformed the
traditional method of purchasing into a new one - online purchasing. To reach the in-
crease in demand of e-Commerce customers, many related services, not excluding
logistics have progressed. To address the research question: "What is the ongoing sit-
uation and future prospect of E-Logistics service in Vietham?” This thesis uses a
deductive technique to study both qualitative and quantitative data.

The thesis' theoretical section covers the concepts of e-commerce and e-commerce
logistics (e-logistics) services. Secondary data is gathered and examined from
published publications, market reports, and certified sources on the internet to provide a
general overview of the thesis's objectives.

The SWOT analysis is applied to figure out the Strength, Weakness, Opportunity, and
Challenge of E-logistics to describe its ongoing status and predict upcoming trends.

The empirical portion, on the other hand, offers an empirical analysis of Vietham E-
commerce consumers (both seller and buyer) to determine which logistics companies
provide the most trusted and used e-logistics. Also, the survey results are linked to
answering partly the present and future status of logistics distribution problems for E-
commerce in Vietnam, or, to put it another way of e-logistics. The author creates an
online survey and sends it to several categories of prospective Vietnamese e-
Commerce users.

Since it arrived, the Vietnam e-logistics business has had the most rapid growth. The e-
logistics service is majorly chosen by the Viethamese market's demands providing con-
sistent delivery throughout a countrywide network. However, its disadvantages include
a lack of infrastructure, a disproportionate distribution of essential goods, and ways of
paying. The biggest difficulty for the sector is the gap between customer aspirations
and market immaturity. The thesis concludes with recommendations for future study
after examining the benefits and drawbacks of E-logistics in Vietnam's e-commerce
(using both SWOT analysis and a survey).
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1 Introduction

The essay is written to provide readers with an overview of the thesis topic. The research
background, thesis goals, research questions, scope and limitations, research methods,

data collection, and theoretical framework are all described here.

Ecommerce logistics is the most recent great engine of improvement in logistics and phys-
ical distribution networks in developed countries, which have evolved significantly in re-
cent years. For the time being, e-commerce continues to grow. The majority of shipping
service providers, particularly multi-channel shippers, are only now beginning to figure out

what this means for their dispersion network structures (Builderfly 2022).

To Vietnam particularly and developing nations generally, the Ecommerce Logistics as-
pect is still new and has not been fully utilized yet; however, when it is understood and
grasped the trends, Vietham will be a market full of potential and opportunities for the Lo-
gistics industry development in the future. Because Vietnam is one of the highest econom-
ic growth in the developing ASEAN area with a large amount of young population and
encouraged policies of investment for foreign enterprises. Also, the country develops the
world's leading e-commerce industry, and is the second-ranked market for purchasing and
selling on mobile platforms, just behind South Korea. In Vietham particularly, there are
several hidden potentials in the e-commerce market and users at a young age are always

eager to try new things (VN Review 2017.)

According to all the given data above, the author finds out the possibility to implement
research about the logistics service industry operating in Vietham when there is the pene-
tration of e-commerce. The combination between logistics and e-commerce, as described
above, is also called E-logistics. The main source to exploit information are the current
features of Vietnam e-logistics, and the benefits and challenges of logistics services when
facing the e-commerce era. From there contribute to logistics companies’ figures and in-
formation in advancing the e-logistics service towards customer satisfaction in the select-

ed country.

With a favourite for anticipating new technology trends, a special interest in Logistics as
well as a background experience in e-commerce, these factors are believed to be the sol-

id basis and inspiration for the author conducting the research.



1.1 Thesis objectives

The logistical procedure that regulates everything associated with the internet market-
place is referred to as e-logistics - or can be described as e-commerce logistics (Logistics
and Fintech 2017).

In recent years, E-commerce has flourished in Vietham with a series of e-commerce sites
sprouting like mushrooms after rain and also social media platforms have been used fully
utilized to trade. Consumers gradually change their consumer culture, gradually accept
and get used to buying online which promotes the trend of outsourcing services in last-
mile delivery, warehousing, and packaging segments... for instance (Logistics4vn 2015).
Thus, it is clear to see that E-commerce and Logistics have a close relationship with each
other and depend on and support each other for success and growth. All logistics activi-

ties that are related to e-commerce can be named e-logistics services.

Despite significant challenges, the e-commerce logistics industry has a bright future.
Thanks in part to Vietnam's free trade agreements (FTAs), which assist stimulate foreign
direct investment (FDI) in the country's infrastructure and information system. Aside from
that, the government has established laws to boost the development of countrywide logis-
tics centres by 2030, as well as to strengthen Vietnam's competitiveness and develop-
ment of logistics services by 2025. That legislation encourages present investors to in-
crease their capital spending in the coming years, and that new entrant will continue to

look at the Viethamese market for investment opportunities (Bhatla 2020.)

The thesis main objective is to contribute figures as well as information on E-Logistics
services for advancing customer satisfaction in the selected country. According to these
thesis’s purposes, the author applies various methods to contribute general knowledge of
Vietnam’s E-Logistics, study it, and then figure out the resolutions under the present sta-

tus and upcoming trends mentioned above.
1.2 Research question

A major research question (RQ) with three sub-questions (SQ) is developed to achieve

the thesis objectives as designated below.:
RQ: What are the ongoing state and future prospects of E-Logistics in Vietham?
+ SQ1: What are the principal features of E-logistics in Vietham's e-commerce?

* SQ2: Which benefits and challenges of E-logistics in the E-commerce market?


https://www.vietnam-briefing.com/news/why-you-should-invest-vietnams-e-commerce-industry.html/
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+ SQ3: Which companies provide the best e-logistics that e-commerce (end) consumers

expect?

The questions themselves are to substantiate the results of the study after gathering fac-
tual information from verification sources and answers from the end consumers to make
the thesis research. Its results can be consulted by large and small domestic and foreign

logistics companies or even documented for further research.
1.3 Scope of thesis

Firstly, this thesis is being written to investigate E-Logistics in Vietham, hence its geo-
graphical scope is limited to that country. If any data from other nations or regions are
available, it is exclusively utilized to help market research in Vietham. Second, this re-
search will solely look at Vietnam's logistics since 2016. Because the focus is on the pre-
sent situation and potential concerns, data from before 2016 is just briefly covered. Before
making any predictions for the future of the market, the author will think about it. Finally,
only the viewpoints of corporations, logistics service providers, and end-users are consid-

ered.
1.4 Research methodology

Research technique and data gathering, in agreement with Kothari (2004, 8), are critical
components of any research that aims to answer theoretical research questions. Raja-
sekar, Philominathan, and Chinnathambi (2013, 5) describe research methodology as the
study of methodologies, which include various numerical schemes, theoretical processes,
and algorithms for gaining information. Data collecting addresses the origin and collection
techniques, whereas research methodology addresses how to acquire and analyse data.
Saunders, Lewis, and Thornhill (2009, 108) offer the research system consisting of as-
pects that compose the methodology: research approach (approaches), re-search method

(choices), and data collection (techniques and procedures).
a. Research approach: Deductive

Deductive and inductive techniques to research are the two most common types. Each
method's nature is opposed to the other. The empirical study is undertaken to validate a
hypothesis or to prove a theoretical notion, which is known as deduction testing theory.
Before collecting data, a theory must be considered and created - theory comes first. In-
duction, on the other hand, is the process of gathering and analysing facts to form theo-
ries. The theory comes last in the inductive research technique. (Saunders et al. 2009,
125-126; Blumberg, Cooper, & Schindler 2005, 16-36.) To get from general to specific,
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this thesis takes a logical technique. First, Theoretical foundations for e-commerce, logis-
tics, and e-logistics are provided. Second, a survey of diverse Vietnamese customers will
be done to troubleshoot the sub-questions, with the findings being analysed. Finally, the

findings are summarized to respond to the research questions.
b. Research method: Quantitative & Qualitative

There are two types of standard social research methods: quantitative and qualitative.
Data and statistics are the centres of quantitative research. It answers the queries "what"
and "how many" by evaluating various forms of data. Qualitative research, on the other
hand, focuses on the meanings of issues and how participants’ motives influence their
knowledge and engagement with those issues. This strategy tries to address the ques-
tions "what," "how," and "why." (Robson, 223-227, 2011.) However, depending on the
study topics, these two methodologies can be mixed. Complicated approaches are essen-
tial, especially for contemporary challenges with complex research objectives (Tashakkori
& Teddlie 2009, as cited in Brickman & Rog 2009, 283.). Instead of being binary or dis-
crete words, quantitative and qualitative methods are thought to be on a continuum of

approaches (Brickman & Rog 2009, viii).

As a result, this thesis employs a mix of qualitative and quantitative methodologies. The
first and second sub-questions will be answered using a qualitative manner: SQ1: What
are the principal features of E-logistics in Vietnam's e-commerce? And SQ2: Which bene-
fits and challenges of E-logistics in the E-commerce market? A SWOT analysis of E- is
also cited as a technique for bolstering the interpretation and making it easier for readers
to visualize the work. SWOT is an acronym for Strengths, Weaknesses, Opportunities,
and Threats. Strengths (S) and Weaknesses (W) are internal factors over which you have
some influence. Otherwise, Threats (T) and Opportunities (O) are external conditions over
which you have limited control (MSG 2021). Furthermore, a survey will be used to study
the end-consumers in the Vietnam e-commerce industry, allowing for thorough conclu-
sions to be drawn for the third sub-question: SQ3: Which are companies provide the best

e-logistics that e-commerce (end) consumers expect?
1.5 Theoretical framework

E-Logistics is a notion that is still in its infancy. Those that have yet to begin have shown
an interest in doing so. E-logistics is the logistical procedure that regulates everything
about the online marketplace. Entrepreneurs should consider multi-channel activities,

cross-border operations, warehouse layout and stock, door-to-door delivery, and reverse
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logistics, planning and forecasting, and performance assessment as significant parts of e-

logistics (Logistics and Fintech 2017.)

The research aims to learn about the existing state of logistics for e-Commerce in Vietnam
(E-logistics) as well as its potential state (research questions), the theoretical framework is
separated into two main parts: the fundamentals of main features of E-logistics, infor-
mation on E-Logistics current benefits and anticipated up-coming challenges which is the

major theoretical pillar of the thesis answering two research sub-questions:
* SQ1: What are the principal features of E-logistics in Vietham's e-commerce?
* SQ2: Which benefits and challenges of E-logistics in the E-commerce market?

Besides, the SWOT analysis is used as a tool to interpret to ongoing status and upcoming

trends of E-Logistics in Vietnam.

Finally, a little theoretical analysis is employed at the end of the third sub-question to
summarize the end-consumers satisfaction in this country’s e-commerce market with e-
logistics services of companies, reflecting the delivery segment only based on the statisti-

cal analysis of the survey.

+ SQ3: Which companies provide the best e-logistics that e-commerce (end) consumers

expect?

To make the theoretical framework more accessible, the sub-questions and their chapter

are visualized in the table below.



Background, objectives,

guestions, limitations &

research methodology

Chapter 1

RQ: What are the current situations and prospects of E-Logistics in Vietham?

* SQ1: What are the prin-
cipal features of E-logistics

in Vietham's e-commerce?

+ SQ2: Which benefits and
challenges of E-logistics in

the E-commerce market?

* SQ3: Which companies
provide the best e-logistics
that e-commerce (end)

consumers expect?

The theoretical foundation
of the objective collected

from secondary data

Theory analysed by SWOT

In addition to the major
primary data is used in this
part, a small part of sec-
ondary theory data used to
the

end-

support  concluding
Vietnamese

consumers examination

Chapter 2

Chapter 3

Summary and conclusion

Chapter 4

Table 1. The theoretical framework of the thesis

1.6 Data collection

Data collection is the foundation of the research procedure, which refers to the strategies
and procedures used to obtain research data (Saunders 2009, 108). Primary data and
secondary data are the two forms of data available which are both necessary for the re-

search.

Primary data can be seen, felt, or documented in the immediate aftermath of an occur-
rence. Data that has been captured or evaluated is referred to as secondary data. Direct
measurement, observation, interviews, conversations, and inquiries are the most common
sorts of primary data, which refers to empirical data. Written resources from published

newspapers, documentaries, and the Internet are the most common sorts of secondary

material.




Both primary and secondary data will be collected and analysed for the thesis. To gather
primary empirical data, e-Commerce end-consumers in Vietnam performed an online sur-
vey to analyse their experience with e-Commerce logistics services. Secondary data from
publications, reports, articles, and films, on the other hand, is used to address the theoret-

ical sections.

An online survey is provided to 100 end-consumers who are randomly selected to answer
12 available questions. After gathering all the needed data, the contents and figures are

analysed for supporting the key research question.

The research expresses the first sub-question (theory segment) with the usage of sec-
ondary data. The primary data was used to perform the third sub-question (primary data
collection from end-consumer’s survey). While there is a combination of primary data and
secondary data in the second sub-question which is about the benefits and challenges.
The secondary source initially gives theoretical figures while empirical data (author’s ob-
servation) reinforces the given theory as an assist. Finally, these sub-questions are
summed up to answer the research topic: What are the ongoing situation and prospects of

E-Logistics in Vietham’s e-commerce?



2 Overview of E-commerce, Logistics, and E-Logistics
2.1 Overview of E-commerce
2.1.1 E-commerce definition

E-commerce is a significant player in the marketplace both locally and internationally. As
more people shop online rather than at traditional retail stores, it's becoming a fast-
growing industry of business. The electronic buying and selling of items and services over
the internet is known as e-commerce, or "electronic commerce." Other online activities
that can be incorporated are online auctions, tickets, and banking (Indeed 2021). Although
many businesses rely on the sale and purchase of actual goods and services through the
internet, e-commerce encompasses a broader variety of economic activities. E-commerce
includes both consumer-to-consumer and business-to-business transactions, as well as
internal organizational transactions that enable such activities. E-commerce developed as
a method of exchanging commercial papers, such as orders and invoices, between sup-

pliers and their customers (Zwass 2021).

E-commerce has changed the way people live, as well as how businesses and govern-
ments work. On the Internet-Web, trade takes occur through electronic marketplaces (or
marketspaces) and supply chains. Consumer-oriented marketplaces include large e-malls
(such as Amazon), consumer-to-consumer auction platforms (such as eBay), multichannel
businesses (such as L.L. Bean), and millions of e-retailers. Alibaba and other companies
have constructed large business-to-business marketplaces. The so-called sharing econ-
omy, which includes services like Airbnb's online rentals of private homes, allows for more
efficient resource usage. Electronic currencies (or cryptocurrencies) like Bitcoin became
popular as a means of settlement. Users' ideas and reviews, which operate as electronic
word-of-mouth, drive social networking sites like Facebook, which facilitate a wide range
of individual interactions and serve as a platform for so-called social commerce. The In-
ternet is also an interactive human communication channel that often replaces and en-

hances traditional media (Zwass 2021.)
2.1.2 Classification of e-commerce transactions

Business-to-consumer (B2C); Business-to-business (B2B); Consumer-to-consumer
(C2C); Consumer-to-business (C2B); Business-to-administration (B2A); and Consumer-

to-administration (C2A) are the several types of e-commerce transactions.


https://www.britannica.com/contributor/Vladimir-Zwass/4614
https://www.britannica.com/contributor/Vladimir-Zwass/4614

Business-to-consumer e-commerce is the most common (B2C). B2C e-commerce refers
to electronic commercial relationships between businesses and their clients (Indeed
2021). Many customers like this form of e-commerce because it allows them to shop
around for the best deals, read user reviews, and frequently find new items that they
would not have seen in a store. This e-commerce industry also enables businesses to
have a more personalized relationship with their customers (Wilks 2018). B2C e-
commerce is the type of e-commerce that the author focuses on because it relates to the
thesis objective - E-logistics. E-logistics in B2C e-commerce is whole actions that take
care of the flow of goods from the point of supply (business) to the point of consumption

(consumer) through electronic purchase and sale transactions (Indochina Post 2022).

Business-to-business transactions (B2B) - E-commerce refers to any electronic goods and
purchase orders between two businesses. This type of e-commerce describes the rela-
tionship between product makers and distributors who offer items for sale to clients. In
certain circumstances, this aids wholesalers in staying ahead of their competition (Wilks
2018))

Consumer-to-consumer transactions (C2C) All online exchanges between two or more
individuals are referred to as e-commerce. On sites like eBay and Craigslist, this form of
e-commerce may be found. In Vietham, to be precise. C2C e-commerce platforms such
as Shopee, Lazada, and Sendo are as popular as B2C e-commerce platforms. These
transactions are usually conducted using online platforms (such as PayPal or similar pro-
grams), but they are also commonly conducted through social platforms (such as Face-

book Marketplace) and webpages (such as Craigslist) (Wilks 2018.)

Consumer-to-business transactions (C2B) When a customer makes their services or
goods available for purchase by companies, this is referred to as e-commerce. It isn't your
conventional form of online shopping. This may be a graphic designer changing a compa-

ny logo or a photographer taking photos for an e-commerce website (Wilks 2018.)

Transactions between enterprises and governmental organizations, such as social securi-
ty, employment, and legal services, are referred to as business-to-administration (B2A) e-

commerce (Indeed 2021).

And finally, electronic transactions between people and government agencies are classi-
fied as consumer-to-administration (C2A) e-commerce. Taxes (releasing tax returns),
health (using an online service to schedule a meeting), and legally binding document

preparation are all instances of this (Wilks 2018).
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There are numerous functional versions of e-commerce as well as different forms of e-
commerce that may be distinguished by the relationship between the activity and the
commodities or services being sold (Indeed 2021). Some of the more common instances
are as follows: 1. Retail: Retail e-commerce refers to the sale of a product directly to a
client. 2. Wholesale: refers to the sale of goods in large quantities to a retailer, who then
sells them to their customers. 3. Physical products: In e-commerce, physical products are
any products that have an impact on stocks and therefore should be manually shipped. 4.
Digital products: In e-commerce, they refer to things that are sold as downloadable goods,
such as online publications, designs, or lessons; 5. Drop shipping: Drop shipping e-
commerce is when one company sells a product while another handles the manufacturing
and shipping. 6. Subscription: In e-commerce, a subscription is when a customer pur-
chases a product or service on a regular basis (weekly, monthly, annually, etc.) and the
product is automatically paid and renewed. 7. Services: Service e-commerce is the buying
of services that are typically priced by the length of time it takes to perform the service. 8.
Crowdfunding e-commerce: When money is obtained as production equity before an

item is produced, this is referred to as crowdfunding e-commerce.
2.1.3 Status of E-commerce in Vietham

Despite the impact of the Covid-19 outbreak, according to Vietnam Credit's Country Re-
port 2021, e-commerce is one of the fastest-growing economic sectors in the country, with
an 18 percent growth rate and a market value of $11.8 billion USD. During the previous
six years, it has consistently increased at a rate of 23 percent to 37 percent. The cost of
internet shopping has grown considerably as well, from 160 USD in 2015 to 225 USD in
2019. According to the National E-commerce Development Master Plan for the years
2021-2025, e-commerce revenue would increase by 25% annually to USD 35 billion, with

average annual online purchases per person reaching 600 USD (VietnamCredit 2021.)

The epidemic, according to a Nielsen study, has increased Vietnamese consumers' desire
for purchasing on e-commerce platforms. Non-food products and fashion have given
place to requirements and food, notably fast-moving consumer goods (FMCG) (Vi-
etnamCredit 2021.)

According to Nielsen, the demand for buying through e-commerce platforms has risen
considerably since the outbreak in 2020. More than 70% of the Vietnamese population
now has internet access, with 53% utilizing e-wallets to conduct online purchases (Vi-
etnamCredit 2021.)
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Due to the rise in demand induced by the pandemic, it is projected that e-commerce will
continue to grow fast in the coming years. The appearance of this increase is possible
when comparing to the Figure 1 which displays the growth of B2C e-commerce in the pe-
riod between 2014 and 2020 (before Covid-19 pandemic). The Vietnam B2C e-commerce
grew from around 3 billion USD of sales in 2014 to approximately 16 billion USD in 2020,

increased more than 5 times through seven years.

GROWTH OF B2C E-COMMERCE, 2014-20
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Figure 1. Growth of B2C E-commerce, 2014-2020 (VietnamCredit 2021)
Outstanding e-commerce companies in Vietham

Shopee is the leading e-commerce site in Vietham, according to statistics acquired by
Vietnam Credit from iPrice Group, with about 70 million monthly visitors, followed by The
Gioi Di Dong with more than 30 million visits and Tiki with approximately 22 million visits.

Lazada and Sendo are ranked fourth and fifth, respectively (ViethamCredit 2021.)

Shopee is a Singapore-based e-commerce firm owned by the SEA group. Vietnam, Thai-
land, Indonesia, the Philippines, Brazil, Malaysia, and Taiwan are among the countries
where this e-commerce platform is available. Shopee Vietnam is well-liked by both com-
panies and customers in Vietnam. It began as a consumer-to-consumer (C2C) model but
later switched to a business-to-consumer (B2C) one. As of February 2021, this e-
commerce site had received about 68.5 million monthly visits because of its user-friendly
design and efficient marketing strategies (data from iPrice Group).

Mobile World Group (Viethamese name: The Gioi Di Dong) owns the Mobile World Group
(MWG) e-commerce platform, which was founded in March 2004 and made its first profit
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after only seven months of operation (Nguyen 2018). MWG's market share in the mobile
device segment in 2020, according to figures from Vietnam's retail sector, was over 50%,
making it the country's top company in this industry. They want to grow their market share
to 60% by 2022, which would need a 16 percentage point gain (Nguyen 2021). In addition,
the firm has made it into the top 100 largest merchants in Asia-Pacific. MWG's e-
commerce platform ranks second in Vietham's top five e-commerce firms with 31.4 million

monthly visitors (VietnamCredit 2021).

Tiki is one of Vietham's most popular e-commerce platforms. It was founded in March of
2010. This e-commerce firm offers the TikiNow service, which allows clients to get things
in as little as 2 hours after placing an order (Ding 2021). To suit the different demands of
clients, Tiki's e-commerce platform presently provides over 500,000 goods from over
6,500 prominent brands. Despite being Vietham's third most popular e-commerce plat-
form, the number of visitors to its website has dropped considerably. It receives over 22.2
million monthly visits (up from more than 30 million in 2019), placing it fourth in app down-
loads on iOS and Android (VietnamCredit 2021).

Lazada is a famous internet shopping platform in Southeast Asia. Lazada Vietnam, a sub-
sidiary of the Lazada Group, first opened its doors in Vietnam in 2012, with the country's
top payment and shipping network at the time (Ding 2021). They own a large variety of
market segments, such as furniture, technology products, haute and apparel, pharmaceu-
ticals, beauty, children's gadgets, and sports equipment. Lazada has over twenty million

monthly views, placing it behind only Shopee, Tiki, and MBW.

Sendo is an online e-commerce platform that was launched in Vietham in September
2012. FPT Online Services Joint Stock Enterprise - FPT Online is in charge of this e-
commerce company. Sendo entices consumers with unique features such as free 24-hour
returns and countrywide shipping (Ding 2021). Sendo is Vietnam's fifth largest e-

commerce site, with roughly 11 million monthly visitors (ViethamCredit 2021).

Drivers of Viethnamese e-commerce

Traditional product introduction techniques require a while to obtain to the target market,
resulting in greater prices and inferior quality. Otherwise, e-commerce, due to its benefits
in areas such as saving time, simple transfers, and cost minimization, has become incred-
ibly common in many nations throughout the world. In Vietnam, the use of e-commerce in
business activities has become a necessary and practical trend in Vietham. Despite the
various opportunities for enterprises to grow their revenue base, several obstacles contin-

ue to obstruct the goods movement and extension beyond the local market. The key driv-
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er behind e-commerce, on the contrary, is trends and events (Nhan Dan 2018.). Here are

some of Vietnam's new e-commerce development drivers.
1. The development of mobile commerce

The development in mobile internet usage in the nation is driving the expansion of e-
commerce (Mishra 2015). Typically, online merchants' expanding reach in rural areas has

driven the usage growth of mobile internet in Vietnam (Suthar 2017).

Since 2014, mobile online buying has surged threefold. In fact, despite falling unit pricing,
worldwide smartphone sales are increasing every day. As a result, cell phones are now
accessible to even the world's poorest people. In accordance with Hootsuite, mobile inter-
net penetration increased over 65 percent in the first quarter of 2017, increasing the
amount of mobile online users to nearly 5 billion out of the global population of approxi-
mately 7.5 billion. Second and third-world economies have seen the fastest rise in mobile
internet usage (Suthar 2017). With the development of online connectivity, smartphone
use; and increased belief in Internet purchasing, e-commerce in Vietnam has risen from
around 30 percent in 2017 to over 50% of the population in 2020. Above seventy percent
of Viethamese are expected to use e-commerce transactions by 2025. Furthermore, ac-
cording to Statista, by the end of 2020, the country's e-commerce sales would have sur-
passed six billion dollars, with predictions nearing nine billion dollar by 2025 (Bhatla
2020).

More customers are turning to online mobile shopping as mobile technology becomes
more widely adopted and disposable income rises. Furthermore, clients are becoming
more focused and knowledgeable about their demands and available options than ever
before (Suthar 2017). As a result, mobile commerce is unquestionably one of the key driv-
ing forces (Mishra 2015).

2. Debit cards are becoming more widely used for cashless transactions

The development of the digital payments industry is being driven by the expansion of
e-commerce as an alternative to brick-and-mortar purchases (Bhatla 2020). PayPal
and Payoneer, two large online payment platforms, have grown globally. However,
because the services are not offered in all nations, there is still a gap (Suthar 2017).
Local online payment services and money transfer applications via mobile phone like
Momao, Airpay, ViettelPay, ZaloPay, and others (Figure 2), which are now popular in
Vietnam, cover this void (Vietnam Credit 2020). There has also been a rapid rise in the

use of online wallets, cryptocurrencies, and other digital currencies, which allow peo-
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ple to trade without having to worry about exchange rates or country-specific financial
concerns (Suthar 2017).
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Figure 2. E-Wallet market in Vietnam (Buzzmetrics 2018)

In addition, greater acceptance of digital financial technology and the COVID-19 epidemic
have fuelled an increase in request for contactless and cashless transactions in Vietnam.
Cash payments presently account for about a third of all e-commerce transactions in Vi-
etnam, but this figure is predicted to drop to a quarter by 2025. This 7% drop in cash
payments is anticipated to be replaced by an increase in digital payments (Bhatla 2020.)

To summarize, the burgeoning e-commerce business and positive legislative reforms are
promoting the fast endorsement of digital payment mechanisms in Vietnam (Bhatla 2020),
indicating that people are more eager to use debit cards for money transfers other than
cash withdraw. Furthermore, many online businesses still require card payment for high-
value sales, so this is a good move. In the next years, it will enable e-tailers to reach out

to several more places and consumers (Mishra 2015).
3. Political readiness to promote internet trade is increasing

While governments in the developed world have been enthusiastic about electronic com-
merce, some resistance and regulations were promulgated in the developing world, with
governments eager to keep internet trade under their jurisdiction. Furthermore, there have
been several logistical issues since needless authorization and examination processes

have frequently been imposed at the entrance into the markets. By 2016, however, most
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of governments, excluding first-world countries had recognized the advantages of increas-

ing border commerce, permitting, and even encouraging it (Suthar 2017.)

Vietnam has one of the most favourable legislative conditions in the ASEAN area for start-
ing e-commerce. Five of the six legislation intended to regulate e-commerce activity have
been passed in the nation. The e-commerce sector has dominated the recent expansion
of the country's ecosystem of transportation, distribution, and fulfillment services. Vietnam
is a member of free trade agreements (FTAs) as of 2020, which means products that are
imported and exported with reduced or zero customs tariffs in Vietham (Bhatla 2020) To
support long-term e-commerce, the government should continue to examine, alter, sup-
plement, and promulgate the legislative framework and e-payment systems. They should
also focus more on promoting and attracting societal investment in the development of e-
payment technological infrastructure, as well as improving regulations to stimulate the
growth of prospective markets for e-payment applications such as transportation... Enter-
prises and e-commerce platforms must also strengthen network and information security,
boost product quality control, and take actions to restrict and penalize enterprises that sell
counterfeit items. Simultaneously, government and industry should collaborate with con-
sumers to increase communication and education efforts. These efforts seek to help indi-
viduals in utilizing electronic payment systems, to create the necessary human resources,
and to satisfy the demands of developing e-payment services and e-commerce in general
(Nhan Dan 2018).

4. Big Data's Expansion

It's been suggested that a good understanding of client demands and providing customer
experience based on solutions equals exceptional service. When mentioning e-
commerce, nothing could be farther from the truth. Analyzing the target market and offer-
ing solutions that surpass client expectations are the keys to producing high-quality solu-
tions. The fundamental problem of e-commerce is that the products are always been re-
ceived indirectly, and there is little opportunity to speak with customers privately (Suthar
2017.)

Fortunately, the issue has been overcome thanks to the application of big data and artifi-
cial intelligence. These methods have shown to be quite beneficial in subscription Internet
marketing where clients sign up to receive products at predetermined intervals. Al assists
businesses in tracking client activity online and determining the customer's requirements,
tastes, and preferences. With this data, e-commerce businesses may tailor their services

to each customer's specific requirements and preferences (Suthar 2017.)
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Unfortunately, another challenge encountered by investors in the Vietham market is dam-
age caused by counterfeit goods, infringement of intellectual property rights, and the sell-
ing of prohibited commodities on the Internet. The difference between marketed and real
items as well as the fear of personal data exposure (Bhatla 2020) are all reasons that dis-
courage Vietnamese customers from purchasing online, prompting the Viethamese gov-

ernment to take immediate steps to improve network security.
5. Increasing logistics investment

In the e-commerce supply chain, logistics plays a critical role in establishing visibility and
determining customer happiness, efficiency, and service delivery (Suthar 2017). This driv-
er will be explored in-depth in the thesis via the implications of e-commerce on e-logistics

services, as well as current and future trends.

Logistics is a complicated and time-consuming process. It also needs a significant amount
of skill as well as a sophisticated network of multiple tiny units (Suthar 2017). Long deliv-
ery periods are one of the most common issues that e-commerce businesses face, with
an average of 5.6 days according to a survey. Otherwise, fast delivery is a prerequisite for
widespread acceptance of online buying, hence e-commerce companies must keep im-
proving their delivery times (Bhatla 2020). As a result of these issues or developments,
the supply chain inside the sector has grown. (Third-party) logistics is quickly becoming a
major force in the country's e-commerce industry. Given the logistical component of the
supply chain's complexity and capital-intensive nature, most online merchants are finding
it financially feasible to outsource it. The logistics service providers are assisting these
merchants in becoming more efficient by providing improved services such as mainte-
nance, storage, and delivery. These services eliminate the need for warehouses and
transportation as well as lower the chance of damage while the items are in transit (Suthar
2017).

Many firms that run large e-commerce platforms, such as Shopee, Lazada, and Tiki, have
decided to invest in specialized logistic services to facilitate delivery in the next years.
Other freelancers and retail sales organizations, on the other hand, continue to create and

employ logistical services.

It is clear that e-commerce platforms have benefited many businesses (for example, as an
effective channel for introducing and selling their products), particularly small and medi-
um-sized businesses, thanks to the explosion in mobile internet penetration and expanded
payment options for shoppers. It enables companies to contact clients outside of their
immediate geographic region, to reach customers rapidly regardless of location or time,

and assist small businesses to compete on an equal footing with large brands in interna-
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tional trade and marketing (Nhan Dan 2018). Nonetheless, logistical, price, and product
perception issues have plagued Vietnam's e-commerce businesses. As a result, the Viet-
namese government has made pledges to the economy's digital transformation, simplified
logistical procedures, and tightened internet security policies, all of which are boosting the

country's e-commerce development.
2.2 Overview of Logistics
2.2.1 Logistics definition

a) Logistics definition

Logistics relates to the procedure of moving items (raw materials or completed goods)
from one location to another. Transportation and warehouse management are the two
main activities of logistics. Logistics operations can encompass the design; implementa-
tion; maintenance of commodities transit and storage consisting of service and data dur-
ing from the start to the finish points (LAPAAS 2020.)

About the types of logistics, there are many forms of logistics; however, these four are the
most commonly used: inbound logistics, outbound logistics, reverse logistics, and third-

party logistics (3PL).

Furthermore, following the thesis objective — E-logistics the author gives an overview of
the e-logistics definition and its association with 3PL. E-logistics refers to the logistics of e-
commerce (internet sales), comprising all logistics activities such as warehousing, pack-
ing, and shipping in the e-commerce market, especially the B2C e-commerce market. In
e-commerce, large enterprises (brands) have the option of handling e-commerce logistics
in-house or outsourcing a third-party logistics provider known as 3PL. Small businesses
prefer to outsource 3PL services frequently. Many businesses find that partnering with a
third-party logistics provider allows them to focus on building their business while also
guaranteeing that their clients receive excellent delivery and returns service (Ende 2022).
Therefore, any logistics knowledge in relationship with e-commerce that the thesis focus-

es on is Third-party logistics (3PL) only.

To make it easy for readers to visualize, but still based on the structure of the essay, the
author decide to provide in detail the concept theory of Third-party Logistics first ( Chapter
2.2.1.b) and then E-logistics (Chapter 2.3.1)

b) Third-party logistics (3PL) and its types
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Third-party logistics, abbreviated as 3PL, is a service provided by a logistics company to
businesses that require warehousing and transporting. This is a type of integrated service
(integrated logistics) mainly between transportation, forwarding, and warehousing services
(Tomorrow Marketers 2020). A 3PL business is frequently used by a business (client) that
does not have its own logistics sector. The 3PL providers handle some or entire of

the logistics-related tasks according to entire client company's demand (Saloodo 2020).

According to Blue Cart, third-party logistics, or 3PL, is the umbrella term for all e-
commerce logistical activities. Outsourcing your order fulfilment and administration to a
third-party logistics (3PL) business is known as third-party logistics (3PL). There are sev-
eral sorts of 3PL service providers, each of which performs different responsibilities ac-

cording to your company's requirements (Blue Cart 2022).

So you can focus on your goals, a 3PL supplier manages your warehousing, picking and
packaging, transportation, and delivery. Using a 3PL provider frees up your time while
also lowering the risk of in-house fulfilment problems. It's a type of leverage that allows
you to devote more time and resources to long-term goals like product development or
branding (Blue Cart 2022).

Businesses can figure out a satisfying match with one 3PL supplier over another,

based on their particular criteria (Blue Cart 2022). There are four main 3PL providers:

Firstly, a 3PL logistics firm often provides one or two specialized services to small and
medium-sized organizations. An all-inclusive provider, for example, manages the com-
plete process from order confirmation through delivery, whereas a logistics business may
just deal with daily transactions. Not all eCommerce shipping firms provide third-party ful-
filment. These 3PLs are ideal for organizations who wish to operate their own warehouse
or employ a preferred carrier but want assistance with other phases of fulfiiment. A 3PL
logistics company is also an excellent choice for small businesses that are rapidly expand-
ing.

Secondly, there are 3PL fulfillment firms, which are different from logistics providers.
While many 3PLs specialize in product packaging, storage, and/or distribution, some are
large enough to take on additional responsibilities. Fulfilment encompasses everything
from receiving items from the supplier through expeditious transportation (think stuff like
transporting alcohol) and delivering products to clients. A 3PL fulfillment company handles
orders, tracking numbers, and packing since the fulfillment process is integrated with the

seller's website and software.
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Next, it is also vital to distinguish between freight forwarders and 3PL freight businesses
when it comes to shipping. Freight forwarders are intermediaries who charge a fee to the
seller in exchange for the seller's cooperation with preferred carriers. A 3PL freight firm,
which includes transportation, provides a greater range of services on a flexible scale.
3PL freight services manage the warehousing, picking, packaging, invoicing, and trans-
portation of your items instead of just sending them to an existing carrier. It's a straight-

forward solution to reduce carrier touchpoints while also saving time and money.

Finally, 3PL warehousing organizations are committed to stocking, maintaining, and moni-
toring their clients' items, whether at the company's warehouse or elsewhere. If you have
a large inventory, have just enlarged your warehouse, or need to free up your crew for
other work, this form of 3PL can help. Using a 3PL warehousing firm offers several ad-
vantages. Allowing them to apply their inventory management practices will result in fewer
product surpluses or shortages, as well as improved shelf organization. The 3PL can also
take care of code-compliant product storage, particularly for perishable and temperature-
controlled items. Fourth Party Logistics (4PL) was established to help 3PL firms improve
their operations. All of the client's supply chain procedures are controlled and managed by
the 4PL firm (Saloodo 2020.). However, in this report, the author would like to focus only
on the 3PL.

2.2.2 (Third-party) Logistics Current Market in Vietham’s e-commerce

The global 3PL market is valued at 950.7 billion to reach 1.513 billion USD by 2025, re-
cording a CAGR of 7.1% from 2018 to 2025. In 2018, the Asia-Pacific region reached its
value. highest in the global 3PL market at $358.8 billion (Tomorrow Marketers 2020).
Armstrong announced that the 3PL market in Vietnam in 2014 was only worth about 1.2
billion USD, still very low compared to the world. By 2018, Vietnam's 3PL market had
reached $3.7 billion, ranking third in the region ($16.9 billion) and Thailand ($5.5 billion)

(Tomorrow Marketers 2020).

The significant growth of the 3PL market comes from the development of the E-commerce
industry. Moreover, the service demand of the 3PL market is expected to escalate soon,
as manufacturers and retailers want to focus on sales, so they tend to outsource logistics
services (Tomorrow Marketers 2020) to be fast delivery, efficient inventory management,
and individualized shipping time (Ken Research 2018). Besides, GDP growth and import
and export volume (in 2017, GDP increased by 6.81% before, Vietham's total import and
export volume was recorded at 400 billion USD) are also factors that promote the devel-
opment of the domestic 3PL market (Tomorrow Marketers 2020). Also, it is projected that

the country's industrial operations would develop, resulting in more chances for interna-
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tional players. This will benefit the 3PL sector since these businesses will need third-party

logistics partners to manage their supply chains (Business Wire 2018).

Figure 3 shows that the 3PL market in Vietnam is expected to produce sales of USD 55
billion by the year 2022, rising at a CAGR of 13.6 percent over the forecast period of 5
years. In addition, 3PL firms will place a greater emphasis on technical advancements to
connect with clients in the next years, such as ERP and SCM, and the trend of fourth-

party logistics (4PL) will emerge in the future to support the 3PL industry in the nation

(Ken Research 2018.)
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However, in comparison to other areas of the globe, Vietham's logistics sector is still in its
early stages, with supply chain activities such as procurement, transportation, warehous-
ing, and delivery not yet fully linked (Ken Research 2018). Competition within the 3PL
business is ramping up by delivering many value-added services to clients in order to limit
capacity and enhance consolidation within the supply chain arena, which has resulted in

fewer partners for 3PLs and higher pricing (Business Wire 2018).
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2.3 Overview of E-Logistics
2.3.1 E-Logistics Definition

In e-commerce, logistics is a major element influencing on the profits of enterprises. Ac-
cording to calculations, about 40% of the total cost of selling online is concentrated after
the customer clicks on the buy icon. When a customer becomes a buyer in an online
transaction, the enterprise also begins the e-logistics process. Order processing and ful-
filment, delivery, payment, exchange, and recovery of unsatisfactory goods... are the

basic contents of logistics in this environment (Man 2015.)

E-Logistics is a notion that is still in its infancy. Those who have yet to begin to have at the
very least shown an interest (Logistics and Fintech 2017). E-commerce logistics, often
known as e-logistics or e-fulfillment, refers to the logistics of internet sales (C-Log 2019) or
online marketplaces (Logistics and Fintech 2017). This activity entails establishing cus-

tomized processes to respond to a given flow management situation (C-Log 2019).

E-commerce logistics takes over other supply chain activities. However, there are logistics
providers that only focus on some of the specific activities, that meet the outsourcing or-

ders of certain businesses (C-Log 2019).

The e-commerce model’s features is distinguished by its broad market penetration, great
dispersion of items, small scale, high purchase frequency, and diversified products, which
frequently necessitate quick and free delivery and make money on the spot. The flow of
commodities is substantially expanding in terms of scope, distance, and complexity at this
time, thus e-logistics has considerable differences from traditional logistics; if not ade-

quately structured, the model's efficacy will be significantly diminished (Man 2015.)

Because clients may obtain information about items and make transactions using any
mobile device, such as portable laptops, online distribution is independent of time and
place of supply. Hands, e-books, mobile phones, and other devices may connect to the
Internet. This enables the store or producer to directly contact the client and satisfy the
customer's purchase demand promptly and at any time. Simultaneously create a price and
cost advantage from the lower cost of production, storage, and distribution. Therefore, in
B2C and C2C e-commerce, e-logistics activities will become paramount and focus on the

following main issues (Man 2015.)

Warehousing is the maintenance of several goods at reasonable storage points to re-
spond quickly to order requirements. However, because the needs of customers are very

diverse, the complexity of inventory is also time and again greater. To optimize support for
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operations, stock management and maintenance must assure accuracy, flexibility, and
high requirements in the use of automation machinery and equipment, as well as the us-
age of warehouse management software systems. To ensure time and speed, receive

items, verify goods, label/barcode, categorize, and create a list of goods (Man 2015.)

Order preparation is a system for receiving, processing, and preparing items in response
to orders submitted through various sales channels (stores, markets, etc.., or online like
shopee, Lazada, sendo...). Order-to-order, standard shipping packing is included. The
extent to which mechanization and automated technology are used at this stage is critical
since it will raise supplier productivity, accuracy, client wait time, and sales efficiency (Man
2015.).

Order coordination, offloading from warehouses to customers or couriers, and updating
customer information are all part of the delivery process. If a B2C shop has enough mon-
ey and experience to establish, train, and manage a delivery staff, they may execute their
delivery operations. However, because small firms frequently lack this capability, they
must rely on third-party logistics providers for forwarding services. When delivering items,
B2C merchants frequently utilize a variety of delivery techniques, which influence the
quantity of logistical services used and how much a firm engages in electronic transac-
tions (Man 2015.).

Delivery at the seller's warehouse (Buy online, pick-up in-store) or buy goods online, cus-
tomers come to pick up the goods at the store. In this way, customers go to the supplier's
warehouse or store to pay and receive goods. This is the most primitive method of e-
commerce and is not convenient for customers. However, businesses that are not able to

provide logistics services can still use them (Man 2015.).

The delivery method at the buyer's address is also known as online purchase - home de-
livery, last-mile delivery, good--door delivery. Allowing goods to be delivered to the loca-
tion requested by customers, creating convenience for customers but increasing costs
and significant logistics resources. At this time, the B2C retailer will have to bear all ship-
ping and delivery costs, in the case of limited capital and delivery capacity, it is very diffi-
cult to do (Man 2015.).

Drop shipping or shipping without shipping is a very optimal model, allowing businesses to
buy individual products from wholesalers and ship them directly to their customers. In-
stead of having to buy a large amount of inventory, a B2C retailer simply partners with a
supplier that can ship and catalogue their merchandise for sale. Then, when an order is
received, it is forwarded to the supplier for fulfilment. Suppliers will ship products directly

from their warehouses to their customers, and businesses only pay the shipping fee for



23

the order (Man 2015.). Dropshipping is an advanced innovation of delivery that optimizes

the shipping times and minimizes risks during the journey from warehouses to customers.

The benefits of this method are that it does not need a lot of capital, does not have to be
in inventory, has a quick capital turnover, and has no time pressure. In particular, it is suit-
able for B2C retail businesses that completely lack a network of warehouses, means of
transport, and delivery teams because they have taken advantage of the full logistics ca-

pacity of suppliers (Man 2015.).

Consumers are increasingly demanding in terms of delivery, as they always want a
seamless experience from ordering to delivery. In addition, the desire for same-day or
next-day delivery, or the right to return the item (free of charge) are also considered. Cost
and time will be the two most considered factors by customers in last-mile delivery.
According to research by Datexcorp, the cost of last-mile delivery accounts for 28% of
total freight costs. And when those two key issues are satisfied, then the quality of service
will go hand in hand (VILAS 2022.).

The general requirement for Last-mile delivery is to deliver as soon as possible and
without affecting the goods (Loss of Goods). In addition, factors affecting Last-mile
delivery cost should also be considered such as Warehousing — Amount of space, storage
characteristics, geographic location and the total number of accessible locations play and
affect costs; Fulfilment — Number of individual packages, packaging needs. Order
completion time, order quantity; Delivery — It is inversely proportional to time, size of the
order, scope of delivery (Packing, choose shipping method), and Technology — Analysis of
customer needs based on Big Data is often based on Blockchain. To adapt to the
increasing demand for automation and to establish information homogeneity. Operating

equipment and labor costs also contribute to the cost (Kiet DG 2022.).

However, there will be negative objective factors. For example, in Vietnam, the delivery
time to the door is much longer due to traffic congestion and confusing addresses. The
last mile is also a matter of actually being able to transport cargo. Especially when the
goods are shipped to a place where someone is home to pick up the goods. Leads to
extra time and expense. Also, costs may be affected by the reverse logistics process. Due

to substandard goods or lack of customer satisfaction (Kiet DG 2022.).
2.3.2 E- Logistics market in Vietham

Due to the country's rising access to the internet and smartphones, as well as the emerg-
ing trend of online shopping, the Vietham E-commerce logistics business produced sales

of million USD in 2015. Third-party logistics companies such as GHN, Viettel Post, VN
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Post, and DHL eCommerce lead the industry, followed by E-commerce merchants such
as Lazada, Shopee, Tiki, and others. The progressive movement in client preferences
from physical (store-based) to internet purchasing has resulted in a significant increase in

the number of online orders (Report Linker 2022.).

The Vietham E-Commerce logistics market is divided into three categories: channel, de-
livery area, and payment method. First and foremost, by channel: In the E-commerce lo-
gistics business in Vietnam, 3PL companies have dominated the market in terms of the
number of orders received in 2017. VN Post, Viettel Post, GHN, and other significant 3PL
providers provide end-to-end services, ranging from safeguarding inventory in a ware-
house to shipping items from one location to another. E-commerce merchants, on the
other hand, gained the remaining market share in terms of several orders in 2017 through
their in-house logistics teams. Lazada Vietnam, Adayroi, and Tiki are major E-commerce
enterprises in Vietnam, each with a well-established distribution channel. Second, by de-
livery location: Within the Vietham E-commerce logistics business, the intercity segment
has established itself as the market leader, with a vast market in terms of the number of
orders, which was estimated at million orders in 2017. Ground shipping is the most com-
mon mode of intercity delivery, and mini trucks are favoured to handle many deliveries of
orders from various clients over the same route. Because of the increasing vehicle load
capacity, this category dominates. Finally, by Payment Method: With a mammaoth revenue
in 2017, the Cash on Delivery (COD) category established itself as the market leader in
the Vietnam E-commerce logistics business. In 2017, other payment methods such as
bank transfers, payment cards, debit/credit cards, e-wallets, and scratch cards jointly ac-
counted for the remaining portion of the Vietnam E-commerce logistics industry (Report
Linker 2022). Increasing E-commerce spending, particularly by a young, smartphone-
addicted, and the extremely internet-savvy millennial group is expected to drive demand in
the Vietham E-commerce logistics market over the forecast period, prompting E-
commerce platforms in Vietnam to alter their strategies to cater to the younger generation.
Service order fulfillment and electronic logistics, particularly in the case of e-commerce
logistics providers, are critical for business development. Value-added services like door
delivery, real-time tracking, and others have provided logistics companies a competitive
advantage in developing long-term relationships with their consumers. The industry is
predicted to grow in metropolitan areas, where a significant portion of traffic originates
from tier 2 and tier 3 cities. With the extension of the logistic carrier's network, a package
may now be transported throughout a larger geographic area, including rural hubs (Busi-

ness Wire 2018). From 2018 to 2022, the E-commerce logistics industry in Vietnam is
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estimated to produce a million dollars in sales, rising at a CAGR (Compounded Annual
Growth Rate) of 5% (Report Linker 2022).

While commerce has changed dramatically from traditional to electronic, its "couple" -
Logistics - has taken very slow steps to change itself. Therefore, when e-commerce
companies combine with logistics outsourcing companies (3PL companies), there are still

some constraints (Man 2015).

Not only newly launched web shops are undervalued undervalue the importance of e-
Logistics, but even bigger firms also see e-commerce as a viable supplemental sales
channel struggle from time to time to organize the logistical procedures that go along with
online transactions. On the other side, e-logistics can be detrimental to a company's oper-
ations, control system, personnel, and organizational structure. Entrepreneurs should
handle multi-channel activities, cross-border abilities, storage design and stock, door-to-
door and reverse logistics, forecasting and planning, and performance evaluation (Logis-
tics and Fintech 2017.).

On the one hand, the price, both for the brand and for the customer. The e-merchant
wants to provide a fair shipping charge to its clients that are not too high. Consumers are
on the lookout for a good deal. The cost of shipping is a limitation, and when it is exces-
sively expensive, it might lead to basket abandonment. As a result, it is vital to be able to
offer a variety of offers at rates that are tailored to the customer's demands. The prepara-
tion, shipment, and delivery of the order must all be completed as quickly as possible to

meet the needs of the various customers (C-Log 2019.).

Returns management must be exact, relate to a certain flow, and be managed flawlessly
by the logistics provider. In recent years, this activity has gained a lot of traction, forcing
companies to improve their flow. E-merchants are seeking a low-cost solution for their
business, in addition to a difficult procedure that must be grasped in its totality. The issue
of cost also plays a role because the consumer wants to return his items for free, implying

that the businesses must make an effort (C-Log 2019.).

In the views of customers, the environmental approach has become increasingly signifi-
cant. It is no longer necessary to go via a brand that will supply items in oversized packag-
ing with a variety of settings that are not suited to prospective returns. As a result, the en-
tire offer must be re-thought in this regard: transportation, packing, and returns (C-Log
2019.).

To be successful in e-Logistic, an online shop's emphasis must be fully dependent on the

focus chosen. If quick growth is the primary aim, profitability will take a back place. Col-
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laboration is, by definition, an important component in achieving success. The same can
be true for keeping clients informed regarding delivery and returns in a straightforward

manner (Logistics and Fintech 2017.).
2.3.3 E-Logistics enterprises in Vietham

Currently, the economies of countries around the world have been creating a strong trend
of shifting from traditional commerce to e-commerce, and the logistics industry has also
made rapid changes to catch up. That is the birth of electronic logistics, also known as
logistics in e-commerce (E-logistics). Enterprises operating in business and providing E-

logistics services are called E-logistics enterprises (Do 2021).

When E-logistics businesses rely on information technology applications, they can exploit
the benefits of optimal scheduling algorithms, data mining, artificial intelligence, and global
networks to create advantages of scope. The market is wide, the traffic density is high, the
buying frequency is high, the products are diverse and abundant, the delivery time is fast,

and it is possible to collect money directly or electronically (Do 2021.).

This creates for those businesses the ability to operate without restrictions on time and
place, creating many opportunities to expand markets in different regions and regions,
especially those that are not convenient. geographical location, thereby promoting the

development of the entire economy (Do 2021).

On the other hand, with the help of information technology, E-logistics businesses can
increase their ability to control orders and solve problems about input materials, the quan-
tity of products produced, the transportation process is fast, the problem of warehousing,
delivery, and inventory is kept to a minimum, especially using a third party in the transpor-
tation process in a reasonable way, cutting the costs of the intermediary stages. These
things make the competitiveness of those enterprises increase, promote the development
of domestic and international trade, and contribute to the growth of the domestic economy
(Do 2021.).

In 2017, the E-commerce logistics industry in Vietnam was found to be extremely consoli-
dated with key firms such as GHN, VNPost, and Viettel Post accounting for a large portion
of the market. These logistics providers compete in Vietham based on shipping locations,
coverage area, delivery boys, rates, payment collecting techniques, and affiliations with E-
commerce merchants. DHL, Saigon Post, and Shipchung are some of the other E-

commerce logistics companies in Vietham...
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There are some popular E-Logistics companies in Vietnam in recent years, which are di-
vided into two categories: Well-known delivers and Start-up delivers. Well-known Delivers,
for instance, DHL Express, FedEx, UPS, Schenker, Maersk Logistics, APL Logistics, Nip-
pon Express, KMTC Logistics, Log Win, KWE, CJ Logistics, Lazada, Tiki Shopee, The
Gioi Di Dong, Viettel Post, Vietham Post, Sen Do, FPT Shop, Dien May Xanh, Adayroi,
Amazon, GHN, GHTK... Otherwise, Start-up Delivers, for example, Ninja Van, Lozi.vn,
Loship, Boxme, Netsale... Some familiar E-Logistics brands activating in Vietnam are dis-
played in the Figure 4.
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Figure 4. Some E-Logistics enterprises in Vietnam (Inanfa 2020)

Deutsche Post DHL Group: DHL is a long-standing brand in the world, specializing in lo-
gistics operations in more than 220 countries and territories. DHL's operations are highly
regarded for quality and cost savings (Top Dev 2022). DHL officially operated in Vietnam
in 2017 after establishing DHL Ecommerce focusing on solving the problem of domestic
distribution of goods in Vietnam (Tomorrow Marketers 2020). Key services can be men-
tioned such as Express delivery, international delivery, logistics management, and interna-

tional e-commerce logistics, ... (ALS 2021).

Transport and Logistics Company Gemadept: Gemadept is proud to be a pioneer in port
operation and logistics in the Vietham market (Ninh 2022). They have 8 logistical delivery
hubs around the country, with a network of harbours, storage, and big facilities serving
more than 40 significant clients, both transnational (Samsung) and local (Vinamilk, Ma-
san) (Tomorrow Marketers 2020). The company is capable of providing a variety of ser-
vices such as Warehousing, transportation, distribution, e-commerce, value-added sup-
port services,...(ALS 2021). 3PL service is the second most important contributor to Ge-
madept's revenue structure. As of September 2015, the company's revenue from this
segment reached VND1,382 billion and remained stable over the years in Vietham. over
1,000 billion VND (Tomorrow Marketers 2020).



28

Transport Company - Logistics TRANSIMEX: TRANSIMEX is a leading logistics service
provider in the country (ALS 2021), providing total logistics solutions to customers with the
mission of a 3PL, including international freight forwarding, warehousing, transportation.
domestic and distribution (Top Dev 2022). International standards and extensive
knowledge in the logistics industry are perfectly combined to create optimal solutions that
promote efficiency while meeting the needs and requirements of the market (Ninh 2022).
Transimex Saigon's revenue in 2014 was 480.8 billion dongs, with a profit after tax of 138
billion dongs, after improving the ICD port (inland customs clearing port) in 2011 and in-
vesting in a distribution centre in 2013. When compared to 5 years earlier, this represents
a 2.7-fold rise in revenue and a 3.7-fold increase in profit after tax (Tomorrow Marketers
2020) (Tomorrow Marketers 2020).

FedEx Transportation and Logistics Services: FedEx is present in more than 220 coun-
tries and territories (Ninh 2022), is one of the largest express delivery companies in the
world and is headquartered in the United States. FedEx to date has leveraged its global
air and road network to expedite the fast, efficient, and quality shipping of received ship-
ments (Top Dev 2022). Delivery time is always guaranteed and is completed within one to
two business days. Like DHL, FedEx in Vietham mainly focuses on solving the problem of

cross-border delivery, international import, and export (ALS 2021).

Transport and Logistics Company Viettel Post: Viettel Post is a member unit of Military
Telecommunications Group (Viettel), established in 1997 until now (Ninh 2022). After
many years of operation, up to now, Viettel Post has grown to become one of the coun-
try's main distribution brands, with a network of post offices, operations centres, and an

extended network that spans all provinces and cities (Top Dev 2022).

Transport and Logistics Company — Indo Trans Logistics Corporation (ITL): ITL is a prom-
inent 3PL company brand in the country, many of which are located at the top of the most
effective 3PL enterprises (Top Dev 2022). As a regional logistics service and solution pro-
vider, ITL is considered to become the leading general agent for airlines, as well as the
general agent for international warehousing and freight forwarding services. economy,

import and export freight forwarding, and nationwide transportation network (Ninh 2022).

A.P Group. Moller-Maersk: A.P Group. Miller-Maersk, commonly known as Maersk, is a
Danish-owned international business group operating in a variety of sectors, including
offshore oil and gas drilling and production, consumer goods retail, and transportation.
maritime, and so on (Ninh 2022). Maersk is considered the largest shipping company in
the world. With more than 100 years of experience in the freight industry, Maersk Vietnam

has become a leading shipping company with flexible, quality, and reliable services (Top
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Dev 2022). The service they provide ensures that customers receive perfect and con-
sistent quality, regardless of whether they transport a single package or hundreds of con-
tainers. The company operates sailing ships on major global trade routes worldwide, with
a total of approximately 639 vessels (Ninh 2022).

Giao Hang Nhanh (GHN): GHN was founded in 2012 with the goal of servicing the expert
transport requirements of e-commerce companies throughout the nation and is dedicated
to offering clients speedy, secure, and effective delivery service. The 24/7 online order
management system helps customers easily check order status, create orders quickly,
track travel journeys, and retrieve transaction history easily (Top 10 Collections). Duc
2022). GHN includes 3 branches operating as follows: GHN Express: provides last-mile
delivery service, in which 90% of goods are from E-commerce. - GHN Logistics: becoming
a warehouse fulfillment and transportation service (air & truck), 80% of the goods are from
B2B. - Ahamove: provides instant on-demand services, 90% are E-commerce and food

products (Tomorrow Marketers 2020).

Transport and Logistics Services Vinafco: Established in 1987, Vinafco currently has the
following main activities: Sea freight, domestic and international multimodal transport ser-
vices, warehousing and distribution centre business, production, and trading. construction
steel and trade in import and export goods (Ninh 2022), thus meeting the diverse needs of
domestic and international customers in the fields of transportation, forwarding, distribu-
tion, and commercial (Ninh 2022). Vinafco has also defeated numerous giants to get large
worldwide contracts, including Akzo Nobel (Son Dulux) and Kimberly-Clark (Kotex), and is
able of offering third party logistics services in critical economic regions, for instance, at
important industrial bows of Vietnam such as Saigon, Hanoi, Da Nang, Hai Phong and so
on. The company also deploys advanced warehouse management software, which helps
to reduce 50% of working time, and responds to requests. rapid response to market

changes (Tomorrow Marketers 2020).

Giao Hang Tiet Kiem (GHTK): Last on the list of 3PLs in Ho Chi Minh City is Economical
Delivery (GHTK), which is a professional shipping company specializing in e-commerce
shipping. Door-to-door delivery is the signature of GHTK, providing services to online
stores and businesses in the form of cash on delivery. A significant advantage of Econom-
ical Delivery is its high speed, nationwide network, and most importantly, flexible and

friendly service thinking, based on technological innovation (Ninh 2022).

Loship is a company founded in 2014 and located in Ho Chi Minh City with funding reach-
es to twelve million USD. They offer an app providing multi-category delivery services.

The platform helps users to deliver products from one place to other. It offers services for
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food, groceries, e-commerce packages, laundry pickups, medicines, flowers, pet deliver-

ies, beauty products, etc (Tracxn 2022).

Lozi. vn is a provider of delivery solutions for an E-commerce platform. It was founded
with capitalization of 510,000 USD in 2014, Ho Chi Minh city. Its online platform is de-
signed to deliver products within one hour. The company's platform offers the C2C e-
commerce portal as well as its fleet for on-demand delivery services, allowing users to buy
and sell homemade cosmetics, food delivery, grocery delivery, medicine delivery, and
more. The platform contains a fleet of 70,000+ drivers and 200,000+ merchants (Tracxn
2022).

Boxme is a cross-border fulfilment service for e-commerce retailers via their warehouse
network. They offer cross-border shipping, warehousing, and delivery services. Sellers
can send their products to the company for warehousing which stores the products and
packs, ships, and delivers when the consumer places an order. They offer multiple deliv-
ery formats including same-day, next-day, express, economy, and international delivery,
and also offer a Cash-on-Delivery format. This company’s founded year is 2015 and work

until now, its headquarter is based in Hanoi, Vietnam (Tracxn 2022).

Launched in 2017, Netsale is the provider of a drop shipping management platform. Its
features include sourcing of suppliers and products, e-commerce and customs clearance,
order processing, supplier negotiation, management of imports and exports, transbounda-
ry and multi-modal transport, fulfilment, storage, packing, unpacking and tax custom

freights. It caters to both individuals and businesses (Tracxn 2022).
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3 Analysis of E-logistics in Vietnam
3.1 SWOT Analysis of E-Logistics in Vietham

SWOT is an abbreviated collection of the first letters of English words: Strengths, Weak-
nesses, Opportunities, and Threats. SWOT is a model that brings together all the analysis
of external and internal factors, incoming and upcoming potential of an enterprise or within
an industry (Kenton 2021). The SWOT Analysis is applied to the research to assist the
readers to have a general and intuitive view of the Strengths, Weaknesses, Opportunities,
and Threats of E-Logistics in Vietnam. Also, this analysis is provided to defend the main
point of the thesis research (current status and future change of E-logistics in Vietnam).
From then, the 3PL companies can adjust business strategies in line with the current
general situation of E- and orient long-term policies. To help readers systematize
knowledge more easily, the author firstly analyses the four SWOT aspects in detail and
after that, concludes the main points of each objective in the summary table (VILAS

2022.).

Strength

First, the percentage of individuals who purchase online, as well as how they shop, varies
greatly in large cities like Hanoi and Ho Chi Minh City, according to Q&Me's yearly poll.
The percentage of people shopping online in Ho Chi Minh City climbed from 40% in 2016
to 52% in 2017. Customers found that buying via social networks was more "interesting"
than buying through traditional online sales websites, with 66 percent of online shoppers
making purchases through Facebook, up from 47 percent in 2016 (Vinalines Logistics
2018.). This necessitates more growth. Professionalization of e-commerce logistics chan-
nels to satisfy e-retail services. Small and limited delivery firms will no longer be able to
match the present needs of delivering professional logistics services on a continuously

rising scale if they continue to operate in the same manner.

Second, the multi-channel selling trend has manifested itself in Vietnam. According to the
Vietnam Retail Association, single-channel retailing will eventually go away, with multi-
channel retailing taking its place. The distinction between "real" and "virtual" purchasing
activities is becoming increasingly blurred; people are increasingly searching online and
then shopping in person, as well as physically searching and then shopping online
(Vinalines Logistics 2018.). As a result, retail and e-commerce companies must rebuild
their logistical systems to match the demands of a multi-channel consumer experience.
Multi-channel systems, on the other hand, are distinguished by the fact that merchants

seldom invest in distribution centers themselves. They prefer instead to outsource profes-
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sional distribution businesses, therefore increasing their market competitiveness. This
demonstrates that the logistics services sector must evolve to serve all sorts of multi-

channel retail, rather than focusing on a single type of business.
Weakness

Third, despite the relatively rapid growth rate, COD delivery accounts for 88 percent of all
orders, with the exchange rate on B2C sales websites ranging from 10% to 15%. This
raises the cost of transportation and operations, as well as lowers business profits. Aside
from that, the price of a product is still a significant component in enticing buyers to pur-
chase electronic products in Vietnam. According to a Q&Me poll, up to 51% of internet
customers purchase things because of "excellent prices." To facilitate COD delivery, e-
commerce logistics services must become more efficient. E-Logistics Improved delivery
operations are given special attention to minimize logistics system costs and boost prod-
uct price competitiveness. The requirements of e-commerce businesses are becoming
more sophisticated. Only 3PLs and professional packaging service contractors can be-
come last-mile logistics providers, as evidenced by the fast growth in the number of
touchpoints in omnichannel sales (Vinalines Logistics 2018.). It demonstrates the need for

Vietnamese 3PLs to swiftly reorganize and adapt to these demands.

Fourth, the degree of competition in the e-commerce industry is increasing, as is the par-
ticipation of all types of businesses. Not only are small retail stores seeking methods to
break into the market through e-commerce platforms, particularly social media, but many
other types of enterprises are looking for ways to benefit from this strategy as well. In this
lucrative business, traditional stores including The Gioi Di Dong, FPT, Nguyen Kim, Lotte,
Big C, Saigon Coop, and others are expanding their online presence. Alibaba has pur-
chased Lazada, VNG has invested in Tiki, and Central Group has partnered with Zalora
and Nguyen Kim. Through Vingroup's partnership with Adayroi, Thegioididong's partner-
ship with Vuivui.com, and Lotte's partnership with Lotte. vn, and Aeon's partnership with
Aeonshop.com, significant conventional retail chains are rapidly migrating to the internet
world. E-Logistics (Vinalines Logistics 2018.). When the degree of competition rises, e-
commerce businesses must work closely with logistics service providers to optimize the
delivery system. This includes warehousing, payment, and, most importantly, delivery.
The necessity for logistics companies that specialize in delivering efficient delivery solu-

tions is becoming more pressing.
Opportunities

Despite substantial hurdles, logistics has a promising future, due in part to free trade

agreements with Vietnam. The Comprehensive and Progressive Agreement for Trans-
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Pacific Partnership (CPTPP) went into force this year, and the European Union Free
Trade Agreement (EVFTA) is scheduled to be enacted the following year. The benefits of
these agreements will help to encourage foreign capital in Vietnam's facilities and sys-
tems. Along with that, the government has enacted laws to assist businesses in overcom-
ing administrative impediments. One of these is Decision N0.1012/QD-TTg, which calls for
the establishment of logistical centres all around Vietnam by 2030. Then followed Deci-
sion No. 200/QD-TTg, with the goal of increasing national competence and promot-
ing services of logistics by 2025 (Le 2019.).

With improving investment conditions and ongoing regulatory change, current investors'
capital expenditure is likely to expand in the coming years, while new entrants will contin-
ue to analyse the Viethamese market for investment. Present and prospective e-
commerce logistics operators will eventually succeed by maintaining a clear understand-
ing of the difficulties occurring in Vietnamese industry and discovering the economi-

cal solutions to these obstacles.

Threat

While the logistics business in Vietnam is developing, it is not without its challenges.
Companies with their delivery network, such as Lazada, have limits. Despite having its
logistics network in place, it has relied on 3PL partners to fulfil orders, highlighting the ex-
panding e-commerce sector's expectations (Le 2019.).

Aside from that, Vietnam is mostly a cash-based economy, with the majority of transac-
tions taking place in cash. E-commerce companies are obliged to rely on cash for deliv-
ery, resulting in greater operating expenses. Corporations must also deal with items being
replaced or destroyed in reverse delivery. Furthermore, three-quarters of routine orders
are conducted in Hanoi and Ho Chi Minh City, which have considerable traffic, raising
transportation expenses even further. Furthermore, the logistics sector legislations and
requirements remain complicated. Issues with the last mile must be handled, and shipping
to rural locations is difficult. These challenges become more prominent when corpora-
tions strive to expand outside of Vietham's leading cities (Le 2019.).

According to the SWOT analysis, the author performs the Strength, Weakness, Opportuni-
ties, and Threat of E-logistics in Vietnam specifically. This SWOT can be used as a tool to
examine the current market and predict upcoming trends. To summarize the analysis, the
author describes major ideas in the table below.
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HELPFUL

HARMFUL

INTERNAL

STRENGTH

e The percentage of individuals
who purchase online varies

greatly in large cities.

e Customers found that buying via

social networks was more "in-

teresting".

e The multi-channel selling trend
has manifested itself in Vietnam.

e The distinction between "real"
and "virtual" purchasing activi-
ties is becoming increasingly
blurred.

e Merchants prefer to outsource
professional distribution busi-

nesses.

WEAKNESS

COD delivery accounts for a
very large percentage of all or-
ders, with the high exchange
rate on B2C sales websites
which raises the cost of trans-
portation and operations, as well

as lowers business profits.

The final price of a product
bought online is still a significant

component.

The requirements of e-
commerce businesses are be-

coming more sophisticated.

The degree of competition in the
e-commerce industry is increas-
ing. To enhance the distribution
operation, e-commerce enter-
prises need to co-operate fre-
quently with logistics contribu-

tors.
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OPPORTUNITIES

e Logistics has a promising future,
due in part to the benefits of free
trade agreements that will help
to encourage foreign capital in
Vietnam's facilities and systems.

e The government has enacted
laws to assist businesses in
overcoming administrative im-

pediments.

e With improving investment con-
ditions and ongoing regulatory
change, current investors' capi-
tal expenditure is likely to ex-

pand in the coming years, while

EXTERNAL

new entrants will continue to
analyse the Vietnamese market

for investment.

THREAT

e Despite having their logistics
network in place, e-commerce
companies have relied on third-
party logistics providers to com-
plete orders.

e Vietnam is a cash-based coun-
try, with the majority of payment
are in cash resulting in greater

operating expenses.

e Corporations need to struggle
with returned goods that are ex-
changed or damaged.

e An enormous amount of routine
orders are transacted in Hanoi
and Ho Chi Minh City which are
big cities leading in heavy traffic,
thus further increasing distribu-

tion costs.

e The legislations and require-
ments of logistics sector remain

complicated.

e |ssues with the last mile must be
handled, and shipping to rural
locations is prominently difficult
when corporations strive to ex-
pand outside of Vietnam's first-

tier cities.

Table 2. SWOT Analysis

After analyzing SWOT, the author continues to conduct an online survey to figure out the

best logistics companies recently from the viewpoint of end-consumers. Furthermore, the

survey results are linked to support the answer to the research question: the present and

future status of e-logistics.
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3.2 End-consumer’s online survey

Consumer demand increases as last-mile delivery becomes more efficient. Because 55
percent of end-consumers would quit a merchant that provides a terrible delivery experi-
ence, how businesses handle the last leg of their products' journey will have a direct im-
pact on their overall sales. So, what can customers expect? First and foremost, fast deliv-
ery times and assured packet entirety are essential. Second, they demand personalized
services as well as new, adaptable solutions. Third, due to the emergence of break-
through technologies, convenience in both online and offline encounters is in great de-
mand. Finally, customers demand as many of their needs to be met as feasible. Because
the demand affects directly to E-logistics process, the survey will research the behaviour,

experience, and opinion of end consumers (VILAS 2022.).

The survey questions are completed and answered in English and Vietnamese language.
Because the thesis focuses mainly on the Vietnam market and to get effectively strong
attention, the survey is planned to post on a social media platform such as Facebook
which is also used by many Vietnamese people to buy and sell products/services online.
The main purpose of the survey is to answer the third sub question about the most popu-
lar/best e-logistics companies under present status by collecting data on user experience
when they use the last-mile delivery service in Vietham. The reason why this survey fo-
cuses on last-mile delivery services rather than others is that it is the final stage of the
fulfillment process, during which merchants or logistics businesses connect with their cus-
tomers. Also, last-mile delivery is the process of reflecting customer satisfaction and indi-
rectly positioning the brands in the market. The survey comprises four sectors, the first
sector is about demographic information, the second one includes behaviour questions,
then experience questions, and then finishing with opinion questions. There are 12 ques-
tions in total, most of the answers are multiple choices and it takes approximately five
minutes and supposes to be answered by 100 end-consumers who are randomly select-
ed. To set up the survey and gather its data, the Google form is used by the author. The
survey link is embedded in every survey-calling post. The data of end-consumers will be
automatically saved in Google and will display in graphs and charts formats which help

the author be able to research and analyze easily.
The survey questions are divided into four parts as the description below:

Part 1: Demographic questions: Basic background information regarding online buying

customers. To ensure uniform data, this section uses multiple-choice questions.
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Part 2: Behaviour questions: Consumers' attitudes and behaviours toward various last-
mile delivery scenarios. Respondents are asked to score their attitudes using multiple-

choice answers.

Part 3. Experience questions: This section uses both multiple-choice and open-ended
questions, which allow customers to express their unrestricted views. Experience ques-

tions answer the end-consumer experience and express the level of their satisfaction.

Part 4: Opinion question: Issue recommendations from the consumer's point of view. Par-
ticipants are invited to identify their most vexing issue and to jot down their suggestions for
improving the last-mile delivery experience. The open question is given for participants to

demonstrate their infinity opinions.

The data collected from the online survey is analysed and shown in several sorts of charts
utilizing tools from Google Forms and Google Sheets. Each section will be explored in
order to determine how various elements impact on the behaviour, experience, and opin-
ion of e-commerce end-consumers in Vietnam regarding the existing status of Viethnam’s
last-mile delivery. The survey results will indicate the best/most popular e-logistics com-

pany and partly give suggestions for the e-logistics future prospect in Vietnam.
3.2.1 Demographic questions

First - Demographic questions: The questions about basic background information regard-
ing online buying customers. This section includes three queries: Age zone, Employment
status, and The kind of e-commerce user the respondent is (Seller or Buyer), which is

visualized in Figure 7 below.
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What is your age zone ? D6 tudi clia ban
149 cau tra 161

@ Generation Z; born after 1996 - (Sau
1996)

@ Millennials: born from 1981 to 1996 -
(T 1981 - 1996)

@ Generation X; born from 1965 to 1980 -
(T 1965 - 1980)

@ Baby Boomers: born from 1946 to 1964
- (Tl 1946 - 1964)

@ Silent generation: born from 1928 to
1945 - (Ttr 1928 - 1945)

What is your employment status ? Nghé nghiép

149 cau tra 1oi

@ Student (Hoc sinh)

@ Employed (Co viéc lam)

@ Unemployed (Khéng co viéc lam)
@ Bubdn ban tai nha

Do you often sell or buy products online? Ban thudng xuyén mua hay ban hang online?
149 cau tra 16

@ Selling (Ban)
@ Buying (Mua)

Figure 5. Basic background information of survey participants (n=149)

Figure 5 visualizes the basic information of 149 respondents regarding Age, Occupation,
and their main purpose in using e-commerce. It is observable that the majority of them are
born after Baby Boomers period, account for 99.3% of the whole group (60.4% less than
26, 21.5% from 26 to 41 years old, and 17.4% from the age 42 to 57). About employment
status, employed emerge with 52.3% of the participants, followed by the student with
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42.3%. The smallest portions of e-Commerce consumers are unemployed people and
others (approximately 5.4% both). The ratio of buyers and sellers also has a big difference
in e-commerce, when the number of buyers (89.3%) accounts for nearly 90% of the total
and 10 times more than the number of sellers (10.7%). These data, when applied to a
small group, cannot be indicative of the overall population. However, according to World
Bank data, 70% of the Vietnamese population is under the age of 35. (The World Bank In
Vietnam: Overview 2019). As a result, the youthful generation remains the largest seg-

ment of Vietnamese e-commerce users.
3.2.2 Behaviour questions

Second - Behaviour questions that focus on cconsumer’s attitudes and behaviours toward

various last-mile delivery scenarios.

The first question in this section is designed to determine whether or not the respondents
are active Internet users. Figure 6 depicts five alternatives for describing their pur-

chase/sales frequency.

How many times per week do you buy/sell products online? Tan suat mua/ban hang online mai

tuan cla ban
149 cau tra |oi

@ Less than once per week (it hon 1 1an/
tudn)
@ Once per week (1 1&n/tuén)

e / 2-5 times per week (2-5 lan/tuan)
@ 6-10 times per week (6-10 lan/tuén)
@ More than 10 times per week (Nhiéu
hon 10 lan/tuén)

Figure 6. The frequency of respondents’ purchases/sales

According to the data, 43 percent of participants make online purchases/sales contrac-
tion fewer than once each week, followed by the number of respondents conducting once
per week with 28,2 percent and 2-5 times per week with 20.8%, respectively. There is only
about 9,2 percent of people who buy/sell more than 5 times per week (Figure 6). These
figures also prove the level of interest and preference for online shopping among young
Vietnamese in particular and Vietnamese people in general, nearly 60% of participants

make from one order per week.
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After researching the frequency people conduct online purchases/sales, the survey con-
tinues to figure out which logistics companies the customers regularly use/have
experienced. Since the author wants to see for which the best/most popular e-logistics
companies in viewpoint of end-consumers using last-mile delivery service. Excluding six
available well-known companies were most chosen, the variety of companies were given
by respondents which lead to more other results. Also, it is clear to see that other results
showing Shopee Express. However, Shopee Express is not a logistics business. It is a
logistics service belonging business operation of Shopee e-commerce group (Shopee
2020). It can be seen that some survey respondents have a slight confusion between the
delivery service provided by the logistics company and the logistics service from the e-
commerce company, but this does not affect the results as well in general. The last figures

were displayed in Figure 7 below.

Which logistics companies below have you experienced for delivery? Céng ty giao hang nao dudi
day ban da tiing trai nghiém qua?
149 céu tra i

Viettel Post

Vietnam Post (VN Post)

Giao Hang Nhanh (GHN)

Giao Hang Tiet Kiem (GHN)
DHL ( Deutsche Post DHL )
FedEx

LEX Express, Shopee Express
Shopee express

USPS, UPS

Aha move

Goi dién thoai dat mua hang va...
J&T Express, Shopee Express

0 25 50 75 100 125

82 (55%)

60 (40,3%)
105 (70,5%)
112 (75,2%)

19 (12,8%)
14 (9,4%)

Figure 7. The best/most popular logistics companies in end-consumers view.

It appears that Giao Hang Tiet Kiem (GHTK) accounts for the biggest percentage of
75.2%. Giao Hang Nhanh (GHN) is at the second place with 70.5%, followed Viettel Post,
Vietnam Post, DHL and FedEx with 55%, 40.3%, 12.8% and 9.4% respectively. Others
(such as Ups, Ahamove, J&T Express...) just account for about 2 percent in total. Gener-
ally, the practical results of this questionnaire truly reflect the theory of e-logistics compa-
nies mentioned above. The companies chosen by many end-users (GHTK, GHN, Viettel
Post, VN Post) are the top companies that provide the best customer

experience/customer service (Figure 7).

In general, these figures are insufficient to draw a broad supposition about the e-logistics

aspect. However, they show that the delivery process has a major influence on customer
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satisfaction and trust with the order fulfillment process of 3PL companies to a certain
extent. People would not choose the companies often and many times if they do not

distribute the logistics service well enough.

On the other hand, the product sending/receiving place is also an important factor
affecting to the decision use services of logistics companies or not. The figures of this

guestionnaire are displayed in the Figure 8.

Do you prefer send/receive parcels at home or at collection post office? Ban thich gui/nhan hang &

buu cuc hay tan nha?
149 cau tra 16

@ At home (Tan nha)

@ At collection post office (Buu cuc)

/ Both (Ca hai)

Figure 8. Goods receiving/sending places which respondents prefer

In Vietnam, sending/receiving parcels at home and at the collection post office are two
major options for people who use e-commerce (Nhat Tin Logistics 2018). It is clear to see
that people prefer sending/receiving goods at home, which reaches nearly 90%.
Otherwise, the “at collection post office” choice accounts insignificantly (under 0.5%).
Nevertheless, the number of consumers choosing both options is 9.4% which leads it a
little bit confusing for readers to understand (Figure 8). This phenomenon from the
author's point of view and knowledge can be explained as follows. Sending or receiving
goods at home takes waiting time more than at collection posts as senders/receivers need
to passively wait shippers from logistics companies coming their homes to take parcels at
exact shift time. For individuals who are always in hurry, for example, individuals who sell
online several goods daily or busy buyers who are not always at home prefer actively
sending/receiving parcels at collection post office. In addition, self-picking at the collection

post office helps consumers save money compared to home delivery.

Besides the places, other factors are also estimated to affect customer satisfaction and
change their behaviors when picking up a delivery booking. There are available answers
consisting of Price, Popularity, Easy-to-use interface, Customer service, Regularly updat-
ed tracking information, Rapid delivery, Final situation of the parcel, COD control time,

and Payment method shown in Figure 9.
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Which factors do you think they are important to use logistics service ? Ban nghi cac yéu to nao
quan trong khi dat giao don hang?
149 céu tra i

Price (Chi phi giao) 100 (67,1%

Popularity (Mirc dd phd bién cl... 32 (21,5%)

Easy-to-use interface (App gia... 51 (34,2%)
76 (51%)

69 (46,3%)

Customer service (Dich vu kha...
Regularly updated tracking info...
Rapid delivery (Giao hang nha... 97 (65,1%)
Final situation of parcel (Tinh tr... 53 (35,6%)

COD control time (Thoi gian ho...

21 (14,1%)

Payment method (Phuwong thit... 50 (33,6%)

0 20 40 60 80 100

Figure 9. Important factors considered to choose a delivery logistics service

It is observable that most consumers consider Price and Rapid delivery which are 100
choices and 97 choices respectively. Followed by Customer service (51%) and Regularly
updated tracking information (46.3%). Easy—to—use interface, Final situation of parcel, and
Payment method are three next elements considered to be equally important which are
chosen by 51 persons, 53 persons and 50 persons respectively. The popularity of compa-
nies and COD control time are the two least important factors (Figure 9). Price and Rapid
delivery are always two critical elements for Viethamese customers. Since Vietnam is a
developing country, the average income of people to pay for high transportation fees is
not reasonable. Moreover, with the competition of many e-commerce platforms at the
present, customers have more reason to choose orders with the lowest cost and fastest

delivery.
3.2.3 Experience questions

Third - Experience questions: answering the end-consumer experience and express the

level of their satisfaction.

Moreover, delivery time is a vital factor directly influencing the customer experience.

Data of average days to obtain the package are collected and abstracted in Figure 10.
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How many average days package is received in Viet Nam ? Trung binh bao 1au buu kién sé dugc
nhan ?
149 céu tra 161

@ Less than 3 days (it hon 3 ngay )

@ Less than 1 week, 3-6 days ( it hon 1
tuan, 3-6 ngay)
1 week (1 tudn)

@ More than 1 week, 8-13 days (Nhiéu
hen 1 tuan, 8 - 13 ngay)

@ 2 weeks (2tudn)

@ More than 2 weeks (Nhiéu hon 2 tudn)

Figure 10. Average days for a package to be delivered

According to the pie chart in Figure 10, 52.3 percent of respondents said it normally takes
less than a week (3-6 days) to fulfill an order in Vietnam. Given that Amazon's average
click-to-door speed in the United States in March 2018 was 3.07 days, this length is rea-
sonable (Mazareanu 2019). On the other hand, 31.5 percent of shipments are delivered to
consumers' doorsteps within two days, 14.8 percent are delivered within a week, and just
1 percent of package amount is received longer than one week. The less days logistics
companies deliver, the more they assert their position in the market. Connecting to the
Figure 9 above, Viethamese people are often satisfied with orders fastly transported in a
few days with a suitable fee. Giao Hang Nhanh (GHN) and Giao Hang Tiet Kiem (GHTK)
are the two domestic logistics businesses have fierce competition in this field. GHN
delivers the orders very rapidly; however, the price was slightly higher than the common
ground. Meanwhile, GHTK has a low-cost delivery fee, although the delivery time is

occasionally delayed due to overcrowding of orders (Buu Cuc 2022).

Related to payment survey research, there are two main methods used by Vietnamese
end-consumers (pay in advance and COD payment). Other paying ways are not selected
by any respondents. Figure 11 below describes the data in detail
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What kind of payment would you often use? Phuong thirc thanh toan ban hay st dung
149 cau tra 161

@ Pay in advance ( pay via banking
account before receiving package ) Tra
tién triede khi nhan hang

@ COD payment ( pay cash after receiving
package ) Tra tién sau khi nhan hang

Figure 11. Payment method when purchasing online

Pay in advance (Pay via banking account before receiving package) accounts for around
29%. Otherwise, COD payment (pay cash after receiving package) reaches over 71%
which proves end-consumers are still afraid about the quality of products and suspicious
of online sellers, except big e-commerce brands. Furthermore, banking payment in ad-
vance is not popular with Vietnamese youth because of the effect of their routine habit in

traditional shopping — cash payment (Figure 11).

As shown in Figure 12, 147 out of 149 respondents (level 3 — 32 individuals; level 4 — 76
people; level 5 — 39 people) are happy or very satisfied with the latest delivery. The
grades from four (4) account for 77.2 percent of the total responses, indicating that the
majority of e-Commerce users are happy with the present delivery service options. On the
other hand, 32 individuals rank their experience as three (3), while 2 people believe their
pleasure is less than three (3). In general, the chart shows the positive ascent of logistics

companies, especially in delivery service through increasing customer satisfaction.
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Are you satisfy with the delivery service recently ? Muc dé hai long cla ban vdi dich vy giao hang
hién nay
149 céu tra i

80
76 (51%)
60
40
39 (26,2%)
32 (21,5%)
20
1(0,7%) 1(0,7%)
0 | |
1 2

Figure 12. Level of customer satisfaction in recent situation

Before going to solutions of Vietnam’s customer satisfaction for the present state of last-
mile logistics, figuring out the causes is crucial.
As a result, the questions in this part are designed to delve further into these themes. The
answers to the question: “What is the most vexing issues you have with last-mile deliv-

ery?” are categorized and visualized in Figure 13.

What are the most vexing issues you have with last-mile delivery ? Van dé khién ban kho chiu nhat
khi giao hang chang cudi la gi?
149 cau tra |oi

High delivery fee (Phi giao han...
Security and privacy (An toan v...

Late/postponed delivery (Giao... 81 (54,4%)
Complicated goods return (Qui...

Careless handling/goods missi...

Unprofessional customer servic... 46 (30,9%)
Khéng c6 4(2,7%)
khéng cof—1 (0,7%)
Ket xe thwéng xuyén anh hwd... f—1 (0,7%)

0 20 40 60 80 100

Figure 13. Vexing issues end-consumers facing in last-mile delivery

With around 54.4 percent of respondents picking it, it is clear that late/postponed delivery
tends to be the most serious issue. Both negligent handling/goods missing, and complex
goods return are followed by the same statistic of 39.6 percent. Unprofessional customer
service, high delivery fee, security and privacy are following next with respectively 30.9%,

30.2%, and 18.8%. Five people did not give any complaints, and only one person has
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another issue related to traffic jams which happen regularly in large cities affect delivery
time (Figure 13). The most selected number of answers Late/postponed delivery can be
explained based on the theory mentioned. The cause of this problem are majorly affected
by external factors which are weak infrastructure, no innovative technology to support

delivery and traffic jams happening frequently in large cities of Vietnam.
3.2.4 Opinion question

And last - Opinion question which its purpose is colletcing Issues recommendations from

the consumer's point of view.

To validate the issues about last-mile delivery, the final query encourages participants to

offer advice for enhancing the delivery process. The findings are shown in Figure 14.

Suggestions for the logistics company ( new technology / methods,... ) Dé nghi/lsi khuyén dé cai
tién dich vu

62 cAu tra |&i

Can c6 nhitng gidi phap quan Iy shipper va don hang chat ché hon. Bao vé hang hod cda khach hang tat
han, tranh tinh trang hu héng,....

(=]

Pay more attention to shortening the delivery time and preserving the quality of goods during the delivery
process.

Nhe tay vs buu kién

do better

no

Kiém tra chét luong hang héa, dich vu ddi tra, khigu nai thuce higén nhanh hon

Du tri va bao trurde khung TIME giao Hang cho khach hang

Figure 14. Suggestion for the logistics company

The questionnaire receives 48 suggestions to analysis, accounts for one third of number
of respondents, which also means two third of survey participants amount (nearly 100

persons) are satisfied with the current service (Figure 14).

These forty-eight answers are divided into 5 main issues need improving (customer ser-
vice, delivery time, package preservation, delivery fee, money/package return time). The

most majority of answers is about customer service which is suggested to improve better,
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shippers should have the right attitude, more professional; consultants should pay more
attention and understand customer psychology to promptly solve customer requests. The
second one should be noticed is delivery time. Logistics companies need to pay more
attention to shortening the delivery time, transport on time and improving
sending/receiving procedures more rapidly and less sotisphicated, extend the shipper
amount to conduct more bookings is a suggestion as well. Thirdly - package preservation,
ensure the correct delivery of the goods, the goods are carefully preserved and intact
while being delivered to the recipient. Companies must be responsible for compensating
customers for wrong orders, and damaged deliveries. For fragile items such as glass,
perfume and so on should be very gentle with the parcel. Followed by the delivery fee,
which needs to be cut down and has cheaper options, so customers will be more pleased.
Finally, money/package return time needs testing and execution faster, at least on the

same day of parcel delivery (Figure 14).

It can be seen clearly that the five main suggestions (customer service, delivery time,
package preservation, delivery fee, money/package return time) corresponds to the issues
that border customers in previous questions. To solve these problems, both e-commerce
companies and logistics companies need to collaborate more closely together to gradually
improve customer service, package integrity, and delivery time by enhancing the
professionalism of employees. The remaining issues such as return time and delivery
costs need to be optimized as possible through the provision of promotional packages,

and gifts, for example, to satisfy customers more.
Results of the survey

In summary, the  online survey's  findings  addressed four  areas.
Demographic questions: The majority of Vietnamese e-commerce customers are young
individuals under the age of 42. The majority of occupations are employed and student.
Behaviour questions: Most Viethamese e-commerce customers perform their online
selling/purchasing less than once a week, and they prefer to have their goods picked up
from/delivered to their doorsteps. They suppose affordable delivery price and rapid deliv-
ery time are the two most important elements when choosing the service. There are 2
companies corresponding to those 2 factors, which are highly appreciated by the majority
of choices from end-consumers are Giao Hang Nhanh (GHN) and Giao Hang Tiet Kiem
(GHTK).

Experience questions: More than 50 percent of respondents receive their parcels in less
than one week, and over two-thirds of them are satisfied with the present delivery proce-

dure. Because they are still familiar with a traditional payment method, paying in advance
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is new and strange for almost people. Based on vexing issues that e-commerce
consumers have to deal with, they tend to choose the delivery partner which have less
problems in Late/postponed delivery, careless handling/goods missing, complicated

goods return, high delivery fee and unprofessional customer service.

Opinion questions: The most of outstanding
issue recommendations are about customer service, delivery time, package preservation,
delivery fee, money/package return time.
In addition to solutions to these concerns, consumers demand novel technology as well as
their suggestions, which will be applied to logistics services for improving customer expe-

rience more convenient and more comfortable.

To conclude, it can be seen that last-mile delivery is the most popular and most important
factor to help a third-party logistics company build branding trust with customers and is the
basis for improving and developing other e-logistics services in the order fulfillment pro-
cess. Moreover, the positive effects of e-commerce on 3PLs have recently spurred the
continuous improvement of e-logistics services. Thanks to bilateral cooperation, e-
commerce companies and 3PL companies have a close connection with each other to

meet the ever-increasing demand for online buying/selling of consumers.
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4  Conclusion and Summary

Conclusion

The final aim of the thesis is to figure out the present status and predict upcoming trends
of E-logistics in Vietnam. The research question and three sub questions in Chapter 1 are
used to clarify this purpose. Below are the summarized answers to show the research

outcome in an overview.
SQ1: What are the principal features of E-logistics in Vietnam's e-commerce?

First, in the E-commerce logistics business in Vietham, 3PL companies have dominated
the market in terms of the number of orders received in 2017. These companies provide
end-to-end services, ranging from safeguarding inventory in a warehouse to shipping
items from one location to another. Second, by delivery location: With-in the Vietnam E-
commerce logistics business, the intercity segment has established itself as the market
leader, with a vast market in terms of the number of orders, which was estimated at million
orders in 2017. Ground shipping is the most common mode of intercity de-livery, and mini
trucks are favoured to handle many deliveries of orders from various clients over the same
route. Finally, by Payment Method: With a mammoth revenue in 2017, the Cash on Deliv-
ery (COD) category established itself as the market leader in the Vietnam E-commerce

logistics business (According to the analysis in chapter 2.3.2)
SQ2: Which benefits and challenges of E-logistics in the E-commerce market?

The benefits and challenges E-logistics struggling with in the E-commerce can be de-

scribed as follow.

About the benefits, the percentage of individuals who purchase online, as well as how
they shop, is great in large cities like Hanoi and Ho Chi Minh City. Thus, present needs of
delivering professional logistics services are on a continuously rising scale. Moreover, the
multi-channel selling trend has manifested itself in Vietnam. According to the Vietnam
Retail Association, single-channel retailing will eventually go away, with multi-channel
retailing taking its place. The distinction between "real" and "virtual" purchasing activities
is becoming increasingly blurred; people are increasingly searching online and then shop-
ping in person, as well as physically searching and then shopping online. As a result, retail
and e-commerce companies must rebuild their logistical systems to match the demands of
a multi-channel consumer experience. Multi-channel systems, on the other hand, are dis-
tinguished by the fact that merchants seldom invest in distribution centers themselves.

They prefer instead to outsource professional distribution businesses, therefore increasing
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their market competitiveness. This demonstrates that the logistics services sector must
evolve to serve all sorts of multi-channel retail, rather than focusing on a single type of
business. Despite substantial hurdles, logistics has a promising future, due in part to free
trade agreements with Vietham. The Comprehensive and Progressive Agreement for
Trans-Pacific Partnership (CPTPP) went into force this year, and the European Union
Free Trade Agreement (EVFTA) is scheduled to be enacted the following year. The bene-
fits of these agreements will help to encourage foreign capital in Vietnam's facilities and
systems. Along with that, the government has enacted laws to assist businesses in over-

coming administrative impediments.

About the challenges, despite the relatively rapid growth rate, COD delivery accounts for
88 percent of all orders, with the exchange rate on B2C sales websites ranging from 10%
to 15%. This raises the cost of transportation and operations, as well as lowers business
profits. To facilitate COD delivery, e-commerce logistics services must become more effi-
cient. Aside from that, Vietham is mostly a cash-based economy, with the majority of
transactions taking place in cash. E-commerce companies are obliged to rely on cash for
delivery, resulting in greater operating expenses. Corporations must also deal with items
being replaced or destroyed in reverse delivery. Furthermore, three-quarters of routine
orders are conducted in Hanoi and Ho Chi Minh City, which have considerable traffic, rais-
ing transportation expenses even further. Furthermore, the logistics sector legislations and
requirements remain complicated. Issues with the last mile must be handled, and shipping
to rural locations is difficult. These challenges become more prominent when corporations

strive to expand outside of Vietnam's leading cities.
(More information in details provided in chapter 3 — SWOT Analysis and Survey parts)

SQ3: Which companies provide the best e-logistics that e-commerce (end) consumers

expect?

Based on the survey, Giao Hang Tiet Kiem (GHTK) accounts for the biggest percentage
of 75.2%. Giao Hang Nhanh (GHN) is at the second place with 70.5%, followed Viettel
Post, Vietnam Post, DHL and FedEx with 55%, 40.3%, 12.8% and 9.4% respectively.
Others (such as Ups, Ahamove, J&T Express...) just account for about 2 percent in total.
Generally, the practical results of this questionnaire truly reflect the theory of e-logistics
companies mentioned above. The companies chosen by many end-users (GHTK, GHN,
Viettel Post, VN Post) are the top companies that provide the best customer

experience/customer service.
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In general, these figures are insufficient to draw a broad supposition about the e-logistics
aspect. However, they show that the delivery process has a major influence on customer
satisfaction and trust with the order fulfillment process of 3PL companies to a certain
extent. People would not choose the companies often and many times if they do not

distribute the logistics service well enough.

In addition, the author partly discovers the current status of e-logistics in Vietnam through
survey questions related to consumer behavior, experience and opinion. From there, draw
the upcoming development trend of e-logistics in Vietham. These trends are based on the

challenges facing e-logistics as well as innovative suggestions from customers.
RQ: What are the current situations and prospects of E-Logistics in Vietnam?

Although the e-logistics market is a new concept and only launched after e-commerce
was expanded, e-logistics has proven its important position in e-commerce. Therefore,
logistics companies that are outsourced by e-commerce partners, especially 3PL
companies, have to further improve and develop their services to match the daily needs of
buying/selling online. the more increasing. Important factors that logistics companies can
actively consider are delivery costs, delivery time, package and COD return process, and
integrity of the package until it is received (Figure 13 in survey). In addition to the factors
mentioned above, external factors such as weak infrastructure lead to traffic jams or
restrict traffic flows to the provinces; the habit of paying in cash increases costs incurred

and so on, which also leads to difficulties and challenges for e-logistics.

Fortunately, the Vietnamese government has timely policies to promote foreign
investment in the improvement of the logistics network in general and e-logistics in
particular. The Government of Vietham has signed many trade agreements which help
minimize administrative procedures and sophisticated tax costs. This may also be the
development trend of Vietnam e-logistics in the future. Some suggestions recommended
for both 3PL companies and e-commerce businesses are offering promotions, regular
vouchers, and freeship, for example, to satisfy customers when waiting for long delivery or
paying high expenses; advancing staff profession and logistics technology also need to be

considered as a future trend of e-logistics service.

Regarding the prospects of e-logistics in Vietnam, it is impossible not to deny the
achievements that have been, are, and will be achieved. Vietnam is on a stronger
economic track than ever before, with a young population and the popularity of the
Internet, making it easier to embrace innovation and constant change. For example, e-
logistics, certainly still contains a lot of potential that will be discovered soon in the near

future if current challenges are optimized and limited.
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Summary

The study was conducted to present the current situation and future challenges that e-
commerce impacts on 3PL, or in other words, E-logistics in Vietnam. The purpose of the
study focuses on explaining the important characteristics of the target - E-logistics, giving
its benefits and challenges, thereby finding the best E-logistics distributors that meet the
customer's experience in Vietnam. In addition, the author expects that the information,
data and value of this study will help those who learn about Vietham's E-Logistics market

in the near future.

The thesis consists of two main parts: theoretical part and experimental part. The theoreti-
cal part is presented in Chapter 2, the main content is the definition of terms, components
and characteristics of E-commerce, Logistics and E-logistics. The interplay between these
concepts is also mentioned in the theoretical part of the study. In addition, the SWOT
analysis provides an overview of E-Logistics Strengths, Weaknesses, Opportunities and
Threats from secondary data that answer the current performance of E-Logistics and its
potential trends in the future.

The experimental part is shown in Chapter 3 through the process of collecting primary
data through an online survey and analysing them using the main quantitative research
method. The purpose of the survey is to find out the most popular/best e-logistics distribu-
tor today through customer experiences, behaviors, and opinions about last-mile delivery
service because it plays an important role important in the entire e-logistics process. In
addition, the survey data is very valuable to analyse the current general situation of e-
logistics as well as the challenges that logistics companies in particular and the e-logistics

market, in general, have been facing.

Chapter 4 is a conclusion and summary of the thesis, the findings from all chapters are
gathered and discussed in this chapter to answer the main research question and three

sub-questions. Also, giving suggestions and future research is included.
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APPENDICES

The survey of customer satisfaction about last-
mile delivery service - Khdo sat muc do hai long
clia khach hang vé giao hang chang cudi

Hi, | am Duyen Vu and | am writing my thesis to complete my Internztional Business bachelors program. The
thesis provides information and research data related to Edogistics (E-commerce and Logistics). This survey is 2
vital empirical part belonging to my bachelor thesis and it takes only 3-5 minutes to complete.

Last-mile delivery is defined as the transportation of goods from the distribution place/goods warshouse to the
fingl delivery point. in other words, to the fingl consumer. This process is an important logistics process
affecting most significantly customer experience when they buy/sell online (e-commerce).

Survey participation is voluntary 2nd your responses are sources to be objectively analyzed and considered for
the survey result.

| hape you enjoy spending time filling cut the survay. The more answers | receive, the faster | can graduate. Thus,
| am really eppreciated your help and your time! 3 % 1%

PLEASE SHARE IF POSSIBLE. THANKYOUSOMUCH.. &8 &8 8

PART 1: DEMOGRAPHIC QUESTIONS

ME 13 [hEng bt buis)

What is your age zone 7 B0 twdi cia ban *

Ganeration Z: born after 1996 - (Sau 1994)

Millennizls: born from 1981 to 1996 - (T 1981 - 1996)
Generation X: born from 1965 to 1980 - (Tl 1965 - 1980)
Baby Boomers: born from 1946 to 1964 - (Tir 1946 - 1964)

Silent generation: bom from 1928 to 1945 - (Tir 1928 - 1945)

What is your employment status ¥ Mghe nghigp *
Student {Hoco sinh)
Employed (C6 vige lam)
Unemployed (Khang <o viéc lam)

Khéc._.

Do you often sell or buy products online? Ban thudng xuyén mua hay ban hang online? *
Selling (Bén)

Buying {Mua)



PART 2: BEHAVIOR QUESTIONS

ME 13 (khing bit buiic)

&

How many times per week do you buysall products onkne? Tan sudt mua/ban hang online mai
tudn cia ban

f | Less than once per week (it han 1 [En/tudn)

() Once perwesk {113n/tugn)

( | 2-3times per week (2-3 ﬁn-TuEn]

() 6-10times per wesk (610 [En/tuln)

(") Mare than 10 times per week (Nhigu hon 10 [&n/tuln)

&

Which logistics companies below have you experienced for delivery? Cdng ty giao hang nao
dudi day ban da tiing trai nghiém gua?

|| Wiettel Post

[] vietnam Post (VN Post)
Gizo Hang Nhanh (GHHN)
Gizo Hang Tiet Kiem (GHM)
DHL { Dewtsche Post DHL )
FedEx

Khéc_

OO0 o0oo0 0

&

Do you prefer send/receive parcels at home or at collection post office? Ban thich gdiinhan
hang & buu cuc hay tan nha?

f | Athome {Tan nh&)
| | At collection post office (Buu cuc)
() Both (C& hai)

[ : | Khac_.



Which factors do you think they are important to use logistics service 7 Ban nghi cac yéu ta -
nao quan trong khi dat giao don hang?

[] Price {Chi phi gizg)

[ Popularity (Mirc 86 phé bién cua cing ty gieo hang)

[ ] Easy-to-useinterface (App gizo hing co giao dién dé =i dung)

| | Customer service (Dichwu khach hang)

| | Regularhy updated tracking information (Thang tin thea 45 don hang dwoc cép nhat thudng muyén)
| | Repid dalivery {Giao hang nhanh chang)

[] Final situation of parcel (Tinh trang cudi cling cle kign hang)

[] COD contral time (Thdi gian hodn tign COD

|| Payment methad (Phwong thire thanh todn)

PART 3: EXPERIEMCE QUESTIOMS

M 1 {khing bt bupc)
How many average days package is received in Viet Nam ? Trung binh bao lau buu kien s& dugc *
nhan ¥
() Less than 3 days (it hon 3 ngay )
() Less than 1 week, 3-6 days ( it hon 1 tudn, 3-6 ngiy)
1 1 weak (1 tudn )
1 Morethan 1 week, 8-13 days (Mhigu hon 1 tudn, 2 - 13 ngay)
) Zweeks {2twdEn)

1 More than 2 weeks {Mhigu hon 2 tugn)

What kind of payment would you often use? Phugng thic thanh toan ban hay si dung *
( | Pay in advance | pay via banking account before receiving package ) Tra tign trude khi nhin hang
| | COD payment { pay cash after receiving package ) Tra tign sau khi nhin héng

l:l Khac_
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&

Are you satisfy with the delivery sarvice recently ¥ Muc do hai long ola ban vai dich vu giao
hang hien nay

1 2 3 4 ]

Stmnglydlsa?“ﬁggfetﬂm knong D D D D D Strongly agres (Tuy&t ddi hai lang)

&

‘What are the most vexing issues you have with last-mile defivery ¥ Wan dé khién ban kho chiu
nhat khi giao hang chang cudi la git

[ ] High delivery fee (Phi gizo hing cao)

Security and privacy (An todn va bao mat)

Late/postponed delivery (Giao hang chim téftri hodn)

Complicated goeds retumn (Qui trinh d3i tra phic tap)

Careless handling/goods missing (Kién hang bi mat/ dap nat/hu hong...)

Unprofessional customer service (Dich vu khich hang thidu chuyén nghisp. VD Shipper oo thai 4 khing _

O 00000

Khac_

PART 4: OPINIOMN QUESTION

W 1 (khing bt buc)

Suggestions for the logistics company ( new technology ¢ methads.... } £8 nghifldi khuyén d8 cai tién
dich vu

V&n ban tra Ioi dai

Thank you for taking the survey!! Cami dn ban da thuc hign khao sat!!

M5 1 (kg bt bufc)
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