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Abstract

The current study aimed at examining the factors determining consumer’s online
buying decisions of household appliances of consumers in Ho Chi Minh City in
Vietnam and their degree of influence. In order to obtain research objectives, five
hypotheses were proposed to test how five factors, including quality, price sensitivity,
internet security, convenience, and social media influenced the consumers’ decision
to buy household appliances online. The authors employed the quantitative research
method with the use of a close-ended questionnaire to collect data. All questionnaire
items were designed in the form of Five-points Likert scale. A sample size of 370
consumers in Ho Chi Minh City was selected by the researchers. The analysis of
research results revealed the following findings: 1) quality influenced online buying
decisions of household appliances of consumers; 2) price sensitivity influenced online
buying decisions of household appliances of consumers; 3) internet security
influenced online buying decisions of household appliances of consumers; 4)
convenience influenced online buying decisions of house-hold appliances of
consumers; and 5) social media influenced online buying decisions of house-hold
appliances of consumers. Additionally, among five factors quality and convenience
were perceived as the factors with the greatest impacts while social media was the
factor with the least effect. Based on research findings, implications are generated to
the marketers to generate the impacts on consumers’ intention to buy household
appliances online.
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1 Introduction
1.1 Background

E-commerce has become one of the most prevalent trends in the business landscape in
recent years owing to its benefits and changes in consumer behavior (Nguyen et al., 2018,
255; Phaneuf, 2022). A report by E-Marketer (2021) reveals that the total value of E-
commerce reached $4.921 trillion in 2021 with the spread to all industries worldwide. It is
expected that the value will increase to $5.55 trillion by the end of 2022, representing the
borderless power of E-commerce. As reported by Keenan (2022), online purchases
accounted for 17.8% in 2019 that increased to 19.2% in 2020. (Keenan, 2022.) E-Marketer
(2021) provides information that online purchases will surge to 24.5% in 2025, indicating a
compound annual growth rate (CAGR) of 6.7% during 2021-2025 (E-marketer, 2021).

Vietnam has experienced a dramatic growth in E-commerce business in recent years. The
report by NDO (2021) shows that E-commerce market value of Vietnam is calculated at $21
billion in 2021, representing a 31% increase in comparison to that of 2020. The report also
shows high expectations of the prospect of E-commerce market in Vietham when
forecasting that the market will amount to $57 billion in 2025, showing a CAGR increase of
29%. This growth implies the great potential of E-commerce in Vietham. In particular, under
the effects of the COVID-19 pandemic in Vietham, the Vietnamese E-commerce market has
experienced 8 million new online consumers in 2021. Among 8 million new online

consumers, 45% of them live in urban areas. (NDO, 2021.)

In terms of the household appliance market in Vietnam, it is defined in CollinsDictionary
(n.d.) a household appliance is defined as an electrical device, machine, or piece of
equipment that is used to support people perform household functions of cooking, cleaning,
or food preservation. Some examples of household appliances include vacuum cleaners,
toasters, coffee makers, ovens, etc. The report by Statista (2022) found that the market
value of Vietnam will increase to $632.5 million in 2022. Notably, the report also predicts
that in the online selling sector household appliance will reach $36.4 million users by 2025
with a rate of penetration of 36.0%. In particular, the amount of the average revenue per
user (ARPU) is calculated at $22.64 by 2025. (Statista, 2022.)

Furthermore, consumers in Ho Chi Minh City who had experienced the COVID-19 impact
in 2021 have changed their consumer behavior, including a shift to online purchases of
almost all product categories (Vietnamnews, 2020). In terms of online purchase of
household appliances, previous studies (Imelia & Ruswanti, 2017, 39; Luong et al., 2021,

627) reveal that consumer’s decision-making is driven by a number of factors such as



perceived quality, price sensitivity, convenience, internet security, the reputation of
application or business, etc. Gu et al. (2021, 2277) particularly emphasizes the impacts of
the COVID-19 on changes in influential factors on consumers’ buying decisions. Therefore,
the current study attempts to explore the driving factors of buying decisions of online
consumers of household appliances from the perspective of consumers in Ho Chi Minh City,
Vietnam to obtain an understanding of factors determining consumers’ buying decisions of

household appliances in Vietnam online.
1.2 Aims and objectives of the study

This study aims at investigating the factors determining consumer’s online buying decisions
of household appliances of consumers in Ho Chi Minh City in Vietham. The objectives of

the current study include

1) To explore the influential factors driving consumer’s online buying decisions of

household appliances

2) To investigate the extent to which the influence factors determine consumer’s online

buying decisions of household appliances
1.3 Delimitation

This study focuses only on examining the major factors influencing consumers’ online
buying decisions of household appliances. The selection of studied influencing factors is
based on the review of both foreign and Vietnamese studies on the subject of consumer
behavior toward household appliances (Jiang, Yang, & Jun, 2013, 195-198; Fortes & Rita,
2016, 168-174; Laskowski, 2017, 240; Uslu & Buseynli ,2018, 516-518; Hanslim et al.,
2020, 125; Kwarteng et al., 2020, 219; Luong et al., 2021, 627; Tran & Nguyen, 2022, 3-4).
In addition, the selection of these factors also relied on the influence of 4Ps (Product, Price,
Place, and Promotion) on consumer behavior (Singh, 2012, 40). In the following study,
quality acts as the product factor while price sensitivity represents the price factors.
Convenience and Internet security are used as place factors. Finally, social media

represents a promotion factor.

Consumers in Ho Chi Minh City are selected as research participants through convenience
sampling. Those consumers have experienced the most severe consequences of COVID-
19, leading to the changes in their perceptions of which factors may influence their online
buying decisions. The questionnaire was administered to the participants online through

Google Forms and then delivered to consumers in Ho Chi Minh through Facebook and Zalo.



In terms of theoretical limitation, the current study is focusing on the following aspects:

1)

2)
3)
4)
5)
6)

7)

Model of factors affecting online shopping intention
e Theory of Reasoned Action
e Theory of Planed Behavior
The 4Ps of marketing
Quality and online buying decision
Price sensitivity and online buying decision
Internet security and online buying decision
Convenience and online buying decision

Social media and online buying decision

1.4 Limitations

There are two major limitations existing in the current study. Firstly, the current study only
adopted the quantitative research method with the use of questionnaire for data collection.
The use of single quantitative research method led to the lack of triangulation of research
findings. If the research employed the qualitative research method with the use of other

research instruments such as interview or observations, the triangulation of data would be

obtained.

Secondly, the current study only approached 370 respondents for collecting data for the
analysis which accounted for a very small proportion of Ho Chi Minh City’s population. The
small sample sized significantly influenced the reliability of data and generalization of

research findings. Research findings would be generalized to a larger population if the

current study employed a larger sample size.

1.5 Research questions

The following research question is derived in response to research aims and objectives:

How do the major drivers determine online buying decisions of household

appliances of consumers in Ho Chi Minh City, Vietham?

Accordingly, five sub-questions are also formulated:



- Sub question 1: How does quality influence online buying decisions of household

appliances of consumers?

- Sub guestion 2: How does price sensitivity influence online buying decisions of

household appliances of consumers?

- Sub question 3: How does internet security influence online buying decisions of

household appliances of consumers?

- Sub question 4: How does convenience influence online buying decisions of

household appliances of consumers?

- Sub question 5: How does social media influence online buying decisions of

household appliances of consumers?
1.6 Research method

In order to obtain research objectives, the research employs a quantitative research method
that utilizes numerical information to answer research questions (Creswell & Creswell,
2018, 41). Convenience sampling is also used to select the samples for the study. The
population of the study involves customers living in Ho Chi Minh City who are interested in
buying household appliances. The research focuses on age groups ranging from 16 to 65.
According to Top 10 HCM, there are almost 6.38 million people who qualify for the
requirement (topl0hcm, 2022). Z-score sampling size formulation will be employed for the
sample size determination: [(Z-score)?* SD * (1-SD)]J/ME? = Sample Size. With the selection
of Z-scores of 1.96 in alignment with a 95% of confidence level and 0.5 SD, the sample size

is calculated at 385.

In order to collect data for the analysis, a questionnaire was adopted and designed by the
authors and from the questionnaire used in the studies by Jiang, Yang, and Jun (2013, 213),
Fortes and Rita (2016, 174) and Tran and Nguyen (2022, 10-13). There are two sections
included in the questionnaire. In the first section, eight terms are used to identify the
respondents’ age, gender, employment background, monthly income, and their experiences
of online buying of household appliances. In the second section, 5 terms are designed in
the format of Likert questions to obtain the respondents’ perceptions towards how their
online buying decisions of household appliances are influenced by quality (term 9), price
sensitivity (term 10), internet security (term 11), convenience (term 12), and social media
(term 13). The questionnaire is included Appendix 1.



1.7 Thesis structure

The current study was organized into six main sections as follows.

The first section — Introduction - explained the thesis’s background and problems that
motivating the researchers to perform the current study concerning driving factors of online
consumers of household appliances in Ho Chi Minh City, Vietham. Based on the
background and rationale explanations, the research aims, objectives and questions were
defined by the researchers. Accordingly, the research delimitations were established to
define the scope of the study and theoretical delimitations. The next part is about research
limitation. Particularly, this section also provided a summary of research method covering
research design, sampling and the questionnaire as research instrument. Finally, the

researchers described the structure of the thesis.

The second section — Theoretical framework — established theoretical foundation for the
current study. Two models used as the foundation for the current study, including Theory of
Reasoned Actions and the theory of Planned Behavior (TPB) were presented. Then, 4Ps
of marketing were explained to build the correlation between factors influencing the
consumers’ buying behaviors and marketing. In particular, this section critically reviewed
previous studies concerning the relationship between quality, price sensitivity, internet
security, convenience, social media and online buying decision to propose five hypotheses
testing the influence of different factors on consumers’ purchase decision of household
appliances online. Finally, the conceptual framework was formulated with reference to five

hypotheses.

In the third section - Empirical research and data analysis — described how data was
collected from the questionnaire with the selected samples. Details of data collection
procedures were explained in detail. Then, the process of data analysis was defined by the
researchers. At the end of this section, how the researchers ensured validity and reliability

was presented.

Next, in the section of Result and analysis of the research, the researchers started to
analyze demographics information of the research respondents. Then, data, including
percentage and descriptive statistics, were analyzed to generate the findings concerning

the five proposed hypotheses.

The Discussions section focused on interpreting the data concerning how quality, price
sensitivity, internet security, convenience, social media influenced the respondents’ online
buying decision of household appliances. The researchers also discussed research findings

in alignment with previous studies.



The last section — Conclusion — provided a summary of key findings in the current study.

The researchers also discussed research implications, and suggestions for further studies.



2 Theoretical framework
2.1 Model of factors affecting online shopping intention
2.1.1 Theory of Reasoned Actions (TRA)

It It is stated by Zeren (2021) that behavior of the consumer is influenced by a variety of the
environmental factors due to the dynamic nature of the consumer behaviour. The study also
affirms that when explaining consumer behavior there are many theories and models,
however, the theory of reasoned action is one of the most popular models. (Zeren, 2021,
69.) According to Liu and Tsaur (2020,3), the theory of reasoned actions (TRA) is one of
the most commonly used theories of consumer behavior, including buying intentions and
decisions. The study used the model of TRA with different factors to explain the consumers’
green purchase intention and actual buying behavior of smartphone products. Liu and Tsaur
(2020,2) assumed that beliefs and evaluations of consumers towards the brands and
products influenced their attitude towards the products; accordingly, normative belief and
motivation impact the consumers’ compliance with subjective norms. As a result, their
attitudes and compliance with subjective norms affect the consumers’ intention to buy and
actual buy. (Liu & Tsaur, 2020, 2.)

This theory was initially introduced by Martin Fishbein and Icek Ajzen (Paul, Modi, & Patel,
2016, 124-125) focusing on the correlation between factors driving consumers to their

buying decisions. Figure 1 illustrates the theory of reason action.

Beliefs Attitude Intention Behavior

h 4

v
v

Subjective
Norms

Figure 1: Theory of Reasoned Actions (Zeren, 2021, 71)

As shown in Figure 1, TRA is mainly used to explain consumers’ future behavior which
focuses on their beliefs, attitudes, and intentions. Within the TRA, consumer intention was
the major determinant of consumers’ conscious behavior. The study argues that consumer
intention refers to a consumer’s planned action in their purchasing journey of products and
services constituted by two factors, including attitudes and subjective norms. Attitudes
indicate a person’s point of view, regardless of whether it is positive or negative, towards a
future behavior meanwhile subjective norms involve the desires and expectations of others

in the society for a person’s behavior. Additionally, Zeren affirms that attitudes and



subjective norms are changeable over time, leading to changes in consumer intentions.
(Zeren, 2021,70.)

Furthermore, Fishbein and Ajzen in Paul et al. (2016, 124-125) explain that consumers’
behavior is generated based on their perceptions of what are the outcomes and benefits of
their actions. In other words, they use rational decision-making to decide on whether they
should buy a particular product/service or not. Gill, Ansari, and Tufail (2021) also argue that
consumers tend to assert a particular action, for example buying a product, when there are
reasons making them believe that they will obtain their expected results. Before their actions
are finished, they can change their mind under the effects of other reasons. (Gill et al., 2021,
66.) Thus, this theory is useful to explain consumer buying decision that supports the

marketers to move consumers to purchase decisions.

Regarding online consumer behavior, Bhattacharjee and Chetty (2019) point out that TRA
is a theory which can be used by marketers to generate impacts on online consumer
behavior through changing consumers’ attitudes towards products/services and brands.
The researchers explain that consumers belief in how online shopping saves their time and
money determines their attitude towards online shopping. As a result, the consumers’ actual
online buying behavior is driven by their attitudes toward online shopping. In addition, they
state that online shopping subjective norms involve the expectations and pressures created
by the marketers of brands to influence consumers’ online buying intentions, including
buying or not buying products/services. (Bhattacharjee & Chetty, 2019.) Owing to the
aforementioned discussions, the theory of reasoned action is employed as the background
theory because factors including quality, internet security, convenience, social media, and
price sensitivity are examined as the reasons explaining the decision to buy household

appliances online.



2.1.2 The theory of Planned Behavior (TPB)

The theory of planned behavior (Ajzen, 1991) is an improved development of the theory of
reasoned actions. Moreover, it is designed to forecast and expound on human behavior
Ajzen (1991) proposes that at the core of the theory of planned behavior lies in the idea that
the individual has very limited control over his or her behavior even though his or her attitude
and personal standards are influencing the motivation of an individual. However, an
individual might not behave in a particular way due to the outside influence or the personal
intensions. Later the researcher would add the Perceived Behavioural Control into his TPB.
Ajzen (1991) provides an explanation for the idea of Perceived Behavioural Control: its is
about how difficult it is for a person to perform a specific behaviour and the degree to which
he or she is capable of controlling it. TPB model shows how the personal motivations as
well as the intentions act as a base for the motivation of the consumption behaviour of an
individual. (Ajzen, 1991, 181.)

Figure 2: Theory of planned behavior (Ajzen, 1991, 182)

According to Ajzen (1991) the theory of planned behavior consists of three parts with each
one of them being connected to the intention of a person. The first part refers to the person's
attitude towards the behavior of another person both in a positive and negative light.
Another part focuses on the social pressure that a person can experience which can, in
turn, change his or her behavior. The final third part is about the degree of personal control

that an individual possesses over his or her behavior as well as his or her reflection on his
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past mistakes and other situations. The more positive the society's view is on a behavior in
a specific situation, the more a person will be inclined to act accordingly, however, his or
her control and perception of behavior is also an important factor that is influencing his
behavior. Thus, depending on a situation and behavior the impact of the aforementioned

parts on the person's decision-making process can vary as well. (Ajzen, 1991, 182.)

There are many different fields which have applied the theory of planned behavior as a base
for research and development. Firstly, with health applications, Elisabeth (2021) states that
TPB is the model which has been used most in health psychology field. Especially, Penny
in Elisabeth (2021) found that the smokers believe of self-quitting smoke is less, therefore
they were less likely to try. As a result, the less they try, the more they have failed to stop
smoking previously. Besides, it was also used widely in campaigns of health education.
(Elisabeth, 2021.) Furthermore, Luanle (2017) indicates Ajzen and Beck were able to
predict dishonest actions of college students with a high degree of accuracy as well as to
identifying the actual behaviour of students by using TPB in psychology field. (Luanle, 2017,
14). Next, according to Martin (2019), TPB also approved by businesses and organizations
by accepting its input in decision-making and organizational processes. Indeed, TPB has
been found as a useful tool to predict market consumption, as well as customers’ and

competitors’ behavior. (Martin, 2019.)
2.2 The 4Ps of marketing

According to Singh (2012, 40), a marketing mix refers to a collection of tools used by the
business to intervene in the market. The marketing mix consists of different components
that are implemented simultaneously for the achievement of positive marketing objectives
(Luenendonk, 2022). Singh argues that 4Ps (Product, Price, Place, and Promotion) is an
effective marketing tool that is used by businesses to generate the impacts on consumer
behavior and competitive advantages (Singh, 2012, 40). Specifically, product refers to
goods or services that customers are willing to pay for; some attributes of the product
include design, functions, size, packaging and customer service. Price is defined as the
amount of money paid by customers for their purchase of goods or services. Promotion
involves the use of tools to deliver the businesses’ messages to the customer while place
indicates the delivery of products and services to the customers. (Gilaninia et al., 2013, 54-
55.)

Looking back to the history of 4Ps, Ray (2021) states that the concept of 4Ps was firstly
introduced in the marketing landscape by E. Jerome McCarthy in the 1960s. It was then
become popularized by Phillip Kotler. (Ray, 2021.) According to Kotler et al. (1999, 561),

product refers to any physical objects or intangible services that are offered by the
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marketers to satisfy the consumers’ demands. The researcher also listed “product
attributes, branding, packaging, labeling, mid-product-support services” as the factors
determining the individuals’ decisions of a product (Kotler et al., 1999, 566). In terms of
price, it is defined as the number of values used to pay for the benefits of products and
services by the consumers (Kotler et al., 1999, 681). Price is also considered as one of the
marketing mix tools utilized by the marketers for the achievement of marketing objectives
(Kotler et al., 1999, 684). The third marketing mix component, promotion, involves the use
of different marketing tools such as advertising, personal setting, sales promotion and public
relations to obtain predefined marketing goals (Kotler et al., 1999, 756). Finally, Kotler et al.
(1999, 895) refer to place as distribution channels that are the entities involving the process

of making goods and services available to the customers.

Later, Dang (2014, 11) specifies the factors of each element in the 4Ps enable the brands

to generate values for the customers that influence their consumer behavior.

Product Price
Variety List price
Quality Discounts
Design Allowances

Features Payment period

Brand name Credit terms

Packaging e K I

Services N ‘
(//
\

Promotion Place
Advertising ’ K | Channels
Personal selling Coverage
Sales promotion Locations
Public relations Inventory
Transportation
Logistics

Figure 3: 4Ps marketing mix (Dang, 2014, 11)

As shown in Figure 3, the product element covers seven aspects, including product variety,
guality, design, product features, packaging, brand name, and services. While the first four
aspects are tangible aspects of the product element, the last two aspects are intangible
ones. Dang (2014) also states product element decision is constituted by individual product
decisions, product line decisions, and product mix decisions. Dang (2014) explains that
individual product decisions are determined by product quality, branding, packaging and
labeling, and product support services. In addition, the business’s decisions on product line

and product mix also formulate the product aspect in the marketing mix. Among the aspects



12

embraced in the product element, product quality representing the ability to meet customers’

needs and requirements is selected in the current study. (Dang, 2014, 12, 13.)

The second element of 4Ps — Price — is constituted by list price, discounts, allowances,
payment period, and credit terms. The researcher indicates that although the most
influential power of price on consumer behavior has reduced over time, this element is
crucial to generating value for the customers, resulting in the customer-brand relationship
(Dang, 2014, 15). When determining the price element in the marketing mix, the business
considers different constituents, including pricing objectives, pricing strategies, and

additional pricing considerations (Dang, 2014, 16, 17).

Place — as the third element of 4Ps — consists of the decisions of distribution channels,
coverage, location, inventory, transportation, and logistics (Dang, 2014, 11). All these
aspects of place elements enable the company to deliver products from the manufacturers
to the end-users. Referring to distribution channels, direct and indirect distribution that
deliver products to the customers without and with the intermediaries respectively can be
selected by the businesses. The intermediaries can be the retailers or wholesalers that are
selected based on the company’s channel design decisions covering consumer needs,

channel objectives, and alternatives. (Dang, 2014, 20.)

Finally, Promotion as the last element of 4Ps refers to the way brands use advertising,
personal selling, sales promotion, and public relations to influence their customers. The use
of an appropriate promotion strategy contributes to the enhancement of customer
awareness, resulting in consumers’ engagement with the brand and sales generation.
(Dang, 2014, 11-22.) Furthermore, Dang (2014, 23) indicates that similar to other elements

of 4Ps, the aspect of promotion can significantly influence consumer purchase behavior.

To sum up, previous studies emphasize that if the businesses manage to generate
appropriate 4Ps strategies, they can generate significant impacts on consumer behavior
(Dang, 2014, 10; Gilaninia et al., 2013, 57; Singh, 2012, 45).

2.3 Quality and online buying decision

According to Hanslim, Jaya, and Prasetyawati (2020) quality refer to the values of products
and services that are delivered to the customers. The researchers also affirm that quality is
the most important concern of customers when purchasing any product. (Hanslim et al.,
2020, 125.) Dang affirms that product quality is the driving force behind the way products
and services perform, contributing to the customers’ perceptions of the values they received
and their satisfaction. The researcher also states that to ensure product quality businesses

should focus on two requirements, quality level and quality consistency. Quality level of
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products should be determined in alignment with the target customers’ requirements and
that is of the rivals’ competing products meanwhile the company must ensure the

consistency of quality for products’ performance. (Dang (2014, 13.)

Concerning the quality attributes, there are some attributes of quality are listed by Hanslim
et al. (2020, 125) including product functions, traceable sources of materials, durability,
packaging, and service. Shagerdi (2013, 2180) also revealed that by understanding the
importance of quality and how it influences the customers’ purchase intention and decisions,
the company emphasizes product attributes in their marketing plan to motivate their
customers. Investigating the factors influencing the purchase of home appliances, Shagerdi
(2013, 2181) indicates that quality as a component of value perception has a positive

relationship with the purchase intention of customers toward home appliances.

Specifically, Hanslim et al. (2020, 125) performed a study measuring the influence of
product quality on the home appliances purchase intention of consumers, with the stove as
a chosen research object. Besides, Keller in Hanslim assumed that if the brand would want
to impact the consumers’ perceptions of quality, it must offer the customers’ superior quality
over its alternatives (Hanslim et al. 2020, 125.). Through analyzing the responses from 90
research participants who were randomly selected from an event on home appliances, the
researchers concluded that the consumers’ buying interest and intention were influenced
by their perceptions of the quality of products (Hanslim et al., 2020, 127, 131). Research
findings implied that to generate an influence on consumer buying behaviors the brands

should improve the consumers’ positive perception towards product quality.

Notably, a study by Anwar and Andrean (2021) attempts to find how perceived quality, brand
image, and price perception influence consumers’ buying decisions. It is indicated that
product is the core of any marketing campaign that is launched by the business to influence
its customers. Moreover, the researchers affirm that building products and services with
quality that meets the customers’ value expectations can generate the company’s
competitive edge. In particular, the researchers critically review previous empirical studies
concerning the link between product quality and consumers’ buying intention and decisions
then they point out that there is a statistical, positive correlation between product quality

and consumer buying decisions. (Anwar & Andrean, 2021, 79.)

Furthermore, with regard to consumer behaviour of household appliances, Tezi argues that
products quality is the major drive behind long-term relationship between the consumers
and brands. However, unlike the experiences with fast-moving consumer goods that enable
the consumers to give a quick, contemporary judgment on product quality, consumers’

perception of the quality of household products requires the customers’ comparisons and
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research of product reviews. (Tezi, 2019, 79.) Notably, Tezi (2019, 81) draws the conclusion
that among the factors influencing consumers’ buying decisions of household appliances
examined in his study, quality is the most dominant factor. In other words, quality is the
most important determinant for the success of household appliance companies. Because
of the importance of quality, the following study also addressed quality as one of the

variables influencing consumers’ online buying decisions of household appliances.
2.4 Price sensitivity and online buying decision

The second variable influencing online buying decisions of household appliances that were
investigated in the current study is price sensitivity. Uslu and Buseynli (2018) appreciate the
importance of price sensitivity by stating that when evaluating the potential profitability of
the market segment, the marketers selected price sensitivity as a critical factor. This is
explained by the determination effect of price sensitivity on the company’s income. The
researchers also emphasize the significance of price sensitivity when mentioning it as a
component of Porter’s generic strategies that are used to create competitive advantages
for the company. (Uslu & Buseynli, 2018, 516-518.)

Concerning the definition of price sensitivity, this concept was defined by several scholars
in the field of marketing and consumer behavior. Tellis in Uslu and Buseynli (2018, 517)
referred to price sensitivity as the extent to which consumers’ purchases change in
alignment with the price change. In other words, it implies the way how the consumers
responded to the price change of a product/service. Another definition is also depicted by
Kumar and Mohan (2021, 153) which states that price sensitivity refers to the consumers’
potential reactions to the price of a particular product or service and the level of effects of

price on consumer behavior.

Measuring the influence of price changes on consumer buying decisions, previous studies
reveal that consumers are willing to pay different prices offered by different businesses on
a specific product because of individuals' price sensitivity (Goldsmith, Flynn, & Kim, 2010,
328; Kumar & Mohan, 2021, 157). Tulwin also affirms that a consumer’s buying decision of
a specific product/service is driven by price-related factors (Tulwin, 2014, 20). Particularly,
the report by McKinsey (2020) affirms that due to the effects of COVID-19, consumers
become more demanding of price-downing, resulting in heightened price sensitivity.
Kwarteng et al. (2020, 219) empirically conclude that consumers constantly sought and
compared prices offered by online retailers to make their buying decisions. Additionally,
consumers often show their concerns about the value of products over the price and are
willing to spend more money on their purchases (Ogiemwonyi, 2022, 5). Lee examines how

price sensitivity can generate the impacts on the intention of repurchasing and switching



15

online consumers from the perspective of online consumers. The researcher find out that
there is a positive correlation between price sensitivity and online fashion consumers’
repurchasing intention. Moreover, the researcher concludes the negative relationship
between the importance of price to online fashion consumers and their intention of
switching. (Lee, 2015, 106.) In the same line, Shankar, Rangaswamy, and Pusateri (2001)
focus on exploring the link between the internet and indicated the assumption that the price
sensitivity of consumers can be lowered by the internet because the consumers who were
allowed to search can approach products/services matching their needs and requirements.
Moreover, the researchers show that when purchasing online the consumers became more
engaged in searching for better prices, implying their increasing price sensitivity. (Shankar
etal., 2001, 1.) However, it is also assumed that the companies can reduce the value of the
price by providing in-depth information, enhanced interactivity, and a wide range of a
product/service in their online channels (Shankar et al., 2001, 25). A recent study by Ali et
al. (2021, 1) explored the influence of different drivers influencing consumers’ buying
intention of appliances with the use of TPB in the Pakistan market, including consumer
attitude, subjective norms, perceived behavioral control, policy information, moral norms,
and previous purchasing experience. Price was investigated by the researchers as one of
the constituents of perceived behavioral control. It was explained that there was a close
correlation between “perceived inconvenience” and “economic benefits” and consumers’
buying behaviors toward electric appliances. (Ali et al.,, 2021, 4.) Price was related to
economic benefits perceived by the customers. Research findings reveal the significant
influence of perceived behavioral control on consumers’ buying intention of electric
appliances. The study affirms the role of price in consumer intention; in other words, high
prices over the customers’ price expectations can prevent consumers to buy electric
appliances (Ali et al., 2021, 9,10).

In addition, in the study by Luong et al. (2021, 620) the researchers found price sensitivity
as one of the most powerful drivers of online purchases of household appliances. Because
of the importance of price sensitivity on consumer behavior, the current study supposed
price sensitivity as an influencing factor in consumers’ online buying decisions of household

appliances.
2.5 Internet security and online buying decision

Internet security has been widely perceived as one of the major concerns of online
consumers (Hsu et al.,, 2014, 346; Fortes & Rita, 2016, 168; Ha et al.,, 2021, 1259).
Furthermore, Bourn (2018) affirms that internet users should not underestimate its

significance. A large quantity of valuable information about individuals and organizations is



16

stored online; it is dangerous if a security breach happens. As a consequence of an internet
breach, information is stolen, and privacy is invaded. Bourn (2018) also emphasized that
people tend to depict a sense of urgency related to Internet security because this risk was
posed in every aspect of the life of any individual. (Bourn, 2018.) As the importance of
internet security, Laskowski (2017) states that internet security and privacy have become
important concerns of individuals in their daily lives because of their deep level of
engagement in the activities on the internet from using social media platforms, sending
instant messages, sending and receiving emails, to buying online. It is revealed that with
the deep level of engagement with the internet, it is easy to see the reason behind the threat
of internet attacks. Internet users increasingly encountered the threats of leaking identity
information, losing privacy, and transmitting secured information. Particularly, the
researcher affirms that the awareness and concerns of privacy, Internet security, and data
protection are more commonly considered by users of online applications and platforms in

various domains from communication to online shopping. (Laskowski, 2017, 240.)

A study performed by Gurung and Raja (2016) identifies the importance of security and
privacy concerns as the motivations or hindrances to a consumer purchase behavior. Four
components of internet security and privacy examined in the current study included privacy,
security, risk, and trust (Gurung & Raja, 2016, 349). A research model was depicted in the
aforementioned study that explores how privacy, security concerns, and trust beliefs on
consumers’ intention to make purchase transactions (Gurung & Raja, 2016, 353). Data
collected from 273 respondents was used to prove the hypotheses that concern the
influence of privacy, security, and trust beliefs on consumers’ perception of online
businesses (Gurung & Raja, 2016, 358). It was concluded by the researchers that there
was a statistically, significant relationship between the consumer perception of any online
business and their concern for their own privacy and security. The consumers’ risk
perception directly affected their intention to engage with E-commerce, resulting in their

purchase decisions online. (Gurung & Raja, 2016, 354.)

Aseri (2021) also states that the insufficient understanding of threats of cyber-attack when
buying online influenced the consumers’ perception of online shopping. Five major risks of
internet security were also listed by Aseri (2021) including phishing, fake online stores, data
theft, adware, and theft of identity. Firstly, phishing is one of the most common security
breaches that impact online buyers. A click-bait, as the name implies, is used to entice a
user into providing vital information such as passwords and credit card numbers. Phishing's
primary weapon is fake emails: their main objective is to scam a user with an urgent
message, such as a request from the user's bank needing the user to download a form. The

second threat to Internet security mentioned by Aseri (2021) is fake online stores that stole
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the identity of the official stores and offered fake products to the customers. Theft of data
was also identified as one of the most prevalent Internet security risks to online customers.
Aseri (2021) specifies that online stores tend to collect and store information from their
customers to build up their sales databases. System administrators and IT managers are
examples of groups that can access the databases to manage the information without the
consumers’ awareness. Consequently, online customers may encounter the threat of data
thieving from system administrators and responsible staff. The researcher shows the results
of a survey with online retailers revealed that the threat of data theft conducted by system
administrators and the responsible staff was acknowledged by the survey participants. The
fourth threat to internet security described in Aseri (2021) is adware covering illegitimate
online advertisements delivered to customers online. If online consumers click on
illegitimate ads, their personal information can be stolen and used for illegal intentions. The
final threat of internet security to online consumers was a theft of identity. Aseri (2021)
argues that the criminals meticulously monitored the behavior of consumers when they
connected with businesses through online shops in order to put themselves in a position
where they may successfully pretend to the merchants or online shoppers. (Aseri, 2021,
113))

Concerns of loss of personal data reduce consumers’ trust in online businesses, leading to
their reluctance to buy online (Riquelme & Roman, 2014, 137). There are a number of
studies affirming the relationship between consumers' perception of internet security and
their online purchase decisions (Hsu et al., 2014, 346; Fortes & Rita, 2016, 168; Ha et al.,
2021, 1259). Notably, Jenyo and Soyoye (2015) perform a study to measure the correlation
between consumer buying decisions and internet security with 30 selected companies in
Nigeria. The analysis of empirical data reveals that it existed a statistically significant
correlation between consumers’ concerns about Internet security and their buying decision.
The researchers also list the major concerns about Internet security identified in their study,
including transaction security, the safety of fulfillment procedures, and defrauding threats.
(Jenyo & Soyoye, 2015, 6-8.) In addition, Dharmajaya et al. (2020) mention that the
consumers’ intention of online transactions was significantly impacted by internet security
issues that cover privacy threats, website trust, and security. The central concern of every
online transaction was security; therefore, there is a significant relationship between
consumers’ concerns about internet security and their online buying decisions. (Dharmajaya
et al., 2020, 42.) Particularly, the study by Tran and Nguyen (2022, 16) that attempts to
check the relationship between security and online purchase intention reveals that there is

a statistically significant correlation between online security and online purchase decisions.
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The investigation into the above previous studies encouraged the authors to select internet

security as one influencing factor in the current study.
2.6 Convenience and online buying decision

Jiang et al. (2013, 191) affirm that among various factors convenience of online shopping
is one of the most powerful influential factors in online buying decisions. According to Saha
et al., (2021) in comparison to offline shopping, the primary factor determining the
consumers’ adoption of online shopping was convenience; as a result, many online
merchants paid their efforts and investments to maximize different aspects constituting
online convenience for their consumers. The researcher also considered online
convenience as a criterion that measures the time and effort paid by the consumers to buy
products/services. Therefore, the consumers with a higher level of time and financial
constraints paid more attention to convenience in their buying decisions. (Saha et al., 2021,
7752-7753.)

It is reported by Smart Insights (2020) that online consumers require easy access to online
channels offered by the businesses when buying online; 52% of online customers state that
the convenience of the purchasing process influences half or more of their purchases. The
report explained that consumers decide not to buy a particular product or service if they
encounter difficulties in accessing the company’s website. (Smart Insights, 2020.)
Furthermore, the convenience of information searching can boost sales of the businesses
by generating the effects on consumers’ behavior (Jiang et al., 2013, 195). The internet is
a perfect source of information that provides a large amount alternative for purchases;
hence, if the businesses can create convenience for online consumers, they can have a
more loyal customer base (Nurdianasari & Indriani, 2021, 400). Additionally, Jiang et al.
(2013, 206-208) argued that the flexibility and availability of different payment methods by

online sellers can positively influence consumers’ buying decisions.

There are five aspects of online convenience: access, search, evaluation, transaction, and
possession convenience were identified in previous studies (Gautam, 2018, 6; Jiang et al.,
2013, 198). Moreover, Duarte et al. (2018) lately use these categories to research the role
of online conveniences among Portuguese young customers in online consumer behavior
(Duarte, 2018, 165). To be specified with each dimension, firstly, access convenience is
described concluding time flexibility, space flexibility, energy used, accessibility of websites,
and availability of products and brands (Jiang et al., 2013, 198). Besides, Saha et al. (2021,
7753) proposes that accessing convenience represents a degree of control offered by
online merchants to their customers, enabling them to save time and effort to buy

products/services. The researchers also point out that although convenience was not the



19

only facet of the online shopping experience it was the first and foremost one because
without it the consumers cannot obtain access to the online merchants for their purchases.
The second aspect referred to, is search convenience. Similar to access convenience,
search convenience is defined as online consumers’ evaluation of their time and efforts paid
off to find and make purchase decisions. Through examining the previous studies, the
researchers conclude that the search efficiency provided by online suppliers can promote
the customers’ journey with them. In other words, if online stores can provide easy, friendly
online search processes for their customers, they generate an impact on customers’
shaping of purchasing decisions. (Saha et al., 2021, 7754.) At this dimension, Gautam
(2018) assumes that this aspect comes from ease in finding desired products with the
minimum time spent on searching (Gautam, 2018, 7). The third component is all about
product information, standardized and branded products, the presence of price information
in product listings, and product categorization (Jiang et al., 2013, 198). Jiang in Saha et al.
(2021) defines evaluation convenience as the easiness degree to which the consumers
understand product descriptions provided by online sellers. To understand product
descriptions, the consumers utilize different techniques to obtain information about products
as well as to clarify and evaluate that information. The researchers also affirm the significant
relationship between evaluation convenience on consumer satisfaction. (Saha et al., 2021,
7754.) Relating to the transaction convenience, it is demonstrated as an evident impact in
online shopping because customers find the paying process offline unpleasant. Moreover,
online purchasing does not take a lot of time to complete as the entire process can be done
in no more than one minute. (Duarte, 2018, 167.) Saha et al. (2021) refers to transaction
convenience as consumers’ time and effort paid for concluding the purchase of
goods/services. The researchers point out that when the customers bought products online,
they could make the payments themselves. However, if the payment process is too
complex, the consumers can simply cancel their purchase. Finally, possession convenience
refers to the possibility to receive products with a minimal amount of time and effort put into
it; and post-possession convenience involves the consumers’ experience with the access
the online sellers for claiming were identified to be related to customers’ behavior. (Saha et
al., 2021, 7754.) As convenience is important to the consumer’s online buying experience,

the current study employs this factor as an influencing factor in the current study.
2.7 Social media and online buying decision

There is a skyrocketing increase in the number of social media users with a 115.59%
increase. Social media users use these platforms not only for personal purposes such as

making friends or communicating but for advertising activities as well. Organizations,
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including the giants, have created their social media pages for maintaining the interactions
with the consumers, providing customer services to consumers, launching their promotional
campaigns, and selling products/services to customers (Chivandi, Samuel & Muchie, 2019,
1-2). The study by Carah and Shaul (2016, 2-5) provides empirical findings that successful
social media promotional campaigns can allow companies to capture customers’ attention.
Barysevich lists Facebook, Instagram, Tiktok, Twitter, and Youtube as the most popular
social media platforms used by the business. Particularly, it was reported by Barysevich
that “54% of social media users use social media to research products and 71% are more
likely to utilize referrals from social media for their buying decisions. The researcher also
points out five ways by which the consumers’ buying decisions were impacted by social
media, including the modern customer journey, the power of social proof, the effects of

influencer marketing, and the influence of stories. (Barysevich, 2020.)

A survey by Nosto (2021) revealed the findings concerning how social media content
employed by brands can generate impacts on online consumers’ buying behaviors. It is
revealed that 81% of consumers affirmed the influence of posts by their friends on their
social media networks on their buying intentions. Reviews with images from consumers in
social media networks can inspire 66% of online consumers. Additionally, referrals in social
media platforms are the influential force for 71% of online consumers, and posts generated
companies can significantly influence 78% of online consumers. In particular, after the
expansion of the COVID-19 pandemic 56% of online consumers were more impacted by

social media content with their online purchases. (Nosto, 2021.)

Helversen et al. (2018) look into how different types of online consumer reviews influenced
consumer buying decisions of younger adults’ and older adults’ customers. Research
findings show that purchasing decisions of younger adults were influenced by all three types
of online consumer reviews, including reviews of product attributes, consumer ratings of
products and negative comments. The consumer group aged 40-60 years old prioritized
analyzing negative reviews of product attributes during their purchasing process, rather than

a positive rating. (Helversen et al., 2018, 1.)

Notably, influencer marketing was identified as a prevalent trend in online shopping. Croes
and Bartelsa (2021, 1) note that positive reviews from Key Opinion Leaders (KOLs) and the
community of users can promote consumers’ buying decisions. Similarly, Heinonen (2021)
performs a study with the Millennial age group in Finland in order to examine the relationship
between influencers’ reviews and their decision-making. The researcher identifies that the
participants consider the influencers as the people in a close circle, such as family and

friends, on social media platforms; therefore, if the influencers promote any product or
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service on the social media, their promotion would influence the decision-making process
of the millennial age group. (Heinonen, 2021, 32.) Investigating the literature on social
media and consumer behavior, Pitter (2017, 12) affirms that if the company can improve
its interactivity with the consumers online to generate the rapport and brand interactions
through social media platforms such as Facebook, YouTube, and Twitter, they can
significantly impact their consumers’ buying decision. Accordingly, Manzoor et al. (2020,
42) conclude the significant relationship between social media platforms and consumer
buying intentions. For the discussions above, the authors examined social media as an

influencing factor on online consumers’ buying decisions of household appliances.
2.8 Conceptual framework

Based on the investigation into the aforementioned studies, the initial conceptual framework
(Figure 4) is to explore how online buying decision of household appliances is influenced

by quality, internet security, convenience, social media, and price sensitivity.
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Figure 4. The initial conceptual framework (Authors, 2022)

As shown in Figure 4, the conceptual framework consists of two major parts. The first part
involves the influencing factors that potentially explain online buying decisions of household
appliances, including internet security, convenience, social media, and price sensitivity. The
second part refers to online buying decisions of household appliances as a reasoned action

that can be driven by the five mentioned factors.

Based on the conceptual framework and literature review, following hypotheses can be

developed.

Hypothesis 1: Quality effect on online buying decisions of household appliances
Hypothesis 2: Price sensitivity effect on online buying decisions of household appliances
Hypothesis 3: Internet security effect on online buying decisions of household appliances
Hypothesis 4: Convenience effect on online buying decisions of household appliances

Hypothesis 5: Social media effect on online buying decisions of household appliances
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3 Empirical research and data analysis
3.1 Data collection

As stated previously, the quantitative method is used as the main form of information
gathering and is carried out in a form of an online survey. According to Sandra (2018), there

are many advantages of using an online survey that bring benefits to a business, including

Cost-efficiency: Due to the physical nature of paper surveys they require additional cost
compared to the online version. An organizer can simply create and spread it to the
participants through free online channels making its cost significantly less than paper

surveys.

Time-saving: Online surveys allow for the organizer to significantly reduce time associated
with obtaining, organizing, and analysing of the data gathered from the participants.
Through the usage of Google Docs and other survey tools the researcher can see the
results seconds after a participant would submit it, making it a perfect solution for obtaining

real-time data.

Convenience: Online surveys and interviews allow for the easier time management. In order
to get a significant number of participants for both interviews and the surveys, it is important
to arrange it. By doing it online it makes it significantly easier to fit into different time zones
and schedules of a large number of participants as well as allowing to get results on a large

scale.

Accessibility: Managing surveys via a web machine increases accessibility. A hyperlink can
be sent to the survey thru email, social media or embedded in the survey on the website.
Respondents have an extensive variety of methods to get entry to the questionnaire via a

variety of devices.

Accuracy: Online surveys are processed by the computer making the margin of error that
is usually associated with the human typed data, much smaller. Online databases are also
capable of precise calculation which in turn allows for a more precise data analysis for any

research.

Quick results: Using online surveys could help to attain real-time results. As quickly as
contributors have responded to the questionnaire, surveyors can get the responses and
examine them faster than in traditional paper surveys. This allows the surveyors to deal with

any problems or concerns if such would arise.
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More flexible: Online surveys offer greater flexibility in the layout and content material of the
survey. There is a high level of flexibility in phrases of the sort varieties of questions that

may be accepted.

The Data for the following research was collected anonymously through May 2022 by using
a Google Forms survey that was conducted via Facebook and Zalo. Firstly, with Facebook
platform, the survey was posted as a link to groups and pages of which Ho Chi Minh’s
residents are members of. The group name is “ Téi La Dan Sai Gon” which consists of up
to 937.000 followers. Members of the group are people who live, work and study in Ho Chi
Minh city. The authors contacted admin of this group to pin a post which included the form
and the description. On the post, the authors solely asked for the household customers who
is staying in Ho Chi Minh city. Secondly, Zalo is a Vietnam-based social network similar to
WhatsApp which helped to gather a significant number of participants. The form delivered
to the participants through authors contact and the authors asked them to send it to others
who are the potential customers of household appliances. The survey questions are divided
into two sections. The first section begins with demographic questions (e.g., personal
information and the frequency of purchase) to identify the target audiences and map them
into 2 groups: one only buys household appliances at store and the others with consumers
who buy products online or both online and at store. The second section focuses on
examining the driving factors that influence online buying behavior of the consumers of

household appliances.
3.2 Data analysis

After collecting enough data (the number of respondents must be over the minimum sample
size), the data would be thoroughly analyzed utilizing Excel tools. Google Forms generates
an Excel report for the research. The acquired data is then systematized and translated into
percentages to construct charts and tables to support the author’s objective. All the data
would be analyzed to generate conclusion that support to answer the research question.
The recommendations for further research would be generated based on results from the

discussion.
3.3 Reliability and Validity

In order to ensure the reliability and validity of research, the researchers employed different
measures. Firstly, the researchers employed both primary and secondary data for the
thesis. While secondary data gathered from previous studies related to the research issues
was used to build up the hypotheses and conceptual framework, primary data collected

from the questionnaire was employed to test the hypotheses. Secondly, the researchers
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had applied every theory presented in written research to the research question of this
study. If a theory or another information had only a passing connection to the research
guestion, then it was not used unless as a connection to another data which was more
connected. Thirdly, online questionnaire was performed online through Google Forms to
minimize the researchers’ biases and impacts on the respondents’ answers to the
guestionnaire items. Online questionnaire ensured that the participants of the survey had
no or little connection to the surveyors in order to minimize any personal bias from the
participants answers. Accordingly, online survey allowed the research to include as many
participants as it was possible to gather of different age groups, gender and social status
making it more diverse. This diversity enabled the researchers to reach a wide arrangement
of outlooks to be presented allowing it to be more valid. Finally, the development of research
guestionnaire was based on the investigation into previous studies and rechecked by
research supervisors; the questionnaire was valid and reliable enough to collect data in

response to research questions.
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4 RESULT AND ANALYSIS OF THE RESEARCH
4.1 General information

There was a total of 387 responses to the questionnaire administered by the authors
through Google Forms; however, there were ten respondents who only buy household
appliances at stores and seven respondents did not respond properly to the other

guestionnaire items. Hence, there were 370 proper responses used for the analysis.

There were eight questionnaire items used by the authors to explore the respondents’
general information, including age, gender, employment status, monthly income,
experiences of buying goods online, frequency of buying household appliances, location of
buying household appliances, and types of devices used for buying household appliances

online.

Firstly, age of the respondents was shown in Figure 5.

Age of the respondents

5.14%

28.65%
Under 18 years old

34.86% From 18 to 25 years old
From 25 to 30 years old

More than 30 years old

31.35%

Figure 5. Age of the respondents (Authors, 2022)

As shown in Figure 5, among 370 respondents there were 129 respondents, representing
34.86%, aged from 18-25 years old. The second largest group of age range was 25-30
years old with 116 respondents, accounting for 31.35%. Accordingly, there were 106
(28.65%) and 19 (5.14%) respondents who were aged more than 30 years old and less

than 18 years old respectively.
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The second demographic information explored in the current study is gender of the

respondents. Results of the respondents’ gender were presented in Figure 6.

Gender of the respondents

2.16%

= Female
= Male

= Others

Figure 6. Gender of the respondents (Authors, 2022)

It is revealed in Figure 6 that more than a half of the respondents were female (67.57%)
while 30.27% of the respondents were male. Only 8 respondents, accounting for 2.16%,

answered with the “Others” response.

Accordingly, the respondents’ current employment status was also explored in the current
study. The majority of the respondents’ current employment status was “Employed”
(59,19%), followed by “Self-employed” (19.19%), “Students” (17.03%), and “Unemployment
and currently looking for job” (4.59%). Details of the employment status of the respondents

were shown in the Figure 7.
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Current employment status of the respondents

y

= Employed

= Unemployment and currently
looking for job

= Student

= Self-employed

4.59%

Figure 7. Current employment status of the respondents (Authors, 2022)

Because the respondent’s income significantly determined the buying decision, the
researcher also explored the respondents’ monthly income. As reported by the
respondents, there were 74 respondents, representing 20.00%, earning 10-15 VND million
per month. The number of respondents with a monthly income of less than VND 5 million,
VND 5-10 million, and more than VND 15 million was 19.73%, 21.89%, and 38.38%
respectively. Results are presented in Figure 8.

Monthly income of the respondents

38.38% = Below 5 million VND
= From 5 to 10 million VND
= From 10 to 15 million VND

= More than 15 million VND

Figure 8. Monthly income of the respondents (Authors, 2022)
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Furthermore, because the study attempts to explore the consumers’ online behaviors, the
Authors also explored whether the respondents often buy products online or not.
Interestingly, more than two thirds of the respondents (72.97%) admitted that they often buy
products online. Figure 9 demonstrates that the respondents’ answers to the question

concerning their online buying of products or not.

Often buying products online or not

27.03%

Yes

No

72.97%

Figure 9. Buying products online or not (Authors, 2022)

Another important general information examined in the current study referred to the
frequency of buying household appliances per year. The respondents were categorized into
four groups, including 1 to 5 times a year, 5 to 10 times a year, more than 10 a year, and
Never. There were 214 respondents reporting their frequency of buying household
appliances at 1 to 5 times per year, accounting for 57.84%. The frequency of other groups
was 22.16%, 17.57%, and 2.43% respectively. Figure 10 shows results of frequency of

buying household appliances.



Frequency of buying household appliances

2.43%

= 1to5timesayear
= 5to 10 times a year
= More than 10 a year

= Never

Figure 10. Frequency of buying household appliances (Authors, 2022)

The next question focused on the place that respondents buy household appliances.
There was nearly three fourth of the respondents expressed that they buy household
appliances through online and at store (71.35%). Only 28.65% respondents buy their
needs through online channels. Figure 11 provides information about the place where

respondents buy household appliances.

Place to buy household appliances

= Online

= Both at store and online

Figure 11. Place to buy household appliances (Authors, 2022)
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Finally, the respondents disclosed the device they used for their online purchase (Figure
12). Mobile phone was the major device used by the respondents to buy products online
with 67.84% of the respondents, followed by tablet (10.00%), laptop (16.22%), and
computer (5.95%).

Devices used for online buying

5.95%

16.22%
Mobile Phone

Tablet

10.00% Laptop

Computer
67.84%

Figure 12. Devices used for online buying (Authors, 2022)
4.2 Analysis of the adapted hypotheses
4.2.1 Hypothesis 1: Influence of quality on online buying of household appliances

In order to measure the influence of service quality on the respondents’ online buying
decision of household appliances, the survey had adopted five aspects of quality, including
high and guaranteed quality, design specifications, durability, product features, and good

reputable serviceability. The respondents’ answers are shown in Table 1.

ltems | Product quality Strong Disagree | Neutral | Agree | Strong

disagree agree

tem1 |1 tend to buy household | 2,16 % 0,81 % 10,54 49,73 | 36,76
products which have high % % %

and guaranteed quality.
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tem?2 || tend to buy household | 1,35 % 1,89 % 14,32 39,73 | 42,70
products if its design % % %
specifications correctly

interpret what | want.

tem3 |1 tend to buy a product| 1,89 % 0,27 % 12,16 41,89 | 43,78

having long durable time. % % %

ltem 4 | Features are one of the | 2,43 % 2,16 % 12,43 43,51 | 39,46
most important factors for % % %
me to decide to buy one
product quickly.

Item 5 | | choose a product having | 1,62 % 0,54 % 10,81 40,54 | 46,49
good reputable % % %

serviceability.

Table 1. Influence of quality on online buying of household appliances (Authors, 2022)

Firstly, the respondents expressed their opinion towards how the high and guaranteed
quality of household appliances influences their online purchase of this product type. Nearly
half of respondents (49.73%) agreed with the statement concerning the impacts of
household appliances’ guaranteed quality. 36.76% of the respondents strongly agree with
the role of household appliances’ guaranteed quality in their buying decision. 10.54%,
0.81%, and 2.16% respectively selected “Neutral”, “Disagree” and “Strongly disagree” as
their answer to the impacts of household appliances’ guaranteed quality on their online
purchase. These results imply that the respondents agree with the significant influence of

household appliances’ guaranteed quality on their online purchase decision.

The second aspect of quality measured in the current study is product specifications.
Positive results were reported with the statement concerning the respondents’ perceptions
towards how their intention to buy household appliances was influenced by product
specification. 42.70% and 39.73% of the respondents expressed their strongly agreement
and agreement towards the impacts of household appliances’ design specifications on their
purchase intention. Accordingly, 14.32% of respondents selected the “Neutral’ response to
express their opinion. Only a small number of respondents (1.89% and 1.35%) with the
“Disagree” and “Strongly disagree” responses deny the impacts of the presentation of

product specifications on their intention to buy household appliances online. Overall, the
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small proportion of respondents disagreeing with the second statement indicated the
influence of presentation of product specifications on the respondents’ purchase decision

of household appliances online.

As it was mentioned previously in the research, product durability is one of the most
important concern of consumers regarding the product; hence, the research uses the third
statement in the questionnaire to examine how durability of household appliances impacted
the research participants’ buying intention. Research results show that the majority of the
respondents that household appliances with long durability period have a strong influence
on their online buying decision (43.78% and 41.89% for “Strongly agree” and “Agree”
responses). The high percentage of respondents agreeing with the role of household
appliances’ durability showed that durability as an attribute of product had the impact on the
respondents’ intention to buy household appliances online. The rest of respondents
(12.16%, 0.27%, and 1.89%) selected “Neutral’, “Disagree” and “Strongly disagree” for this

statement.

The fourth aspect of product investigated in the current study was product features which
was measured by the statement “Features are one of the most important factors for me to
decide to buy one product quickly.” Because features of household appliances serve the
respondents’ demands, there is no doubt that product features act as the major driver of
buying intention. In the current study, 39.46% and 43.51% of the respondents who selecting
“Strongly agree” and “Agree” responses admitted that their decision to buy household
appliances online was strongly impacted by the product features. A relatively similar number
of respondents (2.43% and 2.16%) strongly disagreed and agreed with the statement
concerning the influence of product features. Finally, 12.43% of participants presented their
neutral position to the statement. In sum, the high percentage of respondents selecting the
responses of “Strongly agree” and “Agree” revealed that if household appliances’ features
can meet the consumers’ demands they can influence the consumers’ decision to buy

products online.

Finally, the last statement in the product aspect “I choose a product having good reputable
serviceability” received positive results. This statement received the highest percentage of
“Strongly agreement” with 46.49% meanwhile 40.54% also expressed their agreement to
the statement concerning how serviceability of household appliances influenced their
purchase of household appliances online. The proportion of respondents selecting
“‘Neutral”, “Disagree” and “Strongly disagree” for this statement was 10.81%, 0.54%, and
1.62% respectively. These research results affirmed the impacts of serviceability of

household appliances on the respondents’ intention to buy.
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In order to support the results concerning how the respondents’ intention to buy household
appliances online was influenced by different attributes of quality, descriptive statistics were

employed as in the table 2:

Number Min Max Mean SD
Iltem 1 370 1 5 4.18 0.82
Iltem 2 370 1 5 4.21 0.85
Iltem 3 370 1 5 4.25 0.82
Iltem 4 370 1 5 4.15 0.90
Iltem 5 370 1 5 4.30 0.81
Overall 5 4.15 4.30 4.22 0.06

Table 2. Descriptive statistics of quality (Authors, 2022)

As shown in Table 2, mean value of quality aspect was calculated at 4.22 (M = 4.22; SD =
0.06) which means that the respondents agreed that five aspects of quality, including high
and guaranteed quality, design specifications, durability, product features, and serviceability
influence their intention to buy household appliances online. Specifically, mean values
ranged from 4.15 to 4.30, indicates the influence of respective quality attribute on the
respondents’ intention to buy. Among these quality attributes, household appliances’
serviceability had the greatest effect (M = 4.30; SD = 0.81) while product features had the
weakest effect (M =4.15; SD = 0.90).

To sum up, the results from percentage analysis and descriptive statistics concerning the
influence of five attributes of quality support the first hypothesis concerning the influence of

quality on online buying of household appliances
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4.2.2 Hypothesis 2: Influence of price sensitivity on online buying of household

appliances

Adapting the 4Ps in investigating how the consumers’ intention to buy household appliances
online was influenced by different factors, price sensitivity was assumed as the second
factor in the current study. Four items in the questionnaire which are covering deals of online
purchase, price comparison, feeling of discount missing, and price reference with Five-
points Likert scale were performed by the researchers to examine how price sensitivity
impacted the consumers’ online buying purchase of household appliances. Results are

shown in Table 3.

Items | Price sensitivity Strongly | Disagree | Neutral | Agree | Strongly

disagree agree

Item 6] I like to get the best deals for | 1.62% 1.35% 11.89% | 50.54% | 34.59%
household products when

shop-ping online.

Item 7|1 compare prices within|1.62% 1.62% 10.54% | 45.68% | 40.54%
household products when

shopping online.

Item 8] | am quite upset when | miss | 1.62% 5.41% 25.41% | 41.08% | 26.49%
a discount on household
products when shopping

online.

Item 9] | have a reference price for [ 1.89% 4.59% 15.14% | 47.03% | 31.35%
household products when
shopping online (E.g., A rice
cooker should not cost more
than VND 1 million...)

Table 3. Influence of price sensitivity on online buying of household appliances (Authors,
2022
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The first statement in the category of price sensitivity “I like to get the best deals for
household products when shop-ping online” was used to find out the extent to which the
deal was important to their online purchase of household appliances. The significance of
deals was affirmed by the high percentage of the respondents expressing the agreement
(50.54%) and strong agreement (34.59%) to the statement. A neutral position was depicted
by 11.89% of the respondents who gave no idea regarding the impacts of deals on the
respondents’ decision to buy household appliances online. Only 1.35% and 1.62% of the

respondents selected “Disagree” and “Strongly disagree” answers to this statement.

Accordingly, the authors also sought the respondents’ opinion of whether they compared
prices of household products online to determine the influence of price sensitivity.
Interestingly, more than two fifths of the respondents respectively (45.68% and 40.54%)
showed their agreement and strong agreement to the statement “I compare prices within
household products when shopping online”. Their respondents’ answers to this statement
referred to the great importance of price when they bought household products online. Only
10.54% of the respondents chose “Neutral” for the importance of price comparison in the
decision-making process of the respondents. Accordingly, only 1.62% of the participants
separately disagreed and strongly disagree with the statement. To sum up, the responses
towards this statement affirmed the respondents’ affirmation of the importance of price to

their online purchase of household appliances.

In addition, when being asked about the feeling of missing a discount when buying
household products through online channels, interesting results were reported. The
percentage of the respondents who strongly agreed that they were upset when missing a
discount on household products when shopping online was only 26.49%. It was much lower
than that percentage of other items in the category of Price sensitivity. There were 41.08%
of the respondents choosing the answer “Agree” to the statement. Responding to this
statement, more than one fourth of the respondents held the neutral position towards the
feeling of missing a discount of buying household appliances online (25.41%) while 5.41%
and 1.62% denied their upset feeling of missing a discount by selecting “Disagree” and
“Strongly disagree” answers. Overall, the responses indicated the less influential impact of
discount compared to other aspects of price sensitivity on the respondents’ buying of

household appliances online.

The last dimension of price sensitivity explored in the current study referred to price
reference the respondents used for online purchase of household appliances. Specifically,
the highest percentage of respondents was reported with the choice of “Agreement”

(47.03%) followed by “Strongly agreement” (31.35%) and “Neutral”. Other choices received
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a small amount of respondents included “Disagree” (4.49%) and “Strongly disagree”
(1.89%). In other words, the current study found that the consumers considered price

reference as an important factor of price sensitivity influencing their online purchases.

Overall, the percentage of the respondents selecting the responses of “Agreement” and
“Strongly agreement” of four statements of price sensitivity aspects in the current study
revealed the influence of price sensitivity on consumers’ intention to buy household
products online. These results were also supported by descriptive data in the following table
(Table 4):

Number Min Max Mean SD
Iltem 6 370 1 5 4.15 0.80
Item 7 370 1 5 4.22 0.82
Item 8 370 1 5 3.85 0.93
Iltem 9 370 1 5 4.01 0.91
Overall 4 3.85 4.22 4.06 0.16

Table 4. Descriptive statistics of price sensitivity (Authors, 2022)

Table 4 presents descriptive statistics of price sensitivity calculated from the respondents’
answers to four statements. It was found that mean values of all statements ranged from
3.85 to 4.22, showing the respondents agreement to all four statements. This was affirmed
by the overall mean reported at 4.06. Among four dimensions of price sensitivity, the
importance of price comparison was reported with the highest level of agreement while the
upset feeling of missing a discount was the item calculated with the lowest level of
agreement. Data consisting of percentage and descriptive statistics affirmed the hypothesis
concerning the influence of price sensitivity on the respondents’ intention to buy household

appliances online.
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4.2.3 Hypothesis 3: Influence of internet security on online buying of household

appliances

The current study attempted to explore the consumers’ online buying behavior; therefore,
internet security was selected as one of the variables predicting the respondents’ intention
to buy household appliances. The investigation into the impacts of internet security on the
consumers’ online purchase of household products used five items in the questionnaire. It
includes concern of loss of personal information, credit card security, concern of fraud of
transactions, risk of personal information disclosure in E-commerce platforms, and lower
security than buying offline. The respondents’ answers to five items of internet security were
presented in Table 5.

ltems Internet security Strongly | Disagree | Neutral | Agree | Strongly

disagree agree

Item 10 (1 worry about loss of | 1.35% 4.05% 23.78% | 43.51% | 27.30%
personal information
when purchasing
household appliances
online from websites of
providers or E-commerce

platforms.

Item 11 [ I worry about loss of credit | 1.62% 3.51% 17.57% | 45.95% | 31.35%
card security  when
purchasing household
appliances online from
websites of providers or

E-commerce platforms

Item 12 [ The concern of fraud of | 1.89% 4.32% 21.08% | 47.57% | 25.14%
transactions influences
my purchase of
household appliances

online from websites of
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providers or E-commerce

platforms.

Item 13 | The concern of the|1.62% 5.14% 21.08% | 47.30% | 24.86%
likelihood that anyone can
find my personal
information influence my
purchase of household
appliances online from
websites of providers or

E-commerce platforms.

Item 14 | | find purchasing | 2.43% 5.41% 19.19% | 49.19% | 23.78%
household appliances
online from websites of
providers or E-commerce
platforms is highly risker
than that from physical

stores.

Table 5. Influence of internet security on online buying of household appliances (Authors,
2022)

As shown in Table 5, in comparison to two aspects quality and price sensitivity, the level of
agreement to five items of internet security was lower. In more detail, when being asked
about the concern of loss of personal information when purchasing household appliances
online from websites of providers or E-commerce platforms, only 27.30% of the respondents
selected “Strongly agree” to express their perception. Following the choice of “Strongly
agree”, 43.51 % selected “Agree” as their affirmation of how they were concerned about
loss of personal information when buying online. Besides those who expressed their
concerns of loss of personal information, 23.78% had no idea of this internet security
concern. Even 4.05% and 1.35% admitted that they had no worry of losing personal
information when buying household products through online channels. Overall, the majority
of respondents’ intention to buy household products online was still affected by the concern

of loss of personal information.
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The second item in the category of internet security used by the authors in the questionnaire
referred to loss of credit card information when buying online. Credit card is one of the most
payment methods when buying products online; therefore, the authors attempted to explore
how the concerns of loss of credit card information influenced their purchase intention.
Because of the importance of credit card security, 45.95% and 31.35% of the respondents
separately showed their agreement and strongly agreement to the statement demonstrating
their worry of losing their credit card information. It was relatively surprising that 17.57% of
the respondents selected “Neutral” for their answers of this statement which means that
they had no idea about credit card security related to buying online. More surprisingly,
3.51% and 1.62% of the respondents did not care about the risk of losing credit card

information when performing online purchases of household appliances online.

Corresponding with the loss of credit card information, fraud of transactions was another
prevalent concern of consumers when shopping online. The statement “The concern of
fraud of transactions influences my purchase of household appliances online from websites
of providers or E-commerce platforms” was used by the authors as one of aspects of
internet security that influenced the intention to buy household appliances. This statement
obtained 47.57% and 25.14% for “Agree” and “Strongly agree” while 21.08%, 4.32%, and
1.89% of the respondents chose “Neutral’, “Disagree”, and “Strongly disagree” as their
respondents. The total percentage of “Agree” and “Strongly agree” at 82.71% implied the
respondents’ affirmation of the influence of concern of fraud of transactions on their intention

to buy household products online.

In addition, the respondents also showed their concerns of the possibility of disclosure of
personal information through online channels; 24.86% and 47.30% of the respondents
selected "Strongly agree” and “Agree” answers to reveal their concern of the likelihood of
their personal information being disclosed in online platforms when buying online. Unlike
the majority of respondents who expressed their great concern of disclosure of personal
information when buying online, 21.08% of the respondents selected “Neutral” and even
1.62% and 5.14% expressed their strong disagreement and disagreement to this internet
security risk, reflecting their no concern of this risk. In sum, except nearly one fifth of the
respondents who did not care about the risk of personal information disclosure, the
respondents agreed that their intention to buy household appliances online is influenced by

the possibility of personal information disclosure.

Finally, the authors pointed the respondents’ comparison between the security when buying
online and offline. It was strongly agreed and agreed by 23.78% and 49.19% of the
respondents that they found buying household appliances online was more risky than that
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[T

offline. The other three respondents “Neutral”, “Disagree” and “Strongly disagree” received
19.19%, 5.41%, and 2.43% of the respondents respectively. In general, the respondents

still perceived online shopping as a risker method than buying offline.

Similar to the two aspects of quality and price sensitivity, the authors also employed
descriptive statistics to support the results concerning how the respondents’ intention to buy
household appliances was impacted by internet security concerns. Table 6 showed

descriptive statistics of five items of internet security.

Number Min Max Mean SD
Item 10 370 1 5 3.91 0.89
ltem 11 370 1 5 4.02 0.88
Item 12 370 1 5 3.90 0.89
Item 13 370 1 5 3.89 0.89
Iltem 14 370 1 5 3.86 0.92
Overall 5 3.86 4.02 3.92 0.06

Table 6. Descriptive statistics of internet security (Authors, 2022)

As revealed in Table 6, mean values of five items of Internet security was calculated from
3.86 to 4.02, affirming the respondents’ agreement to the five statements of the influence
of Internet security on their intention to buy household products online. Average mean for
the aspect of Internet security was 3.92 combining with specific results of the respondents’
answers to each statements supported the hypothesis 3 concerning how the consumers’

intention to buy household appliances online was influenced by Internet security.
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4.2.4 Hypothesis 4: Influence of convenience on online buying of household

appliances

Anh The fourth variable examined in the current study as an influencing factor on the
consumers’ online purchase of household appliances was convenience with four
statements. The researchers used time saving, methods of buying, easiness of price
comparison, and information searching to measure the impacts of convenience.
Frequencies for the respondents' choice for each statement were shown in the following
table (Table7).

Items [ Convenience Strongly Disagree | Neutral | Agree | Strongly
disagree agree
ltem 15| | buy household | 1.35% 2.16% 13.78% | 51.89% | 30. 81%

products online because

it saves my time.

Item 16 | | buy household | 2.43% 1.62% 10.00% | 54.05% | 31.89%
products online because
| can buy them anywhere
with a laptop or phone
connected to the

internet.

Item 17 [ | find it easy to compare | 1.35% 2.43% 11.62% | 48.38% | 36.22%
prices on household
products when | shop

online

ltem 18 1 can find out many | 1.08% 1.62% 11.89% | 50.54% | 34.86%
household products and
theirs’s information at

one time.

Table 7. Influence of convenience on online buying of household appliances (Authors, 2022)
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It was interesting that the frequency of each choice for four items of convenience aspect
was relatively similar. Specifically, 30.81%, 31.89%, 36.22%, and 34.86% of the
respondents selected “Strongly agree” for four statements respectively. Accordingly, the
results for “Agree” response were 51.89%, 54.05%, 48.38%, and 50.54%. There are more
than 10% of the respondents who held the neutral position concerning the influence of time
saving, methods of buying, easiness of price comparison, and offered by online purchase
on their intention to buy household appliances online (13.78%, 10.00%, 11.62%, and
11.89%). In particular, only a small number of respondents denied the impacts of different
dimensions of convenience aspect on their online purchase of household products. While
2.16%, 1.62%, 2.43%, and 1.62% of the respondents selected “Disagree” as the response
to four statements of convenience, “Strongly disagree” was chosen by 1.35%, 2.43%,
1.35%, and 1.08% of the respondents. In sum, the high percentages of “Agree” and
“Strongly agree” indicated that the respondents’ online purchase of household product was

determined by different dimensions of convenience.

Furthermore, to justify the hypothesis 4 concerning the influence of convenience on the
consumers’ intention to buy household products online descriptive statistics were also
employed by the researchers to supplement the above results. Table 8 shows descriptive

statistics of convenience aspect.

Number Min Max Mean SD
Iltem 15 370 1 5 4.09 0.81
Iltem 16 370 1 5 4.11 0.83
Item 17 370 1 5 4.16 0.82
Iltem 18 370 1 5 4.16 0.78
Overall 4 4.09 4.16 4.13 0.04

Table 8. Descriptive statistics of convenience (Authors, 2022)
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It was shown in the above table, mean of four questionnaire items presenting the impacts
of Convenience on their online purchase of household products was calculated from 4.09
to 4.16, implying that the respondents agreed that four dimensions of convenience covering
time saving, methods of buying, easiness of price comparison, and information searching
influenced their intention to buy. Conclusively, the overall mean of 4.13 for convenience
aspect and detailed responses of the respondents to four convenience statements
supported the fourth hypothesis concerning the influence of convenience on the consumers’

intention to buy household appliances online.

4.2.5 Hypothesis 5: Influence of social media on online buying of household

appliances

The final determinant of the consumers’ online buying of household appliances examined
in the current study was social media which was measured by five items. Five dimensions
of social media used by the researchers in the current study included the influencers’
reviews, frequencies of appearance of products on social media, hot trend products on
social media, high-quality reviews on shopping sites, and attractive ads on social media.

Results of the consumers’ responses were presented in the following table.

ltems

Social Media

Strongly
disagree

Disagree

Neutral

Agree

Strongly
agree

ltem 19

| tend to buy household
products after
the

influencers.

seeing

reviews of

1.08%

4.05%

22.70%

48.92%

23.24%

Iltem 20

| tend to buy household

products that appear
many times on social

media.

5.14%

11.62%

24.05%

37.84%

21.35%

ltem 21

| tend to buy household
products when they are

hot trend products and

6.49%

12.97%

21.08%

37.57%

21.89%
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have been used by

many people.

Item 22 [ | tend to buy household | 2.70% 2.43% 15.41% | 50.27% | 29.19%
products when it has
high-quality reviews on

shopping sites.

Item 23 | | tend to buy household | 5.14% 11.89% | 24.86% | 36.76% | 21.35%
products when | see
their attractive ads on

social media

Table 9. Influence of social media on online buying of household appliances (Authors, 2022)

As revealed in Figure 9, when responding to the statement “I tend to buy household
products after seeing the reviews of influencers” the participants affirmed their agreement
of the impacts of the influencers’ reviews on their online purchase of household by selecting
“Agree” (48.92%) and “Strongly agree” (23.24%) responses. Although the majority of
respondents were affected by the influencers’ reviews, 22.70% had no idea of the impact
of the interviews asserted by the influencers in social media platforms. The rest of
respondents (1.08% and 4.05%) strongly disagreed and disagreed with the statement

concerning the impacts of the influencers’ reviews.

In terms of the other four items of social media, the similar results were reported with the
influence of frequencies of appearance of products on social media, hot trend products on
social media, and attractive ads on social media. The percentages of respondents selecting
“Strongly agree” answer was 21.35%, 21.89%, and 21.35% for these three dimensions
while those for the “Agree” response were 37.84%, 37.57%, and 36.76%. Accordingly, more
than 20% of respondents expressed their neutral perception towards the statements “| tend

to buy household products that appear many times on social media.”, “I tend to buy
household products when they are hot trend products and have been used by many
people.”, and “l tend to buy household products when | see their attractive ads on social
media”, namely 24.05%, 21.08%, and 24.86%. Regarding the responses to “Disagree” and
“Strongly disagree”, 11.62%, 12.97%, and 11.89% of the respondents and 5.14%, 6.49%,

and 5.14% of the respondents chose these two responses.
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In terms of the statement “| tend to buy household products when it has high-quality reviews
on shopping sites”, more than a half of the respondents (50.27%) agreed with this statement
while the “Strongly agreement” response obtained 29.19% of the respondents. Accordingly,
15.41% of the respondents showed their neutral perception of the influence of high-quality
reviews on shopping sites on their intention to buy household appliances online. Finally, the
influence of this dimension was rejected by 2.70% and 2.43% of the respondents who

selected "Strongly disagree” and “Disagree” responses.

To sum up, the respondents’ answers to five items concerning the influence of social media
on online buying of household appliances indicated that the consumers’ intention to
purchase household products online was determined by social media. Descriptive statistics

of five items also support this finding. Table 10 presents descriptive results.

Number Min Max Mean SD
Items 19 370 1 5 3.89 0.84
Items 20 370 1 5 3.59 1.10
Iltems 21 370 1 5 3.55 1.16
Iltems 22 370 1 5 4.01 0.89
ltems 23 370 1 5 3.57 1.10
Overall 5 3.55 4.01 3.72 0.21

Table 10. Descriptive statistics of social media (Authors, 2022)

It was shown in Table 10 the mean values of four items ranged from 3.55 to 4.01, reflecting
the respondents’ neutral position and agreement attitude towards the influence of social
media. However, the overall mean of this aspect was calculated at 3.72; in other words, the
influence of social media on consumers’ intention to buy household appliances was
affirmed. Both data of percentage and descriptive statistics supported the fifth hypothesis

regarding the influence of social media on online buying of household appliances.
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To sum up, percentages and descriptive statistics obtained from the respondents’ answers
to the questionnaire affirmed all five hypotheses indicating the influence of quality, price
sensitivity, internet security, convenience, and social media on the consumers’ intention to
buy household appliances online. Among five factors, quality (M = 4.22; SD = 0.06) and
convenience (M = 4.13; SD = 0.04) are the most influential factors, followed by price
sensitivity (M= 4.06; SD = 0.16), ifnternet security (M = 3.92; SD = 0.06), and social media
(M =3.72; SD = 0.21).
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5 Discussions

After the data analysis, it is possible to answer both the main research question as well as
the sub-questions associated with it. The data analysis performed on the information from
the survey allow to fully understand the extent of the influence of quality, price sensitivity,
internet security, convenience, and social media on the consumers’ decision to buy
household appliances online. Previous studies and real situations in the Vietham market

were used to discuss the current research findings.

Sub-question 1: How does quality influence online buying decisions of household

appliances of consumers?

In terms of the influence of quality on online buying decisions of household appliances of
consumers, as it is seen in the results of the survey performed for this study, the majority of
consumers concern about the product quality and as such pay close attention to the product
quality when searching for it. It is especially important when it comes to the products that
are intended to be used for a long period of time such as household appliances which this
research focused on. However, due to the nature of online purchasing, it is impossible to
determine a quality of an item without an evaluation tool. For this purpose, the reviews play
a role of quality check for a consumer. Thus, if a consumer sees two identical products,
however, one of them possesses better review, he or she would be inclined toward the
product with better review score even though the price of the product with better reviews is
higher. It is also important to take into account the services that are supporting the purchase
such as product returns, repair services and a contact information. If a company has a good
number of services that would assist a consumer, then it is possible to return some amount
of trust and keep customer loyalty if the product would fail. Overall, the quality has a direct
influence over customer online buying decisions and has to be considered by online
retailers. This finding is supported by previous studies by Hanslim et al. (2020, 131) who
affirmed the relationship between consumers’ buying interest and intention and their
perception of quality and by Anwar and Andrean (2021, 79) who found is a statistical,

positive correlation between product quality and consumer buying decisions.

Sub-question 2: How does price sensitivity influence online buying decisions of
household appliances of consumers?

Regarding how price sensitivity influenced online buying decisions of household appliances
of consumers, according to the results of the survey, price is the third most important factor
for the consumers. The price of a product often is influenced by many factors especially

when it comes to the online retail. The customer would usually consider both the price of a
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product as well as the price of services associated with the product. Through the extensive
usage of discounts and providing cheaper delivery as well as insuring the product for a
limited amount of time. There is a limited number of options when it comes to price
regulations and the online retailers have to monitor their competition in order to keep their
prices updated and competitive as well as looking for other opportunities to change
consumer decision making process. The influence of price sensitivity was also identified in
previous studies in the landscape of consumer behaviors. Previously, Kwarteng et al. (2020,
219) found the importance of prices by stating that the consumers tended to search and
compare prices before their decision to buy products. Furthermore, a recent survey by
McKinsey (2020) affirms also indicated the increasing price sensitivity of consumers. These
findings supported the current study’s concerning the influence of price sensitivity on

consumers’ decision to buy household appliances online.

Sub-question 3: How does internet security influence online buying decisions of the

household appliances of customers?

Accordingly, the current study also indicated the influence of internet security on online
buying decisions of the household appliances of customers. Internet security has become
an ever-increasing issue in the modern world. Because of that the consumers started to
take it into account when it comes to online which is further proved by the survey done for
this research. The internet security in itself consists of multiple layers: starting from the
safety of the payment details such as credit card or bank information to the private data
concerning the individual making the purchase. Such data must be protected by the online
retailors through the usage of security protocols. Without taking any measures to protect
sensitive information, that data could be used by the malicious parties in order for different
types of purposes which would harm both the consumer whose data was leaked as well as
the company image. Taking all that into account, the internet security is extremely important
and has a great impact on the buying decision of customers. The current study also affirmed
the influence of internet security. This finding is aligned with findings drawn by Gurung and
Raja (2016, 2) and Aseri (2021). While Gurung and Raja (2016, 2) affirmed that different
elements of Internet security can acted as the motivation or barrier to a consumer purchase
behavior, Aseri (2021) mentioned phishing, fake online stores, data theft, adware, and theft
of identity as the threats of security when buying online and consumers’ lack of

understanding of these threats can affect consumers’ decision to buy online.

Sub-question 4: How does convenience influence online buying decisions of the

household appliances of customers?
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Another important finding of the current study was the influence of convenience on
consumer’s decision to buy household appliances online. This factor was perceived as the
second greatest influential factor in the current study. Previous studies also generated
similar findings. The survey findings by Smart Insights (2020) revealed that more than a half
of customers admitted the influence of convenience of the purchasing process on their
online purchase intention. Moreover, the study by Jiang et al. (2013, 195, 206-208) found
that convenience of buying online covering information searching and flexibility and
availability of different payment methods can generate the impacts on consumers’ intention.
These above studies supported the current study’s findings. It is evident that if the suppliers
of household appliances can offer the consumers a high level of shopping convenience
through simple buying process online, flexible and various payment methods, availability of
information for searching and comparison, etc. the consumers will be encouraged to buy

those products online.

Sub-question 5: How does social media influence online buying decisions of the

household appliances of customers?

The current study also identified the impacts of social media on consumers’ intention to buy
household appliances online, but as the least influential factor. This finding seems to be
different from previous studies. The survey results by Barysevich (2020) and Nosto (2021)
affirmed the significant impacts of social media on consumers’ intention to buy. Helversen
et al. (2018, 1) also affirmed the impacts of both positive and negative reviews on
consumers’ intention to buy. In the contemporary marketing context, there is no doubt that
social media platforms have become one of the most effective tools for the marketers. Most
of the brands utilized their own social media platforms to deliver content marketing to
impacts their customers. In addition, the influential marketing through KOLs is also
leveraged by the marketers to generate the impacts on consumers. If the marketers can
effectively use social media tools in their marketing plan, they can draw positive impacts on

their online consumers’ behaviors.

Main guestion: How do the major drivers determine online buying decisions of

household appliances of consumers in Ho Chi Minh City, Vietham?

The answer on the main research question of this study is that the major drivers behind the
purchasing decisions of consumers have a direct influence on their purchasing behavior.
Product quality and price were determined to be one of the most important factors for the

consumers with the internet security being the new factor that is quickly rising in importance.

Household appliances as a product is special in being purchased by a variety of age groups

as well as people with a completely different social background. The online retailers had
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given a rise because of their ability to deliver goods and allow to browse their inventory to
be browsed online without consumers having to leave the house. The issue that online
retailers face is their inability to persuade the consumer to purchase a product due to
impersonal nature of the online purchasing. Thus, the value of understanding the drivers of

the consumer behavior is revealed.

The factor of price for example shows that the customers react more positively on a product
that has a lower price in one shop than another and for an online retailer it is easier to simply
adjust the price or make a discount to make a product more appealing. The same practice
cannot be applied to the product quality. The consumer cannot view or evaluate a product
through the screen and as such this driver is harder to enforce. This is where the online
review system usually comes into place. It allows for an easy solution for quality check for

a concerned consumer.

The issue of online security, however, is a new development that is just rising in its
importance. The customers care about the security of their data when they are shopping
online and as such if their data is compromised, they would lose trust in the online retailor.
Security protocols and general concern for the user's information can go a long way in

ensuring that the information won't be leaked by the third parties for the malicious purposes.

The social media influencers are a new generation of marketing and follows the idea of
social media personalities to advertise specific products for their followers. While it does not
affect older age groups to the same degree as teenagers and young adults, it is still a new
development that is rising in popularity. Online retailers can benefit from investment in the
social media influencers by choosing to advertise products that are appealing to the younger

demographic since they are most affected by this type of marketing.

Convenience is the last driver that is connected to the idea of how comfortable it is to buy
goods at the online retail shop. The easier it is to navigate the online shop, the easier it
would be for the consumer to find the product he or she is interested in. It also applies for
the additional services such as delivery that can add additional value to the core product. A
customer would be more inclined to buy similar product from an online shop if it offers

additional services.

Overall, it is impossible for an online retailor to utilize all of the aforementioned drivers to
their full potential but focusing on a number of them would be beneficial for the purposes of

influencing customers buying decision.
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6 Conclusion
6.1 A summary of key findings

Online shopping has become one of the most prevalent trends in the business landscape
in recent year. The consumers can buy everything they want; household appliances are
also goods that are traded online. Online consumer behaviors are different from traditional
consumer behaviors; therefore, in recent years the scholars have driven their attention
towards the investigation of online consumer behaviors. Accordingly, the current study
attempted to explore the factors determining consumer’s online buying decisions of
household appliances of consumers in Ho Chi Minh City in Vietham and their degree of
influence. In order to obtain research objectives, five hypotheses were proposed to test how
five factors, including quality, price sensitivity, internet security, convenience, and social

media influenced the consumers’ decision to buy household appliances online

To summarize, this research made use of questionnaire for the purpose of data collection.
With over 380 respondents, it was possible to identify the importance of different aspects of
online purchasing to the consumers. The participants were primarily residents of Ho Chi
Minh City with different social status, age group and economic situation which allowed for
the broader outlook. The identified aspects were the security concerns, price, quality of a

product as well as the outside influencing factors such as social media influencers.

The results had proved that all of the identified aspects have a strong influence over the

online purchasing decision of customers of household appliances.
6.2 Implications

The current study’s findings indicated the influence of quality, price sensitivity, internet
security, convenience, and social media on the consumers’ intention to buy household
appliances online. Therefore, the marketers of household appliance manufacturers and
distributors can utilize research findings for their marketing strategy development and

implementation.

Firstly, quality and convenience were perceived as the most influential factors. Therefore,
the marketers should focus on promoting these aspects of household products to drive the
consumers’ purchase intention. In terms of quality, when buying online the consumers
cannot directly touch and experience household products to check the quality, the
manufacturers and distributors should provide design the consumer descriptions of product

features, specifications, instructions of features, guarantees for products and good services.
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In particular, the marketers should stress on after-sales services involving return and refund

and guarantee for online customers to increase the consumers’ confidence in buying online.

Regarding the aspect of convenience as the second greatest driver of consumers’ intention
to buy household products online, it was evident that online purchase was perceived more
convenient than offline purchase. Therefore, it was suggested that the marketers of
household products should enhance the convenience level for online consumers.
Specifically, the marketers should design the website and other online channels that enable
the consumers to search information of products and to compare prices between suppliers
and alternatives with the least efforts and time. The convenience facilitated by the website
and online channels will encourage the respondents to buy household appliances online.
Other factors such as delivery and methods of purchase and payment should be integrated

in the marketing strategies of household brands as well to attract online customers.

Furthermore, similar to traditional shopping of household appliances Price sensitivity is
another important factor, the marketers should integrate different promotional programs for
online customers to motivate them to buy household appliances through online channels.
Seasonal discounts or special deals should be offered to only online customers to generate

the impacts on consumers’ decision to buy household appliances.

In addition, the current study’s results also affirmed that the marketers could generate the
impacts on consumers’ purchase decision of household appliances online. Consumers
stated their concerns of loss of personal information, credit card security, concern of fraud
of transactions, risk of personal information disclosure in E-commerce platforms, and lower
security than buying offline can drive the intention to buy household appliances online;
hence, it is strongly recommended that the suppliers should develop a systematic, safe
online buying process which ensured the security for online customers. The higher level of

security of online shopping is, the more frequently the consumers will buy online.

Last but not the least, brands of household appliances should utilize different social media
platforms to promote their products to the consumers. Because of the increasing impacts
of influential marketing to consumer behaviors, brands should cooperate with the stars and
KOLs to promote their products in social media platforms. In addition, reviews and
testimonials should also be integrated into content marketing of household appliances to

generate the impacts on consumers’ decision.
6.3 Suggestions for further studies

As stated above, the use of single quantitative research method and small sample size were

the major limitations in the current study; therefore, it is suggested that in further studies the
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researchers should solve these limitations. Further studies should employ the mixed
methods, combining both quantitative and qualitative methods to obtain more
comprehensive and triangulated findings. Interviews should be performed as a research
instrument to collect qualitative data to obtain in-depth information from the respondents
concerning how the consumers’ purchase intention of household appliances online was
influenced by different factors. Furthermore, in further studies the researchers should
employ a larger sample size so that research findings can be more reliable and generalized

to a larger population.

Moreover, despite the increasing role of social media in marketing in recent years the
current study identified social media as the least influential factor on consumer’s online
purchase intention. Therefore, it is suggested that the researchers should focus investigate
on social media as the influencing factor separately to draw more conclusive findings
concerning how social media may influence the consumers’ decision to buy household

appliances online.
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Appendix 1. Questionnaire (English version)

Part A: General information

1. Please indicate your age

a.

b.

C.

d.

Under 18 years old
From 18 to 25 years old
From 25 to 30 years old

More than 30 years old

2. Whatis your gender?

a.

b.

Male

Female

3. What is your current employment status?

a.

b.

C.

d.

Employed
Unemployment and currently looking for job
Student

Self-employed

4. Please indicate your monthly income

a.

b.

C.

d.

Below 5 million VND

From 5 to 10 million VND

From 10 to 15 million VND

More than 15 million VND

5. Do you often buy products via online channels?

a. Yes

b.

No

6. How often do you buy household appliances? (a household appliance is defined

as an electrical device, machine, or piece of equipment that is used to support

people perform household functions of cooking, cleaning, or food preservation.



Some examples of household appliances include vacuum cleaner, toaster, coffee

maker, oven, etc.)
a. 1to5times ayear
b. 5to 10 times a year
c. More than 10 a year
d. Never
7. Atwhere?
a. Atthe store
b. Online
c. Both
If Online move to the next questions; If At the store just stop.
8. What types of devices you use to purchase for online orders?

a. Mobile phone

b. Tablet
c. Laptop
d. Computer

Part B: Influence factors
Please indicate your opinion about the following statement by using the below assessment:
1 - Strong disagree
2 - Disagree
3 - Neutral
4 - Agree
5 - Strong agree

9. What are your general opinions about quality affection on buying household

appliances online?



Strong

disagree

Disagree

Neutral

Agree

Strong

agree

| tend to buy household products
which have high and guaranteed

quality

| tend to buy household products

if its design specifications

correctly interpret what | want.

| tend to buy a product having long
durable time.

Features are one of the most
important factors for me to decide
to buy one product quickly.

| choose a product having good

and reputable serviceability

10.

household appliances online?

What are your general opinions about price sensitivity on buying

Strong
disagree

Disagree

Neutral

Agree

Strong
agree

| like to get the best deals for
household products when shopping

online.

| compare prices within household

products when shopping online.

| am quite upset when | miss a
discount on household products

when shopping online.




I have a reference price for
household products when shopping
online (E.g., A rice cooker should

not cost more than VND 1 million...)

11. What are your general opinions about internet security on buying

household appliances online?

Strong Disagree | Neutral Agree | Strong

disagree agree

| worry about loss of personal
information when purchasing
household appliances online from
websites of providers or E-

commerce platforms.

| worry about loss of credit card
security when purchasing
household appliances online from
websites of providers or E-

commerce platforms

The concern of fraud of transactions
influences my  purchase  of
household appliances online from
websites of providers or E-

commerce platforms.

The concern of the likelihood that
anyone can find my personal
information influence my purchase

of household appliances online from




websites of providers or E-

commerce platforms.

| find purchasing household
appliances online from websites of
providers or E-commerce platforms
is highly risker than that from

physical stores.

12. What are your general opinions about convenience on buying household

appliances online?

Strong Disagree | Neutral Agree | Strong

disagree agree

I buy household products online

because it saves my time.

I buy household products online
because | can buy them anywhere
with a laptop or phone connected to

the internet.

| find it easy to compare prices on
household products when | shop

online

| can find out many household
products and theirs’s information at

one time.

13. What are your general opinions about social media on buying household

appliances online?




Strong

disagree

Disagree

Neutral

Agree

Strong

agree

| tend to buy household products
after seeing the reviews of

influencers.

| tend to buy household products
that appear many times on social

media.

| tend to buy household products
when they are hot trend products
and have been used by many

people.

| tend to buy household products
when it has high-quality reviews

on shopping sites.

| tend to buy household products
when | see their attractive ads on

social media




Appendix 1. Questionnaire (Viethamese version)



Nhirng tac nhan chinh anh hudng téi hanhvi <
mua sam truc tuyén ciia nhom san pham gia
dung

Xin chao!

Toi dang viét mét ludn &n vé sy anh hudng cla nhirng tdc nhan nhu gia cd, chit lugng san phdm, bdo mat, sy
tién loi va mang x& héi |én hanh vi mua sam tryc tuy&n cda nhém san pham gia dung clia ngudi dan thanh phd
H®6 Chi Minh

Bai khao sat bao gém 2 phén véi tdng cdng 13 céu hdi, cac théng tin duge cung cép trong bai khao sat sé dugc
bao mat va sir dung v&i muc dich nghién ctru thuc nghiém.
Né&u c6 bat ky thdc mac gi, hay lién lac véi ti qua email Toan.tran@student.lab.fi

Théng tin co ban

Description (optional)

Ban bao nhiéu tudi? *
Dudi 18 tudi
Tir 18 tudi t6i 25 tudi
Tir 25 tudi t6i 30 tudi

Trén 30 tudi

Gidi tinh clia ban la gi? *
Nam
N

Khac



Tinh trang céng viéc hién tai ciia ban nhu thé nao? *
bang di lam
That nghiép nhung dang tim kiém viéc lam
Hoc sinh

Kinh doanh

Thu nhap hang thang ctia ban nhu thé nao? *
Dui 5 triéu VND
Tl 5 triéu VND t&i 10 triéu VND
Tl 10 triéu VND tdi 15 Triéu VND

Trén 15 triéu VND

Ban thudng xuyén sl dung thiét bi ndo cho viéc mua sédm truc tuyén? *
Dién thoai di dong
Maéy tinh bang
May tinh xach tay

May tinh ban

Ban c6 thudng xuyén mua thiét bi gia dung théng qua cac kénh mua sam truc tuyén khong? *
Cé

Khéng



Ban mua thiét bi gia dinh bao nhiéu Ian trong 1 nam? (thiét bj gia dung dugc dinh nghia la mét  *

thiét bi dién, may moc hodc thiét bi dugc sir dung dé hé trg moi ngudi thuc hién cac chic nang
gia dung nhu ndu nudng, don dep hoac bao quan thuc phdm.Mét s6 vi du vé thiét bi gia dung
bao gdm may hit bui, may nudng banh mi, may pha ca phé, 16 nudng, v.v.)

Tur 116i 5 lan

Tir 516110 [an

Trén 10 Ian

Khéng bao gi¢

Ban lya chon mua thiét bi gia dung & dau? *
Tai clra hang
Mua sdm tryc tuyén

Ca hai phuong an trén

Néu ban chi mua nhiing thiét bj gia dung théng qua clra hang, ban cé thé bd qua nhiing cau hdi tiép
theo.

Description (optional)



Y kién clia ban vé "chat lugng san pham" khi mua dé gia dung truc tuyén
la gi?

Hoan toan N . . N L. Hoan toan
khéng ddng ¥ Khéng déng y Binh thudng bong y ddng §

T6i c6 xu hudng
mua cac san
pham gia dung
co chéat lugng
cao va dam béo

T6i c6 xu hudng
mua cac san
pham gia dung
néu thdng sb k¥
thuat va thiét ké
clia ching dap
(rng chinh xac
nhirng gi toi
mudn.

Toi c6 xu huéng
mua san pham
cé thoi gian bén
lau.

Tinh nédng la
mét trong
nhirng yéu td
quan trong nhat
dé t6i quyét
dinh mua san
pham mot cach
nhanh chéng.

Toi chon mot
san pham uy tin
va c6 kha néng
phuc vu t&t cho
nhu céu cta
minh



Y kién cuia ban vé "gia clia sdn pham" khi mua thiét bi gia dung truc tuyén
1a gi?

Hoan toan " .. Hoan toan
. Khéng di y Binh thud 2] N
khéng déng y ong dongy n ng ongy déngy

Téi muén nhan
dugc nhirng uu
dai t6t nhat cho
cac san pham
gia dung khi
mua sam tryc
tuyén.

Téi so sanh gia
clia cdc san
pham gia dung
khi mua sam
truc tuyén.

Toi cam thay
kho chiu khi 1&
dot gidm gia
cédc san pham
gia dung khi
mua sam truc
tuyén.

Toi co tham
khao gia cdc
san pham db
gia dung khi
mua hang truc
tuyén (Vi du:
N6i com dién
khéng nén cé
gid qua 1 triéu
dong...



Y kién chung cla ban vé viéc "bao mat" khi mua dé gia dung truc tuyén la
gi?

Hoan toan Hoan toan
. . Khéng déng y Binh thuon Poéngy .
khéng déng y ong dengy n g 9y déng y

Toi lo lang vé
viéc mit théng
tin ca nhan khi
mua db gia
dung truc tuyén
tlr cac trang
web ctia nha
cung cép hodc
san thuong mai
dién tur.

Téi lo lang vé
viéc mat bao
maét thé tin
dung khi mua
dd gia dung
truc tuyén tir
trang web cua
nha cung cap
hoéc nén tang
thuong mai
dién tir

Su lo ngai vé
nhirng gian lan
trong viéc giao
dich anh hudng
dén viéc toi
mua do gia
dung truc tuyén
tlr trang web
clia céc nha
cung cép hodc
nén tang
thuong mai
dién tir

Su lo lang vé
kha nang bat ky
ai cling c6 thé
tim thay théng
tin ca nhéan cla
tdi lam anh
hudng dén viéc
t6i mua do gia
dung truc tuyén
tlr cac trang
web clia nha
cung cap hodc
nén tang
thuong mai
dién tur.



Toi thay viéc
mua do gia
dung truc tuyén
tur cac trang
web hodc cac
nén tang
Thuong mai
dién tlr co rdiro
cao hon so véi
mua tr cac clra
hang thuc.

Y kién chung clia ban vé "su tién Igi" khi mua dé gia dung truc tuyén?

Hoan toan . . . R . Hoan toan
khéng dong § Khéng déng y Binh thudng boéngy dong

T6i mua cac
san pham gia
dung truc tuyén
vi n6 tiét kiém
thai gian cua
toi.

T6i mua céac
san pham gia
dung truc tuyén
vi t0i 6 thé
mua chdng &
bat ky dau chi
can cé may tinh
xach tay hoac
dién thoai két
ndi internet.

Toi thay dé
dang so sanh
gia ca trén cac
san pham gia
dung khi t6i
mua sam truc
tuyén

T6i c6 thé tim
hiéu nhiéu san
pham gia dung
va théng tin cla
ching cung mét
lic.



Y kién chung cuia ban vé viéc mua dé gia dung truc tuyén théng qua
“mang xa hoi" la gi?

Hoan toan N N N N L Hoan toan
khéng ddng § Khéng déng y Binh thudng bongy dong y

Toi c6 xu huéng
mua cac san
phdm gia dung
sau khi xem
danh gia clia
nhirng ngudi co
tam anh hudng.

Toi c6 xu huéng
mua cac san
pham gia dung
xuat hién nhiéu
lan trén mang
x4 hoi.

Téi c6 xu hudng
mua céc san
pham gia dung
khi ching la
nhirng san
pham hot trend
va dugc nhiéu
ngudi str dung.

Tdi c6 xu hudng
mua cdc san
phdm gia dung
khind cé cac
danh gid cao vé
chat lugng trén
céac trang web
mua sam.

Toi c6 xu huéng
mua cdc san
pham gia dung
khi nhin thay
quang cdo hap
dan cla ching
trén mang xa
hai
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