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ABSTRACT

Intheeraoftheinformation-communicationtechnologywiththedevelopmentofelectroniccommerce,
consumerscanbuyalmosteverythinganywhereandatany time.Oneof thegreatestbenefitsof
e-commercehasbeentheconvenienceandthevastchoiceswhichconsumersgetonline.However,
someseriousissuesexistthatimpedeconsumersfromtransactiononline.Theseissueshaveattracted
theattentionofmanymarketingresearchersinrecentyears.Inthisresearch,theauthorsfocusonthe
impactofconsumers’ethicsperceptionofe-retailerontheirpurchaseintentionandsatisfaction.The
authorsalsotrytoclarifytherolesoftrustandcommitmentintherelationshipofethicsonconsumers
purchasedecisionandsatisfactionbecauseoftheirimportanceine-commercebutalsotheprivation
intheresearchofpreviousstudies.Thedatacollectedfromasurveyof390onlineconsumersin
Vietnam.Resultsrevealthattherearesignificantrelationshipsbetweenonlineretailers’ethicsand
consumers’purchaseintentionandsatisfactionviathemediationoftrustandcommitment.
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1. INTRoDUCTIoN

Internetthatisoneofthemostremarkableinventionsof20thcentury;ithasbeenextensivelyapplied
inseveralfieldsinbusinessandinourdailylives.Theinternetwithover3.4billionusersworldwide
in2016,comparedto2billionin2010,1billionin2005and0.414billionin2000(Internetworld
stats,2016).Inthedevelopingcountries,31%ofthepopulationisonline,comparedwith77%in
thedevelopedones(Internetworldstats,2016).E-commerceisoneofthemostimportantInternet
applications(Kim,Ferrin,&Rao,2009;Yang,Lin,Chandlrees,&Chao,2009),asithasdramatically
revolutionizedthewayweshop,whereshoppingonlineprovidestheunprecedentedflexibilityin
termsoftimeandplace.Astheinternetphenomenonbringsaboutthegreatestofconveniences,italso
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posesnewchallenges–theissueofethicsbeingoneofmostsevere.Internetisanewenvironmentfor
unethicalbehavior(Freestone&Mitchell,2004).EthicalissuesaboutInternetusagehaveprovoked
criticalproblemstoconsumersandcreatednewissuesforpractitioners(Román&Cuestas,2008).
Un-ethicalbehaviorofe-retailershasrestrainedconsumerstotransactonline.Asmoreandmore
e-retailersenterintoe-commerce,andincreasinglyoffermorealternativestoconsumers,competition
intensifies.Thus,theabilitytoretainconsumershasbecomemoreimportantasuccessrequirement
thanever(Reichheld&Schefter,2000).

Marketersand/ore-retailershavetoprovideinsightsintohowethicsrelatetoconsumerbehaviors,
particularlyhowconsumersperceiveandevaluatetheethicsofe-retailersandhowtosatisfyconsumer
expectations(Anderson&Srinivasan,2003).Ethicsisthestudyofacceptablecriteriaandrulesthat
guidethepracticesofindividualsandgroups(McLaren,2003),althoughto-datethereisstilldebates
aboutwhatstandardsshouldbeusedinmarketingasmoralstandards(SergioRoman,2007).

Incomparisontostudiesinconventionalretailing,studiesintoethicsrelatingtoe-retailingis
lessadvanced.Inrecentyears,moreethicalissueshavearisenine-commerce;suchasmisleading/
untruthfuladvertising,badproductquality,cheating,intrusionofprivacy,informationmisuse,betrayal
oftrust,etc.Generally,itisbelievedthatthemainreasonoftheseproblemsisthefacelessinteractions
andtheopportunismofsomeretailers.Soadditionalresearchontheconsumers’perceptionofethics
inanonlineenvironmentisneeded(Limbu,Wolf,&Lunsford,2012),(Elbeltagi&Agag,2016).

Uptonow,someresearchershaveexaminedconsumers’perceptionofe-retailers’ethics.Roman
(2007)proposedascalemeasuringtheperceptionofonlineretailer’sintegrityandresponsibilityin
dealingwithconsumersinasecure,confidential,fair,andhonestmanner.Otherstudiesinvestigated
theimpactofperceivedethicsongeneralinternetexpertiseandwordofmouth(Román&Cuestas,
2008);theethicalperformanceofshoppingwebsites’onconsumertrust(Yangetal.,2009);on
satisfactionandloyalty(Limbu,Wolf,&Lunsford,2011),onpurchaseintentionandrevisitintention
(Limbuetal.,2012).FromthescaleofRoman(2007),(Elbeltagi&Agag,2016)proposedanew
scaleincludingfour(4)constructsofRomanandtwo(2)newones(servicesrecoveryandshared
value)andtestedtheeffectofthemonsatisfactionandrepurchaseintention.

Despiteincreasingexpectationsfromcustomers,theethicsofe-retailerhasnotbeenadequately
analyzedinmarketingliterature.Previousstudiesalsoindicatedthattrustisoneofthemostimportant
keysuccessfactorsine-commerce(Fangetal.,2014;Chen&Dibb,2010;Arman2011;Kvasova,
2013). Other research specified the impact of commitment in building and maintaining a good
relationshipbetweenconsumersandretailersorvendors(Kozlenkova,Palmatier,Fang,Xiao&Huang,
2017), (Eastlick,Lotz&Warrington,2006).As consumers’purchase intentions and satisfaction
areimportantfactorsine-commerce,thesehaveattractedalotofstudies(Akbar&Parvez,2009;
Anderson&Srinivasan,2003;Dimitriades,2006;Limbuetal,2012).

AlmostallpreviousstudiesonCPEOR(Consumers’PerceptionofEthicsofRetailers)havebeen
conductedinthecontextofdevelopedcountries(Elbeltagi&Agag,2016)wheretheenvironment(of
consumerincome,shoppinghabits,legalsystems,etc.)isdifferentfromthoseofdevelopingcountries.
Vietnamisoneofthedevelopingcountrieshavingtheeconomicgrowthratewhichisthehighestin
theworldinrecentyears(seetheAppendixC).Vietnamisalsoadynamicnationwithmorethan49
millionusersin2016incomparisonwithmorethan94.4millionofpopulation,theyearlypenetration
rateabout3.3%(seedetail in theAppendixB).Concerningthee-commerce,58%Internetusers
purchasingonline,with59%isfemale,and37%arestudents.Bute-commerceinVietnamisstill
performingbelowexpectationformanyreasons,suchase-commercelegalsystem,thee-commerce
infrastructure,maturityoftheethicsofe-retailerswhichcurrentlytendtoleadconsumerstodistrust.

Hence,thepurposeofthisstudyistodevelopandempiricallytestaframeworkthatexplains
thefollowinghypothesisinthecontextofVietnam(adevelopingcountrywithanearlye-commerce
environment):That,trustandcommitmentfrome-retailersareessentialenablers(ormediators)orthe
keymeasurementsofe-retailers’ethics(adoptingtheTrust-Commitmenttheory).That,thekeyCPEOR
(Consumers’PerceptionofEthicsofRetailers)componentsofsecurity,privacy,non-deceptionand
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