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ABSTRACT

Withmobiletechnologies’rapiddevelopmentinvolvingwirelessnetworksandinternetinfrastructure,
e-commercehasbeenevolvingintoanew,moresignificantphase:mobilecommerce.Businesses
throughouttheworldarehighlymotivatedtoinvestinmobilecommerceinfrastructureanddeploytheir
mobilecommercestrategiesasasourceofsustainablecompetitiveadvantagetomaintainexistingand
attractnewcustomers.Asprobablythefirstsystematicandcomprehensiveefforttodate,thisstudy
analyzesthefactorsaffectingcustomers’intentiontousemobilecommerceinVietnam.Theresults
showthatperceivedeaseofuse,perceivedusefulness,varietyofservices,andtrialabilityhaveboth
directandindirectpositive(viaperceivedusefulness)impactsonintentiontousemobilecommerce,
whiletrustandsocialinfluencehaveindirectpositiveimpactsonintentiontousemobilecommerce
inVietnam.CostdoesnothaveanyimpactonintentiontousemobilecommerceinVietnam.The
resultsofthisstudyarealsocomparedwiththatofstudiesonmobilecommerceconductedinChina
andMalaixiabyChongetal.Theoreticalandpracticalimplications,especiallyforhelpingbusinesses
understandhowtocapturemorecustomersinarapidlydevelopingcountry,Vietnam,arediscussed.

KEywoRdS
Consumer Behavior, Intention to Use, M-Commerce, Mobile Commerce, Vietnam

INTRodUCTIoN

E-commerce’semergenceinthelate1990srevolutionizedvirtuallyallactivitiesrelatedtoproduct/
serviceandinformationexchangesinnationaleconomies(Phametal.,2011).Thecorefeatureof
e-commerceisthatinaspecificplace,forexample,athomeorworkplace,withjustadesktopcomputer
connectedtotheInternet,consumerscaninteractwithwebsitesofretailersorserviceprovidersto
searchfornecessaryinformationorpurchasedesiredproductsorservices(Yangetal.,2004).This
iscompletelydifferentfromthetraditionalbusinessenvironmentwheretransactionsandexchanges
ofproducts,servicesandinformationareconductedprimarilyviainteractionsbetweencustomers
andthecompany’semployees(Junetal.,2004;Phametal.,2018).
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With mobile technologies’ rapid development involving wireless networks and Internet
infrastructure,e-commercehasbeenevolvingintoanew,moresignificantphase:mobilecommerce
(Gupta&Vyas,2014;Zott&Amit,2012).Theuniquefeatureofmobilecommerce(m-commerce)
is thatcustomersarenot limitedbyspaceand time.Usingonlyamobiledevice(forexample,a
smartphoneortablet)connectedtothewirelessInternet,consumersareabletosearchforrelevant
informationorconducttransactionsrelatedtopurchasingproductsorservicesattheirleisure(Chong
etal.,2012).Asaresult,mobilecommerceworldwideisgrowingatahighrateandisprojectedto
reachabout$420billioninsalesin2021(Statistia,2019).

Mobilecommercecanbeofgreatbenefitstobusinesses,customers,andgovernments(Swilley
etal.,2012).Forbusinesses,mobilecommercecanhelpstreamlineandreducephysicalofficesor
branchesusedtoprovideservicestocustomers(Jun&Palacios,2016).Thiscanhelpsaveoperating
costsforbusinesses(Linetal.,2011).ArmedwithonlyawirelessInternet-connectedmobiledevice,
customers can search for relevant informationormakepurchasesdirectly throughcompaniesor
retailers’websites(Chongetal.,2012).

Inaddition,mobilecommercecanhelpbusinessesintegratemoredeeplyintotheglobaleconomy
as theworld increasingly becomes flatter where people can connect with each other anytime at
anywhere(Wu&Chuang,2010).Businessescansellproducts/servicesproducedinonecountryto
customersinanotherwithouthavingtheirphysicalpresenceintheforeigncountry(Javalgietal.,
2005).Further,duetothefactthatmobiledeviceusersincreasinglyhaveaccesstosocialnetworksto
sharetheirpreferencesaboutproductsandservices,mobilecommercecanhelpbusinessesimplement
moreeffectiveadvertisingandpromotionprogramstowardsdifferentgroupsofcustomersonsocial
networkswhilekeepingcostsdown(Weietal.,2009).

Forgovernments,theemergenceanddevelopmentofmobilecommerceserveasthecatalyst
thathelpsthegovernmentbecomemoredigitized(Trimi&Sheng,2008).Thisallowsagovernment
toevolveintoasmartone.Sodigitized,itsfunctionsandmandatesforcreatingeconomicandlegal
informationtechnology(IT),aswellasInternetframeworks,providefavorableconditionsformore
actors in the economy to exchange information, conduct business activities, and trade products/
servicesinthemostconvenientwayatanytime,anywhere(Hungetal.,2013).Inotherwords,the
developmentofmobilecommercecanpromote thedevelopmentof thegovernmentand, in turn,
supportmobilecommercetoreachitsfullpotential,ultimatelycreatingvalueforallentitiesinvolved
inmobilecommerce(Abu-Shanab&Haider,2015).

Oneofthefactorsdeterminingthesuccessofmobilecommerceisthatcustomersacceptmobile
commercetoconducte-transactionsrelatingto information,productsandservices(Chongetal.,
2012).Therehavebeenanumberofstudieson the factorsaffectingmobilecommerceadoption
andacceptance,butthesestudiesweremainlyconductedindevelopedcountries.Verylittlemobile
commerceresearchhasbeencarriedoutinnewlyemergingcountrieswithveryhigheconomicgrowth
ratessuchasVietnamwiththe2018economicgrowthrateof7.08percent(HieuCong,2018).With
significantimprovementsinwirelessInternettechnologyandmobiledevices,andthedevelopment
of3G,4G,andpotential5Gnetworks,mobilecommerceinVietnamhassignificantpotentialfor
mobilecommercedevelopment(ThuyDieu,2018).

Turningthispotentialintorealityrequirescomprehensiveandsystematicresearchonthefactors
affectingcustomers’intentiontousemobilecommerceinVietnam.Withexistingresearchvirtually
nil,thisstudyaimstoovercometheresearchgap.Thisstudyseekstocontributetotheliteraturein
severalways.First,sinceVietnamisanewlyemergingcountry(Phametal.,2019),thisstudyis
probablythefirstsystematicandcomprehensiveoneonthefactorsaffectingintentiontousemobile
commerceinthisnation.Second,withitspoliticallyandeconomicallystrategicpositioninSoutheast
Asia,Vietnamisexpectedtobeadestinationforinvestmentandtradeactivitiesofmultinational
companies.ThisstudycanaidmultinationalcompanieswishingtodobusinessinVietnamhavea
senseofmobilecommerceinthereandbuildappropriatestrategiestoinvestinmobilecommerce.
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