
  

  

Abstract—During the COVID-19 pandemic, the demand for 

online shopping has been surged since people were no longer to 

go to physical stores that leads to the dramatical change from 

traditional shopping behavior to online shopping behavior. 

Especially, the effect of payment, complaint resolve, delivery, 

product quality and technical problem is different from online 

customers grouped by different age, location, and gender. The 

objective of conducting the comparison is to understand how 

different respondents react within online shopping environment. 

The researcher collected 400 good samples from two big cities in 

Vietnam such as Ho Chi Minh and Ha Noi to analyse and verify 

the research model. According to the findings and the results 

after using structural equation modeling (SEM), it is evident 

that there is no significant effect from technical problem to all 

groups, also no significant effect from complaint resolve and 

product quality to Male group; and the rest of determinants 

effect significantly to different level of groups. There are many 

reasons to explain for these results based on culture, people and 

behavior of Vietnamese customers which will be showed in 

discussion and conclusion. 

 
Index Terms—Online shopping, barrier, customer experience, 

customer satisfaction, Vietnam, COVID-19. 

  

I. INTRODUCTION 

Vietnamese government has been gradually transforming 

the economy structure from traditional mechanism to modern 

one with the exploration of the opportunities from digital 

economy [1]. The objective of this transformation is to build 

a digital economy that is worthied by US$ 43 billion by 2025 

[2]. In fact, digital economy has been started for sometimes 

since the first marketplaces like Lazada and Sendo 

participated electronic commerce (e-market) in 2012 [3]. Up 

to now, the customers in almost cities and provinces are able 

to purchase goods online through their smartphone or their 

computers, thanks to the great the Internet and the mobile 

phone penetration rate. According to the [4], total revenues of 

e-commerce market in 2020 is exceeding US$ 6 billion and it 

is expected growing at the speed of more than 9% during 

2020-2024. The development of e-commerce is explained by 

the fact that it brings the convenience to the customers who 

do not want to take time to go to physical stores to purchase 

goods [5]. 

Based on the statement of facts, it is curious to capture how 

the online shopping behaviour in Vietnam in the context of 

pre-normal phase after the crisis created by the COVID-19. 
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The researcher perceives that the study of online shopping 

behavior is more appropriate in this time since online 

customers have more time spending on online shopping 

activities and therefore their evaluation is more accurate 

compared to before the crisis. Behind of that, the researcher is 

promoted by the fact that there were no empirical evidences 

which were conducted in the way of studying online 

customer behavior in the negative influential context of 

relevant factors. Previous researchers like [6], [7], and [8] 

focused on the positive impact of factors but they ignored the 

importance of negative impact. In addition, previous 

researchers have not explored the difference between online 

customers grouped by different age, location, and gender. 

The objective of conducting the comparison is to understand 

how different respondents react within online shopping 

environment. Thus, the main objective of the study is to study 

the effect of factors on different group of age, location, and 

gender in Vietnam. 

 

II. LITERATURE REVIEW 

A. Online Customer Satisfaction and Experience 

Customer satisfaction refers to the customer perception of 

service quality aspects provided by the providers [9]. In 

online business environment, customer satisfaction is 

appeared like the online shoppers’ attitudes, beliefs, and 

intention to purchase products and services sold by online 

merchants [10]. Simply, online customer satisfaction is the 

result of customer perceive about online service quality [11]. 

Moreover, customer experience is considered as the 

cumulative responses of the customers during their 

consumption process [12]. When the customers purchase 

goods via online channel such as e-commerce marketplace, 

they also accumulate experiences that affect to their overall 

satisfaction and future purchase intention [13]. Moreover, 

online customer experience is also reflected through how the 

customers feel about interacted system that support online 

services delivery [14]. 

Ieva and Ziliani [15] highlighted the mediating role of 

customer satisfaction in the relationship between customer 

experience and customer loyalty and it confirmed the effect 

of customer experience on customer satisfaction was existed. 

During buying process, customer experience affects to the 

outcome of customer behaviour that consists of customer 

satisfaction [16]. However, Suchánek and Králová [17] 

proposed a concept of long-term customer satisfaction which 

was derived from overall customer experience prior-, during 

and post-purchasing process. Kim and Noh [18] argued that 
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customer satisfaction was derived from the evaluation of the 

customers towards their actual experiences with a product or 

service. Keiningham et al. [19], however, dictated that 

customer experience was complex process and they proposed 

to use customer satisfaction as useful proxy of customer 

experience.  

B. Influential Factors of Online Customer Experience and 

Satisfaction 

1). Payment 

With the development of new information technologies, 

traditional payments (i.e., cash, cheque) have been 

transformed to digital payments with the introduction of 

digital wallets or electronic wallet (e-wallet), mobile banking, 

Internet banking, real time gross settlement, immediate 

payment services, etc. [20]. Payment in online business 

environment refers to any online accepted payment system 

such as credit card, PayPal, mobile money, etc. [21]. The 

quality of payment performance provided by online 

merchants is important factor since it creates both positive 

and negative experience and satisfaction of online customer. 

Indeed, the study of Adeniyi and Olutayo [22] highlighted 

that the customers today preferred cashless payments rather 

than cash payment and it significantly affected their 

satisfaction with electronic channels. Grawal and Gentry [23] 

argued that payment types and payment timing were two 

critical factors influencing online customer experience and 

satisfaction and different payment options were required by 

online customers due to each of them have different financial 

situations.  

Payment is also part of reliability component of online 

service quality [24] and safe payment system allows 

e-service providers to gain higher customer trust [25]. Rita et 

al. [16] obtained empirical evidence of which security and 

privacy in payment system affected positively and 

significantly overall e-service quality and it also has 

significant indirect effect on online customer satisfaction, 

online customer trust, online repurchase intention, positive 

e-WOM, and online site visit. Vasić et al. [26] commenced 

that payment was the most important part of online shopping 

security and it had positive and significant effect on online 

customer satisfaction. However, some other researchers 

found unsupported empirical evidence related the role of 

payment. For instance, Deyalage and Kulathunga [27] found 

insignificant effect of security in payment system on online 

customer satisfaction. Al-Dweeri et al. [28] highlighted that 

security and privacy in payment system did not affect 

significantly online customer satisfaction.  

2). Complaint resolve 

Complaint resolve refers to a process initiated by the firms 

to recover the services from the failures [29].  This factor is 

important to online customer experience and satisfaction 

because of fair complaint resolve represents for the quality of 

perceived justice from the customers that make them feel 

their rights are not ignored [30]. Dos Reis et al. [31] indicated 

that customer satisfaction was not resulted from a service 

failure but how service performance is recovered, and it 

directly linked to the performance of complaint handling. 

However, von Aswege and Kemper [32] indicated that 

e-commerce companies should conduct other marketing 

campaign such as discount after an event related service 

failure beside service performance recovery.  

In addition, complaint resolve also provides the values 

added to the products and services providers since they 

understand their weakness, leading to the innovation and 

brining more positive records into customer experience and 

satisfaction [33]. Therefore, rapid response in handling 

complaint not only helped to retain the customer [34], but 

also reduced customer dissatisfaction, and it was even more 

important in case of online shopping environment [35]. 

3). Delivery 

Delivery is a process of shipping products from the sellers 

to the buyers through an order platform [36]. It is considered 

as one of decision factor towards in-store and online 

shopping since the customers prefer online shopping in order 

to enjoy the value of delivery time savings as well as time 

spent for searching goods [37]. Common delivery problems 

of online customers are the products are not shipped within 

agreed time frame, goods are delivered with damages since 

there are no proper product packaging and product handling 

during shipping period [38]. Cao et al. [39] agreed that online 

customer experience was depended on the prior experience of 

the customers with shipping performance, product return 

performance, and order tracking performance. In addition, 

the customers satisfy with online shopping platform if they 

perceive that ordered products are able to ship to their 

doorstep and they are able to exchange and return errored 

products [40]. Coşar et al. [41] surveyed online customers in 

different social networking platforms and obtained empirical 

evidence that confirmed the role of delivery in online 

shopping. They indicated that any difficulties in delivery 

process that returned late delivery negatively affected 

customer purchase intention as well as customer satisfaction. 

4). Product quality 

Product quality is a combination of multiple 

product-related aspects that enable the product features and 

functions as committed with the customers [42]. The 

evaluation of product quality is not only based on tangible 

attributes (i.e., technical specification) but also intangible 

attributes (i.e., brand name) [43]. According to Johan et al. 

[44] fast delivery was a prominent factor affecting online 

customer satisfaction. Behind of speed, delivery 

effectiveness which is measured through how the products 

are not damaged during delivery process is also an important 

influential factor to online customer experience and 

satisfaction [45]. Therefore, one of the main determinants of 

online shopping behaviour is customers’ perceived product 

quality [46].  

In addition, Al-Shukri and Udayanan [47] addressed that 

low product quality was among perceived risks when the 

customers shopped online. However, other researchers 

obtained different finding. For example, Foster and 

Johansyah [48] examined the effects of product quality and 

price on interest of online purchasing. They obtained 

empirical evidence of which only price affected significantly 

interest of online purchasing while the effect of product 

quality on interest of online purchasing was not statistically 

significant. Guo et al. [49] conducted a research, and they 

collected the data from 350 online shoppers in China. Product 

quality was selected as one of explanatory variable for online 
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customer satisfaction. Obtained result showed that product 

quality had positive and significant effect on online customer 

satisfaction and when product quality was improved by 

1-unit, online customer satisfaction was improved by 0.088 

unit. 

5). Technical problem 

When the customers purchase products online, they may 

expose to technical problems such as too much pops-up or 

technical errors [50]. The effect of payment as technical 

issues on online shopping experience and online shopping 

satisfaction was also highlighted by previous researchers. 

When Cheng et al. [51] explored the factors that explained 

customer retention in high volume and low volume of online 

shopping, they confirmed the role of mobile payment and 

importance of proper billing system. Regarding the pop-ups 

issue, it is considered as one of online advertising channels 

[52]. It is inconvenience when the customers receive a 

pop-up that provides better deals after they place an order 

successfully [53]. Detecting and resolving technical 

problems are important in online shopping environment since 

they reduce customer experience and satisfaction [54]. When 

technical problems happen, they disrupt the online customer 

experience, leading to the dissatisfaction [55], especially 

when they repeat facing similar problems during the product 

usage [56]. 

C. Demographic Characteristics 

Previous researchers also studied the online customer 

satisfaction and experience regarding their difference in 

demographic characteristics. Empirical evidence from Sarkar 

and Das [57] confirmed that online shopping behavior in 

India was significantly influenced by gender, age, etc. Before 

that, Ling and Yazdanifard [58] found that male customers 

had more positive and more willingness to purchase products 

online than female customers. Zolait et al. [59] summarised 

the difference between male and female customers regarding 

online shopping. They described that male and female 

customer had different perception related trust, risk, ease of 

use, and satisfaction when they shop online. Location of the 

customers is important factor because of the customers in far 

areas have different requirement related delivery options and 

delivery timing [60]. In fact, location of the customers refers 

to their place of location and previous researchers explored 

how this factor affected online shopping behaviour of the 

customers. Djeri et al. [61] found supportive evidence of 

place of residence significantly affected all phases inside 

decision-making process. Datta and Acharjee [62] collected 

the data from 166 young online customers and found that 

place of residence had significant influence on their online 

shopping attitude. However, the findings from previous 

researchers were varied. For instance, Juneja and Mehta [63] 

did not find significant impact of gender and age on online 

customer satisfaction. Other empirical evidences provided by 

Rahman et al. [64] indicated that both male and female 

respondents shared the same reason of choosing online 

shopping that was home delivery. 

 

III. RESEARCH METHODOLOGY 

This study was based on previous related theories, 

empirical evidence and pilot study to design several variables 

in questionnaire to collect reliable data. Online survey refers 

to the respondents’ evaluation towards actual experience with 

online shopping. Each factor developed and highlighted in 

the research model is constructed from several items as 

displayed on Table I below. Each item is then evaluated by 

Likert scale of 5 points: “Strongly Disagree”, “Disagree”, 

“Neutral”, “Agree”, and “Strongly Agree”.  

Moreover, this study is conducted in Ho Chi Minh city and 

Ha Noi city with the sample size is 400 respondents after 

rejecting unsuitable or out of quota samples. By using 

convenience sampling, the researcher collects the data from 

the sample, and it captures how the respondents’ opinions 

and their evaluation towards to each questionnaire’s items. 

The respondents are willing to participate into the survey, 

without any remuneration motivation or forced to participate. 

Behind of that, the researcher aims to collect questionnaire 

from equal number of the respondents in Hanoi and Ho Chi 

Minh City as well as equal number between under 30 and 

above 30 years old groups. To do that, the researcher starts 

collect the data from male respondents with age below 30 

years old in Hanoi until the number of successful 

questionnaires reached target number of 100 and then start 

collecting the data from male group and above 30 years old in 

this city until the number of observations reaches 100. 

Similar step is conducted in Ho Chi Minh City. The 

demographic characteristics of 400 respondents will be 

divided as: gender (Male: 130, Female: 270), age (18-30 

years old: 200, 31-50 years old: 200, location (Ho Chi Minh 

city: 200, Ha Noi city: 200). 

The quantitative data analysis technique was proposed and 

used in this study is structural equation modeling (SEM). 

AMOS software – Version 20 is utilised to help the 

researcher runs different data analysis techniques for each 

group of age, location, and gender, then obtain desired results 

with conclusion.  

 
Fig. 1. Conceptual framework. 

 

For this research model, the researcher measures these 

factors by 18 observed variables in Table I. 

 
TABLE I: OBSERVED VARIABLES FOR EACH FACTOR IN RESEARCH MODEL 

Factors Code Observed Variables 

Payment Barrier PB1 Distrust online transaction 
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(PB) 
PB2 

High risk of leakage information (data 

security) 

PB3 Charge additional fee 

PB4 Complex check out processes 

PB5 No wide range of payment method 

Bad Complaint 

Resolve (CR) 

CR1 
Response for questions and concerns 

poorly 

CR2 Not resolve complaint immediately 

CR3 

No or bad return and refund policy 

(long time, difficult to refund and 

extra fee) 

Slow Delivery 

Process (DP) 

DP1 Long delivery time 

DP2 No same-day delivery service 

DP3 No tracking numbers 

Poor Product 

Quality (PQ) 

PQ1 
Different quality as expectation (as 

description) 

PQ2 
Damage / defective products during 

delivery process but no exchange 

PQ3 Not worth for money 

Technical Problem 

(TP) 

TP1 

Low quality website / applications 

design (unclear or no zoom-in 

function for visual image, poor 

product description, no ease of use, 

not friendly website layout) 

TP2 Sudden pop-ups advertising 

TP3 
No offer product categories or 

products search facility 

TP4 

Not accept guest’s purchasing 

(require to create account with full 

profile and need to sign in before 

buying) 

IV. DATA ANALYSIS AND FINDINGS 

Multigroup analysis is data analysis technique in the study. 

It is embedded into SEM data analysis technique but 

concentration on the difference between gender, location, and 

age regarding the effect of payment barrier, bad complaint 

resolve, slow delivery process, poor product quality, and 

technical problems on online customer experience and online 

customer satisfaction.  

At first, multigroup analysis is conducted for gender with 

male and female as group of analysis. Based on the SEM 

estimate for male and female group, the researcher is able to 

compare the coefficient for each relationship as Table II 

below. 

 
TABLE II: REGRESSION WEIGHTS FOR GENDER 

Relationship 
Male Female 

Estimate p-value Estimate p-value 

OCE  PB -0.27 *** -0.14 *** 

OCE  CR -0.04 0.307 -0.13 *** 

OCE  DP -0.25 *** -0.28 *** 

OCE  PQ -0.06 0.130 -0.13 *** 

OCE  TP -0.06 0.271 -0.05 0.359 

OCS  OCE 0.72 *** 0.67 *** 

 

With p-value of coefficient of CR, PQ, TP in male group is 

0.307, 0.130, 0.271 in order and TP in female group is 0.359, 

higher than 0.05. It leads to the conclusion of there is no 

significant effect from TP on both group and CR, PQ on male. 

Therefore, in Table III, the researcher only compares the 

impact of the rest of factors. 

 
TABLE III: STANDARDIZED REGRESSION WEIGHTS FOR GENDER 

Relationship Male Female 

OCE  PB -0.46 -0.22 

OCE  CR __ -0.22 

OCE  DP -0.33 -0.42 

OCE  PQ __ -0.21 

OCE  TP __ __ 

OCS  OCE 0.64 0.60 

 

Table above shows that online customer experience has 

stronger effect on online customer satisfaction in male group. 

Similarly, the effect of payment barrier on online customer 

experience is also greater in male group. Otherwise, the effect 

of bad complaint resolve, slow delivery process, and poor 

product quality on online customer experience are stronger in 

female group.  

Then, multigroup analysis is conducted for city with Hanoi 

City and Ho Chi Minh City as group of analysis. Based on the 

SEM estimate for Hanoi city and Ho Chi Minh city group, the 

researcher is able to compare the coefficient for each 

relationship as Table IV below. 

 
TABLE IV: REGRESSION WEIGHTS FOR CITY 

Relationship 
Hanoi city Ho Chi Minh city 

Estimate p-value Estimate p-value 

OCE  PB -0.20 *** -0.19 *** 

OCE  CR -0.09 0.005 -0.11 0.008 

OCE  DP -0.17 *** -0.37 *** 

OCE  PQ -0.15 *** -0.08 0.035 

OCE  TP -0.06 0.295 -0.07 0.143 

OCS  OCE 0.65 *** 0.72 *** 

 

With p-value of coefficient of TP in both Hanoi city and 

Ho Chi Minh city group is 0.295 and 0.143 in order, higher 

than 0.05. It leads to the conclusion of there is no significant 

effect from TP on both cities. Therefore, in Table V, the 

researcher only compares the impact of the rest of factors. 

 
TABLE V: STANDARDIZED REGRESSION WEIGHTS FOR CITY 

Relationship Hanoi city 
Ho Chi Minh 

city 

OCE  PB -0.35 -0.28 
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OCE  CR -0.18 -0.18 

OCE  DP -0.26 -0.46 

OCE  PQ -0.25 -0.14 

OCE  TP __ __ 

OCS  OCE 0.58 0.66 

 

Table above shows that the effect of online customer 

experience on online customer satisfaction is higher in Ho 

Chi Minh City. It is also identified that Ho Chi Minh City 

receives a greater effect from slow delivery process on online 

customer experience. In the contrast, the effect of payment 

barrier and poor product quality on online customer 

experience was higher in Hanoi. Both cities also pay attention 

to bad complaint resolve when purchasing online. 

Finally, multigroup analysis is conducted for age with 

18-30 years old and 31-50 years old as group of analysis. 

Based on the SEM estimate for 18-30 years old and 31-50 

years old group, the researcher is able to compare the 

coefficient for each relationship as Table VI below. 

 
TABLE VI: REGRESSION WEIGHTS FOR AGE 

Relationship 
18-30 years old 31-50 years old 

Estimate p-value Estimate p-value 

OCE  PB -0.21 *** -0.19 *** 

OCE  CR -0.10 0.012 -0.10 0.002 

OCE  DP -0.23 *** -0.28 *** 

OCE  PQ -0.12 0.009 -0.10 0.002 

OCE  TP -0.10 0.109 -0.02 0.584 

OCS  

OCE 

0.66 *** 0.71 *** 

 

With p-value of coefficient of TP in both age group is 

0.109 and 0.584, higher than 0.05. It leads to the conclusion 

of there is no significant effect from TP on group 18-30 years 

old and 31-50 years old as well. Therefore, in Table VII, the 

researcher only compares the impact of the rest of factors. 

 
TABLE VII: STANDARDIZED REGRESSION WEIGHTS FOR AGE 

Relationship 
18-30  

years old 

31-50  

years old 

OCE  PB -0.32 -0.31 

OCE  CR -0.17 -0.20 

OCE  DP -0.31 -0.40 

OCE  PQ -0.18 -0.20 

OCE  TP __ __ 

OCS  OCE 0.57 0.67 

 

Table above shows that the effect of online experience on 

online customer satisfaction is higher in the group of 31-50 

years old compared to the group of 18-30 years old. In 18-30 

years old, only payment barrier on online customer 

experience has higher effect than, but not much in age group. 

It is also captured that the effect of bad complaint resolve, 

slow delivery process and poor product quality are higher in 

31-50 years old group. 

 

V. DISCUSSIONS 

Regarding multigroup analysis, online experience of male 

customers receives higher impact from payment barrier 

compared to female customers. In one hand, the higher effect 

of payment barrier in male group is explained by the fact 

payment in online shopping is supported by certain 

technologies such as mobile money, Internet banking. In 

overall, the higher knowledge in term of technologies and 

technical areas is the primary reason for the higher effect of 

payment barrier on online experience of male customers. In 

the contrast, female customers do not have good 

understandings about these things, leading to the fact that the 

effect of payment barrier is smaller. The effects of complaint 

resolve, delivery process, and product quality on online 

experience of female customers are higher than male 

customers. It is explained by the fact that female customers 

often consider the detail, and they have a tendency of 

comparing the products with the advertisement context or 

product image shown in the platform. It is also explained for 

the higher complaint resolve since female customers often 

consider whether the solution provided by the sellers satisfy 

them. Female customers also take care of delivery process 

since they want to receive the convenience of receiving a 

product. In overall, the effect of online experience on online 

shopping satisfaction is higher in male group but not too 

much, and it refers to one of the explanations as male 

customers do not take into account the details lead to more 

easily to satisfy to the experience.   

Multigroup analysis also explore the difference between 

two groups of locations (Hanoi and Ho Chi Minh City). It is 

confirmed that the effect of online customer experience on 

online customer satisfaction is higher in the group of Ho Chi 

Minh City and this finding is true since online shopping is 

more developed in this city compared to Hanoi. In addition, 

Ho Chi Minh City has a lower level of brand loyalty due to its 

tendency to be more focused on experience and service 

enjoyment, while Ha Noi City focuses on brand value rather 

than experiencing the brand's movement and innovation. 

Therefore, customer experience plays a small role for 

customer satisfaction level in Ha Noi city. The effect of 

payment barrier and product quality on online customer 

experience is higher in Hanoi Group and it is explained by the 

characteristics of people who are living in Hanoi as well as 

payment infrastructure of this city. In more detail, people in 

Hanoi is more conservative consumption and they concern 

more about product quality. Hanoi is less developed 

compared to Ho Chi Minh City in term of payment 

infrastructure that is an explanation for the higher effect of 

payment barrier. Otherwise, the effects of delivery process on 

online customer experience are higher in Ho Chi Minh City. 

The reason is people at Ho Chi Minh City are more service 

performance oriented and they would like to receive the best 

service quality provided by the sellers. It also can be 

explained to the reason of Ha Noi’s characteristics. As 

Vietnamese people usually said a funny sentence as “Do not 

rush in Ha Noi” to express about the living habit in here, 

especially in some cases that they are willing to wait for a 

long time to enjoy a delicious food although the service 
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performance is absolutely bad. Moreover, the effect of 

complaint resolve is equal for both locations. It shows that 

two cities pay attention to complaint handling system, 

whatever they prefer more to product or service oriented. 

Other finding from multigroup analysis also confirms the 

difference between group 18-30 years old and 31-50 years 

old. The effect of online experience on online satisfaction is 

higher in 31-50 years old group and it is explained by the fact 

that, although older customers emphasize more factors than 

younger customers during online shopping process, they are 

also more likely to have empathy for the customer experience. 

Barriers can be reduced if their past experiences with a 

product or service was good, resulting in a higher level of 

satisfaction. It is also identified that the effects of product 

quality and complaint resolve on online customer experience 

are higher in 31-50 years old group. The main reason is, 

unlike older customers who want to identify the way to 

resolve problem happened, young people tend to accept 

problems more easily than they try to handle it. The reasons 

can be mentioned as: being afraid to return the goods due to 

the complicated process, easy to accept the use of the 

defective goods even though it is not the same as the 

description or advertising, the fear of express their feelings 

whether the service experience is bad or sometimes it is not 

confident to speak directly to the seller, ... Otherwise, the 

effect of slow delivery process on online customer 

experience is higher in the group of 31-50 years old and it is 

explained by the fact that older customers are busier than 

younger customers and therefore they want to receive 

products as quick as possible. Finally, the level of payment 

barrier in 18-30 years old is higher than, but not different 

much between two groups as -0.32 and -0.31. Young people 

may not have difficulty when facing to payment method with 

the development of technology but the barrier to payment is 

that they still do not self-control and not yet financial stability. 

Meanwhile, the elder tend to feel insecure for transactions 

and payments through online platforms. They have cautious 

about financial risks as well as personal information being 

leaked and used illegally.   

 

VI. CONCLUSIONS 

Obtained result from multigroup SEM analysis shows that 

the effect of online experience of male customers on their 

online satisfaction is stronger compared to female customers. 

In addition, the effect of online customer experience on 

online customer satisfaction is stronger in the group of Ho 

Chi Minh City as living location and the age group above 30 

years old. It means online shopping platforms in Vietnam 

should develop different business strategies for male and 

female customers, for those are living in different locations, 

and by age of the customers. Online shopping platform 

should take into account its user interface design in both 

web-based and mobile applications. website design of 

high-tech SMEs must be reviewed critically. The website 

must be designed in clear manner and easy to use to the 

end-users. The website must be integrated with the utilities to 

end-users such as online payment, online ordering system, 

and virtual contact. 

In the long-run, online shopping platform should 

collaborate with other fintech companies in order to develop 

more innovative services and solutions to the customers. 

Some fintech companies with strong experience and 

innovative solutions in blockchain should be approached by 

online shopping platform since they can provide safer 

payment method to the customers. Online shopping platform 

should work with peer-to-peer lending companies in Vietnam 

to develop a solution for higher value products such as 

electronic equipment, smartphones so that the customers can 

take a loan from those companies to purchase these products. 

The integration with different mobile money services such as 

Momo, Vimo, VNPay is also required since all online 

shopping platform in Vietnam only rely on single service. 

 Future researchers may use the conceptual model of this 

study, but put in a different context, such as during the 

ongoing COVID-19 or post-pandemic period. From there, it 

is possible to compare how the impact of barriers on groups is 

different during and after the pandemic. In addition, the effect 

of online shopping bahaviour on the over 50 age group can 

also open up new research directions, as they began to change 

their shopping habits from traditional to online chanel and 

realized the convenience of this activities, especially during 

social distancing. 
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