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Coronavirus compelled to customers to use internet and make it habit in their daily 

routine. That reason why e-commerce industry is growing rapidly due to Covid- 

19. Therefore, the aim of this study is to investigate the variables responsible for the 

persistence of mobile shopping intentions during the COVID-19 epidemic in Ho Chi Minh 

City by integrating perceived risks and social norm into Expectation Confirmation Theory. The 

survey is being conducted in Ho Chi Minh City and respondents were selected via non-

probability, judgmental sampling method. Next, the study uses the partial least squares 

structural equation modeling method to investigate the relationship among variables. The 

study broadens and verify an integrative approach of continuity willingness, with a value in 

the inquiry of personal features, post-mobile shopping perspective, m-shopping experience, 

and continuance intention to use m-shopping. Besides, this study's contribution is to recognize 

how customers react to online purchasing; it is useful for organizations such as retailers, 

suppliers, and practitioners of fast-moving consumer products. The results showed that 

subjective norm has no effect on the intention to continue buying via mobile, which 

contradicts previous research. Moreover, confirmation increases consumers' satisfaction and 

inteniont to use mobile shopping, whilst perceived risks still have a huge impact on it. 

Keyword: Covid 19, Mobile shopping, ECT-IS, E-commerce 

 

1. Introduction 

 

COVID-19 has had a major influence on global e-commerce, both positive and bad 

in certain situations, but generally e-commerce is developing quickly as a result of the virus 

(Bhatti et al., 2020). Customers were obliged to utilize the internet and incorporate it into their 

everyday routines as a result of the Coronavirus. Additionally, merchants confront several 

obstacles in e-commerce, such as extended shipping times, difficulties with movement 

management, social distance, and lockdown. As a result, people are gravitating toward 

technology as a result of the infection. In addition, Vietnam has been a fast-moving Internet 

country in recent years. According to the report on Southeast TabeAsia's Digital Economy 

2020, the e-commerce industry in Vietnam grows 46% and Vietnam is the country with the 

highest rate of new Internet users in Southeast Asia, 41%. Furthermore, according to the 

Vietnam E-Commerce Association (2018), the year 2015 saw a surge in the mobile commerce 

trend. Businesses have not only engaged in mobile infrastructure, but have also expanded their 

business activities on this digital platform. Vietnamese businesses have realized the 

significance of the new business channel and are upgrading their websites to make them mobile- 
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friendly, as well as creating mobile apps for doing business. Furthermore, in Covid 19 current 

situation, it's understandable when consumers accept to use online shopping sites to limit 

exposure and cause the spread of the disease to the community, which has made e-commerce 

significantly grow in 2020. The Deloitte survey shows that the pandemic has created a powerful 

shift to the omnichannel shopping trend. People increase in-house consumption, reduce 

shopping at traditional sales channels and increase the frequency of online transactions on e- 

commerce platforms (Deloitte, 2020). All arguments above indicated that the mobile shopping 

market in Vietnam has a lot of development opportunities. However, opportunities always go 

hand in hand with challenges, therefore in order to retain their customers, it is necessary to 

know how customers intend to continue using the product. 

Consumers' continued preference for mobile commerce is a critical habit that has 

garnered considerable attention from academics and practitioners in the field of e-commerce 

(Lin & Shih, 2008; Shao et al., 2019; Zhou, 2011). It is defined as an individual's perceived 

proclivity to continue using mobile commerce. Continued use of mobile commerce may reflect 

a trade-off between emphasizing negative outcomes/risk (e.g., monetary loss, status loss, and 

privacy threat) and positive outcomes/security (e.g., service personalization, convenience, and 

secure financial transaction) (Kalinic & Marinkovic, 2016). Notably, prior research has been 

conducted primarily in industrialized nations where retail infrastructure technologies have 

advanced significantly, gradually lowering perceived costs. There is evidence that consumers' 

perceptions of the factors that influence their use of mobile technology vary between developed 

and emerging economies, resulting in varying levels of mobile shopping adoption. This 

necessitates an examination of the role of both promotion and barrier factors in shaping the 

intention to adopt mobile shopping in emerging markets (like Vietnam), with the goal of 

assisting policymakers and businesses in those countries in developing appropriate strategies 

for developing mobile shopping services that adequately meet customer requirements (Hsieh, 

2007). Especially, this study took place during the Covid 19 epidemic, a completely new 

context compared to previous studies. Thus, the objective of this work is to extends previous 

findings into mobile commerce context on continuance intention to use mobile commerce 

during the Covid 19- epidemic in developing country like Vietnam 

The study seeks to focus on people between the ages of 18 and 35 who are called 

Millennials because of their proximity to the new millennium and their upbringing in a more 

digital age (Kaifi et al., 2012). This generation was influenced by computers and increased 

acceptance of non-traditional families and values (Andert, 2011). They are the ones who could 

easily and quickly have an approach to advanced technology, or even make frequent use of 

online platforms. Besides that, age group, the author would like to examine whether people 

who are over 35 are in their readiness of continuously using online platforms to make 

purchase. It is mainly because the frequency and understand of using these platforms may be a 

difficult to them compared to the adults. Ho Chi Minh city is chosen to be a location to 

conduct the survey as this city is hustle and bustle with a great amount of citizen who are 

milennials. 
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2. LITERATURE REVIEW 

2.1. Mobile commerce 

 

Mobile commerce is described as the practice of conducting business transactions via 

mobile devices (smartphones, tablets) through the use of wireless networks such as 3G or 4G 

mobile internet or wireless internet (Khoi et al., 2018). Consumers could indeed conduct 

financial activities either through mobile commerce anywhere via they have connected to a 

wireless device or the internet (Hsieh, 2007; Khoi et al., 2018). The term "mobile commerce" 

represents an extension of traditional electronic commerce, which is defined as the conduct of 

online transactions in a computer-mediated environment over the Internet (Zwass, 1996), to 

include mobile devices (Chong et al., 2012; Kourouthanassis & Giaglis, 2012). Additionally, 

previous research has addressed social commerce, which is defined as e-commerce that 

incorporates Web 2.0 elements such as user-generated content and content sharing, as well as 

the use of social media sites such as Facebook and Twitter in conjunction with e-commerce 

transactions (Lam et al., 2019; Wu et al., 2015). Thus, social commerce, like Facebook 

commerce, is a subset of conventional commerce. This research encompasses not only 

electronic commerce but also social and Facebook commerce. One of the primary benefits of 

social commerce and Facebook commerce is that customers can consult their social networks 

for purchasing advice, exchange product information with their friends, and sell items or 

services via social media (Lam et al., 2019; Wu et al., 2015). 

Additionally, it's worth noting that mobile commerce has a number of disadvantages. 

More precisely, online shopping on mobile devices may present greater risks than traditional 

and electronic commerce, owing to a variety of factors, including hidden and unconscious 

computing, location awareness services, and instant activities, as well as the small screens and 

limited computing capabilities of mobile devices (Yang and Zhang, 2009). Additionally, 

because mobile services are classified as self-service technology, customers are expected to 

take responsibility for their behaviors and activities, imposing a psychological burden on them. 

For obvious reasons, prior to making an online purchase on a mobile device, customers should 

conduct an exhaustive search for product information, sellers, and intermediaries in order to 

determine the cost and quality of the product (Law and Leung, 2000). 

 

2.2. ECT-IS (Expectation-confirmation theory – Information Technology) 

 

The ECT hypothesis is a well-established model that many marketing professionals 

use to predict and explain consumer happiness, post-purchase behavior (such as repurchase), 

and marketing effectiveness (Tien, Luan, et al., 2023). ECT was originally made up of several 

components, including anticipation, performance, confirmation, satisfaction, and repurchase 

intention. Customer satisfaction is the most critical factor in determining repurchase intention. 

Expectations and confirmation have a direct effect on user satisfaction. Expectations have a 

detrimental effect on confirmation, whereas perceived performance has a beneficial effect. The 

ECT-IS model was introduced, which is an expectation-confirmation model of information 

security continuation that was developed from the ECT model of information security 

(Bhattacherjee, 2001). He asserts that IS users' desire to continue using the system is 

comparable to consumers' desire to repurchase the system. According to the ECT-IS, three 
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confirmation satisfaction 
Perceived 

usefulness 

IS – 

continuance 

intention 

variables influence an individual's desire to continue using information technology: the users' 

level of satisfaction with the technology, the extent to which the users' expectations are met, 

and the perceived utility of the technology. ECT-IS continuation is a model that has been 

adapted and expanded from the literature on information systems to describe users' desire to 

continue using information systems in a variety of contexts (C. M. Chiu et al., 2005a; McKinney 

et al., 2002; Oghuma et al., 2016; Shiau & Luo, 2013). We review previous research on the 

ECT-IS (see Figure 2.5) and show that constructs and findings vary according to the context 

and purpose of each investigation (see Figure 2.5). 

 

 

(Source: (Shiau & Chau, 2012) 

Figure 1. ECT - IS Model 

 

2.3. Perceived risks 

 

Consumer uncertainty and a view of negative consequences in buying goods and 

services may be characterized as perceived risk (Dowling & Staelin, 1994; Yang et al., 2016). 

This notion of perceived risk applies to e-commerce and has been widely recognized within the 

community (S. M. Forsythe & Shi, 2003). These various hazards may be interpreted in terms 

of the perceived risks involved with online purchasing in this particular scenario. One of the 

main motivations for customer behavior is risk perception. When taking a risk as a consumer, 

there is ambiguity around the outcome since consumers cannot know how it will turn out. In 

order to limit the perceived risk of engaging in the transaction, customers are actively looking 

for information on the internet (Bauer, 1960). 



100  

This allows them to behave with some faithfulness in the face of uncertainty. A 

purchase's perceived risk is a part of both the total amount of money that is on the line and the 

consumer's perceived level of confidence in regard to the positive effect of the purchase (Cox, 

1967). E-commerce is more likely to provide ambiguous communications, therefore leading to 

perceived risk (Dang et al., 2023; Nguyen et al., 2023; Nguyen, 2023). Under unverified, 

impersonal situations, internet transactions take occur without human interactions, and 

customers are unable to fully assess goods before they buy them. With this transaction, the 

customer may believe that he or she doesn't know the outcome of the purchase. Online traders 

are considered a source of perceived risk in transactions. 

2.4. Subjective norms 

 

Subjective norms (SN) originate from the theory of reasoned action and is defined as 

"the perception of the person that most of the people who are important to him believe that he 

should or should not perform the behavior in question" (Fishbein & Ajzen, 1975). According 

to TRA theory (Fishbein & Ajzen, 1975) subjective norms can be formed through the perception 

of normative beliefs from people or social factors that influence consumers (such as family, 

friends, colleagues, media ...). The degree to which the subjective normative belief factors affect 

a consumer's buying trend depends on: (1) the degree of support / opposition to the consumer 

purchase and (2) the motivation of consumers follow the wishes of their influencers. The degree 

of influence of those involved in the consumer behavioral trends and the consumer motivations 

to follow the relevant people are two fundamental factors for subjective benchmarking. The 

stronger the affiliation of the relevant people to the consumer, the greater the influence on their 

buying decision. The greater consumers' confidence in their stakeholders, the more affected 

their buying tendencies are. 

 

2.5. The impact of Covid – 19 

 

The pandemic of Covid-19 has wreaked havoc on the world's economic system. 

Numerous countries, including Viet Nam, have implemented preventive measures such as 

nationwide lockdowns and social distancing laws in order to slow the spread and impact of the 

Covid-19 outbreak. The Indian economy has been harmed by the lockdown, resulting in a near- 

term negative growth rate. To avoid leaving the house and thus slow the spread of the virus, 

purchasing food online has become a widespread trend, with e-commerce platforms serving as 

the new "food basket" for customers. According to a new study, the prevalence of verified 

COVID-19 cases increases consumers' likelihood to shop online (Gao et al., 2020). Meanwhile, 

consumer habits have evolved as a result of social distance; e-commerce and abnormal 

shopping have gained popularity; and takeout and home delivery have provided an alternative 

to closed restaurants (Bakalis et al., 2020; Wang et al., 2020). Numerous studies emphasized 

the importance of e-commerce, stating that it revolutionized the way goods were delivered and 

introduced new options (Bao et al., 2012; Parker et al., 2016; Qi et al., 2019; Zeng et al., 2017). 

2.6. Research Framework 

The author has suggested the model below based on the theories mentioned above. 

The model is integrated the ECT-IS, Subjective norm and perceived risk impact on satisfaction 

and continuane intention to use mobile shopping. 
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3. Hypothesises 

 

3.1. Perceived Usefulness (PU) and the continuance intention to use mobile shopping. 

 

Attempting to draw on information technology (IT) literature, PU has been cited as a 

significant construct for the evaluation of the user's acceptance of a particular technology. PU 

is an important motivator for the consumer's intention to use technology (Revels et al., 2010). 

PU usually refers to the user's perception that performing a particular technical task would 

require a mental effort on his or her part (Dao et al., 2023; L.-T. Nguyen, Duc, et al., 2023). 

Perceived usefulness is defined as "the degree of usefulness" which is believed by a person to 

use a specific method. It would improve the performance of his or her job" (Davis, 1989). 

Hence, the proposed hypothesis is as followed: 

H1: PU is positively associated with the intention to continue using mobile shopping. 

H2: PU is associated with increased satisfaction with mobile shopping. 

 

3.2. Confirmation (CO) and the continuance intention to use mobile shopping 

 

Confirmation, as a significant predictor of perceived utility in ECT-IS, results in an 

increase in perceived utility (L.-T. Nguyen et al., 2022; P. Van Nguyen & Nguyen, 2017). Due 

to the ambiguity surrounding users' expectations for information technology use, users' initial 

perceived usefulness may be unstable, and the perceived usefulness of information technology 

use may be altered through experience confirmation (Bhattacherjee, 2001). As a result, 

consumer validation of expectations increases perceived value, which in turn increases 

customer satisfaction and retention intention (Bhattacherjee, 2001; Fu et al., 2018) and 

demonstrated the significant effect of confirmation on perceived utility in specific contexts by 

applying ECT-IS continuation to smartphone services. As a result, we present the following 

hypothesis: 

H3: CO is positively related to consumers’ satisfaction with mobile shopping 

H4: CO is positively related to continuance intention to use mobile shopping 

 

3.3. Perceived risks (PR) 

 

Chaudhuri (1997) discovered a significant connection between risk perceptions and 

negative consumption feelings in his research (Chaudhuri, 1997). These same consumption- 

related emotions may have an immediate impact on pleasure and discontent ( (Mano & Oliver, 

1993). Risk perception, in particular, has a negative impact on satisfaction (M. S. Johnson et 
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al., 2008). As a result, risk-related emotions such as fear or concern may have a detrimental 

effect on overall satisfaction as below hypothesis proposed: 

H5: PR has negative relationship with satisfaction. 

Investigation on the impact of perceived risk factors connected with mobile shopping, 

including product performance, delivery, time, and privacy concerns on consumer purchase 

intention. According to the findings, risk perception has a significant negative impact on 

purchasing intention. Nonetheless, differences across risk dimensions are identified, with 

customers perceiving greater performance and time risks in mobile shopping. Furthermore, 

when it comes to mobile buying, customers see privacy concerns as less important than 

performance and time hazards and proposed hypothesis is as below: 

H6: PR has negative relationship with continuance intention to use mobile shopping. 

 

3.4. Subjective norm (SN) and the continuance intention to use online shopping 

 

A research of US consumers' ability to support mobile devices for fashion products 

corroborated the suggestion (Kim et al., 2009). A meta-analysis of the aggregate effect on the 

subjective norm used with TAM confirmed the beneficial relationship between SN and PU 

(Schepers & Wetzels, 2007). The subjective norm is defined as the societal influence on an 

individual's decision to engage in mobile purchasing (Ajzen, 1991). This effect could be the 

result of friends, family, or the establishment media. In certain developed countries, empirical 

evidence indicates that the subjective norm (or social influence) has a significant effect on the 

intention to adopt mobile shopping. As a result, we believe that subjective norms play a major 

role in the development of mobile shopping in Vietnam and propose the following hypothesis: 

H7: SN is positively associated with mobile shopping satisfaction. 

H8: SN is positively associated with the intention to continue using mobile shopping. 

 

3.5. Satisfaction (SAT) toward continuance intention to use mobile shopping 

 

Satisfaction is often defined as a customer's post-purchase evaluation of a product or 

service (Hunt, 1977). That is, prior to engaging with the business, the client develops 

expectations/goals about a certain element of the product and service. If there is a gap between 

expectations/goals and reality following consumption, contentment results (Bagozzi and 

Dholakia, 1999; Oliver Richard, 1997). Numerous academics have asserted that user happiness 

is a critical factor in determining the effectiveness of an information system (IS) (Szajna and 

Scamell, 1993; Al-Khaldi and Wallace, 1999; Somers et al., 2003; Wu and Chen, 2005; Zviran 

et al., 2005). According to Oliver's (1993) expectation confirmation model, a customer's 

behavioral intention to repurchase is anticipated by customer satisfaction, which is directly 

related to disconfirmation between a customer's pre-purchase expectations and the product or 

service's post-purchase performance. Satisfaction is considered to have an effect on post- 

purchase attitude and intention to repurchase. 

H9: SAT is positively associated with the intention to continue using mobile shopping 

4. Methodology 
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4.1. Research Paradigm 

 

A technique is only one of three components of a paradigm, which researchers utilize 

directly or indirectly; a paradigm also includes the components ontology and epistemology (L.- 

T. Nguyen, 2023). In its simplest form, ontology refers to "reality," epistemology to the 

relationship between that reality and the researcher, and methodology to the procedures by 

which the researcher uncovers that reality. In a nutshell, a paradigm is a theoretical structure 

within which a researcher may function; it can be assumed of as the investigator's "fundamental 

belief system or worldview" (T. Q. Dang, Nguyen, et al., 2023; L.-T. Nguyen, Nguyen, et al., 

2023; Tien, Tri, et al., 2023). With the purpose of researching through collected surveys as well 

as examine the relavances of theories through quantitative methods, the author decided to 

choose common methodologies with positivism form. 

 

4.2.1. Research technique 

 

The partial least squares structural equation modelling (PLS-SEM) method, which is 

based on route and regression analysis, offers several advantages over covariance-based SEM 

when dealing with stable parameter values from a small sample, including the capacity to 

overcome multicollinearity (Chen and Lin, 2015). As a result, our research made use of the 

PLS-SEM technique and the SmartPLS 3.0 software package. Because it does not properly test 

for statistical significance, a re-sampling by bootstrapping technique was used (MacKinnon et 

al., 2002, 2004). Following that, we conducted statistical testing and evaluation using the 

suitable simulated sample. Through indicators, the Structural Equation Model enables the 

assessment of unobservable variables. This is essential for the social capital theory, as there are 

variables for which descriptive indicators are necessary. This is a substantial benefit for 

scientific research. The indicators can be used to define the model's reflecting and formative 

components (C. M. Ringle & Sinkovics, 2009). 

 

4.3. Sampling techniques 

 

The data to be utilized are primary data obtained using a process known as 

nonprobability judgmental sampling. Judgmental sampling is a technique in which researchers 

use their judgment to choose a group of individuals who are knowledgeable about the issue 

(Rahi, 2017). The findings from this sample approach are expected to be quite accurate, with a 

very small margin of error. The present model of research is explanatory. The model 

investigates the relationship between cause and effect and makes an attempt to explain the 

hypothetical conjectures using the principles of the underlying theory, as well as making 

additional predictions. The primary rationale for selecting these sample approaches is that the 

study is geared around the continuation of the plan to utilize m-shopping. As a result, processed 

data are appropriate for the current investigation. 

Besides, sample size is also important. As through the calculator by (Soper, 2015), 

which is suggested by (J.C. Westland, 2010) (J. Christopher Westland, 2012), the recommended 

minimum sample size is 171. However, 524 participants were recruited for the study to 

guarantee adequate data collection. 
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4.5. Data collection 

 

This research uses a survey to collect data in order to evaluate the measurement and 

test hypotheses. A language teacher translated previously published research into Vietnamese 

and then back into English. Two identical copies of the English questionnaire were reviewed to 

confirm that the Vietnamese version was properly drafted. 

This study's empirical data was obtained using an online survey. Online surveys 

offer a variety of advantages over paper surveys, including increased response speed, cost 

savings, and geographic flexibility. For this project, a questionnaire will be circulated over 

social media and created using Google Forms. Readers of this site who responded received an 

overview of the study and a link to the online questionnaire. 

The city of Ho Chi Minh was chosen as the location for data gathering in this study. 

This is mostly because Ho Chi Minh City is the country's economic and political capital, as well 

as one of the fastest-growing online commerce hubs (Vietnam E-Commerce Association, 2019). 

4.6 Questionnaire design 

To have a good structure of questionnaire. This study applied the items and 

questionnaire from the previous studies, the table 1 indicated the detail of questionnaire and 

source adapted. In addition, due to the survey concept's specification of scale items, the 7-point 

scale may perform better in terms of the dependability of survey participants' replies than the 

5-point scale. The seven-point scale gives additional possibilities, increasing the likelihood that 

the scale will reflect people's true experience. Because a seven-point scale provides more 

information about the subject, participants find it more appealing with 1 indicating full 

disagreement, 4 suggesting neither disagreement nor agreement, and 7 indicating complete 

agreement. After discussing with experts, all observed variables are enough to measure latent 

constructs in Vietnamese context. 

Table 1. Questionnaire 
Perceived of usefullness ( PU) Source adapted 

PU1: Mobile shopping save my time in purchasing in during Covid 19 (Wu & Wang, 2005) 

PU2: Mobile shopping is convenient in payment during Covid 19 

PU3: Mobile shopping improve my effectiveness in daily work during 

Covid 19 

PU4: I find mobile shopping would be an advantage during Covid 19 

Social Norm (SN)  

SN1: Relatives and friends have an influence on my decision to use mobile 

shopping during Covid 19 

(Kalinic & Marinkovic, 2016) 

SN2: Mass media (e.g. TV, radio, newspapers) have an influence on my 

decision to use mobile shopping during Covid 19 

SN3: I would use mobile shopping more often if the service was widely 

used by people in my community 

SN4: It is the current trend to use mobile shopping during Covid 19 
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Perceived Risk (PR)  
PR1: I think using mobile shopping in monetary transactions has 

potential risk 

(Nguyen Huu Khoi, 2020) 

PR2: I think using mobile shopping in product purchases has potential risk 

PR3: I think using mobile shopping puts my privacy at risk 

PR4: My personal information will be used inadvertently 

Confirmation (CO)  

CO1: My experience with using mobile shopping was better than what I 

expected during Covid 19 
(Nguyen Huu Khoi, 2020) 

CO2: The service level provided by mobile shopping platforms was better 

than what I expected during Covid 19 

CO3: I would encourage many others to use it 

CO4: Convenience is a key element of my use of Mobile shopping 

Continuance Intention (CI)  

CI1: I plan to increase the use of mobile shopping during Covid 19 (Nguyen Huu Khoi, 2020) 

CI2: I plan to continue using moble shopping during Covid 19 

CI3: I would encourage many others to use it 

CI4: I am willing to ignore the immediate joy and benefits of using mobile 

shopping to get the long-term benefits 

Satisfaction (SAT)  

ST1: Purchasing through an online-based mobile shopping app is more 

economical than other methods. 

(Kim et al., 2021) 

ST2: I am pleased to be able to compare various products through mobile 

shopping 

ST3: Satisfaction is higher after using mobile shopping app than other product 

purchasing methods during Covid 19 

ST4: Overall satisfaction after using mobile shopping during Covid 19 
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4.6. Demographic information 

Table 2. Respondent profile 

Demographic characteristics Frequency Percentage 

Gender Male 189 36.00% 

Female 335 64.00% 

Educational level Diploma 69 13.00% 

Bachelor’s degree 402 77.00% 

Master/PhD degree 52 10.00% 

Occupation Full time Student 163 31.00% 

Unemployed 47 9.00% 

Working professional 227 43.00% 

Self employed 87 17.00% 

Monthly income Below VND 10,000,000 ($420) 250 47.00% 

VND 10,000,000 to VND 20,000,000 

($840) 

150 28.00% 

VND 20,000,000 to VND 30,000,000 

($1,250) 

85 16.00% 

Above VND 30,000,000 . 47 9.00% 

Experience of using 

mobile shopping 
0-2 years 12 2.00% 

2-4 years 50 10.00% 

4-6 years 211 40.00% 

More than 6 years 251 48.00% 

 

To gather survey questionnaires, five questions were distributed among the 

variables that describe the participants' demographic information. As it can be seen from the 

figure supplied that the respective proportion of female is greater than that of male, at 64% 

and 36%. This phenonmenon could be explain by the fact that female may obtain a sense of 

keen for mobile shopping rather than male. There are three sectors that were surveyed 

including high school, third education and post – graduate education. While the majority of 

surveyors are taking tertiary education at 77%, the others are now high school learners and 

Master or PhD degree holders, accounting for 13% and 10% respectively. In terms of 

experience in using mobile devices, most of the the survey participants have been using their 

mobile phone for over 4 years which occupied for 88%, whereas it is clear that the number of 

people using their mobile devices under 4 years is 12%. When taking occupation aspect into 

consideration, it is undoubted that the portion of surveyors having jobs outnumbered the rest 

groups of the unemployed, taking up at 60%. The percentage of full-time students ranked the 

second highest as they are mostly tech-savy or their earning may be from their parents. 
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5. Statistical analysis 

5.1. Assessing the outer measurement model 

 

According to (Hair et al., 2017), the reliability and validity of each model must be 

established and evaluated throughout the outer model's measurement stage. To begin, the 

research evaluated construct dependability using composite reliability (CR) and Dijkstra-rho 

Henseler's (pA) measures (G. W. H. Tan & Ooi, 2018a; Teo et al., 2015). Prior research (CR) 

and pA 0.7 indicate a high degree of reliability (Fornell & Larcker, 1981; G. W. H. Tan & Ooi, 

2018b). As indicated in Table 3, the CR for both indices is more than the minimum value of 

0.7, indicating that the research instrument is trustworthy. 

Following that, the average variance extracted (AVE) and individual factor loading 

were used to assess convergent validity (FL). External loading should be greater than 0.7, and 

AVE should be greater than 0.5. (Hair, J., et al., 2017). According to Table 4, all factor loadings 

are greater than 0.7 and AVE values are greater than the 0.5 threshold in this study. As a 

consequence, convergent validity is acceptable for the model. 

 

Table 3. Convergent Validity and Construct Reliability 

 
Constructs Cronbach's 

Alpha 

rho_ 

A 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

CI 0.871 0.874 0.912 0.721 

CO 0.854 0.856 0.901 0.696 

PR_ 0.82 0.822 0.881 0.649 

PU 0.873 0.879 0.913 0.724 

SAT 0.858 0.86 0.904 0.703 

SN 0.841 0.867 0.892 0.675 

 

Table 4. Factor loading 

 
Constructs CI CO PR_ PU SAT SN 

CI1 0.82      

CI2 0.843      

CI3 0.864      

CI4 0.868      

CO1  0.792     

CO2  0.851     

CO3  0.85     

CO4  0.843     

PR1   0.796    

PR2   0.798    
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PR3   0.834    
PR4   0.795    
PU1    0.84   
PU2    0.849   
PU3    0.871   
PU4    0.843   
SAT1     0.779  
SAT2     0.837  
SAT3     0.856  
SAT4     0.878  
SN1      0.749 

SN2      0.81 

SN3      0.881 

SN4      0.84 

 

Discriminant validity (DV) was evaluated using the conventional (Fornell & Larcker, 

1981) method. Table 5 revealed that the DV in which the square root of the AVE for all 

constructs on the diagonal was greater than the correlation coefficients with other constructs. 

Furthermore, the table 6 show that the heterotrait-monotrait correlations (HTMT) of all 

constructs are less than the 0.85 recommended conservative level (Joseph F. Hair et al., 2019). 

As a result, discriminant validity is satisfied. 

Table 5. Forenell – Lacker Test 

 
 CI CO PR_ PU SAT SN 

CI 0.849      

CO 0.617 0.834     

PR_ 0.219 0.228 0.806    

PU 0.471 0.498 0.149 0.851   

SAT 0.665 0.561 0.109 0.484 0.838  

SN 0.454 0.481 0.28 0.609 0.402 0.822 

 

Table 6. HTMT ratio 

 
 CI CO PR_ PU SAT SN 

CI       

CO 0.712      
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PR_ 0.257 0.272     
PU 0.538 0.575 0.174    
SAT 0.767 0.655 0.135 0.556   
SN 0.518 0.56 0.338 0.696 0.461  

 

 

5.4. Inspecting the inner structural model 

 

Before the inner structural analysis, he variance inflation factors (VIF) values for all 

constructs varied highest 2.396, which is below the cut-off value of 5.0, confirming that 

multicollinearity did not exist (Dang et al., 2023). 

Then, according to Table 7, it is apparent that there are four hypotheses being 

supported. CO (= 0.287, p0.00) and (= 0.419, p<0.00) are both substantially related to SAT 

respectively. The following variables are substantially related with PU to use mobile shopping 

toward SAT (= 0.242, p<0.000). SAT (= 0.435, p0.000) is positively related to CI, while PU (= 

0.053, p>0.05) is not. SN (= 0.089, p>0.05) was unable to explain an individual's continuance 

intention to use mobile shopping, while SAT (= 0.435, p<0.000) did. 

 

Table 7. Hypothesis testing 

 
 Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P 

Values 

CO -> CI 0.287 0.289 0.064 4.506 0.000 

CO -> SAT 0.419 0.417 0.059 7.07 0.000 

PR_ -> CI 0.073 0.075 0.04 1.853 0.041 

PR_ -> SAT -0.041 -0.036 0.04 1.028 0.304 

PU -> CI 0.053 0.056 0.06 0.879 0.380 

PU -> SAT 0.242 0.241 0.061 3.988 0.000 

SAT -> CI 0.435 0.424 0.079 5.485 0.000 

SN -> CI 0.089 0.092 0.056 1.591 0.112 

SN -> SAT 0.064 0.066 0.047 1.351 0.177 

 

The R2 values should be sufficiently large to ensure that the model has a minimal 

degree of explanatory power (Tien, Luan, et al., 2023). R2 should be equal to or greater than 0.1 

according to variance, according to (Falk & Miller, 1992). The minimal R2 value in this situation 

is 0.374 (higher than 0.1), which is rather significant (Cohen, 1988). As a result, it may be 

explained why a specific endogenous component is regarded sufficient. 
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Table 8. R square 

 

 
R Square 

R Square 

Adjusted 

CI 0.547 0.543 

SAT 0.374 0.369 

 

The R2 values should be sufficiently large to ensure that the model has a minimal 

degree of explanatory power (Urbach Frederik, 2010). R2 should be equal to or greater than 0.1 

according to variance, according to (Falk & Miller, 1992). The minimal R2 value in this 

situation is 0.131 (higher than 0.1), which is rather significant (Cohen, 1988). As a result, it 

may be explained why a specific endogenous component is regarded sufficient. 

 

6.1. Findings 

 

Various sets of independent variables have been utilized in previous research to get a 

better understanding of continued intention to use, taking into account the context of each study. 

In this study, a comprehensive framework is established in the context of mobile shopping by 

integrating with Expectation-Confirmation Information Technology Theory, in which 

perceived risk, perceived usefulness, confirmation, customers' satisfaction, continuance 

intention, and subjective norm, as well as their complex interrelationships, are all taken into 

account to help explain the continuance. Four of the ten relationships are expected to follow the 

suggested hypotheses, while the others are statistically negligible. Additionally, when the 

variance is investigated in subjects of interest, a significant explanatory power is shown when 

accounting for perceived risk. This study confirms earlier research by demonstrating the 

predictors of ECT - IS in identifying a variety of behaviors. Additionally, the findings show 

that ECT-IS is viable and resilient in a mobile retail environment (Zhang et al., 2012) in an 

emerging nation such as Vietnam in general, and Ho Chi Minh City in particular. 

To initiate, it is revealed that subjective norm has no effect on the intention to continue 

using mobile shopping, which contradicts past study (Ovjak et al., 2015; 2015; Zhang et al., 

2012). This indicates that buyers are more receptive to the new trend of purchasing 

independently (e.g. friends, family, colleagues) Additionally, while mobile shopping is a unique 

and innovative purchasing trend, buyers no longer want assurance that it will become common 

or typical, successful, and accepted. Subjective norm is a weaker predictor of attitude in the 

current circumstance than attitude is, according to those analyses. The data consistently 

demonstrates that norms are poor in predicting purpose or behavior (Armitage and Conner, 

2001). Numerous scholars suggest that while norms are essential, they should be understood as 

normative (social, subjective, or injunctive) and informational (descriptive) social impacts, 

rather than as a unified concept. As a result, the relationships between subjective norm and 

confirmation, as well as satisfaction, are relatively tenuous and unsupported by the sample mean 

(SN – CI = 0.089; SN – SAT = 0.064). Similarly, during the COVID-19 epidemic, user behavior 

is more likely to be impacted by a range of concepts of personal safety, such as usefulness and 

security, which all contribute to the maintenance of transaction processes in a variety of ways. 
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As a result, understanding of perceived danger and increase of pleasure are significant or 

surmountable factors affecting continued mobile shopping usage during and after the epidemic. 

Furthermore, consistent with Bhattacherjee (2001a), confirmation has a significant 

positive effect on consumers' intention to continue using mobile shopping as well as their 

satisfaction (CO – CI = 0.287, P0.000) and (CO – SAT = 0.419, P0.000), implying that users' 

perceptions of m-shopping may be influenced by the extent of confirmation during a particular 

period of the COVID-19 pandemic (T. Q. Dang, Tan, et al., 2023). M-shopping confirmation 

is a cognitive notion that expresses the amount to which actual use can contribute to the 

formation of consumers' expectations. Users have certain expectations of the services supplied 

by m-commerce platforms, including individualized investment management solutions, 

financial derivatives with greater yields and decreased risk, precise and comprehensive product 

and service descriptions, and efficient customer service. E-commerce enterprises should 

improve their communication in order to better grasp their users' expectations. When these 

expectations are met through the use of m-commerce, people will believe that these platforms 

may truly assist them in maximizing their benefits during times of rigorous lockdown. 

Finally, but certainly not least, the distinction here is that PU has a direct effect on 

satisfaction. As can be seen from the model, the level of PU toward SAT is significantly greater 

than the level of CI toward SAT. Similarly, one's trust in one's ability to manage cellphones and 

mobile shopping software might have a favorable effect on the perceived utility of these 

products. Consumer satisfaction is a stronger predictor of consumers' continued desire to use 

mobile devices for purchasing. The more the consumers' reported level of pleasure, the more 

likely they are to create positive behaviors to continue using mobile shopping, and the more 

likely they are to regard m-commerce as being really beneficial. As a result of their perception 

of a website's utility, they express satisfaction with the website's use during online buying. This 

finding gives new light on the critical relationship that the literature frequently addresses. This 

observation is congruent with the existing body of knowledge (Bhattacherjee, 2001; Koufaris, 

2002; Wen et al., 2011; Phan et al., 2023). In the situation of Covid-19 pandemic, perceived 

usefulness of mobile shopping should be biased in order to remain the safety and avoid direct 

transaction as well as operating social distancing methods, especially in warning areas such as 

Ho Chi Minh city. 

6.2. Limitations of the study and future research directions 

 

This study does have limitations. To begin, while this study establishes that trust and 

perceived risk have the greatest influence on the willingness to continue using mobile shopping, 

it makes no attempt to determine their antecedents. Prior research has stressed the need of 

comprehending the variables that affect trust and risk (Coulter et al., 2012; Kim et al., 2008; 

Lin et al., 2013; Pavlou, 2003). Consideration of these antecedents would benefit both 

researchers and practitioners by enhancing understanding of how trust and risk are established 

and sustained, therefore enabling the development of more successful mobile commerce 

solutions (Lin et al., 2013). Thus, we recommend that future study integrate antecedents of trust 

and risk to provide a more comprehensive picture. Second, intention to continue using is a self- 

reported outcome variable that is commonly employed in consumer behavior research. 

However, depending exclusively on this variable may produce erroneous findings, as intention 

and actual behavior may differ significantly. As a result, we recommend that future research 
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incorporate an evaluation of actual use. Additionally, this study drew its sample from a single 

province. If the study's sample size were expanded, the findings would be more regionally 

applicable. The current study is limited to the Covid-19 model or other chronic diseases in 

which social isolation and avoidance of physical touch remain critical protective measures. 

Hence, it is recommended future studies that they should refer the sources with the most current 

period for a better accuracy. 

 

Conclusion 

 

We are primarily concerned about the spread of coronavirus and its impact on 

countrywide e-commerce, not only in Ho Chi Minh. Awareness of this issue may result in 

increased public awareness and debate regarding how e-commerce, business, and economics in 

coronavirus-affected nations provide alternative means for individuals to meet their 

requirements. COVID-19 is unquestionably beneficial to e-commerce. How it impacted e- 

commerce will spur more academic research on the issue, including e-commerce patterns 

impacted by the corona and future tendencies. These policy ramifications can be used in two 

ways. On the one hand, while the pandemic's origins are questionable and many of its 

repercussions are temporary, this paper's conclusion is that the development of mobile shopping 

during the pandemic era based on an e-commerce site is not just of practical relevance in the near 

term. These models will be essential in the long run in the event of future epidemics or public 

security threats. In terms of managerial implications, the results of this study could be useful to 

business management and marketing practitioners who want to enter the mobile shopping sector. 

The research suggests how both facilitator and obstacle factors influence m - shopping intention. 

Moreover, as consumers are no longer affected by surrounding factors, a mobile shopping 

platform should constantly update information, extend its coverage, and fulfilling customer 

request for information. 



113  

References 

 
Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour. New Jersey: Prentice-Hall. 

Englewood Cliffs. 

Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis and review of empirical research. In 

Psychological Bulletin (Vol. 84, Issue 5). Tittle & Hill. 

Al-Khaldi, M.A. and Wallace, R.S.O. (1999), “The influence of attitudes on personal computer utilization among 

knowledge workers: the case of Saudi Arabia”, Information & Management, Vol. 31, pp. 185-204. 

Anderson, E. W., & Sullivan, M. W. (1993). The Antecedents and Consequences of Customer Satisfaction for Firms. 

Marketing Science. https://doi.org/10.1287/mksc.12.2.125 

Andert, D. (2011). Alternating leadership as a proactive organizational intervention: Addressing the needs of the baby 

boomers, generation Xers and millennials. Journal of Leadership, Accountability and Ethics. 

Anil, S., Ting, L.T., Moe, L.H. and Jonathan, G.P.G. (2003), “Overcoming barriers to the successful adoption of mobile 

commerce in Singapore”, International Journal of Mobile Communications, Vol. 1 Nos 1/2, pp. 194-231. 

Armitage, C.J. and Conner, M. (2001), “Efficacy of the theory of planned behaviour: a meta-analytic review”, British 

Journal of Social Psychology, Vol. 40 No. 4, pp. 471-499. 

Bakalis, S., Valdramidis, V. P., Argyropoulos, D., Ahrne, L., Chen, J., Cullen, P. J., Cummins, E., Datta, A. K., 

Emmanouilidis, C., Foster, T., Fryer, P. J., Gouseti, O., Hospido, A., Knoerzer, K., LeBail, A., Marangoni, A. G., 

Rao, P., Schlüter, O. K., Taoukis, P., … van Impe, J. F. M. (2020). Perspectives from CO+RE: How COVID-19 

changed our food systems and food security paradigms. Current Research in Food Science, 3, 166–172. 

https://doi.org/10.1016/j.crfs.2020.05.003 

Bao, L., Huang, Y., Ma, Z., Zhang, J., & Lv, Q. (2012). On the Supply Chain Management Supported by E-Commerce 

Service Platform for Agreement based Circulation of Fruits and Vegetables. Physics Procedia, 33, 1957–1963. 

https://doi.org/10.1016/j.phpro.2012.05.308 

Bauer, R. A. (1960). Consumer behavior as risk taking. Dynamic marketing for a changing world. In Chicago: American 

Marketing Association. 

Bhattacherjee, A. (2001). An empirical analysis of the antecedents of electronic commerce service continuance. Decision 

Support Systems. https://doi.org/10.1016/S0167-9236(01)00111-7 

Chaudhuri, A. (1997). Consumption Emotion and Perceived Risk: A Macro-Analytic Approach. Journal of Business 

Research. https://doi.org/10.1016/S0148-2963(96)00144-0 

Chiu, C. M., Hsu, M. H., Sun, S. Y., Lin, T. C., & Sun, P. C. (2005a). Usability, quality, value and e-learning continuance 

decisions. Computers and Education, 45(4), 399–416. https://doi.org/10.1016/j.compedu.2004.06.001 

Chiu, C. M., Hsu, M. H., Sun, S. Y., Lin, T. C., & Sun, P. C. (2005b). Usability, quality, value and e-learning continuance 

decisions. Computers and Education. https://doi.org/10.1016/j.compedu.2004.06.001 

Dang, C. N. B., Nguyen, D. T., Le, T. T., Nguyen, V. H., & Nguyen, L. T. (2023). Factors influencing student citizenship 

behavior (SCB) and long–term student relationship orientation (LRO) in Vietnamese education sector. The Second 

International Conference on Science, Economics and Society Studies–UEF 2023, 67–81. 

Dang, T. Q., Nguyen, L.-T., & Thuy, T. N. T. (2023). The capability of E-reviews in online shopping. Integration of the 

PLS-SEM and ANN method. International Journal of Professional Business Review, 8(7), 1–29. 

https://doi.org/https://doi.org/10.26668/businessreview/2023.v8i7.2638 

Dang, T. Q., Tan, G. W. H., Aw, E. C. X., Ooi, K. B., Metri, B., & Dwivedi, Y. K. (2023). How to generate loyalty in 

mobile payment services? An integrative dual SEM-ANN analysis. International Journal of Bank Marketing. 

https://doi.org/10.1108/IJBM-05-2022-0202 

Dao, N.-Y., Nguyen, L.-T., & Dinh, V.-H. (2023). Factors Driving Vietnamese University Students’ Adoption in a Smart 

Learning Environment: The Application of Self-determination Theory and Technology Acceptance Model BT - 

Smart Learning for A Sustainable Society. In C. Anutariya, D. Liu, Kinshuk, A. Tlili, J. Yang, & M. Chang (Eds.), 

Smart Learning for A Sustainable Society (pp. 185–190). Springer Nature Singapore. 



114  

Nguyen, B.-T. H., Le, T. H., Dang, T. Q., & Nguyen, L.-T. (2023). What Role Does AI Chatbot Perform in the F&B 

Industry? Perspective from Loyalty and Value Co-Creation: Integrated PLS-SEM and ANN Techniques. Journal 

of Law and Sustainable Development, 44(4), 1–39. 

Nguyen, L.-T. (2023). Financial Inclusion through Mobile Money in developing countries: the case of Vietnam. Digital 

Transformation, Cooperation and Global Integration in the New Normal, 121–141. 

Nguyen, L.-T., Duc, D. T. V., Dang, T.-Q., & Nguyen, D. P. (2023). Metaverse Banking Service: Are We Ready to 

Adopt? A Deep Learning-Based Dual-Stage SEM-ANN Analysis. Human Behavior and Emerging Technologies, 

2023, 6617371. https://doi.org/10.1155/2023/6617371 

Nguyen, L.-T., Nguyen, D., Ngoc, K. N.-N., & Duc, D. T. V. (2023). Blockchain adoption in logistics companies in Ho 

Chi Minh City. Cogent Business & Management, 10(2), 1–24. https://doi.org/10.1080/23311975.2023.2216436 

Nguyen, L.-T., Nguyen, V. P., & Dang, D. T. V. (2022). Critical Factors Affecting the Adoption of Artificial Intelligence: 

An Empirical Study in Vietnam. The Journal of Asian Finance, Economics and Business(JAFEB), 9(5), 225–237. 

https://doi.org/10.13106/jafeb.2022.vol9.no5.225 

Nguyen, P. Van, & Nguyen, L.-T. (2017). Performance measurement of supply chain integration in Manufacturing firms 

of Southeast Vietnam. Eurpean Journal of Economic & Management, 6(2), 23–32. 

Tien, P. C. T., Luan, N. T., & Tri, D. Q. (2023). Exploring the brand experience of Korean brands on customer 

interactions in Ho Chi Minh City, Vietnam: non-linear structural equation modelling approach. In Kỷ yếu hội thảo 
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