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 E-commerce can optimize the communications between producers, distributors, consumers, and 
even policy makers. However, due to many reasons, the application of e-commerce by small and 
medium-sized enterprises (SMEs) in developing economies is still limited. This study focuses on 
determining the determinants of the application of E-commerce model in SMEs in Ho Chi Minh 
City. Then, some policy implications are proposed to promote e-commerce model in SMEs in Ho 
Chi Minh City. Based on the survey of 302 SMEs in Ho Chi Minh City, the paper has employed 
statistical methods, assessing the reliability by Cronbach's Alpha scale, Exploratory Factor Analysis 
(EFA), correlation analysis as well as linear regression model (OLS) for analysis. The results show 
that the enterprise's readiness, awareness of benefits of e-commerce and supporting policies posi-
tively affect the application of E-commerce. E-commerce adoption barriers negatively affect E-
commerce applications of SMEs in Ho Chi Minh City. 
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1. Introduction 
 
 

Entering the world economic integration environment, the biggest turning point is the application of electronics, telecommu-
nications and Internet in the process of production and business operation. The development of electronic commerce (E-
commerce) in recent years has proved its important role in many research areas like economics, management, technology, 
marketing, or finance (Hashim & Noor, 2014). E-commerce can generate benefits for not only developed countries but also 
developing economies (Biagi & Falk, 2017; Lee et al., 2019). The development and application of E-commerce, however, is 
now facing many obstacles which come from economic environment like infrastructure, finance, capital to legal structure such 
as lack of regulations, out of date laws, etc. (Kurnia et al., 2015). So, the utilization of E-commerce benefits is still low in 
developing economies (Kshetri, 2008). In firm level, attracting, maintaining and raising the number of customers is crucial 
for their survival. E-commerce is considered as one method to do this via marketing, selling, integrating, and increasing cus-
tomers (Choshin & Ghaffari, 2017). More specifically, it is the application of E-commerce that is considered a reasonable and 
pioneering step for the process of improving the competitiveness and promoting the growth of organizations (Susanty et al., 
2020). In addition, E-commerce can help firms generate valuable benefits, which could save time and costs, improving com-
petitiveness, and gaining high profits (Biagi & Falk, 2017; Saridakis et al., 2018, Qi et al., 2020). In the current conditions of 
economic development and integration, big cities such as Ho Chi Minh City, Hanoi City, and Danang City are evaluated as 
the fastest gateway to the advanced achievements in science and technology of the world and E-commerce has become one of 
the most effective ways for firms in these cities to get success. Until now, the literature relating to determinants of applications 
of E-commerce in firms is still rare, especially for SMEs in Ho Chi Minh City. Therefore, this research can contribute to the 
literature by filling this research gap. The study will empirically identify and measure the impacts of different factors on the 
application of E-commerce in SMEs in Ho Chi Minh City. Then, the paper proposes some policy implications to increase the 
application of E-commerce in SMEs in this area.  
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The rest of the paper is organized as follows. The second part will introduce the literature review as well as propose some 
research hypotheses. The third part will present the research methodology while empirical results will be discussed in forth 
section. The last section will conclude the study as well as give out some policy implications.  
 
2. Literature review and hypotheses 
 
Today, the benefits of commerce have been enlarged by the development of information technology as well as communica-
tions. In line with the expansion of information technology, firms become more familiar with digital and online business in 
order to develop market structure, to reduce costs of operation, or to connect customers more efficiently. The positive impacts 
of information technology can even get through both customers and services (Waseem et al., 2019). E-commerce can help 
SMEs in both market penetration and financial benefits. SMEs are normally difficult to access to many large markets, which 
require some entrance requirements such as capital, product diversity, brand, or shares. Utilizing information technology, 
SMEs can easier access to these markets. Online and digital business can also reduce operation costs of SMEs (Fatta et al., 
2018; Waseem et al., 2019). According to Susanty et al. (2020), E-commerce includes the production, advertising, sales and 
distribution of products that are purchased and sold on the Internet, but delivered tangibly. Both product delivery and infor-
mation are digitized via the Internet. In another study, Dahbi and Benmoussa (2019) employ qualitative method to explore 
the determinants of SMEs adoption of E-commerce in Morocco. Four groups of SMEs including travel agencies, cosmetic 
companies, artisanal candle companies and textile companies have been examined. The degree of E-commerce adoption 
among Moroccan SMEs could be hindered by technological, financial, cultural, and organizational categories, in which tech-
nological and financial categories are the influenced ones. In Vietnam, the Internet has been around since 1997, which is a 
milestone of the birth, mature, and development of E-commerce. The development of E-commerce has a profound and com-
prehensive effect on the socio-economy. After a period of formation and universalization, since 2016, E-commerce has moved 
to a fast-growing period. According to the Vietnam E-commerce Association’s estimates, the growth of E-commerce in 2017 
reaches over 25% and is expected to continue in 2018-2020. However, the determinants of E-commerce application have not 
fully recognized and the examination of relationships between some factors and E-commerce application can help to partly 
solve this issue. 
 
Relationship between Enterprise readiness (ER) E-commerce application (AP) 
 
According to Ling (2001), enterprises with available financial resources, technology, machinery infrastructure and highly 
qualified human resources will easily apply the E-commerce model to their business operation processes. Along with that, 
Teo and Tan (1998) pointed out that the possession of good human and financial resources is a prerequisite condition for 
enterprises to be ready to adopt the E-commerce model to their business operation processes. Enterprises’ readiness is much 
depended on resource availability of these enterprises such as technological and financial resources (Rana et al., 2019). In 
SMEs, resources become more important to sustain their business, and enterprises’ readiness positively influences E-com-
merce applications (Lim et al., 2018). In this study, enterprises’ readiness is considered one of the organizational determinants 
that influence E-commerce applications by the SMEs. In enterprises’ readiness, the extent of technological infrastructure, 
technical skills in business, and relevant systems which can promote E-commerce application is investigated. So, enterprises’ 
readiness positively influences E-commerce applications by the SMEs (Rahayu & Day, 2015). Therefore, this study proposes 
the first hypothesis. 
 
H1: Enterprises’ readiness positively impacts on E-commerce applications of enterprises. 
 
Relationship between Awareness of E-commerce benefits (BE) E-commerce application (AP) 
 
The benefits from E-commerce are also considered as one of the prerequisites for enterprises to apply the E-commerce model 
to their business. Moreover, the more enterprises realize the benefits that E-commerce brings, the easier it will be for them to 
accept E-commerce model during their operation. According to Susanty et al. (2020), awareness of E-commerce benefits of 
E-commerce is that enterprises will find themselves saved in terms of cost, time and human resources for the production and 
business process. Rahayu and Day (2015) refer to the technological context those aspects such as awareness of E-commerce 
benefits, compatibility, and cost, that influence the adoption of E-commerce technology; the awareness of E-commerce ben-
efits refers to the degree of acceptance of the possible advantages that E-commerce technology can provide for the organiza-
tion. So awareness of E-commerce benefits positively influence E-commerce applications by the SMEs. Therefore, perceived 
benefits are factors that need to be considered when analyzing E-commerce applications for SMEs (Kabango & Asa, 2015; 
Rana et al., 2019). Therefore, this study proposes the second hypothesis is as follows, 
 
H2: Awareness of E-commerce benefits of E-commerce positively impacts on E-commerce applications of enterprises. 
 
Relationship between E-commerce application barriers (BA) E-commerce application (AP) 
 
However, according to Ling (2001), the application of E-commerce model also has some certain barriers, which is a long-
standing habit in the production and business process that somewhat limits the application of E-commerce model of enterprise 
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owners. In addition, the limitation of human resources, financial, organizational, cultural constraints and the lack of awareness 
of the benefits that E-commerce model carry out have created barriers for enterprises in applying the E-commerce model (Teo 
& Tan, 1998; Dahbi & Benmoussa, 2019). And Rahayu and Day (2015) have proved that owners’ IT capacities, experience, 
and modernity can E-commerce application by SMEs in developing economies, so E-commerce application barriers influ-
ences E-commerce applications by the SME. Barriers of E-commerce application is examined and considered independent 
variables in both diffusion and adoption equations. Negative perception of technological implementation, which discourages 
the application of E-commerce, is main theme of the barrier. Because of high cost, the application process becomes more 
difficult and sophisticated whenever technology implementation is still complex and the perceived obstacle exists (Lim et al., 
2018). Therefore, this study proposes the third hypothesis as follows, 
 
H3: E-commerce application barriers negatively impact on E-commerce applications of enterprises. 
 
Relationship between Support policies (PO) E-commerce application (AP) 
 
And finally, the supporting policies (that can be tax incentives, perfecting the legal framework on E-commerce, consulting 
activities, supporting enterprises in learning E-commerce) for enterprises to apply E-commerce model is a condition that 
promotes enterprises to be ready to apply the E-commerce model to their business operation processes in a faster way (Ling, 
2001). E-commerce application is also determined by external supports such as supports form government and IT vendors 
(Rahayu & Day, 2015; Dahbi & Benmoussa, 2019). Kabango & Asa (2015) indicate that in every developing economy the 
government plays an important role in facilitating the essential requirements for the development of e-commerce. In order to 
provide robust and secure online payment options, to ensure a stable information technology infrastructure, to provide suffi-
cient programs, and to build up awareness of using different means of media and education institutions are main duties of the 
government (Kabango & Asa, 2015). SMEs as commonly known face scare resources in human, financial, and information 
technology resources. Government’s supports via its policies and regulations are priceless for SMEs engaging to E-commerce 
or online business transactions (Rahayu & Day, 2015). So, Rahayu and Day (2015) have proved that the supporting policies 
positively influence E-commerce applications of the SMEs. Therefore, this study proposes the fourth hypothesis is as follows,  
 
H4: The supporting policies have a positive impact on E-commerce applications of enterprises. 
 
3. Research Methodology 
 
In this study, both qualitative and quantitative methods are used to investigate the determinants of E-commerce application of 
SMEs in Ho Chi Minh City.  
 
Table 1  
Measurement scales for the factors 

No. Factor Symbol Measurement content Author 
1 

Enterprise readiness 

ER1 Enterprises have sufficient financial resources to apply E-commerce 

Teo and Tan 
(1998), Ling 

(2001) 

2 ER2 Enterprises have sufficient information technology resources to conduct E-
commerce 

3 ER3 Enterprises have human resources with information technology qualifica-
tions meeting the implementation of E-commerce  

4 ER4 Enterprises have infrastructure sources meeting the application of E-com-
merce 

5 

Awareness of E-com-
merce benefits 

BE1 E-commerce helps enterprises save costs and time  

Susanty et al.  
(2020) 

6 BE2 E-commerce helps enterprises approach more customers  
7 BE3 E-commerce helps enterprises access more information  

8 BE4 E-commerce helps enterprises expand business opportunities, increase sales 
and profits 

9 

E-commerce applica-
tion barriers 

BA1 Traditional purchase and sale practices hinders the application of E-com-
merce 

Teo and Tan 
(1998), Ling 

(2001) 

10 BA2 Human resources have not met the demand of applying E-commerce 
11 BA3 Investment costs for E-commerce are limited 
12 BA4 Awareness of benefits of E-commerce is not clear 
13 BA5 E-commerce is not consistent with the way enterprises do business 
14 

Support policies 

PO1 The government provides tax incentives 
Teo and Tan 
(1998), Ling 

(2001) 

15 PO2 The government provides infrastructures at a reasonable cost 
16 PO3 The legal environment for E-commerce has been complete 

17 PO4 The market has consultancy, design and development of electronic infor-
mation 

18 E-commerce applica-
tion 

AP1 Enterprises have sufficient human and material resources to apply E-com-
merce Teo and Tan 

(1998), Ling 
(2001) 19 AP2 E-commerce really benefits enterprises 

20 AP3 Enterprises get the support they need to apply E-commerce  
Source: Author’s summary 
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- Qualitative method: the preliminary research hypotheses and models are conducted basing on the literature review and over-
view of the previous studies. Then, a group discussion with 7 experts who are working in E-commerce business to adjust the 
observed variables of the factors: ER (Enterprise readiness), BE (Awareness of E-commerce benefits), BA (E-commerce 
application barriers), PO (Support policies) and AP (E-commerce application) in the preliminary research model. The results 
of this stage will form the measurement scale and questionnaire for collecting the data in quantitative research. 
 
- Quantitative method: The convenient sampling method is used for collecting data. The sample size is of 302 SMEs in Ho 
Chi Minh City. The questionnaire is sent directly via email to SMEs in the prepared lists. SPSS 20 software is used to process 
the data. Statistics, Assessments of the reliability of the scales by Cronbach's Alpha test, Exploratory factor analysis (EFA) by 
Bartlett and KMO tests, and Linear Equation Model (OLS) are main quantitative solutions to analyze the enhancing of E-
commerce model in SMEs in Ho Chi Minh City.  
 
According to Hoang and Chu (2008), the minimum sample size is n = 5 × x (x: number of variables/measurement scale). In 
this study, 20 observed variables are used, so the minimum sample size will be 5 × 20 = 100 observations. The paper conducts 
a survey with 320 questionnaires, of which the number of valid questionnaires was 302 to ensure the reliability and quality of 
the results. 
 
Table 2  
Descriptive statistics 

Variable Content Frequency (n) Percent (%) 

Gender  Male  198 65.6 
Female  104 34.4 

Educational level 
Intermediate, college 36 11.9 

Undergraduate  181 59.9 
Graduate  85 28.1 

Age  
Under 30 years old 46 15.2 

From 30 to 40 years old 153 50.7 
From 41 to 50 years old 98 32.5 

Over 50 years old 5 1.7 

Working position  
Head/Deputy Head of Department 44 14.6 

Deputy Director 176 58.3 
Director 82 27.2 

Source: Author’s calculation 

Among 302 surveyed subjects, whose positions are head/deputy head or higher, 27.2% are directors; 58.3% are deputy direc-
tors. 83.2% of manager’s age are from 30-50; the educational level of respondents is mainly undergraduate, accounting for 
59.9% and male accounts for 65.6% while female respondents account for 34.4%. 
 
4. Empirical Results 
 
The reliability test results of scale indicate that, the Cronbach’s Alpha coefficient gets the maximum value of 0.929, which 
belongs to the factor Supporting policies while the lowest Cronbach’s Alpha coefficient is 0.830, which belongs to the E-
commerce application factor. The Cronbach’s Alpha coefficients of E-commerce application barriers, Enterprise readiness, 
and Awareness of E-commerce benefits are 0.914, 0.904, and 0.888, respectively. It is shown that all Cronbach’s Alpha coef-
ficients of the factors are from 0.8 or more. And all variables included in Cronbach's alpha analysis are satisfactory, ie the 
total correlation coefficient is greater than 0.3. Therefore, all variables (20, including 17 independent variables and 3 dependent 
variables) are guaranteed in the EFA factor analysis. 
 
Table 3  
Cronbach’s Alpha analysis results 

Factor Cronbach’s alpha Variable 
Enterprise readiness 0.906 4 
Awareness of E-commerce benefits 0.888 4 
E-commerce application barriers 0.914 5 
Support policies 0.929 4 
E-commerce application 0.830 3 

Source: Author’s calculation 
 
All 17 variables of independent factors satisfying Cronbach’s Alpha reliability analysis criteria were included in the explora-
tory factor analysis (EFA). The results of EFA analysis are shown that the KMO coefficient equals to 0.627, which is greater 
than 0.5 so that it is satisfactory. The significant level of the Sig. taken from Bartlett’s test equals to 0.000, which is less than 
5% so that it is satisfactory. The Total Variance Explained equals to 79.837%, which is greater 50% so that it is satisfactory. 
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The number of extracted factors is 4, so it is consistent with the hypothesis about the components of the measurement scale. 
At the same time, the eigenvalue equals to 2.525, which is greater than 1; the factor loadings are greater than 0.5 and arranged 
in four groups of separated factors, namely ER (Enterprise readiness), BE (Awareness of E-commerce benefits), BA (E-
commerce application barriers), PO (Support policies), which ensures the inclusion of variables of these factors into the fol-
lowing analysis steps. 
 
Table 4  
Rotated Component Matrix for independent variables 

 Component 
1 2 3 4 

BA2 0.923    
BA5 0.921    
BA3 0.918    
BA4 0.851    
BA1 0.720    
PO3  0.969   
PO1  0.965   
PO4  0.955   
PO2  0.714   
ER3   0.968  
ER4   0.928  
ER1   0.916  
ER2   0.759  
BE1    0.940 
BE2    0.883 
BE4    0.851 
BE3    0.767 

KMO = 0.627  Bartlett's test = 6,515.522   Sig. = 0.000  Eigenvalue = 2.525 
Cumulaive 25.204 % 45.520 % 64.983 % 79.837 % 

Source: Author’s calculation 
 

In addition, the EFA factor analysis for E-commerce application factor shows that the KMO value is 0.713, which is greater 
than 0.5 so that it is satisfactory. The significant level of the Sig. taken from Bartlett’s test equals to 0.000, which is less than 
5% so that it is satisfactory. The Total Variance Explained equals to 74.724%, which is greater 50% so that it is satisfactory. 
The number of extracted factors is 1, the eigenvalue equals to 2.242, which is greater than 1; the factor loadings are greater 
than 0.5, and arranged in one groups of separated factors, namely AP (E-commerce application), which ensures the inclusion 
of variables of these factors into the following analysis steps. 
 
Table 5  
Factor load factor for dependent variables 

 Component  Component 
AP2 0.885 Bartlett's test 347.131 
AP3 0.872 Sig. 0.000 
AP1 0.835 Eigenvalue 2.242 

KMO 0.713 Cumulative 74.724 
Source: Author’s calculation 

 
The correlation analysis of factors (Table 6) indicate the E-commerce application dependent factor has a positive/same direc-
tion correlation with the ER (Enterprise readiness), BE (Awareness of E-commerce benefits), PO (Support policies) and neg-
ative/opposite direction correlation with BA (E-commerce application barriers). And the Sig. coefficients of the factors are 
smaller than 5% (i.e. less than 0.05). This result ensures the correlation between the factors and it is suitable to run the linear 
regression model. 
 
Table 6  
Correlation analysis results 
 Enterprise readiness Awareness of E-com-

merce benefits 
E-commerce  

application barriers 
Support  
policies 

E-commerce  
application 

E-commerce  
application 

Pearson Correlation 0.353** 0.569** -0.237** 0.200** 1 
Sig. (2-tailed) 0.000 0.000 0.000 0.000  

N 302 302 302 302 302 

**. << 0.01 (signification at 1%), *. << 0.05 (signification at 5%).                                                                                   Source: Author’s calculation 
 

The results of the regression model analysis show that the factors ER (Enterprise readiness), BE (Awareness of E-commerce 
benefits), PO (Support policies) positively affect AP (E-commerce application); and BA (E-commerce application barriers) 
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negatively affect the AP (E-commerce application). The R2 index is 0.586, this result shows that the model fits 58.6%, or in 
other words 58.6% of the variation of E-commerce application factor is explained by 4 factors: ER (Enterprise readiness), BE 
(Awareness of E-commerce benefits), BA (E-commerce application barriers), PO (Support policies). Using the F test in 
ANOVA variance analysis shows that the F value is 70.183 with the significance Sig. is 0.000 less than 0.05, it shows that 
the combination of 4 independent factors in the model can explain the change of E-commerce applications. 
 
Table 7  
Regression model results 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

1 (Constant) -0.782 0.320  -2.445 0.015 
Enterprise readiness 0.252 0.039 0.278 6.494 0.000 
Awareness of E-commerce benefits 0.466 0.038 0.514 12.185 0.000 
E-commerce application barriers -0.225 0.046 -0.203 -4.848 0.000 
Support policies 0.241 0.043 0.236 5.609 0.000 

R2 = 0.586; F = 70.183; Sig. = 0.000 
a. Dependent Variable: E-commerce application                                                                         Source: Author’s calculation 
 
The model (the unstandardized regression coefficient) that shows the relationship of factors is: 
 

AP = -0.782 + 0.252×ER + 0.466×BE – 0.225×BA + 0.241×PO + ei 
 
The standardized regression coefficients indicate that the largest level of influence on AP (E-commerce application) is the 
factor BE (Awareness of E-commerce benefits) (BE has Beta = 0.514, positive effect), when the BE (Awareness of E-com-
merce benefits) is better (increase by 1 unit), AP (E-commerce application) increases by 0.389 unit. Next, ER (Enterprise 
readiness) positively affects AP (E-commerce application) (ER has Beta = 0.278, positive effect), when the ER (Enterprise 
readiness) is better (increase by 1 unit), AP (E-commerce application) increases by 0.278 unit. PO (Support policies) positively 
affects AP (E-commerce application) (PO has Beta = 0.236, positive effect), when the PO (Support policies) is better (increase 
by 1 unit), AP (E-commerce application) increases by 0.236 unit. And finally, BA (Ecommerce application barriers) negative 
effect AP (E-commerce application) (BA has Beta = 0.203, negative effect), when the BA (Ecommerce application barriers) 
is better (increase by 1 unit), AP (E-commerce application) reduction by 0.203 unit. 
 

Table 8  
Regression model results 

No. Factors 
Collinearity Statistics 

Tolerance VIF 
1 Enterprise readiness 0.945 1.059 
2 Awareness of E-commerce benefits 0.972 1.029 
3 E-commerce application barriers 0.987 1.013 
4 Support policies 0.980 1.020 

Source: Author’s calculation 
 

Along with that, the results show that the coefficient VIF of ER (Enterprise readiness), BE (Awareness of E-commerce ben-
efits), BA (E-commerce application barriers), PO (Support policies) are 1.059; 1.029; 1.013; 1.020 are within the allowed 
level (less than 5), showing that there is no multicolinearity in the model. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 1. Research model results 

Enterprise readiness 

E-commerce application barriers 

Awareness of E-commerce benefits 

Support policies 

E-commerce 
application 

+ 0.278 

+ 0.514 

- 0.203 

+ 0.236 
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5. Conclusions and Policy implications 
 
The application of E-commerce in SMEs is extremely important to maintain and foster the number of firm customers. This 
study aims at finding determinants of E-commerce application in SMEs in Ho Chi Minh City. This study has employed 
qualitative method via group discussion among E-commerce experts to re-modify the factors as well as the questionnaire. 
Then, quantitative method is used to classified questions and data via Cronbach's Alpha test, exploratory factor analysis (EFA) 
with Bartlett and KMO tests, and Linear Equation Model (OLS). Basing on the sample of 302 respondents from SMEs, the 
study finds that awareness of E-commerce benefits, readiness of enterprises, support policies, and E-commerce application 
barriers are determinants of E-commerce application of SMEs in Ho Chi Minh City. While E-commerce application barriers 
such as traditional purchase and sale practices, insufficient human resources, investment costs, insufficient awareness of E-
commerce business, and inconsistent business strategy hinder the application of E-commerce, other determinants have posi-
tive impacts on E-commerce application. In order to increase the E-commerce application of SMEs in Ho Chi Minh City, 
comprehensive solutions should be simultaneously done and thus it gives out some policy implications. Firstly, firms need to 
be ready for the E-commerce application. Firm readiness ranges from financial resources, technology resources, infrastructure 
resources, and human resources. Employers and employees have to take part in training courses of departments and agencies 
on E-commerce programs to capture essential skills of E-commerce. It is important to increase training of human resources 
to minimize the barrier of the shortage of human resources that does not meet the needs of applying E-commerce model in 
business activities. The knowledge must be updated while deficiency in E-commerce technology could hinder the develop-
ment of firms. Firms with managers who have adequate knowledge would operate more efficiently in E-commerce (Rana et 
al., 2019). Besides the quality of human resources, the quantity of labor should be fulfilled. In accordance to human resources, 
other factors have to be sufficient. Finance has to be enough for investing, maintaining, and covering costs; Information 
technology or current technology within the business must be compliment E-commerce sufficiently. Other infrastructure as 
building, store house, transportation, and delivery services have to be well-organized and developed. Secondly, awareness of 
E-commerce benefits should be focused. The managers should be in the first line of changing towards E-commerce application 
since most employees are those who do not want to change. Especially in SMES which have relatively small number of labor 
force, the managers are easier to apply E-commerce model due to its small scale. Training courses of E-commerce for em-
ployees who must aware the benefits as well as the costs of E-commerce are necessary. Furthermore, firms should have a 
team specialized in E-commerce activities, grasping and proposing plans to apply E-commerce to their business activities.  
 
Thirdly, policy support mostly comes from the central and local authorities. However, firms need to boldly propose the nec-
essary needs so that government, agencies as well as cities have appropriate support policies for the development of E-com-
merce in the area. E-commerce operates in IT infrastructure so it requires firms invest much capital, which is often insufficient 
in SMEs. Tax incentives should be given for SMEs that start E-commerce application. The reduction or tax-free first 3 to 5 
years may motivate SMEs to engage to E-commerce. Other supports from government could be infrastructure of E-commerce 
such as internet, customs, and audit, which have to supply to push the E-commerce ahead. In developing economies, invest-
ment on these infrastructures often come from the government or from state-owned enterprises since private firms are rela-
tively small and weak in capital accumulation. So, the government policies will decide the level of infrastructure development 
or in other words, these issues are totally in hands of the government. In addition, the legislation on E-commerce should be 
complete and stable. To do so, it needs to reference to law system in developed economies since in Vietnam, like other 
developing economies, business law changes quite oft. Unstable policies will increase firm operating costs and thus demoti-
vate the E-commerce application of SMEs.  Last but not least, traditional purchase and sale practices and inconsistent business 
strategy may hinder the E-commerce application. SMEs are often familiar to traditional sale practices rather than E-commerce 
model and it takes time for firms to get absorb new sale practices. How fast the procedure is completely depends on the will 
and needs of the managers. Another barrier that hinders the application of E-commerce and should be removed is the incon-
sistent business strategy. E-commerce is a strategic and unavoidable trend, and only SMEs who have stably positive policies 
toward E-commerce can get benefits from E-commerce. So, a stable business strategy toward E-commerce is needed. The 
research still has certain limitations. The study is limited by its sample size of only 302 and is only done for SMEs in Ho Chi 
Minh City. The future research could extend the sample size or extend the scope to all types of firms rather than only SMEs 
in Ho Chi Minh City. Along with that, the research has not gone into analyzing the application of E-commerce in specific 
industries. If the study could conduct across multiple industries with varying level of E-commerce and technological devel-
opment, the results would be more intensive and interesting. Moreover, the researchers could utilize more factors which are 
suitable to their context and samples, and empirically test their hypotheses and performance.  
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