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Abstract

Showrooming is the practice of examining merchandise in a traditional brick-and-mortar retail store
or other offline setting, and then buying it online, sometimes at a lower price. The reverse way of
showrooming is webrooming which is when consumers go online to search products, but then head to a
bricks-and-mortar store to complete their purchase because they can see and touch the real products
and have opportunities to experience the products that they want to buy. In the age of smartphones,
tablets and ubiquitous price information, showrooming has become a real issue for traditional
retailers.According to Google and TNS online shopping research (2014), there were more than 36 million
of internet users, accounting for 40% of the total population of Vietnam. 30% of the Vietnamese owned
the smartphone and 58% of them use often their smartphone to buy online (Nielsen research, 2014). This
rapid development leads day by day Vietnam to the trend that some western countries are facing. That is
showrooming and webrooming behaviors of the Vietnamese consumers. This paper aims to discover such
a trend and how these behaviors affect the retail marketincluding the traditional retailers and online
retailers in Ho Chi Minh City and what factors influent the channel choice of the consumers. The research
result showed thatwebrooming is the current trend and continue to develop together with the fast
growth of smart devices, information technology and the standard living of Vietnamese people.

Introduction

According to a recent report of CB Richard Ellis Co. Ltd., Vietham was one of the ten
most promising retail markets in Asia in 2014. Ho Chi Minh City and Hanoi were,
particularly, two of the ten regional cities which attracted most the largest foreign
brands. The retail market in Ho Chi Minh City has been itself a busy one becausebesides
the traditional distribution channelincludingwet markets and household-sized shops,
the other models of modern channel such as convenience stores (Shop&Go,
FamilyMart, B’s Mart...), supermarkets (BigC, Co.op mart, Lottemart...) and shopping
malls (Vincom, Parkson, Crescent Mall...) have also been introduced year by year with a
non-stop development. By statistic, Ho Chi Minh City had 238official wet markets, 175
spontaneous markets, 640 convenience stores and 174 supermarketsin 2014
(Department of Industry and Trade of HCMC, 2014). Moreover, the GDP per capita per
year of Ho Chi Minh City increases from 4,545 USD in 2013 to 5,131 USDin 2014
(Department of Statistic of HCMC, 2014). The standard living, therefore, has been
improved. The consumers become more and more active and spend more money for
their life but in the smarter way.That kind of way can be explained by their shopping
behaviors. For example, with the very fast growth of information technology, the
consumersprefer increasingly to browser websites than to go directly to the store in
buying something. In other words, to save time, they tend to buy products online. They
do not need to visit stores but can still purchase what they want from home. This
convenience, however, puts some retail settings in challenge. Retailers must run
appropriate strategies to maintain and develop their businesses in a very active city, Ho
Chi Minh City.Some of the best illustrations are the case of thegioididong.com in
building a team of delivery for its online sales channel,the website of
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fashionSieuMua.Com with the most reasonable prices and thebirth of famous online
bookstores named tiki.vn, vinabook.com, saharavn.com, Phuong Nam book ...Besides
such a modern buyer, online buyer, there are still the consumers who are typically very
traditional. It is meant that they just want to go to the shop for examining merchandise
and then to buy it right there.From the beginning of 2011, the new trends of consumer
behavior had been marked in some western countries. That is showrooming and
webrooming or a hybrid model namely Buy online, Pick-up in store (BOPS) that changed
totally the world retail market. This paper aims to discover such a trend and how
showrooming and webrooming affect the traditional retailers and online retailersin Ho
Chi Minh City — Vietnam by performing an omnibus research market with a small
sample of two hundred respondents. The expecting result will be to know who these
shoppers are, what they shop, why they shop and how they shop.The implications for
retailers seeking toadapt to a changing consumer landscape will be also recommended.
1. Concepts of showrooming and webrooming

For 20 years, brick-and-mortar retail storeshave faced a threat from the growth of
ecommerce.But even when someone enters a store, a retailerremains anxious. In 2010,
retail analysts and mediaoutlets in the
US began to talk about the
electronicschain Best Buy becoming a
“showroom for Amazon.”From this,

WEBROOMING

tasnes 128E5s the term “showrooming” was born —

ONLINE IN-STORES . . .
i.e. consumers using a retailer as a

e i .
3 showroom toview products in-person
before buying them froman online
Uy BuY retailer (Matthew Quint, David Rogers

o———————— |[N-STORES ONLINE .

E and Rick Ferguson, 2013). In other

words, showrooming is considered as
the practice of examining
merchandise in a traditional brick-and-mortar retail store or other offline setting, and then
buying it online, sometimes at a lower price. Online stores often offer lower prices than
their brick-and-mortar counterparts because they do not have the same cost. Showrooming
can be costly to retailers, not only in terms of the loss of the sale, but also due to damage
caused to the store's floor samples of a product through constant examination from
consumers.This leads to the fact that stores becoming showrooms for online shopping.

Webrooming is when consumers go online to research products, but then head to a
bricks-and-mortar store to complete their purchase because they can see, feel and touch
the real products and have the opportunities to experience the products that they want to
buy.

Webrooming tends to be more popular to shoppers. However, webrooming and
showrooming both exist and create competitive motivation for suppliers to develop their
products’ qualities and prices, to diversify discount policies as well as enhance their
customer services or after-sale services. As a result, customers can get more benefits from
their purchases.
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A report of the Interactions1 on May 13th 2014 shows that 76% of shoppers did
showrooming, the process of researching in-store before buying online, while 88% of
customers made purchases through webrooming, or researching online before buying in-
store.When asked why they chose webrooming, most of the customers’ responses fell into
three major reasons.75% of the shoppers believed they can find the lowest price.72% of
them said that they were interested in making comparisons among products.71% of them
reasoned as they like conducting product research.The report also revealed the common
reasons why people did research in-store before buying online, or showrooming.68% of the
customers wanted to experience the products in person.48% of them said they could buy
products at lowest prices.41% of them would like to ask for further information related to
the products they were researching.

Methodology

The research is conducted by two steps, qualitative and quantitative. The purpose of
gualitative research is to discover a deeply understanding of human behaviors and to
uncover the motivations of those behaviors related toshowrooming and webrooming by
focus group technique under discussion setting.The outcome of this step helps to form
the questionnaire more suitable and understandable which is needed forthe next step,
guantitative research.A wide range of ages of respondentswas then determinedfor
face-to-face interview in different chosen places(convenience stores, shopping malls,
university campus, wet markets...). The selected respondents are from sixteen year old.
This selection will make the research result more diverse and reliable. Once finished the
guestionnaire, every respondent was offered avoucher which is quite costly (one
hundred Vietham dong) and easy to use in a Pizza restaurant. The sample size is roughly
two hundred of shoppers (n=200).

Result

Here are some details of qualitative step:

Focus Group

Time 25thFebruary, 2015

Respondents Students, Lecturer, Officer

Quantity 5

Place Campus B, University of Economics Ho Chi Minh City,
Vietnam

Randomly

Here are some details of quantitative step:

Face-to-face Interview

Time From 4th March, 2015 to 15th March, 2015

23 -

Age 16-18 19-22 30 >30
Quantity by quota 40 80 40 40

! Extracted from  “Webrooming Now Popular Among 88 Percent of  Shoppers”

(http://www.prnewswire.com/news-releases/webrooming-now-popular-among-88-percent-of-shoppers-
259048921.html, 2014)
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Campus B of University of Economic Ho Chi Minh City,
Place Crescent Mall, Nowzone and AEON Mall in Ho Chi Minh
City, Viet Nam.
Respondents’
requirement

The respondents are categorizedby sex and by age to be able togetan objective
perspective about customer’s behaviors. They need to know how to use internet because
webrooming and showrooming are both activities in which, people have to use the internet
when they want to buy something. In other words, when consumers want to buy products
by either showrooming or webrooming, they need to have certain knowledge about the
Internet and know how to use it.

Here is the research result by using Excel to statistic the answers from two hundred
questionnaires:

Type of purchasing

Familiar with the Internet

E— The chart shows that the majority of Ho Chi Minh

- Citypeople have used both two forms. However,

100 showroomersare less than webroomers (about
n 43 persons).

Webrooming  Showrooming Both The sources of information that customers
often base onwhen buying something

Themain sources of information are websites
(155 persons),friend (121 persons) andboth
social networks and shop (99 persons). Today,
with the development of the Internet, the stores
always have their own websites to promote their
products to customers and convince them to go
to that store.

Where they find information?

The products that customers often buy online
— Here is the habit of online buying of customers in
o Ho Chi Minh City at present. In overall, women
o mainly buy fashion products (about the frequency
p of 87), voucher (41) and food (22) while men want
to buy fashion products (36), electronics devices
(33) and vouchers (29).Both of men and women
choose purchasing household goods quite a few
(Male: 5, Female: 19).
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The products that customers often buy directly

For the women, the fashion products such as
clothing, shoes, handbags... are purchased
directly the most (about the frequency of
93), followed by foodstuffs (87) and
electronic goods (68). For the electronics
devices, before going to the prestigious
stores,women also have researched them
online. For men, the products they buy

online at most iselectronic goods (approximately 50), the second is fashion products (49)
and the third is foodstuffs (47). Both women and men are interested in the same types of
goods but the order is different between one another.

Compare the two types of online shopping and direct shopping:

160
140
120
100
80
80
10
20
)

household goods (44).
In reverse, online shopping gets more than direct shopping just only for the voucher
(difference of 42). Voucher is one of the new products in recent times. Voucher may be a
discount sheet or a combo of goods and services.

The websites the customers would prefer for prices:

The customer's confidence in online shopping
is not higherthan direct shopping. By
comparing all the items on the two forms, the
majority of customers want the direct buying
(the frequency of direct: 597, the frequency
of online: 355). In detail, the biggest
difference is in food sector (difference of
104),followed by electronic items (65) and

147

Looking at the statistics dashboard,it isto
see a clear stratification among sites so
that they are looking for product
information. We may list threewebsites,
Google (147 votes), Facebook (105) and
Lazada (59). Google and Facebook might
be quite familiar to everyone. This will be
the main online source that the retailers

must pay big attention on.

Feeling of the consumer when purchasing directly (offline):

52

3625

3515
3185
| ”25 ZWS | | |
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How they feel when shopping offline?

In this graph,the first five(from 1 to 5) are
the Likert scales five points with positive
feelingsand the last five (from 6 to 10) are
the Likert scales five points with negative
feelings. Based on that,customers have
three clear positively feelings when
conducting direct purchase: the quality of
products (average point of 3.93),
comfortable (3.625) and relax (3.515).
However, besides that,they also have two
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negative feelings we need to care about:lack of information about the direct product
comparison (3,185) and difficult to make decisions about the product (3.07)

Feeling of the consumer when purchasing online:

5
5
2
5
1
05

How they feel when shopping online?

54 3.605

1335
3.055 31
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In this graph, the first five(from 1 to 5) are
the Likert scales five points with positive
feelings and the last five (from 6 to 10) are
the Likert scales five points with negative
feelings. Based on that, customers realize
3 outstanding positive feelings: more
competitive price (3.605), convenient
(3.54) and objective view of product
(3.335). Besides that, there are also some
negative thinking such as lack of trust

(3.56), poor customer care (3.055) and the expensive transportation cost (3.13).
In the future, the trend the customers prefer to use,webrooming or showrooming:

= Webrooming = Showrooming

This is a single choice question for the
interviewee. According to the record,
there are 117/200 persons who choose
the way to buy something in form of
webrooming. That information showsthe
customers still prefer buying directly to
buying online. So what reasons leads to
that result?

The reasons the customers choose webrooming:

‘Webrooming
3932
3.598
3393

3252 I | I I ‘ I

Verdu:tVerdlctVerdu:tVerdlctVerdlctVerdlctVerdlct Verdlct

Showrooming

3.976

3.675
3518

3.614
3434
3.337 I

Verdict ‘Elﬂl(l \Elﬂl{[ \Elﬂl{[ \ﬂﬂrl \elﬂn‘l Verdict Verdict
1 7 8

3518 3.506

This question uses the Likert scale 5 point
for every statement. Based on the chart,
the best choices that suit the customers
most, for instance, arethe fast payment
(3.93), the quality of product (3.88) and the
diversity of promotion program (3.76).

The things the customers wish when
showrooming:

This question uses the Likert scale 5 point
for every statement. Based on the chart,it is
clear that consumers desired payment
procedures faster and more convenient
(3.97),
promotions (3.61).

2. Summary and recommendation

faster delivery (3.67), and more

This omnibus research market gives

the overall picture of the shopping
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behaviors of consumers in Ho Chi Minh City. This also helpsthe online business retailers
as well as the traditional retailers to understand the psychology and social aspects
affecting to customernowadays in general and the clear difference in their
behaviorsamong different age groups, different cultural levels, income and gender in
particular.

Indeed, today’s consumers are in control of their shopping experience, and they will
use whatevertool is available to search for the most competitive offer — i.e. no matter
what they’re shopping for, consumers are in control of the brand experience.From
electronics to infant care products, consumers conduct price comparison researchon
their mobile devices across a wide and diverse range of categories (An
AprimoWhitepaper, 2013).

Therefore, to be able to stand in the very competitive market like Ho Chi Minh
Cityand to get success, here are some implications reserved for the retailers who
operate its businesses not only under traditional channel but also under modern
channel.

— The traditionalretailers don’t sell online. Retailers must focus on empowering
their associates to deliver better service and improve the overall consumer
experience in the store.lt’s necessary to build a good image through the
personnel services, the atmosphere, the convenience and the comfortable at
store. That will contribute for sure in keeping the current consumers and in
attracting more new consumers.

— Enhance the in-store experience: A retailer can also offer incentives for
customers to shop in the store, such as free shipping on orders placed in-
store, exclusive in-store items, easy returns, gift wrapping, longer guaranty
and other perks like bonus loyalty points.

— Take advantage of social influences: Retailers must not only accept but
embrace smartphone use in their stores. One way to do so is to encourage
and participate in your consumers’ social media interaction. Retailers can
integrate social media in the store by creating displays that encourage “liking”
merchandise or sharing pictures of a product via Facebook, Twitter or
LinkedIn. Provide consumers with special promotions through social media,
and use events and promotions to strategically drive revenue.

— The traditional retailers don’t always have to fight with price with online
retailers. They need to be sure that their prices are fixed in all over their
channel network. If not, this may lead to loss revenue due to disbelieve of the
consumers.

— The online presence is now very important for traditional retailers even they
are not online setting: As said before, in the smartphone era, the consumers
can do many things with this device during their shopping. It’s a must to
design the website impressively withmuch information as possible for the
shoppers — i.e. the honest photos of products, the information about quality
of products...And of course, the website with the function “Buy online”.
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— Make animpressive videoor online gameplayto attract the internet browsers.
For that whenever they want to search information, they will think of you.
Website chotot.vn is really good at this point in Viet Nam.

— Use SEO and Facebook sponsor to make our website on top of the search
engine. Wheneverthe customers need information about something they can
reach the website at fastest rate.

— Create a Fanpagein which the customers can join and get information about
your news and promotions.Make more promotion on holidays, every
weekend if they buy at stores.

— Create Apps (application)on smart devices (iPhone, iPad, iWhatch...) that
providesall information needed about the products.

— Apply a new way of selling. That is Buy Online Pick-up in Store (BOPS).Ilt means
online purchases at the store, allow users to purchase online and go to the
store to get product. This way becomesvery popular around the world in
recent times.
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