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B§o c§o ChΞ sΧ Th̯̭ng mͧi ĽiΜn tσ ViΜt Nam (EBI) nŁm 2017 Ľ̯ιc x©y 

dχng tr°n c̭ sε cuίc khͩo s§t Ľ̯ιc tiΔn h¨nh v¨o cuΧi nŁm 2016 tͧi h¨ng ngh³n 

doanh nghiΜp tr°n cͩ n̯αc. Cuίc khͩo s§t n¨y Ľ̯ιc triΘn khai trong bΧi cͩnh 

th̯̭ng mͧi ĽiΜn tσ ViΜt Nam b̯αc v¨o giai Ľoͧn ph§t triΘn nhanh v¨ KΔ hoͧch 

tΫng thΘ ph§t triΘn th̯̭ng mͧi ĽiΜn tσ giai Ľoͧn nŁm nŁm 2016 ï 2020 Ľ« Ľ̯ιc 

Thν t̯αng Ch²nh phν ph° duyΜt. 

Tr°n c̭ sε nghi°n cοu ph̯̭ng ph§p x©y dχng chΞ sΧ c§c nŁm tr̯αc v¨ thχc 

tiΚn ph§t triΘn th̯̭ng mͧi ĽiΜn tσ tr°n cͩ n̯αc cȈng nh̯ ε mέi ĽΠa ph̯̭ng, 

ph̯̭ng ph§p x©y dχng chΞ sΧ nŁm nay Ľ« ch¼ trΣng nhiΖu h̭n tαi t³nh h³nh ĽŁng 

kĨ v¨ sσ dλng t°n miΖn quΧc gia, thu nhͻp b³nh qu©n Ľͭu ng̯γi v¨ sΧ l̯ιng hoͧt 

Ľίng cνa c§c doanh nghiΜp. Kh¹ng tiΔn h¨nh khͩo s§t v¨ x©y dχng chΞ sΧ tͧi mίt 

sΧ ĽΠa ph̯̭ng c· hͧ tͭng v¨ nguΩn nh©n lχc thͫp v¨ ch̯a c· dͫu hiΜu thay ĽΫi 

lαn trong ngͽn hͧn.  

ChΞ sΧ Th̯̭ng mͧi ĽiΜn tσ 2017 cho thͫy tiΔp tλc tΩn tͧi khoͩng c§ch sΧ 

rͫt lαn giυa c§c ĽΠa ph̯̭ng. Hai th¨nh phΧ lαn nhͫt v¨ cȈng l¨ hai trung t©m 

kinh tΔ h¨ng Ľͭu l¨ Th¨nh phΧ HΩ Ch² Minh v¨ H¨ Nίi c· sχ ph§t triΘn mͧnh mΒ 

v¨ bΥ xa tͫt cͩ c§c ĽΠa ph̯̭ng kh§c. Sχ nΫi l°n cνa th̯̭ng mͧi ĽiΜn tσ qua bi°n 

giαi v¨ b§n h¨ng Ľa k°nh sΒ l¨ nhυng xu h̯αng tŁng tr̯εng kinh doanh trχc 

tuyΔn mͧnh mΒ trong nhυng nŁm tαi. 

Nhυng vͫn ĽΖ tr°n Ľ¸i hΥi c§c c̭ quan quͩn lĨ nh¨ n̯αc li°n quan tαi 

th̯̭ng mͧi ĽiΜn tσ ε Trung ̯̭ng, ĽΠa ph̯̭ng v¨ c§c tΫ chοc kh§c, bao gΩm 

HiΜp hίi Th̯̭ng mͧi ĽiΜn tσ ViΜt Nam, cͭn chν Ľίng ĽΖ xuͫt c§c giͩi ph§p v¨ 

triΘn khai c§c hoͧt Ľίng ph½ hιp nh΄m th¼c Ľͯy th̯̭ng mͧi ĽiΜn tσ ph§t triΘn 

nhanh v¨ bΖn vυng. 

Thay mΊt HiΜp hίi Th̯̭ng mͧi ĽiΜn tσ ViΜt Nam, t¹i xin tr©n trΣng cͩm ̭n 

tͫt cͩ c§c c̭ quan, tΫ chοc, doanh nghiΜp v¨ c§ nh©n Ľ« gi¼p Ľη x©y dχng B§o 

c§o n¨y. NhiΖu Sε C¹ng Th̯̭ng, ĽΊc biΜt l¨ Sε C¹ng Th̯̭ng H¨ Nίi, Tp. HΩ 

Ch² Minh, Hͩi Ph¸ng, ņ¨ NΈng, An Giang, Bͽc Kͧn, B³nh ņΠnh, B³nh Ph̯αc, 

ņͽk Lͽk, ņͽk N¹ng, H¨ Tǫnh, Ngh°͗ An, Ninh Bē͔nh, Ph¼ ThΣ, Quͩng Nam, 

Quͩng Ninh, Tr̈ Vinh, Vǫnh Ph¼c, Y°n Ba͕i Ľ« nhiΜt t³nh hέ trι HiΜp hίi khͩo s§t 

t³nh h³nh οng dλng th̯̭ng mͧi ĽiΜn tσ tͧi ĽΠa ph̯̭ng. Cλc Th̯̭ng mͧi ĽiΜn tσ 

v¨ C¹ng nghΜ th¹ng tin (Bί C¹ng Th̯̭ng) vρa l¨ c̭ quan chΞ Ľͧo, vρa c· nhiΖu 

hέ trι quĨ b§u vΖ chuy°n m¹n trong qu§ tr³nh triΘn khai nhiΜm vλ n¨y. Trung 

t©m Internet ViΜt Nam (VNNIC) Ľ« c· nhiΖu g·p Ĩ x§c Ľ§ng v¨ cung cͫp c§c sΧ 

liΜu tin cͻy vΖ t¨i nguy°n Internet. 
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B§o c§o n¨y kh¹ng thΘ ho¨n th¨nh nΔu thiΔu sχ hέ trι hiΜu quͩ cνa TΫng 

c¹ng ty B̯u ĽiΜn ViΜt Nam, Google Asia Pte., C¹ng ty VeriSign, C¹ng ty CΫ 

phͭn C¹ng nghΜ DKT, C¹ng ty CΫ phͭn Th̯̭ng mͧi v¨ ChuyΘn ph§t nhanh Nίi 

B¨i (NETCO), C¹ng ty CΫ phͭn Expertrans To¨n Cͭu, TΫ chοc TRAFFIC, HΣc 

viΜn C¹ng nghΜ B̯u ch²nh ViΚn th¹ng, Tr̯γng ņͧi hΣc Th̯̭ng mͧi, ņͧi hΣc 

Ngoͧi th̯̭ng, ņͧi hΣc B§ch khoa H¨ Nίi. C§c c¹ng ty Gotadi, OSB, NextTech, 

Fado, Z.com v¨ Mͽt B«o Ľ« nhiΜt t³nh trao ĽΫi, cung cͫp th¹ng tin hυu ²ch vΖ 

nhiΖu kh²a cͧnh cνa th̯̭ng mͧi ĽiΜn tσ. 

H¨ng ngh³n doanh nghiΜp tr°n cͩ n̯αc Ľ« nhiΜt t³nh gi¼p Ľη HiΜp hίi triΘn 

khai hoͧt Ľίng n¨y. Tͧp ch² Th̯̭ng gia v¨ ThΠ tr̯γng v¨ c§c Ḽ̌n vΠ truyΖn 

th¹ng Ľ« t²ch cχc phΧi hιp vαi HiΜp hίi phΫ biΔn chΞ sΧ tαi Ľ¹ng Ľͩo c§c ĽΧi 

t̯ιng.  

T¹i xin tr©n trΣng giαi thiΜu B§o c§o ChΞ sΧ Th̯̭ng mͧi ĽiΜn tσ ViΜt Nam 

2017 v¨ hoan ngh°nh mΣi g·p Ĩ ĽΘ c· thΘ thχc hiΜn tΧt h̭n nhiΜm vλ n¨y trong 

c§c nŁm tiΔp theo. 

 

 

Nguy֑n Thanh HҼng 

Chֳ t֗ch Hi֓p h֥i ThҼҺng mӴi Ľi֓n tֹ Vi֓t Nam 
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#(ѝѕ.' ) - 4ђ.' 15!. 

 C½ng v֧i sֽ phֱc h֟i cֳa nԚn kinh tԒ, tַ nŁm 2016 thҼҺng mӴi Ľi֓n tֹ Vi֓t 

Nam bҼ֧c sang giai ĽoӴn tŁng trҼ֫ng nhanh hҺn. Tuy nhi°n, nhֻng tr֫ ngӴi l֧n 

vӾn kh¹ng thay Ľ֡i, bao g֟m l¸ng tin cֳa ngҼ֩i ti°u d½ng khi mua sԂm trֽc 

tuyԒn c¸n thӸp, thanh to§n trֽc tuyԒn chҼa ph֡ biԒn, d֗ch vֱ chuyԜn ph§t v¨ 

ho¨n tӸt ĽҺn h¨ng chҼa theo k֗p nhu cӺu. 

 B°n cӴnh Ľ·, thҼҺng mӴi Ľi֓n tֹ xuy°n bi°n gi֧i v¨ b§n h¨ng Ľa k°nh Ľang 

n֡i l°n nhanh ch·ng. ņ֟ng th֩i, sֽ kh§c bi֓t l֧n giֻa c§c Ľ֗a phҼҺng vԚ hӴ tӺng 

c¹ng ngh֓ th¹ng tin v¨ truyԚn th¹ng, ĽԊc bi֓t l¨ t°n miԚn, v¨ thu nhԀp b³nh qu©n 

ĽӺu ngҼ֩i Ľ« g·p phӺn tӴo ra khoӶng c§ch rӸt l֧n trong ch֕ s֝ thҼҺng mӴi Ľi֓n 

tֹ. ņԜ thu hԌp khoӶng c§ch n¨y Ľ¸i h֛i sֽ quan t©m v¨ n֣ lֽc to l֧n cֳa c§c cҺ 

quan quӶn lĨ nh¨ nҼ֧c v¨ c§c t֡ chֵc li°n quan t֧i thҼҺng mӴi, ĽӺu tҼ, c¹ng 

ngh֓ th¹ng tin v¨ truyԚn th¹ng. 

1. 4Èҋ҃ÎÇ ÍѦÉ íÉѹn tҎ ØÕÙðÎ ÂÉðÎ ÇÉi҄  

Giao dΠch giυa doanh nghiΜp vαi doanh nghiΜp (B2B): 

Ngay tַ khi xuӸt hi֓n, Internet l¨ m֥t k°nh cung cӸp th¹ng tin th֗ trҼ֩ng 

nҼ֧c ngo¨i hi֓u quӶ cho c§c doanh nghi֓p kinh doanh xuӸt khӼu, nhԀp khӼu. V֧i 

sֽ ph§t triԜn cֳa Internet v¨ c§c c¹ng ngh֓ li°n quan, Internet ng¨y c¨ng tr֫ 

th¨nh m֥t c¹ng cֱ quan tr֙ng h֣ tr֯ c§c doanh nghi֓p Ľ¨m ph§n, giao kԒt h֯p 

Ľ֟ng.  

Theo khӶo s§t nŁm 2016 cֳa Cֱc ThҼҺng mӴi Ľi֓n tֹ v¨ C¹ng ngh֓ th¹ng 

tin tӴi c§c doanh nghi֓p xuӸt nhԀp khӼu, c· t֧i 32% doanh nghi֓p Ľ« thiԒt lԀp 

quan h֓ kinh doanh v֧i Ľ֝i t§c nҼ֧c ngo¨i qua k°nh trֽc tuyԒn, 11% tham gia 

c§c s¨n thҼҺng mӴi Ľi֓n tֹ v¨ 49% c· website.  

Trong s֝ doanh nghi֓p xuӸt nhԀp khӼu tham gia khӶo s§t c· website th³  tׁ 

l֓ website c· t°n miԚn .vn l¨ 46%, c· t°n miԚn qu֝c tԒ l¨ 54%, trong Ľ· c· t°n 

miԚn .com v¨ .net l¨ 51%. Tׁ l֓ website c· tiԒng nҼ֧c ngo¨i l¨ 63%. NhҼ vԀy, 

khuynh hҼ֧ng c§c doanh nghi֓p xuӸt nhԀp khӼu sֹ dֱng t°n miԚn qu֝c tԒ cho 

website cֳa m³nh ngҼ֯c ho¨n to¨n v֧i c§c doanh nghi֓p ch¼ tr֙ng t֧i th֗ trҼ֩ng 

trong nҼ֧c. 

C§c doanh nghi֓p cho biԒt gԊp g֭ trֽc tiԒp ĽԜ Ľ¨m ph§n v¨ kĨ h֯p Ľ֟ng 

vӾn l¨ k°nh hi֓u quӶ nhӸt. V֧i k°nh trֽc tuyԒn, email l¨ c¹ng cֱ chֳ yԒu phֱc vֱ 

giao kԒt h֯p Ľ֟ng. Xu hҼ֧ng c§c doanh nghi֓p xuӸt khӼu sֹ dֱng c§c s¨n 

thҼҺng mӴi Ľi֓n tֹ qu֝c tԒ uy t²n ng¨y c¨ng ph֡ biԒn do hi֓u quӶ Ľem lӴi tַ c§c 
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m¹ h³nh n¨y ng¨y c¨ng r» n®t v¨ cȈng l¨ xu hҼ֧ng sֹ dֱng cֳa c§c nh¨ nhԀp 

khӼu tr°n to¨n cӺu. 

Doanh nghi֓p xuӸt nhԀp khӼu tham gia mӴnh mԐ c§c s¨n thҼҺng mӴi Ľi֓n tֹ 

T²nh ĽԒn nŁm 2016 s֝ lҼ֯ng t¨i khoӶn th¨nh vi°n ֫ Vi֓t Nam tr°n website Alibaba.com 

ĽӴt mֵc 500.000 th¨nh vi°n. S֝ lҼ֯ng th¨nh vi°n tŁng trҼ֫ng trong giai ĽoӴn ba nŁm 

tr֫ lӴi Ľ©y trung b³nh l¨ 100.000 th¨nh vi°n m֧i m֣i nŁm, cao gӸp 10 lӺn giai ĽoӴn 

trҼ֧c 2009. 

Theo OSB, t֕ l֓ doanh nghi֓p Vi֓t Nam tham gia c§c chҼҺng tr³nh tҼ vӸn xuӸt khӼu 

trֽc tuyԒn v¨ c§c chҼҺng tr³nh Ľ¨o tӴo k׃ nŁng xuӸt khӼu trֽc tuyԒn th¹ng qua ĽҺn v֗ 

n¨y trong nŁm 2016 cȈng gia tŁng Ľ§ng kԜ. Cֱ thԜ Ľ֝i v֧i nh·m doanh nghi֓p Ľang c· 

nhu cӺu tham gia xuӸt khӼu trֽc tuyԒn ĽӴt gӺn 2.400 lҼ֯t, tŁng 34% so v֧i nŁm 2015 v¨ 

c§c ĽҺn v֗ tham gia Ľ¨o tӴo n©ng cao k׃ nŁng xuӸt khӼu trֽc tuyԒn ĽӴt tr°n 2.600 lҼ֯t, 

tŁng 27% so v֧i nŁm 2015. 

Ngo¨i ra, kh¹ng ch֕ c§c doanh nghi֓p vַa v¨ nh֛ ch¼ tr֙ng t֧i ֵng dֱng TMņT trong 

hoӴt Ľ֥ng xuӸt nhԀp khӼu m¨ c§c doanh nghi֓p l֧n cȈng Ľang chuyԜn d֗ch sang xu 

hҼ֧ng n¨y, coi Ľ©y l¨ m֥t c¹ng cֱ quan tr֙ng trong chiԒn lҼ֯c ph§t triԜn m֫ r֥ng th֗ 

trҼ֩ng. 

NŁm 2016 cȈng Ľ§nh dӸu bҼ֧c ĽӺu sֽ ph֝i h֯p cֳa m֥t loӴt c§c nh¨ cung cӸp d֗ch vֱ 

h֣ tr֯ doanh nghi֓p xuӸt khӼu trֽc tuyԒn th¹ng qua s¨n giao d֗ch TMņT. Cֱ thԜ l¨ li°n 

minh h֣ tr֯ xuӸt khӼu bao g֟m Alibaba, OSB, VPBank v¨ PTI v֧i g·i giӶi ph§p li°n 

kԒt h֣ tr֯ xuӸt khӼu trֽc tuyԒn d¨nh cho doanh nghi֓p tַ c¹ng ĽoӴn t³m kiԒm nh¨ nhԀp 

khӼu ĽԒn c§c kh©u ĽӶm bӶo t¨i ch²nh, ng©n h¨ng v¨ bӶo hiԜm h¨ng h·a xuӸt khӼu. 

NguΩn: C¹ng ty cΫ phͭn ņͭu t̯ v¨ C¹ng nghΜ OSB ï ņͧi lĨ μy quyΖn Ch²nh thοc cνa 

Tͻp Ľo¨n Alibaba tͧi ViΜt Nam 

C§c doanh nghi֓p xuӸt nhԀp khӼu cȈng t²ch cֽc tham gia c§c d֗ch vֱ c¹ng 

trֽc tuyԒn v¨ c· t֧i 86% doanh nghi֓p Ľ« §p dֱng hӶi quan Ľi֓n tֹ. 

Giao dΠch cνa kh§ch h¨ng c§ nh©n: 

MԊc d½ chҼa c· s֝ li֓u tin cԀy nhҼng theo khӶo s§t cֳa VECOM th³ c· sֽ 

kh¹ng c©n bԄng trong giao d֗ch trֽc tuyԒn qua bi°n gi֧i giֻa nhԀp khӼu v¨ xuӸt 

khӼu v֧i kh§ch h¨ng c§ nh©n. Kh§ch h¨ng c§ nh©n Vi֓t Nam mua h¨ng h·a v¨ 

d֗ch vֱ trֽc tuyԒn tַ nҼ֧c ngo¨i nhiԚu hҺn so v֧i kh§ch h¨ng c§ nh©n nҼ֧c 

ngo¨i mua sӶn phӼm trֽc tuyԒn tַ Vi֓t Nam. 

Nguy°n nh©n c· thԜ do h¨ng h·a cֳa nҼ֧c ngo¨i phong ph¼, Ľa dӴng, ph½ 

h֯p v֧i m֥t b֥ phԀn l֧n ngҼ֩i ti°u d½ng trong nҼ֧c, ĽԊc bi֓t l¨ gi֧i trԎ th¨nh 

th֗. Trong khi Ľ· phӺn l֧n doanh nghi֓p Vi֓t, ĽԊc bi֓t l¨ c§c doanh nghi֓p vַa 
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v¨ nh֛, chҼa ĽӺu tҼ Ľ¼ng mֵc cho hoӴt Ľ֥ng nghi°n cֵu t³m hiԜu th֗ hiԒu kh§ch 

h¨ng nҼ֧c ngo¨i ĽԜ b§n h¨ng trֽc tiԒp, kh¹ng qua c§c nh¨ ph©n ph֝i trung gian. 

Thֵ hai l¨ nhiԚu nh¨ b§n h¨ng trֽc tuyԒn to¨n cӺu nhҼ Amazon, eBay, 

Rakutené c· uy t²n rӸt cao. Trong khi Ľ·, nhֻng nh¨ b§n h¨ng trֽc tuyԒn trong 

nҼ֧c chҼa c· Ľֳ uy t²n v¨ sֽ tin cԀy cֳa ch²nh kh§ch h¨ng trong nҼ֧c.  

Thֵ ba l¨ chi ph² ho¨n tӸt ĽҺn h¨ng Ľ֝i v֧i c§c h֯p Ľ֟ng mua h¨ng trֽc 

tuyԒn tַ nҼ֧c ngo¨i thӸp hҺn chiԚu ngҼ֯c lӴi.  

Thֵ tҼ l¨ c§c nh¨ sӶn xuӸt Vi֓t Nam chҼa ch¼ tr֙ng Ľ¼ng mֵc t֧i k°nh 

xuӸt khӼu trֽc tuyԒn, trong khi chӸt lҼ֯ng, h³nh thֵc, gi§ cӶ cֳa nhiԚu sӶn phӼm 

trong nҼ֧c lӴi chҼa cӴnh tranh ĽҼ֯c v֧i c§c sӶn phӼm tҼҺng tֽ cֳa nhiԚu nҼ֧c 

kh§c. Ngo¨i ra, trong b֝i cӶnh to¨n cӺu h·a v¨ sֽ ph§t triԜn cֳa c¹ng ngh֓, 

thҼҺng nh©n cֳa m֥t nҼ֧c d֑ d¨ng b§n trֽc tuyԒn sӶn phӼm ֫ nҼ֧c kh§c t֧i th֗ 

trҼ֩ng to¨n cӺu. 

M֥t mԊt, cӺn c· sֽ h֣ tr֯ ĽԜ vi֓c mua h¨ng tַ nҼ֧c ngo¨i cֳa c§c kh§ch 

h¨ng c§ nh©n Vi֓t Nam thuԀn l֯i hҺn. NhҼng quan tr֙ng hҺn l¨ cӺn c· c§c bi֓n 

ph§p gi¼p Ľ֭, khuyԒn kh²ch ĽԜ thҼҺng nh©n Vi֓t Nam tŁng cҼ֩ng c§c k°nh b§n 

lԎ trֽc tuyԒn sӶn phӼm trong nҼ֧c cho kh§ch h¨ng ֫ nҼ֧c ngo¨i. Coi Ľ©y l¨ m֥t 

k°nh quan tr֙ng th¼c ĽӼy xuӸt khӼu trong giai ĽoӴn t֧i. 

XuӸt nhԀp khӼu trֽc tuyԒn B2C: TrҼ֩ng h֯p cֳa Fado 

S¨n giao d֗ch Fado.vn ra Ľ֩i nŁm 2014 nhԄm h֣ tr֯ kh§ch h¨ng tַ Vi֓t Nam mua h¨ng trֽc 

tuyԒn tr°n Amazon.com ĽҼ֯c thuԀn ti֓n, Ľ֟ng th֩i h֣ tr֯ thҼҺng nh©n Vi֓t Nam b§n h¨ng tr°n 

site thҼҺng mӴi Ľi֓n tֹ B2C l֧n nhӸt thԒ gi֧i n¨y. 

T֧i nay Fado h֣ tr֯ kh§ch h¨ng tַ Vi֓t Nam mua trֽc tuyԒn hҺn 800 tri֓u sӶn phӼm tr°n 

Amazon, trַ nhֻng sӶn phӼm ph§p luԀt Vi֓t Nam cӸm. Nhֻng sӶn phӼm kh§ch h¨ng Vi֓t mua 

nhiԚu nhӸt l¨ th֩i trang, Ľi֓n tֹ, Ľ֟ cho mԌ v¨ b®... TŁng trҼ֫ng doanh thu nŁm 2016 so v֧i 

nŁm 2015 l¨ 140% v¨ dֽ kiԒn nŁm 2017 sԐ tŁng gӸp Ľ¹i.  

HӺu hԒt sӶn phӼm tr°n Amazon.com ch֕ b§n n֥i Ľ֗a tӴi Hoa KȢ. H«ng n¨y ch֕ b§n trֽc tiԒp s§ch 

vԚ Vi֓t Nam. Do Ľ·, kh§ch h¨ng ֫ Vi֓t Nam mu֝n mua h¨ng tr°n Amazon.com th³ phӶi nh֩ 

ngҼ֩i v¨ Ľ֗a ch֕ tӴi M׃ ĽԜ mua. Sau Ľ· sֹ dֱng nhiԚu phҼҺng thֵc kh§c nhau ĽԜ chuyԜn h¨ng 

vԚ Vi֓t Nam. 

Th¹ng qua Fado ngҼ֩i ti°u d½ng tӴi Vi֓t Nam trӶi nghi֓m mua h¨ng xuy°n bi°n gi֧i nhҼ l¨ 

mua tӴi m֥t trang thҼҺng mӴi Ľi֓n tֹ trong nҼ֧c. Gi§ sӶn phӼm khi mua th¹ng qua Fado bԄng 

v֧i gi§ mua trֽc tiԒp tr°n Aamazon.com tӴi Hoa KȢ. Do Fado l¨ ĽҺn v֗ thֽc hi֓n d֗ch vֱ ho¨n 

tӸt ĽҺn h¨ng tr֙n g·i quy m¹ l֧n, tַ thanh to§n, vԀn chuyԜn, th¹ng quan, Ľ֡i trӶé n°n chi ph² 

thӸp hҺn kh§ch mua lԎ. HҺn nֻa, kh§ch h¨ng ĽҼ֯c ĽӶm bӶo quyԚn l֯i v¨ tr§nh ĽҼ֯c nhֻng rֳi 

ro trong giao thҼҺng qu֝c tԒ. 

Kh· khŁn l֧n nhӸt cֳa Fado l¨ th·i quen mua h¨ng qua mӴng nhҼng thanh to§n theo h³nh thֵc 
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nhԀn h¨ng trӶ tiԚn (COD) cֳa kh§ch h¨ng Vi֓t. Do h¨ng h·a kh¹ng c· sԈn tӴi Fado nhҼng tӸt cӶ 

giao d֗ch ĽԚu phӶi ĽҼ֯c thanh to§n cho Amazon trҼ֧c khi giao cho ngҼ֩i mua.  

Song song v֧i vi֓c h֣ tr֯ kh§ch h¨ng mua sԂm sӶn phӼm tr°n Amazon.com, Fado rӸt quan t©m 

vi֓c h֣ tr֯ c§c thҼҺng nh©n b§n h¨ng tr°n site n¨y. T֧i nay, Fado Ľ« h֣ tr֯ ĽҼ֯c 20 doanh 

nghi֓p v֧i hҺn 100 sӶn phӼm tַ Vi֓t Nam b§n tr°n Amazon.com. Nhֻng sӶn phӼm chֳ yԒu l¨ 

thֳ c¹ng m׃ ngh֓ truyԚn th֝ng, chŁm s·c sֵc kh֛e v¨ l¨m ĽԌp tַ thi°n nhi°n hay c§c sӶn phӼm 

m§y m·c c· c¹ng dֱng ĽԊc th½ do ngҼ֩i Vi֓t sӶn xuӸt. 

Khi thֽc hi֓n vi֓c xuӸt khӼu v֧i quy m¹ nh֛ th³ c§c doanh nghi֓p sԐ kh¹ng Ľֳ ngu֟n lֽc nԂm 

vֻng tӸt cӶ c§c vӸn ĽԚ li°n quan ĽԒn b§n h¨ng t֧i ngҼ֩i d½ng cu֝i ֫ nҼ֧c ngo¨i, bao g֟m ch²nh 

s§ch nhԀp khӼu, hӶi quan, thanh to§n, tiԒp th֗, hԀu m«i... Fado sԐ tҼ vӸn ch²nh s§ch b§n h¨ng, 

hԀu m«i, dֽ to§n c§c chi ph² ĽԜ hoӴch Ľ֗nh gi§ b§n cӴnh tranh v֧i c§c sӶn phӼm kh§c tr°n 

Amazon.com. Fado cȈng h֣ tr֯ thֽc hi֓n ĽӺy Ľֳ c§c ti°u chuӼn, chֵng nhԀn ph½ h֯p v֧i y°u 

cӺu th֗ trҼ֩ng Hoa KȢ n·i chung v¨ Amazon.com n·i ri°ng cho tַng sӶn phӼm cֱ thԜ. Khi Ľ· 

doanh nghi֓p sԐ ho¨n to¨n an t©m ĽԜ chuy°n t©m v¨o nhi֓m vֱ sӶn xuӸt, cung ֵng h¨ng h·a.  

T²n hi֓u Ľ§ng mַng l¨ tַ nhֻng giao d֗ch xuӸt khӼu B2C th¨nh c¹ng tr°n Amazon, Fado Ľ« 

gi¼p mang lӴi cho m֥t s֝ nh¨ sӶn xuӸt Vi֓t Nam nhֻng giao d֗ch B2B quy m¹ l֧n v֧i nhiԚu 

Ľ֝i t§c nҼ֧c ngo¨i. 

Theo Fado, ĽԜ xuӸt khӼu trֽc tuyԒn theo k°nh B2C th¨nh c¹ng, b°n cӴnh sӶn phӼm t֝t th³ uy t²n 

ngҼ֩i b§n v¨ phӶn h֟i cֳa c֥ng Ľ֟ng mua h¨ng l¨ hai yԒu t֝ quan tr֙ng nhӸt ĽԜ ĽӶm bӶo giao 

d֗ch B2C th¨nh c¹ng. Trong khi Ľ· c§c nh¨ cung cӸp Vi֓t Nam chҼa quan t©m x©y dֽng hai 

yԒu t֝ n¨y. ņ֝i v֧i nhԀp khӼu trֽc tuyԒn, c§c cҺ chԒ, ch²nh s§ch, ngh֗ Ľ֗nh, th¹ng tҼ hҼ֧ng dӾn 

giao d֗ch thҼҺng mӴi Ľi֓n tֹ qua bi°n gi֧i chҼa r» r¨ng cȈng khiԒn nhֻng ĽҺn v֗ cung cӸp d֗ch 

vֱ nhҼ Fado gԊp nhiԚu kh· khŁn. 

NguΩn: Fado.vn 

Du lΠch trχc tuyΔn: 

Du l֗ch trֽc tuyԒn l¨ m֥t lǫnh vֽc ph§t triԜn mӴnh cֳa thҼҺng mӴi Ľi֓n tֹ 

qua bi°n gi֧i. Theo s֝ li֓u cֳa Li°n H֯p qu֝c, ch©u Ć c· t֧i 1,4 tׁ ngҼ֩i ֫ Ľ֥ 

tu֡i d©n s֝ v¨ng v֧i tu֡i tַ 15-34, trong Ľ· ӷn ņ֥ c· 459 tri֓u, Trung Qu֝c c· 

414 tri֓u, Indonesia c· 85 tri֓u, Philippines c· 35 tri֓u v¨ Vi֓t Nam c· 32 tri֓u. 

NŁm 2016, T֡ chֵc Du l֗ch Li°n h֯p qu֝c (UNWTO) cho rԄng d©n s֝ v¨ng c· 

vai tr¸ l֧n trong vi֓c th¼c ĽӼy sֽ tŁng trҼ֫ng cֳa ng¨nh du l֗ch. T֡ chֵc n¨y 

cȈng nhԀn Ľ֗nh cu֥c c§ch mӴng c¹ng ngh֓ v¨ Ӷnh hҼ֫ng mӴnh mԐ cֳa truyԚn 

th¹ng x« h֥i l¨ yԒu t֝ quan tr֙ng tӴo n°n sֽ ph§t triԜn nhanh ch·ng cֳa ng¨nh du 

l֗ch trong nhֻng nŁm gӺn Ľ©y. Sֽ gia tŁng mӴnh cֳa tӺng l֧p kh§ch lԎ (free and 

independent traveler ï FIT) sֹ dֱng d֗ch vֱ du l֗ch trֽc tuyԒn (online travel 

agents ï OTAs) Ľ« thay Ľ֡i Ľ§ng kԜ th֗ trҼ֩ng du l֗ch. HҺn nֻa, ĽiԚu n¨y Ľ« 

khiԒn cho c§c ĽiԜm ĽԒn v¨ c§c c¹ng ty du l֗ch phӶi ĽҼa ra nhֻng giӶi ph§p c¹ng 

ngh֓ ti°n tiԒn Ľ§p ֵng nhu cӺu cֳa tӺng l֧p kh§ch lԎ n¨y trong su֝t th֩i gian du 

l֗ch cֳa h֙. 
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NhԄm th֛a m«n nhu cӺu cֳa tӺng l֧p kh§ch lԎ, ĽԊc bi֓t l¨ kh§ch lԎ thu֥c 

d©n s֝ v¨ng, v֧i sֽ ph§t triԜn nhanh cֳa c¹ng ngh֓ di Ľ֥ng v¨ c§c s¨n cung cӸp 

d֗ch vֱ du l֗ch Ľ« dӾn t֧i sֽ m֫ r֥ng cֳa kinh tԒ chia sԎ (sharing ecomomy). 

ņ©y l¨ m֥t t§c Ľ֥ng s©u sԂc cֳa du kh§ch l°n lǫnh vֽc du l֗ch ch©u Ć. 

Trong nŁm 2016, eMarketer Ҽ֧c t²nh doanh s֝ du l֗ch trֽc tuyԒn to¨n cӺu 

sԐ tŁng 13,8% v¨ ĽӴt khoӶng 565 tׁ USD. Th֗ trҼ֩ng ch©u Ć ï Th§i B³nh DҼҺng 

v¨ ch©u M׃ La tinh g·p phӺn chֳ yԒu cho sֽ tŁng trҼ֫ng nhanh n¨y. Th֗ trҼ֩ng 

BԂc M׃ vӾn l¨ th֗ trҼ֩ng du l֗ch trֽc tuyԒn l֧n nhӸt nŁm, nhҼng tַ nŁm 2017, 

ch©u Ć ï Th§i B³nh DҼҺng sԐ chiԒm ng¹i ĽӺu (s֧m hҺn m֥t nŁm so v֧i dֽ b§o 

trҼ֧c Ľ·). Sֽ tŁng trҼ֫ng nhanh ch·ng cֳa du l֗ch trֽc tuyԒn ֫ Trung Qu֝c l¨ 

Ľ֥ng lֽc ch²nh cho sֽ thay Ľ֡i n¨y. Tuy nhi°n, nhiԚu nҼ֧c kh§c ֫ khu vֽc n¨y 

cȈng c· Ľ¨ tŁng trҼ֫ng du l֗ch trֽc tuyԒn nhanh hҺn dֽ b§o. 

Du l֗ch trֽc tuyԒn tŁng trҼ֫ng mӴnh ֫ Vi֓t Nam. Tuy nhi°n, tׁ l֓ l֧n 

kh§ch ra v¨ v¨o Vi֓t Nam (outbound v¨ inbound) sֹ dֱng d֗ch vֱ cֳa c§c s¨n du 

l֗ch trֽc tuyԒn nҼ֧c ngo¨i. ThԀm ch², tׁ l֓ kh§ch du l֗ch n֥i Ľ֗a sֹ dֱng d֗ch vֱ 

cֳa c§c s¨n du l֗ch trֽc tuyԒn nҼ֧c ngo¨i l¨ kh¹ng nh֛. 

Du l֗ch trֽc tuyԒn chֳ yԒu rҺi v¨o c§c h«ng nҼ֧c ngo¨i 

ņ©y l¨ nhԀn Ľ֗nh cֳa h«ng b§n v® m§y bay v¨ du l֗ch trֽc tuyԒn Gotadi.com. H«ng n¨y 

Ľ§nh gi§ du l֗ch trֽc tuyԒn ֫ Vi֓t Nam tŁng trҼ֫ng mӴnh mԐ trong nhֻng nŁm qua do 

c§c nguy°n nh©n sau: 

1. NԚn kinh tԒ Vi֓t Nam v¨ khu vֽc duy tr³ sֽ tŁng trҼ֫ng kh§ cao, tӺng l֧p trung 

lҼu tŁng nhanh. 

2. NhiԚu h«ng h¨ng kh¹ng gi§ rԎ hoӴt Ľ֥ng mӴnh mԐ gi¼p nhiԚu ngҼ֩i c· thԜ Ľi du 

l֗ch. NŁm 2016, tŁng trҼ֫ng h¨ng kh¹ng n֥i Ľ֗a tŁng hҺn 30% so v֧i nŁm 2015. 

3. Internet ph§t triԜn mӴnh hԀu thuӾn sֽ tŁng trҼ֫ng nhanh cֳa du l֗ch trֽc tuyԒn. 

4. Vi֓t Nam tiԒp tֱc l¨ ĽiԜm ĽԒn an to¨n, thu h¼t ĽҼ֯c kh§ch du l֗ch qu֝c tԒ, ĽԊc 

bi֓t kh§ch du l֗ch trong khu vֽc. LҼ֯ng kh§ch ĽԒn Vi֓t Nam nŁm 2016 tŁng 

hҺn 20% so v֧i nŁm 2015. 

5. D©n s֝ trԎ c· khӶ nŁng giao tiԒp tiԒng Anh kh§ t֝t th¼c ĽӼy h³nh thֵc Ľi du l֗ch 

c§ nh©n (FIT). 

Tuy nhi°n tӴi Vi֓t Nam c§c h«ng du l֗ch trֽc tuyԒn (online travel agents ï OTAs) nҼ֧c 

ngo¨i, ĽԊc bi֓t l¨ Hoa KȢ, Ľang th֝ng lǫnh th֗ trҼ֩ng do c· l֯i thԒ vԚ c¹ng ngh֓, ngu֟n 

v֝n lӴi kh¹ng phӶi Ľ·ng thuԒ. Agoda v¨ Booking l¨ hai OTAs dӾn ĽӺu v¨ chiԒm hҺn 

80% th֗ phӺn ĽԊt ph¸ng trֽc tuyԒn. H֙ §p ĽӶo cӶ hai mӶng: kh§ch du l֗ch Vi֓t Nam Ľi 

trong nҼ֧c v¨ nҼ֧c ngo¨i cȈng nhҼ kh§ch nҼ֧c ngo¨i ĽԒn Vi֓t Nam. 

Th֗ phӺn ĽԊt ph¸ng trֽc tuyԒn tӴi c§c kh§ch sӴn ֫ Vi֓t Nam Ľang tŁng nhanh ï thҼ֩ng 

chiԒm 30-40% t֡ng lҼ֯ng kh§ch cֳa m֣i kh§ch sӴn. ThԀm ch² c· nhֻng kh§ch sӴn 
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kh§ch tׁ l֓ ĽԊt ph¸ng trֽc tuyԒn chiԒm ĽԒn 80%. 

Theo t²nh to§n cֳa Gotadi, Agoda nŁm 2016 thu ĽҼ֯c hҺn 4.000 tׁ Ľ֟ng ri°ng tӴi c§c 

kh§ch sӴn ֫ Vi֓t Nam. 

NguΩn: Gotadi.com 

2. Quѧng ÃÜÏ ÔÒҐc tuyѵn 

NŁm 2016 chֵng kiԒn mӴng x« h֥i vҼ֯t qua c¹ng cֱ t³m kiԒm ĽԜ tr֫ th¨nh 

phҼҺng ti֓n quӶng c§o trֽc tuyԒn ĽҼ֯c doanh nghi֓p sֹ dֱng nhiԚu nhӸt v֧i c§c 

tׁ l֓ tҼҺng ֵng l¨ 47% v¨ 41%. Email tiԒp tֱc l¨ k°nh quӶng c§o ĽҼ֯c nhiԚu 

doanh nghi֓p quan t©m (36%). QuӶng c§o qua b§o Ľi֓n tֹ v¨ b§o giӸy kh§ ֡n 

Ľ֗nh v֧i c§c tׁ l֓ tҼҺng ֵng l¨ 34% v¨ 20%. QuӶng c§o tr°n truyԚn h³nh c· xu 

hҼ֧ng giӶm v¨ ֡n Ľ֗nh dӺn ֫ mֵc xӸp x֕ 10-13%. 

MӴng x« h֥i kh¹ng nhֻng ĽҼ֯c sֹ dֱng nhiԚu nhӸt m¨ c¸n ĽҼ֯c coi l¨ 

k°nh quӶng c§o hi֓u quӶ tҼҺng ĽҼҺng v֧i c¹ng cֱ t³m kiԒm, 46% doanh nghi֓p 

cho biԒt quӶng c§o tr°n mӴng x« h֥i ĽӴt hi֓u quӶ cao trong khi tׁ l֓ n¨y v֧i c¹ng 

cֱ t³m kiԒm l¨ 44%. 

KԒt quӶ khӶo s§t doanh nghi֓p n¨y cֳa VECOM ph½ h֯p v֧i m֥t cu֥c 

khӶo s§t Ľ֥c lԀp kh§c v֧i Ľ֝i tҼ֯ng tham gia l¨ c§c kh§ch h¨ng c§ nh©n mua sԂm 

trֽc tuyԒn. C· t֧i 67% kh§ch h¨ng c§ nh©n ch֙n lֽa website hay ֵng dֱng di 

Ľ֥ng ĽԜ mua sԂm sau khi xem b³nh luԀn, Ľ§nh gi§ tr°n mӴng, ĽԊc bi֓t l¨ c§c 

mӴng x« h֥i. ņ§ng ch¼ Ĩ l¨ yԒu t֝ thֵ hai t§c Ľ֥ng t֧i quyԒt Ľ֗nh Ľ֗a ch֕ sԐ mua 

sԂm trֽc tuyԒn vӾn dֽa v¨o sֽ gi֧i thi֓u cֳa bӴn b¯ v¨ ngҼ֩i th©n (47%), trong 

khi c§c quӶng c§o tr°n b§o Ľi֓n tֹ, b§o giӸy v¨ tivi ch֕ Ľֵng thֵ ba (33%).  

Tuy nhi°n, c¸n t֧i 17% doanh nghi֓p tham gia khӶo s§t cho biԒt chҼa triԜn 

khai bӸt kȢ hoӴt Ľ֥ng quӶng c§o trֽc tuyԒn n¨o. 

Theo khӶo s§t cֳa VECOM, doanh thu cֳa to¨n b֥ th֗ trҼ֩ng quӶng c§o 

trֽc tuyԒn vӾn tr°n Ľ¨ tŁng trҼ֫ng mӴnh. Ngo¨i c§c doanh nghi֓p, Ľ¹ng ĽӶo 

thҼҺng nh©n l¨ nhֻng h֥ kinh doanh v¨ c§ nh©n Ľ« khai th§c l֯i thԒ cֳa b§n 

h¨ng trֽc tuyԒn. Th¨nh phӺn n¨y Ľ« g·p phӺn Ľ§ng kԜ v¨o sֽ tŁng trҼ֫ng cֳa 

quӶng c§o tr°n c§c mӴng x« h֥i. 

B°n cӴnh nhֻng h«ng quӶng c§o trֽc tuyԒn kh֡ng l֟ th֝ng tr֗ th֗ trҼ֩ng 

thԒ gi֧i nhҼ Google hay Facebook, m֥t s֝ c¹ng ty quӶng c§o nҼ֧c ngo¨i Ľ« ch¼ 

Ĩ t֧i tiԚm nŁng to l֧n cֳa th֗ trҼ֩ng quӶng c§o trֽc tuyԒn Vi֓t Nam. Trong Ľ·, 

m֥t s֝ c¹ng ty h¨ng ĽӺu trong lǫnh vֽc tiԒp th֗ li°n kԒt (affiliate marketing) v¨ 

tiԒp th֗ tֽ Ľ֥ng (programmatic marketing) Ľ« hi֓n di֓n hoԊc c· nhֻng hoӴt Ľ֥ng 

th©m nhԀp th֗ trҼ֩ng. 
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TiԒp th֗ tֽ Ľ֥ng tr°n Ľ¨ tŁng trҼ֫ng mӴnh mԐ 

Xu hҼ֧ng tiԒp th֗ tֽ Ľ֥ng (programmatic marketing) tr°n thԒ gi֧i Ľang ph§t triԜn mӴnh 

mԐ. Theo eMarketer, nŁm 2015 ֫ Hoa KȢ mua quӶng c§o tֽ Ľ֥ng l°n t֧i 14,9 tׁ USD 

trong t֡ng s֝ 58,6 tׁ USD cֳa to¨n th֗ trҼ֩ng quӶng c§o trֽc tuyԒn. Con s֝ n¨y cao 

hҺn gӺn 5 tׁ USD so v֧i quy m¹ tiԒp th֗ tֽ Ľ֥ng nŁm 2014. CȈng theo eMarketer, tiԒp 

th֗ tֽ Ľ֥ng gi¼p c§c nh¨ tiԒp th֗ b§n lԎ c§ nh©n h·a trӶi nghi֓m mua sԂm cֳa kh§ch 

h¨ng v¨ dֽ b§o nŁm 2016 ֫ Hoa KȢ h³nh thֵc tiԒp th֗ n¨y sԐ chiԒm t֧i 80% to¨n b֥ 

tiԒp th֗ hiԜn th֗ (digital display ads) trong ng¨nh b§n lԎ trֽc tuyԒn. 

H³nh thֵc tiԒp th֗ tֽ Ľ֥ng Ľ« ĽҼ֯c m֥t s֝ doanh nghi֓p kinh doanh trֽc tuyԒn ֫ Vi֓t 

Nam sֹ dֱng v¨ nhiԚu doanh nghi֓p kh§c Ľang quan t©m do nhֻng l֯i ²ch m¨ n· mang 

lӴi. Ch²nh v³ vԀy tӴi H֥i thӶo Criteo Live v֧i chֳ ĽԚ ñLҼ֧t web mua h¨ng: Kh§m ph§ 

h¨nh tr³nh kh§ch h¨ng s֝ò di֑n ra tӴi Tp. H֟ Ch²nh Minh ng¨y 3/11/2016 Ľ« c· Ľ¹ng 

ĽӶo ĽӴi biԜu tham gia. 

Criteo l¨ m֥t trong nhֻng h«ng ti°n phong trong lǫnh vֽc tiԒp th֗ tֽ Ľ֥ng tr°n thԒ gi֧i 

v¨ Ľ« c· m֥t s֝ doanh nghi֓p trֽc tuyԒn h¨ng ĽӺu ֫ Vi֓t Nam l¨ kh§ch h¨ng cֳa h«ng 

n¨y. TӴi h֥i thӶo, chuy°n gia Alban Villani cֳa Criteo Ľ« nhӸn mӴnh Criteo l¨ m֥t 

doanh nghi֓p cung cӸp d֗ch vֱ quӶng c§o ti°n phong, v֧i khӶ nŁng thu thԀp v¨ ph©n 

t²ch cҺ s֫ dֻ li֓u kh֡ng l֟ 600 Terabytes m֣i ng¨y v¨ 4 tׁ sӶn phӼm, c¹ng ty Ľ« tӴo ra 

doanh thu m֣i ng¨y sau click l°n t֧i 60 tri֓u USD. H«ng ĽӴt ĽҼ֯c t֝c Ľ֥ tŁng trҼ֫ng 

kinh doanh nhanh ch·ng v֧i s¨n tiԒp th֗ (marketing platform) h֣ tr֯ vi֓c mua b§n 

quӶng c§o tֽ Ľ֥ng hi֓u quӶ v¨ t֧i nay Ľ« cung cӸp d֗ch vֱ ֫ tr°n 90 nҼ֧c.  

NhiԚu chuy°n gia cֳa Criteo v¨ c§c di֑n giӶ t֧i tַ c§c doanh nghi֓p trֽc tuyԒn ti°n 

phong ֫ Vi֓t Nam c½ng c§c ĽӴi biԜu Ľ« trao Ľ֡i s¹i n֡i c§c vӸn ĽԚ li°n quan t֧i quӶng 

c§o tֽ Ľ֥ng n·i chung cȈng nhҼ nhֻng sӶn phӼm, d֗ch vֱ, chŁm s·c kh§ch h¨ng cֳa 

Criteo. H֥i thӶo n¨y Ľ« g·p phӺn n©ng cao nhԀn thֵc cֳa nhiԚu doanh nghi֓p vԚ tiԚm 

nŁng v¨ cҺ h֥i to l֧n m¨ tiԒp th֗ tֽ Ľ֥ng mang lӴi. 

http://www.vecom.vn/tin-tuc/cong-nghe/tiep-thi-tu-dong-tren-da-tang-truong-manh-me  

3. "ÜÎ ÈÛÎÇ íÁ ËðÎÈ 

Trong nŁm 2016 xu hҼ֧ng b§n h¨ng Ľa k°nh (omni channel) Ľ« tr֫ n°n r» 

r¨ng ֫ Vi֓t Nam. ņiԚu n¨y ĽҼ֯c thԜ hi֓n qua sֽ ki֓n thҼҺng mӴi Ľi֓n tֹ l֧n 

nhӸt nŁm l¨ Ng¨y mua sԂm trֽc tuyԒn (Online Friday) ĽҼ֯c t֡ chֵc v¨o thֵ S§u 

ĽӺu ti°n cֳa th§ng 12.  

Theo Ban t֡ chֵc Ng¨y mua sԂm trֽc tuyԒn, nhiԚu nh¨ b§n lԎ h¨ng ĽӺu nhҼ 

ThԒ gi֧i di Ľ֥ng, FPTShop, Viettel Store, Pico, Nguy֑n Kim, Lotteé Ľ« hҼ֫ng 

ֵng t²ch cֽc v¨ ĽҺn h¨ng tŁng trҼ֫ng mӴnh cӶ k°nh trֽc tuyԒn v¨ truyԚn th֝ng. 

HҺn thԒ, nhiԚu nh¨ sӶn xuӸt nhҼ Acer, Asus, HP, Oppo, Nagakawa Ľ« cung cӸp 

khuyԒn m«i t֝t cho ngҼ֩i ti°u d½ng, Ľ֟ng th֩i h֣ tr֯ c§c doanh nghi֓p b§n lԎ. 

http://www.vecom.vn/tin-tuc/cong-nghe/tiep-thi-tu-dong-tren-da-tang-truong-manh-me
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NgҼ֩i ti°u d½ng c· thԜ lӸy coupon/voucher ĽԜ ĽԒn mua sԂm tӴi c§c cֹa h¨ng, 

trung t©m thҼҺng mӴi tham gia Ng¨y mua sԂm trֽc tuyԒn. 

XuӸt hi֓n ng¨y c¨ng nhiԚu nhֻng nh¨ b§n lԎ trֽc tuyԒn m֫ th°m c§c cֹa 

h¨ng thֽc v¨ ngҼ֯c lӴi. Hai v² dֱ ĽiԜn h³nh l¨ c§c nh¨ b§n lԎ h¨ng ĽӺu thԒ gi֧i 

Amazon v¨ Walmart. Theo nhԀn Ľ֗nh cֳa Hi֓p h֥i B§n lԎ Vi֓t Nam, phҼҺng 

thֵc b§n lԎ ñĽҺn k°nhò, tֵc l¨ ch֕ b§n tӴi cֹa h¨ng hoԊc trֽc tuyԒn sԐ giӶm dӺn 

v¨ b֗ thay thԒ dӺn b֫i phҼҺng thֵc b§n lԎ Ľa k°nh. PhҼҺng thֵc b§n lԎ Ľa k°nh 

c· Ĩ nghǫa then ch֝t trong tiԒp cԀn v¨ gԂn kԒt kh§ch h¨ng trong th֩i ĽӴi kinh tԒ 

s֝. C§c nh¨ b§n lԎ phӶi tӴo ra trӶi nghi֓m mua sԂm hӸp dӾn cho kh§ch h¨ng v֧i 

c§c c¹ng ngh֓ h³nh Ӷnh ba chiԚu (hologram), thֽc tԒ Ӷo (virtual reality) v¨ di 

Ľ֥ng. Theo Nielsen, ranh gi֧i giֻa thԒ gi֧i thԀt v¨ thԒ gi֧i Ӷo Ľ« m֩ nhӴt, kԜ cӶ 

trong lǫnh vֽc mua sԂm. Ng¨y c¨ng nhiԚu kh§ch h¨ng t³m kiԒm trֽc tuyԒn sau Ľ· 

mua sԂm thֽc tԒ (webrooming) cȈng nhҼ t³m kiԒm thֽc tԒ, sau Ľ· mua sԂm trֽc 

tuyԒn (showrooming). Sֽ kԒt h֯p ñthֽcò v¨ ñӶoò gia tŁng sֽ ti֓n l֯i cho kh§ch 

h¨ng. C§ch so s§nh gi§ cֳa ngҼ֩i ti°u d½ng cȈng di֑n ra tr°n kh¹ng gian s֝, ĽԊc 

bi֓t l¨ tַ Ľi֓n thoӴi di Ľ֥ng. 

Theo m֥t cu֥c khӶo s§t ngҼ֩i ti°u d½ng Vi֓t Nam nŁm 2016, tׁ l֓ truy cԀp 

Internet chֳ yԒu tַ Ľi֓n thoӴi di Ľ֥ng (89%), cao hҺn tׁ l֓ tַ m§y t²nh ĽԜ b¨n v¨ 

x§ch tay. C· 48% ngҼ֩i trӶ l֩i h¨ng ng¨y truy cԀp Internet tַ thiԒt b֗ di Ľ֥ng ĽԜ 

t³m kiԒm th¹ng tin vԚ h¨ng h·a d֗ch vֱ mu֝n mua sԂm. ņ֟ng th֩i, Ľi֓n thoӴi di 

Ľ֥ng ĽҼ֯c sֹ dֱng nhiԚu nhӸt (79%) ĽԜ t³m kiԒm th¹ng tin trҼ֧c khi mua sԂm so 

v֧i m§y t²nh (73%) hay h֛i trֽc tiԒp tַ bӴn b¯ v¨ ngҼ֩i th©n (33%). VԚ ph²a 

doanh nghi֓p, khӶo s§t EBI cho thӸy 15% doanh nghi֓p c· ֵng dֱng b§n h¨ng 

tr°n thiԒt b֗ di Ľ֥ng. ņ« t֧i th֩i ĽӴi sֽ cӴnh tranh giֻa c§c cֹa h¨ng b§n lԎ di֑n 

ra quyԒt li֓t tӴi c§c ֵng dֱng Ľi֓n thoӴi di Ľ֥ng. 

C§c nh¨ b§n lԎ trֽc tuyԒn v¨ truyԚn th֝ng cֳa Vi֓t Nam cӺn nԂm bԂt xu thԒ 

n¨y v¨ nhanh ch·ng ph֝i h֯p v֧i c§c doanh nghi֓p li°n quan, bao g֟m c§c nh¨ 

sӶn xuӸt v¨ cung cӸp, ho¨n tӸt ĽҺn h¨ng, c¹ng ngh֓ th¹ng tin, tiԒp th֗é ĽiԚu 

ch֕nh chiԒn lҼ֯c kinh doanh.  

4. (ÏÛÎ ÔѨÔ í҃Î ÈÛÎÇ 

Trong giai ĽoӴn h³nh th¨nh thҼҺng mӴi Ľi֓n tֹ ֫ nҼ֧c ta (1998 ï 2005), 

phӺn l֧n c§c doanh nghi֓p b§n h¨ng trֽc tuyԒn c֝ gԂng tֽ cung cӸp d֗ch vֱ ho¨n 

tӸt ĽҺn h¨ng. Sang giai ĽoӴn ph֡ cԀp (2006 ï 2015) nhֻng nh¨ b§n h¨ng trֽc 

tuyԒn l֧n thҼ֩ng kԒt h֯p d֗ch vֱ ho¨n tӸt ĽҺn h¨ng cֳa m³nh v֧i thu° ngo¨i. 

D֗ch vֱ chuyԜn ph§t v¨ ho¨n tӸt ĽҺn h¨ng ֫ Vi֓t Nam chҼa theo k֗p xu hҼ֧ng 

ph§t triԜn mӴnh mԐ cֳa thҼҺng mӴi Ľi֓n tֹ. Sֽ  gԂn kԒt giֻa c§c doanh nghi֓p 

chuyԜn ph§t v֧i doanh nghi֓p b§n h¨ng trֽc tuyԒn chҼa cao.  
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Hi֓p h֥i ThҼҺng mӴi Ľi֓n tֹ Ľ§nh gi§ tַ nŁm 2016 thҼҺng mӴi Ľi֓n tֹ 

nҼ֧c ta sԐ bҼ֧c sang giai ĽoӴn ph§t triԜn nhanh. ņ©y l¨ cҺ h֥i to l֧n cho c§c 

doanh nghi֓p cung cӸp d֗ch vֱ chuyԜn ph§t v¨ ho¨n tӸt ĽҺn h¨ng, Ľ֟ng th֩i Ľ¸i 

h֛i sֽ li°n kԒt chԊt chԐ hҺn giֻa c§c doanh nghi֓p n¨y v֧i c§c doanh nghi֓p 

thҼҺng mӴi Ľi֓n tֹ.  

SӶn xuӸt v¨ ph©n ph֝i Ľang chֵng kiԒn xu hҼ֧ng sӶn phӼm ng¨y c¨ng thu 

nh֛, b§n h¨ng Ľa k°nh, sӶn xuӸt ph©n t§n (Decentralization of Production) v¨ s֝ 

h·a sӶn phӼm. ņiԚu n¨y t§c Ľ֥ng mӴnh mԐ t֧i hoӴt Ľ֥ng cֳa c§c doanh nghi֓p 

thҼҺng mӴi Ľi֓n tֹ, logistics v¨ ho¨n tӸt ĽҺn h¨ng, sӶn xuӸt c¨ng ng¨y c¨ng gӺn 

v֧i ngҼ֩i ti°u d½ng hҺn.
1
 

V֧i th֗ trҼ֩ng ho¨n tӸt ĽҺn h¨ng tŁng nhanh, trong nŁm 2016 c§c doanh 

nghi֓p logistics bԂt ĽӺu ch¼ tr֙ng t֧i vi֓c tham gia th֗ trҼ֩ng n¨y.  

TŁng cҼ֩ng h֯p t§c giֻa lǫnh vֽc Logistics v¨ ThҼҺng mӴi Ľi֓n tֹ 

Ng¨y 9 th§ng 12 nŁm 2016, tӴi TP H֟ Ch² Minh, Hi֓p h֥i Doanh nghi֓p d֗ch vֱ 

Logistics Vi֓t Nam v¨ Hi֓p h֥i ThҼҺng mӴi Ľi֓n tֹ Vi֓t Nam c½ng th֝ng nhӸt kĨ kԒt 

th֛a thuԀn h֯p t§c v֧i nhֻng n֥i dung sau: 

1- N©ng cao nhԀn thֵc vԚ E-commerce v¨ E-logistics cȈng nhҼ t²nh chiԒn lҼ֯c cֳa E-

commerce cho h֥i vi°n hai b°n. 

2- KԒt n֝i h֥i vi°n c· nhu cӺu giֻa hai Hi֓p h֥i sֹ dֱng d֗ch vֱ cֳa nhau, trҼ֧c mԂt l¨ 

ph§t triԜn d֗ch vֱ logistics ph§t chuyԜn nhanh (delivery logistics) v¨ ho¨n tӸt ĽҺn h¨ng 

(fulfillment logistics). Hai b°n h֯p t§c, t³m c§ch h֣ tr֯ trong vi֓c giӶm th֩i gian giao 

nhԀn chֵng tַ D/O, HBL theo h³nh thֵc COD sang h³nh thֵc e-commerce, §p dֱng e-

marketingé 

3- Ph֝i h֯p trong c¹ng t§c tҼ vӸn phӶn bi֓n x« h֥i vԚ ch²nh s§ch, ph§p luԀt li°n quan 

ĽԒn vi֓c ph§t triԜn thҼҺng mӴi Ľi֓n tֹ v¨ logistics. 

4- Ph֝i h֯p trong c¹ng t§c truyԚn th¹ng, h֥i ngh֗, h֥i thӶo vԚ thҼҺng mӴi Ľi֓n tֹ v¨ 

logistics c· li°n quan, t֡ chֵc c§c h֥i thӶo, Ľ֝i thoӴi t³m giӶi ph§p ph§t triԜn d֗ch vֱ 

giao/nhԀn h¨ng B2C hoԊc B2B; trong c¹ng t§c h֯p t§c qu֝c tԒ li°n quan. 

5- C§c hoӴt Ľ֥ng h֣ tr֯ kh§c m¨ hai b°n th֛a thuԀn, nhҼ vӸn ĽԚ edocuments, hoӴt Ľ֥ng 

quӶn lĨ kho b«i, §p dֱng c¹ng ngh֓ th¹ng tin v¨o c§c hoӴt Ľ֥ng logistics, Ľ¨o tӴo c¹ng 

ngh֓ th¹ng tin... 

Ngu֟n: www.vecom.vn  

 

                                                
1 MIT Center for Transportation and Logistics 

http://www.vecom.vn/
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Ng¨y 08 th§ng 8 nŁm 2016 Thֳ tҼ֧ng Ch²nh phֳ ban h¨nh QuyԒt Ľ֗nh s֝ 

1563/Qņ-TTg ph° duy֓t KԒ hoӴch t֡ng thԜ ph§t triԜn thҼҺng mӴi Ľi֓n tֹ giai 

ĽoӴn 2016 ï 2020. Theo QuyԒt Ľ֗nh n¨y, t֧i nŁm 2020 cӺn x©y dֽng mӴng lҼ֧i 

d֗ch vֱ vԀn chuyԜn, giao nhԀn v¨ ho¨n tӸt ĽҺn h¨ng cho thҼҺng mӴi Ľi֓n tֹ bao 

phֳ tӸt cӶ c§c t֕nh, th¨nh ph֝ tr°n cӶ nҼ֧c; tַng bҼ֧c m֫ r֥ng ra khu vֽc nhԄm 

ĽӼy mӴnh hoӴt Ľ֥ng thҼҺng mӴi Ľi֓n tֹ xuy°n bi°n gi֧i. 

5. 4ðÎ ÍÉѶn 

Ch²nh s§ch v¨ luͻt ph§p: 

V֧i t°n miԚn qu֝c gia .vn, mԊc d½ t֝c Ľ֥ tŁng trҼ֫ng cao v¨ ĽҼ֯c nhiԚu 

doanh nghi֓p Ҽu ti°n sֹ dֱng nhҼng nhֻng quy Ľ֗nh li°n quan t֧i vi֓c chuyԜn 

nhҼ֯ng v¨ xֹ lĨ tranh chӸp c¸n chҼa h֯p lĨ. NŁm 2016 Ľ« chֵng kiԒn m֥t bҼ֧c 

tiԒn quan tr֙ng trong vi֓c minh bӴch h·a c§c quyԚn li°n quan t֧i t°n miԚn .vn, 

bao g֟m quyԚn chuyԜn nhҼ֯ng. Ng¨y 28/6/2016 B֥ Th¹ng tin v¨ TruyԚn th¹ng 

Ľ« ban h¨nh Th¹ng tҼ s֝ 16/2016/TT-BTTTT hҼ֧ng dӾn chuyԜn nhҼ֯ng quyԚn 

sֹ dֱng t°n miԚn Internet dҼ֧i Ľu¹i t°n miԚn qu֝c gia .vn ĽҼ֯c cӸp kh¹ng th¹ng 

qua ĽӸu gi§. V֧i quy Ľ֗nh n¨y, th֗ trҼ֩ng vԚ t°n miԚn tr֫ n°n l¨nh mӴnh v¨ g·p 

phӺn ĽԜ t°n miԚn ĽҼ֯c sֹ dֱng hi֓u quӶ hҺn. VNNIC Ľ§nh gi§ quy Ľ֗nh ph§p 

luԀt m֧i n¨y Ľ« khԆng Ľ֗nh chuyԜn nhҼ֯ng quyԚn sֹ dֱng t°n miԚn .vn mang 

yԒu t֝ thҼҺng mӴi l¨ hoӴt Ľ֥ng h֯p ph§p v¨ l¨ nh©n t֝ th¼c ĽӼy ph§t triԜn t°n 

miԚn .vn. 

ņ֟ng th֩i, nhֻng vҼ֧ng mԂc trong vi֓c xֹ lĨ h¨nh ch²nh c§c tranh chӸp vԚ 

t°n miԚn qu֝c gia li°n quan t֧i nhֻng h¨nh vi vi phӴm ph§p luԀt vԚ s֫ hֻu tr² tu֓ 

Ľ« ĽҼ֯c giӶi quyԒt. Ng¨y 08/6/2016 Th¹ng tҼ li°n t֗ch s֝ 

14/2016/TTLT/BTTTT-BKHCN hҼ֧ng dӾn tr³nh tֽ, thֳ tֱc thay Ľ֡i, thu h֟i t°n 

miԚn vi phӴm ph§p luԀt vԚ s֫ hֻu tr² tu֓ Ľ« ĽҼ֯c ban h¨nh. Nguy°n tԂc cҺ bӶn 

cֳa th¹ng tҼ n¨y l¨ vi֓c xֹ phӴt h¨nh ch²nh Ľ֝i v֧i chֳ thԜ t°n miԚn .vn c· h¨nh 

vi vi phӴm ph§p luԀt vԚ s֫ hֻu tr² tu֓ ho¨n to¨n Ľ֥c lԀp v֧i vi֓c giӶi quyԒt tranh 

chӸp t°n miԚn theo quy Ľ֗nh cֳa LuԀt C¹ng ngh֓ th¹ng tin. NhҼ vԀy th¹ng tҼ 

n¨y cҺ bӶn Ľ« t§ch bӴch ĽҼ֯c chֵc nŁng quӶn lĨ nh¨ nҼ֧c vԚ s֫ hֻu tr² tu֓ cֳa 

B֥ Khoa h֙c v¨ C¹ng ngh֓ v֧i quӶn lĨ nh¨ nҼ֧c vԚ t°n miԚn cֳa B֥ Th¹ng tin 

v¨ TruyԚn th¹ng. 

T³nh h³nh ĽŁng kĨ v¨ sσ dλng: 

T³nh h³nh ĽŁng kĨ v¨ sֹ dֱng t°n miԚn qu֝c gia .vn vӾn theo xu hҼ֧ng t²ch 

cֽc. Theo Trung t©m Internet Vi֓t Nam (VNNIC), t°n miԚn qu֝c gia .vn li°n tֱc 

l¨ t°n miԚn qu֝c gia (ccTLD) c· s֝ lҼ֯ng ĽŁng kĨ sֹ dֱng cao nhӸt khu vֽc 

ASEAN, trong nŁm 2016 (t²nh ĽԒn hԒt th§ng 10/2016) Ľ« ph§t triԜn m֧i ĽҼ֯c 
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tr°n 106.140 t°n miԚn kh¹ng dӸu. S֝ lҼ֯ng t°n miԚn kh¹ng dӸu .vn duy tr³ tr°n 

h֓ th֝ng t²nh ĽԒn hԒt th§ng 10/2016 l¨ tr°n 382.526, ĽӴt tׁ l֓ tŁng trҼ֫ng khoӶng 

114% so v֧i c½ng kȢ nŁm 2015. T°n miԚn tiԒng Vi֓t t֟n tӴi tr°n h֓ th֝ng l¨ 

995.706, trong Ľ· tׁ l֓ Ľ« ĽҼa v¨o sֹ dֱng l¨ 28%. 

Cho t֧i nay chҼa c· c§c c¹ng b֝ tin cԀy vԚ t³nh h³nh ĽŁng kĨ v¨ sֹ dֱng 

t°n miԚn qu֝c tԒ cֳa c§c chֳ thԜ Vi֓t Nam. Theo khӶo s§t cֳa VECOM, t°n 

miԚn .com ĽҼ֯c ĽŁng kĨ nhiԚu nhӸt, tiԒp Ľ· l¨ .net. Nhֻng nŁm gӺn Ľ©y bԂt ĽӺu 

n֫ r֥ m֥t loӴt c§c t°n miԚn qu֝c tԒ m֧i, v֧i s֝ lҼ֯ng tŁng trҼ֫ng Ľ§ng kԜ v¨ 

ĽҼ֯c kh§ nhiԚu doanh nghi֓p quan t©m, bao g֟m .xyz, .top, .win, .shop, .asia. 

C§c nh¨ ĽŁng kĨ t°n miԚn tӴi Vi֓t Nam 

T²nh ĽԒn cu֝i nŁm 2016, tӴi Vi֓t Nam c· 16 nh¨ ĽŁng kĨ t°n miԚn qu֝c gia .vn, trong 

Ľ· ba nh¨ ĽŁng kĨ h¨ng ĽӺu l¨ PA Vi֓t Nam, MԂt B«o v¨ FPT chiԒm t֧i 64% th֗ 

phӺn. Ba nh¨ ĽŁng kĨ t°n miԚn qu֝c tԒ ch²nh thֵc cֳa ICANN tӴi Vi֓t Nam l¨ MԂt 

B«o, PA Vi֓t Nam v¨ Nh©n Ho¨. C§c ĽҺn v֗ cung cӸp d֗ch vֱ ĽŁng kĨ t°n miԚn kh§c 

tӴi Vi֓t Nam dҼ֧i h³nh thֵc ĽӴi lĨ cֳa m֥t nh¨ ĽŁng kĨ nҼ֧c ngo¨i. 

Trong nŁm 2016, MԂt B«o l¨ ĽҺn v֗ c· s֝ lҼ֯ng tŁng trҼ֫ng t°n miԚn nhanh nhӸt th֗ 

trҼ֩ng. V֧i t°n miԚn qu֝c tԒ, MԂt B«o chiԒm th֗ phӺn duy tr³ l֧n nhӸt Vi֓t Nam v֧i 

20% th֗ phӺn. V֧i t°n miԚn qu֝c gia .VN, PA Vi֓t Nam chiԒm th֗ phӺn duy tr³ l֧n 

nhӸt v֧i 26%, MԂt B«o Ľֵng thֵ hai v֧i 21%. 

T֡ng s֝ t°n miԚn .com v¨ .net tӴi Vi֓t Nam t²nh ĽԒn 31/12/2016 l¨ 632.000 t°n miԚn, 

trong Ľ· s֝ ĽŁng kĨ m֧i l¨ 284.000. Tַ Ľ· c· thԜ Ҽ֧c t²nh t֡ng s֝ t°n miԚn qu֝c tԒ tӴi 

Vi֓t Nam khoӶng tr°n 842.000. 

ņ§ng ch¼ Ĩ l¨ t֕ l֓ kh¹ng tiԒp tֱc sֹ dֱng t°n miԚn qu֝c tԒ rӸt cao, trung b³nh khoӶng 

65%. 

NguΩn: VNNIC v¨ Mͽt B«o 

VԚ ph©n b֡ t°n miԚn theo Ľ֗a b¨n, Ľ֝i v֧i t°n miԚn qu֝c tԒ hai th¨nh ph֝ 

H¨ N֥i v¨ H֟ Ch² Minh Ľ« chiԒm xӸp x֕ 70%, trong Ľ· s֝ t°n miԚn qu֝c tԒ do 

c§c chֳ thԜ ֫ Tp. H֟ Ch² Minh ĽŁng kĨ cao hҺn Ľ§ng kԜ so v֧i ֫ H¨ N֥i. Tׁ l֓ 

ph©n b֡ t°n miԚn qu֝c gia cȈng tҼҺng tֽ.  

VԚ vi֓c sֹ dֱng t°n miԚn, c§c cu֥c khӶo s§t cֳa VECOM cho thӸy trong 

giai ĽoӴn nŁm nŁm tַ 2012 t֧i 2016 tׁ l֓ website c· t°n miԚn .vn ֡n Ľ֗nh ֫ mֵc 

xӸp x֕ 62%, c· t°n miԚn .com khoӶng 33%, c· t°n miԚn .net khoӶng 2%, c¸n lӴi 

l¨ c§c t°n miԚn qu֝c tԒ kh§c. Theo khӶo s§t cֳa VECOM nŁm 2016, 50% doanh 

nghi֓p (Ľ« c· hoԊc chҼa c· website) Ҽu ti°n ch֙n t°n miԚn .vn cho website cֳa 

m³nh, trong khi 46% ch֙n t°n miԚn .com v¨ .net. ņ©y l¨ t²n hi֓u cho thӸy t°n 
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miԚn qu֝c tԒ ng¨y c¨ng cӴnh tranh v֧i t°n miԚn qu֝c gia, phӶn §nh xu hҼ֧ng h֥i 

nhԀp kinh tԒ qu֝c tԒ s©u r֥ng cֳa Vi֓t Nam. 

ņͧi lĨ t°n miΖn c· vΧn Ľͭu t̯ n̯αc ngo¨i: 

M֥t s֝ doanh nghi֓p Internet nҼ֧c ngo¨i quan t©m t֧i vi֓c kinh doanh t°n 

miԚn ֫ Vi֓t Nam. N֡i bԀt l¨ GMO cֳa NhԀt BӶn v֧i thҼҺng hi֓u qu֝c tԒ l¨ 

Z.com. Z.com Ľ« ĽӺu tҼ v¨o nh¨ ĽŁng kĨ t°n miԚn Tenten. Z.com cȈng x©y dֽng 

chiԒn lҼ֯c ph§t triԜn t°n miԚn .SHOP ֫ Vi֓t Nam. 

Sֽ ph§t triԜn cֳa t°n miԚn .SHOP  

.SHOP ĽҼ֯c ph®p ĽŁng kĨ ĽӴi ch¼ng tַ ng¨y 26/9/2016. Trong 18 gi֩ ĽӺu ti°n, hҺn 

53.000 t°n miԚn ĽҼ֯c ĽŁng kĨ. Con s֝ n¨y vӾn tŁng li°n tֱc, t²nh t֧i cu֝i nŁm 2016 Ľ« 

ĽӴt tr°n 100.000.  

.SHOP Ľ« ĽҼ֯c ĽŁng kĨ ֫ 151 qu֝c gia. T֧i giֻa th§ng 12 nŁm 2016, ba nҼ֧c c· s֝ 

lҼ֯ng t°n miԚn ĽҼ֯c ĽŁng kĨ nhiԚu nhӸt l¨ ņֵc (28.696), H¨ Lan (15.591) v¨ NhԀt BӶn 

(14.302). Vi֓t Nam Ľֵng thֵ  9 v֧i 1.647 t°n miԚn. Z.com cho rԄng Ľ« thֽc hi֓n th¨nh 

c¹ng chiԒn d֗ch quӶng c§o t°n miԚn m֧i .SHOP.  

V֧i 4 kĨ tֽ ngԂn g֙n d֑ nh֧, tַ ñShopò trong tiԒng Anh vַa Ľ·ng vai tr¸ nhҼ m֥t danh 

tַ c· nghǫa l¨ ñCֹa h¨ngò vַa nhҼ m֥t Ľ֥ng tַ c· nghǫa l¨ ñMua sԂmò. ñShopò ngԂn 

g֙n, s¼c t²ch v¨ ĽҼ֯c sֹ dֱng r֥ng r«i trong nhiԚu ng¹n ngֻ v¨ nԚn vŁn h·a tr°n thԒ 

gi֧i. 

T°n miԚn ñ.shopò d ֑nh֧ , thu h¼t kh§ch h¨ng mua lԎ h¨ng h·a t i֧ website v¨ ĽҼc֯ biԒt 

ĽԒn nhҼ m t֥ c¹ng c ֱtiԒp th֗ chuy°n nghip֓, tֽ  nhi°n nhҼng mang lӴi hi u֓ quӶ rӸt l n֧ 

Ľ֝i v i֧ thҼҺng hi֓ u. Ch²nh v³ vԀy, t°n miԚn ñ.shopò  l¨ sֽ lֽa ch֙n ho¨n hӶo cho nhֻng 

cֹa h¨ng trֽc tuyԒn, c§c Ľ֗a ch֕ mua sԂm, c§c chu֣i cֹa h¨ng c· nhu cӺu tӴo m֥t Ľ֗a 

ch֕ tr°n mӴng Internet to¨n cӺu ĽԜ vi֓c hҼ֧ng t֧i kh§ch h¨ng tr֫ n°n thuԀn ti֓n v¨ d֑ 

d¨ng nhӸt. 

NguΩn: Z.com 

T°n miΖn v¨ th̯̭ng hiΜu: 

T°n miԚn kh¹ng ĽҺn thuӺn ch֕ l¨ Ľ֗a ch֕ tr°n mӴng Internet m¨ n· gԂn b· chԊt 

chԐ v֧i hoӴt Ľ֥ng kinh doanh v¨ thҼҺng hi֓u cֳa doanh nghi֓p.  

NŁm 2016, m֥t h֥i vi°n VECOM khӶo s§t c§c thҼҺng nh©n vַa b§n h¨ng tӴi cֹa 

h¨ng truyԚn th֝ng, vַa c· website b§n h¨ng trֽc tuyԒn. KԒt quӶ cho thӸy 46% 

thҼҺng nh©n cho biԒt ĽҺn h¨ng t֧i chֳ yԒu tַ cֹa h¨ng, 38% t֧i tַ website cֳa 

m³nh, 29% t֧i tַ c§c s¨n thҼҺng mӴi Ľi֓n tֹ, 13% tַ Facebook v¨ 4% t֧i tַ c§c 
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k°nh kh§c. S֝ li֓u cho thӸy website tiԒp tֱc l¨ k°nh b§n h¨ng trֽc tuyԒn hi֓u quӶ 

nhӸt.
2
 

Trong nŁm 2016 VECOM Ľ« triԜn khai nhiԚu hoӴt Ľ֥ng nhԄm n©ng cao nhԀn 

thֵc cֳa doanh nghi֓p vԚ Ĩ nghǫa cֳa t°n miԚn. Vi֓c lֽa ch֙n t°n miԚn cӺn gԂn 

v֧i chiԒn lҼ֯c ph§t triԜn kinh doanh cֳa doanh nghi֓p, ĽԊc bi֓t khi doanh nghi֓p 

c· mֱc ti°u kinh doanh tr°n phӴm vi to¨n cӺu. VECOM tiԒp tֱc theo Ľu֡i mֱc 

ti°u ñM֣i doanh nghi֓p m֥t websiteò v¨ triԜn khai c§c hoӴt Ľ֥ng n©ng cao nhԀn 

thֵc cֳa c֥ng Ľ֟ng kinh doanh vԚ Ĩ nghǫa cֳa t°n miԚn trong kׁ nguy°n s֝. 

 

Doanh nghi֓p Vi֓t Nam vҼҺn ra khu vֽc v֧i t°n miԚn .asia 

Weshop.asia ra Ľ֩i nŁm 2014. C֡ng thҼҺng mӴi Ľi֓n tֹ n¨y thu֥c s֫ hֻu cֳa WeShop 

Global Group Pte. Ltd, m֥t c¹ng ty c֡ phӺn ĽҼ֯c th¨nh lԀp tӴi Singapore. C¹ng ty n¨y 

do Nexttech cֳa Vi֓t Nam v¨ m֥t tԀp Ľo¨n l֧n tӴi Malaysia ĽӺu tҼ. 

MӴng lҼ֧i cֳa Weshop.asia g֟m c¹ng ty logitics tӴi M׃ v¨ c§c chi nh§nh thҼҺng mӴi 

Ľi֓n tֹ tӴi ņ¹ng Nam Ć. ņ©y vַa l¨ sӶn phӼm thҼҺng mӴi Ľi֓n tֹ ĽӺu ti°n cֳa Vi֓t 

Nam c· quy m¹ hoӴt Ľ֥ng tr°n to¨n b֥ khu vֽc ņ¹ng Nam Ć vַa l¨ l֯i thԒ cӴnh tranh 

l֧n Ľ֝i v֧i c§c c֡ng thҼҺng mӴi kh§c trong nҼ֧c v¨ khu vֽc.  

Weshop.asia h֣ tr֯ mua h¨ng tַ bӸt cֵ website n¨o tӴi M׃ v¨ mֱc ti°u m֫ r֥ng sang 

h֣ tr֯ mua h¨ng tַ bӸt kȢ website n¨o tr°n thԒ gi֧i. B°n cӴnh Ľ·, Weshop.asia cȈng 

Ľ֗nh hҼ֧ng ĽӴt ĽҼ֯c d֗ch vֱ ho¨n hӶo, tԀp trung hҺn v¨o c§c nhu cӺu Ľ֗a phҼҺng ĽԜ 

ph§t triԜn c§c d֗ch vֱ m֧i ph½ h֯p t֧i tӸt cӶ c§c kh§ch h¨ng. Mֱc ti°u cֳa 

Weshop.asia l¨ tr֫ th¨nh m֥t ĽiԜm ĽԒn online ĽҼ֯c Ҽa th²ch Ľ֝i v֧i vi֓c mua sԂm trֽc 

tuyԒn xuy°n bi°n gi֧i cho tӸt cӶ c§c loӴi sӶn phӼm nhҼ th֩i trang, Ľ֟ trang tr² n֥i thӸt, 

sֵc kh֛e v¨ l¨m ĽԌp, c§c dֱng cֱ thԜ thao v¨ Ľ֟ Ľi֓n tֹ nhԀp khӼu tַ rӸt nhiԚu c§c 

qu֝c gia nhҼ M׃, NhԀt BӶn, H¨n Qu֝c, Trung Qu֝c. 

Th§ng 5 nŁm 2015, Weshop Global khai trҼҺng website mua sԂm qua bi°n gi֧i ֫ Vi֓t 

Nam tӴi Ľ֗a ch֕ Weshop.com.vn. T²nh ĽԒn nŁm 2016, Weshop Global tŁng trҼ֫ng tr°n 

600% vԚ doanh thu, khoӶng 16.000 lҼ֯t kh§ch h¨ng trung th¨nh sֹ dֱng d֗ch vֱ. 

Th§ng 10 nŁm 2016 tӴi Indonesia, Weshop.asia ch²nh thֵc c¹ng b֝ hoӴt Ľ֥ng v֧i 

phӴm vi hoӴt Ľ֥ng Ľa qu֝c gia, m֫ r֥ng ra 5 th֗ trҼ֩ng kh§c nhau, bao g֟m Hoa KȢ, 

Th§i Lan, Indonesia, Phillipines v¨ Malaysia. C֡ng n¨y dֽ kiԒn sԐ tiԒp tֱc ĽҼ֯c m֫ 

r֥ng ra c§c th֗ trҼ֩ng Trung Qu֝c v¨ ӷn ņ֥. Weshop dֽ kiԒn l֯i nhuԀn sau thuԒ nŁm 

2017 ĽӴt khoӶng 1,5 tri֓u Ľ¹ la M׃.  

NguΩn: Nexttech 

 

                                                
2 KhӶo s§t nŁm 2016 do c¹ng ty DKT thֽc hi֓n v֧i 1000 kh§ch h¨ng. 
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φȢ #ÈðÎÈ Ìѹch l n҄ vѶ ÔÈҋ҃ÎÇ ÍѦÉ íÉѹn tҎ giҏÁ ÃÜÃ íѻÁ ÐÈҋ҃ÎÇ 

Giֻa c§c Ľ֗a phҼҺng vӾn tiԒp tֱc c· sֽ ch°nh l֓ch l֧n vԚ thҼҺng mӴi Ľi֓n 

tֹ. Sau b֝n nŁm khӶo s§t t³nh h³nh ֵng dֱng thҼҺng mӴi Ľi֓n tֹ Ľ« ph§t hi֓n 

m֝i tҼҺng quan chԊt giֻa hӴ tӺng c¹ng ngh֓ v¨ ngu֟n nh©n lֽc cho thҼҺng mӴi 

Ľi֓n tֹ v֧i tׁ l֓ ngҼ֩i d©n tr°n m֣i t°n miԚn qu֝c gia. Do Ľ·, nŁm 2016 

VECOM kh¹ng tiԒn h¨nh khӶo s§t tӴi 9 t֕nh c· tׁ l֓ trung b³nh tr°n 3.000 ngҼ֩i 

cho m֥t t°n miԚn qu֝c gia .vn. C§c t֕nh n¨y ĽԚu thu֥c miԚn n¼i ph²a BԂc (ņi֓n 

Bi°n, SҺn La, Cao BԄng, H¨ Giang, Lai Ch©u) v¨ miԚn T©y Nam B֥ (Vǫnh Long, 

HԀu Giang, S·c TrŁng, BӴc Li°u). Ch֕ s֝ ThҼҺng mӴi Ľi֓n tֹ cֳa c§c t֕nh n¨y 

trong nhֻng nŁm trҼ֧c lu¹n lu¹n ֫ trong nh·m thӸp nhӸt tr°n cӶ nҼ֧c. 

D©n s֝, thu nhԀp v¨ s֝ lҼ֯ng doanh nghi֓p cֳa m֣i t֕nh cȈng ĽҼ֯c xem 

x®t v¨ l¨ nhֻng yԒu t֝ quan tr֙ng khi Ľ§nh gi§ c§c ch֕ s֝ th¨nh phӺn vԚ giao d֗ch 

giֻa doanh nghi֓p v֧i ngҼ֩i ti°u d½ng v¨ giֻa doanh nghi֓p v֧i doanh nghi֓p.  

M֥t mԊt, tַ nŁm 2017 VECOM sԐ tiԒp tֱc loӴi b֛ nhֻng t֕nh c· tׁ l֓ s֝ 

d©n tr°n m֣i t°n miԚn qu֝c gia qu§ thӸp ra kh֛i cu֥c khӶo s§t v¨ dֽ kiԒn chu kȢ 

khӶo s§t nhֻng Ľ֗a phҼҺng n¨y l¨ ba nŁm m֥t lӺn. MԊt kh§c, VECOM sԐ tŁng 

cҼ֩ng ph֝i h֯p v֧i Trung t©m Internet Vi֓t Nam, c§c h֥i vi°n v¨ c§c t֡ chֵc 

kh§c ĽӼy mӴnh hoӴt Ľ֥ng gi֧i thi֓u, quӶng b§ l֯i ²ch cֳa vi֓c ĽŁng kĨ t°n miԚn 

t֧i nhֻng Ľ֗a phҼҺng n¨y. R¼t ngԂn khoӶng c§ch vԚ thҼҺng mӴi Ľi֓n tֹ giֻa c§c 

Ľ֗a phҼҺng r» r¨ng l¨ m֥t nhi֓m vֱ d¨i hӴn. M֥t trong nhֻng l֯i ²ch cֳa n· v֧i 

c§c doanh nghi֓p l¨ th֗ trҼ֩ng trֽc tuyԒn sԐ thֽc sֽ trӶi khԂp ĽӸt nҼ֧c v֧i tr°n 

90 tri֓u d©n v¨ tׁ l֓ ngҼ֩i trԎ kh§ cao. 
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OVERVIEW 

Along with the recovery of the economy, since 2016 Vietnam e-commerce 

has undergone a stage with faster growth. Big obstacles, however, remain 

unchanged including customersô low trust in online shopping, unpopular online 

payment, and unqualified delivery and fulfillment services. 

Besides, cross-border e-commerce and multi-channel sales are emerging 

rapidly. At the same time, big differences among provinces in infrastructure of 

information technology and communications, especially domain name and per 

capita income, have contributed to the huge gap in e-commerce indexes. 

Narrowing down this gap requires big attention and efforts of state management 

agencies and commerce, investment, information technology and 

communications related agencies. 

1. Cross-border e -commerce  

Business to business (B2B) transactions: 

Since its birth, Internet has been an effective channel to provide export-

import enterprises with information of foreign markets. With the development of 

the Internet and related technologies, Internet has increasingly been an important 

tool to assist enterprisesô contract negotiation and signing. 

According to a 2016 survey conducted among export-import enterprises by 

Vietnam E-Commerce and Information Technology Agency, 32% of the 

enterprises have set up business relations with foreign partners through online 

channels, 11% have joined e-commerce floors and 49% owns a website. 

Among the export-import enterprises participating in the survey which have 

a website, websites with domain name of .vn account for 46%, with international 

domain name 54%, in which domain names of .com and .net are 51%. Websites 

in foreign language make up for 63%. Thus, the trend of using foreign domain 

name by export-import enterprises for their websites goes against that of 

domestic market oriented enterprises. 

It is said by the enterprises that face-to-face meetings to negotiate and sign 

contracts remain the most effective channel. For online channels, email is the 

major tool for contracting. The trend of using prestigious international e-

commerce floors by export enterprises is becoming more and more popular due 

to increasingly obvious effectiveness of these models which are also the trend 

employed by global importers. 
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Export -import enterprises robustly participate in e-commerce floors 

By 2016, the number of Vietnamese member accounts on the website Alibaba.com has 

reached 500,000. For the last three years the number of members has increased by 

100,000 on average each year which is 10 times higher than that of the period before 

2009. 

According to OSB, the percentage of Vietnamese enterprises participating in online 

export consulting programs and trainings of online export skills increased significantly 

in 2016. Particularly, the number of enterprises in need of participating in online export 

nearly reaches 2400, a 34% increase from 2015 and the number of enterprises 

participating in training of online export skills are 2600, a 27% increase from 2015. 

In addition, not only SMEs focus on employment of E-commerce in export-import 

activities, but big enterprises are also switching to this trend considering it an important 

tool in market development and expansion strategies. 

2016 marks the beginning of the cooperation among a wide range of service providers 

to support online export enterprises through e-commerce floors. Specifically, it is an 

alliance to support export including Alibaba, OSB, VPBank and PTI with a joint 

solution package of online export assistance for enterprises from importer seeking to 

financial and banking assurance and export-import insurance. 

Source: OSB Opportunity Solution and Business ï Alibaba Groupôs Official Authorized 

Reseller in Vietnam 

Export-import enterprises also actively participate in online public services 

and even 86% of them have adopted e-customs. 

Transactions by individual customers: 

Although not many reliable data are available, according to a survey 

conducted by VECOM, there is an imbalance in online cross-border transactions 

between export-import and individual customers. Vietnamese individual 

customers make online purchase of foreign-produced goods and services more 

often than foreign individual customers buy Vietnamôs products online. 

Possible causes include the fact that rich and diverse foreign-produced 

goods suit a majority of domestic customers, especially young people in cities. 

Meanwhile, most Vietnamese enterprises, especially SMEs, have not sufficiently 

invested in conducting research to learn about the taste of foreign customers for 

direct sales, without intermediate distributors. 
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Another cause is the high creditability of global online sellers such as 

Amazon, eBay, Rakutené while domestic online sellers have not gained enough 

creditability and trust from domestic customers. 

The third one is that costs for fulfillment for buying online from abroad are 

lower than those for the opposite direction. 

Fourthly, Vietnamese manufacturers have not paid proper attention to 

online export channels, while quality, form, and price of a lot of domestic-

produced goods cannot compete with similar products of other countries. 

Additionally, in the context of globalization and technology development, 

merchants of a country can easily sell products online in another country to the 

global market. 

On one hand, aid is needed to facilitate the purchase of foreign-produced 

goods by Vietnamese individual customers. But more importantly, measures are 

important to help and encourage Vietnamese merchants to strengthen channels to 

retail domestic-produced goods to foreign customers, which will be considered 

significant to promote export in the coming period. 

B2C Online export and import: A case of Fado 

The transaction floor Fado.vn was launched in 2014 to assist Vietnamese customers in making 

online purchases on Amazon.com and help Vietnamese merchants to sell their products on this 

worldôs biggest B2C E-commerce site. 

Fado has assisted Vietnamese customers in making online purchase of more than 800 million 

products on Amazon, except for those prohibited by Vietnamese law. Most commonly bought 

products are fashion, electronic items, stuff for mother and childrené Revenue growth in 2016 

compared to 2015 is 140% and is expected to double in 2017. 

Almost all products on Amazon.com are sold domestically in the US. This company sells only 

books directly to Vietnam. Therefore, customers in Vietnam who want to buy goods on 

Amazon.com have to ask for help from people in the US. And then various means are 

employed to transport goods to Vietnam. 

Since Fado is the agency performing large-scale package fulfillment services, from payment, 

delivery, customs clearance, refund, etc. so costs are lower than those for individual customers. 

Moreover, customers have their rights guaranteed and can avoid risks in international trade. 

The biggest difficulty faced by Fado is Vietnamese customersô habit of online purchase but 

COD payment. Goods are not available at Fado but all transactions have to be settled to 

Amazon before delivery to buyers. 

In parallel with assisting customers with procurement on Amazon.com, Fado also helps 

merchants to sell goods on this site. Fado has assisted 20 enterprises with more than 100 

Vietnamese products sold on Amazon.com. Major products include traditional crafts, nature-
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based wellness and beauty products, and machinery with specific uses made in Vietnam. 

Carrying out small-scale export, enterprises will not have enough resources to grasp all issues 

related to selling to foreign end users, including policies on import, customs, payment, 

marketing, aftersales, etc. Fado will provide consultancy on sales and after sales, and estimate 

costs to set price competing with other products on Amazon.com. Fado also assists full 

implementation of standards and certificates to meet requirements of the US market in general 

and Amazon.com in particular for each specific product. Then, enterprises can have complete 

peace of mind to concentrate on manufacturing and supplying goods. 

A good signal is that from successful B2C export transactions on Amazon, Fado helps bring 

some Vietnamese manufacturers large-scale B2B transactions with a lot of foreign partners. 

According to Fado, for successful B2C online export, beside good products, the sellerôs 

reputation and buyerôs feedback are the two most important factors. Meanwhile, Vietnamese 

suppliers have not been concerned about these two factors. For online import, unclear 

mechanisms, policies, decrees, and circulars guiding cross-border e-commerce transactions also 

pose difficulties on such service providers as Fado. 

Source: Fado.vn 

Online tourism: 

Online tourism is a thriving field of cross-border e-commerce. According to 

UN figures, Asia has 1.4 billion people in the golden population aged 15-34, in 

which India has 459 million people, China 414 million, Indonesia 85 million, 

Philippines 35 million and Vietnam 32 million. In 2016, the United Nation 

World Tourism Organization (UNWTO) says that golden population has a major 

role in promoting the development of tourism industry. This organization also 

points out that the technology revolution and powerful influence of social media 

are significant factors in the rapid tourism development in recent years. The 

robust increase in free and independent travellers (FIT) who use online travel 

agents (OTAs) has significantly changed the tourism market. Moreover, this 

makes destinations and travel companies offer advanced technological solutions 

to meet the needs of these FITs during their travel. 

To satisfy the needs of the FITs, especially those in golden population, with 

the rapid development of mobile technologies and tourism service providing 

floors, the sharing economy has been expanded, which is a profound impact of 

visitors on Asian tourism. 

In 2016, eMarketer estimated online travel sales would grow by 13.8% and 

reach about 565 billion USD globally. Asia-Pacific and Latin American markets 

contribute greatly to this growth. North American market remains the biggest 

online travel market of the year, yet from 2017 on,  Asia-Pacific market will rank 

first (one year earlier than previously forecasted). The rapid growth in online 
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tourism in China is the main driving force for this change. However, many other 

countries in this region are also experiencing online travel growth faster than 

forecasted. 

Online tourism has grown strongly in Vietnam. However, there is a high 

proportion of outbound and inbound tourists who use services provided by 

foreign online travel floors. Even so, the proportion of domestic tourists using 

services provided by foreign online travel floors is not small at all. 

Online tourism falls mainly on foreign firms 

This is the statement made by the air ticket selling and online travel firm Gotadi.com. 

This company judges Vietnam online tourismôs rapid growth for the last years is 

attributable to: 

1. The economy of Vietnam and the region maintains a relatively high growth with 

rapidly rising middle class. 

2. A lot of low-cost airlines experience vigorous development providing many 

people with travel opportunities. In 2016, domestic aviation growth increased by 

more than 30% compared to that in 2015. 

3. The rapid development of the Internet supports the strong growth of online 

tourism. 

4. Vietnam remains a safe destination attracting international tourists, especially 

those in the region. Arrivals to Vietnam in 2016 increased by more than 20% 

compared to that of 2015. 

5. Young population who can speak English quite well promote free and 

independent travelling (FIT). 

However, in Vietnam, foreign online travel agents (OTAs), especially those from the 

US, are dominating the market due to their advantages in technology, fund and tax-free 

status. Agoda and Booking are the two leading OTAs and account for more than 80% of 

online booking share. They are dominant in both aspects: Vietnamese tourists travelling 

in and out of the country and foreign tourists to Vietnam. 

Market share of online booking at Vietnamese hotels is increasing very fast ï usually 

accounting for 30-40% of total number of guests in each hotel. Some hotels even have 

online booking rate of 80%. 

According to calculations by Gotadi, in 2016, Agoda earned more than 4,000 billion 

dongs solely at hotels in Vietnam. 

Source: Gotadi.com 
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2. Online advertising  

2016 witnesses the fact that social networks overcome search engines to 

become the online advertising means mostly used by enterprises with 

corresponding percentages of 47% and 41%. Email remains to be an advertising 

channel interested in by a lot of enterprises (36%). Advertising on newspapers 

and e-newspapers is quite stable with corresponding percentages of 34% and 

20%. Advertising on television tends to decrease and gradually become stable at 

approximately 10-13%. 

Social networks are not only mostly used but also considered an advertising 

channel as effective as search engines. 46% of the enterprises say that advertising 

on social networks is effective while the percentage for search engines is 44%. 

This result of the survey for enterprises conducted by VECOM matches 

another independent survey whose participants are online individual customers. 

Up to 67% of individual customers choose a website or mobile application for 

shopping after viewing comments and reviews on the Internet, especially social 

networks. Notably, the second factor determining where to shop remains 

recommendation of friends and relatives (47%), while advertising on e-

newspapers, newspapers and television only ranks third (33%). 

However, there are even 17% of participating enterprises which say they 

have not deployed any online advertising activities. 

According to a survey by VECOM, sales of the whole online advertising 

market are still growing strongly. Apart from enterprises, most merchants are 

business households and individuals who have exploited advantages of online 

sales. This component contributes greatly to the growth of advertising on social 

networks. 

Apart from giant online advertising firms that are dominating the worldôs 

market including Google or Facebook, some foreign advertising firms have 

noticed the enormous potentials of Vietnamôs online advertising market. 

Specifically, some leading companies in affiliate marketing and programmatic 

marketing have been around or conducted activities to penetrate the market. 

Programmatic marketing is on strong growth 

The trend of programmatic marketing in the world is growing strongly. According to 

eMarketer, in the US in 2015, buying programmatic advertising reaches 14.9 billion 

USD out of a total of 58.6 billion USD of the whole online advertising market. This 

figure is nearly 5 billion USD higher than the scale of programmatic marketing in 2014. 

It is also said by eMarketer that programmatic marketing helps retail marketers 
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individualize shopping experiences of the customers and it is forecasted that in the US in 

2016 this form of marketing will account for 80% of all digital display ads in the retail 

industry. 

Programmatic marketing has been employed by some Vietnamese online business 

enterprises and are concerned about by many other enterprises thanks to benefits that it 

brings. Therefore, Criteo Live Seminar with the topic ñShopping while surfing the net: 

Discover the journey of digital customersò taking place in Ho Chi Minh City on 03 

November 2016 attracted a lot of attendants. 

Criteo is one of the pioneers in the field of programmatic marketing in the world and 

some Vietnamôs leading online business enterprises have been its clients. At the seminar, 

Criteoôs expert Alban Villani emphasized that Criteo is a pioneering provider of 

advertising services, with the ability to collect and analyse huge database of 600 

terabytes each day and 4 billion products, the company earns a revenue of 60 billion 

USD each day after a click. The company achieves rapid business growth with 

marketing platforms assisting the effective purchase and sale of programmatic 

advertising and has provided services in over 90 countries. 

Many Criteoôs experts and speakers from Vietnamôs leading online business enterprises 

and delegates proactively discussed issues related to programmatic advertising in general 

as well as Criteoôs products, services and customer care. This seminar helps raise the 

awareness of a lot of enterprises about big potentials and opportunities brought by 

programmatic marketing. 

http://www.vecom.vn/tin-tuc/cong-nghe/tiep-thi-tu-dong-tren-da-tang-truong-manh-me  

3. Omni-channel sales 

In 2016, the trend of omni-channel sale has become clear in Vietnam. This 

is shown by the biggest e-commerce event of the year which is the Online Friday 

organized on the first Friday of December. 

According to organizers of the Online Friday, a lot of leading retailers such 

as The gioi di dong, FPTShop, Viettel Store, Pico, Nguyen Kim, Lotte, etc. have 

had positive responses and orders grown strongly, both on online and traditional 

channels. Moreover, such manufacturers as Acer, Asus, HP, Oppo, and 

Nagakawa have provided good deals to customers and assisted retail businesses. 

Customers may use coupons/vouchers to shop at stores and trading centers 

participating in the Online Friday. 

There are more and more online retailers which open more real stores and 

vice versa. Two typical examples are the worldôs leading retailers including 

Amazon and Walmart. According to Vietnam Retailers Association, the retail 

method of ñsingle-channelò, which means selling only at stores or online, will 

http://www.vecom.vn/tin-tuc/cong-nghe/tiep-thi-tu-dong-tren-da-tang-truong-manh-me
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gradually diminish and be replaced by omni-channel retail method. Omni-

channel retail method has a key role in approaching and connecting customers in 

the digital economy. Retailers must create compelling shopping experiences to 

the customers with three-dimensional imaging technologies (hologram), virtual 

reality and mobile. According to Nielsen, the boundary between the real world 

and virtual world has faded, even in the field of shopping. More and more 

customers search online and then shop for real (webrooming) as well as search 

for real and then shop online (showrooming). The combination between ñrealityò 

and ñvirtualityò increases the convenience for customers. Customersô comparing 

prices also take place in digital space, especially from mobile phones. 

According to a Vietnamese customer survey conducted in 2016, Internet 

access is done mostly on mobile phones (89%), higher than on desktops and 

laptops. 48% of respondents say that they access the Internet daily for seeking 

information of goods and services they want to buy. At the same time, mobile 

phones are mostly used (79%) to seek information before shopping compared to 

computers (73%) or asking for opinions of friends and relatives (33%). As for the 

side of enterprises, EBI survey shows that 15% of enterprises have sales 

applications on mobile devices. Now comes the era of fierce competition among 

retail stores with mobile applications. 

Vietnamese online retailers and media should capture this trend and 

promptly cooperate with relevant businesses, including manufacturers and 

providers, agents for fulfillment, IT, marketing, etc. to adjust the business 

strategies. 

4. Fulfillment  

During the stage of e-commerce formation in our country (1998-2005), 

almost all online businesses tried to provide themselves with fulfillment services. 

In the popularity stage (2006-2015) big online sales businesses often combine 

their own fulfillment services with outsourcing. Delivery and fulfillment services 

in Vietnam have not caught up with the strong growth of e-commerce. There is 

not a good cohesion between delivery companies and online sales businesses. 

Vietnam E-Commerce Association judges that from 2016 on our countryôs 

e-commerce will turn to a rapid growth stage, which is a big chance for providers 

of delivery and fulfillment services, and requires closer cooperation between 

these businesses and e-commerce businesses. 

Manufacturing and distribution are witnessing the trend of narrowed-down 

products, omni-channel sales, decentralization of production and digitalized 
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products. This has a powerful influence on operation of e-commerce, logistics 

and fulfillment businesses which provide products closer to the customers.
3
 

With an increasingly growing market of fulfillment, in 2016, enterprises 

start to focus on participating in this market. 

Enhancing cooperation between Logistics and E-commerce 

On 09 December 2016, in Ho Chi Minh City, Vietnam Logistics Enterprise Association 

and Vietnam E-Commerce Association mutually agreed to enter into a cooperation 

agreement with the following contents: 

1- Raising the awareness of E-commerce and E-logistics as well as the strategicness of 

E-commerce to members of both parties. 

2- Connecting members of the two Associations in need of using each otherôs services, 

in the short term, delivery logistics and fulfillment logistics. The two parties will 

cooperate and seek ways to reduce time to deliver D/O documents, switch from COD 

HBL to e-commerce HBL, and employ e-marketing, etc. 

3- Collaborating in social counseling and criticism on policies and laws related to the 

development of e-commerce and logistics. 

4- Collaborating in communication, conferences and seminars on relevant e-commerce 

and logistics; organizing seminars and dialogues to seek ways for the development of 

B2C or B2B delivery services; and in relevant international cooperation. 

5- Other support activities agreed to by both parties, including edocuments, warehouse 

management, application of information technology in logistics, training in information 

technology, etc. 

Source: www.vecom.vn  

On 08 August 2016 the Prime Minister issued the Decision no. 1563/QD-

TTg approving the Master plan for the development of e-commerce period 2016 

ï 2020.  Under this Decision, by 2020 a network of transportation, delivery and 

fulfillment services will have been built for e-commerce covering all provinces 

and cities in the country; and will gradually expand to the region to promote 

cross-border e-commerce activities. 

  

                                                
3 MIT Center for Transportation and Logistics 

http://www.vecom.vn/
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5. Domain name 

Policies and laws: 

With the national domain name of .vn, despite a high growth rate and 

priority to be used by a lot of enterprises, provisions relating to transfer and 

dispute resolution are not adequate. 2016 witnesses a significant step in the 

transparency of rights relating to the domain name of .vn, including the right to 

transfer. On 28 June 2016 Ministry of Information and Communications issued 

the Circular no. 16/2016/TT-BTTTT guiding the transfer of use rights of the 

Internet domain name of .vn granted not through auction. With this regulation, 

the market for domain name becomes healthy contributing to a more effective 

use of domain name. VNNIC judges this new regulation confirms the transfer of 

domain name of .vn with commerciality is a legal activity and a factor promoting 

the development of .vn domain name. 

At the same time, problems in administrative handling of the national 

domain name disputes concerning violations of intellectual property laws have 

been solved. On 08 June 2016 Joint Circular no. 14/2016/TTLT/BTTTT-

BKHCN guiding the order and procedure to change and withdraw domain names 

violating intellectual property laws was issued. The basic principle of this 

circular is that the administrative sanction for the .vn domain name holder 

violating intellectual property laws is completely independent of resolution of 

domain name disputes under provisions of Law on Technology and Information. 

Thus, this circular separates the state management functions of Ministry of 

Science and Technology from state management of domain name of Ministry of 

Information and Communications. 

Registration and use: 

Registration and use of the national domain name .vn maintains a positive 

trend. According to Vietnam Internet Network Information Center (VNNIC), the 

.vn domain name remains a country code top-level domain (ccTLD) with the 

most registration and use within ASEAN; in 2016 (as of 30 November 2016) 

over 117,000 domain names without a dot were developed.  The number of the 

dotless .vn domain names on the system as of 30 November 2016 is over 

384,000, an 11.6% increase compared to the same period of 2015. The number of 

Vietnamese domain names is 995,706, 28% of which have been put into use. 

So far there have been no reliable publications on Vietnamese entitiesô 

registration and use of international domain names. According to a survey 

conducted by VECOM, the domain name .com is the most registered, and .net 

comes next. In recent years, there is a bloom of new international domain names 
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with significant growth and concern from enterprises, including .xyz, .top, .win, 

.shop, .asia.  

Registries of domain name in Vietnam 

As of the end of 2016, Vietnam has 16 registries of the national domain name .vn, three 

leading registries of which are PA Vietnam, Mat Bao and FPT accounting for 64% of 

market share. The three official registries of international domain names of ICANN in 

Vietnam are Mat Bao, PA Vietnam and Nhan Hoa. The agencies provide other domain 

name registration services in Vietnam as an agent of a foreign registry. 

In 2016 Mat Bao is the company with fastest growth of domain names in the market. As 

for international domain name, Mat Bao has the biggest market share in Vietnam with 

20% of market share. For the national domain name .vn, PA Vietnam maintains the 

biggest market share of 26%, then comes Mat Bao with 21% of market share. 

Total number of domain names .com and .net in Vietnam as of 31 December 2016 is 

632,000, 284,000 of which are newly registered. Thus, it can be estimated that total 

number of international domain names in Vietnam are over 842,000. 

Notably, there is a high rate in discontinuation to use international domain name, around 

65% on average. 

Source: VNNIC and Mat Bao 

As for distribution of domain names by geographical area, Hanoi and Ho 

Chi Minh City account for approximately 70% of international domain names, 

and the number of international domain name holders in Ho Chi Minh City is 

much higher than that in Hanoi. And this is the same for distribution of national 

domain names. 

As for use of domain names, surveys conducted by VECOM show that 

from 2012 to 2016, the percentage of .vn websites is stable at around 62%, .com 

websites around 33%, .net websites around 2%, and the rest are for other 

international domain names. According to a survey by VECOM in 2016, 50% of 

enterprises (with or without website) prioritize .vn domain name for their 

website, while 46% choose .com and .net. This is a sign showing that 

international domain names are increasingly competitive to national ones, 

reflecting the trend of intensive and extensive international economic integration 

of Vietnam. 

Domain name agents with foreign investment: 

Some foreign Internet businesses are interested in domain name business in 

Vietnam. Notably, GMO Japan with the international brand of Z.com has 
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invested in the domain name registry Tenten. Z.com also builds strategies for 

development of .SHOP domain name in Vietnam. 

Development of .SHOP domain name 

.SHOP was allowed mass registration on 26 September 2016. For the first 18 hours, 

more than 53.000 domain names were registered. This figure still continued to rise, and 

reached over 100,000 as of the end of 2016. 

.SHOP has been registered in 151 countries. In mid-December 2016, the three countries 

with the most domain names registered are Germany (28,696), the Netherlands (15,591) 

and Japan (14,302). Vietnam ranks ninth with 1,647 domain names. Z.com believes that 

the advertising campaign for the new domain name .SHOP is a success. 

With the 4 short and memorable characters, ñShopò means both ñStoreò as a noun and 

ñBuyò as a verb. ñShopò is brief, concise and widely used in many languages and 

cultures of the world. 

The domain name of ñ.shopò is memorable, able to attract retail buyers to the website 

and known as a professional, natural yet effective marketing tool. Therefore, the domain 

name of ñ.shopò is the perfect choice for online stores, shopping addresses and store 

chains in need of creating an address on the Internet to make it the easiest way for 

customer orientations. 

Source: Z.com 

Domain name and brand: 

A domain name is not only simply an address on the Internet but closely 

attached to the enterpriseôs operation and brand. 

In 2016, VECOM members conducted a survey to businessmen who both 

sell goods at traditional stores and own a website for online sales. As is shown by 

the result, 46% of the businessmen say orders come mainly from the store, 38% 

from their website, 28% from e-commerce floors, 13% from Facebook and 4% 

from other channels. The data indicates that website remains the most effective 

sales channel.
4
 

In 2016, VECOM implemented a lot of activities to raise the awareness of 

enterprises about the meaning of domain name. The selection of domain name 

should be associated with the business development strategies of the enterprise, 

especially when it aims a global scale. VECOM continues to pursue the goal 

ñEach enterprise a websiteò and conduct activities to raise the awareness of the 

community about the meaning of domain name in the digital era. 

                                                
4 A survey conducted in 2016 by DKT with 1000 customers. 
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Vietnamese businesses extend to the region with .asia domain name 

Weshop.asia was born in 2014. This electronic commercial portal belongs to WeShop 

Global Group Pte. Ltd, a joint stock company established in Singapore, invested in by 

Nexttech Vietnam and a big corporation in Malaysia.  

Weshop.asiaôs network consists of a logistics company in the US and e-commerce 

branches in Southeast Asia. This is both Vietnamôs first e-commerce product on 

Southeast Asian scale and a big competitive advantage over other commercial portals in 

the country and the region. 

Weshop.asia supports purchases from any websites in the US and aims to support 

purchases from any websites in the world. Additionally, Weshop.asia is also oriented to 

achieve perfect services, focus more on local needs to develop new services suitable to 

all customers. The goal of Weshop.asia is to become a favorite online destination for 

cross-border online shopping of all products including fashion, interior decorations, 

wellness and beauty products, sports equipment and electronic appliances imported 

from countries such as USA, Japan, Korea and China. 

In May 2015, Weshop Global launched a website for cross-border shopping in Vietnam 

at the address Weshop.com.vn. As of 2016, Weshop Global has a revenue growth of 

over 600% with around 16,000 loyal customers using the service. In October 2016 in 

Indonesia, Weshop.asia officially announced its multi-national operations, expanding 

into 5 different markets including the USA, Thailand, Indonesia, the Philippines and 

Malaysia. This portal is expected to expand to markets of China and India. Weshopôs 

expected after-tax profit for 2017 is 1.5 million USD. 

Source: Nexttech 

6. Huge gap in e-commerce among provinces  

A huge gap in e-commerce keeps persisting among provinces. After four 

years of surveying the application of e-commerce, a strong correlation between 

technological infrastructure and resources for e-commerce and people to national 

domain name ratio was found. Therefore, in 2016, VECOM did not conduct 

survey in the 9 provinces with average rate of 3,000 people to one national 

domain name .vn. These provinces are all in the northern mountainous region 

(Dien Bien, Son La, Cao Bang, Ha Giang, Lai Chau) and Southwest region (Vinh 

Long, Hau Giang, Soc Trang, Bac Lieu). E-commerce indexes of these provinces 

in the last years are among the lowest in the country. 

Population, income and number of enterprises in each province are also 

taken into consideration as important factors in evaluating component indexes of 

transactions between the enterprise and customers and between the enterprise and 

enterprise. 
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On one hand, from 2017 on, VECOM will continue removing provinces 

with low ratio of people to each national domain name from the survey and the 

expected cycle of survey for these provinces are three years. On the other hand, 

VECOM will strengthen collaboration with VNNIC, its members and other 

organizations in activities to introduce and promote benefits of new domain name 

registration in these provinces. Narrowing down the gap in e-commerce among 

provinces is clearly a long-term task. One of the benefits for enterprises is that 

the online market will spread across the country with a population of 90 million 

people and a high proportion of young people. 
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1. #<# $/!.( .'()ыP THAM GIA KHй/ 3<4 

 Cu֥c khӶo s§t ĽҼ֯c tiԒn h¨nh tַ cu֝i th§ng 8 t֧i th§ng 11 nŁm 2016 tӴi 

3.566 doanh nghi֓p trong cӶ nҼ֧c. VԚ loӴi h³nh doanh nghi֓p tham gia ĽiԚu tra, 

tׁ l֓ l֧n nhӸt thu֥c vԚ c§c c¹ng ty tr§ch nhi֓m hֻu hӴn (45%), tiԒp Ľ· l¨ c§c 

c¹ng ty c֡ phӺn (34%), doanh nghi֓p tҼ nh©n (11%), doanh nghi֓p nh¨ nҼ֧c 

5%. C§c doanh nghi֓p l֧n chiԒm t֧i 13% s֝ doanh nghi֓p tham gia khӶo s§t, c§c 

tׁ l֓ n¨y kh§ tҼҺng Ľ֟ng v֧i cu֥c khӶo s§t nŁm 2015.  

H³nh 1: LoӴi h³nh doanh nghi֓p tham gia ĽiԚu tra 

 

 Doanh nghi֓p hoӴt Ľ֥ng trong lǫnh vֽc ph©n ph֝i v¨ c¹ng nghi֓p chԒ biԒn 

chԒ tӴo l¨ hai nh·m chiԒm tׁ l֓ l֧n nhӸt trong cu֥c khӶo s§t (ĽԚu l¨ 22%), tiԒp 

Ľ· l¨ nh·m doanh nghi֓p x©y dֽng (18%). C§c nh·m ng¨nh nghԚ c¸n lӴi thӸp 

hҺn v¨ Ľa phӺn chiԒm tׁ l֓ dҼ֧i 9% trong cu֥c khӶo s§t. 

2. Hи Tл.' 6; .'5ё. .(=. ,ѢC  

a. Trang b֗ thiԒt b֗ Ľi֓n tֹ 

 C· 99% doanh nghi֓p tham gia khӶo s§t cho biԒt c· trang b֗ m§y t²nh PC 

v¨ laptop, b°n cӴnh Ľ· th³ c· 61% cho biԒt c· trang b֗ c§c thiԒt b֗ di Ľ֥ng, bao 

g֟m Ľi֓n thoӴi th¹ng minh v¨ m§y t²nh bӶng. 

b. Sֹ dֱng email v¨ c§c c¹ng cֱ h֣ tr֯ trong c¹ng vi֓c 

 NŁm 2016 c· 45% doanh nghi֓p cho biԒt c· tr°n 50% lao Ľ֥ng thҼ֩ng 

xuy°n sֹ dֱng email trong c¹ng vi֓c, cao hҺn tׁ l֓ 39% trong nŁm 2015; 18% 

cho biԒt c· dҼ֧i 10% lao Ľ֥ng thҼ֩ng xuy°n sֹ dֱng email. 

 X®t vԚ quy m¹ doanh nghi֓p, nh·m doanh nghi֓p vַa v¨ nh֛ (SME) c· tׁ 

l֓ ֵng dֱng email cao hҺn c§c doanh nghi֓p l֧n. 

 Trong Ľ· mֱc Ľ²ch sֹ dֱng email ch²nh trong doanh nghi֓p vӾn l¨ d½ng ĽԜ 

giao d֗ch v֧i kh§ch h¨ng v¨ nh¨ cung cӸp (84%). Nh³n chung xu hҼ֧ng sֹ dֱng 

email trong c§c hoӴt Ľ֥ng cֳa doanh nghi֓p Ľang tŁng dӺn so v֧i c§c nŁm trҼ֧c. 

11%
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5% 3%2%
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Doanh nghi֓p nh¨ nҼ֧c
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H³nh 2: Sֹ  dֱng email ph©n theo quy m¹ doanh nghi֓p 

 

 ņֵng vԚ nh·m c§c c¹ng cֱ h֣ tr֯ kh§c nhҼ Viber, WhatsApp, Skype, 

Facebook Messengeré ĽԜ h֣ tr֯ hoӴt Ľ֥ng trong c¹ng vi֓c, khӶo s§t ch֕ ra c· 

70% doanh nghi֓p Ľ« sֹ dֱng c§c c¹ng cֱ n¨y. 

H³nh 3: Mֱc Ľ²ch sֹ dֱng email trong doanh nghi֓p qua c§c nŁm 

 

c. Lao Ľ֥ng chuy°n tr§ch vԚ thҼҺng mӴi Ľi֓n tֹ 

 Do sֽ thay Ľ֡i vԚ c¹ng ngh֓ n°n xu hҼ֧ng c§n b֥ chuy°n tr§ch vԚ thҼҺng 

mӴi Ľi֓n tֹ dӺn dӺn kh¹ng chuy°n s©u vԚ c¹ng ngh֓ th¹ng tin. Do Ľ·, tַ nŁm 

2016 ch֕ tԀp trung khӶo s§t lao Ľ֥ng chuy°n tr§ch vԚ thҼҺng mӴi Ľi֓n tֹ. KԒt quӶ 

l¨ 34% doanh nghi֓p tham gia khӶo s§t cho biԒt c· lao Ľ֥ng chuy°n tr§ch vԚ 

thҼҺng mӴi Ľi֓n tֹ. Nh·m doanh nghi֓p l֧n c· tׁ l֓ lao Ľ֥ng chuy°n tr§ch vԚ 

thҼҺng mӴi Ľi֓n tֹ cao hҺn nhiԚu so v֧i nh·m doanh nghi֓p vַa v¨ nh֛. 

H³nh 4: Lao Ľ֥ng chuy°n tr§ch vԚ thҼҺng mӴi Ľi֓n tֹ ph©n theo quy m¹ 
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 Lǫnh vֽc giӶi tr² v¨ c¹ng ngh֓ th¹ng tin, truyԚn th¹ng l¨ hai nh·m ng¨nh c· 

tׁ l֓ lao Ľ֥ng chuy°n tr§ch vԚ thҼҺng mӴi Ľi֓n tֹ cao nhӸt v֧i mֵc tׁ l֓ tҼҺng 

ֵng l¨ 57% v¨ 54%. X©y dֽng l¨ nh·m ng¨nh nghԚ c· tׁ l֓ lao Ľ֥ng chuy°n 

tr§ch vԚ thҼҺng mӴi Ľi֓n tֹ thӸp nhӸt (23%). 

 X®t vԚ nhu cӺu tuyԜn dֱng lao Ľ֥ng chuy°n tr§ch c¹ng ngh֓ th¹ng tin v¨ 

thҼҺng mӴi Ľi֓n tֹ, vӾn c· t֧i 29% doanh nghi֓p cho biԒt Ľang gԊp kh· khŁn khi 

tuyԜn dֱng, tׁ l֓ n¨y cao hҺn m֥t ch¼t so v֧i tׁ l֓ 24% nŁm 2015. 

 K׃ nŁng vԚ quӶn tr֗ website v¨ s¨n giao d֗ch thҼҺng mӴi Ľi֓n tֹ Ľang l¨ 

nhu cӺu l֧n nhӸt Ľ֝i v֧i c§c doanh nghi֓p, 49% doanh nghi֓p gԊp kh· khŁn khi 

tuyԜn dֱng lao Ľ֥ng c· k׃ nŁng n¨y. V֧i c§c k׃ nŁng kh§c t³nh h³nh nhҼ sau: 

¶ K׃ nŁng x©y dֽng kԒ hoӴch, triԜn khai dֽ §n thҼҺng mӴi Ľi֓n tֹ: 47% 

¶ K׃ nŁng khai th§c, sֹ dֱng c§c ֵng dֱng thҼҺng mӴi Ľi֓n tֹ: 43% 

¶ K׃ nŁng c¨i ĽԊt chԒ Ľ֥, ֵng dֱng, khԂc phֱc sֽ c֝ th¹ng thҼ֩ng cֳa m§y 

vi t²nh: 41% 

¶ K׃ nŁng quӶn tr֗ cҺ s֫ dֻ li֓u: 41% 

¶ K׃ nŁng tiԒp th֗ trֽc tuyԒn: 36% 

¶ K׃ nŁng triԜn khai thanh to§n trֽc tuyԒn: 26% 

d. Chi ph² mua sԂm, trang b֗ v¨ ֵng dֱng c¹ng ngh֓ th¹ng tin v¨ thҼҺng 

mӴi Ľi֓n tֹ 

 ņa s֝ doanh nghi֓p tham gia khӶo s§t vӾn ĽӺu tҼ nhiԚu nhӸt v¨o hӴ tӺng 

phӺn cֵng, theo Ľ· b³nh qu©n doanh nghi֓p ĽӺu tҼ 42% chi ph² v¨o phӺn cֵng 

trong t֡ng chi ph² mua sԂm, trang b֗ v¨ ֵng dֱng c¹ng ngh֓ th¹ng tin v¨ thҼҺng 

mӴi Ľi֓n tֹ. Mֵc tׁ l֓ ph©n b֡ ng©n s§ch ĽӺu tҼ n¨y cȈng kh§ tҼҺng Ľ֟ng so v֧i 

c§c nŁm trҼ֧c. 

H³nh 5: Chi ph² mua sԂm, trang b֗ v¨ ֵng dֱng c¹ng ngh֓ th¹ng tin v¨ 

thҼҺng mӴi Ľi֓n tֹ qua c§c nŁm 
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3. GIAO Dэ#( 4(ѝѕ.' -и) M)ыN TѠ DOANH NGHIыP Vі) .'ѝї) 4)P5 
$©.' ɉ"ς#Ɋ 

a. Website doanh nghi֓p 

45% doanh nghi֓p tham gia khӶo s§t cho biԒt Ľ« x©y dֽng website, tׁ l֓ 

n¨y kh¹ng thay Ľ֡i nhiԚu so v֧i c§c nŁm trҼ֧c. 

H³nh 6: Tׁ l֓ doanh nghi֓p c· website qua c§c nŁm 

 

Tuy nhi°n, phӺn l֧n doanh nghi֓p Ľ« ch¼ tr֙ng t֧i vi֓c cԀp nhԀt th¹ng tin 

thҼ֩ng xuy°n l°n website: 54% doanh nghi֓p cԀp nhԀt th¹ng tin l°n website 

h¨ng ng¨y so v֧i tׁ l֓ 50% nŁm 2015. 

H³nh 7: Tׁ l֓ cԀp nhԀt th¹ng tin l°n website qua c§c nŁm 
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ĽӺu khi x©y dֽng website 

v֧i tׁ l֓ l¨ 50%, tiԒp theo l¨ 

t°n miԚn .COM v֧i tׁ l֓ 

43%. C§c t°n miԚn qu֝c tԒ 

kh§c c· mֵc Ľ֥ sֹ dֱng 

thӸp hҺn nhiԚu. 
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b. Kinh doanh tr°n mӴng x« h֥i 

Kinh doanh tr°n mӴng x« h֥i Ľang l¨ m֥t xu hҼ֧ng thu h¼t sֽ quan t©m 

cֳa doanh nghi֓p, ĽԊc bi֓t l¨ c§c doanh nghi֓p nh֛ v¨ vַa, c§c h֥ kinh doanh c§ 

thԜ v¨ c§ nh©n b֫i nhֻng l֯i thԒ vԚ hi֓u quӶ v¨ chi ph² cȈng nhҼ t²nh tҼҺng t§c 

v֧i kh§ch h¨ng. 

KhӶo s§t cho thӸy c· 34% doanh nghi֓p Ľ« tiԒn h¨nh kinh doanh tr°n mӴng 

x« h֥i, tŁng 6% so v֧i nŁm 2015. 

H³nh 9: Kinh doanh tr°n mӴng x« h֥i qua c§c nŁm 

 

c. Tham gia c§c s¨n thҼҺng mӴi Ľi֓n tֹ 

S¨n thҼҺng mӴi Ľi֓n tֹ cȈng l¨ m֥t c¹ng cֱ hֻu ²ch cho doanh nghi֓p vַa 

v¨ nh֛, tuy nhi°n trong v¨i nŁm tr֫ lӴi Ľ©y xu hҼ֧ng n¨y Ľang chֻng lӴi.  

NŁm 2016 c· 13% doanh nghi֓p tham gia khӶo s§t triԜn khai kinh doanh 

tr°n c§c s¨n thҼҺng mӴi Ľi֓n tֹ. Tׁ l֓ n¨y hӺu nhҼ kh¹ng thay Ľ֡i so v֧i nŁm 

2015. 

H³nh 10: Tׁ l֓ doanh nghi֓p tham gia s¨n TMņT qua c§c nŁm 
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d. Kinh doanh tr°n nԚn tӶng di Ľ֥ng 

NŁm 2015 Ľ« Ľ§nh dӸu sֽ b½ng n֡ mӴnh mԐ cֳa xu hҼ֧ng thҼҺng mӴi di 

Ľ֥ng. Song song v֧i sֽ ph§t triԜn cֳa hӴ tӺng di Ľ֥ng, c§c doanh nghi֓p Ľ« ĽӺu 

tҼ nhiԚu hҺn v¨o hoӴt Ľ֥ng kinh doanh tr°n nԚn tӶng m֧i n¨y, tַ kh©u n©ng cӸp 

website tҼҺng th²ch v֧i thiԒt b֗ di Ľ֥ng t֧i vi֓c ph§t triԜn c§c ֵng dֱng. 

KhӶo s§t nŁm 2016 cho thӸy 19% doanh nghi֓p Ľ« ph§t triԜn website ĽԜ 

tҼҺng th²ch v֧i nԚn tӶng di Ľ֥ng. 

H³nh 11: Tׁ l֓ website c· phi°n bӶn di Ľ֥ng qua c§c nŁm 

 

TҼҺng tֽ website phi°n bӶn di Ľ֥ng, tׁ l֓ doanh nghi֓p c· ֵng dֱng b§n 

h¨ng tr°n thiԒt b֗ di Ľ֥ng nŁm 2016 cȈng l¨ 15%, giӶm m֥t ch¼t so v֧i nŁm 

2015. 

H³nh 12: Tׁ l֓ c· ֵng dֱng b§n h¨ng tr°n thiԒt b֗ di Ľ֥ng qua c§c nŁm 

 

NԚn tӶng Android vӾn l¨ nԚn tӶng ph֡ biԒn nhӸt ĽҼ֯c doanh nghi֓p lֽa 

ch֙n ĽԜ ph§t triԜn c§c ֵng dֱng di Ľ֥ng cֳa m³nh (72%), tiԒp Ľ· l¨ nԚn tӶng 

Windows (49%) v¨ iOS (46%). 

CȈng theo khӶo s§t, th֩i gian trung b³nh lҼu lӴi cֳa kh§ch h¨ng khi truy cԀp 

v¨o website thҼҺng mӴi Ľi֓n tֹ phi°n bӶn di Ľ֥ng hoԊc ֵng dֱng b§n h¨ng cֳa 

doanh nghi֓p chҼa cao, phӺn l֧n l¨ dҼ֧i 10 ph¼t. 
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H³nh 13: Th֩i gian trung b³nh lҼu lӴi cֳa kh§ch h¨ng khi truy cԀp website 

TMņT phi°n bӶn di Ľ֥ng hoԊc ֵng dֱng b§n h¨ng 

 

Trong s֝ c§c doanh nghi֓p cho biԒt c· website phi°n bӶn di Ľ֥ng hoԊc ֵng 

dֱng b§n h¨ng, c· t֧i 41% doanh nghi֓p Ľ« cho ph®p ngҼ֩i mua thֽc hi֓n to¨n 

b֥ qu§ tr³nh mua sԂm tr°n thiԒt b֗ di Ľ֥ng, 29% c· triԜn khai chҼҺng tr³nh 

khuyԒn mӴi d¨nh ri°ng cho kh§ch h¨ng sֹ dֱng thiԒt b֗ di Ľ֥ng ĽԜ mua sӶn phӼm 

v¨ 49% doanh nghi֓p c· nhԀn ĽҺn ĽԊt h¨ng qua ֵng dֱng b§n h¨ng tr°n thiԒt b֗ 

di Ľ֥ng. 

H³nh 14: H֣ tr֯ kinh doanh tr°n nԚn tӶng di Ľ֥ng 

 

e. C§c h³nh thֵc quӶng c§o website v¨ ֵng dֱng di Ľ֥ng 

NŁm 2016 Ľ§nh dӸu mӴng x« h֥i vҼҺn l°n v¨ tr֫ th¨nh c¹ng cֱ ĽҼ֯c doanh 

nghi֓p sֹ dֱng nhiԚu nhӸt ĽԜ quӶng c§o website v¨ ֵng dֱng di Ľ֥ng (47%), tiԒp 

sau Ľ· l¨ h³nh thֵc quӶng c§o qua c§c c¹ng cֱ t³m kiԒm (41%) 
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H³nh 15: C§c h³nh thֵc quӶng c§o website/ֵng dֱng di Ľ֥ng 

 

56% doanh nghi֓p cho biԒt Ľ« chi dҼ֧i 10 tri֓u Ľ֟ng cho vi֓c quӶng c§o 

website/ֵng dֱng di Ľ֥ng qua c§c phҼҺng ti֓n trֽc tuyԒn, 34% chi tַ 10-50 tri֓u 

Ľ֟ng v¨ m֧i c· 10% doanh nghi֓p chi tr°n 50 tri֓u Ľ֟ng cho hoӴt Ľ֥ng quӶng 

c§o website/ֵng dֱng di Ľ֥ng. 

X®t trong nh·m 5 th¨nh ph֝ trֽc thu֥c Trung ҼҺng th³ Tp H֟ Ch² Minh v¨ 

H¨ N֥i vӾn l¨ hai khu vֽc c· tׁ l֓ doanh nghi֓p chi cho quӶng c§o trֽc tuyԒn 

tr°n 50 tri֓u Ľ֟ng l֧n nhӸt, lӺn lҼ֯t l¨ 14% v¨ 12%. 

H³nh 16: Chi ph² quӶng c§o ph©n theo nh·m th¨nh ph֝ trֽc thu֥c Trung 

ҼҺng 
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MӴng x« h֥i v¨ c¹ng cֱ t³m kiԒm cȈng l¨ hai h³nh thֵc quӶng c§o Ľem lӴi 

hi֓u quӶ cao nhӸt cho doanh nghi֓p v֧i tׁ l֓ tҼҺng ֵng l¨ 46% v¨ 44%. 

H³nh 17: ņ§nh gi§ hi֓u quӶ cֳa vi֓c quӶng c§o website/ֵng dֱng di Ľ֥ng 

 

R» r¨ng xu hҼ֧ng quӶng c§o qua mӴng x« h֥i v¨ c§c c¹ng cֱ t³m kiԒm 

Ľang ng¨y c¨ng ph§t triԜn khi hi֓u quӶ t²ch cֽc Ľem lӴi cho doanh nghi֓p c· 

chiԚu hҼ֧ng tŁng dӺn qua c§c nŁm. 

H³nh 18: Tׁ l֓ doanh nghi֓p Ľ§nh gi§ hi֓u quӶ cao c§c c¹ng cֱ quӶng c§o 

trֽc tuyԒn qua c§c nŁm 
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4. GIAO Dэ#( 4(ѝѕ.' -и) M)ыN TѠ DOANH NGHIыP VіI DOANH 
NGHIыP (B2B) 

a. Sֹ dֱng c§c phӺn mԚm quӶn lĨ 

 90% doanh nghi֓p tham gia khӶo s§t cho biԒt c· sֹ dֱng phӺn mԚm kԒ to§n 

t¨i ch²nh, tׁ l֓ n¨y xӸp x֕ tׁ l֓ 89% nŁm 2015 v¨ Ľ©y cȈng l¨ nh·m phӺn mԚm 

ĽҼ֯c sֹ dֱng nhiԚu nhӸt trong doanh nghi֓p. TiԒp theo l¨ phӺn mԚm quӶn lĨ 

nh©n sֽ v֧i 59% doanh nghi֓p sֹ dֱng v¨ cao hҺn 10% so v֧i nŁm 2015. 

 Ngo¨i ra c§c nh·m phӺn mԚm chuy°n s©u ֫ mֵc n©ng cao nhҼ quӶn lĨ 

kh§ch h¨ng (CRM), quӶn lĨ chu֣i cung ֵng (SCM) v¨ quӶn tr֗ ngu֟n lֽc doanh 

nghi֓p (ERP) c¸n kh§ ²t doanh nghi֓p sֹ dֱng, tׁ l֓ tŁng kh¹ng Ľ§ng kԜ so v֧i 

nŁm 2015. 

H³nh 19: T³nh h³nh sֹ dֱng c§c phӺn mԚm quӶn lĨ qua c§c nŁm 

 

 Nh³n chung nh·m doanh nghi֓p l֧n vӾn c· tׁ l֓ sֹ dֱng c§c phӺn mԚm cao 

hҺn doanh nghi֓p vַa v¨ nh֛. Ngo¨i nh·m phӺn mԚm vԚ t¨i ch²nh kԒ to§n th³ 

c§c mֵc Ľ֥ ch°nh l֓ch sֹ dֱng c§c phӺn mԚm giֻa doanh nghi֓p l֧n v¨ doanh 

nghi֓p SME l¨ rӸt cao, ĽԊc bi֓t l¨ Ľ֝i v֧i c§c phӺn mԚm ERP th³ Ľ֥ ch°nh l֓ch 

c· thԜ l°n gӸp 4 lӺn. 

H³nh 20: T³nh h³nh sֹ dֱng c§c phӺn mԚm quӶn lĨ theo quy m¹ doanh 

nghi֓p 
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b. Sֹ dֱng chֻ kĨ Ľi֓n tֹ v¨ h֯p Ľ֟ng Ľi֓n tֹ 

 NŁm 2016 c· 60% doanh nghi֓p tham gia khӶo s§t cho biԒt c· sֹ dֱng chֻ 

kĨ Ľi֓n tֹ, hӺu nhҼ kh¹ng thay Ľ֡i so v֧i nŁm 2015. 

H³nh 21: T³nh h³nh sֹ dֱng chֻ kĨ Ľi֓n tֹ qua c§c nŁm 

 

 NŁm 2016 mӾu phiԒu b֡ sung th°m n֥i dung khӶo s§t vԚ t³nh h³nh sֹ dֱng 

c§c h֯p Ľ֟ng Ľi֓n tֹ trong doanh nghi֓p, theo Ľ· m֧i ch֕ c· 31% doanh nghi֓p 

sֹ dֱng c§c h֯p Ľ֟ng Ľi֓n tֹ. 

c. NhԀn ĽҺn ĽԊt h¨ng v¨ ĽԊt h¨ng qua c§c c¹ng cֱ trֽc tuyԒn 

 Email vӾn l¨ h³nh thֵc nhԀn ĽҺn ĽԊt h¨ng chֳ yԒu qua c§c c¹ng cֱ trֽc 

tuyԒn cֳa doanh nghi֓p. NŁm 2016 c· 85% doanh nghi֓p nhԀn ĽҺn ĽԊt h¨ng qua 

email v¨ tŁng 7% so v֧i nŁm 2015. Hai h³nh thֵc kh§c l¨ website v¨ s¨n thҼҺng 

mӴi Ľi֓n tֹ/mӴng x« h֥i c· tׁ l֓ thӸp hҺn nhiԚu v¨ ĽԚu dҼ֧i mֵc 50%. 

 Qua c§c nŁm th³ tׁ l֓ nhԀn ĽҺn ĽԊt h¨ng cֳa doanh nghi֓p qua c§c c¹ng cֱ 

trֽc tuyԒn c· xu hҼ֧ng tŁng dӺn. 

H³nh 22: Tׁ l֓ doanh nghi֓p nhԀn ĽҺn ĽԊt h¨ng qua c§c c¹ng cֱ trֽc tuyԒn 
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 Kh§ tҼҺng Ľ֟ng v֧i h³nh thֵc nhԀn ĽҺn ĽԊt h¨ng, hoӴt Ľ֥ng ĽԊt h¨ng cֳa 

doanh nghi֓p v֧i Ľ֝i t§c tr°n c§c c¹ng cֱ trֽc tuyԒn vӾn chiԒm chֳ yԒu l¨ th¹ng 

qua email (84% ĽԊt h¨ng qua email), tiԒp ĽԒn l¨ website (46%) v¨ s¨n, mӴng x« 

h֥i (32%). 

 Tׁ l֓ ĽԊt h¨ng cȈng Ľang c· xu hҼ֧ng tŁng dӺn so v֧i hai nŁm trҼ֧c. 

H³nh 23: Tׁ l֓ doanh nghi֓p ĽԊt h¨ng qua c§c c¹ng cֱ trֽc tuyԒn 

 

d. Tׁ l֓ ĽӺu tҼ, x©y dֽng v¨ vԀn h¨nh website/ֵng dֱng di Ľ֥ng 

 KhӶo s§t vԚ tׁ l֓ ĽӺu tҼ, x©y dֽng v¨ vԀn h¨nh website/ֵng dֱng di Ľ֥ng 

tr°n t֡ng v֝n ĽӺu tҼ thҼҺng mӴi Ľi֓n tֹ cֳa doanh nghi֓p cho thӸy Ľa s֝ doanh 

nghi֓p vӾn chҼa ch¼ tr֙ng ĽӺu tҼ nhiԚu v¨o kh©u n¨y, ĽiԜn h³nh c· t֧i 62% 

doanh nghi֓p tham gia khӶo s§t chi dҼ֧i 20% trong t֡ng v֝n ĽӺu tҼ thҼҺng mӴi 

Ľi֓n tֹ ĽԜ ĽӺu tҼ, x©y dֽng v¨ vԀn h¨nh website/ֵng dֱng di Ľ֥ng. 

 Nh·m doanh nghi֓p l֧n c· tׁ l֓ chi cao hҺn nh·m c§c doanh nghi֓p vַa v¨ 

nh֛ cho x©y dֽng v¨ vԀn h¨nh website/ֵng dֱng di Ľ֥ng. ֪ mֵc ĽӺu tҼ tr°n 

50% trong t֡ng ng©n s§ch cho thҼҺng mӴi Ľi֓n tֹ th³ c· 10% doanh nghi֓p l֧n 

cho biԒt chi ֫ mֵc n¨y, trong khi tׁ l֓ n¨y ֫ doanh nghi֓p nh֛ ch֕ l¨ 4% . 

H³nh 24: Tׁ l֓ ĽӺu tҼ, x©y dֽng v¨ vԀn h¨nh website/ֵng dֱng di Ľ֥ng 

ph©n theo quy m¹ doanh nghi֓p 
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e. ņ§nh gi§ hi֓u quӶ cֳa vi֓c b§n h¨ng qua c§c c¹ng cֱ trֽc tuyԒn 

 MԊc d½ mӴng x« h֥i v¨ c§c c¹ng cֱ t³m kiԒm l¨ hai k°nh tiԒp th֗ trֽc tuyԒn 

hi֓u quӶ nhҼng website l¨ c¹ng cֱ gi¼p doanh nghi֓p b§n h¨ng t֝t nhӸt. 

 38% doanh nghi֓p tham gia khӶo s§t Ľanh gi§ cao hi֓u quӶ b§n h¨ng trֽc 

tuyԒn qua website, trong khi Ľ· qua mӴng x« h֥i ch֕ m֧i c· 34%, qua ֵng dֱng 

di Ľ֥ng l¨ 21% v¨ qua c§c s¨n thҼҺng mӴi Ľi֓n tֹ l¨ 19%. 

H³nh 25: ņ§nh gi§ hi֓u quӶ cֳa vi֓c b§n h¨ng qua c§c c¹ng cֱ trֽc tuyԒn 

 

 Tַ Ľ· c· thԜ thӸy website vӾn l¨ m֥t k°nh trֽc tuyԒn quan tr֙ng nhӸt gi¼p 

doanh nghi֓p khԆng Ľ֗nh thҼҺng hi֓u v¨ x©y dֽng niԚm tin Ľ֝i v֧i ngҼ֩i ti°u 

d½ng. 
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5. GIAO DэCH GIѡ! #(^.( 0(ќ VіI DOANH NGHIыP (G2B) 

a. Tra cֵu th¹ng tin tr°n c§c website cҺ quan nh¨ nҼ֧c 

 Tׁ l֓ doanh nghi֓p thҼ֩ng xuy°n tra cֵu c§c th¹ng tin tr°n c§c website cҺ 

quan nh¨ nҼ֧c nŁm 2016 l¨ 34%. Nh³n chung, tׁ l֓ doanh nghi֓p truy cԀp v¨ thu 

thԀp th¹ng tin tַ c§c website cֳa cҺ quan nh¨ nҼ֧c trong v¨i nŁm tr֫ lӴi ĽӺu hӺu 

nhҼ kh¹ng c· thay Ľ֡i l֧n. 

 M֥t trong c§c nguy°n nh©n c· thԜ l¨ th¹ng tin cung cӸp tr°n Ľ· chҼa phong 

ph¼, Ľa dӴng, thiԒt thֽc v֧i doanh nghi֓p. 

H³nh 26: Xu hҼ֧ng tra cֵu th¹ng tin tr°n c§c website cҺ quan nh¨ nҼ֧c 

qua c§c nŁm 

 

 Nh·m doanh nghi֓p l֧n c· mֵc quan t©m t֧i th¹ng tin tr°n c§c website cҺ 

quan nh¨ nҼ֧c cao hҺn nh·m c§c doanh nghi֓p vַa v¨ nh֛: 47% doanh nghi֓p 

l֧n thҼ֩ng xuy°n tra cֵu th¹ng tin, trong khi Ľ· tׁ l֓ n¨y ֫ doanh nghi֓p nh֛ l¨ 

32%. 

H³nh 27: Tׁ l֓ tra cֵu th¹ng tin tr°n c§c website cҺ quan nh¨ nҼ֧c 

ph©n theo quy m¹ doanh nghi֓p 
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