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1. introduction
In the context of rapid e-commerce (EC)

development, the cosmetics industry, particularly
skincare products, has undergone significant
transformations in consumer behavior. Online
cosmetic shopping, especially through EC
platforms such as Shopee, Lazada, Tiki, and
TikTok Shop, is becoming increasingly dominant
in consumer purchasing habits. Consumers are
now more inclined towards the convenience and
variety of cosmetic products from renowned
brands, as well as widely advertised domestic
products. Essential skincare products such as
moisturizers, serums, facial cleansers, and

sunscreens not only fulfill beauty needs but also
contribute to an improved quality of life.
According to reports from EC platforms, in the
first half of 2024, despite a slight decline in
overall EC revenue compared to 2023, the
cosmetics market still recorded stable growth,
with skincare products accounting for a significant
portion of the total cosmetics industry revenue.
This indicates the robust expansion of the online
cosmetics market, particularly within essential
product groups. EC platforms not only facilitate
quick access to products from multiple brands but
also create significant opportunities for both
domestic and international brands to grow. This
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study aims to analyze skincare cosmetics shopping
behavior on EC platforms, evaluate the factors
influencing consumer purchase decisions, and
propose solutions to enhance the development of
the online cosmetics industry in Vietnam.

2. Theoretical framework
2.1. Concept of consumer behavior
Consumer behavior refers to the actions of

individuals or groups when selecting, shopping,
using, or discarding products, services, ideas, or
experiences. According to Philip Kotler (2018),
consumer behavior is the process by which
individuals recognize needs, search for products
or services, and make purchase decisions based
on psychological and social factors. Solomon et
al. (2023) define consumer behavior as the study
of how individuals or groups choose, buy, use, or
discard products and services to satisfy their
needs.

Kotler (2018) further explains: 'The purchase
decision involves a series of choices: selecting the
product, choosing the brand, selecting the retailer,
determining the purchase timing, and deciding on
the purchase quantity.' Thus, consumer purchase
decisions involve a process where individuals form
their buying intent after researching and evaluating
product, service, or brand options.

The consumer decision-making process, as
outlined by Philip Kotler and colleagues in
'Principles of Marketing' (2018), consists of five
stages: need recognition, information search,
evaluation of alternatives, purchase decision, and
post-purchase behavior. This process begins long
before the actual purchase and continues even after
the consumer has acquired the product.

Consumer purchasing behavior is influenced by
various factors. Philip Kotler has categorized these

factors in 'Principles of Marketing' (2018) into
cultural, social, personal, and psychological factors,
which together form a comprehensive framework
for understanding consumer purchasing decisions
and preferences. Below are the illustrations that
summarize the buyer decision process and
influencing factors:

2.2. Current state of Vietnam's ec market and
skincare industry

Although there was a slight decline in total
revenue in the last half of 2023, the total EC market
in the first half of 2024 grew by 54.91% in revenue
and 65.55% in sales volume compared to the same
period in 2023. This indicates that consumers are
spending more freely despite economic
uncertainties. The entire EC market recorded
574,000 active shops and over 1.5 million products
sold. Among the five EC platforms, only TikTok
Shop and Shopee reported positive revenue
growth, with increases of 150.54% and 65.97%,
respectively. Both platforms have strengthened
their purchase-return policies, prioritizing
consumer satisfaction. Additionally, Shopee and
TikTok Shop have effectively leveraged the
growing trend of live-stream shopping. Shopee’s
revenue is primarily generated from shops with
warehouses in Hanoi and Ho Chi Minh City.
Outside of Ho Chi Minh City and Da Nang, high-
revenue warehouses are mainly concentrated in the
Red River Delta region, Vietnam’s most densely
populated area.

Since 2023, due to overall economic impacts,
consumers have continued the trend of tightening
spending. However, for essential products, they
remain willing to invest in purchases that ensure
quality of life, particularly in healthcare and family
care products. 
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Figure 1: Consumer decision-making process 

Source: Philip Kotler & Gary Armstrong, 2018
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In the first half of 2024, the facial skincare
market on e-commerce platforms demonstrated
stable growth, with a strong surge in summer,
following a slight decline in January due to post-

holiday shopping slowdowns. Total
revenue for the first six months exceeded
5,000 billion VND. The top four best-
selling product categories were serums,
moisturizers, facial sunscreens, and
facial cleansers. These were also among
the highest-selling products by volume,
second only to face masks.

Facial skincare shopping primarily
focuses on nourishing, protecting, and
cleansing products. Among them, serums
demonstrate a high demand for advanced
skincare treatments. Moisturizers rank
second, reflecting the essential role of
hydration in daily skincare routines.
Sunscreens and facial cleansers are

classified as fundamental products in daily skincare
and cleansing regimens. Meanwhile, face masks
represent a niche category that has shown
significant growth in the first half of 2024.
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Figure 2: Factors influencing consumer buying behavior 

Figure 3: Revenue structure by province/city in the first
half of 2024

Source: Metric.vn

Source: Philip Kotler & Gary Armstrong, 2018
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3. conclusion
The behavior of purchasing skincare cosmetics

on EC platforms in Vietnam is undergoing
significant transformations in line with modern
consumer trends. Based on theoretical foundations
of consumer behavior, the purchasing decision-
making process is influenced by factors such as
need recognition, information search, product
evaluation, purchase decision, and post-purchase

behavior. EC platforms such
as Shopee, Lazada, Tiki, and
TikTok Shop play a crucial
role in meeting consumer
demand by offering a wide
range of products and
providing a seamless shopping
experience. 

Despite a slight decline in
total EC platform revenue in
the first half of 2024 compared
to 2023, the skincare
cosmetics sector has
maintained stable growth,
indicating that consumer
demand for skincare remains
high despite economic
fluctuations. The facial
skincare segment is one of the
highest-grossing categories on
EC platforms, with serums,
moisturizers, sunscreens, and

facial cleansers leading in revenue. These products
are considered essential in daily skincare routines
and contribute significantly to the total revenue of
the online cosmetics industry. Additionally, product
categories such as face masks, exfoliators, and
toners have shown strong growth, reflecting a rising
consumer preference for specialized skincare
treatments and comprehensive skincare routines n
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Figure 4: Revenue of facial skincare categories by product type 

(Billion VND)

Source: Metric.vn

RefeRences:

Ajzen, I. & Fishbein, M. (1980), Theory of Reasoned Action, IGI Global

Ajzen, I. (1991), Theory of Planned Behavior, IGI Global 

Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th ed.). Pearson.

Khalikussabir, A., Waris, A., & Wahono, B. (2021). Perceived Price, eTrust, eSatisfaction, and Online Repurchase
Intention. International Journal of Supply Chain Management, 8(4), 1830-1839.

Khurana, A. (2022, September 13). Learn the Difference Between E-Business vs. E-Commerce. The Balance.
Retrieved May 13, 2024, from https://www.thebalancemoney.com/ebusiness-vs-ecommerce-1141573 

Jolaoso, C. (2023, September 7). What Is E-Commerce? Definition, Types & Getting Started. Forbes. Retrieved
May 13, 2024, from https://www.forbes.com/advisor/business/what-is-ecommerce



270

Taïp chí coâng Thöông

soá 11/2025

Dr. Vandana Sonwaney và Snehal Tejus Chincholkar (2019). Identifying The Factors Impacting Online Consumer
Buying Behaviour

Solomon, M. R., & Russell, C. A. (2023). Consumer behaviour: Buying, having, and being (14th ed.). Pearson.

Pearce, D. D. (1999). Translation of Dictionary of Modern Economics. Original work published in 1989.

Ecommerce data platform – Metric. https://metric.vn/

Received date: March 2, 2025
Reviewed date: March 5, 2025
Accepted date: March 10, 2025

ñAÙnh giAÙ Thöïc TRAïng hAønh vi 
MuA sAÉM Myõ phAåM chAêM sOÙc dA MAËT 

TReân sAøn Thöông MAïi ñieän Töû TAïi vieäT nAM

l LeÂ THò VieäT Haø1

lÑoÃ THanH HÖÔng1

1Vieän Quaûn trò kinh doanh, Tröôøng Ñaïi hoïc kinh teá, 

Ñaïi hoïc Quoác gia Vieät Nam Haø Noäi

TOÙM TAÉT:
Trong nhöõng naêm gaàn ñaây, mua saém myõ phaåm chaêm soùc da maët qua caùc saøn thöông maïi ñieän

töû ñaõ trôû thaønh moät xu höôùng phoå bieán vaø ñöôïc öa chuoäng roäng raõi, ñaëc bieät laø trong boái caûnh söï
phaùt trieån maïnh meõ cuûa coâng ngheä vaø thay ñoåi thoùi quen tieâu duøng. Caùc saøn thöông maïi ñieän töû
nhö Shopee, Lazada, Tiki, vaø TikTok Shop khoâng chæ cung caáp caùc saûn phaåm chaát löôïng töø caùc
thöông hieäu lôùn maø coøn taïo ra moâi tröôøng thuaän lôïi ñeå ngöôøi tieâu duøng deã daøng tieáp caän vaø mua
saém myõ phaåm chaêm soùc da maët. Nhöõng ñoåi môùi veà coâng ngheä, chieán löôïc tieáp thò saùng taïo vaø
nhu caàu tieâu duøng ngaøy caøng cao cuûa ngöôøi tieâu duøng ñaõ giuùp cho ñoä lôùn cuûa thò tröôøng mua saém
tröïc tuyeán naøy taêng tröôûng khoâng ngöøng. Nghieân cöùu naøy seõ tieáp tuïc phaân tích saâu hôn veà thöïc
traïng haønh vi mua saém myõ phaåm döôõng da maët, caùc yeáu toá taùc ñoäng ñeán haønh vi mua saém trong
ngaønh treân neàn taûng thöông maïi ñieän töû.

Töø khoaù: myõ phaåm chaêm soùc da maët, saøn thöông maïi ñieän töû, haønh vi mua saém.


