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confidence in the fourth quarter of 2017, more than half of
Vietnamese people (51%) use their spare money to buy new
clothes at modern business models such as supermarkets,
shopping centers, or at very traditional models like street vendors
and wet markets where haggling (also known as bargaining) is
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The research was conducted using mixed methods concluding
qualitative research (in-depth interview and focus group) and
quantitative one (survey). The results showed that Attitude towards
bargaining, Perceived behavioral control, Interest in bargaining
affect Consumer’s bargaining behavior when buying fashionable
clothes. Results were validated in Ho Chi Minh City context, and
some conclusions were also presented.
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1. Background and research model

Bargaining is a process in which buyers and sellers of goods/services argue about the price
and the exact nature of the transaction (Putthiwanit & Santipiriyapon, 2013). This is the behavior
that both sellers and buyers are involved in, related to the price of the product or service. If
bargaining leads to reaching agreements on terms, the transaction will take place. Bargaining
allows sellers to know consumers’ willingness to spend, and it also allows buyers to get items at
the desired purchase price. Until today, there are so many studies about consumer behavior in
general and the specific behaviors such as choice, shopping, intention, buying... The theories that
created a steady foundation are the Theory of Rational Action TRA (Ajzen & Fishbein, 1975) and
Theory of Planned Behavior TPB (Ajzen, 1991). According to TRA, the consumer intention is the
most important signal predicting consumer behavior. Behavioral intention is influenced by two
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factors, behavior-oriented attitude, and subjective norm. In which, attitude is an expression of that
individual’s element, expressing positive or negative beliefs to consumption for a product or
service and subjective norm also shows the influence of society on individual consumers and their
behavior. While TPB is built by adding behavioral control cognitive element to the 7R4 model.
Behavioral control cognitive reflects the ease or difficulty of implementing behaviors. This
depends on the availability of resources and opportunities for implementing behavior.

Regarding the bargaining behavior, some previous typical studies can be listed as follow:
Lee (2000) reports on retail bargaining behavior of American and Chinese Singaporean customers;
Osman-Gani and Tan (2002) study the influence of culture on negotiation styles of Asian mangers;
Novemsky and Schweitzer (2004) examine the differential effects of internal and external social
comparisons on negotiator satisfaction; Kwon, Schumann, and Fairhurst (2010) study the
characteristics of bargain hunters over forward-looking price expectation; and Lichtenstein,
Ridgway, and Netemeyer (1993), Freymann (2002), and Putthiwanit (2016). Most of them found
that attitude, interest were the most important factors affecting bargaining behavior. For instance,
the price is the first factor customers must pay attention to when entering a place to shop
(Freymann, 2002). Lichtenstein et al. (1993) point out that customer perceptions of prices may
have a positive or negative impact on buying behavior. Customers are willing to pay a high price
for a product when they perceive the price with a positive meaning, such as a high price that
represents prestige and good quality. On the other hand, consumers who perceive prices in a
negative direction often prefer low prices and promotions. In 1973, Kotler demonstrated the
external environment that determines the value of goods can also affect customers. Erdem and
Darden (1983) found that from the customer point of view, the physical appeal of the shopping
place is correlated with the higher decision-making decision compared with the price and the
quality of goods.

Suggested Research Model

The suggested research model that inherits previous theoretical models and studies, and
build based on qualitative research includes four factors which are attitude towards bargaining,
subjective norms (impact of other people), perceived behavior control (the easy or difficult feelings
to bargain), and interest in bargaining affecting the consumer’s bargaining behavior when buying
fashionable clothing in Ho Chi Minh City. It is also inserted demographic variables such as gender,
age, and income to find out the differences in demographic characteristics on the impact.
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Figure 1. The Research Model

HI: Consumer’s attitude toward bargaining has a positive impact on bargaining behavior
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H?2: Subjective norm has a positive impact on bargaining behavior
H3: Perceived behavior control has a positive impact on bargaining behavior
H4: The interest in bargaining has a positive impact on bargaining behavior

2. Methodology

This study is conducted in two steps: firstly, the qualitative method is carried out in two
formats, focus-group discussion of eight people and in-depth interviews with two experts who are
experienced traders, market-savvy. The goal is to directly explore ideas to build the model, adjust,
and supplement the observed variables of the scales (T. D. Nguyen, 2011). Secondly, research uses
the quantitative method throughout face-to-face surveys and online interviews (Google form) for
model and hypotheses verification. The questionnaire is designed by Linkert scale five points from
one —“Strongly disagree” to five —“Strongly agree”.

The collected data is processed by three steps, check for reliability of the scale (Cronbach’s
alpha), exploratory factor analysis (EFA), and analysis of multiple linear regression (MLR).
Besides that, T-test and ANOVA are also used for checking whether the differences in bargaining
behavior exist among different groups of gender, age, and income.

3. Results
3.1. Descriptive data

After eliminating 57 observations, 220 are valid for data processing in which seventy-four
received from face-to-face survey (33.6%) and one hundred and forty-six received from the online
interview (66.4%).

Table 1

Statistic of respondents

Gender Age Income
Male |Female|<23 y.o|23-27 y.o | 28-35 y.0 | 36-45 y.0 [>45 y.0|<5M d|5SM-10M ¢[{10M-15M d >15M d
70 150 94 42 27 29 28 107 74 24 15

31.8% |68.2% (42.7% | 19.1% 12.3% 13.2% | 12.7% |48.6%| 33.6% 10.9% 6.8%

Source: Research results

Most of the respondents are female, under twenty-three years old (y.o) and monthly income
goes around five million (M) VND. The next group falls into the consumers aging from twenty-
three y.o to twenty-seven y.o and getting from five million VND to ten million VND. This number
shows that these segments often goes shopping for clothes in general trade channel (street shops,
wet markets) and the consumers, who are older and have higher income, choose modern trade
channel (department store, shopping malls) as their priority.

3.2. Model and hypothesis verification

At the first step, all scales need to be tested for reliability with Cronbach’s Alpha method.
The results indicate Attitude towards bargaining (TD thaido) reaching 0.628, Subjective norms
(CCQ chuanchugquan) 0.801, Perceived behavioral control (CN_camnhan) 0.738, Interest in
bargaining (TT thichthu) 0.746 and Consumer’s bargaining behavior (HV _hanh_vi) 0.727.
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Table 2
Reliability by Cronbach’s Alpha
Factor Cronbach’s Alpha

Attitude towards bargaining (TD _thaido) 0.628
Subjective norms (CCQ_chuanchuquan) 0.801
Perceived behavioral control (CN_camnhan) 0.738
Interest in bargaining (TT _thichthu) 0.746
Consumer’s bargaining behavior (HV _hanh_vi) 0.727

Source: Research results

Next, EFA analysis gives KMO= 0.733> 0.5 and Bartlett’s Sig = 0.000 <0.05, Eigenvalue
is greater than one, and the total variance extracted 66.326%> 50% by Principle component
extraction method and Varimax rotation.

Table 3
KMO test
. . Extraction Sums of Rotation Sums of Squared
Initial Eigenvalues . .
Squared Loadings Loadings
Component - - -
Total % of |Cumulative Total % of |Cumulative Total % of |Cumulative
Variance % Variance % Variance %
1 3,582 | 29,853 29,853  [3,582| 29,853 29,853 |2,397| 19,975 19,975
2 1,698 | 14,147 43,999 [1,698| 14,147 43,999 |2,179| 18,156 38,131
3 1,583 | 13,193 57,193 |1,583| 13,193 57,193 1,733 | 14,440 52,571
4 1,096 | 9,133 66,326 |1,096| 9,133 66,326 |1,651| 13,755 66,326
5 ,738 6,147 72,473

Source: Research results

Finally, regression analysis using the enter method was carried out with four independent
variables which are Attitude towards bargaining (thaido), Subjective norm (chuanchuquan),
Perceived behavioral control (camnhan), Interest in bargaining (thichthu) and one dependent
variable Consumer’s bargaining behavior (hanh_vi). The results of the regression analysis are
presented in Table 4.

Table 4

First time regression analysis

Coefficients®
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 1.833 .299 6.132 .0oo
thaido 253 066 240 3.852 .0oo 44 1.060
chuanchuguan -.0345 0&7 -.042 -.624 533 800 1.251
camnhan .208 053 263 3.001 .0oo 805 1.243
thichthu A72 064 78 2.697 .oog 840 1.190

a. Dependent Yariable: hanh_vi

Source: Research results
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Table 5

Second time regression analysis

Model Summar}.f3

Adjusted R Std. Error of Durhin-
Madel R R Square square the Estimate Watson
1 4607 212 201 79425 1.497
a. Predictors: (Constant), thichthu, thaido, camnhan
b. Dependent Variable: hanh_vi
ANOVA®
Sum of
Model Sgquares df Mean Square F Sig.
1 Regression 36.574 3 12183 19,328 .0oo®
Residual 136.261 216 631
Total 172.840 214
a. DependentWariable: hanh_vi
h. Predictors: (Constant), thichthu, thaido, camnhan
Coefficients®
Standardized
Lnstandardized Coefficients Coefficients Collinearity Statistics
Madel B Std. Errar Beta t 3iq. Tolerance VIF
1 (Constant) 1.796 293 6.136 .0oa
thaida 283 066 240 3.865 .0oa A44 1.059
camnhan 48 051 250 3.902 .0oa .aaa 1126
thichthu 61 061 AGT 2.628 .00g A 1.110

a. Dependent Variable: hanh_vi
Source: Research results

Results of the second-time regression analysis in Table 5 give the values Sig. of Attitude
towards bargaining (thaido), Perceived behavioral control (camnhan), Interest in bargaining
(thichthu) less than 0.05. Therefore, it can be confirmed that these factors are statistically
significant in the model.

Results from ANOVA have coefficient F = 19.328 with Sig value. = 0.00 <0.05, thus, it
can be concluded that the existing independent variables in the model can explain the change of
the dependent variable as a whole with a significant of 5%. This means that the research model is
suitable for the data set and can be used.

For the multi-collinearity measurement, the results show that the Variance Inflation Factor
(VIF) is from 1.059 to 1.126 meets the satisfaction (VIF <10). So multiple regression model does
not have multi-collinearity phenomenon; the relationship between independent variables does not
affect the results of the model.
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3.3. Regression equation

Multi Linear Regression equation resulting from regression analysis and being based on
the standardized coefficient is as follows:

HV =1.796 + 0.240*TD + 0.250*CN + 0.167*TT (1)

As shown in the above formula, the most influential factor on bargaining behavior when
buying fashionable clothes is Perceived behavioral control (camnhan) (p=0.250), then Attitude
towards bargaining (thaido) (p=0.240), and then Interest in bargaining (thichthu) (= 0.167).

3.4. Testing the hypothesis

Hypothesis HI: Consumer’s attitude toward bargaining has a positive impact on bargaining
behavior. H1 is accepted thanks to Sig. = 0.00 <0.05 (Table 4). Thus, the more attitude towards
bargaining is, the higher level of bargaining behavior happens.

Hypothesis H2: Subjective norm has a positive impact on bargaining behavior. H2 is
rejected due to Sig. = 0.533>0.05 (Table 4).

Hypothesis H3: Perceived behavior control has a positive impact on bargaining behavior.
H3 is accepted thanks to Sig. = 0.00 <0.05 (Table 4). Thus, when consumers feel easier or more
difficult to implement bargaining, the higher level of bargaining behavior happens.

Hypothesis H4: The interest in bargaining has a positive impact on bargaining behavior.
H4 is accepted thanks to Sig. = 0.08 <0.05 (Table 4). Thus, the more interest in bargaining is, the
higher level of bargaining behavior happens.

Table 6
Results of hypothesis testing

Hypothesis Statement Sig. VIF Result

H1 Cogspmgr s attitude towgrfis bargalqlng has a 0.00 1.060 Accepted
positive impact on bargaining behavior

D Subjefzt%ve norm has a positive impact on Rejected
bargaining behavior

m Percelved behav.lo‘r control has a positive 0.00 1043 Accepted
impact on bargaining behavior

4 The interest in bgrgammg hgs a positive 0.08 1.190 Accepted
impact on bargaining behavior

Source: Research results

3.5. Testing the differences in gender, age, and income

Using the average difference test by Independent Sample T-Test and ANOVA checks
whether there is a difference in the bargaining behavior of fashionable clothes in genders, age, and
income. The results provide that the indifference exists between males and females while the
difference exists among the different groups of age and different ranges of monthly income
studied.
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Table 7
Testing the differences in age and income
ANOWVA
hanhvi
Sum of
Squares df Mean Sqguare F Sig.
Between Groups 13,609 4 3,402 4 594 001
Within Groups 159 231 215 741
Total 172,840 219
ANOWA
hanhwi
Sum of
Squares dfr Mean Square F Sig.
Between Groups 12,488 4 3,122 4186 003
Within Groups 160,352 215 746
Total 172,840 219

Source: Research results

4. Discussion and conclusion
4.1. Discussion

The purpose of this study was to find out factors affecting consumer’s bargaining behavior
in Ho Chi Minh City when buying fashionable clothes. From the theoretical models, the previous
authors showed the factors influencing consumer’s bargaining behavior such as perception of
price, perception of quality, subjective norm, and behavioral control. In this research, by adding
interest in bargaining to the model, and it also had a strong impact on consumer’s bargaining
behavior. The research model became more appropriate in the context of Ho Chi Minh City and
Vietnam in general.

The results of the study also showed that the perceived behavioral control was the strongest
impact on consumer’s bargaining behavior with  of 0.250. Therefore, when the level of consumer
perception rises, they feel easy to make a bargain, the bargaining behavior will also increase. The
next factor affecting this bargaining behavior was attitude toward bargaining (p= 0.240). It means
that consumer’s self-awareness about the product, the perception of price, the perception of the
seller’s attitude, or the perception of the place of purchase also really influenced their bargaining
behavior. The last factor was interest in bargaining (B=0.167). It is also reasonably understandable
because of their interests. Moreover, bargaining behavior is the same if consumers find that
bargaining is an interest, giving them a sense of fun, comfort, and they tend to do more bargaining
in the future. Because of this reason, the effect of the surroundings is not significant. It can be
explained by the truth that consumers bargain because they do not want to be impacted by relatives,
friends, or colleagues.

Lastly, there is a difference in case that consumers who have monthly income over 15
million VND are less affected by those around them than those with lower income (less than 5
million VND and from 5 million VND to less than 10 million VND), they tend to perform behavior
according to individual interests.

4.2. Conclusion

What makes human beings dissimilar to things and living creatures is that they can interact
with each other independently without being told. Different individual has a different way to
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interact with others. Buyer and seller, as well, when they try to gain an equilibrium price for a
product, they use bargaining as an interaction tool to reach both optimal party goals. In our daily
life, bargaining is a practice in which a consumer and seller generate a mutually agreeable price
for a product. The matter here is if the sellers and the consumers would like to limit such an action
in their business and shopping or they still keep it as a better way to get more margin or more
benefit compared to the real value of the product.

As presented in the research results, consumer’s bargaining behavior happens due to their
Attitude towards bargaining, Perceived behavioral control, and Interest in bargaining. It means
that bargaining belongs firstly to consumer’s attitude which is hard to change. Some of their
statements are “Prices are not commensurate with the quality of goods” (mean=4.06), “Prices
differ from two or more purchases for the same goods” (mean=3.74) or “I bargain because the
quality of the product is not as what I expected” (mean=3.70). From that point of view, the buyers
should ensure and maintain the product quality, make everything clear during the selling process,
and do not exaggerate too much the selling price. Besides, the Perceived behavioral control
relating to the purchase timing and buyer’s characteristics also dominate the bargaining behavior,
for instance, “I bargain because I realize the right time (at an empty hour, not opening time)”
(mean=3.47), “I realize this seller I could bargain” (mean=3.56), or “I realize this location where
I could bargain” (mean=3.77). These statements denote that the consumers on one hand love to
deal with the good price as their habit, on the other hand, choose the place and the seller to bargain
properly. It should be said that haggling does not come from one but two sides. For more
information, in the wet markets, the seller usually tells the higher price to the buyer and the buyer
thinks of bargaining immediately if he/she wants to own. That is the reason why bargaining culture
endures along the time in many countries such as Vietnam, Thailand, China, ... Finally, last but
not least, interest in bargaining is one of the influential factors as well. In the real-life, some people
own this pleasure. More or less price discount always makes them happy and feel comfortable.
“The bargaining makes me happy because I can buy the lower price for seller’s offer”
(Mean=3.74) or “For me, the bargaining is as an experience, cultural discovery” (Mean=3.00).

In conclusion, for Vietnam, the country where there are 8,539 markets and nearly 75%
located in rural, and thousands of street stores (Marketscreener, 2018). Bargaining is not only the
usual behavior but also a specific culture that people must discover, experience, and get familiar
with. Meanwhile, in the developed countries, haggling occurs very rarely because most of their
markets operate under modern trade models such as department stores, shopping malls, or
convenience stores where haggling is not considered useful (Putthiwanit & Santipiriyapon, 2013).
For example, Canadians think that bargaining is a useless task, so they do not want to take time to
make a bargain. Perhaps that is why the seller will be proactive in setting product prices
accordingly, and the buyers are flexible in finding the value of the product. According to the
diversity of culture, the bargaining behavior/attitude is varied (Harack, 2011).

5. Research limitations and future research directions

Firstly, the research just focused on bargaining behavior when purchasing fashionable
clothing in Ho Chi Minh City. Secondly, the interviewees were selected by a convenient method
and the number of interviewees was still limited. Lastly, the MLR that was used to analyze the
model did not evaluate the impact of each of the factors yet. For future researches, it may widen
the range of studied goods/ services such as vacations, electronic devices or cosmetics, and the
studied regions, e.g., Ha Noi, Da Nang. The more complicated analyzing method (SEM) must be
considered to describe clearer such a typical trading behavior in Vietnam.
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