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ABSTRACT  
 

The e-commerce market in Vietnam has shifted in a positive direction in recent years, typically due to the 
continuous increase in buyers, sellers, and online transactions. This study aims to understand the moderating 
effect of anxiety on the relationship between perceived mental benefits, online trust, and personal 
information disclosure when dealing with e-commerce sites. The phenomenological research with eight e-
commerce experts and a survey of 917 respondents were made to achieve research objectives. The result 
showed a positive relationship between perceived mental benefits, online trust, and personal information 
disclosure. Moreover, there were differences between the study's components under anxiety level (low, 
medium, high). Some implications are also proposed based on research results. 
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1. INTRODUCTION  

 
Vietnam e-commerce includes online retail, travel, car/motorbike booking services, and fast food 
delivery. Many other fields are gradually entering the e-commerce market, such as education and 
health care service. The growth rate of e-commerce in 2018 was over 30%, and the transaction 
value of the e-commerce market in Vietnam in 2018 reached 7.8 billion USD (VECOM, 2020). 
Online retail sales increased by 35 percent, while transportation service revenue increased from 
62 percent to 200 percent. Last year, Vietnam National Payment Corporation reported that online 
transactions using domestic cards increased nearly 50% in volume and 75% in value year-on-
year (Vietnam eCommerce and Digital Economy Agency, 2018). The development in terms of 
both quantity and quality of sellers leads to fierce competition among online businesses. Today's 

 
§ Corresponding author: Industrial University of Ho Chi Minh City, 12 Nguyễn Văn Bảo Street, Ward 4, Go Vap District, Ho Chi 
Minh City, 700000, Vietnam; Tel: +84908091402; Email: buithanhkhoa@iuh.edu.vn; khoadhcn@gmail.com 



      The Moderating Role of Anxiety in The Relationship Between the Perceived Benefits,                                445 
                                               Online Trust, and Personal Information Disclosure in Online Shopping 

success depends on understanding customers' insights (Kotler et al., 2019), and an online store is 
no exception. 
The number of visitors and the number of views per customer are the key factors in making the 
website (Tarafdar & Zhang, 2008). Relationship marketing cannot happen without information to 
build customer personas for the best service. Kelley (2013) mentions that information exchange 
is the primary character of relationships because this process shows the customer’s trust toward 
an e-commerce website and the sellers’ personalization for their customers. Owning customers' 
information is essential to reaching out and maintaining customer relationships. Modern 
marketers have used cookies to understand customer behaviors on the website (Turban et al., 
2018) or get customers to provide information such as preferences and personalization (Campbell, 
2019). In marketing 4.0, marketing strategy moves from mass marketing to one-to-one marketing; 
hence, customer information becomes essential for online business, especially private 
information (Kartajaya et al., 2019). However, the customers are reluctant to provide confidential 
information when dealing in a hazardous environment such as an online environment except for 
personal information regarding completing a transaction such as their name and shipping address, 
email, and phone number (Smith et al., 2011). Anxiety in online shopping prevents an individual 
from using email, instant messages, or online databases (Smith et al., 2011). Understanding 
customers' concerns will create more opportunities for businesses to reap the benefits of online 
commerce (Thatcher et al., 2007). Pappas (2018) proposes developing the emotion-centric theory 
to explain consumer behavior better. Studies related to self-determination theory (Deci & Ryan, 
2011), hedonic consumption (Hirschman & Holbrook, 1982), and flow theory (Csikszentmihalyi, 
1990) are receiving the attention of many researchers. In particular, customer-related mental 
benefits (non-functional benefits) are explored in the context of online commerce (Sheth, 1981). 
Therefore, the benefits provided through consumption are shopping enjoyment (Forsythe et al., 
2006), social interaction (Hennig-Thurau et al., 2016), discreet in shopping (Bhatia et al., 2016), 
or perceived control (Huang, 2003). Turner and Gellman (2013) argue that perceived benefits 
related to positive outcomes are due to a specific action. Perceived benefits in e-commerce 
indicate what customers achieve from online shopping (Forsythe et al., 2006). 

 
Moreover, in an online environment with many uncertainties, consumers' behavior depends on 
their trust in the website. Palmatier et al. (2006) have shown that trust will mediate between the 
customer's antecedents and output factors in the transaction. Also, trust, after realizing the 
benefits of social networking sites, will make it easier for users to expose their information 
(Loiacono, 2015). Therefore, a study on the mental benefits concerning online trust and personal 
information disclosure, particularly this relationship with the moderation of anxiety levels.  

 
After realizing the objective of the study, the rest of this study includes the following (1) 
literature review for building models and research hypotheses, (2) methodology, ( 3) research 
result, (4) discussion and implications for research. 
 
 

2. LITERATURE REVIEW 
 

2.1.  Theoretical background 
 
Palmatier et al. (2006) pointed out that 18 suitable structures appear in the relationship marketing 
model. In essence, the relationship is two-way, and both parties often share the benefits of a 
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relationship. In this Relational Mediator Meta-Analytic Framework, prerequisite elements to 
create a connection in transactions originating from buyers, sellers, and two-way relationships 
(Dyadic). In particular, the role of mediator as trust increases long-term relationships. Verma et al. 
(2015), based on research by Palmatier et al. (2006), expand the relationship marketing 
framework to online retail to identify strategies to build relationships with online customers. The 
online relationship marketing model consists of 13 structures. The antecedents of the association 
are categorized into three sources, including customer-oriented (relationship benefits, 
Dependence on Seller), seller-oriented (Relationship Investment, Expertise), and Dyadic 
(Communication, Similarity). As in the original model, the authors also identified trust as an 
intermediary in the relationship in the online retail context. Loyalty is the psychological 
attachment of consumers and the support of attitude toward online sellers, along with consumers' 
willingness to maintain a long-term relationship (Liang et al., 2008). 
 

Figure 1: The theoretical model 
 

 

 

 

 

 

 

 

 

 

 
 
In loyalty programs, the customer’s role is an important aspect. There is the possibility of 
increasing concerns about personal information risks as unauthorized use (Langenderfer & Cook, 
2004). Meanwhile, the collection and usage of information can positively impact customer 
relationships' life and profitability, which often depends on consumers who voluntarily 
participate in these programs. The perceived mental benefits can predict as an antecedence of 
whether the customer provides more private information for the online transaction process, and 
the online trust that continues to propose is to mediate in the relationship between benefits and 
information provision. Moreover, Bagozzi et al. (2016) also suggested further research on 
expected emotions to help shape the theoretical and empirical appropriateness. Online shopping 
creates customer anxiety due to its inherent risks and dangers, such as non-directness in product 
purchase, privacy violations, or credit card fraud (Celik, 2016). Anxiety becomes a particularly 
relevant aspect of online shopping research. The researchers propose the theoretical model, like 
Figure 1. 
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2.2.  Perceived mental benefits (PMB) 
 
Turner and Gellman (2013) pointed out that the positive result when trading online is the 
perceived benefits. On the other hand, perceived benefit is the customers’ evaluation of the 
potential gain from shopping behavior (Brown, 2005). In e-commerce, customers can get many 
benefits like convenience and ease of shopping (Turban et al., 2018). Forsythe et al. (2006) 
indicate that what customers get when they shop online is the perceived benefit of e-commerce. 
Besides the physical benefits, the customer hopes that online transactions will bring them 
psychological benefits.  This research proposes the “mental” term related to customers' thinking 
and emotion (Oxford, 2010). When shopping online, the customer can enjoy social interaction, 
discreet shopping, and perceived control. The psychological and emotional values mentioned 
above are the dimensions of perceived mental benefits in this research. 

  
Firstly, the customer will have perceived enjoyment, pleasure, and comfort when buying from a 
website (Venkatesh & Davis, 2000). The new shopping experience online is one of the 
enjoyments (Forsythe et al., 2006). Pleasure in shopping is considered a non-functional 
motivation (Sheth, 1983). Enjoyable shopping can be an essential construct of the online 
consumer behavior domain. In particular, shopping enjoyment significantly affects customer 
attitudes and behaviors on the web and increases customer intentions to return. 

  
Web 2.0 technology actively changed online customer behavior. The customer can establish a 
new relationship by exchanging information on the website or the shopping communities (Butler 
et al., 2002). Many customers participate in the virtual community to seek information or buy the 
product/service, meet other people, or create friendships (Zhang & Hiltz, 2003). On the other 
hand, social interaction focuses on non-market interaction, according to Scheinkman (2008), 
emphasizing that the price mechanism does not regulate these interactions. The virtual world 
becomes an excellent medium for individuals to develop their learning and relationship with 
others. 
 
The other aspect of online shopping’s benefit is perceived as discreet shopping. The customer 
does not feel comfortable buying from offline shops, especially when purchasing sensitive 
products such as sexual products, underwear, or birth control pills. That is why the perceived 
discreet in shopping becomes the mental benefit of Vietnamese customers (Gupta et al., 2013). 
They need the private to shop and want no one to know what they bought (Wood, 2017). 
Anonymity is considered the big difference between offline and online shopping. 

  
Last but not least, perceived control is growing up as one of the benefits of e-commerce. The 
theory of planned behavior has pointed out the perceived behavior control as the primary 
motivation to affect the behavior (Ajzen, 1991). However, the perceived control is conceived as 
self-efficacy (Bandura, 1997). In the Big Data Era, personal information is a valuable business 
asset to personalize marketing activities. Moreover, information technology development allows 
buyers to customize the product based on their needs (Godek & Yates, 2005). These changes 
make the psychological benefit in customers about control ability. Perceived control is an integral 
part of creating mental benefits and life achievement (Ly et al., 2019). 
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2.3.  Online Trust (OT) 
 
Trust is a critical factor in research and practice, especially in an uncertain environment as an 
online market. Online trust believes in the online seller's integrity, benevolence, and ability 
(Khoa, 2021). The customer needs the seller to keep the promise of what they write on the 
website or advertisement. Moreover, when shopping from the site, the buyer usually hopes the 
seller has the skills and capabilities to make and provide an excellent product. One of the risks is 
not to change the product if the product is broken. Therefore, benevolence is part of online trust 
(Ang et al., 2001). 

  
Briggs et al. (2004) stated that online trust was formed from online enterprises' personalization 
capability. When the customer is confident in controlling their information or behavior, they will 
trust the website in online shopping (Beldad et al., 2010). Further, the perceived benefits in 
mobile payment will positively impact the customer's confidence (Park et al., 2019). Thus, the 
research proposes: 

 
H1: The PMB has a positive impact on online trust in online shopping 

 
2.4.  Personal information disclosure (PID) 
 
In the Information Age, personal information is a valuable asset. Except for the information 
required to complete the transaction, such as phone number, address, email, the customer is 
afraid to provide additional information such as date of birth, hobbies, transaction habits, location 
(Gracia & Juliadi, 2019). The customer often has adverse reactions such as stopping the website 
or even stopping the purchase if the business requires them to provide information that is 
inappropriate for shopping or too private. (Palmatier & Martin, 2019). 

  
Trust status is defined as the willingness to depend on the seller in any case and may even accept 
the risk of actual trading (Mayer et al., 1995). Trade-offs are a must for creating long-term gains 
in online transactions. Moreover, the trade-off premise in the purchasing process is the 
customer's trust in the supplier. Many studies have shown that trust is a positive cause of PID 
(Campbell, 2019; Dinev & Hart, 2006; Xu et al., 2011). Consequently, the hypothesis H2 is 
proposed: 

 
H2: Online trust has a positive impact on the PID in online shopping 

 
According to Hann et al. (2002), information is considered a commodity in the transaction 
between customer and business, which means that customers are willing to trade their data to 
benefit from the industry. In the information trade-offs model, the customer will intend to sell 
and exchange information to receive promotions if the perceived benefits outweigh the perceived 
risks (Dinev & Hart, 2006). As location-based services evolve like Grab, location-based 
marketing, and making friends through mobile apps, customers must always use GPS to receive 
them (Sun et al., 2015; Xu et al., 2011). It is easy to conclude that the benefits will positively 
impact consumers' information provisions.  
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H3: The PMB has a positive impact on PID in online shopping 
 
2.5.  Anxiety 
 
According to social cognitive theory (social cognitive theory), anxiety is a negative emotion or 
the reaction of an individual's determination to perform a specific action. Anxiety causes the 
subject to limit judgment about selling product performance through emotional stimulation and 
lower expectations of expected performance results (Compeau et al., 1999). Anxiety is a series of 
negative thoughts about similar or other topics that may negatively affect the future (Borkovec et 
al., 1983). 

 
Consumers feel anxious because there is no interpersonal interaction, lack of tangible, 
asymmetric information, ambiguity, and specificity in sales contracts and security risks in online 
shopping (Perea y Monsuwé et al., 2004). Although anxiety has received significant attention in 
the literature (Hackbarth et al., 2003; Wu & Liu, 2007), but has not been well studied in online 
shopping. Some research foresees the use of the Internet to create uncertainty and awareness of 
additional risks due to its intangible nature, which adds to the anxiety of online shopping (Kim & 
Forsythe, 2008). 

 
Online customers are often reluctant to buy products online because they see privacy risks 
(meaning they are not safe about online credit card transactions and are worried that e-commerce 
sites may abuse The personal information they provide). They give up their online shopping cart 
because they feel e-commerce sites are unreliable and have complex payment processes. 
Similarly, college students tend to hesitate to click on the payment button because they are 
concerned about security breaches and online privacy (Cho et al., 2006). Ding et al. (2017) 
investigated the effect of information overload on purchasing decisions resulting in physical 
fatigue and mental fatigue. Mental fatigue can be defined as a negative perception, including 
frustration, loss of interest, or reduction in demand and motivation associated with the use of e-
commerce sites and interactions. 

 
Meanwhile, the intrinsic characteristics of e-commerce sites, the risk of e-commerce sites, 
leakage of customer privacy, and time delays of e-commerce sites make for the mental state of 
angry, upset, and anxious customers. Therefore, we propose that: 

 
H4: The level of anxiety has a different effect on the relationship between the mental benefits, 

online trust, and personal information disclosure in online shopping 
 
 

3. METHODOLOGY 
 

Combining qualitative and quantitative research methods will help ensure that the results are 
more convincing (Creswell & Creswell, 2017). The research factors are confirmed by 
phenomenological research via group discussion (Silverman, 2016). Perceived enjoyment, social 
interaction,  discreet shopping, and perceived control benefit from psychology; the customer will 
disclose their personal information if it brings advantages and creates trust. All participants 
agreed that anxiety might impact the relationship between the benefits, trust, and communication 
declared in an online environment. A questionnaire was distributed to young participants and 
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regularly purchased online to test the research hypotheses (Department of E-Commerce and 
Information Technology, 2017). The study sample is 917 (Hair et al., 2019; Tabachnick & Fidell, 
2007). The sampling technique in this study selected a non-probability, purposive sampling 
technique (Neuman, 2002). The data set is collected from 973 customers. After several 
respondents were eliminated because of the lack of information, selecting the answer that violates 
the reverse question, a total of 917 responses were used for further analysis by the SmartPLS 
software. 

Table 1: The scale measurement 
Construct Source Item 

Perceived 
Enjoyment 

Nguyen and 
Khoa (2019) 

• Nguyen and Khoa (2019)I live in my world in online shopping- 
PEB1 

• In a depressed mood, online shopping helps me feel better - PEB2 
• Online shopping helps me to satisfy myself -PEB3 
• Shopping online is an adventure-PEB4 
• For me, shopping online is one way to reduce stress - PEB5 
• Compared to other things I can do, online shopping is enjoyable. - 

PEB6 

Social 
Interaction 

• I feel connected with others when shopping online - PSB1 
• I feel there is an exchange of information about products/services 

when I share my shopping experience with other consumers - PSB2 
• Online shopping is a great way to develop a friendship - PSB3 
• I like to watch and interact with the reviews of other customers - 

PSB4 

Perceived 
Discreet 

• Online shopping ensures the privacy of the purchase process - PDB1 
• I do not feel shy if I do not buy anything after requesting - PDB2 
• I do not feel embarrassed if I buy sensitive goods/services - PDB3 
• I feel free when searching for information that no one can know - 

PDB4 
• I do not feel embarrassed when buying discounted products - PDB5 

Perceived 
Control 

• E-commerce site allows me to control the online shopping process - 
PCB1 

• I have the option to participate, express myself, and leave my mark 
when shopping online - PCB2 

• In addition to shopping, I also participate in the entire consumer 
experience by collaborating posting ideas - PCB3 

• E-commerce pages design everything, give ideas, connect and choose 
different shopping options according to my wishes - PCB4 

Online 
Trust 

Liu và Tang 
(2018) 

• This e-seller is honest - OT1 
• This e-seller is very interested in meeting my needs and desires - 

OT2 
• This e-sellers keep their promises and commitments - OT3 
• This e-sellers is reliable - OT4 
• These e-sellers are capable of fulfilling my needs and desires - OT5 

Personal 
information 
disclosure 

Campbell 
(2019) 

• I disclose my personal information when asked by e-supplier – PID1 
• I disclose even my location to e-supplier – PID2 
• I am truthful in revealing my personal information to e-supplier – 

PID3 
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Construct Source Item 

Anxiety 
Hamilton 

(1959) 
 

• I worry the product will not match the description on the site - ANX1 
• I feel stressed when ordering new products on the site - ANX2 
• I fear my information will be used illegally - ANX3 
• I find it difficult to sleep while waiting for the product - ANX4 
• I could not concentrate on working when waiting for the product - 

ANX5 
• I lost interest after receiving the wrong products, or late delivery - 

ANX6 

The multi-item 5 points Likert scales from (1) Strongly disagree to  (5) Strongly agree to measure 
PMB, online trust, PID. In which PMB is considered a second-order construct, including 
Perceived Enjoyment (6 items), Social Interaction (4 items), Perceived Discreet (5 items), 
Perceived Control (4 items), online trust (5 items), PID (3 items). The study uses six things of 
Hamilton (1959) to measure psychological anxiety; for each interview item, there are scores from 
0 to 4 so that it is best suited to the status of the subject (0 is none, one is mild, two is moderate, 
three is severe, four is very powerful). Moreover, the level of anxiety includes three tiers low 
anxiety (the index <=7,29), moderate anxiety (7,3 - 10,7), and high anxiety (>=10,71). All items 
are shown in Table 1. 

 
For statistical analysis of the measurement model, this study used SmartPLS software for Partial 
least square structural equation modeling (PLS-SEM) (Ringle et al., 2005). PLS-SEM is a 
regression-based technique derived from path analysis. Smart PLS has emerged as a powerful 
approach to studying models that measure results involving multiple structures with multiple 
indicators as the reflective and formative construct (Chinomona & Surujlal, 2012). In particular, 
respondents did not differ in the proportion of men (49.9%) and women (50.1%). The occupation 
of participants are office worker (26.8%), civil servant (16.6%), trader (15.8%), and student 
(15.2%); this is a group of people who are often shopping online. The respondents' age ranges 
from below 20 to above 35, accounting for 80.9%, and the level of education in College, 
University, and Master/Ph.D is 720 people, accounting for 78.5%.  
 
 

4. RESULTS 
 

4.1.  Reliability and validity assessment 
 
According to Table 2, all scales are reliable; the confidence coefficient of 0.737 to 0.878 is more 
significant than 0.70 (Nunnally & Bernstein, 1994). The scale's reliability and discriminant are 
also checked by calculating the Composite Reliability  (CR) and the Average Variance Extracted 
(AVE). All scales meet the requirements (CR> 0.6, AVE> 0.5), reflecting the convergence of the 
structure (Fornell & Larcker, 2018). Thus, all scales achieve reliability and discriminant validity. 
 
 

Table 2: Results of  outer loading, reliability, and validity 
Item OT PCB PDB PEB PID PSB CA CR AVE 
OT1 0.878      

0.878 0.911 0.673 
OT2 0.773      
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Item OT PCB PDB PEB PID PSB CA CR AVE 
OT3 0.833      

OT4 0.841      

OT5 0.773      

PCB1  0.835     

0.869 0.910 0.717 PCB2  0.846     
PCB3  0.859     

PCB4  0.847     

PDB1   0.923    

0.937 0.952 0.800 
PDB2   0.901    

PDB3   0.899    

PDB4   0.892    
PDB5   0.855    

PEB1    0.798   

0.869 0.902 0.605 

PEB2    0.786   

PEB3    0.785   

PEB4    0.793   

PEB5    0.747   

PEB6    0.757   

PID1     0.804  
0.737 0.851 0.655 PID2     0.804  

PID3     0.820  

PSB1      0.826 

0.871 0.912 0.723 PSB2      0.793 
PSB3      0.916 
PSB4      0.861 

Notes: CA: Cronbach’s Alpha; CR: Composite Reliability; AVE: Average Variance Extracted 
 

For this model, the research needs to estimate the relationship between the resulting potential and 
its observed variables, checked through the outer loadings. According to the results of Table 2, 
all outer loading of PEB, PSB, PDB, PCB, OT, and PID concepts are higher than the allowable 
value of 0.708. Hair et al. (2017). The PEB5 item had the lowest external load coefficient of 
0.747, and the observed variable PDB1 had the highest outer loading coefficient of 0.910. Thus, 
the four potential variables are related to their observed variables. 

 
Table 3: HTMT value for discriminant validity. 

Construct OT PCB PDB PEB PID PSB 

OT       
PCB 0.480      
PDB 0.527 0.500     
PEB 0.722 0.493 0.443    
PID 0.581 0.440 0.376 0.472   
PSB 0.697 0.392 0.417 0.583 0.506  
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The study of Hair Jr et al. (2016) showed that Heterotrait-Monotrait Ratio (HTMT) should be 
applied to detect discriminant validity reliably. Table 3 shows the value of HTMT for all pairs of 
variables in the study. It can be seen that all HTMT values are smaller than the 0.85 thresholds 
(Hair et al., 2017). Therefore, all constructs in this research have discriminate validity. 

4.2.  Assessment of PLS-SEM result 
 
The result of the assessment structural model for collinearity is presented in Table 5. We assess 
the following sets of (predictor) constructs for collinearity: (1) PMB and OT as predictors of PID, 
(2) PMB as predictors of OT. Based on the result in Table 4, all VIF values are smaller than the 
threshold of 5. Hence, the collinearity between predicted structures is not an essential issue in the 
structural model. 
 

Table 4: The result of the assessment structural model for collinearity 
  OT PCB PDB PEB PID PSB 
OT     2.054  
PMB 1.000 1.000 1.000 1.000 2.054 1.000 

First, we examine the R² values of the endogenous latent variables; following our thumb rules, 
the R2 values of OT (0.513) can be considered moderate, whereas the R² value of PID (0.262) is 
relatively weak. f2 values for all combinations of endogenous constructs and corresponding 
exogenous constructs. In this research,  PMB has a good effect size of 1.054 on OT; PMB and 
OT have a weak effect size of 0.056 and 0.045 on PID. In addition to assessing the magnitude of 
R² values as a criterion of predictive accuracy, Geisser (1974); Stone (1974) suggested checking 
the Q2 value, an indicator of predictive power beyond the model's model or the level of 
predictability. In Table 5, the Q2 values of all two endogenous constructs are considerably above 
zero; precisely, OT and PID had the medium Q2 values (0.315 and 0.160).  

 
Table 5: Result of R2, f2, Q2 

 R2 f2 Q2 
OT 0.513 1.054 0.315 

PID 0.262 0.045/0.056 
(OT/PMB) 0.160 

 
Table 6: The result of the structural model 

Relationship O M STDEV T Statistics P Values 
OT -> PID 0.260 0.261 0.060 4.366 0.000 
PMB -> OT 0.716 0.715 0.030 23.653 0.000 
PMB -> PID 0.293 0.290 0.055 5.272 0.000 
PMB -> PCB 0.705 0.704 0.033 21.458 0.000 
PMB -> PDB 0.768 0.767 0.020 38.174 0.000 
PMB -> PEB 0.802 0.801 0.021 39.076 0.000 
PMB -> PSB 0.722 0.721 0.026 28.021 0.000 
Note: Original Sample (O); Sample Mean (M); Standard Deviation (STDEV) 

 
Regarding the significance and relevance of the structural model relationships, the research uses 
the Boostrap procedure with 5000 random subsamples have been created (Hair et al., 2017). 
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Table 6 shows that all the relationships in the structural model are significant, with a p-value is 
less than 0.001. 
4.4. Assessment of  the mediating effect of Online Trust and the moderating effect of anxiety 

 
The result of testing mediating variable pointed that (1) PMB has a significant effect on OT; (2) 
OT has a significant effect on PID; (3) PMB has a significant effect on PID; (4) The impact of 
PMB on PID has reduced when calculating the impact of OT (Table 7). Therefore, Online trust is 
a mediator in the relationship between perceived mental benefits and personal information 
disclosure. 

Table 7: The result of testing the mediating variable 

Relationship 
Criteria 1 Criteria 2 Criteria 3 Criteria 4 

beta p-
value 

beta p-
value 

beta p-
value 

beta p-
value 

PMB -> OT 0.716 0.000       
OT -> PID   0.26 0.001     
PMB –>PID     0.293 0.000   
PMB -> OT ->PID       0.186 0.000 

 
Based on Table 8, the impact of online trust on personal information disclosure is not significant 
with the customer with a moderate level of anxiety. Besides, with the customers who are high 
anxiety, the mental benefits will not make them disclose their personal information when they 
shop on e-commerce websites. So, hypothesis H4 is accepted. The anxiety level affects the 
relationship between the mental benefits, online trust, and personal information disclosure in e-
commerce. 
 

Table 8: The result of testing the moderating role of anxiety 

Relationship p-value (Low-Mod) p-value (Mod-High) 
p-value (Low-

High) 
Low Mod Mod High Low High 

OT -> PID 0.046 0.798 0.803 0.000 0.045 0.000 
PMB -> OT 0.000 0.000 0.000 0.000 0.000 0.000 
PMB -> PCB 0.000 0.000 0.000 0.000 0.000 0.000 
PMB -> PDB 0.000 0.000 0.000 0.000 0.000 0.000 
PMB -> PEB 0.000 0.000 0.000 0.000 0.000 0.000 
PMB -> PID 0.000 0.000 0.000 0.471 0.000 0.476 
PMB -> PSB 0.000 0.000 0.000 0.000 0.000 0.000 
 
 

5. DISCUSSION AND IMPLICATION 
 
5.1.  Discussion  
 
This study's findings complement the knowledge of the relationship between perceived mental 
benefits, online trust, personal information disclosure, and customers' anxiety. First, this research 
finds that in the Vietnam e-commerce context, the mental benefit structure is regarded as four 
dimensions as perceived enjoyment, social interaction, discreet shopping, and perceived control. 
This finding is suitable with the psychological theories as hedonic consumption (Hirschman & 
Holbrook, 1982), flow theory (Csikszentmihalyi, 1990; Hoffman & Novak, 1996), and self-
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determination theory (Deci & Ryan, 1985; Sheth, 1981). Second, there are positive impacts of the 
perceived mental benefits and online trust on personal information disclosure, and the perceived 
mental benefits have a positive effect on online trust. The hypothesis H1 is accepted is that the 
perceived mental benefits positively affect online trust when purchasing in e-commerce (β = 
0.716; p <0.001). The statistical result also supports hypothesis H2, which is online trust 
positively affects customers' information disclosure (β = 0.260; p <0.001). The study results also 
confirmed hypothesis H3; the perceived mental benefits positively impacted the personal 
information disclosure (β = 0.293; p <0.001). Third, the online trust is the partial mediator in the 
relationship of the perceived mental benefits and the disclosure of personal information as the 
research on relationship marketing framework not only in the traditional environment (Palmatier 
et al., 2006) but also in the online environment (Verma et al., 2015). Finally, the anxiety level 
makes a difference in the relationship between the e-seller and the customer. Online trust is not 
significantly affected by the personal information disclosure of moderate anxiety level customers. 
The perceived mental benefits do not substantially impact the personal information disclosure of 
high anxiety level customers. The result states that (1) the low anxiety customer will disclose 
their personal information for an e-tailer if they recognize that the website brings them the mental 
benefit or they believe the website, (2) the moderate anxiety customer will only send their data to 
the website when they receive the benefits from the e-seller, and (3) the online trust is a full 
mediator in the relationship between the mental benefits and the personal information disclosure 
of the high anxiety customer. 
 
5.2.  Implication 
 
Online trust does not affect personal information disclosure with the moderate anxiety customer. 
Accordingly, the e-seller should focus on increasing the customer's mental benefits. On the other 
hand, for customers with high anxiety levels, the only way for the customer to provide that 
information is by creating an online trust for customers. 
 
Online businesses can provide more entertainment or valuable services for their online shopping 
activities to increase the sense of fun for customers. Companies can consider improving the 
fundamental relationship between customers through social channels, forums, or directly through 
the site or "Reviews & comment" section to enhance social interaction on e-commerce sites. 
Many e-commerce sites do not have a comment section for each product on the e-commerce site. 
Also, the reward policy through comments is a policy that can be considered. Customers can 
choose to keep product information confidential during the distribution step. In other words, the 
packages will be packaged and enclosed with little details but enough to transport. Therefore, 
customers will not be embarrassed or worried about other people knowing what they buy when 
receiving the package. Also, online businesses must publish their privacy policy on their e-
commerce site to ensure their privacy. Furthermore, electronic retailers should apply 
customization in business by giving customers more space to participate in their products' 
designs. Build a system for analyzing customer activities to understand their interests, concerns, 
or needs, or link to third parties for more information about customer behavior. 
 
Businesses need to have many images and describe the functions and uses of the product. Also, 
companies should provide additional evidence from reliable sources so that customers can 
evaluate when choosing or deciding to buy products. E-tailer needs to provide a return policy and 
a product exchange process on their e-commerce. A specialized department should accept the 
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processing and return the payment to customers. Repayment to customers must be carried out in 
a simple process and complete customer support (recall, test, change of new products). Use 
reputable third parties to ensure peace of mind for customers when trading on the site and 
providing business information. 
 
5.3.  Further research 
 
Although many efforts have been made, this study is inevitable, like other studies. First, e-
commerce is a relatively wide field with many types, such as mobile commerce, social commerce. 
Research focusing on a specific area will create more profound and accurate insights. Secondly, 
the sampling method in the current study uses the non-probability way, which makes the study 
results less reliable. Future studies may use probability sampling methods to increase research 
reliability. Finally, disclosing personal information is an appropriate structure for new research 
directions. However, subsequent studies can expand output factors such as online loyalty, 
participation. 
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