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ABSTRACT
This study investigates the multifaceted impact of social media and online networking platforms on 
the shopping behavior of young adults in Ho Chi Minh City. By utilizing a mixed-method research ap-
proach, including both online surveys and in-depth interviews, with a diverse sample of 150 participants 
aged 18 to 25, the findings reveal a spectrum of influences on young adults’ purchasing decisions.
It was observed that the authors’ names often relied on recommendations from friends and ac-
quaintances they connected with through these platforms when making purchasing deci-
sions. Additionally, positive consumer reviews and positive endorsements shared on social me-
dia platforms were influential in motivating young adults to consider specific products or services.
Conversely, there were instances of negative impacts on shopping behavior. Participants reported ex-
periencing social comparison, whereby they felt compelled to align their purchases with the trends 
and preferences of their peers on social media. This peer-induced pressure sometimes led to impul-
sive buying decisions, driven more by the desire to conform rather than genuine personal preferences.
The study revealed a complex interplay of both positive and negative influences. While social me-
dia and online networking could provide valuable information and foster social interactions related 
to shopping, they also posed challenges related to impulse buying, overspending, and dissatisfaction 
with purchases.The research emphasizes the increasing significance of social media as a platform 
for consumer engagement. Participants actively engaged with brands and businesses through social 
media channels, seeking product information, discounts, and exclusive promotions.Given the preva-
lence of impulse buying and overspending observed, educational initiatives to enhance financial lit-
eracy among young adults could prove beneficial. Empowering them with the skills to make informed 
purchasing decisions may mitigate the adverse effects of impulsive shopping behaviors.As businesses 
increasingly tap into social media influence, ethical considerations emerge. Transparency in advertis-
ing and responsible marketing practices should be upheld to maintain consumer trust and credibility.
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1. INTRODUCTION:
In recent years, the pervasive integration of social 
media and online networking platforms into the 
lives of young adults has transformed the land-
scape of consumer behavior. Nowhere is this shift 
more evident than in the bustling metropolis of Ho 
Chi Minh City. As the use of digital platforms be-
comes increasingly prevalent among the young-
er demographic, understanding the profound 
influence of social media and online networks 

on their shopping choices becomes imperative.
This study embarks on an exploration of the in-
tricate relationship between social media, online 
networking, and the shopping habits of young 
adults in Ho Chi Minh City. The city, renowned for 
its vibrant culture and dynamic urban lifestyle, of-
fers a compelling backdrop for this investigation. 
With a particular focus on the age group of 18 to 
25, we aim to shed light on the nuanced dynam-
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ics of how these digital platforms shape this de-
mographic’s consumer preferences and decisions.
The introductory sets the stage for a comprehen-
sive examination of the interplay between social 
media, online networks, and the consumer choic-
es of young adults. It outlines the significance of 
this research in providing actionable insights for 
businesses seeking to navigate the evolving land-
scape of digital marketing and engage effectively 
with young adult consumers in Ho Chi Minh City.

2. METHODOLOGY
This study adopts a mixed-method research ap-
proach, combining qualitative and quantitative 
techniques to investigate the influence of social 
media and online networking on the shopping 
behavior of young adults in Ho Chi Minh City.
Online Survey: We conducted an extensive on-
line survey with a substantial sample of 150 
participants aged between 18 and 25. The sur-
vey encompassed inquiries about the frequency 
and nature of their engagement with social me-
dia and online networks, their experiences with 
online advertisements and their decision-mak-
ing processes when making online purchases.
In-depth Interviews: Complementing the sur-
vey, we conducted in-depth interviews with select 
participants. These interviews allowed us to delve 
deeper into individual experiences and perceptions 
related to social media and online networking and 
how these factors influence their shopping choices.
Data Analysis: Data collected from the survey and 
interviews underwent rigorous analysis. Quanti-
tative data were subjected to statistical analysis 
to identify trends and patterns, while qualitative 
data were subjected to thematic analysis to ex-
tract insights and narratives from participants.
This mixed-method approach enables a compre-
hensive exploration of the multifaceted impact of 
social media and online networks on the shopping 
behavior of young adults in Ho Chi Minh City. With 
a larger sample size of 150 participants, this study 
aims to provide a more robust and representa-
tive understanding of this dynamic relationship.

3. RESULTS
The findings of this study offer a nuanced un-
derstanding of the profound influence of social 
media and online networking on the shopping 
behavior of young adults in Ho Chi Minh City.

Positive Impacts: It was observed that so-
cial media and online networks play a pivot-
al role in shaping positive shopping behaviors. 
Participants often relied on recommendations 
from friends and acquaintances they connect-
ed with through these platforms when mak-
ing purchasing decisions. Additionally, posi-
tive consumer reviews and testimonials shared 
on social media platforms influenced young 
adults to consider specific products or services.
Negative Impacts: Conversely, there were in-
stances of negative impacts on shopping be-
havior. Participants reported experiencing social 
comparison, whereby they felt compelled to align 
their purchases with the trends and preferences 
of their peers on social media. This peer-induced 
pressure sometimes led to impulsive buying 
decisions, driven more by the desire to con-
form rather than genuine personal preferences.
Mixed Effects: The study revealed a complex in-
terplay of both positive and negative influences. 
While social media and online networking could 
provide valuable information and foster social in-
teractions related to shopping, they also posed 
challenges related to impulse buying, over-
spending, and dissatisfaction with purchases.
Consumer Engagement: The research emphasized 
the increasing significance of social media as a plat-
form for consumer engagement. Participants ac-
tively engaged with brands and businesses through 
various social media channels, seeking product 
information, discounts, and exclusive promotions.
Diverse Platforms: Participants reported us-
ing a diverse range of social media platforms, 
with Facebook, Instagram, and TikTok be-
ing among the most popular. Each platform 
had distinct impacts on shopping behavior, of-
ten aligning with the type of content and in-
teractions predominant on those platforms.
Recommendations and Implications: These re-
sults have implications for businesses aiming to 
target young adult consumers in Ho Chi Minh 
City. Crafting marketing strategies that leverage 
the positive aspects of social media influence 
while addressing the negative consequences can 
help companies effectively engage with this de-
mographic and influence their shopping choices.
Overall, the results underscore the intricate and 
multifaceted nature of the relationship between so-
cial media, online networking, and the shopping be-
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havior of young adults in this vibrant urban setting.

4. DISCUSSION
The results of this study illuminate a complex 
interplay between social media, online net-
working, and the shopping behavior of young 
adults in Ho Chi Minh City. This discussion 
seeks to delve deeper into the implications of 
these findings and their relevance in the broad-
er context of marketing and consumer behavior.
Balancing Act: The positive and negative im-
pacts of social media and online networks on 
shopping behavior highlight the need for a del-
icate balance in marketing strategies. While le-
veraging the power of peer recommendations 
and positive consumer reviews can be advanta-
geous, companies must also be mindful of the 
potential for negative influences such as social 
comparison and trend-driven buying behavior.
Platform-Specific Strategies: The diverse so-
cial media platforms embraced by young adults 
underscores the importance of platform-spe-
cific marketing strategies. Tailoring content 
and engagement approaches to align with 
the unique characteristics of each platform 
can enhance brand visibility and resonance.
Consumer Engagement: The study emphasizes 
the growing role of social media as a pivotal plat-
form for consumer engagement. Companies can 
actively participate in online conversations, pro-
viding value through informative content, exclu-
sive promotions, and responsive customer service.
Educational Initiatives: Given the prevalence of 
impulse buying and overspending observed, ed-
ucational initiatives aimed at enhancing financial 
literacy among young adults could prove bene-
ficial. Empowering them with the skills to make 
informed purchasing decisions may mitigate the 
adverse effects of impulsive shopping behaviors.
Ethical Considerations: As businesses increas-
ingly tap into social media influence, ethical con-
siderations emerge. Transparency in advertising 
and responsible marketing practices should be 
upheld to maintain consumer trust and credibility.
Future Research: Further research could explore 
the longitudinal effects of social media influence 
on shopping behavior, tracking changes and trends 
over time. Additionally, investigating the role of in-
fluencers and the authenticity of content in shaping 
consumer choices could provide valuable insights.

In conclusion, this discussion underscores the 
intricate and dynamic nature of the relationship 
between social media, online networking, and the 
shopping behavior of young adults in Ho Chi Minh 
City. Companies must navigate this landscape 
with a nuanced approach that recognizes both 
the potential benefits and challenges these digital 
platforms face in influencing consumer choices.

5. CONCLUSION
This study has shed light on the intricate and 
evolving relationship between social media, online 
networking, and the shopping behavior of young 
adults in Ho Chi Minh City. The findings reveal a 
multifaceted influence, encompassing both posi-
tive and negative impacts on consumer choices.
Businesses seeking to engage effectively with 
this demographic must navigate this dynamic 
landscape sensitively and strategically. Leverag-
ing the power of peer recommendations, positive 
consumer reviews and platform-specific market-
ing strategies can enhance brand visibility and 
resonance. However, addressing challenges re-
lated to impulse buying, overspending, and the 
pressure to conform to trends is equally critical.
As social media plays an increasingly piv-
otal role in consumer engagement, compa-
nies must uphold ethical advertising practices 
and transparency to maintain consumer trust.
In sum, this research provides valuable insights 
into the complexities of social media’s influence 
on young adult shopping behavior in Ho Chi Minh 
City, offering a foundation for future studies and 
actionable guidance for businesses aiming to con-
nect with this vibrant demographic effectively.
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