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Abstract

With the deep integration of Vietnam’s digital economy and cross-border e-commerce, Zalo—Vietnam’s instant
messaging application with the highest local user penetration—has seen its Timeline Ads emerge as a core
marketing channel for enterprises to reach Vietnamese consumers. This study aims to explore the key factors
influencing Vietnamese users’ attention to Zalo Timeline Ads and their engagement behaviors. Specifically,
five dimensions—entertainment, informativeness, social influence, self-presentation, and trust—are explained,
followed by a questionnaire survey to reflect user involvement. Based on data collected from 302 valid responses
of Zalo users, the findings reveal significant variations in user reactions to Timeline Ads, with each dimension
exerting distinct effects on involvement. Integrating the unique characteristics of Vietnam’s e-commerce market,
this paper proposes practical strategies for Chinese small and medium-sized enterprises (SMEs) venturing into the
Vietnamese cross-border e-commerce sector. The research intends to assist Chinese SMEs in capitalizing on the
growth dividends of the Vietnamese market, optimizing their marketing performance on Zalo, and achieving in-

depth localization.
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