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[bookmark: _Toc216893971]1. The urgency of the research topic
In the context of the rapid development of the digital economy, corporate governance has become a key factor in improving competitiveness, especially in e-retail. E-commerce not only disrupts traditional distribution models but also opens opportunities to reach new customers, optimize costs, and enhance the consumer experience. The electronics industry, characterized by high technology, short product life cycles, and stringent technical requirements, requires an effective e-retail management model. However, in Hanoi, many businesses still lack appropriate management strategies in the context of digital transformation, leading to difficulties in technology, human resources and organization. Therefore, in-depth research on e-retail management from a modern functional perspective is necessary and highly practical.
Based on the above views, the PhD student chose the topic "E-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi" for research. This research not only systematizes theory but also proposes practical solutions to improve businesses' competitiveness in the digital era. The author expects that the thesis research results will provide both practical and theoretical value and, at the same time, improve the efficiency of e-retail for electrical and mechanical goods in the Vietnamese market, in general and in the Hanoi market in particular.
[bookmark: _Toc216893972]2. Overview of the research situation
[bookmark: _Toc216893973]2.1 Research works related to retail management and e-retail management
Recent research works on retail management and e-commerce have focused on digital transformation trends, multi-channel management, AI applications, big data and customer experience optimization. International scholars such as Michael Levy, Nadeem, Oraini, and Zou have analyzed in depth channel integration strategies, supply chain management and digital consumer behavior. In Vietnam, the studies of Hoang Cao Cuong, Phung The Hung & Ngo Quang Truong, Chu Ba Quyet, Nguyen Xuan Thuy, Pham Thu Huong, Nguyen Minh Phuong & Vu Xuan Truong and reports from the Ministry of Industry and Trade have provided an essential practical basis for the development of e-commerce in the context of digital transformation.
[bookmark: _Toc216893974]2.2. Research works related to the retail of electrical and mechanical goods
Research on electronics retail has shifted drastically over the past two decades, from a traditional approach (price, distribution, product functionality) to an interdisciplinary ecosystem that deeply integrates digital consumer behavior, sustainable supply chain management, and innovative design based on digital technology. Studies on alternative behavior highlight the influence of outdated perceptions and performance expectations and point to the amplified role of online channels in product replacement decisions. Brand equity research confirms the importance of digital experience, online service quality, and social media interaction in forming loyalty. Multichannel and technology research focuses on the evolution to a full-channel model, with incremental services and technologies such as AI, or reshaping customer value. Additionally, studies on logistics and the circular economy highlight the central role of retailers in the reverse supply chain and in after-sales services. Finally, legal studies highlight a significant gap between the growth of e-commerce and the maturity of the legal framework, particularly regarding product safety, data protection and platform responsibility.
[bookmark: _Toc216893975]2.3. Research works on factors affecting e-retail management
E-retail management is becoming increasingly crucial amid digital transformation and changing consumer behavior. Studies indicate that the macro environment has a substantial impact on e-commerce, especially the legal framework for data, taxation, and platform responsibility. Economic factors such as GDP growth and urbanization drive e-commerce, while inflation and logistics costs put pressure on operating costs. The trend of omnichannel consumption and the need for personalization require businesses to shift their focus to customer journey management, and technology such as AI, big data, and IoT become mandatory conditions to optimize efficiency. In addition, pressure to be sustainable pushes businesses towards green packaging and environmentally friendly supply chains. From an internal perspective, financial capacity, operational infrastructure, personnel qualifications, and organizational culture are factors that determine the ability to implement e-retail strategies, in which large enterprises have the advantage of management systems. In contrast, small and medium-sized enterprises often lack standardization and limited resources.
[bookmark: _Toc216893976]3. Research gaps & Research questions
[bookmark: _Toc216893977]3.1. Research gaps
Current research on e-retail is mainly approached from the perspective of e-commerce in general, focusing on B2B, online transaction support services, or brand management. In contrast, research on the e-retail of electronics is minimal. Several international and domestic studies examine online retail in the consumer electronics industry, but focus only on narrow aspects, such as the impact of social networks or the online sales model of large corporations. In Vietnam, in general and in Hanoi in particular, there has been no in-depth research on e-retail management of electrical and mechanical goods for commercial enterprises. 
In theory, there is no framework for system analysis based on management functions at the enterprise and industry levels, especially when commercial enterprises of different sizes exhibit significant differences in planning, organization, leadership, and control. In terms of methodology, no study has combined quantitative descriptions with in-depth interviews and comparative analysis by enterprise size in the electronics industry. 
In terms of experiments, the Hanoi market is highly digitalized, and its rich electronics retail ecosystem has not been thoroughly studied regarding the level of implementation and barriers to e-commerce governance. From these gaps, the thesis chooses to approach e-retail management through four management functions, focusing on commercial enterprises specializing in electrical and mechanical goods in Hanoi, to supplement the theoretical and practical basis for this field.
[bookmark: _Toc216893978]3.2. Research questions
- How are the nature and characteristics of e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi expressed?
- How is e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi approached based on basic administrative functions (planning, organization, leadership, control)? What is the current status of implementing these functions?
- What specific results have been achieved in the current situation of e-retail management in commercial enterprises specializing in electrical and mechanical goods in Hanoi through the analysis of administrative functions (planning, organization, leadership, control)? What are the difficulties, limitations, and causes of existence?
- Based on the current situation of e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi, what solutions can be proposed to improve the efficiency of e-retail management and meet the requirements of sustainable development in the context of digital transformation today?
[bookmark: _Toc216893979]4. Research objectives and tasks of the thesis topic
[bookmark: _Toc216893980]4.1. Research objectives of the thesis topic
The research objective of the thesis is to systematize the theoretical basis for e-retail management of electrical and mechanical goods and to propose a research framework for e-retail management of these goods at commercial enterprises specializing in them in Hanoi. 
[bookmark: _Toc216893981]4.2. Research tasks of the thesis topic
- Synthesizing and developing theories on the management and administration of e-retail of electrical and mechanical goods.
- Propose a framework for analyzing e-retail management of electrical and mechanical goods and testing the e-retail management framework according to functions.
- Analyze and evaluate the current situation of e-retail management of electrical and mechanical goods of commercial enterprises specializing in electrical and mechanical goods trading in Hanoi, according to two groups of enterprises, to analyze the differences between the two groups of enterprises, identify achievements, limitations, etc., as well as the root causes of those achievements and constraints.
- Proposing a system of solutions and recommendations for commercial enterprises trading in electrical and mechanical goods in the organization and administration of e-retail of electrical and mechanical goods.
[bookmark: _Toc216893982]4.3. Object & scope of research
The research object of the thesis focuses on theoretical and practical issues of e-retail management of electrical and mechanical goods in commercial enterprises specializing in electrical and mechanical goods. The scope of the study includes: the research objects are commercial enterprises specializing in electrical and mechanical goods; the scope of limited space for research on e-retail management activities at commercial enterprises specializing in trading in electrical and mechanical goods in Hanoi meets specific criteria; the scope of time to focus on researching e-retail management activities at commercial enterprises specializing in electrical and mechanical goods in Hanoi in the period of 2020-2023 based on primary and secondary data; the scope of content focuses on e-retail activities of electrical and mechanical goods at commercial enterprises specializing in trading in electrical and mechanical goods in Hanoi, and at the same time clarifies the existing difficulties and limitations to propose solutions to improve e-retail activities at commercial enterprises according to the approach of the functions of management.
[bookmark: _Toc216893983]5. Research methodology & research methodology
[bookmark: _Toc216893984]5.1. Research methodology
The thesis research methodology is a systematic, dialectical, logical, and historical approach to the problem of e-retail research and management, grounded in the functional approach to management. Since then, the PhD candidate has established a strategy and framework for the thesis, with the research process derived from the research purpose and reflected in the delineation of research content on the theory and practice of e-retail management of electrical and mechanical goods at commercial enterprises in Hanoi. At the same time, select and adapt specific research methods.
[bookmark: _Toc216893985]5.2. Research methods
[bookmark: _Toc216893986]5.2.1. Specific research methods
a. The method of researching content at the desk includes synthesizing and analyzing theoretical materials
b. Fieldwork methods include surveys and interviews to collect data directly from the field.
c. The method of researching website content is conducted based on the characteristics of e-retail of electrical and mechanical goods taking place on the internet through websites or some social networking tools.
[bookmark: _Toc216893987]5.2.2. Data collection & processing methods
a. The method of collecting secondary and primary data systematically to build a theoretical basis and analyze the current situation of e-retail management of electrical and mechanical goods.
b. The data processing method uses descriptive statistical methods using Microsoft Excel 2019 software. The research thesis explores and uses graph and chart models to illustrate the results of e-retail management for commercial enterprises specializing in electrical and mechanical goods in Hanoi.


[bookmark: _Toc216893988]6. New contributions of the thesis
i) Theoretical contribution: the thesis has made a new theoretical contribution by developing and clarifying the concept of e-retail management in commercial enterprises specializing in trading in electrical and mechanical goods according to the approach of management functions. On that basis, the thesis has built a framework for e-retail management of electrical and mechanical goods in commercial enterprises, including e-retail planning, organization, leadership, and tailing control. The thesis also identifies the characteristics of e-tailing management in the electronics industry through constituent elements such as administrative subjects, administrative objects, consumers and electronic means. In addition, the thesis has systematized and analyzed the factors affecting e-retail management in commercial enterprises specializing in electrical and mechanical goods. These are valuable theoretical contributions, creating a scientific foundation for further research and application in the field of e-retail management of electrical and mechanical goods.
ii) Practical contributions: based on a survey of representatives of enterprises specializing in trading in electrical and mechanical goodsand a survey of customers buying electrical and mechanical goods in Hanoi and the results from the perspectives of businesses and consumers to evaluate the current situation of e-retail management at commercial enterprises specializing in trading in electrical and mechanical goodsaccording to the theoretical framework of management e-retail value has been established. From there, the success and existence of e-retail planning, e-retail organizations, e-retail leadership and e-retail control. 
iii) Contribution on solutions & recommendations: The thesis proposes several solutions and recommendations to improve the management of e-retail of electrical and mechanical goods in commercial enterprises specializing in electrical and mechanical goods in Hanoi, including solutions on e-retail planning, e-retail organization, e-retail leadership, e-retail control and several other solutions. In addition, the thesis also makes recommendations for state agencies and the Hanoi Business Association to support the retail industry in general and e-retail of electrical and mechanical goods in particular to be more effective.
[bookmark: _Toc216893989]7. Structure of the thesis
The thesis is divided into two (02) parts and three (03) chapters in the following order :
Introduction
Chapter 1. Theoretical basis of e-retail management at commercial enterprises specializing in electrical and mechanical goods.
Chapter 2. The current situation of e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi.
Chapter 3. Some solutions to improve e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi.
Conclusion



[bookmark: _Toc216893990]CHAPTER 1. THEORETICAL BASIS FOR E-RETAIL MANAGEMENT 
IN COMMERCIAL ENTERPRISES SPECIALIZING 
IN ELECTRICAL AND MECHANICAL GOODS       
[bookmark: _Toc216893991]
1.1. Overview of e-retail management at commercial enterprises specializing in electrical and mechanical goods
[bookmark: _Toc216893992]1.1.1. Some concepts
1.1.1.1 Electrical and mechanical goods
i) Definition: In this thesis, the author uses the term"electrical and mechanical goods (or electronics appliances) to refer to all electrical products and equipment to serve the daily needs of consumers, including popular electronics, consumer electronics, refrigeration, and household electrical appliances that commercial enterprises specializing in electrical and mechanical goods are selling at stores or e-retail channels".
ii) Characteristics of electrical and mechanical goods include: technological characteristics, technical characteristics, physical characteristics of electrical and mechanical goods, economic characteristics, social characteristics, environmental characteristics, characteristics of supply chains and characteristics of e-retail processes of electrical and mechanical goods.
iii) Classification of electrical and mechanical goods: Electrical and mechanical goods can be classified and approached according to several criteria, such as origin, technology, mode of operation and function.
1.1.1.2. Commercial enterprises specializing in trading in electrical and mechanical goods
Based on the provisions on commercial activities and types of enterprises in the Law on Enterprises 2020, it can be understood that a commercial enterprise is a type of enterprise operating in commerce, carrying out activities of buying and selling goods and providing services for business purposes. Commercial enterprises can be classified according to many different criteria, including classification according to the legal nature, scale of operation and specialization of the enterprise.
1.1.1.3. Electronic retail
According to Turban et al. (2018), "e-commerce is the sale of goods and services via the internet and other electronic channels to individual and household consumers". The thesis uses the definition of Turban et al. (2018) as the research connotation of e-commerce. The concept of e-commerce emphasizes the use of the internet and electronic channels as a primary means of distributing goods and services to end consumers, including individuals and households. 
1.1.1.4. E-retail management
From the approaches to e-retail management and e-retail management, PhD students put forward the concept of e-retail management as follows: "E-retail governance is the process of planning, organizing, leading and controlling retail activities of goods and services through electronic platforms such as e-commerce websites, mobile applications, social networks and other online channels to optimize business efficiency, increase profits, improve customer experienceand ensure stable operation in the e-business environment of commercial enterprises".
[bookmark: _Toc216893993]1.1.2. Concept and characteristics of electronics retail management
From the approaches to e-retail management and electrical and mechanical goods, the PhD student put forward the concept of e-retail management of electrical and mechanical goods as follows: "E-retail management of electrical and mechanical goods is the process of planning, organizing, leading and controlling retail activities of electrical products including electronic equipment, refrigeration, household electrical appliances for daily life through electronic platforms such as e-retail websites,  mobile applications, social networks and other online channels, to optimize business efficiency and improve the Customers and ensure stable operation in the electronic environment at commercial enterprises". 
[bookmark: _Toc216893994]1.2. Contents of e-retail management at commercial enterprises specializing in electrical and mechanical goods
[bookmark: _Toc216893995]1.2.1. Planning to retail mechanical and electronic goods at commercial enterprises
1.2.1.1. E-retail strategy planning
E-retail planning is the process of analyzing a business's internal and external environments, setting long-term goals, selecting specific strategies to achieve a sustainable competitive advantage in the digital environment through e-retail channels and implementing detailed plans to maximize e-retail. Optimize the customer experience and satisfaction during online purchases.
1.2.1.2. Goal planning in e-retail
Commercial enterprises specializing in electrical and mechanical goods often set specific goals in each period, including: i) financial goals in e-retail; ii) objectives of e-retail channels and e-communication in e-commerce; iii) Objectives for the frequency of information updates. 
1.2.1.3. Target market planning in e-retail management
Target market planning is the process of analyzing and selecting one or more market segments that the organization decides to focus its resources on to gain a competitive advantage (Camilleri, M.A., 2018); In e-retail, it is the process of analyzing, selecting and identifying a group of potential customers with characteristics, needs and shopping behaviors that are compatible with the e-retail strategy of the business in the electronic environment.
1.2.1.4. Product strategic planning in e-retail
Product strategic planning is a necessary management process that helps determine how the business will develop and introduce products to meet market needs and achieve business goals. In the context of electronics retail, product strategic planning is not limited to selecting items such as televisions, air conditioners, and washing machines, but also includes establishing quality standards, defining pricing and promotion strategies and improving the customer experience. 
1.2.1.5. Strategic planning of selling prices in e-retail
In the e-retail environment, businesses must regularly adjust their pricing strategies to respond to market and consumer changes. On the other hand, the pricing strategy also needs to consider the customer's psychology, as price can affect the brand and the product. Online retailers can use price management and data analytics software to track competitors' prices and adjust their own prices in real time.
1.2.1.6. Strategic planning of distribution channels in e-retail
Strategic planning of sales channels is a key process in the retail industry, especially amid the rise of online retail. This strategy involves identifying the proper distribution channels to reach customers effectively, thereby optimizing the e-retail process and growing revenue. Some popular e-retail channels include: enterprise e-commerce websites; third-party e-commerce platforms; popular social networking channels and mobile apps.
1.2.1.7. Planning e-retail promotion programs
The current e-retail promotion programs are very diverse, demonstrating the initiative and flexibility of businesses in implementing e-business strategies. Popular e-retail promotion programs include: e-advertising programs; discounts and promotions; customer care and after-sales service programs; seasonal sales programs and events.
1.2.1.8. Planning e-retail activities
The planning of e-retail activities needs to be carried out systematically to ensure close linkage and smooth coordination, creating a solid foundation for the online business process. Basic groups of activities need to be prioritized in e-retail: i) retail preparation activities; ii) warehouse management and goods preservation activities; iii) cargo transportation activities; iv) After-sales service-related activities. 


1.2.1.9. E-retail budget planning
Budgeting in e-retail is an important strategic activity that optimizes the allocation of financial resources to achieve specific business goals. Budgeting in e-retail is affected by many multi-dimensional factors.
[bookmark: _Toc216893996]1.2.2. Organization of electronic retail of electrical and mechanical goods at commercial enterprises
1.2.2.1. Organizing e-retail according to the organizational apparatus
Organizing in governance is the process of establishing the internal structure of a business to divide work, define responsibilities and powers, and establish relationships between departments to achieve common goals. Organizing the apparatus in management is a necessary foundation for commercial enterprises to achieve their goals and maintain operational efficiency. The core elements of this function include operational objectives, organizational structure, management mechanism, human resources, facilities and operating environment.
1.2.2.2. E-commerce organizations follow the approach of implementing e-retail plans
i) Selection of pure e-commerce model or mixed e-commerce model; ii) selection of goods and services in e-commerce; iii) identifying the e-commerce market; iv) identifying e-retail channels.
[bookmark: _Toc216893997]1.2.3. Leaders of electronics retail of electrical and mechanical goods at commercial enterprises 
Leadership in e-retail activities can be understood as the impact of the manager on the sales force, in general and in e-retail in particular, both overall and in the context of the business, to create the team's readiness and enthusiasm to complete the set tasks. To perform the leadership function effectively, managers need to focus on solving problems related to the sales force in e-retail, including implementing recruitment and training activities, organizing and optimizing personnel use, establishing a fair remuneration regime and fostering employee motivation.
[bookmark: _Toc216893998]1.2.4. Control of electronic retail ofelectrical and mechanical goods at commercial enterprises
In e-retail, control is the process of measuring actual results, comparing them with standards, identifying deviations and their exact causes, and making adjustments to align results with desired goals in the online environment. The e-retail control process consists of three main steps: (i) establishing performance evaluation standards, such as product quality and operating costs (Daft, 2016); (ii) measuring performance through the collection of actual data for comparison with the standard; (iii) make adjustments if the performance deviates from the standard, to improve the process and achieve the target.
1.2.4.1 Define electronic retail control standards
Sales control standards in e-retail are defined as quantitative and qualitative indicators and criteria established to measure, evaluate, and monitor the performance of sales activities on online platforms. Control standards can be classified into three main groups: internal standards, output standards (focusing on business results and customer feedback), and online platform standards (based on publicly announced policies of e-commerce platforms or social networks).
1.2.4.2. Measurement and evaluation of e-retail results
Measuring sales performance in e-retail involves collecting, analyzing, and evaluating performance indicators to assess the success of sales activities on electronic platforms. Performance measurement indicators and the evaluation of e-retail results are often approached in a multidimensional way, combining traffic metrics, online customer behavior, finance, and customer care to provide a comprehensive view of e-commerce performance.
[bookmark: _Toc216893999]1.3. Factors affecting the management of electronics retail ofelectrical and mechanical goods at commercial enterprises
[bookmark: _Toc216894000]1.3.1. Macroenvironmentalfactors
A stable political and legal environment, along with policies that support e-commerce, create a foundation for promoting e-retail activities. Economic growth, domestic consumption, and FDI actively contributed to market expansion. Social factors, such as digital consumer behavior and young demographics, increase demand for online shopping. Modern technologies such as AI, big data, CRM, and WMS play a key role in improving management efficiency. In addition, the trend of green consumption requires businesses to integrate environmental protection into their supply chains to build sustainable brands.
[bookmark: _Toc216894001]1.3.2. Internal environmental factors
Internal factors directly affect the effectiveness of e-retail management in commercial enterprises. Financial resources determine the ability to invest in technology, marketing, and scaling. Human resources play a key role, especially in digital capabilities and professional skills. Facilities are a factor that shows operational capacity and brand reputation. Efficient operational processes help improve the experience and optimize costs. Finally, corporate culture is the foundation for promoting internal cohesion, improving service quality and maintaining customer loyalty.



[bookmark: _Toc216894002]CHAPTER 1 SUMMARY

Chapter 1 provides a theoretical foundation for e-retail at commercial enterprises specializing in electrical and mechanical goods, as a basis for practical analysis and solution proposals in the following chapters. Includes several essential concepts and definitions that are the connotations of the thesis.
This section defines basic concepts such as electrical and mechanical goods, a commercial enterprise specializing in electrical and mechanical goods is an enterprise that focuses on retailing electrical and mechanical goods.
Next, this chapter also provides the main content of e-retail administration: the content is analyzed through the main functions: (1) e-retail planning; (2) e-retail organizations; (3) e-retail leaders; (4) e-retail control. Finally, the last part of the chapter discusses the factors affecting e-retail governance, including macro and internal which impact governance efficiency.
Thus, chapter 1 has established a comprehensive theoretical framework, clarified the nature and key aspects of e-retail management, and provided a basis for assessing the current situation and proposing solutions tailored to the characteristics of commercial enterprises specializing in electrical and mechanical goods in Hanoi.


[bookmark: _Toc216894003]CHAPTER 2. THE CURRENT SITUATION OF E-RETAIL MANAGEMENT AT COMMERCIAL ENTERPRISES SPECIALIZING
 IN ELECTRICAL AND MECHANICAL GOODS IN HANOI
[bookmark: _Toc216894004]
2.1. Overview of the electronics market and commercial enterprises specializing in electrical and mechanical goods in Hanoi
[bookmark: _Toc216894005]2.1.1. Overview of the market of electrical and electronic goods in Hanoi
2.1.1.1. Scale of Hanoi's electronics market
The electronics market in Hanoi accounts for a large share of the country's market, forecast to reach 2.5 billion USD by 2025, with a CAGR of about 4.2%. The large market size and high level of digitalization readiness indicate that Hanoi is a key hub for the development of the electronics industry.
2.1.1.2. Geographical and population characteristics
Hanoi is a major economic center in the north, with a large population, high income, and high population density, creating favorable conditions for the development of the electrical and mechanical goods market. The population is divided into two main consumption groups: the high-income group and the middle class. This situation requires businesses to clearly plan market segments, optimize distribution channels and business models to improve competitiveness.
2.1.1.3. Consumer rrends and behaviors
Hanoi consumers tend to prioritize electrical products that integrate modern technologies such as AI, IoT, and energy-saving features, while also prioritizing green consumption. Shopping behavior often involves searching for information online before making a decision, including for in-store purchases. The e-commerce platform is popular thanks to its competitive prices and constant promotions. The main factors influencing consumer behavior include price, brand, and promotions.
[bookmark: _Toc216894006]2.1.2. Overview of commercial enterprises specializing in electrical and mechanical goods in Hanoi
2.1.2.1. Group of large-sized commercial enterprises specializing in electrical and mechanical goods
In Hanoi, large enterprises such as Dien May Xanh, Nguyen Kim, Mediamart and HC have developed a multi-channel retail model that combines an extensive store network and an online platform. With substantial financial potential, a diversified product portfolio, and good after-sales service, they hold a leading position in the market. However, these businesses are also facing competitive pressure from international e-commerce platforms.
2.1.2.2. Group of small & medium-sized commercial enterprises specializing in electrical and mechanical goods
In Hanoi, small and medium-sized electrical and mechanical goods trading enterprises mainly have annual revenue of less than 300 billion VND (medium enterprises) and less than 100 billion VND (small enterprises), with a flexible, low-cost business model and a focus on niche markets. However, they face limitations in capital, technology, and the ability to build trust with customers. 
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2.2.1.1. The current situation of e-retail strategic planning
In the period 2021-2023, the proportion of commercial enterprises specializing in electrical and mechanical goods in Hanoi that implemented e-retail strategic planning increased sharply from 30% to 73%, reflecting a clear shift in business awareness and actions. The planning criteria are increasingly diverse, focusing on digital media, online distribution channels, product strategy, and data analysis. Large-scale enterprises prioritize multi-channel integration planning and long-term strategies. In contrast, small and medium-sized enterprises often plan short-term, taking advantage of free digital tools to adapt flexibly. The survey results showed that the level of evaluation of the importance of e-retail strategic planning averaged 4.1/5, affirming the essential role of this activity.
2.2.1.2. The current situation of goal planning in e-retail management
In e-retail activities, businesses in Hanoi are increasingly focusing on setting clear goals. Large enterprises often build methodical goals, based on data analysis, aiming for revenue, market share, and long-term service quality. Meanwhile, small and medium-sized businesses mainly focus on short-term goals such as increasing orders and improving profits, with flexible goal-setting methods and less use of in-depth analysis tools. The percentage of companies setting KPIs for e-retail has risen from 33% (2021) to 80% (2023), reflecting the trend of goal-based management that is gradually gaining popularity. However, there are still significant differences between business groups in terms of granularity, strategies, and frequency of information updates. The overall evaluation index was 3.8/5, indicating that businesses are well aware of the role of goal planning in e-retail development.
2.2.1.3. The current situation of target market planning in e-retail
Planning the target market for electronics e-retail in Hanoi is increasingly a focus for businesses, with the implementation rate rising from 30% (2021) to 73.3% (2023). Large enterprises focusing on the middle and high-end segments in urban areas leverage big data and omnichannel marketing to optimize outreach. Meanwhile, small and medium-sized enterprises mainly target ordinary customers, use low-cost digital platforms such as Facebook and TikTok flexibly, but face difficulties with scale and brand. The difference in strategy clearly reflects the development orientation and resources of each business group.
2.2.1.4. The current situation of product strategy planning in e-retail management
Product strategic planning in e-retail is increasingly focused on by electronics trading enterprises in Hanoi, with the implementation rate increasing from 70% (2021) to 100% (2023). Large enterprises pursue a diversification strategy, own a rich product portfolio, and tend to invest exclusively in electronic channels. In contrast, small and medium-sized enterprises focus on a centralized product strategy, selecting items with high consumption potential. The survey results show that consumers positively evaluate the assortment, variety, and product comparability on e-retail channels. This reflects the importance and practical effectiveness of tailoring a product strategy to the market.
2.2.1.5. The current situation of strategic planning of selling prices in e-retail
The selling price strategy in e-retail is increasingly focused on by electronics businesses in Hanoi, with 40% of companies in 2023 confirming that there is a price difference between online and traditional channels. Large enterprises adopt a brand-based pricing strategy and after-sales service, while small and medium-sized enterprises focus on competitive pricing to attract price-sensitive customers. The survey shows that consumers are strongly in agreement that electrical products purchased online are cheaper and suitable for a wide range of budgets. The analysis results using Excel software, showing an average value of 4.2 points with a 5-level Likert scale (4.2/5 points), affirm that selling price is a key strategic factor in e-retail management in the electronics industry.
2.2.1.6. The current situation of strategic planning of electronic distribution channels
The e-distribution channel strategy is vigorously implemented by commercial enterprises specializing in electrical and mechanical goods in Hanoi, with 100% of businesses using websites and social networks, 76.7% participating in e-commerce platforms, but only 16.7% having mobile applications. Large-scale companies often build a methodical multi-channel distribution strategy that effectively integrates online and offline channels, while small and medium-sized enterprises mainly develop each channel individually. Websites are the most popular tools, but there is a clear difference in quality and functionality. E-commerce platforms bring high revenue but come with high costs and algorithmic risks. Social networks are widely used, but measuring their effectiveness remains a weakness. The electronic distribution strategy is considered quite significant, with an average score of 3.8/5, according to analysis results in Microsoft Excel 2019.
2.2.1.7. The current situation of planning e-retail promotion programs
Planning e-retail promotion programs at commercial enterprises specializing in electrical and mechanical goods in Hanoi has improved significantly, as shown by the increasing implementation rate in three main areas: e-advertising, promotion, and customer care. Large enterprises have a methodical strategy, large budgets, and higher efficiency than small and medium-sized enterprises. Surveys show that e-advertising increases reach and engagement, while promotions directly influence purchase decisions. The after-sales service is well evaluated but still needs improvement in its thoroughness and professionalism. The average score of 3.9/5, as analyzed in Microsoft Excel 2019, indicates that promotion activities have become an essential strategic factor in e-retail management today.
2.2.1.8. The current situation of planning e-retail activities
Planning e-retail activities, especially in warehousing management and forwarding, is increasingly of interest to commercial enterprises specializing in electrical and mechanical goods in Hanoi, with the implementation rate increasing from 40% (2021) to 76% (2023). Large enterprises invest in modern warehouse systems that integrate WMS and RFID technology, while small and medium-sized enterprises mainly rent warehouses, use simple software, and rely on third parties. This difference significantly affects the ability to control goods and logistics efficiency. Optimizing logistics operations not only reduces operating costs but also improves business competitiveness in an increasingly fierce e-commerce environment.
2.2.1.9. The current situation of e-retail budget planning
The proportion of commercial enterprises specializing in electrical and electronic goods with e-retail budget planning increased from 27% (2021) to 60% (2023), reflecting a growing awareness of the role of finance in e-retail. However, many businesses have not yet built a budget suited to the characteristics of e-retail, including the costs of technology, e-retail platforms, and online services. Small businesses often lack cash flow forecasting systems, allocate little to contingency budgets, and rely on short-term capital. The average survey score of 3.8/5 indicates that the importance of budget planning is widely appreciated, but there is still a difference between business groups.
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2.2.2.1. The current situation of organizing the e-retail model
The statistical data for the period 2021-2023 shows a marked shift in the structure of e-retail models, with two main types: mixed e-commerce and pure e-commerce. This period witnessed the trend of maintaining the mixed e-commerce model as the mainstay of electrical and mechanical goods trading enterprises in Hanoi. This model combines online sales channels and physical stores, allowing businesses to optimize customer access and improve operational efficiency. Large enterprises often apply a methodical integration model, while small and medium-sized enterprises are more flexible in transforming to digital platforms. The selection of the correct model reflects the level of readiness and organizational capacity of each business group.
2.2.2.2. The current situation of organizing the selection of e-retail goods
The current approach to selecting goods in the e-retail of the electrical and mechanical goods industry shows a clear difference between the two groups of businesses. Large enterprises such as Dien May Xanh and HC diversify their portfolios up to tens of thousands of products, based on market data and high profit margins. Meanwhile, small and medium-sized enterprises choose a limited number of products, focusing on easy-to-sell items in accordance with financial capacity and logistics. This difference reflects the strategy of selecting goods that closely depend on the size, resources and market positioning of each business group.
2.2.2.3. The current situation of organizing e-retail channels
Electronics trading enterprises in Hanoi have organized a variety of e-retail channels, including websites, social networks, and e-commerce platforms. 100% of businesses have websites and use social networks; 80% have e-commerce platform booths, but only 16.7% have mobile applications. E-retail revenue grew, especially for small and medium-sized enterprises, where electronic channels accounted for a larger share of revenue. Meanwhile, large enterprises still maintain an omnichannel retail model with e-retail accounting for about 20-25% of system revenue.
2.2.2.4. Analysis of the current situation of the organization of the e-retail market
The organization of the e-retail market among commercial enterprises in the electrical and mechanical industry in Hanoi shows clear differentiation by scale. Large enterprises reach multiple segments, expand into both inner cities and suburbs, and apply demographic data analysis to optimize strategies. In contrast, small and medium-sized enterprises primarily target low- and middle-income customers in low-cost areas.
2.2.2.5. The current situation of the organizational structure of commercial enterprises specializing in trading in electrical and mechanical goods in Hanoi
The organizational structure of commercial enterprises in the electrical and mechanical goods industry in Hanoi is primarily based on the functional model, with 67% of enterprises lacking a specialized e-commerce department. Large-scale enterprises such as Dien May Xanh have an independent e-commerce department in the matrix model, while small and medium-sized enterprises often organize, streamlining and consolidate e-commerce activities into the sales or marketing department. This difference reflects strategic priorities and the ability to specialize according to the size of the business.
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2.2.3.1. The current situation of leadership in recruiting e-retail forces
Recruitment activities for e-retail at commercial enterprises specializing in electrical and mechanical goods in Hanoi showed a positive trend, with the new-hire rate gradually increasing from 2021 to 2023. Large-scale enterprises implement a systematic recruitment strategy to attract highly specialized talent, while small and medium-sized enterprises are progressively shifting from seasonal recruitment to long-term team development. However, the number of human resources with formal training in e-retail remains limited, making it challenging to meet the industry's growing professional requirements.
2.2.3.2. The current situation of leadership training of the e-retail force
From 2021 to 2023, the training of e-retail forces at commercial enterprises shows a marked improvement, with the rate of enterprises implementing training rising from 80% to 90%. The self-training form is dominant due to its flexibility and suitability to internal conditions. Regular training is maintained at a high level, reflecting an increasingly clear awareness of the role of updating skills in a digitalized environment. However, small and medium-sized commercial enterprises still face limitations in content and resources, leading to uneven training quality compared to large enterprises.
2.2.3.3. The current situation of leadership remuneration and motivation for the e-retail force
From 2021 to 2023, the remuneration policy in commercial enterprises specializing in electrical and mechanical goods was considered essential but not particularly effective, as evidenced by the high turnover rate. Large enterprises maintain a clear compensation and welfare system that supports personnel retention, while small and medium-sized enterprises are inconsistent and lack a sustainable motivation mechanism. The survey shows that 87.7% of businesses consider remuneration the most critical leadership factor with an average score of 3.8/5, indicating relatively high but uneven awareness of the strategic role of remuneration policies in e-retail.
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2.2.4.1. Current status of implementation of the e-retail control process
In the 2021-2023 period, commercial enterprises specializing in electrical and mechanical goods have strengthened the promulgation and training of e-retail control processes, but have not achieved high efficiency. Large enterprises have transparent processes and apply modern technologies such as ERP and CRM to control operations effectively. In contrast, small and medium-sized enterprises face difficulties due to technological limitations and a lack of standardization, resulting in low efficiency. Only 58% of employees at small and medium-sized enterprises rate the process as meeting the needs of their jobs. Process improvement and technology support are key factors to improve e-retail control capacity in the future.
2.2.4.2. The current situation of determining standards in electronic retail control
In the period 2021–2023, the proportion of commercial enterprises developing and applying e-retail control standards increased steadily, reflecting the trend toward the professionalization and standardization of operations. About 70–73% of enterprises use internal criteria, while only 20–23% apply international standards, mainly at large enterprises. This shows that small businesses are still facing difficulties due to a lack of resources and professional knowledge. The flexible combination of domestic and international standards is a necessary solution to improve control efficiency in the digital retail environment.
2.2.4.3. The current situation of measuring and evaluating e-retail results
The survey shows that the percentage of commercial enterprises applying KPIs and technology in measuring e-retail effectiveness has gradually increased over the years, reaching 87.3% in 2023. Large enterprises often use AI-integrated ERP and CRM systems to optimize efficiency, while limited resources constrain small and medium-sized businesses. This disparity results in large companies having higher conversion and customer retention rates. Investment in technology and data analytics has been identified as a key factor in improving e-retail efficiency, especially for small and medium-sized enterprises.
[bookmark: _Toc216894012]2.3. Assessment of the current situation of e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
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2.3.1.1. Successes in e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
Trading enterprises specializing in electrical and mechanical goods in Hanoi have achieved many successes in e-retail management. In terms of planning, businesses have developed strategies suitable for digital transformation, set goals aligned with the innovative model, and applied digital technology to optimize budgets and target markets. In terms of organization, large enterprises deploy an omnichannel model that integrates ERP and CRM. In contrast, small and medium-sized enterprises use free platforms flexibly and choose product portfolios suited to their size. In terms of leadership, large enterprises focus on recruitment and methodical training, while small and medium-sized enterprises provide internal training and improve remuneration. In terms of control, businesses have established standard processes, integrated KPIs, and implemented management software to improve operational efficiency, there by increasing the productivity and quality of e-retail services.
2.3.1.2. Reasons for success in e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
The success of e-retail management in commercial enterprises specializing in electrical and mechanical goods in Hanoi stems from the strong management capacity of the management team, especially in large enterprises. The e-retail strategy is well-planned based on intrinsic capacity and market forecasting. An appropriate organizational model, a transparent control system, practical technology application, and the characteristics of the high-value electrical and mechanical goods industry are factors that help businesses optimize costs, increase profits, and expand market share.
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2.3.2.1. Limitations in e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
E-retail management at electronics trading enterprises remains constrained. In planning, large enterprises struggle with flexible internal synchronization, while small and medium-sized enterprises lack specialized plans, data, and human resources. In terms of organization, many businesses have not optimized digital channels, product portfolios are inflexible, organizational structures lack specialization, and data is not synchronized between platforms. In terms of leadership, large enterprises lack specialized e-retail personnel; small and medium-sized enterprises lack training budgets and do not have appropriate remuneration policies to retain talent. In control, large enterprises have not individualized targets according to e-retail characteristics; small and medium-sized enterprises still control manually, lacking an effective measurement system for each channel. These limitations show the need for restructuring, technology investment, and the improvement of comprehensive governance capacity.
2.3.2.2. Causes of shortcomings in e-retail management at enterprises specializing in trading in electrical and mechanical goods in Hanoi
First, many managers lack in-depth experience in e-retail because they are on traditional retail platforms. Second, the planning has not closely followed market fluctuations. Third, tremendous competitive pressure from e-commerce platforms such as Shopee, Lazada, and TikTok shops makes it difficult for businesses to adapt to changes in consumer behavior. Fourth, the e-commerce force lacks professional skills and creativity, and has not adapted well to the digital environment. Fifth, businesses have not effectively exploited the e-retail channel. Sixth, e-retail has not been planned and organized effectively, finally, due to several other objective reasons.
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Chapter 2 analyzes the current situation of e-retail management at commercial enterprises specializing in trading electrical and mechanical goods in Hanoi, using a functional approach to management, including e-retail management planning, organization, leaders, and organizations. The analysis of the current situation is based on descriptive statistics, business surveys, expert interview questionnaires, and customer surveys to yield meaningful results in key statistics and e-retail governance. The results of the study showed that:
Businesses have developed 4P mix planning strategies and other planning content for e-retail management, tailored to their scale and characteristics. Large enterprises adopt product diversification, customer segment pricing, and multi-channel development, while small and medium-sized enterprises focus on key products, competitive pricing, and e-retail channels.
E-retail goal planning is quite methodical, especially in large enterprises. Through the application of "S.M.A.R.T" models and big data analysis, the use of more optimal software and more methodical investment. On the other hand, small and medium-sized enterprises, although more flexible, are still limited in terms of systematization and internal capacity.
The organization and control of e-retail are markedly different between the two groups of businesses. Large enterprises invest heavily in technology such as ERP and CRM to optimize processes. In contrast, small and medium-sized enterprises take advantage of low-cost solutions and gradually standardize their operations.
The successes achieved are mainly due to strong management capacity, clear strategies, and practical application of technology. The limitation is primarily due to limited resources, especially in the small- and medium-sized business sector, along with rapid market changes and fierce competition from e-commerce platforms.
Chapter 2 provides an important practical basis to propose solutions to improve e-retail management for enterprises trading in electrical and mechanical goods in the next chapter.





[bookmark: _Toc216894016]CHAPTER 3. SOME SOLUTIONS TO IMPROVE E-RETAIL MANAGEMENT AT COMMERCIAL ENTERPRISES SPECIALIZING 
IN ELECTRICAL AND MECHANICAL GOODS IN HANOI
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3.1. Prospects and trends of e-retail management in electrical and mechanical goods in Hanoi
[bookmark: _Toc216894018]3.1.1. Prospects of the electronics retail market in Hanoi
Hanoi's electronics e-retail market is forecast to grow strongly by 2030, driven by a stable economy, rapid urbanization, and e-retail development. E-commerce revenue in the first quarter of 2024 reached over VND 20,000 billion, up 77% year-on-year. E-retail in electronics can reach 10–12 billion USD by 2030, accounting for 15–20% of the industry. The E-commerce B2C website plays a leading role, expected to account for 60% of market share; the omnichannel model will account for 50% of online revenue. Consumers are increasingly prioritizing online lookup, choosing innovative products, reputable brands, and good after-sales service.
[bookmark: _Toc216894019]3.1.2. Trends in electronics retail management in Hanoi
E-retail management in the electronics industry is shifting strongly toward comprehensive digitalization, integrating multi-channel models, leveraging data to personalize the customer experience, increasing automation, developing human resources with digital skills, and strengthening e-marketing strategies. Thus, the prospects and trends of e-retail management of electrical and mechanical goods in Hanoi are evaluated very positively, along with the trends of developing modern management models based on digital technology and customer data. 
[bookmark: _Toc216894020]3.2. Objectives and viewpoints of e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
[bookmark: _Toc216894021]3.2.1. Objectives of e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
3.2.1.1. Objectives of planning e-retail at commercial enterprises specializing in trading in electrical and mechanical goods in Hanoi
The key goal is to modernize governance towards comprehensive digitalization, the application of AI and big data in 4P planning. Businesses need to develop multi-channel digital distribution (websites, apps, e-commerce platforms, social networks) supported by a secure, user-friendly technology infrastructure. At the same time, optimize logistics, after-sales services, digital payments, and digital human resource training. The strategy also needs to integrate sustainability and green consumption to increase long-term competitive advantages.
3.2.1.2. Objectives of organizing e-retail at commercial enterprises specializing in electrical and mechanical goods in Hanoi
The goal of organizing e-retail at electronics trading enterprises is to build a lean, flexible, and adaptable model for the digital environment. Businesses need to clearly delineate departmental responsibilities, build teams by product, prioritize recruiting personnel with digital skills, invest in facilities, choose e-retail models, and organize the selection of goods and services. Optimizing business models, product portfolios and after-sales services will be the basis for improving sustainable competitiveness.
3.2.1.3. Objectives of leading e-retail at commercial enterprises specializing in electrical and mechanical goods in Hanoi
The goal is to build a sales team that is professional, tech-savvy, and adapts well to digital consumption. Businesses need to recruit the right people, train flexibly, offer competitive remuneration, and create a positive working environment. A transparent performance evaluation system aligned with KPIs will help optimize productivity and improve customer service quality.
3.2.1.4. Objectives of controlling e-retail at commercial enterprises specializing in electrical and mechanical goods in Hanoi
The goal is to establish a control system that is transparent, comprehensive, and suitable for the characteristics of digital business. Businesses need to develop specific standards for each stage and apply technologies such as ERP, CRM, and AI to measure, detect deviations, and make timely adjustments. At the same time, it is necessary to actively mitigate risks and ensure continuous, safe operation.
[bookmark: _Toc216894022]3.2.2. Viewpoints on e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
Businesses aim for e-retail governance that supports sustainability, flexibility, and deep integration with the organization. E-retail is identified as a strategic channel that needs a professional team, a clear structure, and the ability to respond quickly to market changes. Enterprises focus on optimizing operations, improving services, training human resources, and investing in technology to maintain long-term competitiveness.
[bookmark: _Toc216894023]3.3. Some solutions to improve e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
[bookmark: _Toc216894024]3.3.1. Solutions for planning e-retail at commercial enterprises specializing in electrical and mechanical goods in Hanoi
For large enterprises, it is necessary to adopt a semi-structured e-retail planning model that combines AI forecasting and big data to enhance flexibility and accuracy. Synchronizing strategy, product portfolios, distribution channels, and budgets across integrated management systems helps ensure consistency in implementation. Large enterprises also need to build an in-depth KPI system that reflects customer behavior and operational efficiency. Meanwhile, small and medium-sized enterprises should establish independent e-retail plans based on the innovative model, leverage low-cost analytical tools, adopt flexible pricing, and expand capacity for part-time personnel. In addition, it is necessary to closely link e-retail planning with purchasing, inventory, finance and after-sales activities while maintaining an evaluation and adjustment mechanism based on actual data to improve adaptability in the volatile e-retail market.
[bookmark: _Toc216894025]3.3.2. Solutions to organize e-retail at commercial enterprises specializing in electrical and mechanical goods in Hanoi
For large enterprises and e-retail organizations, it is necessary to focus on optimizing the mixed retail model to increase the proportion of online revenue through technology investment, big data and multi-channel operation integration. Businesses must implement an automated demand forecasting system, synchronize data across websites, applications, and e-commerce platforms, and restructure the apparatus to form a specialized e-retail unit with clear KPIs. For small and medium-sized enterprises, it is necessary to choose an e-retail model suited to their size, prioritize using existing platforms, optimize content management, and establish product portfolios based on market data. In addition, businesses need to organize e-retail in line with the overall strategy, allocate resources rationally, and promote the application of technology and data to personalize the customer experience and automate operations. The multi-channel integration and standardization of the entire process from ordering to after-sales care help improve efficiency, reduce errors and increase competitiveness in the electronics e-retail market.
[bookmark: _Toc216894026]3.3.3. Solutions to lead e-retail at commercial enterprises specializing in electrical and mechanical goods
E-retail leaders at commercial enterprises dealing in electrical and mechanical goods need to focus on developing digital human resources through specialized recruitment strategies, cooperation with e-retail training institutions, and prioritizing the adaptability of candidates. Large enterprises need to build an internal AI-based training system linked to each title and work outcome, and to apply flexible remuneration policies such as performance bonuses, ESOPs, and hybrid working models. For small and medium-sized commercial enterprises, the recruitment process needs to be simplified, combined with short-term, low-cost training, and an online revenue-based bonus mechanism. In addition, businesses need to build a leadership team with a digital mindset, implement a flexible labor utilization mechanism aligned with the business cycle and establish a transparent compensation system tied to capacity. 
[bookmark: _Toc216894027]3.3.4. Solutions to control e-retail at commercial enterprises specializing in electrical and mechanical goods in Hanoi
Redesign the real-time control process, apply automation, and digitize the entire customer journey. Large enterprises must standardize their control systems according to international e-retail standards, integrate modern measurement tools, and interconnect data across CRM, ERP, and CMS to multidimensionally monitor indicators such as conversion costs, order processing time, return rates, and customer satisfaction. For small and medium-sized enterprises, the control mechanism needs to be minimalist but transparent, applying low-cost software and a basic set of criteria for single errors, inventory, and customer feedback, combined with free data analysis to adjust the plan. In addition, businesses need to expand digital transformation with AI, IoT, ERP, and automated monitoring systems to improve accuracy and speed of decision-making. Establishing an output control system based on quantitative KPIs, completing the product and service quality control mechanism, implementing a secure payment system, and standardizing the reconciliation process help optimize operations and improve customer confidence in e-retail.
[bookmark: _Toc216894028]3.4. Some recommendations for e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi
[bookmark: _Toc216894029]3.4.1. Recommendations to improve e-retail development policies for state agencies
3.4.1.1 Completing the legal framework for e-retail development 
Although the legal framework for e-retail in Vietnam has been established, it remains inconsistent and has not kept pace with reality. It is necessary to improve regulations on personal data protection, transparent tax management for businesses on e-retail platforms, and clarify the legal responsibility of platforms in consumer protection. At the same time, it is necessary to develop an online dispute-resolution mechanism, ensure payment security, and control logistics and cross-border transactions. Establishing a credit rating system for platforms will increase reliability and promote sustainable e-retail.
3.4.1.2. Completing technical and technological infrastructure for e-retail activities in Vietnam
To sustainably develop e-retail, Vietnam needs to build a synchronous technical and technological infrastructure. The focus is on expanding the 5G network, modernizing data centers, and creating a secure, interconnected electronic payment ecosystem. Businesses need to apply AI, IoT, encryption, and biometrics in security and operations management. Smart logistics, green delivery, and the "buy now – pay later" model should be prioritized for implementation. Finally, strengthen public-private cooperation to invest in distribution centers and cross-border technology solutions.
[bookmark: _Toc216894030]3.4.2. Recommendations for the development of e-retail for the Hanoi Business Association
The Hanoi Business Association needs to play a key role in improving the capacity of electronics trading businesses to manage e-retail through in-depth training in digital marketing, CRM, and supply chain management. At the same time, the association should engage in strategic consulting with experts, connect with universities to develop human resources, raise capital, and collaborate with technology. Building an industry data-sharing platform, applying blockchain, and promoting businesses to deploy AI for customer behavior analysis, inventory management, and price optimization will help improve competitiveness and operational efficiency in the digital environment.




[bookmark: _Toc216894031]CHAPTER 3 SUMMARY

Chapter 3 focuses on analyzing prospects, trends, objectives, views, solutions, and recommendations to improve the efficiency of e-retail management at commercial enterprises specializing in electrical and mechanical goods in Hanoi, contributing to the sustainable development of the e-retail industry.
Regarding the prospects and trends of e-retail management, this section presents the outlook for the electronics e-retail market, including sales, product categories, electronic distribution channels, consumer behavior, and e-retail management trends. With the goals of planning, organizing, leading, and controlling e-retail, along with e-retail governance perspectives emphasizing stability, flexibility, and professionalization of the team.
Regarding solutions to improve e-retail governance, proposals include strengthening planning, effective organization, human resource leadership, and strict control of e-retail in line with the scale of large, medium, and small enterprises. 
Regarding recommendations: completing the legal framework, upgrading the technological infrastructure, securing support from the Hanoi Business Association, and strengthening consumer protection. The results of Chapter 3 have provided a scientific and practical basis for optimizing e-retail management toward sustainable development and improving the competitiveness of enterprises specializing in electrical and mechanical goods in Hanoi in the context of today's strong digitalization.



[bookmark: _Toc216894032]CONCLUSION

Firstly, the theoretical basis has laid a solid foundation for research by codifying concepts related to e-commerce and e-retail management, focusing on the characteristics of commercial enterprises specializing in electrical and mechanical goods, and identifying and understanding the factors affecting e-retail activities that have emerged—an essential premise for further analysis.
Secondly, the analysis of the current situation has clearly shown how management of e-retail is carried out at commercial enterprises specializing in trading electrical and mechanical goods in Hanoi, in line with the approach to management functions. For each function, the thesis analyzed the current situation using multiple research methods, combining statistics from employee questionnaires, interviews with experts, website research, and observations of businesses to clarify the current state of each planning slice in organizational management, leadership, and control in e-retail governance. The study has shown and is aware of the importance of e-retail in general and e-retail in particular, through the survey, it shows that most businesses implement e-retail management activities at a reasonable level and quite well, there are still many limitations in e-retail management such as 4P mix planning, financial planning, supply chain management; organization of personnel structure, organizational structure of enterprises; HR leaders achieve the planning goals set by managers and businesses based on the organization and operation of e-retail processes while controlling risks and ensuring that e-retail is carried out in the best possible way for the company.
Thirdly, research, analyze, and compare the differences between the group of commercial enterprises specializing in large-scale electrical and mechanical goods and the group of commercial enterprises specializing in small- and medium-sized electrical and mechanical goods to highlight the differences and create novelty and contribution values for the thesis.
Finally, the proposed solutions and recommendations provide specific, feasible directions for improving e-retail governance at commercial enterprises specializing in electrical and mechanical goods. The solutions are also based on the existence and its causes, thereby proposing feasible, scientific solutions suitable for each business group. Solutions for commercial enterprises specializing in electrical and mechanical goods are approached based on each management function: planning, organizing, leading, and controlling e-retail. At the same time, the thesis also offers recommendations to state agencies and associations to create favorable conditions and support businesses in implementing e-retail management activities and operations to further develop by 2030.
In conclusion, the research has made an essential contribution to understanding the current situation and providing practical solutions to improve the efficiency of e-retail management in commercial enterprises specializing in electrical and mechanical goods. These results are not only theoretically significant but also highly applicable, supporting businesses in strategically orienting and implementing measures to improve business operations in the context of competition and the emerging Industrial Revolution 4.0 worldwide and in Vietnam.
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