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ABSTRACT
The Consumer Confidence Index (CCI) is an important economic indicator that is included in macroeconomic research or forecasting models to help investors make appropriate investment decisions. fit. There are several studies in the world that have studied the relationship of consumer confidence index and some macro variables. However, each region, each country, this relationship has some changes depending on the characteristics of each national region. Realizing that there has been no research on this relationship in low-middle-income countries, including Vietnam, the author wishes to study to clarify the problem posed. Therefore, in this study, the author will present three basic issues as follows. (1) Research related to CCI and macro variables in the world. (2) Modeling the impact of macro variables on CCI in low-middle-income countries. The results show that CPI, INF, UNEML have a negative effect on CCI while SMI has a positive effect on CCI with a dataset consisting of 7 low-middle-income countries, namely Vietnam, Egypt, Indonesia, Morocco, India, Pakistan, and the Philippines for the period from 2012Q1 to 2021Q4. 
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1. INTRODUCTION
In economics, the consumer confidence index is an indicator of consumer confidence in an economy. Consumer confidence is reflected in the level of optimism about the economy, about income, and the level of people's spending. If people are optimistic about the future, they will consume more, and vice versa. From here it can be seen whether the economy will expand or contract. There have been a number of studies on the factors affecting consumer confidence, but research in low middle income countries including Vietnam is limited. Therefore, the authors want to study to clarify this research gap, and from the research results will propose implications to help investors make the most reasonable investment decisions. That's why the authors chose the topic "Research of factors affecting consumer confidence. Research in low medium income countries” to research and answer the questions posed.

2. THEORETICAL BASIS AND RESEARCH
2.1. Consumer Confidence Index
Countries around the world have come up with different concepts of the consumer confidence index. United Nations Statistics Division (2015), the consumer confidence index is a statistical indicator used to forecast consumer spending trends, providing information to assess the economic situation and prospects of the country, detect turning points of the economy. Katona (1968) conceives that consumer confidence is a way to measure expected changes in income. Although there are still many different views about the consumer confidence index, the consumer confidence index is a statistical indicator to measure consumers confidence in businesses and the economy, measuring the financial status and willingness of consumers to spend. 
2.2. Previous related studies
Consumer confidence is measured by many factors. Many studies show that there is a relationship between consumer confidence and other economic variables at present and in the future. The consumer confidence index plays an important role in helping to detect people's judgments about economic development. 
(1) E. Philip Howrey (2001) and Haugh (2005) have shown that the consumer confidence index has a very important role in forecasting periods of strong economic volatility, such as recession and economic recovery. During these periods, consumer confidence often fluctuates, indicating that large fluctuations in confidence are useful indicators of consumption. 
(2) Research by Richard Curtin et al. (2000) shows that factors affecting consumer confidence include: income, inflation, economic growth, unemployment, savings, self directed spending. Curtin (2000) uses consumer confidence index from 1996 to 1999 from Russia and the United States (University of Michigan). 
(3) Glenn Maguire and Eugenia Victorino (2014) conducted a survey of consumer confidence in 7 cities, namely Ho Chi Minh City, Hanoi, Da Nang, Can Tho, Hai Phong, Nha Trang, and Dong Hoi with sample size is 1000 samples by direct interview method. ANZ calculates the consumer confidence index using amplification method for 5 questions and each question has 3 answers. The subjects of the survey are people aged 14 years and over and ANZ publishes a monthly consumer confidence index with 4 related issues: the financial situation of households, the general economic situation, savings, and intentions for major purchases. 
(4) Curtin (2007) conducted a survey of consumer confidence in 37 countries. The author divided into 3 main groups based on the difference in reference time.
- Group 1: This group covers more than half of the countries, using the EU harmonized questionnaire
- Group 2: Using questions for the past and present with a reference period of 12 months and longer.
- Group 3: Using a reference period of 6 months
The author also offers 3 methods to calculate the consumer confidence index for countries such as: Equilibrium value method, amplification method and relative value method and rotated around four related factors such as: financial situation of households, general economic situation, savings and intention to make large purchases. 
(5) European Commission (2021), the first survey was the harmonized business survey in the manufacturing industry conducted in 1962, but in 1972 it was extended to the European consumer confidence survey. The program is implemented in 27 EU member states and 5 EU candidate countries: Albania, Montenegro, North Macedonia, Serbia, and Turkey. The purpose of a consumer survey consists of two parts: 
- Collect information on households' spending and saving intentions. 
- Assess their perceptions of the factors influencing these decisions. 
Therefore, the questions are designed around four related factors that affect consumer confidence: financial situation of households, general economic situation, savings, and intention to buy with big purchases. The reference period is 12 months.
(6) According to Utaka (2003) and Curtin (2000), there is a relationship between consumer confidence and economic growth. Curtin (2000) argues that changes in economic growth have a positive impact on consumer confidence. However, according to Utaka (2003), there is only one way relationship from consumer confidence to economic growth. When consumers are optimistic about the future, they will reduce savings and increase spending, which makes the economy grow well, and vice versa if consumers are pessimistic, it makes the economy grow poorly. 
(7) Vuchelen (2004), used data from the 1985–2000, Belgian quarterly data, and the author suggests large changes, mostly decline, consumer confidence actually signal a sharp decline in economic growth and conversely, consumer confidence is very sensitive to forecasts of economic growth. 
(8) Demirel and Artan (2017) used panel causal analysis to investigate the causal relationship between confidence, consumer spending, industrial production, inflation, real exchange rate, interest rate, unemployment is collected from 13 EU countries from January 2001 to December 2010 and assumes that changes in consumer spending, industrial production, inflation, the real exchange rate and interest rates are determinants of consumer confidence. The results show that there is a two-way causal relationship between consumer confidence and consumer spending, industrial production, and inflation; there is a one-way relationship from consumer confidence to unemployment rate; and a one-way relationship from interest rates to consumer confidence. These results are consistent with the view that economic confidence is a leading indicator in explaining the variability of macroeconomic indicators. 
(9) Caleiro (2006) analyzes this specific indicator for Portugal, using a fuzzy logic perspective to establish the relationship between confidence and unemployment in the country instead of an econometric model. 
(10) W. Jos Jansen and Niek J. Nahuis (2002) used data from 11 European countries including Belgium, Denmark, France, Germany, Greece, Ireland, Italy, the Netherlands, Spain, Portugal, and England. Data from January 1986 to August 2001, excluding Greece from 1988 to 10/2001, Portugal from 1988 to January 2001 and Spain from 1986 to July 2001. The author uses Granger causal model to determine the relationship between CCI and SMI. Research results show that stock returns and changes in sentiment are positively correlated for 9 countries: Belgium, Denmark, France, Switzerland, Italy, Netherlands, Spain, and Portugal, USA, excluding Germany and UK. 
(11) Chih-Chiang Hsu (2011) used monthly panel data for 21 countries from 1999 to 2007. The author used the FE, MG, cointegration test and the causal relationship method. Granger results to determine the relationship between CCI and SMI. Research results show that there is no long-term relationship between the stock index and the consumer confidence index, but only a short-term relationship. 
(12) Willem Van Zandweghe (2019) used the S&P 500 index and the University of Michigan's consumer sentiment index and used the Granger test to confirm that the CCI and SMI are highly correlated closely and change from time to time. In addition, the study also shows that in the crisis period, these two indicators are more closely linked than in the normal period. 
(13) Vichet Sum (2014) uses monthly data from 31 countries. The sample size used is quite large at 7206 monthly observations of the countries. Least squares regression (OLS) was used to estimate the coefficients related to consumer confidence and the data was pooled together for regression analysis. The results show a positive relationship between consumer confidence and stock market returns. 
(14) Kemmeth L. Fisher and Meir Statman (2003) used AR time series models for consumer confidence data series from January 1978 to December 2002 (University of Michigan) and from May 1977 to December 2002 (Conference Board) and stock index data of the S&P 500, Small - Cap and Nasdaq from 1995 to 2002 by month, 6 months, and 12 months. The author believes that there is an inverse relationship between consumer confidence and stock returns in the next month, in the next 6 months and in the next 12 months. Although there is a reverse relationship between consumer confidence and future stock returns, there is a relationship and statistical significance between changes in consumer confidence and profits stocks while high stock yields boost consumer confidence. 

3. RESEARCH MODEL AND METHODS
3.1. Research model
From the relationships established above and inheriting 2 studies of Richard Curtin et al. (2000) and European Commission (2021), the author proposes a proposed research model as follows:
CCI (Consumer Confidence Index)
SMI (Stock market Index)
 H1+
GDP (Economic growth)
UNEMP (Unemployment)
INF (Inflation)
CPI (Consumer price index)
 H2+
 H3-
 H5+
 H4-










        


Figure 1. Proposed research model
H1+: There is a positive relationship between SMI and CCI
W. Jos Jansen and Niek J. Nahuis (2002) with Granger causal model to determine the relationship between CCI and SMI. The research results show that stock returns and changes in sentiment are positively correlated for nine countries: Belgium, Denmark, France, Switzerland, Italy, the Netherlands, Spain, and Portugal, USA, excluding Germany and UK. Chih-Chiang Hsu (2011) used FE, MG, cointegration test and Granger causality method to determine the relationship between CCI and SMI. Research results show that there is no long term relationship between the stock index and the consumer confidence index, but only a short term relationship. Willem Van Zandweghe (2019) examined Granger and confirmed that CCI and SMI have a very close correlation, and change from time to time. In addition, the study also shows that in the crisis period, these two indicators are more closely linked than in the normal period; Vichet Sum (2014) used least squares regression (OLS) to estimate coefficients related to consumer confidence and the data was pooled together for regression analysis. The results show that consumer confidence has a positive effect on stock market returns. Kemmeth L. Fisher and Meir Statman (2003) used AR time series models and suggested that there is an inverse relationship between consumer confidence and stock returns in the next month, in the next 6 months and in the next 12 months next. Although there is a reverse relationship between consumer confidence and future stock returns, there is a relationship and statistical significance between changes in consumer confidence and profits stocks at the same time that high stock yields boost consumer confidence.
H2+: There is a positive relationship between GDP and CCI
According to Curtin (2000), changes in economic growth have a positive impact on consumer confidence. Vuchelen (2004), argues that changes in economic growth also have a positive impact on confidence consumers. 
H3-: There is a negative relationship between unemployment rate and CCI
Curtin (2000) argues that there is a negative relationship between the unemployment rate and consumer confidence. Caleiro (2006) analyzes this specific indicator for Portugal, using a fuzzy logic perspective to establish the relationship between confidence and unemployment in the country instead of an econometric model. 
H4-: There is a negative relationship between inflation rate and CCI
Richard Curtin et al (2000) and Demirel & Artan (2017) show that inflation negatively affects consumer confidence, changes in inflation are one of the determinants of consumer confidence. 
H5+: There is a positive relationship between CPI and CCI
Richard Curtin et al. (2000) show that CPI positively affects consumer confidence. Demirel and Artan (2017) also suggest that changes in consumer spending are one of the determinants of consumer confidence. 
3.2. Research method
Quantitative method was used in this study. The authors perform preliminary research and formal research, specifically divided into 2 steps: 
(1) Review of literature and collect empirical evidence to propose the model (2) Evaluate the reliability of the scale and test the model. 
3.3. Research data
There are only 7 countries with low middle income that have published consumer confidence index data on metadata of OECD, statistical agencies of countries and several other international organizations such as: are Vietnam, India, Philippines, Morocco, Indonesia, Pakistan and Egypt among 25 low middle income countries (according to the statistics of the global innovation index 2021). Therefore, in the study conducted with a sample of 7 low middle income countries as above from 2012Q1 to 2021Q4. 

4. RESEARCH RESULTS
4.1. Correlation matrix
Table 1. Correlation matrix of 6 variables
	
	CCI
	CPI
	GDP
	INF
	SMI
	UNEMP

	CCI
	1.0000
	-0.3417
	0.0412
	0.0651
	0.2277
	-0.1957

	CPI
	-0.3417
	1.0000
	-0.0616
	-0.5613
	-0.3354
	-0.2621

	GDP
	0.0412
	-0.0616
	1.0000
	0.0564
	0.0351
	-0.3450

	INF
	0.0651
	-0.5613
	0.0564
	1.0000
	0.5147
	0.3907

	SMI
	0.2277
	-0.3354
	0.0351
	0.5147
	1.0000
	0.1994

	UNEMP
	-0.1957
	-0.2621
	-0.3450
	0.3907
	0.1994
	1.0000


The correlation matrix shows the trend and degree of linear correlation between the variables in the model. Through the above correlation matrix, it shows that the correlation coefficients are quite small, which means that the variables have a weak linear correlation. 
4.2. Covariance Matrix
Table 2. Covariance matrix of 6 variables
	
	CCI
	CPI
	GDP
	INF
	SMI
	UNEMP

	CCI
	2135.4417
	-292.2882
	0.0665
	0.1565
	7619.4490
	-0.3067

	CPI
	-292.2882
	342.6088
	-0.0398
	-0.5404
	-4495.1800
	-0.1645

	GDP
	0.0665
	-0.0398
	0.0012
	0.0001
	0.8862
	-0.0004

	INF
	0.1565
	-0.5404
	0.0001
	0.0027
	26.9168
	0.0007

	SMI
	7619.4485
	-4495.1763
	0.8862
	26.9167
	524276.9000
	4.8962

	UNEMP
	-0.3066
	-0.1645
	-0.0004
	0.0007
	4.8962
	0.0012


The covariance matrix shows the variance of the regression coefficients lying on the main diagonal, the remaining components are the covariances of the coefficients in the model.
4.3. Wald's test in the model
Table 3. Wald's test in the model
	Variable
	t-value
	P-value

	CPI
	6.8144
	0.0000

	GDP
	1.2032
	0.2304

	SMI
	4.4374
	0.0000

	INF
	3.6149
	0.0004

	UNEMP
	3.9073
	0.0001


From the above test table, it shows that the P-values of CPI, SMI, INF, UNEMP are all very small and <α is given, so H0 is rejected. So the variables CPI, SMI, INF, UNEMP are all necessary for the model. Particularly, the GDP variable is not statistically significant in this model, so the author removed it from the model.
4.4. Regression model results for independent and dependent variables
The author performed a regression of panel data with the least squares method and the results are as follows: 


along with a very small p-value = 0.0000. This shows that INF, UNEMP and SMI have an effect on CCI similar to previous studies and similar to the author's expectation. Specifically, INF and UNEMP have opposite effects on CCI, and SMI have a positive impact on CCI. Meanwhile, the variable CPI has a negative effect on CCI, contrary to the expected sign of the author and previous studies. 

5. CONCLUSION
The results of regression analysis showed that hypotheses H1, H3, H4, H5 were statistically significant. This shows that the consumer confidence index of low middle income countries, including Vietnam, will be affected by the consumer price index, inflation index, stock market index and the rate of inflation, unemployment in that country between the first quarter of 2012 and the fourth quarter of 2021. Specifically
- CPI, INF and UNEMP have opposite effects on CCI. 
- SMI has a positive effect on CCI.
This shows that to increase consumer confidence, the government needs to have policies to change the unemployment rate, inflation rate, consumer price index and have specific policies to develop the stock market index. In addition, along with the development of the industrial revolution 4.0, more and more consumers are affected by services from Fintech. Therefore, the author believes that the rise of financial technology will have a strong impact on consumer confidence. Because consumers' awareness of Fintech products is still limited, this greatly increases the risk of affecting the accounts of consumers as well as financial institutions. This is also the limitation of the study because there is no data on this field, although up to now, there have been many Fintech companies involved in payment and financial activities in the world. For example, in Vietnam, there are 48 Fintech companies and 48% of companies engaged in payment activities, providing customers with online payment services and digital payment solutions such as Momo, 2C2P , VTPay, OnePay, VTCPay, BankPlus, VinaPay, VNPay, Senpay, NganLuong, BaoKim... 
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