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ABSTRACT
Technologies have changed the way of doing business remarkably. Marketplace is being replaced
by marketspace where almost all products/services are embodied in digital forms and delivered
through information-based channels. As a result, this study attempts to investigate the determi-
nants of marketspace marketing, particularly of self-service technologies. More specifically, the
study examines the relationships among technology readiness, perceived value, customer satis-
faction, and continuance intention in using self-service technologies. Data was collected through
a questionnaire survey on 179 users who have had experience in using self-service technologies
(including internet banking, airline ticket online booking, and tours online booking) in Ho Chi Minh
city – the Vietnam's largest city. Partial least squares structural equation modeling (PLS-SEM) was
used to analyze the data. The results show that all of the six hypotheseswere empirically supported.
Specifically, (1) Technology readiness has a strong positive influence on perceived value, customer
satisfaction, and continuance intention; (2) Perceived value shows a moderate positive impact on
satisfaction and continuance intention; (3) Satisfaction has a significant positive impact on con-
tinuance intention. In terms of theoretical contributions, this study proposed a value-based frame-
work to predict continuance intention and conceptualized technology readiness as a second-order
formative construct which better represents the content of the construct originally developed by
Parasuraman (2000). In terms of managerial implications, marketing managers should pay a spe-
cial attention to TR whenmaking decisions such as launching new SSTs, segmenting customers, or
boosting customers' TR.
Keywords: technology readiness, continuance intention, satisfaction, perceived value, self-service
technologies

INTRODUCTION
Nowadays, technology plays an increasingly impor-
tant role in delivering services. Parasuraman and
Colby1 claimed that technology has revolutionized
service development and delivery in virtually every
service category. For example, instead of queuing in
long lines to check out at supermarkets, customers
now can buy a lot of things with just a click at their
homes via e-commerce webpages. Traditional mar-
ketplace has been gradually replaced by marketspace
which is featured as information-based channels and
information digitalization2. This trend leads to the
emergence of self-service technologies (SSTs), or ser-
vice encounters that help customers to produce ser-
vices regardless of service employment involvement2.
While SSTs bring about a lot of benefits such as more
flexibilities of time, space or efforts in consuming ser-
vices, customers may consider, for instance, some
phone self-services as time consuming or confusing3.
In the same vein, until recently, despite technological

change is pervasive, little is certain about customers’
readiness to continue using, for example, mobile self-
service in airline industries4.
Extant work in technological based services in gen-
eral and SSTs in specific has much focused on tech-
nology readiness (TR), 5 and more, on perceived use-
fulness and ease of use, the two primary factors of
the well-known TAM model by Davis6 to investigate
how individual customers are ready to adopt and con-
tinue using newly developed service systems7. While
TR is necessarily included in prior studies as it is to
represent consumers’ enduring propensities to em-
brace various new technologies 1, TAM constructs are
somehow questioned in consumer settings where the
adoption is not imposed under the objectives of an
organization7. Hence, our present paper attempts
to shed light on this gap by using consumer value
theory rather than TAM constructs to develop a re-
search model that simultaneously employs consumer
TR, perceived value and satisfaction for predicting
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continuance intention of SSTs. The consumer behav-
ior literature identifies consumer value as a crucial an-
tecedent of their choice and decision making relating
to purchase behaviors8,9. Meanwhile, we also delib-
erately include consumer satisfaction into the model
because, from marketing view, satisfaction is usually
considered as a key to maintaining customer loyalty,
or continuance intention10.
The paper is structured as follows. Next is the part
of theoretical backgrounds and hypothesis develop-
ment. Then is the research methodology followed by
the findings. Theoretical contributions and manage-
rial implications are discussed in the final section.

LITERATURE REVIEW
Conceptual background

Self-service technologies (SSTs)
Wang et al.11 noted that the development of tech-
nology has dramatically change the nature of ser-
vice encounters which has traditionally conceptu-
alized as “high-touch and low-tech”. Many tradi-
tional interpersonal encounters have been supple-
mented or even replaced by technological interfaces
such as self-service technologies 11. SSTs are defined
as technological interfaces that enable customers to
produce a service without direct involvement of ser-
vice employees2. ATMs, self-checkout machines at
supermarkets, vending machines, internet banking,
online hotel booking are some examples of SSTs.
Meuter et al.2 classified SSTs’ interfaces into four
types, namely telephone-based (e.g. telephone bank-
ing), internet-based (e.g. online shopping), kiosk-
based (e.g. ATMs), and Video/CD based (e.g. CD-
based training). Companies use SSTs for three pur-
poses such as customer service, transaction, and self-
help2.
From customers’ perspective, SSTs enable them to en-
joy the service more flexibly, independent of time and
space2. Customers’ acceptance to using SSTs is de-
termined by their cost saved, ease of use, usefulness
and self-control12. For service providers, Wang et
al.11 posited that while the introduction of SSTs can
help companies reduce labor costs and reach new cus-
tomer segments, their lack of interpersonal contact
might lead to reduced customer loyalty.

Technology Readiness
Technology readiness (TR) is defined as “people’s
propensity to embrace and use new technologies for
accomplishing goals in home life and at work”1.
Technology can trigger both negative and positive
feelings, but the relative dominance of the two types

of feelings can vary across individuals5. Accordingly,
people can be arrayed on the continuum anchored
strongly positive to strongly negative, and their posi-
tions in this continuum correlate with their propen-
sity to embrace and use new technology 5. Based
on this conceptual underpinning, Parasuraman and
Colby1 developed a multiple-item scale to measure
readiness to use new technologies which is called
Technology Readiness Index 2.0 (TRI2.0). TheTRI2.0
consists of 16 items which are classified into four di-
mensions: optimism, innovativeness, discomfort and
insecurity. In this index, optimism and innovative-
ness are considered as drivers of TR while discomfort
and insecurity are inhibitors of TR. In terms of the
motivators, while optimism is understood as a pos-
itive view of technology to facilitate people to have
increased control, flexibility, and efficiency in their
lives, innovativeness is defined as a tendency to be a
technology pioneer and thought leader. For the in-
hibitors, discomfort is understood as a feeling of be-
ing overwhelmed by, and a perceived lack of control
over technology whilst insecurity is defined as dis-
trust of technology and skepticism about its ability
to work properly. Accordingly, a customer who is
optimistic about the benefits of a new technology or
is innovative finds a new technology useful and easy
to use13. Meanwhile, customers who are high in dis-
comfort and insecurity in TR can find it difficult to use
and enjoy new technologies 13. This study employs
TRI2.0 and treats it as a second-order formative index
since the four dimensions are assumed to measure in-
dependent constructs which in combination cause the
latent construct14.

Consumer Satisfaction
Consumer satisfaction has received a lot of attention
in marketing literature. Barreda et al.15 posited that
researchers perceived service-related customer satis-
faction from two approaches: comprehensive assess-
ment or transaction-specific result. This study op-
erationalized satisfaction as “the summary psycho-
logical state” as in the study of Chen et al.16. Ac-
cordingly, consumer satisfaction is defined as a “func-
tion of expectation and expectancy disconfirmation”
which can lead to attitude change and purchase in-
tention17. Specifically, satisfaction is the summary of
psychological state resulting when the emotion sur-
rounding disconfirmed expectations is coupled with
the consumer’s prior feelings about the consumption
experience16. Lin and Hsieh18 believed that satisfac-
tion is “an evaluation of an emotion”, which reflects
the degree to which a consumer believes that the pos-
session and/or use of a service evokes positive feelings.
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Chen et al.16 noted that service literature shows evi-
dence for the significant impacts of satisfaction on be-
havioral intentions.

Perceived Value

Customers’ perceived value is considered as the core
construct and foundation in a relational exchange19.
Perceived value is defined as the consumer’s overall
assessment of the utility of a product based on percep-
tions of what customers receive and what customers
give up to acquire that product 8. Woodruff20 also
describes that the perceptions of value typically in-
volve a trade-off between what is received and what
is given. Employing these definitions, this study de-
fines perceived value as the assessment of the trade-off
between gains and losses in the repurchase process in
terms of time, money and effort as in Sirdeshmukh et
al.21.

Continuance Intention

Information technology continuance has become an
emerging area in information system (IS) research
over the past ten years22. Expectedly, while accep-
tance is understood as first time use, continuance
refers to continued use23. It should be emphasized
that sustained use rather than initial acceptance will
determine the long-term viability and eventual suc-
cess of any IS 22.
On the other hand, from the perspective of social psy-
chology, individual behavior is consistently resulted
from people’s intentions related to that behavior (see,
for example,24). Moreover, users’ intention to use
was long considered as one of the fundamental drivers
of their usage behavior in a lot of empirical studies
in behavior research in general (for example, see 25).
Hence, in this paper, for the sake of simplicity, contin-
uance intention is adopted to study rather than con-
tinuance use. Following Bhattacherjee 23, continu-
ance intention is defined as user’s intention to con-
tinue using an IS, and in this study, it is understood as
customer’s behavioral intention to continue using any
SST.

Hypotheses

The effects of TR on customer satisfaction,
perceived value, and continuance intention

The literature of IS continuance has centered on
the expectation-confirmation theory (ECT) that in-
dicated that consumers reach a purchase intention in
the following steps: (1) form initial expectation about
the product/service, (2) accept, purchase or use the

product/service if they perceive it as useful, (3) com-
pare perceived performancewith their initial expecta-
tion to form confirmation, (4) base on confirmation to
form a level of satisfaction, (5) form a repurchase in-
tention or discontinue subsequent use 26. People with
high TR are “willing and ready to use new technol-
ogy”5, so they can have better performance in using
SSTs than those with low TR.This better performance
can lead to the confirmation of their expectation on
which customer base to form their satisfaction. Lin
and Hsieh18 found that TR is “an important driver of
SST-satisfaction”. Some empirical studies also proved
the positive impact of optimism and innovativeness
dimensions of TR on satisfaction (see 16,27,28). There-
fore, it is hypothesized:
H1: TR has positive impact on customers’ satisfaction
in using SSTs
Perceived value is the overall assessment of what is re-
ceived and what is given8. Customers have to give
some resources such as time, money, and effort in or-
der to acquire a service 29. Especially, SSTs, which re-
quire customers to produce service without involve-
ment of service providers, are perceived as more risky
than interpersonal transactions30, so they may re-
quire more time and effort to use. TR refers to “the
customer’s propensity to embrace and use new tech-
nologies for accomplishing goals in home and work
life”, so people with high TR are willing and ready to
use new technologies 5. Ho and Ko12 proposed that
people of high readiness level toward technology are
enthusiastic and thus result in high level of value eval-
uation, while the reverse is true for people with low
level of readiness. Therefore, it is hypothesized:
H2: TR has positive impact on customers’ perceived
value in using SSTs
The underpinning of TR is that people can be posi-
tioned on the continuum anchored by extremely neg-
ative and extremely positive about new technologies 5.
When consumers are positive about a new technol-
ogy, they feel optimistic and want to be among the
first people to embrace the new technology5. On
the contrary, the feelings of discomfort or insecu-
rity would inhibit consumers from using the new
technology5. As a result, it is argued in this study
that people with high TR will continue using new
technology, while people with low TR will avoid us-
ing it again. The higher a customer’s TR is, the
more they have favorable behavioral intentions to-
wards SSTs18,31. Therefore, it is hypothesized:
H3: TR has positive impact on customers’ continuance
intention in using SSTs.
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Perceived value, customer satisfaction and
continuance intention
Customer perceived value is the customer’s overall
trade-off assessment of the salient sacrifice and bene-
fits8. Wang32 noted that perceived value has received
much attention in economics and marketing on both
academic and practitioner level because of its impor-
tant role in predicting purchase behaviors and achiev-
ing sustainable competitive advantage. According to
utilitarian approach proposed by Mill 33, when cus-
tomers have to make decisions, the usually decide by
comparing the difference between costs and benefits.
Accordingly, if the benefits are greater than the costs,
customers are likely to make positive purchase deci-
sion. In a study of internet banking, Ho and Ko12

concluded that consumer value (including functional,
social and epistemic value) is determinant factor af-
fecting continuance intention. Therefore, it is hypoth-
esized that:
H4: Perceived value has positive impact on customers’
continuance intention in using SSTs
Customer satisfaction is formed based on the con-
firmation of expectations as mentioned above in the
ECT. Meanwhile, perceived value is the assessment
of gains and losses. In other words, when people
have high perceived value, their expectation is con-
firmed and thus they feel more satisfied with the ser-
vice. The relationship between perceived value and
customer satisfaction in post purchase behaviors has
been proved in other contexts (see 34,35). Therefore, it
is hypothesized that:
H5: Perceived value has positive impact on customers’
satisfaction towards SSTs

Customer satisfaction and continuance in-
tention
It should be noted that the ECT holds that consumers’
intention to repurchase products or continue service
use is mainly determined by their satisfaction with
their past use or purchase experience25. Bhattacher-
jee and Lin 22 empirically pointed out that satisfied
consumers might have much more intention to con-
tinue to use IS. Lin andHsieh7 also confirmed that the
more satisfaction customer experience in using IS, the
more likely they are to use it again and recommend it
to others. Literature has shown a number of empirical
studies which proved the positive impact of satisfac-
tion on continuance intention in the context of SSTs
(see 16,27,28,36). Therefore, it is hypothesized that:
H6: Customer satisfaction has positive impact on cus-
tomers’ continuance intention towards SSTs
Figure 1 shows 06 hypotheses of the study.

METHODS
Sample design
The sample comprised 179 cases surveyed from con-
sumers who have used SSTs from the service compa-
nies located in HCMC, a commercial and trading hub
in Vietnam economy. The service categories adopted
were some forms known as hi-tech and low contact
and hencewere of typical SSTs37, including e-banking
and online payments (banking and financial services),
flight booking and check-in online (airline) and on-
line reservations of hotel and restaurants (hospital-
ity). Data were obtained by means of a structured
questionnaire with a convenience sampling. The sur-
veys were delivered to the branches of 4 banks in the
area (DongA, Sacombank, ACB,VIP bank), the agen-
cies of 3 airline companies (VNA, Jetstar, Vietjet) and
3 online travel agencies in HCMC (iVIVU.com, my-
tour.vn, booking.com). Both offline and online forms
were employed in which the questionnaires in paper
were sent to the customer service departments of the
corresponding service providers, and the question-
naires in Google documents were put into the asso-
ciated fan pages of the service provider websites.
The total response of over 400 was received over 2
months of questionnaire delivery. Finally, after re-
moving the responses of excessive missing informa-
tion, 179 valid responses were ready for consequent
analysis. Of the entire valid sample, 54.9% were fe-
male and 45.1% male; 45.2% were between 18 and 25
years old, 40.4% between 26 and 35 years old, and the
rest from 35 years old; 40.3% were in e-banking and
online payments, 11.2% in flight booking and check-
in online and 45.5% customers in online reservations
of hotel and restaurants.

Measurement
All measurement items of theoretical constructs were
adapted from previous studies where the scale psy-
chometric properties were well established. Origi-
nally prepared in English, the questionnaire was then
translated into Vietnamese with the help of two bilin-
gual university faculties. The scale of perceived value
(PV) was adopted from Sweeney et al.38, of consumer
satisfaction (CS) and of continuance intention (CI)
from Bhattacherjee et al . 39. In specific, technol-
ogy readiness (TR) is a second-order formative con-
struct consisting 4 dimensions, namely optimism, in-
novativeness, discomfort and insecurity, which were
derived from Parasuraman and Colby’s1 TRI2.0 and
Chen et al.’s28. All the scale used a five-point Lik-
ert one, anchoring from 1 (totally disagree) to 5 (to-
tally agree), except for customer satisfaction, which
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Figure 1: Researchmodel.

was measured with three items based on a five-point
semantic differential scale.

Data analysis
Using the software package ADANCO 1.1 40, the pa-
per employed the variance-based SEM technique.
There were two reasons for our choice of PLS ap-
proach. First, it has little restrictions of sample
size and distribution41. Second, PLS is also a well-
established technique in various literatures including
marketing, management, information systems and
more42. This study did run the bootstrapping with
4999 resamples41 to estimate the measurement and
structural model. Following Henseler40, the study as-
sessed the research model in the two-stage approach.
The first stage is to obtain variable scores of only the
first order constructs, no including the second-order
construct. In the second stage, the model contain-
ing the second-order construct is estimated with the
scores of the first order constructs used as indicators
of the second-order.

RESULTS
Measurementmodel
Tables 1 and 2 show the assessment of the mea-
surement model containing only the first-order con-
structs and the dimensions of the second-order con-
struct. The construct reliabilities were acceptable with
the fact that all composite reliability (CR) values are
ranging from 0.709 to 0.852 (greater than 0.7). The
convergent validity of the instrument was also as-
sured as the factor loadings are ranging from 0.614

to 0.823 (greater than 0.6), and average variance ex-
tracted (AVE) values from 0.530 to 0.770 (all greater
than 0.5) (cut-off values by41).
It should be noted that the CRs shown here are
Dijkstra-Henseler’s rho (ρA), the more consistent
measure of internal reliability as suggested by
Henseler et al. (2016). The discriminant validity
of the constructs was satisfactory when the square
roots of average variance extracted are greater than
the correlation between two latent constructs 41

(Table 2).
To assess multicollinearity, we employed variance in-
flation factor (VIF) technique with the threshold of 5
below41. All VIFs ranging from 1.174 to 2.952 indi-
cates that no problem of multicollinearity is found.
For the formative construct, followed Hair et al.41

’s procedure, measure properties evaluated (Table 3)
showed that the scale of TRwas acceptable with all in-
dicator weights are statistically significant (t-statistic
greater than 1.96). Finally, in the case of the measure-
ment model including TR as the second-order con-
struct, the assessment results are shown in Table 4. It
should be noted that, at Henseler’s40 guidelines, the
following two-stage approach was employed with the
fact that TR as a second-order construct: (i) themodel
comprising only first-order constructs is assessed first
to extract the construct scores; and (ii) the model
containing the second-order construct (TR) is evalu-
atedwith the construct scores of first-order constructs
as indicators of the second-order construct (TR). In
summary, the measurement model exhibits an ade-
quate fit with the gathered data.
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Table 1: Scale items and loadings

Constructs Standardized factor
loadings

Optimism (OPT)

Technologies allow me to work more efficiently. 0.6931

Technologies make my life easier 0.7891

Technologies give me more opportunities 0.7728

Learning how to use the technology could bring me a lot of benefits 0.7834

Innovativeness (INNO)

My relatives would like to learn new technologies from me 0.6934

I almost see no problems when using high-tech products/services 0.7462

I am usually the first one to acquire new technologies among my friends 0.8136

I can understand the new high-tech products/services by myself 0.7524

Discomfort (DISCOM)

It takes me more time to employ high-tech products/services, comparing to other
products/services

0.6184

Use of new technologies is often a challenge to me. 0.7391

The manual of high-tech products/services is not easy to understand. 0.7535

Using high-tech products/services often requires more of my efforts 0.8310

Insecurity (INSEC)

I think it is not secure to provide personal information on Internet. 0.6884

I think it is not safe to do sensitive transactions online. 0.8330

I am worried about the information I sent over the Internet would be employed by others. 0.7571

I am often concerned about transactions that could only be done online 0.6139

Perceived value (VAL)

The service I experienced at X was a good buy 0.8513

The price of services provided at X is at the right level, given the quality 0.8608

It is worth experiencing services at X 0.8922

Satisfaction (SAT)

How you do feel about your overall experience with services at X?

Extremely dissatisfied/satisfied 0.8611

Extremely displeased/pleased 0.9237

Extremely frustrated/contented 0.8458

Continuance intention (INT)

If I could I would like to continue using services at X for my near future demands 0.6641

I expect my use of services at X to continue in the near future 0.8044

I intend to continue to use services at X 0.8473

I will frequently purchase services at X in the future 0.8748
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Table 2: Reliability and validity of scales at first-order level

Construct Composite reliability Opt Inno Discomf Insec VAL SAT INT

Opt 0.7584 0.5785

Inno 0.7694 0.1799 0.5667

Discomf 0.7474 0.1573 0.1949 0.5468

Insec 0.7090 0.1840 0.2158 0.3435 0.5295

VAL 0.8518 0.3924 0.1502 0.2492 0.3044 0.7700

SAT 0.7823 0.3163 0.0926 0.1567 0.2034 0.3320 0.6870

INT 0.8244 0.3407 0.0829 0.2465 0.2833 0.3788 0.4706 0.6428

Note: Squared correlations; AVE in the diagonal.

Table 3: Measure properties of the
formative construct of TR

Weight (t-statistic) VIF

Opt 0.3989 (14.1133) 1.4739

Inno 0.2234 (7.1491) 1.3578

Discom 0.3209 (12.3306) 1.5787

Insec 0.3461 (15.8543) 1.8827

Table 4: Reliability and validity of scales at second-order level

Constructs Composite reliability TR VAL SAT INT

TR - - -

VAL 0.8519 0.4482 0.7700

SAT 0.7821 0.3306 0.3320 0.6872

INT 0.8195 0.4075 0.3799 0.4734 0.6427

Note: Squared correlations; AVE in the diagonal.

Figure 2: Results of model test. Note: ***p < 0.001; **p < 0.01; *p < 0.05; a : weights; b: loadings 41

(Hair et al., 2014; Petter et al., 2007)
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Structural model
Figure 2 shows that the model is fit with the gath-
ered data, which was assessed on (i) path estimates
have statistical significance and (ii) determined coef-
ficient R2 of explanatory power of themodel is of high
enough value41.
The overall result indicated that all of 6 hypothesized
paths were empirically supported at significance level
of 5%. Asmay be expected, TR had strong impacts on
perceived value, satisfaction, and continuance inten-
tion with path estimates of 0.670, 0.343, and 0.264 re-
spectively. In addition, both perceived value and sat-
isfaction had impact on continuance intention with
path coefficients of 0.196 and 0.424 in order.
Concerning the explanatory power via the deter-
mined coefficient R2, technological readiness and per-
ceived value jointly accounted for 39.7% variance of
satisfaction which in turn, along with perceived value
and technological readiness accounted for 58.1% vari-
ance of continuance intention. These results demon-
strated that the model has good prediction power 41.

DISCUSSION
The present work makes four theoretical implica-
tions. First, in terms of the key antecedents of con-
tinuance intention, while many prior works (e.g. 43)
have exploited perceived usefulness, whichwas drawn
from well-known TAM to mainly reflect a technology
adopter view, this study has employed perceived value
instead. In the marketing literature (e.g. 8), value, a
trade-off between total benefits and total costs, has
principally been used to guide customer choices. In
other words, perceived value is formed by evaluating
gains and losses after consumer experiences the ser-
vice. That is because, as Bhattacherjee and Lin 22 in-
dicated that in continuance contexts, consumers tend
to ascribe more faith in their actual comprehensive
experiences (i.e. perceived value) than in their ex-
pectations of only benefits (e.g. perceived usefulness).
Thus, from the consumer perspective, perceived value
seems to be more robust than perceived usefulness to
predict consumer behaviors, including consumer in-
tention to repurchase SSTs.
Second, as grounded in ECT, while satisfaction with
IS use was key predictor of continuance intention, sat-
isfaction in turn was chiefly determined by users’ con-
firmation of expectation from their use 38. In spite
of suggesting an underlying for consumers’ percep-
tion on IS use, confirmation is inherently limited with
the fact that it presents only expected benefits of use,
not denoting failure to achieve expectation, or dis-
confirmation equivalently. At this point, our value-
based framework, considering both benefits and costs

of use, may provide a significantly alternative predic-
tor for satisfaction.
Third, comparing to the widely-cited TRAM model
(i.e. TR and TAM combination) where TR was a
global measure (see 7), or to some previous studies in
which TR was presented as 4 single sub-constructs
(e.g.28) or posited as second-order reflective con-
struct (e.g.44), our conceptualization of TR as a
second-order formative constructmay be a better rep-
resentation for the theoretical content of TR as orig-
inally suggested by Parasuraman5. Fourth, in terms
of the outcomes of consumer TR, while a great deal
of previous papers focused on cognitive assessment
(as perceived usefulness in 7), or both cognition and
emotions (as in45, the influence of TR on customer
perceived value, an overall assessment of experienc-
ing product/service ( 8, seemed to have not yet been
investigated in the technology adoption and SSTs lit-
erature.

CONCLUSION
The study aim at empirically investigating the rela-
tionships among TR, perceived value, satisfaction and
continuance intention in the context of SSTs. The
result from 176 cases show that all of 6 hypothe-
ses were empirically supported at significance level
of 5%. Specifically, TR had strong impacts on per-
ceived value, satisfaction, and continuance intention
with path estimates of 0.670, 0.343, and 0.264 respec-
tively. Both perceived value and satisfaction had im-
pact on continuance intention with path coefficients
of 0.196 and 0.424 in order.

Managerial implications
Our findings provoke some important implications
for SSTs managers. First, it is essential that the firms
conduct surveys to find out their consumers’ level
of TR before launching new SSTs. It is a waste of
money if firms launch a new SST when their cus-
tomers are not ready to use it. Second, firms can seg-
ment their customers in order to have suitable strate-
gies to support their customers in using SSTs. For
example, firms can organize training courses or in-
centives for “hesitators” and “avoiders’, challenging
activities/experiences for “explorers” and “pioneers”
to try new technologies, or communication activi-
ties for “skeptics”. Third, firms can strengthen their
customers’ TR through marketing activities. For ex-
ample, firms can design SSTs interface as simple and
friendly as possible, or firms can promote technology
knowledge through commercials, workshops, train-
ing courses, etc. Fourth, with the finding that sat-
isfaction is the strongest driver of continuance in-
tention, firms should pay their attention to increase
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customer satisfying evaluation of using SSTs. Some
measures would be, given no service personnel dur-
ing normal service delivery, providing online guide-
lines/manuals, organizing web forums for customer
knowledge sharing, or promoting service design of
user orientation to improve especially users’ first-
hand experience with SSTs.

Future research
Consumer satisfaction, perceived value, and contin-
uance intention play central role in marketing. This
study has made an attempt to explain these attitudes
and behaviors using the concept of consumer TR,
which is receiving much attention from researchers,
especially in technology adoption and SSTs. The
results show that TR is strong drivers of perceived
value, satisfaction, and continuance intention. How-
ever, with the fact that TR centers on an individual’s
personality 5, subsequent studies may exploit TR as
both antecedents and moderators in the relationships
among these important marketing constructs.
The present work is from the individual consumers’
view of SSTs and hence, opens up a vast space for
further studies investigating technology-based ser-
vices in business-to-business domain where technol-
ogy readiness at firm level, implying firm inclination
to embrace new technologies5, is also believed to have
impacts on, for example, collaborative business re-
lationships in hi-tech business environments46. Fi-
nally, instead of utilizing a unidimensional approach
to perceived value as in this paper, it is worth for next
studies to employ a multi-dimensional operational-
ization of consumer value because seeking for fun,
pleasure, happiness, or even social value is present
in consumers’ decision of consumption of services in
general 19.
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TÓM TẮT
Công nghệ đã thay đổi mạnh mẽ cách thức kinh doanh. Các địa điểm buôn bán (marketplace)
đang dần được thay thế bởi thị trường ảo (marketspace) nơi hầu hết tất cả các sản phẩm / dịch vụ
được thể hiện dưới dạng kỹ thuật số và được phân phối thông qua các kênh dựa trên thông tin.
Do đó, nghiên cứu này nhằm mục đích xác định các yếu tố đóng vai trò quan trọng trong tiếp thị
trên thị trường ảo. Cụ thể, nghiên cứu này kiểm định các mối quan hệ giữa sự sẵn sàng về công
nghệ (TR), giá trị cảm nhận, sự hài lòng của khách hàng và ý định tiếp tục (CI) trong việc sử dụng
các công nghệ tự phục vụ (SST), một dạng thị trường ảo. Phương pháp khảo sát bằng bảng câu
hỏi được sử dụng để thu thập dữ liệu. Dữ liệu khảo sát thu được từ 179 người sử dụng SST (bao
gồm dịch vụ ngân hàng số, đặt vémáy bay trực tuyến, đặt chuyến đi du lịch trực tuyến) tại TP HCM,
thành phố lớn nhất của Việt Nam, một quốc gia đang nổi. Phương pháp PLS-SEM được sử dụng
để phân tích dữ liệu thu được. Kết quả chỉ ra rằng tất cả sáu giả thuyết đều được ủng hộ thông
qua nghiên cứu thực nghiệm. Cụ thể, có 3 kết quả nghiên cứu quan trọng được tìm ra: (1) TR có
ảnh hưởng tích cực mạnh mẽ đến giá trị cảm nhận, sự hài lòng của khách hàng và ý định tiếp tục
sử dụng; (2) Giá trị cảm nhận cũng cho thấy tác động tích cực đến sự hài lòng và ý định tiếp tục
sử dụng; (3) Sự hài lòng có tác động tích cực đáng kể đến ý định tiếp tục sử dụng. Về mặt đóng
góp lý thuyết, nghiên cứu này đã sử dụng khung giá trị để dự đoán ý định tiếp tục sử dụng và khái
niệm hóa TR như là khái niệm cấu thành bậc 2 (formative second-order construct) để phù hợp với
nội dung gốc được phát triển bởi Parasuraman (2000). Về hàm ý quản trị, các nhà quản lý tiếp thị
nên chú ý đặc biệt đến khái niệm sự sẵn sàng công nghệ để đưa ra các quyết định liên quan đến
ra mắt một công nghệ tự phục vụ mới, phân khúc khách hàng hoặc nâng cao sự sẵn sàng công
nghệ của khách hàng.
Từ khoá: sự sẵn sàng công nghệ, ý định tiếp tục sử dụng, sự hài lòng, giá trị cảm nhận, công nghê
tự phục vụ

Trích dẫn bài báo này: Thị Tuyết T, Mạnh Tuân N. Quan hệ giữa sự sẵn sàng công nghệ, giá trị cảm
nhận, sự hài lòng và ý định tiếp tục sử dụng của người tiêu dùng cá nhân: một nghiên cứu trên các
công nghệ tự phục vụ tại Việt Nam. Sci. Tech. Dev. J. - Eco. LawManag.; 3(SI):SI24-SI34.
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