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ABSTRACT 
This research centers on exploring the impact of digital self-checkout technology on customers’ intention to use, with trust 

functioning as a mediator within Vietnam’s retail sector. Four determinants-Perceived Usefulness (PU), Perceived Ease of Use 

(PEU), Perceived Security (PS), and Perceived Behavioral Control (PBC)-were investigated using a quantitative approach 

through online survey responses from 211 Vietnamese customers. The implementation of statistical techniques, including 

Cronbach’s Alpha, EFA and regression analysis via SPSS, led to the confirmation that two out of four hypotheses were supported. 

The findings reveal that trust significantly mediates the PU, PEU on customers’ intention to use self-checkout technology. 

Notably, PU emerges as the most influential driver of trust and intention to use among the four independent variables. This work 

makes a contribution to the theoretical foundation by reaffirming the applicability of the Technology Acceptance model (TAM) 

and the Stimulus-Organism-Response (SOR) framework in describing consumer behaviour. Additionally, this study further 

provides actionable implications for Vietnam’s retail companies, underlining the improvement of self-checkout counters to boost 

customer experience, trust and wider adoption. 
 

Keywords: Digital technology, self-checkout, customer trust, intention to use, retail industry, technology acceptance model, theory of 

planned behavior, stimulus-organism-response model. 

 

INTRODUCTION 

The continuous evolution and integration of emerging technologies are profoundly transforming industries, redesigning 

operational processes and altering customer interactions (Brunetti et al., 2020). In the retail sector, digital advancement has 

facilitated the adoption of self-service technologies, thereby allowing businesses to enhance productivity, reduce labor costs and 

elevate customer shopping experience (Anitsal & Schumann, 2007; Duarte et al., 2022). Among the most ubiquitous innovations, 

self-checkout counters stand out as an innovative retail solution, allowing individuals to independently complete their buying 

transactions while streamlining retail operations (Orel & Kara, 2014). Specifically, self-checkout service is one type of self-
service technology that shoppers can process their purchases by scanning, bagging and finalizing their transaction for items 

without the need for cashier assistance (Meuter et al., 2000; Alpert, 2008; Chan & Petrikat, 2022). According to Meuter et al. 

(2000), shoppers perceive self-service options as providing greater flexibility, offering more control over their interactions and 

saving more time than conventional approaches. From a business standpoint, integrating self-checkout service can effectively 

resolve two significant limitations of the traditional service approach (Curran et al., 2003). Firstly, automated checkout systems 

allow firms to handle more customer demand without the additional expenses of increasing the workforce. Secondly, the 

standardization of digital technology creates a consistent buying experience by limiting direct human interaction, thus, alleviating 

the inconsistency in service quality due to staff emotions and behaviors (Curran et al., 2003). Moreover, research indicated that 

self-checkout machines are capable of completing transactions up to 50 percent faster than regular checkout lanes, resulting in 

shorter queues and less time spent waiting by customers (Adebakin, 2023). In an era of technological advancement, customer 

co-production and mutual value creation are likely to become fundamental elements to achieve long-term business growth 

(Bolton et al., 2007). 
 

In developed nations, the usage of self-checkout counters has gained widespread popularity and is increasingly preferred by a 

growing segment of customers. This matter can be observed in supermarkets and shopping malls, where it indicates a shift 

towards automation and technology. As per PYMNTS data (2024), more than 80 percent of U.S shoppers use self-service kiosks, 

with 66 percent opting for them instead of staffed checkout service. Moreover, the adoption of these technologies has been 

significantly driven by the COVID-19 pandemic, in response to the requirement of limiting face-to-face interaction (Har et al., 

2022). The use of self-checkout cashiers, while prevalent in modern supermarkets globally, faces limited adoption in Vietnam. 

This is mainly because of the high initial investment cost, traditional consumer habits, security and fraud concerns, and the lack 

of technological proficiency among some customers (Nguyen et al., 2024). Nonetheless, the engagement of self-checkout 

cashiers in developing countries, including Vietnam, is predicted to expand in the future as retailers pursue automation and 

customer convenience. Advancements in artificial intelligence (AI), image recognition and Radio Frequency Identification 
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(RFID) are becoming increasingly accessible, along with the rising trend of cashless payment methods such as Apple Pay, 

ZaloPay, VNPay and QR code, are changing customer behaviors towards independent transactions (PwC, 2021). 

 

In Vietnam, academic exploration of self-checkout technology and its impacts on consumers’ intention to use remains 

underdeveloped, particularly in the retail sector, despite minimal research focus on self-service kiosks in the banking domain 

(Nguyễn et al., 2023; Nguyen, 2023). Additionally, the majority of existing studies have been conducted in developed nations, 

encompassing a broader spectrum of industries such as hospitality (Le et al., 2019), aviation (Antwi et al., 2021), retail (Duarte 

et al., 2022), healthcare (Immonen & Koivuniemi, 2018) and food and beverage (Pai et al., 2022). The disparity underscores the 
pressing need for further investigation into self-checkout technology’s adoption and its potential effects. Additionally, extensive 

research on self-service technologies has utilized the SSTQUAL model to assess service quality (Ghosh, 2021; Lin & Hsieh, 

2011; Iqbal et al., 2018). This model, which was developed by Lin and Hsieh (2011), considers functionality, enjoyment, security, 

assurance, design, convenience and customization. However, while ideal for post-adoption experiences, this model may not be 

well-suited for exploring initial adoption. Given that self-checkout technology remains uncommon in Vietnam, models centered 

on early adoption are more applicable. Therefore, integrating the Technology Acceptance Model (TAM) (Davis, 1989) and the 

Theory of Planned Behaviour (TPB) (Ajzen, 1991) provides a more accurate theoretical structure for understanding the intent of 

Vietnamese consumers to adopt self-checkout technology in the retail sector. The TAM model presents PU and PEU as central 

elements shaping usage intention (King & He, 2006). Meanwhile, the TPB model emphasizes perceived behavioral control, 

which signifies users' confidence when interacting with new technologies (Taylor & Todd, 1995). Besides, the mediating role of 

trust has received limited scholarly attention, with no research being found to investigate this dimension in Vietnam. 

 
The digital self-checkout technology in Vietnam is still undergoing the initial phase of exploration, especially the role of intervening 

variable trust in explaining user intention. The gap in both real-world applications and academic research might hinder retailers’ 

ability to develop proper strategies due to an insufficient understanding of customer needs. Therefore, this study seeks to fill the 

previously mentioned gap and adds value to the domain by exploring four factors, including perceived usefulness (PU), perceived 

ease of use (PEU), perceived security (PS) and perceived behavioural control (PBC), with trust serving as a mediator and intention 

to use as a dependent variable. Anchored in the Stimulus-Organism-Response (S-O-R) model, along with the Technology 

Acceptance Model (TAM) and Theory of Planned Behaviour (TPB), this study develops a research framework to understand 

technology usage intention. Ultimately, this study provides insightful practical advice for the retail industry by emphasizing how 

strengthening shoppers' trust in digital retail might increase their desire to utilize self-checkout technology. By showing the 

importance of self-checkout services, the results and proposed implications offer retail companies strategic direction, especially 

when it comes to enhancing their technology interactions to enhance consumer engagement and service provision. 
 

Research Aim and Research Questions 

This paper endeavors to scrutinise the impact of digital self-checkout technology on customers’ intention to use the mediating 

role of trust within the context of Vietnam’s retail sector. The ultimate purpose of this research is to suggest actionable 

recommendations for Vietnam retailers while simultaneously filling existing gaps in the literature through empirical findings. To 

reach this aim, the study sets out to address the following questions:  

1) What is the association between Perceived Usefulness, Perceived Ease of Use, Perceived Security, Perceived Behavioral 

Control, customers' trust, and their likelihood of using self-checkout technology?  

2) To what extent do these determinants affect trust and intention to use self-checkout technology? 

 

Research Objectives 
There are four primary objectives this study seeks to accomplish. Firstly, using trust as a mediating element, it first critically 

assesses the body of research on the usage intention of digital self-checkout, focusing on PU, PEU, PS and PBC. Secondly, it 

examines the interrelations among these components. Third, it assesses the degree to which these factors affect adoption behavior. 

Lastly, it gives merchants strategic information to improve service efficiency, encourage the use of technology and boost 

consumer trust. 

 

LITERATURE REVIEW 

Empirical Research 

Digital self-checkout technology 

The integration of technology into business strategies has substantially influenced global industries in general and the retail 

industry in particular, with self-checkout technology appearing as a notable advancement. Self-service checkout offers an 

alternative to traditional cashier-based payment systems, integrating interactive and multi-device systems within physical retail 
locations (Dean, 2008; Katzan, 2011). Continuous technological innovation remains a key factor in sustaining a competitive 

advantage for retailers (Inman & Nikolova, 2017). By allowing customers to scan, bag and pay for their purchases independently 

without staff assistance, the digital self-checkout system offers faster services and reduces waiting times (Orel & Kara, 2014).  

  

Intention to use  

Intention to Use (ITU) can be understood as an individual’s willingness or readiness to engage in a particular behavior or technology 

(Fishbein & Ajzen, 1975). In the Technology Acceptance Model (TAM), Davis (1989) framed the ITU as the outcome of how users 

perceive a system’s value, reflecting their behavioral inclination toward it. Ajzen (1991) further defined it as a determinant of actual 
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usage, driven by attitudes and behavioral control factors. In this study, ITU represents Vietnamese customers’ tendency to adopt digital 

self-checkout technology. Indeed, ITU captures customers’ intent to engage with automated retail solutions (Dabholkar & Bagozzi, 

2002). Weijters et al. (2007) emphasized that ITU in self-checkout service depends on perceived advantages and operational 

simplicity, as customers must independently operate these systems.  

 

Gefen et al. (2003) demonstrated that trust channels usage intention by fostering confidence in system reliability, which is critical 

for self-system technology adoption. For PU, Davis (1989) and Venkatesh et al. (2003) confirmed its effect in directly boosting 

the intention to use, as users perceiving efficiency gains are more inclined to adopt. Furthermore, perceived behavior control, a 
crucial determinant in the TPB model, strengthens intention to use by reflecting users' control over technology, as evidenced by 

Ajzen (1991) and Taylor and Todd (1995) in the self-service technology contexts.  

 

Trust  

According to Mayer et al. (1995), trust represents the belief in the reliability, competence, and integrity of an entity. Gefen et al. 

(2003) framed it within technology adoption as confidence in a system’s consistent performance and risk mitigation. McKnight 

et al. (2002) further categorized it into different aspects, such as predictability and benevolence, which are crucial in user 

engagement with automation. For self-service technologies such as self-checkout, trust is pivotal as users rely on machines 

without human oversight (Lee & Lyu, 2019), including certainty in system accuracy (e.g., pricing) and retailer support (Meuter 

et al., 2005).  

 

Studies highlight trust’s mediating role across variables. For PU, Gefen et al. (2003) found that trust enhances PU’s influence on 
ITU by validating perceived benefits, a link evident in self-service technology (Pavlou, 2003). PEU fosters trust by reducing 

complexity, with Lee et al. (2011) showing that user-friendly self-service technology builds confidence, thereby driving intention 

to use. Perceived Security directly impacts trust, as Kim et al. (2008) demonstrated that secure systems mitigate risks, strengthening 

the ITU. PBC interacts with trust; Taylor and Todd (1995) revealed that control perceptions bolster trust in tech reliability, 

influencing ITU (Ajzen, 1991).  

 

Perceived usefulness  

The critical role of Perceived Usefulness (PU) in influencing user behavior has been extensively studied in technology adoption 

research (Abdullah et al., 2015). Among the key factors influencing technology adoption, PU has been identified as a more 

powerful predictor of users’ acceptance of digital innovations than PEU (Abdullah et al., 2015). Studies have consistently 

recognized PU as a fundamental determinant in the Technology Acceptance Model (TAM), reflecting users’ perception of a 
technology's function to augment their effectiveness and productivity (Davis, 1989; Marikyan & Papagiannidis, 2024). Lee and 

Lyu (2019) pointed out that the perception of a system’s usefulness is determined by its resulting outcomes, whether positive or 

negative. In the context of self-checkout, the PU of digital self-checkout systems pertains to their ability to offer convenience, 

transaction speed, time efficiency and improved shopping experiences. Supporting this view, a system perceived as beneficial 

encourages a supportive attitude toward its usage, thereby highly fostering customers' intention to use it (Cebeci et al., 2020; 

Chen et al., 2020). Studies have consistently demonstrated that PU exhibits a notable effect on the intention to use technological 

innovations, including retail self-service systems (Venkatesh et al., 2003). For instance, Dabholkar and Bagozzi (2002) 

highlighted that customers who perceived self-checkout as a time-efficient tool were more likely to adopt it. According to Singh 

& Sinha (2020), the significant effect of PU on ITU is channeled through trust, underscoring its mediating function.  

H1 Trust mediates the impact of Perceived Usefulness on Intention to Use 

 

Perceived ease of use  

Perceived Ease of Use (PEU) is characterised as “the degree to which a person believes using a system is free of effort” (Davis, 

1989), reflecting the perceived simplicity of adopting a technology (Forsythe, 2006). Chau and Lai (2003) emphasized that PEU 

enhances task efficiency, while Lee and Lyu (2019) highlighted its role in user-friendly interfaces and minimal learning effort. 

Meuter et al. (2005) believed that PEU is critical for the adoption of digital self-checkout technology, as intuitive designs reduce 

frustration, encouraging use in retail markets (Orel & Kara, 2014). For instance, a user-friendly self-checkout interface can 

minimize errors and expedite transactions, aligning with customers’ desire for convenience (Kaushik et al., 2015). The 

investigation of Venkatesh et al. (2012) demonstrated that PEU indirectly shapes intention to use by lowering adoption barriers, 

ease of navigation is vital.  

 

The research found that PEU affects trust and intention to use. Davis et al. (1989) link it to PU, indirectly boosting adoption (Revels 

et al., 2010). Gefen et al. (2003) and Featherman et al. (2010) argued that PEU fosters trust in a system’s reliability by providing a 
seamless experience and a well-designed, easy-to-use interface. For the ITU, Lee et al. (2011) and Rezaei and Amin (2013) confirm 

PEU’s positive effect through satisfaction.  

H2  Trust mediates the impact of Perceived Ease of Use on Intention to Use 

 

Perceived security  

Perceived Security (PS) refers to how individuals believe a system protects their personal and financial information from potential 

risks (Kim et al., 2008). Salisbury et al. (2001) described it as a subjective perception of safety during transactions, distinct from 

objective security features. Flavián et al. (2006) highlighted its significance in reducing concerns about data breaches or 

unauthorized access. In this study, PS reflects Vietnamese customers’ confidence in the safety and security of digital self-checkout 
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systems. In self-service technologies, including self-checkout, PS is critical as users independently process payments and share data 

without human intervention (Lee & Lyu, 2019). It involves confidence and trust in system integrity-preventing errors or fraudulent 

activities-while relying on digital platforms (Meuter et al., 2005). Customers assess risks such as fraud or system errors, influencing 

their adoption (Meuter et al., 2005).  

 

The research underscores PS’s relationships with trust and ITU. For Trust, Kim et al. (2009) demonstrated that perceptions of 

security directly enhance trust by reducing risk concerns, a critical factor in self-service technology adoption (Gefen et al., 2003). 

Trust is strongly tied to PS, as Salisbury et al. (2001) and Gefen et al. (2003) have shown it fosters trust, mediating ITU in self-
service technology (Pavlou, 2003). Supporting this view, Salisbury et al. (2001) affirmed that a secure system fosters trust, as users 

feel confident in its protective measures. Regarding ITU, Flavián et al. (2006) found that PS indirectly boosts ITU through trust.  

H3 Trust mediates the impact of Perceived Security on Intention to Use 

 

Perceived behavioural control  

Perceived Behavioural Control (PBC) is conceptualised as a person’s perception of their ability to perform a specific behaviour, 

shaped by resources, skills and opportunities available to them (Ajzen, 1991). Rooted in the Theory of Planned Behaviour (TPB), 

it measures confidence in managing challenges and overcoming obstacles (Fishbein & Ajzen, 2010). Taylor and Todd (1995) 

presented that PBC involves self-efficacy and perceived facilitation, which are critical in technology contexts.  

 

Within digital self-checkout technology, PBC is essential as users must independently operate systems without assistance (Lee 

& Lyu, 2019). It involves mastering tasks in scanning items, troubleshooting errors and completing transactions often without 
immediate support (Meuter et al., 2005). The availability of on-site guidance or multilingual interfaces could also enhance users’ 

control perceptions in this retail context (Meuter et al., 2000).  

 

Past research highlighted PBC’s relationships between trust and ITU. In terms of trust, Taylor and Todd (1995) suggest that 

higher PBC strengthens trust by reinforcing perceptions of system reliability, a finding supported by Pavlou and Fygenson (2006) 

in tech adoption. Le et al. (2020) found that PBC in SSTs strengthens trust when users feel in control, supporting Gefen et al. 

(2003). Regarding ITU, Ajzen (1991) established PBC as a fundamental antecedent, with Mathieson (1991) confirming its 

impacts on technology acceptance. Investigations by Lee and Lyu (2019) revealed that PBC enhances ITU in SSTs by 

empowering users.  

H4 Trust mediates the impact of Perceived Behavioural Control on Intention to Use 

 

Theoretical Framework 
 

TAM model 

The Technology Acceptance Model (TAM), proposed by Davis (1989), is a well-known scholarly framework that is frequently 

used to comprehend how customers embrace technology. PU and PEU are the two major constituents of TAM. While PEU refers 

to the system's ease of use, PU measures how much a consumer feels that utilizing the technology would improve their purchasing 

efficiency. TAM is an ideal foundation for this investigation, given its high predictive power in terms of consumer acceptability 

across different technologies. However, according to the study, TAM may need additional elements based on the situation 

(Hossain & Silva, 2009). 

 

TPB model 

According to Rogers (2003), embracing innovative technology is intricate and influenced by various elements, including human 

behavior. To supplement the limitations of the TAM model, the PBC component from the Theory of Planned Behavior (TPB) 

(Ajzen, 1991) is utilized as an element in the theoretical framework of this study. The capacity of the user to interact with 

technology or the conviction that they can effectively regulate their behavior is highlighted by PBC (Li et al., 2023). 

Understanding customers’ desire to use self-checkout technology, whether they are past users or non-users, necessitates the 

exploration of their perceived behavior control to successfully use the technology, as this plays a pivotal role in forming their 

adoption decisions. 

 

SOR model 

According to Armitage & Conner (2001) and Venkatesh & Bala (2008), despite the extensive use of TAM and TPB, they do not 
adequately capture the intricacies of behavior. Hence, the study this research employs the Stimulus-Organism-Response (S-O-

R) framework to examine how external triggers internal emotional states and drive resulting behaviors. The decision to choose 

the SOR model is based on its compatibility with the behavioral outcome (ITU) and its potential to investigate trust as a mediator, 

meaning that the role of emotions before the final response will be considered. This model provides a comprehensive insight 

from different theoretical frameworks. Besides, this model has also been widely used to study consumer behavior, especially 

when it comes to ICT adoption, new technologies, and impulsive purchases (Chen & Yao, 2018) 

 

Conceptual Framework 

Building on existing literature and foundational theory, the authors propose the following conceptual framework: 
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Figure 1: Proposed Research Model 

 

METHODOLOGY 

Research method 

A quantitative research approach was chosen for this research, given its suitability for identifying the correlations between 

controlled factors (PU, PEU, PS, PBC) and measured outcome (ITU). This research utilizes a web-based questionnaire as the 
primary source of data acquisition from participants. Before officially distributing the form, a pilot was undertaken on a small 

group of contributors to detect and resolve any unclear and complex words that could lead to confusion among respondents. 

 

Research scope and sampling method 

Given time and resource limitations, the authors employed a convenience sampling method, approaching participants who were 

easily reachable voluntarily agreed to join the survey. While this non-random sampling method is efficient and simple to execute, 

it may carry the risk of bias in selection, potentially impacting the generalization of the results (Goodman & Blum, 1996). In an 

effort to counteract this issue, questions related to gender, age and education were strategically included. The distribution of the 

survey occurred via the authors’ personal connections and media tools. Within the collected responses, only those fulfilling 

validity requirements were selected for analysis. 
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Questionnaire design and instrument measures 

Regarding survey design, the questionnaire was constructed into two distinct sections. The first part gathered profile details of 

the sample, while the next part examined the research hypotheses. In the demographic section, individuals were asked about their 

age, gender, level of education and whether they had ever experienced self-checkout technology or not.  

 

The measuring items applied in this study were sourced and amended from pre-validated scales published in journal articles. The 

scale construction consists of 21 measurement items in total, including 5 for PU, 4 for PEU, 3 for PS, 3 for PBC, 3 for T and 3 

for ITU. A detailed breakdown of cited items is shown in the following table: 
 

Table 1: Instrument Measures 

 
 

Data analysis plan 

SPSS is used in four steps for statistical analysis in this study. Firstly, demographics were examined using descriptive statistics. 
Secondly, reliability was assessed using Cronbach's alpha, with scores over 0.7 regarded as high (Nunnally, 1978). Thirdly, factor 

analysis suitability was guaranteed by KMO, Bartlett's test, and EFA (Field, 2006; Shrestha, 2021). Lastly, four independent 

factors, one mediator and one dependent variable were assessed across four models using linear regression analysis. By assessing 

the degree, direction and significance of variable interactions, this study provides insight into how they affect results.  
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RESULTS AND FINDINGS 
 

Descriptive Analysis 

Table 1: Sample Characteristics 

 
 

Given is the table demonstrating the customer profile and customer experience of survey participants, categorized into four 

aspects: gender, age, educational background and customer experience at the self-checkout counter. The dataset consists of 211 

recorded responses,  with 137 known as female and 74 as male. The 21-30 age group is the most prevalent, accounting for 49.3% 

of the total sample. The second and third largest groups are those aged 18-20 and 31-40, constituting 26.1% and 16.1% 

respectively. Regarding academic qualification, the proportion of undergraduate students takes the lead, making up 73.5% of the 
total responses. In contrast, only 4 respondents have obtained a PhD or higher qualification, making this the smallest group in 

the sample. In terms of self-checkout usage, a substantial majority of surveyors (63.5%) do not have prior experience with self-

checkout machines. Meanwhile, 36.5% of respondents have previously used self-checkout systems. 
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Reliability and Validity Test 

Cronbach’s alpha 

Table 2: Construct Reliability Results 

 

 
 

The inter-item consistency of the measurement statements was examined by using Cronbach’s Alpha (Hair et al., 2009), with the 
findings presented in the upper tables. The figures reveal that Cronbach’s Alpha figures for PU, PEU, PS, PBC, T and ITU all meet 

the standard threshold of 0.7, with outputs falling between 0.764 (PS) and 0.871 (PU). Besides, the data for the Corrected Item-

Total Correlation remains consistently higher than 0.3 for all measured items, reinforcing their association with the overall 

construction. As both criteria were met, 21 items were retained and this dataset was made to enable the next phase of analysis. 
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KMO, Barlett’s Test and EFA 

EFA for independent variables 

Table 3: KMO, Barlett's Test for Independent Variables 

 
 

To determine the feasibility of factor analysis, the KMO and Bartlett’s Test were employed. The KMO figure approaching 1.0 is 

ideal, while a figure below 0.6 indicates unsuitability (Kaiser, 1974). The reported KMO value of 0.871 exceeds the minimum 

requirement of 0.6, signifying the appropriateness of the dataset for factor analysis and supporting meaningful factor extraction. 

Furthermore, Barlett’s Test produced a significance level of 0.000, further strengthening the data’s suitability for factor analysis. 

 

Table 4: Factor Loadings of Independent Variables 

 
 
Explanatory Factor Analysis (EFA) was applied to uncover the patterns among observed variables by condensing data into 

meaningful elements, enabling the researcher to focus on core components while filtering out less significant ones to reduce data 

complexity. In this research, EFA grouped 15 independent variables into four components, with the Eigenvalue above 1, 

warranting their retention in further analysis. The total variance explained by these factors reaches 70.518%, exceeding the 

acceptable threshold of 50%, proving a strong explanatory power. The Rotated Component Matrix achieved stability in a single 

run with all factors loading over 0.5, ensuring statistical relevance. Therefore, 15 items will be carried forward for the next stage 

of investigation.   
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EFA for mediating variable 

 

Table 5: KMO, Barlett's Test for Mediator 

 
 

With a KMO score of 0.717 for the mediating variable, well above the 0.6 benchmark, the data is deemed appropriate for factor 

analysis. Moreover, the significance level of 0.000 from Barlett’s Test reinforces the dataset’s alignment with factor analysis 

requirements. 

 
Table 6: Factor Loading for Mediator 

 
 

For the trust dimension, a single factor has been extracted with the eigenvalue of 2.210, which is greater than 1. The mediating 

variable contributed to 73.661% of the cumulative variance, which is above the 50% benchmark. Each of the three items has a 

factor loading above 0.5, meeting the required standard.  

 

EFA for dependent variable 

Table 7: KMO, Barlett's Test for Dependent Variable 

 
 

With a KMO score of 0.721 for the dependent variable, well above the 0.6 benchmark, the data is deemed appropriate for factor 

analysis. Moreover, the significance level of 0.000 from Barlett’s Test reinforces the dataset’s alignment with factor analysis 

requirements. 

Table 8: Factor Loading for Dependent Variable 

 
 

For the dependent dimension, a single factor has been extracted with the eigenvalue of 2.232, which is greater than 1. The 

dependent variable contributed to 74.385% of the cumulative variance, which is above the 50% benchmark. Each of the three 

items has a factor loading above 0.5, meeting the required standard. 
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Hypothesis Testing 

Indepedent variables on dependent variable 

Table 9: First Regression Model 

 
 

The first regression model between the independent variable and dependent variable was found to be statistically significant, as 

evidenced by the F value of 59.330 and P value of 0.000. The R-square value of 0.535 suggests that 53.5% of the variance in 

ITU can be attributed to predictor variables. Additionally, three out of four predictor variables significantly influence ITU, given 

the p-values are lower than 0.05. Notably, PU has the greatest effect (β = 0.358), followed by PEU (β = 0.233) and PBC (β = 
0.227). Conversely, PS does not impact ITU as its p-value exceeds 0.05. The regression equation is given by: 

Intention to Use = 0.358*Perceived Usefulness + 0.233*Perceived Ease of Use + 0.227* Perceived Bahaviorial Control 

 

Independent variables on mediating variable 

Table 10: Second Regression Model 

 

 

Statistical significance is demonstrated in the second regression model, which focuses on examining how the four independent 

variables affect the mediator, trust, as shown by an F value of 33.509 and a P-value of 0.000. With an R-Square value of 0.394, 

the model accounts for 39.4% of the variance in T. While PU, PEU, and PS have significant predictive power on trust (p-value 

<0.05), PBC does not (p-value > 0.05). The most influential factor is PU (β = 0.285), followed by PS (β = 0.245) and PEU (β = 

0.203). The regression equation is given by: 

Trust = 0.285* Perceived Usefulness + 0.245* Perceived Security + 0.203* Perceived Ease of Use 
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Mediating variable on dependent variable 

 

Table 11: Third Regression Model 

 
 

The third regression model evaluates the relationship between T and ITU. With an F value of 91.718 and a P value of 0.000, the 

model proves to be a strong fit for the data.  According to the model, trust has a moderate explanatory power, accounting for 
30.5% of the shift in intention to use (R2 = 0.305). Given the p-value being smaller than 0.05, the observed relationship is deemed 

statistically significant. The regression equation is given by: 

Intention to Use = 0.552*Trust 

 

Independent variables, mediating variable on dependent variable 

 

Table 12: Fourth Regression Model 
 

 
 

The final regression analysis simultaneously incorporates all independent and mediating variables on the dependent variable. 

This approach helps establish whether trust plays a full, partial, or non-existent mediating role in the interaction between causal 

factors and target variables. Observing changes in Beta values is pivotal, as it sheds light on how significantly the mediator 

influences this relationship. 

 

The regression model illustrates statistical significance (F= 51.441, p = 0.000) with an R-squared value of 0.556, meaning 55.6% 

of ITU’s variation is accounted for by included variables. Significant impacts were identified in the relationships between PU, 

PEU, PBC, T and ITU as the p-values of these variables are less than 0.05. Conversely, PS does not exhibit statistical significance, 

with p-values exceeding 0.05. After integrating T into the model, PU still exerts the strongest impact on ITU (β = 0.305).
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Mediating test 
Baron and Kenny (1986) propose that Full Mediation takes place when the independent variable no longer affects the dependent 

variable after the mediator is introduced. Meanwhile, Partial Mediation is recognized by the reduction in the Beta value of the 

independent variables’ impact on the dependent variable when the mediator is added. The P-value and shifts in Beta value serve 

as key indicators in distinguishing meditation types. 
 

The four regression analyses reveal two distinct results. Partial Mediation is found for PU and PEU as their effects on ITU remain 

significant but lose their strength when T is included. Specifically, the Beta coefficient for PU drops from 0.358 to 0.305 and that 

of PEU declines from 0.233 to 0.195. In contrast, no mediation occurs for PS, as its link to ITU remains statistically insignificant 

when T is considered. Similarly, despite PBC being statistically significant with a p-value under 0.05, prior regression analysis 
shows that it has no substantial effect on T. Therefore, it confirms that T does not serve as a mediator in this connection. Full 

Mediation was absent in any of the relationships. 
 

Summary table 

Table 13: Summary Table 

 
 

DISCUSSION 

This research explores how digital self-checkout technology influences intention to use among Vietnamese shoppers, considering 
trust as a mediating factor in the retail industry. To achieve this, a dataset underwent an in-depth analysis using Cronbach’s 

Alpha, EFA and four linear regressions. Although some results are in line with the previous studies, some differences have also 

been recognized, which will be discussed in this section. 
 

This research identifies PU and PEU as two out of four independent variables that exert a meaningful impact on the ITU of 

digital self-checkout technology. Concerning the first independent variable, the outcomes confirm that PU has a notable positive 

impact on ITU via trust and the bond was partially mediated by trust, consistent with the earlier observations of Singh & Sinha 

(2020) and Su et al. (2013). The findings of this study highlight that PU is the core factor affecting shoppers’ intention to use, 

supporting the earlier works by Hamid et al. (2015), Marie et al. (2023), Abdullah et al. (2015) and Siagian et al. (2022). Thus, 

there is evidence that Vietnamese customers perceive self-checkout counters as a way to enhance buying convenience, which 

contributes to their likelihood of using this technological system. PEU, as the second influencing variable, has been empirically 

demonstrated to have a substantial influence on trust and ITU. These insights are in agreement with previous scholars such as 

Chawla & Joshi, (2023), Widiar et al. (2023) and Revels et al. (2010). It is plausible to believe that even if users find self-

checkout technology to be easy to understand and do not require extensive effort to navigate, a lack of trust could result in limited 
intention and a hesitant attitude toward adoption. 
 

For the two remaining variables, PS and PBC, trust did not emerge as an intermediary variable, depicting that the presence of a 

mediator may not be universally applicable across all antecedents of ITU. Additionally, this study also uncovers other noteworthy 

insights that enrich the practical knowledge of customer adoption behavior. In the case of PS, this factor was not found to affect ITU 

which contradicts the conclusions drawn by Siagian et al. (2022), Chiu et al. (2009), Kim et al. (2008) and Mombeuil and Uhde 

(2021), but was found to significantly and directly impact trust. One possible explanation is that customers tend to consider security 

a standard aspect of modern technology systems. As such, even though strong security may foster trust in the system or provider, it 

may not substantially affect their intention to use the system-particularly in low-risk, task-oriented settings like retail. This suggests 

that security concerns contribute more to fostering trust than to influencing direct adoption decisions. Moreover, trust does not 

intervene in the relationship between PS and ITU, according to this study, which runs counter to the findings of Chawla and Joshi 

(2023). PBC, in contrast to PS, directly influences ITU without the aid of any mediating variable, confirming that trust does not 

serve as a bridging component in this interaction. This conclusion presents a similar viewpoint to the findings reported by Ajzen 

and Madden (1986) and Tian et al. (2023). This result substantiates the idea that regardless of a person’s degree of system certainty, 
individuals’ level of control over their ability to operate self-checkout technology is a critical factor in predicting their embracement. 

Additionally, in high-volume and fast-moving retail environments where speed is prioritised, users may care more about task 

completion and ease of use than how much they trust the platform. 
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The results underscore the mediating role of trust in the connection. Not only does this matter validate the relevance of the TAM 

model but it also extends its scope by introducing trust as a key mediator. Additionally, this study advances the Stimulus-

Organism-Response (SOR) theory by offering empirical support for its use in the domain of self-service technology. By 

connecting the gaps between theoretical understanding and practical implementation, the study uncovers certain aspects of self-

checkout technology as vital drivers of consumer trust, which in turn encourages consumer desire to use. 

 

CONCLUSION AND RECOMMENDATION 

Conclusion 

Innovation is becoming a driving force in all industries due to the swift growth of technological advances and the groundbreaking 

implications of Industry 4.0, with automated service becoming increasingly prevalent in the marketplace. While still evolving, 

Vietnam is actively updating and keeping pace with worldwide trends. Acknowledging that matter, this aims to examine the 

association between digital self-checkout technology dimensions and Vietnamese customers’ usage intention in retail through the 

role of trust. The foundation of this research stems from the TAM, part of the TBP and SOR models. Utilizing SPSS, this study 

analyses 211 survey responses from Vietnamese buyers. Among input factors, perceived usefulness and perceived ease of use 

become the dominant predictors of customers’ acceptance of digital self-checkout technology. This potentially indicates that in the 

Vietnam context, usability and convenience seem to outweigh security-related concerns and perceived behavioral control when 

considering the adoption of new technology solutions.  

 

This research contributes to the literature in several ways. Firstly, this study tackles the understudied topic of digital self-checkout 
uptake in Vietnam, a developing nation with few empirical studies, the study provides context-specific views on customer behavior. 

Secondly, by incorporating trust as a mediator and differentiating between elements that are mediated and those that are not, it 

expands on the TAM model and gives it more depth than its predecessors. Thirdly, by utilising the SOR model, the research 

emphasises the crucial role that trust plays in connecting system aspects to usage intention. Finally, it indicates that in low-risk retail 

contexts, usability and convenience surpass security and control concerns, providing useful information for retailers, in contrast to 

research carried out in high-risk industries like banking and healthcare. These discoveries hope to enrich the body of knowledge on 

technology adoption in emerging regions while providing practical recommendations for businesses that intend to integrate digital 

self-checkout systems. 

 

Implications 
There are some imperative suggestions for retailers when it comes to implementing digital self-checkout technology. Store owners 
can leverage this chance to improve their operational processes and marketing strategies. By bypassing generalized strategies, they 

may craft focused messaging that emphasizes the direct advantages of digital self-checkout technology, such as their practicality 

and simplicity of execution. Merchants may introduce shoppers to digital self-checkout systems through interactive displays or in-

store trials. They may alleviate accessibility and usability concerns by providing hands-on instruction. Moreover, the self-checkout 

experience may be considerably enhanced by combining the touchscreen interface with an easy-to-use layout. Efficiency may be 

increased by cutting out unnecessary steps, putting in place straightforward-to-use navigation and providing single-click payment 

choices. In addition, a potential idea to facilitate customer engagement with digital self-checkout technology instead of traditional 

one is by informing shoppers of the benefits of loyalty programs linked to the system. This enables customers to seamlessly collect 

points or access exclusive discounts through this feature. As a result, consumer satisfaction and customer reuse intention could be 

augmented by customizing discounts to match historical buying patterns. Moreover, customers may feel more in control if 

multilingual interfaces along with real-time assistance are offered, especially for first-time users. Likewise, integrating advanced 
security such as data protection and encryption might not directly boost intention to use, yet it can enhance a favorable impression 

among newcomers.  

 

Research Limitations And Suggestions For Future Studies 

Several limitations are found in this research, including limited sample size, sample demographics and dependence on 

convenience sampling. Regarding the first constraint, 211 survey responses were collected, while sufficient for analysis, but 

remains relatively small to fully encompass the opinions of the Vietnamese population. Given this limitation, future studies 

should consider conducting surveys on a larger scale to better represent a broader demographic or exploring the usage of self-

checkout across developed and emerging markets. Secondly, selection bias may be introduced by the sampling strategy used in 

the study, which mostly used social media to poll Vietnamese people. This approach could exclude older generations or those 

who are less engaged online, skewing the sample towards a younger, knowledgeable group about technology. Because of this, 

the results may offer a skewed or inadequate representation, making it difficult to fully comprehend how the Vietnamese public 
as a whole feels about the use of digital self-checkout. Thirdly, the study carries the risk of under-representing certain 

communities and over-representing others by using convenience sampling. The dataset may become unbalanced as a result, 

which would restrict its generalisability. To mitigate this shortcoming, researchers are encouraged to employ rigorous sampling 

approaches such as stratified or random sampling to achieve greater representativeness. Finally, the study overlooks the possible 

influence of the COVID-19 pandemic on consumer behavior. Future research should investigate how such events affect attitudes 

towards this innovation, especially in relation to health and safety concerns.  

 

 



Bui & Bui 

 

The 25th International Conference on Electronic Business, Hanoi, Vietnam, August 21-25, 2025 

451 

REFERENCES 

Abdullah, A., Nadziri, N.S.M., Mutalib, M.A.N.B., & Ahmaddin, M.L.B. (2023). An insight of customer intention to use self-

checkout system at retail stores in Klang Valley. Politeknik sultan salahuddin abdul aziz shah. 

Adebakinm, A., & Shokoui, J. (2023). Self-Checkout for what? An exploration of the usage and adoption of self-checkouts before 

and after the COVID-19 pandemic.  

Ajzen, I. (1991). The theory of planned behaviour. Organizational Behaviour and Human Decision Processes, 50(2), 179-211. 

Ajzen, I., & Madden, T.J. (1986). Prediction of goal-directed behaviour: Attitudes, intentions, and perceived behavioural control. 

Journal of Experimental Social Psychology, 22(5), 453-474. 
Alpert, H.K. (2008). The self-service "buy-and-pay" market: Kiosk, vending, and foodservice trends in the U.S. 

Amoroso, D.L., & Hunsinger, S. (2009). Measuring the acceptance of internet technology by consumers. International Journal 

of E-Adoption, 1(3), 48-81. 

Anitsal, I., & Schumann, D.W. (2007). Towards a conceptualization of customer productivity: The customer’s perspective on 

transforming customer labour into customer outcomes using technology-based self-service options. The Journal of 

Marketing Theory and Practice, 15(4), 349–363. 

Antwi, C.O., Ren, J., Owusu-Ansah, W., Mensah, H.K., & Aboagye, M.O. (2021). Airport self-service technologies, passenger 

self-concept, and behaviour: An attributional view. Sustainability, 13(6), 3134.  

Armitage, C.J., & Conner, M. (2001). Efficacy of the Theory of Planned Behaviour: A meta-analytic review. British Journal of 

Social Psychology, 40(4), 471-499. 

Baron, R.M., & Kenny, D.A. (1986). The moderator-mediator variable distinction in social psychological research: Conceptual, 

strategic, and statistical considerations. Journal of Personality and Social Psychology, 51(6), 1173–1182. 
Bolton, R., Grewal, D., & Levy, M. (2007). Six strategies for competing through service: An agenda for future research. Journal 

of Retailing, 83(1), 1-4.  

Brunetti, F., Matt, D.T., Bonfanti, A., Longhi, A.D., Pedrini, G., & Orzes, G. (2020). Digital transformation challenges: Strategies 

emerging from a multi-stakeholder approach. The TQM Journal, 32(4), 697–724.  

Cebeci, U., Ertug, A., & Turkcan, H. (2020). Exploring the determinants of intention to use self-checkout systems in supermarket 

chains and its application. Management Science Letters, 10(5), 1027-1036. 

Chan, C.Y.T., & Petrikat, D. (2022). Self-service technology: Benefits and challenges. Journal of Computer Science and 

Technology Studies, 4(2), 118-127.  

Chau, P.Y., & Lai, V.S. (2003). An empirical investigation of the determinants of user acceptance of internet banking. Journal of 

Organizational Computing and Electronic Commerce, 13(2), 123-145. 

Chawla, D., & Joshi, H. (2023). Role of mediator in examining the influence of antecedents of mobile wallet adoption on attitude 
and intention. Global Business Review, 24(4), 609-625. 

Chen, C.C., Yao, J.Y. (2018). What drives impulse buying behaviors in a mobile auction? The perspective of the Stimulus-

Organism-Response model. Telematics and Informatics, 35, 1249–1262. 

Chen, L., & Aklikokou, A.K. (2020). Determinants of e-government adoption: Testing the mediating effects of perceived 

usefulness and perceived ease of use. International Journal of Public Administration, 43(10), 850-865. 

Chiu, C.M., Chang, C.C., Cheng, H.L., & Fang, Y.H. (2009). Determinants of customer repurchase intention in online shopping. 

Online Information Review, 33(4), 761–784. 

Curran, J.M., Meuter, M.L., & Surprenant, C.F. (2003). Intentions to use self-service technologies: A confluence of multiple 

attitudes. Journal of Service Research, 5(3), 209-224. 

Dabholkar, P.A., & Bagozzi, R.P. (2002). An attitudinal model of technology-based self-service: Moderating effects of consumer 

traits and situational factors. Journal of the Academy of Marketing Science, 30(3), 184-201. 
Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS Quarterly, 

13(8), 319-340. 

Davis, F.D. (1993). User acceptance of information technology: System characteristics, user perceptions and behavioural 

impacts. International Journal of Man-Machine Studies, 38(3), 475-487. 

Dean, D.H. (2008). Shopper age and the use of self‐service technologies. Managing Service Quality: An International Journal, 

18(3), 225-238. 

Duarte, P., Silva, S.C., Linardi, M.A., & Novais, B. (2022). Understanding the implementation of retail self-service check-out 

technologies using necessary condition analysis. International Journal of Retail & Distribution Management, 50(13), 140–

163.  

Featherman, M.S., Miyazaki, A.D., & Sprott, D.E. (2010). Reducing online privacy risk to facilitate e‐service adoption: The 

influence of perceived ease of use and corporate credibility. Journal of Services Marketing, 24(3), 219-229. 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behaviour: An introduction to theory and research. Addison-
Wesley. 

Fishbein, M., & Ajzen, I. (1977). Belief, attitude, intention, and behaviour: An introduction to theory and research.  

Fishbein, M., & Ajzen, I. (2011). Predicting and changing behavior: The reasoned action approach. Psychology Press. 

Flavián, C., & Guinalíu, M. (2006). Consumer trust, perceived security and privacy policy: Three basic elements of loyalty to a 

web site. Industrial Management & Data Systems, 106(5), 601–620. 

Garbarino, E., & Johnson, M. (1999). The different roles of satisfaction, trust, and commitment in customer relationships. Journal 

of Marketing, 63(2), 70-87. 

Gefen, D., Karahanna, E., & Straub, D.W. (2003). Trust and TAM in online shopping: An integrated model. MIS Quarterly, 

27(1), 51-90. 



Bui & Bui 

 

The 25th International Conference on Electronic Business, Hanoi, Vietnam, August 21-25, 2025 

452 

Ghosh, M. (2021). Understanding the relationship of self-service technology quality with user adoption using SSTQUAL. The 

TQM Journal, 33(2), 293-314. 

Goodman, J.S., & Blum, T.C. (1996). Assessing the non-random sampling effects of subject attrition in longitudinal research. 

Journal of Management, 22(4), 627–652. 

Hair, J.F., Black, W.C., Babin, B.J., & Anderson, R.E. (2009). Multivariate data analysis (7th ed.). Prentice-Hall. 

Har, L.L., Rashid, U.K., Te Chuan, L., & Seah, C.S. (2022). Revolution of retail industry: From perspective of retail 1.0 to 4.0. 

Procedia Computer Science, 200(4), 195-202.  

Hossain, L., & de Silva, A. (2009). Exploring user acceptance of technology using social networks. The Journal of High 
Technology Management Research, 20(1), 1–18 

Immonen, M., & Koivuniemi, J. (2018). Self-service technologies in health-care: Exploring drivers for adoption. Computers in 

Human Behavior, 88, 18–27. 

Inman, J.J., & Nikolova, H. (2017). Shopper-facing retail technology: A retailer adoption decision framework incorporating 

shopper attitudes and privacy concerns. Journal of Retailing, 93(1), 7-28. 

Iqbal, M.S., Hassan, M.U., & Habibah, U. (2018). Impact of self-service technology (SST) service quality on customer loyalty 

and behavioral intention: The mediating role of customer satisfaction. Cogent Business & Management, 5, Article 1. 

Kaiser, H.F. (1974). An index of factorial simplicity. Psychometrika, 39(1), 31–36. 

Katzan, H. (2011). Essentials of service design. Journal of Service Science, 4(2). 

Kaushik, A.K., Agrawal, A.K., & Rahman, Z. (2015). Tourist behaviour towards self-service hotel technology adoption: Trust 

and subjective norm as key antecedents. Tourism Management Perspectives, 16, 278-289. 

Kim, K.K., Prabhakar, B., & Park, S.K. (2009). Trust, perceived risk, and trusting behavior in internet banking. Asia Pacific 
Journal of Information Systems, 19(3), 1-23. 

King, W.R., & He, J. (2006). A meta-analysis of the technology acceptance model. Information & Management, 43(6), 740–

755. 

Le, N.T., Hill, S.R., & Troshani, I. (2020). Perceived control and perceived risk in self-service technology recovery. Journal of 

Computer Information Systems, 62(1), 164–173. 

Le, V.H., Nguyen, P.T.H., Pham, L., & Berry, R. (2019). Technology readiness and satisfaction in Vietnam's luxury hotels. 

International Journal of Management and Decision Making, 18(2), 183-208.  

Lee, H.J., & Lyu, J. (2019). Exploring factors which motivate older consumers’ self-service technologies (SSTs) adoption. The 

International Review of Retail, Distribution and Consumer Research, 29(2), 218-239. 

Legramante, D., Azevedo, A., & Azevedo, J.M. (2023). Integration of the technology acceptance model and the information 

systems success model in the analysis of Moodle’s satisfaction and continuity of use. The International Journal of 
Information and Learning Technology, 40(5), 467-484. 

Li, X., Dai, J., Zhu, X., Li, J., He, J., Huang, Y., Liu, X., & Shen, Q. (2023). Mechanism of attitude, subjective norms, and 

perceived behavioral control influence the green development behavior of construction enterprises. Humanities and Social 

Sciences Communications, 10(1), 266. 

Lin, J.S.C., & Hsieh, P.L. (2011). Assessing the self-service technology encounters: Development and validation of SSTQUAL 

scale. Journal of Retailing, 87(2), 194–206. 

Ling, K., Daud, D., Piew, T.H., Keoy, K., & Hassan, P. (2011). Perceived risk, perceived technology, online trust for the online 

purchase intention in Malaysia. International Journal of Business and Management, 6(6), 167. 

Maria, V., & Liem, B.S.S. (2023). Perceived usefulness, perceived ease of use, perceived enjoyment on behavioral intention to 

use through trust. Indonesian Journal of Multidisciplinary Science, 3(1), 1-7. 

Marikyan, D., & Papagiannidis, S. (2024). Technology acceptance model: A review. TheoryHub Book. 
Mathieson, K. (1991). Predicting user intentions: Comparing the technology acceptance model with the theory of planned behavior. 

Information Systems Research, 2(3), 173-191. 

McKnight, D.H., Choudhury, V., & Kacmar, C. (2002). Developing and validating trust measures for e-commerce: An integrative 

typology. Information Systems Research, 13(3), 334-359. 

Meuter, M.L., Ostrom, A.L., Bitner, M.J., & Roundtree, R. (2003). The influence of technology anxiety on consumer use and 

experiences with self-service technologies. Journal of Business Research, 56(11), 899-906. 

Meuter, M.L., Ostrom, A.L., Roundtree, R.I., & Bitner, M.J. (2000). Self-service technologies: Understanding customer 

satisfaction with technology-based service encounters. Journal of Marketing, 64(3), 50–64. 

Nguyen, H.Q., Nguyen, Q.H., Tran, P.T., Trinh, N.L., & Nguyen, Q.T. (2023). The relationship between service quality of 

banking kiosks and customer satisfaction: The moderating role of technology readiness. International Journal of Quality 

and Service Sciences, 15(3/4), 273-290. 

Nguyen, H.Q., Nguyen, Q.H., Tran, P.T., Trinh, N.L., & Nguyen, Q.T. (2023). Modeling service quality of banking kiosks: 
Empirical research on commercial banks in Hanoi. Journal of Science and Technology – University of Da Nang, 21(2), 

19. 

Nguyen, O.T. (2020). Factors affecting the intention to use digital banking in Vietnam. The Journal of Asian Finance, Economics 

and Business, 7(3), 303-310. 

Nguyen, V.T., Nguyen, Q.T., & Vu, V.P. (2024). Investigating potential barriers to construction digitalization in emerging 

economies: A study in Vietnam. International Journal of Information Management Data Insights, 4(1), 100226. 

Mat, N.N., & Sentosa, I. (2008). The integration of Theory of Planned Behavior (TPB) and Technology Acceptance Model in 

internet purchasing: A Structural Equation Modeling (SEM) approach. Proceedings of Applied International Business 

Conference 2008. 



Bui & Bui 

 

The 25th International Conference on Electronic Business, Hanoi, Vietnam, August 21-25, 2025 

453 

Nunnally, J.C. (1978). Psychometric Theory (2nd ed.). McGraw-Hill. 

Orel, F.D., & Kara, A. (2014). Supermarket self-checkout service quality, customer satisfaction, and loyalty: Empirical evidence 

from an emerging market. Journal of Retailing and Consumer Services, 21(2), 118-129. 

Pai, C.K., Wu, Z.T., Lee, S., Lee, J., & Kang, S. (2022). Service quality of social media-based self-service technology in the 

food service context. Sustainability, 14(13), 13483 

Park, E., & Kim, K. (2013). User acceptance of long-term evolution (LTE) services: An application of extended technology 

acceptance model. Program, 47(2), 188-205. 

Pavlou, P.A. (2003). Consumer acceptance of electronic commerce: Integrating trust and risk with the technology acceptance 
model. International Journal of Electronic Commerce, 7(3), 101-134. 

PwC Vietnam. (2021). Payments 2025 & beyond: Evolution to Revolution. PwC. Retrieved from 

https://www.pwc.com/vn/en/publications/2021/211025-pwc-vietnam-payments-2025-en.pdf. (accessed 15 July 2025). 

PYMNTS (2024). 66% of US consumers prefer self-service kiosks over staffed checkouts. PYMNTS. Retrieved from 

https://www.pymnts.com/unattended-retail/2024/66-percent-of-us-consumers-prefer-self-service-kiosks-over-staffed-

checkouts/ (accessed 15 July 2025). 

Rezaei, S., & Amin, M. (2013). Exploring online repurchase behavioral intentions of university students in Malaysia. Journal 

for Global Business Advancement, 6(2), 92-119. 

Rogers, E.M. (2003). Diffusion of innovations (5th ed.). Free Press. 

Salisbury, W.D., Pearson, R.A., Pearson, A.W., & Miller, D.W. (2001). Perceived security and World Wide Web purchase 

intention. Industrial Management & Data Systems, 101(4), 165-177. 

Siagian, H., Jiwa, Z., Basana, S., & Basuki, R. (2022). The effect of perceived security, perceived ease of use, and perceived 
usefulness on consumer behavioral intention through trust in digital payment platforms. International Journal of Data and 

Network Science, 6(3), 861-874 

Singh, N., & Sinha, N. (2020). How perceived trust mediates merchant's intention to use a mobile wallet technology. Journal of 

Retailing and Consumer Services, 52, 101894. 

Su, S.P., Tsai, C.H., & Hsu, W.L. (2013). Extending the TAM model to explore the factors affecting intention to use telecare 

systems. Journal of Computers, 8(2), 525-532. 

Taylor, S., & Todd, P.A. (1995). Understanding information technology usage: A test of competing models. Information Systems 

Research, 6(2), 144–176. 

Tian, Y., Chan, T.J., Suki, N.M., & Kasim, M.A. (2023). Moderating role of perceived trust and perceived service quality on 

consumers’ use behavior of Alipay e-wallet system: The perspectives of Technology Acceptance Model and Theory of 

Planned Behavior. Human Behavior and Emerging Technologies, 2023(1), 5276406. 
Venkatesh, V., & Bala, H. (2008). Technology acceptance model 3 and a research agenda on interventions. Decision Sciences, 

39(2), 273–315. 

Venkatesh, V., & Davis, F.D. (2000). A theoretical extension of the technology acceptance model: Four longitudinal field studies. 

Management Science, 46(2), 186-204. 

Weijters, B., Rangarajan, D., Falk, T., & Schillewaert, N. (2007). Determinants and outcomes of customers' use of self-service 

technology in a retail setting. Journal of Service Research, 10(1), 3-21. 

Widiar, G., Yuniarinto, A., & Yulianti, I. (2023). Perceived ease of use’s effects on behavioral intention mediated by perceived 

usefulness and trust. Interdisciplinary Social Studies, 2(4), 1829-1844. 

Yu, C.W., Chao, C.M., Chang, C.F., Chen, R.J., Chen, P.C., & Liu, Y.X. (2021). Exploring behavioral intention to use a mobile 

health education website: An extension of the UTAUT2 model. Sage Open, 11(4).  

Zapan, B., Wang, A., & Xu, H. (2018). A perceived reliability based customer satisfaction model in self-service technology. The 
Service Industries Journal, 38(7-8), 446-466. 

Zhang, Y. (2024). Impact of perceived privacy and security in the TAM model: The perceived trust as the mediated factors. 

International Journal of Information Management Data Insights, 4(2), 100270. 

 

 

 

https://www.pymnts.com/unattended-retail/2024/66-percent-of-us-consumers-prefer-self-service-kiosks-over-staffed-checkouts/
https://www.pymnts.com/unattended-retail/2024/66-percent-of-us-consumers-prefer-self-service-kiosks-over-staffed-checkouts/

