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Abstract

This study investigates the effect of perceived usefulness, perceived ease of use,
perceived enjoyment on attitude and intention to use ChatGPT; the impact of attitude on
intention to use ChatGPT to collect the shopping information. The proposed research model
was analyzed using PLS-SEM with the data from 310 online Vietnamese consumers. The study
outcomes showed the positive impact of perceived usefulness, perceived ease of use, perceived
enjoyment on attitude and intention to use ChatGPT. The research outcomes contribute to the
understanding of the determinants which affect the attitude and the intention to use ChatGPT
in the context of using for searching for shopping information. The study also highlighted the
impact of both cognitive (usefulness and ease of use) and effective (enjoyment) in forming the
technology adaptation behavior of customers. Accordingly, businesses can integrate
ChatGPT as a virtual shopping assistant which can leverage its perceived usefulness.
Managers and policymakers also should prioritize ease of use by simplifying onboarding
processes, providing easy instructions, and reducing technical complexity so that users can
easily access the system. Moreover, improving the perceived enjoyment such as personalized
promotions, gamified shopping experiences, or interactive dialogues can drive to positive
attitude.
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Tém tit

Nghién ciru khdo sdt anh hwéng ciia nhdn thike vé tinh hitu ich, nhdn thirc vé tinh dé sir
dung, nhdn thicc vé sw thich thii dén thai dé va v dinh sit dung ChatGPT; tac dong cua thdi do
dén y dinh sir dung ChatGPT thu thdp théng tin mua sam. Mé hinh nghién cieu dwge phan tich
bang PLS-SEM véi diF liéu tir 310 nguoi dimng Viét Nam trec tuyén. Két qua nghién ciru cho
thcfy tdac dong tich cuc cua nhan thuc vé tinh hitu ich, nhdn thirc vé tinh dé sir dung, nhan thiec
Vé su thich thi dén thai dé va y dinh sir dung ChatGPT. Két qua nghién citu gop phdn tim hiéu
cdc yéu té quyet dinh anh hwong dén thai @ va y dinh sir dung ChatGPT dé tim kiém thong
tin mua sam. Nghién ciru nhan manh tac dong ciia ca nhdn thike (tinh hitu ich va tinh dé sir
dung) va cam xuc (sy thich thi) trong viéc hinh thanh hanh vi thich irng cong ngh¢ cua khach
hang. Céc doanh nghiép cé thé tich hop ChatGPT nhw mét tro Iy mua sam do, tdn dung duwoc
tinh hitu ich cua no. Cac nha quan ly va hoach dinh chinh sach ciing nén wu tién tinh dé sir
dung bang cich don gian hoa quy trinh huong dan sir dung, cung cap huong dan dé hiéu va
gidm dg phire tap vé mdt ky thudt dé nguoi dimg cé thé dé dang truy cdp hé thong Hon niza,
tdp trung vao viéc cdi thién cam gidc thich thii nhw cdc chwong trinh khuyén méi dwoc cd
nhdn hoa, trdai nghiém mua sam tro choi hodc cde cude doi thoai tuong tdac co thé thiic d’cfy
thai do tich cuec.

Tir khéa: ChatGPT, nhdn thirc dé sir dung, nhdn thirc vé tinh hitu ich, nhdan thirc vé sw
thich thu, y dinh s dung.

34



Dong Thap University Journal of Science, Vol. 15, No. 7 (2026): 33-50

1. Introduction

In recent years, digitalization contributes significantly to the business context (Szasz et
al., 2022). Artificial Intelligence (Al) is being utilized as an assistant in boosting customer
purchase decisions when difficulties happen in purchase transactions with technology
(Iranmanesh et al., 2024). There are many advantages of using Al in the buying process such
as recommending suitable products based on customer background (Landim et al., 2022).
Generative Pre-trained Transformer (ChatGPT) is a machine-learning system that can analyze
the data and give the appropriate answer to the user's questions (Van Dis et al. 2023). This
application can give the answers for different types of questions (OpenAl, n.d.). Other scholars
consider it as a wealthy platform of information which customers can use to search for the
needed information (Gvili et al., 2020; Kol & Levy, 2022). ChatGPT is dominant compared
to other chatbots which gained around 100 million accounts in the first two months (Saini,
2023). It brings together many outstanding benefits for the users such as knowledge,
information, advice, creating content, translating language, and solving complex problems
(Dowling & Lucey, 2023; Rahaman, 2023).

ChatGPT has significantly changed the customers’ behaviors toward using the internet
(Padilla et al.,2025). A recent survey showed that about 25% of U.S. adults use Al tools
(including ChatGPT) as an assistant when doing shopping (Associated Press, 2025). Another
survey showed that about a quarter of citizens in UK also use Al tools like ChatGPT to search
for products (Butler, 2025). Since ChatGPT was launched in 2020, many gaps are needed to
be filled to gain a deeper understanding about this kind of technology (Haleem et al., 2022).
The searching habits of customers can be affected by various factors (Molinillo et al., 2021).
Besides that, studies about the searching behavior of customers in ecommerce platforms have
been few (Alizadeh et al., 2025). Previous studies mainly focus on the characteristics of
ChatGPT as its performance or examine the truthfulness of the response (Pang et al., 2024).
The study about customer purchase intention has been limited (Van Dis et al. 2023). Moreover,
since the launching of modern technologies, Illescas-Manzano et al. (2024) researched about
the usefulness of Al chatbots in online shopping platforms which does not specifically research
about the ChatGPT tool (Illescas-Manzano et al., 2024; JoCyté, 2025). Hence, it is necessary
to investigate more about the Al tool. Besides that, the use of ChatGPT in the education field
seems to be researched more than other kinds of industries (Shahzad & Xu, 2024; Rahman et
al., 2023). Hence, to fill this gap, this study tends to investigate the factors that influence the
intention to use ChatGPT in the shopping context.

ChatGPT has been one of the most visited sites in Vietnam which prove the wide use of
it (Similarweb, 2025). It is also officially available to access for Vietnamese users (OpenAl,
2025). In the start of 2025, it is approximately 79.8 million users for different purposes
(DataReportal, 2025). As the statistic of Decision Lab (2025) illustrated, 78% Vietnamese
online population use at least once time within the past three months. 33% of them use it daily
and 55% of them are willing to pay for subscriptions (Decision Lab, 2025). In the Vietnam,
though there are studies about Al Chatbots in forming customer behavior in service industries
(Nguyen et al., 2023), there is still lack of the investigations about ChatGPT. Another research
showed that Vietnamese customers tended to use Al Chatbots in social media when purchasing
products (Anh Duc, 2021), no research has been done about using ChatGPT for searching
information or purchasing products. So, this study is to fulfill this gap.

2. Theoretical overview and hypothesis development

ChatGPT is considered as the latest Al-based chatbots development which can generate
text-based answers (Gordijn & Have, 2023). It can give information about the products which
can accelerate the buying decisions (Haleem et al., 2022; Aydin & Karaarslan, 2023).
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Normally, it takes customers much time to research information about the products or services
that they intend to buy like considering the price and reading the reviews (Maggioni et al.,
2020). Based on the advantages of ChatGPT, purchase decisions can be made faster and even
customers are more confident according to the ChatGPT suggestions (George & George,
2023). In business, ChatGPT can be seen as an improvement for the chatbot field as it can give
businesses an effective way to engage with customers (Haque et al., 2022). Attitude can be
understood as the feeling like or dislike something (Wang et al., 2021). Attitude is considered
as a factor in determining the tendency to use a technology system (Patwary et al., 2022).

The Technology Acceptance Model (TAM) created by Davis (1989) is used to explain
and predict customer acceptance of information technology systems. Two main elements were
formed TAM: Perceived Usefulness (PU) and Perceived Ease of Use (PEU) Davis (1989).
Though perceived enjoyment (PE) is not an original component in TAM, recent scholars have
considered PE as an intrinsic element which also impacts the customer acceptance toward
using technology (Davis et al., 1992; Venkatesh, 2000).

Perceived usefulness (PU) can be defined as the belief that someone who uses a kind of
technology can increase their performance (Davis, 1989). Attitude can be predicted by PU
when utilizing hi-tech technology (Cabero- Almenara et al., 2019). A positive thinking can be
created when customers use modern technology, and they realize it can be easier for them to
make purchases on online platforms (Kasilingam, 2020). A group of scholars have confirmed
a positive relationship between PU and attitude (Al Amin, 2022; Vahdat et al., 2021). They
also found that users tend to use the previous technology in the future when they are once
aware of its usefulness (Al Amin, 2022; An et al., 2023).

If clients realize that ChatGPT can give them useful information about the products or
services, they are more likely to have positive attitude about this kind of technology and tend
to use it more in the future (Iranmanesh et al., 2024). Luo (2023) confirmed that PU was the
dominant factor that stimulates buyers to use Al chatbot for shopping purposes and impacts
their attitude and their intention to use technology. PU can enhance both attitude and intention
of customers because they realize the efficiency and effectiveness when they use Al chatbots
for shopping (Luo, 2023). Hence, hypotheses are developed:

Hypothesis 1: PU positively impacts the attitude to utilize ChatGPT to collect the
shopping information.

Hypothesis 2: PU positively impacts the intention to utilize ChatGPT to collect the
shopping information.

Perceived ease of use (PEU) is a feeling of customers when they realize that they use
no mental effort to utilize a technology system (Siagian et al., 2022). Previous research has
stated that PEU has a positive effect on the attitude to use technology (Liu et al., 2024) and
the intention to use (Wang et al., 2023). A positive feeling is created when users find it easy
to use ChatGPT for searching information about the products or services (Iranmanesh et al.,
2024). Besides that, the simplification and the friendly platform of this kind of application will
create a higher tendency to continuously use it in the next search (Iranmanesh et al., 2024).
Hence, hypotheses are developed:

Hypothesis 3: PEU positively impacts the attitude to utilise ChatGPT to collect the
shopping information.

Hypothesis 4: PEU positively impacts the intention to utilise ChatGPT to collect the
shopping information.
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Perceived enjoyment (PE) is defined as an enjoyable feeling of customers who use a
specific technology (Rouibah et al., 2016). Gumulya (2020) and Lin (2022) have shown their
research which admitted the positive relationship between PE and attitude to use technology.
The study of Kasilingam (2020) supported that PE significantly impacts the customers’
attitude in the shopping environment. In the Vietnamese context, Phuc (2024) also concluded
that PE positively impacts both attitude and intention of the customers when they conduct
online shopping.

ChatGPT is a particular example as it can make the users feel like they are interacting
with a real person and then lead to the total satisfaction of users and a sense of enjoyment
(Foroughi et al., 2023). One of the pivotal aspects that form the users’ positive attitude when
utilizing ChatGPT is their favorable experience (Iranmanesh et al., 2024). This type of
technology can create much enjoyment for the one who uses it (Iranmanesh et al., 2024).
Scholar Przegalinska et al. (2019) also noted that a sense of enjoyment can create positive
attitudes of using technology. A group of scholars Iranmanesh et al. (2024) and Li and Wang
(2023) stated that PE led to the intention to utilize ChatGPT. Hence, hypotheses are developed:

Hypothesis 5: PE positively impacts the attitude to utilize ChatGPT to collect the
shopping information.

Hypothesis 6: PE positively impacts the intention to utilize ChatGPT to collect the
shopping information.

On shopping, a favorable attitude can result in making a purchase decision (Gumulya,
2020). Kasilingam (2020) supported that attitude of customers when using chatbot for
shopping positively impacts their intention to utilize this kind of technology. More
specifically, Yue et al. (2024) investigated ChatGPT and concluded that attitudes towards
using ChatGPT have an effect of the continuous intention to use it. Therefore, it is possible
that a positive attitude about ChatGPT can make users more likely to use it (Iranmanesh et al.,
2024).

Hypothesis 7: Attitude positively impacts intention to utilise ChatGPT to collect the
shopping information.

Based on the hypotheses above, a conceptual framework was proposed:

Perceived usefulness

Attitude

Perceived ease of use H7 (+)

A

Intention to use ChatGPT

Perceived enjoyment

Figure 1. The proposed framework
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3. Methodology

According to Burns and Bush (2000), a pilot test needs to be carried out to ensure the
quality of the questionnaire. The survey questions will be given to the scholars to check
whether they need to be adjusted or not. Some mistakes about grammar and spelling are also
being checked. After the correction of the pilot test, a group of final survey questions will be
given to the surveyors. The convenience sampling technique was applied in this study because
the sample was readily accessible (Alvi, 2016). The sample from 200 to 300 would give a
reliable result for the study assessment (Comrey & Lee, 2013). In PLS-SEM, the 10-times rule
provides a minimum sample size but may not be effective enough (Barclay et al., 1995; Hair
et al., 2017). Therefore, statistical power analysis is recommended to determine an effective
sample size by considering effect size, significance level, and desired statistical power (Cohen,
1988; Hair et al., 2019). In this study, the minimum sample size was calculated using an a
priori power analysis (G*Power), assuming a medium effect size (f* = 0.15), o = 0.05, power
= 0.80, and four predictors for the most complex endogenous construct, resulting in a
minimum required sample size of approximately 85. To increase the effectiveness of the study,
350 samples were released.

The study aimed to collect about 350 data which focus on the one use to and are using
ChatGPT for different purposes in daily life. The author created a survey link via Google Form
and invited people to access the link and answer the questions. There questionnaires have been
collected for one month from the beginning of August 2025 to the end of August 2025. The
response rate was 88.58% (310/350 samples). The valid response would be kept for the
analysis step while the inappropriate answers would be eliminated. The valid data was
analyzed using SPSS software version 27 to assess the demographic data and perform
exploratory factor analysis (EFA). Then, PLS-SEM would be used to explore the relationship
between dependent and independent variables (Ullman & Bentler, 2012). It can assess the
causal connections among latent variables using indicators that include both measurement and
the theoretical model's structure (Bowen & Guo, 2012).

The survey questions are divided into two parts: the first one contains questions about
the demographic information, the second part focus on the construction and assessment about
all the variables. PU and PEU includes five elements per construct are measured based on the
study of Tandon et al. (2020). PE and Attitude includes three elements per construct which is
based on the study of Kasilingam (2020). ITU includes three elements is measured based on
the study of Nikou and Economides (2017). A five-point Likert scale (from 1 to 5) is applied
to assess the variables. After conducting a survey, a group of 310 valid answers are used for
the analysis.

Table 1. The measurement scale

PUI Itis easy to learn how to use ChatGPT.

It is easy to wuse ChatGPT to find

PU2 product/service/brand information.
Perceived . . . .
usefulness PUR It is easy to use the information provided by Tandon et al.
(PU) ChatGPT to select a product/service/brand. (2020)

It is easy for me to become skilful at using
ChatGPT.

PUS  Overall, I find ChatGPT easy to use.

PU4
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The information provided by ChatGPT will make

PEUI my shopping faster.
The information provided by ChatGPT will
PEU2 facilitate the comparison of different
Perceived products/services/brands.
. . . . Tandon et al.
ease of use The information provided by ChatGPT will make
PEU3 . (2020)
(PEU) my shopping better.
PEU4 The information provided by ChatGPT will help
me make better product/service/brand decisions.
I find the information provided by ChatGPT will
PEUS . .
be useful in my shopping.
PEl I find using ChatGPT for obtaining information
about products/services/brands enjoyable.
. The actual process of using ChatGPT for
Perceived . . . .
eniovment PE2  obtaining information about  Kasilingam
! (lzlE) products/services/brands is pleasant. (2020)
I will have fun while using ChatGPT for
PE3  obtaining information about
products/services/brands.
Al Using chatbots for obtaining information about
products/services/brands is a good idea.
. I like using chatbots for obtaining information  Kasilingam
Attitude (A) A2 about products/services/brands. (2020)
A3 Using chatbots for obtaining information about
products/services/brands would be pleasant.
TU1 I indent to use ChatGPT to obtain information
about products/services/brands in the future.
Intention to . . .
I plan to use ChatGPT to obtain information Nikou and
Use ITU2 . . :
ChatGPT about products/services/brands in the future. Economides
(ITU) I predict T would use ChatGPT to obtain (2017)
ITU3 information about products/services/brands in

the future.

4. Data analysis and findings

4.1. Demographic analysis

The demographic data was analyzed using SPSS software. The result was shown in the
Table 1. In term of gender, the total number of male and female are nearly equal which is 144
and 150 respectively. Hence, it is accurate enough to have both points of view of two main
genders. The demographic also shows the age diversity of users. Among the respondents,
19.7% of them are from 4650 years old. There is 19% of the surveyors who are from 26-30
years old and 31-35 years old. In terms of academic status, more than half of the respondents,
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52.3%, have a bachelor’s degree level. In conclusion, the data is accurate enough for deeper
data analysis.

Table 2. The demographic analysis

Factors Categories Frequency Percentage
Male 144 46.5
Gender Female 150 48.4
Others 16 5.2
18-25 years old 37 11.9
26-30 years old 59 19.0
Age 31-35 years old 59 19.0
36-40 years old 42 13.5
41-45 years old 52 16.8
46-50 years old 61 19.7
High school or less 61 19.7
Academic status Bachelor 162 523
Postgraduate or above 87 28.1

4.2. Measurement model

In terms of independent variables, EFA was performed to examine the construct validity
of the scales. The KMO value was 0.916 (>0.6) and Bartlett’s Test of Sphericity was
significant (p < 0.001), confirming data suitability. Four factors with eigenvalues >1 were
extracted, explaining 70.268% of the total variance. All loadings exceeded 0.5 and
communalities were above 0.50, indicating good validity for subsequent CFA. In terms of
dependent variables, the KMO value was 0.714 (>0.6) and Bartlett’s Test of Sphericity was
significant (p < 0.001), confirming data suitability. One factor with eigenvalues >1 was
extracted, explaining 73.14% of the total variance. All loadings exceeded 0.8 and
communalities were above 0.60, indicating good validity for subsequent CFA.

The confirmatory factor analysis — CFA illustrates that the data was satisfied the
accepted thresholds. In terms of model fit, the CMIN/DF value is 2.861, less than 3. The GFI
value is 0.886, which is greater than 0.8. The CFI value is 0.921, which is greater than 0.09.
The TLI value is 0.905, which is greater than 0.9. The RMSEA value is 0.077, which is less
than 0.08.

Table 3. The measurement model result

Outer loading Cronbach’s Co.mp.o.site Average variance
alpha reliability extracted (AVE)
Al 0.895
A2 0.854 0.821 0.820 0.737
A3 0.824
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Outer loading Cronbach’s Co.mp.o.site Average variance
alpha reliability extracted (AVE)

ITU1 0.845

ITU2 0.861 0.816 0.817 0.731
ITU3 0.860

PE1 0.848

PE2 0.825 0.809 0.810 0.724
PE3 0.879
PEUI1 0.875
PEU2 0.767
PEU3 0.769 0.887 0.889 0.691
PEU4 0.840
PEUS 0.897

PU1 0.864

PU2 0.785

PU3 0.764 0.872 0.871 0.662
PU4 0.800

PUS 0.851

According to the threshold of Hair et al. (2019), the outer loadings of each variable must
be larger than 0.7. In this study, every single variable meets the scholars’ requirements which
range from 0.764 to 0.897. The composite reliability (CR) index ranging from 0.810 to 0.889
is also satisfied the threshold which was developed by Joreskog (1971) (CR > 0.70). It means
that the study model has excellent dependability and internal consistency (Netemeyer et al.,
2003). The study also has the appropriate Cronbach’s alpha (a) is greater than 0.7 which is in
the acceptable range according to the study of Hair et al. (2019). Based on these figures,
cognitive validity was established.

In terms of average variance extracted (AVE), this index should be larger than the
highest squared correlation between that construct and any other latent construct (Hair et al.,
2011). To be greater than the convergent validity of a construct, AVE must be more than 0.5
(Hair et al., 2011). The AVE value in this investigation ranged from 0.662 to 0.737, indicating
convergent validity. It also suggested that at least half of the variation in its constituents might
be explained by a construct.

4.3. Structural model

Table 4. The structural model

Relationships Hypothesis Original sample T statistics P values Decisions
PU-> A H1 0.217 3.440 0.001 Accepted
PU - ITU H2 0.234 3.814 0.000 Accepted
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Relationships Hypothesis Original sample T statistics P values Decisions
PEU 2A H3 0.345 5.735 0.000 Accepted
PEU 2>ITU H4 0.231 3.643 0.000 Accepted
PE 2> A H5 0.172 3.133 0.002 Accepted
PE =2 ITU He6 0.164 2.980 0.003 Accepted
A > 1ITU H7 0.210 3.626 0.000 Accepted

As Table 3 showed, the result shows that PU (=0.217; t=3.440; p=0.001), positively
impacts A and PU ($=0.234; t=3.814; p=0.000) positively impacts [ITU. PEU (f=0.345; t=5.735;
p=0.000), positive impacts A and PEU ($=0.231; t=3.643; p=0.000) positively impacts ITU. PE
(B=0.172; t=3.133; p=0.002), positively impacts A and PE (p=0.164; t=2.980; p=0.003)
positively impacts ITU. A (f=0.210; t=3.626; p=0.000) positively impacts ITU. Hence, it is
concluded that all the hypotheses are accepted.

5. Conclusion and discussions
5.1. Discussions

The PU gave positive effect on the attitude to adapt the technology usage. The study has
figured out that if users realized that ChatGPT is helpful, then they would show their favorable
attitude toward using this kind of technology. This statement is aligned with the studies of
Foroughi et al. (2024). In education, Rahman et al. (2023) and Saif et al. (2024) also supported
the positive effect of PU on the attitude to use ChatGPT for academic purposes. PU plays an
essential role in forming customers’ attitude toward using ChatGPT to collect shopping
information. In the Vietnamese context, e-commerce businesses have been developing rapidly
which leads to the higher demand of using technologies in the process of making purchase
decisions. Whenever customers realize the usefulness of ChatGPT, they have a favorable
attitude toward using this kind of technology. Moreover, when buyers exaggerate about the
products or services, ChatGPT is considered as a tool for them to confirm the realistic
information. Therefore, the more useful ChatGPT is, the more positive attitude is created.

Besides the positive effect on attitude, another outcome of this research also proved the
same trend of PU on the intention to use ChatGPT. Sun et al. (2025), Alshammari and Babu
(2025) also supported the finding of the writer. From the evidence above, it can be concluded
that PU has a favorable relationship with both the attitude and the intention toward using
ChatGPT for finding information. When users are aware ChatGPT can provide correct and
effective information which can help them purchase quality products or services, they have
more intention to use this kind of technology. Besides that, ChatGPT can generate a large
amount of information, make comparisons, create recommendations which support the buying
transaction of customers more quickly and satisfactory. As a result, the higher the usefulness
level of ChatGPT is, the higher the intentions of the users are.

The PEU also showed the positive effect on the attitude using ChatGPT which is also
supported by the research of Foroughi et al. (2024), Iranmanesh et al. (2024), Saif et al. (2024)
and Albayati (2024). It could be concluded that when ChatGPT has brought the users useful
information also the feelings of easy use, users tend to have upside attitude toward utilizing it
which is proved in different business sectors. When Vietnamese consumers interact with more
digital platforms, they are more likely to choose the technologies that require the least effort
to use. As users realize that ChatGPT is easy to navigate, understand, and interact with, they
are more likely to create a positive feeling toward utilizing it. Particularly, the age of
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Vietnamese users is widely from the young to the old. Therefore, an easy platform will
significantly contribute to the positive attitude of using it.

Moreover, the PEU was the factor that boosted the intention to utilize the use of
ChatGPT. When users perceive that they use no efforts to interact with Al technology, they
are more likely to continue utilizing it. This finding is aligned with the study of Foroughi et
al. (2025). When customers have already created a positive attitude about ChatGPT, it can be
easy to boost their intention to use this kind of technology. They are more confident in
interacting with ChatGPT for their different information search purposes. They will even rely
more on this technology when they have good experiences in the previous buying transactions.

PE significantly contributes to shaping users’ attitude toward using ChatGPT. When
users feel pleased with their usage, their positive attitude can be enhanced. This finding is
supported by the studies of Erjavec and Manfreda (2022) and Huang (2023). Hence, it can be
concluded that perceived enjoyment can be used to improve positive attitude of customers.
Users tend to have a sense of enjoyable this kind of technology which can help them in their
search process. This finding aligns with the outcomes of previous researchers Dahri et al.
(2024) and Rahman et al. (2023). It is known that ChatGPT can create interesting
conversations with different kinds of users. It can interact with the customers specifically
based on their pronouns, their age, their emotions. The engagement between the users and
ChatGPT can create a sense of enjoyment which can help shape the positive attitude of the
users. When customers perceive this tool as enjoyable enough, they are more likely to choose
it rather than other Al tools. Besides providing accurate shopping information, a sense of
enjoyment can make customers feel relaxed.

While using this kind of technology, if users are pleased with what the application brings
to them, they will tend to continue using it. Erjavec and Manfreda (2022) and Huang (2023)
also confirmed the vital role of perceived enjoyment in driving customers with the intention
to use ChatGPT for collecting shopping information. The increase of Al-based applications in
the Vietnamese context requires the quality Al tools in the competitive markets. Besides the
main functions, additional functions can contribute to the choice of users. When ChatGPT can
provide effective shopping information and make customers have a joyful sense when using
it, they have more motivation to continue using these tools the next time. This kind of sense
can enhance the total numbers of users in the Vietnamese context where the young consider
online platforms as the main shopping destinations. Young people can access many websites
and e-commerce platforms to make comparisons about the price or the quality of the products.
If ChatGPT can combine many manual steps and even make them feel happy, they have more
reasons to choose ChatGPT as a supportive tool for their shopping information search.

The result shows that attitude has a positive impact on the intention to use ChatGPT for
searching for information about shopping. This finding is supported by the studies of Foroughi
et al. (2025), Ha et al. (2021) and Ngo et al. (2025) whose outcomes illustrate the same trend
of attitude on the intention to utilize ChatGPT. Hence, it can be concluded that attitude toward
ChatGPT can boost the intention to utilize it for collecting shopping information. In the
Vietnamese context, attitudes toward using ChatGPT play a decisive role in forming the
intention to use this tool for finding related information about shopping. When users have a
positive attitude, they also show their favorable intention toward utilizing it. In the rapid
growth of e-commerce platforms and Al technology, attitude is a vital factor that encourages
users’ intentions. When an online shopper purchases a quality product based on ChatGPT
recommendations, their positive attitude will lead to the next usage of this tool for the next
search for information when shopping online.
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5.2. Implications
5.2.1. Theoretical implications

The outcome of this research contributes to the understanding of the determinants which
affect the attitude and the intention to use ChatGPT in the context of using for searching
shopping information. The findings confirmed the significant roles of the perceived
usefulness, perceived ease of use and perceived enjoyment on customer behavior intention.
Users who perceive ChatGPT, which is useful, easy to use and enjoyable, are likely to have
positive attitude toward it and have intention to continuously utilize it for searching
information. The study also highlighted the impact of both cognitive (usefulness and ease of
use) and effective (enjoyment) in forming the technology adaptation behavior of customers.

This study extends the TAM by highlighting the role of the model in the context of
utilizing ChatGPT as an Al tool for collecting shopping information. The outcomes confirm
the essential role of PU and PEU which are the core elements of TAM. These elements can be
used as trustworthy predictors of the customers’ intention toward using ChatGPT for shopping
information searching. By incorporating the role of PE, the study highlights the role of an
intrinsic element. Moreover, the study also shows the role of TAM which not only can be
applied for traditional information systems but also for modern technology systems. In
conclusion, this study contributes to TAM literature by providing empirical evidence from the
findings.

5.2.2. Managerial implications

Boosting the usage of ChatGPT requires a holistic strategy that combines both
functional and experiential elements. Businesses can integrate ChatGPT as a virtual shopping
assistant which can leverage its perceived usefulness. The purpose is to provide timely product
suggestions and accurate information, which may enhance customer satisfaction and drive
purchase intention. Managers and policymakers also should prioritize ease of use by
simplifying onboarding processes, providing easy instructions, and reducing technical
complexity in order that users can easily access the system. Moreover, concentrating on
improving the perceived enjoyment such as personalized promotions, gamified shopping
experiences, using friendly languages or interactive dialogues can drive to positive attitude.
At a broader view, businesses can promote digital literacy programs to strengthen public trust
and competence in using ChatGPT, thereby stimulating technology usage in Vietnam’s digital
economy.Improving ChatGPT, which turns to familiar platforms and friendly shopping
environments can generate more usefulness and ease of use. To sum up, these strategies can
foster more positive user attitudes and stronger intentions to use ChatGPT for shopping
information search.

5.2.3. Limitations and recommendations

The study only focusses on a specific Al application which is ChatGPT which can limit
the impact of Al applications in general. Future research can consider investigating more Al
technology to have a more accurate viewpoint on the Al adoption. Besides that, the research
limits the field of the population which is using ChatGPT for shopping information searching.
Future study can consider expanding the field of study into different fields to have a broader
view of the effect of ChatGPT. Moreover, future research should be conducted to increase
geographic population to consider the differences between different types of population.

References

Al Amin, M. (2022). The influence of psychological, situational and the interactive
technological feedback-related variables on customers’ technology adoption to use

44



Dong Thap University Journal of Science, Vol. 15, No. 7 (2026): 33-50

online shopping applications. Journal of Global Marketing, 35(5), 384-407.
https://doi.org/10.1080/08911762.2022.2051157

Albayati, H. (2024). Investigating undergraduate students' perceptions and awareness of using
ChatGPT as a regular assistance tool: A user acceptance perspective study. Computers
and  Education:  Artificial  Intelligence, 6, 100203.  https://doi.org/10.1016/
j.caeai.2024.100203

Alizadeh, H., & Nazarpour Kashani, H. (2025). The impact of perceived experience with
ChatGPT on online consumers' information searching behavior: an empirical study of
Iranian college students. Asia Pacific Journal of Marketing and Logistics, 37(4), 1007-
1028. https://doi.org/10.1108/APJML-02-2024-0140

Alshammari, S. H., & Babu, E. (2025). The mediating role of satisfaction in the relationship
between perceived usefulness, perceived ease of use and students’ behavioural intention
to use ChatGPT. Scientific Reports, 15(1), 7169. https://doi.org/10.1038/s41598-025-
91634-4

Alvi, M. (2016). A manual for selecting sampling techniques in research. Munich University.
https://mpra.ub.uni-muenchen.de/id/eprint/70218

An, S., Eck, T., & Yim, H. (2023). Understanding consumers’ acceptance intention to use
mobile food delivery applications through an extended technology acceptance
model. Sustainability, 15(1), 832. https://doi.org/10.3390/sul 5010832

Anh Duc. (2021, August 23). Vietnamese consumers show preference for conversational
commerce to e-commerce. Vietnam Investment Review. https://vir.com.vn/vietnamese-
consumers-show-preference-for-conversational-commerce-to-e-commerce-

86934 .html?utm_source=chatgpt.com

Associated Press. (2025, July 29). How U.S. adults are using Al, according to AP-NORC
polling. AP News. Retrieved from https://apnews.com/article/ai-artificial-intelligence-
poll-229b665d10d057441a69f56648b973el

Aydin, O., & Karaarslan, E. (2023). Is ChatGPT leading generative AI? What is beyond
expectations?. Academic Platform Journal of Engineering and Smart Systems, 11(3),
118-134. https://doi.org/10.21541/apjess. 1293702

Barclay, D., Higgins, C., & Thompson, R. (1995). The partial least squares (PLS) approach to
causal modeling: Personal computer adoption and use as an illustration. Technology
Studies, 2(2), 285-309.

Bowen, N. K., & Guo, S. (2011). Structural equation modeling. Oxford University Press.
Burns, A. C., & Bush, R. F. (2000). Marketing research (3" ed.). Prentice Hall.

Butler, S. (2025, December 10). ‘What to buy Dad for Christmas’: Is retail ready for the Al
shopping shift? The Guardian. https://www.theguardian.com/business/2025/dec/10/is-
retail-ready-for-ai-shaking-up-how-we-shop?utm_source=chatgpt.com

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2™ ed.).
Lawrence Erlbaum Associates.

Comrey, A. L., & Lee, H. B. (2013). 4 first course in factor analysis. Psychology Press.

Dahri, N. A., Yahaya, N., Al-Rahmi, W. M., Aldraiweesh, A., Alturki, U., Almutairy, S.,
Shutaleva, A., & Soomro, R. B. (2024). Extended TAM based acceptance of Al-
Powered ChatGPT for supporting metacognitive self-regulated learning in education: A

45


https://doi.org/10.1080/08911762.2022.2051157
https://doi.org/10.1016/%0bj.caeai.2024.100203
https://doi.org/10.1016/%0bj.caeai.2024.100203
https://doi.org/10.1108/APJML-02-2024-0140
https://doi.org/10.1038/s41598-025-91634-4
https://doi.org/10.1038/s41598-025-91634-4
https://mpra.ub.uni-muenchen.de/id/eprint/70218
https://doi.org/10.3390/su15010832
https://vir.com.vn/vietnamese-consumers-show-preference-for-conversational-commerce-to-e-commerce-86934.html?utm_source=chatgpt.com
https://vir.com.vn/vietnamese-consumers-show-preference-for-conversational-commerce-to-e-commerce-86934.html?utm_source=chatgpt.com
https://vir.com.vn/vietnamese-consumers-show-preference-for-conversational-commerce-to-e-commerce-86934.html?utm_source=chatgpt.com
https://vir.com.vn/vietnamese-consumers-show-preference-for-conversational-commerce-to-e-commerce-86934.html?utm_source=chatgpt.com
https://apnews.com/article/ai-artificial-intelligence-poll-229b665d10d057441a69f56648b973e1?utm_source=chatgpt.com
https://apnews.com/article/ai-artificial-intelligence-poll-229b665d10d057441a69f56648b973e1?utm_source=chatgpt.com
https://doi.org/10.21541/apjess.1293702
https://www.theguardian.com/business/2025/dec/10/is-retail-ready-for-ai-shaking-up-how-we-shop?utm_source=chatgpt.com
https://www.theguardian.com/business/2025/dec/10/is-retail-ready-for-ai-shaking-up-how-we-shop?utm_source=chatgpt.com

Dong Thap University Journal of Science, Vol. 15, No. 7 (2026): 33-50

mixed-methods  study.  Heliyon, 10(8), €29317.  https://doi.org/10.1016/
j-heliyon.2024.e29317

DataReportal. (2025). Digital 2025: Vietnam. Retrieved September 29, 2025, from
https://datareportal.com/reports/digital-2025-vietnam

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS quarterly, 319-340. https://doi.org/10.2307/249008

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to
use computers in the workplace. Journal of Applied Social Psychology, 22(14), 1111-
1132.

Decision Lab. (2025, Aug 19). Vietnam Consumer AI Market 2025: 78% of online population
have engaged with Al; one-third daily. Retrieved September 29, 2025, from
https://www.decisionlab.co/blog/vietham-consumer-ai-market-2025-78-of-online-
population-have-engaged-with-ai-one-third-turn-it-into-a-daily-habit

Dowling, M., & Lucey, B. (2023). ChatGPT for (finance) research: The Bananarama
conjecture. Finance  Research  Letters, 53, 103662.  https://doi.org/10.1016/
j-1r1.2023.103662

Erjavec, J., & Manfreda, A. (2022). Online shopping adoption during COVID-19 and social
isolation: Extending the UTAUT model with herd behavior. Journal of Retailing and
Consumer Services, 65, 102867. https://doi.org/10.1016/j.jretconser.2021.102867

Foroughi, B., Iranmanesh, M., Ghobakhloo, M., Senali, M. G., Annamalai, N., Naghmeh-
Abbaspour, B., & Rejeb, A. (2025). Determinants of ChatGPT adoption among students
in higher education: the moderating effect of trust. The Electronic Library, 43(1), 1-21.
https://doi.org/10.1108/EL-12-2023-0293

Foroughi, B., Senali, M. G., I[ranmanesh, M., Khanfar, A., Ghobakhloo, M., Annamalai, N., &
Naghmeh-Abbaspour, B. (2024). Determinants of intention to use ChatGPT for
educational purposes: Findings from PLS-SEM and fsQCA. International Journal of
Human-Computer Interaction, 40(17), 4501-4520. https://doi.org/10.1080/
10447318.2023.2226495

George, A. S., & George, A. H. (2023). A review of ChatGPT Al's impact on several business
sectors. Partners — universal  international  innovation  journal, 1(1), 9-23.
https://doi.org/10.5281/zenodo.7644359

Gordijn, B., & Have, H. T. (2023). ChatGPT: evolution or revolution?. Medicine, health care
and philosophy, 26(1), 1-2. https://doi.org/10.1007/s11019-023-10136-0

Gumulya, D. (2020). The role of perceived enjoyment in people’s attitude to accept toy and
equipment renting for children: A comparative study between people who have been
using the service versus those who have never used the rental service. Management
Science Letters, 10(9), 2119-2130. https://doi.org/10.5267/j.ms1.2020.1.017

Gvili, Y., Kol, O., & Levy, S. (2020). The value (s) of information on social network sites:
The role of user personality traits. European Review of Applied Psychology, 70(2),
100511. https://doi.org/10.1016/j.erap.2019.100511

Ha, N. T., Nguyen, T. L. H., Pham, T. V., & Nguyen, T. H. T. (2021). Factors influencing
online shopping intention: An empirical study in Vietnam. Journal of Asian Finance,
Economics and Business, 8(3), 1257-1266. https://doi.org/10.13106/jafeb.2021

46


https://doi.org/10.1016/%0bj.heliyon.2024.e29317
https://doi.org/10.1016/%0bj.heliyon.2024.e29317
https://datareportal.com/reports/digital-2025-vietnam?utm_source=chatgpt.com
https://doi.org/10.2307/249008
https://www.decisionlab.co/blog/vietnam-consumer-ai-market-2025-78-of-online-population-have-engaged-with-ai-one-third-turn-it-into-a-daily-habit?utm_source=chatgpt.com
https://www.decisionlab.co/blog/vietnam-consumer-ai-market-2025-78-of-online-population-have-engaged-with-ai-one-third-turn-it-into-a-daily-habit?utm_source=chatgpt.com
https://doi.org/10.1016/%0bj.frl.2023.103662
https://doi.org/10.1016/%0bj.frl.2023.103662
https://doi.org/10.1016/j.jretconser.2021.102867
https://doi.org/10.1108/EL-12-2023-0293
https://doi.org/10.1080/%0b10447318.2023.2226495
https://doi.org/10.1080/%0b10447318.2023.2226495
https://doi.org/10.5281/zenodo.7644359
https://doi.org/10.1007/s11019-023-10136-0
https://doi.org/10.5267/j.msl.2020.1.017
https://doi.org/10.1016/j.erap.2019.100511
https://doi.org/10.13106/jafeb.2021

Dong Thap University Journal of Science, Vol. 15, No. 7 (2026): 33-50

Hair, J. F., Babin, B. J., Anderson, R. E., & Black, W. C. (2019). Multivariate Data Analysis
(8th ed.). England: Pearson Prentice.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). 4 primer on partial least
squares structural equation modeling (PLS-SEM) (2 ed.).
Sage Publications.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2019). When to use and how to
report the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of
Marketing Theory and Practice, 19(2), 139-152. https://doi.org/10.2753/MTP1069-
6679190202

Haleem, A., Javaid, M., & Singh, R. P. (2022). An era of ChatGPT as a significant futuristic
support tool: A study on features, abilities, and challenges. BenchCouncil transactions
on benchmarks, standards and evaluations, 2(4), 100089. https://doi.org/10.1016/
j-tbench.2023.100089

Haque, M. U., Dharmadasa, I., Sworna, Z. T., Rajapakse, R. N., & Ahmad, H. (2022). " I think
this is the most disruptive technology": Exploring Sentiments of ChatGPT Early
Adopters using Twitter Data. arXiv preprint arXiv:2212.05856. https://doi.org/
10.48550/arXiv.2212.05856

Huang, T. (2023). Psychological factors affecting potential users’ intention to use autonomous
vehicles. PLoS one, 18(3), €0282915. https://doi.org/10.1371/journal.pone.0282915

Huang, Y. M., Huang, Y. M., Huang, S. H., & Lin, Y. T. (2012). A ubiquitous English
vocabulary learning system: Evidence of active/passive attitudes vs. usefulness/ease-of-
use. Computers & Education, 58(1), 273-282. https://doi.org/10.1016/
j-compedu.2011.08.008

Illescas-Manzano, M., Martinez-Puertas, S., Cardoso, P. R., & Segovia-Lopez, C. (2024,
April). Use of Online Shop Chatbots: How Trust in Seller Moderates Brand Preference
and Purchase Intention. In International Conference on Advanced Marketing Practice
(pp. 151-171). Cham: Springer Nature Switzerland. https://doi.org/10.1007/978-3-031-
70488-8

Iranmanesh, M., Senali, M. G., Ghobakhloo, M., Foroughi, B., Yadegaridehkordi, E., &
Annamalai, N. (2024). Determinants of intention to use ChatGPT for obtaining
shopping information. Journal of Marketing Theory and Practice, 1-18.
https://doi.org/10.1080/10696679.2024.2380719

Jocyté, A. (2025, February 25). Al in ecommerce: Shoppers want help — not decisions made
for  them.Omnisend.  https://www.omnisend.com/blog/ai-trust-and-data-privacy-
ecommerce/?irclickid=zGeT4s13DxycR2kyicwd7Uv5Uks X3%3AX2YRk3 1Q0&irpar
tnerid=221109&irprogramid=21260&irgwc=1

Joreskog, K. G. (1971). Simultaneous factor analysis in several populations.
Psychometrika, 36(4), 409-426. https://doi.org/10.1007/BF02291366

Kasilingam, D. L. (2020). Understanding the attitude and intention to use smartphone chatbots
for shopping. Technology in Society, 62, 101280. https://doi.org/10.1016/
j.techsoc.2020.101280

47


https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.2753/MTP1069-6679190202
https://doi.org/10.2753/MTP1069-6679190202
https://doi.org/10.1016/%0bj.tbench.2023.100089
https://doi.org/10.1016/%0bj.tbench.2023.100089
https://doi.org/%0b10.48550/arXiv.2212.05856
https://doi.org/%0b10.48550/arXiv.2212.05856
https://doi.org/10.1371/journal.pone.0282915
https://doi.org/10.1016/%0bj.compedu.2011.08.008
https://doi.org/10.1016/%0bj.compedu.2011.08.008
https://doi.org/10.1007/978-3-031-70488-8
https://doi.org/10.1007/978-3-031-70488-8
https://doi.org/10.1080/10696679.2024.2380719
https://www.omnisend.com/blog/ai-trust-and-data-privacy-ecommerce/?irclickid=zGeT4s13DxycR2kyicwd7Uv5UksX3%3AX2YRk31Q0&irpartnerid=221109&irprogramid=21260&irgwc=1
https://www.omnisend.com/blog/ai-trust-and-data-privacy-ecommerce/?irclickid=zGeT4s13DxycR2kyicwd7Uv5UksX3%3AX2YRk31Q0&irpartnerid=221109&irprogramid=21260&irgwc=1
https://www.omnisend.com/blog/ai-trust-and-data-privacy-ecommerce/?irclickid=zGeT4s13DxycR2kyicwd7Uv5UksX3%3AX2YRk31Q0&irpartnerid=221109&irprogramid=21260&irgwc=1
https://www.omnisend.com/blog/ai-trust-and-data-privacy-ecommerce/?irclickid=zGeT4s13DxycR2kyicwd7Uv5UksX3%3AX2YRk31Q0&irpartnerid=221109&irprogramid=21260&irgwc=1
https://doi.org/10.1007/BF02291366
https://doi.org/10.1016/%0bj.techsoc.2020.101280
https://doi.org/10.1016/%0bj.techsoc.2020.101280

Dong Thap University Journal of Science, Vol. 15, No. 7 (2026): 33-50

Kasilingam, D. L. (2020). Understanding the attitude and intention to use smartphone chatbots
for shopping. Technology in Society, 62, 101280. https://doi.org/10.1016/
j.techsoc.2020.101280

Kol, O., & Levy, S. (2022). The whole is more than its parts: a multidimensional construct of
values in consumer information search behavior on SNS. Journal of Theoretical and
Applied  Electronic ~ Commerce Research, 17(4), 1685-1695. https://doi.org/
10.3390/jtaer17040085

Landim, A. R. D. B, Pereira, A. M., Vieira, T., de B. Costa, E., Moura, J. A. B., Wanick, V.,
& Bazaki, E. (2022). Chatbot design approaches for fashion E-commerce: an
interdisciplinary review. International Journal of Fashion Design, Technology and
Education, 15(2), 200-210. https://doi.org/10.1080/17543266.2021.1990417

Li, M., & Wang, R. (2023). Chatbots in e-commerce: The effect of chatbot language style on
customers’ continuance usage intention and attitude toward brand. Journal of Retailing
and Consumer Services, 71, 103209. https://doi.org/10.1016/].jretconser.2022.103209

Lin, J. (2022). The Effects of Gamification Instruction on the Roles of Perceived Ease of
Learning, Enjoyment, and Useful Knowledge toward Learning Attitude. Turkish Online
Journal of Educational Technology-TOJET, 21(2), 81-91. https://files.eric.ed.gov/
fulltext/EJ1337923.pdf

Liu, M., Yang, Y., Ren, Y., Jia, Y., Ma, H., Luo, J., Fang, S., Qi, M., & Zhang, L. (2024).
What influences consumer Al chatbot use intention? An application of the extended
technology acceptance model. Journal of Hospitality and Tourism Technology, 15(4),
667—-689. https://doi.org/10.1108/JHTT-03-2023-0057

Luo, Z. (2023). Determinants of the perceived usefulness (PU) in the context of using
gamification for classroom-based ESL teaching: A scale development study. Education
and Information Technologies, 28(4), 4741-4768. https://doi.org/10.1007/s10639-022-
11409-6

Maggioni, 1., Sands, S. J., Ferraro, C. R., Pallant, J. 1., Pallant, J. L., Shedd, L., & Tojib, D.
(2020). Consumer cross-channel behaviour: is it always planned?. International
Journal ~ of  Retail &  Distribution = Management, 48(12),  1357-1375.
https://doi.org/10.1108/IJRDM-03-2020-0103

Molinillo, S., Aguilar-Illescas, R., Anaya-Sanchez, R., & Liébana-Cabanillas, F. (2021).
Social commerce website design, perceived value and loyalty behavior intention: The
moderating roles of gender, age and frequency of use. Journal of Retailing and
Consumer Services, 63, 102404. https://doi.org/10.1016/j.jretconser.2020.102404

Netemeyer, R. G., Bearden, W. O., & Sharma, S. (2003). Scaling procedures: Issues and
applications. London: Sage Publications.

Ngo, T. T. A., Phan, T. Y. N., Nguyen, T. K., Le, N. B. T., Nguyen, N. T. A., & Le, T. T. D.
(2025). Understanding continuance intention toward the use of Al chatbots in customer
service among generation Z in Vietnam. Acta Psychologica, 259, 105468.
https://doi.org/10.1016/j.actpsy.2025.105468

Nguyen, B. H. T., Le, T. H,, Dang, T. Q., & Nguyen, L. T. (2023). What role does Al chatbot
perform in the F&B industry? Perspective from loyalty and value Co-creation:
integrated PLS-SEM and ANN techniques. Journal of Law and Sustainable
Development, 11(4), €794-¢794. https://doi.org/10.55908/sdgs.v11i4.794

48


https://doi.org/10.1016/%0bj.techsoc.2020.101280
https://doi.org/10.1016/%0bj.techsoc.2020.101280
https://doi.org/%0b10.3390/jtaer17040085
https://doi.org/%0b10.3390/jtaer17040085
https://doi.org/10.1080/17543266.2021.1990417
https://doi.org/10.1016/j.jretconser.2022.103209
https://files.eric.ed.gov/%0bfulltext/EJ1337923.pdf
https://files.eric.ed.gov/%0bfulltext/EJ1337923.pdf
https://doi.org/10.1108/JHTT-03-2023-0057
https://doi.org/10.1108/JHTT-03-2023-0057
https://doi.org/10.1007/s10639-022-11409-6
https://doi.org/10.1007/s10639-022-11409-6
https://doi.org/10.1108/IJRDM-03-2020-0103
https://doi.org/10.1016/j.jretconser.2020.102404
https://doi.org/10.1016/j.actpsy.2025.105468
https://doi.org/10.55908/sdgs.v11i4.794

Dong Thap University Journal of Science, Vol. 15, No. 7 (2026): 33-50

Nikou, S. A., & Economides, A. A. (2017). Mobile-based assessment: Integrating acceptance
and motivational factors into a combined model of self-determination theory and
technology acceptance. Computers in Human Behavior, 68, 83-95. https://doi.org/
10.1016/j.chb.2016.11.020

OpenAl (n.d.). ChatGPT supported countries. OpenAl Help Center. Retrieved October 6,
2025, from https://help.openai.com/en/articles/7947663-chatgpt-supported-countries

Padilla, N., Lam, H. T., Lambrecht, A., & Hollenbeck, B. (2025, August). The impact of LLM
adoption on online user behavior. https://doi.org/10.2139/ssrn.5393256

Pang, Q., Zhang, M., Yuen, K. F., & Fang, M. (2024). When the winds of change blow: An
empirical investigation of ChatGPT’s usage behaviour. Technology Analysis &
Strategic Management, 1-15. https://doi.org/10.1080/09537325.2024.2394783

Patwary, A. K., Rasoolimanesh, S. M., Rabiul, M. K., Aziz, R. C., & Hanafiah, M. H. (2022).
Linking environmental knowledge, environmental responsibility, altruism, and
intention toward green hotels through ecocentric and anthropocentric

attitudes. International Journal of Contemporary Hospitality Management, 34(12),
4653-4673. https://doi.org/10.1108/IJCHM-01-2022-0039

Phuc, N. H. (2024). Factors driving intention to use deep-learning chatbots for online shopping
in Vietnam: the mediation role of attitude and trust. https://digital.lib.ueh.edu.vn/
handle/UEH/72758

Przegalinska, A., Ciechanowski, L., Stroz, A., Gloor, P., & Mazurek, G. (2019). In bot we
trust: A new methodology of chatbot performance measures. Business Horizons, 62(6),
785-797. http://dx.doi.org/10.1016/j.bushor.2019.08.005

Rahman, M. S., Sabbir, M. M., Zhang, J., Moral, I. H., & Hossain, G. M. S. (2023). Examining
students’ intention to use ChatGPT: Does trust matter?. Australasian Journal of
Educational Technology, 39(6), 51-71. https://doi.org/10.14742/ajet.8956

Rouibah, K., Lowry, P. B., & Hwang, Y. (2016). The effects of perceived enjoyment and
perceived risks on trust formation and intention to use online payment systems: New

perspectives from an Arab country. Electronic Commerce Research and
Applications, 19, 33-43. https://doi.org/10.1016/j.elerap.2016.07.001

Saif, N., Khan, S. U., Shaheen, 1., ALotaibi, F. A., Alnfiai, M. M., & Arif, M. (2024). Chat-
GPT; validating Technology Acceptance Model (TAM) in education sector via
ubiquitous learning mechanism. Computers in Human Behavior, 154, 108097.
https://doi.org/10.1016/j.chb.2023.108097

Saini, N, “ChatGPT Becomes Fastest Growing App in the World, Records 100mn Users in 2
Month,” Mint (2023). https://www.livemint.com/news/chatg pt-becomes-fastest-
growing-app-in-the-world-recor ds-100mn-users-in-2-month-11675484444142 html

Shahzad, M.F., Xu, S. & Javed, I. ChatGPT awareness, acceptance, and adoption in higher
education: the role of trust as a cornerstone. International Journal of Educational
Technology in Higher Education, 21, 46 (2024). https://doi.org/10.1186/s41239-024-
00478-x

Siagian, H., Tarigan, 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 platform. International Journal of Data & Network
Science, 6(3), 861-874. https://doi.org/10.5267/j.1jdns.2022.2.010

49


https://doi.org/%0b10.1016/j.chb.2016.11.020
https://doi.org/%0b10.1016/j.chb.2016.11.020
https://help.openai.com/en/articles/7947663-chatgpt-supported-countries?utm_source=chatgpt.com
https://doi.org/10.2139/ssrn.5393256
https://doi.org/10.1080/09537325.2024.2394783
https://doi.org/10.1108/IJCHM-01-2022-0039
https://digital.lib.ueh.edu.vn/%0bhandle/UEH/72758
https://digital.lib.ueh.edu.vn/%0bhandle/UEH/72758
http://dx.doi.org/10.1016/j.bushor.2019.08.005
https://doi.org/10.14742/ajet.8956
https://doi.org/10.1016/j.elerap.2016.07.001
https://doi.org/10.1016/j.chb.2023.108097
https://www.livemint.com/news/chatg%20pt-becomes-fastest-growing-app-in-the-world-recor%20ds-100mn-users-in-2-month-11675484444142.html
https://www.livemint.com/news/chatg%20pt-becomes-fastest-growing-app-in-the-world-recor%20ds-100mn-users-in-2-month-11675484444142.html
https://doi.org/10.1186/s41239-024-00478-x
https://doi.org/10.1186/s41239-024-00478-x
https://doi.org/10.5267/j.ijdns.2022.2.010

Dong Thap University Journal of Science, Vol. 15, No. 7 (2026): 33-50

Similarweb. (2025, Aug). Top Websites Ranking in Vietnam. Retrieved September 29, 2025,
from https://www.similarweb.com/top-websites/vietnam/

Sun, P, Li, L., Hossain, M. S., & Zabin, S. (2025). Investigating students' behavioral intention
to use ChatGPT for educational purposes. Sustainable Futures,9, 100531.
https://doi.org/10.1016/j.sftr.2025.10053 1

Szasz, L., Balint, C., Csiki, O., Nagy, B. Z., Racz, B. G., Csala, D., & Harris, L. C. (2022).
The impact of COVID-19 on the evolution of online retail: The pandemic as a window
of opportunity. Journal of Retailing and Consumer Services, 69, 103089.
https://doi.org/10.1016/j.jretconser.2022.103089

Tandon, A., Dhir, A., Kaur, P., Kushwah, S., & Salo, J. (2020). Behavioral reasoning
perspectives on organic food. Journal of Marketing Theory and Practice, 17 Purchase.
Appetite, 154, 104786. https://doi.org/10.1016/]. appet.2020.104786

Ullman, J.B. & Bentler, P.M. (2012). Structural Equation Modeling. In Handbook of
Psychology, Second Edition. https://doi.org/10.1002/9781118133880.hop202023

Vahdat, A., Alizadeh, A., Quach, S., & Hamelin, N. (2021). Would you like to shop via mobile
app technology? The technology acceptance model, social factors and purchase
intention. Australasian Marketing Journal, 29(2), 187-197. https://doi.org/10.1016/
j-ausmj.2020.01.002

Van Dis, E. A., Bollen, J., Zuidema, W., Van Rooij, R., & Bockting, C. L. (2023). ChatGPT:
five priorities for research. Nature, 614(7947), 224-226. doi: https://doi.org/10.1038/
d41586-023-00288-7

Venkatesh, V. (2000). Determinants of perceived ease of use: Integrating control, intrinsic
motivation, and emotion into the technology acceptance model. Information Systems
Research, 11(4), 342-365.

Wang, M., Jin, Z., Fan, S., Ju, X., & Xiao, X. (2021). Chinese residents’ preferences and
consuming intentions for hotels after COVID-19 pandemic: A theory of planned
behaviour approach. Anatolia, 32 (1), 132-135. https://doi.org/10.1080/
13032917.2020.1795894

Wang, X., Luo, R., Liu, Y., Chen, P., Tao, Y., & He, Y. (2023). Revealing the complexity of
users’ intention to adopt healthcare chatbots: A mixed-method analysis of antecedent
condition configurations. /nformation Processing & Management, 60(5), 103444,
https://doi.org/10.1016/j.ipm.2023.103444

Yue, Y., & Ng, S. L. (2024). Consumption values, attitudes and continuance intention to adopt
ChatGPT-driven e-commerce Al chatbot (LazzieChat). Pakistan Journal of Commerce
and Social Sciences (PJCSS), 18(2), 249-284. https://hdl.handle.net/10419/301668

50


https://www.similarweb.com/top-websites/vietnam/?utm_source=chatgpt.com
https://doi.org/10.1016/j.sftr.2025.100531
https://doi.org/10.1016/j.jretconser.2022.103089
https://doi.org/10.1016/j.%20appet.2020.104786
https://doi.org/10.1002/9781118133880.hop202023
https://doi.org/10.1016/%0bj.ausmj.2020.01.002
https://doi.org/10.1016/%0bj.ausmj.2020.01.002
https://doi.org/10.1038/%0bd41586-023-00288-7
https://doi.org/10.1038/%0bd41586-023-00288-7
https://doi.org/10.1080/%0b13032917.2020.1795894
https://doi.org/10.1080/%0b13032917.2020.1795894
https://doi.org/10.1016/j.ipm.2023.103444
https://hdl.handle.net/10419/301668

