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MOI QUAN HE GITUA DINH HUGNG GIA TRI, THAI DO,
Y PINH VA HANH VI SUDUNG DICH VU GOI XE XANH
O VIET NAM: SO SANH SU KHAC BIET GIOI TINH

Relationship between value orientations, attitude, intention and behavior of
using green ride-hailing services in Vietham:
a comparative analysis on gender

NGUYEN DINH TOAN
NGUYEN THI QUYNH MAI
PHAM NHAT LINH

NGO THI NGOC ANH
DINH MAI HUONG

CHU THUY BINH

ohién ciku tdp trung vao viéc phan tich anh hwéng cia dinh hudng gid tri dén thdi

do, y dinh va hanh vi sur dung dich vu goi xe xanh cua nguoi tiéu dung Viét Nam,
dong thoi kiém dinh anh hwéng ciia bién kzem soat la gioi tinh. Trén co so dit liéu khao sat
552 ngueoi tiéu ding tai Viét Nam, mé hinh cdu tric tuyen tinh va phwrong phap phan tich da
nhom da dwoc sir dung dé kiém dinh cdc gia thuyét. Két qua nghién ciru cho thay rang, cdc
Yéu té gid tri ban ngd cam nhdn, gid tri vi tha cam nhdn va gid tri sinh quyén cam nhdn c6
mikc do tdc dong khdc nhau dén thai dg, y dinh va hanh vi sir dung dich vu goi xe xanh gitta
nam va nit. Nghién civu ciing dira ra mot sé goi y 6 y nghia cho cac nha hoach dinh chinh
sdch va cdc nha quan tri thwong hiéu trong viéc trién khai cdc hoat dong nham khuyén khich
¥y dinh va hanh vi tiéu dung xanh.

Tw khoa: dinh hudng gia tri, hanh vi s dung xanh, thai do doi vdi thwong hiéu xanh,
¥y dinh hanh vi xanh.

he research analyzes the influence of value orientations on the attitude, intention

and behavior of Vietnamese consumers using green ride-hailing services while
testing the effect of the control variable gender. Based on survey data from 552 consumers
in Vietnam, structural linear modeling (SEM) and multi-group analysis methods were used
to test the hypotheses. Research results show that the factors of Perceived Egoistic Value,
Perceived Altruistic Value, and Perceived Biospheric Value have different levels of impact
on attitudes, intentions, and behavior of using green ride-hailing services between men and
women. The study also offers meaningful suggestions for policyvmakers and brand managers
in implementing activities to increase green consumption intentions and behavior.

Keywords: value orientations, green usage behavior, attitude toward green brand,
behavioral intention.
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