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Summary of new contributions of the Dissertation
In the context of the Vietnamese online travel market witnessing the dominance of foreign online travel agencies (OTAs) with about 80% market share ("80% Paradox"), despite local businesses possessing the advantage of cultural and local understanding, analyzing the role of psychological factors influencing tourists' choice behavior has become an urgent issue both academically and practically. The Southeast region, with its role as the economic locomotive contributing approximately 30.8% of the national GDP, a high level of digital maturity, and a vibrant tourism market, is an ideal experimental area for research. Applying a sequential mixed-methods research approach that combines qualitative research and quantitative surveys with a sample size of N=400 tourists, analyzed using the CB-SEM linear structural model, the dissertation has achieved the following outstanding new conclusions:
First, in terms of theory and research model: The dissertation has constructed and tested an integrated theoretical model based on the Social Exchange Theory (SET) as the pillar, combined with technology models (TAM, UTAUT2, E-ServQual) to decode the "competitive choice" problem in the context of an asymmetric market. The model consists of 08 conceptual structures with 26 observed variables that fully meet the standards for reliability and measurement value (Cronbach's Alpha >0.70; "CR"≥0.749; "AVE"≥0.503; ensuring discriminant validity according to Fornell & Larcker). The theoretical model explains 29.6% of behavioral variance (R^2=0.296) and extends to 40.2% of variance (R^2=0.402) when testing the competing model.
Secondly, regarding the dominant role of core psychological structures: Experimental results confirm that the decision-making and engagement of tourists are influenced by two psychological variables: Trust is the strongest driving force (β=+0.442; p<0.001) and Perceived risk is the main psychological barrier (β=-0.310; p<0.001). Structural analysis confirms that Trust and Perceived Risk operate as two independent cognitive streams, with no direct causal relationship to negate each other (p>0.05), reflecting the "independent self-defense" mechanism of digital consumers in the Southeast region.
Thirdly, regarding the transformation of the role of technological factors into "maintenance factors": The dissertation provides significant empirical evidence as all 10 hypotheses (H1–H10) regarding the impact of foundational technical factors on trust and risk were rejected (p>0.05). In a mature digital market, functional factors (website quality, ease of use, products, service attitude) have transformed into "maintenance factors" according to the Kano and Herzberg models — they only play a role in triggering short-term functional transactions (β ranging from 0.116 to 0.245) and are no longer capable of creating competitive advantages or fostering sustainable trust.
Fourth, regarding the universality and invariability of the model: The results of the Independent Samples T-Test, One-Way ANOVA, and Multi-Group Analysis (MGA) confirm that there are no statistically significant differences (p>0.05) in the mechanism of the impact of trust and risk on OTA selection among groups of travelers categorized by gender, age, and level of technology usage experience. This demonstrates the stability and high generalizability of the research model across the Southeast region.
Fifth, regarding practical and policy implications: The thesis decodes the essence of the "80% Paradox" not in the technological gap but in the "trust gap" and "brand credibility." Based on that, the thesis proposes a system of strategic solutions: guiding domestic OTAs to shift their focus from the costly feature race to building brand credibility and post-transaction risk management; simultaneously recommending that state management agencies in the Southeast region shift their policies toward "creating a synchronized digital trust infrastructure" (standardizing online trust, online dispute resolution mechanisms) to retain the flow of domestic value-added.
Overall, the dissertation is not only a significant contribution to the body of knowledge on digital consumer behavior in the online travel sector but also provides a practical reference for businesses and policymakers. The combination of an integrated theoretical framework and empirical evidence from the specific market context in the Southeast region creates distinct scientific and practical value, while also opening up the next research direction on OTA selection behavior in similarly asymmetric market structures.
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