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Tém tit:

Nghién curu nay muc dich tim hiéu moi quan hé giita hinh anh khach san xanh doi véi sw hai long, va giita sy
hai long véi y dinh hanh vi theo nhin nhdn ciia nguweoi tiéu diing, ma hau hét cac nghién ciru trude day déu sir
dung khdi niém khach san xanh dudi goc do nha quan ly va hoach dinh chinh sach. Nghién ciru sw dung moé
hinh cdu triic tuyén tinh (SEM) trén mot mau 438 nguoi sir dung khdch san da dén tinh Binh Dinh dé kiém
dinh méi quan hé trén. Két qua chi ra sw tac dong cing chiéu cia hinh anh tong thé dén sw hai long va cdc
hanh vi di dinh ciia du khdach. Nghién ciru ndy da gép phan bé sung thém sw hiéu biét vé hinh anh khdach san
xanh tir khia canh nguwoi tiéu ding ma rat it nghién cieu dé cdp. Thém nita, nghién ciru da chi ra thém moi
quan hé trung gian giita hinh dnh khdch san xanh doi véi sw hai long va y dinh hanh vi.

Tix khéa: hinh dnh diém dén, hinh anh khdch san xanh, su hai long, y dinh hanh vi.

The relationship between green hotel image, customer satisfaction, electronic
word of mouth, and revisit intention

Abstract:

This study examines the relationships among green hotel image, customer satisfaction, and tourists ’behavioral
intentions from the consumer perspective. A mixed-methods approach combining in-depth interviews and
structural equation modeling was employed. Data from 438 hotel guests were analyzed using Cronbach's
Alpha, exploratory factor analysis, confirmatory factor analysis, and structural equation modeling. The
findings show that the overall image of green hotels positively affects customer satisfaction and intended
behaviors, including electronic word of mouth, willingness to pay more, and revisit intention. Customer
satisfaction also mediates the relationship between green hotel image and tourists’behavioral intentions. The
study extends research on green hotels beyond managerial and policy perspectives and provides implications
for hotel operators seeking to strengthen perceived value, service quality, environmental image, customer
satisfaction, and favorable post-stay behavior.

Keywords: destination image, green hotel image, customer satisfaction, electronic word of mouth, revisit
intention.
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1. Pit van dé

Trong nhitng ndm gan day, mdi quan tim ctia cong chiing vé cac van d& bao vé stic khoe ban than va moi
truong ngay cang ting (Chen & Chai, 2010). Nhiéu ngudi tiéu ding ting ho tiéu dung xanh va coi d6 1a cach
hiéu qua dé bao vé ban than va méi truong (Chen & Chai, 2010). Trong linh vuc khach san, hinh anh khach
san xanh ciing méi dugc dé cap trong nhitng nim gan day va dugc nhiéu khach hang bét dau quan tim (Han
etal., 2010).

Theo Han et al. (2011), khach san xanh 14 co s6 luu tra than thién vi moi trudng, cam két giam thiéu i
da cac tac dong ti€u cuc dén hé sinh thai thong qua cac chuong trinh tiét kiém nudc, tiét kiém nang lugng
va quan ly/giam thiéu chat thai rin, dong thoi toi wu hoa chi phi van hanh. Theo quan diém nay, khach san
xanh chi méi dé cap dén khia canh bao vé moi truong séng trai dt, ma chua dé cap dén khia canh bao vé loi
ich ctia ngudi tiéu dung san phadm khach san xanh. Néu chi ¢ khia canh bao vé méi truong thi da c6 nghién
ctru chi ra bao vé méi truong chua gdp phan dang ké vao thai do cua ngudi tidu dung dbi v6i san pham xanh
(Chen & Chai, 2010).

Vai tro va tim quan trong cua hinh anh diém dén da duoc thira nhan rong rai, va suc anh hudng cé tac
dong dén nhan thirc chii quan cia mdi ca nhén, va c6 tac dong nhiéu nhat d&én y dinh viéng tham maot diém
dén (Kock et al., 2016; Qu et al., 2011; Zhang et al., 2014). Mac du da c6 nhiéu nghién ctu vé hinh anh diém
dén, tuy nhién cho dén nay viéc nghién ctru hinh anh khach san xanh ¢ goc nhin ctia nguoi tiéu ding rat it
dugc dé cap Lee et al. (2010). Chinh vi véy, viéc hiéu chinh x4c cic nhén t6 tac dong dén hinh anh khéach san
xanh & goc do nguoi tidu dung gop phan gitip cic khach san xac dinh duoc cac yéu té can thay d6i dé thu
hut khach dén khéach san, gop phéan gitip cac nha ldnh dao dia phuong c6 gbc nhin bao quat hon vé hinh anh
khach san xanh & khia canh cung va cu (Chi & Qu, 2008; Pan & Li, 2011).

Nghién ctru nay nham giai quyét su thiéu sét trén, kham pha hinh anh khach san xanh tir phia nguoi tiéu
dung. Xac dinh mbi quan hé gitra hinh anh va sy hai long, y dinh hanh vi tiép theo cua khach.

2. Co 6 ly thuyét va phwong phap nghién ctru

2.1. Co sé Iy thuyét

Viéc danh gia hinh anh diém dén theo 2 khia canh nhan thirc va cam xtc duoc cong nhan rong rai, cu thé:
"Hinh anh diém dén 1a su thé hién tit ca kién thirc, 4n tuong, dinh kién va suy nghi cam xtc ciia mot c4 nhan
hodc nhom vé mot ddi tuong hoac dia diém cu thé " (Barich & Kotler, 1991; Crompton, 1979; C. M. Echtner
& J. R. B. Ritchie, 1991; Jenkins, 1999).

Lee, Hsu, Han va Kim (2010) da xay dung mé hinh Green Hotel Image, trong dé hinh anh nhan thirc
(Cognitive Image) dugc do luong thong qua 2 nhom thude tinh: Value attributes, Quality attributes. Value
attributes: phan anh nhan thirc cuia khach hang vé gia tri nhan duoc khi lya chon khach san xanh (vi du: dang
tién, loi ich mang lai, dong gop cho méi truong...). Quality attributes: phan anh nhan thirc vé chat luong dich
vy, co s& vat chét, do tin cay va chat luong téng thé cta khach san xanh.

Theo ly thuyét (S-O-R), cac nhén tb tic nhan anh hudng dén hinh anh téng thé khach san xanh, tir 46 dan
dén cac phan ung vé sy hai long, phan rng vé hanh vi tmyén miéng dién tir, hanh vi quay tro lai, hanh vi san
sang tra phi.

2.2. M6 hinh d@é xudt va gid thuyét nghién civu

Dua trén Iy thuyét hinh anh diém dén (C. M. Echtner & J. B. Ritchie, 1991)(C. M. Echtner & J. B. Ritchie,
1991) Iy thuyét S-O-R tac gia dé xuit mo hinh nghién ctru vé mdi quan hé giita hinh anh khach san xanh déi
v6i sy hai 1ong va tac dong dén hanh vi dy dinh ciia ngudi tiéu dung: (Hinh 1)

2.3. Phwong phadp nghién ciru

2.3.1. Phuwong phap nghién ciru
Nghién ctru sir dung phuong phap hdn hop, két hop giita phong van sau va mé hinh phuong trinh ciu
trac (SEM). Phong van sau dugc thuc hién nhim phat trién, hiéu chinh thang do va thao luan két qua
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Hinh 1. Proposed research model

Affective
image

Overall
image

Quality
attributes

Word-of mouth

Willingness
To pay

Satisfaction

Revisit
intention

nghién ctru. Nghién ciru dinh lugng duoc tién
hanh thong qua cac budc danh gia dg tin cay
thang do bang hé s6 Cronbach's Alpha, phan
tich nhan t6 kham pha (EFA), phan tich nhan
t6 khang dinh (CFA) va mé hinh phuong trinh
ciu tric (SEM) dé kiém dinh cac gia thuyét
nghién ctru.

2.3.2. Thang do luong

Thang do thudc tinh gia tri, thudc tinh chat
lugng khach san xanh, hinh anh cam xuc, hinh
anh téng thé, y dinh truyén miéng dién tu, su
san sang tra thém phi cao hon, y dinh quay tré
lai luu tré tai khach san, duoc ké thira chu yéu tur
nghién ctru (Lee et al., 2010).

Thang do sy hai 1ong vé khach san xanh duoc
ké thira tir nghién ctru (El-Adly, 2019; Wu &
Liang, 2009)

2.3.3. Dit liéu nghién ciru

Phuong phéap 14y mau ngiu nhién thun tién
dugc ap dung trong nghién ctru nay. Bang hoi
duogce phat truc tiép cho khach du lich luu tra tai
cac khach san tir 4 sao tré 1én thudc cac tinh dai
dién cho khu vuc mién Béc, mién Trung va mién
Nam. Trong khoang thoi gian tir thang 1/2023
dén thang 12/2023. Téng sb phiéu phat ra 1a 600
phiéu, s6 phiéu thu vao 1a 592 phiéu, sé phiéu
hop 1¢ 1a 438 phiéu. Thong tin vé nhan khau hoc
nhu sau:

258 | 86 20/2026

Source: Suggested by author

Bang 1: Pic diém miu thu thap

Dic diém S6 lwong | Phan tram (%)
Gidi tinh
Nam 201 45,89
N 237 54,11
Tudi
18-29 319 72,83
30-44 81 18,49
45-59 33 7,53
>=60 5 1,14
Nghé nghiép
Hoc sinh, sinh vién 92 21
Nhan vién van phong 287 65,53
Bac si 3 0,68
Giao vién 9 2,05
Doanh nhan 11 2,51
Coéng nhan 15 3,42
Néng dan 7 1,6
Nbi tro 3 0,68
Khac 11 2,51

Nguon: Két qua phan tich tir phan mém SPSS 22
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3. Két qua va thio luin nghién ciu

3.1. Két qud kiém dinh thang do bang phan tich hé sé Cronbach’s Alpha
Bang 2: Tong hop sb liéu kiém dinh thang do bang phan tich Cronbach’s Alpha

STT|  Nhantd Bibn | “oha | tnguhonhi |  loglbBnionnht

1 | Value (V)

2 | Quality attributes 9 loai 2 0,919 0,703 0,914
3 | Affective image 4 0,860 0,681 0,833
4 | Overall image 5loai 2 0,893 0,764 0,870
5 | Satisfaction 3 0,757 0,551 0,720
6 | Willingness To pay 3 0,855 0,693 0,828
7 | Word-of mouth 3 0,774 0,573 0,765
8 | Reuvisit intention 3 0,815 0,641 0,773

Nguon: Két qua phan tich tir phan mém SPSS 22
Két qua phan tich Cronbach's Alpha chi ra: nhan té "chét lugng khach san xanh" ¢6 2 bién can loai; "hinh
anh tong thé" c6 2 bién can loai. Tuy nhién, vi cac bién quan trong, nén nghién ciru nay tiép tuc phan tich
EFA, rdi sau d6 kiém dinh lai thang do lai 1dn nita va cho két qua van loai cac bién nay.
3.2. Két qud kiém dinh thang do bang phan tich nhén té khdm phd
Két qua kiém dinh hé s6 KMO = 0,841 thi ching t6 dit liéu nghién ctru nay rat tét, dat yéu cau dé phan
tich EFA (Kaiser, 1974; Kaiser & Rice, 1974). Két qua kiém dinh Bartlett c6 hé sd Sig = 0,000 < 0,05, diéu
nay c6 nghia cac bién quan sat dung dé do ludng bién téng cé tuong quan voi nhau (Bartlett, 1937; Bartlett,
1950). Hé s6 trich xuat nhan t6 Eigenvalue = 1,231 > 1 1a dat yéu cau (Hair et al., 2010). Két qua phan tich
hé s6 Total Variance Explained = 62,422% chimng t6 8 nhén t6 bién doc 1ap giai thich duoc cho sy thay doi
ctia bién phu thudc duoc 62,422%. Chi sé nay nhu vy 1a dat yéu cau (Hair & cong su, 2010). Két qua phan
tich EFA d4 loai bién quan sat VH6 va MT6. Tiép tuc kiém dinh thang do bang phan tich Cronbach's Alpha
moét 1an nita, va cho két qua déu dat yéu cu nhu & bang 2. Tiép tuc phan tich EFA bién doc lap "Y dinh lya
chon diém dén" c6 hé s6 KMO =0,778; sig =0,000 < 0,05; Eigenvalue = 2,576 > 1; Total Variance Explained
= 52,587% dat yéu cau.

, i Bang 3: D¢ tin ciy trong thang do CFA
3.3. Két qud phdn tich nhdn to

khing dinh CFA Uec g tin cay
Két qua kiém tra tinh don huéng cho STT Nhan té lwong | P tin PrEae
thdy céc chi 6 P=0,000 < 0,05 dat yéu trung | caytong | .o
cu; CMIN/Af = 1,632 < 2 va 16n hon 1 elalr hop
nén dat yéu cau; GFI = 0,920 > 0,8; CFI 1| Value (V) 0,775 | 0,884 0,606
= 0,968, TLI = 0,962 deu lon hon 0.9 | 5 | Quality attributes | 0,851 | 0930 | 0,728
RMSEA = 0,038 < 0,05 déu dat yéu cau —
(Hair et al., 2010; Taylor et al., 1993) 3 | Affective image 0769 | 0813 | 0593
D tin cay tong hop ctia 9 nhan t déu 4 | Overall image 0,797 0,914 0,641
16n hon 0,6 va hé sb phuong sai trich 5 | Satisfaction 0,810 0,920 0,658
cta 9 nhém nhan t6 déu lén 0,5; chi c6 6 | Wilingness Topay | 0,779 | 0861 | 0,608
nhom nhan (0 "truyén mi¢ng dién tu” 1a 7 | Word-of mouth 0,694 | 0824 | 0,495
c6 phuong sai trich gan bang 0,5 (0,495) ’ ’ ’
van chép nhan dugc (Hair & cong su, 8 | Revisit intention 0,717 0,762 0,518
2010). Béu nay ching to thang do cua 9 Nguon: Két qua phan tich tir phan mém SPSS 22
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nhom nhan té déu dat yéu ciu (Gerbing & Anderson, 1988; Hair et al., 2010). Két qua do luong hé sé udc
luong chuén hoa cho céc bién quan sat déu 16n hon 0,5 va nho hon 1. Gia tri tha"ip nhat 1a QA4 ¢6 giatri 0,639,
ddng thoi twong quan gitra cac khai niém véi nhau cao nhét 13 0,274 < 0,639; véi P-value déu nho hon 0,001.
Chiing t6 cac khai niém déu dat gia tri hoi tu va phéan biét.

3.4. Két qua kiém dinh mé hinh va gid thuyét nghién ciru

Két qua chi ra, hé s6 CMIND/df = 2,027 16n hon 1 nh6 hon 3 1a rat tot; TLI = 0,938 va CFI = 0,944 ca hai
chi s6 déu 16n hon 0,9 14 tot. Chi s6 GFI = 0,899 16n hon 0,8 1a chip nhan dugc va RMSEA = 0,48 < 0,5 t6t.

Bang 4: Két qua wée lwgng mdi quan hé cac nhan to

Uéc lwong S.E. C.R. P Label
Al <--- VA ,232 ,058 3,999 o
Al <--- QA ,396 ,058 6,798 e
ol <--- VA ,235 ,041 5,715 o
ol <--- QA ,320 ,043 7,483 o
ol <--- Al ,140 ,040 3,511 e
CSA <--- QA ,194 ,063 3,070 ,002
CSA <--- (0] ,287 ,077 2,098 ,036
WOM <--- CSA ,269 ,074 4,833 o
WPP <--- CSA 677 ,068 3,174 ,002
RSI <--- CSA ,141 ,079 2,415 ,016

Nguon: Két qua phén tich tir phan mém SPSS 22

Vi két qua trén ta thiy P-value déu nho hon 0,05 (d6 tin cdy 95%), tat ca cac nhan t6 déu co tac dong theo
nhu mé hinh d& xuét va gia thuyét nghién ctru nhu ban dau, két qua nay pht hop voi nhiéu nghién ctru trude
day (Lee et al., 2010) (Chen & Tung, 2014; Choi et al., 2015; Han et al., 2010). Két qua chi ra nhén t6 chat
lwong anh hudng rat 16n d&én hinh anh cam xuc va hinh anh tong thé, diéu nay ciing phil hop v6i nghién ciru
trude (Lee et al., 2010). Nghién ctru nay bd sung thém nhan té sy hai 1ong tic dong dén cac nhan td truyén
miéng dién tir, sy sdn sang chi tra thém, va hanh vi dy dinh quay tr¢ lai. Trong khi hau hét cac nghién ctru
trude chua dé cap dén nhan t6 hai 1ong, ma xem xét mdi quan hé gitra hinh anh diém dén va hanh vi du dinh
(Lee et al., 2010) (Chen & Tung, 2014; Choi et al., 2015).

4. Két luan va dé xuit

Két qua nghién ctru chi ra méi quan hé: chit luong san phdm khach san xanh, gia tri c6 tac dong dén hinh
anh cam xtc va hinh anh tong thé, hinh anh tong thé va chat lugng san phadm xanh c6 anh huong dén sy hai
long cua nguoi ti€u dung, va su hai long c6 tac dong dén hanh vi du dinh 1a truyén miéng dién tir, sy chép
nhan chi tra gia cao hon, hanh vi du dinh quay tré lai khach san. Tir két qua nay, tac gia xin dé xuat mot s6
giai phap nhim nang cao hinh anh khach san xanh:

Mot la, khach san phai xdy dung khéach san theo kién triic xanh vira bao vé méi truong, vira tao khong
gian thoang mat, trong lanh cho du khach.

Hai la, khach san phai tuyét di kiém duyét ngudn thuc pham du vao 1a san phdm hitu co, an toan cho
strc khoe du khach, cong khai va cho du khach c6 thé thay va kiém tra bang hé thong camera.

Ba la, cac san pham trang tri noi that trong phong phai dung tir san pham tu nhién, an toan cho strc khoe
du khach, va bao vé cho méi trudong. Phong ngii va tién sanh, nha vé sinh phai thiét ké xanh, tao cam giac
gan giii thién nhién, thoang dang.
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Bon la, nhan vién phuc vu va hé thdng dich vu trong khach san phai dam bao tiéu chuin xanh cia ting
qudc gia.

Nam g, Nha nudce nén dé xuat cép cAc tiéu chuén sao vé khach san xanh dé dan nhan cho mdi khach san
dat yéu ciu m
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