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background
Online dating apps (ODAs) have become a prevalent phe-
nomenon among Vietnamese youth, yet empirical research 
on the psychological drivers of their usage remains scarce. 
Globally, these apps are widely used by a  dynamic and 
tech-savvy demographic, primarily under 35. This study 
addresses the research gap by using the theory of planned 
behavior (TPB) to investigate the roles of attitude, subjec-
tive norm, and perceived behavioral control (PBC) in pre-
dicting intention to continue using ODAs. The study also 
explores the moderating role of PBC in this relationship, 
providing a useful framework for understanding these be-
havioral patterns.

participants and procedure
A convenience sample of 940 young adults (Mage  =  21.2, 
SDage = 2.48) who had used ODAs for at least one month 
completed an online survey. Data were analyzed using hi-
erarchical multiple regression with demographic controls. 
Interaction terms were included to test moderation effects.

results
Attitude was the strongest predictor of intention to con-
tinue using ODAs (β =  .47, p <  .001), followed by subjec-
tive norm (β = .09, p = .002). PBC did not exhibit a signifi-
cant direct effect but moderated the relationship between 
subjective norm and intention to continue using ODAs 
(β = .06, p = .016).

conclusions
The findings support the utility of TPB in explaining the 
intention to continue using ODAs in the Vietnamese con-
text. Practical implications include the potential to en-
hance user attitudes through positive experiences and to 
leverage social norms among individuals with high per-
ceived control.

key words
online dating apps; theory of planned behavior; Vietnam-
ese young adults 

Luot Van Nguyen id

1 · A,B,C,D,E,F,G

Ba Dat Nguyen id

1 · A,B,E,F

Thu Tran Ha id

1 · A,B,E,F

Nhung Nguyen  
Do Hong id

2 · A,B,D,E

Hoang Nguyen Huy id

1 · A,B,C,D,E

Ha Diep Nguyen id

3 · A,B,E

Lam Tran Thi Tung
1 · A,B,E

Hanh Phuong Ta
1 · A,B,E

Intention to continue using dating apps  
among Vietnamese young adults:  

a theory of planned behavior approach

organization – 1: University of Social Sciences and Humanities, Vietnam National University, Hanoi, Vietnam ·  
2: Thai Nguyen University of Education, Thai Nguyen, Vietnam · 3: Institute of Sociology and Psychology, Vietnam 
Academy of Social Sciences, Hanoi, Vietnam

authors’ contributions – A: Study design · B: Data collection · C: Statistical analysis · D: Data interpretation ·  
E: Manuscript preparation · F: Literature search · G: Funds collection

corresponding author – Luot Van Nguyen, Ph.D., University of Social Sciences and Humanities, Vietnam National 
University, 336 Nguyen Trai, Thanh Xuan, Hanoi 084, Vietnam, e-mail: luotnv@vnu.edu.vn

to cite this article – Nguyen, L. V., Nguyen, B. D., Ha, T. T., Hong, N. N., D., Huy, H. N., Nguyen, H. D., Tung, L. T. T., 
& Ta, H. P. (2026). Intention to continue using dating apps among Vietnamese young adults: a theory of planned 
behavior approach. Health Psychology Report. https://doi.org/10.5114/hpr/225575

received 21.09.2025 · reviewed 12.01.2026 · accepted 07.07.2026 · online publication 05.08.2026

 
�This is an Open Access article distributed under the terms of the Creative Commons Attribution-NonCommercial-ShareAlike 4.0  
International (CC BY-NC-SA 4.0). License (http://creativecommons.org/licenses/by-nc-sa/4.0/) 
Copyright © Institute of Psychology, University of Gdansk

https://orcid.org/0000-0002-0504-6345
https://orcid.org/0009-0008-9127-4379
https://orcid.org/0000-0002-8031-1655
https://orcid.org/0000-0003-1278-2321
https://orcid.org/0009-0004-3615-6178
https://orcid.org/0009-0001-6501-0870


Luot Van Nguyen,
Ba Dat Nguyen,  

Thu Tran Ha,  
Nhung Nguyen 

Do Hong, Hoang 
Nguyen Huy,  

Ha Diep Nguyen,  
Lam Tran Thi Tung,  

Hanh Phuong Ta  

2 health psychology report

Background

Context

The rapid expansion of mobile technologies has trans-
formed how young adults initiate and maintain ro-
mantic relationships, with online dating apps (ODAs) 
becoming a prominent platform for social interaction. 
As digital dating becomes increasingly normalized, 
research attention has shifted from initial adoption 
toward intention to continue using ODAs, which re-
flects how technology becomes embedded in everyday 
relational practices (Curry, 2024; Sumter et al., 2017). 

Online dating is not only a  technological behav-
ior but also a socially embedded practice shaped by 
individual evaluations and perceived social expec-
tations. The  theory of planned behavior (TPB) pro-
vides a  useful framework for understanding these 
dynamics, conceptualizing intention as a function of 
attitude, subjective norm, and perceived behavioral 
control (Ajzen, 1991, 2002). Prior research indicates 
that online dating app use is strongly influenced by 
relational motivations and social contexts rather than 
purely instrumental considerations (Chan, 2017; Sum-
ter et al., 2017).

Recent demographic evidence further underscores 
the relevance of examining intention to continue us-
ing ODAs. A national survey in Vietnam reported 
that a notable proportion of single individuals have 
no intention to marry or to have children, reflecting 
shifting relationship priorities among young adults 
(Southern Institute of Social Sciences, 2025). These 
trends suggest that continued engagement with on-
line dating platforms may represent adaptive forms of 
relationship exploration within evolving social norms.

Theoretical framework:  
the theory of planned behavior

The TPB, originally derived from the theory of rea-
soned action (Fishbein & Ajzen, 1975) and developed 
by Ajzen (1991), is among the most widely used the-
oretical frameworks for predicting and explaining 
intentional behaviors. The TPB asserts that an indi-
vidual’s behavioral intention serves as the most prox-
imal determinant of actual behavior and is shaped by 
three core components:

Attitude toward the behavior (ATT): the degree 
to which an individual evaluates a  given behavior 
favorably or unfavorably. The  attitudinal construct 
comprises two components: instrumental attitude 
(cognitive-evaluation) and affective attitude (expe-
riential-emotion) (Ajzen, 1991, 2002). Instrumental 
attitude reflects the perceived usefulness and out-
come value of performing the behavior (e.g., useful–
useless, beneficial–harmful, effective–ineffective), 
whereas affective attitude reflects the emotional and 

experiential responses associated with the behavior 
(e.g., enjoyable–unenjoyable, pleasant–unpleasant, 
interesting–boring) (Ajzen, 2002). In the context of 
ODAs, instrumental attitude is revealed through us-
ers’ evaluations of the functional benefits of appli-
cation use, such as its usefulness, convenience, and 
effectiveness in achieving salient goals, including 
partner seeking, expanding one’s social network or 
saving time in initiating romantic interactions (Chan, 
2017; Finkel et al., 2012; Hobbs et al., 2017). By con-
trast, affective attitude demonstrates the experiential 
outcomes derived from using ODAs such as feelings 
of positivity, enjoyment, and emotional gratification 
(Cruz et al., 2024; Perić et al., 2025). Given that ODA 
use is inherently technology-mediated, instrumental 
evaluations of the behavior may share conceptual 
similarities with technology acceptance constructs, 
particularly perceived usefulness and performance 
expectancy (Davis, 1989; Venkatesh et al., 2003).

Subjective norm (SN): the perceived social pressure 
from significant others to engage or not engage in 
the behavior. Fishbein and Ajzen (2010) conceptual-
ized this construct as comprising two components: 
injunctive norms (perceptions of whether significant 
others approve or disapprove) and descriptive norms 
(perceptions of what others actually do). Norms re-
garding the use of ODAs refer to individuals’ percep-
tions of the prevalence of online dating app usage 
among their friends and broader social network (Cas-
tro & Barrada, 2020; Schreurs et al., 2020).

Perceived behavioral control (PBC): the extent to 
which an individual believes they possess the abili-
ty and resources necessary to perform the behavior 
(Ajzen, 1991). Ajzen (2002) further clarified that PBC 
comprises self-efficacy (the confidence in one’s capa-
bility to perform the behavior) and controllability (the 
belief that the performance of the behavior is under 
one’s conscious control). In the context of using ODAs, 
PBC refers to the extent to which users perceive that 
they possess the abilities and enabling conditions to 
engage in the behavior, including operating the appli-
cation, managing potential risks and regulating rele-
vant factors (Chan, 2017; Tanner & Tabo, 2018).

Intention (INT) represents an individual’s degree 
of readiness to perform a  specific behavior (Ajzen, 
1991). Unlike other constructs such as attitude or 
PBC, which are multidimensional in nature, inten-
tion is typically measured by using a  set of highly 
consistent items, often phrased with statements such 
as: “I will…”; “I intend to…” (Ajzen, 2002). In the con-
text of this study, intention is conceptualized as the 
degree to which an individual is willing and prepared 
to continue using ODAs for intended purposes in the 
foreseeable future (John et al., 2025; Liew et al., 2023).

Although online dating applications are digital 
technologies, this study adopts the TPB because the 
focus is on the intention to continue a socially embed-
ded relational behavior rather than technology adop-
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tion itself. While the technology acceptance model 
(TAM) and the unified theory of acceptance and use 
of technology (UTAUT) explain technology accep-
tance through factors such as usefulness, ease of use, 
and performance expectancy (Davis, 1989; Venkatesh 
et al., 2003), TPB emphasizes attitudes, social expecta-
tions, and perceived control as determinants of behav-
ioral intention (Ajzen, 1991). Continued ODA use in-
volves not only evaluations of technological features 
but also social approval, relationship expectations, 
self-presentation, and interpersonal motivations, 
making the TPB particularly suitable for this context. 
The TPB has been extensively applied across multiple 
domains, including studies on online behaviors such 
as smartphone addiction (Yue et al., 2022), sexting in-
tentions (Dodaj et al., 2024), and the intention to con-
tinue using ODAs (Baek & Lee, 2025). In the context of 
online dating, attitudes may reflect beliefs about ben-
efits (e.g., finding a compatible partner, saving time) 
versus perceived risks (e.g., privacy violations, nega-
tive social judgments). Subjective norm captures the 
degree of social acceptance and the influence of peers 
and significant others, whereas the PBC encompass-
es beliefs about controlling external conditions (e.g., 
access to devices, time, internet connectivity) and in-
ternal capabilities (e.g., communication skills, creating 
an appealing profile) when using ODAs.

Literature review 

Attitude and intention to continue using ODAs. A sub-
stantial body of research suggests that attitude is the 
most robust predictor of intention to continue using 
ODAs. Carpenter and McEwan (2016) found that 
American college students who held positive atti-
tudes toward Tinder exhibited stronger intentions to 
use the platform, largely due to its engaging inter-
face, interactive design, and ability to connect with 
potential partners. Siddiqui et al. (2023) found that in 
India, attitude moderated the impact of barriers such 
as usage concerns on the intention to adopt ODAs, 
indicating that positive attitudes can reduce the nega-
tive effect of such barriers. Additionally, Sumter et al. 
(2017), in a study of Dutch youth, demonstrated that 
attitude can function as a moderator in the relation-
ship between social factors (e.g., peer influence, social 
norms) and intention to continue using ODAs. A pos-
itive attitude may mitigate negative stereotypes sur-
rounding “finding love online.” In Asian contexts, the 
study by Moslehpour et al. (2024) showed a positive 
effect of attitude on users’ intentions to use ODAs.

Subjective norm and intention. Liew et al. (2023) re-
ported that social influence – defined as the extent 
to which users perceive encouragement or approval 
from significant others regarding online dating app 
use – significantly predicts intention to continue us-
ing ODAs. Their findings indicate that when individu-

als perceive that their friends and acquaintances hold 
favorable attitudes toward ODAs, they are more likely 
to sustain engagement with these platforms. In Asian 
contexts, subjective norm has shown a  significant 
effect on users’ intention to continue using ODAs 
(Chan, 2020; Moslehpour et  al., 2024). In the digital 
age, subjective norm also derives from media trends 
and online cultural narratives (Ranzini & Lutz, 2016).

Perceived behavioral control (PBC) and intention to 
continue using ODAs. Hobbs et al. (2017) emphasized 
that Tinder users actively manage partner selection, 
interaction strategies, and self-presentation, suggest-
ing that perceptions of competence and perceived 
control when navigating the platform can shape 
patterns of interaction, whereas concerns about pri-
vacy and information disclosure may function as 
constraining factors. In addition, the study by Mos-
lehpour et al. (2024) also indicates that self-efficacy 
exerts a positive influence on users’ intention to use 
online dating apps.

In addition to its direct effect, PBC may also serve 
a moderating role in the relationship between attitude, 
subjective norm, and behavioral intention. While ex-
amining diverse behaviors (e.g., voting, household 
waste reduction and energy consumption), La Bar-
bera and Ajzen (2024) found that higher levels of PBC 
tend to strengthen the relative importance of ATT in 
predicting intention, whereas PBC tends to weaken 
the relative importance of SN. Additional meta-ana-
lytic evidence provides further support for this mod-
erating role. Hagger et al. (2022) analyzed 206 studies 
and found that PBC significantly amplifies both the 
attitude–intention and the subjective norm–intention 
relationship. More recent domain-specific studies 
further confirmed theoretically refined extensions of 
the original TPB framework. For instance, Kim et al. 
(2025) found that PBC moderates the relationship be-
tween subjective norm and intention in predicting 
COVID-19 vaccination intentions among pregnant 
women. Specifically, among individuals with high 
perceived control over access to vaccination services, 
positive attitudes and subjective norm strongly pre-
dicted intention, whereas these effects were substan-
tially weaker among those with low levels of PBC. 
Similarly, Zhang (2024) demonstrated that PBC mod-
erates the effects of both attitude and subjective norm 
on intention toward academic cheating.

Present study 

Most existing research on ODAs has been conduct-
ed using samples from Western or developed Asian 
countries and has predominantly focused on the di-
rect effects of predictive factors on usage intentions. 
Consequently, the conditional mechanisms through 
which attitude and subjective norm are translated 
into intentions to continue the behavior – specifi-
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cally, the moderating role of PBC – have not been 
sufficiently examined in contexts that demand a high 
level of individual autonomy. Moreover, given that 
online dating behaviors are intertwined with moral 
norms and social stigma (Cama, 2021; Chan et  al., 
2024; Low et al., 2022; Wu & Trottier, 2022), the de-
cision to continue using ODAs is shaped not only by 
personal attitudes or perceived social norms, but also 
by PBC. Therefore, individuals’ perceived level of be-
havioral control may determine whether attitude and 
subjective norm are effectively translated into inten-
tions to continue the usage behavior.

This gap becomes particularly prominent in cul-
turally transitional contexts, where traditional social 
norms coexist with individualization trends. Within 
such environments, individuals are simultaneously 
shaped by social expectations and compelled to rely 
on their perceived competence and behavioral con-
trol when making behavioral decisions.

The Vietnamese context presents a  distinct cul-
tural backdrop, characterized by the persistence of 
traditional norms and stereotypes regarding online 
dating. Domestic studies on online dating applica-
tions remain scarce and have primarily focused on 
descriptive analyses of current trends or have target-
ed specific subpopulations, such as homosexual males 
(Safarnejad et al., 2017; Son et al., 2019), without com-
prehensively examining TPB constructs or testing the 
moderating role of PBC in the relationships among 

attitude, subjective norm, and intention to continue 
using ODAs among young adults in general. Accord-
ingly, examining the moderating role of PBC in the 
relationship between attitudes, subjective norm, and 
the intention of Vietnamese young adults to continue 
using ODAs is not only of practical relevance but also 
contributes to extending the explanatory power of 
TPB within culturally transitional contexts.

The present study aimed to evaluate the applica-
bility of TPB in predicting Vietnamese youths’ in-
tention to continue the behavior and to investigate 
whether PBC moderates the associations between 
attitude, subjective norm, and intention. Specifically, 
the following hypotheses were formulated:

H1a: Attitude (ATT) is positively associated with 
intention to continue using ODAs.

H1b: Subjective norm (SN) is positively associated 
with intention to continue using ODAs.

H1c: Perceived behavioral control (PBC) is positive-
ly associated with intention to continue using ODAs.

H2a: PBC moderates the relationship between sub-
jective norm and intention to continue using ODAs.

H2b: PBC moderates the relationship between atti-
tude and intention to continue using ODAs.

Participants and procedure

Participants

A convenience sampling approach was used for par-
ticipant recruitment. Data were collected through an 
online survey platform. Eligibility criteria included 
(a) being at least 18 years old and (b) having used at 
least one online dating application for a minimum of 
one month. Individuals who had not engaged with 
an ODA continuously during the preceding month 
were excluded from the study. Participants reported 
a wide range of usage durations, with 41.0% having 
used ODAs for 1-3 months, 15.6% for 4-6 months, 
15.5% for 6 months to one year, and 27.9% reporting 
use for more than one year.

Table 1 presents the descriptive characteristics 
of the study sample. The  final sample consisted of 
940 participants, the majority of whom were female 
(76.4%), while 23.6% identified as male. Participants 
had a mean age of 21.2 years (SD = 2.48). Detailed in-
formation regarding participants’ education level and 
occupational status is provided in Table 1.

Procedure

The online survey link was distributed through multi-
ple online channels commonly used by young adults 
in March 2025. First, the link was shared via widely 
used ODAs (i.e., Tinder, Bumble, OkCupid). The  re-
searchers created user profiles that briefly introduced 

Table 1

Descriptive statistics of participant characteristics  
(N = 940)

Variables n Valid %

Gender

Male 222 23.6

Female 717 76.4

Age (M, SD) 21.2 2.48

Education level

High school diploma 347 37.0

Vocational diploma 18 1.9

Bachelor’s degree 547 58.3

Postgraduate degree 26 2.8

Occupation status

Employed 151 16.2

Student 618 66.2

Student, employed 148 15.8

Not employed 17 1.8
Note. Missing data: 1 for gender, 2 for education level, and 6 for 
occupation status.
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the study in the profile description. Study information 
was disclosed to ODA users through profile content 
and, where applicable, through direct communication 
following mutual matching. In addition, the survey 
link was disseminated through social media platforms 
(i.e., Facebook) using conventional online recruitment 
methods, including posts made by the researchers in 
personal and academic networks. These posts briefly 
introduced the study purpose and eligibility criteria 
and invited individuals to participate. Prior to survey 
initiation, all potential participants received detailed 
information about the study objectives, their rights as 
participants, and the confidentiality of their respons-
es. Participants were informed that they could with-
draw at any time without consequences.

The research protocol received ethical approval 
from the Ethics Committee of the University of Social 
Sciences and Humanities, Vietnam National Univer-
sity, Hanoi.

Measures

The measurement scales for attitude (ATT), subjective 
norm (SN), and perceived behavioral control (PBC) 
were developed following a systematic scale develop-
ment procedure grounded in the theory of planned 
behavior (Ajzen, 1991) and following suggestions 
from Fishbein and Ajzen (2010). First, the theoretical 
framework and operational definitions of each con-
struct were specified. Semi-structured in-depth in-
terviews were conducted with 19 young adults who 
were currently using online dating applications to ex-
plore beliefs and experiences related to the TPB com-
ponents. Based on the qualitative findings, an initial 
item pool was generated and organized into corre-
sponding subscales. The draft scale was then reviewed 
by the research team to assess wording, structure, and 
content relevance. The measurements of TPB compo-
nents are described in detail below.

Attitude toward using ODAs (ATT) measures the 
degree to which individuals hold favorable or unfa-
vorable evaluations of using ODAs. The items capture 
affective evaluation, comfort level, perceived useful-
ness, perceived functional benefits, and time efficien-
cy in seeking relationships. It consists of five items 
(i.e., “Using dating apps helps me expand opportuni-
ties to find a suitable partner compared to other meet-
ing methods”). In the present study, this scale showed 
good internal consistency (Cronbach’s α = .79).

Subjective norm regarding using ODAs (SN) was 
defined as perceived social pressure or normative 
influence from significant others and broader social 
groups. The three items reflect peer usage influence, 
perceived popularity among young people, and obser-
vational influence from others’ successful experienc-
es (e.g., “I use dating apps because they are becoming 
increasingly popular among young people”). Follow-

ing the measurement model evaluation, SN3 was re-
moved due to cross-loading concerns. The  retained 
two-item scale demonstrated moderate internal con-
sistency in the present sample (Cronbach’s α =  .60). 
Given the limited number of retained indicators, this 
construct should be interpreted as a relatively narrow 
measure of perceived normative influence rather than 
a comprehensive assessment of subjective norm. 

Perceived behavioral control over using ODAs (PBC) 
was conceptualized as individuals’ perceived ease, 
capability, and control over using ODAs. The  three 
items assess ease of use, perceived autonomy in in-
teraction control, and confidence in managing po-
tential risks (e.g., “I can actively choose and control 
the level of interaction with others on dating apps”). 
The scale demonstrated moderate internal consisten-
cy in the present sample (Cronbach’s α = .61), indi-
cating that findings involving PBC should be inter-
preted cautiously. 

The intention to continue using ODAs (INT) scale, 
which evaluates individuals’ self-reported likelihood 
and commitment to use ODAs in the future, was 
adapted from Moslehpour et al. (2024). The original 
six-item scale included three items grounded in the 
TAM framework and three grounded in the TPB 
framework; in the present study, only the TPB-based 
items were retained (e.g., “I intend to continue us-
ing dating apps in the future”), while the TAM-based 
items were excluded. The  adapted three-item scale 
demonstrated good internal consistency in the cur-
rent sample, with a Cronbach’s α of .78.

All items were rated on a 5-point Likert scale rang-
ing from 1 (strongly disagree) to 5 (strongly agree). For 
each scale, higher scores reflect a higher level of the 
measured construct: more positive attitudes, a stron-
ger subjective norm, greater perceived behavioral con-
trol, and stronger intention to continue using ODAs, 
respectively. Scale scores were computed as the mean 
of all item scores, with no items reverse-coded.

Demographic variables, including gender, age, 
and education level, were included as control vari-
ables rather than primary predictors. This decision 
was based on prior research showing that online 
dating app use and related behaviors vary across 
sociodemographic groups (e.g., Castro &  Barrada, 
2020; Sumter & Vandenbosch, 2018). Including these 
variables allowed us to estimate the unique associa-
tions between the core TPB constructs and intention 
to continue using ODAs after accounting for back-
ground demographic differences.

Data analysis

Data screening was conducted prior to the main 
analyses. Of the 1,166 responses initially recorded, 
17 were excluded because participants had not con-
tinuously engaged with at least one online dating 
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application over the preceding month. In addition, 
four attention-check items were embedded in the 
questionnaire, requiring participants to select a pre-
specified response option on Likert-type items. Par-
ticipants who failed three or more of the four atten-
tion-check items were excluded (n  =  172). Finally, 
responses showing evidence of careless responding 
were removed (n = 37). After applying these exclusion 
criteria, the final sample consisted of 940 participants.

All statistical analyses were performed using 
Jamovi, version 2.6.17 (The Jamovi Project, 2024). 
Descriptive statistics – including means, standard de-
viations, and Pearson zero-order correlations – were 
computed for all continuous variables. Hierarchical 
multiple regression analysis was conducted to ex-
amine the predictors of intention to continue using 
ODAs. Variables were entered in three sequential 
steps based on theoretical and methodological consid-
erations. In Step 1, participants’ age, gender, and edu-
cation level were entered to control for potential de-
mographic effects. Categorical variables (gender and 
education level) were dummy-coded, with male and 
bachelor’s degree regarded as the respective reference 
categories. In Step 2, the three core components of 
the theory of planned behavior – attitude, subjective 
norm, and perceived behavioral control (PBC) – were 
entered simultaneously to examine their associations 
with intention to continue using ODAs. In Step 3, 
two interaction terms (attitude × PBC and subjective 
norm × PBC) were entered to test the moderating role 
of PBC in the relationships between attitude, subjec-
tive norm, and intention to continue using ODAs. 
Prior to creating interaction terms, all continuous 
predictors were mean-centered to reduce multicol-
linearity. Model comparisons were based on changes 
in explained variance (ΔR²) and F-change statistics to 
assess the incremental contribution of the interaction 
terms. Where significant interactions were observed, 
simple slopes analyses were conducted at low (–1 SD), 
mean, and high (+1 SD) levels of PBC, following es-
tablished recommendations (Aiken et al., 1991). 

Results

Measurement model

Prior to hypothesis testing, the measurement model 
of the TPB components and intention to continue 
using ODAs was tested to examine the validity of 
the study variables. The  initial model demonstrat-
ed acceptable fit, χ²(71) = 301.60, p < .001, CFI = .93, 
TLI = .91, RMSEA = .06. Modification indices suggest-
ed residual correlations within two item pairs: ATT1–
ATT2 and ATT4–ATT5. Allowing these error terms 
to correlate is conceptually grounded and reflects the 
clear overlap in item meaning rather than a  purely 
data-driven modification to improve fit. Specifically, 

ATT1 (“I believe that using dating apps is an enjoy-
able and worthwhile experience”) and ATT2 (“I feel 
comfortable using online dating applications to seek 
a  relationship”) both reflect the affective or experi-
ential component of attitude toward using ODAs. In 
contrast, ATT4 (“I value the features of dating apps 
that help me match with individuals who meet my 
personal criteria”) and ATT5 (“Using dating apps can 
help me save time in finding a suitable relationship”) 
both reflect the instrumental or practical component 
of attitude, particularly the perceived functional bene-
fits and efficiency of ODA use. Thus, the residual cor-
relations were allowed because each item pair shared 
specific content beyond the general attitude factor. 
This modification improved model fit, χ²(69) = 212.70, 
p <  .001, CFI =  .96, TLI =  .94, RMSEA =  .05. Never-
theless, these correlated residuals also indicate some 
degree of localized item dependence among concep-
tually similar attitude items. Therefore, although the 
modified model demonstrated improved fit, this modi-
fication suggests that future studies should further re-
fine the attitude scale to reduce item redundancy and 
more clearly distinguish between the affective and in-
strumental components of attitude toward ODA use. 

Subsequent examination of modification indices 
further revealed substantial cross-loading concerns 
for item SN3 within the subjective norm construct. 
Therefore, SN3 was removed to improve construct 
purity. The  final refined model demonstrated good 
fit, χ²(57)  =  131.16, p  <  .001, CFI  =  .98, TLI  =  .97,  
RMSEA = .04. However, this improvement should be 
interpreted alongside the measurement limitations of 
the SN and PBC scales. In particular, the removal of 
SN3 resulted in a  two-item subjective norm factor, 
and both SN and PBC showed only moderate internal 
consistency. Therefore, although the final measure-
ment model provided acceptable global fit, the sub-
stantive interpretation of these constructs – especial-
ly subjective norm – should remain cautious. 

Zero-order correlations

Table 2 describes the means, standard deviations, and 
zero-order Pearson correlations of the main variables. 
Intention to continue using ODAs was moderately 
and positively correlated with attitude and weak-
ly correlated with both subjective norm and PBC. 
Among independent variables, attitude and perceived 
behavioral control were moderately to strongly cor-
related, whereas subjective norm showed weak posi-
tive correlations with both attitude and PBC.

Hierarchical multiple regression

Table 3 presents the results of a hierarchical multiple 
regression analysis examining predictors of intention 
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to continue using ODAs based on the TPB, while 
controlling for demographic variables. 

Model 1, which included only demographic vari-
ables (age, gender, and education level), was statisti-
cally significant and explained 4.1% of the variance in 
intention to continue using ODAs. 

Model 2, which added the three TPB components 
(attitude, subjective norm, and perceived behavioral 
control) was statistically significant and explained 
25.3% of the variance in intention to continue using 
ODAs. This represented a substantial and statistically 
significant increase in explained variance compared 
to Model 1 (ΔR² = .212, ΔF(3, 895) = 85.92, p < .001). 
Among the TPB components, attitude emerged as the 

strongest positive predictor (β  =  .46, p  <  .001; H1a 
supported), representing a moderate-to-strong effect, 
followed by subjective norm (β  =  .10, p  <  .01; H1b 
supported), which reflected a  small but significant 
effect. Perceived behavioral control was not a signif-
icant predictor (β = –.04, p > .05; H1c not supported). 

Model 3 introduced two interaction terms (atti-
tude × PBC and subjective norm × PBC) to examine 
the  moderating role of PBC. Regarding the interac-
tion effects, while the attitude × PBC interaction was 
not significant (β = .01, p = .786; H2b not supported), 
the subjective norm × PBC interaction was significant 
(β = .06, p = .016; H2a supported), indicating that the 
association between subjective norm and intention 

Table 2

Means, standard deviations, and zero-order correlations of variables (N = 940)

Variables M SD 1 2 3 4

1. Behavioral intention 2.86 0.88 –

2. Attitude 3.53 0.71 .49*** –

3. Subjective norm 3.25 0.99 .18*** .17*** –

4. Perceived behavioral control 3.77 0.74 .18*** .38*** .13*** –
Note. ***p < .001.

Table 3

Hierarchical multiple regression analysis (N = 940)

Variables Model 1 Model 2 Model 3

B SE β B SE β B SE β

Intercept 3.13*** 0.06 3.03*** 0.06 .19 3.02*** 0.06 .18

Gender (Ref. Male) –0.20*** 0.06 –.23

Female –0.32*** 0.07 –.36 –0.21*** 0.06 –.23

Education  
(Ref. Bachelor’s degree)

–0.06 0.06 –.06

High school diploma –0.10 0.06 –.11 –0.05 0.06 –.06

Vocational diploma 0.10 0.19 .12 0.22 0.16 .25 0.23 0.16 .26

Postgraduate degree 0.27 0.21 .31 0.11 0.19 .13 0.10 0.19 .11

Age 0.04** 0.01 .10 0.01 0.01 .04 0.01 0.01 .03

Attitude 0.57*** 0.04 .46 0.58*** 0.04 .47

Subjective norm 0.09*** 0.03 .10 0.08** 0.03 .09

Perceived behavioral 
control

–0.04 0.04 –.04 –0.02 0.04 –.01

Attitude × PBC 0.01 0.04 .01

Subjective norm × PBC 0.08* 0.03 .06

F-statistics F(5, 918) = 9.94*** F(8, 895) = 39.22*** F(10, 893) = 32.27***

Adjusted R2 .041 .253 .257
Note. *p < .05, **p < .01, ***p < .001. PBC – perceived behavioral control.
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depends on the level of perceived behavioral control. 
However, the addition of the interaction terms pro-
duced only a modest improvement in explained vari-
ance compared with Model 2 (ΔR² = .006), although the 
change was statistically significant, F(2,  893) = 3.85, 
p =  .028. This suggests that the moderating effect of 
PBC, while statistically detectable, should be inter-
preted as small in magnitude. 

Figure 1 illustrates the moderating role of perceived 
behavioral control in the relationship between subjec-
tive norm and intention to continue using ODAs. As 
shown, the association between subjective norm and 
behavioral intention becomes increasingly positive as 
perceived behavioral control rises. Specifically, indi-
viduals with high levels of perceived control (+1 SD) 
exhibit a notably stronger association between sub-
jective norm and intention, compared to those with 
average or low levels of control. Results of the simple 
slopes analysis further clarify this interaction. At low 
levels of perceived behavioral control (–1 SD), subjec-
tive norm did not significantly predict the intention to 
continue using online dating apps (b = 0.03, p = .501). 
However, at mean levels (b = 0.08, p = .002) and high 
levels of PBC (+1 SD) (b = 0.14, p < .001), the relation-
ship was statistically significant. These findings sug-
gest that perceived behavioral control may modestly 
strengthen the association between perceived social 
expectations and intention to continue using ODAs.

Discussion

The results indicate that the TPB framework provides 
a  modest yet statistically viable explanatory power 
for Vietnamese youths’ intention to continue using 

ODAs, accounting for approximately 25.7% of the to-
tal variance. Among the three TPB constructs, attitude 
emerged as the strongest and most significant predic-
tor of intention to continue using ODAs, followed by 
subjective norm, whereas PBC did not exert a direct 
significant effect. Nonetheless, PBC showed a statis-
tically significant but modest moderating effect: it 
slightly strengthened the association between sub-
jective norm and intention to continue using ODAs, 
whereas the attitude × PBC interaction was not sig-
nificant. These findings suggest that the formation of 
intention to continue using ODAs among Vietnamese 
young adults is primarily driven by their personal 
evaluation of the behavior, while social influences ap-
pear to have a stronger effect among individuals with 
higher levels of perceived behavioral control.

The role of demographic variables

Beyond the core TPB predictors, the hierarchical re-
gression analysis revealed several noteworthy pat-
terns among the demographic control variables. In 
Model 1, age showed a small but significant positive 
association with intention to continue using ODAs. 
However, this association became non-significant 
after attitude, subjective norm, and perceived behav-
ioral control were entered into the model. This atten-
uation suggests that age-related differences in inten-
tion to continue using ODAs may be partly explained 
by TPB-related psychological factors, rather than age 
itself. Gender, by contrast, showed a significant and 
consistent association with intention to continue 
using ODAs across all models. Compared with male 
users, female users reported lower intention to con-
tinue using ODAs, even after controlling for age, ed-
ucation, TPB constructs, and interaction terms. This 
pattern may reflect gendered experiences of online 
dating environments. Prior research suggests that 
women may face greater concerns related to safety, 
unwanted interactions, reputational risks, and social 
stigma in digital dating contexts, which could reduce 
their willingness to sustain long-term engagement 
with ODAs (Cama, 2021; Low et al., 2022; Wu & Trot-
tier, 2022). However, because the present study did 
not directly measure perceived safety, harassment, 
or stigma, this interpretation remains tentative and 
should be examined directly in future research.

Attitude and the intention 
to continue using ODAs

The key finding of this study is that attitude emerged 
as the strongest and most significant predictor of in-
tention to continue using ODAs. Additionally, the 
Pearson correlation between attitude and intention 
was moderate, supporting hypothesis H1a and under-

Figure 1

Perceived behavioral control moderating the relation-
ship between subjective norm and behavioral intention
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scoring the critical role of attitude in shaping Viet-
namese youths’ intention to continue using ODAs. 
This finding is consistent with previous research. 
For instance, Park and Ok (2008), in their empirical 
study on the determinants of web portal continuance 
intentions, demonstrated that user attitude functions 
as a critical driver of sustained platform engagement. 
Similarly, Baek and Lee (2025) also found attitude to be 
the most influential predictor of intention to continue 
using ODAs among mobile application users. How-
ever, findings are not entirely uniform across cultural 
contexts. For instance, Moslehpour et al. (2024) com-
bined TPB and the TAM to examine the intention to 
continue using ODAs among Indonesian participants 
and found that attitude, subjective norm, and self-effi-
cacy exerted relatively equal influences on intention, 
with no single factor emerging as clearly dominant. 

Subjective norm and intention 
to continue using ODAs

In the present study, subjective norm exhibited 
a weak but statistically significant positive correla-
tion with intention to continue using ODAs and 
served as a  weaker predictor compared to attitude. 
Despite the modest effect size, this finding supports 
hypothesis H1b, suggesting an association between 
peer influence and Vietnamese youths’ intention to 
continue using ODAs. Peers may encourage ODA 
use by communicating perceived benefits and recom-
mending these platforms to others. This is consistent 
with Peng and Cao’s (2017) findings, which indicated 
that social influence – particularly peer influence – is 
associated with individuals’ adoption of ODAs. Peer 
influence has been widely documented in various 
behavioral domains beyond online dating applica-
tions. For example, reference groups exert a  strong 
influence on opinion expression (Oshagan, 1996), and 
individuals within friendship networks often exhibit 
behavioral convergence (Cohen, 1977).

However, the weaker effect of subjective norm 
compared to attitude may signal a shift in social per-
ceptions of online dating in Vietnam. The formation 
of intention to continue using ODAs may be more 
individualized within this specific cohort, suggesting 
that personal attitude carries more weight than per-
ceived social pressure among digitally active young 
users.

It is noteworthy that the sample primarily com-
prised young individuals who are frequent smart-
phone users – characteristics associated with high 
levels of technology acceptance and favorable atti-
tudes toward ODAs. Previous research has shown 
that young people are generally proactive in adopting 
digital technologies and integrating them into per-
sonal, social, and emotional domains of life (Albescu, 
2022; Tapscott, 2008). Smartphones not only provide 

convenience but also signify a transformation in how 
relationships are initiated and maintained.

Moreover, for young adults matching this study’s 
demographic profile, individual evaluations rather 
than external social pressures play a dominant role 
in shaping intention to continue using ODAs. Recent 
studies suggest that today’s youth are increasingly 
distancing themselves from conventional expecta-
tions related to marriage and family, prioritizing au-
tonomy in their romantic and sexual relationships 
(Giddens, 2013; Mengzhen et  al., 2024). These rela-
tionships often emphasize emotional and sexual ful-
fillment without the constraints of traditional marital 
expectations. Technological advancement and expo-
sure to Western online dating models have further 
contributed to changing perceptions among Viet-
namese youth, facilitating greater acceptance and 
normalization of this dating format. Taken together, 
these societal and cultural shifts may help explain 
why, within this cohort, personal evaluations gener-
ally carry more weight than external social pressure 
in shaping the intention to continue using ODAs.

At the same time, the significant subjective norm 
× PBC interaction suggests that the role of subjec-
tive norm is not uniform across users. Rather, per-
ceived behavioral control appears to condition the 
extent to which perceived social influence translates 
into intention to continue using ODAs. This finding 
provides preliminary support for the conditional role 
of PBC in the subjective norm–intention to continue 
using ODAs relationship. However, this interpreta-
tion should be tempered by two considerations. First, 
the interaction term explained only a small amount 
of additional variance beyond the main-effects mod-
el, suggesting that its practical significance is limited. 
Second, the subjective norm scale had measurement 
limitations: after the removal of SN3, subjective norm 
was represented by only two indicators, and the in-
ternal consistency of the scale was moderate. This re-
duced measurement precision may have attenuated 
the observed association between subjective norm 
and intention, limited the ability of the measure to 
capture the full conceptual breadth of normative in-
fluence, or contributed to less stable estimates of the 
interaction effect. Therefore, although the findings 
suggest that perceived social influence remains rel-
evant to the intention to continue using ODAs and 
may be slightly strengthened under higher levels of 
perceived behavioral control, both the main effect of 
subjective norm and its interaction with PBC should 
be interpreted cautiously. 

Perceived behavioral control 
and intention to continue using ODAs

Although perceived behavioral control was posi-
tively and significantly correlated with intention to 
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continue using ODAs, its effect was not statistical-
ly significant in the regression model. This suggests 
that PBC does not play a direct role in predicting in-
tention to continue using ODAs.

According to prior research, when strong barri-
ers to a  behavior exist, PBC tends to exert greater 
predictive power compared to attitude and subjec-
tive norm (Ajzen, 1991; Stone et al., 2010). However, 
in the context of online dating, where barriers are 
minimal, PBC becomes a secondary predictor. Form-
ing an intention to continue using ODAs does not 
require substantial personal resources or capabilities, 
given that many people own smartphones and have 
stable internet access, and online dating applications 
are designed to be user-friendly. As reported by the 
Ministry of Science and Technology (2024), Vietnam 
had 78.44 million internet users as of January 2024, 
equivalent to 79.1% of the population, with 88.7% 
of mobile subscriptions on smartphones, 82.3% of 
households having broadband fiber connections, and 
4G coverage reaching 99.8% of the national territory. 
Moreover, under Decision No. 805/QD-TTg (Prime 
Minister, 2024), the national strategy for information 
and communication infrastructure aims for univer-
sal smartphone ownership by 2030. Thus, physical 
resource barriers to using ODAs may be relatively 
limited for many young users in this sample.

Regarding personal capability, self-confidence in 
performing the behavior also poses minimal barriers. 
Firlianty and Almigo (2024) found that college stu-
dents who use ODAs report greater comfort and confi-
dence when interacting through these apps compared 
to in-person encounters. Specifically, many students 
experience shyness in face-to-face interactions but 
feel confident in texting, profile creation, and photo 
selection. Research has shown that frequent online so-
cial interaction fosters communication confidence by 
providing a sense of social support in digital environ-
ments (Erwin et al., 2004; Haythornthwaite & Well-
man, 2002). Consequently, individuals often feel safer, 
more open, and more self-assured in expressing them-
selves on digital platforms, including ODAs.

From a  theoretical perspective, PBC may not di-
rectly influence intention but rather moderate the 
relationships between attitude, subjective norm, and 
intention to continue using ODAs. Ajzen (2002) ar-
gued that PBC is expected to interact with attitude 
and subjective norm in determining intention rath-
er than exerting a direct effect. Ajzen and Fishbein 
(2008) further noted that such interactions occur 
when predictor variables exhibit sufficient variability 
to allow interaction terms to emerge meaningfully in 
the model. The present findings align with this prop-
osition: PBC moderated the effect of subjective norm 
on intention but did not moderate the attitude–inten-
tion to continue using ODAs relationship.

In the Vietnamese context, where technical re-
quirements and access barriers are minimal, PBC may 

be insufficient as a  direct predictor in this context, 
where many users may already have sufficient access, 
skills, and perceived capability to use ODAs. Under 
such conditions, attitude exerts a stable and dominant 
influence on intention, regardless of perceived capa-
bility. In other words, in an environment where in-
frastructural and usability barriers are nearly absent, 
PBC is unlikely to alter the strength of the attitude–
intention to continue using ODAs relationship.

Nevertheless, PBC showed a  statistically signif-
icant but modest moderating role. Specifically, for 
individuals with higher perceived control over us-
ing ODAs, the association between subjective norm 
and intention to continue using ODAs was stronger. 
Conversely, for those with lower perceived control, 
social influence appeared less strongly related to in-
tention. These results are in line with previous re-
search examining digital platform competence and 
the degree of social influence (Nguyen et  al., 2025; 
Winter & Schreyer, 2025). Given the small incremen-
tal variance explained by the interaction terms, this 
moderation effect should be interpreted cautiously 
and should not be overstated in terms of practical 
importance.

This pattern may reflect the dynamics among 
contemporary Vietnamese youth. At the individu-
al level, increasing trends toward self-determina-
tion and personalization in romantic life mean that 
a positive attitude is sufficient to lead to intention, 
without needing PBC as a  catalyst. Several studies 
have likewise reported that the increasing salience 
of autonomy and individualization in romantic rela-
tionships plays a key role in individuals’ behavioral 
engagement (Kluwer et al., 2019; Knee et al., 2013). 
At the societal level, peer influence persists, and PBC 
functions as a  facilitator that enables social norms 
to exert a  stronger impact on behavioral intention 
to continue using ODAs. Similar results have been 
documented in prior research, notably in the studies 
conducted by Martinez and Lewis (2016) and Hua and 
Mi (2023). These results partly reflect the characteris-
tics of Vietnamese society as a transitional society, in 
which increasing individualization coexists with the 
enduring influence of traditional social norms.

Theoretical and practical 
implications

Theoretical implications. This study extends the appli-
cability of the theory of planned behavior by demon-
strating its relevance in explaining technology-me-
diated relationship behaviors among young adults. 
Consistent with the TPB framework, intention was 
shaped by attitude and subjective norm, reinforcing 
the robustness of the model (Ajzen, 1991). Impor-
tantly, the continued significance of subjective norm 
indicates that perceived social approval remains 
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a  meaningful determinant of behavior in socially 
sensitive contexts, supporting the conceptualization 
of normative influence as perceived social pressure 
(Ajzen, 2002). These findings also align with prior re-
search suggesting that online dating app use is em-
bedded in social and relational dynamics rather than 
purely individual decision-making processes (Chan, 
2017; Fishbein & Ajzen, 1975; Sumter et al., 2017).

Practical implications. The results suggest that ini-
tiatives promoting safe and responsible use of ODAs 
should address peer norms and social expectations 
in addition to individual attitudes. Digital literacy, 
relationship education, and sexual health programs 
may benefit from incorporating discussions on social 
influence and online relational expectations. For plat-
form designers, the exceptionally modest effect size 
of the SN × PBC interaction offers a critical caveat 
for dating application developers and digital mar-
keters. Rather than misallocating resources toward 
engineering complex features or marketing cam-
paigns that target the intersection of social pressures 
and behavioral control, they should prioritize direct 
enhancement of the core functionalities that shape 
users’ attitudes. As demonstrated by the empirical 
data, attitude remains the most robust and substan-
tive predictor of users’ intention within the model, 
making it the primary lever for user acquisition and 
sustainable platform engagement. 

Sample representativeness. The  demographic pro-
file of the respondents, who were predominantly fe-
male (76.4%), highly educated (58.3% holding a bach-
elor’s degree), and recruited through convenience 
sampling, presents notable boundary conditions. 
While TPB emphasizes the role of social and cogni-
tive determinants across populations (Ajzen, 1991), 
these findings should still be interpreted as reflect-
ing the behavioral intentions of a  specific, digitally 
integrated urban youth segment rather than being 
directly generalized to the broader, heterogeneous 
population of all Vietnamese young adults.

Limitations and future research

Several limitations should be considered when inter-
preting the findings. First, the cross-sectional design 
limits the ability to draw causal inferences among the 
constructs. Longitudinal or experimental research 
would provide stronger evidence regarding how in-
tentions to continue using online dating applications 
develop over time (Ajzen, 1991).

Second, the study relied on self-reported measures, 
which may be affected by social desirability bias giv-
en the sensitive nature of online dating behaviors. Fu-
ture studies could incorporate behavioral indicators 
or mixed-methods approaches to enhance validity.

Third, the measurement quality of the subjective 
norm and perceived behavioral control scales rep-

resents an important limitation. Both scales demon-
strated only moderate internal consistency, and the 
removal of SN3 resulted in subjective norm being as-
sessed with only two retained indicators. These lim-
itations may have reduced the precision of estimates 
involving subjective norm and PBC. Therefore, find-
ings involving subjective norm and PBC, including 
the significant but modest subjective norm × PBC 
interaction and the non-significant direct effect of 
PBC, should be interpreted cautiously. Future studies 
should refine these scales by developing additional 
items that more fully capture subjective norm and 
PBC, and should further evaluate their psychomet-
ric properties using confirmatory factor analysis, 
composite reliability, and measurement invariance 
testing.

Fourth, the reliance on a convenience sample that 
is heavily skewed toward female users (76.4%) and in-
dividuals with higher education limits the generaliz-
ability of the findings. Male users, young adults from 
rural regions, or those with different educational and 
occupational backgrounds may navigate ODAs un-
der different normative pressures and control beliefs. 
Future research should use probability sampling to 
capture a more balanced gender distribution and so-
cioeconomic diversity.

Finally, a  theoretical limitation concerns the po-
tential overlap between TPB attitude and technolo-
gy acceptance constructs. Although the study was 
grounded in TPB, some attitude items may have par-
tially captured evaluations of the technological affor-
dances of ODAs, including perceived usefulness, con-
venience, and effectiveness. Consequently, the strong 
predictive role of attitude may reflect both behavior-
al evaluations and technology-acceptance-related 
perceptions. To address this, we encourage future 
studies to explicitly explore the potential value of 
integrating TPB with the TAM or the UTAUT frame-
works. Such theoretical integration could bridge the 
gap between individual psychological volitions and 
platform-specific technological attributes, thereby 
offering deeper insights into how user-interface de-
sign and system ease-of-use interact with personal 
attitudes and social norms.

Conclusions

This study provides insights into the psychological 
determinants associated with the intention to contin-
ue using ODAs among educated Vietnamese young 
adults, framed within the TPB. The hierarchical re-
gression results indicate that attitude serves as the 
most robust predictor, being the strongest factor as-
sociated with the intention to continue using ODAs. 
Furthermore, while subjective norm contributes di-
rectly to the decision-making process, PBC does not 
act as a direct driver. Crucially, regarding the interac-
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tion effects, while the attitude × PBC interaction was 
non-significant, PBC emerged as a significant mod-
erator in the relationship between subjective norm 
and the intention to continue using ODAs. This indi-
cates that while baseline resources and skills do not 
alter the effect of personal attitudes, they may play 
a  conditional role in the extent to which perceived 
social expectations translate into continuous usage 
intentions.

From a  sociological perspective, these findings 
suggest changes in the ways educated young adults 
in Vietnam establish personal relationships in the 
digital era. The  use of ODAs is no longer merely 
a transitory or recreational behavior but is becoming 
an integral part of modern social life. The results sup-
port the utility of the TPB framework in identifying 
that favorable personal attitudes and supportive peer 
networks jointly facilitate sustained engagement 
with these platforms within the surveyed sample.

In summary, the research indicates that the inten-
tion to continue using ODAs is associated not only 
with technical convenience but also with the intersec-
tion of individual beliefs and evolving social norms. 
These findings provide a basis for app developers and 
psychologists to better understand user behavior, 
thereby informing efforts to develop safe, healthy, 
and culturally sensitive online dating environments 
for Vietnamese youth.
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