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Thoi quen xem phim ctia nguoi Viét dan c6 su thay ddi do su
bung nd cua nhitng dich vu xem phim tryc tuyén, nhit 1a ¢ giGi
tré. Bai nghién ctru khdm pha tac dong cia sy x4ac nhan 1én y dinh
mua 13p lai dich vu xem phim truc tuyén trudng hop GenZ qua
Su hai long (SAT) va Gié tri cam nhan (PV). Dir liéu tu 236
khach hang 1a GenZ & Thanh phé H6 Chi Minh di hodc dang trai
nghiém dich vu néu trén duoc kiém dinh qua phuong phap PLS-
SEM str dung SmartPLS. PLS-SEM dugc lya chon vi thich hop
dé kham pha mo hinh do luong ma bién tiém an 14 két qua cta
cac bién quan sat, dong thoi thich hop cho ¢& mau 16n va nho.
Két qua cho thay Su hai 1ong (SAT) anh hudéng 16n nhit dén Y
dinh mua 13p lai (RI). Su xac nhan (CONF) anh hudng theo
hudng tich cyc to1 Gid tri cam nhan (PV) va Sy hai long. Gia tri
cam nhén gian tiép tac dong 1én Y dinh mua lap lai théng qua Su
hai 1ong. Khdam pha ndy s& mang dén nhiing hiéu biét cho doanh
nghiép trong viéc xac dinh Y dinh hanh vi cia GenZ trong nganh
dich vu truc tuyén & Viét Nam.

ABSTRACT

The rise of paid movie streaming services has transformed
movie viewing habits in Vietnam, particularly among young
people. This study examines the impact of confirmation on
repurchase intention of paid movie streaming services, with a
focus on GenZ. The study employs Perceived Value (PV) and
Customer Satisfaction (CS) as the key variables. Data from 236
customers in Ho Chi Minh City who have been using the
aforementioned service is analyzed using the PLS-SEM method
with SmartPLS. The ideal statistical technique for investigating
measurement models in which latent variables are measured by
observable variables that have been verified for reliability and
validity is PLS-SEM. PLS-SEM is suitable for both large and
small sample sizes, making it a versatile tool for researchers in
various fields. The research findings indicate that Satisfaction
(SAT) has the greatest influence on Repurchase Intention (RI).
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Confirmation (CONF) positively influences Perceived Value
(PV) and Satisfaction. Perceived Value indirectly influences
Repurchase Intention through Satisfaction. These findings will
provide valuable insights to businesses in understanding
customers’ behavioral intentions in the online entertainment
industry in Vietnam.

1. Giéi thi¢u

Thoi quen xem phim ctia ngudi Viét dan cé sy thay d6i do sy bung nd cua nhimg dich vu
xem phim tryc tuyén, nhat 13 & gidi tré. Tuy nhién, hién trang vi pham ban quyén truc tuyén tai
Viét Nam chiém gan 1/5 doanh thu tong cua toan nganh video hop phép (Béo dién tir Chinh phu,
2022). Gan day, dudi sy kiém soat vé van dé ban quyén, cac trang phim l1au lién tiép bi g bo da
khién nhiéu nguoi ding chuyén sang st dung dich vu xem phim ¢6 ban quyén. Tin hiéu trén cho
thy ngum ding dang dan c6 suy nghi tich cyc trong viéc tay chay cac trang phim lau day quang
céo, chit luong phlm kém, vi pham ban quyen Nguoc lai, cac dich vu phim chinh thong day
manh cai thién vé chat luong hinh anh, dau tu vé ndi dung, goéi dang ky ciing dugc diéu chinh
hop 1y v6i nhiéu murc gia. Theo Tao va Vu (2022), cac tng dung xem phim ban quyén tiép tuc
duogc lan truyén rong rdi va duoc yéu thich bai cac khach hang thé hé Z hién nay 1a Netflix, FPT
Play, Galaxy Play, VieON ngiy cang dem dén nhiing tinh ning ciing nhu trai nghiém vuot troi
hon nhu chét luong phim cao, khong bi gian doan bdi quang cdo, nhiitng bd phim méi ciing dugc
cap nhat kip thoi. Chinh vi cac tinh nang vuot trdi trén, khan gia 1a cac ban tré cang co6 1y do dé
gan két va ua chudng cic nén tang phim chinh thdng ké ca khi d6 1a nén tang c6 tra phi. Theo
phan tich cta Statista Research Department (2023) cho thay, doanh thu trong phan khuc truyén
phat video (SVOD) tai Viét Nam sé& tang lién tiép tir nam 2023 dén nam 2027 vé6i tong gia tri
nam trong khoang 124.9 triéu d6 la My. Theo Nguyen (2023), nguoi dung Internet tai Viét Nam
trong quy 3/2022 danh thoi gian trung binh 14 02 tiéng 39 phit mdi ngay dé xem TV. Tuy 14 thi
truong dang dé khai thac nhung cac dé tai hoc thuat vé chu dé nay ciing nhur khach hang cua ho,
nhét 14 & giai doan sau mua van con rat han ché. Khach hang trung thanh s& 1a von quy gia dem
lai lgi nhuan bén vimng doanh nghiép (Bui, 2022; Parthasarathy & Bhattacherjee, 1998). Khong
chi nhu vay nguoi tiéu dung ngay nay dan trd nén kho tinh va dé dang bi thay doi bai nhiéu yéu
t5. Das va cong sy (2023) nhan xét ngudi tiéu dung Viét Nam c6 do trung thanh thap do 90% da
chuyen dbi ctra hang hodc nhan hiéu trong ba thang qua. Thong tin néu trén cho thay cac nha
cung cap dich vu xem phim tryc tuyén co tra phi can phai dua ra nhiing giai phap t6i uu dé cai
thién tinh trang nay.

Dudi goc do hoc thuat, huong nghién cuou vé hanh vi mua 1ap lai dich vu tryuc tuyén da
duogc quan tadm tir sém (Chiu, Hsu, Lai, & Chang, 2012; Frank, Enkawa, & Schvaneveldt, 2015;
Jia, Pang, Huang & Hou, 2023). Cac nghién ctru dugc thuc hién trong nhiéu bdi canh khac nhau,
da dang trong d6i twong tham gia nghlen cliru va phuong phap nghién ctru, tao nén cac duc ket Va
nhan dinh da huéng. Song, & mot sd phuong dién nhat dinh, cac nghién ctru bi gidi han vé sb
luong quan sat & mot khong gian dia 1y nho, chua mang tinh dai dién cho toan thé. M6 hinh chap
nhan cong nghé (TAM), 1y thuyét xac nhan ky vong (ECT) va tinh lién tuc cua IS 1a ba 1y thuyét
duogc ing dung thudng xuyén nhét dé giai thich ¥ dinh sir dung tiép trong linh vuc cong nghé. Ly
thuyét ECT da xuit hién nhiéu trong nganh tiép thi dé giai thich su hai 10ng ctia ngudi tiéu dung
va hanh vi sau mua (Oliver, 1980), m6 ta qua trinh hinh thanh y dinh mua lai (Yan, Filieri, &
Gorton, 2021). Tuy nhién, van con khan hiém cac cong trinh tmg dung Ly thuyét ECT dé dién
giai y dinh mua lai dich vu xem phim tra phi. Trén co s& d6, nghién ctru nay dugc trién khai véi
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muc tiéu 1a diéu tra nhiing dong luc chinh hinh thanh va cung cd y dinh mua 1dp lai dich vu phim
truc tuyeén cua doi tuong khach hang thugc GenZ.

2. Co so 1y thuyét
2.1. M6 hinh xdc nhdn su ky vong (ECM)

Mb hinh xac nhan sy ky vong (ECM) ciia Bhattacherjee (2001) dugc dé xuat dya trén
ECT va TAM thuong dugc 4p dung trong cac cudc thi hoc thuat vé hanh vi sau tiéu ding dé xac
dinh va phong doan su hai long ciing nhu ¥ dinh tiép tuc sir dung & da dang ngir canh. Viéc ap
dung nhan t6 trudc va sau tiéu dung 1a diém méi cua ECM so voi cac mé hinh khac. Theo
Bhattacherjee (2001), hai yéu t6 chi phéi su hai 1ong 1a: Mong doi sau sir dung va su dbi lap giita
Mong doi trude sir dung voi higu suét thuc tai. Mong dgi ban dau thuong dugc thanh 1ap trén co
so kinh nghiém hodc quan diém va danh gia tir ngudi khac, trong khi mong doi sau khi sir dung
dugc hinh thanh bai trai nghiém truc tiép cua khach hang va do d6 sé& thyc té hon. Tuy vao cép
d6 xac nhan va ky vong lam co s& cho xac nhan do, nguoi dung s€ hinh thanh mac d6 hai long
cua ho. Lee (2010) da &p dung ECM dé ly gidi va du doan y dinh tiép tuc hoc tap truc tuyén cua
nguoi dung. V& mat logic, viéc diéu tra hanh vi tiép tuc trong linh vuc phim tryuc tuyén la thich
hop vi déy 1a linh vuc duoc van hanh trén nén tang cong ngh¢. Hon nira, viéc hudng dén dich vu
phim tryc tuyén trong giGi tré dang cang pho bién (Matrix, 2014).

Tuy nhién, ECM vén chua diy dii vé mit 1y thuyét vi mo hinh chi tinh dén nhan thirc vé
loi ich mong doi ¢6 kha ning thay ddi theo thoi gian cta ngudi dung (Bhattacherjee, 2001) ma
khong xem xét rang nhan thirc ciia ho vé ton that va chi phi cling c6 thé bién ddi trong qua trinh
su dung. Wang (2008) cho réng: “Du céc dich vu thong tin tra phi thuc sy dem lai loi ich nhung
nhiéu nguoi ding van ¢ thé chan chir khi sir dung ching” (tr. 546). Nguyén nhén chinh 13 boi vi
“tinh hiru ich dugc nhéan thay trong TAM chi tap trung vao thanh phan lgi ich cam nhan ma bo
qua chi phi cam nhan” (Wang, 2008, tr. 546). Do d6, nhom nghién ctru lya chon yéu t6 gia tri
cam nhan thay cho tinh hitu ich duoc nhan thay trong ECM dé phan anh chinh xac nhat suy nghi
ciia GenZ vé su hitu ich ho nhan duoc va cac khoan phai tra cho diéu do.

2.2. Y dinh mua lip lai

Theo Kuo, Hu, va Yang (2013), “y dinh mua Iip lai 1a mirc dd ma khach hang sin sang
mua cung mot san phém hoac dich vu va no6 la mot yéu t6 du doan don gian, khach quan va co
thé quan sat dugc vé hanh vi mua hang trong tuong lai” (tr. 170). Hanh vi hodc y dinh mua lai
clia nguoi tiéu dung giir vi tri thiét yéu dbi véi doanh nghiép do khong chi gitp giit chan khach
hang, n6 con thic déy thoi quen ti€u dung cua ho, tir d6 tao 191 nhuan va bao dam doanh nghiép
ton tai 1au dai (Keni, Oktora, & Wilson, 2018; Lee, Eze, & Ndubisi, 2011; Wilson, 2018). Ca y
dinh mua hang ldp lai va tiép tuc su dung dugc coi 1a tuong duong nhau boi déu bi chi phéi boi
trai nghiém mua hang truéc d6 (Wen, Prybutok, & Xu, 2011). Theo Frank va cong sy (2015),
“khach hang mua lai tir cing mot nha cung cdp dé duy tri muc d¢ hai long cao hodc chuyén doi
nha cung cp dé giai quyét cic van dé vé muc d6 hai long thap” (tr. 06). Seiders, Voss, Grewal,
va Godfrey (2005), Yi va La (2004) ciing xac nhan su twong quan gitta sy hai long va y dinh
mua 1ap lai.

2.3. Sw xdc nhdn

Su x4c nhan 1a mot thanh phan tat yéu trong ECM, duoc hiéu 1a mirc d6 ma trai nghiém
thyc té khi sir dung mot san pham hodc dich vu phan anh niém tin va ky vong ban dau ctia ngudi
dung (Bhattacherjee, 2001). Theo Oghuma, Libaque-Saenz, Wong, va Chang (2016), “su xac
nhan biéu thj mtc do phu hop giira trai nghiém thuc té va nhitng mong doi ban dau cta ngudi
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tiéu dung” (tr. 37). Trong nganh dich vy, x4c nhan lién quan dén su tvong dong giita hiéu suit
thue té cta dich vu va mtc d6 mong doi tir khach hang (Lin, Tsai, & Chiu, 2009). Bhattacherjee
(2001) 1y giai rang: “Ky vong thap hon va/hoidc hiéu suat cao hon din dén sy xac nhan cao hon,
tir 46 anh hudng tich cuc dén sy hai 10ng cua khach hang va y dinh tiép tuc sir dung” (tr. 354).

2.4. S hai long

Trong ECM, sy hai 1ong giit vai tro tat yéu ddi voi viée quyét dinh c6 tién hanh giao dich
mua hang hay khong (Bhattacherjee, 2001). Su hai 1ong 1a “cam nhéan toan dién ctia nguoi tiéu
dung dya trén trai nghiém chung ciia ho” (Johnson & Fornell, 1991, dugc trich dan trong
Gustafsson, Johnson, & Roos, 2005, tr. 210). Sy hai long ciing dugc hiéu 1a mot “thai do, danh
gia va phan Gng vé mit cam xuc duoc khach hang thé hién sau khi dd thuc hién mua hang”
(Minarti & Segoro, 2014, tr. 1016). Eshghi, Haughton, va Topi (2007) ciing thé hién doanh
nghiép c6 thé dé dang tao mdi lién két voi khach hang va huong loi tir ho néu khach hang co
mac d6 hai 10ng nhat dinh, viéc ndy dan dén sy quyét dinh tiép tuc mua hang hoic thong qua
viéc truyén miéng tich cuec.

2.5. Gid tri cdam nhdn

Gié tri cam nhan 1a “sy danh gia tong thé clia ngudi tiéu dung vé tinh hitu ich cia mot san
pham duya trén nhan thirc vé nhitng gi nhan duoc va nhing gi dugc cho di” (Zeithaml, 1988, tr.
14). Tac gia nay cling nhan xét gia tri cam nhan ngoai 1 thudc vao gia ca con bao gém cac yéu
t6 tam 1y khac tac dong 1én quyét dinh mua. Su gia ting cua gia tri cam nhan bat ngudn tir cam
nhan cia nguoi tiéu dung, qua su danh gia nhimg gi ho nhan duoc cd vuot trdi dbi chiéu véi
nhitng gi ho phai dau tu (tién bac, thoi gian, cd ging). Trong nhidu trudng hop, gid tri cam nhan
c6 thé tac dong dén y dinh mua hang (Chang & Wildt, 1994; Hsu & Lin, 2015).

Trong linh vuc dich vu nhém tac gia dang nghién ctru, gia tri cam nhén c6 thé thay thé
cho nhan thirc hiru ich trong dich vy xem phim truc tuyén b?lng cach dem dén gdc nhin toan dién
vé trai nghiém ngudi dung. Ngoai khia canh hitu ich, gia trj cam nhan ciing lién quan tdi cac yéu
td tam 1y va cam nhan téng quat vé gia tri dugc dich vu mang lai. Gia tri cdm nhéan thé hién sy
twong tac giita khia canh hitu ich va cac thanh phan tam 1y, trai nghiém tong thé ctia nguoi ding,
va dem dén gbc nhin rong hon vé loi ich ma dich vu dang dé cap mang lai.

2.6. Mé hinh nghién citu va xdy dung gid thuyét

Hsu, Chang, va Chuang (2015), Hsu va Lin (2015), Fu, Zhang, va Chan (2018) déu két
ludn tac dong mang tinh tich cuc ciia sy xac nhan dén gia tri cam nhan, gop phan ting tinh khang
dinh ctia ECM ciing nhu dong gop tir cong trinh khoa hoc cta Fornell, Johnson, Anderson, Cha,
va Bryant (1996) vé nhan dinh su x4c nhan s& ¢ tac dong theo hudng tich cuc td1 nhan thuc vé
chit lugng va loi ich cia khach hang. Tir d6 gia thuyét sau dugc dé xuat:

HI: Sy xdc nhan tac dong tich cuc dén gia tri cam nhdn

M6 hinh ECM 14p luan réng su x4ac nhan tdc dong l1én su hai long (Bhattacherjee, 2001).
Chiu va cong su (2012) nhan dinh su x4c nhan c6 quan hé thuan chiéu vé6i su hai long vi nd phan
anh thai do thuc té cua nguoi dung do ddi chiéu gilra Kkét qua ho nhan dugc vdi mong doi cua ho.
Lap luan nay cling da dugc xac nhan & nhiéu nghién ctu trude day (Lin & ctg., 2009; Pereira &
Tam, 2021; Shiau, Huang, & Shih, 2011). Trong linh vyc phim truc tuyén, su xac nhan dua vao
trai nghiém tich cyc ctia nguoi dung thuong dan dén su hai 1ong. Su phan hi tich cuc va viée
dap ing mong doi clia ho gitip ting cuong niém tin va sy hai long ciia ngudi ding trong linh vuc
nay. Tir d6 gia thuyét sau dugc dé xuat:
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H2: Su xac nhan tac dong tich cuc lén sw hai long

St chi phdi cua gia tri cam nhan 1én sy hai 10ng timg duoc nhic toi trong nghién ctru boi
Hu, Kandampully, va Juwaheer (2009). Hsu va cong su (2015) nhan dinh: “Gia tri cam nhéan la
dong luc khong thé thiéu cta sy hai 1ong khach hang” (tr. 53). Nhiéu két luan ciing cho thdy khi
nguoi dung cadm nhan dugc gia tri cua san phém/dich vu ho dang sur dung thi s€ ting mirc dJ cta
su hai 1ong (Abror, Patrisia, Engriani, Idris, & Dastgir, 2022; Hsu & Lin, 2015). Tt d6 gia thuyét
sau dugc dé xuit:

H3: Gia tri cam nhan tac dong tich cuc dén sw hai long

Zeithaml, Parasuraman, va Malhotra (2002) nhan xét: “Gia tri cam nhan khong nhitng c6
tac dong dén gia ca cam nhan ma con véi ¥ dinh mua lap lai” (tr. 370). Trung khép voi Dodds,
Monroe, va Grewal (1991); Chang va Wlldt (1994) trong viéc phat hién gia tri cam nhan tao ra y
dinh mua. Ngoai ra, day ciing 1a “chi sd quan trong nhit phan anh y dinh mua lai” (Voss,
Parasuraman, & Grewal, 1998, duoc trich dan trong Hume, 2008, tr. 06). Néu viéc mua hang
mang lai muc gié tri cao, diéu nay s€ cai thién mic d) quay lai va mua lai cia khéch hang trong
tuong lai. Nhiéu tai liéu tr& vé trudc ciing dua ra ching ctr thuc nghiém vé méi lién két gitra ¥
dinh mua l3p lai hodc tiép tuc sir dung v&i gia tri cam nhéan (Friederich, Palau-Saumell, Matute,
& Meyer, 2023; Jia & ctg., 2023; Lee & ctg., 2011). T d6 gia thuyét sau dugc dé xuat:

H4: Gia tri cam nhan tac dong tich cuc lén y dinh mua lap lai

Theo mé hinh ECM, sy hai 10ng giir vai trd tit yéu trong viéc giai thich ¥ dinh mua lap
lai (Bhattacherjee, 2001). Nhiéu nghién ciru ciing xac nhan quan diém nay khi cho rang nhiing
khéch hang hai 1ong s& phat trién nén y dinh mua lap lai (Yi & La, 2004). Suhaily va Soelasih
(2017), Lin va Wang (2006) ciing cho rang nhiing khach hang cam thay that vong c6 thé s& tim
t6i nha cung cap khac con ngudi ding hai long s& ¢6 y dinh mua lap lai. Tir d6 gia thuyét sau
duoc dé xuét:

H5: Su hai long tac dong tich cuc lén y dinh mua lap lai

Sir xac nhan

(CONF)

HI (+) /

H3 (+) H4 (+)

Y dinh mua
13p lai (RT)

S hai long
(SAT)

Gid tri cam
nhin (PV)
Hinh 1. M6 hinh nghién ctru dé xuat
Ngudn: Tac gia xay dung
3. Phuwong phap nghién ctru
3.1. Thang do

Likert 7 diém 1a thang do c6 pham vi tir “Hoan toan khong dong ¥ dén “Hoan toan dong
y”, duoc lua chon stir dung trong bai nghién ctru nay vi dugc chirmg minh ¢6 murc d6 tin cdy cao
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(Oaster, 1989). Thang do cac yéu t6 str dung trong cong trinh dugc ké thira tir cac dé tai nghién
ctru trude. Trong d6: Thang do CONF duoc ké thira tir Pereira va Tam (2021), bao gdm 04 quan
sat, vi du: Chat lugng dich vu dugc dép tng tdt hon toi mong doi. Thang do PV ké thira tir Kuo,
Wu, va Deng (2009), bao gdbm 03 quan sat, vi du: T6i cam thay hai 1ong cac dich vu véi mirc gia
hop 1y. Thang do SAT ké thira tir San Martin va Jiménez (2011) bao gdm 05 quan sat, vi du:
Dich vu xem phim truc tuyén tra phi cia nha cung cip nay dap Gmg ky vong cua t6i. Thang do RI
ké thira tir Wen va cong sy (2011) bao gém 03 quan sat, vi du: T6i du dinh s€ tiép tuc st dung
dich vu nay thay vi ngimg st dung. Trén co s¢ d6, bang khao sat duoc phat trién qua y kién dugc
duc két tir cac nha nghién ctru, nhdm xac minh tinh hop 1¢ cua cac thang do, ciing nhu diéu chinh
cach dién dat cua bang hoi qua qué trinh chuyén ngi.

3.2. Thu thip dit liéu va miu

Nhiing nguoi tré thude GenZ da trai nghiém dich vu phim truc tuyén 1a mau khao sat cho
nghién ctru nay. Gen Z dugc dinh nghia 1 nhitng dugc ngudi sinh ra tir 1997 dén 2012 (Dimock,
2019), hay tir nim 1995 dén 2010 (Francis & Hoefel, 2018). Nghién ctru nay két hop ca hai quan
diém trén va chon ddi twong Gen Z tir 1995 - 2012, nghia 1 dén thoi diém nghién ctru ho tir 11
dén 28 tudi. Pay 1a thé hé di 16n 1én voi Internet va cong nghé sb, do do, ho thuong tiéu thu noi
dung giai tri qua viéc ding cic nén tang truc tuyén. Nhom ddi tugng nay bao gom ngudi di hoc
va nguoi di 1am nén cung cép nhiéu thong tin cho nghién ctru. Pic biét, gidi tré ngdy cang bat
dau “cay phim” thong qua cac dich vu xem phim tra trudc (Matrix, 2014), khién GenZ tr¢ thanh
nhom ddi tuong thich hop nhit cho dé tai nay.

Nghién ctru Iya chon phuong phap 14y mau thuan tién va bat dau viéc khao sat tryc tuyén
qua Google Biéu miu. Hair, Sarstedt, Hopkins, va Kuppelwieser (2014) dé nghi ¢& miu hiéu qua
nhit 1a trén 100, tuong dwong véi ty 18 10:1. Do d6, ¢& miu t6i thiéu yéu cau cho 15 bién quan
sét la n = 15 x 10 = 150. Thoi gian tién hanh khao sat tir 06/2023 dén 07/2023. Két qua nhan
dugc 236/302 phan hoi dam bao tinh hop 18, dap tmg du tiéu chi va sin sang cho phan tich tiép
theo. Cac phan hoi khong hop 1é do khong du cac thong tin, khong doc k¥ cac cau hoi hodc phan
hdi cau hoi thiéu sy nghiém tic.

4. Két qua nghién ciru

Theo Bang 1, s6 luong nit gii chiém s6 luong 16n véi 183 ngudi (77.5%) con nam gidi
1a 53 nguoi (22.5%). Phan 16n dén tir do tudi 18 - 22 (82.2%), hién la hoc sinh/sinh vién
(91.1%), v6i thu nhap chu yéu tlr viéc di lam thém hoic sy hd tro tir gia dinh, dudi 04 triéu déng/
thang, chiém khoang 66.1%. Ngoai ra, dudi 05 h/tuan 1a trung binh thoi gian ho danh ra dé sir
dung dich vu xem phim (49.6%), con lai tir 05 - 10 h/tuan (40.2%) va trén 10 h/tudn (10.2%).

Bang 1
Két qua phan tich mau khao sat
STT Pic diém Tan sb Ty 18 %

Nam 53 22.5
1 Gidi tinh Nit 183 77.5
Tong 236 100
Dudi 18 10 4.2
2 Do tudi 18 - 22 194 82.2
23-28 32 13.6
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STT Pic diém Tén s6 Ty 1é %
Téng 236 100
Hoc sinh/Sinh vién 215 91.1
Kinh doanh riéng 05 2.2
3 Nghé nghiép Lao dong tu do 10 4.2
Nhan vién van phong 06 2.5
Téng 236 100
Du6i 04 triéu 156 66.1
04 - 07 triéu 52 22.0
4 Thu nhap 07 - 10 triéu 16 6.8
Trén 10 triéu 12 51
Tong 236 100
Dué6i 05 h/tudn 117 49.6
. Thoi gian trung binh Tt 05 - 10 h/tuan 95 40.2
su dung Trén 10 h/tuan 24 10.2
Tong 236 100

Ngudn: Két qua phan tich cia tac gia

Bang 2 trinh bay gia tri Cronbach’s Alpha (CA) va Composite Reliability (CR). Déi véi
hé s6 CR, 0.6 < CR < 0.7 dugc xem 1a ¢6 thé chap nhan, con 0.7 < CR < 0.95 duoc cho 1a tot
(Hair, Risher, Sarstedt, & Ringle, 2019). V¢i chi s6 CA va CR cung qua ngudng 0.7, trong d6
chi s6 CA tir khoang 0.818 dén 0.847 va chi s6 CR tir khoang 0.889 dén 0.899, cac thang do c6
do tin cdy dap Gmg du diéu kién va phu hop véi tiéu chun nghién ciru (Fornell & Larcker, 1981).

Béng 2
Kiém tra d6 tin cay thang do
Cic bién tiém an S6 bién quan sat CR CA
SAT 05 0.891 0.847
PV 03 0.899 0.831
RI 03 0.892 0.818
CONF 04 0.889 0.834

Ngudn: Két qua phan tich ciia tac gia

Su hoi tu cua céc gid tri trong md hinh da dugc phéan tich dya trén dé nghi dugc dua ra
boi Fornell va Larcker (1981). Theo Gotz, Liehr-Gobbers, va Krafft (2010), gia tri hdi tu dua
trén phuong sai trung binh duoc trich xut (AVE) phai trén 50% va hé s tai ngoai phai 16n hon
0.7. Qua do, dir 1iéu cua Bang 3 chirng minh réng toan bo cac hé sé6 AVE va hé sb tai ngoai cung
dap tng nhitng yéu cau néi trén. Khi danh gia da cong tuyén, cdc nha thyc hién nghién ctu
thuong ap dung hé s6 lam phat phuong sai (VIF). Tinh trang da cong tuyén dugc cho 1a s& khong
gap phai néu chi s6 VIF khong 16n hon 5 (Hair, Ringle, & Sarstedt, 2011). Tuy nhién, cac dé tai
da tung thyc hién ctia Mason va Perreault (1991); Becker, Ringle, Sarstedt, va Vélckner (2015)
da chimg minh rang hién tuong da cong tuyén van co kha ning vi pham véi chi sé VIF dudi 5.
Tir d6 suy ra, dir liéu Bang 3 thé hién moi hé s VIF déu théa man diéu kién trén. Ngoai ra, theo
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Hair va cong sur (2011), két qua cta hé s6 R? 14 0.2 duoc cho 1a cao trong truong hop nghién ctru
v€ hanh vi khach hang. Qua do ta thay duoc hé s6 R? trong Bang 3 déu dap ting duoc diéu kién,
cling nhu minh hoa cho murc d6 tuong thich cao gitta mo hinh va dir liéu.

Bang 3
Kiém tra gia tri hoi tu va da cOng tuyén
Cac bién tiém 4n| S6 bién quan sat | Hé so tai ngoai AVE VIF R?
SAT 05 (0.743; 0.823) 0.621 | (1.603;2.063) | 0.434
PV 03 (0.847; 0.882) 0.747 | (1.747;2.054) | 0.409
RI 03 (0.851; 0.862) 0.733 | (1.734;1.911) | 0.384
CONF 05 (0.773; 0.841) 0.668 | (1.662; 1.953)

Ngudn: Két qua phan tich cia tac gia

Hé s6 ty 1é di biét dé kiém dinh gia tri phan biét (Heterotrait - Monotrait Ratio) duogc sir
dung trong PLS-SEM, goi tat 1a hé s6 HTMT. Garson (2016) nhén xét, gi4 tri phan biét giira hai
bién lién quan s& dugc thé hién khi chi s6 HTMT dudi 01. Mit khac, Henseler, Ringle, va
Sarstedt (2015) dé xuét chi s6 HTMT nén nho hon 0.9, khi d6 gia tri phan biét s& dam béo tinh
hop 1¢. Sb liéu ¢ Bang 4 minh hoa gia tri HTMT ciia timg yéu t6 déu dudi 0.9. Do d6 dap tmg
nhiing yéu cau trén.

Bang 4
Kiém tra tinh phan biét
CONF PV RI SAT
CONF
PV 0.763
RI 0.453 0.576
SAT 0.664 0.729 0.722

Ngudn: Két qua phan tich cia tac gia

Swr xac nhan
(CONF)
0.284 (0.000)
ai 16 Y dinh mua
0.639 (0.000) Su hai long  dink
(SAT) 0.506 (0.000) —— Lap lai (RD)
/ o / 0.384
0.441 (0.000) 0.161 (0.036)

v
Gia tri cam
nhén (PV)

0.409

Hinh 2. Két qua phan tich SEM

Nguén: Két qua phan tich cua tac gia
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Theo s6 liéu Bang 5, tat ca gia thuyét tir H1 dén H5 déu co y nghia théng ké va duogc
chép nhan vdi muc tin cdy 90%. Theo dir liéu thu dugc, Sy xac nhan (CONF) anh huong 16n 1én
Gia tri cam nhan (PV) (B = 0.639) hon 1a Sy hai long (SAT) (B = 0.284). Du vay, khi so véi Gia
tri cam nhan (PV) (B = 0.161), Sy hai long (SAT) van c6 su tac dong 16n hon dén Y dinh mua
lap lai (RI) (B = 0.506).

Bang 5
Két qua kiém dinh cac gia thuyét nghién ctru
Gia thuyét Mobi quan hé H¢ s Giatrip Két luan

H; CONF -> PV 0.639 0.000 Chap nhan
H; CONF -> SAT 0.284 0.000 Chap nhan
Hs PV -> SAT 0.441 0.000 Chap nhan
H, PV ->RI 0.161 0.036 Chap nhan
Hs SAT ->RI 0.506 0.000 Chap nhan

Ngudn: Két qua phan tich cia tac gia

Tac dong tong thé dugc ude tinh 1 tong cua cac tac dong tryc tiép va gian tiép. Xét theo
s0 liéu Bang 6, su hai long (B = 0.506) c6 tac dong 16n nhat dén y dinh mua 13p lai, ti€p theo do
la sy xac nhan (B = 0.389) va gia tri cam nhan (p = 0.384).

Bang 6
Tac dong tong thé cia md hinh
CONF PV SAT RI
CONF 0.639 0.565 0.389
PV 0.384
RI
SAT 0.506

Ngudn: Két qua phan tich cua tac gia
5. Két luin va hamy
5.1. Két lugn

Nghién ciru nay dya theo khung 1y thuyét M6 hinh ECM nham giai thich y dinh mua lap
lai d6i véi dich vu phim truc tuyén cia Gen Z. Tuong ddng v6i Hsu va cong su (2015), su xéac
nhan duoc thé hién 1a ¢ tao ra tac dong tich cuc dén gia tri cam nhan. Qua do théy duoc tinh
thiét yéu cua sy xac nhan trong vi¢c tao gid tri cam nhan ddi véi GenZ. Két qua cling cho théy
viéc nang cap dich vu va chét lugng xem phim online ¢ thé hinh thanh cao hon gia tri cam nhan
khi mong mudn ctia ngudi sir dung duoc dap tng.

Tuong thich v6i cac cong trinh dugc thuc hién boi Bhattacherjee (2001), Lin va cong sy
(2009), Shiau va cong su (2011), su xac nhan tic dong theo hudng tich cuc tdi sy hai long.
Khéng chi thé, két luan nay ciua nhom tac gia ciing duoc ching thuc trong nghién ctru ctia Hu va
cong su (2009), Abror va cong su (2022). Hon nira, su hai 10ng bi gia tri cdm nhan chi phbi
manh hon so v6i su xac nhan. Boi vi khach hang da trai nghi€ém va nhén théy gia tri cam nhan
thong qua su xac nhan, phat trién mic do hai long tét hon nhimng ddi tuong chi méi trai nghiém
su xac nhan ma chua théy gia tri hitu hinh tir dich vu.
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Y dinh mua ldp lai dwoc chimg minh bi chi phdi boi gia tri cam nhan, tuong thich véi két
luan cua Zeithaml va cong su (2002), Kkét qua cua nghién cuu hién tai chi ra réng khéach hang sé
c6 y dinh mua 1dp lai khi gia tri cdm nhan cta ho cao. pé tang tan sudt mua lap lai, cac nha
quan tri can can nhic diéu chinh gia thanh sao cho xtmg déng v6i chét luong ma khéch hang
nhan duoc.

Két qua cua cong trinh tai khang dinh sy hai long ¢ tac dong mang tinh tich cuc 1én ¥
dinh mua 13p lai, trang khép véi cac cong bd trude d6 cia Yi va La (2004), Suhaily va Soelasih
(2017). Khong nhitng vdy, vai tro hd tro cta sy hai 1ong trong su lién két gitta ¥ dinh mua lap lai
va gid tri cam nhén ciing duoc lam rd. Piéu ndy ngu ¥ rang viéc doanh nghiép can phai dam bao
viéc khach hang cam théy vira y voi gia tri cam nhan ma dich vu dem dén.

Trén goc dd hoc thuat, nghién cuu da giup khéng dinh sy thich hgp trong viéc 4p dung
mo hinh ECM dé 1y giai y dinh mua 13p lai dich vu phim truc tuyén cua GenZ ¢ Thanh phé Hb
Chi Minh. Két qua nay gop phan cing c¢b do tin cdy vé kha nang du doan ciia ECM dbi véi viée
giai thich ¥ dinh mua lai. Tir d6 ciing cho thdy céc tic gia vé sau co thé suy xét thay thé tinh hiru
ich duoc nhan thiy trong mé hinh ECM bang gi4 tri cam nhan dé danh gia hanh vi ngudi tiéu
ding khong chi & mat hiru ich, ma con 1 cac yéu t6 tdm 1y va cam nhan tong quan vé gia tri ma
dich vu dem lai.

Trén goc d6 thyc tién, két qua dé tai nghién ctru gitp cac nha kinh doanh hiéu r6 dong
luc khién khach hang mua lai dich vu va tir 6 diéu chinh chién lugc sao cho hop 1y nham hd trg
ngudi ding gia ting trai nghiém tich cyuc. Vi cac nha kinh doanh dich vy phim tryc tuyén, phan
tich dong luc mua lai ctia nguoi ding Gen Z c6 thé tao co hoi dang ké. Theo kham pha tir khao
sat nguoi dung mong doi ndi dung ph1m s€ da dang va mé&i mé. Pereira va Tam (2021) chi ra
rang viéc ngudi dung danh thoi gian nhiéu hon tren nén tang xem ndi dung yéu thich dan dén sy
san long chi tra cao hon trong tuong lai. Do do, can c6 chién lugc cap nhat déu din noi dung
phim phd bién va tan dung truyén thong dé quang ba bd phim méi. Ngoai ra, ting cuong tuong
tac, ndng cap chat lwong dich vy, tranh gy ra nhiing kho khan khong thiét yéu trong website va
mg dung ciing 13 cach dé t6i uu héa trai nghiém nguoi dung. Dé xuét cac tinh ning nhu binh
ludn, dién dan thao luan va téng hop tin tirc gitip ngudi ding tim thong tin dé dang va duy tri su
twong tac trén nén tang. Cudi cling, cac nha quan tri nén dau tu vao doi méi dé kip thoi dap tmg
nhiing lo ngai ctia khach hang qua cac khao sat ngan va giir cho dich vu lu6n cép nhat dung xu
hudng va nhu ciu cia nguoi dung.

5.2. Han ché va hwong phit trién

Ngoai cac dac két thu duogc, dé tai cia nhoém nghién ctru van co vai diém han ché. Pau
tién, viéc han ché pham vi khao sat & Thanh phd HO Chi Minh van chua dam bao phan anh day
du vé hanh vi cia GenZ ¢ Viét Nam. Han ché nay ciing khong dii co s dé dai dién cho cac
thanh phd hay qudc gia khac vi nhiéu van dé nhu tén gido, van hoa. Vi thé, cac dé tai trong thoi
gian t&i 6 thé tién hanh trén nhiéu bdi canh khac va quy md mau khao sat nén ting cudng dé co
két qua bao quat hon. Thir hai, dé tai chi chi huéng dén phén tich chu dao mét vai yéu t cu thé,
chua kiém dinh cac yéu t6 khac chang han d¢ tudi, thoi quen, tinh cach liéu ¢ chi phdi mdi lién
hé gitra cac bién trong mé hinh hay khong. Cudi cing, mic du ECM duogc cho 1a phu hop dé
kiém dinh hanh vi sau mua, tuy nhién c6 thé s& c6 cac 1y thuyét khac thich hop hon véi thé hé Z
va linh vuc ndi dung truc tuyén. Cac nghién ctru sau ndy can can nhic nhitng han ché trén nham
bd sung thong tin toan dién hon va gitip doanh nghiép day manh cac hoat dong can thiét.
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