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Cong nghé sb da trd thanh ngudn lyc chinh trong viéc dinh
hinh thuong mai hién dai, ddc biét 1a trong linh vuc mua hang truc
tuyén. Nghién ctru nay kham pha anh hudng cia cac yéu td ddi véi
y dinh mua hang tryc tuyén cta sinh vién tai Thanh phé HO Chi
Minh, dya trén ly thuyét Hanh vi hoach dinh (TPB). Ung dung
phuong phap PLS-SEM va phan tich dir 1i€u thu thap tir sinh vién,
nghién ctru da phét hién ra rang truyén miéng dién tir (e-WOM) va
tiép thi qua mang xa hoi (SMM) c¢6 tac dong dang ké dén Y Dinh
mua hang (YD) thong qua viéc nhan thirc Rui Ro (RR) va nhén thuce
Gia Tri (GT). Nghién ctru khong chi xem xét sy anh huong tir cac
yeu t6 khach quan dén chii quan ma con danh gla chiing nhu mot he
thong lién két, gitip 1am sang to sy tuong tac 1an nhau giita cac yéu
t6 d6i voi y dinh mua hang tryc tuyén. Cudi ciing, nghién ciru cung
cap cac chién luge cho cic doanh nghiép hodc ca nhan dang tim
cach m& rong thi phan hodc méi bat dau xam nhédp vao thi truong
kinh doanh truc tuyén va dé xuit cic hudng giai quyét moi cho
nhiing dé tai sau, déng thoi dua ra nhiing han ché cua dé tai hién tai.

ABSTRACT

Digital technology has become a major driving force in
shaping modern commerce, particularly in the realm of online
shopping. This study explores the factors influencing the online
shopping behavior of students in Ho Chi Minh City, based on the
Theory of Planned Behavior (TPB) framework. Utilizing the PLS-
SEM method and analyzing data collected from students, the
research has revealed that e-WOM (electronic Word-Of-Mouth)
and SMM (Social Media Marketing) significantly impact purchase
intentions through perceived risk and value. Importantly, the study
not only considers the influence of objective factors on subjective
ones but also assesses them as a dynamic system, clarifying how
these elements interact and simultaneously affect online shopping
decisions. Finally, the research provides management strategies for
businesses seeking to expand their online operations and proposes
potential research directions for the future while also pointing out
the current study’s limitations.
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1. Giéi thi¢u

Trong ky nguyén sé hoa hién nay, Internet da trd thanh nén tang thiét yéu, tic dong sau
rong dén moi khia canh cua doi séng xa hoi, tir giao tiép c4 nhan dén hoat dong thuong mai
(Johnson & Lee, 2017; Smith & ctg., 2020). Dic biét, sy phat trién cia Internet di tao ra mot
khong gian méi cho viée giao tiép va giao dich thuong mai truc tuyén, mang lai nhiéu tién ich
vuot trdi cho nguodi dung (Johnson & Smith, 2020). Trong bdi canh d6, MXH nbi 1én nhu mot
cong cu tiép thi dot pha, khong chi giup doanh nghiép mé rong thi phin ma con tac dong tich cuc
dén hanh vi mua sim cua nguoi tiu dung (Lee & ctg., 2020). Cu thé, mang xa hdi da tr¢ thanh
ngudn thoéng tin quan trong trong qua trinh ra quyét dinh mua hang (Nguyen & ctg., 2021), dong
thoi tao ra kénh twong tac hai chiéu giita doanh nghiép va khach hang thong qua cac danh gia va
phan hdi (Smith & Johnson, 2018). Su két ndi nay dugc cung ¢d thém boi cac kénh tiép thi da
dang nhu Email, Internet va tiép thi di dong (Johnson & Lee, 2019; Nguyen & ctg., 2020).

Xu huéng chuyén dich tir kénh thong tin truyén thong sang nén tang s, dic biét 1a mang
xa hoi (Kim & Nguyen, 2018), da khién truyén thong tiép thi qua phuong tién xa hdi tré thanh
cong cu then chét trong thi trudng hién dai (Kim & Lee, 2018; Tran & ctg., 2017). Cac nghién
ctru gan day da chi ra tdm quan trong cua tiép thi mang xa hoi dbi voi y dinh mua hang cua
ngudi tiéu dung (Tran & ctg., 2019). Tuy nhién, viéc nhiéu ndi dung tiép thi khong thu hut dugc
su quan tdm cta nguoi dung (Nguyen & Kim, 2021) dit ra yéu cau cap thiét trong viéc nghién
ctru sau hon vé phan mg ctia nguoi ding mang xa hoi dé xay dung chién luoc tiép thi hiéu qua.

Xuét phat tir nhitng phan tich trén, nghién ctru “Tac dong cla truyén miéng truc tuyén va
tiép thi mang xa hoi dén y dinh mua hang” dugc dé xuit nhim khdm pha sau sic hon vé anh
huéng ctia mang x3 hoi dbi v6i ¥ dinh mua hang cua sinh vién tai Thanh phé H6 Chi Minh.
Nghién ciru huéng dén viéc dé xuét nhitng goc nhin méi va giai phap thiét thyc, c6 sy moi mé
dbi voi cac nghién ctru trude day trong linh vuc nay.

2. Co s6 Iy thuyét
21.Y dinh mua hang (Purchase Intention)

Y dinh mua hang 1a mot khai niém then chdt trong hanh vi nguoi tiéu dung, thé hién qua
qué trinh ra ¥ dinh mua sam duya trén viéc cn nhic nhiéu yéu té va diéu kién khac nhau (Shah &
ctg., 2012). Pay 1a mot qua trinh phtic tap (Cheung & Thadani, 2012), bao gdm sy tuong tac da
chiéu giita ba yéu té c6t 15i: nhan thirc, hanh vi va thai do ctia nguoi tiéu dung dbi véi san pham,
dich vu va nguoi ban (Huete-Alcocer, 2017).

Mot trong nhimng yéu td c6 anh huéng manh mé dén y dinh mua hang chinh la danh gia
va ¥ kién tir nguoi khac vé san pham, dich vu hodc ngudi ban (Almana & Mirza, 2013;
Cantallops & Salvi, 2014; Daugherty & Hoffman, 2016; Huete-Alcocer, 2017; Md Husin & ctg.,
2016). Trong bdi canh nay, viéc truyén tai y kién dong vai trd quan trong trong chién luge tiép
thi hién dai (Almana & Mirza, 2013). Pac bi¢t, trong thoi dai s6 hoa véi su phé bién cua Internet
va cac nén tang mang xa hoi, truyén miéng dién tu (e-WOM) da tr¢ thanh mdt kénh thong tin c6
tam anh hudng vuot troi (Cheung & Thadani, 2012). Thong qua cic phuong tién truc tuyén,
nguoi tidu dung co thé dé dang tiép can thong tin vé gia ca, chat lugng va gia tri sir dung ctia san
pham, tir d6 tac dong truc tiép dén quyét dinh mua hang cta ho (Kudeshia & Kumar, 2017).

2.2. Tiép thi MXH (Social media marketing)

Tiép thi mang xa hoi (Social media marketing) dugc dinh nghia 1a mot quy trinh chién
lugc cho phép t6 chlic va ¢4 nhan quang ba san pham, dich vu thong qua cac nén tang truyén
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thong xa hoi, nham tiép can cong ddng nguoi ding Internet rong 16n (Yong & Hassan, 2019).
Pay khong don thuan 1a mot cong cu tiép thi don 1é ma 1a mot chién luoc tong thé co tac dong
lan toa trong toan nganh. Theo goc d6 doanh nghiép, Magasic (2016) nhan manh rang tiép thi
mang x3 hoi 1a tap hop cac nd luc c6 cha dich nham thu hat su cha ¥ cua khach hang tiém ning
dén thuong hi¢u. Diéu nay dugc thuc hién thong qua viéc tich hgp va van dung hiéu qua da dang
cac kénh tiép thi s nhu blog, website va cac nén tang x3 hoi khac nhau.

Mot trong nhitng dac diém quan trong cua tiép thi trén mang xa hoi la kha nang tao ra su
twong tic hai chidu giita ngudi ban va ngudi mua (Jin & ctg., 2019). Nho viée ling nghe va thu
thap phén héi tir khach héng, doanh nghiép c6 thé lién tuc cai thién chét luong san phém va dich
vu. Cac nén tang phd bién nhu TikTok va Facebook d tr¢ thanh nhung kénh truyén thong hi¢u
qué, gitip doanh nghiép nhanh chong truyén tai thong diép tiép thi, dong thoi xdy dung mdi quan
h¢ lau dai véi khach hang.

2.3. Truyén miéng trwe tuyén (e-WOM)

e-WOM (Electronic Word-of-Mouth) 1a mét khai niém pho bién trong linh vuyc tiép thi va
truyén thong truc tuyén, dé cap dén viéc lan toa thong tin, danh gia va nhan xét vé cac san pham,
dich vu hoac thuong hiéu thong qua céc kénh truc tuyén nhu mang xa hoi, dién dan, blog, Email,
.. e-WOM thuong duoc khdi xudng boi ngudi tidu ding truc tuyén, ¢ thé anh huong dén nhan
thirc, thai d6 va quyét dinh mua hang cta ngudi tiéu dung mot cach dang ké. Nhan td nay bao
gbm cac yéu t6 nhu danh gia san pham hodc dich vu, chia sé trai nghiém c4 nhan va goi ¥ mua
hang dua trén kinh nghiém ciia nguoi dung. Quan trong nhat, e-WOM c6 thé tao ra tac dong tich
cuc hodc tiéu cuc ddi v6i san pham hodc thuong hiéu va co thé anh huong dén y dinh mua hang
ctia ngudi dung truc tuyén (Mai & ctg., 2024). e-WOM di trd thanh mot yéu té cuc quan trong
trong chién luge tiép thi hién dai thoi cong nghé s6, thiic d'fiy cac doanh nghi¢p va thuong hié¢u
cht ¥ va quan 1y su hién dién ctia ho trén cac nén tang truc tuyén va phan hoi tir khach hang truc
tuyén dé xay dung va duy tri uy tin tich cuc va tao niém tin cho khach hang.

Khi xem xét viéc mua hang san pham truc tuyén trén Internet, ngudi dung thuong tim
kiém nhiing danh gia tryc tuyén va phan hoi tir cac trai nghiém ciia nguoi tidu dung di timg trai
nghiém san phém hoac dich vu trudc khi quyét dinh mua hang truc tuyén. Do do, sttc manh cua
ngudi ding nam & e-WOM, noi cac danh gia va trai nghiém tir cac khach hang trude dé anh
hudng nguoi tidu dung truc tuyén (Park & ctg., 2011). Do d6, ngudi ding c6 thé sir dung cac nén
tang khac nhau dé lan toa y kién, trai nghiém cta ho dén nguoi dung khac, gop phan tic dong
dén y dinh mua hang. Céac nghién ciru di trudc da cho thdy rang e-WOM 1a mét yéu td riéng biét
va ¢6 su twong quan tich cuc dbi v6i y dinh mua hang so sanh véi cac yéu to khac. Sweeney va
cong su (2014) luu ¥ rang dich vu, so voi hang hoa hitu hinh thi kho danh gia hon do tinh chit
v6 hinh cua loai san pham. Do d6, ngudi tiéu ding phu thudc nhiéu vao truyén miéng tryc tuyén
trudc khi c6 hanh vi mua hang khi ho cAn mua bat ky dich vu nao. Hon nita, cd e-WOM tich cuc
va tiéu cuc déu anh huong dén ¥y dinh mua hang (Liang & ctg., 2018; Sampat & Sabat, 2021;
Sweeney & ctg., 2014).

2.4. Nhdn thirc rui ro (Risk Perceived)

Nhan thire ri ro trong mua sim truc tuyén 13 kha ning ngudi tiéu dung nhan dién cac
yéu t6 riii ro va sy khong chic chin khi thyc hién giao dich truc tuyén. Didu nay bao gom viéc
xem xét cac mdi nguy co, ton thit hodc thach thirc ¢ thé phat sinh trong qua trinh mua hang,
Nhan thtrc rai ro duge xem 13 mot yéu t6 bat dinh ma khach hang c6 thé gip phai khi mua sdm
(Murphy & Enis, 1986). Theo nghién ctru cua Kim va cong sy (2007), nhan thic rai ro cua
ngudi tiéu dung lién quan dén nhimg lo ngai vé cac két qua tiéu cuc va su khong chic chan tiém
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tang trong giao dich dién tir. Pay la yéu t0 quan trong can can nhac trong mua sam tryc tuyen,
noi c6 nhi€u moi lo vé bao mat thong tin, tai chinh, chat lugng san pham va gian 1an.

2.5. Nhén thire gida tri (Value Perceived)

Nhan thire gia tri trong mua sam truc tuyén thé hién cach nguoi tiéu dung danh gia loi ich
thu duoc so véi chi phi va cong stc bo ra. Qua trinh nay bao gdm viéc xem xét cac yéu t6 nhu
chat luong san pham, dich vu, gia ca, su tién loi, va dg tin cay ctuia nha cung cap. Zeithaml va
cong su (1988) nhan thay rang ngudi tiéu ding c6 xu huéng mua san pham khi ho cam nhén
duoc 1oi ich cua san pham mang lai vuot trgi hon so véi chi phi. bay la yeu t6 then chét trong
nghién ctru vé tac dong dén y dinh mua hang. Khi c6 du thong tin vé san phdm, ngudi tiéu ding
s& so sanh, danh gia va dua ra quyét dinh mua hang (Nan-Hong, 2007). Trén co s& d6, nhan thirc
gia tri dong vai trd quan trong trong viéc tac dong dén ¥ dinh va hanh vi mua sim truc tuyén cia
nguoi tiéu dung.

2.6. Gid thuyét va mé hinh nghién ciru

Truyén miéng dong vai tro quan trong khi nguoi tiéu dung c6 thé chia sé suy nghi va kinh
nghiém thuc té cta ho vé san pham hodc dich vu v6i nhitng ngudi dung khac. Trong thoi dai sb
hoéa, truyén mleng truc tuyen la mot phién ban hién dai, dugc tao ra va chia sé bdi chinh nguoi
tiéu dung. Piéu nay bién truyén miéng truc tuyén thanh mot nguon thong tin dang tin (Do &
Nguyen, 2020). Khi quyét dinh mua hang, ngudi tiéu dung dat nlem tin cao vao y kién va trai
nghiém dugc chia sé tir cong dong nguoi tiéu dung, hon 13 cac ngudn thong tin cta thuong hiéu.
Ttr cac 1ap luan trén, gia thuyét sau day duge dé xuat:

Hla: e-WOM tic dong dén y dinh mua hang

Rui ro duoc xem xét tir goc d6 cta ngudi dung, duoc hiéu don gian 13 sy khong 1 rang va
hau qua tiéu cuc co thé xay ra trong qua trinh giao dich hodc sau giao dich. Rui ro nay thuong
tang 1én khi muc do khong chic chan cao hon hodc khi c6 kha ning xay ra hau qua 16n hon, dac
biét trong cac khia canh tai chinh va san pham. Diéu nay dong nghia véi viéc quang cao va nguon
thong tin tir phia ngudi ban, doanh nghiép khong dii dé thuyét phuc ngudi tiéu dung vé gid tri clia
san pham hoic dich vu. Cac dé tai di trudc da dé xuat rang e-WOM (Electronic Word of Mouth)
12 mot trong nhitng cong cu manh mé& dé giam di rti ro duoc nhan thirc cia ngudi ding bang cach
cung cap 16i khuyén va danh gia tir cong dong truc tuyén. Theo Hung va Li (2007), e-WOM c6
thé hiéu qua trong viéc ting cuong kién thirc vé thuong hiéu, tir d6 giam nhan thirc rai ro ctia
nguoi tiéu ding ddi véi san pham bang cach giam nguy co bi lira d6i. Twong ty, Schau va cong sur
(2009) ciing da két luan rang e-WOM c6 tac dong dang ke vao viéc giam kha nang bi lira ddi.
Nghién ctru gan day cia Wu (2014) di cung cip du vét vé su twong quan gitra e-WOM va nhan
thirc rui ro trong nglt canh cua nganh dich vu khéch san. pé t1ep tuc di sau hon vao cach khach
hang st dung e-WOM dé giam thiéu rui ro tiém ning trong qua trinh dit phong chd & tryc tuyén.
Duya trén cac nghién ctru di trudc nay, co thé két luan ring e-WOM c6 tac dong quan trong ddi véi
nhén thirc rui ro cua khéach hang. Céc 1ap luan trén dua dén gia thuyét:

HIb: e-WOM tic dong dén nhin thirc vé riii ro

Nhan thirc vé gia tri 1a mot khia canh phirc tap trong qua trinh dénh gia san pham hogc dich
vu, déng thoi lién quan dén viée tong hop danh gia vé tién loi ciia chung (Roulbah & ctg., 2015).
Nguoi tiéu dung xem xét gia tri dya trén 1o1 ich va sy hy sinh ma ho phai ddi mat khi sir dung hodc
s& hitu san pham hodc dich vu (Rouibah & ctg., 2015). e-WOM (Electronic Word of Mouth) déng
vai tro quan trong trong viéc hinh thanh nhan thirc vé gia tri ndy, cho phép ngudi dung tiép nhan
thong tin tir nhitng nguoi c6 kinh nghiém va di ting trai nghiém san pham hodc dich vu. Qua e-
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WOM, sinh vién ¢6 co hdi xem xét xem san phém hodc dich vu ¢6 xting dang véi chi phi ho bo ra
khong. Danh gia tich cuc co thé ting sy ty tin khi sinh vién dua ra quyét dinh mua hang va thic
day ¥ thic rang ho dang dau tu vao lya chon co gia tri. e-WOM khéong chi 14 ngudn thong tin déng
tin ma con 1a mot nhan t6 quan trong anh huéng dén nhan thirc vé gia tri trong qua trinh mua sam
cta sinh vién. Tir cac 14p ludn trén, nhom tac gia dé xuat gia thuyét sau day:

Hlic: e-WOM tac dong dén nhén thire gia tri

Mang x3 hoi, v6i kha ning hd tro giao tiép, giao dich mua ban va xay dung méi quan hé
v6i khach hang, ngay cang tré thanh céng cu dwgc nhidu thuong hiéu va doanh nghiép khai thac.
Nén tang nay, vdi tinh chét tuong tac hai chiéu, tao diéu kién thuén lgi cho viéc lan truyén thong
tin va ¥ kién (Prasetyo Matak Aji & ctg., 2020). Theo nghién ciru ctia Seo va Park (2018), hoat
dong tiép thi trén mang xa hoi ¢6 anh hudng dang ké dén y dinh mua hang cta ngudi tiéu dung.
Nghién ctru cho théy, khi céc thuong hi€u sir dung mang xa hoi dé tiép thi, khach hang c6 xu
huéng ghi nhd va nhan dién thuong hiéu d6 t6t hon so véi cac d6i thu. Vi vy, mang x3 hoi
khong chi 1a mdt cong cu tiép thi ma con la phuong tién giao tiép quan trong, gitp thuong hiéu,
doanh nghiép hodc c4 nhan xay dung, duy tri va cai thién mbi quan h¢ vdi khach hang. Duya trén
nhitng co s¢ ndy, nghién ctru dua ra gia thuyét sau:

H2a: Tiép thi MXH tac dong dén y dinh mua hang

Nguoi tiéu dung thudng xem xét va danh gia cac rui ro lién quan dén mua sam tryc tuyén
dua trén nhan thic cta ho vé san pham va dich vu (Lim & ctg., 2019; Rachbini, 2018). Tuy
nhién, Margono va cong su (2022) cho rang sy phat trién cia tiép thi trén mang xa h6i c6 thé
gitip giam thiéu nhitng rui ro ndy. Piéu nay dat duoc nho viéc cung cap thong t1n vé cac bién
phap dam bao an toan trong giao dich, tir d6 ciing c¢6 niém tin va mong mudn mua sim ciia nguoi
tiéu ding, dong thoi hd trg doanh nghiép, thwong hi¢u va ca nhan trong viéc giam thiéu cac rai
ro tiém an. Dua trén céc 1ap ludn trén, nhom nghién ciru dé xuat gia thuyét sau:

H2b: Tié'p thi MXH tac dong nhdn thirc rii ro

Hién nay, tiép thi trén mang xa hdi c6 vai trd quan trong trong viéc nang cao nhan thic
vé gié tri, khi phan 16n cac doanh nghiép tin dung cac nén tang xa hoi nhu cong cu tiép thi, giup
cong dong dé dang tiép can thong tin va thuc diy quyét dinh mua hang cta nguoi tiéu dung.
Nghién ctru ctia Chen va Lin (2019) chi ra rang viéc sir dung cac nén tang xa hoi cang nhiéu s&
cang gia ting nhan thic vé gid tri ctia doanh nghiép. Twong tu, Kosasih va Secapramana (2021)
da xac dinh tac dong tich cuc va quan trong giira hoat dong tiép thi qua mang xa hoi Instagram
OVO va nhan thirc ciia khach hang vé gia tri cua thuong hiéu nay. Viéc ap dung cac nén tang
mang x4 hoi lam cong cu tiép thi cho phép doanh nghiép, thuong hiéu va ca nhan sang tao cac
thong diép va ndi dung hap din vé san pham hoidc dich vu. Nhimng thong diép nay c6 kha ning
truyén tai thong tin vé gia tri ma san pham hodc dich vu mang lai. Khi ngudi tiéu dung tuong tac
voi cac ndi dung trén mang xa hoi, ho sé bat diu nhan thirc 3 hon vé san phém hoac dich vu
(Kieu & Bui, 2023). Cac bai dang, danh gia va chia sé tir ngudi dung khac ciing gop phan hinh
thanh 4n tugng vé san pham hoic dich vu. Khi nguoi tiéu ding nhén ra gia tri ctia san pham hodc
dich vu ddi voi ho, kha niang ho thyc hién hanh vi mua hang s& ting 1én. Do do, tiép thi qua
mang x4 hoi giup cai thién nhan thirc vé gia tri va c6 anh huong dén quyét dinh mua hang cua
nguoi tidu ding. Dya trén cac lap luan nay, nhom tac gia dua ra gia thuyét sau:

H2c: Tié}) thi MXH tac dong dén nhan thirc gia tri

Theo Bauer (1960), viéc tim kiém thong tin dugc xem nhu mdt co ché giup con ngudi
giam bot nhan thac rui ro. Khi mua sam tryc tuyén trén Internet, nguoi tiéu dung phai doi mat
vo1 nhiéu loai rai ro khac nhau, bao gom rui ro kinh té, rui ro lién quan dén nguoi ban, rui ro vé
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riéng tu va rii ro vé bao mat (Pavlou, 2003). Corbitt va cong su (2003) cho biét, nhan thirc rai ro
ctia khach hang khi mua sdm truc tuyén c6 thé duoc danh gia qua hai yéu t6: rui ro tai chinh va
ri ro san pham - nghia 13 san pham c6 thé khong dat su ky vong cua ngudi tiéu dung. Mitchell
va cong su (1999) da thanh cong trong viéc chimg minh rang, y dinh mua hang cta ngudi tiéu
dung bi anh huong tiéu cuc boi su nhén thirc vé rii ro tac dong dén viéc mua hang, Nhfrng
ngh1en clru nay dd gop phan 1am rd méi lién hé gitra cam nhan rui 1o va hanh vi mua sam truc
tuyén ctia ngudi tiéu dung. Tl cac 1ap ludn trén, tac gia nay xin dé xuét gia thuyét cubi cung:

H3: Nhdn thirc riii ro téc dong dén ¥ dinh mua hang

Nhan thirc gia tri 12 yéu t6 ¢6 vai trdo quan trong hinh thanh ¥ dinh mua hang, thu hut su
quan tam cua nhiéu nha nghién ctru (Hanaysha, 2018). Pugc cho 1a sy danh gid, cdm nhan hoac
quan diém c4 nhan vé gia tri phu hop ma nguoi tiéu dung ky vong tur san phém, dich vu hodc trai
nghiém (Hellier & ctg., 2003), nhan thirc gia tri ciing 14 d4nh gia tong quan ctia ngudi dung veé loi
ich so véi chi phi va thoi gian bo ra (Zeithaml & ctg., 2002). Nghién ciru tiép tuc chi ra mbi lién
hé tich cuc gilra nhan thuc gié tri va chét luong san phém truc tuyén v6i y dinh mua hang cua
nguoi tiéu dung. Dua trén cac luan diém trén, nghién ciru ndy dé xuit mot gia thuyét cudi cung.

H4: Nhdn thire gid tri tac dong téi quyét dinh mua hang

Dua vao céac lap ludn co sé da néu trén, mo hinh nghién ctru dugce dé xuét nhu sau:
Hinh 1
M6 Hinh Nghién Ciru Pé Xudt

Truyén miéng
truc tuyén

- 3 _\_\-\-_--\_\- T
T :
- f/_j;-_*" hang
He __—
H2b —
//

Tiép thi mang
xa hoi

Nguon: Két qua phan tich dir liéu ciia nhém nghién ctru
3. Phuong phap nghién ctiru

Nghién ctru nay st dung phuong phap dinh lugng thong qua khdo sat véi bang cau hoi
dugc dua trén thang do Likert 5 diém, ké thira va phat trién tir cac nghién ciru trude day (Xem
phu luc Bang thang do nghién ctru - ban online). Viéc thu thap dit liéu dugc thyc hién thong qua
khao sat tryc tuyén bang Google Forms, phat tan qua mang xa hoi Facebook theo phuong phép
chon mau thuén tién.

Déi twong khao sat 1a nhitng ca nhéan tir 18 tudi trd 1én, dang sinh séng, hoc tap va lam
viéc tai Thanh phé HO Chi Minh, trong d6 tap trung chii yéu vao nhém sinh vién c6 hanh vi mua
sam truc tuyén. Mic du kich thuéc miu ban dau duoc ude tinh 14 145 quan sat (Nguyen, 2011),
nhung nham dat hiéu qua tdi wu nhat, nghién ctru dd mo rong quy mé 1én 300 mau dé dam bao
tinh dai di¢n va do tin cay ctua két qua nghién ctru.
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Nghién ctru str dung phan mém SmartPLS dé xur 1y va phan tich dir liéu theo phuong
phap mé hinh ciu tric binh phuong nhé nhat timg phan (PLS-SEM). Quy trinh phén tich duoc
thyc hién qua hai giai doan chinh. Giai doan dau tap trung vao danh gia moé hinh do luong thong
qua viéc kiém dinh d¢ tin cay cua céac chi bao (Outer Loadings > 0.7), do tin ciy tong hO’p (CR >
0.7), tinh gi4 tri hoi tu (AVE > 0.5) va gla tri phan biét theo tiéu chi Fornell Larcker. Tlep theo,
g1a1 doan thir hai 12 danh gia mé hinh céu tric bang cach phan tlch hé s xac dinh R?, kiém tra hé
s6 duong dan thong qua ky thuat bootstrappmg voi 5,000 mau Cac két qua phan tich nay s€
duogc sir dung dé kiém dinh cac gia thuyét nghlen clru d3 dé xuét va danh gid mdi quan hé giira
cac khai niém nghién ctru trong mé hinh 1y thuyét.

4. Két qua nghién ctru va thao luin

4.1. Danh gia do tin cdy

bé danh gia su hoi tu gia tri ciia cac bién tiém 4n, nghién ctru da stir dung h¢ s6 tai nhan t6
va phuong sai trich trung binh (AVE). Theo céac tiéu chuan, hé so tai nhan to 1y twong khi vuot
qua 0.7 va gia tri AVE can dat tr 0.5 tr¢ 1én dé ddm bdo do hoéi tu cua thang do (Fornell &
Larcker, 1981; Henseler & ctg., 2009). Bén canh do6, d¢ tin cdy tong hop (CR) ciing dugc st
dung dé danh gia tinh thong nhat ndi tai cia thang do, vdi gia tri chap nhén 1a trén 0.7.

Bang 1
Két Qua Kiém Dinh Pé Tin Cay Thang Do
Cronbach’s Alpha | Composite reliability rho_c |Average Variance Extracted (AVE)
GT 0.733 0.849 0.652
RR 0.755 0.843 0.574
SMM 0.891 0.917 0.647
YD 0.769 0.852 0.590
e-WOM 0.842 0.888 0.614

Nguoén: Phan tich dit liéu

Két qua nghién ciru cho thiy tit ca cac nhéan t6 déu dap tng céc yéu cau trén, nhu dugc
trinh bay trong Bang 1. Theo 1ap ludn cua Fornell va Larcker (1981), gid tri AVE cua céac bién
déu trén 0.5 va can bac hai cia AVE 16n hon cac h¢ s6 twong quan gitra cac bién trong cung mat
cot, dam bdo gia tri phan biét. Bang 2 thé hién cac h¢ s6 twong quan cua cac bién nhu GT, RR,
SMM va YD, véi can bac hai cua AVE dao dong tir 0.234 dén 0.767, cac nhan to giad tr1 phan
biét gitra cac yeu to.
Bang 2
Hé S6 Twong Quan Giita Cdc Bién

GT RR | SMM | YD e-WOM

GT
RR 0.234
SMM 0.566 | 0.221
YD 0.836 | 0.196 | 0.617
e-WOM | 0.635 | 0.292 | 0.575 | 0.767

Nguon: Phan tich dir liéu
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Theo Henseler va cong su (2009), gia tri phan biét cua cac bién tiém an dwoc danh gia
bang cach so sanh cin bac hai ciia phuong sai trich trung binh (AVE) véi cac hé sb tuong quan
giita cac bién. Dé dam bao gia tri phan biét, cin bac hai cia AVE phai 16n hon cac hé s tuong
quan tvong tng. M6 hinh do luong di duoc kiém dinh qua viéc danh gia cac tai hoa ben ngoal
(outer loadings), cho thay murc do glal thlch clia cac bién quan sat dbi V0’1 cac nhan t6 tiém an.
Két qua trinh bay trong Bang 3 cho thiy rang tat ca cac bién déu dat yéu cau vé gia tr1 phan biét,
VO’l cin béc hai cia AVE vuot qua cc hé s tuong quan giita cac bién, khiang dinh ring cac nhan
t6 trong md hinh dugc phan biét rd rang.

Bang 3
Két Qua Kiém Pinh Tinh Pon Hudng ciia M6 Hinh

GT | RR SMM | YD | e-WOM
GT1 0.806
GT2 0.815
GT3 0.801
RR2 0.764
RR3 0.763
RR4 0.746
RRS 0.757

SMM1 0.790
SMM4 0.808
SMMS5 0.802
SMM6 0.803
SMM?7 0.833
SMM8 0.789
YD1 0.768
YD 2 0.761
YD 3 0.786
YD 4 0.759

e-WOM1 0.781

e-WOM2 0.778

e-WOM3 0.828

e-WOM4 0.765

e-WOMS5 0.763

Nguon: Phan tich dit lidu

Céc bién quan sat nhu RR1, SMM2, SMM3, e-WOMS6 va YD5 déu bj loai ra trudc khoi
Bang 3 vi ¢6 hé s tai < 0.5. Tir két qua phan tich cho thy rang cac bién tiém an nhu GT (Gia
Tri), SMM (tiép thi mang xa hoi), RR (Rui Ro), e-WOM (truyén miéng truc tuyén) va YD (y
dinh mua hang) da duoc phan tich chi tiét v6i cac bién quan sat da dugc phan tich phai c6 hé sb
tai ngoai (outer loadings) vuot qua ngudng 0.7, dam bao tinh hoi tu. Cac bién khong dat yéu cau
(outer loadings < 0.7) da duogc loai bé khoi mo hinh dé nang cao dg chinh x4c.
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Hinh 2
Két Qua Phdn Tich Mé Hinh Po Luwong
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Nguon: Két qua phan tich dir liéu ctia nhém nghién ciru

4.2. Pdnh gid mé hinh céu tric

Két qua kiém tra mo hinh cdu trac cho thay khong ¢ hién tuong da cong tuyén, dugc xac
nhan qua céac gia tri hé s6 phong dai phuong sai (VIF) déu nho hon 3, nhu trinh bay trong Bang 4
Diéu nay ching to rang cac bién trong mo hinh khong bi trong quan qua cao dén muc giy anh
hudng dén do tin ciy cua cic wdc lugng hdi quy, van dam bao tinh chinh xac va 6n dinh cia méo

hinh phan tich.

Bang 4

Hé S6 VIF Pa Céng Tuyén

GT RR YD

GT 1.450
RR 1.067
SMM 1.331 1.331 1.448
e-WOM 1.331 1.331 1.555

Nguon: Phan tich dit lidu

Dé kiém tra cac gia thuyét, phuong phap Bootstrap véi 5,000 1an 1ap lai da duoc ap dung.
Két qua thng ké cho thidy mot s6 gia thuyét da dugc chap nhan hodc bac bo trong nghién ciru.

Cu thé, cac yéu to nhu truyén miéng truc tuyén va tiép thi trén mang xa hoi c6 tac dong dén ¥

dinh mua hang, ciing nhu nhan thirc vé rai ro va gia tri déu dwoc chip nhan véi mic y nghia
thong ké dudi 0.05. Tuy nhién, GT cia H3: RR — YD va H2b: SMM — RR, lién quan dén tac
dong ctia nhan thac rai ro ddi vai y dinh mua hang va cua tiép thi trén mang xa hoi ddi voi nhan
thure rui ro, khong duoc chép nhan do p-value 16n hon 0.05. Nguoc lai, GT vé tac dong ctia nhan

thire gia tri dén y dinh mua hang da dwoc chip nhan.
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Bang 5

Két Qua Kiém Pinh Gia Thuyét
GT Tac dong dwgfgsg &n tiélslacihsl(;)ﬁn Tl,i,('ilt:gstké P values Két qua
Hla | e-WOM - YD 0.348 0.050 6.991 0.000 Chap nhan
Hlb | e-WOM >RR 0.196 0.071 2.755 0.006 Chap nhan
Hlc | e-WOM > GT 0.363 0.056 6.443 0.000 Chap nhan
H2a SMM >YD 0.173 0.054 3.219 0.001 Chap nhan
H2b SMM - RR 0.083 0.077 1.075 0.282 |Khoéng chép nhan
H2c SMM - GT 0.278 0.059 4.727 0.000 Chap nhan
H3 RR 2> YD -0.031 0.041 0.753 0.452 |Khong chip nhan
H4 GT > YD 0.382 0.047 8.099 0.000 Chap nhan

Nguoén: Phan tich dit liéu

Hinh 3

Két Qua Phdn Tich Mé Hinh Céu Triic

Truyén miéng trwc tuyén (e-WM)

\0.195 (0.006)

0.363 (0.000)

0.348 (0.000)

\ Nhan thiec rii ro (RR)  -0.031 (0.452)

0,083 (0.282)

Tiép thi mang xa hai (SMM)

0.382 (0.000)
0.300

0.173 (0.001)

//

5]
Af:n thirc gid tri (GT)

A&mm

Nguon: Két qua phan tich dir liéu ciia nhém nghién ctru

¥ dinh mua hang (YD)

Két qua phan tich R Square dugc st dung dé danh gia mirc d6 giai thich ciia mé hinh dbi

v6i phuong sai giita cac bién phu thudc. Két qua cho thiy hai yéu t6 e-WOM (truyén miéng truc
tuyén) va SMM (tiép thi mang x3 hoi) c6 tac dong dang ké dén cac bién trung gian GT (Gia Tri)
va RR (Rui Ro), voi mirc do giai thich lan luot 12 30.9% va 6.1% (Bang 6). Ngoai ra, md hinh
ciing cho thay 54.1% bién thién ctia YD (y dinh mua hang) cta sinh vién dugc giai thich boi cac
yéu tb e-WOM va SMM thong qua tac dong dén GT va RR. Pang cha ¥, e-WOM va SMM
khong chi tac dong gian tiép thong qua cac bién trung gian ma con c6 tac dong truc tiép dén YD,
cho thdy vai trd quan trong ctia truyén miéng truc tuyén va tiép thi MXH trong viéc anh hudng
dén y dinh mua sdm cua sinh vién.
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Bang 6
Két Qua R Square
Yéu to R-Square | R-Square Adjusted
GT 0.309 0.305
RR 0.061 0.055
YD 0.541 0.535

Nguoén: Phan tich dir liéu
4.4. Théo ludn két qud nghién ciru

Nghién ctru da chi ra nhiéu yéu t6 quan trong anh huong dén ¥ dinh mua hang truc tuyén
cta sinh vién tai Thanh phd H6 Chi Minh, trong d6 noi bat hai yéu td chinh: truyén miéng truc
tuyén va ti€p thi mang xa hoi.

Tac dong cua Internet va mang xa hoi: Internet, v4i vai tro 1a nén tang giao tiép va quang
cdo hién dai, d@ mé ra co hoi madi cho doanh nghiép trong viéc mé rong thi phﬁn (Chaffey &
Ellis-Chadwick, 2019). Pic biét, su phat trién cia mang xa hoi di tao ra méi truong tiép thi
twong tac hai chiéu hiéu qua gitra doanh nghiép va khach hang (Irfan & ctg., 2019).

Vai trd cta truyén miéng truc tuyén: Két qua nghién ctru khang dinh tac dong tich cuc
manh mé& cia truyén miéng truc tuyén dén ¥ dinh mua hang. Pay di tro thanh kénh biéu dat quan
diém quan trong cta nguoi tiéu dung (Bickart & Schindler, 2001; Godes & Mayzlin, 2004;
Hennig-Thurau & ctg., 2004; Mayzlin, 2006). Viéc tham khao danh gia san pham tryc tuyén da
tr& thanh budc thiét yéu trong qua trinh thu thap thong tin trudc khi ra quyét dinh mua hang
(Adjei & ctg., 2009; Zhu & Zhang, 2010) va hinh thanh y dinh mua hang (Zhang & Tran, 2009).

Hiéu qua ciia tiép thi MXH d cho thay rang: nghién ciru trén ciing chimg minh mirc anh
huong tich cuc cua tiép thi mang xa hoi dén y dinh mua sam. Piéu nay nhan manh tim quan trong
cua hoat dong tiép thi mang xa hdi trong chién luge kinh doanh hién dai (Felix & ctg., 2017), gitp
t6 chirc thiét 1ap kénh giao tiép nhanh chong va hiéu qua v6i khach hang (Seo & Park, 2018).

5. Két luan va ham y quan tri

Két qua nghién ciru chi ra rang mot s6 yéu t6, nhu tiép thi trén Mang Xa Hoi (MXH),
truyén miéng dién tir (e-WOM), nhan thtrc vé rui ro va nhan thirc vé gi tri, anh huong dang ké
dén y dinh mua sam truc tuyén cua sinh vién tai Thanh phé Hb Chi Minh. Cu thé, e-WOM duoc
xéc dinh 13 yéu tb c6 tac dong 16n nhat, cho thay sinh vién dic biét quan tim dén cac thong tin va
danh gia tryc tuyén khi ra quyét dinh mua hang. Diéu nay nhdn manh vai trd quan trong ciia viéc
phat trién céc chién lugc truyén miéng truc tuyén nham thic day hanh vi mua sam.

Nghién ciru cling goi y d6i voi cac doanh nghiép va nha quan 1y, viéc t6i wu hoa chién
lwoc truyén thong truc tuyén, dac biét [a e-WOM, nén dugc xem la uu tién hang dau. Cac doanh
nghiép can dau tu vao xay dung va quan 1y cic nén tang truyén thong dién tor manh mé, tao ra
ndi dung hap dan, va khuyén khich sy tham gia ctia cong dong thong qua viéc chia sé va phén
hoi vé san pham. Trong bbi canh thi trudng da dang va canh tranh gay gat doanh nghlep can
dinh hudng céac chién lugc truyén thong phu hop véi dic diém cua timg nén tang, tan dung tdi da
tiém ning cta tiép thi trén MXH dé nang cao nhan thirc va gia tri thwong hiéu. Viéc nay khong
chi gitp tao ra mot méi trudng twong tac sdi dong, noi thong tin vé san pham va dich vu c6 thé
lan truyén mot cach tu nhién, ma con mo rong co hoi thu hit khach hang méi va duy tri sy trung
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thanh cua khach hang hién tai. Nhimg chién lugc niy sé& gip ting cudng sy hién dién trén thi
truong va gop phan nang cao thi phan cua doanh nghiép.

Bén canh do, nghlen ctru ¢6 mot s6 han che bao gdbm pham vi mau chi tap trung vao sinh
vién tai Thanh pho Hb6 Chi Minh, din dén tinh téng quat chwa cao. Phuong phap thu thap dlr li¢u
qua khao sat co thé gay sai 1éch do phan hoi chii quan. Ngoai ra, mo hinh chi xem xét bon yéu to
chinh, b6 qua nhiing yéu t6 khac nhu trai nghiém nguoi dung hodc chat luong dich vu. Dé khic
phuc, cac nghién ctru tuong lai nén mé rong ddi tuong va dia ban nghlen ctru, két hop phuo’ng
phap dinh tinh va dinh luong dé nang cao do tin ciy. Nghién ciru ciing can xem xét cac yéu td
ma&i nhu tri tu€ nhan tao trong ¢4 nhan hoa trai nghiém hodc vai tro cua nén tang thuong mai di¢n
tir, nhdm cung cAp khuyén nghi thiét thuc hon cho doanh nghiép.
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