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Muc dich chinh ctia nghién ctru nay 1a tim hiéu cim nhan cta
khach hang vé cac yéu té ching thyc ciia ngudi ndi tiéng gdm sirc
hap dan, sy uy tin, chuyén mén trong quang céo trén Facebook. Tir
d6 danh gia muc do6 tac dong ting yéu to dén thai d6 d6i voi quang
cao va y dinh hanh vi cta nguoi tiéu dung thong qua vai tro trung
gian twong tac xa hoi. Bén canh do, nghlen clru cling danh gia tac
dong diéu tlet ctia sy dong tinh véi ngu(n ndi tiéng 1én mdi quan hé
giita cac yéu t ching thuc ciia nguoi ndi tiéng va twong tac xa hoi
ctia nguoi tiéu dung trén Facebook. M hinh nghién ctru dugc kiém
dinh thyc nghiém bang dit liéu khao sat tryc tuyén voi 468 nguoi
ding Facebook tai Viét Nam trong linh vuc my pham va lam dep.
Tinh hop 18 va do tin cdy cua dir liéu di dugc kiém tra bang mo
hinh phuong trinh ciu tric (SEM). Két qua nghién ctru cho thay:
tht nhét, c6 mbi quan h¢ tich cuc theo thur ty gitta suc hép dan, su
uy tin va chuyén mon véi twrong tac xa hoi. Thir hai, c6 méi quan hé
cung chiéu giira tuong tac x4 hoi cia ngudi tiéu dung véi thai do doi
v6i quang cdo trén Facebook. Thir ba, c6 mdi quan hé cing chiéu
gilta trong tac xa hoi va y dinh mua hang cia nguoi tiéu dung thong
qua quang céo trén Facebook. Thir tu, c6 mdi quan hé cung chiéu
gitta thai do ddi véi quéng cdo trén Facebook va y dinh mua hémg
cua ngu’orl tiéu dung Két qua ciing cho thay co su tac dong diéu tiét
cua yéu t6 sy dong tinh véi ngucn no6i tleng dén mbi quan hé gifra
cac yéu to chimg thyuc ctia ngudi ndi tiéng (gdm stre hdp dan, su uy
tin) va tuong tac xa hoi ctia nguoi ti€u dung trén Facebook.

ABSTRACT

The main purpose of this study is to research consumer
perceptions of celebrity endorsement, including attractiveness,
credibility, and expertise in advertising on Facebook. Specifically,
the study examines the impact of each factor on the attitude toward
advertising and the behavioral intention of consumers through the
mediating role of parasocial interaction. In addition, the study also
evaluates the moderating effect of homophily on the relationship
between celebrity endorsement and parasocial interaction. The
research model is empirically tested by an online survey with 468
Facebook users in Vietnam in the field of cosmetics and beauty.
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The validity and reliability of the data have been tested using a
structural equation model. Study results have demonstrated: First,
there is an ordered positive relationship between attractiveness,
credibility, and expertise with parasocial interaction. Second, there
IS a positive relationship between consumers’ parasocial interaction
and attitude towards advertising on Facebook. Third, there is a
positive relationship between parasocial interaction and consumers’
purchase intention through Facebook advertising. Fourth, there is a
positive relationship between attitude towards advertising and
customers’ purchase intention. The results also show that there is a
moderating effect of homophily on the relationship between
celebrity endorsement (attractiveness, credibility) and customers’
parasocial interaction on Facebook.

1. Gi6i thiéu

Trong thoi dai cua cach mang céng nghé 4.0, véi viéc con ngudi ngay cang phu thudc
vao Internet trong cac hoat dong hang ngay, viéc quang ba san pham, thuong hiéu theo hinh thirc
truc tuyén 1a diéu ma bat ctr doanh nghiép hay t chirc nao ciing can thuc hién. Trong méi truong
canh tranh, vigc truyen thong higu qua chac chan 1a mot trong nhiing van dé quan trong dé thu
hit sy chi ¥ cua nguoi tiéu ding. C6 rat nhiéu chién luoc truyén thong cho phép cac nha quang
céo tiép can khach hang muc tiéu cua ho, sir dung nhitng ngudi ndi tiéng ching thuc 1a mot
chién lugc pho bién trong quang céo (Erdogan, Baker, & Tagg, 2001).

Hang ngay, c6 hang trim ngdi sao truyén hinh, dién anh, van dong vién thé thao va
nhitng ngudi noi tiéng khac xuat hién trong quang cdo phat trén cac phuong tién truyén thong dai
chang (Abidin, 2018). Diéu nay ching té quang céo co sir dung nguoi noi tiéng Ia mot lua chon
trong chién luoc cua cac doanh nghiép. Nghién ciu chi ra rang, nhu:ng ngudi ndi tiéng co thé
tang mirc d6 chl y (Charbonneau & Garland, 2010), thai d6 tich cuc ddi véi san pham (Li & Cai,
2019), c6 y dinh mua nhiéu hon (Ahmed, Seedani, Ahuja, & Paryani, 2015; Jamil & Hassan,
2014; Khalid & Siddiqui, 2018), va long trung thanh véi thuong hiéu (Subbiah & Sathish, 2020).
Sy gia ting cuia mang x& hoi va thuong mai dién tir con tao co hdi cho nhirg ngudi noi tiéng thu
hit su chd y ciia ngudi ding va thic ddy luu luong truy cap Internet (Abidin, 2018).

Du vay, viéc str dung thuong xuyén quang cao cua ngu’O’I noi tiéng khién nguoi tidu dung
hoai nghl vé quang cao va y dinh tai chinh cua nguoi ndi tiéng, diéu ndy c6 thé anh huong khong
t6t dén hoat dong truyén thdng bén vitng cua thuong hiéu. Nguoi tiéu dung thudng ddi phé véi
cac nd luc thuyét phuc bang cach hoai nghi (Friestad & Wright, 1994; Nguyen, 2013). Pong co
ctia ngudi ndi tiéng trong viéc giGi thiéu san pham ludn bi nguoi tiéu dang nghi ngd vi ho tin
ring nhing nguai noi tiéng chi xac nhan san pham khi dugc tra tién chi khang phai ho thuc su
sir dung hodc thich san pham (Tripp, Jensen, & Carlson, 1994). Thai d¢ tiéu cyc ma nguoi tiéu
ding thé hién d6i véi dong co va tuyén b clia nguoi ndi tiéng duoc goi 12 hoai nghi va tir d6 ho
khong tin twéng vao cac tuyén bd cua quang céo (Obermlller Spangenberg, & MacLachlan,
2005; Zhang, Ko, & Carpenter, 2016). Nguyen (2013) cho ring nhitng ngudi hoai nghi s& it ¢6
thai do tich cuc ddi voi sy ching thuc cua ngudi ndi tiéng trong quang céo.

Trong vai thap ky qua, twong tac xa hoi da duoc ghi nhan trong nghién ctru phan tich mdi
quan hé giita khan gia va phat thanh vién, ngudi ddn chuong trinh trén truyén hinh va phat thanh,
nhitng nguoi ndi tiéng hodc nghé si khac (Jin, Annie, & Namkee, 2009; Giles, 2002; Sood &
Rogers, 2000). Cac nghién ctru da chirmg minh sy twong tac xa hoi trén phuong tién truyén thong



94 Nguyén H. Sinh, Nguyén M. Hién. HCMCOUJS-Kinh t€ va Qudn trj kinh doanh, 18(1), 92-108

c6 tac dong tich cuc dén y dinh mua hang cta ngudi tiéu dung (Zhang & Hung, 2020). Nghién
ctru cua Sokolova va Kefi (2019) khao sat nguoi dung trén Youtube va Instagram vé cach thl'rc
tuong tac xa hoi ma ho cé duoc v6i nguoi co anh hudng truc tuyén. Tuy Vay, nghién ctru vé
twong tac xa hoi gitta nguoi ndi tiéng va ngudi theo ddi ho trén phuong tién truyén thong xa hoi
con rat it, dic biét 12 Facebook tai Viét Nam.

Dé tao ra su twong tac hiu qua giita ngudi tidu dung va nguoi ndi tiéng, dic biét 13 trén
phuong tién tmyén thong x4 hoi, diéu quan trong 13 phai hiéu thai do cua ngu(‘ri tiéu dung va cac
yéu t6 tic dong dén thai do va y dinh cua ho (Solis, 2011). Do su phat trién cia phuong tién
truyén thong xa hoi, nguoi tiéu dung c6 thé tuong tac voi nhitng ngudi ndi tiéng theo vo sb cach.
Vi vay, nhan thirc cua nguoi dung s€ khac nhau do nhirng tuwong tac khac nhau nay va ciing do sy
khac biét vé nhan vat noi tiéng trong tam tri cia ho (Bright & Cunningham, 2012).

Thai d6 1a cach tbt nhat dé du doan hanh vi va do luong ¥ dinh mua san phém cua mot ca
nhan bai vi thai d6 anh huong dén viée ra quyét dinh cta nguoi tiéu dang (Fill, 2009). Carrillat,
Astous, va Lazure (2013) da nghién ciru anh hudng thai do clia nguoi tiéu dung vé cac vu bé bdi
ciia nguoi ndi tiéng d6i voi su chimg thyc cia ho. Trudc d6, nghién ciru cia Bright va
Cunningham (2012) d4 chimg minh thai d6 ctia nguoi tiéu dung dbi v6i su chimg thuc cta van
dong vién trén Twitter 13 tidu cuc bai nhitng vu bé bdi trong doi sdng. Nghién ctru sy chimg thuc
ctia ngudi ndi tiéng duoc thuc hién kha nhidu ¢ nude ngoai va tai Viét Nam (Ahmed & ctg.,
2015; DonghWan & Youn-Kyung, 2015; Deshbhag & Mohan, 2020; Nguyen & Phan, 2018;
Nguyen & Cao, 2019; Pham & Nguyen, 2015; Pham, Nguyen, Bui, & Ni, 2017; Pham & Quach,
2020; Subbiah & Sathish, 2020). Tuy nhién, cac nghién ctru méi chi ding lai ¢ viéc tac dong ctia
n6 dén y dinh va hanh vi ngudi tiéu dung thong qua thai do dbi v6i quang céo hay thuwong hiéu
ma chua xem xét tic dong ciia tuong tac xa hoi gitra ngudi tiéu dung va ngudi noi tiéng.

Chinh vi sy nghi ngd cua nguoi tiéu ding ¢d anh huong tiéu cuc dén thai do caa ho véi
quang céo, nghién ctru nay duoc thuc hién dé xac dinh tac dong cua céc yéu té sy ching thuc
ngudi noi tiéng trong quang cao dén thai do va ¥ dinh mua hang cia nguoi tiéu dung thdng qua
tuong tac x4 hoi. Bén canh d6 xem xét vai tro diéu tiét cua sy dong tinh caa nguoi tiéu ding dén
mdi quan hé giita sy ching thyc ciia ngudi ndi tiéng va twong tic xa hoi véi ngir canh 1a quang
céo trén Facebook.

2. Co s& 1y thuyét va mé hinh nghién ciru
2.1. Céc ly thuyét nén
2.1.1. M6 hinh nguan tin cdy (Source Credibility Model - SCM)

Nghién ctru cua Ohanian (1990) cho thdy rang, c6 mdi twong quan cao giita chuyen mon,
sw Uy tin va sicc hdp dan cia ngudi ndi tleng chung thuec. Day dugc g01 13 md hinh ngudn tin
cdy/chimg thuc. Cho dén nay, mé hinh nay van con 1 co sé nén tang dé giai thich hiéu qua cua
viéc chimg thuc ngudi ndi tiéng (Deshbhag & Mohan, 2020).

Str dung nhitng ngudi chimg thuc dang tin ciy c6 thé 1a mot cach dé ting d6 dang tin vao
thong diép quang cao (McCracken, 1989). N6 di duoc chimg minh rang, ngudi chimg thyuc co
thé ting anh huong dén y dinh mua hang cta ngudi tiéu ding va thuyét phuc hon khi ngudi tiéu
dung chua tim hiéu nhiéu vé san pham hodc chua hinh thanh thai d¢ vé san pham d6. Néu thong
tin dén tir mot ngudn/ngudi chimg thuc dang tin cay, né co thé anh hudng tich cuc dén niém tin,
thai do, ¥ kién hodc hanh vi ctia nguoi tiéu ding.

Thuat ngit “uy tin” dé cap dén mirc d6 dang tin cay, tinh chinh truc va trung thuc ctia mot
nguoi ching thuc dugc nguoi tiéu dung nhin nhan (Erdogan, 1999; Erdogan & ctg., 2001).
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Thuat ngit “chuyén mén” trong mé hinh ngudn ching thuc 1a mirc d6 hiéu biét ma mot ngudi
chimg thuc sé hitu va duoc coi 1a ngudn khing dinh hop 1¢ (Erdogan, 1999). Chuyén mén dé cap
dén viéc nguoi chimg thuc so hitu bao nhiéu kinh nghiém kién thtrc hodc k§ nang vé san pham
ma ho quang c40. Nguoi chung thue 13 mot chuyén gia dén dau khong thuc su quan trong; thay
vao do, diéu quan trong 1a cach ngu:m tiéu dung muc tiéu cam nhan vé nguoi chung thuc
(Ohanian, 1990). Bén canh d6, “strc hap din” ctia ngudn c6 thé ning cao hiéu qua cta thong diép
duogc truyén tai (Ahmed & ctg., 2015; Jamil & Hassan, 2014). Theo Ohanian (1990), sirc hip dan
phu thudc vao: ngoai hinh, tinh cach, d& mén va su tuong déng cia nguoi chung thuc. Theo
Pornpitakpan (2004), ba ngudn chtng thuc ndy c6 tim quan trong, doc l1ap khac nhau trong viéc
anh huong dén sy hinh thanh va thay doi thai 6. Do d6, chuyén mén, sy uy tin va sitc hap dan
dugc coi 1a cac thanh phan ciia mo hinh nguén ching thyc (Lafferty, Goldsmith, & Newell, 2002).

2.1.2. Ly thuyét tuwong tac xa hoi (Parasocial interaction - PSI)

Tuong tac xa hoi (PSI) dé cap dén mdi quan hé tam ly giira khan gla Vv6i nguoi biéu dién
trén cac phuong tién truyen thong dai ching. D6 1a sy twong tic mot chiéu gitra ngudi tiéu ding
va phuong tién truyén thong qua d6 ho c6 cudc gap g& (Horton & Wohl, 1956; Llebers &
Schramm, 2019). Khi mét nguoi tiéu dung tham gla vao tuong tac xa hoi voi mot nguoi noi tleng,
ho mo rong nang luong cam xdc, su quan tam, ké ca du tu tai chinh va thoi gian véi nguol noi
tiéng; va ddi lai, ho nhan dugc cam giac than thiét va tinh ban ciing nhu sy hai long vé tam ly
(Sood & Rogers, 2000).

Turner (1993) da nghién ciru vé cha nghia ddng tinh (tirc 1a xu hudng hinh thanh tinh ban
gilta nhitng ngudi giéng nhau vé mot s khia canh) dé xem xét cac yéu to du doan giita cac ca
nhan va tdm 1y cta ho v&i nhimg ngudi biéu dién trén truyén hinh. Turner nhan thay rang, quan
hé¢ ddng tinh (mot chiéu) 1a yéu té du doan t6t nhat vé tuong tac xa hoi. Nghién ciru ctia Dibble,
Hartmann, va Rosaen (2016) miéu ta 1y thuyét PSI 1a su xac dinh mdi quan hé gitra mot khan gia
va mot nghé si biéu dién, noi chung 1a nguoi ndi tiéng (Horton & Wohl, 1956) vé su than mat
gitta cdc c4 nhan v6i nhau. M6i quan hé nhu vay duoc tu thiét 1ap trong tAm tri nguoi ding va
ngudi kia co thé khong biét vé mdi quan hé nay (Kelman, 1958). Piéu nay co6 thé hiéu ring
twong tac xa hoi tuvong ty nhur mdi quan hé dugce tao ra gitra nguoi dung mang xa hoi va nhiing
ngudi chimg thyc truc tuyén (Dibble & ctg., 2016). Ching han, ngudi ding mang x3 hoi c¢6 thé
tao mdi quan hé nhu vy voi cac blogger bang cach dang ky kénh hodc blog ciia ho va theo ddi
cac bai dang cua ho trén do. Nhiéu nguoi theo doi co thé tao thanh mdt cong déng truc tuyén, noi
cac thanh vién chia sé voi bloggers nhitng gia tri, niém tin va sé thich twong ty (Nambisan &
Watt, 2011).

Vi sy phat trién cua céc phuong tién truyén thong xa hoi nhu Facebook, Twitter,
Instagram, YouTube, ... ca doanh nghiép va ngudi tiéu dung bat dau st dung C&c nén tang
thuong mai xa hoi thuong xuyén hon. Nhiéu nghién ciru chi ra rang, trong s6 cac yéu td khac
nhau ching han nhu d6 tin cdy ciia san pham, tuong tac xa hoi co anh hudng tiém ning hon dén
quyét dinh mua cua nguoi tiéu dung (Dibble & ctg., 2016; Liebers & Schramm, 2019; Sokolova
& Kefi, 2019; Zhang & Hung, 2020).

2.1.3. Ly thuyét hanh vi du dinh (Theory of Planned Behaviour - TPB)

A_]ZGH (1991) cho rang ¥ dinh thuc hién hanh vi s& chiu anh huéng boi ba nhan té nhur:
théi d¢ doi véi hanh vi, chudn chii quan Va nhén thire kiém sodt hanh vi. Thuyét TPB duoc phat
trién tr Iy thuyét hanh dong hop ly (TRA) cua Ajzen va Fishbein (1980), duoc xem téi uu hon
trong viéc du doan va giai thich hanh vi ctia nguoi tiéu dung. TPB khic phuc dugc nhuge diém
ctia TRA bang cach bd sung thém yéu t6 nhéan thire kiém soat hanh vi (Bhatt & Bhatt, 2015).
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Su twong tac duoc coi 1a mot phan tng hanh vi duoc thiic day khi tiép xuc v6i quang céo
trén Facebook (Mahmoud 2013). Sy tuong tac cia nguoi dung véi quang cdo trén Facebook cé
thé dugc coi 14 biéu hién cu thé cta hanh vi ciia nguoi tiéu dung trén mang xa hoi thong qua cac
bai dang, lugt thich, binh luan va chia sé. Do do, cac ly thuyet hanh vi ¢6 thé duge dung dé hiéu
va dy doan murc do twong tac voi quang cao Facebook (Al-Debei, Al-Lozi, & Papazafeiropoulou,
2013; Baker & White, 2010).

2.2. Cac khai niém
2.2.1. Nguoi ni tiéng

Theo Friedman va Friedman (1979), ba ngudn chang thuc dugc su dung rong réi trong
quang cao gom: ngudi noi tiéng, Chuyen gia, nguoi tiéu dung dién hinh. Trong d6, ngudi ndi
tiéng 1a ngudi duoc cong chung biét dén nho thanh tich cta ho trong cac linh vuc khong lién
quan dén loai san pham dugc ching thuc. Su ndi tiéng cta ho thudng phu thude vao sy xut hién
trén cac kénh truyén thong dai ching nhu bao chi, phim anh, ...

Trén Internet, Abidin (2018) cho rang ngudi noi tleng xudt hién ¢ hiéu qua trong Vlec dan
luu lugng truy cap dén CaC ng dung mua hang truc tuyén. Trong nghién cuu nay, ngudi ndi tiéng
trén Internet la c4 nhan no6i tleng bat nguon tir sy hién dién cia ho trén nén tang nay. Ho c¢6 luot
theo doi va su tuong tac nhiéu, do d6 ho chung thye hi¢u qua trong quang cao trén mang xa hdi.

2.2.2. Chirng thyec ciia nguwoi nai tiéng

Viéc chimg thuc ctia ngudi ndi tiéng dya trén mot thoa thuan trong d6 nguoi noi tiéng
cho phép thuong hiéu/té chirc sir dung tén va hinh anh cua ho theo nhitng cach nhat dinh. Theo
Bergkvist va Zhou (2016), chimg thuc ngudi ndi tiéng 1 thoa thuan giita mot ca nhan duoc cong
chlng cdng nhan (mot ngudi ndi tiéng) va mot td chirc/thuong hidu dé st dung ngudi ndi tiéng
cho muc dich quang ba cua t chirc.

2.2.3. Thdi d¢ déi véi quang céo

Thai d6 dugc dinh nghia 1a mot khuynh hudng doi hoi c6 su hiéu biét dé phan tng lai theo
cach thuan lgi hodac khong thuén loi dbi véi mot quang c4o noi chung (Lutz, 1985). Thai dj co thé
dua trén niém tin cu thé va niém tin kinh nghiém hoic hiéu qua cuia viéc thyc hién hanh vi (Ajzen
& Driver, 1992). Theo d6, niém tin cu thé vé hanh vi xem xét loi ich sir dung hodc chi phi ctia viéc
thyc hién hanh vi, niém tin kinh nghiém vé hanh vi xem xét loi ich cam xuc cua viéc thyuc hién
hanh vi. Diéu d6 c6 nghia 12 nguoi tiéu dung s& c6 hanh vi dua theo cam nhén hitu ich cta quang
c40 hoac cam nhan gia tri huong thu khi xem quang cao (Ho, Liao, & Rosenthal, 2015).

Thai d6 cua ngudi xem dbi voi quang cao dong vai trd quan trong trong viée xac dinh
tinh hiéu qua ctia quang céo vi ngudi tiéu dung cang thich quang cdo, ho cang chu ¥ dén né va bi
thuyét phuc bai no (Mehta, 2000). Vi nghién ctru nay, thai d6 dugc xem 1a danh gia cia ngudi
dung mang xa hoi (tich cuc hodc ti€u cuc) vé viée chting thuc cua nguoi ndi tiéng dugc quang
céo trén Facebook.

2.2.4. Y dinh hanh vi

Y dinh tiéu dung phan anh niém tin ctia nguoi tiéu dung lién quan dén chudi cac hanh vi
tiéu dung (Ajzen & Fishbein, 1980). Theo Ajzen (1991), n6 dugc md ta nhu la mot dong luc ca
nhan trong nhan thirc ké hoach hay quyét dinh ctia ngudi tiéu dung dé phat huy nd luc trong viéc
thuc hién mot hanh vi cu thé. Y dinh hanh vi duoc coi 1a tién dé truc tiép cua hanh vi va duogc s
dung trong cac nghién ctiru dé dy doan hanh vi thyuc té (Ajzen, 1991; Ho & ctg., 2015) va duoc
dinh nghia 13 mtc d6 nd luc ma mot ca nhan sin sang thuc hién hanh vi thuc té (Ajzen, 1991). Y
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dinh 14 su suy nghi ciia mot ngudi dé mua mot san pham trong twong lai (Spears & Singh, 2004):;
12 mot yéu té cua hanh vi nhan thirc vé cach khach hang dy dinh mua mét san phim hoic dich vu
cu thé (Kwek 2010). Trong nghién ctru ndy, y dinh hanh vi dugc hiéu 12 suy nghi, du klen mua
san pham cta ngudi dung trén mang xd hoi voi quang céo c6 sy ching thuc clia ngudi ndi tiéng
trén Facebook trong tuong lai gan.

2.3. Gid thuyét va mé hinh nghién ciru
2.3.1. M6 hinh nghién ciru dé xuat

Nhu da 13p ludn, nghién ctru nay tich hop mé hinh ngudn tin cay/chtng thuc ciia Ohanian
(1990) va mé hinh PSI cta Turner (1993) dé tim hiéu cam nhén cua ngudi dung Facebook d6i
véi sy ching thyuc clia ngudi ndi tiéng trong quang c4o va cach no tac dong dén thai 4o va y dinh
hanh vi cua ho duoc véan dung tir 1y thuyét TPB cua Ajzen (1991). Hon thé, mé hinh ngudn
chimg thuc c6 mbi quan hé véi su dong tinh cia mo hmh PSI (Zhang & Hung, 2020); do d6
nghlen clru cling xem xét vai trd diéu tiét cua n6 dén mdi quan hé giira su chimg thyc ciia ngudi
ndi tiéng va tuong tac xa hoi. Mo hinh nghién ctru dé xuit xem Hinh 1.

Thai d6 d6i voi
quang cao trén
Facebook

Strc hap dan cua
nguoi noi tieng

-
Chuyén mon cta +H4
nguoi noi tieng

\a

Tuong tac
xa hoi

7 N

Su uy tin cua
nguoi noi tieng
\ J

Y dinh mua hang ]

Su dong tinh cua
nguoi dung véi
nguoi noi tieng

Hinh 1. M5 hinh nghién ctru dé xuat

2.3.2. Gid thuyét nghién citu

Hla: C6 méi quan hé cing chiéu giita Sirc hdp dan ciia ngueoi néi tiéng va twong tic Xa
hoi cua nguoi tiéu dung

HIb: Cé méi quan hé cing chiéu giita chuyén mén cia ngudi néi tiéng va twong tdc xa
hoi cua nguoi tiéu dung

Hlc: C6 moi quan hé cing chiéu giita sw uy tin ciia ngwoi noi tiéng va twong tac xa hji
cua nguoi tieu dung

H2: Cé méi quan hé ciing chiéu giita twong tdc xa hdi ciia nguoi tiéu ding véi thdi dé
doi va quang cao

H3: C6 méi quan hé cing chiéu giita tirong tdc xd hdi ciia ngueoi tiéu ding va y dinh mua
hang cua nguoi tiéu dung

H4: Cé méi quan hé cing chiéu giita thdi d¢ doi véi quang cdo trén Facebook va y dinh
mua hang cua nguoi tiéu dung
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Hb5a: Sy dong tinh véi ngueoi néi tiéng anh huéng tich cwe dén moi quan hé giita sirc hdp
dan cia nguoi noi tzeng va twong tac xa hgi cua nguoi tiéu dung

H5b: Su dong tinh véi ngudi noi tiéng anh huéng tich cwe dén moi quan hé giiva chuyén
mon cua nguoi noi tzeng va twong tdac xa hoi cua nguoi tiéu dung

H5c: Sw dong tinh véi nguedi néi tiéng dnh hwéng tich cuee dén moi quan hé giiva sw uy tin
clia nguoi noi tieng va twong tac xa hoi cua nguoi tiéu dung
3. Phuwong phap nghién ctiru

Nghién ctru dinh lugng st dung phuong phap khao sat véi mau chon phi xac suit thudn
tién. Cong cu khao sat 1a bang hoi voi thang do Likert 5 diém ké thira tir cac nghién ctru trude
(Bang 1). Cach thirc khao sat tryc tuyén giri duong link google forms qua tin nhin trén
Facebook. Mau tdi thiéu 5 x 35 = 175 quan sat (Nguyen, 2011) nhung sau khi 1am sach c& mau
chinh thirc dé phén tich 1a 468. Pdi tuong khao sat co do tudi tir 18 tudi trd 1én trong pham vi ca
nuée (70% ¢ Thanh phd H6 Chi Minh, 30% & céc tinh thanh khéc). Bang hoi c6 cau hoi gan loc
dé chon dung ddi twong can khao sat (mua san pham my pham va lam dep truc tuyén).

Nghién ctru str dung md hinh cau triic tuyén tinh (SEM) dé phan tich, xir 1y dit liéu bang
phan mém SPSS va AMOS. Cac budc xir 1y dir liéu bao gom: Thong ké mo ta, kiém dinh do tin
cay cua thang do bang h¢ so Cronbach’s Alpha, sau do kiém dinh m6 hinh bang CFA va SEM.
Bang 1
Thang do

STT Thang do Nguﬁn
Twong Tac Xa Hoi (TTXH)
T6i mong mudn duoc xem video caa X, doc cac bai dang va nhan xét

! cua X Sokc_)lova va
o Sp—— TIPS A et Kefi (2019)
2 | TOi s€ theo doi X va tuong tac vai X trén céc trang mang x& hoi khac
3 | T6i rat vui khi thay X trén phuong tién truyén thong
4 Néu X xuat hién trén mot bo phim truyeén hinh hodc chuong trinh
(kh&c), t6i s& xem nd
Zhang va

5 | X'tao cho t6i cam giéc thoai mai nhu mot nguoi ban

Néu khong co tin tic vé X trén cac phuong tién truyén thong, toi s& rat
mong duoc gap X

7 | Néu tdi nghe thiy nhitng binh luan khéng tét vé X, t6i s& khong vui
Sirc Hap Dan (SHD)

Hung (2020)

8 | T6i thay X that quyén rii
9 | Téinghi X 1a mot nguoi ding cap thuc su
10 | T6i thay X rat thanh lich

Zhang va
Hung (2020)

Sokolova va

11 | TAi thay X rat hap dan vé moi mat Kefi (2019)

Su Uy Tin (SUT)
12 | Toi nhan théy X l1a nguoi noi tiéng dang tin cay Nguyen va
13 | T6i nhan thay X 1a ngudi ndi tiéng trung thuc Phan (2018)
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STT Thang do Ngudn

14 T6i cho rang X la nguoi ndi tiéng thanh that khi dwa ra cac nhéan dinh

vé thuong hiéu/san pham trong quang cao
15 | Téi tin tuong nhitng gi X noi trong quang cao
16 | Téi tin twong thuong hidu va san pham ma X chang thuc

Chuyén Mon (CM)
17 | T6i cho rang X c6 kinh nghiém trong st dung san pham/thuong hiéu
18 | T6i cho rang X hiéu biét vé san pham/thuong hiéu .
I N 5 5 - A i 5 A ‘A Nguyen va
19 |Tbicho ra‘lng X du kha‘ nang dé chung thyc cho san pham/thuong hiéu Phan (2018)
5 T6i cho rang X co nhiéu trai nghiém trong viéc sir dung san
0 2 A
pham/thuong hiéu
Thai P d6i véi quang cao (TD)
21 | Quang cao co6 X that tha vi
22 | Quang cao cO X hay Pham va
23 | Toi thich xem quang céo c6 X Nguyen (2015)
24 | Toi hai 1ong vé quang cao cd X
Y Pinh Hanh Vi (YDHV)
25 | T6i s& mua cac san pham do X quang cdo trong tuong lai Sokolova va
26 | T6i s& khuyén khich ngudi quen mua céc san pham do X quang céo Kefi (2019)
27 | Kha ning cao t6i s& mua san pham thuong hiéu Y do X quang c4o
28 I;ol s€ chu dong tim hiéu san pham thuong hiéu Y khi thay X quang Pham va
: — | Quach (2020)

29 Viéc X lam guong mat dal d|§n cua thuong hiéu Y cling 1a mot yéu to

khuyén khich t6i mua san pham thuong hiéu Y

Pong Tinh (DT)

30 | T6i nghi toi co diém chung véi X
31 | Téi nghi tinh cach cua toi giéng X Zhang va
32 | Toi nghi toi gidng X vé cach noi chuyén Hung (2020)
33 | T6inghi X ciing gidng tdi trong cach ddi xir véi nguoi khac
34 | Toiva X co suy nghi gidng nhau Sokolova va
35 | X chia sé gia tri cho toi Kefi (2019)

Ngudn: Két qua phan tich dit liéu ctia nhém nghién ctru

4. Két qua nghién ctru va thao luin

4.1. Phén tich d¢ tin cdy thang do

Phan tich do tin cay thang do: stic hdp din, su uy tin, chuyén mon, tuong tac xa hoi, thai

d6 dbi voi quang cdo, y dinh hanh vi va dong tinh véi ngudi ndi tiéng, két qua cho thdy cac nhan
t6 déu co hé sb Cronbach’s Alpha bién tong dat yéu cau tir 0.7 - 0.8. Cac hé sd twong quan bién
téng cua céc bién do luong cua cac nhan td déu dat chuan > 0.3. Do vay, cac thang do nay dat
yéu cau va tat ca cac bién quan sat déu duogc gitr lai 1a 35 bién.
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Két qua kiém dinh hé s6 KMO dat 0.940 véi p = 0.000, Eigenvalue = 1.428 va tong
phuong sai trich TVE dat 59.062% (> 50%). C4c chi s6 déu thoa diéu kién, két luan rang 35 bién
quan sat do luong cho 07 khai niém nghién ctru trong mo hinh 1y thuyeét.

4.2. Phdn tich nhan té khéing dinh (CFA)

Phan tich CFA, két qua: Chi-square/df = 1.171 véi p = 0.004; RMSEA = 0.019; GFI =
0.930; CFI = 0.989; TLI = 0.998; SRMR = 0.032, két ludan md hinh nay phu hop véi dir licu
nghién ctru. H¢ s0 nhan to0 tai > 0.6 dat yéu cau vé tinh don hudng. H¢ sO tuong quan gitta cac
cau tric < 0.85 dat yéu cau ve gia tri phan biét.

Chi-square/df=1281 ;
[l Lo0 20 P-value=.000;
B ' df=362 ;
s 52 @ RMSEA=.025
T \ GFI=937 ;
i N\ CFI=986 ;
o NC=609.666 ;
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Hinh 2. Két qua phan tich CFA
Ngudn: Két qua phan tich

Ngoai ra, Bang 2 cho thdy d tin cdy tong hop CR > 0.6 dat do tin cdy va phuong sai
trich AVE > 0.5 dat gi4 tri hoi tu (Nguyen, 2011).

Béng 2
Chi s6 CR va AVE
Ki hi¢u bién Do tin cay tong hep (CR) Phuong sai trich (AVE)
TTXH 0.894 0.547
DT 0.887 0.568
YDHV 0.877 0.588
SUT 0.893 0.626
CM 0.840 0.567
TD 0.848 0.582
SHD 0.867 0.621

Ngudn: Két qua phan tich
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4.3. Phén tich mé hinh céu triic SEM
4.3.1. Kiém dinh md hinh do hrong

bé phén tich moi quan hé giita chimg thuc cua nguoi ndi tiéng (su uy tin, stc hip dén,
chuyén mén) dén thai d6 ddi véi quang cao Va v dinh hanh vi ctia ngudi ti€u dung thong qua Va1
tro trung gian tuong tac xa hoi, nghlen ctru tién hanh phan tich SEM khi khong c6 bién dleu tiét
su dong tinh v6i ngudi ndi tiéng. Két qua cho thdy y2/df = 2.266 véi p = 0.000 dat yéu cau cho
dd tuong thich, cac chi ti€u khac ciing dat yéu cAu: CFI = 0.934; GFI = 0.885; TLI = 0.928:
RMSEA = 0.052 (Hair, Tatham, Anderson, & Black, 1998). V4i SRMR = 0.166 (> 0.08) mo
hinh ciing pht hop do cac chi sé dd néu déu dat (Kline, 2005).

Chi-square/df=2.266 ;

P-value=.000;
7'1 df=371 ;
” - RMSEA=.052
~ 1 GFI=.885 ;
45 1 49 2 77 3 81 33 70 CFI=.934 :
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Hinh 3. Két qua phan tich SEM khong c6 bién diéu tiét
Nguon: Két qua phan tich
4.3.2. Kiém dinh gid thuyét

Két qua phan tich cho thay, 03 yéu té ctia ngudn chimg thuc déu co tac dong dén tuong
tac xa hoi. Stc hap dan c6 tac dong tich cuc dén tuong tac xa hoi, két qua nay phu hop véi cac
nghién ctru trude day (Ahmed & ctg., 2015; Jamil & Hassan, 2014). Tuy nhién, trai ngugc voi
nghién ctru ciia Sokolova va Kefi (2019) cho ring sirc hap dan vé thé chat khdng ¢6 mdi quan hé
v6i twong tac xa hoi. Chuyén mon cé tac dong tich cuc dén twong tac xa hoi, két qua nay ciing
phu hop véi cac nghién ctiru trude day (Ahmed & ctg., 2015; Lafferty & ctg., 2002; Raksha,
Deshbhag, & Mohan, 2020; Subbiah & Sathish, 2020). Sy uy tin ciing ¢6 tic dong tich cuc dén
tuong tac x3 hoi cua nguoi dung trén Facebook. Két qua nay théng nhét voi nghién ciru cia
Erdogan va cong su (2001).

Bang 3
Kiém dinh gia thuyét
Gia thuyét Trong s6 hdi quy p Két luan

Hila 0.456 folelel Chép nhan
Hib 0.130 0.005 Chép nhan
Hic 0.348 *kk Chép nhan
H2 0.490 ok Chap nhan
H3 0.365 ok Chép nhan
H4 0.225 ok Chép nhan

Ghi chd: ***; p < 0.001




102 Nguyén H. Sinh, Nguyén M. Hién. HCMCOUJS-Kinh t€ va Qudn trj kinh doanh, 18(1), 92-108

Két qua nghién ctru con cho thdy c6 mdi quan hé tich cuc giira twong tac xa hoi va thai do
d6i v6i quang cao chimg thuc nguoi ndi tiéng trén Facebook. Tuong tac xa hoi va y dinh mua
hang ciia nguoi tiéu dung ciing ¢6 mdi quan hé cung chiu. Két qua nay phu hop véi cac nghién
ctru trude day cua Dibble va cong su (2016); Liebers va Schramm (2019); Sokolova va Kefi
(2019); Zhang va Hung (2020). Cudi ciing, thai d6 ddi voi quang co chimg thuc ngudi ndi tiéng
trén Facebook va ¥ dinh mua hang ctiia ngudi tiéu ding c6 mdi quan hé cung chiéu, phu hop véi
cac nghién ctru trude day cia DonghWan va Youn-Kyung (2015); Pham va Quach (2020);
Nguyen va Phan (2018).

4.3.3. Kiém dinh md hinh do lirong c6 bién diéu tiét

Dé danh gia bién diéu tiét, can thong qua bién twong tac gom: DT x SHD; DT x CM; DT
x SUT (Baron & Kenny, 1986). Két qua: y2/df = 1.385 véi p = 0.000; CFI = 0.982; GFI = 0.913;
TLI = 0.980; RMSEA = 0.029; SRMR = 0.069. Cac chi s6 nay déu dap tmg dugc cic yéu cau vé
mit 1y thuyét (Hair & ctg., 1998).
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Hinh 4. Két qua phan tich SEM c6 bién diéu tiét

Ngudn: Két qua phan tich

4.3.4. Kiém dinh gid thuyét co bién diéu tiét

Bang 4 cho thay, su dong tinh v6i ngudi ndi tiéng ¢6 anh hudng dén mdi quan hé giita
suc hap dan cua nguoi ndi tieng va tuong tac xa hdi cia nguoi tiéu dung trén Facebook (B =
0.086, p = 0.000). biéu nay cho thay khi nguoi dung dong tinh véi ngudi ndi tieng, ho s€ cam
thay nguoi ndi tiéng trong quang cdo cé stc hap dan véi ho va ho s€ tuong tac trén mang xa hoi;
cu thé, nhu xem, chia sé quang céo cua nguoi noi tieng d6 hodc tham chi 1a c6 ¥y dinh mua hang.
Bang 4
Kiém dinh gia thuyét

Gia thuyét Trong sé hdi quy P Két luan
H5a 0.086 Fhk Chap nhan
H5b -0.016 0.436 Bac bo
H5¢c 0.105 ek Chép nhan

Ghi cha: ***; p <0.001
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Vi do tin cdy 95% thi sy dong tinh véi nguoi ndi tiéng khong anh huong dén mdi quan

hé giita chuyén moén ciia ngudi ndi tiéng va twong tac xa héi cia nguoi tiéu dung trén Facebook

(B =-0.016, p = 0.436 > 0.05). Diéu nay cho thiy bién Diéu Tiét (DT) lam suy yéu tic dong cia
bién chuyén mon dén hanh vi tuong tic xi hoi ctia ngudi tiéu dung.

Sy dong tinh v6i nguoi ndi tiéng c6 anh huong dén mdi quan hé giira sy uy tin ctia ngudi
ndi tiéng va twong tic xd hoi cia ngudi tiéu dung trén Facebook (B = 0.105, p = 0.000). C6 thé
thdy, khi nguoi dung dong tinh v6i nguoi ndi tiéng thi ho cam thiy nguoi ndi tiéng d6 ¢ uy tin
dang tin cdy va nguoi dung sé tuong tac xa hoi trén Facebook thong qua quang cao do ngudi ndi
tiéng chimg thuc. Hay noi cach khac sy uy tin cta nguoi ndi tiéng tic dong manh 1én viéc khach
hang twong tac xa hoi khi ¢6 sy dong tinh cta ngudi tiéu dung. Day 1a mot phat hién méi chua
timg dugc tim thiy ¢ cac nghién ctru twong tu trudc day.

5. Két luan va ham y quan tri

Két qua nghién ctru chap nhan hau hét cac gia thuyét trong mo hinh dé xuat. Thir nhét, co
moi quan hé tich cuc giita ba yéu té cua chimg thuc nguoi ndi tiéng (theo thir tu: strc hap dan, sy
uy tin, chuyén moén) vai twong tac xa hoi. Thir hai, c6 moi quan hé cliing chleu gilta tuong tac xa
hoi cua nguoi tleu dung véi thai do dbi voi quang cdo chimg thue nguoi ndi tiéng trén Facebook.
Thir ba, c6 mdi quan hé cung chiéu giita tuong tac xa héi va y dinh mua hang cua nguol tiéu
dung thong qua quang cao ching thuc ngudi nbi tiéng trén Facebook Tht tu, c6 mdi quan hé
cung chiéu giira thai do ddi vai quang c4o chimg thyc nguoi noi tiéng trén Facebook va y dinh
mua hang ciia ngudi tiéu dung. Két qua ciing cho thiy co sy tic dong didu tiét cua yéu t6 sy dong
tinh voi ngudi ndi tiéng dén mbi quan hé giira hai yéu té ctia ching thuc ngudi noi tiéng (su uy
tin, strc hap din) va tuong tic xa hoi ctia ngudi tiéu dung trén Facebook.

Nhu vay, khi Iyra chon ngudi ni tiéng ching thyc trong quang céo Cac thuong hiéu can
chd y dén kha nang chuyén mén, sy uy tin/tin cdy, dic biét 13 yéu t6 strc hap dan vi co tac dong
manh nhit dén tuong tac clia khach hang trén Facebook/mang xa hoi. Sy chimg thuc ciia nguoi
noi tiéng c6 thé khién thuong hiéu duge nguoi tiéu ding tin tuéng, cam nhén san pham c6 chét
lwong cao va tham chi khong hé nghi dén viéc kiém tra thong tin san pham. Yéu t6 chuyén mon
clia ngudi ndi tiéng duoc danh gia 1a ¢ tac dong thap nhit trong ba yéu t6 chimg thuc dén su
tuong tac ctia khach hang trén mang xa hoi. Diéu nay c6 thé giai thich boi két qua thong ké mo ta
mau cho thay, khach hang ¢ d6 tudi tir 31 - 35 chiém 36.81%, c6 trinh do dai hoc chiém 49.75%
1a nhitng ngudi co kién thirc, hiéu biét vé san pham. Viéc Iya chon mot ngudi ndi tiéng phii hop
va ding chuyén mon cho mot san pham cu thé van 1a van dé& quan tdm. Thay vi chi Iya chon
nguoi dai dién dya trén mic do ndi tiéng, ho phai 1a ngudi c6 chuyén mén vé san pham/thuong
hiéu. Chang han, quang c4o quéan 4o thoi trang thi nén lya chon ngudi miu, hay vé linh vuc my
phém thi nén lya chon nhitng nguoi dai dién c6 lan da dep va khoe, biét cach trang diém véi
guong mat hai hoa.

Dang chu ¥, hai yéu té clia ching thyc ngudi ndi tiéng (strc hap dan va sy uy tin) tac
dong manh hon dén tuong tac xa hoi néu co cua sy dong tinh ctia nguoi ti€u dung. Vi vay, nguoi
noi tiéng co kha ndng anh hu’orng t6i y dinh mua san pham ching thyc ciia nguoi tiéu dung vi ho
mong mudn gidng nguoi ndi tiéng ma minh ham mo/tuong tac Cé4c nha quang céo cé thé tac
dong vao phan khuc khach hang tré tudi bang nhu'ng ngu:ol ndi tiéng c6 luong nguoi ham mo tré
dong dao ching thuc san pham Boi, khi ngudi ndi tiéng co duoc sy dong tinh dong dao cua
ngudi tiéu dung, ho s& co thé tic dong dén su twong tac xa hoi ciia ngudi ding vi su yéu thich va
mong mudn gidng nhu than tuong ctia minh. Didu nay s& tac dong dén thai do ddi voi quang cao
ding ngudi ndi tiéng va y dinh mua hang ctia ngudi tiéu dung.
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Nghién ctru c6 mdt s6 han ché, d6 1a chon mAu thuén tién phi xac suét va chon mat hang
my pham va lam dep. Nghién ctru nay khéo sat nhimg ngudi ndi tiéng néi chung, do do6 trong
twong lai ¢6 thé nghién ctru mot hodc hai ngudi ndi tiéng cu thé va san pham khac nhu hang tiéu
ding, hang dién tt, thirc 4n nhanh, ... dé két qua cta nghién ctru c6 do tin cdy, phd quét hon.
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