112 Ngd Thi Lan va cong su. HCMCOUJS-Kinh t€ va Quan tri kinh doanh, 19(4), 112-126

Tac dong clia marketing boi ngwoi dnh hwéng dén y dinh mua
my pham truc tuyén cia nguoi tieu dung Thanh pho Ho Chi Minh

Impact of influencer marketing on
consumers’ intention to buy cosmetic online in Ho Chi Minh City

Ngb Thi Lan'", Nguyén Thi Hoai Bic!, Nguyén Qué Chil,

Nguyén Phuong Duy?, Pao Thu Huyén®

"Truong Pai hoc Sai Gon, Thanh phd H6 Chi Minh, Viét Nam

“Tac gia lién hé, Email: ntlan@sgu.edu.vn

THONG TIN

TOM TAT

DOI:10.46223/HCMCOUJS.
econ.vi.19.4.2391.2024

Ngay nhan: 04/08/2022
Ngay nhén lai: 28/12/2023
Duyét dang: 25/01/2024

Ma phan loai JEL:
M310; M370

Tur khoa:

marketing boi ngudi anh
huéng; thai 46 doi voi thuong
hiéu; y dinh mua m¥y pham
truc tuyén

Keywords:

influencer marketing; brand
attitude; intention to buy
cosmetic online

Mang xa hoi phat trién marketing boi nguoi anh huong tro
thanh xu hudng trén toan cau noi chung va nganh cong nghiép my
pham noi rleng Tuy nhién, cac nha chién lugc phai d6i mat véi van
dé 1a 1am thé nao dé thuc hién chién lugc marketing boi nguoi anh
huong mot cach t6i uu nhat. Nghién ctru nay da dua ra mot so giai
phép cho van dé d6 bang cach xac dinh va danh gia cac tac dong cua
Marketing boi ngudi anh hudng, cac yéu t thudc thai do déi voi
thwong hiéu va y dinh mua my pham truc tuyén caa ngudi dan Thanh
phé HO Chi Minh (TP.HCM). Nghién ctru ding ki thuat phan tich
PLS-SEM dua trén 316 ngudi duoc khao sat tai TP.HCM. Két qua
Ia Marketing boi ngudi anh huong 6 suc hat va ngudi anh huong
c6 chuyén mén cé tac dong dén thai do ddi véi thuong hiéu. Va
nghién ctru ciing cho thay ¢6 sy tac dong tir thai do dbi vai thuong
hiéu dén su ngudng mo thuong hiéu cua Nguoi Tiéu Dung (NTD)
va su ngudng mo thuong hiéu c6 tic dong dén y dinh mua my pham
truc tuyén cua NTD tai TP.HCM.

ABSTRACT

With the development of social networks, influencer
marketing is a growing trend globally in general and the cosmetics
industry in particular. However, administrators always have a
problem with how to implement marketing strategies by influencers
effectively. This study tried to come up with a solution to that
problem by identifying and evaluating the effects of marketing by
influencers, brand attitudes and intentions to buy cosmetics online.
of consumers, particularly in Ho Chi Minh City. The study uses PLS-
SEM as the primary analytical technique based on 316 people
surveyed in HCMC. The results show that marketing by the
influencer has charisma and that the expertise of the influencer has
an impact on brand attitudes. Research has also shown that there is
an impact from consumer brand attitudes to brand admiration, and
brand admiration has an impact on consumers’ intentions to buy
cosmetics online in Ho Chi Minh City.
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1. Gidi thi¢u

Cach mang 4.0 bung nd, Thuong Mai Pién Tir (TMDPT) dang ngay cang phd bién va dap
{rmg nhu cdu mua sdm cta nguoi Viét ¢ nhiéu linh vuc, nhit 1d m§y pham (T. T. P. Nguyen, 2020).
Theo cong ty nghién ctru thi trudng Mintel - tru sé tai London, cudi nam 2018, thi truong my phérn
Viét Nam dat 2.3 ty USD (Vietnamnet Global, 2019). Diéu d6 thuc day sy gia nhap thi truong
khong ngirng ctia nhiéu doanh nghiép my pham nbi tiéng trong va ngoai nudc tai Viét Nam.

C6 rat nhiéu cach thie dé quang ba cho cac thuong hiéu my pham, tuy nhién marketing
boi ngudi anh hudng duoc st dung phd bién. Viéc lya chon nguoi anh hudng phu hop c6 thé mang
lai hidu qua trong viéc truyén tai thong diép, tir 46 tao dung su yéu thich va long tin ddi véi thuong
hiéu ciia khach hang (Q. Nguyen, 2020). Song, viéc str dung ngudi anh hudng van con nhidu van
dé can giai quyét. Nhitng thong tin chua duoc kiém chimg trén thi trudng di tao ra sy “khing
hoang long tin” ddi véi sé dong NTD. Do d6, NTD bat dau hudng 1ong tin vao nhiing 1oi ching
thuc tir ngudi anh hudng va su hiéu biét nhat dinh vé thuong hiéu dé dua ra quyét dinh mua sam
(Schouten, Janssen, & Verspaget, 2020).

Vi thé, dé su dau tu vao cic chuong trinh marketing bdi ngudi anh huéng tré nén xing
dang thi quan trong 1a doanh nghiép phai chon nguoi anh huong phu hop. Ngoai ra, cac yéu t6
thudc vé thai do ddi voi thuong hiéu va mdi quan hé tic dong gitra ngudi anh hudng va thuong
hiéu ciing can dugc nghién ctru. Tuy nhién, tac dong ctia marketing bai nguoi anh hudng dén médi
quan hé giita NTD va thuong hiéu van chua dugc nghién ciru ky ludng tai Viét Nam. Nghién ctru
vé van dé nay la rat can thiét trong kich ban ngay nay khi cic nha marketing dang huéng toi viéc
phat trién mdi quan hé gan két véi NTD.

Vi vay, tac dong cua Marketing bdi nguoi dnh hudng trong viéc nhéan thirc thuong hi¢u va
hanh vi mua my pham tryc tuyén dac biét la mot thi truong rong 16n va s6i néi nhat TP.HCM hién
nay can dugc nghién ctru va lam 3.

2. Co 56 ly thuyét va mé hinh nghién ciru
2.1. M6 hinh Iy thuyét

Mo hinh chuyén giao ¥ nghia (Meaning Transfer Model - MTM) dugc xiy dung bai
McCracken (1989), cung cap mot cach tiép can lién quan dén nhimg ngudi ndi tiéng hodc nguoi
anh huong va viéc ching thuc cho san pham ctia ho. Theo Iy thuyét nay, hiéu qua ctia nhirg nguoi
noi tiéng véi tu cach 1a ngudi chimg thuc san pham bit ngudn tir qua trinh chuyén doi ¥ nghia cho
san pham ma ho chtmg thyc. M6 hinh chuyén giao ¥ nghia cho thiy y nghia truyén tir ngudi ndi
tiéng sang san pham va tir san phadm dén NTD, n6 gébm 03 giai doan: gi4 tri ca nhan -> ching thuc
> tiéu dung. Vi vdy, nhém quyét dinh chon mé hinh chuyén giao y nghia 1a mét phan cho li thuyét
nén tang ctia nghién ciru nay.

Bén canh d6, Thuyét hanh dong hop 1i (TRA) d& cap dén ¥ dinh hanh vi cia NTD ciing
nhu x4c dinh xu hudéng hanh vi cia ho. Khi mot nguoi dua ra quyét dinh dé thuc hién hanh vi nao
do s€ duogc xéac dinh boi y dinh ctia ban than ho, va y dinh thi lai dugc xac dinh boi thai @6 ca nhan
trong viéc hudng tdi thue hién hanh vi (Ajzen & Fishbein, 1980; Davis, 1985). Hanh vi NTD lién
quan dén cac van dé vé tam 1y, hanh vi x3 hoi va cic van dé thé chét cua ban than ho (Jamal,
Foxall, & Evans, 2009). TRA ciing dugc trich dan trong nhiéu nghién ctru lién quan vi vy nhém
chon TRA 1am khung cho mé hinh nghién ctru dé xuat.



114 Ngd Thi Lan va cong su. HCMCOUJS-Kinh t€ va Quan tri kinh doanh, 19(4), 112-126

Cu thé, nhom chon ba yéu té thai do, xu hudng hanh vi, hanh vi thuc sy ciia mé hinh TRA.
Sau d6 két hop véi su chuyén giao ¥ nghia clia ngudi anh hudng dén thai d6 dbi véi thuong hiéu
dé c6 duge mo hinh nghién cuu.

2.2. Gid thuyét va mé hinh nghién ciru
2.2.1. Cac gia thuyét nghién ciru

Vi su bung nd cua mang xa hoi, ngudi anh hudng 1a mot hién tuong moi c6 kha nang anh
hudng téi ¥ dinh mua hang ctia nguoi khac thong qua cac yéu t6 ma ho duoc moi ngudi cong nhan
(Freberg, Graham, & Mc Gaughey, & Freberg, 2011). Ngudi anh hudng c6 thé 1a chuyén gia trong
mat linh vuce hodc ngudi c6 sire hit. Ho co thé truyén dat cac thong diép dén moi ngudi nho vao
cac nén tang mang xa hoi nhu Facebook, Instagram, Tiktok, ... Ngudi anh hudng co stc anh hudng
cang 16n, thi cang thu hat duge su cha y ciia cac doanh nghiép trong qua trinh tim kiém guong mat
dai dién dé thuc hién cac chién luge marketing.

C6 hai ludng ¥ kién vé do tin cdy va su hdp dan cta ngudi anh huong dén hanh vi cia
NTD: trudng phai thir nhat da thiét 1ap vai trd quan trong ciia nhitng ngudi ndi tiéng c¢6 chuyén
mén ddi véi viée anh hudng dén hanh vi caa NTD (Ohanian, 1990; Tzoumaka, Tsiotsou, &
Siomkos, 2016); trudng phai thir hai lai trdi nguoc hoan toan khi cho rang nhiing ngudi anh huéng
c6 strc hut, hap dan sé tic dong manh hon dén hanh vi cia NTD (McGuire, 1985; Trivedi, 2018).
Thai d6 d6i v6i thuong hiéu duge giai thich 1 nhitng phan (mg tinh cam ctiia NTD d6i véi thuong
hiéu duoc quang ba (MacKenzie, Lutz, & Belch, 1986). Chinh vi thé, nhém tac gia du dinh quan
sat tac dong cua nguoi anh hudng cd chuyén mon (EI) va nguoi anh hudng cé strc hat (ACI) voi
thai d6 ddi voi thuong hiéu cia NTD (AB) trong linh viuc my pham. Do dé, cac gia thuyét H1
duoc dé xuét:

HI: Nguoi anh hwéng c6 chuyén mon (EI) ¢6 tac dong tich cuc dén thdi dé doi véi thwong
hiéu (AB)

H2: Nguoi anh hieong ¢ sive thu hiit (ACI) ¢6 tac dong tich ciee dén thai dg doi voi thwong
hiéu (AB)

Theo Baker va Lutz (2000) thi dong luc ciia NTD dé xur 1y thong tin khi tiép xtc v6i mot
kich thich duoc goi 1a sy tham gia vao qua trinh tiép nhan thong diép. Su tham gia ctia qua trinh
d6 1a mot yéu td quan trong anh hudng dén qua trinh xir 1y thong diép quang cdo (Muehling,
Laczniak, & Stoltman, 1991). Pdng thoi, Celsi va Olson (1988) di xac dinh rang sy tham gia vao
thong diép cao hon thi s& gia ting sy chi y clia quang c4o va nd luc nhan thirc ciing cao hon va
thai d6 ctia NTD duogc dinh hinh (Greenwald & Leavitt, 1984). Vi vay, gia thuyét H3 va H4 duoc
de xuat:

H3: Sw tham gia vao qud trinh tiép nhdn théng tin (MPI) tich cyc ciing c6 méi quan hé
gitta marketing bdi nguwoi anh hwdong c6 chuyén mén (EI) va thdi dé doi voi thwong hiéu (AB)

H4: S tham gia vao qud trinh tiép nhén thong tin (MPI) tich ciee cing c6 moéi quan hé
gitta marketing bdi ngueoi dnh hwong cé siee thu hit (ACI) va théi dé déi voi thiwong hiéu (AB)

Mot bién sb twong d6i méi cho thdy mdi quan hé gitta NTD va thuong hiéu d6 13 sy ngudng
mo thuong hiéu. Roberts (2005), cho ring sy ngudng mo thwong hiéu duoc xdy dung tir ba yéu
t6: niém tin, su yéu thich va sy ton trong thuong hiéu cua khach hang. Roberts (2005) ciing ching
minh rz‘?mg thai do ddi véi mot thuong hi€u cang tich cuc thi sy ngudng md thuong hi¢u ctia khach
hang cang 16n. Do d6, gia thuyét H5 dugc dé xuit:
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H5: Thdi dé doi voi thuong hiéu (AB) co tac dong tich cuc dén sur nguong mo thuong hiéu (BA)

Park, Maclnnis, va Eisingerich (2016) cho ring sy yéu thich thwong hiéu can di déi véi sy
tin tuong thuong hiéu va t6n trong thuong hiéu thi sy gin bo giita NTD va thuong hiéu méi bén
vitng. Dong thoi theo Aaker va Joachimsthaler (2000) thi thuong hiéu dugc ngudng mo sé& thic
day NTD mua nhiéu hon tir thwong hiéu d6. Vi vay, gia thuyét H6 dugc dé xuat nhu sau:

HG6: Sw nguéng mo thwong hiéu (BA) ¢6 tdc déng tich cwc dén y dinh mua my pham tryec
tuyén (PI)

Theo McGuire (1985), mé hinh hip din ngudn cho thdy NTD thudng bi thu hat boi cac
san pham dugc marketing thong qua ngudi anh huong co sire thu hut (ACI). Khach hang s& cam
thdy quen thudc va hip din khi san phadm dugc ngudi anh hudng cé stre hut khéo 1éo 1ong ghép va
1ap lai trong cac hoan canh khac nhau. Tir d6 tac dong manh vao tdm 1y va dan dan hinh thanh y
dinh mua hang ctia khach hang. Do d6, gia thuyét H7 duoc dé xuét:

H7: Ngwoi anh hwdng c6 sive thu hit (ACI) c6 tac déng tich cue dén y dinh mua my pham
truec tuyén (PI)

Trong qua trinh mua hang thi khach hang it nhiéu s& bi tac dong ctia marketing boi nguoi
anh hudng. Dac biét 1a ngudi anh hudng c6 chuyén mon thi mic do tdc dong l1én cac y dinh mua
hang sé& duoc xac dinh thong qua murc d6 hiéu biét, tham quyén cua ho (Hovland & Weiss, 1951).
Cu thé hon 14 d¢ tin cdy cta ngudi anh hudng 1a chuyén gia s& dugce danh gia dya trén chuyén mén
hodc k¥ nang cta ho ddi véi mot linh vuc (Hovland & Weiss, 1951). Kién thuc, kinh nghiém, k¥
nang cang cao thi mirc do anh huong cta ho 1én ¥ dinh mua cta khach hang cang 16n nhat 1a trong
cac linh vuc dién tr cong nghé (Hovland & Weiss, 1951). Tir d6, gia thuyét H8 duoc dé xuét:

HS8: Nguoi anh hwong cé chuyén mén (EI) c6 tac dong tich ciee dén y dinh mua my phdam
truec tuyén (PI)

Thai do d6i véi thuong hiéu va sy ngudng mo thuwong hiéu 1a hai yéu té thuc ddy NTD mua
nhiéu hon tir thuong hiéu (Aaker, Garbinsky, & Vohs, 2012). Bén canh d6 nhirng ngudi anh huong
c6 stre hit c6 chuyén mon trong mdt linh vuc ndo do6 1a nhitng ngudi anh hudng chinh duoc cac
nha marketing tuyén dung dé thiét 1ap mdi quan hé gitra NTD va thuong hiéu (Trivedi, 2018). Bén
canh d6 Park va cong su (2016) chi ra sy ngudng mo thuong hi€u 1a mét thude do quan trong trong
mdi quan hé gitta NTD va thuong hi¢u. Nhung sy ngudng mo thuong hiéu 1a mot bién sb tuong
d6i mai cho thdy mdi quan hé gitra NTD va thuong hiéu, vi vay phai xac dinh duoc tién dé va hé
qua ctia bién s6 nay (Aaker & Joachimsthaler, 2000; Park & ctg., 2016). Nhu vay, can phai xac
dinh mbi quan hé giira nhitng ngudi anh huong, thai do va sy ngudng mo cua NTD ddi véi thuong
hiéu, do do gia thuyét H9, H10 dugc dé xuét:

HY: Thdi ¢ doi véi thwong hiéu (AB) la trung gian ciia méi quan hé giita ngudi anh hwdng
co suee thu hut (ACI) va sy nguong mo thuwong hiéu (BA)

HI0: Thai d¢ doi véi thiwong hiéu (AB) la trung gian ciia moi quan hé gikta ngueoi anh
hwong co chuyén mon (EI) va sw nguong mo thuwong hiéu (BA)

Theo Delgado-Ballester va Munuera-Aleman (2005), su ngudng md thuong hiéu co tac
dong 16n dén ¥ dinh mua hang. Pdng thoi trong tai liéu vé marketing cuia MacKenzie va cong su
(1986) con cho rang ca thai do dbi véi thuong hiéu va su tin twong, tin nhiém vao thuong hiéu déu
dan dén y dinh mua hang. Cu thé, su tin tudng va tin nhi€ém san phém cua thuong hiéu chinh la sy
ngudng md thuong hiéu. Do d6, can lam rd mbi hé trung gian cia sy ngudng mo thuong hiéu, thai
d6 dbi voi thuong hiéu va ¥ dinh mua my pham truc tuyén. Gia thuyét H11 duoc dé xuat:



116 Ngd Thi Lan va cong su. HCMCOUJS-Kinh t€ va Quan tri kinh doanh, 19(4), 112-126

HI11: Sy nguong mo thirong hiéu (BA) la trung gian ciia moi quan hé giita thdi do doi voi
thwong hiéu (AB) va y dinh mua my pham truc tuyén (PI)

Bén canh d6 thi d6 tudi, gidi tinh, tinh trang hon nhan, nghé nghi¢p va thu nhap con dugc
tac gia thém vao vi ddy 1a cac yéu td nhan khiu hoc c6 thé anh huéng dén ¥ dinh mua my pham
truc tuyeén cua NTD tai TPHCM. Céc gia thuyét vé nhan khau hoc 1an luot dugc dé xuat nhu sau:

HI2: Bé tuéi ¢é dnh hwdng dén y dinh mua my phdam tryc tuyén ciia NTD

HI3: Gi6i tinh ¢6 anh hudng dén y dinh mua my pham truc tuyén ciia NTD

H14: Tinh trang hén nhédn cé anh hwéng dén y dinh mua my pham triec tuyén ciia NTD
HI15: Nghé nghiép cé dnh hwéng dén y dinh mua my pham triee tuyén ciia NTD

HI6: Thu nhdp c6 anh huéng dén y dinh mua my pham truec tuyén ciia NTD

2.2.2. M6 hinh nghién cizu

Nguoi anh huong
c6 stc hut

Thai d6 ddi véi Su ngudng mo
thuong hi¢u thuong hi¢u

Y dinh mua my
pham tryc tuyén

Nguoi anh hudéng
c6 chuyén mén

n
1
)
1
1
1
1
1
1
1
1
1

—» Tructiép
Tham gia vao qua trinh

tiép nhén thongtmn | | » Gian tiép

Hinh 1. M6 hinh nghién ctru dé xuat

3. Phwong phap nghién ciru
3.1. Nghién cvwu dinh tinh

Nhom tac gia st dung phuong phap nghién ciru tai ban, nham ké thira tir cac nghién ciru
trudc dé ¢ cai nhin tong quan hon vé van dé can nghién ciru. Sau do, tién hanh phong van chuyén
gia nham phat trién, danh gi ndi dung va hinh thirc cia cic phat biéu trong thang do nhap dé hoan
thién thang do dung trong nghién ctru dinh lugng chinh thtrc.

Sau khi d6i chiéu véi ¥ kién ctia 03 chuyén gia trong linh vic marketing, thang do van gitr
nguyén 35 bién quan sat dé do ludng cac khai niém nghién ctru. Trong d6, ACI c¢6 04 bién quan
sat, EI c6 05 bién quan sat, MPI c6 04 bién quan sat, AB c6 05 bién quan sat, BA c6 13 bién quan
sat va PI 04 bién quan sat.
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3.2. Nghién cvwu dinh lugng

Dir liéu so cip duogc thu thap thong qua 02 phuong thirc khao sat truc tuyén va khao sat
tryc tiép. Tong sd phiéu hop 18 thu vé 1a 316 phiéu. Cac dbi tuong khao sat duoc lua chon theo
phuong phap chon méu thuan tién. M6 hinh va cac gia thuyét nghién ctru dugc phan tich kiém
dinh bang phuong phap SEM-PLS.

4. Két qua nghién ciru
4.1. Mdu nghién ciru
Két qua théng ké mo ta mu trén 316 phiéu khao sat hop 1é nhu sau:

Vé do tudi, co 284 ngudi tir 16 - 24 tudi chiém 89.9%; 24 nguoi tir 24 - 30 tudi chiém
7.6%:; 07 nguoi tir 30 - 40 tudi chiém 2.2%, va 01 ngudi > 40 tudi chiém 0.3%.

Vé gi6i tinh, c6 240 ngudi thude gidi tinh nit chiém 75.9%; 73 nguoi thudc nam gidi chiém
23.2% va c6 03 ngudi thude gidi tinh khac chiém 0.9%

Vé thu nhap, c6 243 nguoi thu nhap < 05 triéu chiém 76.9%; 49 ngudi c¢6 thu nhap tir 05 -
10 triéu chiém 15.5%; 12 nguoi ¢ thu nhép tir 10 - 15 triéu dong chiém 3.8% va nhom 12 ngudi
c6 thu nhap >15 triéu déng chiém 3.8%.

Vé nghé nghiép, c6 273 ngudi 1a hoc sinh/sinh vién chiém 86.4%; c6 27 ngudi 1a nhan vién
van phong chiém 8.5%; 06 nguoi c6 nghé nghiép tu do chiém 1.9%; 05 ngudi 1a lao dong phd
thong chiém 1.6%; 04 ngudi 1a quan 1y cac cdp chiém 1.3% va 01 ngudi di vé huu chiém 0.3%.

Vé hon nhan, c6 296 nguoi doc than, chiém 93.7%; c6 11 nguoi da két hon va chua co con,
chiém 3.5%; 07 ngudi di két hon va chua c6 con chiém 2.2%; 02 ngudi di ly hon chiém 0.6%.

4.2. Phén tich mé hinh cdu triic tuyén tinh (SEM-PLS)

4.2.1. Kiém dinh mé hinh do lrong

Danh gia mirc dj tin cdy cua tirng chi bao

Wong (2013) da xac dinh do tin cdy cua chi sb 1a binh phwong hé sé tai cia mdi chi béo,
khi gia tri nay > 0.4, dit liéu s& dap Gmg do tin ciy cua chi sd. Vi vy, can xem xét va loai cac chi
b4o c6 binh phurong hé sd tai < 0.4. Sau khi loai cac chi bao cé binh phwong hé s6 tai < 0.4 (ACII,
Ell, BT1, BT2, BT3 va BT4), thi cac chi bdo c6 muc d¢ tin cdy dugc gitlr lai va dugc danh gia ¢
budc tiép theo (Bang 1).

Nhom nghién cru di dung d6 tin cdy téng hop dé phan tich do tin cdy nhat quan bén trong.
Két qua phan tich cho thay do tin cay tong hop ctia ACI = 0.842, EI = 0.857, AB = 0.889, BA =
0.931 va PI=0.896. C6 thé thiy, diém tin cay tong hop cho mdi cu triic > 0.8, tt cho nghién ciru
xac nhan (Daskalakis & Mantas, 2008). Do d6, c6 thé két luan réng thang do c6 do tin cay nhét
quan bén trong tbt.
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Bang 1

Két qua tom tit cac hé sd tai trong mo hinh PLS-SEM

Hg so tai

Do tin cay

Cronbach’s

Do tin cay

Chu tric Chi sb cua ca'!c (Binh Ehu’o’ng Albha téng hop AVE
chi sb hé s tai) & (CR)
Marketing boi ACI2 0.801 0.642
ngudi anh hudng c6 | ACI3 0.84 0.706 0.718 0.842 0.64
stc hut - ACI ACl4 0.757 0.573
EI2 0.745 0.555
Marketing béi EI3 0.766 0.587
nguoi anh hudng co 0.781 0.857 0.599
chuyén mon - £l | E14 0.793 0.629
EI5 0.791 0.626
AB1 0.783 0.613
, AB2 0.841 0.707
Thai do doivei | \pa 0.751 0.564 0.844 0839 | 0.616
thuong hiéu - AB : : ' : :
AB4 0.755 0.570
AB5 0.791 0.626
BL1 0.816 0.666
BL2 0.8 0.640
BL3 0.797 0.635
BL4 0.823 0.677
Su ngudng mo
thuong hicu - BA BR1 0.75 0.563 0.916 0.931 0.599
BR2 0.776 0.602
BR3 0.743 0.552
BR4 0.724 0.524
BT5 0.751 0.564
PI1 0.829 0.687
Y dinh mua my PI2 0.855 0.731
phdm truc tuyén - 0.844 0.896 0.682
PI PI3 0.787 0.619
Pl4 0.841 0.707

Nguon: Két qua xir Iy dir liéu khao sat

Theo Fornell va Larcker (1981), hé s6 AVE > 0.5 s& khang dinh duoc gi4 tri hoi tu. Két
qua (Bang 1) cho thay, gia tri AVE duoc bao cao cho timg bién: ACI = 0.64, EI = 0.599,
AB =0.616, BA = 0.599 va PI = 0.682. Tat ca cac bién déu c6 AVE > 0.5. Do d6, mdi ciu tric
thé hién gia tri hoi tu tot.

Henseler, Ringle, va Sinkovics (2009) cho rang tiéu chi cua Fornell va Larcker va phuong
phéap Heterotrait Monotrait Ratio (HTMT) nén dugc st dung dé€ xéac dinh gid tri phan biét cua cac

bién tiém an.
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Bang 2
Gia tri phan biét (Fornell Larcker Criterion)
AB ACI BA El Pl
AB 0.798
ACI 0.547 0.8
BA 0.696 0.464 0.764
El 0.45 0.568 0.425 0.783
Pl 0.72 0.4 0.691 0.37 0.828

Ngudn: Két qua xir 1y dit liéu khao sat

Theo Bang 2, gia tri phan biét cho cac cAu trac d3 dat boi can bac hai cia cac AVE (duong

chéo in ddm) da cao hon so véi cac twong quan ngoai dudong chéo.

Bang 3
Heé sb Heterotrait Monotrait Ratio (HTMT)
AB ACI BA El Pl
AB
ACI 0.717
BA 0.781 0.606
El 0.541 0.721 0.488
Pl 0.818 0.528 0.828 0.442

Ngudn: Két qua xir Iy dir liéu khao sat

Garson (2016), khi chi s6 HTMT < 1 thi gié tri phan biét cta hai bién lién quan dugc ching
minh. Ngoai ra, Henseler va Chin (2010) cho raing HTMT < 0.90 thi dat duoc gia tri phan biét giira
hai bién tiém an. O Bang 3, céac gia tri cua chi s6 HTMT cuia mdi ciu tric déu < 0.90. Do do, tiéu
chi vé gia tri phan biét dugc thiét lap.

Tir cac phan tich trén, c6 thé két luan ring cac thang do sir dung trong mé hinh nghién ctru
nay dat duoc do tin cay va tinh gia trj rat tot. Do d0, cac thang do nay sé& sir dung dé phan tich
trong mo hinh cau tric.

4.2.2. Kiém dinh mo hinh cdu tric

Wong (2013), giita bién ngoai sinh twong tng va bién noi sinh s& ton tai da cong tuyén. S&
c6 cac van dé da cong tuyén véi cac bién tiém an néu VIF > 5 hodc VIF < 0.2. Két qua ¢ Bang 4,
gia tri t6i da ctia VIF 14 1.621 < 5 va gid tri toi thiéu 1a 1 > 0.2, diéu nay chi ra khong xay ra hién
turong da cong tuyén & cac bién tiém an.
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Bang 4
Théng ké gia tri hé s6 phuong sai phong dai (VIF)
AB ACI BA El Pl
AB 1
ACI 1.42 1.621
BA 1.376
El 1.42 1.477
Pl
Ngudn: Két qua xir 1y dit liéu khao sat
Bang 5
Thong tin hé s xac dinh R? va chi s6 du bao Q?
R2 Q2
Pl 0.542 0.361

Ngudn: Két qua xir 1y dit liéu khao sat

Gia tri R? ctia Y dinh mua my pham tryc tuyén cia NTD = 0.542 (Bang 5), thudc khoang
0.33 dén 0.67 c6 nghia 1a md hinh dugc giai thich & muc vira phai (Hock & Ringle, 2010). Do d6
cau tric c6 anh huong 16n hon trén mé hinh.

Geisser (1974) da dé xuét gia tri Q2. Trong md hinh cau trac ctia nghién ciru nay, gia tri

Q2% cua bién phu thudc 1a 0.361 > 0 chi ra sy lién quan du dodn cua mo hinh nghién ctru dén bién
phu thude.

DO TUOI

Moddrating

Moderating
Effect 2

HON NHAN

Hinh 2. M6 hinh két qua duoc 14y tir dir liéu PLS output
Ngudn: Tac gia didu tra va phan tich



Ngo Thi Lan va cong su. HCMCOUJS-Kinh t€ va Quan tri kinh doanh, 19(4), 112-126 121

Hair, Arstedt, Ringle, va Gudergan (2017), bootstrapping 1a mot k¥ thuat 1y mau lap lai
dé udc tinh 15i tiéu chuan ma khong can chuyén tiép cac gia dinh phan phoi. Bang 6 cho thay cac
gia tri quan trong doi vdi cac hé s6 duong dan duge xac dinh tir qua trinh bootstrapping.

Bang 6

Két qua ciia moi quan hé gitra cac cau triac trong md hinh

Gia thuyét Méi quan hé Hé sé hdi quy | P-value Két qua
H1 El — AB 0.060 0.003 Chap nhan
H2 ACI — AB 0.315 0 Chép nhan
H5 AB — BA 0.691 0 Chép nhan
H6 BA — PI 0.685 0 Chép nhan
H7 ACI — PI 0.032 0.399 Bac bo
H8 EI — PI 0.076 0.782 Bac bo

Ngudn: Két qua xir Iy dir liéu khao sat

Pbi voi gia thuyét HI, két qua chi ra EI ¢6 tac dong tich cuc dén AB véi trong sd hdi quy
14 0.181 va p-value = 0.003; gia thuyét H2: ACI c6 tac dong tich cuc dén AB véi trong s6 hoi quy
1a 0.452 va p-value = 0.000; gia thuyét H5: AB tac dong tich cuc dén BA véi trong s6 hdi quy
0.722 va p-value = 0.000; gia thuyét H6: BA c6 tac dong tich cuc dén PI véi trong sd hdi quy
0.679 va p-value = 0.000;

Gia thuyét H7 va gia thuyét H8 1an luot c6 p-value 1a 0.399 va 0.782 (> 0.05). Do dé, gia
thuyét H7 va HS8 bi bac bo.

Bang 7
Két qua hé sd beta cta bién diéu tiét
Gia . ~ | Anh hwémg | Anh hwéng | Tong anh | Phén loai £ -
thuyét Moi quan he truc tiép gian tiép hwong anh huwong Ket qua
HO |ACIH>ABDBA| 0157%% | 0.330%%% | gaggres | 1UNGJIAN | oo han
mot phan
H10 |EI>ABDBA | 0131%% | 0.286%%% | 0at7xes | 1UNG0IAN | oo han
mot phan
H11 |[ABDBA—PI | 048 | 0332%x | ggiowes | 11UNG0IAN |0y o
mot phan
Ghi cha: *** =p <0.001; ** =p<0.05

Ngudn: Két qua xtr 1y dir liéu khao sat

Theo Bang 7, AB dong vai tro trung gian giita tic dong cua ACI va BA vi vira c6 hé sb
duong dan anh huéng truc tiép = 0.157 véi p-value = 0.008, vira c6 anh hudng gian tiép = 0.339
va p-value = 0.000, c6 y nghia thong ké, vi vy, chap nhan gia thuyét H9. AB da lam trung gian
cho mdi quan hé giita EI va BA, bai vi hé s6 duong dan truc tiép = 0.131 va p-value = 0.025 <
0.05, ddng thoi hé s6 dudng din gian tiép = 0.286 va p-value = 0.000, c6 ¥ nghia thdng ké. Do do,
gia thuyét H10 duoc chap nhan;
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Béng 7 ciing chi ra BA dong vai tro trung gian gitra AB va PI do ¢ anh hudng gian tiép =
0.332 voi gia trj p-value = 0.000 va anh hudng truc tiép = 0.48 va p-value = 0.000, gia thuyét H11
duoc chép nhan.

Ddnh gid bién diéu tiét
Bang 8 trong két qua phan tich cho mbi quan hé giita bién diéu tiét Tham gia vao qu4 trinh
thong di¢p cua cia NTD - MPI.

H3: MPI tich cuc cung ¢b mdi quan hé gitra EI va AB c6 p-value = 0.134 (> 0.05), bac bo
gia thuyét H3.

H4: MPI 1a bién diéu tiét tich cuc trong mdi quan hé gitta ACI va AB vi ¢6 hé s6 ctia anh
hudng Moderating Effect 2 = -0.008 v6i p-value = 0.043 (< 0.05) va hé s6 bién tuong tac = 0.313
v6i p-value = 0.000 (< 0.05). Do d0, gia thuyét H4 duoc chip nhan.

Bang 8
Két qua hé sd beta cua bién diéu tiét
Gia M&i quan h Hé s6 Standard T- P | Kbt qui
thuyet 1 : Beta Deviation Statistics | Values 1
EI —» AB 0.064 0.061 1.049 0.294
H3 MPI —» AB 0.384 0.058 6.582 0 Bac bo
Moderating Effect1| ) o 0.04 1499 | 0134
— AB
ACI - AB 0.313 0.057 5.453 0
H4 MPI — AB 0.384 0.058 6.582 0 Chép
. nhan
Moderating Effect2 |, o0 0.043 2029 | 0.043
— AB

Ngudn: Két qua xir 1y dit liéu khao sat

Trong Béang 9, gia thuyét H12: D¢ tudi co tac dong dén PI va H16: Thu nhép cé tac dong
dén PI c6 hé s6 p-value lan luot 13 0.026 va 0.005 (< 0.05) dat ¥ nghia théng ké. Do d6, gia thuyét
H12 va H16 dugc chip nhan; gia thuyét H13, H14 va H15 bi bac bo vi c6 p-value > 0.05.
Bang 9

Két qua phén tich bién kiém soat

Gia thuyét Méi quan hé Hé s6 hdi quy P- value Két qua
H12 DOTUOI — PI 0.15 0.026 Chép nhan
H13 GIOITINH — PI 0.02 0.754 Bac bo
H14 HONNHAN — PI 0.027 0.738 Bac bo
H15 NGHENGHIEP — PI -0.092 0.273 Bac bo
H16 THUNHAP — PI 0.228 0.005 Chap nhan

Ngudn: Két qua xtr 1y dit liéu khao sat
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5. Két luan

Nghién ctru nay da kiém dinh su tac dong giita Marketing boi ngudi anh huong, Thai do
dbi voi thuong hiéu va Su ngudng mo thuong hiéu dén Y dinh mua my pham truc tuyén cia NTD
tai TP.HCM. Cu thé, marketing boi ngudi anh hudng (gom EI va ACI) 6 tic dong dén AB. Tuy
nhién, nghién ctru nay cho thdy ACI c6 tac dong dén AB 16n hon so v6i EL Dong thoi, tac gia
cling chimg minh dugc c6 su tic dong tir AB dén BA va BA c6 tac dong dén PI. Két qua nay tuong
ddng véi cac nghién ctiru duoc sir dung 1am 1y thuyét nén trong phan co so 1y luan ctia nghién ctu.
Bén canh d6, nghién ctru con cho thdy AB c6 vai trd trung gian giira sy tac dong cua marketing
b6i ngudi anh huong dén BA ciia NTD. BA ciing dong vai trd trung gian trong sy tac dong cua
AB dén PI. MPI déng vai tro diu tiét khi NTD chiu tac dong caa ACI dén lac hinh thanh AB.
Thong qua viéc phan tich cAu trac da nhom, co thé théy, thu nhap la yéu td rat quan trong khi xem
xét dén y dinh mua hang ciia NTD néi chung, nhung & linh vyc my pham néi riéng, can xét thém
yéu t6 vé do tudi vi yéu td nay ciing tac dong khong nho dén PL

Nghién ctru nay da gop phan khang dinh lai tic dong gitra marketing boi ngudi anh
hudéng, AB, BA dén y dinh mua trong cic nghién ctru trude. Két qua ciia nghién ciru nay da dat
duoc nhitng muyc tiéu ban dau dé ra trong viéc dong gop va hoan thién vé ca 1y thuyét va thuc
tién kinh doanh.

6. Ham y quan trij

Pé ting y dinh mua my pham ctia khach hang thi cac nha quén tri can xem xét, danh gia
va lya chon cac phuong thirc marketing mot cach than trong, dac biét ddi véi marketing boi nguoi
anh huong. Viéc chon nguoi anh hudng c6 chuyén mon hay c6 strc hut dé quang ba san pham 1a
quyét dinh quan trong va khong dé dang ddi véi cac doanh nghiép. Riéng thi truong m§ pham,
viéc st dung ngudi anh hudng co sirc hiit nén dugc cin nhic hon so véi ngudi anh hudng co
chuyén mén. Mic khac, NTD ngay nay co sy hiéu biét nhat dinh, ho khong voi vang tin tuéng khi
xem céc video review, quang c4o hao nhoang vé san pham trén ti vi, mang x4 hoi, ... Ngoai nhirng
10 chting thyc san pham, ho can c¢6 thém thong tin, cac yéu td khac tir thuong hiéu dé c6 sy nhin
nhan nhat dinh ddi v6i san pham. Doanh nghiép can xiy dung cho NTD c¢é thai do tich cuc ddi
v6i thuong hiéu bang cach tang sy ghi nhé ctia khach hang dbi v6i san pham, luén chi dong ddi
moi bao bi, tinh ning theo nhu ciu cta khach hang, tao long tin d6i v&i thuong hiéu cho khach
hang, ... Dac biét, khi st dung cac chién dich marketing béi nguoi anh hudng co6 strc hut nén chi
trong gia ting sy tham gia tiép nhan thong tin tir nguoi anh huong cia NTD. Khi NTD ¢6 thai do
tich cuc, dong thoi nhimg 101 chtng thue tir ngudi anh hudng tao duge niém tin cho NTD thi ho
s& trd nén tin dung san pham - d6 chinh 13 su ngudng mo thwong hiéu. Sy ngudng mo thuong hiéu
cang 16n thi ¥ dinh mua san pham ciia NTD s& ngay cang ting.

Ngoai ra, cdc nha quan tri nén can nhac, phan khuc thi truong theo cac yéu to nhan khau
hoc: d¢ tudi va thu nhap. Viéc thuc hién cac chién lugc marketing voi nhom khach hang muc tiéu
phu hop s€ tao nén hi¢u qua cao.

7. Han ché va hwéng nghién ciru trong twong lai

Mic du rat ¢ gang, nhung nghién ciru nay c6 thé ton tai mot s6 han ché. Marketing boi
nguoi anh huong va cac yéu té anh hudng d6i voi thuong hiéu 1a mot pham tru rat da dang va thay
dbi theo xu thudng, vi vay co thé nhitng yéu t6 khac van chua dugc xem xét va dua vao tim hiéu.
Ngoai ra, nghién ctru nay duogc thuc hién tai thi truong TP.HCM, kha nang két qua s& tot va mang
tinh dai dién cho thi trudng hon néu dwoc thuc hién tai nhiéu tinh thanh khac.
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