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Nghién ciru nay kiém tra tac dong cta niém tin thuong hiéu
va niém tin vao cong dong tryc tuyén (OBC) ddi v6i Y Dinh Mua
Hang Lap Lai (YPMHLL) va y dinh truyén miéng tich cuc qua
Internet (eWOM). Mot mau gdm 502 nguoi tiéu dung duoc khao sat.
Két qua cho thiy niém tin thwong hiéu anh huéng tich cuc dén niém
tin vao cong déng truc tuyén cua thuong hiéu va y dinh mua lai,
trong khi d6 mdi quan hé truc tiép tir niém tin thwong hiéu dén y dinh
truyén miéng tich cuc qua Internet khong c6 y nghia. Ngoai ra, niém
tin vao cong dong truc tuyén cta thuong hidu va y dinh mua lai cing
trung gian mbi quan hé giira niém tin thwong hiéu va y dinh truyén
miéng tich cuc qua Internet. Két qua ndy goi y tAm quan trong ctia
niém tin thwong hiéu va niém tin vao cong ddng truc tuyén cia
thuwong hiéu va goi mé mot sé ham y thyc tién cho cac chuyén gia
tiép thi trong cach twong tac va quan 1y cic cong ddng truc tuyén ctia
thuong hiéu.

ABSTRACT

This study examines the effects of brand trust and Online
Brand Community (OBC) trust on repeat purchase intention and
positive Electronic Word-Of-Mouth intention (eWOM). A sample of
502 consumers was surveyed. The results show that brand trust
positively affects the online brand community trust and repeat
purchase intention, while the direct relationship between brand trust
and eWOM intention is not significant. In addition, online brand
community trust and intention to repurchase jointly mediate the
relationship between brand trust and eWOM intention. This study
shows the importance of brand trust and online brand community trust
and suggests some practical insights for marketing professionals on
how to interact with and manage their online brand community.

1. Giéi thiéu

Ngay nay, trong bdi canh kinh doanh luén bién dong, cac doanh nghiép ludn phai canh
tranh khong ngimg nghi. Khi khach hang ngay cang kho tiép can, cac cong ty ludn tip trung vao
viéc xay dung mot tép khach hang than thiét. V& mat nay, tiép thi thong qua nhiing khach hang
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than thiét 1a mot trong nhitng chién luoc hiéu qua nhat. Diéu nay khéng chi giam chi phi tiép can
khach hang mé&i ma con c6 thé 1am ting su 6n dinh va trung thanh cta khach hang cii. Y Dinh Mua
Hang Lap Lai (YDMHLL) 1a mét trong nhitng chi bao dé thé hién sy trung thanh ciia nguoi tiéu
dung (Liang, Choi, & Joppe, 2018). Sau khi mua hang lap lai, néu cé trai nghiém tot va phu hop
v6i mong doi, nhiéu kha nang khach hang s& ¢ y dinh truyén miéng tich cyc. Hanh vi truyén
miéng 1 hinh thirc chuyén tai nhimg thong diép vé san pham hay dich vu giita cac nguoi tiéu dung
v6i nhau. Sy phat trién clia cac website, mang xa hoi, dién dan, ... da hinh thanh mot khai niém
méi 14 truyén miéng qua Internet. Mdi quan hé gitta YDMHLL va y dinh truyén mién tich cuc qua
Internet (eWOM) c6 thé rit khac so v6i truyén miéng truyén théng va can duoc nghién ciru lai.

Niém tin dugc coi 1a mot yéu té quan trong trong mbi quan hé giita ngudi mua va nguoi
ban ciing nhu YDMHLL (Liang & ctg., 2018; Sullivan & Kim, 2018) va eWOM (Sallam, 2016;
Tran & Strutton, 2020). Ngoai ra, theo Kim, Ferrin, va Rao (2008), cac khach hang thuong dua
trén murc do tin tudng ctia ho ddi véi san pham hodc dich vu dé ra quyét dinh mua hang. Sallam
(2016) khrfmg dinh niém tin 14 rao can dai han quan trong nhét dé mot gilt chan mot khach hang
cling nhu khién ho mua lai san phém hay str dung lai dich vu. Ngoai ra, niém tin con c6 thé dan
dén sy san long cta ngudi tidu dung ddi véi cac hanh vi tich cuc bao gdm YPMHLL va eWOM
(Liang & ctg., 2018).

Bén canh niém tin thwong hiéu di duoc nghién ciru trong nhiéu nghién ctru vé y dinh hanh
vi cua khach hang (Goh, Jiang, Hak, & Tee, 2016), trong nhitng nam gén day khai niém niém tin
vao cong dong truc tuyén cua thuong hiéu (OBC) xuét hién va chirng minh duoc vai trd ctia minh
trong viéc din dit hanh vi. Sy gia ting strc anh hudng ctia cac OBC vao su thanh cong cac thuong
hiéu da khién cac nha nghién ctru va cac chuyén gia tiép thi ¢6 ging tim hiéu cach cac doanh
nghiép duy tri mbi quan hé vdi cac cong dong thuong hidu ndy. Sy bung nd ciia khoa hoc cong
nghé gitip nhimg ngudi dong so thich c¢6 thé két ndi voi nhau bat chap khoang cach dia 1y tir d6
hinh thanh nhitng OBC va c6 strc anh huéng manh hon so véi hinh thirc cong dong truyén théng
(Anaya-Sanchez, Aguilar-1llescas, Molinillo, & Martinez-Lopez, 2020). Ngoai ra, nhitng chia sé
va thao luan trén OBC ciing s6i ndi va c6 tinh lan toa nhiéu hon trong gidi tiéu ding. Trong OBC,
cac ca nhan thudng tin tudng vao nhitng nguoi cé ciing sd thich nhu ho va hoc hoi 13n nhau dé mo
rong hiéu biét vé san pham/dich vu trude khi hinh thanh ¥ dinh mua hang (Belanche, Casalo,
Flavian, & Guinaliu, 2019). Niém tin d6i voi thuong hiéu va niém tin vao OBC la nhiing tién dé
quan trong cho nhirng 191 ich ctia thuwong hi¢u (Bruhn, Schnebelen, & Schafer, 2014).

Dua vao nhimng 1ap luan trén, myc tiéu cta nghién ctru ndy 1a phan tich tac dong truc tiép
va gian tiép cta niém tin thwong hiéu va niém tin vao cong dong truc tuyén cta thuong hiéu dén
y dinh mua lai ctia nguoi tidu ding va ¥ dinh truyén miéng tich cuc qua Internet. Nghién ciru nay
giai quyét nhitg khoang tréng va déng gop nhimg diém méi nhu sau: thir nhat, mbi quan hé giira
YPMHLL va eWOM c6 thé rat khac so v6i truyén miéng truyén thong va can duoc nghién ciru
lai; thi hai, cac nghién ctru trude chi xem xét riéng 16 cac vai trd ctia niém tin thuong hiéu va niém
tin vao OBC (Goh & ctg., 2016) dén y dinh hanh vi khach hang ma chua c6 nghién ctru xem xét
dong thoi tac dong cua hai yéu to trén. Viéc phan tich chung hai khia canh niém tin s& giup hiéu
1d hon vé mdi quan hé va anh hudng 1an nhau cta chiing d6i voi y dinh ctia nguoi tiéu dung. Thir
ba, cac nghién ctru trude day da lam ndi bat vai tro ctia niém tin vaio OBC dén long trung thanh
thwong hiéu (Islam & Rahman, 2017; Jain, Kamboj, Kumar, & Rahman, 2018) ma chua c6 nhiéu
nghién ctru tim hiéu tac dong dén dong thoi dén YDMHLL va eWOM. Cudi cling, cac nghién ctru
vé tac dong trung gian vé niém tin vao OBC va YDMHLL van con han ché.
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2. Co so 1y thuyét va gia thuyét nghién ciru
2.1. Niém tin thwong higu va niém tin vao céng dong truc tuyén ciia thiwong higu

Niém tin thwong hiéu duoc dinh nghia 1a sy tin tudng tir viéc tiéu ding san pham hay dich
vu cta thuong hiéu d6 s& mang lai két qua tich cuc cho ngudi tiéu dung (Delgado-Ballester &
Munuera-Aleman, 2005). Hién nay, cac thuong hiéu c6 xu hudng tao ra cic OBC (Muniz &
O’guinn, 2001; Sung, Kim, Kwon, & Moon, 2010). Niém tin ctia ngudi tiéu ding danh cho thuong
hiéu duoc chimg minh bang niém tin vao chinh cong déng cia thuong hiéu d6 (Corritore, Kracher,
& Wiedenbeck, 2003). Niém tin vao OBC 1a niém tin chung ma cac thanh vién danh cho nhau va
danh cho thuong hi€u mac cho viéc thuong hiu c6 tai trg cho cong déng d6 hay khong (Molinillo,
Anaya-Sanchez, & Liébana-Cabanillas, 2020). Dé xay dung niém tin ddi voi cong dong truc tuyén
ctia thuong hiéu, trong trudng hop néu thuong hiéu ding ra tai tro cho cong déng dé thi thuong
hiéu phai quan 1y t6t cong dong va xay dung cac mbi quan hé tot giira cac thanh vién (Porter &
Donthu, 2008), néu thuong hiéu khong phai 1a ngudi ding ra thanh 1ap hay ti trg cho cong dong thi
thuong hiéu nén tham gia v&i tu cach 1a mot thanh vién, thuong xuyén ling nghe chia sé, thic méc
va giai dap vé san pham, dich vu (Fournier & Lee, 2009). Nguoi tiéu ding mong doi thuong hiéu
hoat dong nhu mdt thanh vién binh thuong trong cong dong, cung cip thong tin va chia sé quyén
kiém soat véi ho, ma khong loi dung vi tri ddc quyén dé phan bac hay dan dat nguoi tiéu dung theo
hudng ludn c6 1oi cho thuong hiéu (Hennig-Thurau & ctg., 2010). Chi khi nhu vay, cac thanh vién
moi tin trong thuong hiéu (Porter & Donthu, 2008), ho s& c6 xu hudng nghi rang hanh vi ctia thuong
hiéu trong cong dong 13 trung thyc, khi d6 ho c6 thé dé dang chap nhan cac hoat dong thuong mai
nhit dinh ctia thuong hiéu trong cong dong (Luo & Zhang, 2016; Sung & ctg., 2010).

H1: Niém tin thwong hiéu co tac dong tich cuc dén niém tin vao OBC
2.2. Niém tin thwong hiéu, Niém tin vao OBC va YPMHLL

Niém tin vao thuong hiéu 13 yéu t6 sdng con trong viéc thiét 1ap va duy tri mdi quan hé lau
dai gitra khach hang va thuong hiéu (Porter & Donthu, 2008). Mitrc d6 tin tuong cao s€ tao ra thai
do tich cuc vai cac y dinh hanh vi (He, Li, & Harris, 2012; Kamboj, Sarmah, Gupta, & Dwivedi,
2018). Nhiéu nghién ctru trudc ddy da chi ra rang niém tin thuong higu 1a mot trong nhiing tién dé
quan trong nhét cia y dinh mua hang lip lai (Gibreel, AlOtaibi, & Altmann, 2018; Papista,
Chrysochou, Krystallis, & Dimitriadis, 2018). Nguoi tiéu dung mua lai cac thuong hiéu ma ho tin
dung vi kha nang danh gia khach quan qua cac trai nghiém trudc do va do tin cay cuia thuong hi¢u
(Matzler, Grabner-Kréuter, & Bidmon, 2008). OBC tao ra mot bdi canh cho méi quan hé giira
nhitng ngudi tiéu dung hinh thanh va phat trién (McAlexander, Schouten, & Koenig, 2002). Nhiéu
nha nghién ciru da chimg minh duge rang néu cac thanh vién cam thiy duoc két ndi véi cong dong,
ho s& c6 xu huéng c6 nhitng ¥ dinh hanh vi tich cyc hon cho thwong hiéu (Jain & ctg., 2018). Niém
tin vao cong dong truc tuyén cua thuong hiéu dan dén cac hanh vi mang tinh xdy dung dbi véi
chinh thuong hiéu, khuyén khich YDMHLL (Hur, Ahn, & Kim, 2011). Tuong ty nhu vy, niém
tin vao cong dong truc tuyén cua thuong hidu ciing gan lién véi qua trinh tao ra danh tiéng thuong
hiéu bang cach thic ddy YDMHLL thong qua hoat dong trén cac OBC (Serra-Cantallops, Ramon-
Cardona, & Salvi, 2018). Do do, tac gia dé xuat:

H2: Niém tin thwong hiéu tac dong tich cuc dén YPMHLL
H3: Niém tin vao OBC c6 tac dong tich cuc dén YPMHLL
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2.3. Niém tin thwong hiéu, niém tin vao OBC va eWOM

Sy truyén miéng dugc hiéu 1a tat ca thong tin ma ngudi tiéu dung chia sé v6i nhau. Céc
cong dong ngay cang anh huéng 16n dén hanh vi ngudi tiéu dung (Anaya-Sanchez & ctg., 2020).
OBC la kénh thich hop dé chia sé va phd bién nhiing diéu tich cuc vé thuong hiéu (McAlexander
& ctg., 2002). Sy phat trién cua cac website, mang xa hoi, dién dan, ... d3 hinh thanh mot khai
niém méi 13 truyén miéng qua Internet. Hennig-Thurau, Gwinner, Walsh, va Gremler (2004) dinh
nghia ¥ dinh truyén miéng tich cuc qua Internet 1a “bat ky 101 phat biéu tich cuc hay tiéu cuc cia
nhitng khach hang tiém ning, khach hang hién tai hay khach hang cii vé mot san pham hoic cong
ty théng qua Internet”. Y dinh truyén miéng tich cuc qua Internet dugc xem nhu sy phat trién ctia
truyén miéng truyén thong trong thoi dai cach mang cong nghiép 4.0.

Niém tin 1a mot trong nhiing tién dé quan trong nhat cia eWOM (De Matos & Rossi, 2008;
Sijoria, Mukherjee, & Datta, 2018). Tiép nhan nhiing thong tin va ndi dung ma nhiing ca nhan
khac sin sang chia sé khién cac thanh vién cong dong tryc tuyén ctia thuong hiéu cam thay hoa
nhap hon vao cong dong (Porter & Donthu, 2008). Cac nghién ciru trude day da phat hién ra mdi
quan hé tich cuc giita niém tin thuong hiéu va niém tin vao OBC, va xu huéng huéng eWOM (Jain
& ctg., 2018).

H4: Niém tin thwong hiéu cé tac déng tich cuc dén eWOM

H5: Niém tin vao OBC ¢6 tdc dong tich cuc dén eWOM

2.4. YDMHLL va eWOM

Khi nguoi tiéu ding sir dung mot san pham nhiéu 1an va hai long véi né, ho cé nhicu kha
ning bao vé san pham khi c6 ngudi chi trich né (Casalo, Flavian, & Guinaliu, 2008; Sijoria & ctg.,
2018). Céc thanh vién trong OBC thudng c6 xu hudng thé hién cac hanh vi than thién véi thuong
hiéu, diéu nay mot phan giai thich sy gia nhap ctia ho vao cac cong dong nay va ting eWOM. Mdi
quan h¢ gitra nguoi tiéu dung va thuong hiéu lam tang eWOM cua nguoi tiéu dung (Shan & King,
2015). Nguoi tiéu dung trung thanh mua lai mot san pham thi ho ¢6 nhiéu kha niang s& chia sé trai

nghiém tiéu ding tich cuc ciling nhu Ii do giai thich vi sao ho tiép tuc s dung san pham nay véi
nhiing nguoi khac (Munnukka, Karjaluoto, & Tikkanen, 2015; Zhang, Guo, Hu, & Liu, 2017).

H6: YDMHLL co tac dong tich cuc dén eWOM

Niém tin vao cong dong tI'l_IJ H3
tuyén cta thuwong hiéu J (a3)

Y dinh mua lai

H1 Hé6
(al) (b2)
1 H4 Y dinh truyén miéng tich

Niém tin vao thuong hiéu J ©) cuc qua Internet

Hinh 1. M6 hinh nghién ctu
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3. Phwong phap nghién ctru
3.1. Mdu nghién cizu

Théng qua Google Form, tac gia thiét ké bang hoi va thu thap duoc nhing y kién tir nguoi
tiéu dung dé dung l1am dit liéu nghién ctu. Tac gia tiép can va guai bang hoi dén cac nhom c6 nhiing
ngudi dong so thich mua sim trén Facebook va nhitg ngudi tiéu ding tham gia khao sat mot cach
tu nguyén. Dé khuyén khich nguoi tiéu dung tham tham gia vao cudc khao sat, nhitng phan qua tir
c6 gié tri tir 10,000 - 20,000 VND s& duoc phat ngau nhién theo théng tin c& nhan ma ho cung cap.
Cac ca nhan tham gia 1a nhitng ngudi c6 tham gia vao mot cong dong thuong hiéu va thuong xuyén
chia sé¢ quan diém, y kién, danh gia cia minh vé thuong hiéu. Trong thoi gian tir 12/2020 dén
02/2021, théng qua quy trinh 1dy mau, ¢ téng cong 502 bang cau hoi hop 1 trong tong s6 712
bang duoc nhan vé, ty 1é phan hoi dat 70.5%.

3.2. Thang do

Céc bién quan sat duoc do ludng thong qua thang do Likert 5 diém, tir mirc 1 13 “hoan toan
khong ddng ¥ dén mirc 5 14 “hoan toan dong y”. Niém tin thuong hiéu duoc do ludng bang cach
sir dung ba bién quan sat tir nghién ciru ciia Laroche, Habibi, Richard, va Sankaranarayanan (2012)
trong khi niém tin vaio OBC dugc do luong boi thang do ciia Hur va cong su (2011). Thang do
YPMHLL va eWOM dugc ké thira 1an luot tir nghién ctru cua Casal6 va cong su (2008).

3.3. Quy trinh phén tich dé li¢u

Anderson va Gerbing (1988) dé xuat quy trinh hai budc bao gom kiém tra mé hinh do
luong va kiém tra m6 hinh ciu trac. Muc dich cua hai bude nay la thiét 1ap d6 tin cdy va dem lai
hi€u lyc cta cac thudce do trude khi danh gia céc mbi quan hé c4u trac cua mé hinh. Ngoai ra, tac
dong trung gian trong mo hinh nay ciing dugc kiém tra thong qua tinh hé chi s6 Variance accounted
for (VAF) theo Hair, Hult, Ringle, va Sarstedt (2016).

Phuong phap mé hinh héa phuong trinh cu tric binh phuong nho nhat dya trén phuong
sai (PLS-SEM) duoc sir dung dé phan tich dif liéu thong qua SmartPLS phién ban 3.0 vi nhiing 1y
do sau: dau tién, PLS-SEM thich hop cho viéc du doan va phat trién 1y thuyét, dé thiic day cac két
qua cu thé, rd rang va chinh xac voi cac cdu trac muc tiéu; thtr hai, so v6i cac phuong phap khac,
binh phuong nhé nhét timg phan (PLS) dat ra nhitng han ché t6i thiéu ddi véi thang do, kich thude
méu va phan phéi chuan.

4. Két qua

Bang 1
Théng tin mau
Pic diém Tan sb Phan trim (%)
Gigi tinh
! ':lam 198 39.44%
N 304 60.56%
N
Do tudi
16 - 24 81 16.13%
25 - 40 323 64.34%
40+ 98 19.52%




128 Phan Tan Luc. HCMCOUJS-Kinh té va Quan tri kinh doanh, 18(3), 123-134

4.1. Danh gia moé hinh do lwong

Cac hé s6 phong dai phuong sai VIF cua cac cau tric déu dudi ngudng 10 (Hair & ctg.,
2016) cho thdy khong xay ra hién tuong da cong tuyén. Hé sé Cronbach’s Alpha va hé sé tin cay
téng hop duoc sir dung dé kiém tra do tin ciy cua cac thang do. Cac gia tri nay déu 16n hon ngudng
0.7 (Hair & ctg., 2016) cho thiy cac thang do déu dat gi tri tin cay. Su phl hop vé tinh hoi tu
dugc danh gia bang gia tri phuong sai trich binh quan (AVE) (Fornell & Larcker, 1981). Két qua
tir Bang 2 cho thiy céc gia tri AVE déu I6n hon ngudng 0.5 (Hair & ctg., 2016). Céc két qua trén
cho thiy cac thang do trong mé hinh c6 d tin cay cao va cac gia tri hoi tu cua cac cau tric déu
phu hgp (Hair & ctg., 2016).

Bang 2
Panh gia m6 hinh do ludng va su pht hop vé tinh hai tu
PR | Loadings | Alpha | tonghgp | AVE | Hesh i cnéo

NTTH1 0.894 0.894
NTTH2 0.839 0.791 0.839 0.709 0.839
NTTH3 0.790 0.790
NTCD1 0.777 0.777
NTCDb2 0.874 0.798 0.877 0.705 0.874
NTCD3 0.865 0.865
eWOM1 0.884 0.884
eWOM?2 0.782 0.824 0.830 0.737 0.782
eWOM3 0.904 0.904
YDMLI 0.963 0.963
YDML2 0.862 0.911 0.931 0.850 0.862
YDML3 0.937 0.937

Ngudn: Két qua phén tich

Céc cu tric trong md hinh déu dat gia tri phan biét khi théa man hai diéu kién (xem Bang
3) bao gém (1) cac twong quan giita c4c cau tric phai thap hon cin bac hai cua céc gia tri AVE
(Fornell & Larcker, 1981) va (2) chi sé Heterotrait-Monotrait ratio of correlations (HTMT), két
qua cho thdy rang khong c6 gia tri nao thap hon hay cao hon khoang tin cay (Cloe) hay bao gom
gia tri 0 (Henseler, Ringle, & Sarstedt, 2015). Do d6, cac thang do déu dat gia tri phan biét.
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Bang 3
Két qua d4nh gia tinh phan biét

NTCD NTTH YDML eWOM
Niém tin vao cong dong truc tuyén caa
thuong hiéu (NTCPD) 0.840 0.275 0.711 0.487
Niém Tin Thuong Hiéu (NTTH) 0.224 0.842 0.243 0.142
Y Pinh Mua Lai (YPML) 0.617 0.215 0.922 0.389
Y dinh truyén miéng tich cuc thong
qua Internet (€WOM) 0.407 0.122 0.351 0.859
* 6 t6 dam theo dudng chéo 1a cin bac hai cua AVE, sé phia dudi duong chéo 14 twong quan giira cac ciu tric va
trén duong chéo la gia tri HTMT

Ngudn: Két qua phan tich

4.2. Pdnh gid mé hinh cdu tric

Giéa tri R? diéu chinh cuaa cac bién niém tin vao cong dong truc tuyén cua thuong hiéu, y
dinh mua lai va y dinh truyén miéng tich cuc qua Internet lan luot 1a 0.148; 0.385 va 0.178 déu
I6n hon gié tri khuyén nghi ti thiéu 0.1 (Falk & Miller, 1992) cho thay cic mé hinh c6 kha ning
dy doan & murc vira (Hair & ctg., 2016).

Két qua kiém dinh cac gia thuyét cho thay trong sau gia thuyét dé xuat ban dau chi co gia
thuyét vé mdi quan hé niém tin thuong hiéu va y dinh truyén miéng tich cyc théng qua Internet bi
bac bo trong khi cac gia thuyét con lai déu dugc chip nhan. Nhu vay, cac gia thuyét H1, H2, H3,
H5 va H6 dugc chap nhan trong khi gia thuyét H4 bi bac bo. Két qua chi tiét kiém dinh céc tac
dong tryuc tiép duoc trinh bay tai Bang 4.

Bang 4
Panh gia mo hinh ciu tric
Gia thuyét M&éi quan hé Hé 56 t P value Két qua
H1 NTTH = NTCP 0.224 5.626 0.000 Chap nhan
H2 NTTH & YPML 0.080 2.243 0.025 Chép nhan
H3 NTCP 2 YPML 0.599 20.391 0.000 Chap nhan
H4 NTTH = eWOM 0.019 0.456 0.649 Bac bo
H5 NTCP = eWOM 0.305 6.083 0.000 Chap nhan
H6 YPML 2 eWOM 0.159 2.988 0.003 Chap nhan

Ngudn: Két qua phén tich

Mic dd méi quan hé truc tiép tir niém tin thuong hiéu dén y dinh truyén miéng tich cuc
qua Internet khong c6 y nghia (B = 0.019, p = 0.649) nhung két qua kiém dinh tac dong trung gian
trong Bang 5 cho thay niém tin vao cong dong truc tuyén cua thwong hiéu lam trung gian cho méi
quan hé gitra niém tin thuong hiéu va y dinh truyén miéng tich cuc qua Internet (alb1). Ngoai ra,
két qua ciing chi ra rang ¥ dinh mua hang l3p lai 1am trung gian cho méi quan hé gitra niém tin
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thwong hiéu va y dinh truyén miéng tich cuc qua Internet (a2b2). Cudi ciing, niém tin vao cong
ddng truc tuyén cua thuong hiéu va ¥ dinh mua lai cuing trung gian cho méi quan hé giira niém tin
thuong hiéu va ¥ dinh truyén miéng tich cuc qua Internet (ala3b2). Chi sé VAF (Variance
Accounted For) (Hair & ctg., 2016) cho thay tac dong trung gian cua niém tin vao cong dong truc
tuyén cia thuong hiéu trong mdi quan hé gira niém tin thwong hiéu va y dinh truyén miéng tich
cuc qua Internet c6 anh huong gian tiép 16n nhat (78.16%).

Bang 5
Kiém dinh tic dong trung gian
Tac dong truc Tac dong trung gian tir NTTH dén eWOM
tiep cia NTTH
dén eWOM (¢’) Bootstrap 95% CI
o o o i VAF
Hé so Hé so Phan vi Bias corrected
(%)
Tong tac dong 0.101 | 0.065 | 0.144 | 0.063 | 0.143
albl
. 0.068 | 0.039 | 0.104 | 0.04 0.104 78.16
(thong qua NTCD)
. ) 0.012 | 0.002 | 0.029 | 0.003 0.031 38.70
(thong qua YDML)
ala3b2
(thong qua NTCP + | 0.021 | 0.006 | 0.038 | 0.007 0.038 52.5
YDML)

Ngudn: Két qua phan tich
5. Thao luin két qua nghién ciru va két ludn

Két qua nghién ctru dem lai nhitng dong gop vao co sd 1y thuyét. Pau tién, nguoi tiéu ding
dé dang tin tuéng vao OBC hon néu trude d6 ho da tin tuong vao thuong hidu. Két qua nghién
ctru twong ddng voi cac nghién ctru trude day ciia Anaya-Sanchez va cong su (2020) va Porter va
Donthu (2008) cho rang khi c6 niém tin va sy quan tim nhat dinh vao thuong hiéu thi nguoi tiéu
dung maéi tham gia cdc OBC dé co thé chia sé quan diém, hoc hoi, thao luan thém vé nhiing san
pham/dich vu ctia thwong hiéu ma minh yéu thich. Tir trai nghiém ciia ban than két hop voi niém
tin ¢6 dugc tir OBC s& dan dén tac dong tich cuc dén YDMHLL (Kamboj & ctg., 2018; Matzler
& ctg., 2008).

Thir hai, két qué ciing cho thdy YDMHLL 1a tién dé quan trong cta y dinh truyén miéng
tich cyc qua Internet. Y dinh mua hang 1ap lai theo thoi gian 1am ting ¥ dinh giéi thi¢u nhimng diéu
tich cuc vé thuong hiéu dén nhitng nguoi khac. Két qua nay tuong dong véi Munnukka va cong
su (2015) khi cho rang ngudi tiéu dung trung thanh mua lai mot san pham s& 1a ngudn khach hang
tiém ning chia s¢ qua trinh tiéu dung tich cuc cua ho voi nhitng ngudi khac vi cac thanh vién trong
OBC c6 xu hudéng thé hién cac hanh vi than thién voi thuong hi¢u va viéc chia sé nhiing trai
nghiém tiéu dung tich cuc s& dé nhan duoc su quan tam, déng thuan, khen ngoi hay danh gia cao
tir cong déng. Chinh nhitng diéu nay 1am ting eWOM.
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Khac véi Jain va cong sur (2018), két qua cho thdy mdi quan hé gitta niém tin thuong hiéu
dén eWOM khong c6 ¥ nghia trong khi d6 niém tin vao OBC lai 1a tién dé quan trong trong eWOM.
Két qua nay cho thiy rang nhitng ngudi tiéu dung tin tuéng vao cong dong c6 nhiéu kha ning gisi
thiéu thuong hiéu dén nhitng ngudi tiéu dung khac so v6i nhimg ngudi chi c6 1ong tin vao thuong
hiéu. Mic du tin tudng vao thuong hiéu nhung niém tin d6 xuét phat tir danh gia c4 nhan. Néu c6
duogc su trao ddi, ban luan véi cong dong thi s& giup lam ting kién thirc, giup ca nhan d6 c6 thém
nhirng nhan xét khach quan khéc vé thu0‘ng hi€u; tir d6 mdt ca nhan c6 kha nang gidi thi¢u nd véi
nhirng ngucn khac. Két qua nay 1a mot diém méi thi vi vi cac nghién ctru trude day thuong ch1
xem xét niém tin thuong hiéu nhu 13 mot tién dé cia eWOM, ma khong xem xét dong thoi niém
tin thwong hiéu va niém tin vao OBC. Hon nita, nghién ctru hién tai cho thiy méi quan hé giira
niém tin thuong hi¢u va eWOM duoc trung gian béi niém tin vaio OBC va YDMHLL. Diéu nay
ngu ¥ rang néu ngudi dung tin twong OBC va ¢6 YPMHLL d6i voi thuong hiéu d6 thi méi hinh
thanh anh huong tac dong cta niém tin thuong hiéu d6i véi eWOM. Pay 1a mot dong gdp quan
trong boi dén thoi diém hién tai nhitng nghién ctru thuc nghiém hd trg nhiing mbi quan hé¢ gian
tiép nay van con han ché.

Nghién ciru ndy mang dén két qua mot s6 ham y cho cac nha hoat dong trong linh vyc tiép
thi. Thir nhét, nghién ciru nay chi ra rang nhiing khach hang c6 YDMHLL c6 thé 1a mét ngudn
tiép can hiéu qua dé quang ba san pham, dich vu dén khach hang méi bang eWOM. Cac cong ty
c6 thé tan dung nhimng khach hang nay thong qua nhing 1an mua hang nham goi ¥ ho viét nhimg
bai danh gia, nhan xét vé san pham dé quang béa cho thuong hiéu. Nhitng danh gia nay c6 thé tré
thanh mot hinh thirc quang cao khach quan, tiét kiém va c6 tinh lan truyén cao. Thit hai, két qua
nay ciing cho thdy nhiing nguoi tiéu dung tin tuéng vao OBC 1 ngudn khach hang tiém ning
nham giéi thiéu thuong hiéu dén nhitng nguoi tidu dung khac so véi nhitng nguoi chi ¢6 1ong tin
vao thuong hiéu. Do dé, cac doanh nghiép nén quan tam dén OBC ctia minh. Ngay nay, viéc xay
dung OBC la diéu can thiét trong thoi dai kinh doanh canh tranh kha khdc liét. Cac doanh nghiép
nén tao ra mot OBC dé nhiing nguoi sir dung va yéu thich san pham do6 c6 noi trao d6i va chia sé
nhiing trai nghiém ctia minh. Cubi cing, vé cach quan 1y OBC, cc nha quan 1y nén déng vai 1a
ngudi tiéu dung, tham gia vao cic cong dong thuong hiéu voi tu cach 1a mot thanh vién dé lang
nghe nhitng phan hoi, tir d6 dua ra cach giai quyét v6i nhirng thiéu sot con tén dong. Cac thuong
hiéu tham gia vao cong déng néu c6 tai tro can thuc hién trung thuc va thé hién sy dang tin cdy trong
mdi quan hé véi cac thanh vién. Cac nha quan 1y cong dong nén xuat ban ndi dung xac thyc va hitu
ich, tranh thao ting hoac c6 hanh vi tran ap ndi dung ti€u cyc, ludn tao ra bau khong khi tu do, tao
diéu dién cho su tuwong tac gitta cac thanh vién. Ngoai ra, ciing c6 thé cai thién viéc bao vé quyén
riéng tur clia nguoi tidu diing, chang han khong sir dung thong tin tir OBC cho muc dich thuong mai.
Diéu nay khuyén khich cac hanh vi ¢6 lgi cho thuong hiéu, bao gém YDMHLL va eWOM.

Nghién ctru nay c6 mot sé nhitng han ché. Pau tién, cach chon mau trong nghién ctru nay
lam giam kha ning tong quat hoa két qua, dong thoi miu cta nghién ctru ndy chua phan loai rd
rang cac thuong hiéu thanh cac nganh hang ciing nhu cac mirc do tham gia vao cong dong thuong
hiéu tryc tuyén. Do d6 nhitng nghién ctru sau co thé tap trung vao mot nhoém nganh, nhém hang
cu thé nhu hang tiéu ding, hang cong ngh¢, hang xa xi hay nhitng mat hang ctia nhitg doanh
nghiép méi khoi nghiép. Cudi cing, mic du niém tin thuong hiéu va niém tin vao OBC dugc coi
1a cac thanh té chinh dé gia ting YDMHLL va eWOM, céc nghién ctru trong tuong lai c6 thé xem
xét cac bién quan trong khéc, nhu sy gén bo véi thuong hi€u, sy nhan dién thuong hi€u hay su
cam két thuong hiéu.
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