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TOém tit: Phwong tién truyén thdng xa héi ngay cang dwoc sir dung nhiéu
nhir mét nén tang dé tien hanh cac hoar déng marketing va qudng céo. Cac té churc
da tiét kiém duwoc rat nhiéu thoi gian, tién bac va nguon luc nho qudng céo trén
mang x& hgi. Tuy nhién, thiét ké quang céo trén mang xa héi nhur thé nao dé dé thu
hit va thiic day khach hang mua hang luén luén 1a thach thite déi véi cac té chirc
kinh doanh. Muc dich cua nghién cizu ndy 1a nhdn dién va kiém tra nhiing yéu té
chinh cia qudng céo trén mang x& héi ma cé thé dir bdo y dinh mua hang. Md hinh
ly thuyét dirgc dé xudt dua trén hai yéu té tir thuyét thong nhdt vé chdp nhdn va siz
dung céng nghé (UTAUT) cung Vdi tinh twong tdac va thong tin. Dir liéu dwoc thu
thdp théng qua bdng khdo sét ciia 628 ngiroi tham gia. Nghién cizu ndy cung cdp
mét sé huéng ddn vé mat Iy thuyét va thyec tién vé cach cac nha marketing cé thé
lép ké hoach va thuc hién cac hoar déng qudng céo cuia he trén cac nén tang mang
x& hgi mgt cach hiéu qud nhat.

Tir khoa: Quang céo, mang x& hgi, y dinh mua hang, ky vong hiéu sudt,

tuong tdc.

Abstract: The social network is being increasingly used as a platform to
conduct marketing and advertising activities. Organizations have saved a lot of
time, money, and resources through social media ads. However, there is always a
challenge in how organizations can design social media advertising to successfully
attract customers and motivate them to purchase their brands. Therefore, the

purpose of this research is to identify and test the main factors related to social
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media advertising that could predict purchase intention. The conceptual model was
proposed based on two factors from the extending Unified Theory of Acceptance
and Use of Technology (UTAUT) (performance expectancy, and habit) along with
interactivity, information, and perceived relevance. The data was collected using a
questionnaire survey of 628 participants. The key results of structural equation
modeling (SEM) largely supported the current model’s validity and the significant
impact of performance expectancy, interactivity, and information on purchase
intentions. This study will hopefully provide several theoretical and practical
guidelines on how marketers can effectively plan and implement their ads over
social media platforms.
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