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Tém tat: Nghién ciru ndy phdn tich tac dong ciia ndi dung do nguoi dimg tao ra (UGC) trén
cdc nén tang mang xa hoi doi véi niém tin thwong hiéu va y dinh mua hang cua thé hé 7 tai
Viét Nam. Duea trén khung 1y thuyét Kich thich - Cé thé - Phan ieng (SOR), nghién civu sir dung
phirong phdp hén hop véi dir liéu khdo sat tir 350 nguwoi tiéu ding thé hé Z. Két qua kiém dinh
mo hinh PLS-SEM cho thd'y su tuwong déng voi ban than, tinh xac thwc cam nhan va sw thich thu
cam nhdn c6 tae dong tich cwc dang ké dén niém tin thirong hiéu va y dinh mua hang. Nguwoc
lai, riii ro cam nhén khéng cho thdy anh hiedng c6 ¥ nghia thong ké. Nghién civu khdang dinh vai
1ro trung gian quan trong ciia niém tin thwong hiéu trong viéc chuyén héa anh huong ciia UGC
thanh hanh vi mua hang thuec té.

Tir khéa: Noi dung do ngueoi dimng tao ra, thé hé Z, niém tin thwong hiéu, y dinh mua hang, mé hinh
SOR, PLS-SEM.

The influence of user-generated content on social media platforms
on brand trust and purchase intentions of Generation Z

Abstract: This study analyzes the impact of User-Generated Content (UGC) on social media
platforms on brand trust and purchase intention of Generation Z in Vietnam. Based on the
Stimulus-Organism-Response (SOR) framework, the research employs a mixed-methods
approach with survey data from 350 Gen Z consumers. PLS-SEM results indicate that self-
congruity, perceived authenticity, and perceived enjoyment have significant positive effects on
brand trust and purchase intention. Conversely, perceived risk shows no statistically significant
influence. The study confirms the crucial mediating role of brand trust in transforming the
influence of UGC into actual purchasing behavior.

Keywords: UGC, Gen Z, brand trust, purchasing intention, SOR model, PLS-SEM.

1. Pat van dé

Su phét trién manh mé ctia internet va mang xa hoi da lam thay do6i cach doanh nghiép giao tiép voi
khach hang, dong thoi phan tan quyén luc truyén thong tir doanh nghiép sang nguoi tiéu dung thong qua
cac ndi dung do ngudi ding tao ra (UGC). Ddi vai thé hé Z - luc lwong tiéu ding cha dao sinh tir nim
1997 dén 2012, UGC di tro thanh mot ngudn tham khao thong tin dang tin cay hon so véi quang cao
truyén thong. Thé hé nay c6 xu hudng hoai nghi cac thong diép ap dat va dic biét dé cao tinh xéac thuc
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tir trai nghiém cong dong. Du UGC dang duogc Gmg dung rong réi, nhiéu doanh nghiép tai Viét Nam van
khai thac mét cach tu phat va thiéu co s khoa hoc dé danh gia hiéu qua thuc sy 1én hanh vi thé hé Z.
Viéc thiéu vang cac khung 1y thuyét mang tinh qua trinh (nhu mé hinh SOR) d¢é giai thich co ché chuyén
hoa tir viéc tiép nhan nodi dung dén hinh thanh niém tin va ¥ dinh mua di tao ra mot khoang trong nghién
ctru 16n. Do d6, nghién ctru nay duoc thyc hién nham danh gia hé thong tac dong cua UGC trén mang
x4 hoi dén niém tin thuong hi¢u va y dinh mua hang cua thé hé Z.

2. Phwong phap nghién ctru

Nghién ctru dugc thuc hién thong qua su két hop gitta phwong phéap dinh tinh va dinh lugng nham
dam bao tinh toan dién va d¢ tin cay ciia cac két qua phan tich. Trong giai doan dinh tinh, nhém tac gia
tap trung tong hop co so 1y luan, xay dung mo hinh nghién ctru va hé thong thang do dua trén viéc ké
thira, hiéu chinh cac nghién ciru hoc thuét uy tin trén thé gidi. Tiép d6, nghién ciru dinh lugng dugc trién
khai dé thu thap va phan tich dit liéu thuc t& nham kiém dinh cac gia thuyét.

Dit lidu so cép duge thu thap bang phuong phap ldy mau thuén tién thong qua hinh thirc khao sat
trye tuyén. Doi tuong khao sat 1a nguoi tiéu dung thudc thé hé thé hé Z hién dang sinh séng, hoc tap
va lam viéc tai Viét Nam. Qua4 trinh thu thap dit lidu dién ra trong khoang thoi gian nim thang, tir ngay
05/09/2025 dén ngay 15/03/2026. Céc thang do trong nghién ctru dugc ké thira va hiéu chinh tir cac
nghién ciru trude, sir dung thang Likert 5 diém dé do ludng céc bién quan sat. Dir liéu sau khi thu thap
dugc xir Iy bang phan mém SPSS 20.0 va SmartPLS 4. Phan tich bao gém kiém dinh d¢ tin cdy thang
do (Cronbach’s Alpha) va mé hinh céu tric tuyén tinh (PLS-SEM) nham danh gia cac mdi quan hé giita
cac nhén t6 trong mo hinh nghién ciru.

3. M6 hinh va gia thuyét nghién ciru

Duya trén mo hinh nghién ctru d3 duogc xay dung, cac dic diém cta ndi dung do nguoi ding tao ra
(UGC) tac dong sau sic dén nhan thirc va hanh vi ctia ngudi tiéu ding théng qua nhidu co ché tam 1y
phtc tap. Trude hét, tinh ty nhién ctia phuong tién truyén thong (Media Naturalness) dong vai tro quan
trong trong viéc tai hién cac dic trung ciia giao tiép truc tiép, giup ndi dung UGC trd nén gan giii va dé
tiép can hon. Thong qua co ché ty tham chiéu va truyén miéng dién tir e WOM), tinh ty nhién thic day
ngudi xem - ddc biét 1a Gen Z - dé dang nhan ra sy twong dong vé hoan canh, dong thoi giam bot ganh
nang nhan thirc dé tao ra trai nghiém tich cuc trong qua trinh twong tac. Tir 46, nghién ctru dé xuat gia
thuyét:

Hla: Tinh tw nhién ciia phicong tién truyén théng (Media Naturalness) cé tac dong tich cuc dén su
twong dong véi ban than (Self-congruity) ciia nguoi xem.

H1b: Tinh tw nhién ciia phicong tién truyén théng (Media Naturalness) cé tac dong tich cuwc dén su
thich thu cam nhan (Perceived Enjoyment) cua nguoi xem.

Nguoc lai, tinh thwong mai dugc cam nhan (Perceived Commercial Orientation) la yéu t then chot
lam thay ddi cach thirc nguoi dung dién giai thong tin. Theo mé hinh Kién thic thuyét phuc (PKM), viée
nhan di¢n y dinh quang ba hodc loi ich tai chinh s€ kich hoat co ché phong vé nhan thirc, dan dén sy hoai
nghi va lam suy giam niém tin vao tinh chan thuc ctia ndi dung. Ngoai ra, sy hién di¢n cua yéu to thuong
mai con 1am gia ting cam giac khong chic chin va rui ro cam nhan, khién ngudi xem phan tng than
trong hon trude cac thong diép ¢ dau hiéu thiéu minh bach. Do dé, cac gia thuyét tiép theo duoc dua ra:

H2a: Tinh thuong mai duoc cam nhdn (Perceived Commercial Orientation) co tac dong tiéu cuc
dén tinh xdc thiee dwoc cam nhdn (Perceived Authenticity) ciia ngudi xem.

H2b: Tinh thuong mai duoc cam nhdn (Perceived Commercial Orientation) co tac dong tich cuc
dén riii ro cam nhdn (Perceived Risk) ciia nguoi xem.
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O giai doan xir 1y tdm 1y trung gian, su twong dong voi ban than (Self-congruity) phan anh mirc do
pht hop giita hinh anh ndi dung va ban sic ca nhan, dong vai trd nén tang trong viéc thiét lap sy dong
cam va gén két cam xuc. Ddi vai thé hé Z, viée lya chon ndi dung va thuong hi¢u thuong gén lién voi
nhu cau thé hién cai toi, tir d6 gitp cing ¢b niém tin va thuc day ¥ dinh hanh vi mot cach manh mé.
Nhom tac gia dé xuat:

H3a: Si twong dong vdi ban than (Self-congruity) ¢é tac dong tich cuc dén niém tin thwong hiéu
(Brand Trust).

H3b: Su twong dong véi ban than (Self-congruity) cé tdc dong tich cue dén y dinh mua hang
(Purchase Intention).

V& mit cam xuc, su thich thu cam nhan (Perceived Enjoyment) 13 yéu t6 chi phdi mac d6 chu
¥ va tuong tac ctia ngudi dung trén nén tang sb. Trai nghiém cam xuc tich cuc, vui vé khi tiép nhan
UGC khoéng chi lam giam murc do dé phong ddi v6i thong diép ma con nang cao thién cam ddi véi
thuong hiéu, tir ¢ hinh thanh xu hudng chuyén déi tir nhan thirc sang hanh dong mua hang. Nghién
cuu gia dinh:

H4a: Su thich thu cam nhan (Perceived Enjoyment) co tac dong tich cuc dén niem tin thwong hiéu
(Brand Trust).

H4b: Sw thich thii cam nhdn (Perceived Enjoyment) c6 tac dong tich cuc dén y dinh mua hang
(Purchase Intention).

Tinh xac thyc dugc cadm nhén (Perceived Authenticity) dong vai trd nhu mot "b loc" gitip nguoi
dung wu tién nhitng ndi dung phan anh trai nghiém thuc té thay vi cic ndi dung mang tinh dan dung.
Trong bdi canh UGC, tinh xac thuc cung c¢b do tin ciy cia thong tin va lan toa niém tin sang thuong
hiéu, qua d6 giam thiéu rao can tam 1y va thuc day y dinh lya chon san pham. Cac gia thuyét duoc dé
xudt 1a:

Hj5a: Tinh xac thuc duwoc cam nhdn (Perceived Authenticity) co tac dong tich cuc dén niem tin
thwong hiéu (Brand Trust).

H5b: Tinh xdc thuc dwoc cam nhan (Perceived Authenticity) co tac dong tich cuc dén ¥y dinh mua
hang (Purchase Intention).

Tuy nhién, rai ro cam nhan (Perceived Risk) thé hién sy lo ngai vé nhitng hau qua tiéu cuc tiém an
khi thong tin thiéu minh bach hodc mang tinh quang ba trd hinh. Rui ro khong chi lam suy yéu sy tin
tudng ma con tryc tiép can tré qua trinh chuyén doi hanh vi, khién nguoi tiéu dung tré nén dé dat va co
xu huéng tri hodn cac quyét dinh tiéu dung. Vi vay, nghién ctru dé xuat:

HG6a: Riii ro cam nhdn (Perceived Risk) cé tac dong tiéu cuwc dén niém tin thwong hiéu (Brand Trust).

HG6b: Riii ro cam nhdn (Perceived Risk) c6 tic dong tiéu cwc dén y dinh mua hang (Purchase
Intention).

Cudi cung, niém tin thwong hiéu (Brand Trust) dong vai trd 13 bién trung gian ¢t 13i, lién két cac
trang thai tim 1y v6i hanh vi mua hang thuc té. Niém tin gitp thu hep cac rao can hoai nghi, tao nén tang
viing chic dé chuyén hoa cac danh gia mang tinh x4 hoi thanh y dinh hanh dong cu thé. Trén co so do,
nghién ctru khang dinh:

H7: Niém tin thwong hiéu (Brand Trust) c6 tic dong tich cuc dén y dinh mua hang (Purchase
Intention).
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Hinh 1. M6 hinh nghién ctru dé xuit

4. Két qua nghién ctru va thao luin

4.1. Két qud nghién ciru

Dua trén két qua thdng ké cho thay, trong sé 350 ngudi tra 11 khao sat, ty 1& nit chiém wu thé voi
55,4% (194 nguoi), trong khi nam chiém 44,6% (156 ngudi). Piéu nay cho thay, mau nghién ctru c6 sy
phan b gidi tinh twong dbi can bang, tuy nhién c¢6 xu hudng nghiéng nhe vé nit. V& do tudi, nhom tir
18-20 tudi va 21-23 tudi chiém ty 1& cao nhat, 1an luot 13 42,6% (149 nguoi) va 42,0% (147 ngudi). Cac
nhom tudi con lai chiém ty 1¢ thap hon, bao gdm nhom 24-26 tudi (8,3%), 27-29 tudi (4,0%) va 14-17
tudi (3,1%). Nhu vay, phan 16n nguoi tham gia khao sat thudc nhom nguoi tré, phit hop véi bdi canh
nghién ctru hanh vi tiéu ding trong moi truong s6. Xét vé thoi quen doc danh gia truée khi mua hang,
da s6 ngudi tham gia cho biét ho thudng xuyén doc danh gia vai ty 18 63,4% (222 ngudi). Bén canh do,
26,6% (93 ngudi) cho biét, ho thinh thoang doc danh gia, trong khi ty 1¢ hiém khi va khong bao gio doc
danh gia 1an luot 1a 7,1% va 2,9%. Két qua cho thay, da sd nguoi tiéu dung thudng xem danh gia trudc
khi mua, cho thdy nhitng nhan xét tir ngudi dung khéac c¢6 anh huong dén quyét dinh mua hang.

Két qua kiém dinh thang do: Nghién ctru da thuc hién danh gia do tin cdy cua hé thong thang do
thong qua hé s6 Cronbach’s Alpha va hé sb tai ngoai dua trén cac ngudng gia trj tiéu chuin tuong tng
14 16n hon 0,7 va 0,6. Két qua thuc nghiém khéng dinh, tit ca céc thang do trong mé hinh déu dap ung
tbt yéu cau vé tinh nhat quan ndi tai va do tin cay khoa hoc. Cu thé, cac bién tiém an bao gém: Tinh tu
nhién cua phuong tién (0=0,818), Tinh thuong mai duoc cam nhan (0=0,916), Su tuong dong véi ban
than (¢=0,837), Rui ro cam nhan (a =0,842), Sy thich thu cam nhan (0=0,859), Niém tin thuong hi¢u
(0=0,829) va Y dinh mua (0=0,827) déu ghi nhan cac bién quan sat thanh phﬁn 6 hé sb tai ngoai cao,
thé hién sy dong gop on dinh vao gia trji do luong chung. Pang luu ¥, trong thang do Tinh xéac thuc cam
nhan (¢=0,866), bién quan sat PA5 dd dugc loai bo do c6 hé sb tai ngoai khong phu hop, giup t6i vu hoa
chét lugng va tinh nhét quan cho nhom bién con lai. Téng thé, bo dit liéu dat chuan vé dd tin cay, tao
tién d& vimg chic cho viée trién khai cac budc phén tich nhan t6 kham pha (EFA) va mé hinh ciu tric
tuyén tinh (SEM) ¢ giai doan tiép theo.
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Két qua hoi quy mé hinh cdu triic tuyén tinh

Bang 3. Két qua hdi quy md hinh PLS-SEM

Gia Mé&i quan hé Hésd | Doléch | p-value Két ludn
thuyét héiquy | chuan
(B)

Hla | Tinhtunhién(MN)— Tuong déng ban than(SC) -0,315 0,063 0,000 | Giathuyét dugc ting hd
Hib | Tinhtu nhién (MN)— Su thich thu (PE) -0,248 | 0,058 | 0,000 | Giathuyét dugc ing ho
H2a | Tinh thuong mai(PCO)— Tinh xac thuc (PA) -0,222 0,059 0,000 | Giathuyét dugc ting hd
H2b | Tinh thuong mai (PCQ)— Rdi ro cdm nhan (PR) 0,72 0,034 0,000 | Giathuyét dugc ting hd
H3a | Tuong déng ban than (SC)— Niém tin(BT) 0,396 0,069 0,000 | Giathuyét dugc ting hd
H3b | Tuong déng ban than(SC)— Y dinh mua (PI) 0,457 0,075 0,000 | Giathuyét dugc ting hd
H4a | Suthich tha(PE)— Niém tin(BT) 0,188 0,076 0,013 | Gia thuyét dugc ing hd
Hab | Suthich tha (PE)= Y dinh mua (P1) 0,237 | 0,076 | 0,002 | Giathuyét dugc dng hd
Hb5a | Tinh xac thuc(PA)— Niém tin(BT) 0,236 0,068 0,000 | Giathuyét dugc ing ho
H5b | Tinh xac thuc (PA)— Y dinh mua (PI) 0,17 0,07 0,015 | Gia thuyét dugc ing ho
HBa | RGiro cam nhan(PR)— Niém tin(BT) -0,058 0,039 0,13 | Giathuyét bi bac bd
HBb | RGiro cdm nhan(PR)— Y dinh mua(Pl) -0,016 0,036 0,662 | Gia thuyét bi bac bo
H7 Niém tin thuong hiéu (BT)— Y dinh mua (PI) 0,441 0,066 0,000 | Giathuyét dugc ing ho

Nguon: Két qua xir Iy dit liéu sir dung SmartPLS

Két qua phan tich mé hinh cau triic PLS-SEM cho thiy, su twong thich cao giita dit liéu thuc nghiém
va cac gia thuyét nghién ctru dé xuit trong khung 1y thuyét SOR. Cac chi sb d6 phu hop mé hinh dat
ngudng chip nhan duogc voi chi s6 SRMR ciia mé hinh bao hoa 1a 0,052 va chi s6 NFI dat 0,825,

Phén tich dudong dan khang dinh su twong dong véi ban than (B=0,396), tinh x4c thuc cam nhén
(B=0,236) va su thich thu cam nhén (f=0,188) déu co tac dong tich cuc va dat ¥ nghia thong ké dén niém
tin thuong hiéu & mutc p < 0,01. Trong do, su tuong déng v6i ban than duoc xac dinh 1a nhan td co tac
d6ng manh mé nhat dén ¥ dinh mua hang (=0,457), nhin manh vai tro cdt 15i ciia viée dong nhit ban
sdc ca nhan khi Gen Z tiép nhan noi dung do nguoi dung tao ra (UGC).

Nguoc lai, rui ro cam nhan khong cho thiy anh huéng cé ¥ nghia thong ké d6i véi ca niém tin
thuong hi¢u (p=0,130) lan y dinh mua hang (p=0,662), ham y ré’mg, thé hé Z tai Viét Nam c6 kha nang
chu dong danh gia thong tin va it bi chi phéi boi cac lo ngai raii ro khi ¢6 sy xac nhan tir trai nghiém thyc
té ctia cong dong. Cu01 cung, nghién ciru xac nhén vai tro trung gian then chdt caa niém tin thu:orng hi¢u
voi tac dong truc tiép dén y dinh mua hang dat hé s6 p=0,441(p=0,000), dong vai tro la cau nbi" quyét
dinh dé chuyén héa cac phan tng tim 1y va nhan thire thanh hanh vi tiéu dung thuc té.

4.2. Thdo ludn két qua nghién ciru

Nghién ctru da 1am rd ciu trac anh hudng da chiéu cia noi dung do ngudi dung tao ra (UGC) d6i
v6i niém tin thuong hiéu va y dinh mua hang cua thé hé Z tai Viét Nam, qua do, phan anh budc chuyén
quan trong trong hanh vi tiép nhan thong tin tir thu dong sang chu dong. Két qua thuc nghiém cho thay
su phan hoa rd rét giita cac nhom nhan t6: trong khi cac yéu té gan lién vai trai nghiém ca nhan va nhan
thire chii quan nhu sy twong dong v6i ban than (H3), tinh xac thuc cam nhan (H5) va sy thich tha (H4)
c6 tac dong tich cuc dang ké, thi cac ddc diém mang tinh hinh thirc nhu tinh tu nhién (H1) hay rai ro
cam nhén (H6) lai khong thé hién anh huong c6 y nghia thong ké. Pic biét, niém tin thwong hiéu duoc
xac nhan 13 co ché trung gian ct 13i, dong vai tro quyét dinh trong viéc chuyén hoa cac phan tng tim
1y va nhan thice thanh y dinh hanh vi cu thé (H7).
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Vé mit quan tri, doanh nghiép duoc khuyen nghi can dich chuyén trong tam tir t6i wu hoa hinh thirc
sang phat trién hé sinh thai ndi dung co chiéu sau, dé cao tinh minh bach va ca nhan hoa thong qua cac
chién dich dong sang tao (co- creatlon) nham thiét 1ap két ndi bén vimng véi khach hang tré. Dudi goc do
1y thuyét, nghién ctru gop phan bo sung vao kho tang hoc thuat khi xem UGC nhu mét dang kich thich
ca nhan hoa cao, doi hoi quy trinh giai ma va kiém ching thong tin mang tinh phan bién cua nguoi tiu
dung trong ky nguyén s0. Mic du dat dugc nhiing két ' qua quan trong, nghién ctru van t6n tai mot sd han
ché vé bdi canh dia phuong va thiét ké nghién ciru cat ngang, go1 mo cac hudng di méi thong qua viée
tich hop 1y thuyét kinh té hoc hanh vi va phén tich dir liéu da nén tang trong twong lai.

5. Két ludn

Nghién ctru da lam r6 co ché tac dong cua ndi dung do ngudi dung tao ra (UGC) trong viée dinh
hinh niém tin thuong hi¢u va thic day y dinh mua hang cua thé hé Z trén cac nén tang mang xi hoi. Cac
két qua thuc nghiém chi ra rang, cac dic tinh cdt 16i cia UGC nhu tinh xac thue, su tuong dong vé trai
nghiém cé nhan va kha nang khoi goi cam xtc tich cuc co6 tac dong truc tlep dén niém tin thuong hiéu,
tir d6 gia ting xac sudt phat sinh y dinh mua sam ctia ngudi tiéu dung tré. Nguoc lai, tinh thuong mai
dugc cdm nhan c6 xu hudng lam suy gidm hi¢u qua tac dong ctia UGC, trong khi rii ro cdm nhén khong
thé hién anh huong c6 y nghia thong ké trong mé hinh 1y thuyét.

Diéu nay minh chiing rang thé hé Z khong chi phan hoi thong tin qua lang kinh 1y tinh thuan tiy ma
con chiu tac dong manh mée tor mirc do tuong thich ca nhan va cac gia tri trai nghi¢m thyuc té. Pic biét,
niém tin thwong hiéu dugc xac dinh 1a co ché trung gian then chdt, dong vai tro quyét dinh trong viéc
chuyen hoa sy cong hudng trai nghiém ctia cong dong thanh hanh vi tiéu ding cu thé. Tong the nghién
ctru khang dinh vai tro chién luoc cua UGC va dé xuit cac dinh huong gitp doanh nghiép t61 uu hoa
noi dung cong d6ng nham bdi dip niém tin va nang cao hiéu qua chuyén doi trong moi truong ky thuat
sO hién dai.
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