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TAC PONG CUA MARKETING NOI DUNG TREN MANG
XA HOI PEN MUC PO GAN KET THUONG HIEU CUA
KHACH HANG GEN Z TAI THANH PHO HO CHI MINH

Impact of social media content marketing on brand engagement
among Gen Z consumers in Ho Chi Minh City, Vietnam

PHAM HUNG CUONG
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ghién citu phdn tich tic déng cua marketing néi dung trén mang x& hgi dén

Mikc do gan két thiwong hiéu cua khéch hang Gen Z tgi Thanh phé Ho Chi Minh
thdng qua khao sat truc tuyén véi 253 quan séat hop 1é. Phuwong phap héi quy tuyen tinh da
bién dwroc ap dung véi ba md hinh héi quy lan lieot Kiém dinh tdc déng cua bén yéu té néi
dung (gia tri thong tin, gidi tri, Xx& héi, tinh twong tic va cd nhdn héa) dén cam nhdn trdi
nghiém ngi dung (CE) va long tin thwong hiéu (BT), ciing nhu tic déng cuia CE va BT dén
mire dg gan két thwong hiéu (BE). Két qud cho thdy tdt ca mueoi gia thuyét déu dwoc chap
nhgn: gia tri thong tin tac déng manh nhdt dén CE (8 = 0,418), trong khi tinh tuwong tic va
ca nhan hoéa cung gia tri x& héi la hai don bdy chinh xay dung long tin thuong hiéu (B lan
lwot 12 0,378 va 0,368). Cam nhdn trai nghiém ngi dung la yeu t6 tdc dong manh nhdt Ién
Mite d¢ gen két thicong hiéu (B = 0,558), virot trdi o Vi long tin thwong hiéu (8 = 0,338).

Tur khoa: marketing ngi dung trén mang x& hgi, gan két thwong hiéu, cam nhan trdi
nghiém ngi dung, long tin thuwong hiéu, Gen Z, Thanh pho Ho Chi Minh.

his study analyzes the impact of social media content marketing on brand

engagement among Gen Z consumers in Ho Chi Minh City using an online
survey of 253 valid observations. Multiple linear regression (MLR) was applied across
three regression models to test the effects of four content marketing dimensions
(informational value, entertainment value, social value, and interactivity &
personalization) on perceived content experience (CE) and brand trust (BT), as well as
the subsequent effects of CE and BT on brand engagement (BE). All 10 hypotheses
were supported. Informational value exerts the strongest effect on CE (f = 0.418),
while interactivity & personalization and social value are the two primary drivers of
brand trust (8 = 0.378 and 0.368, respectively). Perceived content experience is the
most influential factor on brand engagement (f = 0.558), significantly outperforming
brand trust (f = 0.338).
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