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TOM TAT:

Bai vi€t ddnh gid vai trd clia gia tri quang cdo trong thdi do hudng t6i quang cdo trén mang xa
hoi. Trong d6, md hinh nghién cttu dua trén nén ting ciia mo hinh gid tri quang cdo va cic nghién
cttu lién quan dé€ danh gid mic do tic dong cla cic yéu td ciu tric dén thai do hudng t6i quing
cdo. Nghién citu dugc thuc hién v6i 230 mau dit lieu thu thap tir nhitng ngudi st dung mang xa hoi.
K&t qué phan tich mo hinh ciu tric tuyén tinh (SEM) cho thdy cc yé&u (& su tin cay, tinh thong tin,
tinh gidi tri, c4 nhan héa c6 tdc dong tich cuc dén gia tri quing cdo va gid tri quing cédo tic ddong

tich cuc dén th4i do huéng t6i quing céo.

T khéa: quing cdo truc tuy&n, mang x4 hoi, gia tri quing cdo, thdi do huéng t6i quang cdo.

1.Dat vandé

Mang x4 hoi di va dang tdc dong d&€n nhiéu
khia canh trong ddi sdng, tao diéu kién thuan lgi
cho viéc truyén tai thong tin nhanh chéng va rong
rdi d€n moi ngudi. Theo d6, mang xa hoi trd thanh
cong cu ddy hita hen trong quang cédo tryc tuyén,
Facebook dang 12 mang xd hoi hang diu vdi 3,065
ty ngudi st dung hang thing, ti€p theo la
YouTube véi 2,504 ty ngudi st dung, WhatsApp
v6i 2,0 ty ngudi st dung, Instagram véi 2,0 ty
ngudi st dung va TikTok vdi 1,582 ty ngudi st
dung [18]. V6i lugng ngudi st dung khdng 10,
mang x3a hdi 12 moi trudng 1y tudng d€ cic doanh
nghiép c6 thé ti€p can khach hang nhanh chéng.
Theo d6, tai Viét Nam ciing cho thdy sy gia ting
nhanh chéng vé s& tai khodn ngudi dung trén hiu
hét cdc nén tdng mang xia hdi phd bi€n nhu
Facebook, Youtube, Tiktok, Instagram, Linkedin...
Trong d6, Facebook dang 12 mang xa hoi phd bién
nhat tai Viét Nam véi 72,70 triéu ngudi st dung
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ti€p cAn quing cdo clia Facebook, tuong duong
vdi khodng 73,3% tdng dan s6 [20]. C6 nhiéu
cong trinh nghién ctu vé quing cdo trén trén
mang x4 hoi, ddng chi y 12 1y thuyét gid tri quing
cdo clia [3], nghién cttu vé hiéu qud clda quing
cdo trén mang xa hdi cta [1], [14]; thdi dd hudng
t6i quang cdo trén quang cdo di dong cua [4]; md
hinh chap nhian quing cdo va y dinh mua sim ciia
[12]. Do d6, nghién ctu vé gia tri quing cdo va
thdi do hudng t6i quang cdo trén mang xa hdicod y
nghia nhit dinh vé phuong dién ly thuyét ciing
nhu thuc tién.

2. Co's6 Iy thuy&t va mo hinh nghién ciru

2.1. Co'sé Iy thuyét

Qudng cdo tryc tuyén trén mang xa hodi la
phuong phédp st dung hé thdng cac phuong tién
truyén thong xa hoi d€ quing cdo, ti€p thi, quing
b4 sin phdm, ban hang truc tuyén, gidi dap thic
mic [12]. Do chiic ning cia mang xa hoi, ngudi
diing c6 thé thi'y quing cdo ciing nhu c4c binh luin,
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lugt thich va lugt chia sé do nhitng ngudi dung khac
taora [9].

2.2. Mb hinh va cdc gid thuyét nghién ciiu

T ¢d s§ 1y thuy€t md hinh gié tri quing cdo cla
[3] va cdc nghién ctu lién quan cta [1], [2], [4], [17],
tac gia dé xuat md hinh nghién cttu nhu Hinh 1.

- Gid tri qudng cdo (Advertising Value - ADV) 1a
su phdn dodn chti quan vé tién ich hodc gid tri tuong
doi clia quang cdo trong nhan thic ctia khach hang
[3]. C4c nghién cttu vé ti€p thi da chi ra rang thudc
tinh quing céo va gia tri quang cdo c6 lién k&t chit
ché [4]. Gi4 tri quang cdo la chudn muc danh gid
hiéu qui quang cdo [7] va c6 thé ddm nhiém vai trd
nhu chi s§ vé mic do hai long ctia khach hang doi
v6i cdc sdn phim truyén thong cia td chifc [3].

- Su tin cdy (Credibility - CRE) phan danh mic do
ngudi dung tin tudng vao cic thong diép dugc
truyén tai lién quan d&n san phim thdng qua quing
cdo, dua trén sy tin tudng vao ngudn goc quang cdo
va sy tin tudng vao nha phat hanh quang cdo [11].
Ngoai ra, sy tin ciy clia quing cdo 1a mot y&u &
quan trong trong viéc tao ra thai do tich cuc gitra
ngudi ding va loai hinh quang cdo dugc phat [8].
Su sy tin cAy cla chinh quing cdo va ngudn goc
quang cdo theo nhin dinh cla ngudi dung s€ dnh
huéng d&n gia tri nhan thic vé quing cdo [6]. Do
d6, doi v6i quang cdo trén mang xa hoi, gid thuyé&t
H1 dudc dé xudt nhu sau:

HI: Su tin cdy co tdc dong tich cuc lén gia tri
qudng cdo.

- Tinh thong tin (Informativeness - INF) danh gia
kha ning ma quang cdo cé thé cung cAp cic thong
tin cAn thi€t va phit hgp véi nhu ciu clia khach hang
muc ti€u [3]. Trong khi d6, Fernandez & Rosen
(2000) da chi ra viéc dua ra thong tin cu thé trong
quing cdo c6 dnh hudng tich cuc dén ty 1& khich
hang dudc chuyén vio nhém cin nhic va thuc hién
cudc goi. Theo Ducoffe (1995), tinh thong tin cta
quéng cdo dugc cho la mot yéu t§ du bdo quan
trong clia gid tri quang cdo, dong thdi ciing quyé&t
dinh dé&n sy hiéu qua clia quing cdo trén web. Do
d6, doi véi quang cdo trén mang xa hoi, gid thuy&t
H2 dugc dé xuit nhu' sau:

H2: Tinh thong tin cé tdc dong tich cuc lén gid tri
qudang cdo.

- Tinh gidi tri (Entertainment - ENT) la nhitng
phén Gng cdm xdc ma thong qua xem quang cdo
ngudi ding cdm nhan dugc [3]. Mot s nha nghién
cttu ti€p thi da chi ra ring nhitng ngudi ding mang
x4 hoi ludn ¢6 xu huéng tim ki€m niém vui trong
cic thong diép dudc truyén tai trén quing cdo [10].
Thong qua nghién ctu thi trudng sdu rong, mot sd
nha nghién cttu di khing dinh tinh gidi trf 12 mot
yéu t6 du bdo quan trong d& ngudi tiéu ding tiém
ning bi thuy&t phuc bdi mot quang céo [17]. Do do,
doi v6i quang cdo trén mang x4 hoi, gia thuy&t H3
dudc dé xudt nhu'sau:

H3: Tinh gidi tri co tdc dong tich cuc lén gid tri
qudng cdo.

- Cd nhdn héa (Personalization - PER) 1a m{t
y&u td quan trong d6i v6i cdc nha ban 1& dién o va
ddng thdi xudt hién nhur mot y&u & quan trong
trong viéc thuyé&t phuc ngudi dung [13]. C4 nhan
héa cho phép cdc nha ti€p thi ti€p can khach hang
tiém ning clia ho theo cdch rit riéng, tir d6 gidp
ting cudng moi quan hé vdéi khach hang [21].
Ngudi ta thudng truc gidc cho raing mot thong diép
dugc thi€t k€ riéng cho tirng ngudi ding, dva trén
nhan khiu hoc, s§ thich va hanh vi st dung ctia ho,
s& din dén viéc ngudi dung ddnh gia cao hon vé gia
tri va c6 thdi do tich cuc hon [9]. Do d6, d6i véi
quéng cdo trén mang xa hoi, gid thuy&t H4 dugc dé
xuatnhu sau:

H4: Cd nhdn héa co tdac dong tich cuc lén gid tri
qudng cdo.

- Thai dj hudng tdi qudng cdo (Attitude Towards
to Advertising - ATA) 1a théi dd ti€u cuc hay tich cuc
dugc cdm nhan § gbc do chii quan cia ngudi diung
[3]. Thai d6 hung t6i quing cdo biéu thi cam xiic
cd nhan va xu huéng hanh dong phat trién tir qua
trinh ty ddanh gid sau khi xem mdt quang cdo cta
ngudi ding, diy 12 mot y&u & du bao dang ké vé
k&t qua cta quing cdo [15]. Céc nha nghién ciu vé
ti€p thi lan truyén da khing dinh gi4 tri cao hon ctia
quang cdo trén mang xi hdi ¢ thé ting cudng thii
do tich cuc clia ngudi dung ddi véi quang cdo [8, 10,
16]. Do d6, ddi véi quing cdo trén mang xa hoi, gid
thuy&t H5 dugc dé xua't nhu sau:

HS5: Gid tri qudng cdo cé tdc ddng tich cuc lén
thdi dd hudng tdi qudng cdo.
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3. Phuong phap nghién citu

Nghién citu dé xuit va phan tich mo hinh ciu tric
nhiim ki€ém dinh vai trd clia gid tri quing cdo trong
thai do hudng t6i quang cdo trén mang xa hoi. Bang
cau héi ap dung thang do Likert 5 diém dugc sit dung
trong nghién ctu; chia theo céc thanh phin khdi
niém clia nghién cttu bao gdm tinh thong tin, tinh gidi
tri c6 4 bi€n quan sat va gid tri quing cdo c6 3 bién
quan sét - tham chi€u [2-3], su tin cAy c6 4 bién quan
sat - tham chi&u [2, 11], c4 nhan héa c6 4 bién quan
sat - tham chi€u [2, 22], va thdi do huéng t6i quing
c40 c6 3 bién quan sit - tham chiéu [2, 19].

Nghién cttu 4p dung phuong phip 14y miu
thuan tién dé thu thap dir liéu, bing cau hdi dugc
glii truc tuyén thong qua Google form dén nhitng
ngudi da tirng st dung mang xa hdi trén dia ban khu
viiec TP. HO Chi Minh. Sau qué trinh sang loc, ¢
tong 230 mau hop 1é dugc dua vao d€ ti€n hanh
phan tich dit liéu.

Céc phuong phdp phan tich chinh ma nghién
cttu st dung bao gdm phan tich dd tin ciy
(Cronbach’s Alpha), phan tich nhan t6 kham pha
(EFA) va phan tich nhan t& khang dinh (CFA) dé
ki€m dinh thang do va phan tich md hinh ciu tric
tuy€&n tinh (SEM) d€ ki€m dinh m6 hinh va céc gia
thuy€t nghién cttu. Trong d6, dit liéu dugc phan tich
dua trén sy hd trg ctia hai cong cu chinh la AMOS
va SPSS.

4. K&t qua nghién cifu

4.1. Thong ké mé ta

Vé gidi tinh: theo k&t qua khdo sit, ty 1& nam va
nit tham gia khéo sét lan lugt 1a 40% va 55,7%, con
lai4,3% la gidi tinh khic.

Vé dj tudi: chi€m phan 16n do tudi tir 18 - 21
tudi véi 61,3%, ti€p theo chi€m 20,9% thudc vé do
tudi tir 22 - 30, do tudi dudi 18 chi€m 10% va nhém
tudi x&p cudi trén 30 tudi chiém 7,8%.

Vé trinh dj hoc vdn: cao nhit 1a Cao didng/Pai
hoc chi€m 62,2%, k& d&n sau dai hoc chi€m 27,8%,
con lai Ph& thong/Trung cap chi€m 10%.

Vé thu nhdp: da s6 ngudi khdo sit c6 thu nhap
du6i 3 triéu dong véi 39,1%, ti€p theo 1a thu nhap tir
3 - du6i 8 triéu ddng - chi€m 33%, con lai 1a thu
nhap tir 8 - 15 triéu dong va trén 15 triéu dong,
chi€m Ian lugt1a 19,6% va 8,3%.
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Vé vi tri nghé nghiép: k&t qua thu thap cho thay
ngudi tham gia chii y&u Ia Hoc sinh/Sinh vién véi
70,4%, k& dén la Nhan vién/Chuyén vién chiém
20%, Cong chic/Vién chic chi€m 8,7% con lai vi
tri khac chi€m 0,9%.

Vé mang xa hoi sit dung: Facebook 12 mang xi
hoi thudng dudc st dung nhiéu nhat véi ty 1é
33,7%. Ti€p theo 1a Zalo v6i 29,2% ngudi st dung,
Tiktok véi 20,5%, X va Instagram dugc st dung it
hon hin véi ty 1& 1an lugt 12 8,7% va 7,8%, mang xa
hoi khac chi chi€m 0,1%.

4.2. Phén tich nhén to khdm phd va phéan tich
nhén té'’khdng dinh

Phan tich nhan t6 khdm phd (EFA) giita cac bi€n
ddc 1ap va cdc bi€n trong ma trin xoay (6 nhan to tir
22 bién quan sét), k&t qua khong ghi nhan batky su
x40 tron ndo va phit hgp véi ly thuyét dé xuit bao
gdm cic yé&u t§ Su tin cdy (CRE), Tinh thdng tin
(INF), Tinh gi4i tri (ENT), C4 nhan héa (PER), Gid
tri quang cdo (ADV) va Théai do hudng t6i quang
c40 (ATA). Cu thé, k&t qua hé s KMO 13 0,914 (>
0,5) dat tiéu chudn phan tich khim ph4; kiém dinh
Bartlett véi p = 0,000 (< 0,05). Téng phuong sai
trich xut 1a 76,933% cho thdly thang do gidi thich
dudc 76,933% su bién thién cdc bi€n quan sat.

K&t qua phan tich nhan t& khing dinh (CFA) cho
thd'y mo hinh dat dugc sy pht hgp chung cac chi s6
CMIN/dF = 1,308 (< 2); GFI =0,913 (> 0,9); TLI =
0,978 (>0,9); CFI =0,981 (> 0,9); RMSEA = 0,037
(< 0,05); c6 ¥ nghia thong ké (p = 0,003). Tir két
qué phéan tich CFA dugc trinh bay & Béang 1, cic
trong s6 phuong sai trich trung binh (AVE) giao
dong tir 0,633 d&€n 0,713 (> 0,5), hé s0 tin ciy tong
hdp (CR) giao dong tir 0,855 dén 0,902 (> 0,7). Nén
thang d6 dat dugc tiéu chuin vé sy tin ciy va tinh
hoi tu.

4.3. Phan tich mé hinh cdu triic tuyén tinh

K&t qué phan tich md hinh cau tric tuyé&n tinh
(SEM) dudc trinh bay & Bang 2. Céc chi so
CMIN/dF = 1,564 (< 2); GFI = 0,895 (> 0,8); CFI =
0,965 (>0,9); TLI = 0,960 (> 0,9); RMSEA = 0,050
(< 0,06); c6 y nghia thong ké (p = 0,000), cho thiy
md hinh dat dudc sy phu hgp theo tiéu chuin
chung. Tir k&t qué phan tich, cdc thanh phan: Sy tin
cdy (CRE), Tinh thong tin (INF), Tinh giai tri
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Bdng 1. Céc chisé phan tich CFA

CR AVE ADV INF ENT PER ATA
ADV 0,855 0,664 0,815
CRE 0,897 0,686 0,561 0,828
INF 0,873 0,633 0,615 0,592 0,795
ENT 0,881 0,649 0,515 0,508 0,523 0,805
PER 0,902 0,696 0,522 0,505 0,534 0,552 0,834
ATA 0,881 0,713 0,540 0,533 0,638 0,579 0,519 0,844

AVE: Phitong sai trich trung binh; CR: D¢ tin cdy tong hop

Bdng 2. Cdc chi sé SEM va két qud ki€m dinh cdc gid thuyét

Gia thuyét Quan hé Uéc lugng Sai sd chuén Miic y nghia (p) Kétqua

H1 ADV « CRE 0,216 0,078 0,006 CJng ho

H2 ADV « INF 0,354 0,081 i CJng ho

H3 ADV «— ENT 0,174 0,080 0,026 Ung ho

H4 ADV « PER 0,162 0,075 0,035 Ung ho

H5 ATA<« ADV 0,616 0,078 b Ung ho
wk: p < 0,001

(ENT), C4 nhan hoéa (PER) c6 tdc dong tich cuc 1én
y&u & Gi4 tri quiang cdo (ADV) véi hé s& hdi quy
clia cdc gia thuyé&t H1, H2, H3, va H4 1an lugt 1a
0,216 (p = 0,006): 0,354 (p < 0,001); 0,174 (p =
0,026) va 0,162 (p = 0,035) nén cac gia thuyét nay
déu dugc ling hd. Pic biét, ADV c6 tic dong tich
cuc manh mé 1én Thai dd hudng t6i quang cdo
(ATA) v6i hé s& hodi quy rat cao 1a 0,616 (p <
0,001), nén gia thuyé&t H5 dugc ting ho.

Bén canh d6, k&t qua phan tich SEM (Hinh 1.)
cling chi ra dugc tdc dong clia cac y€u to lién quan
dén Su tin cay (CRE), Tinh thong tin (INF), Tinh

gidi tri (ENT) va Cé nhan héa (PER) gidi thich dugc
54,8% (R? = 0,548) su bién thién cta Gi4 tri quing
cdo (ADV) va ADV gidi thich dugc 37,9% (R? =
0,379) su bién thién ctia Thai do huéng t6i quing
cédo (ATA). Pay 1a mot sy gidi thich kh4 t6t trong
bdi cdnh quing céo tryc tuy€n trén mang xa hoi &
Viét Nam.

5.Kétluan

Nghién cttu da do ludng mirc do dnh hudng cia
cac y&u td tdc dong dén gid tri quing cdo, thong
qua d6 ddnh gid vai trd cia gid tri quang cdo trong
thai do hudng t6i quang cdo trén mang xa hoi. Céc

Hinh 1: Mé hinh nghién ciu va két qud kiém dinh mé hinh

| Sutincay (CRE)

]— 0,216

0,548 0,379
[ Tinhthongtin INF) }— 0,354 A b oA o
ia tr] quang cao ]7 0616 —> Thai do hudng t6i quangc;]
( Tinhgiéitri (ENT)  }— 0,174 (ADV) (ATA)
[

Canhanhoa (PER) |— 0,162
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mdi quan hé trong md hinh nghién cttu déu dugc
ling ho v6i céc chi s6 dudng din kha t6t. Theo mod
hinh nghién ctu, tic gid dé xuit bd sung thém
khung 1y thuy&t cho gia tri qudng cdo, cung cdc
khdi niém c6 lién quan, dong thdi vé mit thuc tién
cling gép phan thic day dugc sy quan tim ctia cic

doanh nghiép d8i v6i tAim quan trong clia gid tri
quang cao trong thai do hudng t6i quang cdo cla
ngudi ding, tir d6 dua ra céc gidi phdp di€u chinh
chi€n dich qudng cédo nhim nang cao gia tri quing
céo va cdi thién thai do cta ngudi dung d6i véi
quang cdo trén mang xa hoi m
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ABSTRACT:

This study evaluates the role of advertising value in attitude towards advertising on social
networks. The study’s proposed research model is based on the theoretical foundation of advertising
value and relevant work to assess the impact of structural factors on user attitudes. The study is
conducted on 230 data samples collected from social networks. Data analysis through Structural
Equation Modeling (SEM) showed that credibility, informativeness, entertainment, and
personalization have a positive impact on advertising value, and advertising value has a positive
impact on attitude towards advertising.

Keywords: online advertising, social network, advertising value, attitude towards to advertising.
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