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TOM TAT:

Nghién cttu dya trén nén ting cla thuy&t hanh vi dy dinh (TPB), 1y thuyé&t hanh dong hop 1y
(TRA), y dinh va hanh vi mua, cdc nghién cttu c6 lién quan d€ kiém dinh mo6 hinh v6i 274 miu
khdo sit, nhim xem xét vai trd clia ngudi c6 stic 4nh hudng trong ¥ dinh mua sim truc tuyén clia
thé hé Z. K&t qué phan tich md hinh ciu tric tuyé&n tinh (SEM) cho thdy cic y&u t& do tin cdy clia
ngudi cé sitc Anh hudng, d6 thu hit clia ngudi c6 siic 4nh huéng va truyén miéng dién tf (e WOM)
c6 anh hudng tich cyc dén thai do hudng t6i thuong hiéu va thii do huéng tdi thuong hiéu dnh

huéng tich cuc d&€n ¥ dinh mua sim truc tuyén.

T khéa: eWOM; thé hé Z, ngudi c6 sitc Anh hudng, y dinh mua sim truc tuyén.

1. Dit van dé

Tiktok 12 nén tdng c6 lugng ting trudng ngudi
c6 stc 4nh hudng nhanh nhdt véi hon 25.000
ngudi, theo sau dé 1a Youtube v§i 4,700 ngudi méi
xuat hién tai Viét Nam (Buzzmetrics, 2024). Theo
d6, cit 4 ngudi thi c6 1 ngudi tieu dung quyét dinh
mua sim dua trén dé xuit cia mot ngudi c6 stic
anh hudng (Hubspot, 2024). Tuy nhién, sy thay
ddi thoi quen vé viéc mua sim dua trén dé xuit
clla nguGi ¢6 stic anh hudng trén mang xa hoi
trong khodng tir 6 dé€n 12 thang k& ti€p, c6 t6i 55%
ngudi chon tin tudng va ti€p tuc mua sim, trong
khi d6 c6 27% quyé&t dinh s& gidm bét do tin cay
vao ngudi c¢6 sdic dnh hudng (Nielsen, 2024). Sy
anh hudng tir xa hdi trén mang xa hoi ¢6 tic dong
16n hon d6i v6i the hé Z khi so véi cdc thé hé trude
dé (Wijerathne & Peter, 2023). Bic biét, trong
moi trudng truc tuyé&n, ngudi tiéu ding déng vai
trd quan trong thdong qua sy tuong tdc ctia ho dén
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mic do tin tudng va vi th&€ dnh hudng dén y dinh
mua sim (Lisichkova & Othman, 2017), truyén
miéng dién tr (Saait et. al., 2016). Tai Viét Nam
hién vin chua c6 nhiéu nghién ciu dé cap dén vai
trd clia nhitng ngudi ¢6 stic anh hudng trong y dinh
mua sim tryc tuyé€n. Do d6, nghién ctu chuyén
sdu vé ngudi c6 stic dnh trong ¥ dinh mua sim tryc
tuy€n ctia thé hé Z c¢6 y nghia c4 vé mitly thuyét
14n thuc tién.

2. M6 hinh nghién ciu

T co s& ly thuyé&t hanh vi dy dinh (TRA) clia
Fishbein & Ajzen (1975), 1y thuyét hanh dong hgp
Iy (TPB) cta Ajzen (1991), cac khadi niém c6 lién
quan nhu hanh vi mua sim va truyén miéng dién tt,
cling c4c nghién cttu lién quan, tic gia dé xuit mod
hinh nghién cttu véi cadc khdi niém nhu sau:

- Thai do hudng tGi thuong hiéu (ATB) 1a ddnh
gid tdng quan clia mdt ngudi ddi véi mot thuong
hiéu (Mitchell & Olson, 1981). Théi dd cua khach
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hang ddi v6i thuong hidu c6 tic dong quan trong
dén y dinh mua sim thuong hiéu d6, day la yé&u to
6 thé dugc xem 1a quan trong nhat trong viéc xic
dinh y dinh mua sim (Kudeshia & Kumar, 2017).
Trong bdi cinh giita ngudi c6 stic Anh hudng, c6 thé
cho ring nhitng gi4 tri k¥ vong tlf thuong hiéu dugc
gdi y bdi ngudi c6 sitc Anh hudng cao, s& din dén y
dinh mua sim ddi v6i thuong hiéu d6 c6 xu hudng
cao (Castillo & Fernandez, 2019).

- D¢ tin cdy ciia nguoi cé siic dnh hudng (INC)
dugc hi€u 1a mic do truyén tai thong diép dudc
nhitng ngudi theo ddi ti€p nhan, diéu nay phu thudc
vao miic do c6 thé tin tudng va tinh chuyén mon
clia ngudi c6 stic anh hudng (AlFarraj et. al., 2021).
Mic du ning lyc thudng xudt phdt tr nhan thic,
nhung con ngudi c6 xu huéng dya vao y kién clia
ngudn thong tin ¢6 uy tin trén ning luc d6, diu nay
thudng din dén thdi do tich cuc ddi v6i sdn phim
hoic thuong hiéu dudc quéng bé va y dinh mua sim
(Venciute et. al., 2023). Do d6, ddi v6i ngudi cé stc
dnh hudng, gia thi€t H1 dugc dé xuat nhu sau:

HI: Dé tin cdy ciia nguoi cé siic dnh hudng cé
tac déong tich cuc dén thdi dé hudng tdi thuong hiéu.

- D6 thu hiit ciia nguoi ¢ siic dnh hudng (INA) 1a
1 trong 3 y&u t& ¢t 16i clia do tin cay ngudi c6 siic
anh hudng, cing v6i chuyén mon va sy tin tudng
(AlFarraj et. al. 2021). Sy thu hiit vé ngoai hinh
truSc hét thé hién qua cAn ning, chidu cao va vé
dep khudn mit cia mot ngudi, 1a nhitng an tugng
dau tién ma ngudi khdc c¢6 thé nhan thiy (Ha &
Lam, 2017). Ngay khi mot thong diép kém hap din
véi céc 1ap luan thi€u sy chiit ché ciing c6 thé bi lu
md bdi do thu hit clda ngudi cé sic anh hudng
(Venciute et. al., 2023). Do d6, d6i vdi ngudi 6 sitc
dnh hudng, gia thi€t H2 dugc dé xuat nhu sau:

H2: D6 thu hit ctia nguoi ¢é siic dnh hudng co
tac déng tich cuc dén thdi dé hudng tdi thuong hiéu.

- Ddnh gid tit nguoi sit dung truc tuyén (OCR) la
nhitng binh luan hay bai viét tif ngudi tiéu dung,
chli y€u dya vao nhitng trdi nghiém clia ngudi tiéu
dung tif nhitng 14n mua sdn phdm va dich vu truc
tuy€n trudc day (Dewi et. al., 2018). Ngudi tiéu
dung dudc cho la khong c6 1gi ich cd nhan va khong
¢6 ¥ dinh lira d6i ngudi doc (Dwidienawati et. al.,
2020). Viéc dua ra quyét dinh chinh x4c mot cach

dé dang hon 1a nguyén do chinh khi€n ngudi tiéu
dung st dung cidc didnh gia trén trang mang
(Macheka et. al., 2018). Do d6, d6i v6i ngudi c6 stic
anh hudng, gia thi€t H3 dugc dé xuit nhu sau:

H3: Pdnh gid tix nguoi sit dung triic tuyén cé tac
dong tich cuc dén thdi do hudng tdi thuong hiéu.

- Truyén miéng dién tit (eWOM) 1a qud trinh
dong va lién tuc trao ddi thong tin vé san pham,
dich vu, thuong hiéu hodc doanh nghi¢p giira cic
khdch hang tiém ning, hién tai hodc trudc day,
dugc truy cap bdi nhiéu ngudi qua Internet (Lee et.
al., 2014). Nhitng nguGi c6 stic anh hudng trén
mang xa hoi dugc dic trung bdi do tin cay, do thu
hit, chuyén mon va e-WOM cila ho duge coi la
chan thuc va ding tin cdy (Zhou et. al., 2020).
Nguoi tieéu dung thudng hitng thu trong viéc doc cac
trai nghiém tich cyc va tiéu cuc vé mot san phdm
trén cdc phuong tién tryc tuy&n va cin nhic cic dé
xudt tir d6 din t6i y dinh mua sim (Romadhoni et.
al., 2023). Do d6, ddi v6i ngudi c6 stic 4nh hudng,
gia thi€t H4 dugc dé xuat nhu sau:

H4: Truyén miéng dién it tdac dong tich cuc dén
thdi dj hudng tdi thuong hiéu

- Y dinh mua sdm truc tuyén (OPI) dudc hiéu 1a
muic d0 ma ngudi tiéu dung sdn l1ong mua mot sin
phim qua ctfa hang tryc tuyén (Pavlou, 2003).
Niém tin va nhin thifc gia tri c6 thé tao ra thai do
tich cuc ddi véi hanh vi mua sim, din dén y dinh
mua sim (Castillo & Fernandez, 2019). Y dinh mua
sdm Ia y€&u t6 quan trong trong viéc tao ra hiéu qua
mong ddi va su hai long trong cac giao dich truc
tuy€n (Dwidienawati et. al., 2020). Do d6, d6i véi
ngudi c6 siic anh hudng, gia thi€t H5 dugc dé xuit
nhu sau:

H5: Thai do hudng toi thuong hiéu cé tac dong
tich cuc dén ¥ dinh mua sdm truc tuyén.

3. Phuong phap nghién citu

Nghién cifu dé xuat va kiém dinh md hinh ciu
tric v4i vai trd clia ngudi ¢ stic anh hudng trong ¥
dinh mua sim truc tuyén ctia thé hé Z. Thang do
Likert 5 diém dugc st dung trong bing ciu hdi
khdo sit va dudc chia thanh cdc khdi niém cia
nghién cttu, gdbm: PO tin cAy clia ngudi ¢ stic 4nh
hudng (INC), B thu hiat cia ngudi ¢6 stiic anh
hudng (INA), Pénh gid tif ngudi st dung truc tuyén
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(OCR), Truyén miéng dién tf (eWOM), Théi do
hudng t6i thuong hiéu (ATB) va Y dinh mua sim
truc tuyén (OPI). D&i tugng khdo sit 1a nhitng
ngudi thudc th€ hé Z di tiing mua sim hodc c6 y
dinh mua sim truc tuyén tai TP. H6 Chi Minh, dit
liéu dudc thu thap qua Google docs.

Nghién cttu thyc hién 14y miu theo phuong
phdp thuin tién. C6 tat cd 274 miu hgp 1& trong
tong s6 304 miu thu thip dugc dua vio phén tich dit
liéu. Cac phuong phap phan tich chinh ma nghién
ctfu st dung bao gdm phan tich dd tin ciy
(Cronbach’s Alpha), phan tich nhan t6 kham pha
(EFA), phan tich nhian t5 khing dinh (CFA) dé
ki€m dinh thang do va phan tich mo hinh cau tric
tuy€&n tinh (SEM) d€ ki€m dinh m6 hinh va céc gia
thuy€t. Trong d6, AMOS va SPSS s& 1a 2 cong cu
chinh dugc sit dung d€ phan tich dit liéu.

4. K&t qua nghién cifu

4.1. Thong ké mé ta

Vé gidi tinh: nit gidi chi€m phan 16n v6i 67,9%;
trong khi d6 nam gidi chi chi€m 29,6% va gidi tinh
khac chi€m 2,6%.

Vé dé tudi: tir 21 d&n 25 tudi chi€m ti 1& cao nhat
v6i 69,7%; tir 18 d€n 20 tudi chi€m 27,4% va cudi
cling 1a do tudi tir 26 d&n 30 tudi véi 2,9%.

Vé thu nhdp hang thdng: dudi 5 triéu ddng -
chi€m i 1& 1a 54,0%; tir 5 triéu dong dén duéi 10
triéu dong - chi€m 35,4%; tir 10 triéu dong dé&n 15
triéu - chi€m tf 1& 8,4% va trén 15 triéu dong -
chi€m 2,2%.

Vé trinh dé hoc vdn: ti 1& cao nhat 1a Cao
dﬁng/Dai hoc vé6i 82,5%; THPT/Trung cﬁ’p 14,2%
va sau Pai hoc véi 3,3%.

Vé nghé nghié¢p: hoc sinh/sinh vién chi€m ti 1&
cao nhat vé6i 71,2%; ti€p theo 1a nhan vién/chuyén
vién vGi 24,8%; lam viéc ty do 2,6% va quan ly
v6i1,5%.

V& ngudi ¢6 stic 4nh huéng tham khéo: chi€m ti
1é cao nhat 12 V6 Ha Linh véi 21,5%; ti€p theo 1a
Hiing Du Muc, Hana Ohlala va Pham Thoai, véi ti
1& 1an lugt 12 9,9%, 8% va 7,7%; Géc Cla Ru va
Lukedo tuong duong nhau véi ti 1& 3,3%; Tom
Skincare va Quang Linh Vlog véi 2,9%; Giang
Holistic chi€m 1,8%, va cudi cung 1a nhitng ngudi
¢6 stic anh hudng khac v6i khoang 36,1%.
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4.2. Phén tich nhan t6 khdm phd va phan tich
nhén té'’khdng dinh

Phan tich nhan 6 kham ph4 (EFA) cho thdy cdc
nhan t6 rit trich tir 22 bi€n quan sat thAinh 6 nhan t6
trong ma trdn theo phép xoay Promax. Phan tich
EFA phil hgp v6i mo hinh 1y thuy&t dé xuat vdi cdc
thanh phan: D tin cy clia ngudi c6 sitc 4nh hudng
(INC), b0 thu hit cta ngudi ¢ sic anh hudng
(INA), Pdnh gid tf ngudi st dung truc tuyén
(OCR), Truyén miéng dién t& (eWOM), Thdi do
huéng t6i thuong hiéu (ATB), Y dinh mua sim truc
tuy&€n (OPI). Chi s KMO = 0,919 (> 0,5). Téng
phuong sai trich (TV) cda 6 thanh phan thang do 1a
56,427%, cho thdy thang do gidi thich dugc khodng
56,427% su bi€n thién clia cac bi€n quan sAt.

Phan tich nhan to khfmg dinh (CFA) vdi céc chi
s6 CMIN/dF = 1,557 (< 2,0) va ¢6 ¥ nghia thong ké
(p < 0,001); cdc chi s6 TLI = 0,957 (> 0,9); CFI =
0,965 (> 0,9); GFI = 0,899 (> 0,8); va RMSEA =
0,045 (< 0,05). Theo két qua phan tich CFA, gi4 tri
cla phuong sai trich trung binh (AVE) nam trong
khodng tir 0,537 d&n 0,595 (> 0,5), do tin cay téng
hdp ¢6 gia tri tir 0,730 dén 0,854 (> 0,7) (Bang 1.).
Do d6, md hinh do ludng phit hgp véi dit ligu thuc t€
va thang do dat gid tri hoi tu.

4.3. Phan tich mé hinh cdu triic tuyén tinh

Phan tich md hinh cau tric tuyén tinh (SEM)
(Bdng 2.) chi ra raing mo hinh dat do pha hgp
chung véi cdc chi s6 CMIN/dF = 2,014 (< 2,0) va
c6 y nghia thong ké (p < 0,001), cdc chi s6 TLI =
0,922 (> 0,9); CFI1 = 0,935 (> 0,9); GF1 = 0,885 (>
0,8); va RMSEA = 0,061 (< 0,08). K&t qua phan
tich cho thdy, cdc thanh phan: Po tin ciy clia
ngudi c¢6 sic anh hudng (INC), B thu hit cia
ngudi cé sitc dnh hudng (INA) va Truyén miéng
dién tir eWOM) déu c6 tdc dong tich cuc dén thdi
dod hudng t6i thuong hiéu (ATB), véi hé sd y clia
cdc gia thuy&t H1, H2, va H4 1an lugt1a 0,287 (p <
0,001); 0,239 (p < 0,001); va 0,481 (p < 0,001),
nén cic gid thuyét nay déu dugc chip nhan.
Trong khi d6, dudng din Pdnh gid tif ngudi st
dung truc tuy&€n (OCR) dé€n ATB khong c6 y nghia
thong ké (p > 0,05), nén gia thuyé&t H3 bi béc bo.
Song song d6, ATB c6 tac dong tich cuc t6i Y dinh
mua sim truc tuyén (OPI) v6i hé s6 v cla gid
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Bdng 1. Céc chisé phan tich CFA

CR AVE INC INA OCR eWOM ATB OPI

INC 0,854 0,595 0.771

INA 0,798 0,575 0.444 0.758

OCR 0,730 0,574 0.484 0.385 0.758

eWOM 0,823 0,537 0.673 0.658 0.461 0.733

ATB 0,824 0,539 0.675 0.607 0.451 0.760 0.734

OPI 0,777 0,539 0.615 0.593 0.355 0.718 0.734 0.734

AVE: Phuong sai trich trung binh; CR: P{ tin cdy tong hop
Bdng 2. Cdc chisé SEM va két qud ki€m dinh cdc gid thuyét

Gia thuyét Quan hé Uéc lugng Saisdchudn | Tysdtdihan | Micy nghia (p) Kétqua
H1 ATB « INC 0,287 0,055 3,690 i Chap nhan
H2 ATB « INA 0,239 0,045 3,297 i Chap nhan
H3 ATB «-~ OCR 0,085 0,057 1,204 0,228 Bac bd
H4 ATB «— eWOM 0,481 0,960 4,843 i Chap nhan
H5 OPI <« ATB 0,759 0,100 9,060 i Chap nhan

wHk: p < 0,001

thuy&t H5 rat cao 1a 0,759 (p < 0,001), nén gid
thuy&t H5 ciing dugc chdp nhan.

Mic khic, két qua phan tich SEM (Hinh 1.)
cling chi ra cdc bi€n ddc 1ap gdm: P tin cdy cia
ngudi c6 sic anh hudng (INC), PO thu hit cta
ngudi ¢6 stic dnh hudng (INA), Panh gid tr ngudi
st dung trurc tuyén (OCR) va Truyén miéng dién tif
(eWOM) c6 thé giai thich dugc 63,2% (R? = 0,632)
su bién thién cia Thai do huéng t6i thuong hiéu
(ATB) va md hinh nghién cttu d& xut c6 thé gidi

thich dudc 57,6% (R? = 0,576) sy bién thién § dinh
mua sim truc tuyén (OPI). Phdt hién nay 1a mot sy
giai thich rat t6t mo hinh nghién citu trong bdi cinh
mua sim tryc tuy&n clia thé hé Z.

5.Kétluan

Nghién citu da chi ra dugc cdc y&u td dong vai
trd quan trong ctia ngudi cé stic anh hudng trong y
dinh mua sim truc tuyén clia th€ hé Z, v6i thanh
phan trung gian 12 thai do huéng t6i thuong hiéu.
Phit hién ctia nghién citu c6 déng gép vé mit 1y

Hinh 1: M6 hinh nghién ciu vé két qué kiém dinh mé hinh

Vai tro cla nguoi co stic anh hudng

Truyén miéng dién tl (eWOM) ;

PO tin cay ciia nguoi o6 siic anh huéng (INC) |—— 0,267

DO thu hit clianguoi c6 stic anh huéng (INA) }—— 0,239

Dénh gié tli ngudi sis dung tryc tuyéh (OCR) |—— 0,085

0,632 0,576

Thai do
huéng t6i

Y dinh

0,759 mua sam

thuong hiéu
(ATB)

truc tuyén
(OPI)
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thuyét, thong qua yé&u td truyén miéng dién ti, c6
thé tha'y ngudi tiéu diing ngay cang c6 su chon loc
trong viéc ti€p nhan thong tin tryc tuyén tf nhitng
ngudi cd stic anh hudng, tir d6 hinh thanh nén thai
do huéng t6i thuong hiéu va y dinh mua sim truc

tuy€n. K&t qud nghién citu ciing gitp cdc doanh
nghiép nhin dang dugc vai trd quan trong cla
ngudi cé stic anh hudng trong dinh huéng ngudi ti€u
diing trong viéc mua sim tryc tuyé&n nhu thé nao, dé
c6 cdc chién luge phat trién kinh doanh phit hgp m
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ABSTRACT:

Based on the theoretical frameworks of the Theory of Planned Behavior (TPB), the Theory of
Reasoned Action (TRA), purchase intention, and related literature, this study examined the
influence of social media influencers on the online purchase intentions of Gen Z. Using a dataset
of 274 observations, the study tested its proposed research model through Structural Equation
Modeling (SEM) analysis. The findings reveal that influencer credibility, influencer
attractiveness, and electronic word-of-mouth (e WOM) positively affect attitudes of Gen Z toward
the brand, which, in turn, significantly enhances online purchase intention.
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