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Nghién citu nay ddnh gié tdc dong clia ngudi 4nh hudng trén mang xa hoi dén y dinh chon dia

diém in udng clia ngudi tiéu ding th&€ hé Y va Z tai TP. H5 Chi Minh. Dya trén thuyét do tin cay

clia ngudn thdng tin, md hinh chip chin thong tin va thuyét sit dung va thdéa min, nghién cttu xay

dung md hinh gdm 5 y€u t&: sy tin tudng, tinh chuyén mon, sy hdp dan, chat lugng thong tin va gid
tri gidi tri. Dif liéu dugc thu thap tir 342 ngudi tiéu diing trong do tudi tir 18 dén 41 thong qua khdo
st truc tuy&n. K&t qua phan tich hdi quy cho thiy ¢d 5 y&u td déu dnh hudng tich cuic va ¢6 ¥ nghia

thong ké dé&n y dinh Iyta chon dia di€m an udng. Nghién citu gop phin Iam 16 vai trd clia marketing
ngudi anh hudng trong nganh F&B va dé xudt cdc ham § cho doanh nghiép trong viéc khai thac
hiéu qué stic manh truyén thong clia ngudi 4nh hudng.

Tir khéa: ngudi 4nh hudng, thé hé Y, thé hé Z, y dinh chon dia diém in udng.

1. Pt van dé

Su phét trién manh mé clia mang xi hoi va
truyén thong k¥ thuit s6 da va dang lam thay ddi
nhanh chéng hanh vi ti€u dung. Thay vi dya vao
quang cdo truyén thdng, ngudi tiéu ding hién nay -
dic biét1a th€ heé Y Millennials) va Z (Gen Z) - ¢6
xu huéng tim ki€m d4nh gi4, chia sé va trdi nghiém
thuc t& tir nhitng ngudi 4nh hudng trén mang xa hoi
dé dua ra quyé&t dinh tiéu dung, trong d6 c6 hanh vi
lya chon dia diém in udng. Theo DataReportal
(2024), c6 95% ngudi dung mang xa hdi tai Viét
Nam thudc do tudi dugi 40 - nhém khach hang
trong yéu clia nganh F&B.

Tai TP. H6 Chi Minh - ndi ¢6 hon 16.000 cd s&
in udng c6 dinh va gan 15.800 hang quin dudng
phd (S& Du lich Thanh phd H6 Chi Minh, 2023) -

nhu cAu tim ki€m thdng tin d4ng tin cdy tif ngudi
4nh huéng ngay cang trd nén thi€t y&u, nhit 1a
trong bdi cdnh ngudn thdng tin trén mang xi hoi
vlra phong phi vira dé nhi€u loan. Ngudi tiéu
dung ¢6 xu huéng dva vao cdc chia sé trdi nghiém
in udng bing hinh 4nh, video va ddnh gid cdm
nhén tir ngudi 4nh hudng d€ dua ra quyét dinh lya
chon dia diém.

Trong khi céc nghién citu quoc t& da kha phong
phti vé vai trd clia ngudi 4nh hudng trong céc linh
vic nhu my phdm, thdi trang hay du lich thi § Viét
Nam, nghién cfu &ng dung marketing ngudi anh
huéng trong linh vuc 4m thuc, dic biét hudng dén
hanh vi tiéu ding cla th€ hé Y va Z vAn con han
ché&. Nghién cttu ndy dugc thuc hién nhim d4nh gia
tdc dong clia cdc yéu t6 cau thanh nén siic manh
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clia ngudi 4nh hudng doi v6i hanh vi tiéu dung dich
vu dn uong clia th€ hé Y va Z. Qua d6, dé xuit cdc
dinh huéng cho doanh nghiép F&B trong viéc tdi uu
héa chién luge st dung ngudi dnh hudng trong
truyén thong.

2.Ca's6 1y thuyé&t

2.1. Nguvi anh hudng (influencer)

Trong bdi cinh truyén thong mang xa hoi phat
trién manh mé&, dic biét 1a tai Viet Nam, khdi niém
“ngudi dnh hudng” ngay cang dugc md rong va da
dang héa. Nguti dnh hudng khong chi con 1a cdc
ngdi sao, ngudi ndi ti€ng ma con bao gdm nhitng c4
nhén cé kha nang thu hit sy quan tim va tin tudng
clia cong ddng truc tuyén thong qua ndi dung sdng
tao, chan thyc va dinh huéng rd rang. Theo Abidin
(2016), ngudi dnh hudng 1a nhitng cd nhan thudng
xuyén tuong tic véi ngudi theo ddi clia minh thong
qua viéc chia sé trai nghiém cd nhan, phong ciach
song hoic danh gia san phdm, dich vu. Pic biét,
trong linh vyc 4m thuc, cic food blogger, vlogger,
TikToker... déng vai tro ngay cang 16n trong viéc
dinh hinh xu huéng in udng, kham phé cic diém
d&n méi va lan tda trdi nghiém in udng. Nhitng
ngudi nay khong chi s§ hitu lugng 16n ngudi theo
ddi ma con c6 kha ning tao niém tin nhd tinh chan
thyc va gin giii trong cdch truyén tdi thong tin
(Frebergetal.,2011).

Thé& hé Y (sinh tir 1981 d&n 1996) va thé heé Z
(sinh tif nim 1997 d&n nim 2012) 12 2 nhém nhin
khau chinh s dung mang x4 hdi mot cich tich cuc
va thuong xuyén. Theo DataReportal (2024), hon
90% ngudi dung mang xa hdi tai Viét Nam thudc
nhém tudi tir 18-35. Nhém nay khong chi tiéu thu
ndi dung mot cdch chli ddng ma con cé xu hudng tin
tuGng vao ddnh gid tir ngudi dnh hudng hon la
quéng céo truyén thdng (Djafarova & Rushworth,
2017). Piéu nay khién ho tré thAnh nhém muc tiéu
ly tudng cho cdc chi€n dich marketing qua ngudi
anh hudng (influencer marketing).

2.2. Ly thuyét nén

Nghién cttu nay dugc xAy dung trén nén ting
cdc 1y thuy€t truyén thong va hanh vi tiéu ding
nhiim Iy gidi tdc dong clia ngudi 4nh hudng dén y
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dinh lua chon dia di€m in udng clia ngudi tiéu
diing. Trudc hét, thuy&t do tin cdy clia ngudn thong
tin (Source Credibility Theory) do Hovland, Janis
va Kelley (1953) dé xuét cho riing hiéu qua thuyét
phuc ctia mot thong diép phu thudc phan 16n vao
dd tin cdy ctia ngudn phat ngdn. Theo d6, 2 y&u t&
chinh la tinh chuyén mon (expertise) - mic do
nhin thic ring ngudi phdt ngdn cé kién thic
chuyén siu va sy tin tudng (trustworthiness) - cim
nhan ring ngudi phdt ngdn ddng tin cdy va trung
thuc. Sau nay, Ohanian (1990) m§ rong md hinh
st hdp din
(attractiveness), nhin manh ring ngudi phat ngén

ndy véi yéu t6 thi ba Ila

c6 stic hdp din v& ngoai hinh hoic tinh cdch c6 thé
gia ting hiéu qua truyén thong.

Bén canh dic diém c4 nhén, chit lugng thong
tin do ngudi 4nh hudng cung cip ciing déng vai trd
then chot. M6 hinh chdp nhin thdng tin
(Information Adoption Model - IAM) do Sussman
& Siegal (2003) phat trién dua trén thuyét x@ 1y
thong tin (Elaboration Likelihood Model - Petty &
Cacioppo, 1986) cho ring ngudi dung mang xa hoi
s& chip nhan va bi 4nh hudng bdi thong tin khi ho
nhén thdy thong tin d6 ¢6 chit lugng cao va dén tr
ngudn ddng tin ciy. Theo d6, chit lugng thong tin
phan d4nh mifc d chinh xdc, diy dd, hitu ich va dé
hi€u ctia thong diép.

Thuyét st dung va thda min (Uses and
Gratifications Theory - UGT) ctia Katz, Blumler va
Gurevitch (1973) cho ring, ngudi ding phuong tién
truyén thong chi dong Iwa chon nodi dung dé€ thda
min céc nhu cAu c4 nhan nhu thdng tin, gii tri va
k&t ndi xa hoi. Trong bdi cdnh mang xa hoi, gia tri
giai tri do ngudi dnh hudng mang lai chinh 1a mot
trong nhitng y&u t& thic ddy su chi y va gin bé clia
ngudi theo doi.

Khi 4p dung vao bdi cAnh mang xa hdi, dic biét
12 nén tdng nhu TikTok, YouTube hay Instagram,
cdc ndi dung tr ngudi dnh hudng c6 kha nang dnh
huédng manh mé néu vira mang tinh giii tri cao vira
truyén tai dugc thong tin rd rang, diy dd, cip nhat.
Céc nghién citu gan day (Chetioui et al., 2020;
Sokolova & Perez, 2021) déu khéng dinh, ndi dung
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két hop gitta y&u t6 cdm xiic (gidi tri) va yé&u to 1y
tri (thdng tin) ¢6 kha ning tic ddong manh dé€n hanh
vi tiéu diing, dic biét trong cdc quyét dinh mang
tinh trai nghiém nhu in udng.

3. Phuong phap nghién citu

Dua trén cd s§ cdc 1y thuyét nén ting, nghién
ctfu nay dé xudt md hinh nghién cttu v6i nim bién
doc 1ap: su tin tudng, tinh chuyén mon, sy hap din,
chat lugng thong tin va gid tri gidi tri - huéng d&€n do
ludng mitc d6 tic dong d&n bién phu thudc 1a ¥ dinh
Iya chon dia di€ém #n udng cda ngudi tiéu diung.
Theo Ajzen (1991), y dinh hanh vi la yéu 5 du
dodn hanh vi thyc t&€ manh mé nhat. Trong boi cinh
truyén thong xa hoi, y dinh Iya chon ¢ thé chiu anh
hudng bdi cac tin hi€u cdm xtc, nhin thdc va xa hoi
dén tf ndi dung ma ngudi tiéu ding ti€p nhan tir
ngudi dnh hudng (Chetioui et al., 2020; Djafarova
& Rushworth, 2017).

Su tin tudng (Trustworthiness) dugc dinh nghia
la méc dd ngudi tiéu dung cdm nhin ngudi dnh
hudng 1a trung thuc, ddng tin va chia sé thong tin
modt cdch khich quan (Ohanian, 1991). Cic
nghién cttu nhu Freberg et al. (2011), Djafarova &
Rushworth (2017) va Lou & Yuan (2019) déu chi
ra ring ngudi tiéu dung c¢6 xu hudng bi tdc dong
manh hon bdi nhitng ngudi dnh hudng ma ho cdm
nhin la chan thit, khong mang tinh quang cdo qud
16 liéu, dic biét trong cdc nganh mang tinh trdi
nghiém nhv F&B. Sy tin tudng gidp ngudi tiéu
diing gidm thi€u rdi ro cAm nhén va ting kha ning
ti€p nhin thong tin.

HI: Sy tin tudng vao nguoi dnh hudng coé tdc
déng tich cuc dén y dinh lya chon dia diém dn udng.

Tinh chuyén mon (Expertise) dé cip dén mifc
d6 ngudi tiéu ding cAm nhan ngudi dnh hudng cé
hiéu biét sidu sic hoic kinh nghiém thuc t& trong
linh vuc ma ho chia sé. Theo Hovland et al. (1953)
va Ohanian (1990), chuyén mon la y&u t6 then chot
tao ra uy tin ngudn thong tin. Trong bdi cdnh nganh
4m thyc, nhitng ngudi dnh hudng cé ki€n thic vé
huong vi, cach ché& bién, hodc kh3 ning dinh gia
cic y&u t& khong gian - dich vu s& dugc ngudi theo
doi ddnh gid cao hon. Nghién citu clia Sokolova &

Kefi (2020) cho thdy mic d chuyén mon nhin
thitc dudc cia ngudi dnh hudng c6 lién quan truc
ti€p d&€n mitc do tdc dong d&€n hanh vi tiéu dung.

H2: Tinh chuyén mén cia nguoi dnh hudng
c6 tdc dong tich cuc dén ¥ dinh lua chon dia diém
danudng.

Su hap din (Attractiveness) trong nghién citu
nay khong chi dé cip d&n ngoai hinh ma con bao
gdbm phong cdch c4 nhin, khi ning giao ti€p, cach
ké chuyén va sy dong diéu véi ngudi theo doi.
Theo McGuire (1985) va Ohanian (1991), sy hap
din Ia y&u td tAm 1y kich thich cdm xiic tich cuc, tir
d6 nang cao kha ning ti€p nhan thong diép. Nghién
cttu cia Sokolova & Perez (2021) khfmg dinh,
ngudi 4nh hudng c6 phong cdch cd nhan hap din sé
dé tao dudc k&t ndi cdm xtic v6i ngudi tiéu dung.

H3: Su hdp ddn ciia nguoi dnh hudng cé tdac dong
tich cwc dén 'y dinh lya chon dia diém dn udng.

Chat lugng thong tin (Information Quality) la
mitc do thong tin do ngudi 4nh hudng cung cip
dugc ngudi tiéu dung danh gia 1a rd rang, chinh
xdc, day dd va cap nhat. Theo Wang & Strong
(1996), chat lugng thong tin 12 yé&u td nén ting
trong viéc xay dung nhan thifc va hanh vi tiéu dung.
Trong nganh F&B, ngudi tiéu dung cin thong tin
chi ti€t nhu dia chi, mén @n ndi bat, gid ca, thdi gian
hoat dong, chit lugng dich vu... @& hinh dung trai
nghiém trudc khi dua ra quyét dinh.

H4: Chat lugng thong tin do ngudi dnh hudng
cung cdp cé tdc dong tich cuc dén ¥ dinh lya chon
dia diém dn udng.

Gia tri giai tri (Entertainment Value) la mic do
ngudi tiéu dung cdm thdy ndi dung mang lai cAm
gidc vui vé, thu gidn va hiap din. Theo McQuail
(1983), yéu td gidi trf thic ddy sy chd ¥ va ting mic
do tuong tic cua ngudi ti€u dung véi ndi dung
truyén thong. Bianchi & Andrews (2018) cho riing,
cic y&u to gidi tri - nhu video sdng tao, hai hudc
hoic cAu chuyén cudn hiit - gop phan dinh hinh cAm
xtic tich cyc, tir d6 4nh hudng d€n hanh vi.

HS5: Gid tri gidi tri trong ndi dung ciia nguoi dnh
hudng cé tdac dong tich cuc dén ¥ dinh lua chon dia
diém dn uong.
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Nghién cttu ap dung phuong phdp dinh lugng
nhim kiém dinh cidc gid thuyét trong mo hinh
nghién cu. Dit liéu dugc thu thap thdong qua bang
héi tryc tuyén. Céc bi€n trong md hinh nghién citu
dugc do ludng bing thang do Likert 5 diém (1 =
hoan toan khong déng y; 5 = hoan toan dong ).
Mbi bién dugc thiét k& dua trén cdc nghién citu

trudc, v6i sd lugng bién quan sat nhu Bang 1.

va 36-41 tudi (4.4%). Trinh d6 hoc van phan I16n
l1a dai hoc (65.2%), sau dai hoc (26.6%) va con lai
la cac trinh @6 khac.

K&t qua ki€ém dinh d tin cdy cho thdy tit ci cdc
thang do déu dat yéu cAu (Cronbach’s Alpha > 0.7),
hé s& tuong quan bi€n-tdng déu 16n hon 0.3.

Khong c6 muc nao bi loai bd. Thang do c6 thé
dugc stt dung cho c4c bue phén tich ti€p theo.

BAng 1. Téng hgp cdc bién nghién clu trong méd hinh

Bién nghién cliu So bién quan sat Nguén tham khdo chinh
Sutin tudng (TT) 4 Ohanian (1990); Freberg et al. (2011)
Tinh chuyén mén (CM) 4 Ohanian (1990); Sokolova & Kefi (2020)
Su hap dan (HD) 4 Ohanian (1990); Sokolova & Perez (2021)
Chaét lugng thong tin (CL) 4 Wang & Strong (1996); Chetioui et al. (2020)
Gia try giai tri (GT) 4 McQuiail (1983); Bianchi & Andrews (2018)
Y dinh Iya chon (YD) 3 Ajzen (1991); Lou & Yuan (2019)

MAu khdo sit gom 342 ngudi tiéu ding tai TP.
Hb Chi Minh trong d6 tudi tir 18 dén 41, dai dién
cho th&€ hé¢ Y va Z. Phuong phdp chon miu thuin
tién dugc st dung do tinh phi hgp véi doi tugng
nghién cu. Dit liéu dugc x 1y va phin tich bing
phin mém SPSS 26.

4. K&t qua va thdo luan

4.1. Két qué

Trong s6 342 ngudi dudc khdo sit, c6 57.9% la
nit va 42.1% 1a nam. V& do tudi, nhém tir 18-24
tudi chi€m ty 1& cao nhdt (57.3%), ti€p theo la
nhém tir 25-30 tudi (26.6%), 31-35 tudi (11.7%)

BAng 2. Két qué kiém dinh do

tin c@y thang do

Bién Cronbach’s Alpha
T 0.821

CM 0.793

HD 0.858

CL 0.802

GT 0.809

YD 0.837
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EFA dugc thuc hién vd&i phuong phap trich
Principal Axis Factoring va xoay Varimax. K&t qua
kiém dinh:

- KMO = 0.874 (> 0.5) —> thda didu kién thyc
hién EFA.

- Bartlett’s Test sig. = 0.000 — cac bién c6
tuong quan tuyén tinh.

- Téng phuong sai gidi thich = 72.16% (> 50%)
— md hinh dat yéu ciu.

- 6 nhan t6 dugc rit trich ding nhu md hinh 1y
thuy&t dé xuat.

- C4c hé s0 tai nhan t& déu > 0.6, khdng c6 hién
tugng giao thoa.

K&t qua EFA xac nhin tinh don huéng cla tirng
nhan t&, dd diéu kién phan tich ti&p theo.

Ma trin tudng quan Pearson giita cdc bién cho
thay: (Bang 3)

Cic bién doc 1ap déu c6 tuong quan thuin véi
bién phu thudc YD, khong qué cao d€ giy da cong
tuyén (VIF < 1.5 trong hdi quy), ddm bdo diéu kién
phan tich hdi quy.

M5 hinh hoi quy tuyé&n tinh da bi€n giita cic yéu
t6 anh hudng va y dinh lya chon dia diém in udng
cho k&t qua: (Bing 4)
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Bdng 3. K&t qud phén tich tuong quan

Bién YD 1T CM HD CL GT
YD 1 .586** 492+ 678* A54** AT
T 1 A489* 502* 44T .398**
CM 1 463+ A435** .399**
HD 1 A72%* 518**
CL 1 482*
GT 1
Ghi chi: **p < 0.01
BAng 4. K&t qud phan tich héi quy trong truyén thong mang xa hoi. Piéu nay
Bign Hé s6Beta Giatnt Sig. VIF phu hgp v6i cic nghién cdu trudc nhu
HD 0498 1516 000 1407 Sokolova & Perez (/202\1), Sudha &
Sheena (2017), cho thay rang cé tinh va
T 0.208 4.874 000 1370 phong cdch thé hién clia ngudi 4nh hudng
CM 0.139 3423 001 1.234 dong vai trd quyé&t dinh trong hanh vi tiéu
GT 0.136 3.202 .002 1.356 diing ¢6 y&u t6 trdi nghiém nhu 4m thuc.
cL 0.122 2.822 005 1.411 Su tin twdng (B = 0.208) va tinh chuyén

R2=0.653 (Adjusted R2=0.647), kiém dinh F c6
Sig. =0.000, hé s6 Durbin-Watson = 1.866. K&t qua
cho thay khdng c6 tv tuong quan, md hinh phit hgp
thong ké.

Khi kiém dinh su khéc biét giita cic nhém nhan
khau hoc, két qué cho thiy khong c6 su khéc biét
c6 ¥ nghia thong ké gifta nam va nit vé& y dinh lua
chon dia diém an udng (t = 0.956, p = 0.34 > 0.05).
Tuy nhién, c6 su khdc biét c6 ¥ nghia thdng ké gitta
cdc nhém tudi vé y dinh Iya chon (F =3.24, p =
0.022 < 0.05). Phan tich post-hoc Tukey cho thdy
nhém tudi 18-24 c6 mic y dinh cao hon dang ké so
v6i nhém 36-41. Piéu nay phan 4nh th& hé tré (dic
biét Gen Z) bi tic dong manh hon bdi ngudi anh
hudng trén mang xd hoi trong viéc lwa chon dia
diém in udng.

4.2. Thao ludan

K&t qud cho thiy tit cd cdc y&u t& déu co tic
dong tich curc va c6 ¥ nghia thong ké dé&n ¥ dinh lua
chon dia di€m in udng. Sy hap din cia ngudi 4nh
hudng 14 y&u t& manh nhat (B = 0.498), khing dinh
lai vai trd cdm xic, k&t ndi c4 nhan va sy 16i cudn

mon (B = 0.139) déu c6 dnh hudng ding
ké, hd trg cic 1ap ludn ctia Ohanian (1990), Freberg
et al. (2011), va Lou & Yuan (2019), ring ngudi
ti€éu dung c6 xu huéng hanh dong theo ndi dung tr
nhitng ngudi ho cAm thiy déng tin va c6 hi€u biét
thuc su. Piéu ndy cang quan trong trong boi cinh
thong tin trén mang xa hoi c6 thé bi thao ting hoic
khong chinh xéc.

Gid4 tri gidi tri (B = 0.136) va chit lugng thong tin
(B=0.122) tuy c6 tac dong y&u hon, nhung van c6
nghia thong ké va gép phan cling ¢c6 mo hinh 1y
thuy€t. Noi dung gidi tri gitip ting sy ti€p nhan va
gift chan ngudi xem, trong khi thong tin ddy dd 1a
y&u t& nén tang gitip ngudi tiéu ding dua ra quyét
dinh chic chin hon. Céc k&t qud ndy phu hgp véi
md hinh EIM va cdc nghién cttu nhu Bianchi &
Andrews (2018), Chetioui et al. (2020).

5.Kétluan

Nghién cttu da chi ra ring ngudi 4nh hudng trén
mang x4 hodi c6 dnh hudng rd rét dén y dinh lya
chon dia di€m in uéng clia ngudi tiéu diing thé hé
Y va Z tai TP. H5 Chi Minh. 5 y&u t6 dugc kiém
dinh déu c6 tic dong tich cuc va c6 ¥ nghia thong
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ké, trong d6 sy hdp din cé tdc dong manh nhat.
Dua vao két qud nghién cttu, cdc doanh nghiép
F&B cin c6 chién luge cu thé trong viéc khai thic
hiéu qua vai trd clia ngudi anh hudng:

Thit nhét, doanh nghiép nén uu tién hdp tic véi
nhitng nguSi 4nh hudng c6 phong cich c4 nhan hap
din, khd ning giao ti€p ty nhién va tao thién cdm
v6i ngudi theo ddi. Sy hap din khong chi 1a ngoai
hinh ma con 1a tinh c4ch, cich k& chuyén va sy gin
gfli - nhitng y&u t§ gitip ting khd ning lan truyén va
thuy€t phuc.

Thit hai, doanh nghiép can phdi hgp véi ngudi
4nh hudng dé xay dung ndi dung vira mang gid tri
gidi tri vira ddm bdo tinh thong tin. Noi dung nén
dudc dong sidn xudt nhim duy tri sy chin that,
ddng thdi truyén tai rd cdc y&u td then chdt nhu
mén an, gid cd, vi tri, thdi gian hoat dong, phong
cach phuc vu...

Thii ba, viéc lva chon ngudi dnh hudng nén can

TAILIEU THAM KHAO:

nhic d&n mitc do chuyén mon va uy tin. Nhitng
ngudi dnh hudng c6 hidu biét tot vé 4m thuc sé& gitp
doanh nghiép gia ting niém tin noi ngudi tiéu ding,
ddng thdi tao ra sy khac biét trong thi trudng canh
tranh khoc liét.

Cudi cung, doanh nghiép can c6 cd ché do
luong hiéu qud truyén thong tir chi€n dich
marketing ngudi dnh huéng, dya trén cdc chi s&
nhu lugt tuong tic, y dinh dé€n quén, lugt quay lai
hoic miic d6 chuyén di sau khi ti€p xtic ndi dung
tlr ngudi dnh hudng.

Han ché& ctia nghién cttu 1a chi tap trung khéo sat
tai TP. HS Chi Minh, chua xét dén sy khac biét giita
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ABSTRACT:

This study explores the impact of social media influencers on the dining location choice
intentions of Generation Y and Z consumers in Ho Chi Minh City. Grounded in the Source
Credibility Theory, the Information Adoption Model, and the Uses and Gratifications Theory,
the research examines five key influencer attributes: trustworthiness, expertise, attractiveness,
information quality, and entertainment value. Data were collected through an online survey of
342 respondents aged 18 to 41. Regression analysis indicates that all five factors significantly
and positively influence consumers’ intentions to choose dining locations. The findings
contribute to a more nuanced understanding of influencer marketing within the food and
beverage (F&B) industry and provide practical implications for businesses seeking to optimize
influencer-driven communication strategies.

Keywords: influencer, Generation Y, Generation Z, dining location choice intention.
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