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TOM TAT

Trong ky nguyén ky thugt s6, cdc cd nhan cé tam dnh hwéng trén mang
xd hoi (SMls) giik vai tro then chot trong viéc tac dong dén nhan thirc
clia ngudi tiéu ding va thic ddy sw gdn két cia ho véi thuong hiéu.
Nghién ciru nay duwoc thuc hién nham khéam pha tac dong cua cac yeu 1
ngi dung bao gom: chat heong thong tin, chat heong thiét ké va tinh sang
tao dén moi quan hé do xa hoi, dong thoi danh gia anh hieéng ciia moi
quan hé nay doi véi ba khia canh ciia hanh vi ngueoi tiéu ding: tiéu thy,
dong gop va tao ngi dung. Dt liéu nghién cieu dwoc thu thap bang
Pphwong phdp khao sat thugc nghién ciru dinh heong dé kiém tra cdc gia
thuyet da de xuat. Két quda cho thdy moi yéu t6 lién quan dén ngi dung
déu tac dong tich cuc dén moi quan hé Go xa hoi. Pong thoi, méi quan
hé do xd hoi ciing tac dong dang ké dén hanh vi tiéu thy, dong gop va
tao ngi dung ciia nguoi tiéu ding. Nhimg phat hién ndy cung cap co s6
Iy thuyét va thuec tién quan trong cho cdc nha tiép thi va nha sing tqo
néi dung trong viéc xdy dung chién lugc t6i wu nham nang cao sw gdn
két va tirong tdc ciia ngueoi tiéu ding trén méi trieong so.

Tir khéa: Anh,hu’o"‘ng xda hoi, dong chay hai bucc, hanh vi thuong hiéu
tryec tuyén, moi quan hé ao, nguoi anh huong

ABSTRACT

In the digital era, social media influencers (SMls) play a crucial role
in shaping consumer perceptions and enhancing their engagement
with brands. This study explores the impact of content characteristics
factors, including information quality, design quality, and creativity
on parasocial relationships while also assessing the influence of these
relationships on three aspects of consumer behavior: consumption,
contribution, and content creation. Research data was collected
through surveys and quantitative analysis to test the proposed
hypotheses. The findings indicate that all content-related factors
positively affect social virtual relationships. Moreover, social virtual
relationships  significantly — impact consumers'  consumption,
contribution, and content creation behaviors. These findings provide
important theoretical and practical implications for marketers and
content creators in developing optimal strategies to enhance consumer
engagement and interaction in the digital environment.

Keywords: Online brand behavior, parasocial relationships, social
influence, social media influencers, two-step flow theory
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1. GIOI THIEU

Trong ky nguyén sb, mang xa@ hoi khong chi cach
mang hoéa phuong thire giao tlep ma con anh hudéng
manh mé& dén chién Iugc tiép can khach hang cua
doanh nghiép. Tiép thi qua ngudi anh hudng
(influencer marketing) trén cac nén tang nhu
TikTok, Instagram va Facebook da n6i 1én nhu mot
phuong thire hiu qua dé tiép can khach hang, nho
vao viéc tdn dung mdi quan hé ca nhan va sy tin cay
gitta nguoi tiéu dung va nhing nguoi anh hudng
(SMIs). Ngudi tiéu dung ngay nay uu tién ndi dung
chén thyc tir SMIs hon la quang cao truyen thong,
vi ho cam nhén duoc sy gan giii va két ndi manh mé
hon (Edelman Trust Barometer, 2022).

Tinh dén nim 2024, c6 khoang 5,16 ty ngudi
dung mang xa hdi trén toan cau, chlem 59,3% dan
sO thé giéi. Riéng tai Viét Nam, sb luong nguol
dung dat khoang 78 tri¢u, twong duong 78% déan so,
véi 161,6 triéu thué bao di dong, trung binh mSi
ngudi so hiru 1,5 thiét bi. Cac thanh phd 16n nhu: Ha
Noi, TP. Ho Chi Minh va Pa Néng c6 ty 1& sir dung
cao nho mirc @6 d6 thi hoa va ha tﬁng internet phat
trién (We Are Social, 2023). Riéng Pa Ning, dan sd
udc tinh nam 2024 dat khoang 1,2 tri€u nguoi, cho
thy tiém nang 16n cua tiép thi mang xa hoi tai khu
vuc nay.

Mang xa hoi khong chi 1a mot kénh két ndi ma
con gitlr vai tro then chét trong tiép thi truc tuyén,
dac biét trong céc chién dich xay dung thuong hiéu.
KOL va KOC ngay cang anh huéng dén quyét dinh
mua hang ciia nguoi tiéu ding, gop phan thic day
thuong mai dién tu tai Viét Nam. Theo ba Trang
Pham, Channel Partnership Manager tai TikTok
Vietnam, 79% nguoi tiéu dung bi anh huong boi noi
dung khong mang tinh quang cao trén thuong mai
dién tir, chi 21% bi tac dong bdi quang cao. Theo Le
(2024), thi truong Influencer Marketing c6 thé dat
199,06 ty USD vao nam 2032.

Mic du tiép thi qua SMIs mang lai higu qua cao
nhung ngudi tiéu ding co thé bé qua hodc khong
cha y dén ngi dung quang ba néu n6 khong hip dan
hodc khong phu hop véi sé thich ca nhan (Hudders
et al., 2021). Do d6, vai trd cua SMIs khong chi
dirng lai & viéc truyén tai thong tin ma con phai kich
thich sy tham gia cua nguoi tiéu dung thong qua cac
hoat dong truc tuyén lién quan dén thuong hiéu,
thuong dugc goi 1& COBRAs (Schivinski &
Dabrowski, 2016). Bén canh d6, cac két qua nghién
ctru trude ddy cho thiy rang s lwong ngudi theo ddi
ctia SMIs khong phai lic nao ciing 13 yéu t6 quyét
dinh hiéu qua quang ba. Nhitng SMIs c6 lugng
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nguoi theo doi lon d6i khi bi xem 1a mang tinh
thwong mai va thiéu sy gin két v6i nguoi tiéu dung
(Kay et al., 2020; Pittman & Abell, 2021). Trong khi
d6, nghién ctru vé SMIs van con nhiéu khoang trong,
khi phan 16n tap trung vao cac yéu té c4 nhan nhu:
su dang tin cdy, sy thu hat va mc do ndi tiéng cua
ho (Jin et al., 2019). Hién van chua c6 nhiéu nghién
ctru danh gia mot cach hé théng vé vai trd cia ndi
dung do SMIs tao ra trong viéc thiic day hanh vi tiéu
dung. Vi vay, nghién clru ndy mo rong hiéu biét vé
céch cac yéu t6 nhu: chit luong thong tin, thiét ké
ndi dung va tinh sang tao anh hudng dén cac hoat
dong thuong higu truc tuyén ciia ngudi tiéu dung
bao gdm ca hanh vi déng gbp y kién va tao ndi dung
thuong hi¢u (Godey et al., 2016).

Tai Viét Nam, du di c6 nhiéu nghién ctru vé tac
dong cua ndi dung SMls dbi v6i hanh vi tiéu dung
(Nguyen et al., 2022), nhung van con nhimg khoang
tréng dang ké can duoc 1ap day. Cu thé, cac nghién
ctru trude day chua khai thac day du cach thirc ma
ndi dung SMIs c6 thé tac dong dén két ndi tam Iy
gitta nguoi tiéu dung va cac thuong hi¢u, cling nhu
su anh huong cua két nbi nay dén cac hoat dong
thuong hiéu truc tuyén. Mot yéu td quan trong trong
qua trinh nay 12 mdi quan hé ao xa hoi gitta ngudi
tiéu dung va cic ngudi anh huong (SMIs)
(Labrecque, 2014). Mbi quan hé o xd hoi nay
khong chi tao dung mot cam gidc gan giii, tin trong
ma con thiic ddy su gin két cam xuc gitra ngudi tiéu
dung va nhiing nguoi anh hudng, tr d6 anh huong
dén hanh vi tiéu dung va sy tham gia vao céac hoat
dong thuong hiéu (Chung & Cho, 2017). Piéu nay
dan dén cac cau hoi nghién ciru quan trong: (1) Cac
dic diém noi dung ciia SMIs anh hudng nhu thé nao
dén méi quan hé a0 xa hoi cua nguoi tiéu dung? (2)
Mdi quan hé 4o xa hoi dong vai trd trung gian nhu
thé nao trong tac dong cia ndi dung SMIs dén cac
hoat dong thuong hiéu tryc tuyén cua ngudi tidu
dung? Ngoai ra, phan 16n cac nghién ciru hién tai tap
trung vao nén tang Instagram, trong khi TikTok va
Facebook ngay cang dong vai trd quan trong trong
tiép thi SMIs (Shan et al., 2023). Bén canh d6, cac
phuong phap dinh tinh nhu phong van chuyén sau
hay thao ludn nhom chua duoc khai thac day du dé
hiéu rd hon tAm 1y va cam xtc clia ngudi tidu dung
(Bryman, 2016; Malhotra, 2019). Do d6, nghién ctru
nay khong chi bd sung vao khoang trong trong tai
liéu hoc thuat ma con cung cép cac goc nhin thyc
tién giup thuong hi¢u t6i wu chlen lwoc tiép thi SMIs
nhim thace day su tuong tac va gin két thuong higu
trén nén tang tryc tuyen
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2. COSOLY THUYET PHUONG PHAP
NGHIEN CUU
2.1. Co sé 1y thuyét
2.1.1. Thuyét dong chay hai budc va anh huong
xd hoi

Theo Ly thuyét dong chay hai budc ciia Katz and
Lazarsfeld (1955), thong tin tir phuong tién truyén
thong dai ching khong anh huong truc tiép dén cong
ching ma duoc truyén tai qua cac nha lanh dao y
kién (opinion leaders). Trong méi truong s, SMIs
dugc xem nhu nhing nha lanh dao y kién mai, dong
vai trd trung gian gitra thuong hiéu va nguoi tiéu
dung (Casalo et al., 2020). Ho khong chi truyén tai
thong diép ma con tao ra ndi dung sang tao dé xdy
dung mébi quan hé chat ché vai nguoi theo doi (Zhou
etal., 2021b). Nho sy két ndi thuong xuyén voi cong
déng truc tuyén, SMISs ¢6 thé tac dong manh mé dén
nhan thirc va hanh vi tiéu dung ctia nguoi theo doi
ho (Uzunoglu & Kip, 2014).

Trong khi d6, Ly thuyét anh huong xa hoi cia
Cialdini and Goldstein (2004) nhin manh ring
quyét dinh cua nguoi tiéu dung co thé bi tac dong
boi y kién, mem tin va thai d§ cia nguoi khac. SMIs
tro thanh ngudn anh huéng quan trong trong bbi
canh tiép thi hién dai vi ndi dung cua ho khong chi
cung cip thong tin ma con khuyén khich sy twrong
tac va tham gia ctia nguoi tiéu dung vao cac hoat
dong lién quan dén thwong hiéu (Torres et al., 2019).
Khi SMIs tao ra ndi dung cé chét luong vé thong tin,
thiét ké, cong nghé va sy sang tao, ho co thé dinh
hinh thai d¢ va nhan thirc ciia nguoi tiéu dung, tir d6
thic déy su tham gia cua ho vao cac hoat dong
thuong hiéu tryc tuyén (Hudders et al., 2021).

2.1.2. Nguoi anh huong trén mang xd hoi
(Social Media Influencer)

Nhirng nguoi c6 tim anh hudng trén mang xa hoi
(SMIs) 1a nhitng ca nhan hoat dong tich cuc trén cac
nén tang nhu Instagram, TikTok, YouTube,... thu
hut dd6ng ddo nguoi theo doi va c6 kha nang tac dong
dén suy nghi ciing nhu hanh vi cta ho théng qua noi
dung ma ho chia sé. Ho ¢6 thé 1a nhimg nguoi no6i
tiéng, chuyén gia trong mot linh vuc nhat dinh hoac
nhiing ngudi c6 strc anh huong nhd vao luong nguoi
theo doi 16n va mdi quan hé gan gui voi cong dong
ctia minh (DMI, 2018). Mic di mdi té chirc va nha
nghién ciru ¢6 cach tiép can khac nhau trong viée
mo ta SMIs, diém chung thudng nhin manh vao kha
nang két ndi ciia nhitng nguoi nay véi khan gia. Vi
du, cac nghién cuu tép trung vao strc anh huong cua
SMIs trong viéc dinh hinh ¥ kién ctia nguoi theo dai
thong qua su dang tin cdy va chuyén mon cua ho.
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Trong khi do6, cac td chire nhu DMI lai nhin manh
tinh thyc tién cia viéc hop tac véi SMls dé cai thién
mirc do twong tac va xay dung mdi quan hé lau dai
v6i nguoi tiu dung thong qua ndi dung chan thyc.

SMIs khong chi gitp tang cuong nhan dién
thuong hiéu ma con tao ra sy thay ddi trong hanh vi
tiéu dung thong qua nhitng ndi dung ma ho chia sé.
Vai tro cua SMIs trong tiép thi khong chi dimg lai &
viéc truyén tai thong di€p thwong hiéu, ma ho con
tao ra nhimng két ndi su sic hon véi ngudi tiéu dung.
Thong qua sy sang tao, tinh xac thyc va kha nang
tuong tac manh mé, ho gitip thuong hiéu tiép can
khach hang mét cach hiéu qua hon va thuc ddy hanh
vi mua hang

2.1.3. Pdc diém néi dung ciia SMls

Trong bbi canh tiép thi trén mang xa hoi, noi
dung do nhiing ngudi cé danh huong (SMIs) tao ra
dong vai trd quan trong trong viéc thu hiat va dinh
huéng hanh vi ctia nguoi ti€u dung. Cheung et al.
(2022) da d& xuit mot md hinh véi bon yéu to cot
15i trong ndi dung SMI: chat lugng thong tin, chat
luong thiét ké, tinh sang tao va cong nghé. Tuy
nhién, trong nghién ciru nay, yéu t6 cong nghé
khong duge xem x¢ét vi tép trung vao khia canh ni
dung thay vi nén tang ky thuat. Yéu t6 cong nghé
thuong lién quan dén nén tang, cong cuy hd trg san
xuét ndi dung (AI, AR, VR, thuit todn dé xuét,...),
trong khi nghién ctru nay tap trung vao ban than ndi
dung ma SMIs tao ra. Viéc danh gia chit lugng
thong tin, thiét ké va sang tao mang tinh ndi dung
hon la cong ngh¢:

Chat lugng thong tin: Mot s két qua nghién ctru
da nhin manh rang chat lugng thong tin dong vai trd
cdt 15i trong viéc xay dung long tin ctia ngudi tiéu
dung. Khi SMIs cung cip noi dung chinh xéc, hitu
ich va dang tin cdy, khach hang cam thay an tim hon
khi dua ra quyét dinh mua hang (Khan & Siddiqui,
2021). Viéc trinh bay thong tin mot cach rd rang, co
co s gitp ngudi tiéu ding d& dang tiép nhan va tin
tudng vao san pham hon. Do d6, ndi dung ma SMIs
chia sé can dam bao do chinh xac, tinh hitu ich va
dé hiéu.

Chat lugng thiét ké: Cach SMiIs trinh bay ndi
dung thong qua hinh anh, video va cac bai dang
dong vai tro quan trong trong viéc thu hut sy chu y
ctia ngudi dung. Nghién ctru cho thy rang nhiing
ndi dung dugce thiét ké chuyén nghiép va bat mat co
thé gitr chan khan gia lau hon, dong thoi gia ting
murc do tuong tac (Tuten & Solomon, 2017).

Tinh sang tao: SMIs cé thé tao ra su 1ghéc biét
thong qua nhitng y tudng ddc dao, cach ké chuyén
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16i cudn hodc hinh thirc trinh bay sang tao. Viéc dbi
mo&i ndi dung khong chi giap ho ndi bat so voi cac
phuong thirc quang céo truyén théng ma con mang
lai trai nghiém thd vi cho ngudi xem. Diéu nay gitip
thuong hiéu tao 4n twgng manh mé va gin két lau
dai trong tam tri khach hang. Cac nghién cliru da
nhén manh ring sy sang tao trong ndi dung 1a yéu t&
quan trong giip SMIs thu hut sy quan tam ctia nguoi
tiéu dung trong mot moi trudng canh tranh khoc liét
(Hollis & Bhatia, 2019).

2.1.4. Cdc hoat déng lién quan dén thiwong hiéu

truee tuyén ciia nguoi tiéu ding

Céc hoat dong thuong hiéu tryc tuyén lién quan
dén nguoi tidu dung (COBRAs) co thé dugc phan
loai thanh ba mtrc ¢ tham gia khac nhau, phan anh
mirc 46 gan két va cam két ciia nguoi tiéu ding voi
thuong hi¢u. COBRAs (Consumers' Online Brand-
Related Activities) 1a mo hinh do Muntinga et al.
(2011) dé xuét, viéc phan loai cac hanh vi ciia nguoi
tiéu dung d6i v6i thwong hiéu truc tuyén thanh ba
mic do: tiéu thuy (consuming), doéng gop
(contributing) va tao ndi dung (creating). Viéc phan
loai nay dua trén cach nguoi tiéu dung tiép can,
tuong tac va tham gia vao cac hoat dong thuong hiéu
trén nén tang truc tuyén.

Tiéu thu (Consuming): Pay la mirc d tham gia
thap nhat, khi nguoi tiéu dung chi tiép nhan ngi dung
thuong hiéu mét cach thy dong ma khong co su
tuong tic. Cac hanh vi dién hinh bao gom: xem
video quéang cao, doc bai viét hodc theo ddi cac bai
ding trén mang x4 hoi ma khong dé lai phan hoi.
Theo Shao (2009), ngudi tiéu dung ¢ muc d6 nay
chu yéu tim kiém thong tin hodc giai tri ma chwa c6
dong thai tuong tac truc tiép voi thwong hiéu.

DPong gop (Contributing): Mirc d6 nay thé hién
su tham gia chu dong hon, khi nguoi tiéu dung
khéng chi tiép nhan ma con tuong tac véi ndi dung
thuong hi¢u. Ho cé thé like, binh luén, chia sé bai
viét hodc tham gia khao sat ctia thuong hiéu. Theo
nghién ctu cia Heinonen (2011), su twong tac nay
giup nang cao mirc d§ nhan dién thuong hiéu va tao
ra sy lan toa thong tin trong cong dong truc tuyén.

Tao ndi dung (Creating): Day la mirc d¢ tham
gia cao nhét, khi nguoi ti€u dung chu dong sang tao
ndi dung lién quan den thuong hiéu. Ho c6 thé dang
tai hinh anh, video ve san pham viét bai danh gia
hoic tao ndi dung gbc trén cac nén tang tryc tuyén.
Nghién ctru ctia Kaplan and Haenlein (2010) chi ra
rang hanh vi nay thé hién cam két manh mé voi
thuong hi¢u, khi ngudi tiéu dung khong chi bay to
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quan diém ca nhan ma con c6 thé tac dong dén nhan
thirc cua cong dong ve thuong hi¢u d6.

1.1.1.  Gid thuyét va mé hinh nghién ciru

Chat luong thong tin 1a mot yéu t6 quan trong
trong viéc xay dung mdi quan hé ao xa hoi giira
nguoi theo doi va SMIs tai Viét Nam. Khi thong tin
dugc cung cap rd rang, chinh xac va c6 gia tri, ngudi
theo doi cam théy minh duogc tiép can véi kién thire
hiru ich va dang tin cdy. Diu nay tao ra cam giac
gan giii, nhu thé SMIs thuc sy quan tim va dang chia
s¢ nhirng thong tin ma nguoi tiéu dung cén Tai Viét
Nam, nguoi tiéu dung trén nen tang sb thuong tim
kiém cac ndi dung thue tién, gin giii v6i doi sbng va
¢6 thé 4p dung ngay. Nghién ciru ciia Nguyen &
Nguyen (2024) cho thay, nguoi tiéu ding quan tam
hang dau khi mua sam tryc tuyén 1a chét lugng san
pham, gi4 ca va uy tin cta ngudi ban. Do do, cac
Influencer (SMIs) can cung cép thong tin chinh xéac
va dam bao n6i dung phu hop véi ngir canh van hoa
cung nhu ciu cu thé ciia nguoi theo ddi dé ting
cuong sy két ndi va anh huéng. Theo Cheung et al.
(2022) va Tsai & Men (2017), chét luong thong tin
¢6 tac dong manh m& dén sy phat trién cia mdi quan
hé nay, vi ngudi theo ddi thudong cam thiy than thién
va gan giii hon véi nhing SMI thuong xuyén chia
sé noi dung chat lugng cao va phu hop véi so thich
ciia ho. Trong béi canh Viét Nam, ndi dung cta
SMIs thuong tép trung vao cac chu dé nhu: lam dep,
giao duc tai chinh, phat trién ban than va mua sim
thong minh, gitip ho dé dang thu hut va xay dung
long tin véi nguoi theo doi. Bén canh do, DeLone
and McLean (2003) ciing nhan dinh rang thong tin
chat lugng cao khong chi ting sy hai 10ng ciia nguoi
ding ma con khuyén khich ho gin b6 lau dai hon
v6i SMIs, cam giac rang SMIs hiéu va dap tng dugc
nhu cau thong tin ciia ho. Khi ngudi tiéu ding cam
théy ho ¢6 duge kién thue hiru ich tr SMIs, mdi
quan h¢ ao xa hdi phat trién manh m& hon, vi nguoi
theo doi dan c6 cam giac "quen biét" va tin tuong
SMIs. Do d6, gia thuyét H, dugc d& xuat nhu sau:

H;: Chat heong théng tin anh hweéng tich cuc dén
méi quan hé ao xa hoi.

Chat lugng thiét ké giir vai tro then chdt trong
viéc tao 4n tuong ban dau va duy tri sy quan tdm cla
nguoi theo ddi dbi véi noi dung do SMIs chia sé.
Mot noi dung dugc thiét ké chuyén nghiép, tham my
cao v6i b cuc hai hoa va hinh anh sic nét d& dang
gdy 4n tugng tot va khién nguoi theo ddi cam nhan
rang SMIs c6 sy d4u tu va quan tim dén trai nghiém
cua ho. Theo nghién clru trong nudc, nguoi ti€u
dung Viét Nam c6 xu huéng danh gia cao nhiing ndi
dung c6 chat lugng thiét ké cao, thé hién qua sy phd
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bién cua cac nén tang nhu TikTok, Facebook va
Instagram, noi hinh anh va video sang tao 1a yéu t6
thu hut nguoi theo doi (Nguyen et al., 2024). Diéu
nay tuong dong véi nghién ciru ciia Cheung et al.
(2022), khi chi ra rang chit luong thiét ké khong chi
lam ndi bat ndi dung ma con khién nguoi theo doi
cam thay rang SMls c6 dam mé va chan thanh trong
viéc chia sé. Trong bdi canh Viét Nam, cac SMIs
thudng tan dung hinh anh chinh stra chuyén nghiép,
video ngén sang tao dé tdi wu kha niang tiép can va
gan két voi ngudi theo doi, diéu nay co thé gop phan
vao sy phat trién ctia mdi quan hé ao xa hoi. Ngoai
ra, cac nghién ctru trudc day da chi ra rang chét
luong thiét ké truc quan, bd cuc hop 1y va hinh anh
séc nét co tac dong tich cyuc dén muc do hai long cua
ngudi tiéu dung cling nhu sy tin twong dbi voi
thuong hi€u hoac ngudi sang tao ndi dung. Trong
bbi canh trang web thuong mai dién tir, Cyr et al.
(2009) khang dinh ring yéu té thiét ké tryc quan
khong chi nang cao trai nghiém ngudi dung ma con
dong vai tro quan trong trong viéc dy doan muc do
hai long va long trung thanh, thong qua cam giac tin
cay va su thodi mai trong qua trinh st dung, gia
thuyét Ha duoc d& xuat nhu sau:

H,: Chdt lwong thiét ké anh hwong tich cue dén
quan hé do xd hoi.

Su sang tao 1a yéu to gitip SMISs ndi bat vataora
su khéc biét trong v6 s6 ndi dung trén cc nén tang
mang x4 hi. Khi SMIs c¢6 kha nidng sang tao doc
dao trong viéc trinh bay ndi dung, nguoi theo doi
cam thiy thich thu va to mo vé nhiing gi dugc chia
sé tiép theo, tir d6 hinh thanh mot sy két ndi manh
mé& hon. Pic biét, trong bbi canh ngudi tiéu dung
Viét Nam tiép can ndi dung mang xa héi véi cudng
d6 cao va uu tién nhitng ndi dung sang tao, hai hudce
hodc mang tinh cd nhan hoa, vai tro cua sy sang tao
cang tré nén quan trong trong viéc thu hut va duy tri
su gan két. Theo béo co cua DoubleVerify (2024),
59% nguoi ti€u dung Viét Nam tin tudng vao mang
xa hoi dé nghién ctru thong tin san pham trude khi
mua hang. Su sang tao dong vai tro then chét trong
viéc dinh hinh thai do tich cuc cua nguoi tiéu dung
dbi vai n6i dung ma ho t1ep nhan, ddng thoi thiic day
mong mubn thiét 1ap mdi quan hé lau dai véi ngudi
sang tao ndi dung (Lee & Hong, 2016; Hu et al.,
2020). Tai Viét Nam, cac Influencer (SMIs) thuong
sang tao ndi dung giai tri nhu vlog va video ngan
trén TikTok, Facebook Reels, két hop yeu to van
hoa va doi séng hang ngay dé tao su két nbi gan giii
v6i nguoi theo ddi (Luong & Ho, 2023). Nhiéu
nghién ciru da chi ra ring ngudi tiéu ding co xu
hudng tim kiém sy két ndi xa hoi théng qua viée xdy
dung mbi quan hé voi nhitng c4 nhan ma ho cam
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théy tht vi, hai hudc hodc cé phong cach doc dao
(Zhu & Chen, 2015; Ki et al., 2020; Cheung et al.,
2022). Pic biét, nhiing ngudi tiéu dung quan tam
dén su d6i méi va giai tri thuong bi thu hit boi cac
SMlIs co6 kha nang sang tao, vi ho xem day khong
chi 1a nhitng nha sang tao ndi dung ma con 1a nhiing
ngudi ban ddng hanh c6 cing sé thich va tu duy méi
mé (Tafesse & Wood, 2021). Nhiing ndi dung mang
tinh dot phé, bat ngd va c6 chidu sau khong chi giup
nguoi tiéu dung himg tha hon ma con khuyén khich
ho tuong tac nhiéu hon, tir 6 1am gia tang sy gan
két voi SMIs (Kapitan & Silvera, 2016; Casalo et
al., 2020; Vrontis et al., 2021). Khi ndi dung mang
lai trdi nghi€ém ddc ddo, nguoi tiéu dung c6 xu
huéng danh nhiéu nd luc hon dé tiép can, suy ngdm
va chia sé ¥ tréng v6i ngudi sang tao, gop phin tao
nén mot cong ddng twong tdc manh mé (Casald et
al., 2020). Két qua nghién ciru cua Sternberg (1999)
cling dé cap ring sang tao khong chi tao ra sirc hat
ban dau ma con gitp duy tri sy gin két Ve lau dai, vi
ngudi tiéu ding c6 cam giac ho dang tiép can mot
SMIs déc biét va khac biét so voi nhitng nguoi khac.
Noi dung sang tao khién nguoi theo ddi khong cam
thiy nham chéan va tao ra mong mudn tiép tuc theo
ddi, tir d6 gitp mdi quan hé ao xa hoi gitta SMls va
ngudi theo ddi tré nén bén vimg. Tir do, trong boi
canh SMIs Viét Nam ngay cang phai ¢ d6i méi dé duy
tri stc hut, gia thuyét H; duge dé xut nhu sau:

H;: S sang tao anh huong tich cue dén moi
quan hé ao xa hoi.

Méi quan hé a0 xa hoi véi SMIs thuong khién
ngudi tidu dung sin long thuce hién cac hanh vi tiéu
dung theo goi y cia SMIs. Khi ngudi tiéu dung cé
mdi quan hé 4o xa hoi, ho ¢6 xu hudng tin tudng vao
céc san pham ma SMIs gi6i thiéu, cam giac nhu
nhan duoc 10i khuyén tir mot ngudi ban. Két qua
nghién ctru cua Freberg et al. (2011) dé chi ra rang
sy tin tudng va moi quan hé gan bo gip SMIs co
kha ning anh huong manh mé& dén quyét dinh tiéu
dung cua nguoi theo doi. Chung & Cho (2017) ciing
nhin manh ring mdi quan hé nay lam ting kha ning
ngudi tiéu dung tin tudng vao cac san phém ma
SMIs quang ba, tir 6 tang kha nang ho mua sdm cac
san pham nay dé trai nghiém va ung ho SMIs. Tai
Viét Nam, nguoi ti€u dung tré danh trung binh 2 gio
25 phiit mdi ngay trén mang xa hoi (We Are Social,
2024) va c¢6 xu hudng két ndi voi SMIs qua vlog,
livestream, review san phdm chéan thuc (Decision
Lab, 2024). SMIs khong chi quang ba san pham ma
con chia sé cudc sdng, tuong tac truc tiép, tao su gin
két va tin twdng (Statista, 2023), tir d6 thuc ddy hanh
vi tiéu dung dua trén cam gidc than thudc (Nguyen
et al, 2022). Tir d6, gia thuyét Hy duoc dé xuat.
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Hy: Méi quan hé do xa hgi anh huong tich cuc
den hanh vi tiéu thu

Mdi quan hé ao xa hoi con khuyén khich nguoi
tiéu dung thuc hién cac hanh vi déng gop nhu chia
s¢ hodc binh luan vé cac san pham ma SMIs gidi
thiéu. Khi nguoi tiéu dung cam thdy gin b6 véi
SMIs, ho ¢6 xu huéng mudn ting ho va lan toa thong
diép cua SMIs, thong qua viéc chia sé bai dang hoac
thé hién su déng tinh trong cac cudc thdo luan.
Labrecque (2014) cho thdy ring nguoi tiéu dung
thuong sin 1ong chia sé noi dung cia SMIs ma ho
yéu thich nhur mot cach thé hién sy ung hd. Zhu &
Chen (2015) va Cheung et al. (2022) ciing chi ra
rang khi ngudi tiéu dung c6 mdi ‘quan h¢ ao xa hoi
v6i SMIs, ho cam thdy mot sy két ndi ma théi thic
ho hanh dong dé ung ho SMIs va thuong hiéu ma
SMIs dai dién. Theo bao cao Digital nam 2022 cua
We Are Social va Hootsuite, nguoi ti€u dung Viét
Nam ¢ mirc do tiép can cao vdi cac nén tang mang
x4 hoi va ho uu tién cac ndi dung sang tao, hai hudc,
va ¢4 nhan hoa. Nhitng yéu t6 nay gitip tao ra su két
ndi manh mé giita SMIs va ngudi theo dai (We Are
Social & Hootsuite, 2022). Do d6, gia thuyét Hs
duoc dé xuit nhu sau:

Hs: Mdi quan hé do xd hgi anh huong tich cuc
dén hanh vi déng goép
Méi quan hé a0 xi hoi voi SMIs ciing khién
nguoi tiéu dung tu tao ra cac ndi dung lién quan dén
thuong hiéu hodc san pham ma SMIs dé xuat. Ngudi
tiéu dung cam thay mong mudn déng gop va tham
gia vao cau chuyén ma SMIs chia s¢, tir d6 thiic day
ho tao ra ndi dung ca nhan, nhu hinh anh hoac bai
viét c6 lién quan. Nhimng nguoi tiéu ding phat trién
mdi quan hé o véi SMIs thuong xem cac bai quang
ba nhu mot 101 goi ¥ tir ban bé va cé xu hudng cao
hon trong viéc mua sam ciing nhu giéi thiéu thuong
hiéu dugc quang ba dén nguoi khic (Labrecque,
2014; Vazquez et al., 2020); Cheung et al., 2022).
Pic biét tai Viét Nam, noi van hoa chia sé va két ndi
mang xa hoi manh mé¢, sy gén b6 v6i SMIs c6 thé
khuyén khich ngudi tiéu ding tham gia tich cuc hon
vao cac hoat dong lién quan dén thuong hiéu, ching
han nhu: doc, thich, chia sé va binh luan vé cac bai
dang cua thuong hiéu dugc quang ba (Casalo et al.,
2020; Dolan et al., 2019). Alhabash & McAlister
(2015) ciing nhén manh rang nhiing nguoi tiéu ding
cam thdy mbi quan hé 4o véi SMIs thuong chii dong
tao ra ndi dung phan anh phong céch va gia tri ma
SMIs truyén tai. Viéc tao ra ndi dung nay khong chi
gitip SMIs gia ting tim anh hudng ma con gitp
ngudi tiéu dung thé hién su lién két ctia minh voi
thuong hiéu va SMIs, tir d6 xay dung mot cong ddng
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nguoi tiéu dung cung s¢ thich. Do do, gia thuyét He
duoc dé xuat nhu sau:

) Hs: Moi quan hé dao xd hgi anh huong tich cuc
dén hanh vi tgo ngi dung

Vai tro trung gian ciia mdi quan hé o xi hoi
(PSR)

Chat lugng thong tin (IQ) ciia ndi dung tir nhitng
ngudi anh huong trén mang xa hoi (SMls) co kha
nang néng cao do tin cy, uy tin va giam thiéu nd
luc tim kiém thong tin ciia ngudi tiéu diung (Cheung
et al., 2020). Khi noi dung ctia SMls cung cép thong
tin hiru ich, cap nhat va co gia tri, nguoi ti€u dung
¢6 xu huéng phat trién moi quan hé a0 xa hoi (PSR)
v6i cac SMIs, tao ra su két ndi gan gu1 va tin tudng
(Ki et al., 2020; Bitrian et al., 2021). Mdi quan hé do
nay c6 thé khoi goi cac hanh vi thwong hiéu truc
tuyén nhu tiéu thu, déng gop va sang tao ndi dung
(Cheung et al., 2021a). Gia thuyét Hy dugc dé xuat:

Hia: Méi quan hé do xa héi dong vai tro trung
gian trong moi quan hé giita chat lwong thong tin va
hanh vi tiéu thu.

Hip: Moi quan hé do xd hi dong vai tro trung
gian trong moi quan hé giita chat lwong thong tin va
hanh vi dong gop

Hye: Moi quan hé do xd héi dong vai tro trung
gian trong moi quan hé gitta chat lwong thong tin va
hanh vi sang tgo noi dung

Chat lugng thiét ké ctia cac bai ding SMIs c6 thé
tao ra trai nghiém tham my tich cyc, cai thién sy hap
dan va ting cuong su gin két ciia nguoi tiéu ding
v6inodi dung (Casalo et al., 2020; Faisal et al., 2020).
Khi nguoi tiéu ding cam thay hai long véi thiét ké
ndi dung, ho ¢6 xu hudng phat trién moi quan hé ao
x4 hoi voi SMIs, dan dén viée tuong tac tich cuc hon
v6i thuong hi€u ma SMIs dai dién (Sokolova &
Kefi, 2020). Gia thuyét Hg dwoc dé xuat:

Hsa: M6i quan hé do xa héi dong vai tro trung
gian trong moi quan hé giita chat lwong thiét ké va
hanh vi tiéu thu.

Hgy: M6i quan hé do xa héi dong vai tro trung
gian trong moi quan hé giita chat lwong thiét ké va
hanh vi dong gop

Hse: Moi quan hé do xa héi dong vai tro trung
gian trong moi quan hé giita chat lwong thiét ké va
hanh vi sang tao ngi dung

Noi dung sang tao, méi mé va doc dao tir SMIs

c6 kha nang thu hit sy cht y, tao cam giac tha vi va
lam gia ting mong muodn gan bo cliia nguoi tiéu dung
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voi SMIs (Kapitan & Silvera, 2016; Vrontis et al.,
2021). Khi ndi dung sang tao phu hop vdi su mong
doi va trai nghiém cta nguoi tiéu dung, ho c6 xu
huéng xdy dung mdi quan hé 4o xi hoi manh mé
hon, tir d6 thic ddy cac hanh vi thwong hiéu tryc
tuyén tich cuc (Casalé et al., 2020). Gia thuyét Ho
duoc dé xuit:

Hoa: M6i quan hé do xd hdi doéng vai tro trung
gian trong moi quan hé giita sy sang tao va hanh vi
tiéu thu.

Hop: M6i quan hé do xd hdi déng vai tro trung
gian trong moi quan hé giita sy sang tao va hanh vi
dong gop

Hoe: Moi quan hé do xd héi dong vai tro trung
gian trong moi quan hé giita sy sang tao va hanh vi
sang tao noi dung

Mo hinh nghién ctru duge dé xuét nhu Hinh 1.

Chét luong i th
théng tin (1Q) Tiéu thu (CS)
Chit luong Mbi quan hé do o
thigt ké (DQ) ¥ hi (PSR) Déng gop (CB W
Sang tao (CT)

Hinh 1. Mé hinh nghién ciru dé xuit

Mo hinh nghién clru dugc xay dung dua trén ly
thuyét vé& mdi quan hé ao xd hoi (Parasocial
Relationship - PSR) cua Horton and Wohl (1956)
cung tac dong cta ndi dung truyén thong dén hanh
vi truc tuyén cta nguoi tiéu dung. So véi md hinh
cia Cheung et al. (2022), nghién ctru nay co diéu
chinh quan trong nham pht hop vei bbi canh va muc
tiéu nghién ctru. Thi nhét, bién trung gian "sy dong
nhit mong mudn" (Wishful Identification) dugc loai
b6 trong nghién ctru. Trong mé hinh gdc, bién nay
phan dnh mong mudn ciia nguoi dung tro nén giéng
véi nguoi tao ndi dung. Tuy nhién, cac nghién ciru
trude (Horton& Wohl, 1956; Labrecque, 2014) cho
thdy PSR c6 thé tac dong truc tiép dén hanh vi tiéu
dung va tuong tac truc tuyén ma khong can sy dong
nhat mong mudn. Theo Chung and Cho (2017) va
Tukachinsky et al. (2019), PSR giip nguoi dung
cam thay gan két voi nguoi anh huong, tir d6 thuc
day ho tham gia cac hoat dong nhu tiéu thu ndi dung,
dong gop v kién va tao noi dung lién quan dén
thwong hiéu. Thir hai, bién "Chit luong cong nghé"
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(Technology Quality) ciing duoc loai bo. Trong boi
canh truyén thong mang xi hoi, nghién ciru nay
dugc thuc hién nham tap trung vao chit luong noi
dung, bao gom thong tin, thiét ké va tinh sang tao,
thay vi yéu t6 cong nghé. Theo De Vries et al. (2012)
va Lou and Yuan (2019), ndi dung sang tao va thiét
ké tryc quan c6 anh huéng manh dén mirc do twong
tac cia nguoi dung hon so v6i chat lugng cong nghé.
Do d6, PSR 1a yéu t6 quan trong nhat trong viéc thiic
day hanh vi tiéu dung trén nén tang mang xa hoi
dugc nhan manh trong nghién ctru.
2.2. Phuong phap nghién ctru

Dé kham phé cac dic diém ndi dung cua nhimng
ngudi c6 anh hudng trén mang xa hdi trong cac hoat
dong lién quan dén thuong hiéu tryc tuyén cia
ngudi tiéu dung, nghién ctru nay duoc thuc hién theo
hai giai doan: nghién ctru dinh tinh va nghién cuu
dinh luong. Trong d6, nghién ctru dinh tinh dong vai
tro nén tang, giup xac dinh cac yéu tb quan trong anh
huéng dén mdi quan hé gitta ngudi anh huong va
nguoi tiéu dung, tor @6 hinh thanh mé hinh nghién
cuu so bd cho budc dinh lugng.

Phuong phap nghién ctu dinh tinh dugc thuc
hién bang cach phong van chuyén sau két hop vai
phan tich ndi dung. Pau tién, hai nhom dbi twong
duoc tién hanh phong vén chuyén sau: (1) 02 nguoi
trong linh vuc marketing ky thuét sb, truyén thong
thuong hiéu va nhiing nguoi c6 kinh nghiém lam
viéc voi influencers, bao gom giam dbc marketing,
chuyén gia truyén thong va quan 1y chién dich
influencer marketing; (2) 05 nguoi tiéu dung c6 thoi
quen theo doi va tuong tac vai influencers trén cac
nén tang mang xi hoi nhu Facebook, Instagram,
YouTube va TikTok, trong d6 c6 su can bang giira
gi6i tinh, d6 tudi va mic do tuong tic voi
influencers. Cac cudc phong van tép trung vao cach
nguoi ti€u dung danh gid ndi dung tir influencers,
mirc d6 tin tuong dbi véi thong diép thwong hiéu,
cling nhu hanh vi twong tac ctia ho. Viéc lua chon
chuyén gia va nguoi tiéu dung dugc thuc hién theo
phuong phap chon mau c¢é chu dich nham dam bao
thu thap dwoc quan diém da chiéu vé noi dung cia
nhitng nguoi c6 anh huong trén mang xa hoi. Bén
canh d6, phuong phap phan tich néi dung dé thu
thap va danh gia 50 bai dang cua influencers trong
cac linh vuc phd bién nhu thoi trang, 1am dep, cong
nghé, thuc pham va du lich ciing dwoc sir dung. Cac
bai ddng dugc phén tich dya trén ba khia canh chinh:
(1) chét lugng thong tin, (2) chat luong thiét ké va
(3) su sang tao trong cach truyén tai ndi dung. Pong
thoi, muc d6 tuong tac ciia nguoi tiéu dung voi cac
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bai dang nay cting duoc ghi nhan théng qua s6 luot
thich, binh ludn, chia sé va phan hoi tryc tiép.

Két qua nghién ciru dinh tinh da xac dinh dugc
ba yéu t6 ndi dung chinh ciia influencers (chat luong
thong tin, chat lugng thiét ké va sy sang tao) co tac
dong dén mbi quan hé ao xa hoi giita influencers va
ngudi tiéu ding. Mdi quan hé nay sau d6 anh hudng
dén ba hanh vi chinh ctia ngudi tiéu dung, bao gom:
tiéu thu ndi dung, dong gdp vao ndi dung va tao ndi
dung méi lién quan dén thuong hi¢u. Nhiing két qua
nay da dugc sir dung dé xdy dung mo hinh nghién
ctru so bd, 1am nén tang cho giai doan nghién ctru
dinh lugng nham kiém dinh cac gia thuyét va do
ludong mirc d tac dong cua timg yéu tb.

Phuong phéap khao sat tryc tuyén dugc st dung
trong nghién ctru dinh lugng. Bang cau hoi dugce
thiét ké trén Google Form dua trén thang do dugc
tiép can tir cac nghién ctru trude. Khao sat duge thuc
hién trong 4 tuan, tir ngay 29/12/2024 dén ngay
25/1/2025, thong qua cac kénh Zalo, Messenger va
email. Pdi tuong khao sat 1a 550 nguoi dung mang
xa hoi tai thanh pho Pa Nang. Viéc gi6i han pham
vi khao sat & Da Néng gitp tap trung vao dic diém
hanh vi str dung mang xa héi cta cu dan tai khu vuc
nay, tir 46 ting tinh nhat quan va phu hop véi muc
tiéu nghién ciru. Pdi tugng khao sat duge chia thanh
ba nhom: nhom tir 18 dén 25 tudi (chiém 60%, trong
g v6i 330 ngudi), nhoém tir 26 dén 32 tudi (chiém
30%, twong (mg v&i 165 ngudi) va nhom tir 33 dén
40 tudi (chiém 10%, twong tmg v&i 55 ngudi). Viée
phan chia ba nhom tudi tir 18 dén 25, 26 dén 32 va
33 dén 40 dya trén su khac biét vé hanh vi sir dung
mang xa hoi va muc dg tuong tdc vdi SMIs. Theo
Q&Me (2025), trong bio cio Cudc song sé ciia
nguoi Viét Nam, 51% ngudi tir 18 dén 29 tudi danh
hon 3 gid mdi ngdy cho mang xa hoi. Trong khi do,
nhém tir 26 dén 32 tudi c6 mic d6 tham gia 6n dinh
nhung giam dan theo d6 tudi, chu yéu tim kiém
thong tin va tham gia cong ddng truc tuyén. Nhom
tir 33 dén 40 tudi it sir dung mang xa hoi hon va chi
yéu trén Facebook, LinkedIn v&i myc dich chuyén
nghiép (Rentracks, 2024). Phan nhém nay ciing dua
trén thuyét vong doi, gitip 1am r6 sy khac biét trong
hanh vi tiéu dung va muc d¢ twong tac voi SMls.
Phuong phap 1ay mau quota theo nhom tudi thude
phuong phap lay méu phi x4c suat dugc ap dung vi
¢6 thé dam bao dai dién cho cac nhom d6 tudi khac
nhau va gitup nghién ctru phan anh chinh xac thoi
quen st dung mang xa hdi ciia cac nhém nguoi tiéu
dung. Phuong phap nay c6 uu diém tiét kiém thoi
gian va chi phi, ddng thoi d& dang thyuc hién trong
bbi canh nghién ciru (Fielding et al., 2012). Tong
cong 541 phan hdi di duoc thu thap, sau khi loai bo
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nhitng phan hdi khong hop 18, con lai 527 phiéu hop
1¢ duoc dua vao phan tich. Dya trén cac nghién ctru
trudc day cua (Hair et al., 2010, 2014), c& mau nay
dugc xem la phu hop véi nghién cuu, vi tap dit licu
can c6 it nhat gip muoi 1an s lugng muyc khao sat
(Kline, 1998; Hair et al., 2014). Phan tich nay bao
gdm 23 bién quan sat nén ¢ mau 230 Ia can thiét &
mirc tdi thiéu.

Dé danh gia mic do phu hop cia mé hinh va
kiém dinh cac gia thuyet nghién ctru ban dau,
phuong phap mé hinh cau tric tuyen tinh dya trén
binh phuong tbi th1eu ting phan (PLS-SEM), véi su
hd trg ctia phan mém Smart-PLS 3 dugc 4p dung
trong nghién ctru. Phuong phap PLS-SEM dugc lua
chon do phu hop véi muc tiéu kham pha tac dong
ctia n6i dung SMIs dén mdi quan hé 4o xa hoi va
hanh vi thuong hiéu truc tuyén. Phuong phap nay
cho phép phén tich mé hinh phirc tap c6 bién trung
gian, khong yéu cau di liéu phan phdi chuan va hoat
dong t6t vGi ¢& mau vira phai. Pong thoi, PLS-SEM
t6i ru hoa kha nang du bao, giup danh gia chinh xac
tac dong cua cac ycu t6 noi dung dén hanh vi nguoi
tiéu dung trén nén tang s0.

3. KET QUA VA THAO LUAN
3.1. Kétqua
3.1.1. Thong ké mé ta

S6 lwong phiéu khao sat co phan hdi 1a 541, sau
khi thuc hién loai bo 1 s6 phiéu khong hop 16 thi con
lai 527 phiéu dua vao phan tich dit liéu. Trong sb
nay c6 261 ngudi (49,5%) st dung Tiktok, tiép dén
lan luot 1a Zalo 140 (26,6%), Facebook 96 ngudi
(18,2%), Instagram 22 (4,2%) va Youtube 8 (1,5%).
Thoi gian sir dung mang xa hoi nhiéu nhit 13 3-5h
voi 305 nguoi (57.9%), theo sau d6 1a trén 5h 124
nguoi (23,5%), 1-3h 1a 76 nguoi (14,4%) va dudi 1h
1422 (4,2%). Ly do sir dung mang xa hoi chu yéu la
giai tri 189 (35,9%), xem tin tic 183 (34,7%), cap
nhat xu hudng 100 (19%), hoc tap 42 (8%) va khac
13 (2,5%). Yéu t6 quyét dinh theo ddi ngudi anh
huong 1a tinh cach 201 (38,1%), ndi dung do ho tao
ra 195 (37%), ngoai hinh 64 (12,1%), phong cach
song 61 (11,6%), khac 5 (0,9%) va kién thirc 1
(0,2%).

3.1.2. Danh gia mé hinh do luong

Chat luong cua cac bién quan sat dugc danh gia
thong qua hé sb tai ngoal (outer loadmg) phan anh
mirc d¢ lién két giita bién quan sat va b1en tiém an.
Theo Hair et al. (2016), hé s tai ngoai can dat tir
0,708 tr& 1én dé dam bao chat luong cuia bién quan
sat. Két qua duoc thé hién ¢ Bang 1 cho thiy tat ca
céc bién quan sat déu c6 hé s tai ngoai 16n hon 0,7
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chung t6 chung dat yéu cau vé chat lugng va khong
¢6 bién nao bi loai. Do d0, co thé két ludn rang cac
bién quan sat va bién tiém an c¢6 moi lién két chat
ché voi nhau.

*Kiém tra d¢ tin ciy va tinh hi tu ciia thang
do

Danh gia do tin cdy thang do trén qua hai chi s6
chinh 1a Cronbach's Alpha va Composite
Reliability. Theo céc tac gia ngudng 0,7 la mirc phu
hop cua chi s6 CR (Henseler & Sarstedt, 2013) va
Cronbach's Alpha (DeVellis, 2012). Theo két qua
dugc trinh bay & Bang 2 cho thiy, hé s6 CR va
Cronbach’s Alpha ciia cac bién déu > 0,7 cho thay
thang do c6 d¢ tin cay.

Dé danh gia tinh hoi tu trén SMARTPLS thi chi
s6 AVE duoc st dung. Theo Hair et al. (2016) cho

Bang 1. Cac chi s6 danh giA mé hinh do lwong
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réng mot thang do dat gia tri hdi tu néu AVE dat tur
0,5 tré 1én. Mirc 0,5 (50%) nay mang ¥ nghia bién
tiém 4n trung binh giai thich duoc tdi thiéu 50% bién
thién cta timg bién quan sat con. Két qua & Bang 1
thé hién cac thang do déu dat gia tri hoi ty voi chi
sOAVE >0,5. Vay cac bién tiém an déu giai thich
dugc tbi thiéu 50% bién thién ctia timg bién quan sat
con.

*Panh gia tinh phan biét

Gié tri phan biét cho théy tinh khac biét cia mot
chu trac khi so sanh véi cac cdu triic khac trong mo
hinh. Henseler et al. (2015) da st dung cac nghién
ctru mo phong dé chig minh rang gia tri phan biét
dugc danh gia boi chi s6 HTMT. Theo Hair et al.
(2016), gia tri HTMT < 0,9.

Hé s6 Cranach’s

Bién nghién X .
cirn Bién quan sat tai Alpha CR AVE
Noi dung cua bai dang SMIs d& hiéu 0,899
CL thong tin Noi dung cta bai dang SMIs mdéi la 0,928 0,911 0,944 0,849
Ban nhin thiy ban than trong bai ding 0,936
Thiét ké bai viét dugc chia s¢ boi SMI dugc t6 chirc tot. 0,800
Noi dung cua bai viét nhu van ban, dd hoa va am thanh déu
X £ 2, A 0,913
Chat lugng . duoc thong nhat tot. ) 0.899 093 0.769
thiet k¢  No&i dung video, d6 hoa, 4&m thanh dugc ghép hop ly theo cau ’ ’ ’
I T 0,908
truc bai viét chia sé bdi SMI
Am thanh ctia SMI ding trong ndi dung tbt 0,881
Noi dung cua SMI 14 duy nhat 0,866
, Noi dung ciia SMI chia sé 1a méi la 0,860
Séng tao Noi dung duge chia sé boi SMI rét hip din 0782 0854 0,899 0,69
No&i dung dugc SMI chia sé tao sy ngac nhién 0,813
Méi quan hé y 'T(‘)i. Enu(‘)n SMINS tr(:r thfi{lh balrl'bé gﬁa m‘inh . 0,924
40 x3 hoi T6i1 doi Chlgu suy nghlarcua mlph voi nhitng gi SMIS noi 0,947 0,927 0,964 0,869
; SMIs khién t6i cam thay thodi mai nhu mét ngudi ban 0,932
Tbi doc nhitng bai viét cua Thuong hiéu dwoc SMIs cong 0.960
nhan ’
Tiéu thy Toi xem nhiing video ciia Thuong hiéu duwgc SMIs cong nhan 0,937 0,949 0,954 0,873
T6i xem nhitng hinh anh cua Thuong hi€u dugc SMIs cong 0.967
nhin ’
To6i “thich” cac bai dang cua thuong hi¢u dugc chung thuc
. 0,894
baoi SMI
Pong gop T6i binh luan cac bai déngb((:;”;asﬁiong hiéu dugc ching thuc 0.916 0.844 0,903 0,757
Toi chia sé cac bai dang cua thuong hi¢u dugc chung thuc boi
SMI 0,796
Tao ndi Toi viét bai vé cac Thuong hiéu duge SMIs cong nhan 0,918
c.iung- Toi dang anh Vé‘Cé.C Thuong hiéu dugc SMIs cong nhan 0,935 0,925 0,952 0,869
T6i dang videové cac Thuong hiéu dugc SMIs cong nhan 0,944
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Chi s6 HTMT duogc sir dung dé kiém tra tinh
phan biét giita cac bién tiém an trong mo hinh.
Ngudng tham chiéu thong thuong 14 HTMT < 0,90
hodc < 0,85. Két qua tir Bang 2 cho thdy: Céac cap
bién déu co gia tri HTMT duéi ngudng 0,85, ching
to tinh phan biét tot. Tir d6 cho thiy rang cac thang
do duoc str dung trong md hinh phan anh dung cac
khai niém khac biét va khong co hién tuong chong
chéo giita cac bién tiém an.

Bang 2. Gia tri HTMT ciia cac bién nghién ciru

CB CC CS CT DQ IQ
CB 0,870

CC 0,673 0932

CS 0,624 0,568 0,954

CT 0,774 0499 0,727 0,831

DQ 0567 0,531 0,77 0,685 0,877

IQ 0488 0,786 0,637 0,604 0,648 0,921

3.1.3. Danh gia y nghia quan hé tac dong

Két qua nghién ciru cho thdy, tit ca cac yéu t6
trong mé hinh déu c¢6 y nghia thong ké cao véi gia
tri P-value = 0, chimg t6 cc gia thuyét dit ra trong
nghién ctru déu co co s¢ viing chic. Dya trén gia tri
ctia hé s6 hoi quy chuan hod, ¢ thé nhan thdy mirc
dd anh huong khac nhau cia timg yéu to dén moi
quan h¢ do xa hoi
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Cu thé, mbi quan hé glua "Chét luong thiét ké -
mdi quan hé 4o xa hoi" 6 gia tri 0=0,563, cho thiy
chit lugng thiét ké cia nén tang c6 anh huong manh
mé& dén mbi quan hé 4o xa hoi. Tuong tw, "Chét
lugng thong tin - mdi quan hé 4o xa hoi" (O =
0,169), Sang tao - mdi quan hé 4o xi hoi" (O =
0,168), ciing c6 tac dong quan trong, nhan manh vai
tro cua ndi dung ma nguoi anh hudng chia sé trong
viéc duy tri va phat trién quan hé voi nguoi theo ddi
cling nhu tinh sang tao cta ndi dung.

Bén canh do, cac khia canh cu thé ciia mdi quan
hé 4o x4 hoi ciing thé hién sy khac biét dang ké vé
mirc do tac dong. Pang chu y nhat 1a "Mbi quan hé
40 x4 hoi - tiéu thu" (O= 0,822), cao nhit trong tat
ca cac yéu td, cho thdy rang muc do gin két voi
ngudi anh hudng co tac dong rat 16n dén hanh vi tiéu
dung ndi dung cua ngudi theo doi. Didu nay chimg
td réng nhiing nguoi co moi quan h€ manh mé véi
ngudi anh hudong c6 xu hudng tiéu thu ndi dung cua
ho mdt cach thudng xuyén hon. Ngoai ra, "Mbi quan
hé 4o x4 hoi - dong gop" (0=0,56) va "Mbi quan hé
40 xa hoi - tao ndi dung" (0=0,55) ciling c6 anh
hudng dang ké. Piéu nay phan anh rang khong chi
¢6 hanh vi tiéu thy thy dong, ma nguoi theo doi con
¢6 xu hudng tham gia vao cac hoat dong tuong tac
nhu binh luén, chia sé hodc tham chi tao ndi dung
theo xu hudng do ngudi anh hudng khoi xudng.

Bing 3. Panh gia cic moi quan hé tic dong (Bootstrap)

Gia thuyét Hé s6 hoi qui chudn hoa (O) Mikc ¥ nghia ciia kiém dinh T Két luan
H3 CT -> PSR 0,168 0,000 Chap nhan
H2 DQ -> PSR 0,563 0,000 Chip nhan
HI IQ -> PSR 0,169 0,000 Chap nhan
H5 PSR -> CB 0,560 0,000 Chap nhan
H6 PSR -> CC 0,555 0,000 Chap nhan
H4 PSR -> CS 0,822 0,000 Chap nhan
Bang 4. Mobi quan hé gian tiép ciia cac bién s6
Mobi quan hé He s6 hdi qui chuin hod (O)  Miic y nghia ciia kiém dinh T Két ludn
CT ->PSR ->CB 0,094 0,000 C6 y nghia
DQ -> PSR -> CB 0,316 0,000 C6 y nghia
IQ -> PSR -> CB 0,095 0,000 C6 y nghia
CT -> PSR -> CC 0,093 0,000 C6 ¥ nghia
DQ -> PSR -> CC 0,313 0,000 C6 ¥ nghia
IQ -> PSR -> CC 0,094 0,000 C6 ¥ nghia
CT -> PSR ->CS 0,138 0,000 C6 ¥ nghia
DQ -> PSR -> CS 0,463 0,000 C6 ¥ nghia
IQ -> PSR -> CS 0,139 0,000 Cé y nghia

Két qua nghién ctru & Bang 4 cho thay mbi quan
hé a0 xa hoi (PSR) dong vai tro trung gian quan
trong trong tac dong ctua Chat lwong thiét ké (DQ),
Chat luong thong tin (IQ) va Tinh sang tao (CT) Ién
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hanh vi nguoi dung (Pong gop - CB, Sang tao - CC,
Tiéu thu - CS). Trong d6, DQ c6 anh hudng manh
nhat, voi hé s6 hdi quy cao nhat (DQ — PSR — CS
= 0,463), cho thiy thiét ké chét luong cao gitip ting
cuong PSR, tir d6 thuc day hanh vi ngudi ding.
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Nguoc lai, IQ va CT cé tac dong yéu hon, nhung
van c6 y nghia thong ké (p = 0). Két qua nay khang
dinh PSR 1a co ché quan trong gitip chuyén hoa anh
huong cua DQ, IQ va CT 1én hanh vi ngudi ding,
dic biét trén cac nén tang sb. Do do, viéc nang cao
chat lugng thiét ké va ciing ¢ PSR gitip tdi wru hoa
muc do tuong tac va tham gia ciia nguoi dung.

*Pénh gia hé s xac dinh R?

R binh phuong biéu thi cho muc d6 giai thich
cua céac bién doc 1ap 1én mot bién phu thuc trong
mo hinh. Hair et al. (2017) cho rang rat khé khin dé
dua ra quy tic kinh nghiém chéap nhan gia tri R binh
phuong, diéu nay phu thudc vao sy phire tap cia mo
hinh (it hay nhiéu bién doc lap tac dong vao bién phu
thudc, xuat hién quan hé trung gian,...) va linh vuc
nghién ctru. Chinh vi vdy, khong c¢6 ngudng thuyét
phuc nao dé ching ta danh gia R binh phwong dat
hay khong dat. R binh phuong dao dong trong ving
tir 0 dén 1, tién gan vé 1 nghia 1a muc do giai thich
cho bién phu thudc cao, tién gan vé 0 nghia 1a mic
do giai thich cho bién phu thudc thap. Hé s6 R binh
phuong hi¢u chinh (R-square adjusted) phan anh
chinh x4ac hon muc do giai thich cta cac bién doc
lap. HE s6 xac dinh duoc thé hién trong Bang 5.
Biang 5. H¢ s6 xac dinh R2

R Square R Square adjusted
CB 0,314 0,313
CC 0,308 0,307
CS 0,675 0,675
PSR 0,661 0,659

Thao ludn

Thong qua phéan tich dir liu va suy luén logic,
mbi quan h¢ tich cuc gitra chét luong thong tin, chét
luong thiét ké va su sang tao cua SMls ddi voi mbi
quan h¢ 4o xa hoi véi nguoi theo ddi da dugc xac
nhan trong nghién ctru. Ngoai ra, mbi quan hé o xa
hoi c6 tac dong dang ké dén hanh vi tiéu thy, hanh
vi dong gdp va hanh vi tao ndi dung cua nguoi theo
doi cling duoc chi ra.

Nghién ctru da bd sung thém bang chung thuc
nghiém vé tim quan trong ctia chit lugng nodi dung
SMIs trong viéc hinh thanh méi quan hé ao xa hoi
va tac dong cua moi quan hé nay dén hanh vi tiéu
dung trén nén tang sd. Bén canh d6, co so dé cac
thuong hi¢u va SMIs tdi wu chién luge nodi dung
nham nang cao su gan két v6i ngudi theo ddi ciing
dugc cung cap trong nghién ctru, tir d6 thuc diy
hanh vi tiéu thy va lan téa thong tin thwong hiéu. Két
qua nghién ciru twong ddng véi cac nghién ctru trude
day trong nudc va qubc té, ddng thdi mé rong mot
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s6 khia canh: (1) Ket qua vé tac dong cua chat luong
thong tin dén mdi quan hé 4o xi hoi phu hop véi
nghién ctru cta (Tsai & Men, 2017; Cheung et al.,
2022) trong d6 nhan manh réng thong tin chét lugng
cao giup tao dung sy tin twdng va sy gan giii giita
SMIs va ngudi theo ddi. Pidu nay ciing duoc
DeLone & McLean (2003) d& cap khi ho cho rang
thong tin chét lugng khong chi tang sy hai long ma
con khuyén khich nguoi diung duy tri mbi quan hé
v6i nguon tin d6. (2) Két qua vé vai tro clia chat
luong thiét ké phu hop véi nghién ctru ciia (Kim et
al.,2012; Cheung et al., 2022), khi ca hai nghién ctru
nay déu chi ra réng ndi dung c6 thiét ké chuyén
nghiép va hép dan lam ting mirc d6 hai 1ong va gin
két cua nguoi tiéu dung. (3) V& anh hudng cua sy
sang tao, nghién ciru nady mé rong luan diém cia
Cheung et al. (2022), Hu et al. (2020) va Lee and
Hong (2016) déu nhan manh rang ndi dung sang tao
lam gia taing mirc @ thich tha va mong doi cla
ngudi theo doi. Bén canh d6, Zhu and Chen (2015)
va Ki et al. (2020) ciing cho thdy su sang tao lam
tang tuong tac va cung c¢b long trung thanh. (4)
Ngoai ra, mdi quan hé 4o xa hoi c6 anh huong dang
ké den cac hanh vi lién quan dén thuong hiéu truc
tuyén. Theo Freberg et al. (2011), mtrc d tin tudng
vao SMIs c6 thé lam ting kha ning ngudi tiéu dung
tuong tac v6i thuong hidu trén nén tang truc tuyén.
Chung and Cho (2017) va Cheung et al. (2022) cling
nhan manh rang su két n01 véi SMIs gitip gia tang
mirc d6 tham gia va gin két voi thuong hiéu trén
moi trudng sb.
4. KET LUAN

Vai tro clia cac dic diém noi dung cua nhing
ngudi co anh hudng trén mang xa hoi (SMls) dm voi
moOi quan hé ao xa hoi va anh huong cua m01 quan
hé nay dén cac hoat dong thuong hiéu truc tuyen cua
nguoi ti€u dung (COBRAs) da dugc kham pha trong
nghién ctru. Dya trén dir liéu khao sat dinh lugng,
két qua nghién ctru cho thy chét luong thong tin,
chat luong thiét ké va tinh sang tao cua nodi dung
SMIs c6 tac dong tich cyc dén mdi quan h¢ ao xa
hoi gitra nguoi tiéu dung va SMls. Cu thé, noi dung
¢6 gia tri, hap dan va sang tao khong chi thu hut sy
cht y ma con ting cudng cam giac két ndi tam ly
cua nguoi theo doi voi SMIs.

Ngoai ra, mdi quan hé ao xa hoi nay duoc xéac
dinh 1a yéu t6 trung gian quan trong trong viéc
chuyén tai tac dong ciia ndi dung SMIs dén ba khia
canh cua COBRAs: tiéu thu ndi dung, dong gép ndi
dung va tao ndi dung.

Két qua nghién ctru nay mé rong hiéu biét ly
thuyét dua trén thuy€t dnh hudng xa hoi va thuyeét
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dong chay hai budc, ddng thoi mang dén goi ¥ thyc
tién cho cac thuong hiéu trong viéc cai thién chét
luwong thong tin, thiét ké va tinh sang tao cua noi
dung SMIs nham gia ting mic do tuong tac cua
nguoi ti€u dung voi thuong higu.

Dua trén két qua nghién ciru, mot sé d& xudt cho
cac thuong hi¢u va doanh nghiép duoc dua ra nhu
sau: (1) Lya chon nhitng SMIs phu hop: Theo két
quéa nghién ctru cho thiy chét luong thong tin, chat
lwong thiét ké va tinh sang tao ciia ndi dung tir SMIs
déu c6 anh hudng tich cuc dén mdi quan hé do xa
hoi v6i ngudi tiéu dung. Do d6, cac thuong hidu can
lga chon nhiing SMIs khong chi dua trén lugng
nguoi theo ddi ma con dya trén mirc d6 gin két véi
cong dong, kha nang truyén tai thong tin co gi tri
va sang tao nodi dung hép dan. (2) Cac SMIs can dau
tu vao ndi dung: Nham ting cudng mdi quan hé do
xd hoi va khuyén khich hanh vi COBRAs, thuong
hiéu can diu tu vao viéc phat trién ndi dung sang
tao, mang lai gia tri thong tin thyuc tién va c6 tinh
thim my cao. Noi dung can phu hop véi xu hudng
ngudi tiéu dung, mang dam dau an ca nhan cia
SMIs dé tao cam giac két ndi tam 1y manh m& hon
v6i nguoi theo doi. (3) Xay dung quan hé dai han
v6i SMIs: Dua trén két qua nghién ctru cho thdy méi
quan h¢ 4o xa hdi co vai tro trung gian quan trong
trong viéc anh huéng dén hanh vi cia ngudi tiéu
ding. Do d0, cac thuong hiéu can xay dung mdi
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