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Tom tit. Nghién ctu dugc thuc hién nham kiém chang méi quan hé giita hoat
dong tiép thi truyén thdng xa hoi va y dinh mua hang cia nguoi tieu ding trén thi
truong Viét Nam. Trong d6, vai trd ciia niém tin thuong hiéu dugc nhan manh 1am rd
trong mdi quan hé nay. Dit liéu dugc thu thap tir 540 nguoi ding phuong tién truyén
thdng x4 hoi nhu facebook, zalo, youtube.... Nghién ctru sir dung phan mém Smartpls 3
dé hd tro xu ly dir liéu. Két qua nghién cau cho thay hoat dong tiép thi truyén thong xa
hoi co tac dong dén y dinh ciia nguoi tiéu ding ca truc tiép va gian tiép thong qua niém
tin thuong hiéu. Ngoai ra, vai trd cua viéc tao niém tin trong cac thong diép quang céo
trén phuong tién truyén théng xa hoi doi véi viéc hinh thanh ¥ dinh mua hang cua khach
hang cling dwoc lam rd trong nghién cuiu nay.

Tir khoa: Tiép thi truyén théng x4 hoi; Y dinh mua hang; Niém tin thuong hiéu.

1. Pt van dé

Ngay nay, cac phuong tién truyén théng x& hoi (social media — SM) phét trién
bling nd, tao co hdi 16n cho cac nha marketing tiép can, tao mdi quan hé vai khach hang
trong cong dong xa hoi (Kelly va cong su, 2010) va thuc diy cac mdi quan hé do khi
can véi chi phi thip (Kaplan va Haenlein, 2010). Theo d6, hoat dong tiép thi truyén
thong x& hoi (SMMAS) ra doi va phat trién vo ciing manh mg&. SMMAs thé hién su hiéu
biét va cam nhan cua thanh vién cong dong vé hoat dong cua cac thanh phan tiép thi
truyén thong x4 hoi (Chen va Lin, 2019).

Theo bao céo ciia Datareportal (2021), Viét Nam 1a mot trong nhitng qudc gia co
mirc d6 sit dung SM cao nhit trén thé gidi (chiém 73,7% tong dan sd vao thang
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01/2021). Tong chi phi cho tiép thi truyén théng xa hoi nam 2020 1a 58.93 ty USD va
dang khong nging ting 1én. Pidu d6 cho thiy tiép thi trén SM 1a cach thirc duogc rat

nhiéu doanh nghiép, nguoi ban sir dung hién nay.

Mt trong nhitng muc tiéu quan trong cua céac chién dich tiép thi, ké ca SMMAs la
ting cudng kha niang mua hang cua khach hang d6i vai san pham, dich vu. Do vay, kha
nhiéu nghién ctru quan tam dén viéc liéu SMMAS c6 tac dong nhu thé nao dén y dinh
mua hang. Kim va Ko (2012) gigi thiéu SMMAs ciing bang nghién ciru vé tac dong cua
SMMAs dén ¥ dinh mua hang cta nguoi tiéu dung. Trai qua mot thoi gian, méi quan hé
nay ciing di nhan duoc nhiéu nha nghién ctru quan tdm. Theo d6, két qua cho thay tac
dong caa SMMAs dén y dinh mua hang ciing thé hién & ca tac dong truc va giéan tiép.

Péi véi quan hé gian tiép, cac nha nghién ciru trudc sir dung céac bién trung gian
khéc nhau trong mdi quan hé giira SMMAs va y dinh mua hang. Céc nhan té d6 thuong
thé hién méi quan hé giira khach hang va thuong hiéu, nhu tai san nguoi tiéu dung (Kim
va Ko, 2012; Ural va Yuksel, 2015), gan két nguoi tiéu dung (Husnain va Toor, 2017),
mdi quan hé khach hang (Gautam va Sharma, 2017), quan ly méi quan hé khach hang
(Ahmed va Zahid, 2014), gan két thuong hiéu x4 hoi (Choedon va Lee, 2020).

Céc nghién ctiu gan day chil y nhiéu hon dén vai tro cia tai san thuong hiéu (hoic
cac thanh phan khac nhau cua tai san thuong hiéu), cac khia canh vé thuong hiéu trong
tac dong cia SMMAs dén y dinh mua hang caa khach hang. Aji va cong su (2020)
ching minh ring SMMAs tac dong dén y dinh mua hang théng qua tai san thuong hiéu
(chat lwong cam nhan, nhan thirc thuong hiéu, trung thanh thuong hiéu va lién tuéng
thuong hiéu) va truyén miéng dién tar. Hoat dong cia SMMAs gitp cho ngudi tiéu ding
biét vé& san pham, tir d6 c6 kha nang thuc day hoat dong truyén miéng trén SM. Vi
nhitng wu diém ciia SM, hoat dong truyén miéng d6 cua nguoi ding duoc lan truyén
nhanh, manh va linh dong hon, nho vay thu hat va lam gia tang y dinh mua céac thuong
hiéu tra ¢ Indonesia cua nguoi dung instagram (Aji va cong su, 2020). Bén canh do,
mot s6 nha nghién cau bit dau cha y dén vai trd trung gian cua niém tin thuong hiéu
trong méi quan hé giita SMMAs va y dinh mua hang, nhung cling chi thyuc hién trong
bdi canh nho, nhu Sanny va cong su (2020) khing dinh méi quan hé nay & linh vuc
cham s6c da cho nam gid¢i ¢ Indonesia, Moslehpour va cong su (2020) ¢ nganh hang
khong Indonesia.

Nhu vay, c6 thé thiy cac nghién ctu sir dung niém tin thwong hiéu nhu mét bién
trung gian trong mdi quan hé gitta SMMAs va ¥ dinh mua hang caa khach hang con han

ché, chi dugc lugng hoa ddi voi mot san pham/dich vu véi miu nho, va chi duoc thuc
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hién ¢ Indonesia. Vi vay, nghién ctru nay dwoc thuc hién nham danh gia cac mdi quan
hé nay ddi voi téng thé nhiéu loai hang hda trén thi trudng, trong bdi canh thi trudng
Viét Nam.

2. Tong quan 1y thuyét va phat trién gia thuyét nghién ciu
2.1. Ly thuyét nén ting

Nghién ctu nay ap dung mé hinh chudi gia tri cua Keller (2016) dé xay dung mo
hinh va céc gia thuyét nghién ctu.

Mo hinh chudi gia tri cia Keller (2016) goi ¥ trinh tu cac giai doan gilp tao ra gia
tri cho thuong hiéu: dau tu chuong trinh tiép thi, tu duy cua khach hang, hiéu qua tiép
thi va gia tri co dong. Cu thé, khi cac thuong hiéu thuc hién mot chuwong trinh tiép thi,
hoat dong d6 sé& tac dong dén tu duy ngudi tidu dung vé thuong hiéu, tir d6 tic dong dén
phan rmg va hanh vi cua khach hang (Keller, 2016). Trong nghién ctu nay, SMMAs
dugc xem nhu chuong trinh tiép thi, niém tin thwong hiéu dai dién cho tu duy cua khach
hang, va y dinh mua hang dai dién cho hiéu qua cta chuong trinh tiép thi. Nhu vay, theo
logic cia md hinh chudi gié tri cua Keller (2016), SMMAs s& tac dong dén niém tin
thuong hiéu va qua dé tac dong dén y dinh mua hang cua ngudi tiéu dung.

2.2. Cdc khdi niém va phat trién gia thuyét nghién ciru
2.2.1. Hoat ddng tiép thi truyén théng xa héi va niém tin thirong hiéu
Hoat dgng tiép th; truyén thong xa hgi SMMAs

Hoat dong tiép thi truyén thdng xa hoi SMMASs duoc dinh nghia 1a cac phuong
phép truyén thdng tiép thi hiéu qua nham nam bat nhan thirc va hiéu biét cua ngudi tiéu
ding tuong tac vé SMMASs theo cac thanh phan cuia SMMAs (Ebrahim, 2020; Kim va
Ko, 2012; Yadav va Rahman, 2018; Chen va Lin, 2019).

Viéc sir dung SM nhu mét ¢6ng cu tiép thi s& c6 nhitng khéc biét va thuan loi hon
so Véi tiép thi truyén thong (Wibowo va cong sy, 2021; Kim va Ko, 2012). Nhiing
thuan loi cua viéc st dung SM nhu mot ¢ong cu tiép thi bao géom: (1) Khach hang c6 thé
giai tri bang nhitng ndi dung tiép thi mién phi do cac doanh nghiép thyc hién, tir d6 tao
ra cac hoat dong két ndi xa hai; (2) Khach hang c6 thé tiy chinh viéc tim kiém thong tin
bang céch sir dung tinh ning tim kiém maic dinh trén céc nén tang cia SM (Vi du bing
hashtag trén facebook); (3) SM co thoi gian thuc va nhanh chong, cho phép khach hang
nhan dugc thdng tin va cap nhat cac xu huéng méi nhat vé san pham/dich vu do doanh
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nghiép cung cap; (4) SMMASs gilp tao ra cac twong tac truc tiép gitra nhitng nguoi ding
véi nhau; (5) Anh huéng hoat dong truyén miéng: phan anh sy san long caa khach hang
trong viéc chia sé cac théng tin vé doanh nghiép trén SM. D6 chinh 1a 1y do tai sao Kim
va Ko (2012) cho raing SMMAs c6 05 thanh phan la giai tri, twong tic, xu thé
(trendiness), tly bién (customization) va truyén miéng (Wibowo va cong su, 2021).

Niém tin thuwong hiéu (brand trust) thé hién trang thai tin twong va ky vong tich
cuc cua ngudi tiéu dung ddi voi thuong hiéu (Lin va Lee, 2012). B6 1a cam giéc an toan
tin tudng rang thuong hiéu s& dap ung cac ky vong tiéu dung cua ho (Delgado Ballester
va Munuera Aleman, 2001).

SM dugc ngudi tiéu dung coi 1a mot ngudn thong tin, va SMMAs duoc coi 1a mot
cdng cu hiéu qua dé phat trien mdi quan hé véi khach hang (Yadav va Rahman, 2018;
Yusuff va Odubanjo, 2021). RS rang rang, dé xay dung mdi quan hé do thi thong tin
cung cap phai dang tin cay. Sy dang tin cdy cia né c6 y nghia ddi véi cac hoat dong tiép
thi, gitip 1am ting niém tin thwong hiéu cho ngudi tiéu dung (Ebrahim, 2020). Bén canh
do, tinh giai tri caa SMMAS cung cap cho ngudi ding trai nghiém tich cuc, sy tha vi
nay s& truyén cam hing cho nguoi tiéu dung chii ¥ hon dén thuong hiéu, dan dén viéc
thiét 1ap mdi quan hé gitra ho va thuong hiéu, anh hudng dén muac do tin cay caa ho
(Sohail va cong su, 2020).

MG4i quan hé nay ciing phi hop véi mé hinh chudi gia tri thuong hiéu cua Keller
(2016). Cu thé, niém tin thuong hiéu duoc xem 13 nhiing thay ddi trong tu duy nguoi
tiéu dung vé thuong hiéu. Do vay, theo logic ctia mé hinh, chudi gia tri thuong hi¢u
SMMAs sé& tac dong truc tiép dén niém tin thuwong hiéu. Sy tic dong nay ciing duoc
khang dinh qua nhiéu nghién ctu trude (Ibrahim va Aljarah (2018); Ebrahim, 2020;
Sohail va céng su, 2020; Ibrahim va cong su, 2021; Sanny va céng su, 2020). Do vay,
chung t6i dé xuét gia thuyét dau tién nhu sau:

H1: SMMAs tdc déng tich ciee dén niém tin cia nguoi ding SM Vé thirong hiéu
2.2.2. Niém tin thwong hiéu va y dinh mua hang

Y dinh mua hang (purchase intention) 1a su két hop gitta sy quan tm cua ngudi
tiéu dung va kha ning mua mot san pham (Kim va Ko, 2012). Y dinh mua hang danh
gia kha nang nguoi tiéu ding mua mot san pham, y dinh mua hang cang cao thi mic do
san sang mua san pham cua ngudi tiéu dung cang cao (Husnain va Toor, 2017).
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Méi quan hé giira niém tin thwong hiéu va y dinh mua hang da duoc khang dinh
boi kha nhiéu nha nghién ctu trudc (DAM, 2020; Chae va cong su, 2020; Ali va cong
su, 2018; Sanny va cong su, 2020). Méi quan hé nay ciing kha hop 1y dé giai thich trong
thue té. Khi ngudi tiéu dung cam thay tin tuéng vao thuong hiéu, nghi rang nhu cau caa
minh s& dugc dap ung tét khi mua san pham dich vu cua thuwong hiéu thi ho d& c6 ¥ dinh
mua hang hon. Pdng thoi, tac dong cua niém tin thuong hiéu va y dinh mua hang ciing
phl hop véi mo hinh chudi gi tri thuong hiéu cta Keller (2016), nhitng suy nghi va
cam xuc cta nguoi tiéu dung dbi voi thuong hiéu s& anh huong dén nhitng phan tng va
hanh vi mua hang cua khach hang (Keller, 2016). Do vay, gia thuyét H2 vé mdi quan hé

gitta ni€m tin thuong hi€u va y dinh mua hang cia khach hang dugc dé xuat nhu sau:

H2: Niém tin ciia nguwoi tiéu ding vé thwong hiéu tdc déng tich cuc dén y dinh
mua hang

2.2.3. Hoat dong tié'p thi truyén thong xd hoi va y dinh mua hang

SMMAs khi thuc hién s& lan truyén thong diép cua doanh nghiép dén véi mot
luong 16n nguoi dung vai thoi gian gan nhu tic thi, nho d6 thu hat sy chd y cua ngudi
tiéu dung kha nhanh, diéu ndy c6 thé anh hudng dén qué trinh ra quyét dinh mua hang
ctia nguoi dung, va khuyén khich y dinh mua hang hinh thanh (Husnain va Toor, 2017;
Laksamana, 2018; Yadav va Rahman, 2017). Ngoai ra, viéc chia sé¢ nhiing trai nghi¢ém
tiéu dung cua nguoi dung dbi voi san pham ciing rat dé kich thich y dinh mua hang cua
khéach hang khéc (Yazdanian va cong sy, 2019). Do vay, SMMAs duoc cho la cé tac
dong truc tiép dén y dinh mua hang cua khach hang (Husnain va Toor, 2017;
Laksamana, 2018; Yadav va Rahman, 2017; Yazdanan va cong su, 2019; Choedon va
Lee, 2020).

Do d6, gia thuyét H3 vé méi quan hé tryuc tiép gitta SMMAs va ¥ dinh mua hang
duoc thé hién nhu sau:

H3: SMMASs tdc déng truc tiép dén ¥ dinh mua hang cia nguwoi ding SM.

_> Niém tin thuong hiéu |
H1

H2 \
SMMAs Ha Y dinh mua hang

Hinh 1: M6 hinh nghién cau

Nguon: Tir két qua xay dung gid thuyét ciia nhdém nghién cizu

33



Nguyén Thi Huyén, Nguyén Minh Ngoc, Cao Anh Thdo

3. Phwong phap nghién ctiru
3.1. Thang do cdc bién nghién ciru

M6 hinh nghién ctu ¢6 3 bién: SMMASs, niém tin thuong hiéu va y dinh mua
hang. T4t ca cac bién do luong déu sir dung thang do Likert 5. Bé do luong SMMAS,
nghién ciru st dung thang do SMMAs 11 bién quan sat cua Kim va Ko (2012). Cu thé,
SMMAs duogc do bang 5 thanh phan phu 12 giai tri (2 bién quan sat), twong tac (3 bién
quan sat), tiy bién (2 bién quan sat), xu thé (2 bién quan sat), va truyén miéng (11 bién
quan sat). DSi v6i niém tin thwong hiéu, nghién ctu sir dung thang do 4 bién quan sat
cua Bernarto va cong su (2020). Cubi cung, thang do y dinh mua hang trong quang cao
gom 03 bién quan sat duoc ké thira tir (Lepkowska-White va cong su, 2003). Nhu vay,
cO tat ca 18 bién quan sat dé do luong cac bién nghién ciu trong moé hinh.

3.2. Phwong phdp thu thap va phwong phdp phdn tich dir li¢u

Vé ¢& miu, sb luong bién quan sat trong mé hinh 1a 18. Theo goi ¥ cua Hair va
cong su (2014), ty 18 s6 quan sét trén mot bién quan sat nén 1a 10:1, do vay, ¢& mau tdi
thiéu dugc xac dinh cho nghién cau 1a 180. Dit liéu duoc thu thap tir viéc diéu tra khao
sat online. Pdi tuwgng tham gia khao sét 1a nhimg nguoi tiéu dung Viét Nam dang st
dung cac phuong tién truyén théng xa hoi nhu facebook, zalo, youtube,... da tirng theo
ddi hoic xem céc quang c&o san pham/thuong hiéu trén cac phuong tién truyén théng xa
hoi nay va nhé vé nd. Nghién ctru khao sét nhiing y kién danh gia, cam nhan cia nguoi
dung lién quan dén san pham/thuong hidu ho da xem.

Vé phuong phap chon mau, nhém nghién cau ap dung ky thuat lay miu qua cau
tuyét (snowball). Theo d6, nhém nghién ctiru giri phiéu cho nhém d6i twong ph hop véi
yéu cau cua nghién ctru, dong thoi khuyén nghi ho gigi thiéu va giri phiéu cho nhiing
d6i twong twong tu. Két qua, sau dot khao sat, c6 540 phiéu thu vé, déu dam bao gia tri

dé dua vao phan tich.

Vé miu nghién ciru, vé gidi tinh, nit chiém da sé véi 441 phiéu (chiém 88,1%),
99 phiéu con lai 1a nam vai ty 18 twong tng 1a 18,3%. Ty 1é nay mac du c6 chénh léch
gitta nam va nit nhung ciing kha phu hop vai thuc té ring so voi nam gidi, nit gidi thich
quan tim dén cAc san pham/nhan hang trén SM hon, hay mua sam online hon. V& do
tudi, nghién ctu tap trung nhiéu hon vao gidi tré, do tudi duoc khao sat chu yéu nim
trong d6 tudi tir 18-31 tudi (chiém 90%), 10% con lai trén 31 tudi. Vé trinh do, 140
phiéu tir nhitng ngudi ding cé trinh do tir cao dang tré xudng (chiém 25,9% tong sé
phiéu), 74,1% s6 phiéu con lai 13 ngudi ding co trinh d6 dai hoc tré 1én. Vé thu nhap,
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phan Ién dap vién trong mau cd thu nhap dudi 10 triéu/thang (chiém 91,1% tong sb). Vé
san pham/thuong hiéu di dwoc xem, theo ddi trén SM, 74,6% san pham/thwong hiéu
dugc dé cap trong mau la cac san pham tiéu ding hang ngay nhu bia, nudc giai khat,
sira, dau goi,...; 25,4% con lai 1a cac san pham/thuong hiéu cao cip nhu cac mit hang
thoi trang, tdi xach tir cac thuong hiéu Gucci, Chanel, nuéc hoa Dior, cac san pham
thuong hiéu Apple,...

Vé phwong phip phién tich dir liéu, nghién cau sir dung phan mém Smartpls 3
dé hd tro xu ly dir liéu. Céc ki thuat thuat toan binh phwong tdi thiéu riéng phan (Partial
Least Squares Algorithm), Boostraping, Blindfolding lan Iuot dugc sir dung dé danh gia
gia tri thang do va kiém dinh cé4c gia thuyét nghién cau. Céc tiéu chi dugc st dung duoc
ap dung theo Hair Jr va cong su (2020), Sarstedt va cong su (2019), Hair Jr va cong su
(2020). Cu thé, dé danh gia thang do, do tin cay nhat quan noi tai thé hién bai hé sb tai
ngoai I6n hon 0,708, Cronbach’s alpha 16n hon 0,7. Gia tri hoi tu dugc danh gia qua gia
tri phuong sai trich trung binh AVE 16n hon 0,5. Gia tri phan biét dugc danh gia qua chi
s6 Heterotrait-Monotrait (HTMT) giita cac bién nhé hon 0,85. Bé danh gia mé hinh cau
tric, van dé da cong tuyén dugc danh gia theo chi s6 VIF<3, hé sé duong dan co y
nghia thong ké. Ngoai ra, cac chi s6 R?, Q?, f ciing dugc do luong dé danh gia nang luc
du béo trong mau, ngoai mau va cua cac bién ngoai sinh.

4. Két qua nghién ctru
4.1. Danh gia gida tri thang do

Panh gia thang do cac bién nghién ciu bac 1: Két qua phan tich ¢ bang 1 cho
thiy cac hé sd tai ngoai cua cac bién quan sat do luong cac bién nghién ctru déu Ion dao
dong tir 0,776 dén 0,942, déu 16n hon 0,708. Thém vao d6, bang 2 cho thay tat ca cac
bién quan sat do ludng 07 bién nghién ciu déu co v nghia théng ké (pvalue =0,000).
Diéu nay chirng minh tim quan trong va ¥ nghia ctia cac bién quan sét trong viéc do
ludng cac bién nghién cuu.

Bang 1: Hé s tai ngoai ciia cac bién quan sat do lwong bién nghién ciu bac 1

CUSTOM ENTER INTER PI TREND TRUST WOM

CUSTOM1 0,914
CUSTOM?2 0,908
ENTER1 0,836
ENTER2 0,935
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INTER1
INTERZ2
INTER3
P11

P12

P13
TREND1
TREND?2
TRUST1
TRUST2
TRUST3
TRUST4
WOM1
WOM2

0,776
0,846
0,864
0,918
0,933
0,912
0,915
0,908

0,914
0,937
0,931
0,887

0,942
0,862

Nguan: Két qua tir phan tich diz liéu ciza nhom tac gid

Bang 2: Trong sb tai ngoai ciia cac quan sat do luwdong bién nghién ciru bac 1

Mobi quan h¢ Trong sb Thong ké T P Values
CUSTOML1 <- CUSTOM 0,558 23,576 0,000
CUSTOM2 <- CUSTOM 0,539 24,749 0,000
ENTER1 <- ENTER 0,439 11,254 0,000
ENTER2 <- ENTER 0,678 17,613 0,000
INTER1 <- INTER 0,377 15,130 0,000
INTER2 <- INTER 0,367 13,884 0,000
INTER3 <- INTER 0,459 17,125 0,000
PI1 <- PI 0,364 41,754 0,000
PI2 <- PI 0,361 41,738 0,000
PI3 <- PI 0,361 40,862 0,000
TREND1 <- TREND 0,558 26,522 0,000
TREND2 <- TREND 0,538 27,762 0,000
TRUST1 <- TRUST 0,271 39,706 0,000
TRUST2 <- TRUST 0,279 43,213 0,000
TRUST3 <- TRUST 0,268 42,656 0,000
TRUST4 <- TRUST 0,271 31,155 0,000
WOM1 <- WOM 0,661 26,810 0,000
WOM2 <- WOM 0,439 19,224 0,000

Nguan: Két qud tir phan tich diz liéu ciza nhom tac gid

Két qua ¢ bang 03 ciing cho thiy Cronbach’ Alpha cua cac bién déu dat gia tri kha
t6t, CR déu 16n hon 0,7. Do vay, cac thang do dam bao d tin cay (Hair Jr va cong su,
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2020). Bong thoi, AVE cua cac bién déu 16n hon 0,5 déu dat gia tri hoi tu (Hair Jr va

cong su, 2020).

Bang 3: Cronbach’s Alpha, CR va AVE ciia c4c bién nghién ciru bac 1

Bién nghién ciru

Cronbach's

Do tin cdy tong

bac 1 Alpha hep (CR) AVE
CUSTOM 0,796 0,907 0,831
ENTER 0,739 0,880 0,786
INTER 0,774 0,869 0,688
PI 0,910 0,944 0,848
TREND 0,797 0,908 0,831
TRUST 0,937 0,955 0,842
WOM 0,781 0,898 0,815

Nguan: Két qua tir phan tich diz liéu ciia nhom tac gid

Chi sé Heterotrait-Monotrait (HTMT) (bang 4) giita cac bién trong mé hinh déu
thip hon 0,8 diéu d6 khang dinh gia tri phan biét cua cac bién nghién cau (Hair Jr va

cong su, 2020).

Bang 4: Chi s6 Heterotrait-Monotrait (HTMT) giita cac bién

CUSTOM ENTER INTER PI TREND TRUST
ENTER 0,466
INTER 0,575 0,497
Pl 0,544 0,428 0,547
TREND 0,622 0,565 0,640 0,556
TRUST 0,505 0,381 0,526 0,633 0,702
WOM 0,660 0,594 0,630 0,617 0,620 0,520

Nguan: Két qua tir phan tich diz liéu ciza nhom tac gid

Nhu vay, qué trinh danh gia gia tri thang do cho thay céc bién nghién cau bac 1

déu dam bao gia tri thang do.

Poi véi bién nghién ciru bac 2, SMMAs duogc do luong boi 05 thanh phan 13 giai
tri (ENTER), twong tac (INTER), xu thé (TREND), tly bién (CUSTOM) va truyén
miéng (WOM). Két qua danh gia mé hinh bac 2 cho thay hé sé tai ngoai cia hau hét cac
thanh phan déu dat yéu ciu. Riéng thanh phan Giai tri c6 hé sé tai la 0,661<0,7, tuy
nhién, trong s6 tai ngoai cua thanh phan nay 1a 0,199 (T=12,999 va pvalue=0,000). Piéu
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nay cho thay giai tri van c6 mirc 46 dong gop twong dbi trong viéc do luong SMMAS.
Hon nira, néu loai thanh phan giai tri ra khoi thang do SMMAs thi s& lam cho AVE c6
phan ting 1én (tr 0,569 1én 0,621), nhung lai lam cho CR giam xudng (0,868 xuébng
0,867), Cronbach’s alpha giam (0,811 xuéng 0,797). Do vay, can nhic céc chi sb va gia
tri noi dung, nghién cu van gitt nguyén thanh phan Giai tri trong viéc do luong
SMMA:s.

Két qua phan tich ciing cho thdy SMMAs dat gi4 tri khi dam bao do tin cdy
(CR=0,868, Cronbach’s alpha = 0,811), dam bao gia tri hoi tu (AVE=0,569), dam bao
gia tri phan biét (Chi sé HTMT giita cac cap bién dao dong tir 0,585 dén 0,677).

Nhu vay, c&c bién trong mé hinh da dam bao gia tri thang do va sin sang cho
danh gia mo hinh cau trac dé kiém dinh cac gia thuyét nghién cuau.

4.2. Két qud kiém dinh cdc gia thuyét nghién ciru

Vé da céng tuyén, két qua cho thay gia tri VIF cua cac cap (SMMAs, PI) 1a 1,625,
(SMMAs, TRUST) la 1, (TRUST, PI) 1a 1,625, déu nho hon 2. Piéu nay khang dinh
hoan toan khong c6 hién tuong da cong tuyén trong md hinh cau tric (Hair Jr va cong
su, 2020).

PO PI2 P2

N 1T 7

no1s 0834 ponl

CUSTOM

f"‘-..,_“‘_h
ENTER 0748 _
0.661
INTER 44— 0.756—

ogﬁat
0.804 |

TReND ¥ 0.795 0.620
" SMMAs
WOM

/4RU 5}\

Y VN

TRUST1 TRUST2 TRUST3 TRUST4

0.405

Hinh 2: Két qua phan tich PLS Algorithm
Nguon: Tur két qua phan tich di liéu cia nhém tac gia
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Pdnh gid moi quan hé tdc déng

Bang 5: Két qua phan tich cac méi quan hé trong mé hinh

Trong Trung binh P§léch Théng P

£ A £ x 2 . 2 Kétluin
Moi quan hé i) mau chuan kE&T  Values

True tiép
SMMAs -> TRUST 0,620 0,622 0,033 19,042 0,000 0,625 Chép nhan
TRUST -> PI 0,334 0,335 0,050 6,745 0,000 0,124 Chéap nhan
SMMAs -> Pl 0,405 0,405 0,052 7,731 0,000 0,161 Chéap nhan
Trung gian

SMMAs -> Pl 0,207 0,209 0,035 5,887 0,000

Nguan: Két qua tir phan tich diz liéu ciia nhom tac gid

Két qua phan tich cho thiy tat ca cac gia thuyét trong mé hinh déu dugc chap
nhan véi mutc ¥ nghia <1%. Cu thé, két qua phan tich cho gia thuyét H1 cho thiy hoat
dong tiép thi truyén thong xa hoi tac dong manh dén niém tin cua nguoi tiéu dung vé
thuong hiéu, trong tng véi trong sé chuan hoa 1a 0,62, pvalue=0,000, f2=0,625, R? diéu
chinh cua bién TRUST la 0,384 cho thay SMMAs giai thich duoc 38,4% bién thién cua
TRUST. Két qua kiém dinh gia thuyét H2 ciing cho thiy tic dong nho caa niém tin
thwong hiéu dén y dinh mua hang cia khach hang, véi trong sé chuan hda la 0,334,
pvalue=0,000, f>=0,124. Gia thuyét H3 ciing duoc chap nhan, cho thiy tac dong trung
binh cia SMMAs dén y dinh mua hang caa ngudi tiéu dung, trong s6 1a 0,405, pvalue =
0,000.

Vé vai trd trung gian cua TRUST trong mdi quan hé gitta SMMAs va PI, két qua
phan tich ciing cho thay vai tro trung gian duoc khang dinh véi pvalue = 0,000, trong sé
chuan héa 1a 0,207). Nhu vay, trong méi quan hé cia SMMAs dén PI, TRUST duoc
xem la trung gian mot phan. R? diéu chinh cua Pl la 0,441, cho thdy SMMAs va
TRUST giai thich duoc 44,1% bién thién caa Pl. Hé s tac dong Q? cia SMMAs dén

TT: QZ:% = 0,0925 cho thay TRUST c6 lién quan dy b&o nho déi véi Pl cua

khach hang.

39



Nguyén Thi Huyén, Nguyén Minh Ngoc, Cao Anh Thdo

5. Két luan va ham y

Nhu vay, nghién ciru dugc thuc hién nhdm danh gia tac dong cua hoat dong tiép
thi truyén théng xa hoi dén y dinh mua hang cua khach hang. Két qua ciing da chung
minh duoc tac déng c6 y nghia cia mdi quan hé nay ca truc tiép va gian tiép thdng qua
niém tin thwong hiéu. Két qua nghién ctru da dem lai nhitng déng goép nhét dinh ca ly
thuyét va thyc tién.

5.1. Ham y Iy thuyét

Thi nhat, nghién ciru da khang dinh mdi quan hé gitta SMMAS va niém tin
thwong hiéu di dwugc dé cap qua nhitng nghién cau. Tuy nhién, cac nghién ctu trudc
thuong tap trung nghién cau d6i véi khach hang cua mot san pham/dich vu cu thé,
chang han di véi khach san cao cap (Ibrahim va Aljarah, 2018), SM cua cong ty cong
nghé (Ebrahim, 2020), fanpage cia quan ca phé (lbrahim va cong su, 2021), dich vu
cham soc da cho nam giéi (Sanny va cong su, 2020). Nghién cau ndy gop phan khang
dinh rang méi quan hé nay thé hién trén thi truong ndi chung véi hang tram loai hang
hoa khéc nhau.

Thi hai, nghién ciru da chitng minh vai trd trung gian cia niém tin thuong hiéu
trong mdi quan hé giita SMMAs va y dinh mua hang caa khéach hang. Nghién ctu nay
da khang dinh thém méi quan hé nay trén thi truong tong thé bao gdbm ca nhiing hang
hoa binh dan va cao cap. Trong khi trudc d6, mdi quan hé nay chua duoc quan tam
nghién ctu nhiéu, chi c6 vai nghién ctru duoc thuc hién trén mau nho trén thi truong
Indonesia nhu Sanny va cong sy (2020), Moslehpour va cong su (2020). Két qua nghién
ctru cho thay rang néu hoat dong tiép thi truyén thong duoc trién khai tét, s& tao dugc
niém tin ctia ngudi tiéu dung ddi voi thuong hiéu, tir d6 khuyén khich ho mua hang cua
thwong hiéu. Dbi voi nguoi ding SM ¢ mét thi truong méi ndi nhu Viét Nam, hang
ngay ho thuong tiép xUc véi rat nhiéu thdng tin tiép thi cia cac nhan hang, rui ro théng
tin khé 16n, do vay, két qua nghién ciru V& niém tin ciia nguoi dung SM ddi véi tac dong
cia SMMAs dén y dinh mua hang cang tro nén c6 y nghia.

5.2. Ham y qudn tri

Vi kinh phi danh cho tiép thi trén SM cua cac doanh nghiép ngay cang gia ting,
&p luc phai tao ra hiéu qua tir cac chién dich tiép thi d6 ngay cang manh. Dé khuyén
khich ¥ dinh mua hang ddi véi san pham/dich vu, dac biét trong bi canh SM, SMMAS
cua doanh nghiép phai tao duoc niém tin cho khach hang. Khi d6, SMMAs ciia Cac
doanh nghiép phai it nhat phai dam bao dem dén nhiing thdng tin cap nhat (xu thé) cho
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ngudi xem, tao dugc sy lan truyén manh mé trén SM, giai téa cing thang cho ho (giai
tri), tao diéu kién thuan loi kich thich twong tac giita nguoi xem va doanh nghiép (twong
tac).

Trong nhitng yéu té trén, theo dit liéu thu thap dwoc, hién tai, cac chién dich tiép
thi cua cac nhin hang trén SM dang thyuc hién khé tét & khia canh cung cip thong tin
cap nhat nhit (gi4 tri trung binh 1a 3,7), tuong tac (gia tri trung binh 1a 3,66). Con lai,
céc khia canh bi danh gi4 thap 1a tinh giai tri cua céc chién dich (3,22), truyén miéng
(3,38), tlly bién (3,39). Do vy, trong thoi gian toi, cac doanh nghiép can cha y dén céc
khia canh nay trong viéc xay dung noi dung cua chién dich/chuong trinh tiép thi dé dat
hiéu qua cao hon.

Bén canh do6, dé kich thich y dinh mua hang caa khach hang, cach thuc va noi
dung tiép thi phai tao dugc niém tin cho ngudi ding, diéu nay cuc ky quan trong trong
mai trudng tryc tuyén. Khi tao dwoc niém tin vaéi ndi dung duoc truyén tai thong qua
hoat dong tiép thi/quang céo, ngudi tiéu ding dé nay sinh y dinh mua san pham dich vu
dugc quang céo.

T6ém lai, nghién ctru da c6 nhitng doéng gop nhat dinh v& mat thuc tién va ly
thuyét. Két qua nghién ctu g6p phan giai thich sau hon phan ung cia ngudi ding ddi
véi chién dich tiép thi caa doanh nghiép trén SM, trong bi canh thi tredng méi ndi nhu
& Viét Nam va cho hang loat céac loai hang hda khac nhau trén thi truong. Mac du vay,
nghién ciru ciing c6 nhitng han ché nhit dinh. Nghién ctu chu yéu quan tim dén déi
tuong khach hang tré tudi, chua chu y dén nhiing nhom tudi khac. Ngoai ra, chua danh
duoc lidu c6 su khéc biét trong cach phan ung ctia khach hang d6i voi SMMAS giita cac
loai san pham khac nhau. D6 1a han ché caa nghién ctru nay nhung ciing 1a nhitng goi ¥
cho hudng nghién ctu tiép theo.
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THE ROLE OF BRAND TRUST IN THE RELATIONSHIP BETWEEN SOCIAL
MEDIA MARKETING ACTIVITIES AND PURCHASE INTENTION TOWARD
THE PRODUCT IN THE ADS IN VIETNAM

Nguyen Thi Huyen, Nguyen Minh Ngoc, Cao Anh Thao

Abstract: The purpose of this study is to examine the effect of social media
marketing activities on customers’ purchase intention toward the product in the ads in
Viet Nam. In which, the role of brand trust is clarified in this relationship. We used the
online survey for data collection via online questionnaires with a sample of 540 social
media users. The collected data were analyzed by applying a partial least squares
algorithm method. The result indicated that social media marketing activities have both
direct and indirect effects on customers’ purchase intention via brand trust. Besides, the
role of creating trust in advertising messages on social media marketing in the formation
of customer purchase intention was also clarified in this paper.

Keyworks: Social media marketing; Purchase intention; Brand trust.
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