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Nghién ctu lam ré anh hudng clda hoat ddng marketing truyén théng
xa hoi trén TikTok dén y dinh mua hang trong linh vuc thai trang véi
vai tro trung gian ctia nhan thiic thuong hiéu va hinh anh thuang hiéu.
Nghién cru s&t dung M6 hinh phuang trinh cdu trdc binh phuong nhé
nhéat tiing phan (PLS-SEM) dua trén 512 ciu tra I3i khdo sat dé kiém
dinh mé hinh nghién ctu. Két qua nghién cliu cho thay cac hoat dong
marketing truyén thong xa hdi trén TikTok c6 tac dong lén nhan thic
thuang hiéu, hinh anh thuong hiéu va y dinh mua hang. Nhan thic
thuang hiéu va hinh anh thuong hiéu déng vai tro lam trung gian cho
maGi quan hé gilra cac hoat déng marketing truyén théng xa hoi véi y
dinh mua hang trén nén tang TikTok. TU dé, nghién cru dé xuat cac
doanh nghiép vira va nhod (SMEs) c6 thé tan dung nén tang TikTok dé
hé trg cac doanh nghiép vira va nhé dat dugc muc tiéu marketing va
mang lai hiéu qua kinh doanh.

Abstract

The study clarifies the influence of social media marketing on Tiktok
(SMMA) on purchase intention (PI) in the fashion sector with the
mediating role of Brand Awareness (BA) and Brand Image Signal (BI).
The study uses Partial Least Squares Structural Equation Model (PLS-
SEM) based on 512 survey responses to test the research model.
Research results show that social media marketing activities on TikTok
have an impact on brand awareness, brand image, and purchase
intention. Brand awareness and brand image act as mediators of the
relationship between social media marketing activities and purchase
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TikTok; intent on the TikTok platform. Thus, the study suggests that small and

Purchase intention. medium-sized enterprises (SMEs) can take advantage of the TikTok
platform to help small and medium-sized businesses achieve their
marketing goals and bring business results.

1. Gigi thiéu

Céc cong ty c6 xu hudng tung ra céc chién dich marketing nhidu hon trén cc nén taing mang xa
hoi, diéu nay cho thdy cac cong ty sir dung mang xa hoi nhu mot cong cu marketing higu qua vi no
mang lai nhiéu co hoi marketing cho doanh nghiép (Fink va cong su, 2020). Do d6, hoat dong
marketing trén mang xa héi 1a hoat dong dinh hudng kinh doanh nhim tac dong tich cyc dén hanh vi
mua hang cta nguoi tiéu dung (Kim & Ko, 2010; Parrott va cdng sy, 2015). Su phat trién cua ky thuéat
s6 d thiic déy su phat trién ctia nhiéu nén tang truyén thong xa hoi, dac biét 1a TikTok, mdt nén tang
méi ndi va ciing 1a nén ting hang dau hd trg cac video ngan trong cac hoat dong marketing. Cac cong
ty dang tan dung cong nghé dé quang ba va chuyén tiép thong tin vé thuong hiéu san pham trén céc
trang mang xa hoi (Kaplan & Haenlein, 2012).

Gidi tré, dac biét 1a Gen Z da nhan ra vai tro cia TikTok nhu mot cong cu hd tro cho cac hoat
dong marketing (Dimock, 2019). Hon nita, Gen Z 1a thé hé ngudi dung dic biét quan tim téi TikTok
v6i khoang gan 250 triéu lugt ding mdi thang va do d6 ¢ su cam nhén 13 nét cac xu hudng trén nén
tang nay (Rimadias va cong su, 2021). Vi vdy, tic gia lya chon ddi tugng 1a Gen Z dé nghién ciru
nham c6 nhiing két qua dénh gia phan anh ding thyc trang cia nén ting nay. Tolentino (2019) cho
rang TikTok nhu mot nha méay san xuat meme khong 16!, khién ngudi ding bi 16i cudn vao TikTok.
Ma va Hu (2021) chi ra img dung nay la ing dung video va timg dung mang xa hoi khuyén khich
nguoi dung theo ddi va giao tiép véi nhau trén mang xa hoi. TikTok da tré' thinh mot nén tang truyén
thong x4 hoi manh mé dugc danh gia 1a mot trong nhimng nén tang mang xa hoi phd bién nhat trén
toan thé gioi va c6 anh hudng 16n dén nhan thirc va hanh vi ciia thé hé Z (Gen Z) (Francis & Hoefel,
2018). Cac tinh ning ciia video ngén, sang tao va chuyén dong nhanh tao ra niém vui va khuyén khich
su sang tao ciia nguoi ding tré (Araujo va cong sy, 2022). Cac nghién ctru trude day chi ra ring cac
chién dich marketing c6 tac dong dén y dinh mua hang trén TikTok v&i anh huong cua trung gian 1a
murc 36 nhan biét va thu hoi thuong hiéu (Gesmundo va cong su, 2022). Quang céo TikTok bao gom
bdn yéu t6 chinh: Thong tin, giai tri, niém tin, va twong tic xa hoi, anh huong dén y dinh mua hing
clia nguoi tiéu dung (Ngo va cong su, 2022). Ngoai ra, nhan thirc vé thuong hi¢u lam trung gian cho
mdi twong quan gitra marketing trén mang xa hoi va y dinh mua hang trén TikTok (Pramono &
Pradana, 2022).

Nghién ctru nay 1ap day khoang trong nghién ciru & mot sé phuong dién sau. Thir nhat, mac du da
¢6 nhiéu nghién ctru vé mbi lién hé giira hoat dong marketing truyén thong xa hoi (Social Media
Marketing Acitivity — SMMA, viét tat 1a HDMTTXH) va y dinh mua hang trén cac nén tang xa hoi
khac nhau, nhung s6 luong nghién ciru vé tac dong cia HDMTTXH trén nén tang TikTok con han
ché, do d6 can phai nghién ciru thém vé chii dé nay. Thir hai, nén tang TikTok ngay cang phd bién

1 Meme la mét hinh anh, video kém theo tiéu dé hoac la nhitng 4m thanh mang tinh giai tri moét cach hai hudc, dugc truyén ba mot
céch réng réi trén cac trang mang xa héi. Tolentino (2019) cho rang TikTok nhu “mét nha may san xudt meme khéng 16".
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v6i nguoi tiéu ding tré Viét Nam, vi vy can thiét phai c6 nghién ctru thyc nghiém vé hiéu qua cua
hoat dong quang cao trén nén tang TikTok dén d6i twong nay. Thir ba, ngay cang nhiéu doanh nghiép
vura va nho Viét Nam luya chon TikTok nhu mot kénh ban hang chu dong, kha ndng marketing trén
nén tang nay ciing 1a van dé duoc quan tdm. Vi vdy, bai nghién ctru ndy s& dong gop lam lap day
khoang tréng nghién ctru néu trén. Nghién ciru sé& tra 10i cau hoi: Hoat dong marketing trén nén tang
TikTok anh hudng nhu thé nao dén y dinh mua hang, xem xét dén tic dong trung gian ciia nhan thirc
thuong hiéu (Brand Awareness — BA, viét tit 1 NTTH) va hinh anh thuong hi¢u (Brand Image — BI,
viét tat 1a HATH).

2. Ca s@ ly thuyét va cac gia thuyét

2.1.  Hoat dong marketing truyén thong xd héi

HPMTTXH dugc coi 1a mot phuong phép truyén thong marketing hiéu qua thu hut sy cha y cua
nguoi tiéu ding va nim bat nhan thirc clia ho vé cac hoat dong marketing truyén thong xa hoi (Kim
& Ko, 2012; Bilgin, 2018; Yadav & Rahman, 2018; Chen & Lin, 2019). Kim va Ko (2012) da dé xuét
nim cau thanh cia HDMTTXH bao gom: (1) Giai tri, (2) tuong téc, (3) xu hudng, (4) tiy chinh, va
(5) truyén miéng.

2.1.1. Gidi tri (EN)

Giai tri 12 mot yéu té marketing truyén thong xa hoi va 1a két qua cia cam xtic tha vi ciia ngudi
dung nén tang truyén thong xa hoi (Agichtein va cong su, 2008). Cac hoat dong giai tri trén Internet
va cac phuong tién truyén thong xa hoi mang lai trai nghiém thu vi, tao cam himg cho nguoi tiéu ding
muén tham gia vao cong dong thuong hi¢u trén nhitng nén tang nay (Chi, 2011; Manthiou va cong
su, 2013; Ashley & Tuten, 2015). Giai tri ¢ thé nang cao y dinh mua hang ciia nguoi tiéu ding vi nd
¢6 thé tao cho ngudi dung cam giac gan giii v6i thuong hiéu (Dessart va cong sy, 2015).

2.1.2. Tuong tac (IN)

Tuong tac trén cc nén ting truyén thong xa hoi tao ra thong tin mang tinh tuong tac théng qua
cac hoat dong chia sé va trao doi thong tin (Kim & Ko, 2012; Nelimarkka va cong sy, 2020). Tuong
tac dong vai trd 12 yéu t6 thuc day nguoi tiéu dung tao noi dung (Fischer & Reuber, 2011), do d6 nang
cao thai do ciia ho ddi v6i thuong hiéu va y dinh mua hang (Hajli, 2015).

2.1.3. Xu huong (TR)

Xu huéng con duge goi 1a mot dic diém khac cua marketing truc tuyén va co lién quan dén viéc
cung cip thong tin cap nhat cho ngudi tiéu ding (Godey va cong su, 2016). Cap nhat cac xu hudng
hién tai, d4nh gia san pham, y tuong va y kién vé viéc phat trién san pham sé tao niém tin vao thuong
hidu ctia nguoi tiéu dung (Godey va cong s, 2016) va tao ra hinh anh tét dep ctia nguoi tiéu dung vé
thuong hi¢u (Manthiou va cong sy, 2013).

2.1.4. Truyén miéng dién tir (WM)

Truyén miéng (WOM) lién quan dén viéc truyén ba 1oi noi va thong tin lién lac ctia ngudi tiéu
dung tich cuc, nhitng nguoi ¢6 thé 1a ngudi tiéu ding trong twong lai, qua khir hodc hién tai, vé mot
cong ty, san pham hodc thwong hiéu sir dung phuong tién truyén thong xa hoi lam cong cu dé dat
dugc muc tidu kinh doanh (Hennig-Thurau va cong su, 2004). Viéc thong tin trong truyén miéng dién
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tir (e-WOM) 14 tiéu cuc hay tich cyc déu c6 anh hudng sau sac dén s¢ thich mua va ¥ dinh mua (Baker
va cong su, 2016).

2.1.5. Tuy chinh (CU)

Tuy chinh trong ky nguyén ky thuat s6 dé cap dén nhitng nguoi quan tim dén thong diép clia cac
thuong hiéu ho yéu thich va cac dich vu diéu chinh dap g nhu cu ctia ngudi tiéu ding c4 nhan
(Godey va cong su, 2016). Phuong tién truyén thong xa hoi phai 1a noi dé ngudi tiéu dung c6 duoc
thong tin thii vi va tim kiém thong tin can thiét, dong thoi ty do bay to ¥ kién ciia minh (Kim & Ko,
2010), mang lai gia tri cho nguoi tiu dung, ca ca nhan va ngudi ti€u dung trong mét nhém (Zhu &
Chen, 2015). Tuy chinh cho phép tiép can khach hang tiém ning, xdy dung long tin va ning cao y
dinh mua hang (Martin & Todorov, 2010).

Tac dong cia HDMTTXH dbi voi NTTH va HATH dé dugc danh gia boi Godey va cong su (2016)
phét hién dnh huong dang ké cia HDMTTXH dbi v6i ca NTTH va HATH. Nghién ciru ciia Bilgin (2018)
cho thdy HDMTTXH c6 twong quan véi NTTH va HATH nhung khong da anh huong dé xay dyng mot
HATH t6t trong tam tri nguoi tiéu ding ciing nhur cai thién 1ong trung thanh véi thuong hiéu. Ngoai ra,
Seo va Park (2018) chi ra rang HDMTTXH tac dong tich cuc dén NTTH va HATH. HDMTTXH ciing
gitip thic day doanh s6 ban hang va mua hang clia nguoi tiéu ding (Balakrishnan va cong su, 2014; Aji
va cong su, 2020; Kim & Ko, 2010; Moslehpour va cong su, 2020).

V6i co s6 1y thuyét noéi trén, tac gia dé xuét nhiing gia thuyét sau:

Gid thuyét Hi: HPMTTXH trén TikTok c6 tac dong tich cuwc dang ké dén NTTH.

Gid thuyét Ho: HPMTTXH trén TikTok c6 tac dong tich cwc dang ké dén HATH.

Gid thuyét Hy: HPMTTXH trén TikTok ¢6 tic déng tich cwc ding ké dén y dinh mua hang
(YDMH).

2.2.  Nhdn thiec thuong hiéu

Nhén thic vé thuong hiéu dé cap dén viéc khach hang c6 thé nhan ra hodc nhd lai mot thuong
hiéu hay don gian 14 liéu khach hang c6 biét thuong hiéu d6 hay khong (Aaker, 1996; Keller va cong
su, 2011). Nhan thirc vé thwong hidu duge coi 1a diéu kién tién quyét dé nguoi tiéu ding can nhac
trong qua trinh ra quyét dinh lya chon thuong hi¢u nao (Macdonald & Sharp, 2003; Radder & Huang,
2008; Huang & Sarigéllii, 2014; Langaro va cong su, 2018). Nhan thirc vé thuong hiéu c6 tac dong
tryc tiép dén ¥ dinh mua hang ciia nguoi tiéu ding (Kapferer, 2008). Mot khi nguoi tiéu ding da thir
nghiém thuong hiéu va thay rang n6 cé thé dap tmg mong doi cia ho, viéc ting mic do nhan biét va
hinh anh ciia mét thuong hiéu cu thé co tac dong sau sic dén qué trinh ra quyét dinh mua hing
(Ambolau va cong su, 2015; Novansa & Ali, 2017; Dewi va cong sy, 2020). Téom lai, HATH va
NTTH c6 mbi tuong quan tich cuc cao (Perera & Dissanayake, 2013).

Gid thuyét Hy: NTTH ¢6 tdc ddng tich cuwc dang ké dén YDMH.
Gid thuyét Hs: NTTH ¢6 tdc ddng tich cuwc dang ké dén HATH.

2.3.  Hinh anh thuong hiéu

Hinh anh thuong hiéu dé cap dén nhén thirc cia nguoi tiéu ding vé thuong hidu va sy quan tim
dén thuong hiéu nay hon nhing thwong hiéu khac, ton tai dudi nhiéu hinh thirc lién twéng thuong
hiéu trong tim tri nguoi tiéu dung (Keller, 2009). HATH hoat dong nhu mot yéu to thiét yéu trong
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céc hoat dong xay dung thuong hiéu vi tic dong ctia né dén so thich ciia ngudi tiéu dung dbi vi mot
thuong hiéu (Cobb-Walgren va cong su, 1995). Nguoi tidu ding c6 thé cam nhan thong tin vé ca
chung loai va tinh nang cla san ph.'?im cua mdt thuong hi¢u (Lee va cong sy, 2011). Hon nita, nguoi
tiéu dung ludn bao gdm hinh anh thuong hi¢u trong qué trinh dua ra quyét dinh vé thuong hi¢u (Foster,
2016; Keller, 2009). Mic di mot thwong hiéu chua chic di s¢ hitu sirc hiit hay tao di niém tin dé
khién san pham béan chay, nhung HATH di kém véi thuong hiéu sé thuyét phuc ngui tiéu dung mua
hang (Rappaport, 2007). HATH c6 méi quan hé véi YDMH (Sanny va cong su, 2020) va gitip ngudi
tiéu dung tiém nang tranh riii ro khi mua hang bang cach mua san pham c6 HATH tich cyc (Razy &
Lajevardi, 2015). HATH déng vai tro trung gian trong mdi twong quan giita HDMTTXH va YDMH,
dong thoi tac dong tryuc tiép dén YDMH (Zhang va cong su, 2019).

Gid thuyét Hs: HATH ¢6 tdc ddng tich cuwc dang ké dén YDMH.

2.4. Vai tro trung gian cua nhan thirc thuwong hiéu va hinh anh thuwong hiéu

Nghién ctru ctia Angelyn va Kodrat (2021) chi ra rang nhan biét thuong hi¢u dong vai tro trung
gian trong mdi quan hé gitta HDMTTXH v6i YDMH (Moisescu, 2009) va giai thich raing HDMTTXH
clia cac doanh nghiép 161 kéo khach hang truc tiép hodc gian tiép tao ra nhan biét thuong hiéu va do
d6 1am tang kha ning ra quyét dinh mua hang ciia khach hang. HATH chii yéu dugc hinh thanh tir
nhan thirc ciia khach hang vé san pham ciing nhu bi anh huong bai cac hoat dong truyén thong thuong
hi€u cia doanh nghié¢p (O’Cass & Grace, 2004), tir d6 gitip khach hang phan biét thuwong hi¢u cua
doanh nghiép véi cac d6i thi canh tranh, lam gia ting kha niang mua hang (Hsieh va cong su, 2004).

Gid thuyét Hra: NTTH déng vai tro trung gian trong moi quan hé gitta HPMTTXH va HATH.

Gid thuyét Hw: HATH déng vai tro trung gian trong moi quan hé giita NTTH va YDMH.

Gid thuyét Hr.: HATH ddng vai tro trung gian trong méi quan hé gitta HPMTTXH va YDMH.

Gid thuyét Hra: NTTH va HATH déng vai tro trung gian trong moi quan hé gitta HPMTTXH va
YDMH.

Gid thuyét Hr.: NTTH dong vai tro trung gian trong méi quan hé giita HDMTTXH va YPMH.
2.5. Y dinh mua hang

Y dinh mua hang dé cap dén viéc ra quyét dinh mua hang nham tim hiéu 1y do tai sao khach hang
quyét dinh mua mot san phé”im cu thé (Chang & Wildt, 1994; Alam va cdng su, 2007; Kim & Ko,
2012). Nghién ctru nay tap trung vao YDMH truc tuyén, dé cap dén mirc d6 sin sang mua mot san
pham cuy thé ctia khach hang (Pavlou, 2003; Pefia-Garcia va cong sur, 2020). Nguoi tiéu dung quyét
dinh mua mét san phé‘im dya trén gia tri cam nhén (Zeithaml, 1988), nghia la trude khi mua san phé‘im,
nguoi tiéu dung thuong tim kiém thong tin lién quan vé san pham d6 dua trén trai nghiém thuc té ciia
nguoi khac hodc tir nhiéu ngudn khac nhau nhu: Internet, mang xa hoi roi danh gia tat ca théng tin
thu thap dugc (Moslehpour va cong su, 2020). Noi cach khac, truyén thong xa hoi ciing anh huéng
dén y dinh mua hang ciia nguoi tiéu dung. Trong ca nghién ctru ly thuyét va thuc nghiém, YDMH
dugc phat hién c6 mbi twong quan v6i nhiéu yéu t6 khac nhau, d6 1a HDMTTXH (Aji va cong su,
2020; Kim & Ko, 2010), nhén thirc vé thuong hi€u (Evans va cdng su, 2021; Kapferer, 2008), hinh
anh thuong hiéu (Keller, 2009; Rappaport, 2007).
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Nhan thuc
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truyén théng xa
hoi trén TikTok

Hinh 1. M6 hinh nghién ctu

mua hang

Hinh anh
thuong hiéu

Béng 1.
Pinh nghia
Bién binh nghia Ngudn
Hoat dong Do luong muc d§ anh hudng ciia nhan thac v& hoat Kim va Ko (2012),
marketing dong ctia cic thanh vién cong ddng ddi véi Seo va Park (2018),
trl.ly(?\l:l thong HDM]‘“TXH.A Cac‘ thimh phan cu?AHD’MTTXH khac Chen va Lin (2019).
x4 hoi nhau tuy thudc vao linh vuc nghién curu.
Nhén thirc v& Do lwong kha ning nhéan dién thwong hiéu ciia ngudi Aaker (1996),
thuong hiéu tiéu dung trong c4c tinh hudng khac nhau, bao gdm ca Keller (1993).
vi€c ghi nh¢ va nhan dién thuong hi¢u.
Hinh anh Do ludng sy hiéu biét va sy quan tim cua ngudi tiéu Keller (2009),
thwong hiéu  ding ddi v6i mot thuong hiéu cu thé, nhu dwoce xéc Bilgin (2018),
. . v lien tuéne th hidu kha
i;nh ttrong c;a}c htlrnh kltlhulcl l:n tuong thuong hiéu khac Cobb-Walgren va cong su
au trong tam tri khach hang. (1995).
Y dinh Y dinh mua d& cap dén viéc ra quyét dinh mua nhdm  Grewal va cong su (1998),
mua hang tim ra 1y do khién khéch hang quyét dinh mua motsan  gim va Ko (2012),
pham cy the. Liu vi cong su (2019),

Moslehpour va cong su (2018),
Wu va cong su (2011).
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3. Phuong phap nghién ciru

3.1.  Cach thuc do luong

Tat ca cac bién di dugc do ludng trong mot bang cau hoi dya trén thang do Likert 05 diém.
HPMTTXH dugc do luong thong qua 05 khia canh (Kim & Ko, 2012). Xu hudng 1a khia canh dau
tién dugc do bang 05 cau hoi da dwoc dé cap trong cac nghién ciru trude d6 (Cheung va cong su,
2008; Kim & Ko, 2010; Seo & Park, 2018; Yadav & Rahman, 2018). Tuy chinh dugc do luong thong
qua thang do 06 cau hdi dua trén nghién ctru ciia Cheung va cong su (2020), Seo va Park (2018), Yoo
va cong su (2000). Hinh anh thuong hi€u dugc do luong theo Cheung va cong su (2020), Seo va Park
(2018). Y dinh mua hang duoc do luong dua trén thang do dwoc sir dung trong nghién ctru trude d6
(Abzari va cong su, 2014; Aji va cong su, 2020; Alalwan, 2018; Duffett, 2015; Kim & Ko, 2012;
McClure & Seock, 2020).

3.2, Thu thdp dir liéu

Viéc thu thap dir liéu duoc thuc hién thong qua mot cude khao sat tir thang 10 nam 2021 dén thang
5 nam 2022. Pbi tugng tham gia nghién ciru 14 sinh vién Pai hoc Qudc gia Ha Noi, nhimng khach hang
thuong sir dung TikTok dé cap nhat thong tin vé thoi trang. Trudc khi tién hanh khao sat trén dién
rong, tic gia di tién hanh khao sat so bd véi 50 ngudi tiéu ding tré dé diéu chinh cau hoi khao sat
cho phu hop. Ngoai ra, tac gid con danh gia do tin cdy cua thang do. Ly do nhém tac gia chon sinh
vién Dai hoc Qubc gia Ha Noi (PHQGHN) vi day la truong dai hoc 16n nhat Viét Nam, bao gém hon
60.000 sinh vién dén tir 8 truong voi sy da dang vé chuyén nganh. Vi vay, sinh vién DPHQGHN rat
phti hop dé dai dién cho nhitng ngudi tra 161 nghién ctru nay. Dé dam bao mau c6 tinh dai dién, nhém
tac gia da tinh toan s6 lugng hoc sinh can thiét ciia mdi truong dua trén ty 18 giira 8 truong va chuyén
bang cau hoi t6i cac dbi tugng tham gia. Trong s6 600 bang cau hoi dugc phat ra, sau qua trinh loc
b6 nhig cdu tra 10i khong day du, cudi cing ¢6 512 cau tra 1oi hop 18 duge phan tich.

Béng 2.
Nhan khau hoc cta nhimg nguoi tham gia khao sat
Dic diém Noi dung Tén suét Phén tram
Gioi tinh Nam 228 44,5%
Nit 284 55,5%
Sinh vién nam thir 1 138 27%
2 112 22%
3 116 23%
4 146 28%
Thoi gian su dung <1 nam 274 54%
TikTok 1-2 nam 217 42%
>2 ndm 21 4%
Tin suit sir dung Hang ngay 206 40%
TikTok Hang tudn 90 18%
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Dic diém Noi dung Tén suét Phén tram
Hang thang 67 13%
3 thang 1 1in 8 2%
Khi cin 141 27%
Téng 512 100%
4. Két qua

4.1. Mo hinh bén ngodai va xdc nhan thang do

Viéc tién hanh cac kiém dinh vé do tin cay va tinh nhat quan bén trong, gia tri hoi tu va gia tri
phan biét ctia thang do 1a can thiét dé kiém tra mo hinh bén ngoai. Viéc do ludng do tin cdy cia timg
thang do duoc thyuc hién bang cach tai cic cau hoi tuong tmg, cho biét mirc d6 do ludng cua thang
do. Gia tri ngudng 1a 0,7 (Chin & Newsted, 1999) duoc st dung dé thé hién do tin cay cua tung cau
hoi. Sau khi loai bo 7 cau hoi, nhitng cau hdi con lai thda man tiéu chi trén. Gia tri cua do tin cay téng
hop dugc trinh bay trong Bang 3. Fornell va Larcker (1981) dé xuét trong truong hop tai hé so du
doan va AVE vuot qua 0,5, mdi thang do co gia tri hoi tu. Ngoai ra, gia tri phan biét con cho biét muc
d6 khac biét gitra cac bién va tiéu chi cau hoi. “Khi hé s tai ctia timg myc tiém an d6i véi mdi cau
trac duoc chi dinh cao hon hé sd tai ctia timg cau hoi khac, thi mdi bién dugc coi 1a phu hop vé gia
tri phan biét dbi xu” (Hair va cong sw, 2017). Két qua phan tich cho thiy gia tri phan biét ciia

thang do.
Béng 3.
Phan tich d¢ tin cdy va gia tri hoi tu
Bién Cronbach's Alpha D6 tin ciy AVE
BA 0,869 0,902 0,605
BI 0,847 0,886 0,566
PI 0,896 0,917 0,580
SMMA 0,856 0,897 0,635
Ghi chu: BA: NTTH; BI: HATH; PI: YPMH; SMMA: HDMTTXH.
Béng 4.
Két qua gia tri phan biét theo HTMT
BA BI PI SMMA
BA -
BI 0,691 -
PI 0,744 0,740 -
SMMA 0,769 0,695 0,802 -

Ghi chu: BA: NTTH; BI: HATH; PI: YbPMH; SMMA: HDMTTXH.
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Gi4 tri phan biét chi ra muc do khéac biét lién quan dén cac tiéu chi ciu tric dugc kiém dinh va
khac nhau. Mot phuong phap kiém dinh c6 tén 14 ty 1¢ di tinh trang - don tinh trang (HTMT) ctia céc
mdi twong quan sir dung ma tran da tinh trang - da phuong thic di dugc tim thdy boi Henseler va
cong su (2015). Nghién ctru hién tai ciing st dung HTMT dé xac dinh gia tri phan biét va két qua
dugc trinh bay trong Bang 4. Két qua phan tich cho thay rang tat ca cic gia tri déu nho hon 0,9, do d6
xac nhén gié tri phan bi¢t (Gold va cong su, 2001).

Tenenhaus va cong su (2005) dua ra phuong phap tinh toan murc d¢ phu hop (GOF) cia m6 hinh
nghién ctru nhu sau: GOF = VAVE x R? =,/0,583 X 0,495 = 0,537.

GOF 14 0,537, dat tiéu chi gioi han 0,36 dbi véi quy mo tac dong 1on (Wetzels va cong sy, 2009).

4.2, Két qua mé hinh bén trong va kiém dinh gia thuyét

Phan tich PLS m6 hinh bén trong trong nghién ctru nay nham kiém dinh gia thuyét. Bang 5 chi ra
céc két qua kiém dinh gia thuyét, hé s6 duong dan, gia tri p va gia tri t.

Bang S.

Tom tit két qua mo hinh bén trong
Gia thuyét Hé s6 duong dén Gia tri t Gid tri p Két qua
H;: SMMA — BA 0,665 22,786 0,000 Chip nhan
H,: SMMA — BI 0,363 7,139 0,000 Chép nhan
H;: SMMA — PI 0,376 7,756 0,000 Chép nhan
Hs: BA — PI 0,236 4,141 0,000 Chip nhan
Hs: BA — BI 0,360 6,787 0,000 Chép nhan
He: BI — PI 0,285 4,591 0,000 Chip nhan

Ghi chi: BA: NTTH; BI: HATH; PI: YbPMH; SMMA: HDMTTXH.
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Hinh 2. Khung két qua m6 hinh bén trong

Ghi chi: BA: NT"I:H; BI: HATH; PI: YDMH; SMMA: HDMTTXH; CU: Tuy chinh; EN: Giai tri; IN: Twong tac; TR: Xu
hudéng; WM: Truyén miéng dién tir.

Béng 5 va Hinh 2 chi ra ring HDMTTXH c6 tac dong tich cuc dang ké dén NTTH (hd tro cho gia
thuyét H;), HATH (hd tro gia thuyét Ha) va YDMH (hd tro gia thuyét Hs). Két qua ciing cho thiy
nhan thie thwong hidu tac dong tich cuc dén YDMH (hd trg gia thuyét Ha), va HATH ciing c6 tac
dong ddng nhat dén YDMH (hd tro gia thuyét He). Cudi ciing, NTTH c6 tuong quan dwong véi HATH
(hd tro gia thuyét Hs).

4.3.  Kiém dinh vé vai tro cua bién trung gian
Dé xé4c dinh tim quan trong ctia bién trung gian, tac gia da tién hanh phuong phap Bootstrapping
trong phin mém SmartPLS 3 (Hair va cong sy, 2017). Két qua cua Bootstrapping cho thdy vai tro
trung gian (Preacher & Hayes, 2004, 2008). Bang 6 cho thiy két qua ctia bootstrapping va chi ra ring

ton tai vai tro cta bién trung gian c6 y nghia théng ké gitra NTTH va HATH giita cac HDMTTXH va
YDMH.
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Béng 6.

Két qua kiém dinh vai tro bién trung gian
Gia thuyét Théng ké t Gia tri p Y nghia théng ké
H7.: SMMA — BA — BI 6,352 0,000 Co y nghia
H7: BA — Bl — PI 4,116 0,000 Co y nghia
H7.: SMMA — BI — PIL 3,460 0,001 Co y nghia
H74s: SMMA — BA — Bl — PI 4,027 0,000 Co y nghia
H7.: SMMA — BA — PI 3,946 0,000 Co y nghia

Ghi chu: BA: NTTH; BLl: HATH; PI: YPMH; SMMA: HDMTTXH.

5. Thao luan

Két qua nghién ciru chi ra rang ¥ dinh mua hang ctia nguoi tiéu ding tré Viét Nam c6 thé bi anh
hudng thong qua cac hoat dong marketing trén mang xa hoi, gitup cai thién khong chi y dinh mua hang
ma con ca dén nhén thirc thuong hiéu va hinh anh thuong hiéu. Két luan nay ciing ddng nhét véi cac
nghién ciru trudc day, cu thé 1a nghién ctru cia Yadav va Rahman (2018) néi ring HDMTTXH lam
tang murc do sn sang mua theo thuong hiéu ciia nguoi tiéu dung thudce thé hé Gen Z, nghién ciru ciia
Cantawee va cong su (2021) cho thdy su cai thién vé ¥ dinh mua hang théng qua quang cao video
trén TikTok. Két qua nghién ctru ciing dong nhét véi két qua nghién ciru ctia Araujo va cong sur (2022)
chi ra anh hudng tich cuc cua cac video quang cao trén TikTok dén hanh vi va y dinh mua hang ciia
Gen Z. Ngoai ra, nghién ciru ciing chi ra nhimng diém chung lién quan dén ciing cam himg khi st dung
Instagram (Alhabash & Ma, 2017), Facebook (Alhabash & Ma, 2017; Chen & Kim, 2013; Quan-
Haase & Young, 2010), Twitter (Chen, 2011). Do d6, nghién ctru nay dong gép dang ké vao cac 1y
thuyét va thuc hanh c6 lién quan.

5.1. Y nghia vé mat ly thuyét

- Thir nhdt, nghién ciru nay khoa lap khoang trong nghién ciru trong viéc danh gia mirc do anh
huéng cia HDMTTXH déi véi ¥ dinh mua hang va tic dong trung gian ciia NTTH va HATH trén
TikTok. Mac du cac hoat dong marketing trén TikTok da thu hut dugc sy quan tdm nghién cuu &
nhiéu phuong dién khac nhau (Araujo va cong sy, 2022; Hasena & Sakapurnama, 2021; Meng &
Leung, 2021; Rimadias va cong su, 2021), nhung nghién ctru giai thich anh huéng caia HODMTTXH
trén TikTok d6i voi YDMH chua c6 va da duge 1ap day boi nghién ctru nay.

- Thir hai, nghién cru nay cling xac nhén tdc dong trung gian cua nhén thuc va hinh anh thuong
hiéu dén mdi quan hé gitra HDMTTXH va YPMH trén TikTok.

5.2. Hamy vée mat quan tri

Nghién ciru chi ra rang sir dung nén tang TikTok 1a mot cach marketing sang tao va tiét kiém chi
phi, dac biét 1a ddi véi cac doanh nghiép vira va nho c¢6 ngéan sach nhé cho cac hoat dong marketing
thudng xuyén vi phuong phap marketing nay c6 thé bat kip xu huéng va so thich cua gioi tré. Dé dat
dugc muyc tiéu marketing, cling can tao noi dung hoac thong di€p dua trén mang xa hdi va dac biét 1a
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céc video ngan hap dan trén TikTok s& tac dong dén y dinh mua hang ciia nguoi tiéu ding. Kiém dinh
cé hai gia thuyét Hy va Ha chi ra ring HDMTTXH bao gom: Giai tri, xu huéng, tiy chinh, twong téc
va truyén miéng c6 tac dong tich cyc dang ké dén nhan thirc vé thwong hiéu. Do do, thay vi coi
HPMTTXH la mét cong cu marketing hi¢u qua dé thu hut khach hang tiém ning (Chan & Guillet,
2011), HDMTTXH ciing 1a mét phwong phép hiéu qua dé xay dung kién thirc vé thwong hiéu (Cheung
va cong su, 2020; Ismail, 2017). Dbi voi cac doanh nghiép vira va nho, NTTH va HATH la hai muc
tiéu chinh cua cac hoat dong marketing khac nhau, do do, su sang tao trén nén tang TikTok cho cac
hoat dong marketing c6 thé gitip cai thién gi tri thwong hiéu ctia cdc doanh nghiép vira va nhé mot
céch tiét kiém chi phi. So sanh giita anh huéng cia HDMTTXH ddi v6i NTTH va HATH cho thy
anh hudéng cuia HDMTTXH dbi v6i nhan thuc vé thuong hi€u manh hon, do d6 goi y réng cac nha
marketing nén sir dung HDMTTXH trén TikTok nhu mot sy d6i méi trong marketing dé nang cao
nhan thirc ctia nguoi tiéu dung vé thuong higu san pham. Cac nha marketing ciing nén tao cac video
chat luong cao vé ndi dung marketing hay va sang tao trén TikTok dé thic day phan tmg lién quan
dén cam xuc ctia nguoi tiéu ding di voi mot thuong hidu cu thé, bang cach kiém soat higu qua cac
hoat dong truyén thong xa hoi cia ngudi tiéu dung (Seo & Park, 2018). Tao cac video ngan hip dan
vé ndi dung d6i méi ciing 1a mot cach marketing hidu qua vé chi phi cho cdc doanh nghiép vira va
nho. Bén canh do, doanh nghiép ciing nén twong tac véi phan hoi hay binh luan ctia nguoi tiéu ding
trén TikTok dé ting twong tac. Viéc dang video trén TikTok dugc ky vong sé& kich thich qua trinh xtr
Iy nhén thirc, tinh cam va kich hoat cua nguoi ti€u dung (Chu va cong sy, 2019; Chu & Kim, 2011),
cubi ciing 14 nang cao kién thirc vé thuong hiéu ciia ngudi tiéu dung.

Két qua kiém dinh gia thuyét Hs, Hs va He cho thiy HDMTTXH, NTTH va HATH ciing c6 anh
huéng tich cuc dén y dinh mua hang, trong ¢6, HDMTTXH c¢6 anh huéng 16n nhat ¢én YDMH. Trén
thuc té, c6 nghia 1a c6 thé sir dung nén tang TikTok dé tao ndi dung marketing, dudi dang video ngin
nham kich thich YDMH cua ngudi tiéu ding. Trong cac thanh phan cia HDMTTXH anh huong truc
tiép dén YDMH, gidi tri 1a thanh phan c6 y nghia nhat cia HDMTTXH, do d6, nén tap trung vao viéc
xay dung cac video ¢6 ndi dung tha vi chira phu dé thay vi ngdn ngit ndi (Li va cong su, 2021) dé thu
hut sy chi y ctia ngudi tiéu ding nhiéu hon vao hanh dong mua hang. Két qua cua kiém dinh bién
trung gian ciing chi ra ring HDMTTXH trén TikTok tac dong truc tiép va gian tiép dén YDMH.
NTTH va HATH dong vai tro trung gian gitta HDMTTXH va YPMH. Do d6, HDMTTXH trén
TikTok khong chi kich thich YDMH cuia nguoi tiéu dung ma con tang NTTH va HATH. NTTH va
HATH c6 mbi twong quan thuan véi YDMH, diéu nay cho thay nguoi ding TikTok c6 xu hudéng mua
san pham dua trén nhan thic vé thuong hiéu cua ho. Trén thuc té, ngudi dung TikTok theo ddi cac
thuong higu yéu thich ciia ho dé cap nhét cic san pham hoan toan méi. Cac nha marketing c6 thé dé
xut nhiéu chién dich marketing hon dé nang cao kién thirc vé thuong hiéu cta nguoi tiéu dung, diéu
nay thic day sy tuong tac clia nguoi tiéu dung thong qua chia sé va nhan xét (Li va cong su, 2021).
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