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CAI THIEN BOI CANH CONG NGHE NHAM THUC BAY CAC
DOANH NGHIEP KHOI NGHIEP BOI MOI SANG TAO G VIET NAM
NG DUNG DIGITAL MARKETING
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Bai nghién ctru két hop khung TOE véi mé hinh TAM 1 va UTAUT 1 dé dé xuét mé hinh nghién ctru phi hop véi sw
phét trién cua khoa hoc céng nghé va béi canh céc doanh nghiép khéi nghiép & Viét Nam. Qua phéng van chuyén
gia va khao sét 551 doanh nghiép khéi nghiép & nhiéu linh vire khéc nhau, két qua cho thay cédc yéu té thuéc boi
cénh céng nghé cé téc déng manh hon téi Thai d6 déi véi viéc trng dung Digital Marketing cta cdc doanh nghiép
khéi nghiép (v6i hé sé héi quy da chuén héa Ian lwot Ia 0.306; 0.124; 0.123 cho 3 nhén té la Loi ich twong déi, Kha

nang twong thich va bé phirc tap).

« Tlr khoa: tiép thj ky thuét sé; y dinh st dung; khéi nghiép; TOE; TAM 1; UTAUT 1; hanh vi st¥ dung.

The study integrates the TOE framework with the
TAM 1 and UTAUT 1 models to propose a research
model tailored to the technological advancement and
startup context in Vietnam. Based on expert interviews
and a survey of 551 startups across different sectors,
the findings reveal that technological context factors
have a more substantial influence on startup attitudes
toward digital marketing adoption, with standardized
regression coefficients of 0.306, 0.124, and 0.123 for
the factors of Relative Advantage, Compatibility, and
Complexity, respectively.

» Key words: digital marketing; intention to use;
startups; TOE; TAM 1; UTAUT 1, use behavior.
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Co s Iy thuyét va phwong phap nghién ciu

Co 56 Iy thuyét va khung phén tich

Digital Marketing

Digital Marketing hién 1a chu dé nghién ctru nf)i
bét trong linh vuc marketing, khong chi nham truyén
tai thong di€p ma con d€ xay dung mdi quan hé lau
dai voi khach hang (Caddell, 2013). Hai quan diém
chinh da dinh hinh nén tang ly thuyét: Philip Kotler
(2002) va Francesca Brosan (2012) nhan manh vai
tro trung tdm cua khach hang, trong khi Pham Thu
Huong va Nguyén Van Thoan (2009), cung Truong
Dbinh Chién (2015) va Lamberton & Stephen (2016),
lai tap trung vao doanh nghi¢p nhu trong tam cta cac
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chién luge marketing. Theo Dave Chaffey (2022),
Digital Marketing la sy két hop gitra Internet, dit li¢u,
cong nghé so va phuong tién truyén thong truyén
thong dé dat duge muc tiéu marketing. Nghién ctru
nay s€ van dung khai niém cua Chaffey d€ phan tich
su tich hop gitta cac phuong tién ky thudt s6 va truyén
thong trong chién lugc marketing ciia doanh nghiép.

Doanh nghiép khoi nghiép

Vi su phat trién vuot bac cuia cong nghé thong
tin va cac giai phap kinh doanh séng tao, thuat ngir
“doanh nghi¢p khoi nghiép” ngay cang pho bién,
dac biét trong boi canh doi méi dot pha dé dat hiéu
qua kinh doanh cao. Theo Robehmed (2013), doanh
nghi€p khoi nghiép 1a cong ty hodc du an do mot
doanh nhén sang 1ap nham tim kiém, phét trién va
xac thyc mot mo hinh kinh doanh c6 kha nang mé
rong. Nghién ctru nay khao sat cac doanh nghi¢p khaoi
nghiép tai Vit Nam, nhing don vi khong chi c6 dac
diém chung v6i doanh ngh1ep khoi nghiép toan cau
ma con phai tuan thu cac quy dinh cu thé cua Viét
Nam. Theo Thong tu 01/2018/TT-BKHCN, doanh
nghiép khoi nghiép d6i méi sang tao tai Viét Nam
duoc dinh nghia la doanh nghi€p c6 kha nang tang
truong nhanh, dua trén khai thac tai san tri tug, cong
nghé hodc mo hinh kinh doanh méi, véi thoi gian hoat
dong khong quéa 5 nam ké tir khi cap Gidy ching nhan
dang ky doanh nghi¢p dau tién.

Hanh vi ung dung digital marketing cua doanh
nghiép khoi nghiép

Nghién ctru hanh vi Ging dung Digital Marketing
trong doanh nghiép khoi nghiép dua trén nhiéu ly
thgyét vé chap nhan cong nghé. M hinh Khuéc}} tan
Doi méi (DOI) ciia Rogers (2003) chi ra nam yéu td
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anh huong dén viéc ap dung cong nghé: loi thé tuong
doi, kha nang tuong thich, d¢ phuc tap, kha nang dung
thir va kha nang quan sat, trong do6 loi thé twong doi,
kha nang twong thich va d¢ phuc tap dy doan vi¢e ap
dung cong ngh¢ (Giovanis et al., 2012). Theo ly thuyét
Hanh dong hop Iy (TRA) ctia Ajzen va Fishbein (1975),
hanh vi ¢4 nhan phy thugc vao y dinh hinh thanh tir thai
d6 va chuan myc xa hoi. M6 hinh Chap nhan Cong
nghé (TAM) ctia Davis (1989) nhan manh rang viéc st
dung cong nghé phu thudc vao y dinh, tinh hitu ich va
tinh dé str dung, voi TAM2 (Venkatesh va Davis, 2000)
b6 sung yéu to xa hoi. Mo hinh UTAUT (Venkatesh
et al., 2003) tich hop céc yéu t6 ky vong hiéu sudt, ky
vong nd lyc, anh huong xa hoi va diéu kién thuan loi
anh huong dén ¥ dinh hanh vi. Trong doanh ngh1ep
khoi nghiép, Leeflang et al. (2013) phan loai cac yéu t0
anh huong thanh ba nhom: chién lugc hoat dong, chién
lugc tiép can thi truong va ning luc to chire. Teixeira et
al. (2018) nhan manh vai tro cta su hd trg tir ban lanh
dao, trong khi Taiminen va Karjaluoto (2015) chi ra
rang nhiéu doanh nghiép nho chwa nhan thirc day di
loi ich cua Digital Marketing. Nghién ctru nay s€ tap
trung vao vai tro ctia cac nha quan ly trong viéc thuc
day tmg dung Digital Marketing tai cdc doanh nghiép
khoi nghiép.
Mo hinh nghién cuu
Hinh 1: M6 hinh nghién ctru dé xuat

BOI CANH CONG NGHE

BOI CANH MOI TRUONG

Trong qua trinh tong hop va phén tich cac thang
do, nhom tac gla nhén thiy sy trung lap gitra mot sO
yéu o trong md hinh UTAUT va céc yeu t6 twong tur
trong mo hinh TOE, dan dén viéc loai bo nhitng yéu
t6 nay dé tranh ty twong quan. M6 hinh UTAUT duge
xem la uu viét hon TAM vi tich hop céac yeu t6 tir
cac mo hinh trude va xem xét tac dong cua bién nhan
khau hoc nhu g101 tinh, tu01 tac va sy ty nguyén. Do
do, nhom tac gia dé xuat phuong phap ti€p can mdi,
két hop 1y thuyét Cong nghé - T6 chue - Moi truong
(TOE) véi 1y thuyét UTAUT va mé hinh TAM dé
xay dung md hinh thuc nghi¢ém cho tng dung Digital
Marketing trong to chtrc nhu Hinh 1.

Céac gia thuyét nghién ctru dugce dua ra nhu sau:

Hla: Loi thé twong doi ¢6 anh huong tich cue dén
thai do doi voi viéc ap dung Digital Marketing trong
doanh nghiép khoi nghiép.

Hlib: Do phitc tap c6 anh huong tich cuc dén
thai do doi voi viéc ap dung Digital Marketing trong
doanh nghiép khoi nghiép.

Hlec: Tinh tuong thich c6 anh hwong tich cuc dén
thai do doi voi viéc ap dung Digital Marketing trong
doanh nghiép khoi nghiép.

H2a. Kinh nghiém cong nghé thong tin co anh
hwong tich cuc toi thai do voi hanh vi ung dung tng
dung digital marketing cia doanh nghiép khoi nghiép.

H2b. Tinh sang tao cua doanh nghiép co anh
hwong tich cuc toi thai do voi hanh vi img dung ung
dung digital marketing ciia doanh nghiép khoi nghiép.

H2c: Su hé tro tir chuyén gia/co vin cé anh huong
tich cuc toi thai do voi hanh vi ung dung vung dung
digital marketing cua doanh nghiép khoi nghiép.

H3a. A}) luc canh tranh c6 anh huong tich cuc toi
hanh vi g dung Digital Marketing tai cdac doanh
nghiép khoi nghiép.

H3b. Ap lic khach hang c6 anh hieong tich cuc
to1 hanh vi ung dung Digital Marketing tai cac doanh
nghiép khoi nghiép.

H3e. A}? lwe xd hoi co anh hwong tich cuc toi hanh
vi ung dung Digital Marketing tai cac doanh nghiép
khoi nghiép.

H4. Thai do voi hanh vi ung dung Digital
Marketing tai cac doanh nghiép khoi nghiép co tac
dong tich cuc toi y dinh ap dung Digital Marketing
tai cac doanh nghiép khoi nghiép

H5. Y dinh dp dung Digital Marketing tai cdc
doanh nghiép khoi nghiép co tac dong tich cuc toi
Hanh vi ap dung Digital Marketing tai cdc doanh
nghiép khoi nghiép

Phuwong phap nghién ciru

Trong nghién ctru dinh tinh, nhom tac gia tién hanh
phong van chuyén sau 15 quéan Iy doanh nghi¢p khoi
nghiép va chuyén gia Digital Marketing tai Viét Nam
d€ xay dung va hi¢u chinh cac thang do. Bén canh do,
nhom tac gia thyc hién nghién ctru dinh lugng so b dé
kiém dinh d¢ tin cdy thang do, phan tich EFA va hoi
quy da bien. Trong nghién ctru chinh thire, mau dugc
lay tir quan ly cap phong tr¢ 1én tai doanh nghiép khdi
nghi¢p ¢ Viét Nam, qua vuon uwom va hi¢p hdi trén
mang xa hoi. Mo hinh dya trén SEM, str dung SPSS va
AMOS 20. Nhom tac gia thu duge 551 phiéu hop €.

Két qud nghién ciru

Bang 1 cho thdy, ket qua klem dinh Cronbach’s
Alpha, céc thang do déu c6 hé so Cronbach’s Alpha
> 0.7 va h¢ s6 twong quan blgn tong > 0.4 nén duoc
gitt lai d€ phan tich ¢ bude tiép theo (phén tich nhan
t0 kham pha EFA).
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Bang 1: K&t qua phan tich Cronbach’s Alpha

” Hé s3 Cronbach’s | ... .. | H&s8twong | Hésd Cronbach’s Alpha
Bién Bién quan sat oo P
Alpha quan bién tong néu logi ba bién
LITD1 .675 .796
LITD2 671 797
LD 0839 LITD3 .658 .802
LITD4 .694 791
PT1 .679 .786
PT2 .645 .801
T 0836 PT3 .707 779
PT4 .648 .803
KNTT1 .603 .832
KNTT2 714 784
KNTT 0842 KNTT3 .659 .807
KNTT4 736 773
KNCN1 .638 785
KNCN 0.814 KNCN2 .688 724
KNCN3 .684 .730
ST1 647 722
ST 0.798 ST2 638 737
ST3 .651 719
HT1 736 .822
HT2 .625 .853
HT 0.863 HT3 .656 .842
HT4 .706 .830
HT5 .708 .829
ALCT1 .684 .843
ALCT2 746 .828
ALCT 0.869 ALCT3 739 831
ALCT4 .652 .851
ALCTS .649 .853
ALKH1 .696 733
ALKH 0.819 ALKH2 .670 .766
ALKH3 .669 .756
ALXH1 629 753
ALXH 0.803 ALXH2 679 .702
ALXH3 .642 .740
D1 678 .653
D 0.784 D2 .616 715
D3 .582 757
YD1 .691 .694
YD 0.805 YD2 .595 797
YD3 .676 710
uD1 .679 724
ub 0.812 ub2 .645 759
ub3 .661 742

Nguon: Dit liéu tir nghién citu dinh liwong so' bé duwoc xit Iy biang SPSS
Tiép theo, thuc hién phan tich EFA c6 thé thy: cac
hé s6 KMO tuong ddi cao déu 16n hon 0,5 nén phan
tich nhan t6 1a phi hop. Kiém dinh Bartlett co Sig déu
nh6 hon 0,05 ching to cac bién quan sat co tuong
quan véi nhau trong tong thé. Céc gia tri Eigenvalues
> 1 chimg t6 nhan tdritracoy nghia tom tt thong
tin tot nhat. Tong phuong sai trich deéu 16n hon 50%
cho thay bién thién cua dir liéu dugc giai thich boi cac
nhan t6 dwoc rat trich. Hé s6 tai nhan to cua cac bién
déu 16n hon 0,5 nghia la cac tiéu chi gbc ¢6 quan hé y
nghia voi nhan to dugce rut trich.

Két qua phan tich CFA & Hinh 2 cho thay, cac chi
tiéu do ludng do pht hop cia md hinh thé hién cho
thay: gia tri Chi-square/df = 1.274 < 3, TLI = 0.978
> 0.9, CFI = 0.980 > 0.9, GFI = 0.931> 0.9, h¢ s6
RMSEA= 0.022 < 0.08. Céc chi s6 déu da dat yéu

cfglu: Chi-square ¢6 P-value > 0.05; CMIN/df < 2, mot
s truong hop CMIN/df ¢6 thé < 3; GFI, TLI, CFI =
0.9; va RMSEA < 0.08. Vi thé m6 hinh c6 sy phu hop
va dang tin c@y. Hon nira, phan tich twong quan gilta
céc bién, két qua thé hién sy tuong quan gilia cic bién
trong m6 hinh nghién ctru la rat thap vakhac 1 vaco ¥
nghia (p<0.05), diéu d6 c6 nghia la cac thang do dam
bao dugc gia tri phan biét.

Hinh 2: Céc chi tiéu do luwéng d6 phu hgp ctia mé hinh
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Nguén: Di liéu tiv nghién ciru dinh lwong chinh thirc dwoc xur Iy bzfngAMOS
Bang 2: Tong hgp cac hé sd ciia md hinh cu truc

tuyén tinh SEM
Estimate S.E. CR. P
M | <- LITD 220 .039 5.694 R
M | <- PT .109 .045 2428 .015
M | <- KNTT .099 .040 2451 .014
M | <- KNCN 123 .046 2,673 .008
M | <- HT 149 .041 3.621 R
M | <- ST .169 .043 3.970 R
UD | <-- ALCT 270 .041 6.634 R
UD | <-- ALKH .097 .042 2.297 .022
UD | <-- ALXH 321 .039 8.145 R

Nguon Dit liéu tir nghién cieu dinh heong chinh thire dirge xit Iy bang AMOS

Két qua phan tich mé hinh cau tric tuyén tinh cho
thay: cac chi tiéu do luong mirc d6 phu hop cia mo
hinh gdm: gia tri Chi-square/df = 1.317 < 3, TLI =
0.974> 0.9, CFI = 0.977 > 0.9, GFI = 0.919 > 0.9,
h¢ s0 RMSEA = 0.024 < 0.08 vi thé mo hinh ¢6 sy
phu hop véi thi truong. Hon nira, ket qua céc gia
tri P-value cua cac bién doc 1ap déu co gia tri nho
hon 0.05, do d6 céc bién ddc 1ap déu the hién sy anh
hudng t6i bién phy thude mot cach c6 y nghia thong
ké. Két qua udc luong mo hinh Iy thuyet trong phan
tich SEM ¢ Bang 2 cho thiy, cac mdi quan hé duoc
gia thuyét trong mo hinh ly thuyet co gia tri p tu 0,000
dén 0.022 dat muc y nghia can thiét (do tin cdy 95%).
Nhu véy cac gia thuyét nghién ciru dugc chap nhan
voéi dir liéu hién co.
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Két luiin va mot s6 dé xuit

Két lugn

Nghién ctru nay glup céc doanh nghi¢p khoi nghiép
xdc dinh céc yéu t6 quan trong aé tng dung digital
marketlng hiéu qua Két qua cho thay cac nhom yeu
t6 cong ngh¢, t6 chic va moi truo‘ng déu tac dong
truc ti€p hodc gian tlep den hanh vi tmg dung digital
marketing. Dic biét, cac yéu t6 thude bdi canh cong
ngh¢ c6 tac dong manh me hon dén thai do ddi vai viee
g dung Digital Marketing, voi hé s6 hdi quy chuan
hoa lan lugt1a 0.306, 0.124 va 0.123 cho ba nhan td: loi
ich twong d6i, kha ning tuong thich va d¢ phuc tap. Tt
do, thai do tich cyc s€ thuc day ¥ dinh img dung Digital
Marketing, cudi ciing dan dén hanh vi tmg dung thuc té
trong cac doanh nghiép khoi nghiép.

Mt 56 dé xudt

Diu tu vao cong nghé va hé théng thong tin:
Doanh nghiép khoi nghiép can xem cong nghé 1a mot
phan quan trong trong, chién lugc kinh doanh. Ho nén
diu tu vao cac hé thong quan ly thong tin va cong
ngh¢ phan tich dir li¢u dé thu thap, phan tich va ung
dung thong tin vé khach hang. Viéc st dung cic nén
tang quan 1y khach hang (CRM) va phén tich dir liéu
s& gitp doanh nghiép hiéu 15 hon vé& nhu cau va hanh
vi cta khach hang, tir d6 t6i wu hoa cac chién dich
Digital Marketing.

Pio tao va phét trién ngudn nhén lyc: Cac doanh
nghi¢p nén t6 churc cac chuong trinh dio tao chuyén
sau veé Digital Marketing cho nhan vién. Viéc nang cao
ky néng cong nghé va hiéu biét vé Digital Marketing
s€ giup doi ngli nhan sy van dung hiéu qua cac cong
cu va chién luoc tiép thi ky thuat so dong thoi gilr
chan nhiing tai nang gidi nhat trong t6 chirc.

Xay dyng hé sinh thdi ho tro: Doanh nghiép khoi
nghiép nén tim kiém sy hd trg tir cac to chirc, vuon
vom khai nghi€p va hi¢p hdi trong nganh. Viéc xay
dung moi quan h¢ hgp tac vdi cac chuyén gia trong
linh vuc cong nghé va Digital Marketing s€ giup
doanh nghi¢p cap nhét xu hudng, chia s¢ kinh nghiém
va phat trién nhiing chién lugc sang tao.

Tao lap [¢ trinh ap dung Digital Marketing: Doanh
nghiép can xay dung mét 19 trinh cu thé cho viée ap
dung Digital Marketing. L9 trinh nay nén bao gom
cac muc tiéu ngén han va dai han, cac chi s6 do luong
hi¢u qua (KPIs) va cac budc thuc hién cu thé. Viéc
thiét 1ap ké hoach rd rang s& gitip doanh nghiép dinh
hudng hanh dong va toi wu héa quy trinh thue hién.

T6i wu héa kénh truyén théng xa héi: Trong boi
canh Viét Nam, cac kénh truyén thong xa hoi dong
vai trd quan trong trong viéc két ndi doanh nghiép véi
khach hang. Doanh nghiép khoi nghiép can tan dung

cac nén tang nhu Facebook, Instagram va TikTok dé
quéng b4 san pham, Xy dung thuong hi¢u va tuong tac
voi khach hang. Bong thoi, viée 61 uu ‘hoa noi dung
va st dung quang cao tra t1en trén cac nén tang nay s¢
gitip ting cudng hiéu qué chién dich Marketing/.
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