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CAC YEU 10 TIEP THI TRUYEN THONG XA HOI TAC DONG
DEN Y DINH MUA HANG CUA GEN Z TAI TP. THU BUC

PGS.TS. Tran Vin Dat* - Dong Minh Khang*

Muc tiéu nghién ctru Ia tim ra cdc yéu té tiép thij truyén théng xa héi anh hwéng dén y dinh mua hang cta Gen Z
tai Thanh phé Thu Birc — Thanh phé H6 Chi Minh. Str dung phdn mém SPSS dé xiv ly sé liéu véi 212 mau khéo
sdt. Két qua nghién ctru da chi ra cdc yéu té tiép thj truyén théng xa hdi c6 anh hwéng dén y dinh mua hang
cta Gen Z la Tinh théng tin, Tinh twong tdc, Anh hwéng xa héi, Tinh giai tri, Sw tin twéng va Sw phién nhiéu.
Trong dé, Tinh théng tin cé6 tac déng tich cwec manh nhét, trong khi Sw phién nhiéu tic déng nguwoc chiéu véi
y dinh mua hang.

« Tlr khéa: x4 héi, mua hang, truyén théng, y dinh, TP.HCM.

The purpose of this study to initiating the factors
driving the social media market that affect Gen Z's
purchase intention in Thu Duc City and Ho Chi Minh
City. A convenience sample of 212 respondents was
collected through online survey. It was then analyzed
by using SPSS software. The research results show
that the social media marketing factors that influence
Gen Z's purchase intention. The factors include
Informativeness, Interactivity, Social Influence,
Entertainment, Trust, and Annoyance. Among these,
Informativeness has the strongest positive impact,
while Annoyance has a negative effect on purchase
intention.

» Key words: social, purchase, communication,
intention, HCMC.
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1. Mé dau

Trong nhiing nam qua, cac doanh nghi€p da nhan
ra tm quan trong ctia truyén thong xa hoi trong tiép
thi va quang cao. Su phat trién ctia Internet va mang
xa hoi da thay doi dang ké qua trinh ra quyét dinh
cua nguoi tiéu dung, dac biét tir thoi ky Covid-19,
khi tiép thi qua mang xa hoi phat trién manh va
xuat hién nhiéu hinh thrc méi. Tai Viét Nam, c6
65 tri¢u nguoi tich cyc st dung mang xi hoi, chiém
67% dan so, tang 9,6% vé s6 luong nguoi dung.
Tiép thi truyén thong xa hdi c6 tiém ning tré thanh
xu huéng chu dao cua tiép thi ky thuat s (Digital
Marketing Insight 2022).

Mic di mot sd nghién ctru gan day da dé cap
dén anh huong cua cac yéu td tiép thi truyén thong

x3 hoi, nhung hau hét chi tap trung vao céc khia
canh nhét dinh va chua 1am rd tic dong cua tiép
thi truyén théng xa hoi dén y dinh mua hang cia
Gen Z tai thanh ph6 Tha Puc. Vi vay, tac gia chon
thuc hién nghién ctru v6i dé tai “Cac yéu to tiép thi
truyén thong xa hoi tac dong dén y dinh mua hang
ctia Gen Z tai thanh phd Thii Puic”, qua d6 dua ra
cac chién luge phu hop, gitp doanh nghi¢p nhan
thirc rd vai trd ciia tiép thi truyén thong xa hoi, xu
hudng phat trién mai va xdy dung chién lugc hidu
qua dé thu hat va giir chan khach hang, dic biét 1a
thé h¢ Gen Z.

2. Co sé Iy thuyét

Theo Waldt va céng su (2009), thong tin 1a kha
nang quang cao cung cap cho nguoi ti€u dung thong
tin vé cac lwa chon san phdm thay thé dé ho thyc
hién hanh vi mua trong trang thai hai 10ng nhét.
Céc thong tin nay can phai chinh xac, phu hop, kip
thoi va hitu ich, vi ngudi tiéu diung quan tim dén
nhiing thong diép c6 lién quan dén ho (Chowdhury
va cong su, 2006). Dya trén nhitng phan tich trén,
tac gia dua ra gia thuyét nghién ctru:

HI: Théng tin cé tac dong tich cuc dén y dinh
mua hang cua Gen Z

Lin va cong sy (2018) chimng minh ring y dinh
mua hang c6 thé gia ting thong qua viéc cai thién
mirc d6 tuong tac voi thwong hiéu truyén thong xa
hoi qua cac ndi dung thuyét phuc. Khi khach hang
c6 thai do tich cuc ddi véi mang xa hoi, muc do
tuong tac cua ho sé ting, qua d6 md rdng pham
vi tiép thi trén mang xa hoi (Hussein & Hassan,
2017). Phu(mg tién truyén th()ng xa hoi anh huong
dén moi giai doan trong qu4 trinh ra quyet dinh cta
ngum tiéu ding, ciing nhu anh huong dén ¥ kién
va hinh thanh thai 6 (Yaakop, 2013). Dya trén cac
thong tin trén, tac gia dua ra gia thuyét:
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H2: Sy twong tdic co tic dong tich cuc dén ¥y
dinh mua hang cua Gen Z

Anh huong xa hoi dé cap dén cac hoan canh
hodc chuan muc xa hdi anh hudng dén hanh vi va
qua trinh phan xét cia mdt ca nhan (Rice va cong
su, 1990). Theo d6, anh huong xa hdi 1a ap luc nhan
thirc ma mot ca nhan nhan duoc tir cong dong xa
hoi khi thue hién mot sd hanh vi. Anh hudng cia
x3 hoi khién cc ca nhan thay déi suy nghi, cam
xuc, thai do hodc hanh vi do tuong tac véi cac ca
nhan khac (Amblee & Bui, 2011). Tu nhiing lap
luan trén, gia thuyét tiép theo duoc dua ra:

H3: Anh hwong xa hgi co tac dong tich cuc dén
¥ dinh mua hang ciia Gen Z

Nghién cuou cua Tsang (2004) va Ashmawy
(2014) cho thy tinh giai tri trong thong tin c6
tac dong tich cuc dén gia tri nhan thirc va thai do
cua nguoi ti€u dung. Muc d6 thich thu va su 161
cudn trong qué trinh tuong tic v6i phuong tién
truyén thong s& anh hudng tich cuc dén cam nhan
va tAm trang ctia ho (Nguyén Duy Thanh va cong
sy, 2013). Quang céo co6 tinh giai tri cao s€ thu hut
ngudi xem, ting cuong thai do tich cuc ddi véi san
pham va 1am ting kha ning mua hang. Tur do, tac
gia dé xuét gia thuyét nghién ctru:

H4: Tinh gidi tri ¢é tac dong tich cuwe dén y dinh
mua hang cua Gen Z

Két qua ciia cac nghién ciru trude dy cho thiy
rang, nguoi tiéu dung tin tudng vao cac website ban
1¢ truc tuyén néu nguoi ti€u dung cam nhan doanh
nghiép d6 c6 danh tiéng t6t, c6 su uy tin di voi dai
chung (Lin va Cong su, 2012). Gen Z hau nhu luén
tim kiém cac review cam nhan vé san pham, dich
vu truede khi dua ra quyet dinh mua hang. Vi vay,
niém tin ¢ day con thé hién mong doi ciia Gen Z
vao san pham, dich vu va vao nguoi ban hang rang
ho s€ cung cép san phém, dich vu c6 chat luong tdt.
Tir d6, tac gia dua ra gia thuyét nghién ctu:

H5: Su tin tuwong co tac dong tich cuc dén y dinh
mua hang cua Gen Z

Su phién nhidu trong marketing 1a khi cac
chuong trinh marketing gay ra cam giac kho chiu
va bi xtic pham cho nguoi tiéu dung (Ducoff, 1996).
Mot chuong trinh bi cho 1a gay phién nhidu s& lam
giam gia tri ma nguoi tiéu dung danh gia (Brackett
& Carr, 2001). Nguoi tieu dung thuong co thai
d6 khong t6t dbi voi cac hoat dong marketing
tryc tiép tir cac doanh nghiép ban 1¢ va ho khong
mudn bi dong nhan cac quang cao truc tiép. Viéc
cho phép nguoi tiéu dung lua chon théng tin, thoi

gian, phuong thirc va doanh nghiép gui tin s€ gitp
ho khong cam thay bi lam phién bdi thong tin
marketing (Hoang Thi Thanh, 2020). Tt do, tac gia
dua ra gia thuyét nghién ctru:

H6: Sw phién nhiéu c6 tic dong tich cie dén y
dinh mua hang cua Gen Z.

3. M hinh dé xuét nghién ctru

Tir céc gia thuyét dugc rit ra tir dé tai di trude
va tac gia da dua ra bén trén, tac gia hi¢u chinh va
de€ xuat mo hinh nghién ctru cho phu hop véi dé tai,
bao gém 5 tac dong tich cyc va 1 tac dong ti€u cuc
dél} y dinh mua hang cta Gen Z tai khu vuc Thanh
pho Thu buc.

Hinh 1. M6 hinh nghién ctru

Tinh thong tin
Tinh twong tac "
H3
Anh hwong x4 hoi ® )

H4< |ome
Tinh giai tri
15 ()

Su tin tmmz

Y dinh mua hang ciia Gen Z

tai Thanh Pho Tha Buc

Su phién nhiéu

4. Phwong phap nghién ciru

Nghien ctu dinh tinh: Tac gia phan tich, lap
luan va dac két cc khai niém phu hop tir nhimg
nghién ctru trude day, tir d6 diéu chinh va dé xuat
mo hinh nghién ctru thich hop cho dé tai.

Nghién cuu dinh lugng: Bang khao sat dugc
thiét ké voi 28 bién quan sat, st dung thang do
Likert 5 muc. Tac gia cling st dung thang do dinh
danh cho cac cau hoi lién quan dén nhan khau hoc
(gidi tinh, trinh d§ hoc van,...). D li¢u thu thap
duoc tur khao sat duoc phén tich bang phan mém
IBM SPSS Statistics 22.0 dé kiém tra do tin cay
cua thang do bﬁng Cronbach’s Alpha, EFA dé kiém
tra gia tri hoi tu va phan bi€t, cung phan tich turong
quan va hdi quy dé kiém dinh gia thuyét.

5. Két qua nghién ctru

Dir liéu duge tong tir 212 mau khao sat hop 18
(thu thap qua khao sat tryc tuyén) dugc phan tich
bang SPSS 22.0. Két qua nhu sau:

Két qua danh gia d tin cdy thang do cac thanh
phan bién doc 14p va bién phu thudc thong qua hé sb
Cronbach’s alpha: cac bién Tinh thong tin (0.797),
Tinh tuong tac (0.755), Anh hudng xa hoi (0.804),
Su tin tudng (0.807), Tinh giai tri (0.792), Sy phién
nhleu (0.815) va Y dinh mua (0.780) déu>0.6. He
sO tuong quan véi bién téng cta cac bién ciing déu
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> 0.3. Tir d6, c6 thé két luan cac thang do trong
nghién ctru nay dap tng do tin cay.

Phan tich nhan t6 dugc thuc hién trén 24 bién
quan sat ciia cac bién doc 1ap anh huong dén y dinh
mua hang cua Gen Z. Két qua cho thiy hé s KMO
dat 0.791 (> 0.5) v6i muc y nghia Sig. = 0.000
(< 0.05), khang dinh mé hinh phan tich nhén t6 1a
pht hop. Gia tri Eigenvalue dat 1.440 (> 1) va tong
phuong sai trich 1a 65.338% (> 50%), chtiing t6 6
nhan t6 duoc trich ¢ thé giai thich 65.338% bién
thién cua dir liéu.

Sau khi xoay nhan t6 lan 2, gia tri phén biét
clia cac bién quan sat déu vuot mirc tiéu chuan t6i
thiéu 0.4. Do d6, 22 bién quan sat dugc gitr lai, hinh
thanh 6 nhan t6 chinh thirc cho mé hinh nghién ctu.
Hai bién TC2 (thang do Tinh tuwong tac) va XHI
(thang do Anh hudng xa hoi) bi loai do hé s tai
khéng dat yéu cau: TC2 nho hon 0.5 va XH1 tai 1én
c hai nhén t0.

Bang 1. Panh gia d6 phu ho'p cia mé hinh

Sai s6 clia wéc Durbin-
(M hinh R Rr2 R? hiéu chinh
lrong Watson
1 0.821= 0.674 0.664 0.28267 2.102

Két qua phéan tich ¢ Bang 1 cho thiy R? hiéu
chinh dat 66.4%, cho thidy mé hinh giai thich dugc
66.4% su bién thién cua bién phy thudce. Kiém dinh
ANOVA voi Sig. = 0.000 (< 0.01) va F = 70.591
khang dinh mé hinh phu hop véi dit liéu thuc té.
Phan tich ma trdn twong quan cho thay mot sd bién
ddc lap co6 tuong quan voi nhau, diéu nay can luu y
dé tranh hién tugng da cong tuyen trong phan tich
héi quy, duoc kiém tra qua hé so phong dai phuong
sai (VIF).

Bang 2. Két qua hdi quy tuyén tinh cltia bién

phu thudc Y dinh mua hang

Bién Hé s6 héi quy e 56 t Sig. Théng ke
chua chudn héa hdi quy twong quan
Hé sé Saisé dﬁﬂ Toler | VIF
B chuin | MUAm ance
hoa
Beta
Hing s6 1513 0.195 7.760 | 0.000
PN 0235 0.027 | -0354 | -8.757 | 0.000 | 0.976 | 1.025
T 0.257 0.030 0.375 8.696 0.000 0.857 1.166
EN 0.066 0.027 0.108 2.449 0.015 0.822 1.217
TR 0.187 0.027 0310 | 7.001 | 0.000 | 0.810 | 1.234
XH 0.084 0.029 0.131 | 2916 | 0.004 | 0.788 | 1.269
TC 0.110 0.026 0.172 | 4.268 | 0.000 | 0979 | 1.021

Dir liéu trich tie SPSS

Dua vao Bang 2, hé sb phong dai phuong sai

(VIF) ctia mdi bién déu nho hon 2, cho thay hién

tuong da cong tuyén khong anh huong dén két qua

giai thich ctia md hinh. Phuong trinh hoi quy tuyén
tinh dugc xay dung nhu sau:

YD= -0.354*PN + 0.375*TT+ 0.108*EN+
0.310*TR+ 0.131*XH+ 0.172*TC+ ¢

Két qua phan tich hdi quy cho thay gia tri Sig.
ctia cac bién doc 1ap déu < 0.05, khang dinh cac
bién nay c6 y nghia & do tin cay 90%. Céac hé sd
Beta lan luot 1a 0.375, 0.108, 0.310, 0.131, 0.172
déu mang diu duong, cho thdy anh hudng cing
chiu v6i ¥ dinh mua (YD). Riéng hé sé Beta ctia
Su phién nhiéu 14 -0.354, mang ddu am, thé hién
anh huong ngugc chiéu voi y dinh mua.

6. Két luan

Tac gia da téng hop cac co s& ly thuyét va ké
thira nhimg nghién ciru trude day de x@y dung mo
hinh nghién ctru phu hop voi e tai. Két qua nghién
ctru xac dinh 6 yéu to tdc dong dén y dinh mua hang
cua Gen Z tai TP. Thu buc, TP. HCM, bao gém:
Tinh thong tin, Tinh tuong tac, Anh hudng xa hoi,
Tinh gidi tri, Sy tin tuéng va Su phién nhidu. Trong
d0, Tinh thong tin ¢6 tac dong tich cyc manh nhét,
trong khi Sy phién nhiéu tac dong ngugc chiéu voi
y dinh mua hang.

Dir lidu duogc thu thap tir 212 ngudi thude thé
hé Gen Z séng tai TP. Thi Ptic thong qua khao sat
Google Form, bao gom céc bién dinh tinh va dinh
luong. Két qua kiém dinh Independent Sample Test
va ANOVA cho thiy khong ¢ sy khac biét ¥ nghia
thong ké giita cac bién gidi tinh, tinh trang cong
viéc va mirc thu nhap dbi v6i y dinh mua hang cia
Gen Z tai khu vuc nghién ctru.
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