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ANH HUUNG GUA QUANG CAO TREN TIKTOK

~n

DEN HANH VI TIEU DUNG GUA NGUUI TIEU DUNG
GEN Z TAI THANH PHO HO CHi MINH

Pham Hung Cwong
Email: phamhungcuong.hcmc@ftu.edu.vn
Truong Dai hoc Ngoai thuwong
Nguyen Ngoc Bio Long
Email: k61.2215215056(@ftu.edu.vn
Phéan hiéu Truwong Pai hoc Ngoai thwong tai TP. HCM

Ngay nhdn: 21/01/2026 Ngay nhdn lai: 20/05/2026 Ngay duyét ding: 22/05/2026

jen cuu nday xem xét tac dong cua quang cao trén TikTok den hanh vi tiéu dung cua
the hé Gen Z tai Thanh pho Ho Chi Minh. Dua trén 260 phan hoi hop I¢é tir khao sat
te’nguwoi tieu dung Gen Z da tiep xuc voi ngi dung tir KOL/Influencer trén TikTok, nghién ciru
dé xudt mot moé hinh khdi niém tich hop cdc yéu to géom tinh sang tao cua quang cdo, mirc do
twong tdc, do tin cdy cua KOL va muc do ca nhan hoa, yoi hai bién trung gian la su phu hop
cam nhdn dwoc va nhu cau nhgn thirc. M6 hinh duoc kiém dinh bang phwong phap PLS-SEM.
Keét qua cho thay tdat ca cdc moi quan hé gia thuyét déu co y nghia thong ké. Trong do, murc do
twong tdc la yéu to tac dong manh nhdt dén hanh vi tiéu dung, tiép theo la nhu cau nhdn thuc
va do tin cdy cua KOL, trong khi sy phu hop cam nhan dwoc co tac dong yéu hon nhung van
co y nghia. Dong thoi, tinh sang tao cua quang cao lam gia tang nhu cau nhdn thirc, con ca
nhdn hoa giup ndng cao muc do phu hop cam nhan. Két qua nghién ciru nhan manh vai tro
cua twong tac, niem tin va kich thich nhan thirc trong viéc dinh hinh hanh vi mua sam trén cac
nén tang video ngan. Nghién cuu ciing dua ra ham y rang doanh nghiép can chu trong noi
dung twong tac, sang tao, luva chon KOL dang tin cdy va ung dung ca nhan hda dwa trén dir
liéu dé nang cao hiéu qua quang cdo trén TikTok.

T khé{z.' Quang cao trén TikTok;, Hanh vi tiéu dung; Gen Z; Ca nhan hoa; Marketing
nguoi co tam anh huong.

Keywords: Advertising on TikTok, Consumer behavior, Gen Z; Personalization; Influencer
marketing.

JEL Classifications: LS, L81.

DOI: 10.54404/JTS.2026.217V.04

1. Gi6i thiéu sinh théi thwong mai mdi, noi quang céo, ndi

Trong bdi canh chuyén doi s manh mé&
hién nay, mang x3 hdi da tr¢ thanh mdt trong
nhitng kénh truyén thong va marketing quan
trong nhat doi voi doanh nghiép, dac bict la
cac nén tang video ngan nhu TikTok. TikTok
khong chi la cong cu giai tri ma con 1a mot hé

dung va hanh vi tiéu dung duoc tich hop chat
ché. PBang chu y, TikTok véi thuat toan ca
nhan hoéa ndi dung da lam thay doi can ban
cach nguoi tiéu dung tiép can thong tin va ra
quyéet dinh mua sam. Quang céo khong con
mang tinh 4p dat nhu truyén thong ma tro
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thanh mot phan cta trai nghiém giai tri, c6 kha
nang thu hit, tuong tadc va lan truyén manh
meé. Pac biét, Gen Z c6 xu hudng tim kiém san
pham, danh gid va ra quyét dinh mua hang
truc tiép trén nén tang nay thong qua video
ngan, review, livestream va influencer. Di€u
nay cho thay moi lién hé ngay cang chat ché
gitra quang cao TikTok va hanh vi tiéu dung
thuc te. Tai Viét Nam, c6 khoang 40,9 tri¢u
nguoi dung tudi 18 tro 1€n trén TikTok (Tuan
va cong su, 2023). Thi trudng quang cdo trén
nén tang nay co6 quy mo 16n va tiém nang khai
thac cao. Viéc tim hiéu cach quang cdo trén
TikTok anh huéng dén hanh vi tiéu dung cta
Gen Z giup mé rong hiéu biét trong linh vuc
hanh vi tiéu dung va marketing s6 cting nhu
giap doanh nghiép tai Thanh phd H6 Chi
Minh t61 vu cach tiép can nhém khach hang
tré, ndng dong va day tiém nang. Ngoai ra,
quang cao dang video ngdan trén mang xa hoi
c6 anh hudng tich cyc dén y dinh mua cua
Gen Z tai Vi¢t Nam (Tuan va cong su, 2023).
Sinh ra va Ién 1én trong moi truong s6, nhom
nay quen tiép can thong tin qua smartphone va
mang xa hoi. Ho thuong xuyén sir dung mang
xa hoi nhu cong cu kham phéa san pham mai.
54% Gen Z tin rang mang xa hoi giup ho tim
kiém san phdm méi hiéu qua hon cong cu tim
kiém truyén thong (Sang, 2025). Ngoai ra,
Gen Z dang dan tr¢ thanh luc lugng ti€u dung
chi dao trong thi truong, ho la “digital
natives” - nhung nguoi sinh ra va 16n 1én trong
thoi dai ky thuat s6, nhay ben véi xu hudng,
thich tuong tac trén mang xa hdi va c6 kha
ndng lan truyén cao. 97% Gen Z thtra nhan
mang xa hdi anh hudng dén quyéet dinh mua
cua ho (Sang, 2025). Vi thé, doanh nghiép,
dac biét la doanh nghiép & TP.HCM, mot do
thi 16n, da dang va nang dong, la dau tau kinh
t€ cua ca nuoc, dang tich cuc trong viéc
chuyén doi s6 va doi maéi sang tao, can cd cac
chién lugc quang céo va marketing s6 phu hgp
voi dac diém cua nhom nay. Thanh pho Ho
Chi Minh Ia trung tdm kinh t€ 16n, noi tap
trung dong ddo nguoi ti€u dung tré va nang
dong, dong thoi cling 1a thi trudng canh tranh
khoc li¢t vé marketing s6. Do do, viéc hiéu rd
cach thirc quang céo trén TikTok anh huong
dén hanh vi tiéu dung cua Gen Z s€ gilp
doanh nghiép t6i vu chién lugc truyén thong,

nang cao hi¢u qua tiép can va chuyén doi
khéch hang trong mdi truong s6. Mac du da co
nhiéu nghién ctiru vé quang céo trén mang xa
hoi, song van ton tai khoang trong khi chua
phan tich day du tic dong cua quang cio
TikTok dén toan by qué trinh hanh vi tiéu
dung, dac biét trong boi canh Vi¢t Nam va tai
TP.HCM. Vi vay, nghién ctru_nay khong chi
mang tinh cap thiet vé thuc tién ma con cé y
nghia bd sung, hoan thién co s¢ 1y luan trong
linh vuc marketing s6 va hanh vi tiéu dung
trong ky nguyén nén tang so.,

2. Tong quan ly thuyét va mé hinh
nghién ciu

2.1. Tong quan ly thuyet

2.1.1. Quang cao trén TikTok

Quéng cdo trén TikTok da tr¢ thanh mot
trong nhing hinh thire truyén thong s6 noi bat
nho kha nang két hop glua noi dung glal tri va
thuong mai hoa hiéu qua. Khac v6I quang cdo
truyén thong, quang cdo trén TikTok thudng
dugc tich hop dudi dang video ngan, ndi
dung sang tao hodc thong qua
KOL/Influencer, giup gidam cam gidc bi
quang cdo va tang muc do tiép nhan cua
nguol dung. Céac yéu to nhu tinh thong tin,
tinh gidi tri, d¢ tin cdy va tuong tic trong
quang cao TikTok c6 tac dong tich cuc dén y
dinh mua cta nguoi tiéu dung Gen Z (An va
cong su, 2022).

Bén canh d6, co ché thuat toan ca nhan hoa
ndi dung ctia TikTok gilip quang cdo tiép can
ding doi twong muyc tiéu dya trén hanh vi va
sO thich nguoi dung, tr d¢ nang cao muc do
phu hop va hi¢u qua_truyén thong (Bleier &
Eisenbeiss, 2015). Dong thoi, quang céo trén
TikTok con tdn dung manh mé yéu to tuong
tdc va truyén mi¢ng dién tor (eWOM), khi
nguoi dung c6 thé dé dang chia sé, binh luén
va lan téa ndi dung, gbp phan gia tang niém
tin va anh hudéng dén quyét dinh mua hang
(Cheung & Thadani, 2012). Nho nhiing déc
diém nay, TikTok khong chi la nén tang giai
tri ma da trd thanh mot kénh marketing chién
lugc, dac biét hi€u qua trong viéc tac dong
dén hanh vi tiéu dung cua theé hé tré trong moi
truong so.

2.1.2 Hanh vi tiéu dung

Hanh vi ti€u dung 1a toan bo chudi qua
trinh ma c4 nhan trai qua, bat dau tir nhan biét

=
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nhu cau, tim kiém thong tin, ddnh gia cac lua
chon, ra quyét dinh mua va két thuc bang
hanh vi sau mua (Engel va cong su, 1986;
Kotler & Keller, 2016). Trong bdi canh nén
tang truyén thong s6 nhu TikTok, hanh vi tiéu
dung chiu anh huong manh mé boi cac yéu to
truyén thong. Cac y€u to nhu tinh quang céo
cd nhan hoa va 4anh hudéng cua
KOL/Influencer s& tac dong vao giai doan tim
kiém thong tin va danh gia lya chon, gitp
tang cuong sy tin cdy va su phu hop cadm
nhan cua san pham. Mat khéc, tuong tac truc
tuyén va bang chung xa hoi thong qua cac
binh luan va ndi dung do nguoi dung tao co
vai tro quan trong trong vi€c giam rui ro nhan
thtrc trong giai doan dénh gia.

Viéc tac dong tich cuc va nhat quan 1én cac
giai doan trude tir nhan thirc dén danh gia s€
hinh thanh mdt thai do tich cuc doi vdi san
pham. Chinh sy tich Iy cua nhiing anh
hudng nay s€ day nhanh va ciing ¢0 qua trinh
chuyén tu y dinh thanh hanh vi tiéu dung nhu
la két qua cuoi cung cta chudi quyét dinh.

2.1.3 Nguoi tiéu dung Gen Z

Nguoi tiéu dung Gen Z thuong dugc dac
trung boi cach tiép can thuc t€ doi vai tién bac
va giao duc, modi quan h¢ gan b6 manh mé véi
cong nghé su cam két doi véi cac van dé xa
hoi va xu hudng c4 nhan hoa noi bat. Nguoi
tibu dung Gen Z 1a mot thé hé dan dau xu
hudng, tich cuc chu d()ng tim kiém va tao ra
cac thi truong, dong thoi cé tdc dong manh mé
deén céc thi truong d6 (Priporas va cong su,
2017). Théi quen mua sam cda ho chiu anh
hudng 16n tir cac xu hudng va hiéu ung dam
dong. Do do, néu mot san pham hodc mat
hang nao d6 tré nén phd bién trong tuong lai
gan, rat c6 thé phan 16n nguoi tiéu dung Gen
Z s& bay to y dinh ti€u dung san pham do.

Mot dac di€m ndi bat cua nguoi ti€u dung
Gen Z la kha nang st dung cong ngh¢ thanh
thao. Hon 74% nguoi tiéu dung Gen Z danh
thoi gian ranh cua minh dé online va ludt
web. Diu ndy dé lam thay d6i hanh vi mua
sam cua ho vdi 67% nguoi tiéu dung Gen Z
thuong xuyén thuc hién cac giao dich mua
sam trén thiét bi di dong. Do d6, ho c6 thé
danh hang gio dé ludt duyét cac trang web
mua sam tryc tuyén, cac trang thuong mai
dién tir dé tim kiém cac mat hang yéu thich

'QUAN TRI KINH DOANH

véi gia ca phdi chang nhat. Ho rat nhay cam
v6i1 anh hudng cia cac chién luge marketing
truc tuyén nhu phiéu gidm gid, ma khuyén
mai va cac hinh thuc khuyén mai khac
(Fromm & Read, 2018).

Su da dang, kha nang thich ung, su c61 mo
va trach nhiém xa hdi 1a nhitng dac diém noi
bat cua nguoi tiéu dung Gen Z (Schwieger &
Ladwig, 2018). Nguoi tiéu dung Gen Z xem
xét cac hanh dong doi véi moi trudng cua
thuong hiéu trude khi dua ra quyét dinh mua
hang. Ho ciing chi dong tim kiém cac thuong
hi€u, sdn pham thé hién cam két chan thuc vé
tinh bén ving. ]

2.2. Cac ly thuyét nghién ciru lién quan

2.2.1. Ly thuyet kha nang xday dung thuyét phuc

Ly thuyét kha nang xay dung thuyét phuc
(Elaboration Likelihood Model - ELM) duogc
de xuat bdi Petty va cong su (1983), thé hién
qua trinh xur ly thong tin cua nguoi tiéu dung
duoi dang hai huong, bao gobm: huong trung
tam va hudng ngoai vi va tir do, tac dong dén
hanh vi cua nguoi tiéu dung. Nguyen ly co
ban cua ELM Ia su ton tai cua hai con dudong
thuyét phuc: con duong trung tdm_va con
duong ngoai vi. Hai con duong nay ndm & hai
dau doi 1ap trén mot phd dai dién cho kha
ning nd luc nhan thuc dé xtr 1y thong dlep
(Schumann va cong su, 2011). Tuy thudc vao
dong luc va kha nang cua mot nguoi, kha
nang xay dung cua ho c6 the cag hoac thap va
tur do, xac dinh con duong thuyét phuc co6 thé
xay ra (Petty va cong su, 1983).

Gia thuyét cia ELM 1a khi kha nang xay
dung cao, viéc xu ly thong tin s€ xay ra qua
con duong trung tdm. Theo Haugtyedt &
Petty (1989), su hinh thanh, thay d6i hoac
duy tri thai do duoc tao ra tir sy xem xét ky
ludng cac lap luan cua thong di€p cling nhu
du doan hanh vi sau nay cta ca nhan do (Petty
va cong su, 1983) Khi kha nang xay dung
thap, viéc xur ly thong tin xay ra qua con
duong ngoai vi. Con duong ngoai vi trong
thuy€t phuc yéu cau it n6 lyc nhan thtc, thay
vao do dua vao cac tin hi¢u ngoai vi nhu uy
tin nguodn va cac quy luat nhan thuc (Petty va
cong su, 1983). Do do, thai d§ dugc hinh
thanh qua con dudng ngoai vi thuong it bi anh
huéng bdi chat lugng 1ap luan, cd tinh tam
thoi va khong du doan hanh vi sau nay nhu

khoa hoc =

S6 21772026

thuong mai 39



QUAN TRI KINH DOANH

khi dugc hinh thanh qua con dudng trung tam
(Petty va cong su, 1983). Petty va cong su
(1983) x4c dinh mdt so yéu to trung gian anh
huéng dén kha nang xdy dung va tor do, anh
hudéng dén viée sir dung con duong trung tam
hay ngoai vi trong xtr Iy thong tin. Cac yéu to
nay bao gom surc hap dan cuia nguon, mic do
tham gia va nhu cau vé nhan thirc. Céc yéu to
nay c6 thé ddm nhan nhi€u vai tro trong
nhiing dicu kién cu the, dong vai tro nhu lap
luan thuyét phuc, tin hi¢u ngoai vi hoac anh
huong dén mirc d6 hodc hudng cua viée xay
dung lap luan (Petty va cong su, 1988).

2.2.2. Ly thuyet tuwong tac

Ly thuyét tuong tac nguoi ti€u dung
(Consumer Engagement Theory) tdp trung
vao muc do nguoi ti€u dung tham gia tich cuc
v6o1 ndi dung hodc thuong hiéu (Brodie va
cong su, 201]1). Tuong tac la mot cau truc da
chiéu, bao gom cac ycu to nhu cam xuc, su
tap trung, phan hoi va tham gia vao céc hoat
dong truc tuyeén (Brodie va cong su, 2011).
Trong boi canh nén tang truyen thong xa hoi
nhu TikTok, muc d twong tdc dugc the hién
thong qua cac hanh vi quan sat dugc nhu lugt
thich, binh luén, chia s¢, xem video hoac phan
hoéi v61 ndi dung cua KOL/Influencer. Ly
thuyét nay ho trg gidi thich co ché tac dong
cua tuong tac quang cao dén hanh vi mua vi
khi nguoi ti€u dfmg tham gia tich cuc, diéu do
giap tang cam xuc tich cuc, xay dung sy tin
tuong va tang cuong moi quan hé voi thuong
higu. Su gin bo cam xtic va hanh vi nay Ia
yeu t0 quan trong thic day y dinh mua va
hanh vi ti€u dung thyc té.

2.2.3. Ly thuyet uy tin nguon

Nghién ctru vé sy thuyét phuc trong quang
cdo dugc cing c6 boi 1y thuyét uy tin nguon
(Source Credibility Theory - SCT). Day la ly
thuyét nén tdng cho viéc phan tich tac dong
cua nguoi truyén dat thong di€ép (Ohanian,
1990). Ly thuyét nay cho rang uy tin cua
nguoi truyén dat dugce hinh thanh tir 3 yéu to
chinh: chuyén moén, d¢ tin cdy va strc hap dan
(Ohanian, 1990). Trong mdi trudong TikTok,
KOL/Influencer dong vai tro 1a nguoi truyén
dat. Do do, d¢ tin cdy ya sttc hap dan cua ho
anh huong truc tiép dén sy thuyét phuc cua
thong di€p quang cdo va y dinh mua hang cta
nguoi tiu dung.

khoa hoc

Bén canh do, cac nguyén tac thuyét phuc
cua Cialdini (2009) ciing ho tro manh mé cho
12p ludn nay. Cialdini (2009) da dé xuat sau
nguyén tac thuyét phuc bao gom: Authority,
Liking,  Social = Proof,  Reciprocity,
Consistency va Scarcity. Trong bdi canh
KOL/Influencer marketing trén TikTok, su
thuyét phuc thuong dua trén nguyén tac
“Liking” (y€u to yéu thich KOL/Influencer)
va “Social Proof” (bang chung xa hoi tir cong
dong), trong khi cac chién dich quang céo
kich cau thuong dua trén “Scarcity” (su khan
hiém) (Cialdini, 2009). Viéc 4p dung cac ly
thuyét nay cing co6 1ap ludn rang céc yéu to
tam 1y nhu uy tin, cdm xtc va sy yéu thich
KOL/Influencer anh huéng dang ké dén hanh
vi mua cua Gen Z.

2.2.4. Ly thuyét ca nhan hoa quang cao

Ly thuyét cd nhan hoa quang céo
(Personalized Advertising Theory) khong
phai 12 mot mo6 hinh don I¢ ma 1a mot khung
ly thuyét tong hop dugc xdy dung trén céc
nghién ctru thye nghiém trong linh vuc truyén
thong va quang cao. Co ché co ban cua nd
khang dinh rang viéc nham muc tiéu va ca
nhan hoa thong di€p quang cdo dua trén dir
liéu nguoi dung s€ lam tang sy phu hop cam
nhan dugc cia quang cao do. Su phu hop nay
la cau nd1 quan trong, tao ra cam giac “quang
cao danh riéng cho t6i” trong tam tri ngugi
tiéu dung, tir o cai thién thai do tich cyc doi
v6i quang cdo va cudi cung 1a ting ¥ dinh
mua hang (Li va cong su, 2002). Dong thoi,
sw phu hop ndi dung nay cling dong vai tro
then chét trong viéc kiém soat cic hanh vi
tiéu cuc. Cu thé, kha nang cung cap thong tin
hiru ich va c¢ lién quan cia quang céo truc
tuyén cho thay la mdt yéu t6 hi€u qua giup
giam thiéu y dinh tranh né quang cdo, von la
phan trng pho bién cla nguoi tieu dung trude
sy 1on x0n va xam pham cua quang cdo so
(Baek & Morimoto, 2012). Tuy nhién, tinh
vitng chac cua khung 1y thuyét nay cling yéu
cau phai can nhac nghich ly quyén riéng fur -
ca nhan hoa. Mac du ca nhan héa mang lai loi
ich vé sy phu hop, viéc sur dung qua nhiéu dir
lidu ca nhan co thé gay ra cam giac bi giam
sat va xam pham, dan dén su suy giam thai do
tich cuc doi véi quang cao va thwong hiéu
(Tucker, 2014). Do d6, cac nghién ctru hién
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dai thuong tip trung vao viéc xac dinh diém
can bang to1 uu gitta loi ich cua cd nhan hoa
va chi phi quyén riéng tu.

2.2.5 Cac ly thyyét vé tuong tdac

Ly thuyét truyén miéng dién tr (eWOM
Theory) cho rang nguoi tiéu dung thuong dua
vao cac phan hoi tor nguoi khac nhu review,
binh ludn va danh gid dé giam su khong chac
chan trudc khi dua ra quyét dinh mua hang
(Cheung & Thadani, 2012; De Veirman va
cong sy, 2019). Trong mdi trudng truyén
thong xa hoi, mirc do twong tac nhu lugt binh
luan, luot chia sé,... 1a biéu hién truc quan va
dinh lugng cuia eWOM. Céc hanh dong tuong
tac nay_chinh la qua trinh truyén miéng cua
cong dong nguoi tiéu dung, gip xac thuc
thong tin va cling c6 long tin, tir do thic day
qua trinh ra quyét dinh. Do d6, mtrc 4o tuong
tac cao dong nghia vai viéc thong tin da dugc
lan truyén va xdc nhan rong rai, anh huong
manh mé& dén hanh vi mua.

Ly thuyét tin hi¢u (Signal Theory) giai
thich cach nguoi tiéu dung danh gid chat
luong sdn pham_trong diéu kién thong tin
khong day du bang cach su dung cac “tin
hi¢u” tu thi truong (Spence, 1978). Mtc do
tuong tac hoat dong nhu mot tin hiéu thi
truong manh mé. Céc chi s6 tuong tdc nhu
lugt xem cao, sO luong binh luan va luot thich
16n duqc xem la tin hi€u vé uy tin va su pho
bien cua thuong hi¢u hodc san pham. Khi
Gen Z db6i dién v6i vo sd lwa chon trén
TikTok (diéu kién thong tin khong day du),
ho s& st dung muc dg twong tdc nhu mot bién
dai dién dé danh gia chat lugng va sy dang tin
cay cua san pham, anh hudng truc tiép dén y
dinh mua hang.

2.3. M6 hinh va gid thuyét nghién ciru

Nghién ctru nay khong chi dya trén cac 1y
thuyét nén tdng ma con ké thira ¢6 chon loc tir
cac nghién ctru thuc nghiém trudce day co lién
quan. Cy thé, nhiéu cong trinh nghién ctru da
chi ra rang quang cdo trén mang xa hoi, dac
biét 1a TikTok, co tac dong dang ké dén hanh
vi tiéu dung cua thé h¢ Gen Z thong qua cac
y€u t0 nhu tinh thong tin, tinh giai tri, mc do
tuong tac va dg tin cay ctia nguodn thong tin
(Ngo va cong su, 2022; Long va cdng su,
2022). Bén canh do, cac nghién clru quoc té
cling nhan manh vai tro cua influencer

'QUAN TRI KINH DOANH

marketing va c4 nhan hoéa quang cdo trong
viéc gia tang muc do phu hop dugc nhén
thire, tir d6 anh hudng tich cuc dén y dinh va
hanh vi mua hang cua ngu(‘yi tiéu dung (Lou
& Yuan, 2019; Cao va cong sy, 2024).

O khia canh ca nhan hoa quang cdo, nghién
clru cua Nguyén Vin Nén va cong su (2022)
cho thay cac dac diém cta quang cdo ca nhan
hoa c6 anh huong dang ké dén y dinh mua
sam cua nguoi tiu dung tré tai Thanh pho HO
Chi Minh. Trong d6, do tin cay co6 tac dong
tich cyc, trong khi sy phlen nhidu va quan
ngai vé quyen riéng tu co tac dong tiéu cuec.
Két qua nay cho thay hi¢u qua cia quang cao
ca nhan hoa khong chi phu thudc vao kha
nang cung cap ndi dung phu hop véi nhu cau
ca nhan ma con chiu anh huéng bdi mirc do
tin cdy va cam nhén cua nguoi tiéu dung vé
viéce sur dung dir li€y ca nhan. Phat hién nay co
y nghia doi voi boi canh TikTok, noi thuat
toan ca nhan hoéa dong vai tro quan trong trong
viéc lya chon va phan phoi ndi dung quang
cdo dén tung nguoi dung. Bén canh do,
Nguyen Viét Bang va Nguyén Thi Hoang Yén
(2023) van dung két hop ly thuyét Str dung va
thoa man (Uses and Gratifications Theory -
U&G) va Ly thuyét hanh vi c6 ké hoach
(Theory of Planned Behavior - TPB) dé giai
thich tac dong cua quang cdo trén mang xa hoi
dén y dinh mua hang. Két qua nghién ctru
nhan manh vai tro cua tinh giai tri, sy tin cay
va thai do doi voi quang céo trong viéc hinh
thanh y dinh mua cta nguoi tiéu dung. Nhitng
phat hién nay cho thay quang céo trén mang
xa hoi khong chi cung cap thong tin vé san
pham ma con tao ra trai nghiém giai tri va hinh
thanh thai do do6i véi quang cdo, qua d6 gop
phan thiic day phan tng cia nguoi tiéu dung.

Bén canh ndi dung quang cdo, ngudn phat
thong tin cling c6 thé dong vai tro quan trong
trong vi€c hinh thanh phan img ctia nguoi tiéu
dung. Pham Hung Cuodng va cong sy (2025)
da nghién ctru tdc ddng cua marketing nguoi
c6 tam anh hudng dén y dinh mua hang cua
nguoi tiéu dung tai Thanh pho H6 Chi Minh,
qua do cho thay vai tro dang chu y cua nguoi
c6 anh hudng trong qua trinh truyén tai thong
tin marketing va hinh thanh phén Ung cua
nguoi tieu dung, Két qua nay phu hop véi 1ap
luan cua ly thuyét uy tin nguon, theo do do tin
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cay, chuyén mon va suc hap dan cua ngudn
thong tin c6 thé anh hudng dén mirc do thuyét
phuc cua thong di€p. Trong boi canh TikTok,
KOL/Influencer 12 mot trong nhiing ngudn
phéat thong tin pho bién, do d6 d¢ tin cay cua
KOL/Influencer dugc xem la mdt yéu to can
duoc xem xét khi phan tich hanh vi tiéu dung
cua Gen Z. .

Trong boi canh thuong mai trén nén tang
xa hoi, hanh vi cia Gen Z khong chi dugce thé
hién qua y dinh mua ma con thong qua céc
phan tmg mang tinh cam xtic va hanh vi mua
sam ngau hung. Nghién ciu cua Pang Thi
Thu Trang va Tran Hoang Bao Lam (2025),
dua trén dir li€u cua 43] nguoi tiéu dung Gen
Z tai Viét Nam, cho thay niém tin truc tuyén
va cam nhan hanh phuc cg vai tro trong moi
quan hé¢ gilta mua sam ngau hung va y dinh
mua lai. Phat hién nay go1 y rang hanh vi tiéy
dung cua Gen Z trén cac nén tang xa hdi co the
chiu anh hudng dong thoi bdi cac yeu to nhan
thire, cam xutc va niém tin, thay vi chi dugc
giai thich thong qua y dinh mua truyén thong.

bo6i voi Gen Z tai Thanh pho HO Chi
Minh, nghién ctru cia Pham Hung Cudng va
cong su (2025) cho thay céc dic diém cua
thong tin truc tuyén, bao gom chat lugng, tinh
kip thoi, xép hang va dg tin cay cia nguoi
danh gid, c6 anh huong dén quyét dinh mua
hang. Két qua nady nhan manh vai tro cua chat
lugng thong tin va cac tin hiéu xa hoi trong
mdi trudng truc tuyen, dac bi¢t khi nguoi tiéu
dung phai ra quyét dinh trong dicu kién thong
tin khong day du. Boi vaoi TikTok, céc tin hiéu

nhu lugt tuwong tac, binh luan, danh gia va noi
dung do nguodi dung tag c6 thé gbp phan lam
giam su khong chac chan va ho trg qué trinh
danh gia san pham cua Gen Z.

Tuy nhién, phan 16n cac nghién ctru trude
chu yéu tap trung vao y dinh mua hodc mét s6
yéu to riéng 1¢, trong khi chua phan tich day
du tac dong cua quang céo TikTok dén toan
bd qua trinh hanh vi tiéu dung, tir nhan biét,
quan tam dén quyét dinh mua va hanh vi sau
mua, dac bi¢t trong bdi canh Viét Nam va tai
TP.HCM. Do do, trén co s& tong hop ly
thuyét va ké thura_cac nghién ciu trude, mo
hinh nghién ctru dé xuat duogc xay dung nham
khac phuc khoang trong néu trén, dong thoi
tich hop cac bién quan trong nhu tinh sang tao
cua quang cao, muc do tuong tac, do tin cay
cua, KOL/Influencer, c4 nhan hoa, mong
muon cam nhan dugc va su phu hop cam
nhan dugc dé giai thich mot cach toan dién
hon hanh vi tiéu dung cta Gen Z trong moi
truong TikTok.

Qua qua trinh tong hop, phan tich cac ly
thuyét va mo hinh c¢6 lién quan, nhom tac gia
deé xuat mo hinh nghién ctru gom 4 bién doc
1ap, 2 bién trung gian va 1 bién phu thude.

Dua trén mo hinh nghién ctru, cdc gia thuyét
nghién ctru duoc gidi thi€u cu thé nhu sau:

Tinh sang tao cua quang cdo dugc xem la
mot yéu t0 quan trong trong viéc dinh hinh
cach nguoi ti€u dung xur 1y thong tin va ra
quyét dinh. Cac nghién cuu cho thay rang
quang cdo sang tao, thong qua viéc tao ra su
mo ho va vi pham ky vong nhan thirc, ¢6 kha

Tinh sang tao Hi |

cua quang cdo

Mong mudn
cam nhén duoc

Mirc @6 tuong tac

B¢ tin ciy cua
KOL/Influencer

H>

H[\

Hanh vi
tiéu dung

Hs

Hj4

Ca nhan hoa

Su phti hop
cam nhén duoc

(Ngudn: Nhém tdc gid tong hop va dé xuat)

Hinh 1: M6 hinh nghién ciru
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nang kich thich sy t0 mo va thuc day nguoi
tiéu dung tri hoan vi¢c dua ra két luan ngay
lap tac (Berlyne, 1971; McQuarrie & Mick,
1996; Heckler & Childers, 1992). Khi nguoi
tieu dung khong thé ngay lap tirc dién giai
thong di€p, ho c6 xu hudng tham gia vao qua
trinh xtr ly thong tin sau hon, tir d6 mé ra kha
nang thay doi thai d§ va hanh vi. Do do, gia
thuyet Hy dugc dé xuat nhu sau:

Hy: Tinh sgng tao cia quing cdo lam
tang mong muon cam nhan dugc cia nguoi
tiéu dung.

Muc do tuong tac gitra nguoi ti€u dung va
ndi dung marketing, dac biét trong modi
truong so, dong vai tro then chot trong viéc
thiic day hanh vi tiéu dung. Tuong tac khong
chi phan anh muc do tham gia ma con thé
hién sy gan két tam 1y cua nguc‘ri tiéu dung
voi thuong hiéu. Cac nghien ctru da chi ra
rang mirc do tuong tac cao g1up gla tang cam
xug tich cuc, cung o niém tin va tang cudng
moi quan he gitra khach hang va thuong hi¢u
(Brodie va cong su, 2011; Hollebeek &
Macky, 2019; Vivek va cong su, 2012;
Dessart va cong sy, 2016). Khi nguoi tiéu
dung thuong xuyén tuong tac nhu thich, chia
s¢ hodc binh luan, ho c6 xu hudéng cam thay
gan gilii hon v6i1 thuong hiéu, tor d6 lam tang
kha nang chuyén doi thanh hanh vi mua. Vi
Véy, gia thuyét Hy duoc d€ xuat:

Mirc d§ tuong tac co anh huong tich
cuc (%c(n hanh vi tiéu dung ctua nguoi tiéu dung.

Trong boi canh marketing dya trén nguoi
anh huong, su tin cdy noi [én nhu mot yéu to
trung tam quyét dinh hi¢u qua truyén thong.
Dua trén nén tang cua 1y thuyét truyén thong
ngudn (Source Credibility Theory), niém tin
cua nguoi tiéu dung vao KOL/Influencer c6
thé lam gidm nhan thirc rai ro va gia ting muc
dd chap nhan thong tin (Hovland & Weiss,
1951). Cac nghién ctru thuc nghiém gan day
cling khang dinh rang khi nguoi ti€éu dung
danh gia KOL/Influencer la dang tin cay, ho
c6 xu huodng tin tudng cac dé xuat san pham
va dé dang chuyén hoa thanh hanh vi mua
(Djafarova & Rushworth, 2017; Lou & Yuan,
2019; Xiao va cong su, 2021). Do do, gia
thuy€t Hy duoc d€ xuat:

Hj: Su tin cdy vao KOL/Influencer ¢6 anh
huong tich cuc dén hanh vi ti€u dung.

'QUAN TRI KINH DOANH

Mot yéu to quan trong khac trong boi canh
marketing hién dai 1a mtrc d§ c4 nhan hoa nC)i
dung quang cao. Nho vao su phat trién cua
cong ngh¢ va dir liéu 16n, quang cdo ngay cang
dugc thiét ké phu hop voi timg ca nhan, dya
trén hanh vi, s& thich va nhu cau cu the cua
nguoi tiéu dl‘lng. Cac nghién cuu chi ra rang cé
nhan hoa giup gia ting mic do phu hop nhan
thure, khi nguoi tiéu dung cam thay thong diép
dugc thiét ké riéng cho ho (Casaca & Miguel,
2024) Dong thot, viée cung cap thong tin dung
nhu cau con gitp gidm tai nhan thic va tang
hiéu qua xtr Iy thong tin (Arora va, cong su,
2025). Vi vay, gia thuyet Hy4 duoc dé xuat:

H,: Mic d6 ca nhan hoa anh hudng tich
cuc dén su phu hop cam nhan duoc.

Trén co s¢ do, sy phu hop cam nhén dugc
duogc xem 1a mot yéu t0 trung gian quan trong
anh huong dén hanh vj tiéu dung. Khi quang
cao phu hop véi nhu céu va boi canh ca nhan,
nguoi tiéu dung khong chi dé dang tiép nhan
thong tin ma con cam thiy thong diép co y
nghia va gia tri hon, Piéu ndy gitip don gian
hoéa qua trinh ra quyét dinh va lam tang ¥ dinh
mua hang (Vrtana & Krizanova, 2023). Bén
canh do, viéc gidm tai nhan thac cling gitp
nguoi tieu dung nhanh chong nhéan dién loi
ich ctia san phém, tor d6 thuc day hanh vi tiéu
dung (Arora va cong su, 2025). Do do, gia
thuyét Hg dugc d€ xuat:

Hg: Su _phu hop cam nhéan duoc tic dong
tich ¢yc dén hanh vi tiéu dung.

Mong muon cam nhan dugc cia ngudi tiéu
dung dong vai tro quan trong trong vi¢e dinh
hinh céch ho xir 1y thong tin va ra quyét dinh.
Theo mo hinh kha nang thuyét phuc (ELM),
khi nguoi tiéu dung c6 xu hudng tri hoan két
luan, ho s€ tham gia vao qua trinh xu Iy thong
tin theo hudéng trung tam, tirc la danh gia
thong tin mot cach ky ludng va c6 hé _thong
(Petty & Cacioppo, 1986). Diéu nély dan dén
viéc hinh thanh thai do manh m€ va 6n dinh
hon, tr d6 lam ting kha nang chuyén doi
thanh hanh vi mua. Ngoai ra, cac nghién ctru
cling chi ra rang mong muon cam nhan dugc
c6 lién quan chat ché dén hanh vi tim kiém
thong tin va la yéu t0 du bdo tich cuc cua
hanh vi tiéu dung (Cheung & Thadani, 2012;
Punj & Staelin, 1983). Do do, gia thuyet H6
dugc d& xuat:

khoa hoc =

S6 21772026

thuong mai 43



QUAN TRI KINH DOANH

Bang 1: Cdc thang do trong mé hinh nghién ciru dwge dé xudt

Ky Thang do Ngubn
hiéu
ST Tinh sang tao ciia quang c:io
STI Quang cao nay la doc dao.
ST2 Quang cao nay diy tinh sang tao.
ST3 Quang cao nay gay bat ngo.
ST4 Quang cdo nay ky la/khic thuong. Mercanti-
ST5 | Quang cdo nay cé thong diép sau sic/nhicu 16p y nghia. Guérin
ST6 | Quang céo nay chira dung mét s6 ¥ tudng hay. (2008)
ST7 Quang cdo nay mang tinh nghé thuat.
ST8 Quang cao nay c6 phong cach/thdi trang.
ST9 | Nguoi thiét ké da thuc hién quang cdo nay mot cach can than/chu dao.
TT Mirc d tuwong tac
TTI T6i cam thay t6i co nhiéu quyén kiém soat ddi véi trai nghiém truy cap cua
minh tai TikTok nay.
TT2 Khi t6i & trén TikTok, t6i c6 thé tu do lya chon nhirng gi toi mudn xem.
TT3 Khi luét web, t6i hoan toan khong cé quyén kiém soat nhirng gi toi c6 thé
lam trén TikTok.
TT4 | TikTok hiéu qua trong viéc thu thdp phan hoi cia khich truy cép. Liu &
TTS TikTok tao diéu kién cho giao tiép hai chiéu giira khach truy cép va TikTok. Shrum
TT6 TikTok khién t6i cam thay né mudn ling nghe khach truy cap. (2003)
TT7 TikTok xur ly thong tin dau vao cua tdi rat nhanh.
TT8 Viéc nhén théng tin tir TikTok rat nhanh.
TT9 T6i c6 thé thu thap théng tin minh mudn ma khéng co bt kv su cham tré nao.
KOL | Dj tin ciy cia KOL/Influencer
KOL1 | Téi cam thay KOL/Influencer nay dang tin ciy.
KOL2 | Téi cho rang KOL/Influencer nay khong trung thue.
KOL3 | Téi cho ring KOL/Influencer nay chan thanh.
KOL4 | Téi yén tam khi nghe theo KOL/Influencer nay.
KOLS5 | Téi cam théy KOL/Influencer nay la khéong phai chuyén gia trong linh vuc
cua ho.
KOLG6 | Téi cam thiy KOL/Influencer nay 1a chuyén gia trong linh vyc cua ho. Ohanian
KOL7 | Téi cho rang KOL/Influencer nay c6 kinh nghiém. (1990)
KOL8 | Téi cam thay KOL/Influencer nay am hiéu vé cic ndi dung ho chia sé.
KOL9 | Téi danh gia KOL/Influencer nay du nang lyc dé dua ra y kién trong linh vuc nay.
KOL10 | Téi cam thiy KOL/Influencer nay c6 k¥ ning hay trong linh vuc cuia ho.
KOLI11 | Téi cam thiy KOL/Influencer nay hap dan.
KOL12 | Tdi cam thay phong cach ctia KOL/Influencer nay sang trong.
KOL13 | KOL/Influencer nay tréng dep trong cam nhéan cua t6i.
KOL14 | T6i théy KOL/Influencer nay thanh lich.
KOLI15 | Téi cam nhan KOL/Influencer nay goi cam.
Al Ca nhin hoéa
All Quang cdo ca nhin hoa duoc hé tro bai Al trén céc TikTok dua ra céc dé xuat
mua hang phtt hop v&i nhu céu cua t6i.
Al2 Quang cio ca nhan hoéa duge hd tro bai Al trén cac TikTok cho phép t6i dit
hang céc san pham dugc thiét ké riéng cho ti.
Al3 Quang cdo ca nhian héa duge hd trg bdi Al trén ciac TikTok duge tiy chinh | An & Ngo
theo nhu cdu cua téi. (2025)
Al4 Nhin chung, quang cdo ¢4 nhan héa dugc hd tro bai Al trén cac TikTok duoc
diéu chinh theo tinh hudng cua toi.
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LQ | Sw phii hop cim nhin dwge
LQ1 | Quang c4o ca nhin hoa dugce ho tro boi Al trén céc TikTok duong nhur quan
trong ddi vai toi.
LQ2 | Quang cdo ca nhan hoa dugc ho tro bai Al trén cac TikTok c6 ¥ nghia doi
Vi toi.
LQ3 | Quang cdo c nhin hoa duge ho trg boi Al trén cac TikTok pht hop véi sé | An & Ngo
thich cua toi. (2025)
LQ4 | Nhin chung, quang cdo ca nhan hoa duge hd trg boi Al trén cac nén tang ky
thuat s6 phi hop véi t6i.
DPC | Mong muon cim nhin dwoc
DPCI | Téi da khong mudn ap dung an twgng trude diy cia minh cho thuong hiéu
dugc quang cao ngay lap tiec.
DPC2 | Téi da can nhéc ca mit tich cuc va tiéu cuc ciia thuong hiéu dé dua ra quyét
dinh cua minh. Yang &
DPC3 | Ngay ca khi to1 da duara quyet dinh bay gio, t6i van c6 thé muon thay doi y Smith
kién nay néu c6 thong tin thuyét phuc chong lai no. (2009)
DPC4 | T6i van chua dua ra quyét dinh cudi cunb vé thuong hiéu nay.
DPC5 | Téi udce gi c6 thém thong tin san c6 dé danh gia thuong hiéu duoe quang cdo.
HV | Hanh vi tiéu dung
HV1 | Kha ning toi s& mua san pham nay la cao. Dodds va
cong su
(1991)
HV2 | Téi sé can nhac mua hang cua thuong hiéu ny.
HV3 | Téi thuong tim thém review hodc binh ludn trén TikTok trude khi quyét dinh
mua.
HV4 | Toi da timg mua san pham sau khi xem quang céo hodc video gi¢i thidu trén | Spears &
TikTok. Singh
HV5 | Téi san sang mua lai nhiing san pham tung biet dén qua TikTok néu ching 2004
phu hop.
HV6 | Sau khi mua san pham, toi thuong quay lai TikTok dé xem danh gi hodc
chia sé trai nghiém.

(Nguén: Nhém tdc gid tong hop)

Hg: Mong mudn cam nhén dugc ¢ anh
huong tich cuc dén hanh vi ti€u dung.

3. Phwong phap nghién ciru

‘Dua vao mo hinh nghién ctru, thang do cu
the két hgp cac bién quan sat cd li€n quan
dugc xay dung dua trén thang do Likert 5
diém. Cac gia thuyet nghién ctru dugc danh
gia thong qua 52 bién quan sat cho 4 bién doc
lap, 2 bién trung gian va 1 bién phu thudc.

Nghién ctru st dung phuong phéap dinh
luong thong qua khao sat bang bang héi1 nham
thu thap dir li¢u so cap phuc vu ki€ém dinh mo
hinh nghién ctru. Pia ban khao sat dugc lua

chon 1a Thanh ph6é H6 Chi Minh do day la
trung tam kinh te, xa hoi 16n, tap trung dong
dao nguoi tieu dung thudc thé hé Gen Z, co
muc d(f) tiép‘ can cong ngh¢ cao va tan suat su
dung cac nén tang mang xa hoi, dac biét la
TikTok, & mirc cao. Poi tugng khio sat 1a
nguoi tiéu dung thude thé hé Gen Z (sinh tur
nam 1997 - 2012), dang sinh song tai
TP.HCM, c6 su dung TikTok va da tung tiép
xuc v6i ndi dung  quing cdo hodc
KOL/Influencer trén nén tang nay. Nghién
ctru 4p dung phuong phdp chon mau phi xac
suat - chon mau thuén tién, phu hop vdi boi
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canh nghién ciru khi khong c6 khung mau day
da va doi tugng phan bo rong.

Dit liéu dugc thu thap chii yéu thong qua
khao sét truc tuyén bang Google Forms, dugc
phan phdi qua cac nén tang mang x4 hC)i nhu
Facebook, Zalo va cac cong dong truc tuyén
co .ty 1€ nguoi dung Gen Z cao. Trude khi
trién khai chinh thure, bang hdi dugc khao sat
thir (pilot) voi mét nhém nho dé diéu_chinh
ndi dung va dam bao tinh rd rang, dé hiéu.
Sau d6, khao sat chinh thirc duoc tién hanh
trong khoéng thoi gian xac dinh. Cac cau hodi
trong bang hoi su dung thang do Likert 5
muc, tir 1 = Hoan toan khong dong y dén 5 =
Hoan toan dong y. Viéc thu thap dir liéu duoc
tién hanh trong khoang thoi gian tor ngay
20/11/2025 den ngay 20/12/2025. Sau khi thu
thap, dir liéu dugc lam sach bang cach kiém
tra gia tri khuyét, loai bo cau tra 10i khong
hop 1¢ va ma hoa cac bién theo yéu cau cua
mo hinh. Bo dir lidu sach sau d6 duoc nhap
vao SmartPLS 4 d¢ tién hanh phan tich. Két
qua thu thap ban dau duoc tién hanh sang loc
nham loai bo cac bang tra 16i khong hop 1é
(tra 101 thiéu, khong nhat quan hodc khong
ding doi tugng nghién ctru)._Sau qua trinh
lam sach dir li¢u, s6 lugng mau hop 1€ duoc
st dung cho phan tich 1a 260 quan sat. Quy
trinh nay dam bdo tinh tin cdy va phu hgp cua
dit liéu cho céac budce phan tich ti€p theo.

4. Két qua nghlen curu

4.1. Kiém dinh cdc bién kiém sodt

Trong nghién ctru nay, cic bién kiém soat
bao gom giGi tinh (Gen), do tudi (Age), thu
nhap (Inc), tan suat su dung TikTok (Fre) va
tan suat mua hang trén TikTok (Buy) dugc
dya vao nhdm danh gid mic d anh hudng
dén hanh vi ti€u dung (HV). Két qua phan
tich Bootstrapping cho thay tat ca cac bién

kiém so4t déu co gid tri p-value 16n hon 0.05,
dong thoi hé s6 duong dan déu rat nho (gan
béng 0), ching t6 khong ton tai moi quan hé
cO y nghia thong ké gitta cac bi€n nay voi
hanh vi tiéu dung.

Diéu nay ham y rang hanh vi tiéu dung
trong boi canh nghién ctru khong bi chi phbi
dang ké bai cac dac djém nhan khau hoc hodc
thoi quen st dung nén tang. Noi cach khac,
cac yéu to nhu gidi tinh, d tudi hay thu nhap
khong tao ra sy khac biét 10 rét trong hanh vi
tiéu dung trén TikTok. Két qua nay gép phan
cung coO tinh khai quat cia mo hinh nghién
ctru, khi céc bién chinh c6 th¢ gidi thich hanh
vi tiéu dung ma khong bi nhi€u bdi cac yéu to
kiém soat.

4.2. Danh gia mo hinh do luong

Két .qua danh gia do tin cay cho théy tat ca
céc bién tiém an trong mo hinh déu dat yéy
cau vé do tin cay ndi tai. Cu thé, cac chi sb
Cronbach’s Alpha, Composite Reliability
(tho_a va rho_c) déu lgn hon 0.7, ching to
cac thang do ¢o tinh nhat quan cao.

Vé tinh hop 18 hoi tu, hau hét cac bién déu
dat ngudng AVE > 0.5 cho thay cac bién quan
sat giai thich t6t phuong sai clia bién tiém an.
Tuy nhién, bién DPC ban dau chua dat yéu
cau (AVE 0.479). Sau khi kiém tra hé s6 tai
nhan td, bién quan sat DPC5 cé gia tri thap
nhat da duoc loai bo nhiam cai thién chat
lugng thang do. Két qua sau di€u chinh cho
thay AVE cua DPC tang 1én 0.525, vuot
ngudng yéu cau, dong thoi Composite
Reliability van duy tri & muc cao (0.815).

Mac du Cronbach’s Alpha cia DPC giam
nhe xuong 0.698 nhung trong phuong phap
PLS-SEM, Composite Reliability dugc xem
la chi s0 uu tién, do d6 thang do van dugc
chap nhan. Piéu nay cho thay viéc tinh chinh

Bang 2: Hé s6 dwong dan Path Coefficient bién kiém sodt

Biénso | CA | CR |rho A| AVE HTMT
AS EAC HTS WE
AS 0.775 | 0.871 | 0.802 | 0.695
EAC | 0.841 | 0.877 | 0.866 | 0.592 | 0.150
HTS | 0.807 | 0.872 | 0.856 | 0.635 | 0.658 0.259
WE | 0918 | 0.932 | 0.927 | 0.604 | 0.421 0.147 0.328

(Nguédn: Két qua phan tich tir SmartPLS 4)
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thang do da gitp nang cao dd chinh xac ma
khong lam suy gidm do tin cdy tong the. |
Doi vai tinh hop 1€ phan biét, két qua kiém
dinh HTMT cho thay tat c4 cac gia tri déu nho
hon 0.90, tham chi phan 16n nho hon 0.85.
Hai cdp c6 gia tri cao nhat 1a LQ-AI (0.780)
va ST-DPC (0.807), tuy nhién van ndm trong
ngudng chap nhan. Pi€u nay chung to céc
bién tiém an trong mo hinh ¢ su phan bict rd
rang va khong bi chong lan vé mat khai niém.

'QUAN TRI KINH DOANH

Két qua danh gia kich thudc hiéu tmg (£?)
cho thay mtrc d§ anh hudng cta cac bién doc
12p 1a khac nhau. Trong do6, ST c6 anh hudng
rat 16n dén DPC (f* = 0.710) cho thay vai tro
noi bat cua yéu to nay trong viéc kich thich
nhu cau nhan thirc. Tuwong tu, Al co tac dong
manh dén LQ (2= 0. 616), nhén manh vai tro
cua cd nhan hoa trong viéc gia tding mic do
phu hgp nhén thirc.

Bang 3: Gid tri HTMT
Al DPC HV KOL LQ ST TT
Al
DPC 0.213
HV 0416 0.392
KOL 0.107 0.099 0.278
LQ 0.780 0.081 0.386 0.097
ST 0.204 0.807 0.309 0.107 0.127
TT 0.184 0.061 0.441 0.127 0.146 0.246

(Nguén: Két qua phan tich tir SmartPLS 4)

Bén canh do, tiéu chi Fornell-Larcker cling
dugc thdéa man khi can bac hai cia AVE cua
moi bién déu 16n hon hé s6 twong quan véi
cac bién khac. Tong hgp lai, mé hinh_do
luong dat day du ba ti€u chi quan trong gom:
(1) do tin c@y nhat quan ndi bg, (ii) tinh hop 1€
hoi tu va (iii) tinh hgp 1¢ phan biét. Dicu nay
khang dinh céc thang do dugc st dyng trong
nghién ctru la phu hop va co thé tiép tuc sur
dung d¢ danh gia m6 hinh cdu trac.

4.3. Danh gia mé hinh cau truc

Két qua kiém dinh da cong tuyén cho thay
tat ca cac gia tri VIF déu dao dong tir 1.000
dén 1.021 va nho hon ngudng 3 cho thay
khong ton tai hién tugng da cong tuyén trong
mo hinh. Diéu nay dadm bdo rang céc bién doc
lap khong gay nhicu lan nhau khi giai thich
bién phu thudc.

Vé kha nang giai thich cua mo hinh, gia tri
R? cua céc bieén phu thudc dat muc tur trung
binh dén kha, vé1 DPC = 0.415, HV = 0.418
va LQ = 0.381. Theo tiéu chuan trong nghién
ctru hanh vi tiéu dung, céc gid tri nay cho thay
md hinh c6 kha néng giai thich hop ly doi voi
bién phu thudc, phan anh mtrc d§ phu hgp cta
md hinh trong boi canh nghién curu.

~Doi voi bién hanh vi tiéu dung (HV), cac
yéu t6 DPC (2= 0.152), KOL (£=0.151) va
TT (2= 0.268) déu co tac dong tir trung binh
dén 16n, trong khi LQ chi c6 tdc dong nho (f>
=0.099). Diéu nay cho thay hanh vi tiéu dung
chiu anh huodng tong hop tir nhiéu yéu to,
trong do tuong tac va nhu cau nhan thuc dong
vai trd quan trong hon so vdi mie do phu hop
nhan thuc.

Vé kha nang du bao, két qua PLS-Predict
cho thiy tat ca cac chi bao déu cb Q? predict
> 0, ching to md hinh c6 y nghia dy bao
ngoai mau. Bong thoi, sai s0 du bao cua mo
hinh PLS-SEM (RMSE) thap hon so v4i mo
hinh tuyén tinh (LM) va mo hinh trung binh
(IA) trong phan 16n truong hop. Di€u nay cho
thay mo hinh c6 kha nang dy bao tot va dat
mturc “high predictive power”.

4.4. Kiém dinh gia thuyét nghién cuu

Keét qua kiém dinh hé s6 duong dan cho
thay tat ca cac moi quan h¢ trong mo hinh déu
c6 y nghia thong ké (p-value < (.05, T-statis-
tics > 1,96), tor do, xdc nhan tat ca cac gia
thuyét déu duoc chap nhan.

Cu thé, yéu t0 ¢4 nhan hoa (AI) c6 tac dong
manh dén mtrc d§ phu hop nhan thire (LQ) véi
hé s6 B = 0.617. Di€u nay cho thay khi noi
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Bang 4: Do phu hop dy dodan Q7

erc:e SEJ_'ifMSE SE;'_J; A& | IM_RMSE | LM_MAE | IA_RMSE | IA_MAE
DPCI1 0.268 0.681 0.536 0.760 0.613 0.796 0.556
DPC2 0.180 0.698 0.552 0.769 0.612 0.771 0.522
DPC3 0.223 0.730 0.591 0.823 0.674 0.828 0.608
DPC4 0.173 0.720 0.555 0.806 0.639 0.791 0.568
LQl 0.201 0.768 0.634 0.844 0.695 0.859 0.642
LQ2 0.218 0.705 0.568 0.776 0.619 0.797 0.561
LQ3 0.192 0.678 0.539 0.749 0.584 0.754 0.498
LQ4 0.200 0.708 0.572 0.783 0.625 0.792 0.520
HV1 0.249 0.900 0.728 0.962 0.777 1.038 0.781
HV2 0.252 0.809 0.640 0.879 0.695 0.936 0.710
HV3 0.202 0.839 0.668 0914 0.720 0.940 0.726
HV4 0.255 0.834 0.674 0.876 0.698 0.966 0.727
HV5 0.191 0.839 0.666 0.931 0.754 0.933 0.685
HV6 0.277 0.803 0.650 0.881 0.698 0.945 0.719

(Nguon: Ket qua phan tich tie SmartPLS 4)
dung quang céo dugc ca nhan hoéa cao, nguoi
tiéu dung c6 xu huéng cam nhan thong di€p la
phu hop hon véi nhu cau ctia minh.

Tinh sang tap cua quang cao (ST) c6 anh
huong manh dén nhu cau nhéan thic (DPC)
v6i B = 0.644 cho thiy cac noi dung sang tao
c6 kha nang kich thich sy to mo va thic day
nguoi tiéu dung tim hiéu sau hon.

Pbi v6i hanh vi tiéu dung (HV), yéu td
tuong tac (TT) cod tic dong manh nhat (f =
0.399), tiép theo 14 nhu cau nhan thirc (DPC)
va dg tin cady KOL (KOL) voi cung hé s0 B =
0.298 va cuoi cung 1a mirc d§ phu hop nhan
thirc (LQ) v&i B = 0.243.

Céc két qua nay cho thdy hanh vi tiéu ding
trong bdi canh TikTok khong chi chiu anh
huéng boi ndi dung ma con boi mire do tuong
tdc va niém tin vao ngudn thong tin. Pac biét,
tuong tac ndi lén nhu yéu to6 quan trong nhat,
phan anh vai tro cia moi trudng mang xa hoi
trong viéc thic day hanh vi mua hang.

. Tong the, két qua nghién ctru khang dinh
rang cac yéu to gom tinh sang tao ctia quang
cdo, ca nhan hoa, tuong tac, do tin cay va nhu
cau nhan thure déu ¢ vai tro quan trong trong
viéc giai thich hanh vi ti€u dung. Mo _hinh
nghién ctru khong chi dat d§ phu hop vé mat
thong ké ma con c6 y nghia thyc tién cao, dac

biét trong boi canh marketing s6 va nén tang
TikTok. )

5. Két luin va m§t s0 ham y quan tri

Két qua nghién ctru mang lai nhiéu ham_y
quan trong ca ve¢ mat ly thuyet va thuc tien
trong boi canh hanh vi tiéu dung trén nén tang
TikTok. Trudc hét, viéc cac bién kiém soat
nhu gigi tinh, d§ tudi, thu nhap, tan suat st
dung va tan suat mua hang khong c6 y nghia
thong ké doi voi hanh vi ti€éu dung cho thay
hanh vi ti€u dung_ trén nén tang s6 cd xu
hudng mang tinh dong nhat cao, it bi chi phoi
bodi dac diém nhan khau hoc truyén thong.
Diéu nay phu hop véi cac nghién clru gan day
trong linh vuc marketing so, khi méi truong
mang xa hoi tao ra sy “binh dang hoa thong
tin”, noi ma ndi dung va trai nghiém nguoi
dung dong vai tro quan trong hon so véi dac
diém cé nhan.

Thtr hai, két qua danh gid mo6 hinh do
luong cho thay cac thang do dat dd tin cay va
tinh hop 1€ cao, qua d6 cing cO nén tang
phuong phap luén cua nghién ctru. Viée diéu
chinh thang do (loai bé bién quan sat DPCY5)
khong chi giup cai thién gid tri AVE ma con
phan anh sy can thiét cua viéc tinh chinh
thang do trong nghién ctru PLS-SEM dé dam
bao tinh chinh xac cua cau trac khai niém.

=
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(Nguon: Két qua phdn tich tir SmartPLS 4)
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Hinh 2: Két qua chay PLS-SEM Algorithm

Diéu nay phu hop véi quan diém cua Hair va
cong su (2019) khi nhan manh rang viéc loai
bo cac chi bao yéu la can thiét dé nang cao
chat lwong mp hinh do luong.

"Thu ba, vé md hinh cau tric, két qua cho
thidy mo hinh c6 kha nang giai thich tuong ddi
tot hanh vi ti€u dung (R* = 0.418) cho théy
cac bién ddc 1ap da phan anh dugc phan 16n
su bién thién cua bién phu thudc trong boi
canh nghién ctru. Béac bi¢t, yéu to tuong tac
(TT) co6 tdc dong manh nhat dén hanh vi tiéu
dung, diéu nay phan anh dac trung cot 161 ctia
nén tang TikTok - mdt moi truong dé cao su
tuong tac, phan hoi va két ndi gita nguoi
dung. K&t qua nay tuong dong vai cac nghién
clru vé social commerce, khi trong tac dugce
xem la yéu t0 trung tdm thuc day hanh vi mua
hang thong qua viéc gia tang su gan két va
trai nghiém nguoi dung.

Bén canh d6, nhu cau nhan thuc (DPC) va
do tin cdy cua KOL déu c6 tac dong dang ké
dén hanh vi ti€u dung. Diéu nay cho thay
nguoi tiéu dung khong chi bi thu hut béi nodi
dung giai tri ma con c6 xu hudéng tim kiém
thong tin, danh gia va tham khao ¥ kién tir
nhiing ngu:(‘wi c6 anh hudng trude khi ra quyét
dinh mua hang. Vai tro cua KQL trong nghién
clru nay cung cd ly thuyét vé “social influ-
ence” va “source credibility”, trong do niém
tin vao nguoi truyén tai thong tin ¢ thé anh
hudng manh dén hanh vi tiéu dung.

Mot phat hign dang cht y khéc 1a mac du
muc do phu hgp nhan thuc (LQ) c6 anh
hu’orng tich cuc dén hanh vi tiéu dung nhu’ng
mirc do tac dong lai thap hon so véi cac yéu
t6 khac. Piéu nidy ham y ring trong moi
truong TikTok - noi ndi dung mang tinh
nhanh, ngan va gidi tri cao - sy phu hop vé
thong tin tuy can thi€t nhung chua phai 1a yéu
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to quyét dinh hang dau. Thay vao do, yéu to
cam xuc, twong tac va sy kich thich nhén thire
dong vai tro noi bat hon.

Ngoal ra, két qua cho thay tinh sang tao clia
quang_ cao (ST) c6 anh hudng rat manh dén
nhu cau nhén thirc (DPC), trong khi ca nhan
hoa (Al) tac dong manh dén mirc do phu hgp
nhan thire (LQ). Piéu nay cho thay hai co ché
tac dong khac nhau: ndi dung sang tao kich
thich sy t0 mo va tim hiéu, trong khi ca nhan
hda gitp nguoi tiéu dung cam thay ndi dung
“lién quan” va “phu hop” véi ban than. Su két
hop cta hai yéu t0 nay gép phan nang cao hi¢u
qua truyen thong marketing trén nén tang so.

Vé kha nang du bdo, két qua PLS-Predict
vo1 Q? predict > 0 va sai s RMSE thap hon
cac mo hinh so sanh da khang dinh mo hinh
c6 nang luc dy bao tot. Diéu nay khong chi
cung coO gia tri hoc thuat cia nghién ctru ma
con cho thay moé hinh c6 thé dugc tng dung
trong thuc tién, dac bi¢t trong yiéc xay dung
chién lugc marketing s0 va toi wu hoa nodi
dung trén TikTok.

Ket qua nghién ctru gop phin mé rong Iy
thuyét vé hanh vi tiéu ding trong bdi canh nén
tang mang xa hdi maéi ndi, dong thoi nhan manh
vai tro cua cac yéu to dac thu nhu tuong tac,
sang tao nd1 dung va anh hudng xa hoi. So voi
cac nghién cuu truyén thong, két qua nay cho
thay su dich chuyén tir m6 hinh hanh vi tiéu
dung dua trén dac diém ca nhan sang mo hinh
dua trén trai nghiém so va tuong tac xa hdi.,

Két qua nghién ctru cho thay c6 4 yéu to co
anh hudng dang ké dén hanh vi tiéu dung cua
nguoi tiéu dung trong boi canh quang cao so
thong qua KOL/Influencer, bao gom: (1) tinh
sdng tao clia quang cdo, (2) muc do tuong tac,
(3) do tin cay cua KOL/Influencer, (4) cé
nhan hoa. Pong thoi, 2 bién trung gian (mong
muon cam nhan dugc va sy phu hop cam
nhan dugc) cling thé hién vai tro quan trong
trong viéc chuyén hoa tdc dong cua cac yéu to
dau vao dén hanh vi tiéu dung.

Trén co s& két qua nghién ctu nhu trén,
nhom tac gia dé xuat mot s ham y quan tri
nhu sau: | .,

Thwr nhat, tang cuong yéu to twong tac
trong ngi dung marketing. Do tuong tac la
yeu t0 c6 anh hudng manh nhat dén hanh vi
tiéu dung, doanh nghiép can thiét ké ndi dung

theo hudng khuyén khich nguoi dung tham
gia, binh luan, chia s¢, livestream hodc cac
hoat dong tuong tac truc ti€p. Viéc xay dung
cong dong nguoi dung va duy tri su két noi
lién tuc s¢ gbp phén gia tang mirc 4o gan ket
va thic day hanh vi mua hang.

Thir hai, dau tw vao ngi dung sdng tqo dé
kich thich nhu cau nhan thirc. Cac noi dung
mang tinh sang tao, mdi la va hap dan co6 kha
nang khoi ggi su to mo va thiic day nguoi tiéu
dung tim hiéu sdu hon vé san pham. Do do,
doanh nghi¢p can chu trong phat trién ndi dung
video ngan co tinh storytelling, sdng tao cao va
phu hop véi xu hudng ctia nén tang TikTok.

Thir ba, day manh ca nhdn hoa ngi dung
quang cao. K&t qua nghién ctu cho thay ca
nhan hoa giup gia tang mc d6 phu hop nhén
thtrc, tir d6 anh hudng tich cuc dén hanh vi
tiéu dung. Doanh nghi¢p can tan dung dir li¢u
nguoi dung va cac cong cu Al d€ phan tich
hanh vi, sé thich va nhu cau, tr d6 cung cap
ndi dung phu hop voi ting nhom khach hang
muc tiéu.

Thir tw, lva chon va hop tac hiéu qua voi
KOL/KOC. B9 tin cdy cua KOL c6d énh
huong dang ké dén hanh vi ti€u dung, vi vay
doanh nghi€p can lya chon nhiing nguoi co
uy tin, phu hop véi thuong hiéu va cé kha
nang tao niém tin v4i khach hang. Pong thoi,
can chu trong dén tinh chin thyc va minh
bach trong ndi dung quang ba dé tranh phan
tac dung.

Thir nim, tich hop chién lwoc ngi dung -
cong nghé - xd héi. Nghién ctru cho thiy hanh
vi tiu dung trén TikTok la két qua cta su ket
hop gilra nhiéu yéu t6. Do d6, doanh nghiép
can xay dung chién lugc marketing tich hop,
trong do ndi dung sang tao, céng nghé ca nhan
hoa va yéu t6 xa hoi (tu:ong tac, KOL) duoc
trién khai dong bo nham t6i da hoa hiéu qua. @
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Summary

This study examines the impact of TikTok
advertising on the consumer behavior of
Generation Z in Ho Chi Minh City. Based on
260 valid survey responses from Gen Z
consumers exposed to KOL/Influencer
content on TikTok, the research proposes a
conceptual model integrating advertising
creativity, interaction, KOL credibility, and
personalization, with perceived relevance and
need for cognition as mediating variables.
The model is analyzed using Partial Least
Squares Structural Equation Modeling (PLS-
SEM). The results indicate that all proposed
relationships are statistically significant.
Interaction emerges as the strongest predictor
of consumer behavior, followed by need for
cognition and KOL credibility, while
perceived relevance shows a weaker but still
significant effect. Additionally, advertising
creativity significantly enhances consumers’
cognitive engagement, whereas
personalization strongly improves perceived
relevance. These findings highlight the
critical role of engagement, trust, and
cognitive stimulation in shaping purchasing
behavior on short-form video platforms. The
study contributes to the literature on digital
marketing and consumer behavior in
emerging markets. Managerially, it suggests
that firms should emphasize interactive
content, creative storytelling, credible
influencers, and data-driven personalization
to improve advertising effectiveness on
TikTok.
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