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nfluencer Marketing - tié'p thi su dung nguoi gdy danh hieong dang dan tré thanh xu hwéng

Marketmg trén thé gidi noi chung va tqi Viét Nam ndi riéng. Muc tiéu cua nghién cvru la phan tich
nhitng yéu té anh hwong téi thai d¢ doi véi nguoi cé tam anh huong. Dit lieu phan tich dwoc thu thg
tir 333 sinh vién tai thanh pho Ha Néi va dwoc phdn tich trén phan mém SPSS. Két qua hoi quy da bien
cho thdy: Sy hap dan cong dong Kinh nghi¢m, Chuyen mon, Nhan thirc vé sur hitu dung co tac dong
tich cuc den Thai do cua ngum tiéu ding doi voi ngum c6 tam dnh hwong. Dua theo két qua do, mot
$6 dé xudt dwoc thao lugn va dwa ra nham gitip cho cac doanh nghiép tim kiém nhiing nguoi co tam
anh hu’O’ngphu hop vai tiéu chi cua chién dich tzep thi. Ngoaz ra, bai viét ciing dua ra khuyén nghz glup
nguoi gdy anh hmmg phat trién cdc déc diém cd nhan ciia ho nham gia tang thdi dé tich cuwc cia nguoi
tiéu diing vé viéc mua sam.

Tir khéa: Chuyén moén, kinh nghiém, nguoi cé tam anh huong, nhdn thirc sy hitu dung, sy hap dan
cong dong, thai d.

JEL Classifications: M31, M37.

DOI: 10.54404/JTS.2023.184V.06

1. Gi6i thi¢u mua sam. Nguoi ¢6 tam anh huong dugc coi nhu

Su phat trién nhanh chéng cia Internet ciing
nhu thuong mai dién tr da 1am cho hinh tharc mua
sam tryc tuyén dan trd nén phd bién, khién cho
ngudi mua hang thuong gdp kho khan trong viéc
lwa chon san pham va c6 xu hudéng tim dén nhitng
ngudi gy anh hudng dé gitp ho dua ra quyét dinh

mot bén thir ba co tac dong 16n dén quyét dinh tiéu
dung cuia khach hang va chiu trach nhiém cho su
anh hu’ong do (Brown & Hayes, 2008). Su phat
trlen cua Internet va mang xa hoi thuc day cac nha
tiép thi st dung Influencer dé quang ba thuong
hiéu va san phim cua ho, goi 1a “Influencer
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Marketing” (Leung et al., 2022). Xu hudng nay
dang ngay cang tré nén tat yéu boi ¢ t¢i hon 75%
cac nha tiép thi dy dinh dau tu ngudn Iyc vao
Influencer Marketlng v6oi muc chi tiéu co thé dat
t6i 16,4 ty USD vao cudi nim 2022 (Geyser,
2022) Nhiing nghién ctru nude ngoai vé linh vuc
nay da tien hanh nghlen ctru trén nhiéu ddi tuong
khach hang cling nhu nén tang mang xa héi khac
nhau. (J1n et al., 2019) da phan tich tdc dong cua
ngudi noi tleng trén ca hai phuong thuc truyen
thong va nén tang mang xa hoi Instagram, nham
gilip cac nhan hang c¢6 chién lugc tiép thi va xay
dung thuong hi¢u. Trong khi do, (Brooks et al.,
2021) da néu rd qua trinh ngudi gay dnh huong co
duoc tai nguyén trong h¢ sinh thai quang céo trén
mang xa hoi. Pbi voi linh vuc B2B (business-to-
business), (Cartwrlght et al., 2022) ciing kham pha
nhung dong luc cua Inﬂuencer Marketlng dua trén
cac yéu tb cua to chirc nhu: sy ung hd cua nhan
vién, khach hang... dé ung dung chién lugc nay,
dong thoi duara nhu’ng thach thirc ma cac nha tiep
thi phai d6i mat. )

Tai Viét Nam, chién dich Influencer
Marketing da va dang dugc pho bién rong rii.
Theo Béo cao thi tmong Influencer Marketing
Viét Nam 2022 - 2023, cac chién dich thuong lya
chon Facebook dé tién hanh véi ti 1& hon %
(79,1%), sau d6 toi Instagram (9,8%), Tiktok
(7%), Youtube (4,2%). Do d6, viéc tim klem va
xac dinh nhitng nguoi ¢6 anh hudng tlern nang
trong bdi canh tiép thi truc tuyén 1a didu can thiét
(PHAM et al., 2021). Tuy nhién, cac nghién cuu
0 Viét Nam thuo’ng tap trung nghién cuu tac dong
cua Influencer Marketing t6i y dinh ti€u dung hon
la phén tich nhiing yéu to cta nguoi c6 tam anh
huong tac dong téi thai dO ngudi mua hang
(Nguyen et al., 2022) d6i véi dbi tuong genZ).
Trong nghlen cuu cua (Lé Giang Nam, 2018) khi
phan tich cac nhan t6 cta Influencer Marketlng
trén mang xa hdi t6i y dinh mua sarn chi c6 nhan
t6 “Su tin nhiém cua ngum c6 tAm anh huong
lién quan dén nhiing yeu t6 clia nhom ngucn nay
tac dong té1 thai do cua nguoi mua hang, con lai
la cac nhan t6 vé khach hang, thong tin va san
pham. Nghlen ctru cua (To & Phong, 2022) da tap
trung vao phan tich cac dac diém cta ngudi co
tam anh hudng, tuy nhién céac tac gia chi dé cap
t6i 3 nhan to: sy ndi tiéng, long tin va chuyén

mon, chua tinh den nhiéu dic diém khac ciing co
thé anh huong dén thai d6 cua ngudi tiéu dung
Mat khac, (Do, 2022) tap trung nghién clru ve tac
dong cua nguol gy anh hudng trong nganh my
pham t¢i viée thay doi thuong hiéu ctia nguoi ti€u
dung, theo do tac gia dé xuat mot sd dic tinh: sy
hap dan, sy tin nhiém, chuyén mon, sy tuong tac,
ndi dung. Nhu viy, nhiing nghién ctru tép trung
vao nguoi co tam anh huong chua thue sy pho
bién ¢ Viét Nam va mot so it lai chi dé xuat mot
vai bién co tac dong toi y dinh ti€u dung. Vi thé,
nhom nghién cuu muon xay dung mot huong
nghién ctru méi, cu thé dé ap dung cho linh vuc
Influencer Marketing ¢ Vit Nam.

Nghién ctou da phan tich cac yeu t6 anh huong
den thai do ctia nguoi tiéu dung d01 v&i nguoi co
tam anh huéng. Nhom tac gia tién hanh khao sat
thu thap dir ligu trén ddi tuong sinh vién, sau d6
st dung phan mém SPSS dé kiém dinh
Cronbach’s Alpha va phan tich EFA, phan tich hoi
quy. Bai nghlen ctru gém 4 phan chinh: phan 1
néu bdi canh va tong quan nghlen ctru, phan 2 dua
ra co so ly thuyét va dé xuat mo hinh nghlen ctru,
phan 3 trinh bay két qua phan tich mo hinh dya
trén két qua hoi quy. Cubi cung, phan 4 dé xuét
cac khuyen nghi dén cac doanh nghlep cling nhu
ngucn ¢6 tam anh huong. Két qua nghién ciru s&
giup ich cho céc doanh nghlep cting nhu ca nhan
trong viée tim hleu hanh vi nguoi ti€u dung, tur do
cdi thién cac chlen luoc tiép thi, dich vu va thu hut
khach hang tiém nang.

2. Co's6' Iy thuyét va phwong phap nghién ciru

2.1. Co so ly thuyet

Co so 1y thuyét dugc nhom nghién ctru phén
tich dya theo 3 1y thuyet “Thuyet hanh dong hop
ly”, “Thuyet hanh vi ¢6 ké hoach” va “Mo hinh
chap nhan cong nghd”.

Thuyét hanh dong hop 1y (Theory of Reasoned
Action - TRA)

Thuyet hanh dong hop 1y dugc phat trlen boi
Ajzen va Fishbein ndm 1975 va 1980 nharn giai
thich nhitng hanh vi c6 chu dich va yeu t6 c6 tinh
du bdo manh nhét 1a y dinh hanh vi (Hale et al.,
2012). Ly thuyet nay dé xuat cac nhan t6 anh
huong t6i y dinh hanh vi gorn “Thai do” va
“Chuén chu quan”. Theo do, y dinh hanh vi la
niém tin vé kha nang thyc hién hanh vi s& dan dén
mot két qua cu thé (Madden et al., 1992).

=

106 thuong mai

So 184/2023



Thuyét hanh vi c¢6 ké hoach (Theory of
Planned Behaviour - TPB)

Ly thuyet dugc Ajzen dé xuat nim 1985 va mo
rong tir m6 hinh TRA. M6 hinh dua vao mot blen
ngoai sinh la “Nhan thuc kiém soat hanh vi” co
tac dong tryc tiép toi hanh vi va tic dong gian tiép
thong qua y dinh (Madden et al., 1992). M0 hinh
nay ra doi boi Ajzen cho ring nhung hanh vi
khong hoan toan mang tinh chu y cling bi anh
huong boi nhan thirc ¢4 nhan vé kha nang thyc
hién hanh vi (Guo et al., 2007).

M6 hinh chap nhdn cong nghé (Technology
Acceptance Model - TAM)

M0 hinh duge phat trién boi Davis nam 1986
dya trén ly thuyet TRA, c6 lién quan cy thé hon
den du doan veé kha nang chap nhan cta mét h¢
thong thong tin. Muyc dich ctia m hinh 1a dy doan
kha ning chip nhan mot cong cu va xac dinh cac
sira d6i phai duoc dua vao hé thong de duoc
nguoi dung chap nhan. M4 hinh cho thdy kha
nang chap nhin mot h¢ thong thong tin duge xéc
dinh boi hai yéu to chinh: “Nhan thirc tinh hiru
ich” va “Nhan thuc tinh dé sir dung”.

2.2. Cac gid thuyet va mé hinh nghién ciru

2.2.1. Thai dj voi influencer

Cac nghlen ctru trude day cho ra rat nhiéu dinh
nghia vé “Thai d¢” trén nhiéu linh vyc nghién
ctru. Pay la mét xu huong tam ly dugc the hién
thong qua vigc danh gid mot dbi tuong cu thé theo
hudng ung ho hodc phan ddi (Gawronskl 2007).
Thai d§ cling la nhirng danh gia dya trén suy nghi
va cam xuc con nguodi vé mot doi twong mang tinh
chu quan (Grafstrom et al., 2018). Theo do, thai
d9 tich cuc 1a cach mot ca nhan nhin moi tht véi
cam giac t6t dep (Wilkes et al. 2003) Trong bai
nghién curu, thai dg tich cuc d01 voi ngu(n c6 tAm
anh huong c6 thé biéu hién bang sy yéu thich, ung
ho, cam giac hao himg, thich tha d6i véi su xuat
hién cua ho, hodac hon nita 1a viéc tich cuc tuO’ng
tac voi cac ndi dung dang tai cua ho trén mang xa
hoi. Vi vay, ddi véi nguoi co tarn anh huong, viéc
6 dugce thai dg tich cuc la diéu can thiét dé ho gia
tdng sy ndi tleng

2.2.2. Nhng Yéu t6 tac dong dén thai do doi
vOi nguoi co tam anh huong

- Su tin nhiém

“Sy tin nhi€ém” 12 mot yéu to anh huorng toi
nhan thirc ca nhin vé sirc thuyét phuc cta nguoi

Y KIEN TRAO BOI

n6i (Xiao et al., 2018), bit ngudn tir tinh chat
dang tin cdy va cé chuyén mon (Wathen &
Burkell, 2002). Do do, su tin nhiém cua thuong
hiéu 12 mot nhéan t& quan trong tac dong dén thai
dd nguoi ti€u dung thong qua quang cao (Lee &
Kim, 2020). Diéu nay ciing ding véi ngu(n co
tam anh huong bai day la nhung ngudi dai dién
cho cac thuong hiéu quang ba san pham to1 nguoi
tiéu dung Hon nira, nhirg nguoi ¢6 du uy tin
cling c6 thé ndi bat gitta dam dong so voi nhung
nguoi cung linh vuc (Swant 2016) Diédu d6 sé
lam tang d¢ thién cam voi nguoi ti€u dung, do do
tao ra anh huong tich cuc dén thai do cua nguoi
tiéu dung.

HI: Su tin nhi¢m cd tac dong tich cuc dén thai
aé doi véi ngLro’l 6 tam dnh hwéng

- Chuyén mén

Chuyén mén dugc xac dinh bang 1uong kién
thirc, kinh nghi€ém va ky nang giai quyét van deé
trong mot linh vyc nhét dinh (Wiedmann & Von
Mettenheim, 2020). Ngu(n c6 chuyén mon la
nguoi du kha ning truyen dat thong tin mot cach
chinh xac va hop phap vé mot dbi tuong cu thé
(Chekima et al., 2020). Theo do, ngudi ti€u dung
¢6 nhiéu khé nang ti€p nhén ndi dung va dé xuat
dugc truyén dat boi nhitng ngudi giy anh hudng
c6 chuyén mon trong linh vuc cia ho (Yadav et
al., 2013).

H2: Chuyen mon tac dong tich cuc toi thai do
vOi nguoi co tam anh huong

- Su hap dan cong dong

Su hap dan 1a moi lién h¢ tich cuc véi mot
ngudi ¢ cac dic diém vé thé chat hodc tinh cach
(AIF arra] et al., 2021). Day la co s¢ hinh thanh
nén cac mbi quan h¢ xa hoi va dong vai tro quan
trong trong viéc thiét 1ap mdi quan hé glua cac ca
nhan (Kim & Park, 2023). Mot nguoi gdy anh
huong co ste hép din c6 thé anh hudng tich cuc
dén nguoi tiéu dung va thu hut nhidu sy cha y hon
(Lim et al., 2017).

H3: Su hap dan cong dong c6 anh huong tich
cwe dén thai dg doi véi nguoi c6 tam dnh hwéng

- Chuan chu quan

Chuén cha quan la nhu'ng niém tin vé ky vong
va cach thic dé thuc day viéc dat duoc ky vong
d6 (Halim & Karami, 2020). N6i cach khac, d6 la
nhan thic vé nhiing ap lyc xa hi ma mot ca nhan
d6i mat khi ra quyét dinh hodc hanh dong (Park,
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2000). Chuan chu quan giap hinh thanh niém tin
tr ngudi theo doi, cdc nha tiép thi va thuong hiéu
cung duoc khuyen rang nén chi ¥ dén nhan t6 nay
cua nguoi gay anh hudng (Hahm et al., 2020).
Ngu(n theo doi thich nhirg nguoi gay anh hudng
c¢6 chuan chi quan tuong dong véi minh boi lac
nay, nguoi do da dat dugc ky vong cua ho vé
nhiing ti€u chuan xa hdi hoac dao duc.

H4: Chuan chu quan o tac dong tich cuc t0i
thdi d¢ doi véi nguoi co tam anh hwong

- Kinh nghié¢m

(Seeler et al., 2019) dinh nghia kinh nghiém la
qué trinh phtc tap, mang tinh chu quan, chua
dung su hoi tu()ng, phan anh va xac dinh lai
nhung ky tc va su chuyen giao nhung khoanh
khic y nghla trd thanh kién thirc c4 nhan. Bing
cach chia s¢ kinh nghiém, nguoi gay anh hudng
thu hiit nhiing ca nhén c6 cung tu duy v6i minh
(Rundin & Colliander, 2021). Kinh nghlem tr ho
con ¢ thé mang dén sy hai long va truyén cam
hing thong qua tuong tac va trai nghiém cung
nguoi theo doi (Inan et al., 2022).

H5: Kinh nghlem co tac dong tich cyc t6i thai
dé doi véi nguoi co tam anh hwong

- Nhén thuc ve su httu dung

Nhan thirc vé sy hitu dung duoc dinh nghia la
murc do ma mot ngu(n tin rang s dung mot hé¢
thong cu thé s& nang cao hi¢u sudt cong viéc
(Davis, 1989). Trong thuong mai dién twr, nhan
thirc v€ sy hiru dung dugce coi 1a sy danh g1a va
nhan thuc ctua khach hang vé viéc gia tri ma h¢
thong méi mang lai c¢6 tot hon céi cii hay khong

[ Su tin nhiém J
[ Chuyén mén

‘ Su héap dan cong dong

[ Chuén chu quan

‘ Kinh nghiém

[ Nhén thirc sy hitu dung

(Nguon: Nhém nghién cvu dé xuat)

(Wilson, 2019) Twong tuy nhu thé, khi ap dung
vao ngu(n gdy anh hudng, day chinh la cach ma
ngu(n tiéu dung thay duoc loi ich tir cac thong tin
ngu(n do dua ra. Thong tin cang bam sat nhu cau
clia nguoi theo ddi thi ho cang nhan dugc nhiéu
thai d¢ tich cyc hon,

H6. Nhan thuc ve su hitu dung co tac dong tich
cuec dén thai dé doi voi nguoi cé tam anh huong

Céc bién quan sét trong thang do duoc ké thira
tir nhitng nghién ctru trude day c6 cung chu de.
Bén canh do, nhém tac g1a bd sung mot thang do
m&i (SA1) trong nhan t6 “Su hap dan cong dong
Trong qua trinh theo d6i nhitng ngudi c6 tam anh
huong trén mang xd hoi dé ra quyét dinh mua
sam, sinh vién khong chi quan tim dén nhiing
thong tin hg cung cap ma cach ho su dung hodc
dung thir glong nhu mot huéng dan cho nguoi co
¥ dinh mua san pham d6. Hon nita, thong qua qua
trinh st dung, nhung danh g1a tr ngudi co tAm
anh hudng tré nén dang tin cdy va hap din sinh
vién hon trong qua trinh quyét dinh mua hang.

2.2. Phwo'ng phap nghién ciru

Nhom tac gia lya chon dbi tuong khao sat la
sinh vién tai Ha No¢i. Pay la d01 tugng thuong
xuyen st dyng mang xa hoi dé theo ddi nhiing
nguoi ¢6 tim anh hudng va mua sam tryc tuyén,
do d6 ho c6 xu huéng tim kiém nhiing san pham
dugc gioi thi¢u boi nguoi gdy anh huong

Nghién cttu duoc ti€n hanh qua 2 giai doan.
Giai doan 1 nghién ctru dinh tinh bang cach thu
thap dir li€u tu sinh vién tai thanh pho Ha Néi
thong qua bang hoi. Cac bién quan sat c6 sy thira

Thai d¢ doi voi nguoi
cé tam anh hudng

Hinh 1: M6 hinh nghién ciru
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Bang 1: Gidi thich cdc bién nghién ciru

BIEN MA NOI DUNG NGUON
HOA
Thai 86 @i  ATTIl  T6i s& mua nhitng san phdm ma nhing ngudi ¢6 tim anh  (UZEED et al.,
voi nguoi hudng gidi thi¢u néu ho duara nhitng phan hdi t6t vé chung 2020)
cotamanh  ATTI2  Trude khi mua sin phim, t6i xem céc bai danh gia tur
huong nhitng ngudi c¢6 tAm anh hudng vé thong tin ciia ching
ATTI3  Téinghi nhitng ngudi c6 tim anh hudng c6 phan hdi véi
nhitng ngudi theo doi ho thuong dang tin cay hon
ATTI4  T6i tin ring nhitng ngudi c6 tim anh huong cung cidp (Chetioui et al.,
cac khuyén mii méi vé cac san pham 2020)
ATTI5 Téi coi nhitng ngudi c6 tim anh huéng 1a moét ngudn
thong tin va kham pha dang tin cay
ATTI6  Toi c6 xu hudng mua san phém hoac dich vu ma nhiing (Serman & Sims,
ngudi co tdm anh huéng cé nhing trai nghiém thyc té&  2020)
véi san phé‘im hoac dich vu d6
Su tin CREDI1 Téi thiy nhiing nguoi c6 tam anh huéng dugce tra tien dé  (Serman &  Sims,
nhiém quang cdo khong dang tin cay 2020)
CRED2  Téi thiy mot ngudi co tim anh hudng ndi tiéng va co do
nhén dién cao la dang tin cay
CRED3 Toéi thuong bd qua nhitng bai viét quang cao vé san
phim trén mang xa hoi mot cach c6 chu y
CRED4 Nhiing nguoi co tdm anh huong c6 kinh nghiém vé tim
hiéu cac san pham khién t6i chip nhan nhimg bai danh
gia cua ho
Sy hap din SA1 Cach nhimng Influencer sir dung san pham ho danh gia Nhom tic gia dé
cong ddng thu hat t6i nhidu hon xudt
SA2 Tbi thudng xuyén xem nhimng bai danh gia tryc tuyén cia (UZEED et  al.,
ngudi ¢6 tim anh hudng trudc khi quyét dinh mua hang 2020)
SA3 Ngudi ¢6 tim anh huong sir dung da dang hinh thirc lam
cho viéc gidi thi¢u cac san phim tré nén tha vi hon
SA4  Téi nghi nhitng ngudi c6 tAm anh hudng thé hién long (Serman &  Sims,
vi tha, d& chju va su than thién khién toi ap dung nhitng 2020)
d& nghi cua ho
SAS Tbi chu dong tim kiém céac bai danh gia cia ngudi c6 (UZEED et al,
tam anh hu()rng trudc khi dua ra quyét dinh mua 2020)
SA6 Nguoi ¢6 tam anh huong thé hién 16i sdng trén mang xa
hoi dé thu hit ngudi mua san pham
SA7 Ngudi c6 tAm anh hudng cang ndi tiéng trong cong déng  (Serman &  Sims,
thi cang c6 tac dong manh mé& dén quyét dinh mua hang  2020)
cua toi
Chuyén SPECI Nhitng ngudi c6 tam anh hudng t6i dang theo doi la  (Chetioui et al.,
mon nhitng ngudi hiéu biét nhiéu trong linh vyuc cia ho 2020)
SPEC2  Nhirng ngudi ¢6 tim anh hudng t6i dang theo ddi cung
cAp thong tin tham khao dua trén kién thirc chuyén mon
cua ho
SPEC3  Téi nghi nhitng ngudi ¢6 tim anh huéng cho thdy sy ty  (Serman &  Sims,

tin vuot troi ciia ho rat thong minh va dang tin, diéu do
khién t6i ap dung nhirng dé nghi cua ho

2020)
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T6i s& tham khao y kién cta nhiing nguoi xung quanh

(Chetioui et al,
2020)
(Serman & Sims,

2020)

(Serman & Sims,
2020)

Chuanchu  SUBNI
quan trude khi tim dén nhing nguoi gay anh hudng
SUBN2  Tbi theo ddi ngudi co tam anh huéng vi ban bé va moi
nguoi xung quanh ciing theo ddi ho
SUBN3  Tbi mua nhitng san pham méi b6i vi ban bé bao t6i rang
ho di nhin thay ngudi c6 tam anh huéng sir dung né
Kinh EXPl  T6i mua mt san pham boi no duge nhitng nguoi c6 tam
nghiém anh hudng gidi thicu
EXP2  Tbi cam thay t6t hon khi thiy san phim minh dang sir
dung duoc nhimg ngudi gdy anh huong khuyén khich
EXP3  Tb6i mua mot san phdm méi ma toi chua thir bao gid vi
t0i thdy nguoi gdy anh hudng da thir st dung va hai 1ong
voi két qua
Nhén thirc PU1 Téi tin rang viéc twong tic voi cong nghé va cac xu
vé sy hitu huéng méi thiuc day va anh huong t6i thoi quen tidu
dung dung ctia minh
PU2  Toéi cam thiy 10 gi6i thiéu cia nhitng nguoi gdy anh
hudng rat hitu dung
PU3

T6i cam thdy 101 gi6i thiéu ciia nhimg ngudi gy anh

(Serman & Sims,
2020)

hudng gitp to1 tim ra sdn pham cd gid cd hgp ly

(Nguon: Nhém nghién civu tong hop va dé xudt)

keé tir cac nghlen clru truge déy va co sy thay doi
dé pht hop voi bdi canh Viét Nam. Nhom tac gla
st dung thang do Likert tir 1 dén 5 s dung cac
lya chon, cho phép phan vung pham vi cam nhan,
danh gia tur t¢ nhit (Hoan toan khong dong y) dén
t6t nhat (Hoan toan dong ). Thoi gian khao sat tir
thang 11/2022 dén thang 2/2023.

Két thuc qua trinh khao sat, nhom tac gla da
thu duoc 333 phiéu dat chat lugng dé dua vao g1a1
doan 2 - nghién ctru dinh lugng. Pay la ¢ mau
phu hop cho nghién ctru c6 su dung phén tich
nhén t0 kham pha ((Comrey & Lee, 2013) va
(Hair et al., 1998)) (leh thudc mau dy kién toi
thiéu gép 5 lan tong s6 bién quan sat) Nghién ctru
stt dung phan mém SPSS 20 dé xac dinh hé so
Cronbach’s Alpha va thyc hién phén tich yéu to
kham pha aé danh gia va kiém dinh thang do, do
tin cay clia cic bién quan sat. Cubi cung, sau khi
cac bién rac duoc loai va thang do c6 do tin cay
cao, mo hinh tlep tuc duoc kiém dinh bing
phuong phap hoi quy da bién.

3. Két qua nghlen cuu

3.1. Thong ké mé ta

Tom tit két qua khao sat dwoc trinh bay &
Béang 2.

khoa hoc

3.2. Két qud nghién ciru

3.2.1. Kiém dinh Cronbach’s Alpha

Nhom nghién ciru kiém dinh chat 1u0ng cua
thang do da dugc str dung dé do luong cac bién
trong md hinh dé xuét. Dya theo ly thuyet cua
(Nunnally & Bernstein, 1994), cac h¢ s6 thu dugc
déu dat yeu cau. ‘Bén canh do, b1en uan sat SA3
va SA5 c6 hé s twrong quan b1en tong nho hon
0,3 nén bi loai khoi thang do. Két qua kiém dinh
cudi ciing duoc trinh bay trong Bang 3.

3.2.2. Kiém dinh nhdn to kham pha EFA

Quy trinh kiém dinh thang do bién tiém an sir
dung trong phan tich nhan t6 kham pha dugc tham
khao tir nghlen cliru cua (Anderson & Gerbing,
1988) Két qua cho ra 7 nhan t6, cac bién déu hoi
tu vé dung cac yéu té theo mé hinh nghién ctru
(Bang 4).

3.2.3. Két qua phan tich hoi quy

Nhom nghién ctru tién hanh phén tich hoi quy
v6i bién phu thude 1a ATTI va 6 bién doc lap 1a
PU, CRED, SUBN, SPEC, EXP, SA. Gla tri R
binh phuong hiéu chinh 1a 0,596 cho thiy céc
bién doc 1ap phan anh 59,6% tac dong lén b1en
phu thudc. Ngoai ra, dva theo céc ti€u chuan két
qua cua (Franke, 2010) voi kiém dinh ANOVA

=
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Bang 2: Thong ké mé ta mau

Cic thong sb ciia miu Tén suit Ti 18 (%)
Gi6i tinh Nam 59 17,7
Nit 274 82,3
Sinh vién Nam nhat 52 15,6
Nam hai 79 23,7
Nam ba 179 53,8
Nam cubi 23 6,9
Thu nhap binh quin Chua c6 thu nhép 119 35,7
hang thang Duéi 1 tri¢u 77 23,1
T 1-3 trigu 103 30,9
Trén 3 trigu 34 10,2
Mikc chi tiéu cho 1 1 triéu dong 161 48,
thang 1,5 tridu dong 90 27
2 tridu dong 52 15,6
Trén 2 tridu dong 30 9

(Nguon: Nhém nghién civu tong hop)

Bang 3: Két qua kiém dinh dé tin cdy thang do

Thang do Hé s6 Cronbach’s Hé s twong quan

Alpha bién téng nhé nhit
ATTI 0,890 0,866
CRED 0,799 0,729
SA 0,858 0,824
SPEC 0,891 0,815
SUBN 0,788 0,646
EXP 0,827 0,715
PU 0,785 0,684

(Nguon: Két qua tinh todn tir nhém nghién ciru)

(gia tri Slg nho hon 0,05 va hé so phong dai
phuong sai VIF déu nho hon 2), bién bi loai la
CRED va SUBN (h¢ s6 Sig khong dat yéu cau).
Két qua cu01 cung dugc trinh bay trong Bang 5.

Tu ket qua trong Bang 5, nhom tac gia rat ra
mot s6 két ludn nhu sau:

Thir nhat, yéu t6 “Su hip dan cong dong co
su anh hucrng 16n nhat (B = 0,303). Diéu nay phu
hop véi nghién ctru cta (Slmmers etal., 2009) khi
cho rang hinh anh cua nguol noi tleng du’a trén sy
dé mén. Hinh anh truyén tai tir quang cdo duogc
dwa trén tinh cach hon chuyén mén, tic 13 yéu to
nay co6 vai tro quan trong khi xem xét trong b01
canh phan 16n sinh vién su dung mang xa hoi dé
tim hiéu thong tin tir cac san phdm c6 y dinh mua
ma khong thé danh gié truc tiép.

Yéu t6 co mirc d§ anh huong 16n thir hai 1a

(Purnaw1rawan etal., 2012) cling két luan yéu to
nay co tac dong thuan chiéu toi thai do. Con
nguoi co Xu huong su dung mot Ging dung o mot
muc do nao d6 ma ho tin rang no s€ glup ho thuc
hi€n cong vigc t6t hon. Tuong ty, sinh vién s€ tim
dén nhiing ngudi co tam anh huong cung cap
nhing thong tin hiru ich vé san pham dé ho dua ra
quyét dinh mua hang tot nhét.

Thir ba, “Kinh nghi¢ém” 1a yéu t6 c6 tac dong
thuan chleu toi thai do (B=0 225) Trong qua trinh
bat dau theo doi nhu’ng ngucn gdy anh huong, sinh
vién luon bi thu hat va c6 xu hudng tin tudng 1oi
gioi thi€u tr nhimg ngudi c6 kinh nghiém phong
phi vi ho c6 thé dua ra nhiing phan doan chinh xac
dua trén sy tich luy kién thuc va trai nghiém.

Thik tw, “Chuyén mon” ¢6 tac dong tich cyc toi
bién phu thuéc (B=0 214) Trén thuc té, sinh vién

“Nhan thic vé& sy hitu dung” (B = 0,229). s& tin vao nhitng nguoi gay anh hudng co chuyén
khoa hoc =
So 184/2023 thuosngmai 11
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Bang 4: Két qua phdn tich nhan té bién déc ldp

Chi tiéu

Nhén to

X1 X2

X3 X4 X5 X6 X7

ATTI1

ATTI2

ATTI3

ATTI4

ATTIS

ATTI6

SA1

SA2

SA4

SA6

SA7

CRED1

CRED2

CRED3

CRED4

SPECI1

SPEC2

SPEC3

SUBNI1

SUBN2

SUBN3

EXP1

EXP2

EXP3

PU1

PU2

PU3

Hé s6 KMO

Hé sb Sig (Bartlett’s Test of
Sphericity)

Gia tri Eigenvalues 14,973
Mirc d6 giai thich cta nhan t6 (%) 36,520
Mtrc @6 giai thich tich 1ty (%) 36,520

0,838
0,778
0,706
0,701
0,676
0,625

2,680
6,538
43,058 47,976

0,764
0,749
0,684
0,635
0,585

0,778
0,686
0,658
0,616
0,852
0,797
0,608
0,750
0,739
0,605
0,894
0,740
0,554
0,791
0,719
0,651
0,940
0,000

2,016
4,918

1,874 1,629
4,571 3,974
52,547 56,520

1,269 1,173
3,096 2,860
59,616 62,476

(Nguon: Két qua tinh todn tir nhém nghién ciru)

mon bai ho tin ring nhitng ngum nhu Vay co the
dua ra nhimg thong tin chinh xac vé san pham
minh dang tim klern hon 1a chi quang ba danh
tiéng cua san pham Ngay nay, khi viéc st dung
mang xa hoi ngay cang phd bién, moi ngudi s€
ngay cang tim dén nhung thong tin duoc cung cap
bdi nguoi cé chuyén mon.
khoa hoc

Mit khac, “Chuin chua quan” va “Sy tin
nhiém” lai khong ¢6 anh huong dén thai do.
Nghién ctru cua (Ahmad & Bruno, 2021), (Halim
et al., 2020) da chi ra chuan chu quan c6 tdc dong
t6i y dinh hanh vi. Tuy nhién, dic tinh cua sinh
vién la nhanh nhay, ti€p xtc nhleu voi mang xa
hoi va c6 cai nhin da chidu vé mot van dé, cho nén
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Béng S: Ket qua kiém dinh mé hinh ciua cdc nhdn to anh huong den
thai do doi voi nguoi co tam anh huong

Nhén to Beta Sig. VIF
SA 0,303 0,000 1,714
SPEC 0,214 0,000 1,876
EXP 0,225 0,000 1,540
PU 0,229 0,000 1,600
R binh phwong 0,601

R binh phwong hiéu chinh 0,596
Thong ké F (sig) 123,424

(Nguon: Két qua tinh todn tir nhém nghién ciru)

ho ¢6 thé bo qua mot vai hanh vi khong phu hop
v6i chudn chu quan ctia minh va quan tam téi
nhitng danh gia ciia ho vé san pham mot cach
khéach quan hon. Mt khac, sinh vién khi tim dén
nhitng danh g1a vé san pham dang tim kiém s& tap
trung nhiéu vao su danh gia toan dién va mirc do
thong tin nguol gay anh huong mang lai hon, tic
12 chuyén moén va kinh nghiém, d€ co6 thé thu
duoc nhiing thong tin can thiét va chinh xdc mot
cach khach quan nhat Vi Vay, neu chi nhin nhan
mot cach chu quan vé ngudi co tam anh huong,
ho c6 thé nhan vé nhung quan diém hoic thong
tin khong mong muon.

4. Khuyen nghi va két luin

4.1. Khuyen nghi

Nhu Vay, thong qua phan thao luan két qua
nghién ctru, nhom tac gia da danh gia duge nhung
nhén t6 co tac dong toi thai do doi voi ngu:ol c6
tam anh huong. Tir d6, nhom dé xuit mot s6 kién
nghi danh cho ngudi gdy anh hudng cling nhu cac
doanh nghiép ap dung chién lugc Influencer
Marketing:

Thir nhat ngu:ol co tam anh huéng c6 thé nang
cao sy hip dan cong dong thong qua xac dinh va
xay dung diém khéc biét cho thuong hi¢u c4 nhan
cling nhu cac ndi dung quang cdo. Pé 1am dugc
diéu nay, ho can nhan biét cu thé ddi twong khach
hang muc tiéu va phu song cac ndi dung quang
c4o O da dang cac nén tang mang xa hoi, két hop
v6i nhiing nguol gy anh huong c6 cung chu d¢
sang tao nodi dung dé tang muc do nhan dién,
thuong xuyén tuong tac voi ngu0’1 theo ddi dé thu
hut sy trung thanh va tin cdy. Dat myc ti€u ting
lugt thich, binh Iuan trén mang xa hoi, sO luong

nguoi theo doi va str dung hashtag l1a nhung tiéu
chuan ly tuong dé do luong su thanh cong cua
chién dich quang céo.

Bén canh do, doanh nghi¢p nén su dung nhiing
chlen thuat xay dung cong dong trén nén tang tryc
tuyén dé ting cuong sirc hip dan cong dong cua
chinh thuong hi¢u. M&i doanh nghiép déu thye
hién chién luoc Influencer Marketing v6i rét
nhiéu ngudi co tdm anh hu’ong khac nhau, danh
vao tam ly cula nhu’ng nguoi theo doi - sy yeu
thich va mong mudn duoc nhin thay nhu:ng nguoi
nbi tleng, do Vay, doanh nghlep c6 thé tao nén mot
khong gian riéng két nbi nhiing nguoi gdy anh
hudng trong cung thuong hiéu. Nén tang cho
phép céc thanh vién nhing gi ho dang lam cﬁng
nhu cdu chuyén va trai nghiém ca nhan vé cac san
pham cua doanh nghlep Dong thoi doanh nghlep
c6 thé t6 chirc cac cude thi co g1a1 thudng voi
nhitng nguoi gdy anh huong dong vai tro 1a nguol
huong dan dé thu hat cong dong tham gia, md&
rong do nhan biét thuong hi¢u va huéng nguoi
theo ddi t6i nhitng hanh vi nhat dinh, qua d6 thu
thap ¥ tuong hodc tao ndi dung mot cach nhanh
chong dé hinh thanh nhiing chién lwgc marketing
phu hop.

Thir hai, ngum ¢6 tam anh hudng co6 thé nang
cao nhan thuc v€ sy hiru dung thong qua nhu:ng
thong tin co ban can thiét va cac diém mau chot
can luu y khi trai nghiém san pham. Ho ciing nén
chuy y t61 nhitg mat hang nim trong xu hudng véi
gia ca phai chang thu hut sinh vién. Trong truong
hop 1a nhiing ctra hang, thuong hiéu c6 tén tudi,
ho ¢6 the tim hiéu thém vé& nhiing khung glo hop
ly dé dé xuit véi khan gia. Ngoai ra, ngudi c6 tim

=

So 184/2023

thuong mai 113



Y KIEN TRAO BOI

anh huémg c6 thé phan tich vé nhﬁ’ng uu nhugc
diém cua cac san pham cung loai va dua ra so
sanh roi d& xuat voi khan gia cach lya chon
thuwong hiéu hodc san pharn phu hop véi ban than.

Thir ba, dé c6 dugc ni€m tin tr ngudi tiéu
dung, ngudi c¢6 tim anh huong can trau doi kién
thirc chuyén moén cta minh, ¢ thé thong qua cac
khoa hoc ngan han hoac bang cap, ching chi.
Nhing ngu01 c6 chuyén mon s€ dua ra nhiing
danh gia dya trén nhing kién thirc ho ¢6 duoc.

Cudi ciing, kinh nghiém la yéu to ma nguorl co
tam anh huong can tich liy qua thoi glan cling
nhu hiéu suat lam viéc. Di v6i nhitng san pham
dé bi lam gia, nguorl gdy anh huong c6 kinh
nghlem mua sam va st dung s€ gitip ngudi theo
déi ctia minh phan bi€t tot hon boi ho nhan biét
dugc hang gia va hang nhai, biét dugc nhung cua
hang phan phdi chinh hing. Hon nita, ho con ¢
thé chia sé nhung kinh nghiém khi str dung glup
khéach hang c6 duge trai nghiém t6t nhat va tan
dung tdi da cong dyng san pham.

4.2. Két lugn

Nghi€n ctru da ghi nhin dugc nhimg két qua
giup lam rd cac ycu to tac dong den thai do cua
sinh vién tai thanh phd Ha Noi dbi voi ngu0’1 co
tam anh huong. Trong d6, “Su hap dan cong
dong” c6 mirc do tac dong lon nhét. Tiép do 1a t0’1
“Nhan thirc vé sy hiru dung” “Chuyen mon”
“Kinh nghlem Két qua nay phu hop v6i thuc te
va tiép tuc ing ho ciing nhur phat trién cac nghién
ctru trude day cua (Ohanian, 1990), (Simmers et
al., 2009). Sau khi két hop gilra ly thuyét va két
qua phan tich, nhém da dé xuét ra dinh huorng,
giai phap vé phla doanh nghlep va ngu(n co tam
anh huong dé€ cai thién cac yéu t6 ¢ tac dong
trong md hinh nham nang cao stc dnh huorng tich
cuc cua Influencer t6i thai do cua sinh vién.

4.3. Pé xuit nghién ciru trong twong lai

Bai nghién ctru da dua ra mot s6 két luan trong
huorng nghlen clru vé nguoi ¢d tim anh huéng noi
rleng va Influencer Marketing néi chung, song
van con mot s6 han che nhét dinh. Do di€u kién
kinh phi, quy mo mau tuy da dat yéu cau nhung
s6 lwong con nhoé (chi hon 300 mau) dbi tugng
khao sat moi tap trung ¢ sinh vién khu vyc Ha
Noi. Vi vay, cac nghlen cliru sap tdi nén c6 su md
rong vé quy md mau lAn d6i twong nghién ctru
sang cac do tudi, khong gian dia 1y khac nhau.

Dong thoi, két qua phan tich nén ¢6 sy d6i sanh
murc do tdc dong cua cac yeu td téi thai do cua
nguoi mua hang ddi véi nguoi co tam anh huong
xét theo nhitng dic tinh khac biét vé do tudi, nghé
nghiép, khong gian dia Y voi nhau. ¢
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Summary

Influencer Marketing is gradually becoming a
popular trend around the world in general, and in
Vietham in particular. This research aims to
analyze factors impacting the attitude towards
Influencers. The data was collected from 333
students in Hanoi and was analyzed using the
SPSS program. Multivariate regression results
indicated that Social Attractiveness, Experience,
Specialization and Perceived Usefulness had
positive impacts on Consumers’ Attitude toward
Influencers. Based on that result, a number of
recommendations are discussed and suggested to
help businesses find Influencers that match the
criteria of their marketing campaigns, and
Influencers to develop their personal
characteristics in order to increase sales and the
positive attitude of consumers about shopping.
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