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Bai nghién ctu kham pha vai tro trung gian cua hitu ich cam
nhan va tin cady cam nhan cta ndi dung nguoi dung tao anh hudng
dén y dinh mua san pham cong nghé tai thi trudng Thanh phd Hb
Chi Minh. Mau khao sat 1a 438 khach hang da tirng mua san pham
cdng nghé tai Thanh phé H6 Chi Minh ¢ d6 tudi tir 18 - 25 tudi. Bé
kiém dinh cac gia thuyét nghién ciru nhém sir dung mé hinh cau tric
(PLS-SEM). Nghién ctru dugc thuc hién bang phuong phap dinh tinh
dé kiém dinh thang do dé xuat va phwong phap dinh luong duoc tién
hanh théng qua khao sat bang cau hoi kiém dinh md hinh nghién
ctru. Sau qué trinh thuc hién dé tai c6 dong gop quan trong vé mit
hoc thuat khi khang dinh dugc méi quan hé tich cuc cia noi dung do
ngudi dung tao va y dinh mua; ngoai ra nghién ctru cting lam r6 dugc
vai tro trung gian cua tin cay cam nhan d6i vai noi dung do nguoi
ding tao va y dinh mua. Vé mit thuc tién, nghién ciru gidp cho doanh
nghiép thay duoc vai trd quan trong cua ndi dung do ngudi ding tao
dan dén ¥ dinh mua, tir d6 giup cho doanh nghiép c6 nhiing phuong
an tiép thi cho phu hop dén véi khach hang muyc tiéu.

ABSTRACT

The research explores the mediating role of perceived
usefulness and perceived credibility of user-generated content in
influencing the purchase intention of technology products in Ho Chi
Minh City market. The survey sample is 438 customers who have
bought technology products in Ho Chi Minh City, aged 18 - 25 years
old. Structural modeling (PLS-SEM) was used to test the research
hypotheses. The study was carried out by qualitative method to test
the proposed scale, and the quantitative method was carried out
through a survey questionnaire to test the research model; after the
implementation of the project, it made an important academic
contribution when confirming the positive relationship between
user-generated content and purchase intention. In addition, the study
also clarifies the mediating role of perceived credibility for user-
generated content and purchase intention. In practical terms,
research helps businesses realize the important role of user-
generated content leading to purchase intention, thereby helping
businesses tailor marketing plans to target customers.
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1. Giéi thi¢u

Theo thong ké tir Internet World Stats (2022) ¢ Viét Nam c6 sd nguoi str dung Internet
dung thir 08 trong khu vuc Chau A voi hon 84.91 triéu ngudi dung va hién ¢6 hon 70% cdng dan
Vi¢t Nam dang st dung mang xa hoi dé gidi tri, giao luu ban bé va mua ban hang hoa. Nguoi dung
gid day duogc tiép can voi nhiéu trai nghiém mai la va hap dan hon nhd su phat trién nhanh chong
ctia cac kénh truyén thong xa hoi. Tham chi nhitng kinh nghiém mua va st dung san phim con
duogc ho chia sé thong qua cac kénh truc tuyén. Céc trang mang x3 hoi hién nay dong vai trd quan
trong trong viéc tao két ndi gitta doanh nghiép v6i doanh nghiép, doanh nghiép voi khach hang va
khach hang véi khach hang. Nhimg phan hoi va chia sé tir nguoi ding trén mang xa hoi duge danh
gia cao. Hién nay, nguoi tiéu dung co mbi quan hé mat thiét vai mang xa hoi, vi vay khi ho mudn
mua hang, ho tin twdng nhiéu hon vao thong tin tir nhimg ngudi dung khac trén mang xa hoi
(Thoumrungroje, 2014). Ngudi tiéu ding tin rang nhitng ngudi dung khac s& khong chi nhan xét
tich cuc vé san pham ma con dé cap dén nhimg mat tiéu cuc, va ho cho rang nhitng ndi dung do
nguoi dung 1a dang tin cay hon vi khong mang tinh thuong mai. Nguoc lai, nguoi tiéu dung ngay
cang trd nén kho tinh hon khi nhic dén céc hinh thirc quang cdo truyén thong, diéu nay di gy ra
su gian doan trong viéc truyén tai thong diép tir phia doanh nghiép dén nhiing khach hang muc
tiéu cuia ho (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004). Vi vay, viéc tham khao nhitng
ndi dung do nguoi dung tao trén mang xa hoi mang lai gia tri vo cung quan trong cho nguoi tiéu
dung noi chung va dac biét 1a nguoi tiéu dung mat hang cong nghé. Mot khado sat cuia Dell
Technologies dugc thuc hién trén hon 15 thi truong toan cau, v6i 15,105 nguoi trong do tudi tir
18 - 25, da tiét 16 rang da s thé hé Gen Z coi “cong nghé 14 yéu t6 trung tim” va cong nghé déng
vai trd quan trong trong cudc song cia ho (Hegarty, 2022). Thém vao d6, theo mot khao sat cia
Morning Consult, 38% Gen Z dung nhiéu hon 04 gio mdi ngay sir dung nhiing phuong tién truyén
thong x4 hoi bao gom: Youtube, Facebook, Tiktok, ... (Briggs, 2022). Do d6, hanh vi va y dinh
mua hang cia thé hé nay khac biét dang ké so v6i nhing thé hé trude. Mot yéu té anh huong dang
ké dén y dinh mua hang cta Gen Z 1a nhiing bai viét, video, ... do nguoi ding khac tao ra trén
nhitng kénh truyén thong xa hoi.

Pugc khoi nguon tir hai yéu t quan trong 1a sy phd bién clia mit hang cong nghé va su
hién dién cta thé hé Gen Z, nghién clru nay nham diéu tra va danh gia cy thé tac dong tich cuc cua
noi dung do ngudi dung tao (User-generated content) dén y dinh mua hang cta Gen Z. Muyc tiéu
ctia nghién ctru 13 cung cdp cho doanh nghiép va nha quan 1y cac chién luge cu thé va phu hop
nhiam ting cudng sy tin twdng tir phia nguoi tidu dung. Pong thoi, ndng cao chat lwong san pham
va dich vy, dac biét trong linh vuc cong nghé, nham mang lai nhirng trai nghi¢m tdt nhat cho khach
hang. Két qua ctia nghién ctru co thé thuc day khach hang trd thanh nhimg nguoi sang tao tich cuc,
chia sé ndi dung tich cuc vé san pham va dich vu ciia doanh nghiép véi ngudi tiéu ding khac thong
qua cac phuong tién truyén thong xa hoi.

2. Co sé Iy thuyét va gia thuyét nghién ciru

2.1. Cac khai ni¢m nghién ciu

2.1.1. Y dinh mua (Purchase intention)

Y dinh mua hang co thé duoc dinh nghia la “dong co ctia mot cd nhan dya trén y thuc cua
ho”. N6 dai dién cho “ké hoach c6 y thirc ctia ca nhan dé mua hang tir mot thuong hiéu cu thé”
(Spears & Singh, 2004, tr. 56). Trudc su da dang vé san pham va thuong hiéu, quyét dinh mua
hang khong phai 1a mot nhiém vu dé dang d6i voi ngudi tidu dung. Cac nghién ctru trude day da
chi ra rang c6 nhiéu yéu té ¢6 thé anh hudng dén hanh vi mua hang cta nguoi tiéu ding, bao gom
dic tinh cta san pham, dic diém ca nhan va yéu tb méi truong (Kwan, 2006). Theo Jalalkamali,
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Nikbin, Hsu, va Chen (2010), trong mot méi trudng kinh doanh phirc tap, ngudi tiéu dung thuong
dua vao gia cd, chat lugng, nhan hi¢u, quang cdo, 101 gidi thi€u tir ban be va gia dinh, cling nhu
kinh nghi¢m mua hang trudc day dé dua ra quyet dinh mua hang.

2.1.2. Noi dung do nguoi dung tao (User - Generated Content)

UGC la nhitng ndi dung dugc tao ra bdi cong chung hodc ngudi tiéu dung, khong phai
chuyén gia tiép thi, bao gdm vin ban va dinh dang khac nhu cép nhat trang thai, hinh anh, video
cling nhu viéc danh gia san pham, ... diéu ndy d3 trd nén phd bién nhd su phat trién cia Internet
va nhing nén tang truyén thong xa hoi (Kaplan & Haenlein, 2010). Khai niém nay am chi bét ky
ndi dung nao dugc ngudi ding tao ra va cong bd trén nhiéu nén tang truc tuyén khac nhau, nhd
vao Internet, va co tac dong quan trong dén cach thirc ngudi dung tuong tac voi dich vu hodc hang
hoa (Cheong & Morrison, 2008; Presi, Saridakis, & Hartmans, 2014).

2.1.3. Hiru ich cam nhgn (Perceived Usefulness)

Theo dinh nghia vé hitu ich cam nhén, dé cap dén viéc mot ngudi cam thay tin vao viéc sir
dung mot hé théng s€ nang cao dugc hiéu suét cua ho (Davis, 1989; Karahanna & Straub, 1999;
Muslim, Rezaei, & Abolghasemi, 2014). Bat ké thong tin dai bao nhiéu, ngudi dung van coi d6 1a
“ndi dung than thién véi ngudi dung” dé hiéu hon (Racherla & Friske, 2012, tr. 548). Mot trong
nhitng yéu td chinh tac dong dén nhan thirc cia ngudi tiéu ding vé thong tin do nhirng ngudi dung
khac cung cdp va anh huong dén quyét dinh mua san pham ma ho dang thao luan chinh 14 hitu ich
cam nhan (Horst, Kuttschreuter, & Gutteling, 2007; Kim & Song, 2010; Muslim & ctg., 2014; Van
Der Heijden, Verhagen, & Creemers, 2003).

2.1.4. Tin cgy cam nhdn (Perceived Credibility)

Tin cdy cam nhan dugc thé hién qua cam nhan vé do tin ciy ngudn thong tin va nodi dung
do ngudi ding tao ra. Do tin cay ngudn thong tin 1a mot trong nhiing tiéu chi anh huong dén tin
cdy cam nhan cia nguoi tiéu dung (Bae & Lee, 2011b). Mirc d6 uy tin va pham chat ctia nguoi tao
noi dung anh huong dén kha ning chip nhan cac dé xuét ctia noi dung do nguoi ding tao ra
(Perloff, 2013). Moi ngudi c6 kha ning cao s& chdp nhan cic dé xuit cua nhitng ngudi tao ndi
dung dang tin cdy vi no nang cao tinh thuyét phuc ciia cac thong diép, ngudi d6 s& c6 thai do va
hanh vi tich cyc. Vé do tin cdy cia UGC, Bae va Lee (2011b) chi ra rang ngudi tiéu dung c6 xu
huéng coi UGC 14 thong tin hitu ich vé d6 tin cay.

2.1.5. Thai d¢ doi véi UGC (Attitude towards UGC)

Thai d6 1a mot khai niém quan trong trong nghién ctru vé quang céo va tiép thi vi noé duogc
coi 14 6n dinh va c6 xu huéng dy doan hanh vi ciia ngudi tiéu dung (Mitchell & Olson, 1981). Théi
do dugc dinh nghia l1a “mot khuynh hudng co thé hoc duoc dé phan tng mot céach tich cyc hoac
tiéu cuc ddi véi mot ddi twong nhat dinh” (Fishbein & Ajzen, 1975, tr. 21). Schiffman va Kanuk
(2005) noi rang thai d6 1a biéu hién ciia cam giac (cim giac bén trong) phan anh lidu ai ¢ hanh
phtc hay khong hanh phuc, thich hay khong thich, ddng ¥ hoic khong dong y voi mot ddi tuong.
Mot thai do tich cuc c6 anh hudng tich cuc dén su quan tdm dén hanh vi (Mosavi & Ghaedi, 2012;
Wang, 2015).

2.1.6. Mizc dg tham gia san pham (Product involvement)

Mirc d6 tham gia san phdm phan anh muc d6 lién quan dwoc nhan thic ciia mot ngudi vé
viéc tiéu dung san pham trén co s& nhu cau, gia tri va lgi ich (Zaichkowsky, 1985). N6 c6 lién
quan dén sy quan tam cia nguoi tiéu dung doi voi mot san pham cu the (Marshall & Bell, 2004)
va c6 thé dugc tao nén boi cac dac diém cua con nguoi (vi du: gia tri ¢4 nhan, muc ti€u va nhu
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cau), dic diém cua san pham (vi du: loai san phim, thuong hiéu) hodc tinh hudng st dung san
pham (Solomon, Adams, Silver, Zimmer, & DeVeaux, 2002). Yéu té nay duoc st dung rong rai
trong nghién ctru tiép thi nhu mot bién giai thich trong qua trinh lira chon va quyét dinh mua san
pham (Mittal & Lee, 1989).

2.2. Ly thuyét nghién ciru
2.2.1. Ly thuyér @ tin cdy nguon (Source Credibility)

Ly thuyét vé do tin ciy ngudn 1a mot 1y thuyét da duogc thiét 1ap giai thich mic do thuyét
phuc cta giao tiép bi anh hudng nhu thé nao boi mire d6 tin cay dugc nhan thirc ctia ngudn giao tiép
(Walter, 1951). B9 tin cay cua tat ca cac cudc trao ddi, bat ké hinh thirc ndo, déu bi anh huong nang
né bai do tin cay duoc nhan thirc ctia ngudn thong tin lién lac d6 (Lowry, Lill, & Wong, 2013).

Sy chil y nghién ctru vé thong tin san pham duoc tao boi nhitng khach hang khac va do tin
cdy duoc nhan thiy ngay cang phat trién trong thap ky qua (Cheong & Morison, 2008; Hung &
ctg., 2011; Jonas, 2010) Chinh vi thé, mé hinh dé xuét trong bai nghién ctru s& str dung Ly thuyét
do tin cay ctia ngudn (Hovland, Janis, & Kelly, 1953) dé nghién ctru vé sy chip nhan va sir dung
cac ngudn thong tin ctia cac ca nhan. P tin cdy con 1a mot trong nhiing tiéu chi quan trong nhét
dé danh gia chét lugng thong tin (Bae & Lee, 2011a; Pham & Bui, 2020). Do do, d9 tin cay dugc
ky vong 1a dic biét hiru ich trong bdi canh ndi dung do nguoi dung tao (UGC) vi ¢6 nhiéu lo ngai
rang b6i canh nay phan 16n phu thudc vao su uy tin (Litvin, Goldsmith, & Pan, 2008).

2.2.2. M6 hinh chdp nhdn c6ng nghé (Technology Acceptance Model - TAM)

Khi ngudi ding twong tac v6i cong nghé méi, mé hinh TAM goi ¥ rang hitu ich cam nhan
va tinh d& sir dung 14 nhiing yéu td quan trong ¢ thé anh huong dén quyét dinh ctia ho vé viéc str
dung cong nghé d6. Mic khac, thai do tich cuc cta ngudi tiéu dung sé anh huong dén y dinh mua
san pham cong ngh¢ khi ma ho nhan thay ring san pham nay gitip ho thuc hién cong viée tot hon
(Davis, 1989). Noi dung chinh caa mé hinh la miéu ta anh hudng cua cac dic diém ky thuat trong
hé thong dén hanh vi chap nhan va y dinh sir dung céng nghé cua ting ca nhan.

Mb hinh TAM ciing chi ra rang, khi nguoi ding twong tac véi cong nghé mai, cac nhan té
chinh c6 thé anh huong dén quyét dinh cua ho vé viéc st dung cong nghé do bao gom: hitu ich
cam nhan va cam nhan su dé sir dung. Mtrc d6 hitu ich cam nhan duoc dinh nghia la mac do ma
mot ngudi tin rang viéc sir dung mot hé thong sé cai thién mot hiéu suat (Davis, 1989; Karahanna
& Straub, 1999; Muslim & ctg., 2014). Trong nghién cau nay, mac do hitu ich cam nhan duoc
tinh toan bang tong mic do hitu ich cua thong diép hoic thong tin dugc chia sé boi nhitng nguoi
dung khac trén cac phuong tién truyén thong xa hoi. Thém vao d6, su hiru ich cam nhan s& c6 anh
huong tich cuc dén thai do cua nguoi dung déi voi UGC. Mit khac, thai do thuan loi cua nguoi
tiéu dung sé& anh hudong dén y dinh mua san pham cong nghé khi ma ho nhan thay rang san pham
cong nghé nay giup minh cai thién hiéu suat cong viéc (Davis, 1989).

2.3. Cdc gid thuyét nghién civu va mé hinh nghién ciru
2.3.1. Noi dung do nguroi dung tgo (UGC)

Nhan thirc cia ngudi tidu dung dang tin rang ndi dung do ngudi ding tao (UGC) dang tin
cdy hon ndi dung do nha san xuét tao (Producer-Generated Content), do d6 ho dang quay lung cac
phuong thirc quang cao thong thuong (Hassan & Haddawy, 2015). Vi ndi dung do ngudi dung tao
dra trén trai nghiém thuc té ctia nguoi dung nén ndi dung nay di duoc chimg minh 1a dang tin cay,
thiét thuc va khach quan (Buttle, 1998; Mir & Rehman, 2013; Verhellen, Dens, & Pelsmacker,
2013). Khach hang tiém ning tin trdng ndi dung do nguoi dung tao vé thuong hiéu va san pham
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vi ho tin rdng ngudi ding khong c¢6 bat ky loi ich thwong mai nao (Mir & Rehman, 2013). Noi
dung do ngudi dung tao cho nguoi dung biét nhitng thong tin hitu ich, ho ¢ thé cap nhat thong tin
nhanh chong, theo thoi gian thuc va chii dong kiém soat viée thu thap thong tin trén cac phuwong
tién truyén thong xa hoi (Animesh, Pinsonneault, Yang, & Oh, 2011). Do d6, diéu nay cho thiy
rang ngudi tiéu dung truc tuyén luén dwa vao ndi dung do ngudi tiéu dung khac tao ra gitip ho c6
nhitng thong tin hitu ich va do tin cay dé tir d6 ra quyét dinh mua hang (Bae & Lee, 2011a). Vi
vay, cac gia thuyét sau dugc dé xuit:

HI: Noi dung do nguoi dung tao anh huong tich cuc dén sw hitu ich cam nhdn
H2: Noi dung do nguwoi dung tao anh hwong tich cuc dén sw tin cdy cam nhan

Noi dung do nguoi dung tao c6 thé anh hudng tich cuc dén ¥ dinh mua bai vi nd cung cp
cho khach hang thong tin chi tiét vé san pham hodc dich vu ma ho dang quan tim. Trong moi
truong truc tuyén, ngudi tiéu dung dua vao ndi dung do ngudi ding tao (UGC) trong viéc dua ra
quyét dinh mua hang (Bae & Lee, 2011a). Bén canh d6, Goldsmith va Horowitz (2006) da tién
hanh nghién ctru quan sat va thay rang nguoi ti€u dung tim kiém y kién tr ngudi tiéu dung khac
dé tranh nguy co sai léch. Chinh vi thé, gia thuyét cho rang:

H3: Ngi dung do nguoi ding tao cé tac dong tich ciee dén y dinh mua

2.3.2. Hiru ich cam nhdgn (Perceived Usefulness - PU)

Ngay nay, mang xi hoi dugc nguoi tiéu dung wu tién sir dung trong viéc tim kiém thong
tin san pham va nhimng phan hoi cta khach hang trudc khi dua ra ¥ dinh mua hang vi ho bi phu
thudc nhiéu vao UGC (Dhahak & Huseynov, 2020; Horst & ctg., 2007; Racherla & Friske, 2012).
Su lya chon va y dinh mua san pham thudc thuong hiéu nao ciia nguoi tiéu dung chu yéu dén tir
nhirng théng tin hitu ich ma ho duoc tiép xtic va cam nhan. UGC c6 thé gitp nguoi tiéu dung dua
ra Iya chon mua hang dung dan dya trén nhimg thong tin gia tri do ngudi ding cung cap, dic biét
1a d6i v6i chat lugng va gia san pham mai (Featherman & Pavlou, 2003; Racherla & Friske, 2012).
Vi véy, gia thuyét sau dugc dé xuit:

H4: Hitu ich cam nhdn c6 lién quan tich cwc dén y dinh mua hang ciia ngueoi tiéu ding

Noi dung dugc nguoi dung tao ra dua trén trai nghiém cta chinh ho sau d6 dang trén céc
phuong tién truyén théng xa hoi. Nguoi mua hang truc tuyén cé thé nhan thiy rii ro thap hon khi
dua ra lya chon nho th()ng tin duogc chia sé (Horst & ctg., 2007 Muslim & ctg., 2014; Racherla &
Friske, 2012). Hon nita, tat ca cac thong tin nguoi t1eu dung can déu duoc UGC hd trg va phan hoi
nhanh chéng trong thoi gian ngin hon so véi tu van truc tlep tor doanh nghi€p (Davis, 1989;
Featherman & Pavlou, 2003; Racherla & Friske, 2012). Bat ké thong tin dai bao nhiéu, ngudi ding
van coi d6 12 ndi dung than thién v6i nguoi dung dé hiéu hon (Racherla & Friske, 2012). Tur do,
gia thuyét sau dugc dé xuat:

H5: Hitu ich cam nhan co anh huong tich cuc dén thai dé doi véi ndi dung do nguoi dung tao
2.3.3. Tin cgy cam nhdn (Perceived Credibility - PC)

UGC duoc coi 14 ngudn thong tin khach quan va doc 1ap vi nhan thirc rang cac cong ty
khong quan 1y chung va khong ton tai hop dong thuong mai (Muda & Hamzah, 2021). UGC dang
tin cdy hon v6i ndi dung do ngudi ban tao ra bai né 1a xuit phat tir quan diém cua nguoi ding, né
néu nhirng danh gia trung thuc tich cuc va tiéu cuc (Park, 2007). Tham chi, Jonas (2010) da so
sanh sy uy tin gitra nhu’ng n6i dung do nha san xuét tao (PGC) va UGC, Va két qua tir nghién ctru
cho thiy moi nguoi tin raing UGC dang tin cdy hon PGC. Nhu vy, cac ngudn dang tin cay hon thi
thanh céng hon trong viéc phat trién thai do tich cuc (Chu & Kamal, 2008). Cac nghién ciru khac
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cling dua ra két luan tuong tu rang nhan thire dang tin cdy vé ngudn thong tin dan dén cac hiéu
ung tich cuc va thai d6 thuan lgi doi vai thuong hiéu (Erdogan, 1999; Friedman & Friedman,
1979). Do do, gia thuyét sau dugc de xuat:

HG6: Tin cqy cam nhan co anh huong tich cuc dén thai @ déi véi ni dung do nguoi dung tao

Tin cdy cam nhdn dong vai tro rit quan trong trong viéc tao ra mdi quan hé gitta ndi dung
ma ngudi ding tao ra va y dinh mua ctia khach hang (Bae & Lee, 2011b). Néu ngudi ding cam
thiy ndi dung ma ho tao ra dang tin cdy, thi khach hang cling s& tin tudng va c6 thé s& dua ra quyét
dinh mua hang. Va nguoc lai, néu nguoi dung khong dam bao do tin cdy cia ndi dung cua ho,
khach hang ciing s& khong tin tuéng va co thé tir chdi mua hang. Quan diém nay duoc (Van der
Waldt, Van Loggerenberg, & Wehmeyer, 2009) tng ho khi cho rang néu ngudi tiéu dung tich cuc
tng ho va tin tuong vao mot thong tin nao do, du bat ké tir ngudn nao, thi ngudi tiéu ding co thé
dé dang bi thuyét phuc dé mua san phém. Tur 13p luan trén, gia thuyét sau dugc dé xuit:

H7: Tin ¢dy cam nhdn dnh hwong tich cwc dén y dinh mua ciia khdch hang
2.3.4. Thai dé voi UGC (Attitude towards UGC - AUGC)

Thai do co thé dinh hinh nhan thic, anh hudng dén phan doan va dy doan hanh vi (Perlof,
2013). Mot thai do tich cuc c6 anh hudng tich cuc dén sy quan tam dén hanh vi (Wang, 2015).
Thai do tich cuc cua khach hang ddi véi ndi dung do ngudi ding tao s& dan dén y dinh mua dbi
méi san pham cong nghé (Jun & Jaafar, 2011; Laforet & Li, 2005; Li & Zhang, 2002). Trong
nghién ciru nay, thai d6 xay dung phan anh nhan thirc uy tin va cam xuc ctia ngudi xem ddi véi
UGC véi cac thuong hiéu va san pham cong nghé duoc chia sé trén cac phuong tién truyén thong
xa hoi. Néi cach khac, nhitng nguoi tidu dung c6 thai do tich cuc ddi voi noi dung do ngudi ding
tao (UGC) c6 nhiéu kha ning s& tiép thu ndi dung d6 va mua hang dua trén danh gia tir nhimng
nguoi ding khac (Daugherty, Eastinm, & Bright, 2008). Vi vdy, gia thuyét sau dugc dé xuat:

HS8: Thdi @ cia nguoi ding doi véi ndi dung do nguoi ding tao sé cé tac déng tich cuc
den y dinh mua hang

2.3.5. Mire dé tham gia san pham (Product Involvement - Prl)

Céc nghién ctru d3 chi ra rang, khi ngudi tiéu dung tham gia nhiéu hon vao qua trinh lra
chon san pham hoic dich vy, ho s& c6 cam giac hai long hon va dénh gia tinh hitu ich cia san pham
cao hon (Owusu & Asumadu-Sarkodie, 2016). Khi mdt nguoi tiéu dung c6 mire d6 tham gia cao,
ho s& danh nhiéu thoi gian hon dé tim hiéu, so sanh va danh gia san phém hoac dich vu, tir 36 lam
tang kha nang dua ra quyét dinh mua hang ding dan (Tsai & ctg., 2015). Mt khac, khi nguoi tiéu
ding c6 murc d6 tham gia thap hon c6 thé khong tim hiéu san pham hogc dich vu d6 ky ludng va
chi dya vao cac thong tin tong quan dé dwa ra quyét dinh mua. Do d6, ho ¢6 thé khong danh gia
chinh x4c tinh hitu ich cta san pham va c6 kha ning dua ra quyét dinh mua khong tt. Gia thuyét
sau dugc dé nghi:

HY: Mirc d6 tham gia san phdam ciia nguwoi tiéu ding déng vai tro diéu tiét trong anh hieong
cia hitu ich cam nhdn déi véi y dinh mua hang

Mirc d tham gia san pham cuia ngudi dung déng vai trd quan trong trong qué trinh tao tin
cdy cam nhan va y dinh mua. Khi khach hang tham gia str dung san pham, ho c6 co hdi trai nghiém
san pham tryc tiép va dua ra nhan xét, danh gia vé san pham d6. Khi ngudi ding tham gia nhiéu
vao san pham hon, ho c6 co hoi tiép can va hiéu rd hon vé san pham, tir d6 gitip ting cuong do tin
cdy cia ho ddi v6i san phdm (Geng & Chen, 2021). Dbi voi ngudi tidu ding c6 mirc 6 tham gia
san pham thap ho s& ra quyét dinh ngay dwra trén nhitng UGC c6 d6 uy tin cao (Tsai & ctg., 2015).
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Diéu nay dic biét quan trong trong méi trudng kinh doanh tryc tuyén, noi khach hang khong co
co hoi thir san pham trudc khi mua. Néu nguoi dung tham gia nhidu hon vao san phdm, ho c6 kha
nang cao hon dé hiéu rd san pham hon va cam thiy hai 1ong hon véi san pham, tir d6 ting kha
ning mua lai va gi6i thiéu san pham cho ngudi khac. Do d6, gia thuyét dugc dé ra nhu sau:

HI0: Mikc @ tham gia san pham ciia ngueoi tiéu ding dong vai tro diéu tiét trong dnh
huwong cua tin cdy cam nhdn doi voi y dinh mua hang

2.3.6. Vai tro trung gian cua hizu ich cam nhdn va tin cgy cam nhgn

Goldsmith va Horowitz (2006) di tién hanh nghién ctru quan sat va thiy rang ngudi tiéu
duing tim kiém ¥ kién tir nguoi tiéu dung khac dé tranh nguy co sai 1éch. Bén canh d6, nghién ciru
ctia Bae va Lee (2011b) di chi ra rang nguoi tiéu dung tryc tuyén thuong dwa vao ndi dung do
nguoi dung tao (UGC) trong viée dua ra quyét dinh mua hang. Boi vi, nhimg ngudi tiéu ding ho
cho rang nhing thong tin duoc chia sé trén cac phwong tién truyén thong xa hoi duoc tao ra boi
nhirng nguoi dung khac 1a nhitng danh gid khach quan dya trén kinh nghi¢ém va trai nghiém cua
ban than ho. Néu nhu ndi dung do ngudi ding tao mang tinh tiéu cyc thi nd c6 thé anh huong dén
tai san thuong hiéu va ¥ dinh mua hang ctia ngudi tiéu dung, bai vi mot danh gia tiéu cuc co thé
hity hoai mot danh gia tich cuc ctia thong diép tiép thi do cong ty cung cip (Cheong & Morrison,
2008). Khi nguoi ti€u dung cam nhén dugc nhitng ndi dung do nguoi dung khéc tao 1a dang tin
cay va that su hiru ich, ho s€ co6 thai dg tich cuc ddi véi viee ¢o y dinh mua san phém do. Cac
nghién ctru truée ddy chi nghién ctru tic dong cua ndi dung do ngudi dung tao dén y dinh mua
hodc c6 nghién ctru nhung chua chi ra duoc rang hitu ich cam nhan va tin cdy cam nhan dong vai
tro trung gian giita ndi dung do ngudi ding tao va y dinh mua. Chinh vi thé, cac gia thuyét sau
duoc dé xuét:

HI1: Hitu ich cam nhdn déng vai tro trung gian cho méi quan hé giita néi dung do nguoi
dung tao va y dinh mua

HI2: Tin cdy cam nhdn déng vai tro trung gian cho moi quan hé gitta néi dung do nguwoi
dung tao va y dinh mua

Mure do
tham gia
san pham
(Pr1)

Hiru ich -
cam nhin

? VT H4 H9 / HI10
(PU) /

HI /

Noi dung do
nguoi dung tao
(UGC)

Thai do déi
v6i UGC
(A-UGC)

H8

H2

T H7

Tin cdy
cam nhéin
(PC)

Hinh 1. M6 hinh nghién ctru dé xuat
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3. Phwong phap nghién ctru
3.1. Thu thép di¥ ligu va méu

Ca hai phuong phap nghién cru dinh tinh va dinh luong déu dwoc nhom nghién ciru st
dung. Thang do dugc diéu chinh thong qua nghién ctru dinh tinh sir dung khung phong van ban
cau triic dugce xdy dung dya trén mo hinh nghién ctru va cac thang do tham chiéu dé hd tro cho
phong vén tryc tiép. Nghién ctru dinh tinh dwoc thyc hién boi 04 chuyén gia va 03 khach hang da
mua san pham cong nghé bang phuong thirc phong van sau. Nghién ctru dinh lugng st dung bang
cach 1dy mau thuan tién dugc thuc hién qua hinh thirc giri bang cau héi dén timg khach hang Gen
Z trong d¢ tudi tir 18 dén 25 c6 nhu ciu mua san pham céng nghé tai Thanh phd HO Chi Minh.
Téng cong cd 438 bang cau hoi duoc thu thap, nhung chi c6 380 bang trong sé do6 13 hop 1¢ dé
phén tich.

3.2. Thang do

Céc khai niém thang do trong mo hinh nghién ctru dugc xdy dung trén co so 1y thuyét va
ké thira cac nghién ctru truée ddy cua Dila va Putriani (2022) duoc sir dung cho yéu t6 Noi dung
do ngudi ding tao (04 muc); Thang do ciia Geng va Chen (2021) sir dung cho yéu t6 Hitu ich cam
nhén (03 muc), Muc d¢ tham gia cua san phém (03 muc); va Y dinh mua (03 muc); Thang do cua
Mir va Rehman (2013) duoc sir dung cho nhan té Tin cdy cam nhan (04 muc); Thang do cua
Demba (2016) va Yiiksel (2016) sir dung cho nhan t6 Thai d6 dbi véi UGC (04 muc). Bang cau
héi do luong bang thang do Likert 7 cip d6 duoc diéu chinh, hoan thién qua nghién ctru dinh tinh
véi céac chuyén gia.

4. Két qua nghién ciru
4.1. M6 td miu

Mau nghién ctru thu thap dugc 380 miu 1 ngudi tiéu dung tai Thanh phd HO Chi Minh ¢
d6 tudi tir 18 - 25. Cy thé nhu sau:

GIO1 TiNH THU NHAP

M 2 triéu - 5 triéu W5 triéu-10triéu W 10triéu - 15triéu

B Nam ® N . o R o
B 15triéu - 20triéu M Trén 20triéu

Hinh 2. M6 ta gidi tinh va thu nhap ciia mau

Ngudn: Két qua nghién ciru
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D6i voi phan gidi tinh cta ngudi tham gia khao sat c6 20.5% d6i tuong khao sat 1a nam
gidi va 79.5% 1a nir giGi voi do tudi tir 18 dén 25 tudi dang hoc tap va lam viée tai Thanh phd HO
Chi Minh. Murc thu nhap cua cac ddi tugng tham gia khao sat dugc chia [am 05 mtc d6. Tu 02
triéu dén 05 tridu voi da s6 1a sinh vién chiém 80.3%, tiép dén 1a nhitng nguoi co thu nhap tir 05
triéu - 10 triéu chiém 14.5%. Bén canh dd, c6 3.7% la co thu nhép tur 10 triéu dén 15 triéu; 0.5%
c6 thu nhap tir 15 triéu dén 20 tridu va cudi cing 1 1.1% c6 thu nhap trén 20 triéu.

4.2. Két qud phan tich dir liéu

Hair, Risher, Sarstedt, va Ringle (2019) x4c dinh hiéu suit chdp nhan duoc 13 0.6 < CR <
0.7 va hiéu suét cao 13 0.7 < CR < 0.95. Fink va Litwin (1995) khuyén nghi rang Cronbach’s Alpha
nén cao hon 0.7. Theo két qua cua Bang 1, gia tri Cronbach’s Alpha ciia cac thang do nam trong

khoang tir 0.801 dén 0.942. Tuy nhién, trong khoang tir 0.822 dén 0.942 d6 tin cdy tong hop duoc
cai thién mot chut. Két qua 1a tat ca cac thang do dua vao mé hinh déu dang tin cay.

Bang 1
Kiém tra d0 tin cay thang do
C4c bién tiém 4n | So bién quan sat Hé sé CR Hé sé Cronbach’s Alpha
UGC 4 0.878 0.875
PU 3 0.893 0.885
PC 4 0.822 0.801
A-UGC 4 0.942 0.942
Prl 3 0.940 0.939
Pl 3 0.877 0.866

Ghi chd: UGC: Noi dung do ngudi dung tao, PU: Hiru ich cam nhan; PC: Tin c@y cam nhan; A-UGC: Thai do véi
UGC; Prl: Mirc d6 tham gia ctia san pham; PI: Y dinh mua
Nguon: Két qua nghién ctru

Két qua Bang 2, cac nhéan t6 trong mo hinh nghién ctru déu 16n hon 0.5 va dat yéu cau. Chi
s0 VIF (hé so phong dai phuong sai) dugc s dung dé danh gia da cong tuyén. Hair, Sarstedt,
Ringle, va Gudergan (2018) khuyén nghi VIF nhé hon 5 m6 hinh s& khong c6 hién tugng da cong
tuyén. Két qua theo Bang 2, h¢ so phong dai phuong sai VIF nam trong khoang 1.346 dén 3.880
nho hon 5 nén khong xay ra hién tugng da cong tuyén gitra cac bién.

Bang 2
Kiém tra gia tri hoi tu va da cong tuyén

Cé4c bién tiém an | S6 bién quan sat | Hé sé tai ngoai | AVE VIF R2
UGC 4 (0.810; 0.870) | 0.727 3.086

PU 3 (0.851; 0.929) | 0.813 | (1.346;3.860) | 0.621
PC 4 (0.734;0.838) | 0.623 | (1.346;1.589) | 0.191
A-UGC 4 (0.901; 0.941) | 0.853 3.880 0.632
Prl 3 (0.936; 0.952) | 0.892 3.109

Pl 3 (0.858; 0.914) | 0.788 0.555

Ngudn: Két qua nghién ciru
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Theo Garson (2016), khi chi s6 HTMT nho hon 1 thi gia tri phan biét giita hai bién tiém an
dugc dam bao. Henseler, Ringle, va Sarstedt (2015) gia tri nay duoi 0.9, thi gia tri phan biét s&
dugc dam bao. Do do, theo Bang 3 tat cd nhan to trong bai déu dam bao tinh phan biét.

Bang 3

Kiém tra tinh phan biét

Céac bién tieman| PU PC Prl UGC | A-UGC PI Pri*PC
PU

PC 0.585

Prl 0.792 | 0.571

UGC 0.892 | 0513 | 0.755

A-UGC 0.843 | 0621 | 0.841 | 0.797

PI 0.686 | 0.553 | 0.768 | 0.644 | 0.761

Pri*PC 0219 | 0186 | 0.174 | 0.136 | 0.109 | 0.083
Pri*pPU 0527 | 0.165 | 0.333 | 0487 | 039 | 0333 | 0.538

Ngudn: Két qua nghién ctru

Sau khi phan tich mé hinh c4u tric: mé hinh bén ngoai (outer model) va mé hinh bén trong
(inner model) dé udc lugng cu thé mdi1 quan h¢ gitra cac bién tiém an thi budce ti€p theo s€ phan
tich Bootstrap dé danh gia cac gia thuyét nghién ciru.

Bang 4
Két qua kiém dinh gia thuyét
Gia thuyét M&éi quan hé H¢ sb Gia tri P Két luan
H1 UGC— PU 0.789 0.000 Chap nhan
H2 UGC— PC 0.440 0.000 Chap nhan
H3 UGC— PI -0.018 0.752 Khéng chip nhin
H4 PU —PI 0.031 0.667 Khéng chip nhan
H5 PU — A-UGC 0.662 0.000 Chap nhan
H6 PC — A-UGC 0.219 0.000 Chap nhan
H7 PC — PI 0.107 0.022 Chép nhan
H8 A-UGC— PI 0.286 0.001 Chap nhan
H9 Prlx PU — PI -0.072 0.046 Khéng chip nhan
H10 Prl x PC — PI 0.085 0.046 Chip nhan

Ngudn: Két qua nghién ciru

Céc gia thuyét dé xuat dugc nhom nghién ctru kiém tra chit ché dya trén cac dit liéu phan
tich & Bang 4 (Hinh 2). Qua qua trinh xur 1y dit li€u c6 vai yéu to bi bac bd do khong phu hgp véi
moi truong thyc tién & Viét Nam.
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Thai 6 d6i véi ndi dung ngudi dung tao (A-UGC) co tac dong cao nhit dén Y dinh
mua voi f = 0.286, tiép theo 1a Tin cdy cdm nhén (PC) tac dong dén Y dinh mua véi B=0.107,
ngoai ra 2 gia thuyét 1a Hitu ich cam nhan (PU) dén Y dinh mua bi bac bo véi (B = 0.031, p >
0.05) va Noi dung do nguoi dung tao (UGC) tac dong dén Y dinh mua ciing bi bac bo véi (B =
-0.018, p > 0.05).

Tiép theo, vai tro diéu tiét ctia mac do tham gia san phém (PrI) duoc kiém dinh mang lai
két qua nhu sau: nhan td Prl tac dong 1én PC x PI duogc chép nhan vai B = 0.085; nguoc lai nhan
t6 Prl tac dong 1én PU x PI bi bac bo véi (B = -0.072, p > 0.05).

D6i voi vai tro trung gian ciia Thai do d6i voi ndi dung ngudi ding tao (A-UGC) ciing
duogc kiém tra, mang dén két qua diéu duoc chap nhan véi PU c6 B =0.662 va PC co6 p=0.219.

0.662 (0.000)

0.031 (0.66 ii 36 40
Hiru ich (0.667) Thai d¢ doi

0.789 (0.000)  cimmhin

0.286 (0.001)
voi UGC

0.219 (0.000)

0.018 (0.752) L

-o.onA (0.046) /

0.107 (0.222) Y
N duns\ A
0.440 (0.000)
do ngudi dang tao - :
0.085 (0.046) :
Tin cay Mirc 4§ tham gia
cam nhin sin phim

Hinh 2. Két qua phan tich
Ngudn: Két qua nghién ciru
5. Thao luin két qua nghién ciru va két luin
5.1. Thao ludn két qud nghién ciru
Nghién ctru nay gitp tim hiéu duogc tac dong ctia ndi dung do nguoi dung tao dén ¥ dinh
mua san pham cong nghé ciia thé hé Gen Z tai Thanh phd Ho Chi Minh dong thoi 1am 13 vai trd
trung gian ctia tin cdy cam nhan va hiru ich cam nhan d6i véi y dinh mua san phim cong nghé.

Gia thuyét hiru ich cam nhan anh huong tich cuc dén y dinh mua san pham (H4) khong
dugc chap nhan. Dé giai thich cho diéu nay 13 do ¢ su khac biét dic diém nhan khau hoc ctia bai
nghién ciru ndy so véi bai nghién ctiru gbe din téi hanh vi tiéu dung khac nhau. O bai nghién ctru
géc, dbi tugng dugc khao sat chiém 57.7% la nam, thu nhép trung binh trén 13 tri€u/thang; con &
bai nghién ctru ndy ddi trong lam khao sat chil yéu 1a nir (54.7%) va thu nhap chi yéu tir 02 - 05
triéu. Bén canh do, ngudi tiéu ding mic du cam thay ndi dung do ngudi dung tao 13 hiru ich nhung
chi sir dung n6 dé tham khao va c6 thong tin so sanh véi nhitng san pham c6 thuong hiéu khac chir
khong tac dong truc tiép dén y dinh mua hang cua ho.
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Gia thuyét vai tro diéu tiét cia mic do tham gia san pham dén hitu ich cam nhan va y dinh
mua (H9) bi bac bo vi c¢6 hé s p-values 16n hon 0.05. Sy khéac biét ndy duoc giai thich cu thé nhu
& gia thuyét hitu ich cam nhan tic dong tich cuc dén y dinh mua (H4). Ngoai ra, & bai nghién ctru
gbc dé cap dén mirc do tham gia cua san pham thap, nhung & bai nghién ciru nay dé cap dén san
pham coéng nghé co6 mirc do tham gia cao.

Cudi cung, gia thuyét H11 (hitu ich cam nhan dong vai tro trung gian cho mdi quan hé giira
ndi dung do nguoi ding tao va ¥ dinh mua) bi bac bo vi c6 p-values > 0.05. Gia thuyét tin cay cam
nhan déng vai tro trung gian cho méi quan hé giita ndi dung do nguoi ding tao va ¥ dinh mua
(H12) duoc chap nhan, ciing c6 thé néi tic dong ciia ndi dung do ngudi ding tao dén ¥ dinh mua
c6 thé duoc giai thich tot hon théng qua tin ciy cam nhdn. Vi vy, ndi dung do nguoi ding tao
khong tac dong truc tiép dén y dinh mua ma phai théng qua bién trung gian 14 tin ciy cam nhan.
Pay 1a tac dong trung gian gian tiép hay con goi 13 trung gian toan phan (full mediation) xay ra khi
tac dong gian tiép co ¥ nghia nhung tac dong truc tiép hoan toan khong c6 y nghia (Baron &
Kenny, 1986). Cu thé, tac dong truc tiép tr ngi dung do nguoi dung tao 1én y dinh mua (H3) khong
c6 y nghia, nhung khi n6 tac dong qua trung gian 1a tin cdy cdm nhan thi lai c6 ¥ nghia.

5.2. Két lugn

Két qua cia bai nghién ciru dé cho thdy cach ndi dung do ngudi dung tao (UGC) anh hudng
dén nhitng ngudi co sir dung cac phuong tién truyén thong xa hoi dé tham khao nhimg chia sé,
danh gia ciia nguoi dung khac trude khi dua ra ¥ dinh mua hang. Két qua ma nhom tac gia nghién
ctru duge c6 thé xem 1a twong dong voi Bahtar va Muda (2016). Cu thé, cac gia thuyét H1, H2,
H5, H6, H8 déu dugc chap nhan. Thong qua do, co thé thay Noi dung do ngudi dung tao (UGC)
khong tac dong truc tiép dén y dinh mua san pham cong nghé cua thé hé Gen Z ma can dén vai tro
trung gian ctia hitu ich cam nhan (PU), tin cdy cam nhan (PC) va thai d6 d6i voi UGC (A-UGC).
Bén canh d6, két qua ctia nhom tac gia dbi voi nghién ctru cia Wang (2015) ciing tuong dong véi
nhau khi gia thuyét H7 déu duoc chip nhan va giir lai trong mo hinh nghién ctru. Ngoai ra, d6i véi
nghién ctru ctia Geng va Chen (2021) ciing ¢6 su tuong dong khi gia thuyét H10 dugc chip nhan
va gia thuyét méi H12 duge nhom nghién ciru kiém chimg ciing dwgc chap nhan. Tuy nhién, két
qué nghién ctru ¢ sy khac biét so véi cc nghién ciru trén khi cac gia thuyét H3, H4, HO va H11
khong duogc chap nhan.

V& mit 1y thuyét, dé tai c6 nhimg dong gop cu thé: Thir nhdt, nghién ctru nay da dong gop
cho viéc xay dung va kiém dinh mé hinh trong linh vuc nghién ctru vé ¥ dinh mua san phim cong
ngh¢ thong qua ndi dung do nguoi dung tao trong moi trudong cua sinh vién va nguoi tiéu dung tré
tai Viét Nam (thé hé Gen Z tir 18 - 25 tudi). Thit hai, nghién ctru da khang dinh mdi quan hé tich
cuc cua hitu ich cdm nhan, tin cady cam nhan véi thai do ddi voi noi dung do nguoi dung tao; bén
canh do, két qua nghién ciru con khang dinh vai tro trung gian quan trong ciia tin ciy cam nhan
trong ngit canh ciia bai nghién ciru ndy. Thir ba, nghién ctru con 1a mot budc tién trong viée mé
rong mbi quan h¢ gitra n1 dung do ngudi tao va y dinh mua, dac biét n6 cling lam rd tdc dong cua
cac bién trung gian. Ngoai ra, nghién ctru di chimg minh duoc ndi dung do ngudi dung tao khong
tac dong truc tiép dén y dinh mua ma phai théng qua cac bién trung gian trong ngit canh ngudi
tiéu dung tré tai Viét Nam.

V& mat thuc tién, gitp cho nha quan tri cua cac doanh nghiép hiéu mot cach sau sic hon
vé cac yéu td anh huong dén quyét dinh mua san phadm cong nghé cua nguoi tiéu dung tré cu thé
1a thé hé Gen Z tir 18 dén 25 tudi. Piéu nay s& gop phan gitip doanh nghiép xay dung nhimg chién
luge, ké hoach dap ung dugc nhu cau tham khéo cua nguoi tiéu dung ma khong lam anh hudng
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tiéu cuc dén y dinh mua cua san phim cong nghé. Bén canh do6, két qua nghién ciru con gitp cac
nha quan tri hiéu rd hon vé van dé ma khach hang dang gip phai trong qua trinh tim hiéu trudc khi
mua san pham. Tir d6, gitp cac nha lam chinh sach c6 dugc cac nhin tong quat va dua ra nhimng
cach tiép thi va cham so6c hau mai hiéu qua, dép tmg duoc nhu cau cua ngudi tiéu dung.

5.3. Han ché va hwéng nghién ciru trong twong lai

Bai nghién ctru nay van con mot s6 diém han ché nhit dinh. Dau tién, nén tang cua nhitng
ngudi dugc khao sat cha yéu 1a sinh vién va nhimg nguoi tiéu dung tré véi thu nhap thip (da sb tir
02 dén 05 triéu), vi vy day khong phai 1a mot du béo tt vé strc mua; do d6 & nghién ciru sau nén
chon mau c6 nhiéu nhom déi tugng hon dé co thé dua ra nhitng phat hién chinh xac va so sanh vé
do tin cay tot hon giita cac nhom dbi tugng khac nhau. Tiép theo, bai nghién ctru nay chi dé cap
dén su tac dong cia ndi dung do ngudi ding tao dén ¥ dinh mua san pham cong nghé nén khong
thé dung n6 dé giai thich hanh vi cta nguoi tiéu ding khi mua cac dong san pham khac; nén &
nghién ctru sau c6 thé nghién ctru trén nhimg dong san pham/dich vu khac dé co thé kiém tra chinh
xé4c hon vé nhitng anh hudng cua ndi dung do ngudi ding tao va y dinh mua trén nhitng dong san
pham khac.
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