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Muc tiéu cta nghién ctru nay la danh gia tac dong cua
marketing noi dung sé (digital content marketing) dén quyét dinh
mua cua khach hang thudc thé hé gen Z thdng qua vai trd trung
gian cua hing thi mua trong linh vuc dich vu gi4o duc tiéng Anh
tai Thanh phé Can Tho. Nghién ciu nay tién hanh khao séat 300
ngudi tham gia hoc tiéng Anh tai 41 trung tam Anh ngit va ap
dung phan tich binh phuong tdi thiéu ting phan cia mé hinh
duong dan (PLS-SEM) trén phan mém SmartPLS. Két qua nghién
ctiu cho thay viéc st dung marketing noi dung sd, dua trén viéc
do ludng céc yéu té nhu gia tri thong tin, gid tri giai tri, gia tri xa
hoi, va gié tri chirc nang, c6 tac dong tich cuc dén quyét dinh mua
théng qua viéc tang cuong hing thi mua cua khach hang. Dya
trén két qua nay, tac gia dé xuat mot sé bién phap quan tri nham
cai thién hiéu qua marketing noi dung sé cua cac trung tam Anh
ngit, nham thuc day hing tht mua va ting cuong quyét dinh mua
cua khach hang thudc thé hé gen Z.

ABSTRACT

The objective of this study is to assess the impact of digital
content marketing on the purchasing decisions of Generation Z
customers through the mediating role of purchase interest in the
English education service sector in Can Tho City. The study
surveyed 300 individuals enrolled in English courses across 41
English centers and applied Partial Least Squares Structural
Equation Modeling (PLS-SEM) analysis using SmartPLS
software. The research findings indicate that the utilization of
digital content marketing, based on factors such as informational
value, entertainment value, social value, and functional value,
positively influences purchasing decisions by enhancing
customers’ purchase interest. Based on these results, the author
suggests several managerial measures to enhance the
effectiveness of digital content marketing in English centers,
aiming to stimulate purchase interest and reinforce purchasing
decisions among Generation Z customers.
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1. Gi6i thiéu

Sy bung nd cua Internet ciing vai su phat trién manh mé cua cac nén tang sé da thay doi
céch khan gia tiép can va chap nhan noi dung tiép thi tir cac phwong tién truyén thong nhu truyén
hinh, dai phét thanh va bao chi, chuyén sang nén tang sé6 nhu mang xa hoi, YouTube, websites,
gido duc truc tuyén, ... Do d6, marketing noi dung sé duoc xem xét ¢6 nhiéu tiém niang, mang lai
nhiéu co hoi dé phat trién hiéu qua tiép thi trong thé gisi s6 hoa, thu hit sy chi y cua da dang d6i
tuong khach hang, dic biét Ia thé hé tré, gen Z, nhom khach hang su dung nhiéu céc nén tang so.
Trén nén tang sb, marketing noi dung gidp thu hit khach hang tiém nang, tao mdi lién hé va xay
dung long trung thanh cua khéch hang qua cac nén tang sb (Hollebeek & Macky, 2019) Hién
nay, sy bung nd cua Internet va cong cu marketing sé da lam thay doi qua trinh ra quyét dinh
mua cua khach hang (Alkharabsheh & Zhen, 2021) Marketing noi dung 30 khong ch1 glup thu
hit khéch hang tiém ning trén cac nén tang s6 ma con gidp xay dung méi quan hé gan két, tin
cay va than thién voi thuong hiéu, tir d6 ting cuong doanh sé ban hang trong dai han (Lopes &
Casais, 2022).

Theo Iy thuyét hanh vi tiéu ding cia Armstrong va Kotler (2009), cac yéu té kich thich
marketing, bao gom marketing noi dung sd, s& khoi goi hiang thi mua cua khéach hang, tir d6 anh
huéng dén quyét dinh mua cua ho. Nhitng nghién ciru trudc vé tiép thi noi dung sé cha yéu tap
trung vao viéc danh gia tac dong cua né ddi voi su tham gia ciia ngudi tiéu dung (Hollebeek &
Macky, 2019), qua trinh hoc hdi cta nguoi tiéu dung (Rowley, 2008), xay dung thuong hiéu
(Holliman & Rowley, 2014), hoic thai do ddi véi thwong hiéu (Miiller & Christandl, 2019). Tuy
nhién, luoc khao cho thiy c6 it nghién ciu tap trung khdm pha méi quan hé giira marketing noi
dung sé va quyét dinh mua. Hon nita, c&c hoc gia ciing ching minh duoc marketing noi dung sé
6 anh huong dén hang thi mua (Abdurrahim & Sangen, 2019; Rahman, 2019), va su hing thi
nay ¢ anh huong tich cuc dén quyét dinh mua caa khach hang (Chasanah, 2022; Febrianti &
Hasan, 2022; Hermanto, Gaol, Kumar, & Sibarani, 2021; Maulidiyah, 2021; Rahman, 2019).
Hién nay, marketing noi dung s da dwoc st dung phd bién va chang minh vai trd hitu ich trong
hoat dong tiép thi cuia doanh nghiép trén thé gisi va & Viét Nam, dic biét 12 & cac thanh phd tre,
nang dong. Tuy nhién, c6 rat it cac nghién cau khoa hoc vé do luong tac dong ciia marketing noi
dung sé ddi véi quyét dinh mua cia nhom khéch hang tré, gen Z, thong qua xem xét vai tro trung
gian cua hing tha mua, dic biét 1a trong linh vuc dich vu gi4o duc tiéng Anh & céc tinh/thanh
phd 16n, chang han nhu Thanh Ph Can Tho (TP. Can Tho). Can Tho 1a trung tim vé Kinh té, xa
hoi, va 1a dau tau vé gi4o duc va dao tao, dic biét I1a gido duc tiéng Anh cua ving Pong bang
séng Ctru Long. Trong d6, quan Ninh Kiéu, TP. Can Tho 13 noi tap trung nhiéu nhat sb luong
trung tm Anh ngit, v6i khoang hon 40 trung tdm uy tin va chat luong. Két qua lugc khao cho
thdy chua c6 nghién ctru nao vé vai tro cua marketing noi dung sé trong linh vuc giéo duc tiéng
Anh ¢ TP. Can Tho, dic biét 12 quan Ninh Kiéu. Vi vay, dé lam rd hon khoang tréng nghién cau
nay, tc gia da thyc hién nghién ctu tac dong cua marketing noi dung sé dén quyét dinh mua
dich vu gi4o duc tiéng Anh ciia gen Z, dong thoi xem xét tac dong trung gian cua hing thi mua,
tai dia ban quan Ninh Kiéu, TP. Can Tho.

2. Co 56 ly thuyét va mé hinh nghién ciru dé xuit
2.1. Co sé Iy thuyét
2.1.1. Marketing ngi dung sé (Digital content marketing)

Marketing noi dung 1a hinh thtc tiép thi lién quan dén viéc tao va chia sé noi dung nham
thu hat khach hang (Nosrati, Karimi, Mohammadi, & Malekian, 2013). Theo Content Marketing
Institute (2023), marketing noi dung 1a mot phuong phap tiép can chién lugc tap trung vao viéc
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tao ra va phan phdi nhitng noi dung cé lién quan, gia tri va nhat quan nham muc dich giit chan
khach hang muc tiéu da duoc dinh sin va thu loi nhuan tir ho. Marketing noi dung nham giam
bt théng tin ban san pham, thay vao do, cung cap thong tin co loi cho su hiéu biét va nhan thic
cia nguoi tiéu dung vé thwong hiéu, nham ting cuong két ndi cam xuc véi khach hang
(Hollebeek & Macky, 2019). Trén nén tang s6, marketing ngi dung sé tap trung vao viéc cung
cap noi dung c6 gia tri, nham nang cao trai nghlem ctia nguoi tiéu ding va tao didu kién thuan
loi cho qua trinh mua sam lai hoac duy tri méi quan hé véi khach hang qua cac kénh truyén
thong truc tuyén hoic mang xa hoi (Hollebeek & Macky, 2019). Cac dinh dang marketing noi
dung sé bao gom video, ban tin dién tir, tap chi dién tir, podcast, d6 hoa thdng tin, hoi thao truc
tuyén va hoi nghi ao (Fox Nakhata, & Deitz, 2019; Hollebeek & Macky, 2019).

Lugc khao tai lidu cho thay c6 nhiéu cach dé do ludng gié tri caa marketing noi dung, lua
chon cac yéu té va bién quan sat phu thudc vao diéu kién thyc té, méi truong nghién ctiu va linh
vuc kinh té. Mot s tac gia do luong marketing noi dung nhu bién bac mot thdng qua céc bién
quan sat (Al-Hadrawi, Al-Zurfi, & Jawad, 2023; Ardiansyah & Nilowardono, 2019; Chasanah,
2022; Dewi, Yudhistira, & Agustina, 2022; Rahman, 2019; Subasinghe & Weerasisri, 2019).
Nguoc lai, nhiéu nha hoc thuat do lwdng gia tri marketing noi dung nhu bién tiém an bac hai. Vi
du, Akbiyik, Andag, va Karkar (2016), Weerasinghe (2019) do luong gia tri marketing noi dung
bang cac thang do: kha ning chia s¢, tinh d& hiéu, tinh khich 1¢, kha ning tiép can va kha ning
hap thu. Gunelius (2011) do luong marketing noi dung théng qua: su sang tao ndi dung, su chia
sé cua noi dung, tinh két ndi cua noi dung, va su xay dung cong dong cua nodi dung. Bu,
Parkinson, va Thaichon (2020) st dung bén yéu té: tinh thong tin, tinh giai tri, tinh trong tac xa
hoi va tinh ty thé hién ban than dé do luong marketing noi dung. Céc nghién ciu tiéu biéu khac
vé marketing noi dung da dé xuét rang gia tri marketing ndi dung nén do luong théng qua bon
yéu to: Gia tri théng tin, Gia tri giai tri, Gia tri x4 hoi, va Gia tri chirc nang (Cheng, Wang, Lin,
& Vivek, 2009; Ducoffe, 1996; Lou & Xie, 2021; Sheth, Newman, & Gross, 1991). Cach do
luong nay da dugc &p dung thanh cbng trong nghién cuu tai Viét Nam, vi du nghién ctu cua
Phan (2021). Vi vay, dya trén viéc ké thira tir cac nghién ctu tiéu biéu va nghién ctu gan day
nhét cua Phan (2021) vé gia tri marketing noi dung sé trong bdi canh Viét Nam, tac gia quyét
dinh do ludng gi4 tri marketing noi dung sé nhu bién tiém an bac hai théng qua bén khia canh:
Gia tri théng tin, Gia tri giai tri, Gia tri xa hoi, va Gia tri chuc nang.

2.1.2. Hing thd mua hang

Schiffman va Kanuk (2007) nhan dinh rang hing thd mua hang 1a mot hoat dong tam ly
hoc Xxuat phét tir cam xuc va suy nghi ciia mot nguoi vé viéc mong mudn, khao khét s¢ hitu mot
san pham hoic dich vu nao d6. Abdurrahim va Sangen (2019) cho riang hiing thi mua hang 1a
trang thai cam nhan cua khach hang trude khi thuc hién quyét dinh mua hang. Khi chiu tac dong
tir cAC yéu té bén ngoai, con ngudi khong hinh thanh y dinh mua ngay lap tic ma s& hinh thanh
trang thai himg thii dbi véi mot san pham va muén tim hiéu thém vé né. Trong khi dé, theo Kotler
va Keller (2013), hung thd mua la trang thai cia nguoi tiéu ding khi ho hién thi sy quan tim dic
biét dén viéc mua san pham hoic dich vu nao d6, day 1a mét yéu té thudc vé tdm 1y, ¢6 anh huong
dén hanh vi cia nguoi tieu ding. Theo Iy thuyét hanh vi c6 ké hoach (Theory of Planned
Behavior - TPB) cua Ajzen (1991), hanh vi ngudi tiéu ding dugc xac dinh bai ba yéu tb chinh:
thai do ddi véi hanh vi (Attitude Toward the Behavior), chuan muc chu quan (Subjective Norms),
va kiém soét hanh vi nhan thirc (Perceived Behavioral Control). Ba yéu t6 cua TPB dugc dung dé
giai thich sy hung thtt mua nhu sau: (i) Khach hang c6 thai d6 tich cuc ddi véi san pham sé& thic
day su himg thu mua. (ii) Cac xu hudng tiéu dung c6 thé anh huong l16n dén himng thi mua mot
san pham. (i) Khi khach hang cam thay tu tin vé kha ning mua (vi du: du tai chinh, dé tiép can
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san pham, cd kién thtrc vé& san pham), hing thi mua san pham d6 sé& tang 1én. Tém lai, khi thai do,
chuan muc va kiém soéat hanh vi phu hop mét cach tich cuc s& thuc day sy hiing thi mua cua
khach hang. Céc nghién ctiu thyc tién ciing da str dung ly thuyét TPB dé giai thich céc yéu tb tac
dong dén sy hung thd mua cua khach hang (vi du: Dhewi, Wahyudi, Wilujeng, Dewi, &
Wiraguna, 2019; Farida & Ardyan, 2016; Nugroho, Najib, & Simanjuntak, 2018).

2.1.3. Quyét dinh mua

Quyét dinh mua 1 su lua chon cudi ciing sau mot qué trinh can nhic caa khach hang dé
st dung mot san pham hoic mot dich vu nao d6 (Lu, Chang, & Chang, 2014). Ferrand,
Robinson, va Valette-Florence (2010) cho riang quyét dinh mua chiju anh huéng bai rat nhiéu yéu
t5. Nhiéu tac gia ciing chi ra mot trong nhirng yéu té quan trong anh huong dén quyét dinh mua
ctia khach hang la cac hoat dong marketing cua doanh nghiép. Trong thoi dai ky thuat s6 va cong
ngh¢ Internet nhu ngay nay, hoat dong marketing noi dung sé c6 anh huang manh mé dén quyét
dinh mua hang cua khach hang (Rahman, 2019).

2.1.4. P tudi gen Z

Thé hé Z, hay goi tit 1a gen Z, 1a nhém nhan khau hoc ké thtra thé hé Millennials, duoc
sinh ra trong giai doan 1996 - 2010 (Cho, Bonn, & Han, 2018; Haddouche & Salomone, 2018;
Monaco, 2018; Stergiou, 2019). Mét s6 nhan dinh khac cho rang gen Z duoc sinh ra trong giai
doan 1995 dén 2012 (Brown, 2017), tir 1998 - 2010 (Kyssha, 2019). Nhung khoang tudi duoc
chap nhan rong rai nhat vé gen Z la nhiing ngudi dugc sinh ra trong giai doan 1997 - 2012
(Nguyen, 2023).

2.2. M6 hinh nghién cieu dé xuat

Theo Ducoffe (1996), Sheth va cong sy (1991), hanh vi nguoi tiéu dung bi tac dong boi
c4c gia tri ma ho cam nhan dugc. Marketing noi dung sé gilp khach hang c6 trai nghiém tot dbi
v6i san pham va thuong hiéu (Lou & Xie, 2021) va anh hudng dén hanh vi va qua trinh ra quyét
dinh mua hang cua ho (Pulizzi & Barrett, 2009). Ratama (2013) ciing chi ra rang gia tri ma
khach hang cam nhan duogc ¢ anh huong tich cuc dén hiing thi mua va quyét dinh mua. Vi thé,
mot cach dé giai thich tac dong cua marketing noi dung s dén hang thi mua va quyét dinh mua
Ia danh gia thong qua cac gia tri ma hoat dong nay mang lai dugc cam nhan bai khach hang. Céac
nghién ctu tiéu biéu vé marketing nodi dung da dé xuat rang gia tri cam nhan duoc tir marketing
nodi dung dugc phan &nh théng qua céc gia tri cu thé nhu: Gia trj thong tin, Gia tri giai tri, Gia tri
xa hoi, va Gia tri chirc nang (Cheng & ctg., 2009; Ducoffe, 1996; Lou & Xie, 2021; Phan, 2021;
Sheth & ctg., 1991). Bén canh do, theo 1y thuyét hanh vi tiéu ding caa Armstrong va Kotler
(2009) va theo ly thuyét hanh vi c6 ké hoach - TPB cua Ajzen (1991) thi céc kich thich
marketing c6 anh hudng dén hanh vi mua cia khach hang. Vi vay, marketing noi dung sé c6 thé
tac dong ¥ nghia dén sy hing thi mua va quyét dinh mua dich vu gido duc tiéng Anh cua gen Z.
Hon nira, cc nghién ctu thuc tién da ching minh rang marketing noi dung sb c6 anh huéng dén
hang thi mua va quyét dinh mua; va himg tha mua tac dong tich cuc dén quyét dinh mua
(Chasanah, 2022; Febrianti & Hasan, 2022; Hermanto & ctg., 2021; Maulidiyah, 2021; Rahman,
2019). Vi vay, hiing thi mua c6 thé dong vai tro trung gian trong mdi quan hé giita marketing
noi dung sb va quyét dinh mua (Afifa, 2023; Chasanah, 2022; Rahman, 2019). Ly thuyét TPB da
duoc céc tac gia sir dung dé giai thich méi lién hé gitra cac yéu t sy hung thi mua, quyét dinh
mua cua khach hang (Dhewi & ctg., 2019; Farida & Ardyan, 2016; Nugroho & ctg., 2018).



110 Nguyén T. B. Chau, Nguyén M. Canh. HCMCOUJS-Kinh t& va Quan tri Kinh doanh, 19(12), 106-122

2.2.1. Marketing ngi dung sé va hizng thi mua cua khach hang

Theo quan diém phé bién trong linh vuc marketing, cc hoat dong marketing déu nham
muc dich thu hat sy chl y caa khach hang va lam ting hting thd mua caa ho di véi san pham,
dich vy va thwong hiéu cia doanh nghiép. Cac kich thich tir hoat dong marketing noi dung sé
gitip khoi goi sy hiing thi mua cua khach hang (Abdurrahim & Sangen, 2019; Agra & Prakoso,
2022; Chasanah, 2022; Rahman, 2019). Pazeraite va Repoviene (2016) cho rang hoat dong
marketing ndi dung dong vai tro quan trong trong viéc thu hat sy cha y (Attention) va hing thu
(Interest) cua khach hang trong md hinh Attention - Interest - Desire - Action (AIDA). Ananda
va Wisudawatt (2022) tim thiy marketing noi dung sb c6 anh huéng tich cuc dén hang thi mua
cta khach hang. Trong linh vuc du lich, Dewi va cong su (2022) chi ra marketing noi dung s6 c6
anh huong dén hang tha ghé tham mot dia diém du lich cua du khach. Nhin chung, cac nghién
ctru trén duoc thyc hién trong nhiéu linh vuc, thoi gian khac nhau nhung déu cho thdy marketing
noi dung sé cé tac dong dén hang thi mua cua khach hang. Vi vay, tac gia gia dinh rang
marketing noi dung sé co thé cé tac dong dang ké dén hung thi mua cia khach hang gen Z dbi
véi dich vu gido duc tiéng Anh.

H1: Marketing ngi dung sé tdc déng thudn chiéu tryc tiép dén hiing thd mua cia khach
hang gen Z

2.2.2. Marketing ngi dung sé va quyér dinh mua cua khach hang

Theo Chasanah (2022), mot trong nhiing chién luoc marketing dang phé bién hién nay la
thu hut khach hang théng qua hoat dong marketing noi dung sé. Ly thuyét gia tri tiéu thu (Sheth
& ctg., 1991) cho rang, cac gia tri cam nhan cua khach hang tir mot san pham hay dich vy duoc
doanh nghiép truyén tai s& anh huong manh mé dén quyét dinh mua va su lya chon cua khach
hang. Hoat dong marketing noi dung c6 thé dong vai trd quan trong trong viéc nay. Marketing
nodi dung cua doanh nghiép, théng qua viéc mang dén céc ndi dung hitu ich, s& cho khach hang
thiy duoc c4c gia tri ma ho nhan duoc khi mua san pham va dich vu cia doanh nghiép. Nhiéu
nha nghién ctru da nhan dinh rang marketing noi dung sé c6 thé tac dong tich cuc dén viéc thic
day khéch hang ra quyét dinh mua (Afifa, 2023; Agi & Kerti, 2023; Fadhilah & Saputra, 2021;
Prabowo, Senowarsito, Prabowo, & Indriasari, 2022; Rahman, 2019). Do d6, tac gia gia dinh
rang marketing noi dung s6 cé thé anh huong dang ké dén quyét dinh mua caa khach hang gen Z
khi ho xem xét dich vu gi4o duc tiéng Anh tir cac trung tdm Anh ngit & TP. Can Tho.

H2: Marketing ngi dung sé tdc dgng thudn chiéu truec tiép d@én quyét dinh mua cua khach
hang gen Z

2.2.3. Hirng th mua va quyér dinh mua cua khach hang

Hing thd mua vé mot san pham dich vu nao d6 1a mét trang thai cua khach hang cam
nhan duoc trude khi thuc hién bat ky hanh dong mua nao. Vé mat ly thuyét, hang thd mua sé dy
bao nén quyét dinh mua twong lai ctia khach hang theo ly thuyét hanh dong hop Iy (Ajzen, 1991;
Fishbein & Ajzen, 1975). Trudc khi thuc hién mét quyét dinh va hanh vi mua hang cu thé, khach
hang s& c6 cam giac hiing thi véi san pham dich vy d6, dao sau tim hiéu va cudi cuing 1a thuc
hién quyét dinh mua. Cac nghién ctu thuc nghiém cho thiy rang hung tha mua co tac dong
thuan chiéu dén quyét dinh mua (Chasanah, 2022; Febrianti & Hasan, 2022; Hermanto & ctg.,
2021; Maulidiyah, 2021; Rahman, 2019). Tac gia dé ra gia thuyét rang hing thi mua c6 kha
ning tac dong tich cuc dén quyét dinh mua caa khach hang gen Z.

H3: Hitng thii mua c6 tic dong thudn chiéu tryec tiep dén quyér dinh mua cua khéach hang
genZ
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2.2.4. Marketing ngi dung sé va quyét dinh mua théng qua vai trd trung gian cua hing
thu mua

Theo Fishbein va Ajzen (1975), khi tiép nhan cac tac dong tir bén ngoai, quyét dinh mua
khong dugc hinh thanh ngay lap tirc ma phai trai qua giai doan y dinh mua. Giai doan y dinh
mua, hay rong hon 1a giai doan hing tha mua, 1a giai doan lién trugc cua quyét dinh mua va cé
vai tro trung gian, gidp tir nhitng tac nhan bén ngoai hinh thanh nén quyét dinh mua cua khach
hang. Diéu nay cho thay tac dong kich thich marketing khéng chi anh huang truc tiép dén quyét
dinh mua ma con co tac dong gian tiép théng qua vai trd cua hang thi mua. Mot s tac gia cho
rang co ton tai vai trd trung gian cua su hing thi mua khi nghién cau tac dong cua marketing noi
dung sé va quyét dinh mua (Afifa, 2023; Chasanah, 2022; Rahman, 2019). B4i voi nhém khéch
hang gen Z, do chua c6 nhiéu kinh nghiém mua nén ho thuong tim hiéu thdng tin qua céc nén
tang online. Khi cam thay hing thd, ho c¢6 khuynh huéng dua ra quyét dinh mua hon cic nhém
khach hang c6 kinh nghiém va thuong mua theo ké hoach. Do d6, marketing noi dung s6 c6 thé
anh huong dén quyét dinh mua dich vu gido duc tiéng Anh cua khach hang gen Z thdng qua tac
dong trung gian caa su hung thi mua.

H4: Marketing ngi dung sé cé tdc dong thudn chiéu dén quyét dinh mua théng qua vai
tro trung gian cua bien hizng thi mua cua khach hang gen Z

Tur nhitng 1ap luan trén, md hinh nghién ciru dé xuat duoc cu thé nhu sau:

Gia tri thong tin ] Hung thu mua
Ha+ .-
e - 1
-, |
. e, - - H1+
Gia tri gidi tri - :
1
Marketing ndi dung H3+ | Ha+
1
., -~ A |
Gia tri xa hoi Ho+ :
vV V¥
Gia tri chirc nang Quyét dinh mua

Hinh 1. M6 hinh nghién ctru dé xuat
Ngudn: T4c gia dé xuét
3. Phwong phap nghién ciru
3.1. Phwong phdp thu thdp soé ligu

Nghién ciu nay tap trung vao thé hé gen Z, sinh tir nim 1997 dén 2012 (Nguyen, 2023),
nhung khong bao gdm nhimg ngudi dudi 18 tudi do cac han ché trong viéc thuc hién nghién cau
khoa hoc véi nhém tudi nay. Dit liéu duoc thu thap bang cach phat phiéu diéu tra truc tiép hoic
giri duong link khao sat truc tuyén qua Google Forms cho nhimg ngudi duoc khao sét tai khu
vyc phia trudc cong ra vao cua céc trung tdm Anh ngit trén dia ban quan Ninh Kiéu, TP. Can
Tho theo phuong phap chon mau thuan tién. C6 394 phiéu khao sat dugc thu vé, sau khi san loc,
¢6 300 phiéu (tir dap vién co hoc & 41 trung tdm Anh ngit, gdm 176 phiéu thu truc tiép va 124
phiéu thu truc tuyén) dat yéu cau.

3.2. Phwong phdp phan tich sé ligu

Trong nghién ctru nay, cac phuong phap phén tich dwoc sir dung bao gom cac phuong
phép sau day: (1) Phuong phap thong ké mo ta dé mo ta cac dic diém cua mau nghién ciu va
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bién quan sét, (2) Kiém dinh db tin cay caa thang do nghién ctiu bing hé sé Cronbach’s Alpha,
(3) Dbi v6i md hinh PLS-SEM bac hai caa nghién ctu, tac gia st dung phuong phap phén tich
“Tach roi bién tiém an bac cao hai giai doan” dé tién hanh phan tich dit liéu theo Hair va cong su
(2021); Sarstedt, Hair Ringle, Thiele, va Gudergan (2016); Wetzels, Odekerken- Schréder va
Van Oppen (2009) gom céc budc sau: (i) Panh gia mo hinh do ludng cho céc bién tiém an bac
mot va bién tiém an bac hai, (ii) Panh gia mé hmh do luong phan &nh cho céc bién Hung th
mua va Quyét dinh mua, (iii) Panh gida mé hinh cau tric va kiém dinh céc gia thuyét. Nghién ctu
nay str dung phuong phap phan tich dinh lwgng bang phan mém SmartPLS 4.0.

3.3 Thang do nghién cuu

Nghién ctru st dung thang do Likert (Likert, 1932) 05 mirc d6 v6i mic d6 dong ¥ ting
dan tir hoan toan khong dong y dén hoan toan ddng y. Thang do nghién ctiu 1a két qua cua viéc
ké thira cac thanh qua caa cac nghién cau trude ddy bao gom: Thang do Gia tri théng tin va Gia
tri giai tri bao gom 04 bién quan sat theo Ducoffe (1996): Lou va Xie (2021); Phan (2021).
Thang do Gié tri x& hoi gdm 04 bién quan sat va thang do Gia tri chirc ning gébm 05 bién quan
sat theo Cheng va cong su (2009); Lou va Xie (2021); Phan (2021). Thang do Hung thi mua
gom 09 bién quan sat do lwong cac khia canh nhu hing thd kham pha san pham (Exploration
interest), hung thd giao dich (Transactional interest), hing thG tim hiéu théng tin san pham
(Referential interest), himg tha uu tién san pham (Preferential interest) theo Dewi va cong sy
(2022); Febrianti va Hasan (2022); Ferdinand (2014); Raga, Agung, va Anggraeni (2021). Trong
d6 nghién ctru gan day nhét cua Febrianti va Hasan (2022) 1a nén tang dé tac gia dé xut 09 bién
quan sat dé do luong Hang tht mua trong nghién cau nay. Thang do Quyét dinh mua gom 04
bién quan sat theo Foeh, Manurung, Kurniasari, Kartika, va Yunita (2022); Rahman, 2019;
Chasanah (2022). Déi vai bién tiém an bac hai - Marketing noi dung sb, gia tri cua bién nay
dugc do ludng theo md hinh ciu tao (formative) thong qua viéc sir dung phuong phap hai giai
doan (Two-Stage Approach) trong trong PLS-SEM.

4. Két qua nghién ciru va thao luan

4.1. Két qud nghién ciru

4.1.1. M6 ta mau

Dic diém mau xét vé gioi tinh thi ty I¢ dap vién nam chiém 36%, ty | dap vién nir chiém
61.7%, giGi tinh khéc chiém 2.3%. V& trinh do hoc van, sb lugng dap vién co trinh d6 hoc THPT
1a 32%, dang hoc Cao déng/f)ai hoc chiém 49.3%, da c6 trinh d6 Cao déng/f)ai hoc va Sau dal
hoc lan luot 1a: 16.3% va 0.3%. Vé thu nhap, ¢ 49.3% dap vién “Chua ¢ thu nhap” vi 1a hoc
sinh/sinh vién con phu thudc kinh té vao gia dinh. S6 lugng dap vién c6 muc thu nhap dudi 11
triéu dong/thang 1a 44.7% va cd mirc thu nhap trén 11 triéu déng/thang 1a 6%.

4.1.2. Két qud phdn tich d@é tin cdy va héi tu thang do

Mo hinh do ludng ban du di dwoc kiém tra tinh hop 1& hoi tu bang céch st dung tai nhan
t6, phuong sai trung binh trich xuat (Average Variance Extracted (AVE)) va d6 tin cay tong hop
(Composite Reliability (CR)). Nhu thé hién trong Bang 1, hau nhu cac lan tai muc déu Ié6n hon
0.70, gié tri AVE cao hon 0.5 va gié tri CR Ién hon ngudng 0.70, cho thay rang cac phép do 1a
hoi tu (Ha & Bui, 2019). Tuy nhién, gia tri AVE cua bién Hung tht mua 1a 0.412 va hé s CR
cta bién Hung thd mua 1a 0.848 > 0.6 van dugc xem 1a dat yéu cau vé do hoi tu vi theo Fornell
va Larcker (1981) cho rang gia tri AVE > 0.4 van duoc chap nhan véi diéu kién hé sé CR > 0.6;
va Cac tac gia khac ciing ddng thuan véi quan diém nay (Lam, 2012; Ping, 2004).
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Mo hinh do ludng cua bién tiém an bac hai dugc ciu thanh tir cac bién tiém an bac mot
theo dang cau tao (Formative). Két qua phan tich cho thay khéng c6 da cong tuyén giita cac bién
dau vao trong moé hinh do ludng ciu tao cho bién tiém an bac hai - Marketing noi dung sé
(Variance Inflation Factor (VIF)) khong vuot qué 3 1a tot theo Hair, Risher, Sarstedt, va Ringle
(2019); Mtic ¥ nghia thong ké cua tirng trong sé théng qua chi sé Outer Weights duoc chap nhan
(p-values < 0.05 va t-statistics > 1.96 (muc y nghia 5%)).

Bang 1

Két qua phan tich do tin cay va hoi tu thang do

Bién tiém an VIF Hé s6 CA Hé s6 CR AVE
Gia tri chirc nang 1.377 0.693 0.852 0.536
Gié tri giai tri 1.891 0.782 0.858 0.602
Gia tri thong tin 1.707 0.796 0.820 0.534
Gia tri xa hoi 1.442 0.783 0.867 0.620
Himg thi mua 0.798 0.848 0.412
Quyét dinh mua 0.711 0.823 0.538

Ngudn: Két qua phan tich dir liéu cua tac gia i
Ghi chu: CA: Cronbach’s Alpha, CR: D9 tin cdy tong hop, AVE: Phuong sai trich

4.1.3. Panh gia mirc do phan biét

Pé kiém tra tinh gia tri phan biét cho cac bién tiém an (Gia tri thong tin, Gia tri giai tri,
Gia tri x4 hoi va Gia tri chirc nang; Hing thi mua va Quyét dinh mua) trong nghién ctu nay da
st dung md hinh cua Fornell va Larcker (1981) va hé sé Heterotrait-Monotrait (HTMT). Két qua
cho thay can bac hai AVE va mdi twong quan giita cac bién tiém an cho thay rang gia tri tuyét
dbi cua can bac hai AVE 16n hon bat ky hé sé twong quan cua thang do d6 véi cac thang do khéc
trong mé hinh nghién cuu. Vi dy, gia tri AVE cua Gia tri chire nang 1a 0.536 va can bac hai AVE
cua né 1a 0.757. Gié tri nay déu cao hon cac gia tri twong quan trong cot cia nd (0.402; 0.480;
0.348). Piéu nay cho thiy rang tiéu chi kiém tra su phan biét theo hé sé Fornell-Larcker cho céc
bién tiém an trén déu dat yéu cau va duoc chap nhan (Fornell & Larcker, 1981). Hon nita, C4c
bién tiém 4n trén déu khong co gia tri phan biét theo hé sé HTMT nao c6 gi4 tri 1on hon 0.85,
muc dat yéu cau theo Hair va cong su (2019).

4.1.4. Panh gid mé hinh do lwong cau tao cho bién tiém dan bdc hai (HOC) - Marketing
ngi dung sé

Mo hinh do ludng cua bién tiém an bac hai dugc cip thanh tir cac bién tiém an bac mot
theo dang ciu tao (Formative). Tuc 13, cac yéu td tiém an bac mot gop phan cau thanh nén bién
tiém an bac hai dua theo sy ké thura tir cac nghién ctru di trudc va cac ly thuyét cd lién quan. Két
qua phan tich cho thay hé sé duong din (B) cua céc bién Gia tri chirc ning, Gia tri giai tri, Giai
tri thong tin, Gia tri x4 hoi d6i voi bién tiém an bac hai - Marketing noi dung s lan lugt 13 0.439;
0.182; 0.390; 0.292, dong thoi p-values cac bién déu nho hon hon 0.05 va céc gid trj t-statistics
cua cac bién déu I6n hon 1.96 (muc ¥ nghia 5%), cho thiy mirc ¥ nghia thdng ké cua ting trong
s6 trong md hinh do ludng dang ciu tao cua bién tiém an bac hai - Marketing noi dung s dat yéu
cau. Ngoai ra, nghién ctu khdng c6 hién tuong da cong tuyén, Outer VIF < 3, la muc tét theo
Hair va cong su (2019).
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4.1.5. Két qua kiém dinh mé hinh cdu tric

Bang 2 cho thiy vai trd cua Marketing noi dung sé trong viéc dy doan sy hing thi
khéch hang 1a 40.1% (R? = 0.401). Két qua cua nghién ctu ndy ciing da ching minh tac dong
cua Marketing noi dung so va Hing thi mua anh huong 40.1% dén Quyét dinh mua cua khach
hang gen Z.

Bang 2
Kiém dinh céc gia thuyét nghién ctru cia nghién cau

Gia thuyét Puong din R B Giatrit Giatrip Kétqua

Marketing ndi dung =

H1 , , 0.401 0.668 0.633 14.724 0.000 Chap nhan
Hung tht mua

hp  Marketingndidung =>4 51 107 0326 4534 0000 Chépnhan
Quy¢t dinh mua

Hg ~ Himgthimua > 0.140 0374 5864 0000 Chépnhan
Quy¢t dinh mua
Marketing ndi dung = ’

H4  Hing thi mua > 0.237 5282  0.000 Chép nhan

Quyét dinh mua

Ngudn: Két qua phan tich dir lidu cta tac gia

Nghién cuau s dung quy trinh Bootstrapping do Hair, Sarstedt, Ringle, va Gudergan
(2018) d& xuat dé danh gia muc y nghia thong ké. Tai Bang 2 cho thiy céc bién déu co ¥ nghia
théng ké (P-value < 0.05).

Hung thua mua

2
H4 (=0.237) R =0.401

-
-

H1 (B=0.633) H4 (3=0.237)

H3 (3=0.374) :

Marketing
ndi dung so

H2 ($=0.326) '
Quyét dinh mua

2
R =0.401

Hinh 2. M6 hinh duong dan tom tit cac tac dong sau khi phan tich
Ngudn: T4c gia tom tit dua trén két qua phan tich
4.2. Thdo lugn
Nghién ctru da phan tich md hinh PLS-SEM bac hai bang k¥ thuat phan tich tach roi bién
tiém 4n béc cao hai giai doan dugc thuc hién dé kiém dinh cac gia thuyét. Két qua cho thiy ca 04
gia thuyét déu dat mirc y nghia thong ké va dwoc chap nhan.

Chap nhan gia thuyét H1, nghién ctu nay cho thay hoat dong Marketing noi dung sé anh
huang tich cue dén hing thi mua caa khach hang, véi muc d6 tac dong dang ké 14 0.633. Két qua
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nay twong dong voi cac nghién ctru trude d6 ciia Chanasah (2022), Rahman (2019), Abdurrahim
va Sangen (2019), Pazeraite va Repoviene (2016), khang dinh rang hing thd mua caa nhém gen Z
dang chiu tac dong tich cuc tir marketing noi dung sé cua cac trung tam Anh ng.

Chap nhan gia thuyet H2, nghién cau chi ra hoat dong marketlng noi dung sé ¢6 anh
huong tryc tiép dén quyét dinh mua ciia khach hang. Két qua nay tuong dong véi nghlen ctriu cua
Rahman (2019), Fadhilah va Saputra (2021), Prabowo va cong su (2022). Tuy nhién, két qua nay
c6 su khac biét so véi két qua caa Chanasah (2022), chi ra rang khong c6 mdi quan hé ¥ nghia
gitta marketing noi dung sé va quyét dinh mua. Su khac biét nay c6 thé do su khac biét vé dbi
tugng nghién ciu va san pham. Cu thé, Chanasah (2022) khao sét trén nhém d6i tuong tir 16 - 35
tudi tai thanh phd Surabaya, Indonesia, va tip trung vao thuong hiéu chim soc ¢4 nhan Scarlett.
Do d6, pham vi d6 tudi tir gen Z dén mot phan cua gen Y, véi gen Y ¢6 thoi gian sir dung va nhu
cau tiéu thy thdng tin s6 thap hon so voi gen Z. Ngoai ra, san pham nghién ctiu la dong san pham
cham séc co thé nhu xa phong, m§ pham, ... ¢6 anh huong truc tiép dén stc khoe, nén quyét dinh
mua ctia khach hang can phai can nhac ky ludng.

Véi viéc chap nhan gia thuyét H3, cho thay bién Hing thu mua co tac dong thuan chiéu
truc tiép dén Quyét dinh mua cua khéach hang véi muc tac dong 1a 0.374. Két qua chi ra, cac kich
thich caa hoat dong marketing noi dung sé gilp nang cao hang thd mua dich vu hoc tiéng anh
cia gen Z, tir d6 thuc day quyét dinh mua cua ho. Két qua nay ciing twong dong véi thanh qua
nghién ctru thyc nghiém va nhan dinh cia Chanasah (2022), Rahman (2019), Hermanto va cong
su (2021), Maulidiyah (2021), Febrianti va Hasan (2022).

Gia thuyét H4 duoc chap nhan, cho thiy hoat dong Marketing noi dung sé co tac dong
thuan chiéu dén Quyét dinh mua théng qua bién trung gian, Hing thi mua. Vi viéc chap nhan
gia thuyét H2 va H4, nghién ciu da cho thay bién Marketing noi dung s vira c6 tac dong thuan
chiéu truc tiép dén bién Quyét dinh mua véi hé sé duong dan 1a 0.326; vira co tac dong thuan
chiéu thdng qua vai tro trung gian cua bién Hang tht mua véi hé sé tac dong trung gian 1a 0.237.
Tong mic tac dong (Total Effect) 1a 0.563. Két qua nay chi ra, bén canh tac dong truc tiép dén
quyét dinh mua, bién Huing thi mua con dong vai tro trung gian trong mdi quan hé gitra bién
Marketing noi dung va Quyét dinh mua. Vai tro trung gian nay dugc xac dinh 1a tac dong trung
gian mot phan bd sung, vi dau cua tac dong la dau (+) va cac tac dong truc tiép khac trong mo
hinh déu c6 y nghia thong ké. Két qua nay tuong dong véi thanh qua nghién ciu caa Rahman
(2019), cho thay vai trd quan trong va hiéu qua caa viéc cac doanh nghiép ung dung marketing
noi dung sé dé kich thich sy hing thi mua, tir d6 tao anh huong tich cuc dén quyét dinh mua cua
khach hang gen Z dbi voi dich vu gido duc tiéng Anh.

5. Két luan

Marketing noi dung sb hién nay da tré thanh mét trong nhimg linh vuc thu hat sy quan
tAm va dau tu dang ké tir cac doanh nghiép trong thoi dai s6 héa. Mic du da dat duoc nhiéu
thanh cong thyuc té va su chi y tir cac doanh nghiép, nhung van con it nghién ctu khoa hoc vé
linh vuc nay, dic biét 1a tai Viét Nam. Nghién ciu nay tiép ndi va phat trién tir nhitng nghién ciu
truge day, tap trung vao viéc phan tich chi tiét tic dong cua marketing noi dung sé dén su hing
th( mua va quyét dinh mua ctia khach hang gen Z d6i voi dich vy giéo duc tiéng Anh. Ap dung
phuong phép phan tich mé hinh PLS-SEM véi ki thuat phan tich bién bac cao hai giai doan, két
qua nghién ciru da gop phan quan trong vao viéc phat trién ly thuyét vé anh huong cua marketing
noi dung sb dén quyét dinh mua, dic biét 1 qua vai tro trung gian cua bién himg tha mua ddi véi
nhom khach hang gen Z trong linh vuc gido duc tiéng Anh. Két qua cho thay rang gié tri tac
dong cua marketing noi dung sé d6i vai hirng thi mua va quyét dinh mua cua gen Z dugc thé
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hién thong qua bon khia canh gdbm gié tri thong tin, gia tri giai tri, gia tri x4 hoi va gia tri chic
ning. Thém vao do, su anh huéng cua marketing noi dung sé dén quyét dinh mua cua khach
hang tré nén manh mé& hon nho vao tac dong trung gian cua bién hing tha mua. Didu nay chi ra
rang viéc sir dung marketing noi dung sé dé thic day su hing thi mua caa gen Z khong chi ting
cuong su thuyét phuc ma con cung cb quyét dinh mua cua ho. Ngoai ra, nghién ciu con cung
cap thong tin chién lugc quan trong cho cac doanh nghiép nham nang cao hiéu qua tiép can va
thu hat khach hang muc tiéu.

6. Ham y quan trij

Dé nang cao gi4 tri caa hoat dong marketing noi dung sé tai cac trung tim Anh ngit trong
quan Ninh Kiéu, TP. Can Tho, cac yéu to sau day dong vai tro quan trong:

Téi uu hoa gia tri thong tin: Trong linh vuc ndy, viéc téi uu hoa gia tri théng tin 1a trong
tdm dé thu hat va duy tri su quan tdm caa khach hang muc tiéu. Cac trung tdm Anh ngit can tap
trung vao céc hinh thac nodi dung chi tiét nhu k¥ thuat ting diém thi ning lyc ngoai ngir va
phuong phap huin luyén k¥ ning nghe, néi, doc, viét, cing vai phat trién tu duy tiéng Anh. Su
da dang trong ndi dung va phan phdi ching trén nhiéu nén tang sb s& gilp hiéu qua tiép can
khach hang gen Z.

Nang cao gia tri giai tri: Gia tri giai tri cua noi dung dong vai trd quan trong trong viéc
tang cudng hiéu qua chién lwoc marketing noi dung sb. Noi dung phai sang tao va thich ang voi
xu hudng thi trudng dé kich thich sy twong tac tir nguoi tiéu dung. Viéc dau tu vao ndi dung da
phuong tién va phét trién cac noi dung giai tri 1a bién phéap hiéu qua nhat dé thu hit sy chd y cua
khéch hang thé hé Z.

Nang cao gia tri xa hoi: Trong marketing noi dung sd, gia tri x& hoi dong vai trd quan
trong mic du thuong bi danh gia thip hon so vai cac yéu té khac. Tuy nhién, d6 1a yéu t6 quan
trong vao hiéu qua caa chién dich. Noi dung can khuyén khich su tuong tac va chia sé tir phia
khach hang, thdng qua viéc khai thac cac van dé gay tranh ci trong quéa trinh hoc tiéng Anh.

Nang cao gia tri chic ning: Gia tri chic ning ciia marketing noi dung sb phan anh su
nhan thirc cua khach hang vé hiéu qua cia phuong phap nay trong dat duoc muc tiéu thdng qua
tidu thy thong tin. Dé tdi wu hoa gia tri ndy, cac trung thm Anh ngir can xay dyng cam giac dang
tin cay va cung cap thdng tin chat luong, phan anh sau sic nhu cau cua khach hang.

Tap trung va dau tu lién tuc: Két qua phan tich cho thay tac dong tich cuc cua hoat dong
marketing noi dung sé dén himng thi mua hang va quyét dinh mua cia khach hang. Do d6, viéc
tap trung, dau tu va duy tri hoat dong nay Ia rt quan trong, dic biét 1a khi cac nén tang k¥ thuat
s6 1a cdng cu hiéu qua dé tiép can khach hang tiém ning.

Pé t6i uu hoa tac dong cua chién dich marketing noi dung sé dén quyét dinh mua, cac
trung tim Anh ngit can tap trung vao viéc ting cuong sy himng thi mua cua khach hang gen Z dbi
véi dich vu gido duc tiéng Anh. Diéu nay c6 thé dat duoc thdng qua viéc dau tu vao ndi dung
chat lugng dé tang cuong sy tin twong va hing tha, phan bé ngan sach hop 1y dé dam bao hiéu
qua dau tu va dao tao nhan luc vé quan 1y noi dung s6 va cap nhat xu hudng mai. Két hop céc
chién lugc nhu marketing truyén thdng xa hoi va SEO dé téi da hoa hiéu qua, va thudong xuyén
danh gia va diéu chinh chién luoc dya trén phan hoi tir khach hang. Nhitng bién phép nay sé kich
thich su himg tht mua hang, thuc day khach hang gen Z lya chon san pham gi4o duc tiéng Anh
cua trung tam, va nang cao ty & quyét dinh mua.
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7. Han ché va dé xuit nghién ciu trong twong lai

Nghién ctu nay tap trung vao phan tich tic dong cua marketing noi dung dén hang thi
mua va quyét dinh mua dich vu hoc tiéng Anh d6i vé6i thé hé gen Z tai quan Ninh Kiéu, thanh
phd Can Tho. Két qua caa nghién ctru, do mang tinh dai dién ddi v6i dia phuong nghién ciru, co
thé dugc tong quat hda mot cach han ché néu ap dung sang cac ving dat khac trén ca nudéc.
Nghién ciu chi tap trung vao gen Z va dich vu gi4o duc tiéng Anh, khéng bao quéat cac thé hé
khac nhu gen Y va cac linh vuc dich vu khac, do d6, viéc ap dung két qua vao cac truong hop
khac ciing bi han ché. Nhitng nghién ctu tiép theo c6 thé mé rong pham vi dé bao gom nhiéu thé
hé va thuc hién so sanh giita chung. Bdng thoi, can mé rong nghién ctiu sang cac linh vuc dich
vu khac nhu 4m thuc, giai tri, du lich dé c6 cai nhin toan dién hon vé tac dong cua marketing noi
dung s6. Thém vao do, nghién ctu chi tap trung vao phan tich téng quan ma khong di siu vao sy
khéc biét giita cac nhém nhan khau nhu gidi tinh, nghé nghiép hay thu nhap. Do d6, cac nghién
Clru sau nén tap trung vao viéc phan tich céc khia canh nay dé hiéu rd hon vé co ché hoat dong
cua marketing noi dung sé déi vai timg nhom ddi tugng khac nhau. Ngoai ra, nghién ciru ciing
¢6 han ché trong phuong phap phén tich do sir dung thang do bién Hung thd mua lan dau tién
trong linh vuc gido duc tiéng Anh, trong khi cac nghién ctru trude thuong ap dung cho céc san
pham khac. Phuong phap chon miu bang phuong phap thuan tién va kich thudc mau 300 dap
vién c6 thé dap ing tiéu chi phan tich PLS-SEM, nhung c6 thé chua dai dién day di cho toan bo
cong dong hoc tiéng Anh.

LOT CAM ON
Trén trong 101 tri an dac biét danh cho nhom tac gia, phan bién va nhiing nguoi dong gop

quy bau cho su thanh céng cua nghién cau nay. Su hop tac manh mé va khdng ¢ sy mau thuan
loi ich gitra cac tac gia da lam nén nén mong virng chac cho két qua cuoi cung cua dy an nay.
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