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Tém tit

M-commerce di va dang tré thanh mét hién twong toan cdu thay thé cho E-commerce. Dit vy,
cdac nha quan tri tai Viét Nam van thiéu mot tam nhin va cong cu dé phat trién M-commerce.
Piéu nay lam nay sinh yéu cau thie hién cac nghién ciou vé M-commerce. Mt néi dung quan
trong la xdc dinh cdc nhan 16 ¢é tac dong dén y dinh sir dung M-commerce ciia ngueoi tiéu ding.
Nghién ciru nay sir dung mé hinh 1y thuyét hanh vi dw dinh (TPB) lam nén tang 1y thuyét dé xdy
dung mét mé hinh nghién ciru véi ba bién s6 mé réng: sw tin twong, nguy co va chi phi cam
nhén. Phirong phdp mé hinh phirong trinh cdu tric (SEM) dwoc dp dung trén mau gom 205
khdch hang VNPT Khdanh Hoa dé kiém dinh cdc do heong va gia thuyét nghién ciru. Két qua cho
théy cac do lwong déu tin cdy, dat do gid tri va cdc gid thuyét déu duge iing hg béi dir liéu. Do
o, nghién ciru c6 nhitng dong gép bé sung quan trong ca mdt hoc thudt ciing nhw thue tién.

Tiwr khoa: M-commerce, y dinh sir dung, TPB, su tin tudng, nguy co, chi phi.

Extending the theory of planned behavior to explain intention to adopt M-commerce in
Khanh Hoa

Abstract:

M-commerce is becoming a global phenomenon and is a replacement for E-commerce. However,
managers in Vietnam still lack tools and insights to promote M-commerce. This generates
needs to conduct studies on M-commerce. One of the most important research issues is to
determine factors affecting consumers’ intention to adopt M-commerce. This study uses the
Theory of Planned Behavior (TPB) as a fundamental theory to develop a research model with
three extensive variables: trust, perceived risks and perceived costs. Based on a sample of 205
customers of VNPT Khanh Hoa, a structural equation modeling (SEM) was used to assess the
measures and test hypotheses. The results show that the measures are highly reliable and valid,
and all hypotheses are supported by the data. Therefore, this study has both theoretical and
managerial contributions.

Keywords: M-commerce, intention; TPB; trust,; perceived risks, perceived costs.
1. Giéi thiéu mé dén doanh nghiép hon ca E-commerce (Chong
V6i su phat trién cia cac cong nghé mang khong & cdng sy, 2012; Coursaris & Hassanein, 2002).
day, M-commerce dugc xem 1a mot mo hinh kinh ~ M-commerce dugc hiéu 1a cic giao dich thuong mai

doanh méi va nén tang thuong mai c6 tac ddng manh  dugc thuc hién thong qua rng dung trén thiét bi di
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dong hodc website thuong mai dién tir c6 giao dién
danh cho thiét bi cac thiét bi di dong va st dung
cac két ndi khong day (Bdo cdo thwong mai dién
tir Viét Nam, 2015). V6i su gia ting cta sd lugng
thiét bi di dong, co hoi phat trién M-commerce ngay
cang gia tang (Chong & cong su, 2012). Tuy nhién,
cling nhu E-commerce trong giai doan bat dau, thiéu
ngudi sir dung ludn 1a thach thie dbi voi sy phat
trién M-commerce. Do d6, viéc hiéu dugc cam nhén
clia ngudi tidu dung va 1y do viéc ho chdp nhan
M-commerce tré' thanh vin dé quan trong (Cho &
cong su, 2007; Pedersen & cong su, 2002).

Téng quan nghién ctru boi Ngai & Gunasekaran
(2007) chi ra rang c6 nhidu nghién ciru trude day vé
M-commerce da cd ging giai dap cau hoi “Diéu gi
giai thich cho viéc chdp nhan M-commerce?”. Tuy
nhién, M-commerce v6i nhitng déac diém riéng biét,
lam nay sinh yéu cau phai tra 16i cau hoi ndy trong
bbi canh méi (Anckar & Walden, 2003), nhung
sO lugng nghién ciru vé chién luge va tng dung
M-commerce cho dén nay van con rat han ché, nhat
1a trong bdi canh mot nude dang phat trién, co nén
kinh té dang hoi nhdp manh mé nhu Viét Nam.

Theo Bdo cdo Thuong mai Dién ti Viét Nam
nam 2014 thi Viét Nam c6 trén 130 triéu thué bao
di dong, 36% dan sb co sir dung Internet qua nén
tang di dong va c6 15% dan s6 thyc hién mua hang
truc tuyén trén thiét bi di dong (Bao cdo thuong
mai dién tir Viét Nam, 2014). Két qua khao sat 467
ngudi tidu diung do Bo Cong thuong tién hanh cho
thdy xu hudng sir dung thiét bi di dong ngay cang
gia ting tai Viét Nam. Cu thé, 95% s6 ngudi khao
sat ¢o it nhat mot dién thoai thong minh, 34% sb
nguoi khao sat co may tinh bang. Bang chu y, 88%
s6 ngudi khao sat tim kiém thong tin v& hang hoa va
dich vu trudc khi ra quyét dinh mua hang trén thiét
bi di dong. Cubi cling, 27% s6 ngudi tham gia khao
sat cho biét da timg dat hang théng qua tng dung
mua sim trén di dong hodc trén phién ban website
thuong mai dién ti trén danh cho di dong (Bao céo
thuong mai dién tir Viét Nam, 2015). Nhiing con sb
trén chimg to Viét Nam 1a mot thi trudng tiém ning
cho M-commerce va dong thoi ciing lam nay sinh
yéu cau tim hiéu nhimng nhan té tac dong dén dén
viéc nguoi tiéu dung chap nhan M-commerce.

Trong bdi canh Viét Nam van con thiéu nhimng
nghién ctru dinh lugng nham giai thich cho y dinh
sit dung M-commerce, nghién ctru nay lap diy
khoang trdng trén thong qua viéc kiém dinh mé hinh

Iy thuyét TPB v6i mot s6 bién sb mo rong: sy tin
tudng, rai ro va chi phi cam nhan 1a nhimg bién s6
quan trong trong bdi canh E-commerce, ciing nhur
M-commerce (Chong & cong su, 2012; Khalifa &
cong su, 2012; Khalifa & Shen, 2008a; Khalifa &
Shen, 2008b; Pavlou, 2002; Wei & cdng su, 2009).
Vi véy, nghién ctru nay duoc ky vong cung cap cho
cac nha quan tri mot mot hiéu biét sau sic hon va
cac cong cu hudng dén viée gia ting mirc do st dung
M-commerce ciia nguoi ti€u dung.

2. Co s& ly thuyét va phwong phap nghién ciru

2.1. Co's6' Iy thuyét chung va tong quan nghién ciru

Cac nghién ciru vé& cac nhan té tac dong dén viée
st dung M-commerce trong qua khir sit dung kha
nhiéu nén tang Iy thuyét va cac mé hinh nghién ctru
khéc nhau. Trong d6, phan 16n sir dung 1y thuyét TPB,
TAM va DOI (Chong & cong su, 20; Khalifa & Shen,
2008b; Wei & cong su, 2009) va cac mé hinh mé rong
tir cac Iy thuyét trén (Khalifa & cong sy, 2012; Khalifa
& Shen, 2008a; Khalifa & Shen, 2008b).

Ly thuyét TPB (Ajzen, 1991) xdy dung mot mo
hinh tong quat tap trung vao cac trudng hop khi cac
ca nhan khong c6 quyén quyét dinh hoan toan sy
lua chon cua ho. Y dinh hanh vi duoc giai thich bdi
ba bién quan trong la thai d¢ ddi véi hanh vi, chuin
cht quan va kiém soat hanh vi cam nhan. Nghién
ctru nay sir dung TPB 1am co sé va bd sung cac
bién nhim muc dich gilr lai sy don gian va manh
mé& ciia TPB dong thoi 1am ting kha ning du béo
y dinh hanh vi (Baker & cdng su, 2007; George,
2004; Khalifa & Shen, 2008a; Morris & cdng su,
2005). M hinh TPB dugc chon vi mot sd ly do
sau: Tht nhat, trong bdi canh Internet, TPB duoc
sir dung rong rdi trong nghién ciru vé chap nhan st
dung WWW (Klobas & Clyde, 2000), chap nhan sir
dung cong nghé di dong (Lu & cdng su, 2014; Luarn
& Lin, 2005; Pedersen & Nysveen, 2002). Thtr hai,
TPB ¢06 tinh tinh gon, don gian di cung voi tap hop
c4c bién s6 thude nhiéu linh vyc khac nhau mang lai
nang luc gidi thich manh mé& (Armitage & Conner,
2001; Hagger & cong su, 2002; Venkatesh & cong
su, 2003).

Céc phan tich tong hop gan ddy cho thidy mot
phan 16n bién thién cua y dinh van chua duoc giai
thich bédi mé hinh TPB. Conner & cdng su (2000)
dé xuat cach thic dé giai quyét vin dé trén thong
qua viéc bd sung cac bién sé méi. Nghién ctru bd
sung sy tin twdng va hai cau trac khai niém rao can
1 nguy co cam nhan va chi phi cam nhan. Cac bién
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s6 nay dugc nhan manh & cac nghién ctru trong qua
khtr nhu Chong & cong su (2012), Wei & cong su
(2009), Pavlou (2002), Pavlou (2003).

Ngoai ra, M-commerce tai Viét Nam dang ¢ giai
doan bit diu nén viée st dung khai niém thyuc sy
str dung M-commerce c6 thé khong phu hop (Yang,
2005). Thay vao do, tac gia st dung khai niém y
dinh sir dung nhu cic nghién ctru tai cac qudc gia
¢6 cung giai doan phat trién M-commerce nhu Viét
Nam (Wei & cong su, 2009). Y dinh sir dung duogc
dinh nghia 1a danh gi4 chi quan vé kha nang mot ca
nhan s& thuc hién cac giao dich truc tuyén thong qua
thiét bi di dong va két ndi khong day (Ajzen, 1991;
Yang, 2005)

2.2. Gid thuyét nghién ciru

2.2.1. Cdc gid thuyét lién quan dén mé hinh TPB

Theo Ajzen (1991), thai d6 1a khuynh hudng thuc
hién hay khong thyce hién hanh vi va dugc cho la két
qua cua cic niém tin ca nhan lién quan dén hanh vi
va cac hé qua khi thyc hién hanh vi. Chuén chu quan
phan anh mic d0 ma mot ca nhan chiu anh hudng
clia cac ddi tuong tham chiéu quan trong dén hanh
vi ctia c4 nhan d6. Kiém soat hanh vi cam nhan thé
hién cam nhén ciia ca nhan vé tinh sin c6 hay thiéu
di nhing tai nguyén va co hoi dé hinh thanh hanh vi.

Thai d6 dwoc xem 1a bién s6 quan trong tac dong
dén y dinh hanh vi trong ca ba mo hinh TRA, TPB
va TAM. Mbi quan hé thai d¢ - y dinh hanh vi da
duoc kiém dinh trong nhiéu boi canh khac nhau bao
gém E-commerce (Gefen & cdng sy, 2003; Li &
Huang, 2009; Moon & Kim, 2001) va M-commerce
(Aldas-Manzano & cdng sy, 2009; Crespo & del
Bosque, 2008).

H1: Thai d6 d6i voi M-commerce c6 tac dong tich
cuc dén y dinh str dung M-commerce tai Viét Nam.

Chuédn chii quan dwoc xem 1a bién quan trong
trong viéc giai thich sy chip nhan str dung. Két qua
thuc nghiém cho thdy chuan chi quan c6 tic dong
tich cuc dén y dinh st dung M-commerce tai Trung
Qudc va My (Chong & cong su, 2012), Malaysia
(Wei & cong su, 2009), Hong Kong (Khalifa &
Shen, 2008a).

H2: Chuén chii quan c6 tac dong tich cuc dén ¥
dinh st dung M-commerce tai Viét Nam.

Khi nghién ctru vé& hanh vi mua hang trén Internet
cua nguoi tiéu dung, nha nghién cru nén xem xét
tac dong cua kiém soat hanh vi cam nhan vi mua
hang trén mang Internet doi hoi ki nang, co hoi va

tai nguyén va do do, khong chi don thuan xay ra khi

nguoi tiéu dung muon mua (Shim & cong sy, 2001).
H3: Kiém soat hanh vi cam nhén c6 tac dong tich

cuc dén y dinh sir dung M-commerce tai Viét Nam.
2.2.2. Sy tin tuong

Theo Grabner-Krauter & Kaluscha (2003), su tin
tuong chi xuat hién trong méi truong khong chic
chiin va rii ro. Khi st dung M-commerce, nguoi ti€u
dung ludn phai d6i mit véi nhirng rii ro & muc do
khac nhau (Kim & cdng sy, 2008). Vi viy, su tin
tuong 1a nhan t§ quan trong can phai ¢ trong mo
hinh nghién ctru. Sy tin twdng dugc dinh nghia la
cam nhan cta ngudi tiéu ding ring M-commerce
khong tdn tai mbi de doa nao dén dén sy an toan va
thong tin ca nhan nguoi dung (Luarn & Lin, 2005;
Wei & cong sy, 2009). Phin 16n cac nghién ctru
trude diy vé M-commerce déu chimg minh duogc
tac dong tich cuc cua sy tin twong d6i véi ¥ dinh sir
dung M-commerce (vi du: Chong & cong su, 2012;
Nassuora, 2013; Wei & cong su, 2009).

H4: Sy tin tudng c6 tac dong tich cuc dén y dinh
st dung M-commerce tai Viét Nam.

2.2.3. Cdc gid thuyét vé cdac nhan t6 rao can

Trong bdi canh M-commerce, nguy co cam
nhan dugc dinh nghia 1a niém tin chi quan ring
tham gia M-commerce s& phai chju nhitng ton that
(Featherman & Pavlou, 2003). Cac nghién ctru trong
bbi canh Internet d& xuét viéc xem xét nguy co cam
nhéan vao trong md hinh nghién ctru. Mathieson &
cong su (2001) khuyén khich cac nha nghién ctru
xem nguy co cam nhan 13 tién dé cua viéc chap
nhan M-commerce. Pavlou (2002) va Pavlou (2003)
ching minh duoc yéu cau phai bd sung nhiing bién
sd lién quan dén nguy co va tinh khong chic chin
vao cic mo hinh chap nhan céng nghé. Bén canh
d6, nhiéu nghién ctru khang dinh khach hang mién
cudng thuc hién cac giao dich truc tuyén vi lo ngai
dén cac nguy co bao mat (Hoffman & cong sy, 1999;
Jarvenpaa & cong su, 1999; Pavlou, 2001). Do do,
ri ro cam nhan duge xem 1a nhén td rao can ddi vai
y dinh sir dung M-commerce.

HS5: Rui ro cam nhén c6 tac dong tiéu cuc dén y
dinh stir dung M-commerce tai Viét Nam.

Theo Wei & cdng su (2009), chi phi cam nhan
duoc dinh nghia la cdm nhan cta ca nhan réng sur
dung M-commerce 13 ton kém. Chi phi cam nhan
duoc ching minh 14 mot trong nhig nhan to
quan trong anh huong dén chap nhan tmg dung
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Hinh 1: M hinh nghién ctru va cac gia thuyét

Thai do
Chuin chi quan —— H2(+)
Kiém soat hanh _— H3(+)
vi cam nhéin

Nguy co cam
nhéan

H4(+)

Y dinh sir dung M-
commerce

H5(-) Hé6(-)
Nguy cocam Chi phi cam nhan
nhéan

M-commerce (Anil & cdng sy, 2003). Anckar &
Walden (2003) khang dinh chi phi 1a rao can chinh
ddi voi viée sir dung cac dich vu di dong trong hi¢n
tai va tuwong lai. Theo Wei & cong su (2009), chi phi
14 rao can d6i véi viée sir dung M-commerce. Dai
& Palvi (2009) va Dai & Palvia (2008) tim ra rang
chi phi cam nhan ¢6 anh huong dén y dinh sir dung
M-commerce tai Trung Qudc. Wei & cong su (2009)
cling tim ra két qua tuong ty tai Malaysia.

H6: Chi phi cam nhén c6 tac dong tiéu cuc dén ¥

dinh sir dung M-commerce tai Viét Nam.

2.3. Phwong phap nghién ciru

2.3.1. Mdu nghién ciru

Déi tuong khao sat mau 1a cac khach hang tai cac
phong giao dich ctia VNPT tai Khanh Hoa. Mau
duoc thu theo phwong phap chon mau thuan tién.
Céc ban cau hoi duogc dua truc tiép cho dap vién.
Téng cong 250 bang cau hoi duge phat ra va thu
lai. Trong d6 45 bang cau hoi bi loai bo vi bo tréng
nhiéu, con lai 205 bang cau hoi hop 1¢ dugc st dung

Bing 1: M6 tid miu nghién ciru

Pic diém S6 lwong Phan trim (%)
Giéi tinh
Nam 105 51,22
Nir 100 48,81
Do tudi
<25 40 19,51
25—-<35 60 29,27
35-<45 63 30,73
>45 42 20,49
Nghe nghiép
Hoc sinh, sinh vién 35 17,07
Can bg, cong nhan vién nha nudc 50 24,39
Nhan vién doanh nghiép tu nhan 51 24,88
Tu kinh doanh 40 19,51
Khac 29 14,15
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Béng 2: Thang do lwong cac khai niém nghién ciru

Khai niém

Muc héi

Nguén

Thai d§

Str dung M-commerce 1a y kién hay

Str dung M-commerce 13 ¥ kién sang sudt
T6i thich st dung M-commerce

St dung M-commerce rét thii vi

Taylor & Todd (1995)

Chuén chii quan

M-commerce 1a xu hudng hién nay

Ban bé co tac dong dén quyét dinh sir dung M-
commerce

Truyén thong cé tac dong dén quyét dinh su
dung M-commerce

Gia dinh c6 tic dong dén quyét dinh sir dung
M-commerce

Chong & cong su (2012)

Kiém soat hanh vi
cam nhan

T6i ¢6 thé sir dung M-commerce

Str dung M-commerce hoan toan nam trong kha
nang cuia toi

T6i ¢6 du cac diéu kién can thiét dé tham gia
M-commerce

St dung M-commerce tuong d6i dé dang

Taylor & Todd (1995)

B0 sung

Su tin tuéng

Thoéng tin cd nhan khi tham gia M-commerce s&
duoc bao mat

Thanh toan trong M-commerce duoc xt 1y mdt
cach an toan

Cac giao dich trong M-commerce dugc bao mat
C6 nhiéu hinh thirc bao mat thong tin thé tin
dung trén thiét b di dong

Wei & cong su (2009)

B0 sung

Nguy co cam nhéan

M-commerce an chira cac nguy co li€n quan
giao dich tién bac

M-commerce an chita cac nguy co lién quan
dén san pham dugc mua

M-commerce an chita cac nguy co lién quan
dén thong tin c4 nhan

M-commerce an chita cac nguy co lién quan
dén thong tin thé tin dung

Wu & Wang (2005)

B0 sung

B6 sung

Chi phi mua thiét bi di dong c6 kha niang thyc
hién M-commerce kha cao
Chi phi thuc hién giao dich trong M-commerce

Chong & cong su (2012);
Wei & cong su (2009);

Chi phi c4m nhan I kha cao Wu & Wang (2005)
Chi phi truy cap eStore 1a kha cao B6 sung
Nhin chung, chi phi tham gia M-commerce cao Bb sung
hon cac hinh thirc thuong mai khac
T6i s€ st dung M-commerce trong tuong lai
gan Chong & cong su (2012);
T6i sé sir dung thiét bi di dong dé mua hang héa Wu & Wang (2005)
Y dinh hanh vi sir trong tuong lai gn
dung M-commerce Tb6i san sang sir dung thiét bi di dong dé thuc
hién cac giao dich 2
BO6 sung

Toi s€ su dung thiét bi di dong dé mua cac noi
dung so

dé phan tich. d6i hay khong c6 y kién™; “7 = hoan toan dong y”.

2.3.2. Thang do hiong Cac muc hoi do luong cho cac khai niém duoc trinh
bay trong Bang 1.

2.3.3. Thu tuc phan tich

Nghién ciru sir dung thang do Likert 7 diém dé do
luong cam nhén cta khach hang véi: “1 = hoan toan
Kiém dinh cac thang do luong dam bao vé do tin

KinhtéPhat trién
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Bang 3: Trong s6 nhan t6, d9 tin ciy tong hgp va phuwong sai trich

Khai niém Tr?ng 20 Gia tri thong ké t DY tin c3y tong Phuong sai trich
i nhén to : hop
Thai do 0,77 - 0,87 12,43 - 15,04 0,90 0,70
Chuén chu quan 0,77 - 0,84 12,55 - 14,05 0,88 0,04
Kiém soét hanh vi 0,78 - 0,84 12,68 - 13,96 0,86 0,68
Su tin tudéng 0,83 -0,86 14,03 - 14,97 0,91 0,71
Chi phi cdm nhin 0,77 - 0,88 12,58 - 15,57 0,90 0,69
Nguy co cam nhén 0,76 - 0,83 12,32 - 13,96 0,88 0,65
Y dinh st dung 0,78 - 0,93 13,02 - 16,88 0,92 0,75

Bang 4: Twong quan giira cac khai niém nghién ciru

Khai niém Trung Do 1gch 1 2 3 4 5 6
v binh chuan
1. Thai do 4.54 1.40 1,00
2. Chuéin chit quan 3.62 133 040 1,00
3. Kiém soat hanh vi 4,50 133 013 -001 1,00
4. Sy tin tuéng 3.60 1,42 010 -003 029 1,00
5. Nguy co 3,08 122 0,18 -0,12 -032 -031 1,00
6. Chi phi 3.01 139 034 -042 004 -005 0,16 1,00
7.Y dinh 4.19 1,53 029 012 044 047 -043 -0.15

cay, do hiéu lyc hoi ty, va do hiéu lyc phan biét bﬁng
phuong phap phén tich nhan t6 kham pha va phuong
phap phan tich nhan t6 khing dinh. Tiép theo, mo
hinh cdu trac tuyén tinh s& dugc st dung dé kiém
dinh gia thuyét. Thu tuc nay thuong duge sir dung
trong cac nghién cuu dinh luong trudc day nhu Lu
& cong su, (2005), Nguyén Hiru Khoi & HO Huy
Tyu, (2016).

3. Két qua va thao luin

3.1. Két qud nghién civu va thio ludn

3.1.1. D¢ tin cdy va do gia tri cua cac do luong

Két qua phan tich hé s6 Cronbach Alpha cho thiy
sau khi loai bo muc hoi “Str dung M-commerce
tuong d6i d& dang” cua cdu trac khai niém Kiém
soat hanh vi cam nhén thi cac thang do luong cac
khai niém nghién ctru déu dat hé s Alpha > 0,6,
twong quan bién tong déu > 0,3. Vi vy cac bién
quan sat déu dugc giit lai cho phan tich EFA.

Két qua phan tich EFA cho thdy cic bién quan
sat dugc nhoém thanh 7 nhan té nhu trong mé hinh
ly thuyét. Cac bién quan sat déu c6 hé s tai nhan
t6 > 0,5 nén déu c6 y nghia. Phuong sai trich duoc
14 70,216%, hé s6 KMO = 0,837 va sig = 0,000. Vi
vily cac bién quan sat duoc giit lai cho cac phan tich
CFA.

Két qua phan tich CFA cho thay mé hinh phu hop

voi dir li€u thi truong: CMIN/Af = 1,123 < 2; gia
tri p = 0,069 > 5%; RMSEA = 0,025 < 0,08; GFI =
0,897; TLI=0,988; CFI =0,990. C4c trong s6 chuin
hoa déu > 0,5 nén cac khai niém dat dugc gia tri hoi
tu. Do tin cay tong hop va phuong sai trich déu dat
yéu cau (> 0,5).

Céc hé sb twong quan déu c6 p-value < 0,001, nén
khac 0 ¢6 ¥ nghia thong ké. Bén canh do, tit ca cac
hé s6 twong quan déu nhé hon 0,45, do dé cac khai
niém dat duoc do gia tri phan biét.

3.1.2. Kiém dinh gia thuyét

Phéan tich SEM thuc hién qua hai budéc nham lam
ro0 muc d§ dong gdp cia nghién clru trong viéc giai
thich viéc chép nhan M-commerce. Buée 1 13 kiém
dinh cac gia thuyét gbc trong mé hinh TPB, budc 2
kiém dinh céc gia thuyét nghién ctru dé xut.

Céc gia thuyét déu duoc chip nhéan cho thdy mo
hinh TPB va mé hinh mé rong déu c6 thé dung dé
giai thich y dinh st dung M-commerce. Li€n quan
dén mo hinh TPB gbc, thai d6 1 nhan t6 quan trong
nhit (B = 0,314; t= 4,3; p < 0,001), tiép theo 1a
kiém soat hanh vi (B = 0,271; t = 4,0; p < 0,001)
va cudi ciing 1a chuan cha quan (B = 0,175; t = 2,4;
p < 0,05). Cac bién sé dugc bd sung vao md hinh
TPB déu co tac dong c6 ¥ nghia dén y dinh sir dung
M-commerce, trong d6, su tin tudng c6 tic dong
manh mé& nhat (B = 0,312; t = 4,6; p < 0,001), tiép
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Bang 5: Két qua kiém dinh gia thuyét

M@ hinh TPB géc M&b hinh mé rong
Kz Gia
Bién so £ . 2 t- p 2
thuyet H¢ so chuan hoa Hg s0 chuan héa t-value
value

Thai do H1 0,321 42 0,314 4,3 *k*
Kok

Chuén chi quan H2 0,262 3.4 0,175 2,4 *
skesksk

Kiém soathanhvi ~ H3 0,414 5,6 0,271 4,0
skesksk

Su tin tuong H4 0,312 4,6 ***

Chi phi cdm nhan H5 -0,149 2,2 %

Nguy co cam nhan H6 -0,148 2,1%

Céc chi s6 phan 4anh do phu hop  CMIN/df = 1,832; p = 0,000;
GFI=0,914; TLI=0,955;
CFI=0,964; RMSEA=0,025;
R*=0,31

ctia mo hinh

CMIN/df =1,123; p = 0,069 >
5%; GFI=0,897; TLI=0,988;
CF1=0,990; RMSEA=0,025; R’
=0,46

Ghi chu: *p < 0,05; **p < 0,01; ***p < 0,001

dén 1a chi phi cam nhan (B =- 0,149; t=-2.2; p <
0,05) va nguy co cam nhan (f =-0,148; t=-2,1; p
< 0,05). Viéc bo sung cac bién s mo rong vao md
hinh da [am gia ting mirc d6 giai thich cho y dinh st
dung M-commerce (R?) x4p xi 50%.

3.1.3. Thdo ludn két qua

Nhu mong doi, cac bién sé trong TPB déu la cac
bién sé ¢o tac dong tich cwc manh mé& nhéat dén y
dinh sir dung m-commerce. Vi vdy, nghién clru nay
khfmg dinh dugc suc manh cua TPB trong viéc giai
thich y dinh hanh vi nguoi tiéu dung trong bdi canh
M-commerce tai Khanh Hoa. Céc bién sé duoc bd
sung vao md hinh TPB déu c6 tac dong c6 ¥ nghia
dén y dinh st dyng M-commerce. Trong d6, su tin
tuong cho thiy vai tro quan trong ctia viée xay dung
long tin cuia nguoi tiéu dung ddi voi mot dich vu di
dong moéi nhu M-commerce va thé hién duoc thuc
trang hién tai vé birc tuong niém tin tai Viét Nam
(Dan tri, 2015). Vai tro tich cyc cua sy tin tuong
trong bdi canh M-commerce dd dwoc khing dinh
trong nhidu nghién ctru trude day vé M-commerce
(vi du: Cho & cong sy, 2007; Chong & cong su,
2012; Siau & cong sy, 2003). Bén canh do, Kkét qua
cho thay hai bién s6 rao can la chi phi cam nhan
va nguy co cam nhan déu tac dong tiéu cuc dén ¥
dinh st dung M-commerce voi sttc manh tuong

duong nhau. Tac dong tiéu cuc cua hai bién sd rao
can trén ciling da dugc xem xét va chung minh trong
cac nghién cuu qua khu (Al-Jabri & Sohail, 2012;
Chong & cdng su, 2012).

4. Két luan va dé xuit

Nghién ctru nay nhim muc dich xay dung mot
mo hinh gidi thich ¥ dinh stt dung M-commerce ctia
nguoi tiéu dung tai Khanh Hoa. M6 hinh dugc xay
dung dya trén 1y thuyét TPB va bo sung ba bién
s6 moi dic trung cho bdi canh M-commerce 1 su
tin tudng, nguy co cam nhan va chi phi cam nhan.
Phuong phap phan tich SEM duogc ap dung dé kiém
dinh gia thuyét nghién ciru. Két qua phén tich cho
thiy mo hinh d& xuat 1a phi hop véi dir liéu. Bén
canh cac bién s6 mang tinh thuc diy y dinh sir dung
M-commerce nhu thai do, chuan cha quan, kiém soat
hanh vi va sy tin tudng, chi phi cdm nhén va nguy co
cam nhan giir vai trd nhu cac rao can. Vi vay, két qua
nghién ctru da tao ra mdt birc tranh kha hoan chinh
dé giai thich cho ¥ dinh st dung M-commerce cua
ngudi tiéu dung. Két qua phan tich ciing cho théy,
céc bién s bo sung lam gia ting strc manh giai thich
ctia md hinh TPB. Do d6, cac nha nghién ciru c6 thé
xem ddy 1a mot mo hinh tham khao, bd sung thém
cac nhan t6 méi cho nhitng nghién ctru trong tuong
lai vé M-commerce tai Viét Nam.
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Vé mit thyc tién, nghién ctru nay cung cap mot
tam nhin va cong cu cho cac nha hoach dinh chinh
sach va cac nha quan tri thuc ddy su phat trién cta
M-commerce tai Viét Nam. Nha nudc can tip trung
gia ting su tin twong ciing nhu han ché tac dong
tiéu cuc clia rai ro cam nhan cia nguoi dung d6i véi
M-commerce. Dé 1am duoc diéu nay, Nha nudc can
¢6 cac van ban phap luat quy dinh quyén va nghia
vu ctia cac ddi tugng tham gia hoat dong trong linh
vuc M-commerce, kém theo d6 cac ché tai xu phat
dbi v6i cac don vi, cac nhan vi pham. Bén canh do,
nha nudc cin tip trung xay dung cung cép dich vu
thuong mai dién tir; xdy dung ké hoach tmg dung
va phat trién h¢ thong thanh toan truc tuyén, ching
nhan chit ky s va dich vu chimg thyc dién tir. Nha
nudce ciing can thé hién vai trd quan trong ctia minh
trong viéc thay ddi thai d6 va nhan thirc ngudi dan
vé tinh hitu ich ciia M-commerce. Cac nha quan trj
doanh nghiép can tap trung ngudn luc gia ting su tin
tuong va han ché tic dong cta nguy co cam nhan.
Mot s6 goi ¥ cho doanh nghiép bao gom: Xay dung
giao dién dep mat, phu hop véi cac thiét bi di dong;
hién thi cac thong diép hodc chuong trinh mang tinh
khang dinh vé quy md va ning luc; hang héa da
dang, phong phu, cung cap day du cac thong tin vé

Tai liéu tham Khao

hang hoéa dich vu; hinh thic thanh toan da dang tur
COD, ATM, thé tin dung; xay dung cac diéu khoan
dam bdo tinh riéng tu va chinh sach bado mét thong
tin khach hang.

Nghién ctru nay c6 nhitng han ché nhat dinh. Thur
nhét, mac du da chi ra thai d9, su tin tuong va nguy
co cam nhén 13 hai nhan t6 tac dong manh nhat dén
y dinh hanh vi nhung nghién curu lai khong xem xét
cac tién dé cua cac nhéan t6 ndy. Viéc xem xét cac
tién dé s& gitip cac nha nghién ciru hiéu sau hon vé
cac nhan t6 nay, tir d6 ¢6 cac giai phap hiéu qua hon
cho viéc phat trién M-commerce. Thir hai, nghién
curu ndy tap trung vao y dinh st dung M-commerce.
Y dinh hanh vi 1a bién tu bao cdo duoc sur dung rong
rdi trong cac nghién ctru vé hanh vi khach hang. Tuy
nhién, diéu nay c6 thé gdy ra nhirng két luan sai 1éch
vi cac mirc do ty tra 161 vé mot ¥ dinh c6 thé co su
khac biét dang ké so v6i viéc thuc hién hanh vi tuong
ung (Bolton, 1998; Mittal & Kamakura, 2001). Do
d6, cac nghién ciru trong tuong lai nén xem xét s
dung thyc su. Cudi cung, nghién cuiru chi tdp trung
vao ngudi dung tai mot tinh duy nhét tai Khanh Hoa.
Két qua nghién ctru sé téng quat hon néu pham vi
thu mau dugc mo rong.
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