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Toém tat:

Bai viét nay nghién ciru tac dong ciia SMMAs dén suw san long tra gid cao hon (WTPPP) cia
nguoi tieu dung. Dit lieu duoc thu thap thong qua khdo sat online 540 nguoi tieu dung Viét Nam.
Dir lieu dwoc phan tich theo ky thudt PLS-SEM voi sy hé tro cia phd‘n mém Smartpls 3.3. Két
qud phan tich cho thdy tdc dong gidn tiép ciia SMMAs dén WTPPP ciia nguoi tiéu diing qua hinh
danh thwong hiéu, chat liwong cam nhdn déi voi thwong hiéu trong qudng cdo. Két qud nay da cé
nhitng déng gép nhat dinh vé Iy ludgn trong viéc gidi thich thém phdn ieng véi gid ciia ngueoi tiéu
ding & Viét Nam duwéi tac dong cia SMMAs. Pong thoi, nghién citu ciing khuyén nghi chirong
trinh tiép thi trén SM ciia doanh nghiép phdi cung cdp kién thirc vé thirong hiéu cho nguwoi tiéu
ding, thuyét phuc ho vé chdt lwong san pham/dich vu nham tang WTPPP ciia ho véi thiwong hiéu.
Tir khéa: Kién thirc thuong hiéu, chét lwong cam nhan, hoat dong tiép thi truyén thong xa hoi,
su san long tra gia cao hon.

Ma JEL: M31.

The impact of social media marketing activities on Vietnamese social media users’
willingness to pay a price premium

Abstract:

This paper is to examine the effects of social media marketing activities (SMMAs) on consumers’
willingness to pay a price premium (WTPPP). The data was collected through an online
survey with a sample of 540 Vietnamese consumers. SmartPLS 3.3 software was employed
to analyze the data that applied the partial least squares (PLS-SEM) method. The results reveal
the indirect effect of SMMAs on WTPPP through brand image, perceived quality toward the brand
in the advertisements. This finding has made some theoretical contributions in further explaining
the Vietnamese consumers’ response to price under the stimulation of marketing activities on
social media. Simultaneously, the paper also recommends that social media marketing programs
should provide customers with brand knowledge, convince them of product/service quality to
increase their WTPPP with the brand.

Keywords: Brand knowledge, perceived quality, social media marketing activities, willingness
to pay a price premium.

JEL code: M31.
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1. Pat van dé

Tir khi cac phuong tién truyén thong x3 hoi (Social media - SM) phat trién, hoat dong tiép thi trén SM
cling phat trién manh mé&. V&i loi thé chi phi thip hon, tiép can khach hang nhanh hon, gan nhu tirc thoi, co
thé twong tac truc tiép véi khach hang va d& dang do ludng duoc hiéu qua tiép thi, tiép thi truyén thong xa
hoi (Social media marketing - SMM) duoc xem 1a phuong thirc khong thé thiéu dé tiép can khach hang trong
giai doan hién nay cua cac thuong higu.

Viéce thyc thi cac hoat dong tiép thi truyén thong xa hoi (Social media marketing activities - SMMAS) phé
bién va thuong xuyén chéc chin s& tac dong dén thai do va hanh vi cia khach hang. Mot trong nhitng phan
g mong doi ciia nha quan trj 1a phan tmg ctia khach hang ddi voi gia. Nghién ciru vé hang xa xi, hang thoi
trang, mot sb tac gia da chimg minh dugc SMMAs tac dong truc tiép va gian tiép dén WTPPP nhu Godey
& cong su (2016), Khan & cong su (2019).... Tuy vdy, cac nghién ciru trude chu yéu chi cha ¥ vai tro trung
gian cla tai san thuong hiéu trong mdi quan hé giita SMMAs va WTPPP cua khach hang. Trong khi do,
kién thirc thuong hiéu 1a myc tiéu huéng dén cta cac chuong trinh tiép thi (Keller, 1993), dong thoi, lugng
kién thirc nguoi tiéu ding c6 duoc sé tic dong dén phan tmg cta ho vé gia dbi voi san pham/dich vu cta
thwong hiéu (Nguyen & Nguyen, 2019; Rao & Monroe, 1988). Do vay, tac dong cia SMMAs dén WTPPP
ctia khach hang can duoc giai thich thém bang kién thirc thuong hiéu.

Bén canh do, chit luong cam nhan 1a mot trong nhitng co s& dé nguoi tiéu dung dua ra cac quyét dinh
vé gia (Netemeyer & cong sy 2004). Nguoi tiéu dung thudng sir dung kién thirc ciia ho vé thuong hiéu dé
danh gia chat lugng san pham (Severi & Ling, 2013). Céc két qua nay goi ¥ vai tro cua chit lugng cam nhan
trong mdi quan hé gitta SMMAs, kién thire thwong hiéu va WTPPP. Tuy nhién, vai tro ndy ciing chua duge
lam 10 trong cac nghién ctu trudce.

Nghién ctru nay 4p dung két hgp mé hinh chudi gia tri va mo hinh cong huong thuong hiéu cua Keller
(2016) dé xay dung mé hinh va cac gia thuyét nghién ctru. Trong do, trong tim ciia nghién ctru nham giai
thich tac dong cia SMMAs dén WTPPP cua khach hang bang kién thirc thuong hiéu va chét luong cam
nhan.

Céac mdi quan hé trong mé hinh dugc kiém tra tai méi trudng tiéu dung online & Viét Nam — noi van con
nhiéu van dé nay sinh giita nguoi ban va nguodi mua nhu quang cao thong tin sai 1éch vé san pham, budn ban
hang kém chét luong, gian 1an thuong mai, ri ro thanh toan (Bo Cong thuong, 2022). Ngudi tidu dung tre
nén can than hon, dic biét 1a cac quyét dinh vé gia. Trong bdi canh do, nghién ctru vé tac dong cia SMMAs
dén WTPPP cia nguoi tiéu ding c6 ¥ nghia vé mit thyc tién va ca 1y luan.

2. Co s6'ly luan

2.1. Cdc khdi niém

2.1.1. Hoat ddng tiép thi truyén théng xa hoi (SMMAs)

SMMAs duoc dinh nghia la cac phu’ong phap truyén thong tiép thi hiéu qua nham nam bét nhan thirc va
hiéu biét ctia nguoi tiéu dung twong tac vé cc hoat dong tiép thi truyén thong xa hoi theo cac khia canh cua
SMMAs (Chen & Lin, 2019; Ebrahim, 2020; Kim & Ko, 2012; Yadav & Rahman, 2018). Dudi goc d6 ctia
nguoi ti€u dung, SMMAs thé hién sy hiéu biét va cam nhan cta thanh vién cong déng vé hoat dong cua cac
thanh phan SMM (Chen & Lin, 2019). Céc thanh phan cia SMMAs 1a giai tri, trong tac, xu thé (trendiness),
tiy bién (customization) va truyén miéng (Kim & Ko, 2012).

2.1.2. Si san long tra gid cao hon (Willingness to pay a price premium - WTPPP)

WTPPP duoc dinh nghia 14 sb tién khach hang sin sang tra cho thuong hiéu wa thich ciia minh so véi
thuong hiéu trong dwong/thdp hon ¢ cung kich thude/khdi lwong (Netemeyer & cong su, 2004). Do duoc
xem 14 sd tién bo sung, cao hon gia “hop 1y hodc gia tri “thuc” ctia san pham (Rao & Bergen, 1992).

2.1.3. Kién thirc thwong hiéu (Brand knowledge)

Kién thirc thuong hiéu dé cap dén khia canh nhan thirc coa thuong hiéu, thé hién y nghia cua thuong
hiéu ddi véi ca nhan théng qua luong thong tin vé thuong hiéu ma ngudi tiéu dung luu trong bd nhd cua ho,
¢6 thé dung dé mo ta va danh gia thuong higu (Keller, 2003). Trong 1y thuyét, kién thirc thuong hi¢u bao
gf)rn nhiéu thanh phﬁn: nhan thire, thude tinh, loi ich, hinh anh, suy nghi, cam xuc, thai d6 va kinh nghiém
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(Keller, 2003). Tuy nhién, hau hét cac nha nghién ctru st dung hai thanh phﬁn la nhan thirc thuong higu
(Brand awareness) va hinh anh thuong hiéu (Brand image) (Cheung & cong su, 2020; Esch & cong su,
2006; Keller, 1993).

2.1.4. Chat lwong cam nhén (Perceived quality)

Chat lwong cam nhan 1a danh gia tong thé cua ngudi tiéu ding vé tinh xuit sic va wu viét ciia san pham
(Zeithaml, 1988). Chat lwong cam nhan khac v6i chat luong khach quan hay chat lwong thuc té cia san
pham. N6 thé hién danh gi4 tdng thé chi quan cua ngudi tiéu ding vé chét luong san pham/dich vu dua trén
nhing thong tin goi 1én trong tAm tri cta ho vé san pham (Yoo & Donthu, 2001; Zeithaml, 1988).

2.2. Phdt trién cdc gid thuyét nghién ciru

2.2.1. Khung ly thuyét

Nghién ctru nay 4p dung mé hinh chudi gia tri va mé hinh cong huéng thwong hiéu (Brand resonance
model) cua Keller (2016) dé xay dung mé hinh va cac gia thuyét nghién ciru.

Mo hinh chudi gia tri ctia Keller (2016) goi y trinh tu cic giai doan gitip tao ra gid tri cho thwong hiéu: dau
tw chuong trinh tiép thi, tw duy ctia khach hang, hi¢u qua tiép thi va gi4 trj c6 dong. Cu thé, khi cac thuong
hiéu thyc hién mot chuong trinh tiép thi (SMMAs), hoat dong d6 sé tac dong dén tu duy (mind sets) ngudi
tiéu dung vé thuong hiéu (kién thirc thwong hiéu, chit lugng cdm nhan), tir d6 téc dong dén phan Gmg va
hanh vi ctua khach hang (WTPPP), thé hién hiéu qua cua hoat dong tiép thi (Keller, 2016). M6 hinh cong
huong thuong hiéu cua Keller (2016) ciing hd tro giai thich mo hinh nghién ctru. Theo d6, Keller (2016) cho
r.'?mg viéc xay dung thuong hiéu trong tam tri nguoi tiéu dung bét dau tir viéc ho nhan biét vé thuong hiéu,
cam nhén hinh anh, chirc nang san phém dich vu cua thuong higu (kién thirc thuong hiu), tir d6 hinh thanh
nén cam giac, danh gia vé thuong hiéu (chit luong cam nhén), cudi cung xiy dung duoc mbi quan hé cong
huong giita ho va thuong hiéu (san long tra gia cao hon).

Tir khung 1y thuyét nay, nhom tac gia phat trién thanh cac gia thuyét nghién ctru.

2.2.2. Phat trién cdc gia thuyét nghién ciru

Tdc dong cia SMMAs dén kién thirc thwong hiéu

Ngudi tiéu dung sir dung SM dé nang cao kién thirc, chia sé kién thirc, hiéu biét sau sic hon vé san pham/
dich vy, nham hd tro viéc ra quyét dinh cua ho (Taprial & Kanwar, 2012). SMMAs gitp cho cac thong diép
ctia san pham/dich vu dén v6i hang loat nguoi ding trong thoi gian gin nhu tue thi. Nho vay, thu hat sy chi
y cua moi nguoi mdt cach nhanh chong. SMMA s 1a mot cong cu hiru hi¢u dé tao ra nhitng tac dong tich cuc
dén kién thuc thuong hi¢u (Bilgin, 2018; Godey & cong sy, 2016; Khan & cong sy, 2019; Sanny & cong
su, 2020; Seo & Park, 2018; Vwong Nguyén Qudc, 2019). Cac tac gia déu tin rang thong qua viéc cung cap
céc noi dung cap nhat xu huéng (xu thé) va tha vi (giai tri), SMMAs s& thu hiit ngudi tiéu ding cha ¥ dén
thuong hiéu, biét vé thuong hi€u, nhén ra thuong hi¢u gitra cac thuong hi¢u khac (Cheung & cdng su, 2020;
Liu & cong su, 2019). Godey & cong sy (2016) ciing khing dinh ring SMMAs khong chi 1a cach dé tiép can
khach hang hi€u qua ma dé con la mot cong cu kha hi€u qua trong viéc xay dung hinh anh cho thuong higu.

Nhu phan trén da dé cap, Keller (1993) cho rang kién thirc thuong hiéu chinh 1a mot tiéu chi quan trong
dé danh gia hiéu qua cua hoat dong tiép thi. Mdi quan hé nay ciing phii hgp v6i mo hinh chudi gia tri ciia
Keller (2016) (chuong trinh tiép thi-tu duy khach hang).

Duya trén cac phan tich ¢ trén, 02 gia thuyét dau tién ctia nghién ciru dugc dé xuét nhu sau:

HI1: SMMAs tac dong tich cuc dén nhan thirc thuwong hiéu.

H2: SMMAs tac dong tich cuc dén hinh anh thuwong hiéu.

Tac dong cua Kién thirc thuong hi¢u dén chat lwong cam nhdn

Kién thirc thuong hiéu co vai trd quan trong trong viéc danh gia san phém, dich vu (Rao & Monroe, 1988;
Rao & Sieben, 1992).

Hinh anh thuong hiéu dé cap dén sy lién két thuong hiéu dugc hinh thanh trong tri nhé ciia nguoi tidu
dung, phan anh cach thuong hiéu dugc nguoi tiéu dung cam nhéan va chira dyng ¥ nghia ctia thuong hiéu doi
v&i nguoi tiéu dung (Keller, 1993). Cac lién két thwong hi¢u nay bao gém hiéu biét cac thugc tinh san pham
tao nén chtrc ning chinh ciia san pham, va ca cac thudc tinh bén ngoai san pham (bao goi, gia,...), loi ich cua
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san pham, thai do voi san pham (Keller, 1993). Nguoi tiéu ding thudng dwa vao nhing kién thirc nay dé suy
ra chit lugng san pham, hinh anh thuong hiéu tét hon thuong duge cam nhan 1a co chat lugng vu viét hon
(Richardson & cong su, 1994; Severi & Ling, 2013). Do vay, nhan thirc thuong hi¢u dugc cac nghién clru
trudc chung minh la c6 tac dong tich cuc dén chat luong cam nhén (Chi & cong su, 2009; Severi & Ling,
2013; Sivaram & cdng su, 2019; Suhud & cong su, 2022).

Tuong tu, nhan thuc thuong hiéu phan anh kha nang nhan dién dugc thuong hi¢u trong cac diéu kién khéc
nhau (Keller, 1993, 2016). Viéc goi nhé va nhan dién dugc thwong hiéu tot cho thiy ngudi tiéu ding da co
nhitng an tuong, hiéu biét nhét dinh vé thuong hi¢u. Chinh diéu nay tac dong dén cam nhan vé chét luong
san phém. Mot sb nghién ctru trudc da ching minh tac dong tich cyc cua nhan thire thuong higu ddi voi chat
lwgng cam nhan, nhu Nguyen & cong su (2011), Rahmawan & Suwitho (2020), Chi & cong su (2009),...

Cac mbi quan hé nay ciing pht hop véi mé hinh cong huong thuong hiéu cua Keller (2016), twong Gng
mdi quan hé Y nghia (hinh anh, chirc ning) - Phan tng (danh gia, cam nghi). Do vay, trong bdi canh nghién
clru, gia thuyét H2, H3 cua nghién ctru dwoc dé xuit nhu sau:

H3: Nhan thure thwong hiéu tac dong tich cuc dén chat lwong cam nhan.

H4: Hinh anh thuong hiéu tac dong tich cuc dén chat lwong cam nhan.

Tdc dong cua Kién thire thirong hiéu &én WTPPP

Trong quan hé giita ngudi ban va ngudi mua, ludn ton tai thong tin bat can xtmg, ngudi mua cé thong tin
khong ddy du vé nguoi ban va nguoc lai (Kim & Xu, 2007). Vi vay, nguoi tiéu ding thuong danh gia cao
nhing san pham/thuong hiéu ndi tiéng hodc nhitng thuong hiéu ma ho hiéu rd. Vi khi giao dich voi nhimng
thuong hiéu nhu vy, ho cdm nhan it ri ro hon, tranh that vong sau khi mua hon (Das, 2016; Kim & Xu,
2007).

Nhan thire thuong hiéu phan anh mirc do than thudc cuia ngudi tiéu dung di voi thuong hiéu (Das, 2016).
Su than thudc nay lam cho nguoi tiéu dung dat nhe sy quan trong ctia gia trong qua trinh mua hang, do vay
san sang hon trong viéc tra gia cao hon (Kim & Xu, 2007). Tac dong ctia nhan thirc thwong hiéu dén WTPPP
cling duoc khéng dinh trong kha nhiéu nghién ctru trudc (Anselmsson & cong su, 2014; Godey & cong su,
2016; Khan & cong su, 2019; Persson, 2010; Vuong Nguyén Quéc, 2019).

Bén canh do6, khi giao dich voi san phdm ctiia mot thuong hiéu ¢6 hinh anh tét, ho s& c6 niém tin manh
m& rang san pham do6 that sy tot (Bernarto & cong su, 2020). Va tat nhién, ngudi tidu dung s& sin 10ng tra
gi4 cao hon cho san pham ma ho cam nhén chit luong tot hon (Anselmsson & cong su, 2014). Tac dong
ctia hinh anh thuong hiéu dén WTPPP ciing dugc chirg minh boi nhiéu nghién ctru trude (Anselmsson &
cong su, 2014; Gao & Choy, 2019; Godey & cdng sy, 2016; Khan & cong sy, 2019; Persson, 2010; Vuong
Nguyén Qudc, 2019).

Ly thuyét vé thiéu thong tin ciing hd trg giai thich cdc mbi quan hé nay. Theo d6, khi ngudi tiéu dung
thiéu thong tin, kién thuc & mirc thip, dé an toan trong qua trinh giao dich, ho thuong c6 xu huéng suy ra
gi4 tri cta san pham/thuong hiéu & mic thip hon binh thuong, dé tra gia thip hon, tranh that vong sau khi
mua (Ford & Smith, 1987; Rai & Sieben, 1992). Nguoc lai, kién thirc thwong hiéu tét s& giup ho danh gia
san pham/thuong hiéu tot hon (Rao & Monroe, 1988), tré nén ty tin hon trong qua trinh mua hang va kha
ning chap nhén gia tot hon (Nguyen & Nguyen, 2019). Do vay, kién thiic thwong hi¢u ¢ tic dong tich cuc
dén WTPPP cta ngudi tiéu dung.

Ngoai ra, mdi quan hé nay ciing pht hop véi Iy thuyét cua Keller (2016). Do do, cac gia thuyét tiép theo
duoc mo ta nhu sau:

HS5: Nhan thirc thuwong hiéu tac dong tich cwe dén WTPPP cia nguoi tiéu ding.

HG6: Hinh anh thuwong hiéu tac dong tich cwe dén WTPPP ciia nguoi tiéu ding.

Tac dong cua chat lwong cam nhdn dén WTPPP

Chét lugng cam nhan dugc cho la cé lién quan mat thiét dén WTPPP cua nguoi tiéu dung (Aaker, 1996;
Anselmsson & cong su, 2014; Carpio & Isengildina-Massa, 2009; Netemeyer & cdng su, 2004). Dya trén
luan diém cua céc 1y thuyét dinh gia ring mirc san 10ng chi tra cho mot san pham/dich vu phu thudc gié tri
cam nhan va chat luong cam nhan ctia nguoi ti€u dung ddi véi san phém/dich vy, Netemeyer & cOng su
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(2004)~e chirng minh tac d@ng ctia chat lwong cam nhan va WTPPP cua nqui tiéu d’l‘mg. Bing cach do luong
mtc san long c’hi tra truc ti€p, Carpio & Isengildina-Massa (2009) chi, ra rang chat lugng cam nhan co tac
dong o rang dén WTPPP cua nguoi dan dia phuong nam Carolina‘. MQi quan h¢ trén cling phu hop v6i mo
hinh chuoi gia tri cia Keller (2016). Do vay, gia thuyét H9 dugc d€ xuat nhu sau:
H7: Chat lwong cam nhén tac dong tich cwc dén WTPP ciia nguoi tiéu ding.
Céc gia thuyét nghién ctru dugc minh hoa ¢ Hinh 1.
Hinh 1: M6 hinh nghién ciru dé xuit

Mb hinh cong huéng thuong hiéu cia Keller

, N o Méi quan hé
Ynghia —> Phan vmg —> (Céng huong)
Nhin thire Chit lugng
thuong hiéu cam nhin
SMMAs
Hinh anh Sén long tra
thwong hiéu gia cao hon
ChL;UAngt ;lrlnh > Tw duy nguoi tiéu dung —> Hiéuqua tiép thi
iép thi

Mé hinh chudi gia tri ciia Keller

3. Phwong phap nghién ciru

3.1. Thang do cdc bién nghién civu

Tét ca cac bién do ludng déu sir dung thang do Likert 5. Dé do ludong SMMAs, nghién ctru st dung thang
do SMMAs 11 bién quan sat ciia Kim & Ko (2012). Cu thé, SMMAs dugc do bang 5 thanh phan phy 1a giai
tri (ENTER) twong tic (INTER) tiy bién (CUSTOM), xu thé (TREND) va truyén miéng (WOM). Nhéan
thirc thwong hiéu (AWARE), hinh anh thuong hiéu (IMAGE) ké thira tir Kim & Hyun (2011). Nghién ciru sir
dung thang do chét lugng cam nhan (PQ) ctia Bao & cong su (2011), va cudi cung, WTPPP ctua Netemeyer
& cong su (2004). Tong cong co 26 bién quan sat dé do luong cac bién nghién ctu trong moé hinh. Cac
thang do sau khi thiét ké thanh bang hoi dugc guri thir cho 4 ngudi tra 10i thir dé kiém tra sy phu hop vé dién
dat, bdi canh. Déng thoi, bén canh cac cau hoi lién quan dén thong tin ¢4 nhan, thang do cac bién, bang hoi
ciing thiét ké cau hoi sang loc “Anh/chi gin day da xem it nhat 01 quang cdo ciia san phim/dich vu ciia mot
thuong hiéu cu thé trén SM va con nhé vé no?” dé sang loc dap vién tham gia khao sat.

3.2. Phwong phap thu thdp va phwong phap phan tich dir li¢u

Vé ¢ mau, sb6 luong bién quan sat trong md hinh 14 26. Theo goi y cta Hair & cong su (2014), ty 1é s6
quan sat trén mot bién quan sat nén 1a 10:1, do vay, c& mau tbi thiéu duge xac dinh cho nghién ctru 1a 260.
Dir liéu dugce thu thap tur viéc diéu tra khao sat online v&i ¢& mau 1a 540. Di tuong tham gia khao sat la
nhitng nguoi tiéu dung Viét Nam dang st dung cdc SM nhu facebook, zalo, youtube,... da tung xem cac
quang céo san phim/thuong hiéu trén cac SM nay va nhé vé né. Nghién ciru khao sat nhiing y kién danh gia,
cam nhan ciia nguoi dung lién quan dén san pham/thuong hiéu ho da xem.

Vé phirong phdp chon mau, nhoém nghién ctiru ap dung k§ thuét 1dy mau qué cau tuyét (snowball). Theo
d6, nhom nghién ciru giri phiéu cho nhom dbi tugng phtt hop voi yéu cau clia nghién ctru, dong thoi khuyén
nghi ho gidi thiéu va gui phiéu cho nhitng dbi twong tuong tu.

Vé mdu nghién ciru, vé gi6i tinh, nir chiém da s6 v6i 441 phiéu (chiém 81,67%), 99 phiéu con lai 1a nam
voi ty 1€ tuong tng 1a 18,33%. Ty 1€ nay mac du c6 chénh léch gitta nam va nit nhung ciling kha phu hop
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v6i thyc té rang so véi nam gidi, nir gii thich quan tim dén cac san pham/nhin hang trén SM hon, hay mua
sdm online hon. Vé do tudi, nghién ctru tap trung nhiéu hon vao gidi tré, do tudi duoc khao sat chu yéu nam
trong do tudi tir 18-31 tudi (chiém 90%), 10% con lai trén 31 tudi. V& trinh do, 140 phiéu tir nhitng nguoi
ding c6 trinh do tir cao dang tré xudng (chiém 25,9% tong s6 phiéu), 74,1% sb phiéu con lai 1a nguoi ding
¢6 trinh d6 dai hoc tro 1én. V& thu nhép, phan 16n dép vién trong mau c6 thu nhap duéi 10 triéu/thang (chiém
91,1% tong s6). Cac dap vién duge khao st tir cac ving mién khac nhau trén ca nudc. Tuy nhién, nghién
ctru khao sat vao giai doan 2021-2022, khi dich covid con bung phat, sir dung phiéu khao sat online nén kho
khan trong viée kiém soat ty 18 cac vang mién. Cu thé, khu vuc phia Bic chiém 20,9%, Mién Trung va Tay
nguyén chiém 54% tong s6 va khu vyc mién Nam chiém 25,1% tong s6 dap vién.

Vé phwong phdp phan tich dir liéu, nghién ctru st dung phan mém Smartpls 3 dé hd tro xtr 1y dit liéu. Céac
ky thuat PLS-SEM, Boostraping, Blindfolding lan lugt dugc sir dung dé danh gia gia tri thang do va kiém
dinh cac gia thuyét nghién ctru. Cac ti€u chi duogc st dung dugc ap dung theo Hair Jr & cong su (2020),
Sarstedt & cong su (2019).

4. Két qua nghién ciru

4.1. Danh gia gia tri thang do

Danh gia thang do cac bién nghién ctru bac 1: Két qua phan tich hé sb tai ngoai cho thiy cac hé sb tai
ngoai cua cac bién quan sat do luong cac bién nghién ctru dao dong tur 0,721 dén 0,922, déu 16m hon 0,708.
Thém vao d6, két qua phan tich trong s tai ngoai ciing chi ra rang tat ca cac bién quan sat do luong cac bién
nghién ctru déu c6 ¥ nghia thong ké (pvalue = 0,000). Diéu nay chimg minh tim quan trong va ¥ nghia cta
cac bién quan sat trong viéc do ludng cac bién nghién ciru.

Két qua & Bang 01 ciing cho thiy Cronbach’ Alpha ctia cac bién déu dat gid tri kha tot, CR déu 16n hon
0,7. Do vdy, cac thang do dam bao do tin cay (Hair Jr & cong su, 2020). Dong thoi, AVE cua cac bién déu
16n hon 0,5, déu dat gia tri hoi tu (Hair Jr & cong su, 2020).

Bang 1: Cronbach’s Alpha, CR va AVE
ciia cac bieén nghién ciru mé hinh béc 1

Bién Cronbach's Alpha rho A CR AVE
AWARE 0,875 0,876 0,923 0,801
CUSTOM 0,796 0,798 0,907 0,830
ENTER 0,739 0,783 0,882 0,790
IMAGE 0,801 0,799 0,870 0,627
INTER 0,774 0,788 0,869 0,688
PQ 0,882 0,885 0,919 0,739
TREND 0,797 0,797 0,908 0,831
WOM 0,781 0,798 0,901 0,819
WTPPP 0,906 0,919 0,934 0,781

Chi s6 Heterotrait-Monotrait (HTMT) giira cac bién trong mé hinh déu thip hon 0,8 (0,288 dén 0,703),
diéu d6 khang dinh gia tri phan biét ctia cac bién nghién ctru (Hair Jr & cong su, 2020).

Nhu vy, qua trinh dénh gia gia tri thang do cho thy cac bién nghién ctru bac 1 déu dam bao gia tri thang
do.

D6i v6i bién nghién ctru bac 2: Két qua danh gid mo hinh béc 2 cho thdy hé sb tai ngoai ciia hau hét cac
thanh phén cia SMMAs déu dat yéu cau. Riéng thanh ph?m Giai tri co hé sd tai 1a 0,663<0,7, tuy nhién,
trong sd tai ngoai cua thanh phan nay 1a 0,202 (T=13,146 va pvalue=0,000). Diéu nay cho thiy Giai tri van
c6 mirc d6 dong gop tuong ddi trong vide do luong SMMAs. Hon nita, néu loai thanh phan Giai tri ra khoi
thang do SMMAss thi s& lam cho AVE ting 1én nhung lai lam cho CR va Cronbach’s alpha giam xu6ng. Do
vdy, can nhic cic chi s6 va gid tri ndi dung, nghién ctru van giit nguyén thanh phan Giai tri trong viéc do
luong SMMAS.

Két qua phan tich cling cho théy SMMAs dat gia tri khi dam bao d6 tin cay (CR=0,868, Cronbach’s alpha
=0,811), dam bao gia tri hoi tu (AVE=0,569), dam bao gia tri phan biét (chi s6 HTMT giita cac cip bién
dao dong tir 0,29 dén 0,787). Két qua phan tich cac bién khac trong md hinh béc 2 ciing cho thiy dam bao
do6 tin cay (xem Bang 2).
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Bang 2: Cronbach’s Alpha, CR va AVE
cuiia cac bieén nghién ciru mé hinh bac 2

Bién Cronbach's Alpha rho A CR AVE
AWARE 0,875 0,877 0,923 0,801
IMAGE 0,801 0,801 0,871 0,628
PQ 0,882 0,884 0,919 0,739
SMMAs 0,811 0,823 0,868 0,569
WTPPP 0,906 0,915 0,935 0,782

Nhu vay, cac bién trong mé hinh di d¢am bao gia tri thang do va sin sang cho danh gia mo hinh céu trac
dé kiém dinh cac gia thuyét nghién ctru.

4.2. Két qua kiém dinh cdc gid thuyét nghién cieu

Vé da céng tuyén, két qua cho thdy gia tri VIF cua cac cip (AWARE, PQ) va (IMAGE, PQ) 1a 1,1356,
(AWARE, WTPPP) 1a 1,368, (IMAGE, WTPPP) 1a 1,460, (PQ, WTPPP) 1a 1,153 déu nho hon 3. Diéu nay
khing dinh hoan toan khong c6 hién twong da cong tuyén trong mé hinh céu trac (Hair Jr & cong su, 2020).

Hinh 2: Két qua phan tich PLS Algorithm

CUSTOM
0.749
ENTER . 0614
0,663
INTER  4—0.751—
0.805
TREND 0.797
SMMas 00
wom

WTPPP

IMAGE

Panh gia cac quan hé tac dong trong md hinh ciu trac, két qua phan tich cho thiy 10/12 gia thuyét trong
mo hinh dugc chép nhan véi mirc ¥ nghia <5%.

Bang 3: Két qua kiém dinh cdc gia thuyét nghién ciru

Mobi quan h¢ Trongsd Thongké T P Values f2 Két luin

H1: SMMAs -> AWARE 0,614 17,518 0,000 0,605 Chap nhan
H2: SMMAs -> IMAGE 0,639 19,632 0,000 0,690 Chap nhan
H3: AWARE -> PQ 0,103 1,652 0,099 0,009 Bac bo

H4: IMAGE -> PQ 0,300 5,360 0,000 0,077 Chap nhan
H5: AWARE -> WTPPP 0,086 1,898 0,058 0,007 Bac bo

H6: IMAGE -> WTPPP 0,325 6,690 0,000 0,101 Chap nhan
H7: PQ -> WTPPP 0,258 6,314 0,000 0,079 Chap nhan

Cu thé, két qua phan tich cho gia thuyét H1 cho thdy SMMAs tac dong manh dén nhén thirc cua ngudi
tiéu dung vé thuong hiéu, trong g voi trong s6 chuan hoa 1a 0,614, pvalue=0,000, £2=0,605, R? ctia nhan
thirc thuong hiéu 1a 0,377 cho thdy SMMAs giai thich dugc 37,7% bién thién ciia nhan thirc thuong hiéu.

Gia thuyét H2 dugc chap nhéan, két qua cho thily SMMASs tic dong manh dén hinh anh thuong hiéu, va
giai thich dugc 40,8% bién thién cta hinh anh thwong hiéu.

Tuong tu, gia thuyét H4, H6 déu dugc chip nhan voi mic y nghia <5%. Két qua phan tich dit liéu cho
thdy hinh anh thuong hiéu cé tac dong dén chit luong cam nhan va WTPPP, tuong tng véi trong s6 chuin
héala 0,3 va 0,325.

Két qua phan tich dit liéu cling chimg minh tac dong nho, tich cuc cua chit lugng cam nhan dén WTPPP.
Diéu nay ddng nghia véi viée cac gia thuyét H7 ciing dugc chap nhan véi mirc y nghia < 5%.
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Phan tich Blindfolding, ta tinh dugc:

2 0,094-0,048 _
Qimage-Pe™ 15008 = 005
2 _0212-0157 _
Qimage-wrrrp= 351, = 0,.07.
2 _0212-0,168 _ o e
Qro-wrpPP™ |51, — 0,056

Nhu vdy, hinh anh thuong hi€u c6 twong quan du bao nho ddi voi chét lwgng cam nhan. Déng thot, hinh
anh thuong hiéu va chét luong cam nhan c6 twong quan dy bao nho ddi voi WTPPP ciia ngudi tiéu ding.

C6 02 gia thuyét chua duoc hd tro cua dir liéu & mirc ¥ nghia 5% gia thuyét H3 va H5 vé tac dong cua
nhan thirc thwong hiéu di v6i chat lugng cam nhan va WTPPP ctia nguoi tiéu dung, tuong tmg véi gia tri
p-value lan lugt 14 0,099 va 0,058.

R? ctia WTPPP 14 0,278, cho thiy cac bién trong mé hinh giai thich dugc 27,8% su thay ddi cia WTPPP
cua nguoi tiéu dung.

5. Théo luin va ham y

Thir nhdt, nghién ctru da gop phan khang dinh tic dong tich cuc cia SMMAs dén kién thirc thuong hiéu
da duoc chimg minh ¢ nhiéu nghién ciru trude nhu Godey & cong sy (2016), Khan & cong sy (2019),... Két
luan nay dugc khang dinh & bdi canh nghién ciru trén nhiéu loai hang hoa khac nhau, tir nhitng hang hoa
thong thuong cho dén nhiing loai hang hoa xa xi. Piéu nay cho thiy tic dong cia SMMAs dén kién thirc
thuong hiéu 12 rat rd rang va khé chac chin, hau nhu khong thay d6i theo bdi canh nghién ciru.

Thir hai, nghién ciru cho thdy tic dong tich cuc cua hinh anh thuong hiéu dén chit luwong cam nhan, phu
hop vé6i khang dinh ciia mot s6 nghién ciru trude nhu Severi & Ling (2013), Suhud & cong su (2022). Tuy
nhién, nghién ctru khéng tim théy tac dong cuia nhan thuc thuong hiéu dén chat luong cam nhén va su san
1ong chi tra cao hon. Két qua nay khong twong thich v&i nghién ciru ciia Chi & cong sy (2009), Rahmawan
& Suwitho (2020), Anselmsson & cong su (2014), Gao & Choy (2019),... Diéu nay c6 thé giai thich 1a do su
phat trién ctia SM & Viét Nam kha nhanh, nén ngudi tiéu ding dé nhin thiy quang céo cia thuong hiéu, c6
thé nhé va nhén dién duoc thuong hiéu 12 binh thuong. Nhung didu d6 chua du dé ho c6 danh gia tich cyc vé
chat luong san phim, va WTPPP. Ngoai ra, quang céo trén SM vén chita dung nhiéu rai ro, nén ngudi tiéu
dung Viét Nam can nhiéu théng tin hon vé thwong hiéu thi méi c6 thé quyét dinh chi tra thém cho thuong
hi¢u. Cac thong tin nay thudc ndi ham cia khai niém hinh anh thuong hi¢u. Diéu dé gidi thich tai sao trong
bdi canh nghién ctru ¢ Viét Nam, hinh anh thuong hiu cé tac dong dén chat lwong cam nhan va WTPPP cho
san pham trong quang c4o trén SM, nhung nhén thirc thuong hiéu thi khong. Ngoai ra, viéc ngudi tidu ding
6 thé nhé vé thuong hiéu, nhén dién duoc thuong hi¢u chua chic xuit phat tur 4n tuong tich cyc voi thuong
hiéu trudc d6 (c6 thé tir mot trai nghiém khong nhu ¥). Do vdy, chua dii co s& dé khang dinh tic dong tich
cuc cta nhan thire thwong hiéu dén chét luong cam nhan.

Thir ba, nghién ciru da giai thich dugc cach thie SMMAS tac dong dén WTPPP cta ngudi tiéu dung. Cu
thé, cac ndi dung, thong diép tir quang céo s& hinh thanh nén nhiing lién két thuong hiéu trong tri nhé ngudi
tiéu dung (hinh anh thwong hiéu), bao gdm ca nhitng thudc tinh san pham, loi ich san pham,... tir 46 dua ra
nhiing cam nhén vé chat luong san phim, va tac dong dén WTPPP. Co ché nay chua duoc giai thich rd rang
tir cic nghién ciru trude. Cac nghién ciru trude chu yéu st dung tai san thuong hidu dé giai thich tic dong
ctia SMMAs dén WTPPP cuia ngudi tiéu dung.

Két qua nghién ctru cling da goi y mot s ham y quan tri. Dé tac dong tich cuc dén WTPPP ddi véi san
phém/dich vu ctia ngudi tiéu dung, dac biét trong bdi canh SM, SMMAs cuia doanh nghiép phai tang cudong
hinh anh thuong hiéu, thuyét phuc ho vé chat lugng san phém/dich vu. Thir nht, dé thu hat nguoi xem nham
tang hinh anh thuong hiéu, SMMAs ciia cac doanh nghiép phai it nhat phai dam bao dem dén nhiing thong
tin cdp nhat (xu thé) cho nguoi xem, tao duoc viral trén SM, tao diéu kién thuén loi kich thich tuong tac
giita ngudi xem va doanh nghiép (twong tac) dé thu hit ho quan tim dén thuong hiéu, tim hiéu thong tin vé
thuong hi€u. Hién nay, marketing trai nghiém ciing thuong dugc cac nhan hang sir dung, kha hiéu qua trong
viéc tang kién thire, hinh anh ciia thwong hiéu théng qua hoat dong trai nghiém truc tiép sir dung san pham/
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dich vu cta khach hang. Thir hai, dé tang chat lugng cam nhan, thong diép truyén tai cia tiép thi phai nhin
manh dén chat luong, uy tin ctia thuong hiéu. Hoat dong nay hau hét cac quang cdo hién nay déu huéng dén.
Céc thuong hiéu ciing can cha y dén thiét ké noi dung phu hop trong timg giai doan ciia qua trinh tiép can
khach hang, phit hop v&i nhu ciu thong tin ciia ngudi xem. Thir ba, SMMAS ciing can chii y dén yéu t6 giai
tri cho ngudi xem, tao diéu kién dé ho co thé chia sé va dong sang tao ndi dung cing thuong hiéu ciing 1a
cach théng minh tao dugc gin két tich cuc ctia ngudi tiéu ding voi khach hang, voi thuong hiéu

Tém lai, nghién ctru di c6 nhirg déng gop nhat dinh vé mit thyc tién va Iy thuyét. Két qua nghién ctru
g6p phan giai thich sdu hon phan Gmg vé gia ctia ngudi dung dbi vai chién dich tiép thi cua doanh nghiép
trén SM, trong bdi canh thi tredng méi ndi nhu & Viét Nam. Mic di vy, nghién ctru ciing ¢6 nhitng han ché
nhat dinh. Nghién ctru chu yéu quan tam dén ddi twong khach hang tré tudi, chua chu y dén nhitng nhom
tudi khac. Bén canh d6, do nghién ctru khao sat trong diéu kién dich Covid bung phat nén ty 1¢ dap vién chua
can dbi giira cac ving mién khac nhau trén ca nude. Ngoai ra, chua danh gia duoc liéu c6 sy khac biét trong
céch phan tmg ciia khach hang dbi voi SMMAs giita cac loai san pham khac nhau. Pong thoi, nghién ctru
duogc thuc hién trén nhiéu thuong hiéu khac nhau nén giai phap dua ra con kha chung. D6 14 nhirng han ché
ctia nghién ciru nay nhung ciing 13 nhitng goi ¥ cho hudng nghién ciru tiép theo. Cac nghién ctru tiép theo
¢6 thé kiém chung cac mdi quan hé giita cac loai thuong hiéu khac nhau (xa xi, binh dan), so sanh két qua,
ddng thoi dua ra cac ham ¥ quan tri cu thé va sat voi thwong hiéu hon.

Loi thira nhan/Cam on: Bai bao duoc tai trg boi Quy Phat trién Khoa hoc va Cong nghé quc gia (NAFOSTED).
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