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"Tom tit
Bai nghién ciru xem xét tac dong ctia yéu td trai nghiém sau sac nhd cong nghé Al Marketing dén
y dinh mua hang thong qua trung gian nhan thic thuong hi¢u trén cac san thuong mai dién tir cua
gidi tré tai Thanh phé H6 Chi Minh. Bai nghién ctru dé xuat mé hinh dya trén mé hinh 1y thuyét
Kich thich - Chi thé - Phan tmg (S-O-R), nghién ctru dinh lugng chinh thirc v6i ¢c& mau 205 quan
sat va st dung phuong phap binh phuong nhé nhét timg phan (PLS-SEM) dé phan tich dit liéu.
Déi twong khao sat chi yéu tap trung ¢ d6 tudi 18 dén 24 tudi, di ting sir dung cac san thuong
mai dién tir img dung cong nghé Al Marketing nhu Shopee, Lazada, TikTok Shop. Két qua nghién
ctru cho thay nhan thirc thuong hiéu déng vai tro trung gian dbi véi tac dong ciia trai nghiém séu
sic nho cong nghé Al Marketing dén y dinh mua hang ciia gii tré. Tir két qua trén co thé thay mo
hinh nghién ciru dé xuat cé thé giai quyét mot sé khoang tréng ton dong trong linh vuc Al
Marketing. Ngoai ra, bai nghién ciru ciing dé xuat mot sé khuyén nghi cho cac doanh nghiép kinh
doanh tryc tuyén nang cao trai nghiém khach hang.

Tir khoa: cong nghé Al Marketing, trai nghiém sau sic, SOR, nhan thtrc thuong hiéu, thwong mai
dién tu.
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THE IMPACT OF INSIGHT EXPERIENCE OF Al MARKETING
TECHNOLOGY ON PURCHASE INTENTION MEDIATED BY BRAND
AWARENESS ON E-COMMERCE PLATFORMS OF YOUNG PEOPLE

IN HO CHI MINH CITY

Abstract

The study investigates the impact of deep experiential factors enabled by Al Marketing technology
on purchase intention through the intermediary of brand awareness among young consumers in
Ho Chi Minh City. Drawing on the Stimulus-Organism-Response (S-O-R) theoretical model, the
research proposes a formal quantitative model with a sample size of 205 observations and utilizes
Partial Least Squares Structural Equation Modeling (PLS-SEM) to analyze the data. The survey
primarily targets individuals aged 18 to 24 who have used Al Marketing-enabled e-commerce
platforms such as Shopee, Lazada, TikTok Shop. The findings reveal that brand awareness plays
a mediating role in the influence of deep experiential factors facilitated by Al Marketing
technology on the purchase intention of young consumers. These results suggest that the proposed
research model can address some existing gaps in the field of Al Marketing. Additionally, the
study offers recommendations for online businesses to enhance customer experience.

Keywords: Al Marketing technology, Insight Experience, SOR, brand awareness, e-commerce.

1. Pit van dé

Bao céo Chi sé Thuong mai dién tir Viét Nam nam 2023 cho thay doanh thu thuong mai dién
tir ban 1é (B2C) tai Viét Nam phat trién manh mé trong giai doan 5 nam trg lai day. Tinh dén thang
12/2023 theo Statista, tbc do tang trudng 25% cua toan thi truong thuong mai di¢n tir da dua Vigt
Nam vao nhém 10 qudc gia c6 toc do tang truong hang dau thé giéi. Nhin chung, sy phat trién ciia
nganh dang phan 4nh tin hi¢u kha lac quan va tiém nang rong mé khi nguoi tiéu dung Viét da thich
ung véi thoi quen mua sdm truc tuyén tr sau dai dich Covid-19 (Nielsen, 2023). Cung véi do,
cong nghé Al Marketing (Al trong linh vyc tiép thi) ra doi, trd thanh chién lugc quan trong ctia
moi doanh nghiép trong viéc toi uu hoa viée sir dung cong nghé va dit liéu nham cai thién trai
nghiém cho khach hang (Jain va Aggarwal, 2020), gitip cac nén tang thuong mai dién tir c6 the
nam bit so thich nguoi tiéu dung (Ansari va cong sy, 2017). Co thé thiy, cong nghé AI Marketing
gitip thiic ddy hanh vi tiéu dung ctia khach hang trén cac san thuong mai dién tir, dic biét trong bbi
canh nguoi tiéu ding Viét co xu hudng tim kiém thém nhiéu trai nghiém tinh té hon thay vi cac
ru dai giam gia don thuan (SYNC DPong Nam A, 2022). Thém vao do, ddi tugng gidi tré tir 18 dén
24 tudi nam trong nhém ngudi tiéu ding nay am hiéu k¥ thut sb va sin sang chi tra cao cho trai
nghiém (Nielsen, 2023).

Céc nghién ctru vé tmg dung cong nghé Al dugc diéu tra rong rii trong nhiéu linh vuc & nudc
ngoai, tuy nhién cac nghién ctru vé mbi quan hé giita Al va y dinh mua hang con han ché. Trong
bdi canh mua sdm truc tuyén, nghién ctru ctia Yin va Qiu (2021) cho thiy céc tng dung cua cong
nghé Al can thong qua trung gian gia tri nhan thirc moi tac dong tich cuc dén y dinh mua hang. O
Viét Nam, cac nghién ctru dinh luong vé mdi quan hé gian tiép trén khong nhiéu va chwa khai thac
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sdu vé vai trd cung cip trai nghiém sdu sic, mang tinh c4 nhan hoa ctia cong nghé AL Mit khac,
c¢6 nhiéu nghién ctru d3 chi ra AI gop phan quan trong trong viéc ting nhan thirc thuong hiéu cua
khach hang (Shaily va Emma, 2021) va nhiéu nghién ctru ciing chi ra nhan thirc thuong hiéu c6
thé dong vai trd trung gian giita cac yéu td tiép thi va ¥ dinh mua hang (Chakraborty, 2019).

Do d6, tir thyc tién trén, nghién ctru ndy sé kiém dinh mbi quan h¢ gitra trdi nghiém sau sdc
nho cong nghé Al Marketing dén ¥ dinh mua hang thong qua bién trung gian nhén thic thuong
hiéu. Két qua nghién ctru dugc mong doi s& gop phan mé rong co s6 1y thuyét vé hanh vi khach
hang duéi tac dong cua Al va dé xuit mot sé khuyén nghi cho cac doanh nghiép kinh doanh truc
tuyén tai Viét Nam.

2. Co sé ly thuyét va gia thuyét
2.1. Trdi nghiém sau sdc nhe cdng nghé Al Marketing va nhan thize thuwong hiéu

Cong nghé Al Marketing sir dung luong 16n dit liéu vé hanh vi tiéu dung va lich sir tu van
khach hang dé nhan biét hanh vi tvong lai ctia ho, tir d6 goi y cac san pham c6 thé thu hit s quan
tam tur khach hang (Yin va Qiu, 2021). Noi cach khac, dua trén dir liéu khach hang, Al gitp kham
pha va cung cap cai nhin sau sic vé ho, nham tao ra thong diép thuong hiéu hay nhitng quang céo
thong minh dugc cd nhan hoéa theo nhu cAu va mong mubn (L1, 2019). Do do, trai nghiém sau sdc
nhd cong nghé Al Marketing 1 viéc ing dung tri tué nhan tao nham dé xuét san pham phu hop
mang tinh ca nhan hoa trén co sé phan tich dir li¢u nguoi dung.

Nhén thtc thuong hi¢u phan anh sy ndi bat cua thuong hi¢u trong tam tri khach hang (Aaker,
1996). Nhan thirc thuong hiéu bao gom kha nang nhan dién thuong hiéu théng qua tri nhd vé lan
tiép xtic & qua khir (brand recognition) va kha ning truy xuét tir bd nhd khi duoc cung cép tin hiéu
cua thuong hi¢u (brand recall) (Keller, 2013).

Theo Keller (2013), viéc tao ra nhan thirc vé thuong hiéu la tang cuong su quen thudc cua
thuwong hiéu thong qua viée tiép xtic nhiéu lan dé cing cb kha ning ngudi tiéu ding ghi nhé vé
thuwong hi¢u. Theo d6, nguoi tiéu ding co thé nhin, nghe, hoic nghi vé thuong hiéu cang nhiéu thi
kha niang ho ghi nhé thuong higu cang manh mé&. Diéu nay phu hop véi vai trd ciia cong nghé Al
Marketing trong viéc gitp ngudi ding lién tyuc tiép xtc véi cac san pham va thuong hi¢u ma ho da
trai nghiém trong qua khtr hodc v6i nhimg thwong hiéu c6 tinh twong dong. Vi vdy, nhom tac gia
dé xuat gia thuyét:

H1: Trai nghiém sau séc co tac dong tich cuc dén nhan thic thuong hi¢u.
2.2. Nh@n thiec thwong hiéu va y dinh mua hang

Y dinh mua hang dé cap dén mong mudn ciia khach hang vé viéc mua mot san pham cuy thé
tir mot thuong hiéu nhat dinh (Padhy va Sawlikar, 2018) va thuong 1a cach tot nhat dé dy doan
hanh vi mua hang trong tuong lai (Peter va Olson, 2010). Theo Hoyer va Brown (1990), nhiing
nguodi mua hang 1an dau thuong c6 y dinh lya chon cac thuong hidu ¢6 nhén thirc thuong hiéu cao
hon. Ngoai ra, nhan thtrc thuong hiéu ciing 1a yéu t6 chinh dé thuong hiéu duoc dua vao bd can
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nhic trong qua trinh ra quyét dinh mua hang, vi hau hét nguoi tiéu dung thich mua nhitng thuong
hiéu ma ho biét dén (Moisescu, 2009). Vi vy, nhom tac gia dé xuat gia thuyét:

H2: Nhan thtrc thuong hiéu tac dong tich cuc dén y dinh mua hang.
2.3. M@ hinh Kich thich - Chs thé - Phdn iing (S-O-R)

M6 hinh S-O-R, dugc Mehrabian va Russell (1974) phét trién dwa trén mo hinh S-R cia
Woodworth (1954), 1a mot cach tiép can tdm Iy hoc mé ta qua trinh tac dong cua cac yéu td kich
thich tir méi truong bén ngoai (Stimulus) dén cha thé (Organism), din dén hanh vi phan hdi
(Response).

2.3.1. Trai nghiém sau sdc nho ¢éng nghé AI Marketing déng vai tré yéu té kich thich tir mdi
trieong bén ngoai (Stimulus)

Kich thich (Stimulus) 14 cac yéu té mdi truong tac dong dén cam xiic va trang thai nhan thirc
ctia chi thé (Donovan va Rossiter, 1982). Trén co s& S-O-R, Zhang va cong su (2014) cho ring
tinh ca nhan hoa, mot trong nhitng thudc tinh cong nghé cta cac nén tang thuong mai xa hoi 1a yéu
td kich thich tac dong dén v dinh mua hang. Theo do, tinh cd nhan hoa dé cap dén viéc cac trang
web cung cép cho khach hang ndi dung duogc diéu chinh theo nhu cau, s& thich, hd so, lich sir
tuong tadc va mang xa hdi cua ho (Zhang va cong su, 2014). Pay ciing chinh 1a vai trdo ma cong
nghé Al Marketing mang lai trong viéc cung cip trai nghiém sau sic dén nguoi dung va do vay
phti hop dé déng vai tro yéu 6 kich thich tir moi truong bén ngoai.

2.3.2. Nhan thize thirong hiéu déng vai tré chi thé (Organism)

Chu thé dé cap dén cac qua trinh va ciu tric bén trong con ngudi, dong vai tro trung gian gitta
kich thich bén ngoai va phan tng cudi cing dugc tao ra (Chang va cong sy, 2011). Qua trinh va
cau tric nay bao gdm trang thai nhan thirc, sinh 1y, cam giac va tu duy ciia con nguoi (Bagozzi,
1986). Theo Eroglu va cong sy (2001), trang thai nhan thirc dugc hinh thanh qua qua trinh thu
thap, xu ly, luu gitt va truy Xuét thong tin va biéu hién da dang thanh thai do, niém tin, hay tri nhé.
Do d6, nhén thirc thuong hiéu phu hop dong vai tro chu thé vi phan anh day du trang thai nhan
thirc vé nhan dién thuong hiéu va goi nhd thuong hiéu (Keller, 2013).

2.3.3. Y dinh mua hang déng vai tré phan hoi (Response)

Phan héi thé hién két qua cudi cuing, bao gdm hanh vi tiép can hodc né tranh ctia ngudi tiéu
ding (Mehrabian va Russell, 1974) va biéu hién & nhiéu murc do tir don gian dén phic tap (Goi va
cong su, 2014). Trong moi truong mua sam, quyét dinh tidu ding 1a mot phan hdi quan trong va
viéc nghién ciru hanh vi mua hang thyc té c¢6 thé mang lai két qua thuyét phuc khi diéu tra quyét
dinh nay (Hu va cong su, 2016). Tuy nhién, hanh vi mua hang thuc té thuong anh hudng bdi nhiéu
yéu t6 khong thé kiém soat (Parboteeah va cong su, 2009). Do d6, hau hét cac nha nghién ctru sir
dung ¥ dinh mua hang nhu mot dai dién cho hanh vi trén (Peter va Olson, 2010). Vi vay, co thé
1ap luan rang ¥ dinh mua hang phan anh hanh vi tiép can va dong vai tro thanh phan phan hdi trong
md hinh S-O-R cho nghién ctru ndy. Tir nhitng 14p luan trén, nhoém tac gia dé xuét gia thuyét:

FTU Working Paper Series, Vol. 2 No. 1 (05/2024) | 4



H3: Nhan thtc thuong hiéu déng vai trd trung gian gitra trai nghiém sau sic va ¥ dinh mua
hang.

H3
Trai nghiém sau sic Than thu Y dinh
| nghis ' 1 Nhén thire m L
nh¢ cong nghé Al 5 18 .
; thirong hiéu mua hang
Marketing =

Hinh 1: M6 hinh nghién ctru dé xuét

Ngudn: Nhom tac gia

3. Phwong phap nghién ciru

Dé tai nay sir dung phuong phép chon mau thuén tién dé tién hanh thu thap mau nghién ciru
dbi v6i cac ban & do tudi 18 dén 24 tudi va da timg st dung cac san thuong mai dién tr ¢ ing
dung cong nghé Al Marketing nhu Shopee, Lazada, TikTok Shop. Dé tiép can duoc ddi tuong
khao sat, tac gia st dung nén tang mang truc tuyén nhu Gmail, Facebook, Zalo dé giri nhitng bang
hoi khao sat dudi dang Google Form. Khéo sat dugc tién hanh tir ngay 01/12/2023 dén ngay
24/12/2023 va da tiép nhan duoc 205 phan hdi vai 100% hop 18.

Nghién ciru ndy sir dung thang do Likert 5 diém véi 1 1a “Hoan toan khong dong y” dén 5 1a
“Hoan toan dong y” dé do ludong 11 bién quan sat. P4i voi cac bién phén loai, tac gia sir dung
thang do dinh danh va thur bac, tuy thudc vao loai dir liéu. Thang do cho cac bién trong mo hinh
nghién ctru dugc tham khdo tir nghién ctru ciia Yin va Qiu (2021) va Severi va Ling (2013)

Pé tién hanh phan tich hoi quy dit liéu, bai nghién ctru sir dung phuong phap binh phuong
nho nhit timg phan PLS-SEM - phuong phap st dung phd bién trong céc bai nghién ctru vé linh
vuc Marketing (Hair va cong sy, 2012). Cu thé, PLS-SEM la mét phuwong phép tiép can phi tham
s0 (non-parametric approach), khong doi hoi dir liéu phai tuan theo mot phan phéi xac suat cu thé
(Rigdon, 2016). Pong thoi, phwong phap nay c6 kha nang xir Iy cac mo hinh phtc tap véi nhiéu
bién trung gian, tiém 4n va quan sat bang nhiéu thong s6 khac nhau cing mét luc (Hair va cong
su, 2014). Cubi cung, bai nghién ctu str dung phan mém SmartPLS dé danh gia mé hinh nghién
ctru va kiém dinh gia thuyét.

4. Két qua nghién ciru
4.1. Thong ké mo td
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Bang 1: Két qua théng ké mo ta

Chi tiéu Thanh phén S6 lwong Ty 18 (%)

Nam 80 39.02%
Gi6i tinh
Nir 125 60.98%
18 — 19 tudi 64 31.22%
Do tudi 20 — 22 tudi 106 51.71%
23 — 24 tudi 35 17.07%
THPT 38 18.54%
Hoc van CDb/PH 155 75.61%
>PH 12 5.85%
Duéi 3 triéu dong 46 22.44%
(triéu dong) Tir 5— 10 triéu dong 54 26.34%
Trén 10 tridu dong 20 9.76%
Duéi 1 triéu dong 178 86.83%
hi tié inh h . ‘
Chitieutrung binh hang o 1 e 3 ricu déng 23 11.22%
thang cho viéc mua sam
trén san th 1 dién tu . \
rén san thuong mai dien 0 4 4o s ey dng 4 1.95%
(tri¢u dong)

Trén 5 triéu dong 0 0%

Nguon: Két qua phan tich dit liéu cua tac gia

Thong qua bang két qua thong ké mé ta 205 phan hoi, dbi twong khao sat thudc gisi tinh nix
chiém da sd, voi ty 18 60.98%. Viéc phan loai ddi tuong khao sat theo do tudi cho thiy nghién ctru
tiép can duoc nhiéu nhét véi nhom tudi tir 20 — 22 tudi, chiém 51.71% trong tong 205 phan hoi.
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Diéu nay dan dén trinh d6 hoc van ctia d6i trong khao sat phan bo nhiéu nhit & nhom Cao dang/Dai
hoc (ty 1& 75.61%) va thu nhap hang thang tap trung chu yéu & mic tir 3 dén 5 triéu dong (ty 1¢
41.46%). Trong khi d0, ty 18 phan bo & muc thu nhap dudi 3 triéu va tir 5 d&én 10 triéu dong khong
chénh l¢ch qua 16n, voi gia tri 1an luot 1a 22.44%, 26.34%. Vi muc thu nhép dugc phan loai nhu
trén, chi tiéu trung binh cho viéc mua sim trén san thuong mai dién tir cia mau nghién ciru hau
hét déu dudi 1 tridu dong/thang, chiém 86.83% va dic biét khong ai c6 mirc chi tidu trén 5 tridu
ddng/thang.

4.2. Kiém dinh mé hinh do lwong
4.2.1. Kiém dinh d¢ tin cdy va hi tu

Bang 2: Két qua d tin cay va hoi tu cta thang do

Biénc:;lglhié“ tuaiIfI;ét Hg sb tgi;)'g“"i = Cr(:iz(:h’s CR (0.5) sTa(:l;iSrl: Z‘i?é
Alpha (>0.7) 0.5)
TNSS 0.880 0.926 0.806
TNSS1 0.895
TNSS2 0.895
TNSS3 0.903
NTTH 0.915 0.937 0.747
NTTH1 0.874
NTTH2 0.881
NTTH3 0.868
NTTH4 0.880
NTTH5 0.819
YDMH 0.904 0.932 0.775
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Hé s6 Tong phuong

Biéncgihién tuair?’l;ét Hg 50 tgi;;goﬁi = Cronbach’s CR (20.5) sai trich AVE
Alpha (=0.7) (=0.5)
YDMH1 0.860
YDMH?2 0.882
YDMH3 0.892
YDMH4 0.888

Ngudn: Két qua phan tich dit lidu cua tac gia

Theo Henseler va cong su (2015), hé s6 tai ngoai phai cia cac bién quan sat phai 16n hon 0.5.
Theo bang két qua, cic bién quan sat ¢6 hé s6 tai ngoai déu théa méan 16n hon 0.5.

Bai nghién ctru thong qua ba chi s6 dé danh gia do tin cdy va dg hdi tu cia thang do. Cu thé,
hé s6 Cronbach’s Alpha phai 16n hon 0.7 (Hair va cong sy, 2017), do tin cay tong hop (CR) phai
16n hon 0.5 (Hair va cong sy, 2017) va phuong sai trung binh duoc trich xuit AVE phai 16n hon
0.5 (Hair va cong su, 2010). Thong qua bang két qua, cic ciu triic co hé sé Cronbach’s alpha déu
16n hon 0.7, CR va AVE déu 16n hon 0.5.

4.2.2. Kiém dinh gia trj phan biét

Bang 3: Bang Fornell-Larcker Criterion

NTTH TNSS YDMH
NTTH 0.865
TNSS 0.618 0.898
YDMH 0.622 0.117 0.881

Ngudn: Két qua phan tich dit liéu cua tac gia

Theo Fornell va Larcker (1981), can bac hai cia AVE phai 16n hon céc hé sé twong quan gitta
cac cAu tric. Theo bang 3, gid tri can bac hai cia AVE duoc hién thi bé‘mg cac s6 liéu in dam va
cac gia tri nay déu 16n hon cac hé s6 twong quan trén cting mot cot.
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Bang 4: HTMT

NTTH TNSS YDMH
NTTH
TNSS 0.687
YDMH 0.674 0.127

Ngudn: Két qua phan tich dit liéu cua tac gia

Theo Ringle va cong sy (2015), gié tri phan bi¢t duogc thé hién qua chi s6 HTMT véi diéu kién
HTMT bé hon hoic bang 0.85. Theo bang 4, cac chi s6 HTMT déu thip hon ngudng 0.85. Nhu
vay, cac chi s6 HTMT da cung cp bang chiing dé két luan mé hinh do ludng dat gia tri phan biét.

4.3. Kiém dinh mé hinh cdu tric
4.3.1. Bdnh gid hién tiwong da céng tuyén
Bang 5: Két qua danh gia hién tuong da cong tuyén
Ciu tric NTTH TNSS YDMH
NTTH 1.000
TNSS 1.000
YDMH

Ngudn: Két qua phan tich dit lidu cua tac gia

Dé danh gia hién tuong da cong tuyén, Hair va cong su (2019), da dé xuat sir dung chi sé VIF.
Néu chi s6 VIF ciia cac cau tric bé hon 3, s& khong xdy ra hién tugng da cong tuyén. Theo bang
két qua, cac chi s6 VIF déu bé hon 3. Nhu vay, hién twong da cong tuyén giita cac bién khong xay
ra d6i véi mé hinh nghién ciru.

4.3.2. Banh gia mirc dé giai thich cua mé hinh nghién cizu

Bang 6: Két qua danh gia mirc do giai thich

Ciu tric R2 R2 hi¢u chinh
NTTH 0.382 0.379
YDMH 0.387 0.384

Nguon: Két qua phan tich dit liéu cua tac gia

Mirc d6 giai thich ctia mo hinh nghién ctru s& dugc thé hién thong qua chi s R? Theo bang
két qua, R? déu 16n hon 0.35, thé hién mue do giai thich cao cia mo6 hinh nghién ctru.
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4.3.3. Kiém dinh gid thuyét mé hinh

Bang 7: Két qua kiém tra cac tac dong truc tiép

Do
Gla,{ Moi quan h¢ |, u’c,\d(') léch P Keét qua
thuyet *  tac dong " values
chuan
TNSS [ Chép
H1 NTTH 0.618 0.040 0.000 nhan
NTTH O Chép
H2 YDMH 0.622 0.039 0.000 nhan
Ngudn: Két qua phan tich dit lidu cua tac gia
Bang 8: Két qua kiém tra cic tac dong gian tiép
ia Vicas PP
1a£ Mobi quan h¢ , u’cA ¢ léch p values Két qua
thuyet tac dong 2
chuan
Chép
H3 TNSS [0 NTTH [0 YDMH 0.384 0.031 0.000 .
nhan
Nguon: Két qua phan tich dit lidu cia tac gia
NTTH1 NTTH2 NTTH3 NTTH4 NTTHS

T
0874 0881 0868 0gsp oo

=

TNSS1 0.860 YDMH2
*~0895__ ~0882~"

TNSS2  4-0.895— 0618 » 0622 P 0892 yDMH3
‘_,0.903 0‘8885"

TNSS3

YDMH4

YDMH1

TNSS NTTH YDMH
Hinh 2: Két qua phan tich PLS — SEM
Nguon: Két qua phan tich dit lidu cua tac gia

Céc gia thuyét H1, H2, H3 déu duoc chip nhan véi gia tri p < 0.05. Diéu nay khang dinh trai
nghi¢m sau sdc nho cong nghé Al Marketing c6 tac dong truc tiép dén nhan thuc thuong hiéu, tac
dong gian tiép dén y dinh mua hang va nhan thtrc thuong hiéu tic dong dén y dinh mua hang. Céc
muc do tdc dong lan luot 12 0.618, 0.384 va 0.622.

Két qua nghién ctru trén khang dinh vai tro cung cp trai nghiém sau sic mang tinh c4 nhan
hoa ciia cong nghé Al Marketing, twong dong véi két luan cuia Zhang va cong sy (2014) vé tam
quan trong cua tinh ¢4 nhan hoa ddi véi trai nghiém khach hang, ciing nhu két luan cta Zanker va
cong su (2019) vé vai tro c4 nhan hoa ndi bt nhét thong qua hé théng dé xuat trong linh vuc
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Machine Learning trén cac san thuong mai dién tir. Pong thoi, viée tmg dung mé hinh S-O-R 4
co s& dé nghién ctru kham phéa duogc vai trd trung gian ctia nhan thic thuong hiéu trong médi quan
hé giita trai nghiém sau sic nhd cong nghé Al Marketing va y dinh mua hang. Ngoai ra, két qua
ctia nghién ctru dong gop vao co s& 1y ludn cta cic nghién ctru vé vai tro Al trong viée ting nhan
thirc khach hang vé thwong hiéu, nhu nghién ctru ciia Shaily va Emma (2021). Bén canh d6, mdi
quan hé ctia nhan thirc thuong hi€u va y dinh mua hang mot 14n nita duoc tién hanh kiém dinh va
c6 két qua twong ddng véi nhidu nghién ctru tién nhiém nhu nghién ciru ciia Moisescu (2009) va
Shahid (2017).

5. Ham y quan tri

Dua trén két qua nghién ciru, nhoém tac gia dé& xuat mot s6 khuyén nghi cho cac doanh nghiép
kinh doanh tryc tuyén nhu sau:

Thit nhdt, cing véi viéc két hop hiéu qua cong nghé Al Marketing, dé thuc hién muc tiéu t6i
wu hoa tai nguyén dir liéu tir khach hang, cac doanh nghiép can tap trung vao viéc dau tu va phat
trién ngudn nhan luc chuyén sau vé tng dung cong nghé va phan tich dir liéu. Qua d6, doanh
nghiép cd cai nhin siu sdc hon vé hanh vi, nhu cau, thoi quen va s¢ thich cua khach hang, tir d6
thiét 1ap mot nén tang viing chic dé xay dung mdi quan hé bén chat véi ddi tuong khach hang gidi
tré, nhom ngudi tiéu diung dong gép nhidu nhét vao doanh thu thwong mai dién tir ban 1¢ (B2C) tai
Viét Nam. Két qua tir phan tich dir li¢u ciing 1a co s¢ gitip cac doanh nghiép hoach dinh ké hoach
kinh doanh tryc tuyén mot cach ¢ hiéu qua va cé chién luoc.

Thir hai, dé dat duoc mot vi thé manh m& vé nhan thic thuong hi¢u trong tam tri cua nguoi
tiéu dung va gia ting ty 1& chuyén doi trong méi trudng dé xuét truc tuyén, doanh nghiép can ting
cuong chat luong cac yéu td thuong hiéu thudc vé minh. Piéu ndy din dén yéu cau cai thién chat
luong va da dang tir ndi dung dén hinh thuc tiép thi ctia doanh nghiép trén moi nén tang kinh doanh
tryc tuyén. Boi khi thong diép tiép thi hap dan, sy twong tac ctia nguoi dung véi thuong higu s&
tang 1én, tao diéu kién cho nén tang ghi nhan va dé xuat thuong hiéu ctia doanh nghiép trong cac
1an nguoi dung st dung nén tang tiép theo.

Thir ba, viéc mg dung cong ngh¢ Al Marketing khong chi nén gidi han trén cac san thuong
mai dién tir 16n ma can dugc mé rong Gmg dung vao website ban hang thudc vé doanh nghiép. Cu
thé, cac doanh nghi¢p can dau tu nguén von vao viéc trién khai cac cong nghé tién tién nhu hé
théng dé xuét, chatbot, tro 1y 40 hay céac tinh ning Al twong tr, nhdm nang cao trai nghiém cia
ngudi dung. Pong thoi, doanh nghiép ciing can cai tién lién tuc dé cung cap cho ngudi dung céac
cau tra 101 chinh xdac, kip thoi va ty nhién hon, tao ra 4n tugng tich cuc va tha vi trong qua trinh
tuong tac vdi website.

Tuy nhién, nghién ctru tdn tai mot s6 han ché can xem xét. Thir nhdt, nghién ctru méi chi tap
trung vao vai trd cung cap trai nghiém sau sic cua cong nghé Al Marketing ma chua dé cap dén
cac vai tro khac ctia cong nghé nay nhu cung cap trai nghiém tuong tac hay cung cap trai nghiém
chinh xac. Thir hai, nghién ctru st dung phuong phap thu thap mau thuan tién nén co thé khong
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phan anh duoc chinh x4c tong thé mau khao sat muyc tiéu. Thir ba, nghién ctru khong khai quéat hoa
duoc cho thé hé va dia ban rong 16n hon ma ddi twong khao sat chi gdm gidi tré 18 - 24 tudi tai
Thanh phé H6 Chi Minh.
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