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Tém tit

Vi su thay ddi trong hanh vi tiéu dung sau COVID - 19, viéc st dung mang xa hdi nhu mot cong
cu tiép thi tré nén phé bién hon d6i v&i cac nhan hang tai Viét Nam, ddc biét 1a nganh hang tiéu
ding nhanh (FMCG). Nghién ctru danh gia tac dong ctia truyén thong tiép thi trén mang xa hoi
dén gia tri thwong hiéu cua cac nhan hang FMCG trong giai doan hau COVID-19. Nhom tac gia
tién hanh thuc hién nghién ctru dinh tinh bing cac cudc phong van nhém voi chuyén gia, va
nghién ctru dinh luong théng qua khao sat nhom ngudi tiéu dung cac san phdm cta cac nhin hang
FMCG c6 stir dung cac mang xa hoi tai Viét Nam (Facebook, Instagram, Tiktok, Youtube), thu
thap duogc 264 cau tra 10i. Phan tich dinh luong bfmg mo hinh PLS - SEM chi ra hoat dong
Marketing trén mang xa hoi tac dong tich cuc dén gia tri thuong hiéu thong qua trai nghiém
thuong hi¢u véi vai tro trung gian cua trai nghiém thuong hi€u va cam nhan ddc ddo lam manh
mdi quan hé gitra truyén thong mang xa hdi va trai nghiém thuong hiéu. Nghién ciru ciing dua ra
mot sb dé xuat gitp cac doanh nghiép FMCG nhiam nang cao hiéu qua cua hoat dong truyén
thong tiép thi mang xa hoi.

Tir khoa: tmyén thong tiép thi mang xa hoi, gia tri thuong hi€u, trdi nghiém thuong hiéu, cam
nhan doc dao

THE IMPACT OF SOCIAL MEDIA MARKETING ACTIVITIES ON FMCG
BUSINESS BRAND EQUITY IN VIETNAM DURING
THE POST-COVID 19 PERIOD

Abstract

With the rapid development of social media platforms and changes in consumer behavior due to
the COVID-19 pandemic, utilizing social media as a marketing tool is becoming increasingly
popular among brands in Vietnam, particularly in the fast-moving consumer goods (FMCG)
sector. This study evaluates the impact of social media marketing activities on the brand equity
of FMCG brands in the post-COVID-19 period. The authors conducted qualitative research
through group interviews with experts and quantitative research through a survey of FMCG
consumer groups using social media in Vietnam (Facebook, Instagram, Tiktok, Youtube),
collecting 264 responses. The results of the quantitative analysis, using the PLS-SEM model,
indicate that social media marketing activities positively influence brand equity through brand
experience, with brand experience acting as a mediating variable, simultaneously enhancing the
perceived uniqueness, thus strengthening the relationship between social media marketing
activities and brand experience. The research also proposes managerial implications for FMCG
companies to enhance the effectiveness of social media marketing activities for brands.

Keywords: social media marketing activities, brand equity, brand experience, perceived
unigueness.
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1. Giéi thiéu

Pai dich COVID-19 d3 khién cho qué trinh chuyén ddi sb dién ra véi téc do nhanh chong,
dan dén viéc cac nén kinh té trén thé gidi dang trai qua su thay ddi manh mé dbi véi hoat dong
kinh doanh, nguoi tiéu dung, dau tu, thuong mai va cac hoat dong cua chinh phu (Schiliro, 2021).
Tai Viét Nam hi¢n c6 72,7 triéu nguodi st dung cac nén tang mang xa hoi, chiém 73,3% téng dan
s6 (Digital Viét Nam, 2024), diéu nay thé hién mang x3 hoi da tré thanh cong cu quan trong cho
viéc xdy dung thuong hiéu va tiép can khach hang (Holmstrom, 2010). D6i vé6i linh vuc FMCG,
su canh tranh gay gét yéu cau nhin hang phai c6 mbi quan hé sau sic v6i khach hang (Apéria va
Back, 2004), diéu nay thé hién viéc st dung cac hoat dong tiép thi trén mang xa hoi nham tiép
can dén khach hang 13 v6 cing quan trong. Vi vy, nhom tac gia lva chon nghién ctru dé tai “Tac
dong cua hoat dong marketing trén mang xa hoi dén gia tri thuong hi€u cua cac doanh nghié¢p
thudc nganh hang tiéu dung nhanh (FMCG) tai Viét Nam giai doan hau COVID-19”.

V& gia tri thuong hiéu, day 1a chu dé duoc nhiéu nghién ctru lwa chon phan tich, tuy nhién
cac cong trinh & cac linh vuc khac nhau déu st dung mé hinh céc thanh phan gié tri khac nhau.
Thong qua viéc phan tich cac nghién ciru, nhom da quyét dinh str dung mo hinh ma cac nghién
ctru trude day da sir dung dé xay dung gia tri thuong hiéu 1a mé hinh cta Aaker (1991) va Keller
(1993) boi su toan di€n, tinh phé bién vé mat trich dan trong cac nghién ctru han lam va ca mbi
quan hé chit ché giita cac thanh phan cua gia tri thwong hiéu (Vukasovi¢, 2015; Trinh Biru Nam
va cong su, 2023).

Vé chil d¢ ciia nhém, nhiéu nghién ctru da tién hanh xem xét anh hudng cia cac hoat dong
truyén thong tiép thi t6i gia tri thuong hiéu va cac thanh phan ctia nd. Nhu bai nghién ctru Godey
va cong su (2016), Tran va Lé (2018), Sehar va cong sy (2019) hay bai ciia Seo va Park (2018)
nghién ctru trén cac linh vuc khac nhau déu cho thiy cac hoat dong truyén thong tiép thi trén
mang xi hoi déu c6 tac dong truc tiép/gian tiép va tich cuc t6i gia tri thuong hi¢u. Tuy nhién,
nghién ctru Ebrahim (2019) v6i ngudi ding mang xa hoi & Ai Cap lai chi ra rang cac hoat dong
marketing MXH khong c¢6 anh hudng truc tiép va tich cuc d6i véi Gia tri thuong hiéu, trong khi
n6 van c6 anh hudng cing chiéu téi Long trung thanh thuong hiéu.

Céc nghién ctru cling chi ra tic dong turong ddi rd nét ctia nhan khau hoc 1én mire d6 tic dong
giita hai bién. Mot trong nhitng bai nghién ciru n6i bat vé chu dé nay 1a Elaydi (2018) da chi ra
rang nhoém ngudi tré dé dang tin tuong nhau va danh gia ciia ho hon, phu nir ciing ¢6 xu hudng
dé gin b6 voi mot thuong higu cu thé hon va trd nén trung thanh véi thuong hidu d6. Bai nghién
ctru ctia Nguyén (2020) thyc hién khao sat véi ddi tugng sinh vién di khang dinh rang nhom
nguoi tré nay dé tiép thu ndi dung marketing tir nguoi tiéu dung khac hon 1a doanh nghiép.

Mot trong nhiing véan dé sau hon duoc cac nha nghién ctru khai thac 1a sy phan hoi nguoc lai
ctia ngudi dung t6i thwong hiéu. Ching han nhu mdi lién hé tich cuc gitra hinh anh thuwong hiéu
va thai d6 ctiia nguoi dung da dugc chirng minh trong cac nghién ctru ciia Chao va Liao (2016),
Dulek va SayDan (2019). Hay trong nghién ctru ctiia Febriyantoro (2020), cac doanh nghiép cling
duoc khuyén nghi nén can trong voi su kho chiu cia nguoi st dung mang xa hoi ddi voi quang
c4o ctia mot thwong hiéu méi, va khang dinh su phan hdi tich cyc ciia ngudi tidu ding véi nhiing
thuong hi¢u quen thugc.
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Nhin chung, nhiéu nghién ctru da két luan dugc mdi quan h¢ tich cuc gitta cac hoat dong
truyén thong MXH dén gia tri thwong hiéu ciia cac nhin hang. Tuy nhién, dé tai nay van ton tai
cac khoang tréng. Dau tién, cac nghién ctru chi dang tdp trung vao mot mang xa hoi nhét dinh,
chua c6 nghién ctru vé danén tang mang xa hoi dé ¢6 cai nhin téng quan, toan di¢n vé hoat dong
truyén thong tiép thi trén MXH da nén tang. Tiép theo, cac nghién ciru hién tai van chua tip trung
vao su thay doi trong viéc tiép nhan, nhan dién thuong hi€u cua nguoi ti€u dung sau dai dich
Covid 19. Cubi cing, nhém nhan thiy luong bai nghién ctru vé mbi quan hé giita truyén théng
mang xa hdi va gia tri thuong hi¢u trong nganh hang FMCG con han ché, dic biét chua co nghién
clru nao vé nganh hang nay duoc thyc hién tai Viét Nam.

2. Co s6 Iy thuyét
2.1. Co 56 Iy thuyét vé truyén thong tiép thi mang xa héi

Theo Chi (2011), truyén thong tiép thi mang xa hdi duoc dinh nghia 14 “Truyén thong thuong
hiu dat trong bdi canh mang ludi mang xa hoi truc tuyén. N6 dugc dac trung boi nhiing nd luc
ctia thuong hiéu nham ting sy twong tac voi xa hoi, tuong tac voi ngudi dung dé tir d6 co thé
giao tiép v4i khach hang va cac khia canh ctia n6". Trong nghién ctru ciia Kim va Ko (2012) da
phén loai cac hoat dong tiép thi trén mang xa hoi ddi véi cac thuong hiéu xa xi thanh giai tri,
tuong tac, xu hudng, tuy bién, va truyén miéng. Cac nhan tb thudc hoat dong tiép thi trén mang
xa hoi nay lai c6 sy khac biét trong bai nghién ciru ctia Tan va Dang (2017) khi chi bao gom tai
trg, quang cao, khuyén mai va quan hé cong chiing. i véi bai nghién ctru cia nhom, nhom tac
gia s& xem xét cac khia canh ctia hoat dong truyén thong tiép thi mang xa hoi, cu thé trén cac nén
tang Facebook, Instagram, Tik Tok, Youtube dya trén tinh giai tri, tinh tuong tac, tinh xu hudéng,
quang cdo, truyén miéng va ndi dung sang tao boi nguoi tiéu dung. Trong d6, yéu t6 sau cling
dugc nhom tac gia bo sung nham kiém ching tac dong ciia truyén thong mang xa hoi dén gia tri
thuong hi€u cua cac nhan hang tiéu dung nhanh (FMCG) tai Vi¢t Nam sau tic dong cua dich
Covid-19 dén hanh vi ctia ngudi tiéu dung.

2.2. Co 56 Iy thuyét vé Gid tri thwong hiéu

Theo Aaker (1991), gia tri thuong hi€u 1a mdt tap hop cac tai san thuong hi¢u va trach nhiém
phap 1y gan lién v6i mot thuong hiéu, tén va biéu tuong cia nd, lam ting hodc giam gia tri ma
san pham hodc dich vu cung cip cho mét cong ty va/hoic cho khach hang ciia cong ty d6. Theo
nghién curu ciia Aaker (1991), gié tri thuwong hi¢u dugc c4u thanh bai nam yéu t, d6 1a do nhan
dién thuong hiéu, chét luong cam nhén, lién két thuong hi€u, long trung thanh thuong hi¢u va
céc tai san so hitu thuong hidu khac. Déi voi bai nghién clru cia nhém, nhém tap trung do luong
Gia tri thuong hi€u dya trén anh hudng cta 4 thanh phén do6 1a: d nhan dién thuong hiéu, lién
tuong thuong hiéu, chit luong cam nhan va 10ng trung thanh thuong hiéu.

2.3. Co 56 Iy thuyét vé Trdi nghiém thwong hiéu

Ortmeyer va Huber (1991) coi trai nghiém thwong hiéu 1 hanh vi mua hang d6i véi mot thuong
hiéu cu thé va do luong né thong qua sd luong mua hang trude day cua thuong hiéu d6. Trong
bai nghién curu cuia Kim va Sullivan (1998) trai nghiém thuong hi€u lai dugc coi 1a trdi nghiém
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c6 dugce tur viée st dung cac san phém hodc dich vu ciia mdt thuong hiéu cu thé. Pbi vé6i bai
nghién ciru ctia nhom, trai nghiém thwong hiéu s& xem xét va dé cap t6i khia canh trai nghiém tir
phia khach hang, bao gdm: trai nghiém cam gic, trai nghiém tinh cam, trai nghiém tri tué va trai
nghi¢ém hanh vi.

2.4. Co 56 Iy thuyét vé Cam nhén djc ddo

Cam nhan doc dao la yéu td ddc biét cia mot nhan hang ma khién n6 khac biét so véi cac
nhan hang khac. Cu thé, d6 1a diém khac biét rd rang cua cac nhin hang va phan anh mirc d6 ma
mot thuong hiéu c6 thé ndi bat cling nhu d& dang duoc nhan biét va ghi nhé so véi cac thuong
hi€u canh tranh khac trén thi truong (Keller, 2008; Netemeyer va cong su, 2004). Trai nghiém
thuong hiéu tich cyc s€ kich thich giac quan ctia nguoi tiéu dung va thu hut sy chu y cua ho thong
qua cam xac, suy nghi va trang thai cam giac, tir d6 gitp cing c¢b cac lién két va ky e cu thé vé
thuong hi¢u (Keller, 1993).

2.5. Nganh hang sin xudt tiéu ding nhanh (FMCG) tai Viét Nam

Nganh hang san xuét tiéu dung nhanh, hay con goi 1a FMCG, 1a nganh ma ¢ d6 hang hoa
duoc phan phéi trén dién rong & muc gia canh tranh (Cushman va Wakefield, 2019). Cac mét
hang thudng duge mua va tiéu dung thudng xuyén bao gdm 4 nganh chinh: Thyc pham tiéu ding
nhanh, cham soc suc khoe, cham soc cd nhan va chdm s6c nha cura (Mckinsey, 2013). bdi véi
nganh hang tiéu dung nhanh, theo dir li¢u tir Nielsen, tiéu thu FMCG tai Vi¢t Nam da trd lai binh
thudng khi ty 1¢ ting truong FMCG dat mirc dang ké 14 9,6% so véi thoi diém trudc dai dich
COVID-19 nim 2019. Tuy nhién, trong thoi diém lam phat ngdy cang gia ting, chi tiéu theo gia
hién hanh binh quin dau nguoi mot thang cua ca nudc nam 2022 chi dat 2,7 triéu dong, giam
3,3% so v6i nam 2020 (Tong cuc Thong ké, 2023). Do d6, co thé thay rang cac thuong hiéu, cong
ty ngay cang c6 su canh tranh khdc liét hon dé chiém dugc niém tin tir nguoi tiéu ding. Vi vay,
viéc nang cao gia tri thwong hiéu cua cac nhan hang tiéu dung nhanh tai Viét Nam lai cang quan
trong hon bao gio hét nham nang cao dugc niém tin ctia ngudi tiéu dung ddi véi cac san pham
cua thuong hi¢u.

2.6. M6 hinh S-O-R

M6 hinh S-O-R gbm 3 yéu t6 1a Stimulus (kich thich), Organism (chi thé), Response (phan
ho6i). Xuat phat tir nghién ciru ciia Russell va Mehrabian (1974), nghién ciru da chi ra cac kich
thich dugc tao ra thong qua cic yéu td tir moi truong 4o sé tac dong dén nhan thirc ciia khach
hang va tao nén cac cam xuc nhét dinh. Cu thé, cac hoat dong tiép thi trén mang xa hoi 1a tac
nhan kich thich tir moi truong bén ngoai s& anh huong dén cac trang thai nhan thirc va cam xuc
bén trong ctia con ngudi (trai nghiém thuong hi€u). Tur nhiing trang thai ton tai do, gia tri cua
thuong hiéu ciia doanh nghiép da tang lén vé kha nhén dién thuong hiéu, long trung thanh thuong
hiéu hay cam nhan chét luong thuong hiéu cia ngudi tiéu dung (Lin va Lo, 2016; Koay va cong
su, 2020; Hafez, 2022). Ké thira cac nghién ctru trudc d6, véi muc tiéu phat trién tiép 1y thuyét
nhom nghién ctru tién hanh kiém tra tic dong cua hoat dong marketing trén mang xa hoi dén gia
tri ctia doanh nghiép nganh hang tiéu dung nhanh tai Viét Nam giai doan hau Covid - 19 va lay
Iy thuyét mo hinh S-O-R 1am mé hinh ban 1& nghién ctru
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3. Phuwong phap nghién ctru
3.1. Gid thuyét nghién civu:
3.1.1. Truyén théng Mang xd héi va gid tri thiwong hiéu

Trong nghién ctru ciia Hafez (2022), mbi quan hé tac dong cua cac hoat dong truyén thong
tiép thi trén mang xa hoi dén gia trj thuong hiéu dugc khang dinh 1a ¢6 mbi quan hé tich cuc.
Tuong tu Nobar va cong su (2020) ciing da khing dinh rang cac hoat dong truyén thong tiép thi
trén mang x4 hoi c6 mdi twong quan thuén voi gia tri thuong hiéu. Vi vy, gia thuyét sau duoc
dat ra:

HI: Céc hoat dong truyén théng tiép thi trén mang xa hdi tac dong tich cue dén gid tri thwong
hiéu
3.3.2. Truyén théng mang xd héi va trdi nghiém thirong hiéu

Trong nhitng bai nghién ctru di trudc, Beig va Khan (2018) cho thdy hoat dong tiép thi trén
mang xa hoi tic dong déng ké dén trai nghiém thuong hiéu. Tuwong tu nhu vdy, Khan va cong su
(2022) dd ching minh rang trai nghiém thwong hiéu truc tuyén bat ngudn tir cac hoat dong tiép
thi truyén thong xa hoi hiéu qua. Vi vay, gia thuyét sau dugc dua ra:

H2: Cdc hoat dong truyén thong tié’p thi trén mang xa hoi tac dong tich cuc dén trai nghiém
thuong hiéu

3.3.3. Trai nghiém thwong hiéu va gia tri thwong hiéu

Nghién ctru cia Chang va Chieng (2006) da chi ra rang trai nghiém thuong hiéu anh hudng
dén hinh anh va lién tuéng thwong higu va cai thién mdi quan hé thuong hiéu - ngudi tiéu dung
vitng chic. Hafez (2022) ciing da cho thay rang trai nghiém thuong hiéu anh huéng dang ké dén
chét luong cadm nhan, nhan thuce vé thuong hi¢u va lién két thuong hiéu, long trung thanh thuong
hiéu. Bén canh do, Altaf va cong su (2017) cling khéng dinh trai nghiém thuong hi¢u tdc dong
tich cyrc dén hinh anh thuong hiéu va nhén thirc vé thuong hi¢u. Khong nhiing thé, Koay va cong
su (2020) ciing cho rang trai nghiém thuong hiéu la cau ndi giita cac hoat dong truyén thong tiép
thi trén mang xa hoi va gia tri thuong hi¢u. Tuong ty, Zollo va cdng sy (2020) da tim théy anh
huong truc tiép va gian tiép cua cac hoat dong truyén thong tiép thi trén mang xa hoi dén gid tri
thuong hiéu théng qua trai nghiém thuong hiéu. Vi vay, cac gia thuyét sau duoc dé xuét:

H3: Trai nghiém thuwong hiéu tdac dong tich cuc dén gia tri thwong hiéu

H4: Cdc hoat dong truyén thong tiép thi trén mang xd hoi tac déng tich cuc dén gia tri thwong
hiéu thong qua trai nghiém thuong hiéu
3.3.4. Cam nhdn déc déo diéu tiét méi quan hé giita truyén théng mang xa héi va trdi nghiém
thuong hiéu

Khi khach hang coi mét thuong hi¢u 1a khac biét, n6 co nhiéu kha nang duoc ghi nh¢ va
nhan biét hon so v&i d6i thu, 1am ting kha ning dua ra nhitng danh gia c¢6 loi vé thuong hiéu d6
(Berger va Heath, 2008; Keller va Swaminathan, 2020; Tian va cdng su, 2001). Ngoai ra, nhirng
khach hang duoc thong tin vé thuong hiéu thong qua mang xa hoi s& danh gia tinh doc dao cua
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san pham hoic dich vy, diéu nay cudi cing anh huong dén trai nghiém thuong hiéu trén thi truong
truc tuyén (Chen va Qasim, 2021; Dwivedi, Nayeem va Murshed, 2018; Olsen va cong su, 2021).
Tir nhitng bang chimg va lap luan trén, nhom nghién ciru dé xuit:

H5: Cam nhdn déc ddo 6 vai tro diéu tiét trong moi quan hé tich cuc giita hoat dong marketing
trén mang xa hoi dén trdi nghiém thwong hiéu.

3.2. Mé hinh nghién ciru dé xudt

Xuét phat tir mo hinh S-O-R va cac gia thiét nghién ctru, nhom nghién cru dé xuat mo hinh
nghién ctru danh gia tac dong cuia hoat dong marketing trén mang xa hoi dén gia tri thuong hiéu
cua cac doanh nghi€p nganh hang tiéu dung nhanh (FMCG) giai doan hau Covid 19 nhu sau

Hoat dong truyén thong
tiép thi mang x4 hoi

H1

Cam nhan doc

dao

Hinh 1. M6 hinh nghién ctru

Gia tri thuong hiéu

H2 H3

Trai nghiém thuong hig¢u

H4

Ngudn: Nhém nghién ciru tu dé xuat

3.3. Xdy dung thang do

Thang do ctia mé hinh nghién cru dugc nhom nghién ctru tién hanh tong hop tir cac bai
nghién ciru di trudc va dugce tong hop tai bang 1 nhu sau

Bang 1. Thang do nhan t6 Cac hoat dong marketing dién ra trén mang xa hoi

s BIENDC S .
NHAN TO L APQC KY HIEU THANG PO NGUON
EF1 Tai khoan MXH cua thuong hiéu giy an
tuong
. Noi dung duogc truyén tai béi Tai khoan  Seg va Park
Giai tri EF2 , A ..
MXH cua thuong hi¢u thu vi (2018)
EF3 Nhiing chia sé cua thuong hiéu trén Tai

khoan MXH thu vi
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Cac hoat  Su tuong tac
dong
marketing
dién ra
trén mang

IF1

IF2

IF3

Thong tin trén tai khoan MXH cua thuong
hiéu c6 thé chia sé rong ri trong cong
dong

Co6 thé thao luan va trao d6i y kién trén tai
khoan MXH cua thuong hi¢u

C6 thé bay t6 y kién mot cach d& dang trén
trang MXH cua thuong hi¢u

Seo va Park
(2018)

xa hoi

Xu huong

TF1

TF2

TF3

Thong tin dugc chia sé trén trang MXH
cua thuong hi¢u la nhitng thong tin méi
nhit

Noi dung trén MXH cua thuong hiéu luén
dugc cap nhat

MXH cua thuong hiéu nay dang la xu
hudng

Kim va Ko
(2011);

Bruno va cong
su (2016)

Quang cao

AF1

AF2

AF3

T6i thich nhitng quang cdo ma thuong hi¢u
nay da dang trén MXH

Quang cdo dugc dang trén MXH cua
thuong hi¢u thu vi

Quang cdo trén MXH cua thuong hi¢u anh
huong tich cuc dén su cha y cia t6i danh
cho thuong hiéu

Kim va Ko
(2011)

Truyén
miéng

WF1

WF2

WF3

T6i mudn truyén tai thong tin vé thuong
hiéu, san pham hozc dich vu trén MXH cua
thuong hi€u téi ban be cua to1

To61 muodn chia sé ndi dung tr MXH cua
thuong hi¢u lén trang c& nhan cuia to1

T61 mudn chia sé y kién cia minh veé
thuong hi¢u, san pham hoac dich vu trén
MXH cua thuong hiéu dén ban be cua toi

Kim va Ko
(2011);

Bruno va cong
su (2016)
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T61 hai long véi ndi dung do nguodi dung

UF1 sang tao trén cac trang MXH vé thuong
hi¢u Magi (2003);
Noi dung Tsi <A
dugce truyén Noi dung do ngudi ding sang tao trén cac ' 1 0° Va cong
tai boi ngudi UF2 trang MXH vé thuong higu dap img mong Y (2004);
ding doi cua toi Bruhn va cong
su (2012)
Noi dung do nguoi ding sang tao vé
UF3 A X ,
thuong hi¢u rat thu hut
Nguon: Nhom nghién ciru tong hop
Bang 2. Thang do nhén t6 Gi4 tri thuong hi¢u
r i  BIENDC A .
NHAN TO IIJV APOC KY HIEU THANG PO NGUON
T6i ¢6 thé hinh dung duoc thuong hiéu
BW1 , £
nay nhu thé nao
) T6i ¢ thé nhan ra thuong hiéu nay giita Yoo va cong
0 nhéan dié BW2 N ' ’
B0 nhan dién cac thuong hi¢u canh tranh khéc su (2001);
h . L
.At uqﬂng £ ) . . ) Villarejo va
hi¢u/Lién keét BW3 Toi ¢6 thé nhan thic vé thwong hiéu nay sanchez
thuong hi¢u ” | , (2005)
BW4 Mot vai dac diém cua thuong hi¢u xuat
hién trong dau t6i ngay 1ap tirc
PV1 Hau hét cic san pham ciia thuong hiéu co
chat lugng tot
Chat lugng P2 Kha ning thuéng hiéu nay co thé tin cay Yoo va cong
Gia tri cam nhan dugc 1a rat cao su (2000)
thwong
hiéu PV3 San pham cua thuong hiéu xtmg dang voi
gia ca
Long BO1 T6i nhan thdy ban than trung thanh véi

thuong hi¢u
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trung thanh Thuong hiéu nay 14 lya chon hang dau cua Yoo va
o BO2 N
thuong hiéu toi Donthu
(2001)
BO3 T6i s& khong mua bt ctr san phdm khac
ngoai thuong hi€u nay tai ctra hang
Nguon: Nhom nghién ciru tong hop
Bang 3. Thang do nhan té Trai nghiém
~wn BIENDOC _ . .
NHAN TO LAP ’ KY HIEU THANG PO NGUON
SE1 Thuong hi€u nay tao an tuong dén thi
giac va cac giac quan khéc cua toi
Gide quan SE? T}lqug hiéu nay hép dan cac giac quan
cua to1
SE3 T6i cam thiy thuong hiéu nay tha vi vé
madt cam quan
EM1 T6i ¢6 cam tinh ddi v6i thuong hiéu nay
EM2 Thuong hi€u nay la thuong hi€u giau cam
Tinh cam xuc Brakus va
cong su
EM3 T‘hl{ong I}iéu nay dem lai cho t61 cam xtc (2009)
va tinh cam
BH1 Thuong hiéu ndy mang dén nhiing trai
nghiém vé co thé
Trai nghi¢m Hanh vi BHD Tbi tham gia vao cac hoat dong thé chat
va hanh vi khi sir dung thuong hi¢u nay
BH3 Thuong hiéu nay dinh hudéng hanh dong
Ly tri IN1 Thuong hi€u nay kich thich sy to mo va

giup toi gidi quyet van dé ciia minh
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IN2 Tbi thuong suy nghi nhiéu khi bét gip
thuong hi¢u nay
Thuong hiéu nay khién t6i suy nghi vé

IN3 .
nhirng gi minh muon

Nguon: Nhom nghién ciru tong hop

Bang 4. Thang do nhan té Trai nghiém

NHANTO  KY HIEU THANG PO NGUON
T6i cam thiy thuong hiéu nay thuc sy ndi bat so véi
PU1 . o n ,
cac thuong hi¢u khac
. A N A s ar e n Dwivedi va
Cam nhén PU2 T61 nght thuong hi€éu X khac biét vdi cac thuong hi¢u cong su
oc da khac o
doc dao (2018)
PU3 Thuong hiéu X cung cip cac san pham rat khac biét so

v6i thuong hiéu khac

Nguon: Nhom nghién ctru téng hop
3.4. Phwong phap thu thdp dii liéu

Dit liéu duogc st dung trong bai nghién ctru bao gom dir liéu so cap va dir liéu tht cap. Trong
d6 dit liéu so cap dugce nhom tac gia thu thap bang form khao sat tir thang 03/2024 - thang 04/2024
thong qua viéc lan truyén form khao sat trén cac nén tang mang xa hoi. Dir lidu thir cp duoc
nhom tac gia thu thap tir cac tai liéu nghién ctru di trudce trong nude va nude ngoai, tir co quan
thong ké ctia nha nudc cling nhur tir cac bai bao, sach, tap chi trong khoang thoi gian tir thang
12/2024 - thang 04/2024. Dbi tugng nghién ctru 1a cac hoat dong marketing trén mang xa hoi co
anh huong dén gia tri thuong hiéu cta cac doanh nghiép nganh hang tiéu dung nhanh (FMCG)
tai Viét Nam.

3.5. Phwong phap phén tich dii li¢u

Nghién ctru stir dung phuwong phap PLS-SEM dé kiém tra méi quan hé tuyén tinh giita cac
hoat dong marketing trén mang xa hi va gia tri thuong hi¢u cua cac doanh nghi¢p nganh hang
FMCG, dong thoi ciing kiém tra mdi quan hé trung gian va phan tich vai tro diéu tiét cia moi
quan hé nay. Nghién ctru danh gia mé hinh do ludng bac thap (cip 1) dya trén cac tiéu chi d tin
cay nhét quan ndi tai, do gia tri hoi tu, d gia tri phan biét va van dé da cong tuyén cho céc bién
SMMA, BEX, BEQ. Tiép theo, danh gia mo6 hinh bac cao dya trén do tim da cong tuyén, su phu
hop ctia mo hinh qua hé s6 R-square. Cudi cing, nhom s& xem xét anh huong khi chua cé bién
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trung gian ciing nhu vai tro trung gian rdi kiém dinh vai tro diéu tiét va dua ra giai phap ciing nhu
ham y chinh sach cho nha quan tri.

4. Két qua nghién ciru
4.1. Théng ké dic diém nhén khdu hoc

Dtr liéu nghién ctru duogc thuc hién voi té)ng s6 271 lugt phan hoi tir cac trang mang xa hoi
nhu Facebook, Tiktok, Instagram, Youtube va c6 264 cau tra 161 hop 1€. Két qua nhan khau hoc
sau ddy cho thiy bo dit liéu du dé dai dién tong thé dé tién hanh nghién ctru.

Bang 5. Két qua phan tich nhan khau hoc

N = 264 Tén s6 Ty 1é
Gid6i tinh Nam 63 24%
Nir 201 76%
Nhém tudi 18-23 225 85.2%
24-30 21 8%
31-35 2 0.8%
36-40 4 1.5%
41-45 3 1.1%
Trén 45 9 3.4%
Trinh d6 hoc van Cao dang/ dai hoc 244 92.4%
Sau dai hoc 6 2.3%
Trung hoc pho thong 13 4.9%
Khéc 1 0.4%
Thu nhap <2 triéu 91 34.4%
2-5 triéu 96 36.4%
5-10 tri¢u 49 18.6%
10-15 triéu 18 6.8%
> 15 tri¢u 10 3.8%
Nghé nghiép Hoc sinh/ sinh vién 226 85.6%
Kinh doanh/ chu kinh doanh 3 1.1%
Nhan vién van phong 15 5.7%
Khéc 20 7.6%
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Hoan toan khong déng y

Hanh vi tiéu diing thay <101g dong ¥
doi sau dai dich Covid Trung lap
a Pong y

Hoan toan dong y

15
17
67
88
77

5.7%
6.4%
25.4%
33.3%
29.2%

Nguon: Nhom nghién ciru tong hop

Két qua thu thap nhan khau hoc trong tong s6 264 céu tra 10 thi c6 dén khoang 33.3% luot
ddng ¥ va 29.2% lugt hoan toan dong y hanh vi tiéu dung cua ho da bi thay dbi sau dai dich. Pay
ciing 12 bdi canh co s¢ dé thyuc hién dé tai vé “Tac dong ciia hoat dong marketing trén mang xa
hoi dén gia tri thuong hiéu cua cic doanh nghiép thudc nganh hang tiéu ding nhanh (FMCG) tai

Viét Nam giai doan hau Covid - 19”.
4.2. Két qud nghién ciru
4.2.1. Két qua danh gid mé hinh bdc thap

Theo nghién ctru Hair va cong su (2017), d€ danh giad dugc mo hinh cau tric va danh gia moi
quan hé gitta cac nhan t6 trong mo hinh cau tric bac cao can kiém chung thang do ctia mo hinh

béc thap.
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Béng 6. Hé s6 tai ngoai (Outer loading)

AF BH BO

BW

EF EM IF IN

PV

SE

TF

UF

WEF

AF1
AF2
AF3
BH1
BH2
BH3
BO1
BO2
BO3
BW1
BW2
BW3
BW4
EF1
EF2
EF3
EM1
EM2
EM3
IF1

0.844
0.882
0.834
0.840
0.879
0.849
0.876
0.901
0.625

0.837
0.868
0.845
0.778

0.874
0.892
0.880
0.690
0.874
0.878
0.820
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IF2 0.834

IF3 0.766

IN1 0.867

IN2 0.876

IN3 0.909

PV1 0.874

PV2 0.900

PV3 0.826

SE1 0.833

SE2 0.889

SE3 0.852

TF1 0.793

TF2 0.852

TF3 0.776

UF1 0.857

UF2 0.873

UF3 0.873

WF1 0.886
WF2 0.863
WF3 0.859

Nguon: Nhom nghién ciru tong hop
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Két qua tir bang 2 cho thiy cac gia tri hé sd tai ngoai déu > 0.5 va khong thang do nao bi loai
bo khoi mo6 hinh nghién ctru, dam bdo dugc mirc do tin cdy cua thang do (Ha va Bui, 2019; Vinzi
va cong su, 2010).

Bang 7. Cronbach’s Alpha, d6 tin cdy tong hop va phuong sai trung binh trich (AVE)

Cronbach's Alpha Pj tin ciy tong hop AVE
AF 0.813 0.889 0.728
EF 0.857 0.913 0.777
TF 0.734 0.849 0.652
UF 0.836 0.901 0.753
WF 0.839 0.903 0.756
IF 0.732 0.849 0.652
BH 0.818 0.892 0.733
EM 0.749 0.858 0.670
IN 0.860 0.915 0.782
SE 0.821 0.894 0.737
PV 0.834 0.901 0.752
BO 0.739 0.849 0.657
BW 0.852 0.900 0.694

Nguon: Nhom nghién ciru tong hop

Bén canh d6, hé s6 Cronbach’s alpha va do tin cdy tong hop cta cac nhan t6 déu >0.7, dam
bdo do tin cdy cua thang do (Hair va cong su, 2016). Ngoai ra, gia tri phuong sai trich (AVE) cua
cac nhan td déu >0.5 diéu nay cting dam bao dugc cac nhan t6 1a hoi tu (Henseler va cong su,
2009; Hair va cong su, 2016).

Bing 8. Gi4 tri HTMT

AF BH BO BW EF EM IF IN PV SE TF UF WF
AF
BH 0.530
BO 0548 0.752
BW 0527 0.190 0.472
EF 0.794 0.550 0.517 0.405
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EM 0731 0.601 0.760 0.626 0.678

IF 0.734 0.498 0.508 0.378 0.784 0.547

IN 0.451 0.843 0.722 0.103 0.521 0.548 0.5

PV 0.496 0.285 0.574 0.827 0.352 0.668 0.34 0.175

SE 0.674 0.665 0.835 0.519 0.628 0.877 0.568 0.62 0.616

TF 0.767 0.475 0584 047 0.724 0569 0.731 0.565 0.477 0.652

UF 0.825 0.556 0.563 0.421 0.784 0.621 0.709 0.592 0.463 0.659 0.738

WF 0.724 0.736 0.715 0.197 0.713 0.529 0.714 0.751 0.228 0.618 0.750 0.827

Nguon: Nhom nghién ctru téng hop

Dénh gia tri HTMT theo diéu kién ctia Henseler va cong su (2015), cac gia tri da sé < 0.85
dam bao diéu kién phan biét, mac du gia tri HTMT gitta SE va EM > 0.85 nhung < 0.9 day 1a gia
tri c6 thé chap nhan duoc (Henseler va cong su, 2015).

4.2.2. Két qua danh gid mé hinh bdc cao
Bang 9. H¢ s6 VIF md hinh céu tao

VIF
AF 2.437
BH 2.231
BO 1.528
BW 2.139
EF 2.714
EM 2.015
IF 2.022
IN 2.130
PV 2.379
SE 2.269
TF 2.056
UF 2.819
WF 2.437

Nguon: Nhém nghién ctru téng hop
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Két qua vé gia tri VIF tir bang 5 cho thdy cc nhén td do ludng ctua mé hinh bac cao khong
c6 mirc d6 da cong tuyén véi cac gia tri déu < 3 (Hair va cong su, 2019). Do d6 sir dung cac thang
do cho m6 hinh nghién ctru ¢6 thé khong da cong tuyén.

Bang 10. Cronbach’s alpha, d6 tin cdy tong hop, AVE

Cronbach's Alpha D) tin cy tong hop (AVE)
BEQ 0.776 0.864 0.679
BEX 0.839 0.891 0.672
PU 0.859 0.914 0.781
SMMA 0.903 0.926 0.675

Nguon: Nhom nghién ctru téng hop

Vé gia tri Cronbach’s alpha va d¢ tin cdy téng hop déu > 0.7 théa man véi diéu kién dua ra
trude do cua Hair va cong su (2016). Cac nhan tb cling hoi tu voi gid tri AVE déu> 0.5, dam bao
diéu kién hoi tu (Henseler va cong su, 2009).

Vé mirc d6 pht hop ctia m6 hinh cau tric, cac gia tri R-squared 1a 0.443 va 0.626 day 1a cac
mirc d6 pht hop trung binh va manh tir bang 8 (Hair va cong su, 2014), do d6 md hinh ciu triic
ma nhom nghién ctru thuc hién du doan t6t boi moé hinh duong dan PLS (Ha va Bui, 2019).

Bang 11. Hé s6 R?

RZ

BEQ 0.443
BEX 0.626

Nguon: Nhom nghién ciru tong hop
4.2.3. Két quda mé hinh cdu triic

Két qua bang 9, cho thdy ciia SMMA (cac hoat dong tiép thi truyén thong trén mang x3 hoi)
tac dong duong dén gia tri thuong hiéu (BEQ) vdi gia tri p1=0.165>0.000,p —value =0.022<0.05,

gia thiét H1 duoc chip nhan va dam bao duoc do nhat quan cic nghién ctru di trude (Koay va cong
su, 2020; Hafez, 2022).

Bén canh d6, hoat dong tiép thi va truyén thong trén mang xa hdi cling tdc dong duong dén
trai nghiém thuwong hiéu két qua nay dong nhat voi nghién ctru ciua Hafez (2022), Koay va cong
su (2020). Vi gia tri p-value = 0.000 < 0.05, gia thiét H2 duoc chip nhan.
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Bang 12. Két qua tac dong truc tiép

H1 SMMA - BEQ 0.165 0.072 2299  0.022 Unghé

H2 SMMA - BEX 0.524 0.059 8.859  0.000 Ung hé

H3 BEX -»BEQ 0.537 0.071 7572  0.000 Unghé
PU-BEX 0.363 0.056 6.504  0.000

Ngudn: Nhém nghién ctru tong hop

Méi quan hé giita trai nghiém thuong hiéu dén gid tri thuong hiéu ciing da dugc tim thdy voi
két qua tac dong tich cuc va p-value = 0.000 < 0.05. do do gia thiét H3 duge chép nhén, nhét quan
v6i nghién ctru cia Koay va cong su (2020), Hafez (2022).

Bang 13. Két qua nghién ctru tac dong gian tiép va vai tro didu tiét

H¢ s6 Loai
Gia . . hdiquy Poléch  Thong trung  Két
thiét Moi quan h¢ chuén chuén ké T P-value gian ludn
hda
Trung
Ha  OMMASBEX= 5081 003 7812 0000 9 g
BEQ mot
phan
*
H5 Z'\é';\("A PU =~ 5106 0074 2651  0.008 Ung hé

Nguon: Nhom nghién ctru téng hop

M&i quan hé trung gian cta trai nghiém thuong hiéu két qua bang 10. Pay 1a quan hé tac dong
trung gian mot phan va gia thuyét H4 dugc chip nhan dong nhét nghién ctru thuc nghiém trude do
(Koay va cdng su, 2020; Hafez, 2022).
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Hinh 2. Cam nhan dong d4o 1am manh mbi quan hé giira hoat dong tiép thi truyén thong mang
xa hoi va trai nghi€ém thuong hi¢u.

Nguon: Nhom nghién ctru téng hop

Vai tro trung gian ciia cam nhan doc déo trong mbi quan h¢ tadc dong cua hoat dong tiép thi
truyén thong mang xa hoi bang 10, két qua nay véi gia thiét H5 duoc chip nhan va hoan toan dang
v6i cac két qua nghién ciru trude d6 (Hafez, 2022).

4.3. Pé xuit:
Tir két qua nghién ciru, nhom téc gia dua ra mot sd dé xuat danh cho cac doanh nghiép FMCG:

Thit nhdt, nang cao cac hoat dong tiép thi truyén thong trén mang xa hoi trén cic nén tang
Facebook, Instagram, Youtube va TikTok qua cic quang c4o, tinh giai tri, sy twong tac, tinh truyén
miéng, tinh xu huéng va ndi dung dugc truyén tai boi nguoi ding. Can phai cht y dén noi dung,
tinh sang tao xu huéng méi la dé kich thich su chu ¥ ciia nguoi tiéu ding dac biét véi vide phat
trién cong nghé ) (Le va Le, 2017; Lé va Trén, 2018).

Thir hai, nang cao gia tri thwong hiéu ctia minh dén tir nguoi tiéu ding théng qua hoat dong
tiép thi truyén thong mang xa hoi trén cac nén tang Facebook, Instagram, Youtube va TikTok can
phai gia tang viéc sang tao ndi dung sang tao, dac bi¢t can phai quan tam dén tinh doc dao dé gia
tang murc do canh tranh gitta cac doanh nghi€p (Mir va Rehman, 2013; Kim va Johnson, 2015).
Giai phap cho cac van dé nay co thé xuét phat tir viéc gia ting v6n dau tu ciia doanh nghiép cho
cac hoat dong nghién ctru thi truong, dao tao ngudn nhan lyc dé quan 1y, sang tao ndi dung, xay
dung cong dong lanh manh bang cac hoi nhom, nén ting mang xa hoi tién ich riéng dé gia ting
tuong tac gitra nguoi ti€u dung va doanh nghiép (Li va cong sy, 2023).
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5. Két luan:

Két qua nghién ctru cho thiy hoat dong truyén théng mang xa hoi tac dong tich cuc dén trai
nghiém thuong hi¢u, trai nghiém thuong hi¢u tac dong tich cuc dén gia tri thuong hi€u va hoat
dong truyén thong mang xa hoi tac dong tich cuc dén gid tri thuong hiéu. Kham pha nay da gop
phan 1am ra tang 1y thuyét d6i voi cac 1y thuyét vé mang xa hoi (Koay va cong su, 2020; Hafez,
2022). B6i v6i mit hang tiéu dung nhanh FMCG cho thay hoat dong truyén thong trén mang xa
hoi véi tinh xu hudng, tinh twong tac, tinh giai tri, quang céo, kha ning truyén miéng va ndi dung
sang tao boi ngudi dung dén tir phia cac doanh nghiép di 1am gia ting gid tri thuong hiéu. Két qua
nay cling nhat quan voi cac két qua trudc d6 Masa'deh va cong su (2021), Seo va Park (2018), Lim
va cong su (2020).

Bén canh do, cac hoat dong tiép thi truyén thong mang xa hdi tir cAc nhan hang co thé lam
kich thich nhitng phan trng bén trong cua ngudi tiéu dung thong qua nhitng cam xuc tich cuc, gay
ra nhirng suy nghi tich cuc, hinh thanh tinh cadm ctua ngudi tiéu dung véi nhan hang va tir d6 gay
ra nhitng hang vi phan khich bén trong ho, thoi thic ho tim hiéu vé nhin hang va lam ra tang gia
tri thwong hiéu ctia ngudi tiéu ding d6i v4i nhan hang (Russell va Mehrabian, 1974; Hafez, 2022).
Ngoai ra, cdm nhan ddc ddo ciing c6 vai tro diéu tiét trong mbi quan h¢ gitra hoat dong tiép thi
tmyén thong dén trai nghiém thuong hi¢u (Koay va cong su, 2020; Hafez, 2022).

Do sy han ché vé thoi gian va ngudn luc, nghién ciru mai chi nghién ciru vé tac dong caa
cac hoat dong marketing trén mang xi hoi dbi v6i gia tri thuong hiéu cua nganh hang FMCG
n6i chung, chua néi dén cac thuong hiéu. Vi vay, day 1a khoang trong cho céc bai nghién ciru
tiép theo.
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