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Nghién ciru ndy nham phan tich tac dong cta cac yéu td thudc vé ngudi anh huong va
chit lugng thong tin ndi dung dén y dinh mua hang ciia thé hé Z trén TikTok Shop,
thong qua vai tro trung gian ciia muc do tham gia ciia nguoi tieu dung. Dir li¢u duoc thu
thap tir 242 ngudi tiéu dung thé hé Z tai Viét Nam va phén tich bang phuong phap
PLS-SEM. Két qua cho thdy tinh sang tao, chat luong noi tai va do tin ciy ctia nguoi
anh huong c6 tac dong tich cuc dén mirc do tham gia, trong khi ning luc chuyén mén,
tinh twong ddng va chat lugng ngit canh khong c6 ¥ nghia thong ké. Pong thoi, mic do
tham gia c6 anh huong manh mé& dén ¥ dinh mua hang. Nghién ctru gép phan lam 13 co
ché tac dong ciia marketing ngudi anh hudéng trong bdi canh thwong mai xa hoi, dong
thoi d& xuat mot s6 ham ¥ quan tri nham néng cao hiéu qua chién luoc tiép thi trén
TikTok Shop.

Twr khoa: nguoi anh hudng, y dinh mua hang, TikTok Shop, thé hé Z

THE IMPACT OF INFLUENCER-RELATED FACTORS AND THE QUALITY
OF INFLUENCER-GENERATED CONTENT ON TIKTOK SHOP ON
GENERATION Z’S PURCHASE INTENTION

Abstract

This study aims to examine the impact of influencer-related factors and information
quality on generation Z’s purchase intention on TikTok Shop, with consumer
engagement serving as a mediating variable. Data were collected from 242 generation Z
consumers in Vietnam and analyzed using the PLS-SEM method. The results indicate
that creativity, intrinsic quality, and influencer trustworthiness have positive effects on
consumer engagement, whereas expertise, similarity, and contextual quality show no
statistically significant impact. Additionally, consumer engagement is found to have a
strong influence on purchase intention. This study contributes to a better understanding
of the underlying mechanisms of influencer marketing in the context of social commerce
and proposes several managerial implications to enhance the effectiveness of marketing
strategies on TikTok Shop.

Keywords: influencers, intention to purchase, Tiktok Shop, generation Z

1. Mé dau
1.1. Tinh cép thiét ciia dé tai

Su phat trién manh mé cta nén kinh té sb va thuong mai dién tr tai Viét Nam, vdi quy
md dat 25 ty USD va toc do tang truong trén 25% (VECOM, 2024), da thic day sy bung nd

ctia thuong mai xa hoi, dic biét trén cic nén tang tich hop giita giai tri va mua sam nhu
TikTok Shop. Véi kha niang tiép can t6i 67.72 triéu nguoi ding, twong dwong 86.3% tong sd
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nguoi st dung Internet tai Viét Nam (We are Social & Meltwater, 2024), TikTok khong chi 1a
nén tang gii tri ma con trd thanh mot kénh tiép thi va ban hang day tiém ning.

Trong bdi canh do, tiép thi théng qua ngudi anh hudng ndi 1én nhu mot céng cu quan
trong khi nguoi tiéu dung ngdy cang c6 xu hudng tin tudng vao cac dé xuat tir ngudi anh
huéng hon 1 thong diép tir thuong hiéu (Rathod va cong su, 2021). Pic biét, dbi tuong
ngudi ding cht dao ctia TikTok 14 thé hé Z, nhom khach hang cé xu huéng mua sam dya trén
dé xuét cia ngudi anh hudng va chiu tac dong manh mé tir ndi dung trén nén tang sb (Kantar,
2020). Su két hop giira ndi dung giai tri, twong tic cao va chirc ning mua sdm truc tiép cia
TikTok Shop d3 tao ra mot moi trudng doc dao, noi cac yéu td thudc vé ngudi anh hudng va
chat luong ndi dung c6 thé dong thoi tac dong dén hanh vi tiéu dung.

Tuy nhién, cac nghién ctru hién nay chii yéu tap trung vao cac nén tang truyén thong
nhu Instagram hay YouTube, trong khi TikTok Shop, voi dic trung két hop giira giai tri va
thwong mai, van chua duoc khai thac day du trong bdi canh nghién ctru hoc thuat. Bén canh
d6, phan 16n cac nghién ciru trude day thudng tiép can riéng 16 ting yéu t6, chang han nhu
dic diém cua nguoi anh hudng hodc chit lwong thong tin cua ndi dung, ma chwa xem xét
ddng thoi va 1am 16 co ché tac dong tong hop cua cac yéu t6 nay dén hanh vi nguoi tiéu dung.

Do d6, viéc xay dung mdt mé hinh nghién ctru tich hop nhim xem xét tac dong dong
thoi cta cac yéu té thudc vé ngudi anh hudng va chat luong thong tin ciia ndi dung do ho tao
ra dén ¥ dinh mua hang ctia thé hé Z trén TikTok Shop 1a hét stc can thiét.

1.2. Muc tiéu nghién ciru

Nghién ctru dugc thyc hién nham dat duoc cic muc tiéu cu thé sau:

Thir nhét, xac dinh cac yéu té thudc vé ngudi anh hudng va cac yéu td thudc vé chat
luong thong tin ciia ndi dung do ngudi anh hudng tao ra ¢ tic dong dén y dinh mua hang cua

thé hé Z trén nén tang TikTok Shop.

Thir hai, danh gia tac dong ctia mic do tham gia dén ¥ dinh mua hang cua thé hé Z
trén TikTok Shop.

Thir ba, dé xuat mot s6 ham y quéan tri nham gitip cac doanh nghiép xay dung chién
lwgc marketing ngudi anh huong hiéu qua hon trén TikTok Shop, dic biét hudng dén nhom
khéach hang tré thude thé hé Z tai Viét Nam.

1.3. Cau hoi nghién ciru
Dé tai duoc thuc hién dé tra 10i cau hoi nghién ctru sau:
Céc yéu t6 thudc vé ngudi anh hudng co tac dong nhu thé nao dén murc d6 tham gia

ctia thé hé Z trén nén tang TikTok Shop?
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Céc yéu td thudc vé chit lugng thong tin ctia ndi dung do ngudi anh hudng tao ra co
tac dong nhur thé nao dén mirc d6 tham gia ctia thé hé Z trén nén tang TikTok Shop?

Mirc d6 tham gia ctia nguoi tidu ding c¢6 tic dong nhu thé nao dén ¥ dinh mua hang
ctia thé hé Z trén nén tang TikTok Shop?

1.4. Phwong phdp nghién ciru

Nhém tac gia str dung phuong phap nghién ctru dinh lwong nham dat dugc muc dich
nghién ciru va tra 16i cac cau hoi nghién ctru. Dir liéu duoc thu thip thong qua diéu tra truc
tuyén bang bang hoi Google Forms dbi voi nguoi tiéu dung thudc thé hé Z tai Viét Nam c6 sir
dung TikTok Shop va theo ddi ngudi anh hudng. Phuong phap chon mau thuan tién duoc ap
dung, thu vé 257 phiéu khao sat, sau khi sang loc thu dugc 242 phiéu hop 1¢€.

Dir liéu dugce phan tich bang phan mém SmartPLS theo phuong phap mé hinh cu
trac binh phwong téi thiéu ting phan (PLS-SEM). Quy trinh phén tich bao gdm: (1) danh gia
md hinh do ludong thdng qua kiém tra do tin cay téng hop, gid tri hdi tu va gia tri phan biét;
(2) danh gid mo hinh ciu trac dé kiém dinh cac gia thuyét nghién ctru. Két qua phan tich
dugc so sanh véi cac nghién ctru trude day dé rat ra két luan.

2. Tong quan nghién ciru va co sé 1y thuyét
2.1. Tong quan nghién ciru
2.1.1. Nghién cieu vé marketing ngueoi anh hieong

Marketing ngudi anh hudng da thu hit sy quan tdm 16n cta gidi hoc thudt trong thap
ky qua. Cac nghién ciru ¢ thé dugc phan thanh ba hudng chinh: (1) nghién ctru vé dic diém
ctia ngudi anh hudng voi tu cach 1a ngudn thong tin; (2) nghién ciru vé ndi dung do ngudi
anh huong tao ra; va (3) nghién ctru vé co ché trung gian giai thich hiéu qua ctia marketing
nguoi anh hudng.

Duya trén 1y thuyét vé do tin cdy cua ngudn (Hovland & Weiss, 1951), nhiéu nghién
clru tAp trung vao ba thudc tinh ¢t 16i: ning luc chuyén mén, do tin ciy va strc hap dan. Cac
bf?mg ching thyc nghiém cho théy nhting thugc tinh ndy 4nh hudng tich cuc dén thai do, niém
tin va ¥ dinh mua hang cta ngudi tiéu dung. Mohamed & Gadiman (2024) chi ra rang ning
luc chuyén mon, sy hép dan va d6 tin cay ctua nguodi anh hudng cé tac dong tich cuc dén v
dinh mua hang ctia ngudi tiéu dung trén YouTube. Twong tu, trong boi canh Instagram, Lé va
cong su (2023) cho thiy cac dic diém nhu su tin tudng, strc hit va chuyén mon cia ngudi
anh huong anh huong dén thai do va y dinh mua thong qua thai do ciia nguoi tiéu dung d6i
v6i ngudi anh hudng. Bén canh dé, Belanche va cong su (2021) ciing phat hién rang do tin
cdy cua nguoi anh huong khong chi thuc ddy ¥ dinh mua ma con 1am gia ting y dinh bat
chudce, gioi thi¢u va tiép tuc theo doi nguoi anh hudng. Bén canh do, mot sb nghién cru mé
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rong khai niém bang cach bd sung tinh twong dong gitra ngudi anh hudng va ngudi theo ddi
nhu mét yéu td tac dong dén sy dong nhat hoa va gin két (Munnukka va cong su, 2016).

Hudng tiép can thir hai dya trén 1y thuyét chat lugng thong tin (Huang va cong su,
1999) va cac mod hinh gidi thich qué trinh xu 1y thong tin cua nguoi tiéu dung. Trong do, Mo
hinh Kha nang suy ludn (Elaboration Likelihood Model - ELM) cua Petty & Cacioppo (1986)
cho rang khi chét luong thong tin cao, ngudi nhan c6 xu hudng xir 1y thong tin theo con
duong trung tAm, tir d6 hinh thanh thai d6 bén viing hon. Ké thira ELM, Sussman & Siegal
(2003) phat trién M6 hinh Chép nhén thong tin (Information Adoption Model - IAM), nhan
manh vai tro cia cht luong thong tin trong vi¢c hinh thanh tinh hiru ich cam nhan, tir dé thic
ddy qué trinh chip nhéan thong tin. Cac nghién ctru thuc nghiém trong marketing ngudi anh
hudng da xac nhén vai tro cta chét luong thong tin (tinh cap nhat, tinh hitu ich, chét lugng
lap luan) dén y dinh mua hang va hanh vi truyén miéng (Agbemabiese va cong su, 2024;
Filieri & McLeay, 2014).

Hai hudng tiép can trén tap trung vao cac yéu t6 kich thich tir nguoi anh huong va noi
dung, nhung chua giai thich day du co ché chuyén hoa nhiing kich thich nay thanh phan tmg
hanh vi. Dé 1ap ddy khoang trong d6, mé hinh Kich thich - Chu thé - Phan hoi (Stimulus -
Organism - Response, SOR) cua Mehrabian & Russell (1974) duoc xem la mot khung ly
thuyét tong thé hitu ich. Theo mé hinh nay, cac kich thich tir méi truong bén ngoai bao gdm
dic diém cua nguoi anh hudong va chét lugng ndi dung, tdc dong dén trang thai nhan thue va
cam xuc bén trong ctia nguoi tidu ding, tir d6 dan dén cac phan g hanh vi nhu y dinh mua
hang. M6 hinh SOR di dugc ng dung rong rii trong cac nghién ctru vé thuong mai dién tir
(Shen & Khalifa, 2012) va truyén thong xa hoi (Djafarova & Bowes, 2021).

Trén co s& d6, mot sé nghién ctru gan diy da bat dau lam rd cac co ché trung gian
trong md hinh nay, ching han nhu thai d6 dbi véi ngudi anh hudng (Belanche va cong su,
2021; Lé va cong su, 2023), muc do tham gia hodc su ge"ln b6 voi nén tang (Afiafia &
Barbosa, 2023). Nhitng phat hién nay cho thdy hiéu qua ctua marketing nguoi anh hudng
khong chi dén tir tic dong truc tiép ciia cac kich thich ma con thong qua cac trang thai tam ly
trung gian. Tuy nhién, viéc sir dung mirc d6 tham gia nhur mot bién trung gian van con roi rac
va chua duogc tich hop diy du trong cic md hinh xem xét dong thoi ca dic diém ngudi anh
huoéng va chat luong ndi dung.

Nhin chung, cic bang chimg thuc nghiém déu khang dinh tam quan trong cua ca dic
diém ngudi anh huong va chat luong ndi dung trong viée dinh hinh phan tmg cia ngudi tiéu
ding. Tuy nhién, cac nghién ctru hién tai phan 16n xem xét cac yéu td ndy mot cach riéng 1¢é,
trong khi van con thiéu cdc mo hinh tich hop dong thoi ca hai nhom yéu t6 dudi gbc nhin
SOR d¢ giai thich toan dién co ché tic dong dén hanh vi nguoi tiéu ding.

2.1.2. Khodng tréng nghién ciru
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Mic di marketing thong qua nguoi anh hudng trén nén tang TikTok Shop da va dang
phat trién manh mé, cac nghién ctru hoc thuat hién tai van con ton tai mot sb khoang tréng
quan trong.

Thir nhat, phan 16n cac nghién ctru trudc day tiép can cac yéu td anh huong dén hanh
vi nguoi tiéu dung theo hudng tach biét. Mot s6 cong trinh tap trung vao dic diém cia nguoi
anh hudéng (Wellman, 2023; Mohamed & Gadiman, 2024), trong khi cac nghién ctru khac
nhan manh vai tro cta chat lugng thong tin trong ndi dung (Agbemabiese va cong su, 2024).
Mic di md hinh SOR da chi ra sy can thiét cia viéc xem xét déng thoi cac kich thich tir moi
truong, cic nghién ctru tich hop ca hai nhom yéu té nay trong ciing mét mé hinh van con han
ché, dan dén viéc chua phan anh day dii co ché tac dong mang tinh tong hop cta ngudi anh
huong d6i véi quyét dinh ciia ngudi tiéu dung.

Thir hai, bdi canh nghién ciru hién tai chi yéu tip trung vao cic nén tang phd bién
nhu Instagram (Belanche va cong su, 2021; Wellman, 2023; Saternus va cOng su, 2024) va
YouTube (Agbemabiese va cong su, 2024; Aquino va cong sy, 2024). Trong khi do, TikTok,
dic biét 1a TikTok Shop v&i mé hinh thuong mai xa hoi tich hop giira giai tri va mua sam,
van chua duoc nghién ctru ddy du. Tai Viét Nam, nén tang ndy dang phat trién nhanh chéng,
dac biét trong nhém nguoi ti€u dung tré thude thé hé Z. Su khac biét vé thuét toan, hinh thirc
noi dung, mirc d twong tac va hanh vi mua sam trén TikTok Shop so véi cac nén tang khac
cho thay sy can thiét cta cac nghién ctru chuyén biét trong bdi canh nay.

Thir ba, nhiéu nghién ctru hién c6 chu yéu xem xét tac dong tryc tiép cia cac yéu td
dén y dinh mua hang, trong khi chua 1am 5 cac co ché trung gian. Theo mé hinh SOR, céc
kich thich can tic dong dén trang thai bén trong trudc khi din dén phan ung. Mic du muc do
tham gia cua nguoi tiéu dung dugc xem la mot trang thai tam 1y quan trong (Zaichkowsky,
1985), viéc van dung bién nay nhu mot co ché giai thich trong nghién ctru marketing nguoi
anh hudng van con rdi rac, dic biét khi xem xét déng thoi ca hai nhom kich thich tr nguoi
anh huong va ndi dung. Do d6, van thiéu nhitng bang chimg 1am rd cach thirc va qua trinh ma
céac kich thich tir ngudi anh huong chuyén hoa thanh ¥ dinh hanh vi cta nguoi tiéu ding.

Thir tu, di thé hé Z 1a nhom nguoi ding chi dao trén TikTok, cac nghién ctru vé hanh
vi cua nhom nay trong bdi canh thuong mai xa hoi tai Viét Nam van con tuong dbi it. Nhiing
dic diém riéng vé van hoéa tiéu dung, cach tiép nhan thong tin va hanh vi twong tac ctia thé hé
Z Viét Nam c6 thé dan dén cac co ché tac dong khac biét so véi cac két qua nghién ctu tai
cac thi truong khéc.

Xuét phét tir nhitng khoang tréng néu trén, nghién ctru nay dé xuit mot mo hinh tich
hop, két hop ddng thoi cac yéu té thude vé ngudi anh hudng bao gdm ning lyc chuyén mon,
d6 tin cay va tinh twong dong cing véi cac yéu té vé chat lwong thong tin ctia ndi dung bao
gém tinh sang tao, chét luong noi tai va chét luong ngit canh. Déng thoi, mic d6 tham gia
ctia nguoi tidu dung dugc xem xét nhu mot bién trung gian trong mdi quan hé voi ¥ dinh mua
hang cua thé hé Z trén nén tang TikTok Shop tai Viét Nam.
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2.2. Co 56 I thuyét
2.2.1. Marketing nguoi anh huong

Nguoi anh hudng 1a nhimng ca nhan c¢6 kha ning tic dong dén suy nghi va hanh vi ctia
nguoi khac nho vao vi thé, kién thirc, kinh nghiém hodc chuyén moén cua ho (Casal6 va cong
su, 2018). Trong mdi trudng s6, khai niém nay da phat trién thanh "ngudi c¢6 anh hudng trén
mang x hoi", nhitng c4 nhan binh thudng nhung c6 hiéu biét sau vé mot linh vuc cu thé (Lou
& Yuan, 2019), thuong xuyén tao va dang tai ndi dung, tr d6 xay dung duoc lugng nguoi
theo doi 16n va tré thanh d6i tac cho cac chién dich truyén thoéng cua thuwong hiéu
(Reinikainen va cong su, 2020; Hudders va cong su, 2021).

Marketing ngudi anh huong 1a chién lugc tiép thi st dung uy tin va kha ning tac dong
ctia nhitng nguoi dan dat du luan hodc nguoi cé dnh huong trén mang xa hoi dé thuc day
quyét dinh mua hang ctia nguoi tiéu diung (Leung va cong su, 2022; Choi va cong su, 2025).
V& ban chit, day 1a mot chién luoc truyén thong, noi nhimg ngudi cé anh hudng gitp cac
thuong hiéu thuyét phuc khach hang (Belanche va cong su, 2021). Vi sy pho bién rong rai
cia mang xd hoi, marketing nguoi anh hudng da tré thanh mot phuong phap tiép thi ndi bat
va ngay cang quan trong.

Trong nghién clru nay, marketing nguoi anh hudéng dugc van hanh thong qua hai
nhom yéu t6 cau thanh cu thé: (i) cac ddc diém cia ngudi anh huong véi tu cach 1a ngudn
thong tin, va (ii) chit lugng thong tin ctia ndi dung do ho tao ra. Cach tiép can nay cho phép
danh gia chi tiét co ché tac dong ctia timg yéu t thay vi chi xem xét & cap do chién lugc tong
the.

2.2.2. Chat lwong théng tin ciia ndi dung do nguoi anh hwéng tao ra

Chét luong thong tin 13 mirc do ngudi dung cam nhan rang ndi dung ho tiép nhan co
gia tr1 va dang tin cady (McKinney va cong su, 2002). Theo Sussman & Siegal (2003), khi
chat lugng thong tin & mirc cao, ngudi tiép nhan c6 xu hudng danh gia ndi dung 1a hitu ich, tir
d6 dé dang tiép nhan va xtr Iy thong tin, hiéu rd hon vé san pham va hinh thanh niém tin.
Niém tin nay dong vai trd quan trong trong viéc thuc day y dinh mua hang ciia nguoi tiéu
ding (Prananta va cong sy, 2025). Nhiéu nghién ctru thyc nghiém ciing x4c nhan rang chat
lwong thong tin dwgc cam nhan co anh hudng tryc tiép dén y dinh mua hang (Chen & Chang,
2018; Nunes va cong sy, 2017).

Pé 1am rd hon co ché tac dong cua chat luong thong tin, cac hoc gia cho rang day la
mot cu tric da chiéu, phan anh nhiéu khia canh khac nhau cta noi dung (Chen va cong su,
2017; Xu va cong su, 2013). Ké thira khung 1y thuyét cia Huang va cong su (1999) va diéu
chinh cho phu hop véi bdi canh TikTok Shop, nghién ctru ndy tiép can chat luong thong tin
thong qua ba thanh phén chinh. Cu thé, tinh sang tao phan anh mrc d6 méi mé va doc dao
ctia ndi dung, gbp phan thu hit sy chd ¥ cta nguodi xem trong méi trudng ndi dung ngan.
Chat luong ndi tai thé hién tinh chinh x4c, khach quan va d¢ tin cy cuia thong tin, gitip nguoi
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tiéu ding danh gia dung vé san phim. Bén canh do, chit luong ngit canh phan 4nh muc do
phu hop, day dil va cap nhat cta thong tin trong bdi canh sir dung, dic biét quan trong dbi véi
cac quyét dinh mua sim nhanh trén nén tang thuwong mai xa hoi.

2.2.3. Cdc yéu t6 thudc vé nguoi dnh hwéng

Trong 1y thuyét truyén thong thuyét phuc, d6 tin cay ctia ngudn thong tin duge xem la
mot yéu to nén tang, cho rang hiéu qua cua thong diép khong chi phu thude vao ndi dung ma
con phy thudc vao ngudn phét thong diép, hay noi cach khac 1a “ai 1a nguoi truyén tai thong
tin d6” (Berlo va cong su, 1969). Cac nghién ctru kinh dién d3 chi ra rang nhitng ngudn thong
tin duogc danh gid cao vé ning luc chuyén mén va do dang tin ciy co kha ning tao ra st
thuyét phuc manh mé hon (Hovland & Weiss, 1951; Kelman & Hovland, 1953).

Trong bbi canh mang xd hoi, nguoi anh huong duge xem nhu ngudn truyén thong
trung tdm, dong vai tro thay thé cho cac ngudn thong tin truyén thong. Ho thudng duoc cong
ddng ngudi theo ddi danh gia 1a c6 chuyén mon, dang tin ciy va mang tinh xac thuc (De
Veirman va cong su, 2017; Djafarova & Rushworth, 2017). Bén canh d6, tinh twong dong
gitra nguoi tiéu dung va nguoi anh huong, thé hién qua sy tuwong dong vé 16i sdng, gia tri
hodc phong cach ca nhan, ciing gdp phan cung cb niém tin va ting cudng hiéu qua thuyét
phuc thong qua co ché dong nhat hoa (Munnukka va cong su, 2016).

2.2.4. Mirc do tham gia cua nguoi tiéu dung

Mirc d6 tham gia clia nguoi tiéu ding duoc xem 1a mirc do lién quan va tim quan
trong ma c4 nhan cam nhan dbi voi mot san phém, dich vu hay tinh huéng cu thé, dya trén
nhu ciu, gia tri va moi quan tAm c4 nhan (Zaichkowsky, 1985). V& ban chit, day 1a mot trang
thai tam 1y cho thdy mirc d6 san pham co ¥ nghia dbi véi ban than ngudi tiéu dung (Traylor,
1981), dong thoi anh hudng dén cach ho nhan thirc thong tin va dua ra quyét dinh mua (Joshi
& Rahman, 2017).

Bén canh d6, mot sd nghién ctru tiép can mirc d6 tham gia nhu phan Gmg cta ngudi
tiéu dung trudc cac yéu td bén ngoai, chéng han nhu méi truong, diéu kién kinh té, dic diém
san phém hoac su chép nhan xa hoi (Khan va cong su, 2022). Céac nghién cuu gén day tiép
tuc mé rong khai niém nay khi nhén manh su gén két gitta muc d tham gia v4i ban sdc ca
nhan va nhu ciu ndi tai (Serravalle va cong sy, 2023), ciing nhu xem déy 1a trang thai tim 1y
phan 4nh mac do quan tdm va gin bé ctia ngudi tidu dung d6i véi san pham hodc thuong hiéu
(Ahmed va cong su, 2024).

Trong boi canh nghién ctu nay, muc do tham gia dugc xem la bién trung gian, phan
anh phan trng nhan thic va cam xac bén trong cua cé nhan trudc cac yéu to tir nguoi anh

huong va ndi dung ho tao ra, tir do tac dong dén y dinh mua hang.

2.2.5. Y dinh mua hang
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Spears & Singh (2004) dinh nghia y dinh mua hang 14 ké hoach ¢6 y thirc ctia mot ca
nhéan nhim nd lyc mua mot san phém. Theo Adelaar va cong su (2003), y dinh mua hang thé
hién ké hoach cua nguoi tiéu dung dbi v&i viée mua mot san phém hodc dich vu cu thé, déng
thoi phan dnh danh gia chii quan cua ho sau khi cin nhic tong thé vé lya chon mua.

Sy tuong dong trong cac dinh nghia nay cho thay ¥ dinh mua hang 1a mot thanh phan
quan trong trong qua trinh ra quyét dinh cta ngudi tiéu ding (Kotler & Armstrong, 2017). Cu
thé, y dinh mua thudng xuét hién trudc hanh vi mua thyc té va dong vai tro dinh hudng hanh
vi, khi hanh dong ctia c4 nhan chiu anh hudng truc tiép tir y dinh cta ho (de Magistris &
Gracia, 2008). Dong thoi, Morwitz & Schmittlein (1992) ciing chi ra rang ¥ dinh mua hang
6 thé duge st dung nhu mét chi bdo dang tin cay dé du doan hanh vi mua thuc té cua nguoi
tiéu dung.

Trong nghién ciru ndy, ¥ dinh mua hang dugc xem xét voi vai trd 1a bién phu thudc,
phan anh xu huéng va kha ning cua ngudi tiéu ding trong viéc can nhic va du dinh mua cac
san pham duoc ngudi anh hudng gidi thiéu trén TikTok Shop.

2.2.6. M6 hinh Kich thich - Chii thé - Phdn héi (S-O-R)

Mo hinh Kich thich - Chu thé - Phan hoi (Stimulus - Organism - Response, SOR) do
Mehrabian & Russell (1974) dé xuit nhdm giai thich anh hudng ctia méi trudng dén hanh vi
ca nhan, theo d6 cac yéu td tir moi truong bén ngoai dong vai tro 1a kich thich, tac dong dén
trang thai nhan thirc va cam xtc bén trong cuia chii thé, tir 46 din dén cac phan hoi vé hanh vi
hoac thai d9o.

Trong nghién ctru vé& hanh vi nguoi tidu dung trén nén tang s, mo hinh SOR dugc sir
dung rong rdi dé giai thich qué trinh chuyén hoa cac yéu té tir moi trudng truc tuyén thanh
quyét dinh mua hang (Shen & Khalifa, 2012; Djafarova & Bowes, 2021). Ap dung vao bdi
canh nghién ctru ndy, cac kich thich dugc van hanh thong qua hai nhom yéu td: (i) cac dic
diém thudc vé nguoi anh hudng bao gdm ning luc chuyén mén, do tin cdy va tinh twong
dong; (ii) chat luong thong tin cta ndi dung do ngudi dnh hudng tao ra bao gdm tinh sang
tao, chat lugng ndi tai va chét luong ngtt canh. Chu thé 1a mirc do tham gia cua nguoi tiéu
ding, trang thai nhan thirc phan anh mirc d6 quan tam, ¥ nghia va sy gan két ctia ho ddi véi
san pham hodc ndi dung dugc truyén tai (Zaichkowsky, 1985). Con phan hdi dwoc nhin nhan
la y dinh mua hang ctia ngudi tiéu dung ddi véi cac san pham duogc nguoi anh hudng gidi
thiéu trén TikTok Shop.

Nhu vay, mo hinh SOR cung cdp khung 1y thuyét tong thé dé giai thich co ché tac
dong cua cac kich thich tir ngudi anh hudéng va nodi dung dén ¥ dinh mua hang thong qua
trang thai tham gia bén trong cta nguoi ti€u dung, lam co s¢ cho viéc xay dung mo hinh va

cac gia thuyét nghién ctru.

3. M6 hinh va gia thuyét nghién ciru
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3.1. Gid thuyét nghién ciru
3.1.1. Cdc gid thuyét lién quan dén chat liwong théng tin ni dung do nguoi anh huong tao ra

Tinh sédng tao cua ndi dung thé hién & mic do mdi mé va khac biét, déng thoi van
dam bao su phi hop véi bdi canh tiép nhan. Nhitng yéu t& nay giup ndi dung ndi bat giita
nhiéu thong tin trén nén tang s6, tir d6 thu hat va duy tri sy cha y ctia ngudi tiéu ding (Ang
va cong su, 2007; Smith va cdng sy, 2007). Khi ndi dung mang tinh sang tao cao, nguoi tiéu
ding c¢6 xu hudng cam thay hing tha hon va sin sang tuong tac nhiéu hon véi ndi dung, qua
do lam gia tang muic do tham gia (Sardar va cong su, 2024). Trén TikTok Shop, noi ndi dung
duoc trinh bay dudi dang video ngén, nhip d§ nhanh va tinh gidi tri cao, tinh sang tao tr&
thanh yéu té then chdt dé ngudi anh hudng thu hit sy cha y cua thé hé Z. Khi ndi dung du
sang tao, ngudi tiéu ding s& hinh thanh trang thai tham gia cao hon, thé hién qua sy quan
tam, thich thu va san sang tuong tac.

Bén canh @0, chét lugng ndi tai cua thong tin phan anh mirc d6 chinh xac va dg tin
cdy von ¢ cua ndi dung, bao gém céc yéu t6 nhu tinh chinh xac, tinh khach quan, d tin cay
va muc d¢ dugc cong nhan (Huang va cong sy, 1999). Trong moi truong mang xa hoi, noi
ngudi tiéu dung thuong xuyén tiép xtc voi nhiéu ngudn théng tin khac nhau, ndi dung cd
chat luong ndi tai cao gitip giam bét su nghi ngd va tao cam giac tin twdng. Khi thong tin
dugc danh gia 1a dang tin ciy, nguoi tiéu ding c6 xu hudng quan tim nhiéu hon va chu dong
tuong tdc voi ndi dung, tor do lam gia ting mic do tham gia (Filieri & McLeay, 2014;
Hadrian & Ratnasari, 2025). Trong mdi trudng thuong xuyén tiép xtc v6i nhidu ngudn thong
tin khong chinh thong, chit lugng ndi tai tré thanh yéu t6 quan trong dé thé hé Z danh sy
quan tdm va tin tudng vao ndi dung.

Ngoai ra, chat luong ngir canh phan anh mirc d6 ndi dung phut hop véi nhu ciu va tinh
hudng ctia ngudi tiéu dung, bao gém céac khia canh nhu tinh lién quan, gia tri mang lai, tinh
kip thoi va mirc do day du cua thong tin (Huang va cong sy, 1999). Trong bdi canh marketing
ngudi anh huong, khi ndi dung phit hop véi mdi quan tdm va hoan canh cu thé cua ngudi
xem, ho ¢6 xu huéng danh gia ndi dung 14 hiru ich va cé ¥ nghia d6i v6i ban than. Diéu nay
thiic day nguoi tiéu dung chi y nhiéu hon va tham gia tich cuc hon vao ndi dung (Hadrian va
Ratnasari, 2025). Khi cac thuat toan dé xut noi dung dugc ca nhan hoéa cao trén Tiktok Shop,
kha ning hién thi ndi dung phu hop véi timg ca nhan ngay cang dugc nang cao, qua d6 lam
n6i bat vai tro ciia chat luong ngir canh trong viée thu hat va duy tri sy tham gia cia ngudi
dung.

Hla: Tinh sang tao cta ndi dung do nguoi anh hudng tao ra c6 tac dong tich cuc dén
muc d¢ tham gia cua nguoi tiéu dung

H1b: Chat luong nodi tai cia ndi dung do ngudi anh hudng tao ra cé tac dong tich cuc
dén muc d6 tham gia ciia ngudi tiéu dung
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Hlc: Chét luong ngit canh cta ndi dung do nguoi anh hudng tao ra co tac dong tich
cuc dén mirc d9 tham gia cta ngudi tiéu ding

3.1.2. Cdc gid thuyét lién quan dén cdc yéu té thudc vé ngwoi anh hwdng

Ning lyc chuyén mén ciia ngudi anh huéng phan anh mirc d6 hiéu biét va kha ning
cung cip thong tin chinh xac, hitu ich lién quan dén san pham hodc dich vu (McCroskey &
Teven, 1999). Trong bdi canh thuong mai dién tir, ning luc chuyén mon dugc xem 1a yéu to
quan trong giup ning cao mic do thuyét phuc va anh hudng dén y dinh mua hang cta nguoi
tiéu dung (Filieri va cong su, 2018). Khi nguoi anh hudéng dugc danh gia 1a c6 chuyén mon,
ngudi tiéu dung c6 xu hudng quan tdm hon dén ndi dung ho chia sé va sin sang twong tac
nhiéu hon véi thong tin duogc truyén tai (Trivedi, 2018). Trong bdi canh TikTok Shop, noi
nguoi anh hudng thuong dong vai tro nhu “chuyén gia” trong cac linh vuc nhu lam dep, thoi
trang hay cong ngh¢, ning lyc chuyén mén trd thanh yéu td quan trong trong viée thuc diy sur
tham gia ctia thé hé Z.

Do dang tin cay cuia nguoi anh hudng phan anh mirc do ma nguoi ti€u dung cam nhan
ngudn thong tin 13 trung thuc, dang tin va khong bi chi phdi boi cac dong co ca nhan
(McCroskey & Teven, 1999). Cac nghién ctru trude day cho thay khi ngudi anh huong duoc
xem 1a dang tin cdy, nguoi tiéu diung c6 xu hudng chap nhan cac khuyén nghi ctia ho nhiéu
hon (Moorman va cong sy, 1993), do tin rang thong tin dugc cung cdp mang tinh khach quan
va dang tin cdy (Schiffman & Wisenblit, 2014). Khi muc dd tin cay cao, nguoi tiéu dung
thuong cht ¥ nhiéu hon va tich cyc twong tac voi ndi dung, tir d6 lam gia ting mirc do tham
gia (Pan va cong sy, 2024).

Tinh twong ddng ctia nguoi anh hudng phan anh mirc d6 giéng nhau gitta nguoi anh
huong va nguoi ti€éu dung vé céac dic diém hoic gia tri nhét dinh (Rogers & Bhowmik, 1970;
Wang & Lee, 2019). Sy tuwong dong ndy c6 thé biéu hién qua cac yéu td bén ngoai nhu do
tudi, gidi tinh, noi sdng hodc cac yéu té bén trong nhu s thich, thai do va 16i séng. Khi nguoi
tiéu dung cam nhan ngudi anh hudng c6 nhidu diém tuong dong véi ban than, ho c6 xu
huéng cam thiy ndi dung trd nén gan giii va lién quan hon. Piéu nay khién ho chu y nhiéu
hon va tich cuc tham gia vao ndi dung duogc truyén tai (Tian va cong sy, 2023; Ballester va
cong su, 2025). Dbi v6i thé hé Z, nhom coi trong tinh xac thyc va su két ndi ca nhan, tinh
tuong dong véi ngudi anh hudng dong vai tro quan trong trong viée thuc day sy tham gia trén
TikTok Shop.

H2a: Niang luc chuyén mén cua ngudi anh hudng tic dong tich cuc dén muac do tham
gia ciia nguoi ti€u dung

H2b: D6 dang tin cdy cua ngudi anh huong tac dong tich cuc dén muc do tham gia
ctiia nguoi tiéu dung

H2c: Tinh tuong dong ciia nguoi anh huéng tac dong tich cuc dén mirc do tham gia
cta nguoi tiéu dung
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3.1.3. Gid thuyét lién quan dén mirc dp tham gia cia nguoi tiéu ding

Céc nghién ctru trong linh vyc hanh vi ngudi tiéu dung da chi ra méi quan hé tich cuc
gifta mic do tham gia va cac quyét dinh mua sim. Khi mac d6 tham gia d6i voi mot san
pham hoic dich vu ting 1én, nguoi tiéu ding c6 xu hudng xem ddi twong d6 13 co ¥ nghia va
lién quan mat thiét d&én ban than (Zaichkowsky, 1985), tir d6 lam gia ting khuynh huéng hinh
thanh y dinh mua.

Nhiéu bing chung thuc nghiém da cung ¢ 14p ludn nay. Laurent & Kapferer (1985)
cho thdy mirc d6 tham gia c6 anh huong dang ké dén qua trinh ra quyét dinh cua ngudi tiéu
ding. Cac nghién ciru sau d6 ciing khing dinh ring mérc d6 tham gia, v6i tu cach 1 mot trang
thai tam ly, co6 tac dong truc tiép va tich cuc dén hanh vi mua (Khan va cong su, 2022). Déng
thoi, mot s6 nghién ciru khac cling chi ra rang mirc d¢ tham gia cao gop phan lam gia ting y
dinh mua hang ctia nguoi tiéu dung (Bosnjak va cdng sy, 2007; Huang va cdng sy, 2010).

Trong bdi canh truyén thong s6 va marketing noi dung, khi ngudi tiéu dung da hinh
thanh trang thai tham gia cao, ho c6 xu hudng danh gia tich cuc hon vé san pham va sin sang
chuyén héa su quan tdm d6 thanh ¥ dinh mua hang cu thé (Chung & Muk, 2017; McClure &
Seock, 2020).

H3: Mirc d6 tham gia ctia ngudi tiéu dung c6 tac dong tich cuc dén ¥ dinh mua hang

3.2. M6 hinh nghién civu dé xudt

Duya vao cac gid thuyét da dé cap & muc 3.1, nhom nghién ctu dé xuat mé hinh
nghién ctru nhu sau:

Niéng lvc chuyén mon \
Do tin cay \

| Su twong dong }\

Cic yéu t6 thude vé ngwdi anh hwing

| Tinh sang tao ctua ndi dung |f‘
[ Chat lwong ndi tai |/

Chat hrong ngtr canh

H3 ,
Mirc d6 tham gia |_>| Y dinh mua hang

Chit lrong théng tin cia ndi dung
do ngudi anh hwong tao ra

Hinh 3.1. M hinh nghién ctru dé xuat

Nguén: Nhom téc gid
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4. Két qua nghién ciru va thao luin
4.1. Mo hinh do luwdng

Két qua kiém dinh cho théy cac thang do déu dam bao do tin cdy va gia tri hdi tu. Cy
thé, hé sb rho A va do tin cay téng hop (CR) cua cac bién déu vuot ngudng 0.7, trong khi
phuong sai trich trung binh (AVE) déu 16n hon 0.5. Bén canh do, tit ca cic bién quan sat déu
c6 hé s6 tai ngoai 16n hon 0.708, phan dnh mtrc do lién hé chat ché véi cac bién tiém an, do
d6 khong co bién quan sat nao bj loai khoi mé hinh.

Yeéu to rho A CR AVE Bién ,quan H(;“so
sat tai

Nang luc chuyén mon (IFE) 0.933 0.898 IFEI 0.827

0.746 | IFE2 0.842

IFE3 0.920

Do tin cay (IFC) 0.865 0.904 IFC1 0.889

0.758 | IFC2 0.866

IFC3 0.855

Su tuong dong (IFS) 0.870 0.909 IFS1 0.869
0.769

IFS2 0.870
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IFS3 0.892
Tinh séng tao cta ndi dung 0.750 0.854 IQN1 0.806
(IQN)
0.661 | IQN2 0.770
IQN3 0.861
Chat luong noi tai (IQI) 0.855 0.908 IQI1 0.891
0.767 | 1QI2 0.864
IQI3 0.872
Chat luong ngit canh (IQC) 0.803 0.866 IQC1 0.807
0.683 | IQC2 0.819
IQC3 0.852
Muc do tham gia cia nguoi 0.814 0.882 CI1 0.847
tiéu dung (CI)
0.714
CI2 0.820
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CI3 0.868

Y dinh mua hang (IP) 0.796 0.869 IP1 0.829
0.690 | 1P2 0.796
IP3 0.866

Béng 4.1. Két qua danh gia mo hinh do luong
Nguon: Nhém tdc gia tong hop tir SmartPLS
4.2. Mb hinh ciu triic

Két qua kiém dinh gia thuyét chdp nhan 4 gia thuyét. Bang 4.2 sau day sé& trinh bay
két qua kiém dinh cac gia thuyét.

. A i P léch | Thong ké | Gia tri .
Gid thuyét M?u Trun% binh 0 (ic ong ké | Gia tri Két qua
goc mau chuan T P
Chép
Hla|IQN — CI| 0.290 0.289 0.070 4.168 0.000 R
nhan
h,(
HE or s ar | 0.167 0.163 0.062 2682 | 0.007 | ChaP
b nhan
Hlc [IQC — CI| 0.001 0.010 0.075 0.020 0.984 | Bacbo
H2a| IFE — CI | -0.010 -0.007 0.061 0.158 0.875 | Bacbo
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Gia thuyét Mflu Trun% binh bo l(f;ch Thong ké | Gia tri Két qua
goc mau chuan T P
2 ke Scrl o.16s 0.166 0.064 2.621 0.009 | ©hap
b nhan
H2c| IFS — c1 -0.026 -0.014 0.079 0328 | 0.743 | Bécbo
h/\
m | ci—1p | 0428 0.428 0.073 5800 | 0.000 | ©hép
nhan

Bang 4.2. Két qua kiém dinh gia thuyét
Nguon: Nhém tdc gid tong hop tir SmartPLS

Két qua nghién ctru cho thay tinh sang tao ctia ndi dung (B = 0.290; p < 0.001) va chat
lwong ndi tai (B = 0.167; p < 0.01) co tac dong tich cuc dén mirc d6 tham gia ctia ngudi tiéu
duing, trong khi chit lwong ngir canh lai khong c6 tac dong cd y nghia thong ké. Phat hién nay
phu hop véi cac nghién ctru trude ddy (Ang va cong su, 2007; Filieri & McLeay, 2014), cho
thdy trong bdi canh TikTok Shop, yéu t6 ndi tai va tinh méi mé ciia noi dung dong vai tro
quan trong trong viéc thu hut sy tham gia cta thé hé Z.

Dbi v6i cac yéu td thudc vé nguoi anh hudng, chi cé do tin cay (B =0.168; p < 0.01)
1a tic dong tich cuc dén murc do tham gia, trong khi nang lyc chuyén mén va tinh tuong dong
khong co tac dong c6 y nghia. Két qua nay mot phan phi hop voi nghién ciru ciia Belanche
va cong su (2021) khi khang dinh vai trd cua do tin cdy trong viéc thuc day thai do va phan
mg hanh vi d6i v6i nguoi anh hudng. Tuy nhién, phat hién vé ning luc chuyén mén va tinh
tuong dong lai khong dong nhat véi mot sb nghién ciu trude ddy. Cu thé, trong khi
Mohamed & Gadiman (2024) va Lé va cong su (2023) tim thdy tac dong tich cuc clia ning
luc chuyén mén dén y dinh mua hang trén YouTube va Instagram, thi trong bdi canh TikTok
Shop, yéu t6 nay lai khong anh hudng dén mirc d6 tham gia. Twong tw, mic di Munnukka va
cong su (2016) chi ra tinh tuong dong o vai trd quan trong trong viéc xdy dung sy dong nhat
hoa va gin két, két qua ctia nghién ctru nay lai khong tim thiy tac dong c6 ¥ nghia. Su khac
biét nay co thé duogc 1y giai boi dic thu cta nén tang TikTok Shop véi ndi dung ngan, nhip do
nhanh va tinh giai tri cao, khién nguoi tiéu dung thude thé hé Z vu tién cam nhan vé sy chan
thue va dang tin cdy hon 1a cac yéu t6 chuyén sau hay su twong dong vé gia tri.

FTU Working Paper Series, Vol.1 No.4 (04/2026) 16



Cudi cung, murc do tham gia c6 tdc dong tich cuc va manh mé dén y dinh mua hang (
= 0.428; p < 0.001), khang dinh vai tro trung gian quan trong ctia mirc d¢ tham gia trong viéc
chuyén hoa cac kich thich tir nguoi anh hudng va ndi dung thanh phan tng hanh vi. Két qua
nay phu hop véi cac nghién ctru trude do (Khan va cong sy, 2022; Bosnjak va cong su, 2007;
Huang va cong su, 2010), cho thay khi ngudi tiéu dung hinh thanh trang thai tham gia cao, ho
c6 xu hudng chuyén héa sy quan tim thanh ¥ dinh mua hang cu thé. Diéu nay ham ¥ ring cac
nha tiép thi can tap trung vao viéc nang cao mirc do tham gia ctia nguoi tiéu dung nhu mot
diéu kién tién quyét dé thuc day ¥ dinh mua hang trén nén tang TikTok Shop.

5. Khuyén nghi

Duya trén két qua nghién ctru, doanh nghiép c6 thé can nhic mot s ham y quéan tri
nham nang cao hiéu qua trién khai chién luoc marketing ngudi anh huong trén TikTok Shop.

Thir nhét, can chii trong dau tu vao viéc phat trién noi dung vira sang tao vira giau gia
tri thong tin. Két qua nghién ciru cho thiy tinh sang tao va chat luong ndi dung dong vai trd
quan trong trong viéc thuc diy mirc d6 tham gia ctia nguoi tiéu dung. Do d6, doanh nghiép
nén phdi hop chit ché véi ngudi anh hudng trong qué trinh xay dung ndi dung, dam bao sy
mo&i la vé hinh thirc thé hién, déng thoi cung cip théng tin san pham mot cach rd rang, chinh
xéac va hitu ich. Nhimg ndi dung két hop hai hoa giira yéu t6 giai tri va gia tri thong tin thuc
tién s& co kha nang thu hit va duy tri sy quan tdm cta thé hé Z hiéu qua hon.

Thtr hai, viéc lya chon nguoi anh hudng can uu tién yéu t6 do tin cay. Két qua nghién
ctru chi ra rang trén nén tang TikTok Shop, nhén thirc vé sy dang tin cdy clia ngudi anh
hudng ¢ vai tro ndi bat hon so voi cac dic diém khac nhu chuyén mén hay su twong dong.
Vi véy, doanh nghiép can danh gia k¥ ludng uy tin ctia nguoi anh hudng thong qua lich sir
hop tac, mirc d6 minh bach trong ndi dung dénh gia va chit luong twong tac v6i ngudi theo
ddi. Viéc thiét 1ap quan hé hop tac dai han voi nhimg nguoi anh hudng cé do tin cdy cao s&
g6p phan cung cb niém tin va nang cao hiéu qua truyén thong.

Tha ba, doanh nghiép can dinh huong thiét ké chién dich theo hudng gia tang muc do
tham gia ctia nguoi tiéu ding nhu mot co ché trung gian quan trong. Thay vi chi tap trung
vao céac chi sd tiép can, cac chién dich nén khuyén khich twong tac hai chiéu thong qua cac
hinh thirc nhu thir thach, hoi dap, binh luan hodc trai nghiém san phém truc tiép. Nhiing hoat
dong nay khong chi lam ting sy gan két ma con tao diéu kién thuan loi dé chuyén héa sy
quan tam thanh y dinh mua hang.

Cudi cung, viéc tmg dung dir liéu va cong nghé phan tich can dugc ddy manh nham
t61 ru hoa chién luoc mot cach lién tuc. Trong bdi canh hanh vi nguoi tiéu dung trén TikTok
Shop thay d6i nhanh chéng theo xu hudng, doanh nghiép nén tin dung cac cong cu phén tich
va léng nghe mang xa hoi dé theo doi hiéu qua ndi dung, nhan dién kip thoi phan hoi tir thi
truong va diéu chinh chién lugc phii hop. Cach tiép cin nay gitip dam bao cac hoat dong
marketing luén bam sat nhu ciu va ky vong ctia nhém khach hang myc tiéu.
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