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Tém tit

Nghién ctru do nhom dong tac gia thyc hién kham pha tac dong cia nhan thirc vé sy dao
duc gia (Perceived Hypocrisy - PH) trong cac hoat dong CSR “Vi stic khoe cong dong” cua
Food TikToker dén cam xuc tiéu cyc (Negative Emotions - NE), sy ghét b thuwong hiéu (Brand
Hate - BH) va ¥ dinh tay chay (Boycott Intention - BI) ctia Gen Z tai Viét Nam. Dya trén khung
S-O-R két hop vé6i Expectation Confirmation Theory, Theory of Planned Behavior, Attribution
Theory va Brand Trust Theory, nghién ctru dé xuat mo hinh véi vai tro diéu tiét ctia Brand Trust
(BT). Phuong phép két hop dinh tinh (phong van, focus group) va dinh luong (khao sat 103
mau Gen Z sir dung TikTok, phan tich bang phan mém dinh lugng RStudio: Cronbach’s Alpha,
EFA, Pearson, SEM). Cac chi s6 mo hinh SEM dat nguong chép nhan (CFI, TLI, RMSEA,
SRMR). Hon nita, nghién ctru lap khoang tréng vé CSR hypocrisy trén nén tang sd, cung cap
ham ¥ quén tri cho Food TikToker va thuong hiéu: wu tién tinh nhat quan, minh bach dé duy tri
1ong tin va giam rui ro tay chay tir Gen Z.

Tir khoa: Pao duc gia CSR, Food TikToker, Gen Z, Ghét bo thuong hiéu, Y dinh téy chay,
Niém tin thwong hiéu, TikTok, S-O-R.
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THE IMPACT OF PERCEIVED HYPOCRISY IN 'PUBLIC HEALTH' CSR ON
BRAND HATE AND BOYCOTT INTENTIONS AMONG GEN Z IN VIETNAM

Abstract: This study investigates the impact of perceived hypocrisy (PH) in "public
health" Corporate Social Responsibility (CSR) campaigns by Food TikTokers on the negative
emotions (NE), brand hate (BH), and boycott intentions (BI) of Generation Z in Vietnam.
Grounded in the Stimulus-Organism-Response (S-O-R) framework, integrated with
Expectation Confirmation Theory (ECT), the Theory of Planned Behavior (TPB), Attribution
Theory, and Brand Trust Theory, the research proposes a structural model featuring Brand Trust
(BT) as a moderating variable. The study employs a mixed-methods approach, combining
qualitative insights (interviews and focus groups) with quantitative data. A survey of 103 Gen
Z TikTok users was conducted, and the data was analyzed using RStudio (incorporating
Cronbach’s Alpha, Exploratory Factor Analysis [EFA], Pearson correlation, and Structural
Equation Modeling [SEM]). All SEM model fit indices (CFI, TLI, RMSEA, SRMR) meet
acceptable thresholds. Ultimately, this research bridges the literature gap regarding CSR
hypocrisy on digital platforms, offering critical managerial implications for Food TikTokers
and affiliated brands: prioritizing consistency and transparency is essential to sustain trust and
mitigate boycott risks among Gen Z consumers.

Keywords: CSR ethics, Food Tiktoker, Gen Z, Brand hate, Boycott intent, Brand trust,
TikTok, S-O-R stimulation.

1 Giéi thiéu nghién ctru
1.1 Tinh cép thiét

Trong vai nam trd lai day, TikTok di vuot xa vai trd ctia mot ing dung giai tri dé trd thanh
mot h¢ sinh thai thwong mai - truyén thong khéng 16, dic biét chi phéi manh mé hanh vi tiéu
dung cua thé hé Gen Z - nhitng cong dan sb sinh ra va 16n 1én cung thuat toan. Tai Viét Nam,
Food TikToker ndi 1én nhu mot lyc lugng c6 anh hudng rét 16n: ho khong chi review mon an,
huéng din niu nudng ma con thuong xuyén 1ong ghép thong diép CSR “Vi stic khoe cong
dong” dé xay dung hinh anh gan giii, c¢6 trach nhiém. Tuy nhién, ding sau 16p 4o hao nhoang
ay 1a mot thyc té dang lo ngai: hién twong dao duc gia trong CSR (Perceived Hypocrisy) dang
ngay cang phd bién. Nhiéu Food TikToker quang ba san pham thiéu minh bach ngudn gbc,
khong dam bao chat luong dinh dudng, tham chi thuong mai héa manh m& dudi vo boc “vi sirc
khoe cong dong”. Khoang cach giita 16i néi va hanh dong thuc té ngay cang rd, khién nguoi
xem - dic biét 1a Gen Z bat dau nghi ngo tinh chan thyc ciia nhitng chién dich nay.

Gen Z tai Viét Nam 1a thé hé rat nhay cam védi cac van dé ¢ lién quan téi dao dirc, minh
bach va trach nhiém x3 hoi. Ho khong chi tiép nhan thong tin mot cach thu dong ma con chu
dong danh gia, tranh luan va lan téa quan diém trén mang xa hoi. Chi mgt nhan thirc ti€u cuc
vé dao dirc gia cling du khoi day cdm xuc ti€u cuc manh me, nhanh chong chuyén hoa thanh sy
ghét bo thuong hiéu (Brand Hate) va ¥ dinh tiy chay (Boycott Intention) - tir viéc unfollow,
khong mua hang dén khuyén ca cong dong tranh xa. Trong mdi truong sd, nhitng phan tng niy
¢6 st lan toa cuc manh va c6 thé gy thiét hai 1au dai cho ca TikToker 1an thuong hiéu lién
két. Mic du cac nghién ctru qudc té di bit dau chi y dén tac dong tiéu cuc cua CSR gia, hau
hét van tap trung vao doanh nghiép truyén thong va chwa di sdu vao vai tro cia ngudi anh huong
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trén nén tang video ngan. Tai Viét Nam, cac cong trinh hién c6 chu yéu xoay quanh hanh vi
mua sam tich cuc trén TikTok hodc CSR noi chung, trong khi mbi quan h¢ gitra nhan thic dao
dtrc gia — cam xac tiéu cuc — ghét bo thuong hiéu — ¥ dinh tay chay trong bdi canh Food
TikToker van chua duoc 1am rd mot cach hé théng.

Chinh vi vay, dé tai “Tdc déng ciia nhdn thirc vé sw dao dirc gia trong CSR Vi sikc khoe
cong dong’ dén si ghét bo thwong hiéu va ¥ dinh tay chay ciia Gen Z tai Viét Nam” trd nén cip
thiét hon bao gio hét. Nghién ctru do nhém tac gia thuc hién khong chi 1ap khoang trong 1y
thuyét ma con cung cép co sé thue tién quan trong giup Food TikToker, doanh nghiép va co
quan quan 1y xay dung chién luoc CSR chén thyc, minh bach, tir d6 bao vé long tin va giam
thiéu rai ro tiy chay tir thé hé tiéu dung twong lai cua dat nude.

1.2 Tong quan va khodng trong nghién ciru
1.2.1  Téng quan tinh hinh nghién citu trén thé gici

Trong nhitng nim gan day, nghién ctru qudc t& vé CSR d chuyén manh tir géc nhin tich
cuc sang phan tich phan tng tiéu cuc khi CSR bi coi 1a thiéu chan thuc (CSR hypocrisy). Cac
cong trinh chi yéu str dung Expectation Confirmation Theory (ECT) dé giai thich ring nguoi
tiéu dung hinh thanh ky vong vé CSR, va khi ky vong khong duoc dap (mg sé& din dén nhan
thirc dao duc gia (PH) (Wang, Zhang & Liu, 2020). Attribution Theory duoc dung dé lam rd
co ché quy két dong co ich ky cta doanh nghiép hodc influencer, tir d6 gia ting PH (Vlachos
et al., 2009). Nhiéu nghién ctru nhdn manh vai tro trung gian ctia cam xuc tiéu cuc (anger,
contempt) trong viéc chuyén héa nhan thirc thanh hanh vi (Romani, Grappi & Dalli, 2012;
Grappi, Romani & Bagozzi, 2013). Brand Hate dugc xem 1a thai d6 tiéu cuc cuc doan dan dén
Boycott Intention, dugc gii thich qua Theory of Planned Behavior (TPB) (Hegner, Fetscherin
& Van Delzen, 2017; Klein, Smith & John, 2004). Brand Trust dong vai tro diéu tiét, 1am giam
tac dong tiéu cuc cua PH (Chaudhuri & Holbrook, 2001). Tong thé, cac nghién ctru qudc té da
xdy dung khung 1y thuyét kha hoan chinh, nhung chii yéu tap trung vao doanh nghiép truyén
thong va moi truong truyén thong dai ching, chua khai thdc sdu vai tro ciia influencer trén nén
tang s6 nhw TikTok.

1.2.2  Téng quan tinh hinh nghién citu tai Viét Nam

Tai Viét Nam, cac nghién ctru chii yéu tip trung véo khia canh tich cuc cua thuong mai
dién tir va TikTok. Nhiéu cong trinh 1am 13 vai tro cta influencer credibility, tinh chan thyc ciia
noi dung va hanh vi mua sam livestream ddi v6i Gen Z (Truong et al., 2024; Nguyén, 2025).
Mot sb nghién ciru khac dé cap dén CSR, nhung chi dimg & viéc nang cao hinh anh thuong
hi€u, long trung thanh va y dinh mua hang. Cac phan ng tiéu cuc (nhan thuc dao dic gia, cam
xuc tiéu cuc, ghét bo thuong hiéu, y dinh tay chay) trong bdi canh Food TikToker gan nhu chua
dugc kham phé. Bac biét, linh vuc thuc phém - noi CSR “Vi strc khde cong déng” c6 tinh nhay
cam cao - van con khoang trong 16n.

1.2.3  Khodng trong nghién ciru
Tir cac phén tich trén, dé tai xac dinh ba khoang trong chinh can 1ap day:

- Chua c6 md hinh tich hgp toan dién chudi tic dong PH — NE — BH — BI trong moi
truong influencer trén nén tang so.
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- Vai tro diéu tiét cua Brand Trust chua duoc kiém ching trong bdi canh TikTok va
Food TikToker.

- Thiéu nghién ctru thyc nghiém tai Viét Nam tap trung vao nganh thuc phim va Gen Z
- nhém nhay cam nhét v&i van dé dao dtrc va minh bach.

Dé tai nay duoc thuc hién nham 1ap day nhitng khoang tréng trén, cung cap co s khoa hoc
chocaly thuyét va thuc tién tai Viét Nam.

1.3 Muc tiéu va nhiém vu nghién ciuru
1.3.1  Muc tiéu nghién ciru

Trén co so ké thira cac 1y thuyét nén tang va nhitng khoang tréng nghién ctru di xac dinh,
dé tai nham phan tich va kiém dinh mbi quan h¢ gitra nhan thurc vé su dao dire gia trong hoat
dong CSR “Vi stc khoe cong dong” (Perceived Hypocrisy - PH) v6i cac phan tng tam 1y —
hanh vi ciia Gen Z ddi v6i Food TikToker tai Viét Nam. Cu thé, nghién ctru tap trung lam ro co
ché tac dong theo chudi: tir nhan thirc (PH) dén cam xuc tiéu cuc (Negative Emotions - NE), tir
cam x\c tiéu cuc dén thai do ghét bo thuong hi¢u (Brand Hate - BH), va cudi cung la y dinh
tay chay (Boycott Intention — BI). Bén canh d6, d& tai xem xét tac dong truc tiép cua PH dén
BI, vai tro trung gian ctia NE va BH, ciing nhu vai trd diéu tiét cta 10ng tin thuong hiéu (Brand
Trust - BT) trong viéc lam suy gidm céc tdc dong ti€u cuc.

1.3.2  Nhiém vu nghién curu

Dé dat duge muc tiéu trén, dé tai thuc hién cac nhiém vu chinh sau:

Thir nhit, tong hop va hé thong héa cac co so 1y thuyét lién quan (ECT, TPB, Attribution
Theory, Brand Trust Theory va khung S-O-R) dé xay dung mé hinh nghién ctru.

Thit hai, 1am 15 cac khai niém c6t 161 va thiét 1ap hé thong gia thuyét nghién ciru vé moi
quan hé giita cac bién.

Thit ba, thiét ké nghién ctru phi hop, bao gdm xdy dung thang do, bang khao sat va phuong
phép thu thép dit li¢u danh cho ddi tuong Gen Z st dung TikTok tai Viét Nam.

Thir tw, thu thap, xir Iy va phan tich dir liéu dinh lugng thong qua EFA, CFA va md hinh
SEM d¢é kiém dinh d9 tin cdy, gia tri thang do va céac gia thuyét.

Thit nim, thao luan két qua nghién ctru, 1am rd y nghia 1y thuyét - thyc tién va dé xuat
ham ¥ quan tri cho Food TikToker cling cdc doanh nghiép trong viéc thuc hién CSR nhét quan
va minh bach.

Cudi ciing, chi ra nhitng han ché ciia nghién ctru va dinh hudng cac hudng nghién ciru tiép
theo nham mo rong khung 1y thuyét va pham vi tmg dung.

1.4 Cac dong gop/phat hién chinh cua bai

Phat hién cot 15 ctia bai nghién ciru da bac bo dinh kién cho rang ngudi tré thuong tiy chay
mot cach cam tinh va chdp nhodng. Két qua cho théy, nhén thire vé sy dao dtrc gia khong truc
tiép kich hoat hanh dong tay chay. Thay vao d6, n6 hoat dong nhu mot mam mdng lay lan qua
chudi tdm 1y tuan ty: chdm ngdi cho sy tirc gidn (Cam xWc tiéu cuc), sau d6 cd dic lai thanh ac
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cam thu dich (Su ghét bo), va cudi cung su ghét bo ndy méi chinh 1a giot nude tran ly truc tiép
dan dén hanh vi tiy chay.

Bén canh d6, dong gop hoc thuat gia tri nhat ctia dé tai nam & viée 14t db suy nghi truyén
thng vé vai tro cua long tin. Thong thudng, uy tin dwgc xem 1 tim khién bao vé TikToker khi
ho méc 16i. Tuy nhién, nghién ctru chirng minh diéu nguoc lai: 1ong tin hoat dong nhu mot ludi
dao hai ludi. Khan gid Gen Z cang dat nhiéu niém tin vao mot Food TikToker bao nhiéu, thi
khi phat hién sy gia tao, ¢t séc tAm 1y cang ning né va quyét tam tay chay cua ho cang khbc
liét biy nhiéu.

Nghién ctru duoc ky vong mang dén 101 canh béo danh thép cho hé sinh thai ndi dung sb:
viéc cac TikToker lam dung mac "vi suc khoe cong déng" dé truc loi tur quang cao ban
(healthwashing) s& mang lai rai ro ty hity diét danh tiéng. D6i véi Gen Z, sy chan thyc va minh
bach gitra 16i n6i va hanh dong khong con 13 mot chiéu tro PR cong diém, ma da tré thanh diéu
kién sinh ton bat budc ciia bt ky nhan hang hay nha sang tao ndi dung nao.

2 Téng quan nghién ciru
2.1 Cdc Iy thuyét dwoc dp dung

Nghién ctru duoc nhém tac gia théng nhét sir dung khung 1y thuyét S-O-R (Stimulus -
Organism - Response) clia Mehrabian va Russell (1974) 1am nén tang chinh. Theo khung nay,
nhan thirc vé sy dao dirc gia trong CSR (Perceived Hypocrisy - PH) déng vai tro 1a kich thich
(Stimulus), dan dén cac trang thai ndi tai ciia cd nhan la cam xuc tiéu cuc (Negative Emotions
- NE) va sy ghét bo thuong hiéu (Brand Hate - BH) dugc xem la cha thé (Organism) va cudi
cung tao ra phan tmg hanh vi 13 y dinh tay chay (Boycott Intention — BI).

Trong hé quy chiéu nay, nhan thirc vé sy dao dirc gia (Perceived Hypocrisy - PH) tir cac
chién dich trach nhiém xa hoi (CSR) déng vai tro 1a tic nhan kich thich khdi ngudn (Stimulus).
Nén tang hinh thanh nhan thirc nay duoc ciing ¢d viing chic thong qua sy giao thoa giita Thuyét
Xéc nhan Ky vong (ECT; Oliver, 1980) va Thuyét Quy két (Attribution Theory; Weiner, 1985).
Cu thé, khi cac hoat dong "vi cOng d@)ng" ctia Food TikToker trén thuc té khong dép ung dugc
tiéu chuan dao dirc da cam két, nguoi tiéu dung sé roi vao trang thai khéng xdc nhén tiéu cuc.
Theo co ché quy két, sy that vong nay thic ddy ho danh gia cac nd luc CSR chi 1a vo boc cho
dong co vu lgi hodc danh bong tén tudi, tir 46 khuéch dai manh mé su hoai nghi va nhén thuc
vé tinh gia tao.

Tac nhan kich thich (PH) sau d6 xdm nhap vao trang thai ndi tai (Organism) cua ca nhan,
nay sinh céc phan Ung trung gian bao gdbm cam xuc tiéu cuc (Negative Emotions - NE) va sur
ghét bo thuong hi¢u (Brand Hate - BH), trudc khi két tinh thanh phan tmg hanh vi (Response)
1a y dinh tay chay (Boycott Intention - BI). Tinh tat yéu ctia chudi chuyén tiép tir thai do sang
hanh vi nay dugc minh chimg thong qua Thuyét Hanh vi Ké hoach (TPB; Ajzen, 1991), khing
dinh rang sy thu ghét thuong hiéu 14 tién d& quyét dinh dé chuyén hoa ac cam thanh hanh dong
thyc tién. Nham hoan thién da chiéu mé hinh do luong, nghién ctru tich hop Thuyét Niém tin
Thuong hiéu (Brand Trust Theory; Chaudhuri & Holbrook, 2001) dé 1y giai vai trd cta dé tin
cdy (Brand Trust - BT). Bién s6 nay duoc dinh vi nhu mot co ché diéu tiét trong yéu - mot hiéu
g tam 1y c6 kha ning trc ché hodc lam suy giam cudong do pha hiy cia chudi tic dong tiéu
cuc khoi ngudn tir sy dao dirc gia trong moi trudng truyén thong so.
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2.2 Cdc gid thuyét nghién ciru va mé hinh
2.2.1  Cac khai niém co lién quan

Nhén thire dao dirc gia CSR (Perceived Hypocrisy - PH): La su bit nhat ma ngudi tiéu
dung nhan di¢n duoc gitra cac tuyén bd mang tinh trach nhiém xa hoi va hanh vi thyuc tién cta
mot ca nhan hay td chirc. Trong bdi canh tmyén thong s6, hién tuong nay boc 10 ré khi mat
Food TikToker cong khai bao vé théng diép "vi strc khoe cong ddng" nhung lai truc tiép quang
ba cho cac san phém ddc hai hodc kém chit luong nham muc dich truc loi (Wagner va cong su,
2009; Zhigang & Haoming, 2020).

Cdm xiic tiéu cuc (Negative Emotions - NE): Day 14 to hop cac phan Gmg tam Iy bét loi nhu
tlrc gidn, that vong hay khinh bi, bung phat khi c4 nhan cam thay bi ltra d6i hodc khi dbi twong
vi pham céac chuin muc dao dirc cbt 16i. Cac cam xuc nay khong chi 13 phan tng nhat thoi ma
con déng vai tro trung gian then chdt, bién nhitng nhan thirc vé sur gia tao ban dau thanh thai do
chéng dbi sau sic hon (Lazarus, 1991; Grappi va cong su, 2013).

Su ghét bo thuong hiéu/Influencer (Brand Hate - BH): Day la trang thai 4&c cdm manh liét,
c6 tinh chi dong va bén viing, vuot xa ranh gidi ctia sy phat y hay khong hai long thong thuong.
Thay vi chi ding lai ¢ viéc ngimg twong tac, ngudi tiéu dung khi dat dén trang thai ghét bo s&
hinh thanh mong muén né tranh triét dé, dong thoi nay sinh dong co mubn ddi tugng (thuong
hiéu hoac Influencer) phai chiu ton hai vé mat danh tiéng va uy tin (Zarantonello va cong su,
2016; Hegner va cong su, 2017).

Y dinh tdy chay (Boycott Intentions - BI): La két qua dau ra cta toan bd chudi phan tng
tam ly ti€u cuc, phan 4nh quyét dinh c6 chu dich cua nguoi tiéu dung nham rat lai hoan toan sy
ing ho vé ca vat chét 1an tinh than. Trén khong gian TikTok, y dinh nay duogc cu thé hoa bang
cac dong thai dut khoat nhu: hity theo ddi, chin tai khoan, tir chdi mua hang va lan truyén thong
tin tiéu cuc dé kéu goi cong déng cung co lap dbi tuong vi pham (Klein va cong su, 2004;
Mulyono & Rolando, 2025).

Dé tin cdy (Brand/Influencer Trust - BT): Dai dién cho niém tin sén c6 ctia nguoi tiéu ding
vao nang luc, chuyén mon va su thién chi cta Influencer ddi véi cong déng. bong vai tro 1a
bién diéu tiét trong mo hinh, thay vi hoat ddng nhu mot 16p giap bao vé, niém tin lai tao ra “hiéu
g phan bdi”. Cu thé, khi ngudi tidu dung dit long tin cang cao, ct soc tim 1y khi phat hién
hanh vi dao dirc gia lai cang 16n, tir &6 khuéch dai cuong do cua sy tire gian va day nhanh quyét
dinh tay chay (Chaudhuri & Holbrook, 2001; Delgado Ballester, 2003).

2.2.2  Gid thuyét nghién cieu va mé hinh nghién ciiu

Dua trén Thuyét Bat hoa nhan thic (Festinger, 1957), khi ngudi tiéu dung phat hién mau
thuan gitra thong di€p "vi stic khde" va hanh vi truc 1¢i thuc té, ho roi vao trang théi cang théng
tam 1y, tir d6 bdc phat cam xuc ti€u cyc. Wagner va cong su (2009) cling nhén manh sy gia tao
la mot vi pham niém tin c6 chu dich, kich hoat su tuc gian va khinh miét dir doi hon so véi cac
sai lam thong thuong. Do d6, gia thuyét nghién ciru duoc dé xuat:

Gid thuyét HI (+): Nhin thive dao dikc gia CSR (PH) lam gia ting Cim xiic tiéu cuc
(NE).
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Theo Thuyét Su kién Cam xtic (Weiss & Cropanzano, 1996), nhitng boc phat cam xuc nhat
thoi, néu lién tuc bi khuéch dai trén mang x4 hoi, s& dan co dic va chuyén hoa thanh mot thai
d6 thu dich bén virng. Hegner va cong su (2017) di chimg minh bang thuc nghiém rang cam
xtic tiéu cuc 1a tién dé du bao manh mé& nhét dan dén sy ghét bo. Tur do, gia thuyét nghién ctru
dugc dé xuét:

Gid thuyét H2 (+): Cam xiic tiéu cwe (NE) thiic ddy Sw ghét bé thwong hi¢u (BH).

Van dung Thuyét Hanh vi ¢6 ké hoach (Ajzen, 1991), thai do cuc doan la yéu td truc tiép
dinh hinh y dinh hanh vi. Kuster va cong su (2019) khing dinh khi nguoi tiéu ding da "ghét
bo", ho khong chi thu dong ro1 di ma nay sinh dong luc chu dong tring phat thuong
hiéu/Influencer thong qua viéc tay chay. Gia thuyét nghién ciru dugc dé xuit:

Gid thuyét H3 (+): Sw ghét bé thuwong hi¢u (BH) dén dén Y dinh tiy chay (BI).

Thuyét Ban sic dao duc (Aquino & Reed, 2002) 1ap ludn rang véi nhitng ca nhan dé cao
chuén muc dao dirc (nhu Gen Z), sy mau thuan ty né da 1a mot vi pham khong thé dung thtr.
Vlachos va cong sy (2009) chi ra rang ngudi tiéu ding c6 thé bo qua qua trinh tich lily cam xuc
dé tién thang dén quyét dinh trimg phat ngay 1ap tirc nham bao vé cac gia tri ca nhan. Tir do,
gia thuyét nghién ciru dugc dé xuat:

H4 (+): Nhén thicc dgo dive gid (PH) tdic dpng truc tiép dén Y dinh tdy chay (BI).

Dua trén khung S-O-R (Mehrabian & Russell, 1974), sy dao dtrc gia (kich thich) di vao
tam 1y s& gay nhiéu loan cam xuc, sau d6 két tinh thanh thai do ghét bo, réi méi dan téi hanh
dong tay chay. Islam va cong su (2019) khiang dinh chudi tdm 1y ndy phan anh chinh xéac tinh
giai dogn trong hanh vi cia nguoi tiéu dung hon 13 cac tac dong don 1é. Do d6, gia thuyét nghién
ctru duoc dé xuét:

Gia thuyét HS5 (H5a & H5b): Cam xuc tiéu cuc (NE) va Sw ghét bo (BH) la cdac trung
gian néi ticp (PH — NE — BH — BI).

Mé rong tir Thuyét Truyén théng Khing hoang (Coombs, 2007), niém tin lac nay dong vai
trd nhu mot chét xtic tic tiéu cyc thay vi viing dém bao vé. Bhattacharya & Sen (2003) va Cheah
cling cong sur (2023) giai thich rang, khi ky vong ban dau cang cao, cam giac bi phan bdi cang
sau sac, khién sy phan n bung phat manh liét hon va cac quyét dinh tay chay tro nén dit khoét
hon. Gia thuyét nghién ctru dugc dé xuat

Gid thuyét H6 (+): D¢ tin cdy (BT) diéu tiét thudn chiéu, lam ting tic dpng ciia PH lén
NE (Hé6a) va BH lén BI (H6b).

Dua trén c4c nén tang khai niém co 1ién quan cung vdi hé thong céc gid thuyét nghién clru,
nhom dong tac gid dé xuat mo hinh nghién curu ly thuyét nhu sau:
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MO HINH NGHIEN CUU PE XUAT (PROPOSED RESEARCH MODEL)

D tin cay (BT)
Brand/Influencer
Trust (BT)

Héa (+)

Nhin thirc dao Céam xic tiéu Su ghét bo Y dinh tiy chay

dirc gia CSR (PH) cuc (NE) thuong hiéu (BH) (BI)
Perceived CSR Negative Brand Hate Boycott
Hypocrisy (PH) Emotions (NE) (BH) Intentions (BI)

H4(+)

(*) H5a and H5b are represented by the serial mediation paths PH->NE->BH and NE->BH->BI, respectively.
3 Phuwong phap nghién ciru
3.1 Béi cinh nghién ciru

Su bung nd cua truyén thong s6, dic biét 1a TikTok, da bién nén tang nay thanh mot hé
sinh thai thwong mai quyén luc, dinh hinh sdu sdc nhan thirc va hanh vi tiéu dung cua Gen Z.
Tai Viét Nam, gioi Food TikToker dang vuon 1én tré thanh luc lugng dan dat xu hudng, chi
phdi manh mé cac quyét dinh va trai nghiém am thuc cia gidi tré. Dé gia tang uy tin va su gan
gili, nhiéu Food TikToker d4 chii dong 16ng ghép thong diép trach nhiém xa hoi (CSR) "vi stic
khéde cong d@)ng" vao ndi dung cua minh. Tuy nhién, thuc tién lai phoi bay mot hién trang dao
duc gia dang lo ngai: dudi vo boc bao vé sirc khoe, khong it ngudi sin sang quang ba thuc pham
kém chat lwong, thiéu minh bach vé ngudn gdc va mang tinh thuong mai hoa cao chi dé thu loi
nhuan.

Su bat nhét giita 10i n6i va hanh dong nay da tao ra lan séng phan nd 16n trong cong dong
Gen Z - thé hé nguoi tiéu dung dac biét nhay cdm vdi tinh minh bach va cac van dé dao duc.
Khi phat hién su lira dbi, ho khong tiép nhén thong tin thu dong ma tich cuc phan bi¢n, bung
phat cac phan mg tiéu cuc va chuyén hoa tir thai d¢ c4 nhéan thanh cac chién dich tay chay tap
thé khdc liét. BSi canh nhire nhdi nay dit ra yéu cau cap thiét phai c6 mot nghién ciru hé thong
dé giai mi co ché tam 1y va hanh vi tiy chay ctia Gen Z ddi voi Food TikToker tai Viét Nam.

3.2 Thiét ké nghién civu

Dé giai ma hanh vi cia Gen Z, nhom tac gia da lya chon phuong phap nghién ciru hdn hop
(mixed-method), lay dinh lwong 1am nong c¢dt va ding dinh tinh 1am budc dém hd tro. Cu thé,
thiét ké nay duoc chia 1am hai giai doan tuong hd 1an nhau:

Nghién civu dinh tinh (Budc dém kham phd): Trude khi tung ra bang hoi dai tra, nhom tién
hanh phong van nhom tap trung (focus group) voi dai dién cac ban Gen Z thuong xuyén xem
Food TikToker. Myc dich ciia budc nay 1a dé "ling nghe" nhitng cam nhan chan thyc nhét ciia
ho khi phat hién TikToker quang cdo "vi sttc khoe" nhung hanh dong thuc té lai truc loi. D
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li¢u tir cac cudc tro chuyén nay giup nhoém nghién ctru di€u chinh cau chit, hoan thi¢n thang do
sao cho that sy "cham" va bam sat tdm 1y cua gidi tré Viét Nam.

Nghién ciru dinh lwong (Kiém dinh qua sé liéu): Sau khi ¢6 bd cong cu chudn, nhom trién
khai khao sat truc tuyén dién rong qua Google Forms ddi voi tép nguoi dung Gen Z (sinh tir
1997-2012) ¢6 sir dung TikTok. Bang hoi sir dung thang do Likert 5 murc do dé s6 hoa cam xuc
va hanh vi cia nguoi tham gia. Toan bo dit liéu thu vé s& dugc dua qua cac thuat toan thong ké
chuyén sdu (nhu EFA, hdi quy, SEM) nham do ludng chinh xac tic dong cua su gia tao dén
mirc do ghét bo va ¥ dinh tay chay.

Viéc két hop nhuan nhuyén hai phwong phap gitip dé tai khong bi kho khan hay xa roi thuc
té. Phan dinh tinh giup hiéu rd "chat liéu tdm 1y" cua Gen Z, trong khi phan dinh luong ding
cac con s6 théng ké cung ran dé chimg minh va hé théng hoa cac gia thuyét thanh mot mé hinh
khoa hoc dang tin cay.

3.3 Phwong phap phan tich dir liéu

Dé giai ma tim 1y Gen Z, nhom tac gia bat dau bang cac budi phong van nhé nham thau
hiéu cam xtc thuc su caa ho khi phat hién Food TikToker gia tao. Dya trén do, mot cudc khao
sat tryc tuyén quy mo 16n dugc tung ra dé thu thap dir liéu danh gia thong qua thang diém
Likert. Toan bo dir liéu thu vé s& duoc 1am sach can than va dua vao phﬁn mém RStudio dé do
ludng do tin cdy bang cac cong cu chuyén sau nhu Cronbach's Alpha hay EFA. Cubi ciing, md
hinh c4u trac SEM s& thau tom toan bo chudi phan tmg tdm 1y ndy, chimg minh bang nhiing
con s thuc té vé cach su gia tao bung phat thanh hanh dong tay chay.

4  Két qua nghién ciru

4.1 Thong ké mé td nhan khiu hoc
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Bién / Phan loai ] Trung binh Do 1éch chuén
(Mean) (SD) in ax
PH (Nhan thtc dao dutc 3.780 1.100
gia) 03
- Nam 3.938 1.102
9
- Nir ( 3.664 1.132
6
- Gi6i tinh khéc 4.143 0.822
NE (Cam xtic tiéu cuc) 3.860 0.920
03
- Nam 3.931 0.926
9
- Nir [ 3.785 0.926
6
- Gidi tinh khac 4.200 0917
BH (Su ghét bo thuong 3.540 1.180
hiu) 03
- Nam 3.703 1.081
9
- Nir ( 3.406 1.138
6
- Giéi tinh khac 4.143 0.838
BI (Y dinh tay chay) 3.620 1.050
03
- Nam 3.800 0.986
9
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- Nit ( 3.470 1.075 -
6

- Giéi tinh khac 4.229 0.875 -

BT (Db tin cay) 3.820 0.940 1
03

- Nam 3.924 0.885 -
9

- Nir ( 3.755 0.961 -
6

- Giéi tinh khac 3.914 1.070 -

Bing 1: Thong ké mé td

Tong quan bo dir lidu tir 103 dap vién da phac hoa rd nét thai do gay gat cua Gen Z trudc

su gid tao cua cac Food TikToker, v4i diém trung binh céc bién déu duy tri & muc cao (trén

3.5/5). Tuy nhién, phan tng nay lai c6 su phan hoda cuc ky tha vi: nhom gidi tinh "Khac" bdc

16 su phan no va v dinh téy chay manh li¢t nhét, trong khi cac ban nit lai c6 xu hudéng dénh gia

on hoa, da chi€u va phan tdn hon. Pac biét, su co xat vdi moi truong thuc t€ duong nhu khién

ngudi dung trd nén khat khe hon; nhitg ngudi "da di lam"” thuong dua ra cac phan xét dut

khoat va co tinh dong thuan cao vé quyét dinh tay chay, trai ngugc véi nhom hoc sinh - sinh

vién von dé bung phat cam xtic nhung lai kha phan tan va thiéu dong nhét trong y dinh hanh

dong thuc té.

4.2 Cronbach’s Alpha

Construc S6 Cronbac Standardiz Khoang Murc do
t lugng item h’s Alpha ed tin cay 95% danh gia
Alpha

PH - 5 0.956 0.956 0.942 - Xuit sic
Perceived 0.969
Hypocrisy

NE - 5 0.929 0.930 0.907 - Xuat sic
Negative 0.951
Emotions
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BH - 5 0.951 0.951 0.936 - Xuét sic
Brand Hate 0.966
BI - 5 0.926 0.927 0.903 - Xuét séc
Boycott 0.950
Intentions
BT - 5 0.935 0.936 0.915 - Xuét sic
Brand/Influe 0.955
ncer Trust

Bang 2: Cronbach’s Alpha

Tat ca cac thang do trong md hinh nghién ctru déu thé hién do tin ciy rat cao voi hé sb
Cronbach’s Alpha dao dong tir 0.926 dén 0.956, déu vuot xa ngudng chap nhan 0.70. Céc gia
tri Standardized Alpha ciing rat gan v6i Cronbach’s Alpha thong thudng, cho thiy thang do co
tinh 6n dinh cao. Khoang tin cdy 95% cua tit ca cac bién déu nim ¢ mac tot, khang dinh cac

bién PH, NE, BH, BI va BT déu la nhiing cong cu do ludng dang tin ciy dé sir dung trong phan
tich tiép theo (EFA va SEM).

4.3 Phan tich yéu to kham phd (EFA)

Nhan té Céc bién hoi Heé s6 tai Eigenvalue % Phuong sai
duoc trich xuét tu chinh nhén t6 (Factor giai thich
Loadings)
PA1 (Su BI5, BH4, 0.578 - 5.736 22.9%
ghét bo & Y dinh |[BHS, BH3, BH2, 0.859
tay chay) BH1
PA4 (Cam NE2, NE3, 0.743 - 4.555 18.2%
xuc tiéu cuc - NE4, NES, NE1 0.943
NE)
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PA2 (Nhan PH3, PH2, 0.814 - 3.779 15.1%
thirc dao dtic gia | PHS, PHI1, PH4 0.884
- PH)
PA3 (Niém BT3, BT2, 0.773 - 3.716 14.9%
tin - BT) BT4, BT5, BT1 0.909
PAS (Y dinh BI2, BI3 0.850 - 1.628 6.5%
tay chay - BI) 0.861
Téng cong 77.7%
(Phuong sai tich
liy)

Bang 3: Tong hop Két qua Phan tich EFA

Két qua phan tich nhan t6 kham pha (EFA) dd khang dinh tinh chat ché va chat lugng tét
cua md hinh do luong. Cac bién quan sat déu thé hién mirc do hoi tu cao vao ding nhan td chu

dich, di kém véi tong luong phwong sai trich xuat vurgt ngudng tiéu chuan, minh ching cho
viéc thang do da phan anh toan dién sy bién thién cua dit liéu géc. Mic du van ton tai mot vai
hién tugng tai chéo cuc bg, cac cAu tric khai niém trong mo hinh van duy tri dugc gi tri phan
biét ro rét. Nhin chung, qua trinh EFA da tinh gon va xéc thyc thanh cong bd thang do, tao lap
mot co s¢ dit licu hgp 1€ va viing chic dé tién hanh kiém dinh mo hinh cAu trac tuyén tinh
(SEM) & cac budc tiép theo.

4.4 Phan tich twong quan PEARSON

PH NE BH BI BT
PH 1.00 0.47 0.79 0.71 0.40
NE 0.47 1.00 0.50 0.54 0.60
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BH 0.79 0.50 1.00 0.84 0.52
BI 0.71 0.54 0.84 1.00 0.58
BT 0.40 0.60 0.52 0.58 1.00

Béng 4: Phan tich twong quan Pearson

Két qua phan tich twong quan Pearson cho thdy tt ca cac bién s trong mé hinh déu c6 mbi
quan hé thuan chiéu va dat mire ¥ nghia théng ké cao (p < 0.001). Cu thé, mdi twong quan manh
nhat duoc ghi nhan gitta su ghét bo thuong hiéu va y dinh tay chay (r = 0.84), chi ra rang thai
dd ac cam co6 kha nang chuyén héa manh mé& thanh hanh vi thyuc té. Bén canh d6, nhan thirc dao
duc gia cling thé hién mdi lién hé tich cuc v6i ca sy ghét bo va quyét dinh tdy chay, cung cb
tinh logic ctia chudi phan tmg tam 1y theo dé xuét ctia mo hinh.

Hon nira, v6i khoang tin cdy 95% hoan toan nam trong mién gi tri duong va cac hé s6
tuong quan déu ¢ ngudng an toan, nghién ciru khong ghi nhan hién twong vi pham da cong
tuyén. Diéu nay khang dinh cic khai niém nghién ctru van dam bao duoc gia tri phan biét
(discriminant validity). Tyu trung, cac két qua trén da x4c nhan tinh hop 1€ cta dir liéu, dép ung
day di cac diéu kién tién quyét dé tién t6i kiém dinh mé hinh ciu tric tuyén tinh (SEM) & giai
doan tiép theo.

4.5 Ma tran tinh hop I¢ phan biét

PH NE BH BI BT
PH 0.902
NE 0.470 0.853
BH 0.789 0.497 0.893
BI 0.712 0.544 0.841 0.848
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BT

0.402

0.605

0.518

0.576 0.865

Bang 5: Ma tran Gia tri phan biét (Fornell-Larcker Criterion)

Ma trén tinh hop 1¢ phan biét (theo tiéu chuin Fornell-Larcker) duoc phan tich nhdm chimg
minh 5 khai niém trong mo hinh (PH, NE, BH, BI, BT) la hoan toan ddc lap va khong bi trung
lip vé mit y nghia. Két qua cho thiy toan bd cac gia tri cin bac hai phuong sai trich (AVE)

nam trén duong chéo chinh (dao déng & mirc rat cao tir 0.848 dén 0.902) déu ap dao hoan toan

moi hé sd tuong quan chéo. Tham chi, ngay ca cap bién c6 mbi lién két manh nhét 1a Su ghét

b6 va Y dinh tiy chay (trong quan 0.841) van thap hon gia trj cin bac hai AVE cua chinh

chung. Diéu nay khang dinh hé thdng thang do dat gia tri phan biét xuat sic, giup do luong rach

r0i cac khia canh tAm 1y riéng biét va dam bao dit liéu khong bi chong chéo thong tin trudc khi

tién hanh chay mé hinh céu trac SEM.

4.6 Mo hinh SEM

Duong Gia Std.all (h¢ p-value Két luan
dan thuyét s6 chudn hoa)
PH — NE HI1 (+) 0.323 0.066 Marginally
significant (gan dat 0.05)
BT — NE Hé6a 0.484 0.001 HO6 tro manh
(+)
NE — BH H2 (+) 0.340 0.071 Marginally
significant
BT — BH H6b 0.360 0.063 Marginally
(+) significant
BH — BI H3 (+) 0.828 0.000 H5b trg rit manh
PH — BI H4 (+) 0.130 0.271 Khong hd trg

Bang 6: Cac dwong din va hé so trich xuit

Két qua phan tich mé hinh cu trac (SEM) d3 khic hoa mét 16 trinh tam 1y v ciing sic nét:

Gen Z khong hé tdy chay bdc dong ngay khi phat hién sy dao dirc gia, ma ho cAn mot qua trinh

chuyén hoa tir cam xtc tiéu cyc sang thai do ghét bo, va chinh sy ghét bo nay méi 1a giot nurde
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tran ly truc tiép din dén hanh dong (voi strc anh hudng ap dao 0.828). Dic biét tha vi 13 su xuét
hién ctia hiéu tmg phan bdi niém tin - 10ng tin luc nay khéng ctru van duoc cac TikToker ma
lai nhu thém dau vao lira, khién khan gia cang tin tudng bao nhiéu thi khi v& mong lai cang
phan nd by nhiéu. Nhin chung, di mot vai chudi chuyén hoa cam xuc chi dirng & mirc ¥ nghia
bién (do tin cdy 90%), nhung v6i chit lugng do ludng xuat sic, mé hinh da phan anh hoan toan
chan thue va logic co ché tam 1y dan dén quyét dinh tay chay trén thuc té.

Effect Estimate p-value Két luan
H5a: PH — NE — 0.110 0.337 Khong c6 y nghia
BH
H5b: NE — BH — BI 0.281 0.110 Marginal

Bang 7: Indirect Effects (Mediation)

Két qua kiém dinh tac dong gian tiép da lam r6 mot phan birc tranh tam 1y ciia Gen Z khi
tiép nhén thong tin dao dac gia. Pau tién, chudi phan tng tir Nhan thirc dao dirc gia qua Cam
xuc tiéu cuc dén Sy ghét boé (H5a) da bi bac bd, cho théy viéc nhén ra sy lira ddi chua di manh
dé tu dong kich hoat mot lué)ng cam x0c 4c¢ cam siu sic mot cach tron tru. Tuy nhién, chudi ndi
tiép tir Cam xc tiéu cyc qua Sy ghét bé dén Y dinh tay chay (H5b) lai cho thdy mot xu huéng
tac dong & mic tiém can ¥ nghia (Marginal). Piéu nay ngdm phan anh rang, mot khi cam xuc
buc boi da du 16n dé két tinh thanh thai do ghét bo, nd sé tao ra lyc diy gian tiép kha rd nét dé
thoi thuc hanh dong tay chay, du qua trinh nay van can thém cac yéu 16 xiic tdc khdc dé thuc sy

bung nd.
Bién Estimate (R?) Ty 1& % giai thich
NE (Cam xtc tiéu cyc) 0.477 47.7%
BH (Ghét bo thuong 0.399 39.9%
hiéu)
BI (Y dinh tay chay) 0.776 77.6%

Bang 8: Mirc d§ giii thich
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Mo hinh ching minh dugc sttc manh dy bao tuyét voi khi gidi thich thanh cong t61 77.6%

su bién thién ctia Y dinh tay chay (BI). Ngoai ra, no ciing giai thich duoc 47.7% trang thai Cam
xuc tiéu cuc (NE) va 39.9% su hinh thanh thai o Ghét bo (BH).

Puong | Gia Hésé | p-value Heé sb p-value 95% CI Két luan sau
dan thuyét gbe gbe Bootstrap | Bootstrap Bootstrap Bootstrap
(Std.) (Std.)

PH — | H1 (+) | 0.323 0.048 0.323 0.079 [-0.033; Marginal
NE 0.506] (Yéu hon)
BT — | Ho6a 0.484 0.000 0.484 0.001 [0.180; Hb tro manh
NE 0.706] & 6n dinh

NE — | H2 (+) | 0.340 0.087 0.340 0.151 [-0.153; Marginal
BH 1.052]

BT — | H6b 0.360 0.055 0.360 0.086 [0.036 ; Marginal
BH 0.989]

BH — | H3(+) | 0.828 0.000 0.828 0.000 [0.500 ; HO tro rat
BI 0.939] manh & 6n

dinh

PH— | H4(+) | 0.130 0.238 0.130 0.287 [-0.048 ; Khong hd

BI 0.405] tro

Bang 9: Phan tich robustness ciia cic dwong din cau tric (Original vs Bootstrap)

Két qua kiém dinh cho thay mé hinh dugc dinh hinh béi hai mdi quan hé cdt 16i rat manh
va 6n dinh: tac dong cua BT 1én NE (H6a) va BH 1én BI (H3). Nguoc lai, gia thuyét vé tac dong
truc tiép cua PH Ién BI (H4) da bi bac bo hoan toan. Cac mbi lién hé con lai trong mo6 hinh (H1,

H2 va H6b) chi dimg ¢ mic ranh giéi (marginal), cho thdy tic dong tiém can y nghia va thiéu

su On dinh chic chin khi thuc hién léy mau lap lai.

Chi so

Cong thuc tinh

Gia tri tir lavaan

Panh gia (theo tiéu chuan)
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Chi-square / df ¥* model / df model - <3.0 — Tbt
(model)
Chi-square / df | > baseline / df baseline - -
(baseline)
CFI 1 - [(?m - dfm) / (2b - 0.887 >0.90 (tdt), > 0.85 (chap
dfb)] nhan)
TLI [(x?b/dfb) - (>m/dfm)] / 0.874 >0.90 (tdt), > 0.85 (chap
[(*b/dfb) - 1] nhan)
RMSEA V[(?m - dfm) / (N - 1) x 0.093 <0.08 (t6t), < 0.10 (chap
dfm)] nhén)
RMSEA 90% CI (thap - cao) - -
SRMR \(trung binh binh 0.140 <0.08 (tot)
phuong residual chuin
hoa)

Bang 10: Model Fit Indices

Két qua tinh toan cac chi sé d6 phu hgp (Model Fit Indices) cho thdy mé hinh ciu tric
tuyén tinh (SEM) vé co ban 1a hop 1é va twong thich kha tbt véi dit liéu thyc té, du chua dat dén
mirc 46 hoan hao tuyét ddi. Cu thé, cac chi s6 cdt 16i nhu CFI (0.887) va TLI (0.874) déu vuot
qua ranh gidi chap nhan an toan (> 0.85), phan 4nh cau tric mo hinh duge xay dung tuong d6i
6n dinh. V& mit sai s, chi s6 RMSEA (0.093) tuy nhinh hon mtrc 1y tuéng nhung van nam gon
trong ving dung sai cho phép (< 0.10). Piém gon nho duy nhit nim ¢ chi s6 SRMR (0.140)
hoi cao so v6i ngudng khuyén nghi, cho thdy phan du chuan hoa ciia mé hinh van con hoi 16n.
Tuy nhién, xét mdt cach toan dién, su déng thuan & murc chép nhén dugce tir bd ba chi sd quan
trong nhat (CFI, TLI va RMSEA) di cung cap mot nén tang thong ké du vimng chic dé khang
dinh mo hinh 1y thuyét nay 1a hop 1¢ va phan anh sat thyc té.

5 Kétluan
5.1 Thdo ludn két qud

Pao dire gid khéng gay tdy chay truc tiép, ma it mam cam xic: Su gia tao (PH) tao ra bat
hoa nhan thirc (Festinger, 1957) va kich hoat cam xuc tiéu cyc (NE) & mirc d6 nhét dinh. Tuy
nhién, trai voi goc nhin trudc day ciia Thuyét Ban sic dao dic (Aquino & Reed, 2002), Gen Z
khong tay chay mot cach bdc dong va 1y tri ngay 1ap tirc khi phét hién sy mau thuén. Thay vao
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d6, cam xtc tiéu cuc can thoi gian tich tu. Van dung Thuyét Su ki¢n Cam xtc (Weiss &
Cropanzano, 1996), nghién cuu khéng dinh nhitng buc doc nhét thoi nay s€ c¢o dac lai thanh
thai do thu dich bén virng (Su ghét b - BH), nhét 1a khi cac gia tri c6t 161 bi vi pham nhu Hegner
va cong su (2017) da chi ra.

Sw ghét bé la dong liee 16i thirong ciia hanh vi tdy chay: Cung c¢b xut sic cho Thuyét Hanh
vi c6 ké hoach (Ajzen, 1991), su ghét bo thwong hiéu (BH) chinh 13 ¢t hich truc tiép va manh
liét nhat bién thanh hanh dong tiy chay (BI). Phat hién ndy hoan toan dong thuan véi két luan
ctia Kuster va cong su (2019) ciing nhu Pan (2025). Hanh trinh tay chay thue chat dién ra c6 do
tré, thim thau gian tiép qua chudi: Cam xuc (NE) -> Ghét bo (BH) -> Tay chay (BI).

Ldt do6 nghich Iy niém tin (Hiéu iing phan béi): Déng gop dot pha nhat 13 viéc bac bo hiéu
mg ving dém bao vé ctua Thuyét Truyén thong Khung hoang (Coombs, 2007). Long tin (BT)
khong ctru duoc Influencer; nguoc lai, n6 cham ngoi cho hi¢u img phan boi niém tin dang nhu
quan diém cua Arli va cong su (2017): Khan gia cang dat nhiéu niém tin tir dau, thi khi phat
hién Iira doi, su phan no va quyét dinh téy chay bung phat cang khdc liét.

5.2 Két lugn

Nghién ctru da phac hoa thanh cong birc tranh tam 1y da chiéu ctia Gen Z khi déi dién voi
van nan "ty trang stc khoe" trén TikTok, dong thoi bac bo dinh kién cho rang gi6i tré thuong
tay chay mot cach bdc dong. Két qua thuc nghiém khing dinh, sy gia tao trong cac thong diép
CSR khéng cham ngoi cho hanh vi tay chay ngay lap tirc, ma hoat dong nhu mot moi lira 4m i:
bét dau tr viéc nhen nhoém céc cam xtc tiéu cuc (thét vong, tuc gian), sau d6 cd dac thanh thai
d6 4c cam sdu sic (ghét bo thuong hiéu), va cudi cling mai bung phat thanh quyét dinh trimg
phat dut khoat. Tha vi hon, nghién ctru da vach trn nghich 1y cia "su phan boi niém tin", chung
minh rang sy tin tudng ban dau khong gitip bao vé cic Food TikToker ma lai tro thanh chét xuc
tac khién con phén nd cua khan gia cang thém dir doi khi 16p mét na dao dac bi 16t bo.

Tir nhitng boc tach tAm 1y mang tinh han 1am do, dé tai giong 1én mot hdi chudng canh tinh
danh thép cho cac nha sang tao ndi dung va doanh nghiép trén khong gian sb. Trong mot hé
sinh thai ma Gen Z ngay cang khit khe, tinh tdo va nim giit quyén luc dam dong, viéc lgi dung
vo boc "vi cong déng" dé che day cac san phém truc loi, kém chat lugng 1a mot nudc di ty huy
hoai danh tiéng. Bai nghién ctru di dén két luan cbt 16i: su minh bach, chan thuc va nhét quan
gitra 101 n61 va hanh dong thuc tién khong con 1a mét chiéu thirc PR cong diém, ma chinh la
"tam khién" sinh t6n duy nhét gitip cac thuong hi¢u va Influencer try vimg trude lan séng dao
thai khic nghiét cia thoi dai.

5.3 Cdic ham y va khuyén nghi

5.3.1  Déivéi Food TikToker: Sw chéan thuc 1 vii khi sinh ton

Céc nha sang tao ndi dung can chiam dit ngay tinh trang "tay tring strc khoe", tuyét dbi
khong ding méc "vi cong dong" dé lam binh phong cho cic san phim quang cao kém chét
luong, boi Gen Z sé trimg phat sy gia tao nay bang nhiing chién dich tay chay khdc liét. Hon
nira, vi nghich 1y "cang tin nhiéu, tay chay cang gat", TikToker phai c4n trong tuyét ddi trong
viéc xu ly khiing hoang. Khi vudng vao tranh cai, vi¢c lép 1iém, x6a binh luin hay thach thtrc
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du luan chi 1a nudc di ty hay; thay vao do, thai do cau thi va nhan 16i minh bach méi 1a cach
duy nhét dé xoa diu lan séng phan no.

5.3.2  Doi véi Doanh nghiép va Nhan hang: Cdn trong khi chon mdt giri vang

Céac thuong hiéu khong nén mu quang d6 tién vao nhitng KOLs c6 luot view "khung"
nhung lich sir danh gia thiéu nhat quan va thiéu dao dirc nghé nghiép. Doanh nghiép can thiét
lap mdt bo loc khét khe hon dé danh giad uy tin dai han caa Influencer, déng thoi ludn chuén bi
san kich ban "thoat hiém" phap 1y. Cac diéu khoan hop dong can quy dinh rd quyén don phuwong
chdm dut hop tac va 1én tiéng dinh chinh ngay 1ap tirc néu TikToker dinh "phét" dao duc gia,
nham bao vé thuong hi¢u khoi rai ro bi Gen Z va lay va dua vao "danh sach den".

5.3.3  Doivéi Nén tang TikTok va Co quan qudn 1y: Siét chdt lan ranh kiém duyét

Dé bao vé quyén loi cua nguoi tiéu dung, dac biét 1a thé hé tré, TikTok can nang cép thuat
toan nham ra soat khit khe hon cic ndi dung mang tir khéa nhay cam nhu "strc khoe", "dinh
dudng" hay "chira lanh". Dong thoi, nén tang nén t6i wu hoa tinh ning bao cdo (report), gitp
cong dé)ng dé dang "cdm cd" cac video quang céo sai su that hodc mang tinh chét truc 1gi lira
déi. Sy can thiép manh tay tir nén ting va co quan chirc ning 1a yéu tb tién quyét dé thanh loc
hé sinh thai ndi dung, hudng téi mot moéi truong thuong mai s6 minh bach va an toan hon.

5.4 Dong gop cua nghién ciru
5.4.1  Doéng gop vé thuc tién

Vé mdt thuc tién, cong trinh nghién ciru giong 1én hdi chudng canh bao ddi véi tinh trang
lam dung thong diép CSR "vi strc khoe cong ddng" dé che day cac hanh vi thuwong mai héa kém
chét luong. Ddi véi cac nha sang tao ndi dung va doanh nghiép lién két, sy minh bach va nhat
quan giira tuyén bd dao dtrc va hanh dong thyc tién khong con 1a mot gia tri cong thém dé quang
ba, ma da tro thanh diéu kién sinh ton bat budc. Bat ky mot chién dich CSR mang tinh hinh
thirc nao khi bi boc tran déu c6 nguy co tré thanh vii khi ty hily, pha v& vinh vién méi quan hé
v6i tép khach hang Gen Z - thé hé tiéu ding ngay cang khat khe, tinh tdo va sin sang ding
quyén luc ddm dong dé loai trir nhiing gia tri doc hai.

5.4.2  Doéng gop vé Iy ludn

Vé mat Iy lugn, nghién ctru cung cap bang ching thuc nghiém nham bac bo dinh kién cho
rang hanh vi tay chay truc tuyén cua thé hé Z mang tinh boc phat. Thong qua kiém dinh mo
hinh c4u tric tuyén tinh (SEM), két qua cho thdy nhén thirc dao dirc gia trong cac hoat dong
CSR khéng tac dong truc tiép dén y dinh tay chay. Thay vao do, bién s nay khoi phat mot
chudi co ché tam 1y trung gian nbi tiép: nay sinh cam xic tiéu cuc, chuyén héa thanh sy ghét
b6 thuong hiéu, v chinh thai d6 nay mai 1a tién dé tryc tiép thic ddy ¥ dinh hanh vi. Phat hién
nay 1am 16 tinh ciu trac trong tim 1y cta nhom ngudi tidu ding tré, minh ching rang quyét
dinh trimg phat ctia ho 12 hé qua tir mot qua trinh tich Iy thai do tiéu cuc c6 hé thong va do tré
nhét dinh. Déng gop Iy thuyét thir hai ciia dé tai nam & viée giai ma hiéu ing phan tac dung cia
niém tin thuong hiéu trong béi canh khiing hoang. i nguoc lai véi cac 1y thuyét truyén thong
v6n dinh vi 1ong tin nhu mot ving dém bao vé danh tiéng, két qua nghién ciru lai minh ching
cho hiéu mg phan boi niém tin (betrayal effect). Cu thé, mirc do tin tuéng ban dau danh cho
cac influencer cang 16n, sy gia tdng cia cam xuc ti€u cuc va thai d§ ghét bd khi phat hién sy
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bat nhat dong co cang cao. Long tin lac nay khong dong vai trd giam trir riii ro ma tré thanh
yéu t6 khuéch dai su thu dich, gia téc qua trinh hinh thanh ¥ dinh tay chay.

5.5 Han ché nghién ciru

Mic du cung cip nhimng kién giai hoc thuét c6 gia tri vé hanh vi ngudi tiéu dung, nghién
ctru van ton tai mot sd gi61 han nhét dinh. Thir nhat, vé d6 gia tri ngoai bién (external validity),
viéc ldy mau tap trung vao phan khic Gen Z str dung TikTok trong linh virc F&B 1am han ché
kha nang khai quat hoa mé hinh sang cac nhém nhan khau hoc hodc bdi canh nganh hang khac.
Thit hai, thiét ké nghién ctru cit ngang (cross-sectional) van con thiéu di nhimg boc tach duoc
tinh dong va do tré cAu tric tir qua trinh tich tu cam xuc ti€u cuc dén khi hinh thanh y dinh téy
chay thuc té. Thit ba, nang luc giai thich cia mé hinh hién tai c6 thé duoc t6i wu hon néu tich
hop thém céc bién diéu tiét (moderators) mang tinh bdi canh, ching han nhu ap luc tir nhém
tham chiéu (peer influence) hay cac hé gia tri vin hoa dic thu cua Viét Nam (tinh cong dong,
tam 1y giir thé dién).

Khoi ngudn tir nhitng gidi han trén, cac nghién ctru twong lai nén ap dung thiét ké nghién
ctru doc (longitudinal) hodc thiét ké thuc nghiém (experimental) nham kiém dinh cac méi quan
hé nhan qua mdt cach chat ché va da chiéu hon. Bén canh d6, viéc mé rong khong gian nghién
ctru thong qua so sanh ddi chiéu co ché tay chay trén da nén tang mang xa hoi, hodc danh gia
tac dong tur cac xu hudng cong ngh¢ madi nhu tri tu¢ nhan tao (Al) va nguoi c6 anh hudng do
(virtual influencers) s& mang lai nhirng ling kinh méi mé. Nhin chung, nghién ctru nay da thiét
1ap mot tién dé ly thuyét virng chic vé mat tdi cta influencer marketing, kién tao du dja rong
m& cho ca giéi han 14m 1an cac nha quan tri thyc hanh trong nd luc giai ma hanh vi tiéu dung
s0.
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