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Nghién cu nay tim hiéu tac dong cua influencer trén
Instagram dén y dinh mua hang (san pham thoi trang) cua gidi tré
(Gen Z). Dya trén 1y thuyét thu hat va tin hi¢u tac gia dé xuat mo
hinh nghién ctru dé tim hiéu tac dong cia dic diém influencer dén
thai do d6i véi influencer va y dinh mua hang. Nghién ctru khao sat
dat 388 ddi tugng va phan tich PLS-SEM, két qua cho thay sy tin
tudng, su thu hut va chuyén mon cé tac dong dén thai do dbi voi
influencer, trong khi dé chi c6 sy tin tudéng va sy thu hat co6 tac
dong dén y dinh mua. Thai d6 ddi voi influencer c6 tic dong dén y
dinh mua tuy nhién thyuc té chi co su tin tudng co tac dong va co
thé du bao cho cac bién thién ctia y dinh mua ciia gidi tré. So véi
cac nghién ciru trude nghién ctru nay cho rang c6 thai do tot véi
cac influencer trén Instagram chwa chéc ¢ thé dan dén hanh vi mua
hang cua khach hang, thay vao d6 doanh nghi¢p nén su dung
influencer d¢é ting nhan biét va tuong tac v6i thuong hiéu.

ABSTRACT

This study explored the effects of the influencer on Instagram
on the intention to buy fashion products of young people (Gene Z).
Based on the theory of attracting and signaling theory the authors
propose a research model to investigate the relationship between
influencer’s characteristics and shoppers’ intention to buy. Survey
research achieved 388 valid candidates and analyzed on PLS-SEM,
the results revealed that trust, attraction, and expertise had an
impact on the attitude towards the influencer, while only trust and
attraction have effects on the buying intention, the attitude towards
the influencer has an impact on the intention to buy, but in fact,
only the trust has the impact and can forecast the variables of young
people’s intention to buy. Compared to previous studies, this
research proposes that good attitudes toward Influencers on
Instagram, may not lead to customer purchases, but rather to build
brand awareness and engagement.
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1. Gioi thiéu

Influencer marketing 1a hoat dong marketing str dung cac ¢4 nhan c6 s6 lwong nhiéu ngudi
theo doi trén mang xa hoi dé gui thong di¢p cua thuong hiu dén khach hang muc tiéu. Nhiing
ngudi nay theo cach nao do6 s€ anh hudng dén viéc nguoi ti€u dung ra quyet dinh mua hang (The
Influencer, 2021).

Mot thdng ké ciia Joseph Communication da chi ra 99% influencer trong nam 2018 déu
str dung mang x3 hoi Instagram nhu kénh truyén thong chinh. Vi thé, cac thuong hiéu thoi trang
thudng két hop véi cac influencer ndy dé quang bé cac thong diép, san pham maéi (Elle Vietnam,
2018). Hién nay hon 88% nguoi dung thuong tham khao cac nhan xét ciia nguoi dung khac trén
mang x4 hoi trude khi dua ra quyét dinh mua hang. O mot khia canh khéc, 94% cac nha tiép thi
cho rang influencer marketing c6 mang lai hiéu qua trong cic chién dich truyén théng ciia ho
(Advertising Vietnam, 2019).

Covid-19 da géy ra su thay doi rat 16n vé cach moi nguc‘wi song va giao tiép (Dias, Pessoa,
& Andrade, 2020). Nhiéu thuong hiéu da buoc thay d6i chién luoc marketing dé thich tmg voi
truyén thong thuong hiéu théng qua cac nén tang mang xa hoi khac nhau (Enberg, 2020). Trong
nghién curu tr Campbell va Farrell (2020), mot s6 thuong hi€u va nhiing influencer da xay dung
moi quan hé voi nhitng ngudi theo ddi ho trén Instagram. Ngudi c¢6 sitc anh huéng dong vai trd
quan trong trong viéc gidi thiéu, dung/mac thur va dua ra cac nhan xét vé san phém cho nguoi
dung. Ngoai ra cling ¢ mot s6 cac nghién ciru khac vé influencer duoc cac tac gia trude nghién
ctru (chang han nhu Jin, Mugaddam, & Ryu, 2019; Ryu & Han, 2021; Saima & Khan, 2020; Scheer
& Stern, 1992).

Thuec té, influencer marketing da xuat hién va phat trién manh mé tai Viét Nam nhung chi
c6 mot vai nghién ctru vé van dé cac tac dong cua influencer marketing trén nén tang mang xa hoi
Instagram anh huéng dén ¥ dinh mua ctia ngudi tiéu dung (chang han nhu nghién ctu cia Le &
Hoang, 2018; Nguyen, Dinh, Pham, & Le, 2019).

Nghién ciru nay véi muc tiéu chinh 1a tim hiéu tac dong ciia influencer dén thai do ciia
ngudi tiéu dung ddi véi ho va ¥ dinh mua cac san pham khi dugc ho (influencer) giéi thiéu. Cu
thé, cac yéu t6 nhu chuyén mon, sy tin tudng, thu hut tdc dong dén thai do ddi vai nguoi co suc
anh hudng va tac dong dén y dinh mua hang (san pham thoi trang dugc influencer gidi thiéu) cua
gi6i tré. Qua nghién ctru s& gitp cho cac doanh nghiép biét viéc sir dung influencer marketing c6
thuc sy mang lai hiéu qua ban hang ddi véi cac ddi tuong thudc Gen Z.

2. Co s6 Iy thuyét
2.1. Cdc ly thuyét nén cho nghién ciru

Nhimg influencer dugc coi 1a nhitng ca nhan mang tinh dic biét, nhitng ngudi co thé tao ra
ndi dung c6 gid tri, co uy tin cao trong mot s6 linh vuc cu thé nhit dinh nao dé (Haddadi, Benevenuto,
& Gummadi, 2010; Kim, Kandampully, & Bilgihan, 2018) va dugc mot sb lugng 16n nhitng nguoi
ding trén mang xa hdi truc tuyén theo ddi (De Veirman, Cauberghe, & Hudders, 2017).

Y dinh mua (con duoc goi 1a y dinh cua khach hang hodc ngudi mua) lién quan dén xac
sudt nguoi tidu dung c6 dy dinh hodc sin sang mua mot san pham trong tuwong lai (Huang, Wu,
Wang, & Boulanger, 2011). Trong bdi canh cua influencer marketing, tai liéu vé cac nghién ciru
trudce day cho théy duoc rz‘ing thai dg ctia khach hang ddi v6i mot thuong hi€u cu thé tac dong mot
cach tryc tiép dén y dinh mua hang ciia ho (Pradhan, Duraipandian, & Sethi, 2016). Kudeshia va
Kumar (2017) nhan manh rang s6 luong E-WOM ciing c6 kha ning tac dong dén ¥ dinh mua hang
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ctia khach hang. Theo quan diém dd d& cap & trén, ¥ dinh mua hang duoc xem xét rong rii boi cac
nha tiép thi nhu mot yéu té quyét dinh chinh dén quyét dinh mua hang (Raza, Ahad, Shafqat,
Aurangzaib, & Rizwan, 2014).

Spence (1973) 1a ngudi dau tién thao luan vé 1y thuyét tin hidu dé cap vé su ton tai hién
trang bat cAn xtmg thong tin giita hai bén nhu nguoi ban c6 nhiéu thong tin hon d6i véi san pham
ctia ho va ngudi mua cé twong dbi it thong tin hon ddi voi san phim cia ngudi ban dic biét 1a
trong mua hang truc tuyén khi ngudi mua chi duge danh gia san pham qua nhitng hinh anh dugc
cung cip va 1oi gi6i thiéu cia nguc‘fi ban. Bloom va Torger (1990, tr. 59) da dinh nghia mot tin
hiéu tiép thi 1a “tin hiéu duoc kiém soat boi mot nha tiép thi, 1a mot tin hiéu thong tin bén ngoal
dé thu duoc. Ban than né khong phai 1 mot phan cia san pham ma 1a mot phan thong tin vé san
pham ma ngudi tiéu dung c6 thé tim kiém sir dung dé hinh thanh céc suy luan vé chit luong hodc
gia tri ctia san pham”. Theo Herbig va Milewicz (1996), danh tiéng tt cia nguoi ban co thé tac
dong mot cach tich cuc hon ddi v6i nhan thirc cia nguodi mua vé chat luong mit hang duoc quang
cdo. Influencer sé xay dung uy tin theo thoi gian, khi influencer bdc 10 thién chi, chuyén mon va
su dang tin cay, dong thoi thu hut nguoi theo ddi nhidu hon thong qua twong tac véi khan gia. Do
do, ching thyc san ph'fim 6 thé xem xét nhu 1a mét tin hiéu tiép thi, sau do tac dong dén nhiing
nguoi theo doi thong qua uy tin cta influencer.

Ly thuyét thu hut (attraction) nay chi ra raing moi ngudi yéu thich va bi thu hat béi nhiing
ca nhan tuong tu vi chinh ho. Theo cac nghién ctru ciia Berscheid va Hatfield (1969) va Baskett,
Byrne, va Hodges (1971), moi ngudi thuong bi thu hat nhidu nhat tir nhiing ai c¢6 cung thai do,
quan diém hay dac diém tinh cach tuong tu voi ho. V& tam 1y xa hoi, McCracken (1989) cho
r'flng hi¢u qua cua thong di€p dua trén cac yéu t6 nhu muc do quen thudc, sy yéu thich, muac do
tuong dong, mirc hap dan ciia ngudn phat thong diép véi nhiing ngudi tiép nhan thong diép. Su
thu hut lién quan dén nhan thtrc cua khach hang vé su hip din ctia nguoi dai dién thuong hiéu
(Ohanian, 1990).

Influencer tao nén su thu hut vi ho truc tiép cham vao dugc nhiing khat khao co ban nhét
cia mot ngudi nhu: nhu cdu hoa hop véi xa hoi va xir Iy thong tin. Influencer 1a cach thirc dé
truyén miéng trén mot quy mo 16n, noi d6 moi nguoi c6 thé ling nghe ngudi ma ho tin tuong ciing
nhu ngudi d6 sir dung cach truyén dat hiéu qua dé thu hat moi nguoi. Néu nhu nhimng ngudi theo
ddi nhan thic rang ngudn thong diép truyén tai twong tyr voi ho ngudi nhan sé chiu tic dong boi
thong diép ctia nguoi truyén tai (¢ day 1a influencer) (Ohanian, 1990).

2.2. Cdc méi quan hé trong mé hinh nghién ciru

Su tin twong “la su trung thuce, chinh tryc va dang tin cay” (Van der Waldt, Van Loggerenberg,
& Wehmeyer, 2009, tr. 104) hay 1a muc do tin cdy ma nguoi tiéu dung c6 dbi véi nhitng influencer
ciing nhu tin tuéng vao nhitng khang dinh ma ho cho 1 hop 1y nhat (Ohanian, 1990).

Trong pham vi cia nghién ctru nay, sy tin tuéng co thé duoc hiéu theo cach 1a mic d6 ma
khach hang tin tuong ddi véi nhiing influencer, ca vé phuong dién nhimng diéu ho noi va nhiing gi
ho l1am. Xay dyng niém tin v&i khach hang duoc xem 14 chia khéa quan trong dé tiép thi thanh
cong trong bdi canh k¥ thuat s6 hién nay (Jabr & Zheng, 2014). Trong bdi canh tiép thi tryc tuyén,
ngudi tiéu dung néu nhu tin tudng mot influencer c6 nhidu kha ning ho sé tin tudng vao dé xuat
ctia influencer d6 hon. Do d6, ca hai phuong dién thai d6 ctiia khach hang danh cho san pham va
hanh vi mua hang déu c6 thé thay dbi (Hsu, Lin, & Chiang, 2013). Theo d6, mét influencer dugc
xem la mot nguoi co do tin cdy cao thi s€ co nhiéu co hoi anh huong dén thai do cling nhu y dinh
mua hang ctia ngudi theo dbi. Do d0, tic gia dat ra gia thuyét:
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HI: Su tin twéng doi véi influencer cé tac dong tich cyee dén thai dé doi véi influencer
H2: Su tin twéng doi véi influencer c6 tac dong tich cuc dén y dinh mua hang

Chuyén mén cta nhirng influencer 1 “murc 6 ma mot nguoi truyén dat thong tin duoc coi
12 mot ngudn thong tin chét luong” (Erdogan, 1999, tr. 298). Chuyén mén ctia mét influencer dugc
xem xét khi nguoi dung Instagram coi ho 1a chuyén gia, c6 kinh nghiém, hiéu biét, du diéu kién
hodc co6 tay nghé cao trong linh vyc ma ho dang hoat dong (Ohanian, 1990).

N6 duoc xem nhu 1a mot yéu td gop phan quan trong khac dbi véi thai d6 cua nguoi theo
ddi voi nhitng influencer ciing nhu y dinh mua hang. Theo d6, khach hang c6 nhiéu kha ning xem
ndi dung va cac dé xut duoc chuyén tai boi nhirng influencer ldo luyén trong linh vuc ma ho dang
hoat dong (Yadav, de Valck, Hennig-Thurau, Hoffman, & Spann, 2013). M4t chuyén gia thuong
dugc cong nhan 1a c6 trinh d6 cao va do d6 c6 nhiéu kha ning dua ra nhirg nhin nhan chinh xac
va gia tri. Kién thirc chuyén mon cua influencer gia ting mirc d6 tin cdy cta cac khach hang do d6
tac dong dén thai do ctia ho ddi véi influencer va y dinh mua (Smith, Menon, & Sivakumar, 2005).
Dua vao do, tac gia dit ra gia thuyét:

H3: Chuyén mon cua influencer co tdac dong tich cuc den thai do doi voi influencer
H4: Chuyén mén cua influencer co tdac dong tich cuc den y dinh mua hang

Theo Erdogan (1999, tr. 299), sy thu hut 13 “khuén miu cia su tich cuc lién két voi mot
ngudi ndo d6 khong chi kéo theo su hap dan vé thé chat ma con cac dic diém nhu tinh cach”.

Nhitng nguoi anh hudng c6 ste thu hut thudng tic dong nhidu dén khach hang hon nhiing
nguoi khac (Joseph, 1982; Kahle & Homer, 1985).

McGuire (1985) cho réng hiéu qua giao tiép, gém ca viéc hinh thanh thai d0 tich cuc, c6
thé phu thudc vao nét dac trung sy thu ht, sy thich hop va su tuong déng cua truyén thong xa hoi
ctia influencer. Nhiing nghién ciru gan day vé truyén thong xa hoi ciia influencer ciing da tranh
luan vé tim quan trong cua thai do 1én y dinh mua hang (Lim, Radzol, Cheah, & Wong, 2017).

Bén canh d6 Liu, Huang, va Minghua (2007) da phat hién ra su thu hat cua ngudi ching
thyc ndi tiéng c6 nhidu kha nang anh hudng dén y dinh mua hang cua khach hang. Do d6, tac gia
dit ra gia thuyét:

H5: Su thu hut cua influencer co tac dong tich cuc dén thai do dvi véi influencer
HG6: Su thu hit ciia influencer c6 tac dong tich cuc dén y dinh mua hang

Ngudi tidu ding coi nhitng influencer 13 nhitng nhan vat mau muyc, truyén cam hing va ho
thudng mong mudn dat dugc nhitng gi nguoi ndi tiéng da dat duoc, do d6 thudng sao chép hanh
dong ciia ho theo cach cach 1a mua cac san phdm ma ho xac nhan (McCracken, 1989). Ngudi tiéu
ding coi gidi thiéu vé san pham cua nhiing influencer 1a chinh hang va xem céac san phiam nay dé
tiép can hon néu duoc quang cao bdi influencer (Berne-Manero & Marzo-Navarro, 2020).

Cooke va Sheeran (2004) nhan manh rang mbi quan hé giita yéu t6 thai d6 ctia khach hang
v6i ¥ dinh thuong nhat quan hon khi nguoi tiéu dung vira tham gia va ciing nhu vira twong tac
nhiéu. Sir dung nhing influencer dugc nhiéu ngudi yéu thich dan dén thai do tich cuc 1én thuong
hiéu va do d6 c¢6 ¥ dinh mua hang cao hon. Nghién ctru su hon cho thay thai d6 d6i véi influencer
nhu mot yéu t§ du doan truc tiép dén y dinh mua (Bergkvist, Hjalmarson, & Mégi, 2016). Ly
thuyét TPB ciing xem xét ¥ dinh mua hang nhu 1a mot két qua truc tiép cta thai do (Ajzen, 2011).
Do do, tac gia dat ra gia thuyét:
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H7: Théi dg doi véi influencer c6 tac dong tich cwc dén ¥ dinh mua hang

Hinh 1. M6 hinh nghién ctru dé xut

3. Phwong phap nghién ciru

Phuong phap dinh lugng véi phiéu khao sat truc tuyén duoc thiét ké trén mang dugc gui
dén nhitng nguoi c6 theo ddi mot hodc nhidu influencer trén Instagram va c6 y dinh mua hang truc
tuyén trén cac trang mang x4 hoi khac nhau tuy nhién c6 phan gan loc dé dam bao ddi tuong co sir
dung Instagram va c6 mua san pham thoi trang. Céc thang do trong phiéu khao sat da phan dugc
dura ra dya trén cic nghién ctru cia céc tac gia di trudc di duoc thé hién trong phan co so 1y thuyét
va ciing nhu duoc didu chinh lai dé ting tinh phit hop hon ddi véi thuc té khao sat tai thi truong
Viét Nam. Cu thé, cac thang do duoc ké thira tir cac tai liéu nghién ctru trude day duoc thé hién
trong Bang 1. V& phiéu khao sat bao gdbm 03 phan chinh: phan gan loc, phan do luong cac khai
niém nghién ctru chinh va phan thong tin ca nhan ciia ngudi tra 1oi.

Bang 1
Thang do cac khai niém nghién ctru trong m6 hinh
STT Ten k.l}al niem Tén ma héa Ngudn tham khio
nghién curu
. \ STT (Lu, Chang, & Chang, 2014;
1 Sy tin tuong (05 quan sat) Ohanian, 1990)
5 Chuvén mén CM (Goldsmith, Lafferty, & Newell,
y (05 quan sét) 2000)
, STH .
3 Su thu hut (05 quan sét) (Ohanian, 1990)
o oan aAc oz (Ajzen, 2011; Casald, Flavian, &
4 | Thaigodoivor - ol <40 Ibafiez-Sanchez, 2020; Silvera &
g Austad, 2004)
(Ajzen, 2011; Hsu & Lin, 2015;
Jiménez-Castillo & Sanchez-
YD Ferméndez, 2019; Kumar, Lee, &
5 Y dinh mua hang (05 quan s&t) Kim, 2009;  Martins, Costa,
g Oliveira, Gongalves, & Branco,
2017; Wang, Kao, &
Ngamsiriudom, 2017)

Ngudn: Két qua tong hop
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C& mau nam trong khoang tir 30 dén 500 14 1y tudng (Cooper & Schindler, 2014). Hair, Black,
Babin, va Anderson (2014) dé xuét ¢& mau phai 16n hon it nhat phai 1a ndm 1an so véi sb luong bién
phan tich nhan t4. Hair va cong su (2014) di dé xuit kich c¢& mau trong khoang tir 200 cho dén 400 1a
mdt kich thuéc miu binh thudng. Nghién ctru ndy dat muyc tiéu khao sat 1a 500 déi tuong.

Két qua thu thap duoc 454 dbi tuong, c6 388 ddi twong dat yéu ciu khi lam sach dit liéu
va du diéu kién dua vao phan tich, dat ty 18 77.6%. Tat ca nhitng ngudi duoc hoi déu co theo ddi
influencer trén Instagram.

Sau khi 1am sach dir li¢u dugc dua vao thuc hién phan tich trén phﬁn mém SmartPLS 3.3.3
de tim ra cac moi twong quan gitra cac khai niém nghién ctru trong mo hinh.

4. Két qua nghién ciru va thao luin

Trong 388 phiéu tra 101 dat yéu cdu c6 21.1% la nam, 78.9% la nit. Do tudi tir 15 toi 17
chiém 1.8%, tir 18 t6i 22 chiém 82.7%, va tir 23 t6i 25 chiém 9.5% va tir 26 dén 29 13 6%. Thu
nhap dudi 05 triéu dong chiém 71.6%, tir 05 téi dudi 10 triéu chiém 18.8%, tir 10 dén dudi 20
triéu chiém 5.7%, va trén 20 triéu dé)ng chiém 3.9% (xem thém Bang 2).

Sau khi phan tich va loai bién STT1 va YD3 do c6 hé sb tai nhan tb thép. MBS hinh hé s6
tai ngoai duoc phan tich lai, mé hinh dimg & 05 vong lap co tat ca 23 bién quan sat. Két qua phan
tich dir liéu & Bang 3 cho biét cac hé s6 tai ngoai déu 16n hon 0.7 va chap nhan duoc (Hair, Hult,
Ringle, & Sarstedt, 2016; Hulland, 1999). H¢ s6 Cronbach’s Alpha va dg tin cay téng hop cua cac
bién tiém an déu lan lugt 16n hon 0.7 va 0.8 theo dé xuat ciia Hair va cong su (2016) do do céc
thang do dat dugc tinh nhét quan ndi bo.

Bang 2

Théng ké miu khao sat
Gioi tinh Tén sb % Thu nhép hang thing Tén s6 %
Nam 82 21.1% | Duéi 05 triéu dong 278 71.60%
Nir 306 78.9% | 05 - dudi 10 tréu dong 73 18.80%
Tudi 10 - dudi 20 triéu dong 22 5.70%
15-17 7 1.8% | Trén 20 triéu dong 15 3.90%
18- 22 321 82.7%
23-25 37 9.5%
26 - 29 23 6%

Ngudn: Két qua tong hop

Két qua phan tich trung binh phuong sai trich ctia cic thang do ciing déu 16n 0.5 nén dat
ti€u chi tinh hdi tu ctua thang do (Bagozzi & Yi, 1988; Gerbing & Anderson, 1988; Hair & ctg.,
2018; Malhotra & Dash, 2011).
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Bang 3

Két qua phan tich d6 tin cay thang do

Khai niém A 3ok Hé 50 tai Cronbach’s | D¢ tin cay | Trung binh phwong
nghién ciru Tén bién ngoai Alpha tong hop sai trich
CM1 0.775
CM2 0.745
Chuyenmon CM3 0.764 0.828 0.829 0.879
CMm4 0.787
CM5 0.774
STH1 0.730
STH2 0.838
Thuhut STH3 0.775 0.832 0.843 0.881
STH4 0.791
STHS5 0.730
STT2 0.812
STT3 0.778
Tintuong STT4 0.817 0.827 0.828 0.885
STTS 0.837
TDI1 0.825
TDI2 0.750
TDIn TDI3 0.792 0.838 0.841 0.886
TDI4 0.771
TDI5 0.758
YD1 0.763
Ydinh YD2 0.745 0.784 0.790 0.861
YD4 0.794
YD5 0.813

Ngudn: Két qua tong hop

Danh gia tinh phan biét cua cac thang do cac hé sb tai can dat trén 0.7 ¢6 ¥ nghia thong ké
va c6 thé tiép can véi chi sé twong quan HTMT (Henseler, Ringle, & Sarstedt, 2014). Hay gia tri

AVE can 16n hon 0.5 va so sanh VAVE d6i v6i hé sb tuong quan giita cac khai niém trong mé
hinh hay con goi la ti€u chuan Fornell & Larker (Bagozzi, Y1, & Phillips, 1991; Fornell & Larcker,
1981; Hair & ctg., 2014). Két qua phan tich & Bang 4 cho thiy céc thang do ctia cac bién trong
mO hinh dat duoc gia tri phan biét.
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Bang 4
Phan tich gia tri phan biét cua thang do

Tiéu chi Fornell va Larcker
Chuyenmon TDIn Thuhut Tintuong Ydinh
Chuyenmon 0.769
TDIn 0.697 0.780
Thuhut 0.508 0.505 0.774
Tintuong 0.653 0.635 0.373 0.811
Ydinh 0.539 0.574 0.406 0.624 0.779
Tiéu chi HTMT
Chuyenmon TDIn Thuhut Tintuong Ydinh
Chuyenmon
TDIn 0.834
Thuhut 0.597 0.595
Tintuong 0.787 0.761 0.440
Ydinh 0.662 0.703 0.490 0.773

Nguon: Két qua tong hop

Mo hinh ciu trac sau khi phén tich cho hé s6 VIF cta cac bién noi sinh déu & muc thap
hon 5 nén c6 thé két luan khong xay ra hién tugng da cong tuyén (Hair & ctg., 2021), hon nita theo
Henseler, Ringle, va Sinkovics (2009) cin xem xét thém mirc do giai thich cua cac bién noi sinh
trong mo hinh nghién ctru.

Két qua cho thay murc do giai thich cua cac bién noi sinh TDIn, va Ydinh lan luot 13 56.8%,
va 45.6%. Hé s6 Q? cho 02 khai niém TDIn, va Ydinh lan luot 1 0.339, 0.268 theo Hair va cong
su (2016) cho thay nang lyc dy bao ciia 02 bién noi sinh ndy ngoai mau ¢ mirc chap nhan dugc va
dat dugc hiéu qua trung binh khi du b4o ngoai mau (xem thém Bang 5).

Sau khi phén tich boostrap cho cac mdi quan hé trong mé hinh nghién ctru, két qua duoc
thé hién trong Hinh 2 va Bang 6. C6 thé thdy cic mdi quan hé duoc chap nhan va déu mang y
nghia thong ké, ngoai mdi quan hé tir chuyén mén (chuyenmon) dén y dinh mua (Ydinh) khéng
duogc chap nhan vi gia tri p-value 16n hon 0.05. Trong khi chuyenmon lai c6 tac dong 16n dén thai
do dbi voi influencer (TDIn), va TDIN lai c6 tac dong dén Ydinh.

Panh gia vé mirc d6 quan trong cua cac bién ngoai sinh trong viéc giai thich cho cac bién
nodi sinh c6 thé thiy tin twdng c6 muc giai thich trung binh cho cic bién ndi sinh. Chuyenmon
cling vay nhung chi c6 y nghia tac dong trong mdi quan hé v6i TDIn va mdi quan hé véi Ydinh
khong mang y nghia thong ké. Su thu hut (thuhut) c6 tac dong nho dén TDIn va ca véi Ydinh.
Bién TDIn mic du co tac dong dén yéu té Ydinh nhung khi xét tiéu chuan f° thi khong co y nghia
giai thich theo tiéu chuén ciia Cohen (1988).
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Bang 5
Két qua phan tich cac khai niém nghién ctru trong mé hinh
Khai niém nghién ciru | P tin cdy tong hop | AVE | VIF R? R?adj Q?
Chuyenmon 0.879 0.592 | 2.409
TDIn 0.886 0.608 | 2.315 | 0.568 | 0.565 | 0.339
Thuhut 0.881 0.598 | 1434
Tintuong 0.885 0.658 | 1.959
Ydinh 0.861 0.607 0.456 | 0.451 | 0.268

Ngudn: Két qua tong hop

Xem xét kha nang dy bdo cua cac bién ngoai sinh ddi véi cac bién nodi sinh khi xem xét
ngoai mau thi da s6 cac bién déu c6 tac muc du bao nam trong khoang 0.02 - 0.15 xét theo tiéu
chuén ciia Cohen (1988). Ngoai 1€, cac mbi quan h¢ tir chuyén mon dén y dinh mua va thu hut dén
y dinh mua khong c6 kha nang du bao ngoai mau (nhé hon 0.02). Xem thém Bang 6.
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Hinh 2. Két qua kiém dinh

Bang 6

Két qua phan tich cac mdi quan hé theo gia thuyét

Gia thuyét Mobi quan hé Tac dong| STDEV |T-Statistics| P f2 g2
H1 Tintuong -> TDIn 0.301 0.050 6.020 0.000 | 0.120 | 0.05
H2 Tintuong -> Ydinh 0.399 0.054 7.378 0.000 | 0.150 | 0.06
H3 Chuyenmon -> TDIn 0.405 0.053 7.576 0.000 | 0.187 | 0.07
H4 Chuyenmon -> Ydinh 0.074 0.069 1.072 0.284 | 0.004% | 0.00
H5 Thuhut -> TDIn 0.187 0.039 4.768 0.000 | 0.060 | 0.02
H6 Thuhut -> Ydinh 0.112 0.052 2.135 0.033 [ 0.016% | 0.00
H7 TDIn -> Ydinh 0.213 0.066 3.216 0.001 | 0.036% | 0.02

2p-value > 0.05, khong c6 y nghia thong ké
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Két qua cho thdy phan 16n céc gia thuyét co ¥ nghia thong ké (H1-H3 & H5-H7), nhung
xét & muc do giai thich cua bién ngoai sinh déi véi bién ni sinh thi thuhut va TDIn khdng c6
murc giai thich cho ¥ dinh mua nhu vy H6 va H7 chwa dat yéu cau. Ddi véi kha ning dy bao ngoai
méiu mo hinh dat & mirc thap, va mot s bién khong c6 nhiéu gia tri trong viée du bao cho Ydinh
cu thé nhu yéu t6 chuyenmon va thuhut, ngoai ra TDIn ciing kho ¢6 thé du bao duge Ydinh cua
gidi tré. So sanh cac nghién ctru trude nhu nghién ctiru cua Weismueller, Harrigan, Wang, va Soutar
(2020) cho thdy rang chuyén mén cua influencer c¢6 anh hudng dén ¥ dinh mua hang cta ngudi st
dung mang xa hoi Instagram, nghién ctru cia Manran (2019) két luan sy thu hit ca influencer co
tac dong dén y dinh mua hang va nghién cru ciia Chetioui, Benlafqih, va Lebdaoui (2020) két qua
phan tich chi ra ring thai do d6i véi influencer c6 anh huéng dén yéu t6 ¥ dinh mua hang. Nhu
vy cac moi quan hé trong cac gia thuyét (H4, H6, H7) duoc ung ho trong cic nghién ciru trudc
nhung trong nghién ctru ndy cac gia thuyét H6 va H7 mic du dugc ung ho nhung kha ning du bao
cho hanh vi mua & murc rat thap hoic khong thé du bao.

5. Két luan va ham y chinh sich

Nghién ctru cho thay su tin tuéng (tintuong), thuhut va chuyenmon c6 tac dong dén yéu
t6 TDIn, trong khi d6 chi c6 tintuong va thuhut co tac dong dén Ydinh, TDIn ¢ anh hudéng doi
v6i yéu td Ydinh tuy nhién thuc té chi c6 tintuong co tac dong va co thé dy bao cho cac bién thién
ctia Ydinh cua gii tré. So véi cac nghién clru clia cac tac gia di trude thi nghién ctru nay cho thay
c6 thai do tot v6i cac influencer trén Instagram chwa chic c6 thé ddn dén hanh vi mua hang cia
khach hang (trong truong hop cta nghién ctru nay 1a gidi tré, Gen Z). Diéu nay xay ra co thé dén
tir mot s6 nguyén nhan nhu cac influencer trén mang Instagram chii yéu chia sé cac hinh anh ma
it c6 cac co hoi thé hién su chuyén mon va am hiéu ctia minh trong linh vuc hay nhiing gidi thich
1ap luan chit ché dé giup khach hang ¢ nhiing co s& chac chian hon khi chon lya san pham thoi
trang. Ngoai ra mdc hang thoi trang cling c6 su khéc biét va sy phu hop cho tung nguoi str dung,
dan dén viéc du khach hang c6 thién cam voi cac influencer trén mang xa hoi Instagram nhung
murc d6 giai thich va dy bao cho hanh vi mua tir nhitng 10i gidi thiéu cua Influencer rat thip. Ngoai
ra, trong khoang thoi gian gan dy dang tai nhimg thong tin cho rang cac influencer trong nhiéu
linh vuc lién tuc bi cho 1a quang cdo qué su that ddi voi san phérn ma ho dai dién cling lam cho
khach hang e ngai khi ra quyét dinh mua theo cac dé xuat cta influencer.

Do d6, tac gia mudn dé xuit mot ham y quan trong 1a khi sir dung influencer trén mang xa
hoi Instagram doanh nghiép nén can trong va dit muc tiéu cho pht hop chiang han thay vi hudng
dén muyc tiéu ban duoc hang, doanh nghiép cin nén tap trung chu trong hon dén viéc gia ting su
nhan biét va truyén thong cho thuong hiéu.

Nhung nghién ctru ciing ton tai cac han ché nhat dinh. Thir nhét, pham vi ciia nghién ctru
chi xem xét mdi quan h¢ cia mot s6 khai niém nghién ctru chinh 1a sy tin tudng, su thu hut, chuyén
mon, thai do dbi véi influencer va y dinh mua hang, do d6 con mot s6 tac nhan khac chua duge
xem xét dén trong nghién ctru. Thr hai 1a ddi tuong khao sat va ) luong mau con han ché cu thé
1a s6 luong cac ddi tugng trong mau chu yéu 1a ddi tugng con tré & Thanh phd Hd Chi Minh. Thir
ba 1a d& tai chi yéu nghién ciru vé san pham thoi trang va chi tap trung vao cac mit hang thoi trang
dugc gidi thidu trén Instagram do d6 trong cac nghién ctru ké tiép c6 thé dat muc tiéu mé rong dbi
tugng nghién ctru, san pham va kénh dugc ddi trong mua hang tiép can.
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