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M6 rong mo hinh Elaboration Likehood Model
de giai thich hanh vi nguoi ti€u dung trong boi
canh truyén thong xa hoi

Nguyén Hiru Khoi, D6 Nhu An

Tom tit—Nghién ciru nay giai thich cich thire cic
ndi dung do nguoi dung tao ra trén YouTube tac
dong dén nhan thirc, thai dd va viéc hinh thanh y
dinh mua hang ctia nguoi tiéu dung Viét Nam. M6
hinh nghién ciru duwge xiy dung dwa trén mé hinh
Elaboration Likelihood Model véi cic bién s6 mé
rong gdm hiru ich cim nhan, thai dé, tiép nhan thong
tin va y dinh mua hang. Phwrong phap phan tich ciu
triic tuyén tinh dwoc 4p dung trén mdt miu c6 co 204
¢4 nhan cé quan tim dén smartphone. Két qua cho
thiy cac thang do lwong déu dat dwoc dd tin cdy va
dd gia tri. M6 hinh dé xuét phi hop dé nghién ctru
qua trinh tic dong ciia ndi dung do ngudi dung tao
ra dén nguoi tieu ding. Bén canh do, cdc gia thuyét
déu dwoc chitng minh vé mit thwc nghiém. Do dé,
nghién ciru ¢é nhirng dong gép nhat dinh vé mit Iy
thuyét va thuc tién.

Tir khéa—Noi dung do ngudi tiu ding tao ra,
hitu ich cdm nhan, thai d§, tiep nhan théng tin, y
dinh mua hang.

1 GIOI THIEU

GUOI tiéu ding ngay cang tin tuéng cac ndi

dung do nguoi tiéu dung tao ra (CGC) [1; 2].
Céc bang chung thuc nghiém cho thdy CGC c6 tac
dong dén thai do va hanh vi cua khach hang manh
hon céc quang cao thuong mai [3; 4].

Céc nghién ctru truée day vé tac dong cia CGC
dén nguoi tiéu ding thyc hién trén nhidu nén tang
khéc nhau bao gdm forum va cong dong truc tuyén
[5], website thuong mai dién tur va trang danh gia
truc tuyén [6], blogs [7], wikis va mang xa hoi [8;
9]. Tuy nhién, tac dong cua CGC trén YouTube
dén hanh vi nguoi tiéu dung lai it duoc quan tdm
[10]. YouTube 14 nguén CGC khéng 16 c6 vai tro
quan trong ddi voi nguoi tiéu ding [11]. Vi dy, két
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quéa khao sat cia YouTube Insights [12] cho thiy
tai Anh c6 86% nguoi dung xem YouTube 1a kénh
hang dau dé tim kiém thong tin m&i nhéat vé mat
hang c6ng nghé va 98% nguoi dung tim kiém cac
danh gia tir YouTube dé dua ra quyét dinh mua san
pham cong nghé. Cac video trén YouTube co tac
dong dén ngudi dung [13] va hinh thanh quan
diém quan diém, thai do va tinh cam cua cong
chung [10]. Vi vay, nghién ctu tac dong cua CGC
trén YouTube dén ngudi tiéu dung 1a hoan toan
céan thiét.

Bén canh d6, mac du cac nghién cliru trudc day
chimg minh tic dong cia CGC dén y dinh ngudi
tiéu dung [vi dy, 14; 15], co ché tac dong cua CCG
lai it dugc quan tdm. No6i cach khac, qua trinh
ngudi tiéu dung chiu tic dong cua CGC dan dén sy
thay ddi cta nhén thic, tinh cam va hanh vi chua
duogc 1am 1. Xét truong hop cu thé ciia CGC trén
YouTube, khi mdt nguoi tiéu dung xem mot video
danh gia san phdm, khia canh nao cua thong tin s&
¢6 tac dong dén khach hang? Tai sao nhiing ngudi
tiéu dung khac nhau lai chiu tac dong theo nhiing
cach khac nhau khi xem cung mét video? Khi nao
chét lugng video quan trong véi ngudi tiéu dung?
Khi nao nguoi tidu dung s& cha y dén luot thich, sd
lugng binh luan, lugt xem. Nhing ciu hoi trén van
chua c6 16 giai dap thoa dang trong bdi canh CGC
trén YouTube. Vi vady mot nghién ciru xem xét co
ché tac dong cia CGC trén YouTube dén ngudi
tiéu dung 14 can thiét dé dong gop nhirng kién thirc
sdu sdc hon cho su hiéu biét vé CGC.

Mot cach tong quat, nghién ciru sé tra 10i nhitng
cau hoi sau:

Cdu héi nghién ciru 1: Co ché nguoi tiéu ding
chiu tae dong ciia théng tin va tiép nhdn thong tin
tir CGC trén YouTube.

Cdu héi nghién cieu 2: Viéc tiép nhin thong tin
danh hwéng nhie thé nao dén viéc hinh thanh y dinh
mua hang.

Viét Nam duoc lva chon bdi canh dé tra 101 cac
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cau hdi trén vi mot vai ly do. Thi nhét, nguoi tiéu
dung Viét Nam xem YouTube la mot trong nhitng
ngudn thong tin quan trong nhat dé tim kiém 10i
khuyén cho cac van dé khac nhau bao gom ca danh
gia san phdm [16]. Su phat trién Internet tai Viét
Nam d thiic ddy sy hinh thanh cac kénh YouTube
phi lgi nhuan (vi dy, Tinh Té& Vit Vg,
CellphoneS) chia s¢ thong tin va danh gia vé san
pham. O céc kénh nay, nhiéu binh luan khing dinh
céc thong tin va danh gia san pham hitu ich trong
viée tro gitip nguoi tiéu dung dua ra quyét dinh
mua hang t6i wu va ciing c6 nhimg binh luan thé
hién quan diém d6i lap hay khdng quan tam. Vi
nguoi tiéu dung/nguoi dung dong vai tro tich cuc
trong viéc tao, chia sé va xem video danh gia, viéc
kham pha viéc st dung YouTube va tac dong cua
CGC trén YouTube tir goc nhin ngudi tiéu dung
Viét Nam Ia hoan toan thich hgp. Tht hai, Viét
Nam 12 mot qubc gia c6 nén vin hoa da dang véi
52 dan tdc. Vi vy, cam nhén va thai d§ cua nguoi
tiéu dung d6i véi CGC trén YouTube s& khac
nhau. Nhitng diéu nay lam Viét Nam trg thanh mot
bdi canh dang quan tim dé kham phé va kiém dinh
vai tro cia video danh gid smartphone trén
YouTube trong viéc giai thich thai do va y dinh
mua hang & Viét Nam. Cudi cing, nghién ciru s&
gop phan cing c¢d kién thirc vé truyén thong xa hoi
ndi chung va CGC ndi riéng. V& mit thuc tién, mo
hinh cung cip cho cac nha quan tri doanh nghiép
tai Viét Nam mot cong cu va tam nhin dé t6i da
hoa sirc manh cua ngudi dung trong chién luge
marketing truc tuyén.

2 COSOLY THUYET & PHUONG PHAP
NGHIEN CUU

2.1 Co s6 Iy thuyét & tong quan nghién ciru

Trong bdi canh truyén thong xa hoi, CGC duoc
dinh nghia 1a cac ndi dung dugc tao va tai lén
mang Internet bdi nhitng nguoi tiéu dung binh
thuong (khong phai cac chuyén gia truyén thong)
[17]. Ciing trong bdi canh ndy, md hinh
Elaboration Likelihood Model - M6 hinh kha nang
danh gia ky ludng [18] thuong dugc s dung dé
giai thich qué trinh ngudi tiéu dung bi thuyét phuc
trong viéc tiép nhan thong tin [19; 20]. Theo ELM,
mirc d6 nguoi tiéu dung bi thuyét phuc dua ra
quyét dinh s& chiu anh huéng boi hai con duong:
duong trung tam va dudng ngoai vi. Pudng trung
tam tic dong manh dén ngudi tiéu dung khi ho
danh gia thong tin nhan duoc va dua ra nhiing luén
clr v& viée nén hay khong nén tiép nhan thong tin.
Tuy nhién, diéu nay doi hoi nguoi tiéu ding phai

¢6 nang luc va dong co dé danh gia thong tin nhan
dugc. Khi khong co kha niang va dong co dé danh
gia thong tin mét cach ky ludng, ho s€ cac thong
tin khéc cé lién quan véi ndi dung thong tin (meta-
information) dé dua ra quyét dinh va chiu tac dong
cua duong ngoai vi. Noi cach khac, kha niang danh
gia thong tin cang thap ciia nguoi tiéu ding cang
thip, tic dong cua duong ngoai vi dén ho cang
manh vi dudng ngoai vi 1a 16i tat dua ra quyét dinh
ma khong can phai nd luc danh gia thong tin [18].

Mo hinh ELM duogc su dung rong rai trong cac
nghién ctru vé qué trinh tiép nhan thong tin, kién
thirc trong nhiéu bdi canh khac nhau bao gom tiép
nhan cong nghé thong tin [20], tiép nhéan truyén
miéng dién tir [21-24], tiép nhan danh gia truc
tuyén [19; 25-27]. Trong cac nghién ctru ndy, cdu
trac khai niém chat luong thong tin déng vai tro la
dudng trung tAm va sy uy tin ngudn thong tin dong
vai tro la duong ngoai vi trong qua trinh danh gia
thong tin [19; 20; 28]. Chét lugng thong tin va sy
uy tin clia ngudn tin c6 tac dong tich cuc dén thai
d6 cua ngudi tiép nhan thong tin [20; 28]. Chét
lugng thong tin dugc dinh nghia la stc manh
thuyét phuc cua cac ludn diém nam trong thong
diép [20]. Sy uy tin &m chi cam nhan cta nguoi
tiép nhan thong tin vé sy uy tin cta ngudi truyén
tin [28]. Sy uy tin con dugc dinh nghia 1a muc d6
ngudn thong tin dugc cam nhan 1a co ning lyc va
dang tin twong boi nguoi tiép nhan [18]. Theo md
hinh ELM, ngudi tiép nhan thong tin chiu tic dong
manh cia chat luong thong tin khi ho c¢6 kha ning
suy xét thong tin nhan dugc hodc cé dong co trong
viéc phan tich thong tin. Nguoc lai, ho sé st dung
sy uy tin cta ngudn tin dé dua ra quyét dinh.

Cac nghién ciru trude day thuong tap trung vao
céc nén tang nhu forum va cong dong truc tuyén,
website thuong mai dién tu va trang danh gia truc
tuyén, blogs, wikis va mang xd hoi ma it quan tam
dén CGC trén YouTube, mot thanh phan quan
trong cua truyén thong xi hoi [29]. Nhu di trinh
bay, tac dong cia CGC trén YouTube dén ngudi
tiéu dung la rat to 16n [vi du, 10; 13]. Do dé,
YouTube mang lai mot bbi canh dang quan tim
cho viéc nghién ctru qua trinh tac dong ciia CGC
dén ngudi tiéu dung. Ap dung ELM vao bdi canh
CGC trén YouTube, chét lugng thong tin va su uy
tin cia ngudn tin c6 thé dugc sir dung dé giai thich
co ché tac dong ciia CGC dén thai do nguoi tidu
dung. Ciing theo m6 hinh ELM, ngudi tiéu dung
¢6 kién thirc va ning lyc s& danh gia chat lugng va
tinh hitu ich cta ndi dung video trén YouTube va
hinh thanh thai d¢ d6i véi CGC. Nguoc lai, ngudi
tiéu ding khong c6 kha ning danh gia chat lugng
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ndi dung, ho s€ xem xét cac thong tin lién quan
dén nguoi dang video nhu sb lugng video di dang,
s6 luong nguoi theo ddi (Mir & Rehman, 2013;
Muntinga & cdng su, 2011). Can ctr vao cac thong
tin ndy, nguoi tiéu ding s& hinh thanh thai o d6i
véi CGC.

Ap dung ELM vio bdi canh nghién ciru gitp giai
dap cau hoi thir nhat. Tuy nhién mo hinh ELM chi
xem xét tac dong cua chét luong thong tin va su uy
tin ctia nguén dén thai d6. Do @6, ELM can duoc
diéu chinh khi ap dung vao cac bdi canh khac nhau
(vi dy, nghién ctu tac dong cia CGC trén
YouTube) thong qua viéc md rong bién phy thude
(thai do) dé bao ham céac khia canh niém tin, tinh
cam va y dinh [20]. Nghién ctru ndy mé rong ciu
trac khai niém thai d6 gdbm ba thanh phan: nhan
thirc, tinh cam va hanh vi [30; 31]. Trong bdi canh
CGC trén YouTube, nhan thirc ciia nguoi tiéu
dung chinh 13 cam nhan vé tinh hiru ich [28], tinh
cam am chi thai do ctia nguoi tiéu dung dbi voi
CGC trén YouTube va hanh vi cua nguoi tiéu dung
chinh 14 viéc chdp nhan thong tin tr CGC trén
YouTube [20]. Trong bdi canh nghién ctru, hiru ich
cam nhan dugc dinh nghia la cdm nhan cua nguoi
tiéu ding rang tiép nhan CGC trén YouTube gitp
cai thién chat lugng cua viée ra quyét dinh mua
sam [7]. Thai do dugc dinh nghia la nhitng danh
gia tich cuc vé mit nhan thie dbi véi CGC trén
YouTube [32]. Tiép nhan théng tin dwgc dinh
nghia 1a mdt qua trinh trong d6 nguoi ti€u dung
tham gia st dung thong tin mét cach c6 muc dich
[21].

2.2 Gid thuyét nghién ciru

Nghién ciru nay sir dung ELM lam 1y thuyét nén
tang cho viéc nghién ctru qua trinh anh huong cua
CGC trén YouTube dén y dinh mua san pham
cong nghé vi hai 1y do: (1) ELM lién két cac tac
nhén gy anh hudng (chét luong thong tin va sy uy
tin clia nguon tin) va tac dong ciia cac nhan té nay
dén nhan thirc, thai d6 cua nguoi tiéu dung. Do do,
ELM gitp tra 151 cAu hoi nghién ctru thir nhét; (2)
Mo hinh ELM ¢6 thé dugc mé rong dé thé hién
mdi quan hé phuc tap gilta cac blen s6 gde va cac
bién s6 mo rong va giita cac bién s6 mo rong. Do
d6, mo hinh ELM mo rong gitp tra 161 cau hoi
nghién ctru thr hai.

Nghién ctru nay lap luan ring chét luong thong
tin va su uy tin cia ngudn tin c6 thé dwoc s dung
dé giai thich qua trinh tic dong cia CGC trén
YouTube dén nguoi tiéu ding. Cu thé, ngudi tiéu
dung c6 thé chia lam hai nhém: nhém nhirng ngudi
c6 kha nang suy xét thong tin trén YouTube (nho

¢6 kién thirc chung v& san phém, hodc da su dung
phién ban trudc d6) va nhom it c6 kha nang hoac
khong co kha nang suy xét thong tin trén YouTube
(do chua c6 kién thirc chung vé san pham). Nhiing
ngudi tiéu ding c¢6 kién thie s& co kha ning danh
gia ndi dung ctia cac video trén YouTube va dua ra
két luan cic video d6 cé hiru ich, déng tin hay
khong. Vi vay, chét lugng thong tin s& ¢6 tac dong
dén hitu ich cam nhan va thai do cua nguoi tiéu
dung. Lap luan nay ciing dugc sy dong thuan cia
cac nghién ctu trude day. Vi dy, Chu & Kamal
[25] lap luan rang cam nhan cua ngudi tiéu dung
vé chat luong thong tin 1a mot tién dé quan trong
clia cam nhan vé tinh hitu ich. Nguoi tiéu ding s&
hinh thanh cam nhan vé tinh hitu ich va thai d¢
tich cuc dbi voi théng tin dép ing nhu cau va yéu
cau cua ho [33]. Awad & Ragowsky (2008) chimg
minh ring ngudi tiéu ding quan tim dén tinh dung
dan va hitu ich cia CGC. Cac ndi dung c6 chit
luong s€ lam thuc déy thai d6 tich cuc va su sin
Iong tin twong. Park, Lee & Han (2007) chi ra rang
chét lwong cia CGC cai thién tinh thuyét phyc.
Tyu trung lai, chét lugng thong tin 1a mot bién sb
quan trong dé giai thich qué trinh tiép nhan thong
tin khi khach hang c6 kha nang danh gia thong tin
[28]. Vi vay:

HI: Chdt lwong théng tin c6 tic dong tich cuc
dén cam nhdn vé tinh hitu ich cia CGC trén
YouTube.

H2: Chdt lwong théng tin cé tac dong tich cuc
dén thdai do cia nguoi tiéu ding véi CGC trén
YouTube.

Pbi voi nhitg nguoi tiéu dung khong co kién
thirc co ban vé san phim, qué trinh dan dén viéc
tiép nhan san pham va hinh thanh y dinh mua hang
c6 sy khac biét. Nhitng nguoi ti€u dung nay
thuong dua vao nhling 161 khuyén cua nhiing
ngudi tiéu dung khac dugce chia s€ dudi dang video
trén YouTube. Noi cach khac, thay vi danh gia noi
dung video, ho s€ dua vao céac thong tin lién quan
dén nguoi ding/ngudi tiéu dung ding video trén
YouTube nhu s6 lugng video dd diang, s lugng
ngudi theo ddi (su uy tin ctia ngudn tin) [10]. Dya
vao cac thong tin ndy, ho s& dua ra két luan vé tinh
hiru ich va hinh thanh thai d6. Bén canh d6, cac
bang chimg thuc nghiém cho thiy su uy tin cia
ngudn thong diép co tac dong tich cuc dén thai do
nguoi tleu dung dbi véi thu(mg hiéu [35; 36] Cam
nhan vé sy uy tin ctia ngudn tin tac dong dén viéc
danh gia thong dlep, thai d§ va y dinh hanh vi [36].
Su uy tin cua nguon tin tic dong manh dén thai do
nguoi dung ddi VO’l théng diép [37]. Mir & Zaheer
(2012) tim thay rang cam nhan vé sy uy tin cé tac
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dong dén thai do cua ngudi tiéu ding véi CGC.
Mir & Rehman (2013) ching minh ring cam nhan
vé su uy tin ¢6 tac dong tich cuc dén cam nhan vé
tinh hiru ich. Két luan lai, sy uy tin cia ngudn tin
1a nhan t6 quan trong trong qua trinh tac dong cua
thong tin khi nguoi tiéu ding thiéu hodc khong co
kha niang suy xét ndi dung thdng tin [20; 39]. Vi
vay:

H3: Sw uy tin ciia nguon tin ¢é tdc dong tich cuc
dén cam nhdn vé tinh hitu ich cia CGC trén
YouTube.

H4: S uy tin ciia nguon tin ¢é tac dong tich cuc
dén thai do doi véi CGC trén YouTube.

Méi quan hé giita hitu ich cam nhan, thai d6 ddi
v6i CGC va viée tiép nhan CGC c6 thé dugc giai
thich thong qua cac 1y thuyét vé chip nhan. Vi du,
theo mo hinh chap nhan cong nghé [TAM,; 40] hitu
ich cam nhén c6 tac dong tich cuc dén ¥ dinh hanh
vi. M6i quan hé nhan qua gitra thai d6 va y dinh
cling dugc dé xuét trong 1y thuyét hanh dong hop
ly [TRA; 41] va ly thuyét hanh vi dy dinh [TPB;
42]. Hitu ich cam nhan c6 méi lién hé tich cyc voi
thai 6 vi nguoi tiéu dung cd khuynh hudng hinh
thanh tinh cam tich cuc véi CGC khi ho cho rﬁng
CGC c¢6 lgi cho viée ra quyét dinh [20]. Nghién
clru nay gia thuyét hiru ich cam nhan c6 tic dong
dén thai do nguoi tiéu dung. Nguoi tiéu dung ¢
khuynh hudéng hinh thanh thai d6 tich cuc véi
CGC khi ho cho rang CGC 1a hitu ich [43]. Hon
nita, thai d§ va hitu ich cam nhan dugc gia thuyét
¢6 tac dong dén viéc tiép nhan CGC vi ca nhan ¢
khuynh huéng duy tri niém tin, tinh cam va hanh
vi théng nhat véi nhau [20]. Cac mdi quan hé nhan
qua ciing di duoc kiém dinh thuc nghiém trong
nhiéu béi canh vé& chip nhan CGC [21; 28]. Do d6:

H5: Hiru ich cam nhan co tac dong tich cuc dén
viéc tiép nhdn thong tin tir CGC trén YouTube.

H6: Hitu ich cam nhdn co tac dong tich cuc dén
thdi do nguoi tiéu ding doi véi CGC trén
YouTube.

H7: Thai do nguoi tiéu dung co tac dong tich
cue dén viéc tié’p nhan thong tin tw CGC trén
YouTube.

CGC doéng vai trd quan trong trong viéc tién

trinh ra quyét dinh vi CGC gitp gidm bot lugng
thong tin cAn xu ly, tiét kiém thoi gian, tranh
nhitng nguy co va sy khong chéc chin khi mua san
phim ciing nhu ra quyét dinh t6i wu [44; 45].
Nhiéu nha nghién ctru cho ring viéc tim kiém y
kién v& mot san pham trén YouTube c6 thé 1a diu
hiéu cua y dinh mua hang [46; 47] hoic khing
dinh khuyén nghi truc tuyén vé& san pham c6 thé
hinh thanh thai ¢ ddi voi san pham dé, tir d6 thiic
day hanh vi cua ho [22].

H8: Viéc tiép nhin CGC trén YouTube ciia
nguwoi tiéu dimg cé anh hieong tich cuc dén ¥ dinh
mua hang cua ho.

Latane (1981) cho ring cic ca nhan bi anh
hudng bdi nhitng hanh dong ctia nguoi khac va doi
khi bi thuyét phuc boi 1y 1& cia ho. Nowak,
Szamrej & Latané(1990) lap luan ring mot mod
hinh anh hudng cua ca nhan can cir trén nguyén
tdc chung vé tac dong xa hoi ¢ thé phan anh cach
ca nhan anh hudong va chiu anh hudéng cua nhau
theo thoi gian. Hon nira, 1y thuyét hanh dong hop
ly [Theory of Reasoned Action; 41] chi ra rang
mdt ¢4 nhan co thé hinh thanh niém tin thong qua
viéc tham chiéu thong tin tir nhitng hanh dong quy
chuin ciia nhom hay ban beé.

Viéc tim kiém nhan xét, danh gia cua nguoi tiéu
dung c6 thé 1a ddu hiéu cia ¥ dinh mua hang [1;
46; 47] vi su gidi thi€u ctia nhitng nguoi tiéu dung
khac dinh hinh thai d6 va niém tin cua ngudi xem
d6i voi CGC va san pham va do do, thuc day y
dinh mua hang [22]. Khuyén céo tir c4 nhém tham
chiéu c6 vai tro quan trong khi nguoi tiéu dung
mua san pham/dich vu méi [7]. Vi dy, blog gitp
hinh thanh tdm nhin vé thwong hiéu, gy ra hiéu
img trung thanh thwong hiéu va tic dong dén y
dinh mua hang [25]. Cac nghién ciru trudc diy
ching minh thuyc nghiém rang hitu ich cam nhan
va thai do co tac dong tich cuc dén ¥ dinh ngudi
tiéu dung [7; 50]. Vi vy, nghién ctu ndy dua ra
gia thuyét:

HY: Hiru ich cam nhan cua nguoi tiéu dung co
tac dong tich cye dén y dinh mua san pham.

HI10: Thai do cua nguoi tiéu dung co tac dong
tich cuwe dén ¥ dinh mua san pham.
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Chit luong H1(+) Hitu ich cam nhan
théng tin
A\ 4
Uy tin cua Thai d¢
nguon tin

Tiép nhan CGC Y dinh mua

Hinh 1. M®& hinh nghién ctru.

2.3 Phwong phap nghién ciru

2.3.1Mdu nghién ciru

Dién thoai thong minh dugc chon dé xem xét
trong nghién ctru nay vi ba ly do. Trudc tién,
smartphone 13 san phdm mang tinh d6i méi lién
tuc. Do do, ho d6i mat véi su khong chic chin
va riii ro khi quyét dinh mua smartphone. nhu
chon dung san pham, thwong hiéu, nha cung
cép hay hinh thirc mua hang. Vi vy, nguoi tiéu
dung mua smartphone c6 khuynh huéng xem
danh gi4 san pham tryc tuyén dudi dang video
trén cac website chia sé¢ truyén thong nhu
YouTube (Borghol et al., 2012; Hanson and
Haridakis, 2008; Snelson, 2011). Tht hai, Viét
Nam c¢6 nhiéu kénh video ndi tiéng danh gia va
chia sé¢ kinh nghiém vé smartphone nhu Tinh
Té, Vat vo or Cellphone S. Cac kénh nay
thuong c6 mot lugng 16n nguoi theo doi
(subscriber) ham ¥ ring nguoi tiéu dung tim
kiém cac danh gia truée khi quyét dinh mua
hang. Cubi cung, smartphone dang ngay cang
phd bién tai Viét Nam. SO nguoi st dung
smartphone dd chiém dén 72% dan sb
(“Consumer barometer with Google,” 2016).
Do d6, nhiéu thuong hiéu dién thoai gia nhap
thi truong Viét Nam vé6i nhiéu san phidm dép
mg nhiéu phan khuc thi truong khac nhau.
Diéu nay thic diy ngudi tiéu dung tim kiém

thong tin danh gia smartphone dé ra quyét dinh
mua hang tdi wu.

Dir liéu tir 204 ngudi tiéu dung Viét Nam co
quan tdm d6i v6i smartphone dugc thu thap
bang phuong phap thu mau thudn tién. Dit lidu
thu thap thong qua khao sat tu quan ly (self-
administered) tai cac cua hang dién thoai di
dong 16n tai Nha Trang trong mua hé nam
2016 (Thé gi¢i Di Pong, Vién Thong A, FPT,
Viettel Store). V& qua trinh thu mau, trudc tiéu
nguoi tiéu dung s€ dugc hoi ho cd xem video
danh gia san phdm trén YouTube hay khong.
Néu ho tra 161 ¢6, mot bang cau hdi khao sat
dugc dua truc tiép cho ho va sé& thu lai sau tdi
da 30 phiit. Tong cong 250 bang cau hoi duoc
phat ra va thu lai. Di li¢u thu thdp dugc nhap
vao phﬁn mém SPSS dé thuc hién sang loc di
lidu dé dam bao dit licu c6 thé st dung duoc,
dang tin cdy va phu hop voi kiém dinh gia
thuyét nhan qua. Ky thuat loc dir liéu thong ké
mo ta dugc su dung dé loai bo dir liéu 16i. Téng
cong c6 46 dong dir liu bi loai bo, con lai 204
dong dit liéu st dung cho phan tich.

2.3.2Thang do lwong

Nghién ciru sir dung thang do Likert 7 diém dé
do luong cam nhéan cda khach hang véi: “1 =
hoan toan khong ddng y; “4 = khong dong y
ciing khong phan d6i hay khong co y kién™; “7
= hoan toan ddng . Cac muc héi dugc trinh
bay trong bang 1.

BANG 1
THANG PO LUONG CAC KHAI NIEM NGHIEN CUU
Khai niém Muc héi hPi(éyu Ngudn

Video danh gia dién thoai pht hop véi ngudi xem. Q1

Chit luong thdng ~ Video danh gia dién thoai cap nhat thong tin méi nhat. 1Q1 [52]
tin (1Q) Video danh gia dién thoai chinh xac. Q1
Video danh gia dién thoai dang tin cdy. 1Q1

Uytincianguon  Toi tin tuong ngusi dung co nhicu video dénh gia dién thoai. SC1 [10]
thdng tin (SC) T6i tin twdng ngudi dung cd nhiéu ngudi theo doi. SC2
Video danh gia dién thoai thuong hay. PU1

Hitu ich cam nhan  Video dénh gia dién thoai cd gia tri. PU2 [10]
(PU) Video danh gia dién thoai hitu ich. PU3
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Video danh gia dién thoai la ngudn théng tin dé truy cap. PU4
Xem video danh gia dién thoai gilp t6i thu thap duoc cac thong tin dang tin cay. AT1
Thai d6 (AT) Xem video danh gia dién thoai gilp toi thu thap dugc cac thong tin hiu ich. AT2 [10]
Xem video danh gia dién thoai gilp toi biét vé uu, nhugce diém san pham. AT3
Xem video d4nh gia dién thoai gidp t6i thu thap nhiéu thdng tin san phdm. AT4
Thong tin tir video danh gia dién thoai lam giau kién thirc cua tdi vé dién thoai. 1A1
Tiép nhan thong Thoéng tin tir video danh gi4 dién thoai giap t6i dua ra quyét dinh mua héng dé dang. 1A2
tin (I A) Thong tin tir video danh gia dién thoai gitip t6i tang tinh hiéu qua caa quyét dinh mua 1A3 [22]
hang.
Théng tin tir video danh gi4 dién thoai thuc ddy tdi ra quyét dinh mua hang. I1A4
oo N Toi s& xem xét viéc mua dién thoai dugce danh gia trong céc video. 11 .
Y dinh mua hang PO X A oain . L [10;
0 T?! s? mua harlg qua FrAen thopg tin dal:lh gl?rdlen thO?I trpng Ccéc video. 12 38]
TOi s€ dung thur cac dién thoai dugc danh gia trong céac video. 13

2.3.3Thu tuc phan tich

Cac thang do luong duge kiém dinh d¢ tin cay,
d6 hiéu lyc hoi ty, va do hi€u lyc phan biét
thong qua phuong phap phan tich Cronbach’s
Alpha, phan tich nhan t6 kham pha va phuong
phap phan tich nhan t6 khang dinh v6i SPSS va
AMOS. Tiép theo mé hinh cau tric tuyén tinh
s€ duogc st dung.

3 KET QUA VA THAO LUAN
3.1 Kétqua
Két qua phan tich Cronbach’s Alpha tai bang 2

cho thdy sau khi loai bo AT4, cac hé s6 Alpha déu
16n hon 0,6 va twong quan bién tong 16n hon 0,3.
Do d6, cac bién quan sat con lai duoc giir lai cho
phén tich EFA.

Phan tich EFA lan 1 cho thay bién PU4 can loai
b6 do c¢6 hé sb tai nhan t6 < 0,5. Két qua EFA lan
2 cho thiy cac bién quan sat dwoc gom thanh 6
nhan t6 nhu mong doi; cac h¢ s6 tai nhan t6 déu >
0,5; KMO = 0,884; sig = 0.000 va phuong sai trich
12 67,375%. Vi vdy, c4c bién quan sat giit lai cho
phan tich tiép theo.

BANG 2
CAC CHI SO PHAN ANH PO PHU HOP CUA MO HINH
CR AVE MSV 1 2 3 4 5 6
1.PU 0,793 0,562 0,479 0,749
2.1Q 0,883 0,653 0,077 0,255 0,808
3.8C 0,716 0,565 0,144 0,231 -0,170 0,752
4. AT 0,827 0,614 0,479 0,692 0,265 0,379 0,784
5. 1A 0,884 0,655 0,464 0,618 0,228 0,217 0,599 0,810
6. Pl 0,949 0,860 0,464 0,614 0,278 0,243 0,601 0,681 0,928

Ghi chu: CR: D¢ tin cdy tong hop; AVE: Phwong sai trich trung binh; MSV: Phwong sai chia sé cuc dai; can bdc hai cua phwong
sai trén dwong chéo chinh, hé so twong quan giita cac cau tric khai niém duoi duong chéo chinh.

Két qua CFA cho thay mo hinh phu hop véi dir
liéu thi truong: CMIN/Af = 1,490; RMSEA =
0,049; SRMR = 0,051; PClose = 0,554; CFIl =
0,972 [53]. CR déu > 0,7 nén céc thang do lugng
dat d¢ tin cdy; AVE déu > 0,5 nén cac thang do

luong dat duoc gia tri hoi ty; MSV < AVE va cac
AVE déu 16n hon hé sé tuong quan giita cac cip
khai ni€m nén cac thang do dat duoc d¢ giad tri
phén biét [54].

3.1.1Thu tuc phan tich

BANG 3
KET QUA KIEM DINH GIA THUYET

Mb hinh nghién ciru

Quan h¢ Gia thuyet R chuan hoa tvalue Keét luan
IQ - PU H1 0,259 3,8 *** Chip nhan
IQ = AT H2 0,136 22%* Chép nhan
SC - PU H3 0,231 2,8 ** Chép nhan
SC— AT H4 0,226 2,9 ** Chip nhan
PU = IA H5 0,478 34 %% Chip nhan
AT = IA H6 0,405 3,1 ** Chip nhan
PU— AT H7 0,597 6,4 *** Chip nhan
IA—- PI H8 0,506 5,2 *** Chip nhan
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PU - PI H9
AT =PI H10
Chi s6 phan anh d6 phu hop

[theo 53]

0,308
0,295

21*
22%*

Chép nhan
Chap nhéan

CMIN/df = 1,471; RMSEA = 0,048; SRMR = 0,055; PClose = 0,602; CFI = 0,972; R} =

0,44; R% = 0,55

Ghi cht: * p <0,05; ** p < 0,01; *** p < 0,001

Két qua phan tich bang 3 cho thay chat lugng
thong tin c6 tac dong dén hiru ich cam nhan (H1, B
=0,259; t = 3,8; p < 0,001) va thai d0 ngudi ti€u
dung ddi véi CGC (H2, B = 0,136; t = 2,2; p <
0,05). Twong ty, uy tin ctia ngudn tin ciing c6 tac
dong dén hiru ich cam nhan (H3, B8 = 0,231; t =
2,8; p <0,01) va thai d¢ (H4, 8 =0,226;t=29; p
< 0,01). Tiép theo ca hiru ich cam nhén va thai do
déu co tac dong manh mé& dén viéc tiép nhéan thong
tin tr CGC (HS, B =0,478; t = 3,4; p < 0,001 va
H6, 3 =0,405;t=3,1; p <0,01). Bén canh do, hitu
ich cam nhén ciing c6 tac dong manh mé dén thai
d6 nguoi tiéu dung ddi véi CGC (H7, B = 0,597; t
= 6,4; p < 0,001). Cudi cing ¥ dinh mua hang cta
nguoi tiéu dung chiu tic dong manh mé nhét cta
viéc tiép nhan thong tin tir CGC (HS, B = 0,506; t
=5,2; p <0,001), tiép theo 1a hiru ich cam nhan
(H9, B=0,308; t=2,1; p <0,05) va thai 46 dbi voi
CGC (H10, 3 =0,295;t=2,2; p < 0,05).

3.2 Thao ludn

Nghién ciru ndy nham giai thich qué trinh dan
dén viéc tiép nhan thong tin tir CGC trén YouTube
va hinh thanh dinh mua hang cua ngudi tiéu dung.
St dung mo hinh ELM lam nén tang ly thuyét,
nghién ctru dé xuit chét luong thong tin va su uy
tin cia ngudn tin co tac dong dén hitu ich cam
nhén va thai d¢ ciia ngudi tiéu dung. Piéu nay din
dén viéc ngudi dung chdp nhan théng tin va hinh
thanh y dinh mua hang. Nghién ctru nay c6 nhitng
dong gop nhét dinh. Dau tién va quan trong nht,
nghién ctru da thanh cong trong viéc giai thich qua
trinh nguoi tiéu ding bi thuyét phuc tiép nhan
thong tin tr CGC trén YouTube va hinh thanh y
dinh hanh vi. Téng quan cc nghién ctru cho thiy
céc nghién ctru hién nay van chua c6 hiéu biét sau
sdc vé cach thic nguoi tiéu ding tan dung CGC
trén YouTube nhu 1a ngudn théng tin dé hinh
thanh y dinh mua hang. Thir hai, nghién ctru gitp
hinh thanh mét birc tranh tong quat hon cach thirc
CGC tac dong dén nguoi tiéu ding trong cac bdi
canh khac nhau nhu forum va cong ddng truc
tuyén, website thuong mai dién ti, website danh
gid - xép hang, blog, wiki va mang xa hdi [5; 6; 8;
9]. Cubi cung, tac gia tin ring mo hinh dé xuét
khong chi giai thich qua trinh tiép nhan CGC trén
YouTube tai Viét Nam ma con c¢é thé ap dung tai
nhiéu quéc gia khac nhau, trong nhitng bdi canh

khac nhau vi mo hinh d& xuat 13 sy mé rong cta
mot 1y thuyét dugc chép nhdn rong rii trong
nghién ctru vé tiép nhan thong tin va kién thuec.
Céc nghién ciru trong tuong lai c6 thé thay doi, mo
rong bién s6 dé giai thich viéc tiép nhan thong tin
trong cac bdi canh khac.

4 KET LUAN VA CAC HAN CHE CUA
NGHIEN CUU

Cac nghién cilru trong qua khitr da chirng minh
mdi quan hé nhan qua gitra chat lugng thong tin va
hiru ich cam nhan [21; 28]. Vi vay, két qua nghién
clru c6 sy twong dong vé6i cac nghién ctru trude
day. Tuy nhién, cling can nhin manh ring mbi
quan hé nay it duoc quan tim trong bdi canh CGC
trén YouTube. Do d6, nghién ciru gop phan cing
¢b kién thirc mdi quan hé giira chit lugng thong tin
va hiru ich cam nhén trong bdi canh truyén thong
xa hoi. Bén canh d6, mdi quan hé giita cht luong
thong tin va thai do van con chua rd rang. Vi dy,
Bhattacherjee & Sanford (2006) cho rang chat
luong thong tin dugc danh gia bai ly tri va do do
s& cO tac dong dén hiru ich cam nhan thay vi thai
d6. Nghién clru nay 1a mot trong nhitng nghién ctiru
dau tién thao luan va kiém dinh mdi quan hé thuc
nghiém sy ton tai ciia mdi quan hé nay. Vi viy céac
nghién ciru trong twong lai nén xem xét mdi quan
hé nay dé hiéu siu sic hon qua trinh tac dong cua
CGC dén nguoi tiéu ding.

Két qua phan tich cho thdy sy uy tin ctia ngudn
tin tac dong dén thai do ciia ngudi tiéu ding. Do
d6 nghién ctru mot 1an nita khing dinh két qua cua
cac nghién ctru trong qua khir [10; 38]. M6t vai tac
gia cho rang sy uy tin cta ngudn tin duong nhu
khong c6 tac dong dén danh gia 1i tri [20]. Tuy
nhién nghién ciru ndy cho thiy sy uy tin cua ngudn
tin ciing co tic dong dén hiru ich cam nhan. Két
qua nay ciing thé hién sy tuong dong véi cac
nghién ciru truge day [10; 21]. Mot diéu dang lwu
¥ 1a sitc manh tac dong ciia sy uy tin ctia ngudn tin
dén hitu ich cam nhan gin twong dwong véi tac
dong cua chét lwong thong tin cho thiy nguoi cé
kha nang danh gia thong tin ngoai viéc chiu tac
dong cua chat luong thong tin con c¢6 thé chiu tac
ddng cia su uy tin ciia ngudn tin. Didu ndy c6 thé
giai thich 1a nhitng ngudi tiéu dung nay str dung sy
uy tin ctia nguon tin nhu 1a mot phuong thirc lam
giam nd lyc danh gia thong tin [20].
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Hiru ich cam nhan va thai d¢ c6 tdc dong manh
dén viéc tiép nhan CGC vi c4 nhan thudng duy tri
niém tin, tinh cam va hanh vi thong nhat véi nhau
[20]. Két qua cho thdy su tuong dong véi cac
nghién ctru trude day [10; 21; 28]. Nguoc lai, mbi
quan hé giita thai do va tiép nhan CGC it dugc
thao luan trong qua khir. Do d6, mdi quan hé nay
van chua duoc 1am rd. Nghién ctru nay dién vao
khoang tréng noéi trén thong qua viéc dé xuat va
kiém dinh mdi quan hé nhan qua nay trong bdi
canh CGC trén YouTube.

Bén canh @6, hitu ich cam nhan tac dong manh
dén thai d6. M6i quan hé nay dugc nghién ctru rat
nhiéu trong cac bdi canh khac nhau [40; 55]. Tuy
nhién, trong bdi canh truyén thong xa hoi, duong
nhu chua ¢6 nghién ctru nao kiém dinh méi quan
h¢é nay. Vi Vay, nghlen clru nay goép phan cai thién
kién thirc vé mdi quan hé giita cic nhan t tac
ddng dén viéc chap nhan thong tin va kién thirc.

Tiép nhan thong tin c6 tic dong manh mé nhat
dén y dinh mua hang, tiép theo 13 hitu ich cam
nhan va thdi d¢. Y dinh hanh vi la mot bién sé
quan trong vai ¥ dinh thuc ddy nguoi tiéu ding
thuc hién mua hang thuc sy [42; 56]. Tuy nhién,
chi c6 mot sb it nghién ctru vé tiép nhan CGC quan
tam dén bién s6 nay. Thuc té 13, hau hét cac nghién
clru chi quan tdm dén viéc tiép nhan thong tin va
chc tién d& [19; 22; 57]. Vi vay, nghién ciru nay
dong gop quan trong vao kién thirc méi quan hé

giita viéc tiép nhan thong tin va ¥ dinh mua hang
trong bdi canh truyén thong xa hoi.

Vé mit thyc tién, nghién ciru cung cap nhiing
ham y quan trong cho nhitng doanh nghi¢p. Trudc
tién, doanh nghiép nén hudéng dén viéc sir dung
truyén thong xa hoi véi vai tro 1a kénh quang céo
méi vi nhidu nghién ctru da ching minh CGC cé
tac dong dén hanh vi khach hang. Thir hai, doanh
nghiép can phai c6 nhing bién phap khuyén khich
ngudi tiéu dung tao ra cac CGC déanh gid san
pham. Trong cic CGC nay, doanh nghiép co thé
khéo 1éo 1dng ghép cac thong diép quang cao voi
su dong ¥ cua nguoi ding nham gia tang hiéu qua.

Nghién clru ndy cdé mot s6 han ché nhét dinh.
Thér nhat, nghién ctru niy xem chat luong thong
tin va su uy tin cua ngudn thong tin 13 mot khai
niém don huéng. Viéc nay c6 thé dan dén nhiing
han ché trong viéc nang cao chat lugng thong tin
d6i v6i CGC hay sy uy tin ctia ngudn thong tin.
Thtr hai, y dinh mua 1a mét bién tu bao céo duoc
str dung rong rdi trong khoa hoc hanh vi ctia nguoi
tiéu ding. Tuy nhién, sir dung bién nay c6 thé gay
ra két luan sai vi y dinh co thé khac nhau déng ké
tir nhitng hanh vi thuc té [58; 59]. Do d6, chiing t6i
dé nghi nghién ciru trong tuong lai ciing nén xem
xét hanh vi thuc té. Cudi ciing, ddi tuong thu mau
chi c6 khach hang cua siéu thi dién thoai di dong.
Céc két qua ctia nghién ctru nay s& mang tinh tong
quat hon néu pham vi iy mau dwoc mé rong.
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Applying expanded Elaboration Likelihood
Model to explain the effect of consumer-
generated content on consumers

Nguyen Huu Khoi, Do Nhu An

Abstract—This study aims at explaining the
influence process of YouTube’s consumer-generated
content on consumers’ cognition, attitude and
purchase intention. The proposed model is based on
Elaboration Likelihood Model with extensive
variables including perceived usefulness, attitude,
information adoption and purchase intention. To test
the validity of proposed model and research
hypotheses, Structural Equation Model is applied on
a sample of 208 individuals who are interested in
smartphone. The results show that the measurements
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