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TOMTAT:

Nghién citu trinh bay khung 1y thuyét vé phan tich tic dong clia ngudi 4nh hudng du luin
(Influencers) trén mang xa hodi TikTok dén y dinh mua cdc mit hang thdi trang clia gidi tré tai
Thanh ph& Can Thd. Nghién citu dugc thyc hién tir viéc nghién cifu tai ban thong qua tham khio
céc ly thuyét va luge khio cdc nghién cttu trudc vé y dinh mua hang. Trén cd s& ly thuyét va k&
thira cdc nghién citu tru6c, tac gia dé xuat md hinh nghién cttu gdm 4 y&u t& dnh hudng d&n y dinh
mua hang thdi trang clia gidi tré, gom: (1) Uy tin, (2) Ngoai hinh thu hit, (3) Truyén cdm hitng cong

ddng va (4) Niém tin.

Tir khéa: hianh vi ngudi tiéu diing, xu hudng hanh vi, chg truyén thong, siéu thi, tiktok, y dinh,

hang thdi trang, giGi tré, TP. Can Tho.

1. Dit van dé

Tiép thi lién k&t véi ngudi c6 siic dnh hudng
(Influencer Marketing) dang phat trién manh mé
va déng vai trd quan trong trong viéc dinh hinh du
luan, cling nhu 4nh hudng d&én hanh vi clia ngudi
ti€u ding. Theo nghién ctu cia Brown & Fiorella
(2013), Influencer Marketing la qua trinh x4c dinh,
ti€p can va hop tic vdi nhitng c4 nhan c6 stic 4nh
hudng dé€n nhom khach hang muc tiéu dé thic diy
hanh vi mua hang hodc ning cao nhan thic thuong
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hiéu. C6 thé goi hinh thifc nay la ti€p thi lién két
v6i ngudi dnh hudng, chi y&u 13 nhitng ngudi ndi
ti€ng trén cic nén ting mang x4 hoi nhu TikTok,
Youtube, Facebook,...

Trong moét nghién ctu khédc, Freberg et. al.
(2011) nhdn manh, Influencers khong chi la
nhifng ngudi cé lugng ngudi theo doi 16n, ma con
c6 khd ning tic dong d&€n quyét dinh clia cong
ddng thong qua nodi dung va su tin nhiém ma ho da
xay dung. Nhitng ngudi dnh hudng du ludn s€ s
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dung uy tin cia minh d€ dua ra cdc khuyé&n nghi
mua hang va khuyé&n khich ngudi mua thyc hién
hanh vi mua sidn phdm/dich vu trén cdc nén tang
mang xa hoi.

Chinh vi vy, nghién cttu vé siic 4nh hudng clia
ngudi dnh hudng c6 vai trd quan trong, giip doanh
nghiép hoach dinh cic chién lugc truyén thong hiéu
qua nhim nang cao hiéu sudt cho cdc hoat dong
truyén thong. Nghién cttu nay tip trung xay dung
khung 1y thuyé&t dé phan tich sy anh hudng cta
nhitng ngudi ndi ti€ng trén mang xi hoi TikTok
(TikTok Influencers) d&€n y dinh mua cdc mit hang
thoi trang clia gidi tré tai thanh phd Can Thd. Dai
tuong khao sit 1a nhitng ngudi tré tudi thudc the hé
gen Z (nhitng ngudi tré ¢6 dd tudi tir 18 d&n 30
tudi). Theo nghién ctiu cia Rosalia & Syafi (2025),
dnh hudng cta Influences rit 16n ddi véi quyét dinh
mua hang cta nhitng ngudi tiéu dung 1a Gen Z.
Nhitng ngudi 4nh hudng nay c6 thé lam thay ddi
cach lya chon sdn phdm ctia Gen Z va lam ho dua
ra cic quyé&t dinh mua hang ngiu hitng.

2. Co'sé 1y thuyét

2.1. Pinh nghia vé Influence

Theo Nhan T. T. Nguyen et. al. (2024), nhitng
ngudi dnh hudng 13 nhitng ngudi ndi ti€ng di thu
hit duge lugt theo ddi nhat dinh va tao ra stic 4nh
hudng ddng ké biing cach tich cuc tham gia vao cc
hoat dong sdng tao ndi dung trén nhiéu nén ting
truyén thong xa hoi. Nhitng ngudi anh huéng nay
ndi ti€ng v6i kha ning sdng tao cic video, cic noi
dung gidi tri va hap dn, c6 thé thu hit nhiéu lugt
xem (Barta et. al., 2023).

2.2. Cdc ly thuyét nghién citu va moé hinh
nghién citu dé xudt

Nghién cttu sit dung ly thuy&t vé hanh vi c6 k&
hoach TBP (Ajzen, 2011) dé phat thio mo hinh
nghién citu. Trong ly thuyét nay, y dinh mua hang
ctia ngudi tiéu diing bi 4nh hudng bdi thai do, chudn
muyc chii quan va kh3 ning ki€m sodt hanh vi cla
mot cd nhan. Theo Ajzen (1991), ¥ dinh mua hang
12 tAp hop cic yé€u to cho tha'y mitc dd sin sang thuc
hién hanh vi hoidc cdc dong co c6 dnh hudng dén
hanh vi clia mdi c4 nhan. Ngudi tiéu dung khi c6 ¥

dinh mua hang s& bi y dinh d6 chi phéi va thiic ddy
thuc hi€n hanh vi dé.

Dua trén 1y thuyét vé hanh vi k& hoach TBP
(Ajzen, 2011) va mo6 hinh nghién citu ctia Nhan
T.T. Nguyen et. al. (2024), tic gid d& xuat md hinh
nghién cttu gdm (1) Uy tin, (2) Ngoai hinh thu hiit,
(3) Truyén cam hitng cong ddng, (4) Niém tin 4nh
huéng d&€n § dinh mua cdc mit hang thdi trang theo
Influencers trén TikTok.

2.2.1. Uytin

Theo Karouw va cs. (2019), nhitng ngudi c6 dnh
hudng dugc cho 1a dang tin ciy va cé anh hudng 1a
do 181 s6ng 1am vlog clia ho dugc phoi bay thong
qua cdc hoat dong hang ngay clia ho v4i nhitng
ngudi theo ddi. Khi influencers trén TikTok thé
hién sy hi€u bi€t siu sic vé cac san phim thdi trang
ho dang gi6i thiéu va céc thong chia sé dugc vé sin
phdm dugc xéc thuc diéu niy tao nén sy uy tin va
c6 anh hudng d&€n y dinh mua hang (Rahi & cs.,
2017), @dng thdi mot influencers cang c6 dd tin ciy
cao cang tic dong 16n dén y dinh mua hang cla
khach hang (Nhan T.T. Nguyen & cs., 2024; Hoyer
& cs., 2012). Qua do, tdc gid dé xuit gid thuyét
nghién cu nhu sau:

HI: Uy tin c6 tdc dong ciing chiéu dén y dinh
mua cdc mdt hang thoi trang ciia gidi tré trén mang
xd hoi Tiktok

2.2.2. Ngoai hinh thu hiit

Theo Ping Minh Anh (2021), sy hip din trd
thinh mot phuong tién d& thu hit ngudi tiéu ding
bing ngoai hinh, sy giéng nhau va dé mén cla ai
dé. Influencers c6 kha ning thuyét phuc cao khi c6
phong cich sdng, hinh 4nh c4 nhan phit hgp v6i sin
pham thdi trang dang quing céo, tir d6 tao nén sy
thién cdm t6t hon ddi véi ngudi tiéu dung (Kahle &
Homer, 1985) va lam cho ho sé& tin ring xay dung
hinh 4nh giéng véi Influencers khi mua cic sidn
phim tuong ty (Nhan T. T. Nguyen et. al., 2024).
Do d6, sy hdp din déng vai trd quan trong trong
nhén thdc clia moi ngudi, dic biét trong ¥ dinh mua
hang cla ngudi tré th€ hé gen Z (Widyanto &
Agusti, 2020). Vi vy, tic gid dé xuit gid thuyét
nghién cttu nhu sau:
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H2: Ngoai hinh thu hiit c6 tdc dong ciing chiéu
dén y dinh mua cdc mdt hang thoi trang ciia gidi tré
trén mang xa hoi Tiktok

2.2.3. Truyén cam hitng cong dong

Truyén cdm hitng cong dong 1a qud trinh tao ra
su kich thich, dong Ivc va tdc dong tich cuc dén
mdt cong ddng nhit dinh. Qua d6, cho thdy nhitng
Influencers tham gia tich cuc cdc hoat dong xa hoi
va st dung stfc 4nh hudng d€ tao ra nhitng diéu tot
dep cho cong dong sé& c6 tic dong d&€n ngudi tiéu
dung lam ting uy tin cia ho (Nhan T. T. Nguyen
et. al., 2024). Tu d6, lam cho ngudi ti€u dung s&
tuong tdc tich cyc v4i nhitng ngudi ¢6 dnh hudng,
g6p phan phd bién cdc thong tin vé san phim va
dnh hudng dén y dinh mua hang clia ho (Le et. al.,
2021). Vi vy, tic gid dé xudt gid thuyé&t nghién
cttu nhu sau:

H3: Truyén cdm himg cong dong cé tic dong
ciing chiéu dén Yy dinh mua cdc mdt hang thoi trang
cuia gidi tré trén mang xa hoi Tiktok

2.2.4. Niémtin

Niém tin 12 sy tin tudng vao ndi dung dugc
cung cip cda sin phdm, con ngudi hoic cdc t6
chitc 1am ting khd ning mua hang cda khich
hang (Morgan & Hunt, 1994). Influencers la
nhitng ngudi c6 dnh hudng va di tao dudc niém
tin trong cdng ching, do d6 s€ lam ngudi tiéu
dung tin tudng hon so vdi phudng thitfc quang cdo
truyén thong (Till & Busler, 2000), dong thdi
ciing tao niém tin thuc sy Influencers st dung cic
san phdm thdi trang ho dang quing cdo, tir d6 ho
s& cung cAp cdc thong tin chinh xdc vé tinh niing
va lam cho ngudi ti€u dung c6 y dinh mua céc
mdt hang dudc Influencers gidi thi¢u (Nhan T.T.
Nguyen et. al., 2024). Dic biét, trong boi cdnh
ti€p thi hién nay, niém tin déng modt vai trdo quan
trong khi ngudi tiéu diung dua vao cdc khuyén
nghi clia ngudi cé 4nh hudng va coi ho 13 ngudn
thong tin ddng tin. Qua dé6, tic gid dé xuit gid
thuy&t nghién citu nhu sau:

H4: Niem tin c6 tdc dong cung chiéu dén y dinh
mua cdc mdt hang thoi trang cila gidi tré trén mang
xd hoi Tiktok.
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3. Phuong phap nghién ciu

Nghién cttu s6 bd st dung 2 phuong phap la
nghién ctu dinh tinh va nghién cttu dinh lugng.
Phuong phdp nghién ctu dinh tinh dugc thuc hién
thong qua luge khao cdac nghién citu trude va hinh
thanh nén bang cau hdi nghién ctu so bo. Sau do,
nghién cu thyc hién phdng van 5 ngudi tiéu diing
nhiim diéu chinh thang do. Ti€p theo phuong phip
nghién cttu dinh lugng dudc thuc hién thong qua thu
thap c& mau vdi 120 quan sat va kiém dinh do tin
cay bing hé sd Cronbach’s alpha. Phuong phép
nghién citu dinh lugng gép phan 1am rd md hinh da
dé xuat.

4. K&t qua nghién ciu

Dua vao két qua nghién cttu sd bo, ki€m dinh
dd tin cay biing hé s6 Cronbach’s alpha cia cdc
bi&n Uy tin, Ngoai hinh thu hit, Truyén cim hifng
cong dong va Niém tin c¢6 hé sd Cronbach’s alpha
16n hon 0,6 va tuong quan bién téng 16n hon 0,3.
Do dé, cdc thang do ddm bdo do tin ciy va dé
xui't vao nghién cttu md rong véi kich thuéc mau
16n hon.

Thong qua cd s§ 1y thuyét, lude khio cac nghién
cttu trude va mo hinh nghién cu tham khdo, tac gia
dé xui't mo hinh nghién citu sy tic dong clia ngudi
anh hudng du ludn (Influencers) trén mang xa hoi
TikTok d&€n y dinh mua cdc mit hang thdi trang clia
gi6i tré tai TP. Can Tho nhu Hinh 1.

Hinh 1: Mé hinh nghién ciiu dé xudt

( Uy tin ——
Y dinh mua
( Ngoai hinh thu hit Jo | engcse
maét hang

S B (o A N thdi tran

[Truyén cam hing cong dong }/ théng quga
- Influencers

( Nigm tn - )

Céc y€u to tdc dong dén y dinh mua cdc miit
hang thdi trang gobm: (1) Uy tin, (2) Ngoai hinh thu
hiit, (3) Truyén cdm hiing cong dong va (4) Niém
tin. Bi€n phu thuéc Y dinh mua hang gém 5 bién
s6 (T6i s&€ mua cdc mit hang thdi trang dugc
quang cdo bdi Influencers ddng tin ciy trén
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TikTok; T6i s€ mua cdc médt hang thdi trang dugc
Influencers ndi ti€ng vé thdi trang trén TikTok
gidi thiéu; Toi thdy Influencers trén TikTok da
gitip t6i rdt nhiéu trong viéc mua sim hoic lva
chon thdi trang, vi vay t0i sé ti€p tuc theo ddi ho;
T6i sé& gidi thiéu ban be, ngudi thin hoic dong
nghi€ép mua cdc mit hang thdi trang cla
Influencers trén TikTok ma tdi yéu thich; Khi cAn
mua cdc mat hang thdi trang, t6i s€ 1én TikTok tim
ki€m 15i khuyén va ddnh gid tir Influencers dé
gitp toi la chon sdn phdm phit hgp). Cac bién s&
dudc k& thira tir nghién cttu cda Nhan T.T. Nguyen
& cs., (2024) va st dung thang do Likert 5 mdc do
dé do ludng. Thong qua k&t qua nghién ctu thé
hién mo hinh va thang do dé xui't 12 phu hgp véi
nghién ctu tai TP. Can Tho.

TAILIEU THAM KHAO:

5.Kétluan

Nghién cttu nay dudc thuc hién tif viéc nghién
cifu tai ban thdng qua tham kh3o cic 1y thuyét va
luge khdo cdc nghién ctu truc vé y dinh mua
hang. T d6, md hinh ly thuy&t phan tich tic dong
cia ngudi anh hudng du luan (Influencers) trén
mang x3 hoi TikTok d&én ¥ dinh mua cédc mit hang
thdi trang clia gidi tré tai TP. CAn Tho gom 4 y&u t&
doc 1ap: Uy tin, Ngoai hinh thu hdt, Truyén cdm
hiing cong dong, Niém tin va bi€n phu thudc. Vi
vy, nghién ctfu 12 mot budc cd ban d€ tién hanh
nghién cttu chinh thic thong qua tng dung vao thuc
tién d€ tim hi€u vé tic dong clia ngudi Anh hudng
du luan (Influencers) trén mang xa hoi TikTok dén
y dinh mua cdc mit hang thdi trang ctia gidi tré tai
TP.CanThom
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ABSTRACT:

This study develops a theoretical framework to analyze the impact of TikTok influencers on
the purchase intention of young consumers toward fashion products in Can Tho City. Using desk
research, the study synthesizes relevant theories and previous empirical findings on consumer
behavior and purchase intention. Based on this foundation, a research model is proposed,
identifying four key factors influencing purchase intention: (1) credibility, (2) physical
attractiveness, (3) social advocacy, and (4) trust in the influencer. The model provides a basis for
future empirical research and practical implications for digital marketing strategies targeting
young consumers.

Keyword: consumer behavior, behavioral trends, traditional markets, supermarkets, TikTok,
intentions, fashion products, youth, Can Tho City.
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