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TOM TAT:

Bai nghién cttu phan tich 4nh hudng ctia niém vui tir xu huéng mua sim ngiu hitng (MSNH)
trong moi trudng thuong mai phat truc ti€p. Nghién cttu dva trén cdc y€u t6 tin suit mua sim va
tan suit xem, dong thdi xem xét yéu td trung gian 13 xu huéng MSNH va cdm xiic clia ngudi tiéu
diing trong qué trinh mua sdm tryc tuyén. K&t qua cho thdy tin suit xem va tan sudt mua sim c6
tdc dong tich cuc d&€n xu hudng MSNH, tir d6 dnh hudng truc ti€p dén quyét dinh mua sim cda

ngudi tiéu dung.

T khéa: niém vui, xu huéng mua sim ngiu hiing, thuong mai phat truc ti€p.

1.Datvan dé

Sau khi dai dich Covid-19 két thic, hoat dong
mua sim tryc tuy€n da biing nd manh mé&, v6i hinh
thitc thuong mai phat truc ti€p tr§ thanh lya chon
phd bi€n d6i vdi cd ngudi tiéu dung va nha bin
hang. Tai Viét Nam, tinh dén thang 9/2024, tong
doanh thu tir nganh thuong mai dién to dat 222,7
nghin ty ddng, ting 37,66% so v4i ciing ky nim
ngodi, phan dnh sy phét trién manh mé cda thi
trudng ban 1& truc tuyén (Advertising Vietnam,
2024). Mot yé&u t6 quan trong dnh hudng dé€n quyé&t
dinh tham gia vao mua sim tryc ti€p clia ngudi tiéu
diing 12 trdi nghiém thd vi va hdp din khi sit dung
nén tdng phat tryc ti€p (Apasrawirote & Yawised,
2022). Nghién ctu cta Li, Li & Cai (2021) cho
ring, cdc chuong trinh khuyén mai gi6i han thoi
gian c6 thé tao ra cdm gidc khan hi€m, thic diy
ngudi tiéu dung ¢ kinh nghiém mua sdm theo cdm
hiing. Ngudc lai, nhitng ngudi it kinh nghiém
thudng can nhic k§ ludng hon trude khi quyét dinh
mua hang. Hién c6 t6i 77% ngudi ti€u dung da tiing

xem céc budi phat tryc ti€p ban hang va trong s&
do, 71% da thuc hién giao dich qua hinh thiic nay
(Coc Coc, 2024). bic biét, 51% ngudi tiéu dung
thudc thé hé Z (1997-2012) cho bi€t ho da tham gia
vao cdc hoat ddng mua sim qua phat tryc ti€p, cho
thdy day 1a nhém ddi tugng quan trong trong xu
huéng mua sidm hién nay. Bén canh d6, trong moi
truding mua sim tryc tuyé&n trén cic sin thuong mai
dién tif va mang xa hoi, y&u t6 cdm xiic dong vai trd
quan trong trong quyét dinh clia ngudi tiéu dung.
Niém vui khi tham gia vao cdc budi phat truc tiép
hoic khi dugc gidi ddp thic mic vé san phdm, dich
vu ¢6 4nh hudng sau sic dé€n quyét dinh mua hang
clia ho. Nhu cau mua sim truic tuy€n ngay cang gia
ting, ddng thdi ngudi tiéu duing ciing dang tim ki€m
nhitng trai nghiém gidi tri va thong tin bd ich khi
thuc hién céc giao dich mua sim.

2. Cd s6 Iy thuyé&t va mé hinh nghién citu

2.1. Cosé 1§ thuyét

Thuong mai phat tryc ti€p (Live Commerce) 1a
su k&t hgp gilta thuong mai dién tf va tuong tic
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ddng thdi trong thdi gian thuc (Cai & Wohn, 2019).
Mb hinh kinh doanh ndy bao gdbm mot nén ting
phét tryc ti€p v6i cong nghé va co s& ha ting cin
thi€t, tao ra modt khong gian 4o cho sy tuong tac,
giai tri, hoat dong xa hoi va thuong mai trong thdi
gian thuc (Xu, Wu & Li, 2020). Hinh thdc nay cho
phép viéc ban hang truc tuyén dién ra nhd vao
ngudi phat truc ti€p, ngudi s& gidi thiéu va trinh bay
cong dung san pham, tir d6 kich thich ¥ dinh mua
sdm clia ngudi tiéu dung (Wongkitrungrueng &
Assarut, 2020).

Mua sim ngau hitng (Impulse Purchase) dugc
dinh nghia 12 mot giao dich khong c6 k& hoach,
khé ki€m sodt va thudng di kém véi phan dng
cam xudc (Verplanken & Sato, 2011). Stern (1962)
da dé xud't mot trong nhitng phin loai sém nhi't vé
hanh vi MSNH, chia thanh 4 loai hinh chinh:
MSNH thuin tdy, mua sim ngiu hing gdi ¥,
MSNH nhidc nhd vd MSNH c¢6 k€& hoach. Theo
Parboteeah et. al. (2009), cAm xic manh mé c6
thé 1am cho qud trinh tv duy va ra quyét dinh tr§
nén khé khin, din d&€n nhitng hanh vi thi€u ki€m
sodt hodc tim ki€m rli ro. Can phai xem xét cdc
phdn @ng cdm xic cung vGi cdc phdn Gng nhian
thiic, vi cd hai déu 12 khia canh quan trong trong
khi quy&t dinh va c6 m6i quan hé tuong trg nhau,
mic dii phdn ¢ng cdm xiic thudng cé vai trd ndi
bat hon do kha ning lam sai 1éch cim nhin va
niém tin (Parboteeah et. al., 2009).

Sy khan hi€m trong khuy&én madi (Scarcity-
Induced Promotion) khi€n ngudi tiéu dung cidm
thdy nhu "mua ngay kéo 18" va "cd hoi chi c6 mot
1an", tir d6 thiic ddy xu huéng MSNH (Lo, Lin &
Hsu, 2016). Hiéu tng khan hi€m dugc phan loai
thanh 2 nhém chinh: khan hi€m vé thdi gian
(Limited Time Scarcity) va khan hi€m vé s6 lugng
(Limited Quantity Scarcity) (Cialdini, 2008). Theo
Wu et. al. (2021), khi ngudi tiéu ding quyét dinh
mua mdt sin phdm dugc gidi thiéu trong budi phat
s6ng phat tric ti€p, néu ho thiy s6 lugng sidn pham
con sdn hang gidm dan thi s& tao ra ap luc vé s&
lugng con lai va 4nh hudng dén xu huéng MSNH
ctia ho trong ldc do.

Du dodn cdm xic (Anticipated Emotion) ctia
ngudi tiéu dung cho phép ho du dodn thdi do cta
ban than trudc qué trinh ra quyét dinh mua sim,
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ddng thdi tic dong gidn ti€p d&€n két quad mong ddi
va mitc dd hap din cla cic quyét dinh hanh vi
(Loewenstein & Lerner, 2003). Cadm xtc phat sinh
tif nhitng trai nghiém trudc d6 cé thé tic dong dén
cdc quyét dinh khdng lién quan trong tuong lai
(Achar et. al. 2016). Hon nita, trong moi trudng mua
sam truc tuyé&n, ngudi tiu dung 6 thé d& dang cam
nhin dugc trang thai thodi mai hon khi ho du dodn
ring s& dudc ddm chim trong trdi nghiém (Yim et.
al., 2017) va cdm gidc hai 1ong ctia khdach hang sé
dnh hudng tryc ti€p d&€n hanh vi mua sim cda ho
(Chenet. al., 2017).

2.2. M6 hinh va cdc gid thuyét nghién citu

Dva trén cd s& ly thuyét hanh vi MSNH
(Verplanken & Sato, 2011), hiéu ¢ng khan hi€m
trong khuyén mai (Lo et. al., 2016), du dodn cdm
xtic trong mua sim (Loewenstein & Lerner, 2003)
va cdc nghién ctu lién quan cta Lo et. al. (2022),
Kholis et. al. (2023), Yang et. al. (2024), tic gia dé
xu&t md hinh nghién cttu nhu sau:

TAn suit mua sim (Purchase Frequency) dugc
hi€u 14 s6 14n mua trung binh trong mot tudn (Kim
& Rossi, 1994; Ainslie & Rossi, 1998). Thém vao
d6, nhém khéch hang than thi€t thudng quay trd
lai v6i tAn sudt mua sim thudng xuyén hon (Bawa
& Ghosh, 1999). Nghién cttu ctia Lv et. al. (2022)
ciing dua ra k&t luan, thuong mai phat truc ti€p c6
kha ning thiic ddy qu4 trinh ra quy&t dinh MSNH,
nhd vao viéc tich hgp quang cdo va cac chuong
trinh khuy&n mai trong thdi gian ph4t tryc ti€p. Do
dé, gia thuy&t H1 va H2 dudc dé xui't nhu sau:

H1: Tan sudt mua sdm cé anh huéng tich cyc dén
tdn sudt xem.

H2: Tan sudt mua sdm cé danh huéng tich cyc dén
xu huong MSNH.

Tan suit xem (Viewing Frequency) dudc dinh
nghia 12 "s6 1An ngudi tham gia xem phat truc tiép it
nhit mot gid mdi tudn" (Yi et. al., 2023). Theo
nghién cttu cia Yim et. al. (2017), khi xem c4c budi
phat truc ti€p, ngudi tiéu diing c6 co hdi quan sat va
d4nh gid sin phaAm mot cach chan thyc thong qua
SU tur van tir ngudi phat truc ti€p. Nghién citu clia
Mallapragada et. al. (2016) da phat hién: s§ lan
ngudi ding xem nodi dung tryc ti€p va so 1an truy
cAp trang bdn hang cang nhiéu thi khd ning va ¥
dinh mua sdn phdm ctia khach hang cang cao. Do
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d6, doi véi tin suit xem, gid thi€t H3 dudc dé xuat
nhu sau:

H3: Tan sudt xem cé dnh hudng tich cuc dén xu
huong MSNH.

Xu huéng MSNH (Impulse Purchase Tendency)
dién ra khi ngudi tiéu ding cAm nhan dugc sy thich
thi khi tuong tic trong qud trinh trdi nghiém mua
sam (Parboteeah et. al., 2009). Cdm xic tich cuc c6
thé thic ddy ngudi tiéu diing khong chi gidm thdi
gian danh gid san phaim ma con dua ra quyét dinh
mua hang nhanh chéng, tir d6 dé dang tao ra xu
huéng mua sim khong c6 k& hoach (Ozer &
Giiltekin, 2015). Chinh vi 1& d6, nhu ciu MSNH bj
thic ddy manh mé& dén tim 1y ngudi tiéu diing din
dén quyé&t dinh MSNH ctia ho (Huang, 2016). Tir
do, tic gid dAn dén gia thuyét:

H4: Xu huéng MSNH c6 dnh hudng tich cuc dén
niém vui.

Niém vui (Rejoice) dudc dinh nghia 1a nhitng
cAm nhan tich cuc lién quan dén ky vong vé hanh
phic va niém vui (Gupta & Gentry, 2019). Nghién
cttu clia Azhari et. al. (2020) cling khing dinh cdm
xtic tich cyc tdc dong truc ti€p dén hanh vi mua sim
clia ngudi tiéu diing, bt ké hinh thic ctta hang hay
phuong thiic mua sim. Huo et. al. (2023) cho thdy
nhitng ngudi dang phéi chiu ap luc trong cudc séng
thudng c¢6 xu hudng MSNH khi xem thuong mai
phiét truc ti€p, coi diy nhu mdt cich d€ gidi tda
cing thing tam thdi.

Quyét dinh mua sim (Purchase Decision) dudc
hi€u 12 hanh vi mua sim khong c6 k& hoach trudc
(Kacen et. al., 2012). Khi chiu 4p luc thoi gian,
ngudi tiéu diing thudng it ¢6 thdi gian d€ suy nghi
k¥ ludng trudc khi ra quyét dinh va c6 xu huéng tin
tudng hon vao sin phim ciing nhu nha ban hang
(Lv et. al., 2022). Bic biét, nit gidi c¢6 kha nidng
quy€t dinh MSNH cao hon, diéu nay cho thay ho c6
nhu cau mua sim manh mé hon va thdi do tich cuc
hon ddi véi tieu diing so véi nam gidi (Choi & Park
2017; Lv et. al., 2022). Do d6, doi v6i nhan t6 xu
huéng MSNH, niém vui va quyét dinh mua sim,
tac gia d& xudt gid thuy&t nhu sau:

H5: Xu huéng MSNH c6 dnh hudng tich cuc dén
quyét dinh mua sdm.

H6: Niem vui c6 dnh hudng tich cuc quyét dinh
mua scim.

3. Phuong phap nghién citu

Nghién citu dé xuat va ki€m dinh mdt md hinh
cAu tric nhiim phén tich tic dong clia niém vui clia
xu huéng MSNH trong thuong mai phat truc tiép.
DPé thu thap dir liéu, bing hdi st dung thang do
Likert 5 diém, dudc chia thanh cdc thanh phan kh4i
niém chinh: tin sudt mua sim, tin suidt xem, xu
huéng MSNH, niém vui va quyét dinh mua sim.
Dai tugng khdo st 12 nhitng ngudi da tirng tham gia
mua sim trong mdi trudng thuong mai phat truc
ti€p va dit lieu dugc thu thap qua Google Form.
Phuong phdp 1Ay miu thun tién dugc 4p dung, véi
tong cong 285 mau hop 1¢ trong sd 327 miu di thu
thap dudc dua vao phan tich. Cac phuong phap
chinh dugc st dung trong nghién cttu bao gdm phian
tich do tin cdy (Cronbach’s Alpha), phan tich nhan
t6 kham pha (EFA), phan tich nhan t& khing dinh
(CFA) d€ kiém dinh thang do, cling v6i phén tich
mo hinh cAu tric tuyén tinh (SEM) nhiim ki€m tra
mo hinh va cdc gid thuy&ét. AMOS va SPSS la hai
cdng cu chinh dugc sit dung dé thuc hién cic phan
tich dir liéu.

4. K&t qua nghién ciiu

4.1. Thong ké mé ta

Gidi tinh: Dya trén s6 liéu thu thap, nit gidi thé
hién sy quan tAm cao hon so v6i nam gidi, véi ty 1€
tuong Ung la 36,5% cho nam va 60,4% cho ni.
Thém vao do, nhém dap vién thudc gidi tinh khic
chi€m 9,2%, cho thay sy da dang trong cd cAu nhan
kh&u hoc ctia mau khao sat.

D¢ tudi: Nhém dap vién trong do tudi tir 18 d&n
25 chi€m ty 1& cao nhit, dat 62,5%. Ti€p theo,
nhém tir 25 tudi dén dudi 30 c6 ty 1& 21,4%. Poi vé6i
nhitng ngudi dudi 18 tudi, ty 1& 12 10,2%, trong khi
nhém trén 30 tudi chi€m 6% trong tdng s nhitng
ngudi da tham gia mua sdm trong thuong mai phét
truc tiép.

Nghé nghiép: Trong s6 nhifng ngudi tham gia
khdo sit, ty 1& hoc sinh va sinh vién chiém 39,3%,
tuong duong v4i ty 1€ cia nhin vién va chuyén vién
ciing 12 39,3%. Nhém quan 1y chi€m 7,4%, trong
khi nhitng ngudi 1am viéc ty do chi€ém 14%. Su
phin bd nay cho thiy su da dang vé nghé nghiép
trong maiu khdo sit.

Trinh dj hoc vdn: Pa s§ ddp vién c6 trinh dd hoc
van tir dai hoc va cao dang, chi€m 75,4%. Nhém c6
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trinh d® THPT hodc trung cap chi€m 17,2%, trong
khi nhém c6 trinh do sau dai hoc chi chi€m 7,4%.

Thu nhdp: Trong s nhitng ngudi tham gia khdo
sét, ty 1& ddp vién c6 mic thu nhap cd nhan tir 5 dén
10 triéu ddng cao nhat, dat 33,7%. Cac nhém thu
nhap khidc gdm dudi 5 triéu dong va tir 11 dén 15
triéu déng cling chi€m 26,7%, trong khi nhém c6
thu nhap trén 15 triéu dong chi€m 13%.

Nén ting thuong mai phdt truc tiép thuong ding:
Trong khio sdt vé hanh vi mua sim trong thuong
mai phat tryc ti€p, phan 16n dép vién sit dung la
Shopee (39,3%) va Tiktok Shop (36,9%) lam nén
tding mua sim chinh, trong khi mang xd hoi
Facebook va Instagram chi€m ti 1& thap hon, 1in
lugtla 12,5% va 11,4%.

4.2. Phén tich nhéan t6 khdm phd va phan tich
nhan to’khding dinh

Phan tich nhan t6 khdm phd (EFA) cho thiy
cdc nhan td trich xuat tir 14 bi€n quan sit dugc
trich thanh 5 nhan t6 trong ma trin theo phép
xoay Varimax. Phan tich EFA phu hgp véi

0,972 > 0,9; GFI = 0,946 > 0,9; RMSEA = 0,49 >
0,08. Theo két qua phan tich CFA, gid tri phuong
sai trich trung binh (AVE) dao dong tir 0,556 dén
0,910 > 0,5 va do tin cdy tdng hgp (CR) niim trong
khodng tir 0,687 d&n 0,910 > 0,7. Piéu nay cho
thdy mo hinh phit hdp véi dit liéu thuc t&€ va thang
do dat yéu cAu vé gia tri hoi tu (Bang 1). P& xdc
dinh tinh phan biét, can phin tich tuong quan gifta
cdc nhin t&, v6i yéu ciu ring gid tri tuong quan
binh phuong phdi nhd hon AVE, dim bdo mdi
nhan 6 doc 1ap (Fornell & Larcker, 1981). Tuy
nhién, véi nhan t6 PUF va VIF, chi c6 mot bién
quan sat (PUF1 va VIF1), nén khong thé d4nh gid
diy di tinh hoi tu va phan biét. Vi vay, bing phian
tich hé s6 tuong quan sé& khong bao gdm d4nh gid
cho hai nhin t& ndy. Ngoai ra, m6 hinh do ludng
cho cdc nhan t& xu huéng MSNH (IPT), niém vui
(REJ) va quyét dinh mua sim (PUD) déu dat yéu
cAu phan tich (Bang 1).

Bdng 1. Céc chi sé CFA va hé sé tuong quan

md hinh 1y thuyét dé xudt véi cdc thanh

phin: tin suadt mua sim (PUF), tAn suit xem

(VIF), xu huéng MSNH (IPT), niém vui
(REJ), quyét dinh mua sim (PUD). Cu thé,

chi s6 KMO = 0,771 > 0,5. Téng phuong sai

CR AVE REJ IPT PUD
REJ 0,874 0,635 0,797
IPT 0,847 0,582 | -0,010 | 0,763
PUD 0,833 0,556 0,078 0,238 0,746

trich (TV) clia 5 thanh phin thang do la
75,337%, diéu nay cdc thanh phin nay gidi
thich dugc khodng 75,337% su bié€n thién clia cdc
bi&€n quan sit.

Phan tich nhan t& khing dinh (CFA) cho thay,
cic chi s6 CMIN/f = 1,669 < 2 va c6 y nghia
thong ké (p-value = 0,000); cic chi s6 ki€m dinh sy
pht hgp ctia m6 hinh TLI = 0,962 > 0,9; CFI =

AVE: Phuong sai trich trung binh; CR: D¢ tin cdy tong hop

4.3. Phan tich mé hinh cdu triic

Phan tich md hinh cau tric tuyén tinh (SEM)
(Bang 2) cho thdy md hinh dat do phi hdp chung
véi cdc chi s6 nhu CMIN/DF = 1,869 < 2, TLI
= 0,950 > 0,9, CFI > 0,9, GFI > 0,8, va RMSEA

= 0,056 < 0,08, ddng thdi c6 y nghia thong ké

BAng 2. Cdc chisé SEM va két qud kiém dinh céc gid thuyét

Gia thuyét Quan hé Uéc lugng SE CR p Kétqua
H1 VIF < PUF 0,320 0,065 4,936 h Ch&p nhan
H2 IPT « PUF 0,069 0,035 1,965 0,049 Chap nhan
H3 IPT « VIF 0,097 0,031 3,138 0,002 Chap nhan
H4 REJ « IPT 0,038 0,103 0,371 0,710 Bac bd
H5 PUD « IPT 0,296 0,880 3,357 o Ch&p nhan
H6 PUD <« REJ 0,070 0,056 1,238 0,216 Bac bd

***p< 0,001
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(p =0,000). K&t qua chi ra ring, tin sudt mua sim
(PUF) c6 tdc dong tich cyc d&n tan suit xem (VIF)
vdi hé s hoi quy clia gid thuyé&t H1 13 0,320. Bén
canh d6, tin sudt mua sim (PUF) va tan suit xem
(VIF) ciing c6 4nh hudng tich cuc dén xu huéng
MSNH (IPT), véi hé s hdi quy clia gid thuyét H2
va H3 1an lugt 12 0,069 va 0,097 (p < 0,05). Do d6,
céc gid thuyé&t H1, H2, H3 déu dugc chap nhan.

Y&u 8 xu huéng MSNH (IPT) ciing cho thay tic
dong tich cuc dén quyét dinh mua sim (PUD) véi
hé s6 hdi quy cia gid thuy&t H5 1a 0,296 (p < 0,05),
nén gid thuyét nay ciing dugc chidp nhian. Tuy
nhién, tic dong cta xu huéng MSNH (IPT) 1én
niém vui va 4nh hudng ctia niém vui d&€n quyét
dinh mua sim (PUD) khong dat tiéu chuin vdi mic
y nghia 1an lugt 12 0,710 va 0,216 (> 0,05), din dén
viéc bac bd gia thuy&t H4 va Hé.

tiéu ding trong bdi cdnh thuong mai hién dai. K&t
qué nghién citu cho thay céc thang do déu dat do tin
ciy cao, v6i cdc hé sd tai tif phan tich nhan t6 nim
trong ngudng chAp nhan. TAn suit xem thuong mai
phat tryc ti€p dugc x4c dinh 12 y&u t6 dnh hudng
manh mé& nhat d€n xu huéng MSNH clia ngudi tiéu
diing, trong khi tAn suit mua sim ciing c6 tic dong
tich cuc dang k€ dén tan suit xem. Mo hinh nghién
cttu da dugc ki€ém nghiém thuc t& va cho thiy tinh
kha thi vé6i cac hé sd udc lugng giita cdc yéu to dat
yéu cau. Hon nifa, nghién cttu ciing chi ra thuong
mai phat truc ti€p dang tré thanh mot xu huéng
khong thé thi€u trong xd hoi hién dai, mang lai
nhitng 16i ich vudt qua rao can vé khong gian va
thdi gian, ddng thdi cho phép ngudi tiéu diing nhan
dudc tu van ngay l1ap tic. Chinh vi vay, nghién citu
nay khong chi 1am 16 cdc y&u t& 4nh hudng d&n xu

Hinh 1: Mé hinh nghién ciu va két qud kiém dinh mé hinh

________________________________________________

________________________________________________

________________________________________________

Tan suat mua sam

5.Kétluan

Nghién ctu nay phan tich sy dnh hudng cla
niém vui d8i véi xu huéng MSNH trong mdi trudng
thuong mai phat truc ti€p, nhim thic ddy hanh vi

TAILIEU THAM KHAO:

Xu huéng mua sdm ngéu hiing

________________________________________________

________________________________________________

Niém vui

0,070

Quyét dinh mua sdm ]

huéng MSNH ma con dong gép vao kho tang tri
thic trong linh vuc thuong mai phét truc ti€p, nhan
manh tim quan trong clia niém vui trong qué trinh
ra quyé&t dinh mua sim clia ngudi tiéu dung ®
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ABSTRACT:

This study investigates the impact of hedonic pleasure derived from impulse buying within
the context of live-streaming commerce. It specifically examines how shopping frequency and
viewing frequency influence impulse buying, and how impulse buying, in turn, affects
consumers’ emotional states and purchase decisions during online shopping experiences. The
findings indicate that both viewing and shopping frequency positively influence impulse buying,
which acts as a key mediator that significantly drives impulse purchase behavior. These insights
contribute to a deeper understanding of consumer psychology in live-streaming environments
and offer implications for optimizing marketing strategies in digital commerce.

Keywords: rejoice, impulse buying tendency, live commerce.
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