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TOM TAT:

Bai bao nham ching minh sy tac dong cia trai nghi€ém mua sim truc tuyén t61 y dinh mua Iap lai san
phém thoi trang ctia Gen Z. M6 hinh nghién ciru duge dé xuat voi 5 thang do: Trai nghiém nén tang tryc
tuyén, Trai nghi¢ém san phém, Trai nghiém dich vu khach hang, Trai nghiém cdng déng 4o, Niém tin.
Nghién ctru dugc thye hién bang phuong phap khao sat va phan tich dinh lugng sir dung phan mém
thong ké SPSS. Dir liéu duoc xir Iy tir 276 phiéu khao sat hop 16 thong qua cac budc phén tich: kiém dinh
d6 tin cdy, phan tich nhéan t6 kham pha va phén tich mé hinh hdi quy tuyén tinh boi voi 5 thanh phan gia
tri thwong higu. Két qua nghién ctru chi ra, Trai nghiém san phém, Dich vu cho khach hang, Cong df")ng
40 nhén t6 tac dong manh nhit dén y dinh mua I3p lai qua san thwong mai dién tir. Cac thang do trai
nghiém nén tang tryc tuyén va niém tin co it tac dong hon cac thang do khac.

Twr khoa: trai nghi€ém khach hang, thuong mai dién tir, y dinh mua lai, thoi trang, Gen Z.

1. Pit vin dé

Trong bdi canh thi trudng thuong mai dién tir
(TMBT) ngay cang phat trién manh mg, dic biét 1a
sau dai dich COVID-19, nguoi tiéu dung Viét Nam
dang chuyén dan sang mua sim truc tuyén. Cac nén
tang TMDT nhu Shopee, Lazada, TikTok Shop...
dong vai trd quan trong trong viéc cung cip khong
gian mua sam tién loi v6i cac san pham da dang va
chwong trinh khuyén mai hap dan. Theo sach tring
TMDT Viét Nam 2024, cac mat hang dugc luya chon
mua sam online nhiéu nhét chii yéu van 1a quan 4o,
gidy dép va my pham khi c6 t6i 63% ty 16 nguoi ding
tryc tuyén tham gia mua sim. Nhu vay, thuong mai
dién tir da tro' thanh mo hinh kinh doanh khong thé
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thiéu cua cac thuong hiéu thoi trang, khong chi gitp
cac nhan hang ton tai trong dai dich Covid-19 ma con
gitp cac doanh nghiép thich nghi véi sy thay doi cua
nguoi ti€u dung, tao loi thé canh tranh dé but pha
trong tuong lai. Bao cao du bao xu hudng tang trudng
cua thi truong thuong mai dién tir Viét Nam giai doan
2025 - 2028 ctia Cong ty Phan tich dir liéu YouNet
ECI cho thdy, khach hang thudc d6 tudi Gen Z, nhom
¢6 ty 1& mua sim tryc tuyén hang tudn cao nhit
(chiém 53,4%), dong thoi 1a nhom dan dau trong viée
tao ra va thich nghi véi cac xu huéng méi. Cac san
pham ho thuong mua trén thwong mai dién tir chi1 yéu
thudc danh muc thoi trang, sdc dep va cham soc ca
nhan. Gen Z khong chi mua sim dé dap ung nhu cau
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vat chit ma con dé thé hién ban than va két ndi voi
cong dong, voi xu hudng tim kiém nhiing trai nghiém
mua sam c4 nhan hoa.

Trai nghi¢m khach hang da dugc chung minh la
yéu tb quan trong trong viéc ning cao s hai long va
thiic ddy y dinh mua lai. Cac nghién ctru trude day
da chi ra trai nghiém mua sam truc tuyén c6 thé tao
ra sy trung thanh va gia tang gia tri lau dai cho
doanh nghié€p. Tuy nhién, tai Viét Nam, dac biét 1a
trong linh vuc san phim thoi trang may mic, van
con thiéu cic nghién ctru vé& tac dong cua trai
nghiém khach hang dén hanh vi mua Iap lai trén cac
san TMDT. Vi véy, nghién ctru ndy nham tim hiéu
tac dong cua trai nghiém khach hang dén y dinh mua
lap lai ctia gidi tré d6i voi san pham thoi trang may
mic trén cac nén tang TMDT, gop phan lam sang to
nhitng yéu t6 quan trong trong viéc t6i uu hoa trai
nghiém mua sim tryc tuyén va thuc ddy su trung
thanh ctia khach hang.

2. Tong quan ly thuyét va gia thuyét
nghién ciru

2.1. Khdi ni¢m

Trai nghiém khach hang: Khai niém trai nghiém
khach hang duoc Holbrook va Hirschman (1982) dé
xudt, nhin manh yéu t6 trai nghiém trong tiéu dung.
Pine va Gilmore (1998) mo rong khai niém nay khi
cho rang, trai nghiém khach hang 1a su két hop giita
cam xuc, gidc quan va ky vong trong qua trinh tuong
tac v6i doanh nghiép, khong chi dua trén san phim
ma con ¢ gia tri ca nhan khach hang nhan duoc.

Trai nghiém khach hang tryc tuyén: Trai nghiém
khach hang truc tuyén 1 qué trinh khach hang tiép
nhan va tuong tac véi thong tin trén website nhu
hinh anh, video va ndi dung san phim (Rose va cong
su, 2012). Theo Chou va cong su (2015), trai nghi¢m
nay kéo dai tir khi khach hang truy cap website dén
khi nhan hang. Trai nghiém truc tuyén tich cuc co
thé thiic ddy hanh vi mua lip lai va gia ting niém tin
cua khach hang (Hoffman & Novak, 1996;
Yarimoglu, 2014).

Y dinh mua ldp lai: Y dinh mua lap lai phan anh
kha ning khach hang tiép tuc mua san pham trong
tuong lai va 1a chi bdo quan trong cua long trung

thanh (Jones & Kim, 2010; Zhang va cong su, 2017).
Trong nghién clru nay, y dinh mua ldp lai dugc hidu la
viéc khach hang c6 ké hoach tiép tuc mua hang trén
cung mot san thuong mai dién tir sau trai nghiém
trude do (Hellier va cong su, 2003).

2.1. Tong quan nghién ciru va gii thuyét
nghién ciru

Nhiéu nghién ctru di khing dinh vai tro cia trai
nghiém khach hang tryc tuyén déi véi long trung
thanh va hanh vi mua lap lai trong nganh thoi trang.
Theo Pandey va Chawla (2018), trai nghiém truc
tuyén anh huong truc tiép hodc gian tiép dén long
trung thanh thong qua su hai long. McLean va Wilson
(2016) nhan manh vai trd cta niém tin, cam xdc va
trai nghiém tuong tac vdi website trong viéc hinh
thanh hanh vi khach hang.

Bén canh d6, chét lwong dich vu truc tuyén cling
anh huong manh dén y dinh mua lai. Rowley (2009)
cho ring sy tuong tic va c4 nhin hoa trén website
gitp khach hang cam thay gin két hon véi thuong
hiéu. Lee va Lim (2017) khing dinh, méi truong mua
sim truc tuyén than thién va thuan tién s€ thuic dé?iy
hanh vi mua hang. Zhiqiu Ye va Xinyi Chen (2020)
da xay dung mo hinh vé tic dong cua trai nghiém truc
tuyén dén 10ng trung thanh véi 3 khia canh chinh
gf”)m: cam giac, dich vu va sy lién quan. Két qua cho
thdy, trai nghiém thim my, dich vu tryc tuyén va
cong dong truc tuyén déu ¢ anh huong tich cuc dén
long trung thanh khach hang.

K¢é thira cac nghién ctru trude, nghién ctru nay tip
trung vao trai nghiém khach hang trong mua sim truc
tuyén san pham may mic, gdm 5 thanh phan chinh:
trai nghiém nén ting tryc tuyén, trai nghiém san
ph:flm, trai nghiém dich vu khach hang, trai nghiém
cong dong a0 va niém tin.

2.2.1. Trai nghiém nén tang truc tuyén

Trai nghiém nén tang truc tuyén phan anh cam
nhdn cua khach hang vé thiét ké website, kha ning
didu hudng, hién thi san ph?im, bao mat, thanh toan,
tinh c4 nhan hoa va mirc do hip dan tryc quan ciia nén
tang (Chang & Chen, 2008; Garrett, 2010;
Parasuraman & Zinkhan, 2002). Trai nghi¢m tich cuc
gitip gia ting sy tin tudng va thiic day hanh vi mua lai.
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HI: Trdi nghiém nén tang truc tuyén tac dong
thudn chiéu dén y dinh mua Idp lai san phdam may
mdc truc tuyén cua Gen Z.

2.2.2. Trdi nghiém san pham

Trai nghiém san phim bao gdm trai nghiém truc
tuyén thong qua hinh anh, video va thong tin san
phém trén website, cling nhu trai nghiém tryc tiép khi
khach hang danh gia chat luong, thiét ké va tinh nang
san pham (Rose va cong su, 2012; Verhoef va cong
sw, 2009). Nhimg trai nghiém nay anh huéng dén
nhén thirc va quyét dinh mua lai ctia khach hang.

H2: Trdi nghiém san pham tac dong thudn chiéu
dén y dinh mua ldp lai san phdam may mdc triec tuyén
cua Gen Z.

2.2.3.Trai nghiém dich vu khach hang

Trai nghiém dich vu khach hang thé hién qua kha
ning hd trg nhanh chong, cung cip thong tin chinh
xac, tu van phit hop va dam bao an toan thong tin cho
khéch hang trong qué trinh mua sim truc tuyén (Pei
va cong sy, 2020; Choi va cong su, 2019). Chét lugng
hd tro tot gitip nang cao sy hai long va ¥ dinh tiép tuc
mua hang.

H3: Trai nghiém dich vu khach hang truc tuyén
tac dong thudn chiéu dén v dinh mua lap lgi san
phdm may mdc truc tuyén ciia Gen Z.

2.2.4. Trdi nghiém céng dong do

Trai nghiém cong dong 4o phan anh muc do
twong tac, chia sé thong tin va cam giac gin két giira
cac thanh vién trong cong dong tryc tuyén (Zhang va
cong sy, 2017). Cong ddng tryc tuyén tich cuc gitp
gia ting sy hai long, truyén miéng dién tir va long
trung thanh cta khach hang.

H4: Trai nghiém cong dong do tac dong thudn
chiéu dén v dinh mua lap lai san phém may mdc truc
tuyén ciia Gen Z.

2.2.5. Niém tin

Niém tin dugc xem 1a két qua cta qua trinh trai
nghiém va tiéu dung truc tuyén. Trong mdi truong
thuong mai dién tu, niém tin thé hién & su tin tudng
vao san pham, thuong hiéu, dich vu va thong tin tir
cong ddng truc tuyén (Suh & Han, 2003; Bock va
cong s, 2012). Niém tin tich cuc s& thuc ddy hanh vi
mua lap lai.

262 $6 14/2026

Hinh 1: M6 hinh nghién ciu dé xudt

Trai nghiém nén tang tryc tuyén

Trai nghiém san pham

Trai nghiém cong déng &o

Niém tin

[
[
[ Traiinghiém dich vy khach hang
{
[

Nguon: tac gia dé xudt

HS5: Niém tin tac dong thudn chiéu dén ¥ dinh mua
lap lai san phdam may mdc triec tuyén ciia Gen Z.

3. Phuong phap nghién ctru

Phwong phap phan tich: Trong nghién ctu nay,
nhom tac gia st dung phuong phap dinh lugng dé
kham pha muc do tac dong cua trai nghiém khach
hang t61 y dinh mua lap lai qua san thuong mai dién
tir cia gidi tré ddi v6i san pham thoi trang may
mac. Bang khao sat dugc thiét ké dya trén thang do
likert 5 mtrc d6 voi 24 bién quan sat twong tng véi
6 thang do. Cu thé: Trai nghiém nén tang truc tuyén
(5 bién), Trai nghiém san pham (4 bién), Dich vu
khach hang (4 bién), Trai nghiém cong ddng ao (4
bién), Niém tin (4 bién), Y dinh mua lap lai (3
bién). Qua trinh xtr 1y s6 lidu dwgc thuc hién bang
phan mém thdng ké SPSS 26 véi 3 budc: Kiém
dinh d¢ tin cay Cronbach’s Alpha; Phan tich nhan
td kham pha EFA va Phan tich mé hinh héi quy
tuyén tinh boi.

Phirong phép thu thip sé liéu: Vé kich thude
mau phu hop, theo Hair va cac cong su (2010), sb
mau tdi thiéu cho cac nghién ctru st dung phan tich
nhan 13 50, t6t hon 1a 100 va ty 18 s6 bién quan
sat/bién do luong 1a 5/1, nghia 1a cir mdi bién do
ludng can téi thiéu 5 quan sat. M6 hinh nghién ctru
cua dé tai gém 27 bién doc lap va 1 bién phu thudc,
v6i tong 14 27 bién quan sat thi sé mau t6i thiéu can
¢6 12 27*5 =135 mau. Qua trinh khao sat duoc thuc
hién bang ca 2 hinh thirc 14 online va offline.
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4. Két qua nghién ciru

4.1. Thong ké mé td méu nghién civu

Qué trinh 1dy miu duoc trinh bay trong phan
phuong phap thu thap s liéu. Két qua thu dugc 290
mau, sau khi loai bé cac mau khong phu hop, con
lai 276 quan sat hop 1&. Cac mau nay du diéu kién
dé thuc hién phan tich d¢ tin cay Cronbach’s alpha,
phan tich nhan t6 EFA va hdi quy.

V& gidi tinh, phan 16n dbi twong khao sat 1 nit
(64%), cho thiy ni gi6i c6 xu huéng mua sim thoi
trang online nhiéu hon. V& d6 tudi, nhém 20-30
tudi chiém 55,1%, cho thiy gi6i tré tham gia mua
sam tryc tuyén phd bién hon. Thoi gian mua sim
gan nhat trong 0-1 thang chiém 65,9%, phan 4nh
cam nhén thuc té cua khach hang. V& tin sut mua
sam, 62% khach hang mua sam truc tuyén hai lan
hodc nhidu hon mdi thang, cho thiy xu hudng nay
ngay cang phd bién.

Céc dic diém cua ddi twong khao sat phu hop
voi muc tiéu nghién ciru, 1a co s& dé danh gia sy hai
long va nhu cau khach hang nham dat duoc su thoa
mén cao nhat.

4.2.Kiém dinh dé tin cdy thang do

Tién hanh chay kiém dinh Cronbach’s Alpha déi
véi ca 5 thang do doc 1ap va 1 thang do phu thudc
cho thdy, tit ca déu co hé s Cronbach’s Alpha I6n
hon 0,6 va dat yéu cau vé mirc do tin cdy ciia thang
do. Khi xem xét dén hé sé twong quan bién - tong,
tit ca cdc bién déu 16n hon 0,3 thé hién cac bién
quan sat nay t6t va co mdi trong quan tot véi cac
bién quan sat con lai. Do d0, cac thang do déu dam
bao d¢ tin cdy dé tién hanh budc nghién ctru tiép
theo. (Bang 1)

4.3. Phén tich nhén t6 kham phd EFA

Két qua phan tich nhan t6 kham pha cho thiy, hé
s6 KMO 12 0,832 (16n hon 0,5) va kiém dinh Bartlett
¢6 sig = 0,000, do d6, phan tich EFA phu hop vdi dir
liu khao sat. Pua vao phan tich nhan t6 21 bién
quan sat, két qua c6 5 nhan t6 dugc trich ra, theo tiéu
chuan Eigenvalue 16n hon 1. Phuong sai trich dugc
1a 67,548% thé hién 5 nhan t6 dugc trich ra giai
thich 67,548% d¢ bién thién cua dit liu, tai hé sb
Eigenvalue 1a 1.188. Pdng thoi, cac bién quan sat

Bdng 1. Kiém dinh dé tin cay

Cronbach’s Alpha
Nhan | Cronbach’s | Nhan | Cronbach’s
to Alpha to Alpha
NT 0,828 CcoO 0,792
SP 0,835 NI 0,726
DV 0,862 ML 0,631

Nguon: Két qud phan tich dit liéu khao st ciia téc gia
bang phan mém SPSS 26.

dwa vao phan tich déu c6 hé s6 tai nhan t6 > 0.5, do
do6 thang do dat gia tri do hoi ty, cac bién quan sat
trong thang do déu dong gdp vao khai niém can do.
Két qua ma tran xoay cho thdy, 21 bién quan sat
dugc dua vao phén tich déu c6 d6 hoi tu va duge
phan thanh 5 nhém phu hop véi mo hinh nghién ciru
duoc dé xuit. Cac bién déu c6 hé sb tai Factor
Loading 16n hon 0,5 va khong c¢6 bién x4u, phu hop
v6i bude phén tich hdi quy tiép theo

4.4. Phan tich héi quy tuyén tinh

Két qua hdi quy véi tap dir liéu cia cac ddi tuong
trong bang Model Summary hé s6 R? diéu chinh =
0,603 dat muc tot diéu nay thé hién 60,3% do bién
thién cua bién phu thuoc ML dugc giai thich bdi cac
bién doc 1ap tac dong Ién nd. Ngoai ra, hé s6 Durbin-
watson =2,096 nam trong khoang tir 1,5 dén 2,5 nén
két qua khong vi pham gia dinh ty tuong quan.
(Bang 2)

Theo két qua, bién NI (Niém tin) bi loai khoi md
hinh do ¢6 gia tri Sig. >0.05 dugc xem 1a khong c6 sy
tac dong dén bién phu thudc. Cac bién doc lap con lai
dugc xem 1a c6 sy tac dong dén bién doc lap ML (Y
dinh mua lai) do ¢6 hé s6 Sig. <0.05 va gié tri VIF cta
céc bién doc 1ap déu c6 gia tri <2 nén khong xay ra
hién twong da cong tuyén nghia 1a khong co mdi lién
hé tuong quan gitra cac bién doc lap.

Su tac dong cua cac yéu td dén y dinh mua lap lai
san phdm thoi trang trén san thuong mai dién tir cia
Gen Z dugc thé hién qua phuong trinh hdi quy:

ML = 0,649*SP +0,455*DK

+0,391*CO +0,322*NT
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Bang 2. K&t qua phan tich hdi quy tuyén tinh

Héi quy H6i quy Thong ké
chwa chuan héa chuan héa da cong tuyen
M6 hinh t Sig. -
B D6 lech Beta D6 chap VIF
chuan nhan
Hang sb -0,356 0,211 -1,686 0,093
NT 0,027 0,083 0,322 0,331 0,041 0,348 1,875
SP 0,053 0,071 0,649 0,739 0,046 0,338 1,956
DK -0,044 0,038 0,455 -1,164 0,025 0,671 1,490
CcO 0,530 0,067 0,391 7,929 0,000 0,608 1,645
NI 0,410 0,093 0,337 4,395 0,070 0,251 3,985
F: 43,184 ,000°
R? hiéu chinh: 0,603
Durbin-Watson: 2,096

Nguon: Két qua xir 1y di liéu khdo sdt ciia tae gia bang phan mém SPSS 26.

5. Két luin

Nhur vy, trai nghiém san pham c6 tac dong manh
nhéat dén y dinh mua lap lai (B = 0,649). Cac yéu to
nhu hinh anh, mdu ma, chét luong va thuong hi¢u san
phidm anh huong manh dén sw hai long va quyét dinh
mua lai cua khach hang. Khi khach hang tin tudng
vao chét lwong va uy tin san pham, ho ¢6 xu hudng
tiép tuc mua sdm va chia sé v6i nguoi khac. Két qua
nay phu hgp véi nghién ciru ciia Rose va cong su
(2012) va Wang (2019), khing dinh vai tro ciia chat
luong san pham trong viéc thuc day long trung thanh
khach hang.

Trai nghiém dich vu khach hang 1a yéu té c6 tac
dong manh tha hai (f = 0,455). Dich vu hau mai, tu
van chinh xac, thai d6 phuc vu chuyén nghiép va
chinh sach ddi tra thudn tién gop phan ning cao long
tin va sy hai 1ong ctia khach hang. Két qua nghién ctru
phuhop vai cac nghién ctru cia Zhang va Lou (2016)
va Wang (2019), cho thiy chét lvong chiam soc khach
hang 13 yéu t6 quan trong thuc ddy khach hang quay
lai mua sim.

Bén canh do, trai nghiém cong df“)ng 40 cling tac
dong tich cuc dén y dinh mua lap lai (B =0,391). Két
qua nay tuong déng véi nghién clru cua Zang va cong
su (2017) va Parker va Ward (2000), cho thiy cong
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ddng tryc tuyén gop phan hinh thanh long tin va su
hai long thong qua chia sé thong tin va tuong tac gilta
nguoi dung

Cudi cung, trai nghiém nén ting tryc tuyén c6 anh
huong tich cuc dén v dinh mua Ip lai (f = 0,322). Cac
yéu t6 nhu giao dién dé sir dung, tbe do tai trang
nhanh, quy trinh thanh toan thuan tién va kha nang ca
nhén héa gitip khach hang cam thay thoai mai hon khi
mua sim truc tuyén. Két qua nay phu hop véi nghién
ctru cua Parker va Ward (2000), khing dinh vai tro
cia nén ting tryc tuyén trong viéc nang cao trai
nghiém va thuc day khach hang quay lai mua sim.

Nhin chung, két qua nghién ctru cho thiy trai
nghiém san phé?irn, dich vu khach hang, cong df‘)ng ao
va nén tang truc tuyén déu 1a nhing yéu t quan trong
thuc day ¥ dinh mua ldp lai ciia Gen Z trong mua sim
thoi trang truc tuyén.

6. Ham y chinh sach

Dua trén két qua nghién ciru, nghién ciru dua ra
mot s6 ham ¥ quan tri danh cho doanh nghiép kinh
doanh thoi trang trén cac nén tang truc tuyén:

Néng cao chat luong san phim va uy tin thuong
hiéu: Trai nghiém san pham anh huéng manh dén y
dinh mua lai, vi vay doanh nghiép can dam bao chit
luong san phdm, hinh anh rd rang va mau ma da
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dang, ddng thoi xdy dung uy tin thuong hiéu dé
khach hang tin tuong va quay lai.

Tao cong dong ao tich cuc: Cong dong truc tuyén
¢6 thé thic day niém tin va sy hai long cta khach
hang. Doanh nghiép can duy tri cac nhém hogc dién
dan tryc tuyén noi khach hang chia sé y kién va danh
gia vé san pham dé ting cuong sy két ndi va long
trung thanh.

Cai thién dich vu khach hang: Dich vy hau mai va
hd tro truc tuyén, nhu chinh sach déi tra d& dang va tu

vén chinh x4c, ¢6 anh huong truc tiép dén quyét dinh
mua lai. Doanh nghiép can chu trong vao chit luong
phuc vu dé khach hang cam thay hai long va quay lai
mua sam.

Tbi wu hoa nén tang truc tuyén: Giao dién than
thién, toc do tai trang nhanh va quy trinh thanh toan
don gian 1a yéu t6 quan trong trong trai nghiém mua
sam. Cac dé xut san phém ca nhan hoa dua trén lich
sir mua sdm s& gitip nang cao sy hai 1ong va kha ning
khach hang quay lai mua san phim m
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CUSTOMER EXPERIENCE
ON E-COMMERCE PLATFORMS AND GEN Z’S INTENTION
TO REPURCHASE FASHION PRODUCTS

® NGUYEN THU HA
Hanoi University of Mining and Geology

ABSTRACT:

This study examines the impact of online shopping experience on Gen Z consumers’ intention to
repurchase fashion products. The proposed research model comprises five dimensions: online
platform experience, product experience, customer service experience, virtual community
experience, and trust. The study employs survey-based quantitative analysis using SPSS software.
Data collected from 276 valid responses were analyzed through reliability testing, exploratory factor
analysis, and multiple linear regression. The findings indicate that product experience, customer
service experience, and virtual community experience exert the strongest influence on repurchase
intention through e-commerce platforms, while online platform experience and trust demonstrate
relatively weaker effects compared with the other dimensions.

Keywords: customer experience, e-commerce, repurchase intention, fashion, Gen Z.
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