TAP CHi CONG THUONG

HANH VI MUA Mi AN LIEN
CUA NGUOI TIEU DUNG
TAI THANH PHO HO CHI MINH

® PHAM HUNG CUGNG - NGUYEN HUYNH BAO ANH

TOMTAT:

Bai nghién citu hanh vi mua mi in lién clia ngudi tieu ding (NTD) tai TP. Hb Chi Minh. K&t
qué nghién cttu cho thiy c6 4 y&u to tic dong 1én hanh vi NTD mi in lién, gdm: sdn phdm, tién ich,
gi4 cd va phan phdi; con yéu t§ xtc ti€n khong c6 tdc ddng 1én hanh vi NTD. Tir d6, bai nghién

ctfu d& xui't mot sd gidi phdp nhim hoan thién chi€n lugc marketing clia cic doanh nghiép san

xu&t mi in lién tai thi trudng TP. HS Chi Minh.

Tu khéa: mi in lién, ngudi tiéu diing, hanh vi mua hang, TP. H6 Chi Minh.

1. Dit van dé

Su ra ddi clia mi 4n lién dugc xem 12 mot trong
nhitng phat minh ndi bat ctia Nhat Ban trong th& ki
20. Loai mi #n lién diu tién c6 tén 1a “Chicken
ramen” ra ddi nim 1958 va dugc dua vao sdn xuin
thuong mai vdi loai “Cup noodle” - loai mi ly dau
tién trén thé giGi - vao nim 1971 bdi Momofuku
Ando - cha dé clia nganh cong nghiép sdn xudt mi
in lién (NCQT, 2023). Khong 1au sau d6, mit hang
ndy trd nén phd bién & Nhat Ban va nhanh chong
lan ra toan th€ gidi bdi sy tién 1¢i va gid ré clia no.
Hién nay, xu th€ canh tranh thic diy su ra ddi cia
nhiéu loai thifc in in lién khic nhu phd #n lién, biin
an lién, mién dn lién, chdo an lién... nhung vé co
ban, mi in lién van 1a lya chon phd bién hon ca.

Mic du méi chi xuat hién & thi trudng Viét Nam
tir nhitng nim diu thip nién 1979 nhung dén nay,
mi in lién khong con 13 thuc phadm xa la véi NTD
khi nhu cAu ngly cing ting cao trong cic tang 16p
x4 hdi. Theo bdo cdo ctia Hiép hoi Mi in lién thé
gidi (WINA), ndm 2020, Viét Nam da tiéu thu 7,03
ty g6i mi dn lién, d&€n nim 2021, s6 lugng mi dn
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lién do ngudi Viét ti€u thy tang 1€n 8,56 ty gbi, vuot
qua An D6 (7,56 ty g6i) va Nhat Ban (5,85 ty g6i)
trd thinh qudc gia tiéu thu mi 4n lién 16n thit 3 the
gidi sau Trung Qudc (43,99 ty gbi) va Indonesia
(13,27 t§ g6i) (NCQT, 2023). Hién nay, thi trudng
mi 4in lién Viét Nam c6 sy tham gia ctia 50 doanh
nghiép trong va ngoai nuéc, doanh thu tir cic doanh
nghiép sdn xuat mi an lién ciing cho thy sdn pham
nay sé van ti€p tuc hap din c4dc nha sdn xuit nganh
hang thuc phim tién lgi trong thdi gian t6i.

TP. H6 Chi Minh 12 mdt trong nhitng thi trudng
16n nhat ca nu6c v6i dan s6 § trieu dan, tré, ning
dong va c6 stic mua 16n nhat cd nu6c hién nay, lai
tap trung dong hoc sinh, sinh vién, cong nhan nhat
cd nudc. Pay 1a ddi tugng khach hang chi yé&u va
tiém ning tiéu thy mi in lién nén c6 thé thiy dudi
g6c dd nha sdn xudt mi An lién, thi trudng TP. HO
Chi Minh 12 thi trudng tiém ning nhit v6i khd ning
thu dugc 16i nhun cao nhat.

Vi su ¢6 mat cia hang loat cac thuong hiéu mi
an lién nhu Hio Hao, Omachi, Tién Vua, Miliket...
vGi mifc gid da dang tir tim thAp d&n tAm cao, c6
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thé thdy NTD Viét Nam néi chung v ngudi dan
TP. H6 Chi Minh néi riéng c6 rit nhiéu sy lya chon
ddi v6i miat hang mi an lién. Tuy nhién, thi hi€u clia
NTD & cédc phan khiic khic nhau 1a khong gi6ng
nhau. Do vay, viéc nghién cttu cdc nhan t§ 4nh
huéng d&€n hanh vi mua mi dn lién ctia NTD tai TP.
Hd Chi Minh 12 diéu can thi€t va con khd m&i mé.

Xuat phét tir thyc t€ trén, nhém tic gid quyét
dinh Iva chon dé tai “Cdc nhan t& anh hudng dén
hanh vi mua mit hang mi in lién clia ngudi tiéu
diing tai TP. H5 Chi Minh” dé nghién ctu.

2. Mo hinh va cdc gia thuyét nghién ciu
dé xuat

Duya trén cic nghién cttu true diy va muc tiéu
ctia bai nghién ctfu, bai vi€t & xui't md hinh nghién
cttu nhu Hinh 1.

Hinh 1: Mé hinh nghién ciiu dé xudt

San pham H1

Giaca H2

Tiénich H3

Phan phéi H4

Xuc tién H5

A

Nguébn: Tdc gid dé xudt

Céc gid thuyé&t nghién ctu:

H1: Khdong c6 mdi quan hé giita nhan t6 Adn
pham va Hanh vi tiéu ding mi dn lién.

H2: Khong c¢6 mdi quan hé giita nhan 8 Tién
ich va Hanh vi tiéu diing mi 4n lién.

H3: Khdng c6 mdi quan hé gifta nhan 8 Gi4 ca
va Hanh vi tiéu diing mi 4n lién.

H4: Khong c6 mdi quan hé giita nhan t6 Phan
phdi va Hanh vi tiéu diing mi 4n lién.

H5: Khong c6 mdi quan hé giita nhan 8 Xic
ti€n va Hanh vi tiéu diing mi an lién.

3. Phuong phap nghién ctiru

Bai nghién ctru st dung cdc phuong phdp nghién
cttu nhu sau:

- Phuong phdp nghién cu tai ban: tim ki€m,

tong hop tai liéu tir sich bao, tap chi chuyén nganh
ti€p thi, cdc vin ban luat, bio cdo chuyén nganh,
cdc dé tai nghién ctu va Internert dé danh gia,
phén tich phuc vu cho cdng tac nghié€n ctru.

Phuong phép khao st thuc t&:

+ Phuong phdp khdo sdt bing bdng héi: Khio
sdt trong pham vi nghién cdu nhim thu thap su
d4nh gid cda d6i tugng dugc khao sit tai TP. HO
Chi Minh vé céc nhan t§ tic ddng d&€n hanh vi mua
mit hang mi 4n lién clia ho.

+ Phuong phdp chon mdu ngdu nhién: Miu ngiu
nhién dudc chon theo phuong phap phi xdc suit,
trong d6 mdi phan tl clia miu 1a mdi ngudi tai cdc
dia di€m khdo sat dugc liét ké trong pham vi khong
gian.

+ Phuiong phdp thong ké todn hoc: Dit liéu dugc
xtt 1y bing Excel va phain mém SPSS 16.0, sau d6
dit liéu trdi qua qué trinh xt 1y, tdng hop, phan tich,
d4nh gid gdm: thong ké md ta, loc dif liéu bing hé
s0 tin cay Cronbach’s alpha, phan tich nhan t6 EFA,
hdi quy da bi€n dé 1am rd muc dich nghién ctu.

Ngoai ra, bén canh céc phuong phdp truyén
thong nhu thdng ké, so sdnh, d6i chi€u, phan tich...
tdc gid k&t hgp st dung v6i phuong phdp luan
Marketing hién dai, phuong phdp diéu tra xa hoi
hoc, phuong phdp nghién cttu Case study.

- Miu khdo sat: Theo Hair et al. (1998), s6 mau
quan st trong phan tich nhan t6 phdi 16n hon 100
va ¢6 ty 1& so véi bién it nhat 1a 5/1, tot nhat trong
khoang ty 1€ 5/1-10/1. Trén cd sG do, tic gia da thuc
hién khdo sit gidy trén 300 ddi tugng, k&t qua thu
vé dugc 249 miu. P&i vdi khao sét truc tuyén, tic
gia thu duge 117 miu. Nhu vay, tong cong tic gid
thu vé dudc 366 miu khio sit va sau khi loc di
liéu, loai bd cdc miu khong hdp 1€ thi con lai 218
mau khdo sat hop 1&, chiém ty 1& 59,6%, théa man
yéu cau khi thong ké va phan tich nhan t6.

4. K&t qua nghién ciiu

4.1. Kiém dinh thang do

Tiéu chuin chon thang do 12 khi n6 ¢ dd tin cay
Cronbach’s Alpha tir 0,6 tr§ 1én (Nunnally and
Bernstein, 1994) céc bi€n c6 hé s6 tuong quan bi€n
- tdng < 0,3 s& dudc xem la “khdng tuong quan ot
vGi thang do chung” nén sé bi loai bd. Ngoai ra,
nhiéu nha nghién citu dong y ring Cronbach’s
Alpha tir 0,8 tr& 1én d&n gan 1 thi thang do ludng la
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tot, tir 0,7 d€n gan 0,8 1a st dung duge (Hoang &
Chu, 2008).

T4c gia ti€n hanh tinh hé s6 Alpha 1an thi nhat
cho 25 bién doc 1ap. K&t qua Alpha dat 0,837 va ¢
5 bi€n c6 tuong quan bién - tdng dudi 0,3, tic 1a
khong dat yéu cau gom: spl (0,242), sp2 (0,129),
gia3 (0,269), gia5 (0,227). T4c gia tién hanh loai 5
bi€n nay va tinh lai Alpha 1an thit hai v6i 21 bién
con lai, k&t qua Alpha dat 0,842 va khong c6 bién
ndo c6 hé s tuong quan bi€n - tdng dui 0,3. Gid tri
Alpha nhu vay la kha cao, chiing té cdc thang do
ludng nay khd t6t va c¢6 thé st dung dé chay md
hinh phan tich.

Nhu vay, sau khi kiém dinh do tin cAy cia thang
do biang hé s6 Cronbach’s Alpha, dit liéu dugc xem
la da da “sach” va chi con 21 bi€n dudc ti€p tuc dua
vao phan tich nhan t6 kham phd & budc ti&p theo.

4.2. Phén tich nhén t6’khdm phd EFA

Sau 5 1an phan tich nhan 8, ta rit trich dugc 5
nhin t6 v6i 17 bi€n quan sat. Sau khi xem xét
nghia clia titng nhén 8, tic gid dit lai tén cho phu
hgp nhu sau:

Nhan t& thi nhat (F1) gdm 5 bién quan sét, dit
tén 12 Sdn phadm: sp3 - Tdi thich mui vi cia A; sp5 -
T6i thich mAu ma, bao bi cla A; sp6 - Mi A ¢6
nhiéu huong vi khic nhau; sp7 - Thuong hiéu mi A
ndi ti€ng; sp9 - Mi A t5t cho siic khde.

Nhan t&§ thit 2 (F2) gbm 3 bién quan sit, dit tén
1a Tién ich: gia6 - Toi c6 thé thanh todn biing nhiéu
hinh thic: thé, tién mat...; pp2 - T6i ¢6 thé dé dang
mua mi A § siéu thi, cita hang tap héa, ctta hang
tién 191, quan an..; xt6 - Tai ndi ban mi A c6 nhan
vién tw van va gidi thiéu cho khdch hang.

Nhan t§ thit 3 (F3) gdbm 3 bién quan sit, dit tén
12 Gi4: gial - Mi A c6 miic gi4 tuong xitng vdi chat
lugng; gia2 - Mi A ¢6 mifc gia canh tranh so véi cac
san phdm khdc c6 chit lugng tuong duong; gia4 -
Gi4 cia mi A dang ¢6 chuong trinh giam gia.

Nhan t§ thit 4 (F4) gbm 3 bién quan sit, dit tén
la Xic ti€n: xtl - Mi A c6 nhiéu chuong trinh
khuy&n mii hip din; xt2 - Mi A dugc quing cdo
trén nhiéu kénh thong tin nhu TV, tap chi, banner,
bdo dién tiF...; xt5 - Nha sdn xudt mi A tai trd cho cdc
chuong trinh tir thién, vi cdng dong, hoc bdng,
truyén hinh thuc t€... ma t6i quan tim.

Nhan t§ thit 5 (F5) gdbm 3 bién quan sit, dit tén
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12 Phan phdi: sp10 - Dich vu clia sdn phAm mi A 5t
(van chuyén, giao hang...); pp1 - Téi c6 thé mua mi
A & gan ndi &/1am viéc/trudng hoc clia tdi; pp3 - Tai
ndi ban, mi A dudc trung bay bit mit, dé nhin thay.

Sau khi phan tich nhan t0, tic gid ti€n hanh
ki€m dinh lai do tin cdy ctia thang do theo 5 nhan t&
mdi hinh thanh.

Bdng 1. Hé s& Cronbach’s Alpha
clatiing nhan té

Nhan to Cronbach’s Aplha
Séan pham (F1) 0,695
Tién ich (F2) 0,736
Gia (F3) 0,753
Xac tién (F4) 0,646
Phan phéi (F5) 0,641

Nguén: Két qud tit SPSS

Tir k&t qua kiém dinh, ta thdy cdc nhin t& mdi
déu c6 Cronbach’s Alpha > 0,6 va khong c6 bién
nio c6 hé so tuong quan bién - tdng < 0,3. Do viy,
thang do c6 thé st dung dugc va di dd tin ciy.
DPong thdi, so véi mo hinh dé xuat ban diu, xuit
hién thém nhan t6 Tién ich nén tic gid bd sung
thém gid thi€t H11: Khdong c¢6 moi lién hé giita
nhan t6 Tién ich va Hanh vi tiéu diing mi 4n lién.

4.2. Kiém dinh moi quan hé giita cdc nhdn to
tac dong va hanh vi tiéu ditng mi dan lién tai TP. Ho
Chi Minh

D& phan tich tdc dong clia cic bi€n doc 1ap dén
hanh vi tiéu dung mi in lién, tdc gid s dung phép
hdi quy véi phuong phap chon tirng budc (stepwise
selection). M6 hinh hdi quy da bi€n vé hanh vi tiéu
diing mi 4n lién tai TP. H6 Chi Minh c6 dang nhu
sau:

hanhvi=BI1*F1 + B2*F2 + B3*F3

+ B4*F4 + B5*F5

Trong d6: hanhvi 1a Hanh vi ti€u dung mi dn
lién; F1 12 San phéfm; F2 la Tién ich; F3 1a Gia; F4
12 Xic ti€n; F5 1a Phan phdi; Bi 12 hé s6 hdi quy
riéng phin (i=1,5).

K&t qua hdi quy clia mo hinh cho thay gid tri R?
= 0,705 va R2 hiéu chinh = 0,694 1a kha cao. Piéu
nay c6 nghia @ phit hgp ctia md hinh 1a 69,4% hay
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no6i cach khéc, nhitng nhan 8 dugc dua vao trong
mo hinh c6 thé gidi thich dugc 69,4% su bién thién
clia hanh vi tiéu diing mat hang mi dn lién. Pong
thdi, tra bAng Durbin-Watson v6i 5 bi€n doc 1ap va
218 gia tri quan sat dudc két qud dL = 1,632, dU =
1,908, tiic 1a dU < 1,917 < 4-dU. Nhu vay, véi gia tri
hé s6 Durbin-Watson trén chitng td mo hinh khdng
¢6 hién tugng tu tuong quan.

K&t qua phan tich ANOVA cho thiy kiém dinh
F=109,982 v6i mic y nghia sig. = 0,000 < 0,05 nén
ta an toan bac bd gid thuyét HO: Bl =B2=B3 =B4
= B5 =0 va két luAn mo hinh hoi quy 12 hoan toan
phit hgp véi tdng thé v6i mifc y nghia 5%.

K&t qué hdi qui cho thay, trong s6 5 bién ddc 1ap
dua vao mod hinh, bi€n c6 mic y nghia (Sig.) 16n
hon mic ¥ nghia 5% la F2 (Sig. = 0,086), khong c6
y nghia thong ké v6i miic y nghia 5% nén c4c bién
nay bi loai ra khéi mo hinh, con lai cic bi€n khdc c6
mic ¥ nghia Sig. khd nhd tr 0,000 dén 0,035 (<

0,05) nén dudc giit lai md hinh. T4c gid ti€n hanh
dua cdc bi€n con lai vao hodi quy 1an thit hai. K&t
qué dugc thé hién tai Bang 2.

Dua vao Bing 2, két qua hdi qui c6 R2 hiéu
chinh = 0,691, nghia la sy bién thién cta bién phu
thudc Hanh vi tiéu dung mi 4n lién dugc gidi thich
bdi cdc bi€n ddc 1ap & mitc 69,1%. Ngoai ra, vdi gid
tri hé s& Durbin-Watson = 1,915, nén ta chdp nhan
gid thuy€&t khong c6 tu tuong quan.

Hon nita, nhin vao Bang 3, k&t qua kiém dinh F
ciing cho thdy mifc ¥ nghia Sig. = 0,000 < 0,05 nén
c6 thé k&t luAn md hinh hdi quy 13 hoan toan phu
hop véi tdng thé & mic y nghia 5%.

Dong thdi, két qua tir Bang 4 cho thdy md hinh
khong x4y ra hién tugng da cdng tuyén do hé so
Tolerance déu 16n hon 0,1 va hé s& VIF cla céc
bi€n déu nhd hon 10. Cu thé, gia tri ctia cdc hé s6
chap nhan kha cao, bié€n thién tir 0,709 dén 0,793,
VIF bié&n thién tir 1,259 dén 1,307, do vay cic bién

Bdng 2. K&t qud héi quy clia mé hinh (2)

R R2 R2 hiéu chinh Do léch chuén clia udc lugng Durbin-Watson
0,814 0,702 0,691 0,47915 1,915
Ngubn: Két qud tit SPSS
BAng 3. K&t qud ki€m dinh ANOVA (2)
Tong binh phuong df Binh phuong trung binh F Sig.
Héi quy 89,774 6 14,962 131,246 0,000
Phan du 24,054 211 0,114
Tong 113,828 217
Ngudn: Két qud tir SPSS
BAng 4. K&t qud phén tich héi quy (2)
Hé s6 chua chuan héa Hé s chuén héa t - Tuong quan chudi
B Do léch chuan Beta Tolerance VIF
(Hang s0) 0,194 0,204 2,823 0,000
F1 0,169 0,041 0,169 4,092 0,000 0,786 1,259
F3 0,217 0,030 0,204 7,158 0,000 0,793 1,260
F4 0,472 0,035 0,501 13,666 0,001 0,766 1,305
F5 0,130 0,040 0,126 3,268 0,001 0,709 1,307

Nguébn: Két qud tiv SPSS
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doc 1ap c6 thé xem 1a doc 1ap vdi nhau, thda min
gi4 thi€t ciia md hinh hdi quy.

Bén canh d6, k&t qua phan tich cho thd'y mifc ¥
nghia (Sig.) clia cdc bi€n doc 1ap déu nhd hon 0,05.
Do vay c6 thé két luan riing tip hop cic bi€n doc
lap sau khi da loai bé bi€n thira déu c6 y nghia
thong ké trong md hinh hdi quy 1an thit hai, hay cic
bi€n doc 1ap trén déu c6 tic dong d€n hanh vi NTD
mi in lién.

Phuong trinh hdi quy vé hanh vi tiéu ding mi in
lién tai TP.H6 Chi Minh c¢6 dang nhu sau:

hanhvi = 0,169%F1 +0,217*F3

+0,472%F4 + 0,130F5

Thtt ty tAm quan trong cla tirng nhan t& phu
thudc va gia tri tuyét doi cia hé s6 Beta. Nhan t6 c6
hé s& Beta cang 16n thi mic do tdc dong dé€n hanh
vi tiéu diing cang 16n. Cu thé, hanh vi tiéu ding mi
in lién tai TP. HO Chi Minh chiu tdc dong 1an lugt
theo miic do gidm dan 1a: F4 (Beta = 0,472), F3
(Beta = 0,217), F1 (Beta = 0,169), F5 (Beat =
0,130).

Tir k&t qua hdi quy trinh bay & bang, tic gid c6
dd cd s§ dé dua ra nhitng k&t luan cho nhitng gia
thi€t ctia mo hinh nhu sau:

Béc bd gia thigt H1 vi Sig. = 0,000 < 0,05. Piéu
ndy c6 nghia 13 y&u t sdn phdm c6 tdc dong lén
hanh vi NTD mi 4n lién.

Béc bd gia thigt H2 vi Sig. = 0,000 < 0,05. Piéu
nay c6 nghia 12 yé&u td gid cd c6 tdc dong 1én hanh
vi NTD mi &n lién.

Béc bd gia thigt H3 vi Sig. = 0,001 < 0,05. Piéu
nay c6 nghia 13 y&u t6 tién ich c6 tdc dong 1én hanh
vi NTD mi &n lién.

Béc bd gia thigt H4 vi Sig. = 0,001 < 0,05. Piéu
nay c6 nghia 12 y&u t6 phan phdi c6 tdc dong lén
hanh vi NTD mi in lién.

Chap nhan gia thi€t H5. Y&u t6 nay da dugc loai
khéi mo hinh hdi quy 1an thit hai vi mifc § nghia
trong md hinh quy 1an dau Ia Sig. = 0,086 > 0,05,
titc 12 y€&u td xtc tién khong c6 ¥ nghia thong ké.

4.4. Y nghia kinh (& ciia cdc nhén t0 tdc dong
dén hanh vi mua mi dn lién

Sdan phdm: Véi Beta = 0,169, tuy hé sd nay
khong cao nhung nhin t& sin phdm ciing c6 nhitng
tdc dong nhat dinh d&€n hanh vi ciia NTD, mic du
mitc d6 tic dong 12 khd nhd. V6i nhitng sin phdm
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hop khidu vi NTD, miu mi bit mit, nhiéu huong vi,
t6t cho sitc khde thi ngudi dan sé c6 xu huéng mua
nhiéu hon.

Nhin chung gi4 tri trung binh tit ci cdc bién
quan sat clia nhan t6 ndy & mic do trdi dai tir thap
t6i cao, tir 3,19 d&n 3,77. Su da dang vé huong vi
(sp6) 1a bi€n c6 gid tri trung binh cao nhit. Pidu
nay c6 nghia la ngudi tiéu dung dic biét quan tim
dé&n y&u t6 nay khi xem xét Ia chon tiéu ding. P6
ciing 12 Iy do ma hién nay, mot nhin hiéu mi in lién
trén thi trudng thudng cé nhiéu huong vi khdc nhau
dé théa man dugc nhiéu khich hang, ddng thdi vi
gid khd ré nén NTD khong ngin ngai thit nhitng
huong vi khac. X&p thit hai la mui vi va thich (sp3),
cho thdy NTD thudng chon nhitng mui vi quen
thudc ma ho thich, hgp khiu vi. Ti€p theo 1an lugt
la cac y€u t0 thuong hiéu (sp5), tot cho stic khde
(sp9) va miu mi bao bi (sp7). Nhu da phan tich, c6
thé coi nhiéu thuong hiéu mi di 1én tir cdc hinh thic
quéng b4 va nhd d6 dugc nhi¢u ngudi bi€t dén. Pic
biét trong 1 thi trudng ma c6 3 “Ong 16n” chi€m linh
thi trudng nhu TP. H6 Chi Minh va mdi “6ng 16n”
lai c6 mot s§ thuong hiéu chd Iuc thi chi mot vai
thuong hiéu that sy ndi bAt mdi lam cho khach hang
nhé gitta hang chuc thuong hiéu khic khi ho c6 y
dinh mua mi an lién. Bén canh d6, sin pham c6 tot
cho stic khée hay khong (sp9) ciing 13 mot van dé
ma khéich hang quan tim. Trong nhitng nim gan
day, nhiéu thong tin khong t6t vé chit lugng mi in
lién, cich ch& bién khong ddm bio, sit dung diu
chién di chién lai nhiéu 1an khong t5t cho tim mach
lam hoang mang du luan rat nhiu. Do vay, khong
khé6 hiéu khi ngudi mua quan tim dén yé&u to nay.
Y&u t6 miu ma bao bi (sp5) ¢ gid tri trung binh
thAp nhat. Mic dii, miu ma bao bi déng vai tro
quan trong trong lya chon mua cia khdach hang
nhung y€u t& nay chi thit sy quan trong khi ngudi
mua phan van gitta c4c lwa chon, vi du khi ho mudn
thit mot thuong hiéu méi, trong khi d6 phan dong
ngudi mua lua chon theo théi quen. Ngoai ra, miu
mi clia cdc thuong hiéu hau nhu khdng thuc sy qui
khac biét vé cach bd tri hinh 4nh, mau sic trén bao
bi nén rit khé d€ NTD thuc sy 4n tugng manh mé
véi batky thuong hiéu ndo.

Gid cd: K&t qua kiém dinh di chi ra ring hanh
vi ctia NTD bi tac dong bdi y&u & gid ca, cu thé néu
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mit hing mi 4n lién c6 mic gid canh tranh hon, c6
chuong trinh gidm gid... s€ kich thich NTD mua
nhiéu hon. Véi beta = 0,217 cho thi'y nhan t& gi4 cd
thudc vio nhém c6 tiac dong trung binh. Cé 3 bién
quan sit dai dién cho y&u t& gia 13 sy tuong xing
v6i chat lugng (gial), mic gid canh tranh (gia2) va
chuong trinh gidm gid (gia4). Gia tri trung binh ctia
cdc bi€n khong cao (tir 3,19 dén 3,20) nhung rat
ddng déu. Hai bi&n sy tuong xing v4i chit lugng va
chuong trinh giam gid c6 gia tri trung binh cao hon
bi€n mic gid canh tranh. Piéu nay cho thi'y khich
hang da quan tAm dé&n chat lugng ctia mi nhiéu hon
mic dir gid c6 thé cao hon thuong hiéu khdc nhung
néu san phAm nhiéu nhiéu dinh dudng hon, t&t hon
thi ho van s& mua. Hon nita, vi dic trung clia mit
hang nay la gid thdp hon so vdi cdc nhém hang
khic nén sy chénh l€ch gid gifta cdc thuong hi¢u
din d&€n ngudi mua khong ngai chi s6 tién nhiéu
hon d€ mua san phim c6 chat lugng tot hon. Vé
chuong trinh gidm gi4, vi s6 ngudi khdo sat 1a nit
nhiéu hon va d6i tugng nay khd nhay cdm véi viéc
gidm gi4 nén khong khé hi€u khi bi€n nay c6 gid tri
trung binh § mic tuong doi.

Phdn phoi: Pay 1a nhan t6 c6 tdc dong dé€n hanh
vi tiéu diing thdp nhat véi beta = 0,130. Tuy ding &
vi tri cudi cling, nhung chénh léch gi4 tri hé s6 beta
giita cdc nhan t& khong nhiéu nén tim quan trong
clia nhan t6 phan phdi ciing khong thé phii nhan.
Va thuc t€, nhan t6 phan phdi 1a mot trong nhitng
y&u t6 khi€n NTD quyét dinh mua sdn phAm. Trong
nghién cttu ndy, nhian t& phan phdi dudc quan sit
qua 3 bién: dia di€ém mua gan NTD (pp1), hang héa
dudgc trung bay bit mit (pp3) va dich vu 5t (sp10).
Theo két quéa thong ké miu, mic d6 dong y cla
ngudi mua vé tic dong clia cic bién nay dén lya
chon mua clia ho tuong ddi cao. Cu thé, bién “tai
ndi ban, mi A dugc trung bay bit mit, d& nhin thay”
dat gid tri trung binh cao nhit 1a 3,67, ti€p theo la
bi€n “dich vu vé van chuyén, giao hang... tot” x&p
th hai vé6i 3,60, x€p cudi ciing 1a bi€n dia diém
mua gan ngudi mua vé6i gid tri trung binh dat 3.47.
C6 thé thiy ngudi mua dic biét uu tién cho y&u to&
trung bay san phim, vi nhu da phan tich miu ma
cac thuong hi¢u khong khic biét qua 16n, chi tiéu
danh cho médt hang nay khong cao nén nguti mua
s& uu tién cho san phdm nao dé nhin thiy. P&i véi

bi€n dich vu tdt, bi€n nay c6 thé dudc giai thich bdi
k&t qua khdo sat1a phan dong ngudi din mua mi in
lién & siéu thi va ho khong d€n mua duy nhit mi in
lién ma mua nhiéu mit hang khic nén viéc dich vu
giao hang clia cic siéu thi ciing 12 mot diém cdng
dé ho lwa chon khi mua sim. Nhin chung, gié tri
trung binh clia c4c bi€n quan st nhan t6 phan phdi
cao hon so véi mit bing chung clia cdc bi€n quan
satcdcnhan t6 khac.

Xiic tién: Véi beta = 0,472, y&u t6 xic ti€n tic
dong khd 16n d&€n hanh vi clia ngudi mua. Piéu nay
phan 4nh sy that 12 hau hét cdc thuong hiéu mi ndi
ti€ng va thanh cdng 12 nhd cdng tdc xic ti€n, quing
ba bing cc chuong trinh khuyé&n mai (xtl), quang
cdo (xt2) va hoat dong cong ddng (xt5). Mic du
moi tuong quan giita nhan t6 xtc ti€n v4i hanh vi
khd manh nhung mifc dd dong y thi cao hon mifc
trung binh khdng nhiéu (tir 3,07 dén 3,37 trén thang
5) cho thay ¥ ki€n nhitng ngudi khdo sat vé cic tieu
chi nay khong that sy ddong nhat. Trong 3 bién, ¢ 2
bi€n quing cdo (xt2) va hoat dong cong ddng (xt5)
bing nhau va cao hon bién chuong trinh khuyé&n
mai (xtl). Gidi thich vé diéu nay d6 Ia, nhitng
thuong hiéu mi xuat hién trén cdc phuong tién
thong tin cang nhiéu thi kha ning né dudc Iuu trit
trong tri nhd cia khach hang cang cao. Khi khiach
hang mudn dn mi, 14p téc nhitng thuong hiéu dé
xudt hién trong suy nghi cia ho va nhd vay rit ngin
dudc khodng cédch tir viéc ho ¢6 y dinh dén viéc
thuc hién hanh vi tiéu dung. P6i véi hoat dong cong
ddng, nha sdn xuat thudng “danh” vio cic hoat
dong mang tinh chit hdo tAm, tir thién thi khach
hang khong chi vira dn mi, vira gidp ich cho cong
ddng hodc “danh” vio cdc chuong trinh gidi tri c6
nhiéu ngui ndi ti€ng. Riéng d6i véi chuong trinh
khuy&€n mii, cdc nhidn hang thudng 5 chic dudi
dang tring thudng véi tri gid gidi thudng rat cao lén
dén hang trim triéu dong. Nhung x4c suit tring
gi4i qud thap nén khong thuc sw khuyé&n khich NTD
mua nhiéu hon so v6i cac bién phdp khéc.

5. Mot so giai phap nhiim hoan thién chién
lugc marketing ciia cdc doanh nghiép san xuat
mi in lién tai thi truong TP. H6 Chi Minh

Thit nhdt, gidi phdp vé san phdm.

Vé huong vi: doanh nghiép nén ti€p tuc tim cach
da dang héa san phim, cho ra ddi nhitng huong vi
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méi vi nhu cau va thi hi€u ctia NTD 1a khong gi6i
han nén viéc cho ra ddi nhitng sin phdm véi huong
vi mdi s& gép phan cling c6 thi phan va ting stic
manh thuong hiéu cho doanh nghiép. Doanh nghiép
cin chd trong van d& thanh phan ty nhién trong
huong vi nhiéu hon. Mot huéng di mdi cho doanh
nghiép cé tinh dot phd la gia ting ti 1 rau cl qua
trong thanh phan huong vi. B&i vi hién nay NTD
ngay cang c¢6 xu hudng tiéu diing xanh nhiéu hon,
trong khi d6 mi #n lién 1au nay vin dudc dinh vi 1a
thuc phadm kho khan, thi€u chit xd thi viéc thém
cdc thanh phan rau cli qué vao sé tao ra 1¢i th& cho
doanh nghiép chi€m linh thi phan trong mdt phan
khiic chua nhiéu ddi thi canh tranh.

Vé mdu ma bao bi: ciac doanh nghiép nén tim
céch d6i méi bd nhan dién cia minh trén bao bi san
pham. Doanh nghiép nén tim cch cai ti€n hinh 4nh
cho sit v6i thuc t€ hon ma van trong bit mit dé
khéach hang tin tudng hon vao chat lugng sin phim,
trén bao bi can thé hién day di nhitng thong tin cho
thAy sdn phim 12 t5t va an toan cho sitc khde, nhu:
thanh phan nguyén liéu, gid tri dinh dudng, ngudn
gbc xudt xtt, han st dung, dic biét, thdng tin vé
dinh dudng can dugc liét ké 16 rang, chi ti€t ham
luong cic chiat d& NTD dé& dang dénh gid, so sanh
vGi cac thuong hiéu khdc. Doanh nghiép nén cai
ti€n, ting kich thudc ciia mdt géi mi so vdi hién nay
d€ phi hgp hon vé6i nhu cAu cia tirng thi trudng.
Bén canh do, tuy tirng phan khic thi trudng ma bao
bi cing can dugc thigt k& cho phit hop.

Vé kiéu ddng bao bi: xu th€ mi ly, mi to ciing
dang rat phat trién vi tinh tién 10i cia né khi pha
ché& so v6i mi gbi nén diy ciing 13 mot cach dé
thuong hiéu 1am mdi minh qua bao bi sdn pham.
Tuy nhién, ciing cAn luu y 12 gid thanh sdn phdm mi
ly s& cao hon so v6i mi géi, ddng thdi phan dong
NTD hién tai vin con giit théi quen dn mi g6i nén
s& mat mot thdi gian nita d€ NTD thay ddi thoi
quen. Doanh nghiép cAn chi trong hon viéc ding ki
bdo ho doc quyén thuong hiéu va kiéu ddng cong
nghiép d€ tao 1¢i th& canh tranh va xay dung hinh
4nh thuong hiéu bén vitng trong mit NTD.

Vé chdt lugng: Cac doanh nghiép sdn xuit mi dn
lién can chd trong dAu tu nAng cao chit lugng sdn
phdm ctia minh nhiéu hon nita. Ngoai ra, doanh
nghiép cin cdi ti€n quy trinh sin xui't ché& bi€n, diu
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tu nhap khidu day chuyén cong nghé tir nhitng quoc
gia phét trién va minh bach héa quy trinh sdn xuat
bing cdc budi tham quan thuc t& ciia NTD tai nha
may san xuit dé€ 13y lai long tin tit NTD. Tir viéc
dau tr sdn xuat, doanh nghiép ciing md rong dudc
co hoi xui't khiu sang céc thi trudng doi héi yéu cau
chatlugng khit khe nhu Hoa Ky, EU,,..

Thit hai, gidi phdp vé gid.

Cdt gidm chi phi: PE tranh nhitng chi phi phit
sinh khong ddng c6 lam gia ting gid thanh san
ph4am cao hon gi4 tri thuc ctia n6, doanh nghiép nén
dp dung phuong phdp sin xuét tinh gon (lean
manufacturing). Phuong phdp nay khong yéu ciu
nha sin xuit phéi gidm chat lugng, ma tap trung
vao gid tri dén tay khach hang.

Chién lugc dinh gia: Doanh nghiép nén manh
dan du tu cho ra ddi nhitng thuong hiéu cé chat
lugng, day chuyén sin xuit hién dai, tot cho siic
khde, thanh phin dinh dudng diy dd, bd sung
nhitng huong vi méi la va thém thanh phan rau cti
qué thi doanh nghiép hoan toan c6 thé dinh mic gia
cao tudng xtng cho sin pham.

Thit ba, gidi phdp vé phan phoi.

D3i véi siéu thi, doanh nghiép c6 thé ting cic
muc chi€t khiu wu dii cho céc siéu thi 16n d€ c6 thé
canh tranh v6i cdc doi thd khdc ciing mudn chen
chin vao cdc siéu thi va dong thdi ciing phai canh
tranh vGi chinh cdc nhan hang riéng cla siéu thi.
Ngoai ra, viéc ting chi€t khau nhu vay con gitp
doanh nghiép c6 thé thda thuin vé viéc san phdm
clia minh dugc bd tri niim & khu vuc dé nhin thdy,
ngang tam mit NTD va ho dé dang 14y thay vi phdi
ctii ngudi hay gio tay cao dé 1y sdn phim. Bén
canh do, siéu thi con gitp doanh nghiép du bdo s&
lugng cAn sin xuat dya trén sd liéu dudc tdng hop
chinh x4c, nhanh chéng va diy du.

D6i véi hé thong clta hang tién 1di, hién nay
kénh phan phdi niy dang rat phét trién & TP. HO
Chi Minh va dudc nhitng ngudi tré, nguGi cé cudc
song ban ron wa thich vi tinh tién 1gi, m& ctta 24/24,
gin noi &, noi 1am viéc, c6 sdn thi€t bi nudc néng
nén c6 thé pha ché va in ngay tai chd, c6 khu vuc
ban gh& d€ #n udng, c6 may lanh, c6 wifi mién
phi... Do vy, doanh nghiép nén diy manh hon nita
trong viéc xay dung hoidc lién k&t vdi nhitng cira
hang tién ich.
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D06i véi cdc cita hang tap hda, cac doanh nghiép
sdn xuit mi dn lién cling cin thudng xuyén theo
doi, duy tri va lién hé véi cdc clra hang d€ nim
dudc tinh hinh tiéu thu va thi hi€u NTD. Tuy nhién,
thong tin tir kénh phan phdi nay c6 thé khong chinh
xac hoan toan bdi cic clra hang tap héa ma doanh
nghiép thi€t 1ap quan hé 1a cdc clta hang ban si,
trong khi khach hang thudng mua tir cic clra hang
ban 18 nén thdng tin tif ctra hang ban 1& dén ctra
hang ban si c¢6 thé sai 1éch theo chli quan clia ngudi
bdn 18. Bén canh d6, nha sdn xuat va nha phan phoi
nén dau tw xay dung hé thong phan phdi tu dong dé
phuc vu NTD mdt cach t6i da moi lic, moi thdi
diém va it phu thudc vao nhan td con ngudi.

Thit ndm, gidi phdp vé xiic tién.

Cdc chiiong trinh khuyén mai: Céc doanh nghiép
sdn xudt mi in lién nén da dang héa hinh thic
khuyé&n mai d€ khuyén khich va thu hit sy chid y
ctia NTD vao thuong hiéu cia minh. Nha sdn xuit
c6 thé lién két vdi cdc kénh phan phdi d€ tao tao ra
céc chuong trinh khuyé&n mai tot hon va quing bdo
cho thuong hiéu ctia minh.

Qudng cdo: C4c nha sdn xuit nén ting mic dod
phti séng thuong hiéu clia minh trén tat cd cdc kénh
tir quang cdo trén TV, bdo dién t, tap chi, banner...
Bén canh viéc dau tr vdo cdc kénh quing cdo,
doanh nghiép ciing cAn lvu y dén thdi diém tién
hanh céc chi€n dich quing cdo va ndi dung quing
cdo.

Quan hé¢ céng chiing: Chién ludc “marketing
dua trén sy s¢ hdi” 12 hinh thifc st dung ndi s¢ hai
ctia NTD @€ ban hang hay néi cich khac 1a hinh
thitc ddnh vao tAm 1y lo s¢ cla khach hang. Hinh
thitc ndy c¢6 khd nhiéu ludng ¥ ki€n trdi chiéu va
thyc t&€ ciing ki€m ching cho thdy tinh hai mit cta
n6. G Viet Nam, hinh thic nay da phan sir dung céc
khéng dinh do an toan ctia sin phdm va “de doa”
vé hiu qua dang so néu NTD mua san phim khic.

TAILIEU THAM KHAO:

Tiéng Viet:

V& hinh thifc tai trg, cic doanh nghiép cé thé
xay dung hinh dnh thuong hiéu cta minh ti nhitng
hoat dong tai trg cho cic quy hoc bdng, quy tinh
thuong, chuong trinh tif thién... nhim gin két hoat
dong kinh doanh vé&i trach nhi¢m xa hdi, tao hinh
anh dep trong 1ong NTD, tir d6 khuyén khich NTD
mua nhiéu hon ciing nhu 14 mdt cach d€ ho gép
phan gitip ich cho x4 hoi.

V& hinh thiic ting cudng tuong tic v4i khach
hang, doanh nghiép c6 thé twong tic thong qua cic
mang xa hdi nhu Facebook, Twitter... bdi cic mang
x4 hdi ndy thu hiit hau hét cdc thanh phan trong xa
hoi k€ ca nhitng ngudi 16n tudi. Ngodi ra, doanh
nghiép con c6 thé tuong tic véi khach hang thong
qua cdc chuong trinh tham quan nha may sin xuat,
mo phéng quy trinh ch& bi€n bing cic video dé
NTD thidy dugc quy trinh sidn xudt cla doanh
nghiép va tin vao chat lugng san pham hon.

V& hinh 4nh dai dién, doanh nghiép c6 thé mdi
ngudi ndi ti€ng d€ dai dién cho hinh anh thuong
hiéu ctia minh. B&i nhitng ngudi ndi ti€ng c6 dnh
huéng nhat dinh d&€n khén gia clia ho, do vy doanh
nghiép nén tan dung hinh thifc ndy dé ning cao
hinh 4nh ctia minh d6i v6i khach hang.

6. K&t luan

Bai nghién cttu da gidi quyét dugc nhitng van
dé sau: hé thong héa dugc mo hinh nghién ciu
hanh vi NTD, phan tich co s& 1i thuy€t cdc nhan t6
tdc ddong riéng 1é téi hanh vi mua cia NTD mi dn
lién, tir d6 dé xui't md hinh cdc nhan td dnh hudng
dé&n hanh vi mua ciia NTD d6i vdi mi 4n lién tai
TP. H6 Chi Minh; ti€n hanh khio st trén dia ban
TP. HS Chi Minh; x4y dung md hinh hoan chinh
vé& hanh vi clia ngudi tiéu; kiém dinh dugc moi
quan hé gifta nhitng nhan t§ v6i hanh vi cia NTD
mi in lién; dua ra cdc gidi phdp cho cdc doanh
nghiép sdn xuit mi in lién dé hoan thién chién
lugc marketing B
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THE BUYING BEHAVIOR OF CONSUMERS
IN HO CHI MINH CITY TOWARDS INSTANT NOODLES
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ABSTRACT:

This study explores the buying behavior of consumers in Ho Chi Minh City towards instant
noodles. The study finds that there are four factors affecting consumer behavior toward instant
noodles, including product, convenience, price, and distribution. Meanwhile, the factor of
promotion has no impact on consumer behavior. Based on the study’s findings, some solutions are
proposed to improve the marketing strategy of instant noodle manufacturers for Ho Chi Minh
City’s market.

Keywords: instant noodles, consumers, buying behavior, Ho Chi Minh City.
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THE IMPACTS OF SOCIAL MEDIA
ON PURCHASE INTENTION
FOR FASHION PRODUCTS:

AN EMPIRICAL STUDY OF GEN Z

CONSUMERS IN HO CHI MINH CITY

® NGUYEN XUAN THINH - LE QUOC DAT

ABSTRACT:

This study explores how social media may affect Gen Z customers in Ho Chi Minh City's desire

to buy fashion products. The study's findings demonstrate that social media has a large and

advantageous impact on interest in fashion, which subsequently leads to an increased purchase

intention for fashion products. Additionally, the study finds that trust, perceived value, and risk

serve as influences in the connection between social media and purchase intention.

The study provides valuable insights for fashion marketers in Ho Chi Minh City and beyond,

emphasizing how important it is to use social media as a tool for strategy to increase fashion

involvement and purchase intention among Gen Z consumers.
Keywords: social media, fashion product, Gen Z, Ho Chi Minh City.

1. Introduction and context of study

1.1. Research background and context

Fashion has been an integral part of human life
for centuries, Nevertheless, as technology has
advanced, social media has emerged as a
significant platform for fashion promotion. Social
media platforms such as Facebook, Instagram,
Twitter and especially TikTok have become crucial
tools for fashion brand reach to their target
audience. With the new rise of Generation Z
(GenZ), the generation which grow up with the
heavy usage of technology. Social media has
become even more significant for fashion brands to
connect with their customers. The purpose of this

study is to investigate the effects of social media on
purchase intentions for fashion products among Ho
Chi Minh City's GenZ.

Despite the growing relevance of social media in
the fashion sector, empirical research on the impact
of social media on purchase intention for fashion
products is lacking, particularly in the setting of
GenZ in Ho Chi Minh City. As a result, the purpose
of this study is to fill a vacuum in the literature by
looking at the relationship between social media
and purchase intention for fashion products among
Generation Z in Ho Chi Minh City.

This research purpose is to examine the impacts of
social media on purchasing intention for fashion products
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among Ho Chi Minh Citys GenZ. The study will take
place in Ho Chi Minh City, which is the economic center of
Vietnam and the third-largest city in the country. The city
has a diverse population of over nine million people, with a
large proportion being young adults aged between 18 and
24, who are considered GenZ. Ho Chi Minh is a fast-
paced, dynamic, and vibrant city that reflects the countrys
rapid economic growth and cultural diversity.

The fashion industry is a significant contributor
to Vietnams economy, with an estimated market
size of US $5,06 billion in 2022, according to
Statista. Fashion products are becoming more
accessible and affordable, making them more
attractive to consumers, particularly GenZ.
However, with the abundance of fashion products
available in the market, consumers are facing
challenge in making informed purchase decisions.
This is where social media may help as a source of
knowledge and inspiration for fashion purchases.

1.2. Significance of the Study

The fashion industry has witnessed a significant
shift in consumer behaviors because of using social
media platforms more frequently. Social media
platforms, such as Instagram, Facebook, and
TikTok, have become virtual marketplaces where
fashion brands, influencers, and consumers interact
and exchange information. This has led to a
transformation in the way fashion products are
discovered, evaluated, and purchased. The ability
of social media to facilitate social interactions,
showcase product images, provide reviews and
recommendations, and influence consumer
perceptions has raised questions about its effect on
shoppers' intention to buy fashion products.

Understanding the impacts of social media on
purchase intention for fashion products is crucial
for businesses operating in the fashion industry. By
comprehending the factors that drive GenZ
consumers' purchase intention on social media
platforms, businesses can develop effective
marketing strategies to target and engage this
consumer segment. Additionally, insights from this
research can guide fashion brands in optimizing
their social media presence, content creation, and
influencer collaborations to enhance consumer
engagement and ultimately drive purchase
decisions.
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2. Proposed Research Model

This master's thesis aims to investigate how
social media may affect Gen Z (GenZ) customers in
Ho Chi Minh City's intention to purchase fashion
products. To do this, the author suggests a thorough
research approach that incorporates pertinent
theoretical underpinnings and previous knowledge
on the subject. Additionally, the model incorporates
other factors that align with the distinctive
characteristics of GenZ. The research model
encompasses six key impact factors, which are
presented as follows:

Figure 1: Proposed Research Model

~

Social Media
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Source: Proposed by the Author
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Proposed research hypothesis:

H1: Social Media Marketing positively influences
Purchase Intention for fashion products among Gen
Z consumers in Ho Chi Minh City.

H2: Social Media-based Brand Equity positively
influences Purchase Intention for fashion products
among Gen Z consumers in Ho Chi Minh City.

H3: Perceived Risk negatively influences
Purchase Intention for fashion products among Gen
Z consumers in Ho Chi Minh City.

H4: Perceived Value positively influences
Purchase Intention for fashion products among Gen
Z consumers in Ho Chi Minh City.

H5: Trust positively influences Purchase
Intention for fashion products among Gen Z
consumers in Ho Chi Minh City.

3. Methodology

This study's focus is only on how social media
affects Gen Z consumers in Ho Chi Minh City's
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inclination to buy fashion products. The research
will focus on the GenZ population aged between 18
and 26 years old in Ho Chi Minh City. The research
will be conducted using a quantitative approach,
from a sample of GenZ respondents who
participated in an online survey. The study will
investigate the role of social media in shaping
GenZ's purchase intention for fashion products, as
well as the elements that affect their use of social
media when making buying decisions. The research
will also identify the most effective social media
platforms in influencing GenZ's purchase intention
for fashion products.

- Deductive versus Inductive approach: used a
deductive research approach in this study to
examine how social media affects Gen Z's
inclination to buy fashion products.

- Qualitative versus Qualitative approach:
investigate how social media affects Gen Z
consumers' intentions to buy fashion products.

- Research Strategy: In this study, a survey
research strategy is chosen for several reasons.
Firstly, it aligns with the purpose of the research and
is compatible with the positivist philosophy and
quantitative approach adopted. Moreover, surveys
are less time-consuming and highly effective when
dealing with large sample sizes, which is ideal given
the project's limited timeframe.

- Research Design:

+ Survey design: The author developed a survey
which contain 23 questions corresponding to 23
items which represent 6 factors. The first 20
questions are assigned to the independent variables
which are Social Media Marketing, Brand Equity,
Perceived Risk, Perceived Value and Trust. The last
3 questions are for the dependent variable which is
Purchase Intention.

+ Sampling: the author utilizes the sampling
formula of linear regression as proposed by Tariq
Aziz & Valeed Ansari (2019). Consequently, the
research model consists of 23 observed variables.
Thus, the minimum sample size would be the result
of 23*5 = 115 samples. In fact, for the purposes of
enhancing the clarity and practicality of the results,
300 samples have been sent and 251 wvalid
responses has been collected for this dissertation.

- Data Collection: primary data was collected

from Gen Z which is mostly students from various
Universities around Ho Chi Minh City. To increase
the likelihood that participants would reply, the
survey was made available online using a Google
Form, with links distributed to participants' email
addresses and to other university-based online
communities.

- Data Analysis: This study used Cronbach's
Alpha to excluded any items with a Cronbach's
Alpha value less than 0.7 and a total correlation
value of less than 0.3 to assure the dependability of
this article. Explanatory Factor Analysis (EFA) is
utilized to condense many observations into a
smaller set of more significant factors. Pearson
correlation analysis used to determine the degree
and direction of the linear relationship between
dependent and independent variables. And Multiple
linear regression analysis.

4. Presentation of research findings

4.1. Cronbach’s Alpha Reliability

As discussed in the previous chapter,
Cronbach’s Alpha analysis determines the
reliability of items in which o < 0.6 is poorly
reliable, 0.6 < o < 0.7 is acceptable, and o > 0.7 is
highly reliable (Hong & Chu, 2008). Additionally,
the Corrected Item - Total Correlation is no less
than 0.3 (2 0.3) (Nunnally, J, 1978).

The result shown:

- Social Media Marketing: All Items of Social
Media Marketing were satisfactory with the
Cronbach’s Alpha = 0.778 which is moderated level
of reliability and the Corrected Item - Total
Correlation > 0.3 contribute positively to the scales
reliability.

- Brand Equity: The item BE2 has a small
Corrected Item-Total Correlation = 0.269 < 0.3.
Thus, this item was removed from the model. The
author run the Cronbach’s Alpha again for the 3
remaining items. The new result is represented
below. This time, all items were satisfactory with
the Cronbach’s Alpha exceeds 0.7 and the
Corrected Item- Total Correlation above 0.3.

- Perceived Risk: The Perceived Risk scale also
exhibits satisfactory reliability, as indicated by a
Cronbach's alpha coefficient of 0.819, which
exceeds the commonly accepted threshold of 0.7.
Additionally, the corrected item-total correlation
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coefficients for all items are above 0.3, further
supporting the scale's reliability.

- Perceived Value: The Perceived Value scale
demonstrates a satisfactory level of reliability, as
evidenced by a Cronbach's alpha coefficient of
0.833. This indicates a moderate level of reliability.
Moreover, all items within the scale exhibit positive
contributions to its reliability, as indicated by
corrected item-total correlation coefficients
exceeding 0.3.

- Trust: The Trust scale also shows satisfactory
reliability, with a Cronbach's alpha coefficient of
0.809 exceeding the threshold of 0.7. Furthermore,
all items within the scale exhibit positive
contributions to its reliability, as evidenced by
corrected item-total correlation coefficients that are
greater than 0.3.

- Purchase Intention: The Purchase Intention
scale demonstrates satisfactory reliability, as
indicated by a Cronbach's Alpha coefficient of
0.783. Additionally, all items within the scale
contribute positively to its reliability, as evidenced
by corrected item-total correlation coefficients
exceeding 0.3.

4.2. Result of EFA Analysis

4.2.1. Independent Variables

Table 1. The EFA test for Independent Variables

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure 763
of Sampling Adequacy. '
Bartlett's Approx. Chi-Square 1475.436
Test of df 120
Sphericity Sig. 000

Source: Author's calculation

The EFA test results shown: KMO = 0.763 and
significance index of Bartletts test = 0.000 which
are suitable to the benchmark. Eigenvalues = 1.124
at the Sth factor where 70.827% data variance is
explained. Regarding the Rotated Component
Matrix, all the values range between 0.7 and 0.9 in
the scale of =1. The higher the index is proportional
to the correlations of items to the same factor.

4.2.2. Dependent Variable

In a similar manner to the EFA test conducted for
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Table 2. The EFA test for Dependent Variable

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure
; .689
of Sampling Adequacy.
Bartlett's Approx. Chi-Square 217.620
Test of df 3
Sphericity Sig. 000

Source: Author's calculation

the independent variables, the SPSS analysis of the
dependent variables also yields three tables of
results.

The KMO value of 0.689, surpassing the
threshold of 0.5, and the significance index of
Bartlett's test being 0.000 (less than 0.05) confirm
the appropriateness of the factor analysis and the
presence of correlations between the variables.

The results from the rotation matrix indicate that
one factor is extracted from the observed variables
during the EFA analysis. The extracted variance
accounts for 69.788% of the total variance, with
Eigenvalues of 2.094. Additionally, all factor
loading indexes are above 0.7, demonstrating a
strong correlation among the related variables.

4.3. Pearson correlation analysis

As described in the previous chapter, the
significance value is a crucial indicator in Pearson
correlation analysis. A significance value above
0.05 indicates that there is no significant influence
of the independent variable on the dependent
variable (Jones et. al., 2019). The result shown the
correlations between all the independent variables
and the dependent variables. Since the significance
values are lower than 0.05, these variables are
considered for the multiple regression analysis.

Following the rule of thumb introduced by Hair
et al. (2013), it is observed that variable T has the
strongest correlation with PI (r = 0.606), while PR
exhibits the lowest correlation with PI (r = - 0.195).
Additionally, Pearson analysis provides information
on the correlation levels among the independent
variables. Although the significance indexes among
the independent variables are below 0.05, the
Pearson correlation values do not exceed 0.5.
Therefore, multicollinearity is unlikely to be
present in this scenario.



