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TOM TAT:

Nghién ciru nay thyc hién dé danh gid, két luan vai tro ciia Influencers ddi véi quyét
dinh mua hang ciia Gen Z (Generation Z - tir ding chi thé h¢ tré dugc sinh ra trong khoang
thoi gian tir ndm 1997-2012) trong nganh thoi trang. Tac gia da thyc hién khao sat 205 mau
v6i dbi twong 1a Gen Z, sau khi thu thap va phan tich c6 tong 194 mau hop 18 vi d3 mua
hang thong qua Influencers. Két qua nghién ctru cho thay, Gen Z bj tac dong manh mé& bai
cac ngudi anh huong va sin sang chi tra cho viéc mua cac san pham thoi trang. Pic biét,
Micro, Nano influencers 1a cac d6i tugng ma dugc cac ban dit long tin va mua hang, thoi
gian trung binh dé theo d&i cac ddi twong nay 1a 2 gio trong ngdy va nén tang hay sir dung

thudc ve Tiktok.

Tiwr khoa: nguoi anh huong, y dinh mua hang, Gen Z, nganh thoi trang.

1. it van dé

Trong nhimg nim gan day, tiép thi anh huong
da tré thanh mot lan séng va co sy phat trién manh
mé&. Pay dugc xem 13 mot trong nhitng chién lugc
tam diém va 1a xu hudng tiép thi méi trong tuong lai
cta hau hét cac doanh nghiép ¢ nhiéu linh vuc khac
nhau. Trong do, thoi trang 1a mdt trong nhitng linh
vuc ma influencer tac dong rat manh mé& dén hanh vi
tiéu dung. Theo bao cdo mdi nhit cia We are social,
tinh riéng nam 2018, lwong nguoi dung social media
toan cau ting 13% so voi nam trudc va dat con sb
3.397 ty. Vi su lién tuc “gay bao” cua social media
trén toan thé gidi, Inﬂuencer Marketing ciing da
chtng kién sy bung n6 lan rong va hién la mot trong
nhing loai hinh phat trién nhanh nhét trong quang
céo va du kién s& tro thanh thi truong 5-10 ty USD
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vao nam 2020 (Financialnewsmedia.com, 2020).

Nghién ctru méi ddy cta Nielsen ciing cho thiy
90% ngudi tiu dung tin tudng vao nhiing 161 khuyén,
101 gidi thi€u cua cac chuyén gia hay ngudi ma ho tin
tudng, trong khi chi c6 33% tin vao quang céo truyén
thong (Cpcstrategy, eMarketer, Mediakix, 2019).
Bén canh do, theo Luisa Zhou, hon 88% nguoi dung
xem cac nhan xét cuia nguoi dung khac trén mang xa
hoi dé dua ra quyét dinh mua hang cua minh. Mot
béo cdo cua Social Media Today cho biét, c6 t&i 94%
nha tiép thi nhan thay Influencer Marketing hiéu qua
trong cac chién dich truyén thong cua ho.

2. Co s6 1y luan

Influencer Marketing: Co thé hiéu, Influencer
marketing l& mdt hinh thirc marketing sir dung
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nhitng influencer (tam dich la ngu’éri anh hudng) dé
giri thong diép ciia nhan hang dén thi truong. Thay
vi quang céo truc tiép dén voi mot nhom khach hang,
ban s& truyén cam himg va tra tién cho ngudi anh
huéng dé giup ban lam didu d6. Nhimg ngudi anh
hudng s& lan truyén tiéng néi cia ho thong qua cac
kénh mang xa hdi véi ndi dung hoac la do nhan hang
bién soan trudc hodc do nguodi anh huong tu viét
theo cach cua ho.

Nhiing loi ich ciia tiép thi anh hwéng: Co quan
tiép thi Tapinfluence di thyc hién mot nghién ctru
cung v6i Nielsen vao nam 2016, noi ho phat hién ra
rang tiép thi c6 anh hudng mang lai loi nhuan dau tu
trén dau tu cao hon 11 1an so véi dau tu cac hinh thirc
tiép thi k¥ thuat sd truyén thng (Tapinfluence &
Nielsen, 2016). Trong cung mét nghién ciru, Nielsen
& Tapinfluence phat hién ra rang nguoi tiéu ding
tlep xuc voi nguorl c6 anh hudng da mua nhiéu san
pham hon trong mdi 1dn mua. C6 mét s6 1y do dan
dén van d& nay:

- Thit nhat, tiép thi anh huong 1a nhitng nguoi 6
db6i twong theo ddi thuc sw. Thay vi ngudi tiéu dung
phai mat thoi gian cho viéc tim kiém nhiing thong
tin trén cac phuong tién truyén thong thi thong qua
nguoi anh huéng ho da c6 nhiing thong tin b ich dé
phuc vu cho hanh vi mua sam ctia minh.

- Thir hai, tiép thi anh huong tao ra hiéu Gng hao
quang ma ngudi anh huéng mang theo dbi véi thuong
hi€u hay néi cach khac d6 chinh 1a sy phu hop vai
thuong hiéu. (Tapinfluence & Nielsen, 2016). Tap
doan Keller Fay va Berger (2016) phat hién ra rang
nhitng ngudi anh hudng c6 trung binh téi 22,2 lan
cudc hoéi thoai mua hang tir ngudi ti€u dung.

- M6t loi thé bd sung véi tiép thi c6 anh hudng 1a
viéc tai st dung ndi dung c6 anh hudng dé thic déy
toan bo cac hoat dong truyén thong thuong hiéu trén
cac dién dan xa hoi. Khong chi mang thuong hiéu
gan hon véi ngudi tiéu dung ma con cho ho co hoi dé
xem cac san pham /dich vu (Nielsen & Tapinfluence,
2016).

Phan logi tiép thi dnh hwéng: Kusumasondjaja
& Tjiptono (2019) cho rang, viéc phan loai nguoi
anh huong phu thudc vao lugt trong tac clia mot bai
dang trén mang xa hoi. Hon nita, Thomas (2017) 1ap
luén, viéc phan loai nhiing nguoi ¢6 anh huong trén
mang xa hdi co thé dua theo s luong nguoi theo doi
cua ho cling nhu thong qua ty 18 phan traim tuong tac
ctia s6 luong ngudi theo ddi ho. Tren thuc té, ty 1é
twong tac nay co thé 1a mot chi sb vuot trdi vé gia
tri tiém ning cta ngudi c6 anh hudng dbi voi mot

thwong hiéu néu sy twong tac d6 chuyén thanh hanh
vi mua hang. C6 thé phan loai thanh 4 nhém co ban
nhu sau:

- Mega influencers: c6 lugt theo doi tir 1.000.000
tr¢ 1€n, pham vi anh huong rong nhung mirc dg tin
cdy thap, chi ding dé ting cudng nhan dién thuong
hiéu.

- Macro influencer: ¢6 luot theo doi tir 100.000
- 1.000.000, pham vi anh huong 16n, d tin cly
trung binh, dung dé ting nhan dién va tuong tac voi
thuong hiéu.

- Micro influencer: ¢6 luot theo doi tir 10.000
- 100.000, pham vi 4nh huong tuong ddi, mue do
tin cdy cao, ting chuyén ddi, thuc ddy hanh vi mua
hang.

- Nano influencer: c6 lugt theo doi be hon 10.000,
pham vi anh huéng nho, do tin cay rat cao, c6 thé
xdy dyng 1ong tin véi khach hang va két ndi twong
tac sau.

Y dinh mua hang: Y dinh mua 13 yéu t6 chinh
trong muc tiéu nghién ctru cua dé tai. Cac nha nghién
ctru da dé xudt mot mbi quan hé phu thudc giita y
dinh mua va thai d6, mic du n6 chua duoc thiét 1ap
dung (Spears & Singh, 2004). Hon nita, Lutz (1991)
dé xuat mdi quan hé nay 1a can thiét vi khong do
ludng thai d6 thi s& phan tac dung va mo hd. Pa co
mot s6 mé hinh di dugce tao ra dé gidi thich mbi quan
hé nay, trong khi Iy thuyét ctia Ajzen va Fishbein 1y
do hanh dong (TRA) (1980) va md hinh quy trinh
Fazio Lan (1989) di duoc biét d&én (Lutz, 1991).

3. Phwong phap nghién ciru

Bai viét sir dung phuong phép thu thap va phan
tich dit liéu thu cép tur cac tap chi khoa hoc, tai liéu
chuyén nganh vé truyén thong Marketing. Bén canh
do, tac gia co dung phuong phap théng ké mo ta
thong qua viéc khao sat bang bang cau hoi véi cac
ban Gen Z. Dit li¢u sau khi thu thap s€ dugc phén
tich, téng hop, lam co so 1y luan dé két luan va dua
ra cac giai phap chung cho viéc st dung ngudi anh
hudng trong nganh Thoi trang tai Viét Nam.

4. Két qua nghién ciru

4.1. Thuc trang sw dung influencers tai Viét
Nam

Influencers tai Viét Nam trong nhimg nim gan
day va sap t6i ngdy cang trd nén phd bién va da
dang. Khong chi riéng nhiing doanh nghiép 16n ma
ca nhitng doanh nghiép vira va nho ciing d bat dau
sir dung voi rat nhiéu linh vuc khac nhau nhu: my
pham, an ung va dic biét 1a thoi trang. Cac nén ting
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duogc sir dung chu yéu la Facebook, Tiktok, Youtube,
Instagram, thong qua viéc xay dung ndi dung hudéng
dén cac ddi tuong khach hang muc ti€u nhét dinh.

Xu huoéng hién tai, cac doanh nghi¢p chudng
dung Micro va Nano influencers hon vi chi phi thap
nhung mirc d6 hiéu qua cao, twong tac va chuyén doi
hanh vi tét. Tuy nhién, viéc st dung Influencers tai
Viét Nam ciing con mot sé van dé ton dong nhur:

Thir nhat, chat luong ndi dung khong dong déu,
tran lan, thiéu tinh sang tao va khong hudng vé su
phu hop voi thuong hiéu.

Thir hai, ndi dung ban, giy ra nhiing ¥ kién trai
chiéu, no6i khong dung sy that ciing gy anh hudng
rat nghiém trong dén hinh anh thuong hiéu.

Cudi cung, viéc do ludng hiéu qua tir Influencer
con rat mo ho va khoé co thé danh gia toan dién duogc
hiéu qué so v&i chi phi ma doanh nghiép bo ra.
Thudng chi do ludng thong qua céac chi sb twong tac
nhu: like, share, comment...

4.2. Cdc sé ligu nghién ciru

Tac gia thuc hién khao sat tong s6 205 mau véi
d6i twong 1a Gen Z ¢6 do tudi dao dong tir 18 - 28
tudi (sinh nam 1997 - 2007), phan 16n 1a cac ban sinh
vién dén tir cac truong dai hoc tai TP. Hb Chi Minh.
Noi dung khao sat xoay quanh mét sb van dé lién
quan dén xu huéng mua hang thong qua influencers
trong linh vuc thoi trang tai thi truong Viét Nam.

Trong tong s6 205 mau khao sat thu dugc c6 194
mau da timg mua hang théng qua influencers, 11
mau chua timg mua hang théng qua ddi tugng nay
nén s& tam dimg khao sat. Chi tiét s6 liéu phan tich
duogc tac gia trinh bay tai 2 Bang 1 va 2.

Dya vao Bang 1 ching ta thiy: Nit gidi 1a mot
trong nhimg ddi twong ¢6 nhu cdu mua sim trong
linh vuc thoi trang rit cao, ho thuong tham khao,
danh gia va mua hang thong qua céc influencers. Thu
nhap duéi 5 tridu chiém phan 16n do cac miu khao
sat dén tir sinh vién. Tuy nhién, dii ¢c6 mirc thu nhap

Bdang 1. Théng ké cdc yéu 16 nhan khdu hoc

Tiéu chi Chi tiét S6 luong Ty e %
Nam 68 33.17
Gigi tinh NG 135 65.85
Khac 2 0.98
D6 tubi 18-22 195 95.12
23-28 10 4.88
Boéc than 185 90.24
Tinh trang hén nhan Két hon 5 244
Khac 15 7.32
Pai hoc 197 96.10
Trinh do hoc van Cao hoc 7 3.41
Khac 1 0.49
Sinh vién 196 95.61
Nghé nghiép NVVP 8 3.90
Khac 1 0.49
Duwéi 5 triéu 153 74.63
Thu nhap hang thang 5 triéu - 10 triéu 43 20.98
10 triéu - 15 triéu 5 2.44
Trén 15 triéu 4 1.95
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Nguon: Két qua nghién ciru cia tac gia
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nhu thé nao thi influencers van c6 rat nhiéu tac dong
dén hanh vi mua hang cta Gen Z trong linh vuc thoi
trang.

Bang 2 trén phan anh dang thuc trang vé tinh
hinh st dung Influencer tai Viét Nam, dac biét la
trong linh vuc thoi trang. Cac nhém Micro va Nano
Influencers dang c6 tac dong rat 16n dén quyét dinh
mua hang cla nguoi tiéu dung, cling bdi vi nhom
nay gan gili v6i khach hang hon, ho dua ra nhitng 10
khuyén thyc té va co gia tri thay vi chi thuan PR cho
thuwong hi¢u va san pham mot cach séo rong.

Tiktok 12 mot trong nhimg nén tang thu hat gidi
tré hién nay, két qua nghién ctru ciing da phan anh
dung thuc trang khi hon 50% Gen Z sir dung nén
tang nay dé tiép can va mua hang thong qua nhiing
nguoi c6 mic d§ anh hudng dén ho.

Thoi gian trung binh cua Gen Z xem va phat sinh
hanh vi mua hang cua cac influencers khoang 2 gio
trong ngdy (72.68%) va ho chi mua hang vai lan
mot thang do bi han ché vé thu nhap (79.90%). Gia
tri don hang cho mdi 1an mua duéi 500 nghin déng
chiém dai da s6 (82.99%).

Bang 2. Chi ti€t két qua mua hang cua Gen Z théng qua Influencers

Cau héi khao sat Chi tiét khao sat S6lwong | Tylé %
Anh/Chi c6 mua hang théng qua viéc tiép thi Co 194 94.63
béng nhirng ngwoi anh hudng chwa? Khong 1 5.37
Mega Influencers 14 7.22
Anh/Chi thuong c6 quyét dinh mua hang théng | pmacro Influencers 30 15.46
gua nhirng nhém ngwoi anh hwdng nao dwdi
day? Micro Influencers 82 42.27
Nano Influencers 68 35.05
Trén 1.000.000 21 10.82
Anh/ChI vui I(‘)ng cho biét |U’Q’t theo doi 100.000 - 1.000.000 34 17.53
(followers) ngudi co tdm anh huwéng/ ma anh
chi biét hosc quan tam 10.000 - 100.000 89 45.88
Dwéi 10.000 50 25.77
Tiktok 103 53.09
) Facebook 35 18.04
A;nh/f:hg thwfrng tuip can tho?g tl’l’l cua‘ nguoi co Instagram 43 22 16
tam anh hwéng théng qua nén tadng nao?
Youtube 12 6.19
Khac 1 0.52
2 giv 141 72.68
Thi gian trung binh Anh/Chi xem tw van cla 490 39 20.10
ngudi cé tdm anh hwéng nhuw thé ndo trong 6 gi& 412
mot ngay? 8 gioy 4 2.06
Khac 2 1.03
Vai lan 1 tuan 23 11.86
Tan suét mua san pham/dich vu théng qua sw Vai lan 1 thang 155 79.90
tw van clia ngwdi co tam anh hudng ctia Anh/ | Vailan 1 nam 12 6.19
i? - ;
Chi RAt it (mai chi 1-2 14n) 3 155
Khac 1 0.52
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Cau hoi khao sat Chi tiét khao sat S6lwong | Tylé %

Dwéi 500.000 161 82.99

Mtrc tién trung binh cho mdi 1an ma Anh/Chj | 500.000 - 1.000.000 22 11.34

mua san phadm/dich vu théng qua tw vdn ctia | 1.000.000 - 3.000.000 7 3.61

nguwdi anh hwdng? 3.000.000 - 5.000.000 4 2.06
Trén 5.000.000 0 0.00

Anh/Chi cd tiép tuc theo d6i va mua san pham | ¢4 186 95.88

thédng qua sy tw van, ban hang ctia nhitng R

nguoi anh hudng khang? Khong 8 412

Vi influencers dang la xu huéng nén khi dugc hoi
¢6 tiép tuc mua hang thong qua ddi tuong nay khong
thi cau tra 10 c6 1én dén 95.88%.

5. Két luan va khuyén nghi

V6i xu hudng phat trién khong ngimg ctia mang
xa hoi trong thoi hién nay, cung véi do 1a viéc gia
tang nhanh chong cua cac influencers d tao ra rat
nhiéu tiém ning cho cac thuong hiéu noi chung va
cac thuong hiéu thoi trang noi riéng. Gen Z ngay
nay ho c6 xu hudng sdng thoang, dé chap nhan va
bi tdc dong boi nhiing ngudi c6 mic d¢ anh hudng
ngay cang cao. Bdi 1€, ho cling dang 1a nhiing nguoi
xdy dung va phat trién ndi dung dé tr¢ thanh nhiing
ngudi ¢6 tam anh hudng nén ho rat hiéu rd nhimng
vén dé nay. Cac thuong hiéu néu mudn gia ting duoc
hiéu qua hoat dong kinh doanh qua Influencers can
cha y nhitng van dé sau: Thir nhdt, tiy timg giai doan

TAI LIEU THAM KHAO:

Nguon: Két qua nghién ciru ciia tic gia

ma lua chon ting loai hinh influencers cho phu hop,
vi m&i mot loai hinh ¢6 nhitng mirc d6 tic dong khac
nhau dén hoat dong cua thuong hi¢u. Thir hai, can
xem xét cic mdc thoi gian nao 1a phii hop dé trién
khai cac chién dich cho phu hop, vi khach hang chi
danh khodng 2 gi¢ cho viéc theo ddi thong tin va
mua sam théng qua cac influencers trong 1 ngay va
chi mua vai lan trong mot thang. Thit ba, Gen Z thu
nhap chua cao nén ciing can can nhic cac san pham
duogc ban thong qua Influencers c6 muc gia phai
ching dé ho san sang chi trd. Bén canh do6, dé ho
mua nhiéu hon ciing can Influencers c6 chuyén mén
va dg uy tin cao. Cudi cung, viéc st dung influencers
la con dao hai ludi, c6 nhitng han ché nhét dinh va
anh hudng dén thuong hi¢u mot cach truc dién nén
cling can k¥ ludng trong viéc lwa chon st dung sao
cho phu hop va an toan voi thuong hi¢um
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THE IMPACT OF INFLUENCER MARKETING ON GEN Z'S
PURCHASE INTENTIONS IN THE FASHION INDUSTRY

® NGUYEN QUOC VUONG
Faculty of Commerce, Van Lang University

ABSTRACT:

This study explores the impact of influencers on Gen Z's purchasing decisions in the fashion
industry. A survey of 205 Gen Z participants was conducted, with 194 valid responses from
individuals who had made purchases through influencers. The findings reveal that Gen Z is highly
influenced by influencers and is willing to pay for fashion products recommended by them.
Notably, Micro and Nano influencers are the most trusted, with participants spending an average of
two hours per day following them. TikTok emerged as the dominant platform for influencer-driven
fashion purchases.

Keywords: influencers, purchase intention, Gen Z, fashion.
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