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TOM TAT:

Tai Viét Nam, thi truong my phdm va dugc my pham phat trién manh, cho thiy sy quan tim ngay

cang 16n doi voi strc khoe lan da nham gitip bao vé strc khde va nang cao su tu tin. Nghién ctru nay dugc

tién hanh véi mau nghién ctru gém 176 nguoi thudc Gen Z tai Ha Noi, c6 sir dung mang xa hoi va quan
tam dén cham séc da. Véi dit liéu duoc phén tich bang SmartPLS 4.0 theo phuong phap PLS-SEM,
nghién ctru ndy 1am rd tac dong ctia ngudi co tim anh hudng va tiép thi mang xa hoi dén ¥ dinh mua san

phém tri mun ctia Gen Z tai Ha Noi. Trén co s6 két qua nghién ctru, nhom tac gia da dua ra mot s6 ham y

cho céc doi tugng lién quan.

Tir khéa: thi trudng my pham, nguoi c6 tam anh hudng, san pham tri mun.

1. D3t vin dé

Trong bdi canh 6 nhiém méi truong va bién doi
khi hdu ngay cang gia tang, cac vin d& da liu tro nén
phd bién, kéo theo nhu ciu sir dung san phdm cham
soc ca nhan, dac biét 1a tri mun. Tai Viét Nam, xu
hudng cham séc da khoa hoc ngay cang phd bién &
gi6i tré - nhém c6 kha ning tiép can thong tin va cong
nghé tét. Tuy nhién, ngudi tiéu ding van d6i mit véi
nhiéu rao can nhu chi phi cao, thiéu niém tin vao
quang cao va kho tiép cén thong tin dang tin cay.
Diéu nay dat ra nhu cau nghién ctru cc yéu tb anh
huong dén y dinh mua san pham tri myn ctia gidi tré.
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Song song d6, sy phét trién ctia mang x hoi va
marketing ky thuat sé da tao ra cac kénh anh huong
moéi dén hanh vi tiéu ding. Social media marketing
va ngudi co tim anh hudng (influencers) dong vai tro
quan trong trong viéc cung cap thong tin va xay dung
niém tin. Tuy nhién, hiéu qua tac dong phu thudc vao
do uy tin va mirc d¢ phu hop cua influencer véi san
pham (Lou & Yuan, 2019).

Mic du da c6 nhiéu nghién ctru vé& hanh vi tiéu
ding my pham, cac nghién ciru tai Viét Nam van con
han ché, dic biét trong viéc phan tich vai tro cta
truyén thong s6 va influencer dbi véi gidi tré. Do do,
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viéc nghién ciru mbi quan hé nay 1a can thiét nham
cung cip bang chimg thyc nghiém va ham y thyc tién
cho doanh nghiép v nha tiép thi.

Xuét phat tir khoang tréng noi trén, nghién ciru
nay huéng dén viéc kham pha va phan tich tac dong
ctia hoat dong truyén thong marketing va dé tin cay
clia nguoi ¢ tim anh huong dén y dinh va y dinh
mua san phém tri myn cua gidi tré tai Ha Noi. Trén co
so d6, dé xuét cac ham ¥ quan tri cho doanh nghiép
my phdm trong viéc xdy dung chién luoc truyén
thong ky thuat s6 hiéu qua thong qua nén tang sb.

2. Co'sé' Iy thuyét

Khung Iy thuyét

a. Ly thuyét Y dinh c6 ké hoach (TPB) (Hinh 1)

Hinh 1: Ly thuyét ¥ dinh cé ké hoach

Subjective Norm

Perceive Behavioral Control

Ly thuyét Y dinh ¢ ké hoach (TPB) giai thich y
dinh hanh vi dua trén 3 yéu td: thai o, chuin muc
chii quan va kiém soat hanh vi cam nhan. Trong boi
canh san phém tri mun, thai d§ phan anh danh gia
clia ¢4 nhan vé san phim, chuédn muc chu quan thé
hién anh hudng xa hoi, con kiém soat cam nhan lién
quan dén kha ning tiép can va sir dung san pham. Ba
yéu td nay tac dong tryc tiép dén y dinh mua, qua d6
cung cip nén tang 1y thuyét quan trong dé phan tich

Behavioral Intention

hanh vi tiéu dung trong linh vyc cham soéc da
(Ajzen, 1991).

b. M6 hinh Kich thich - Co thé - Phan img
(Stimulus-Organism-Response - S-O-R). (Hinh 2)

Mo hinh S-O-R giai thich cach kich thich tr moi
trueong (Stimulus) tac dong dén trang thai tam 1y bén
trong (Organism) va din dén phan tng hanh vi
(Response). Trong nghién ctu nay, social media
marketing va d¢ tin cdy cua influencer 1a cac kich
thich, anh huong dén cac yéu t6 tam Iy nhu gia tri
cam nhan, mbi quan tam suc khoe lan da, thai do va
chuén muc chi quan. Nhimg yéu t6 nay sau d6 dan
dén y dinh mua san phé‘im tri mun. M6 hinh S-O-R
dic biét phu hop trong boi canh marketing s6 khi gitip

Actual Usage

Nguon: Ajzen (1991) tir ResearchGate

ly giai cach noi dung truyén théng va influencer tac
dong dén nhan thtrc va hanh vi ciia Gen Z (Mehrabian
va Russell, 1974). Két hop v6i TPB, nghién ctru xay
dung khung 1y thuyét tich hop nhdm phén tich vai tro
trung gian ciia cac yéu té tim 1y trong méi quan hé
giita kich thich s va y dinh mua.

M&6 hinh nghién ciru dé xudt va cdc gia thuyét

Dua trén Ly thuyét Y dinh c6 ké hoach (TPB) va
md hinh Stimulus-Organism-Response (S-O-R), mo

Hinh 2: Mé hinh Kich thich - Co thé - Phdn iing (S-O-R)

Stimulus Organism Response
Emotional states:
Environmental Pleasure Approach
stimuli Arousal or Avoidance
Dominance

Nguon: Park et al. (2018) tir ResearchGate

$6 10/2026 225



TAP CHI CONG THUONG

hinh nghién ctru duoc xdy dung nham kham pha
mdi quan hé giita cac yéu td truyén thong sd va y
dinh mua san phém diéu trj mun cta thé hé Gen Z tai
Viét Nam. (Hinh 3)

Hinh 3: Mé hinh nghién ciu dé xudt

3. Phwong phap nghién ciru

Nghién ctru str dung phuong phap dinh luong dé
phan tich tac dong cua social media marketing va do
tin cdy cia influencer dén ¥y dinh mua san pham tri

r N

Gia tri cdm nhan cua
san pham tri mun

Hoat ddng marketing

- J

r N L

Thai d6 va chuan mwc chi quan
ddi véi san pham tri mun

Y dinh mua
san pham
tri mun

Do tin cay ctia KOLs vé

san pham cham séc da
\.

dén tinh trang mun

Méi quan tam

Tir mé hinh nghién ctru dé xudt, cac gia thuyét sau
duoc xay dung:

H1: Hoat dong marketing trén mang xa hoi anh
hudng tich cuc dén gia tri cam nhan ciia san pham
cham soc da (Perceived Skincare Value).

H2: Hoat dong marketing trén mang xa h¢i anh
hudng tich cuc dén mdi quan tam dén ste khoe 1an da
(Skin Health Concern).

H3: Hoat dong marketing trén mang xa hoi anh
hudng tich cuc dén thai d6 va chuan muc chu quan
d6i v6i san pham tri mun.

H4: D6 tin cdy ctia nguoi ¢o tim anh hudng trén
mang xa hoi anh huong tich cuc dén gia tri cdm nhan
ctia san pham chiam soc da.

H5: P tin cdy clia ngudi co tim anh hudng trén
mang xa hoi anh hudng tich cuc dén mdi quan tim
dén strc khoe lan da.

H6: D6 tin cdy ctia nguoi ¢o tim anh hudng trén
mang xa hdi anh hudng tich cuc dén thai d6 va chuan
muc cht quan dbi véi san phém tri mun.

H7: Gia tri cam nhan cda san phém cham séc
da anh huong tich cuc dén ¥ dinh mua san pham diéu
tri mun.

HS: Mdi quan tam dén sirc khoe lan da anh huong
tich cuc dén y dinh mua san phém diéu tri mun.

H9: Thai d6 va chudn muyc chii quan anh hudng
tich cuc dén y dinh mua san phém diéu tri muyn.
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Nguon: Dé xudt ciia nhém tac gia

mun cua Gen Z tai Viét Nam. D li¢u dugc thu thap
qua khao sat truc tuyén véi thang do Likert 5 diém,
dua trén cac thang do d kiém dinh. Mau nghién ctru
g6m 176 nguoi thude Gen Z tai Ha Noi, c¢6 st dung
mang x4 hoi va quan tim dén chim soc da.

Dit lidu dugc phan tich biang SmartPLS 4.0 theo
phuong phap PLS-SEM. Quy trinh phan tich bao
gdm danh gia ¢ tin cay va gia tri thang do, kiém tra
da cong tuyén, danh gia m6 hinh (R2, Q?, f2), kiém
dinh gia thuyét va phén tich tac dong trung gian. PLS-
SEM dugc Iya chon do phtt hop véi mé hinh cé nhiéu
bién tiém 4n va cdu tric phirc tap.

4. Két qua va thao luan

4.1. Két qua nghién ciru (Bang 1)

Nghién ctu thu thdp 189 bang khao sat truc
tuyén, trong d6 176 mau hop 1¢ duoc st dung dé
phan tich. V& nhan khau hoc, nit chiém 55.1%, nam
37,5%, va 6,3% khac/khong tiét 16. D¢ tudi chu yéu
la 18-22 (45,5%) va 12-17 (42%), phan anh diing dac
diém Gen Z. Trinh d6 hoc van kha cao, v6i 43,8%
hoc dai hoc va 33,5% 1a hoc sinh THPT. DPang cht y,
68,2% nguoi tham gia st dung mang xa hoéi trén 6
gio/ngay. TikTok la nén ting pho bién nhat (39,8%),
tiép theo 1a Facebook (25,6%) va Instagram (17%),
cho thy vai tro quan trong ctia ndi dung truc quan
trong viéc anh huong dén y dinh mua san pham trj
mun cua Gen Z.
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Bang 1. Théng ké mé ta mau khéo sat

Do tin cay va gia tri hoi tu ctua thang

Dicdiém | Phanloai Tan suét Ty 16 (%) do dugc dinh gia thong qua Outer
Loading, Cronbach’s Alpha, Composite
NG 97 55.1 Reliability (CR) va AVE theo Hair et al.
Gisitinh Nam 66 375 (2022). Két qua cho thiy, phan 16n cic
bién quan sat c6 Outer Loading > 0.7.
Khac 11 6.3 . Ny AT A g YA KA ae 1k
Tuy nhién, mdt s0 bién c6 hé so tai thap
1997-2002 20 11.4 gdm APV3 (0.669), SMMALI (0.675) va
Namsinh | 2003-2007 80 455 ATPB4 (0.489). Du cac bién trong
khoang 0.4-0.7 c6 thé dugc giir lai néu
2007-2012 74 42.0 CR va AVE dat yéu cdu, viéc giit cac
THCS 29 16.5 bién nay c6 thé lam giam chat luong
THPT 59 135 thang do. Do d9, 3 bién trén da duoc loai
Trinh d6 hoc ' bo dé cai thién do tin cay va gia tri hoi tu.
van Dai hoc 77 43.8 Céc phan tich tiép theo duogc thuc hién
Sau dai hoc 9 51 trén thang do da tinh chinh nhim dam
- bao chat lugng mo hinh do luong
S X <3gio 18 10.2 Két qua tai Bang 2 cho thdy, cac
dur?’gl:;?‘rlwaannzw 3-6 gio 36 20.5 thang do dat do tin cdy va gia tri hdi tu
%3 héi méai 6-9 gid> - 40.9 (C;R: 0.8‘5.9-(?.910;5 AV.E’: 0..63320.83'6),
ngay dong thoi dam bao gia tri phan biét.
>9gio 48 27.3 Khong c6 da cong tuyén (VIF < 3).
TikTok 70 30.8 Phan tich bootstrapping (5.000 mau) xac
‘ nhan hiu hét gia thuyét (p < 0.05), ngoai
Néntang | YouTube 7 97 trir SMIC — SHC. Mb hinh ¢6 kha
mang xa hoi < cas 1y . LA 2
st dung Facebook 45 256 nang giai thich va du bao tot (R dat
nhiéu nhat Instagram 30 17.0 e liha,)' o )
V¢ kich thudc anh hudng (f2), ASN,
Khac 12 6.8 SHC va APV tic dong trung binh dén
Nauon: Nehién cieu cia nhom tic gia ATPB. SMIC anh huéng dang ké dén
Bang 2. Do tin cdy va gia tri hdi tu cliia thang do
Construct Cronbach’s Alpha rho_A rho_C (CR) AVE
ASN 0.817 0.817 0.880 0.649
SHC 0.794 0.795 0.880 0.710
APV 0.804 0.807 0.910 0.836
ATPB 0.842 0.844 0.894 0.679
SMIC 0.808 0.814 0.873 0.633
SMMA 0.672 0.679 0.859 0.752

Nguon: Nghién ciru ciia nhom tc gi
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ASN va APV nhung yéu véi SHC, trong khi SMMA
¢6 tac dong tir nho dén trung binh 1én cac bién trung
gian, cho thdy vai trd ho trg trong hinh thanh nhan
thtrc va thai d6 cua nguoi ti€u dung.

4.2. Thao ludn

Nghién ctru cho thy cac yéu t6 chinh anh huong
dén y dinh mua san phém trj mun cta thé hé Gen Z.
Trong d6, thai do va chuan chii quan ddi véi san
pham tri myun (ASN) ¢6 anh huéng manh nhit (B =
0.363), tiép theo 1a mbi quan tm dén sirc khoe lan da
(SHC) (B = 0.335) va gia tri cam nhén cua san pham
tri mun (APV) (B = 0.284). Két qua nay phu hop véi
Ly thuyét Y dinh c6 ké hoach, nhan manh vai tro
quan trong cua thai d§ ca nhan, anh hudng xa hoi tur
ban bé va cong dong tryc tuyén, ciing nhu nhan thirc
vé hiéu qua va gi tri cua san pham trong viéc dinh
hinh y dinh mua hang.

Bén canh do, hoat dong marketing trén mang xa
hdi (Social Media Marketing Activities - SMMA) c6
tac dong dang ké dén ca ba bién trung gian. Diéu nay
cho thay, cic chién dich truyén théng sb trong linh
vuc cham soéc da dong vai tro quan trong trong viéc
nang cao nhan thirc vé san pham, cung cép kién thirc
chiam soc da va thic ddy dong luc mua hang cua
nguoi tiéu dung.

Ngoai ra, d0 tin cay cia nguoi anh hudng trén
mang xa hoi (SMIC) c6 anh huéng manh dén ASN va
APV, nhung khéng co tac dong dang ké dén SHC.
Két qua nay cho thdy, mic du cac nguoi ¢ tim anh
hudng c6 kha nang tac dong dén thai do va gia tri cam
nhan ciia ngudi tidu dung ddi voi san pham tri muyn,
noi dung cuia ho c¢6 thé can cung cp nhiéu thong tin
mang tinh gi4o duc hoic kién thirc chuyén mon vé da
1idu hon dé thuc su nang cao nhan thirc cua nguoi tiéu
ding vé sirc khoe lan da va van dé mun.

Mb hinh nghién ciru cho thay, kha nang giai thich
cao voi R? = 0.686 va mirc d6 du doan chap nhan
dugc véi Q? = 0.282, trong khi cac chi s6 RMSE va
MAE ndm trong ngudng chép nhan. Nhiing két qua
nay cho thdy mo hinh khong chi co co s 1y thuyét
vimg chic ma con c¢6 kha nang dy doan tét y dinh
mua san pham tri muyn ctia nguoi tiéu ding tré trong
bbi canh marketing trén mang xa hoi.
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5. Két ludn va ham y nghién ciru

Nghién ctru ndy lam ndi bat vai trd quan trong
cua gia tri cam nhan cua san ph?im tri mun, mdi quan
tam dén stc khoe lan da va thai d6 ciing chuan cha
quan ddi véi san pham tri mun trong viéc hinh thanh
y dinh mua san phém tri mun ctia nguoi ti€u dung
thudc thé hé Gen Z. Két qua nghién ctru ciing khing
dinh tinh phi hop ctia Ly thuyét Y dinh c6 ké hoach
va mo hinh S-O-R trong viéc giai thich cach thirc
ma cac hoat dong marketing trén mang xa hoi va do
tin cdy cia ngudi o tim anh hudng anh hudng dén
¥ dinh mua san pham chim séc da thong qua cac
yéu tb trung gian vé nhan thirc va cam xuc.

Pbi v6i cac nha quan 1y doanh nghiép trong
nganh my pham va cham séc da, két qua nghién ctru
goi ¥ rang cac chién dich marketing s6 cho san
phém tri myn nén tap trung vao viéc nang cao nhan
thirc vé hiéu qua va gia tri cta san pham, dong thoi
xay dung thai d6 tich cuc ctia nguoi tiéu dung thong
qua ndi dung thong tin rd rang, hap din va c6 tinh
giao duc. Viéc hop tac voi cac beauty nguoi co
tam anh hudng hodc chuyén gia chim soc da c6 do
tin cdy cao ciing c6 thé gilip gia ting niém tin cua
ngudi tiéu ding va thuc diy dong lyc mua san phdm
tri mun.

Déi véi cac nha hoach dinh chinh sdch va t6 chirc
y té, nghién ctru d& xudt ting cuong nang cao nhan
thirc vé strc khoe lan da cho gidi tré thong qua cac
chuong trinh gido duc va chién dich truyén thong
cong dong. Viéc khuyén khich chia sé thong tin
cham séc da c6 trach nhiém trén cic nén ting mang
x4 hoi phd bién nhu TikTok, Instagram va Facebook
cling c6 thé giup nguoi tiéu dung tré dua ra cac
quyét dinh lya chon san phém tri mun mot cach
dung dén va hiéu qua hon.

Nhin chung, nghién ctru cung cép nhitng ham ¥
thuc tién quan trong nham thiic day y dinh tiéu ding
san phdm cham soc da c6 hiéu biét va trach nhiém
cta thé hé Gen Z, déng thoi nhdn manh tAm quan
trong cua sy phdi hop giita cac thuong hiéu my
pham, ngudi anh hudng trén mang xi hoi va cac t6
chirc giao duc stic khoe trong bdi canh truyén thong
s6 hién nay m
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IMPACT OF INFLUENCERS AND SOCIAL MEDIA MARKETING
ON GEN Z CONSUMERS’ PURCHASE INTENTIONS
FOR ACNE TREATMENT PRODUCTS IN HANOI
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ABTRACT:

In Vietnam, the cosmetics and cosmeceutical market is expanding rapidly, driven by increasing
attention to skin health as a means of enhancing well-being and self-confidence. This study investigates
the determinants of purchase intention for acne treatment products among Gen Z consumers in Hanoi.
A sample of 176 social media—active respondents was surveyed, and the data were analyzed using
SmartPLS 4.0 with partial least squares structural equation modeling (PLS-SEM). The findings
elucidate the influence of social media marketing and online influencers on Gen Z consumers’ purchase
intentions, providing empirical insights into consumer behavior in the digital marketplace.

Keywords: cosmetics market, influencers, acne treatment products.
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