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TOM TAT:

Bai bao phan tich tic dong ciia hé thdng goi ¥ tri tué nhan tao (Al - Artificial Intelligence)
dén y dinh mua my pham cta Gen Z va Millennials trén Lazada tai TP. H6 Chi Minh. Véi 312
mau hop 1€ duoc phan tich qua mo6 hinh PLS-SEM, két qua xac nhan toan b 7 gia thuyét déu c6
¥ nghia thdng ké. Trong 3 bién doc lap, Nhan thirc vé tinh dé sir dung tic dong manh nhit dén
Niém tin (B = 0,537). Sau 406, Niém tin tic dong truc tiép dén Y dinh mua (B 0,467 dong thoi
dong vai tro trung glan then chdt trong toan bo chudi tac dong tir cac tién t6 dén ¥ dinh mua hang.
Nghién ctru cung cap co sO thuc nghi€ém quan trong gitip cac nén tang thuong mai dién tir va
doanh nghiép my pham t6i uu hoa tng dung hé thong g0i y Al dé nang cao hiéu qua kinh doanh.

Tir khéa: tri tué nhén tao, ¥ dinh mua hang, niém tin, my pham, Lazada, Gen Z, Millennials.

1. Pat van dé

Thi trudong thuong mai dién td (TMDPT) Viét Nam,
trong tAm 1a TP. H5 Chi Minh, dy béo ting trudng manh
dén nam 2030 (Google et al., 2024; VECOM, 2024),
diy manh canh tranh bang c4 nhan hoa trai nghiém qua
Al Lazada 1a dién hinh v&i chién luge dung AT ho tro
ra quyét dinh (TGM Research, 2025), dac biét trong
nganh my pham - linh vuc c6 d6 tham nhap truc tuyén
va yéu cau c4 nhan hoa cao (Statista, 2025).

Du la nhém khéch hang chu luc, Gen Z uu tién
goi ¥ tw dong, con Millennials két hop hé théng véi
kinh nghi€m ca nhan (Nguyen et al., 2022; Ridwan
et al., 2025). Tuy nhién, cac nghién ctru hién tai con
1di rac. Bai bao nay nhiam lap diy 3 khoang trong:
thiéu nghién ctru chuyén sau nganh my pham tai Viét
Nam; thiéu bdi canh dic thu Lazada va thiéu su so
sanh tryc dién hanh vi gittra Gen Z va Millennials.

2. Co s& 1y thuyét va mé hinh nghién ciru

2.1. H¢ thong goi Y Al trong thwong mai dién tiv
H¢ théng goi ¥ 1a cong cu dé xudt san pham phu
hop nhu cau (R1cc1 et al., 2015), glup giam qua tai
thong tin va ho tro lya chon truc tuyén (Adomavicius
& Tuzhilin, 2005). Trong m6 hinh B2C, cong cu nay
khong chi loc dit liéu ma con tryc tiép tac dong dén
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trai nghiém va quyét dinh mua thong qua ca nhan
héa theo hanh vi, sé thich (Li & Karahanna, 2015;
Markellou et al., 2005).

V& van hanh, hé thong Al gdm 4 budc: thu thap,
phan tich, tao goi y va hoc hdi lién tuc (Xu et al.,
2024). Dién hinh tai Lazada, hé théng phan tich luot
nhép, thoi gian xem va lich sir mua dé xay dung hd
so ngudi ding, tir d6 dé xuét cac san pham my pham
t6i rru nhét.

2.2. Cdc Iy thuyét nén ting

Mo hinh Chap nhan Céng nghé (TAM): Dé xut 2
bién cot 13i 1a Nhén thirc tinh hiru ich (PU) va Nhan
thie tinh dé st dung (PEOU) (Davis, 1989); cac yéu
t6 nay tac dong truc tiép dén thai do va y dinh s
dung cong ngh¢ trong thuong mai dién ti (Andrina
etal., 2022; Chen et al., 2021).

M0 hinh Thanh cong Heé thong Thong tin: La nén
tang xay dung bién Chat luong gcn v (RQ) (DeLone
& McLean, 1992, 2003), von 14 tién d& thiét yéu cho
su hai long va y dinh mua 13p lai (Fang et al., 2014).

Khung ResQue: Dit Niém tin (TRUST) lam bién
trung gian trong tdm (Pu & Chen, 2011), dong vai
trd cAu ndi bit budc dé cac dic tinh hé théng 6 thé
tac dong dén y dinh sir dung cac goi y c4 nhan hoa
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(Komiak & Benbasat, 2006).

2.3. Mé hinh va gid thuyét nghién ciru

Duya trén 3 khung 1y thuyét, mo hinh d& xuat gdm
3 bién doc 1ap (RQ, PEOU, PU), bién trung gian
(TRUST) va bién phu thudc (PT). Khac véi cac mod
hinh truyén théng, nghién ciru nhin manh moi tc
dong dén ¥ dinh mua déu phai thong qua niém tin.
Cach tiép can nay phan anh ding dac thu nganh my
pham, n01 mem t1n vao su minh bach cta hé thong
Al 12 yéu t6 quyét dinh.

C6 7 gia thuyét duoc dé xuat nhu sau:

H1: Chét luong goi ¥ tic dong thuan chiéu dén
niém tin vao hé thong goi y Al trén Lazada.

H2: Nhan thire vé tinh dé st dung tac dong thuan
chiéu dén niém tin vao hé thong goi y Al trén Lazada.

H3: Nhén thic vé tinh hitu ich tac dong thuin
chidu dén niém tin vao hé théng goiy Al trén Lazada.

H4: Niém tin vao hé thong g(n y tac dong thudn
chidu dén y y dinh mua hang my phim trén Lazada.

H5: Niém tin déng vai tro trung gian trong quan
hé gitra chat luong goi ¥ va y dinh mua hang.

H6: Niém tin déng vai tro trung gian trong quan
hé gitta nhan thic vé tinh dé sir dung va y dinh mua
hang.

H7: Niém tin dong vai tro trung gian trong quan
hé giilta nhan thic vé tinh hiru ich va y dinh mua
hang.

3. Phwong phap nghién ctru

3.1. Thiét ké nghién civu va thu thip dit liéu

Nghién ctru khao sat tir thang 10/2025 dén thang
12/2025 va su dung phuong phap thu thap qua
Google Forms, 14y miu phi xdc suat (thuan tién va
¢6 muc dich). Tiéu chi chon mau gom: ngudi tir 18-
40 tudi tai TP. H5 Chi Minh, ¢ mua my pham trén

Lazada va nhan biét h¢ thong goi ¥ Al trong 6 thang
qua. Sau 2 tuan khéo sat trén mang xa hoi, 312 phiéu
hop 1& dugc dua vao phan tich cudi cling.

3.2. Do lwong

Tat ca thang do st dung thang Likert 5 diém
tir 1 12 hoan toan khong ddng ¥ dén 5 1a hoan toan
ddng y. Cac thang do dugc ké thira tir Davis (1989)
cho PEOU va PU, Pu & Chen (2011) va Komiak &
Benbasat (2006) cho TRUST, Pognonec & Bornard
(2023) cho RQ, Dodds et al. (1991) va Fang et al.
(2014) cho PI. Toan bd thang do dugc dich sang
tiéng Viét, ra soat song ngir va diéu chinh noi dung
cho phu hop véi bdi canh mua my pham truc tuyén
trén Lazada. M6 hinh do luong gom 23 bién quan st
do 5 bién tiém én.

3.3. Phan tich dir li¢u

Phén tich gdm 2 giai doan. Giai doan dau str dung
SPSS dé kiém dinh Cronbach’s Alpha va thong ké
mo ta. Giai doan 2 dung SmartPLS 4 dé danh gia
mo hinh do ludng va ciu trac. Quy trinh PLS-SEM
v6i 5.000 mau bootstrap duoc thyc hién theo khuyén
nghi ciia Hair et al. (2019), kiém dinh 2 phia ¢ mtc y
nghia 5%. M6 hinh do luong dugc danh gia qua CR,
AVE, hé s tai ngoai va HTMT; mé hinh ciu tric
dua trén hé s duong dan, R? va f2.

PLS-SEM dugc chon thay vi CB-SEM vi nghién
clru mang tinh kham pha, tich hop nhiéu Iy thuyét va
hudng dén du bao bién phu thude (Hair etal., 2016).
Phuong phap nay ciing khong yéu cau dir liéu phéan
phéi chuan.

4. Két qua

4.1. Dic diém méu nghién ciru

Mau khao sat gobm 69,9% 1a nir gioi, chu yéu c6
trinh d6 tr cao dang/dai hoc (89,5%) va thu nhap 10-

Bang 1. Téng hop thang do

Bién tiém an Ky hiéu :ui:i;é;t Nguédn géc thang do
Chat lwong govi v RQ 5 Pu & Chen (2011); Pognonec & Bornard (2023)
Nhan thire vé tinh dé sir dung PEOU 4 Davis (1989)
Nhan thirc vé tinh hivu ich PU 5 Davis (1989); Venkatesh et al. (2003)
Niém tin vao hé théng goi y TRUST 5 Pu & Chen (2011); Komiak & Benbasat (2006)
Y dinh mua hang PI 4 Dodds et al. (1991); Fang et al. (2014)
Toéng 23
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Bdng 2. Pdc diém mau (N = 312)

Pic diém Phan loai S6 lwong Ty 1é (%)
P Gen Z (18-27 tudi) 134 42,9
The hé - - =
Millennials (28-40 tudi) 178 57,1
Nam 94 30,1
Gidi tinh
N 218 69,9
THPT 33 10,6
Hoc van Cao dang/Pai hoc 227 72,8
Sau dai hoc 52 16,7
Du6i 5 triéu déng 26 8,3
5-10 triéu déng 74 23,7
Thu nhap/thang 10-15 triéu déng 108 34,6
15-20 triéu déng 68 21,8
Trén 20 triéu dong 36 11,5
Dwéi 1 1an/thang 106 34,0
Tan suat mua my pham 1-3 lan/thang 164 52,6
T 1 1an/tudn tré 1én 42 13,5
Duw¢i 6 thang 27 8,7
oL . 6-12 thang 74 23,7
Th&i gian dung Lazada -
1-2 nam 97 31,1
Trén 2 nam 114 36,5

15 triu dong (34,6%). Vi hon 67% da ding Lazada
trén mot ndm va mua sam dinh ky, nhom nay du kinh
nghiém dé danh gia hé théng goi y AL Su ap dao cua
nir giéi hoan toan phu hop véi dac thu hanh vi mua
my pham tryc tuyen

4.2. Danh gia moé hinh do luong

Mo hinh do luong dugce danh gia qua 3 ti€u chi,
g@)m: dd tin cay, gia tri hoi tu va gia tri phan biét. Tét
ca két qua duogc trinh bay trong Bang 3.

Két qua kiém dinh cho théy, mo hinh dat d¢ tin cay
va gia tri hoi tu cao: hé s6 Cronbach's Alpha (0,732-
0,863) va do tin cay téng horp CR (0,833-0,901) déu
vuot ngudng tdi thiéu. Chi sé AVE cua cac bién déu
> 0,50, xac nhan gia tri hoi tu theo Fornell & Larcker
(1981). Toan bd hé sb tai ngoai déu > 0,63. V& gia
trj phan biét, ty s6 HTMT déu < 0,85, khiang dinh
cac khai niém do luong du khac bi¢t (Henseler et
al., 2015). Cudi cung, chi s6 VIF < 1,17 cho thdy m
hinh khéng vi pham hién tuong da cong tuyén.

4.3. Kiém dinh mé hinh céu triic

M hinh ciu tric dugc danh gia qua R? hé sb
duong dan va kich thuéce hidu tng 2. TRUST c6 R2
= 0,469, tic 1a 3 bién PEOU, PU va RQ cung giai
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thich duoc 46,9% bién thién cia TRUST. PI c6 R2 =
0,218, nghia 1a TRUST giai thich duoc 21,8% bién
thién cia y dinh mua. Gia tri R? diéu chinh lan luot
12 0,464 va 0,216, rat gin v6i R? gbe, cho thdy mo
hinh 6n dinh va khong bi phong dai do s lwong bién
doc lap.

Tat ca 7 gia thuyét déu duoc chip nhan & mirc
y nghia 1%. Trong 4 tac dong truc tiép, PEOU —
TRUST c6 hé sb cao nhat (B = 0,537) va kich thudc
hiéu tmg 16n (2 = 0,464), tiép theo 1a RQ — TRUST
(B=10,209, 2=0,072) va PU — TRUST (§ = 0,146,
f2=10,038). TRUST — Pl c6 p = 0,467 va f2= 0,279
O muc trung binh. Ve tac dong gian tlep, PEOU —
TRUST — PIco hé s6 gian tiép cao nhat (B =0,251),
tiép theo 1a RQ — TRUST — PI (B = 0,098) va PU
— TRUST — PI (f = 0,068). Toan by khoang tin
cdy 95% déu khong chira 0, xac nhan vai trd trung
gian ciia TRUST 1a ¢6 y nghia thong ké trong ca 3
quan hé¢.

5. Thao luin

Két qua khiang dinh niém tin (TRUST) dong
vai tro trung gian toan dién két ndi tinh dé sir dung
(PEOU), tinh hitu ich (PU), chat lugng goi ¥ (RQ)
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Bang 3. Két qua danh gia mo hinh do luong

Bién tiém an Blel;éqtuan Hé sé tai ngoai | Cronbach’s Alpha CRX;:';—C)

PEOU PEOU1 0,770 0,732 0,833 0,554
PEOU2 0,712
PEOU3 0,751
PEOU4 0,744

Pl P12 0,742 0,756 0,845 0,578
P13 0,804
Pl4 0,740

PU PU1 0,664 0,772 0,844 0,520
PU2 0,699
PU3 0,719
PU4 0,729
PU5 0,788

RQ RQ1 0,724 0,766 0,841 0,514
RQ2 0,635
RQ3 0,752
RQ4 0,742
RQ5 0,727

TRUST TRUST1 0,801 0,863 0,901 0,646
TRUST2 0,817
TRUST3 0,781
TRUST4 0,767
TRUST5 0,850

:3;’:"9 chap > 0,70 > 0,70 >0,70 > 0,50

Ghi chii: CR = d tin cdy tong hop (composite reliability - rho_c); AVE = phwong sai trung binh trich xudt (average
variance extracted). Nguong chdp nhén theo Hair et al. (2016, 2019). Bién PII b logi trong qud trinh phén tich vi
khéng dat ngudng hé sé tai ngodi.

Bang 4. Tac dong truc ti€p va kich thuéc hiéu ing

Trung L
Quan hé B binh SD t p f2 Mu’;nl;leu Gia thuyét
bootstrap
RQ — TRUST 0,209 0,213 0,046 | 4,569 | 0,000 | 0,072 Nhé H1: Chép nhan
PEOU — TRUST | 0,537 0,536 0,049 | 10,900 | 0,000 | 0,464 Lén H2: Chap nhan
PU — TRUST 0,146 0,149 0,041 | 3,583 | 0,000 | 0,038 Nho H3: Chép nhan
TRUST — PI 0,467 0,472 0,063 | 7,375 | 0,000 | 0,279 |Trung binh| H4: Chap nhan

Ghi chii: B = hé s6 dwong dan goc; SD = dé léch chudn bootstrap; t = thong ké t; p = gid tri p kiém dinh 2 phia; f* =
kich thuée hiéu g Cohen. Phén loai f? theo Cohen (2013): < 0,02 = khéng ding ké; 0,02-0,15 = nho; 0,15-0,35 =
trung binh; > 0,35 = lén. Két qua tir bootstrap 5.000 mau.
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Bang 5. Tac dong gian tiép qua TRUST

Quan hé B |Trung binh| SD t p Cl95% |Cl95% | Gia thuyét
gian tiép bootstrap dwéi trén
RQ — TRUST — PI 0,098| 0,101 0,030 | 3,269 | 0,001 | 0,048 | 0,161 |H5: Chép nhan
PEOU — TRUST — PI1 |0,251| 0,252 | 0,035 | 7,094 | 0,000 | 0,181 | 0,321 |H6: Ch&p nhan
PU — TRUST — PI 0,068| 0,071 0,022 | 3,160 | 0,002 | 0,028 | 0,111 |H7: Chap nhan

Ghi chii: Khodang tin cdy 95% duoc tinh theo phwong phdp bias-corrected bootstrap tir 5.000 mau. Tét cd khodng tin
cdy déu khéng chira gid tri 0, xdc nhén vai tro trung gian ciia TRUST la ¢6 ¥ nghia thong ké.

v6i y dinh mua (PI). Khéc véi co ché trung gian mot
phan & cac nganh khéc (Chen et al., 2021), nganh my
phim doi hoi sy minh bach tuyét déi do lién quan
truc tiép dén stc khoe, cung ¢b quan diém cta Pu &
Chen (2011). Vi suc giai thich 21,8% cho PI, mo
hinh goi mé khong gian cho cac hudng nghién ciru
tiép theo vé nhan thirc rui ro va anh hudng xa hoi.

Trong c4c tién t5, PEOU quyét dinh niém tin manh
mé nhit ($\beta$ = 0,537; $£28$ = 0,464). Phu hop
voi Davis (1989) va Pognonec & Bornard (2023),
trai nghiém giao dién lién mach 1a c6t 16i dé khach
hang danh gia nén tang. Nguoc lai, hi€u trng cua RQ
va PU khé nhé (Cohen, 2013), bdi chiic nang goi y
AI hién nay da tr¢ thanh tiéu chuan co ban. Do do,
ham ¥ quan trj trong tim la doanh nghiép can uu tién
t6i wu hoa trai nghiém tuong tic dé xdy dung niém
tin truée khi ddu tu sdu vao nang cap thuat toan.

TAI LIEU THAM KHAO:

6. Két luan

Khao sat312 nguoi tiéu dung Gen Z va Millennials
tai TP. H6 Chi Minh d4 x4ac nhan ca 7 gia thuyét vé
hé théng goi ¥ Al trén Lazada. TRUST déng vai tro
trung gian trung tam, chiu tdc dong manh nhat tir
tinh dé sir dung, ké dén 1a chit lugng goi ¥ va tinh
hitu ich.

Vé thuc tién, cac nén tang TMDT nén uu tién
tdi wu giao dién va ludng tuong tac dé cung cd
niém tin khach hang. Cac thuong hiéu my pham
can chuén hoa dit liéu hinh anh, mo ta nham tang
d0 chinh xac cho Al. Du vay, nghién ctru con han
ché do st dung mau thuén tién tai mot dia ban va
thiét ké cat ngang. Cac nghién ciru tiép theo nén
mé rong quy moé mau, bd sung bién nhan thuc rai
ro hoic anh hudng cong déng dé ting tinh khai
quatm
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ABSTRACT:

This study investigates the impact of artificial intelligence (Al)—driven recommendation
systems on the cosmetic purchase intentions of Generation Z and Millennials using Lazada in Ho
Chi Minh City. Drawing on 312 valid responses and employing partial least squares structural
equation modeling (PLS-SEM), the findings indicate that all seven hypothesized relationships are
statistically significant. Among the three exogenous constructs, perceived ease of use exerts the
strongest effect on trust (f = 0.537). Trust, in turn, has a substantial direct influence on purchase
intention ( = 0.467) and functions as a pivotal mediator linking antecedent factors to behavioral
outcomes. The results offer robust empirical insights into the mechanisms through which Al
recommendation systems shape consumer decision-making in e-commerce contexts.

Keywords: artificial intelligence, purchase intention, trust, cosmetics, Lazada, Gen Z,
Millennials.
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