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Tém tit:

Sw phdt trién ciia cong nghé da thiic day manh mé viéc mua sam qua thirong mai dién tie. Nghién ciru nay
nham xac dinh anh huwong cua tac dong xa hoi dén ¥ dinh mua hang trén thwong mai dién tit, dua trén mo
hinh TAM va TPB. Khao sat dwoc thuc hién trén 136 nguoi thugc thé hé Z tai Viét Nam bcing bc%ng mo hinh
cau triic tuyén tinh PLS-SEM. Két qud cho thdy anh hieong xd hoi tac dong dang ké dén thai do sir dung va
¥ dinh mua hang ciia ngueoi tiéu ding. Tdc ddng ndy dwoc truyén tai thong qua niém tin, si tiong tdc, thoi
quen va théng tin dwoc cung cdp. Nghién civu ky vong sé giip cdc nha bdn 1é truc tuyén t6i wu héa chién
liwgc tiép thi trong twong lai.

Tw khoéa: anh huong xa hoi, gen Z, thai do sw dung thwong mai dién tu, ¥ dinh mua hang, thwong mai
dién tir.

Impact of social influence on Generation Z’s online purchase intentions
on e-commerce platforms: The mediating role of attitude

Abstract:

This study examines the effect of social influence on Generation Z's online purchase intentions and the
mediating role of attitudes toward e-commerce. Based on the Technology Acceptance Model and the Theory
of Planned Behavior, data were collected from 136 Generation Z consumers in Vietnam and analyzed using
partial least squares structural equation modeling. The findings indicate that social influence significantly
affects both attitudes toward e-commerce and online purchase intentions. Trust, social interaction,
consumption habits, and information provided by online communities contribute to this influence. Positive
attitudes also transmit part of the effect of social influence on purchase intention. The findings provide
implications for online retailers seeking to use credible information, community engagement, social proof,
and interactive communication to strengthen favorable attitudes and improve marketing effectiveness among
Generation Z consumers.

Keywords: social influence, Generation Z, attitudes toward e-commerce, purchase intention, e-commerce.
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1. Pit van dé

Sy bung nd cong nghé sb di thiic ddy manh mé hanh vi tiéu dung truc tuyén tai Viét Nam. Theo Bo Cong
Thuong (2025), quy mé thuong mai dién tir ciia Viét Nam da dat khoang 31 ty USD, tang trudng 25,5% nam
2025. Trong h¢ sinh thai nay, cic nén tang nhu Shopee, Lazada hay TikTok Shop di trd thanh khong gian
tuong tac xa hoi s6i dong cia thé hé tré.

La nhom tiéu dung am hiéu cong ngh¢, hanh vi mua sam cta Gen Z chiu tac dong siu sic boi cac yéu
td xung quanh - hay con goi 1a anh hudng xa hoi (social influence). Van dung M6 hinh chap nhén cong
nghé (TAM) va Ly thuyét hanh vi c6 ké hoach (TPB), nghién ctru nay tap trung phan tich méi quan hé
gitra anh huong xa hoi, thai d¢ st dung TMDPT va y dinh mua hang cua Gen Z. Qua d6, nghién ctru ky
vong cung cap cac giai phap thuc tién giup doanh nghiép tbi uvu hoa chién luoc tiép can tép khach hang
chu lyc nay.

2. Tong quan tai li¢u

2.1. Ly thuyét vé hanh vi cé ké hoach (TPB)

Ly thuyét hanh vi hoach dinh (TPB) ciia Ajzen (1991) chi ra, y dinh hanh vi dugc dinh hinh béi 3 yéu
td: thai do, chuan chu quan va nhan thirc kiém soat hanh vi. Trong bdi canh thuong mai dién tir, nguoi tiéu
dung c6 xu huéng phat sinh y dinh mua sdm truc tuyén khi duy tri thai dé tich cuc, nhin dugc sy dong thuan
tor mang ludi xa hdi va ty tin vao nang lyc thyc hién hanh vi. Thyc nghiém cia Gunawan va cong su (2023)
cling tai kh'fmg dinh anh huong xa hoi 1a nhan tb tac dong thuan chiéu dén ca thai do 1an y dinh mua hang
cua nguoi ti€u dung.

2.2. Mé hinh chép nhin céng nghé (TAM)

Mo hinh chép nhan cong nghé (TAM) caa Davis (1989) giai thich co ché tiép nhan cong nghé thong qua
hai tién d& c6t 16i: nhan thirc tinh hitu ich va nhan thirc tinh dé sir dung. 2 yéu t6 nay dinh hinh thai do st
dung, tir d6 quyét dinh ¥ dinh va hanh vi thuc té cia ngudi dung. Theo Gunawan va cong su (2023), viéc
tich hop cac dac tinh cong nghé nay vai ap luc tir anh hudng xa héi s€ gia tang nang luc du bao hanh vi mua
sam truc tuyén. Ngoai ra, dbi voi bdi canh thuong mai dién tr, mo hinh TAM con dugc mo rong véi vai tro
hd trg cta ciu trac niém tin nham nang cao d¢ chinh xac khi dy bao muc do chép nhan nén tang cuia nguoi
tiéu dung (Rosyida, 2017).

2.3. Anh hwéng xi hoi (Social influence)

Anh hudng xi hoi (Social Influence) phan anh sy thay d6i trong niém tin, thai d hodc hanh vi cia mot ca
nhan dudi tic dong cua cac tuong tac va nhom xa hoi (Wang & Lin, 2011). Trong bdi canh tiéu dung, ap luc
nay dugc cau thanh tir cac tac nhan nhu ngudi ban, ngudi mua, nhém c6 cling sé thich, nhirng ca nhan c6 tim
quan trong didc biét hodc cac phan hoi tich cyc tir cong dong. Nhidu nghién ctru thuc nghiém di chimg minh
anh hudng xa hoi c6 tac dong tich cuc dén quyét dinh mua sdm, murc do tu tin cta khach hang (Rangkuti,
2014), dong thoi 1a yéu tb then chdt dinh hinh thai d6 chap nhan cong nghé ctia ngudi ding ¢ moi Ita tudi
(Gunawan et al., 2023; Kusuma & Hermawan, 2020). Tt do, gia thuyét sau dugc dé xuit:

HI: Anh hwong xa hoi co tac dong tich cuc dén thai do sir dung TMPT.

2.4. Thdi d¢ doi véi vige siv dung TMPT

Thai 6 dbi v6i viée sir dung thuong mai dién tir (AT) phan anh phan tmg tdm 1y ctia ca nhan sau khi trai
nghiém hé thong (Chen et al., 2015). Cau tric niy quyét dinh sy thanh cong ciia mot dich vu sb thong qua
tinh chép nhan, lgi ich cdm nhén va trai nghiém cong nghé (Chauhan, 2015). Nhiéu nghién ctru thyc nghiém
déng thuan viéc gia tang thai d¢ tich cuc s€ thuc déy manh mé y dinh thuc hién giao dich cta nguoi dung
(Law et al., 2016; Thuy et al., 2015). Mébi quan h¢ ty 1€ thuan gitra thai d6 va y dinh mua sdm nay ciing duoc
khang dinh boi Maima et al (2012), Gunawan va cong su (2023), va Pham Thi Van (2025). Dua trén co s
do, gia thuyét H2 dugc dé xuét:

H3: Thdi dé déi véi viéc sir dung TMPT tac dong tich cuc dén v dinh mua hang.
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2.5. Y dinh mua hang Hinh 1. Mé hinh nghién ciru dé xuit

Y dinh mua hang (PI) phan anh mtic d6 can nhic
hodc mong muén sé hitu mot san phém, dich vu cua
cd nhan (Putrevu & Lord, 1994). Trong mdi trudng
sb, cAu trac nay thé hién qua sy quan tam, niém tin
va quyét dinh trai nghiém nén tang tryc tuyén (Liu et
al., 2020). Nhiéu nghién ciru thyc nghiém dong thuan
y dinh giao dich truc tuyén chiu tac dong thuan chiéu
manh m& boi cac yéu td xa hoi tich cuc (Bernard et
al., 2015; Gunawan et al., 2023; Pham Thi Van, 2025;
Veronica & Rodhiah, 2021). Dya trén co so do, gia
thuyét H3 duoc dé xuat:

H3: Anh huéng xd héi cé tac dong tich cwe dén y dinh mua hang.

Anh hwéng
xa hai (SI)

Thai do dobi
v&i viéc str dung
TMDT (AT)

Y dinh
mua hang
(P1)

Nguon: Tdc gia dé xudat, 2026

3. Phuwong phap nghién ctiru

Nghién ctru sir dung phuong phéap dinh luong qua mé hinh PLS-SEM d¢é kiém dinh anh huéng ciia ban bé
dén thai d6 va y dinh mua hang trén san TMDT. Dir lidu dugc thu thap truc tuyén qua Google Forms tir 136
nguoi thudc thé hé Gen Z tai Viét Nam c6 kinh nghiém mua sdm truc tuyén, str dung thang do Likert 5 diém.

Qua trinh phén tich dir liéu gdm 2 budc chinh: kiém dinh mé hinh do ludng thong qua cac chi sb
Cronbach’s Alpha, Composite Reliability, AVE nhiam dam bao d¢ tin cdy, tinh gia tri ctia thang do; va kiém
dinh mé hinh ciu tric qua cac chi sb R, P, t-statistics va p-value d& danh gia mirc d6 va y nghia théng ké
ctia cac mdi quan hé gia thuyét.

4. Két qua nghién ctru

4.1. Dic diém nhan khiu hoc

Nghién ctru khao sat 136 ca nhan thudc thé hé Z tirng mua sdm truc tuyén, bao gém 51,5% nir va 48,5%
nam. Shopee va TikTok Shop la cac nén tang phd bién nhét (41,9%). Vé phan khuc chi tiéu hang thang, ty 18
phan bé tap trung ¢ mirc dudi 1 triéu dong (69,1%), tir 1 dén dudi 2 triéu dong (20,6%), tir 2 dén dudi 3 tridu
ddng (5,2%) va trén 3 triéu dong (5,2%). Tan suit mua sam dich chuyén chu yéu tir 1-2 1an/thang (30,9%) va
3-5 lan/thang (27,9%). Khao sat cling chi ra cdc nhom san pham dugc tiéu thu nhidu nhat gdm: Thoi trang
(57,7%), D6 gia dung (42,6%), My pham (36,7%), Dién tir (30,9%) va Thuc pham - D6 udng (24,2%).

4.2. Két qua nghién ciru

Két qua phan tich hé sd tai cta cac chi bao (AT1-AT4, PI1-PI3, SI1-SI6) déu vuot ngudng 0,7, dat tiéu
chuén vé gia tri hoi tu (Hair et al., 2010). Cac chi s6 danh gia do tin cay gf")m Cronbach’s Alpha (> 0,7), 6
tin cay tong hop CR (> 0,7) va phuong sai trich trung binh AVE (> 0,5) déu thoa man diéu kién thuc nghiém,
trong d6 cau trac AT ¢ do tin cdy cao nhit (Cronbach’s Alpha = 0,934).

Vvé nang luc giai thich, h¢ s6 sb xac dinh R? cua céc bién phu thude lan luot 12 30,6% (déi v6i AT) va 74,1%
(d6i voi PI). Két qua kiém dinh gia thuyét chi ra toan bd cac mdi quan hé tac dong déu c6 y nghia thong ké (p
<0,05), trong d6 mdi quan hé AT-> PI thé hién murc d6 anh hudng 16n nhat (B= 0,670; p = 0,000). Nghién ctru
khang dinh m6 hinh dat d9 tin cdy cao va c6 kha ning giai thich t6t hanh vi tiéu ding TMDT cta khach hang.

Bang 1. Hé s6 tai nhan t6 (Factor Loadings)

AT PI Sl
AT1 0.925
AT2 0.909
AT3 0.922
AT4 0.900
P11 0.872
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P12 0.779
P13 0.768
SI1 0.781
SI2 0.820
SI3 0.844
Sl4 0.764
SI5 0.849
SI6 0.803
Nguon: Tac gia thue hién, 2026
Bang 2. Hé s6 xac dinh
R-square R-square hiéu chinh
AT 0.391 0.387
Pl 0.741 0.737
Nguon: Tdc gia thiee hién, 2026
Bang 3. D0 tin cdy va do gia tri hoi tu
Pién Cronbach's | Pé tin cay tong hop | P6 tin cay tong hop | Phwong sai trich
tiém an Alpha (rho_A) (rho_C) trung binh (AVE)
AT 0.934 0.936 0.953 0.836
Pl 0.734 0.760 0.849 0.652
Sl 0.896 0.901 0.920 0.658
Ngu(;n.' Tac gia thuc hién, 2026
Bing 4. Kiém dinh gia thuyét (Path Coefficients)
Mbi quan hé | Hé sb gbc (O) Trm”gﬂ F“'n’)'h bo ('gg;\hl;'a" Théng ké T Gia tri P
AT -> PI 0.660 0.651 0.071 9.241 0.000
Sl ->AT 0.625 0.627 0.073 8.529 0.000
Sl ->PI 0.277 0.287 0.075 3.680 0.000

Nguon: Tdc gia thiee hién, 2026

4.3. Kiém dinh gii thuyét

Duya trén két qua kiém dinh gia thuyét (Bang 4), tat ca cic mdi quan hé tuyén tinh trong mé hinh déu dat y
nghia thong ké & mirc y nghia 5% (p < 0,05). Trong d6, thai d6 sir dung TMDT (AT) tic dong manh mé nhét
dén y dinh mua hang (PI) (B = 0,660; t = 9,241), déng vai tro 1a bién trung gian quan trong.

Mat khac, anh huong xa hoi (SI) c6 tac dong tich cyc dén ca bién trung gian AT (B = 0,625; t = 8,529) 1in
bién phu thudc PI (f =0,277; t=3,680). Khdi lugng dir liéu nay minh chung réng cAu tric anh hudng xa hoi
khong chi can thiép gian tiép qua ling kinh thai d ma con tryc tiép chi phdi ¥ dinh mua sam tryc tuyén cta
dbi tuong khao sat trén cac san TMDT.

5. Thao ludn

Két qua thuc nghiém khing dinh anh huong xa hoi (SI) dong vai trd nén tang trong viéc dinh hinh thai do
sir dung (AT), tir d6 quyét dinh y dinh mua hang (PI) ciia thé hé Z trén cac san TMDT.

M&i quan hé tuyén tinh gitra anh huong x3 hoi va thai do dat ¥ nghia théng ké cao (B = 0,625; T = 8,529),
phut hop véi phat kién cia Rahmaniah (2020) va Aprilia (2016). Khi cac nhém tuong dong s thich hodc
nhiing ca nhan c6 tim quan trong biéu thi phan hoi tich cuc vé TMDT, ngudi tiéu dung tré c¢6 xu hudng thiét
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Hinh 2. Két qua wéc lwong mé hinh cdu triic tuyén tinh (PLS-SEM)

sh SIi2 SI3 Si4 SI5 Sle

0781_0820 0844 0764 549" 503

0625 0.277
AT1
PI1
AT2
0.660 P2
AT3
Pi3

AT4 b

Nguon: Tdc gia thiee hién, 2026

lap thai do coi mo va gia tang niém tin di véi phuong thirc mua sim nay (Kusuma & Hermawan, 2020;
Pramono et al., 2012).

Dang chii ¥, thai do sir dung (AT) dugc chimg minh 14 cu tric trung gian cdt 161, ¢6 tac dong thuan chiéu
manh mé nhat d&én y dinh mua hang (PI) (f = 0,660; T =9,241). Sy hai long va cam nhén vé tinh tién loi, thu
vi khi trai nghiém giao dién s6 1a dong luc tryc tiép thtic dfly Gen Z chuyén hoéa tir trang thai nhan thirc sang
y dinh hanh vi (Cantona & Renno, 2017).

Bén canh co ché gian tiép, anh hudng xa hoi (SI) van duy tri tac dong truc tiép dén ¥ dinh mua hang (P)
(B=10,277; T = 3,680). biéu nay minh ching trong diéu kién kién thuc san phém con han ché, cac thong tin
tir ngudi ¢o strc anh huong sé& truc tiép kich hoat y dinh mua sam ciia Gen Z ma khong nhét thiét phai thong
qua bg loc thai do (Veronica & Rodhiah, 2021).

Co ché tac dong kép nay nhan manh tim quan trong ciia cac yéu t6 tuong tac xa hoi trong ky nguyén
thuwong mai s6. Pay 1a ham ¥ quan tri dit gia cho cac doanh nghiép TMBT trong viéc tdi wu hoa chién lugc
tiép thi truyén miéng k¥ thuat s (e-WOM) va tich hop cac tinh ning tuwong tac hdi nhém nham cong hudng
hi€u tng lan toa tr mang ludi xa hdi cia nguodi dung.

6. Két ludn

Nghién ciru di 1am rd mbi quan hé cau trac giita anh huong xa hoi, thai do s dung va y dinh mua hang
ctia thé hé Z tai Viét Nam thong qua mé hinh 1y thuyét tich hop TAM va TPB. Két qua thuc nghiém khang
dinh, anh huong xa hoi tac dong manh mé dén ca thai do va y dinh hanh vi, trong do6 cAu tric thai do gilr vai
tro 12 bién trung gian cdt 13i. Phat hién nay tai khing dinh sirc manh cua cac yéu té lan truyén x3 hoi trong
bbi canh tiéu dung truc tuyén hién nay.

Tir cac bang chimg thuc nghiém, nghién ctru dé xuat 2 ham ¥ quan tri trong tdm cho cac doanh nghiép
thuong mai dién tir nham t6i wu hoa hiéu qua kinh doanh. Thi nhat, doanh nghiép cin phéi hop chit ché véi
nhiing nguoi c6 strc anh huong va dai sir thuong hiéu dé xay dyng niém tin, truyén tai thong tin truc quan
nham kich hoat ¥ dinh mua sim ctia ngudi theo ddi. Thir hai, t6i uru héa giao dién va phat trién tiép thi truyén
miéng: Cac nén tang cin cai tién dién mao Gmg dung bit mat, dong thoi tich hop cac tinh ning tuong tac hoi
nhom tryc tiép. Day 14 tién dé dé thuc day chién luoc tiép thi truyén miéng k¥ thuat s6, cho phép nguoi ding
cht dong chia sé san pham va tao hiéu ing lan tda manh mé trong cong dong m
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