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Tém tit:

Sw phdt trién ciia cong nghé thiec té do dang mo ra nhitng phwong thire mua sim méi, trong dé cira hang do
tao ra méi truong tiwong tac va nhdp vai cao hon so voi thwong mai dién tir truyén thong. Nghién civu ndy
nham xdac dinh cac nhén t6 anh huong dén Y dinh mua hang tai cira hang do ciia nguoi tiéu dimg Gen Z tai
Viét Nam. Nghién ciru sir dung phwong phdp dinh lwong va PLS-SEM dé kiém dinh mé hinh va cdc gid thuyét
nghién ciru. Két qua cho thdy, nhédn thirc vé cong nghé, trdi nghiém va niém tin déu c6 vai tro trong viéc hinh
thanh Y dinh mua, dong thoi Thdi d, Niem tin va Sy hai long gitF vai tro trung gian trong mé hinh. Nghién
citu gop phan lam ré co ché hinh thanh Y dinh mua trong méi trieong ciea hang do va cung cap mét sé ham
¥ cho viéc phat trién trai nghiém mua sam do tai Viét Nam.

Tw khéa: cia hang do, y dinh mua, thuc té do, Gen Z, thwong mai dién tir

Factors influencing purchase intention in virtual stores: An empirical study in
Vietnam

Abstract:

Advances in virtual reality technology are creating new shopping experiences, with virtual stores offering
greater interactivity and immersion than traditional e-commerce. This study identifies factors influencing
purchase intention in virtual stores among Generation Z consumers in Vietnam. A quantitative approach
and partial least squares structural equation modeling (PLS-SEM) were used to test the research model
and hypotheses. The findings show that technology perceptions, experience, and trust contribute to the
formation of purchase intention, while attitude, trust, and satisfaction serve as mediators in the model. The
study clarifies the mechanisms underlying purchase intention in virtual store environments and provides
implications for developing virtual shopping experiences in Vietnam.
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1. Pit van dé

Nhitng nam gan ddy, sy phat trién ctia cong nghé sé dang thuc day thuong mai dién tir va thay doi cach
thirc mua sdm cta nguoi tiéu dung. Tai Viét Nam, quy mo thi truong thwong mai dién tir dat khoang 32 ty
USD nam 2024, véi toe dd tang trudng 27% (Hiép hdi Thuong mai dién tir Viét Nam, 2025).

Tuy nhién, thuong mai dién tir truyén thdng khién nguoi tiéu ding khé danh gia chinh xac san pham
do chi dya trén hinh anh va mo ta (Su et al., 2019). Bén canh do6, sy khac biét giita san phém duoc hién thi
truc tuyén va san phé‘im thuc té vé kich thudc, mau sic va chit lugng co thé 1am han ché kha nang danh
gia san pham (Lau & Lee, 2019).

Trong bdi canh d6, VR va clra hang 40 mé ra phuong thirc mua sam méi, cho phép nguoi tiéu ding
chuyén tir méi trudng truc tuyén 2D sang khong gian twong tac va nhap vai cao hon (Lau & Lee, 2019).
Céc nghién ctru trude cho thay, méi trudong mua sim 4o va ctra hang truc tuyén 3D c6 kha ning ning cao
trai nghiém nguoi tiéu ding va anh huong dén y dinh mua hang trong thwong mai dién tir (Krasonikolakis
et al., 2018).

Mic du cong nghé thuc té a0 va méi trudong mua sim 4o cd tiém ning nang cao trai nghiém ngudi tiéu
dung, cac nghién ctru hién nay chu yéu tap trung vao sy chip nhan AR/VR hoic cac timg dung nhu Virtual
Try-on. Trong khi d6, cac nhan td anh hudng dén y dinh mua hang tai cira hang 4o, dac biét tai Viét Nam
va nhom nguoi tiéu dung Gen Z, van chua dugc nghién ctru day du.

Do d6, nghién ctru nay nham xac dinh va danh gia cac nhan té anh huéng dén y dinh mua hang tai cira
hang 4o ctia Gen Z tai Viét Nam, qua do ) sung béng chung thyc nghiém cho linh vuc thuong mai dién
tir mg dung cong nghé thuc té ao.

2. Co s6' Iy thuyét va phwong phap nghién ciru

2.1. Co s6 Iy thuyét

Nghién ctru dugc xay dung trén nén tang 4 nhoém 1y thuyét va co sé 1y luan, gdbm M6 hinh chdp nhan
cong nghé (TAM), Ly thuyét hanh vi c6 ké hoach (TPB), Ly thuyét hop nhat vé chap nhéan va sir dung cong
nghé mé rong (UTAUT?) va co s Iy luan vé niém tin, rai ro trong giao dich truc tuyén. Cac 1y thuyét nay
duoc sir dung dé giai thich nhan thirc va trai nghiém ctia ngudi tiéu dung dbi voi cira hang ao, sy hinh thanh
thai d9, niém tin, sy hai long va y dinh mua hang trong moéi truong thyc té ao.

Theo TAM, cam nhén tinh hitu ich (PU) va cam nhén tinh d& sir dung (PE) 14 2 yéu t6 quan trong trong
viéc hinh thanh danh gia ctia nguoi dung dbi v6i cong nghé (Davis, 1989). Trong bdi canh cira hang o,
PU phan anh loi ich ma céng nghé mang lai cho qua trinh tim kiém, tiép nhan thong tin va Iya chon san
pham, trong khi PE thé hién mirc d6 thuén tién khi thao tac va twong tic voi khong gian ao. Cac nghién
ctru trudce cling sir dung PU va PE dé giai thich phan tmg ctia nguoi tidu ding d6i véi cong nghé mua sim
truc tuyén (Chen et al., 2002; Pantano et al., 2017; Rese et al., 2014). Vi vay, nghién clru xem xét mbi quan
hé PU, PE — AT.

Theo TPB, thai do 1a mot yéu td quan trong trong qua trinh hinh thanh y dinh thuc hién hanh vi (Ajzen,
1991). Trong nghién ctru nay, thai do phan anh dénh gia ciia ngudi tiéu dung ddi voi hinh thirc mua sim
tai ctra hang a0 va dugc xem xét nhu yéu t6 dan dén y dinh mua hang. Do d6, nghién ctru xem xét moi
quan h¢ AT — PL.

Theo UTAUT2, dong luc khoai cam (HM) phan anh mirc d6 ngudi ding cam thdy cong nghé thi vi,
hép dan va mang tinh giai tri (Venkatesh et al., 2012). Trong ctra hang 4o, trai nghiém tha vi c6 thé gop
phan hinh thanh sy hai 1ong (SA), tir 6 anh huéng dén ¥ dinh mua hang. Sy hai long phan dnh danh gia
ctia ngudi ding sau trai nghiém voi hé théng (Wixom & Todd, 2005). Do d6, nghién ciru xem xét mbi quan
hé HM — SA — PIL.

Theo co s6 1y luan vé niém tin va rii ro trong giao dich tryc tuyén, niém tin gitp giam su khong chéc
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chén va tao cam giac an tim khi ngudi tiéu dung thuc hién giao dich truc tuyén (Harris & Goode, 2010).
Trong khi d6, cac lo ngai vé rii ro quyén riéng tu (PR) va rti ro an ninh thong tin (SR) ¢6 thé lam suy
giam niém tin ctia ngudi tiéu dung ddi véi moi trudng giao dich (Rauschnabel & Ro, 2016; Salisbury et
al., 2001). Do d6, nghién ctru xem xét moi quan hé PR, SR — TR — PI.

Bén canh cac yéu t6 vé nhan thire va trai nghiém, cam nhan hién dién (SP) phan anh muc do nguoi
dung cam thdy minh thuc sy tham gia va twong tac trong khong gian ao. Pic diém nay duoc xem 1a mot
khia canh quan trong ctia trai nghiém VR va c6 thé anh hudng dén dénh gia ctia nguoi tidu dung ddi véi
cong nghé (Cheong et al., 2026; Rese et al., 2014; Sekhavat & Zarei, 2018). Vi vay, nghién ctru xem xét
mbi quan hé SP — AT.

2.2. Mé hinh va gid thuyét nghién ciru

H1: Cam nhan hién dién anh huéng dén thai do cua ngudi tiéu ding dbi véi ctra hang ao.

H2: Cam nhan tinh hitu ich anh hudng dén thai d6 cua ngudi tiéu dung d6i vai cira hang ao.

H3: Cam nhan tinh d& sir dung anh hudng dén thai do cuia ngudi tiéu dung d6i véi cira hang do.

H4: Thai do cua nguoi tidu ding anh huéng dén ¥ dinh mua hang tai cira hang ao.

H5: Dong luc khoai cam anh hudng dén su hai 1ong trong trai nghiém str dung cira hang 4o.

H6: Sy hai 10ng anh huéng dén ¥ dinh mua hang tai cira hang ao.

H7: Rui ro quyén riéng tu anh huéng dén niém tin ctia nguoi tidu ding d6i voi cira hang ao.

H8: Rui ro an ninh thong tin anh huéng dén niém tin cia nguoi tiéu dung ddi véi cira hang 4o.

H9: Niém tin cta ngudi tiéu dung anh hudng dén ¥ dinh mua hang tai ctra hang ao.

Hinh 1. M6 hinh nghién ciru dé xuit

Cam nhan hién dién (SP)
Cam nhan tinh hitu ich (PU) Thai doé (AT)
Cam nhan tinh dé su dung (PE)
Y dinh mua hang
~ o H5 (+ o (PI)
béng Iuc khoai cam (HM) Su hai long (SA)
RUi ro quyén riéng tu (PR) H7 (-)
Niém tin (TR)
Rui ro an ninh théng tin (SR) H8 (-)

Nguon: Nhém tdc gid
2.3. Phwong phap nghién ciru
Nguoi tiéu dung thuoc nhom Gen Z tur 14-29 tudi, da tung st dung VR, duoc lya chon tham gia
nghién ctru (Pillai et al., 2025). Sir dung phuong phap chon mau thuan tién, cd mau tdi thiéu duoc
x4c dinh bang phan mém G*Power 3.1 thong qua phan tich cong suit thong ké tién nghiém (a priori
power analysis). Vi kich thudc anh hudng trung binh £2=0,15, mic y nghia a=0,05, cong suét thong
ké 1-p=0,80 va s bién dy bao 12 9, ¢& mau tdi thiéu dugc xac dinh 1a 114 nguoi tham gia (Faul et
al., 2009). Nghién ctru thu dugce 233 phan hoi hgp 1¢ trén tong 268 phan hoi, vugt ¢d mau tdi thiéu
yéu cau.
Hoat dong thuc nghiém va thu thap dir li€u dugc thuc hién tir ngay 01/03 dén ngay 31/03/2026 tai
phong thi nghiém cua Trudong Pai hoc Cong nghé K¥ thuat TP. HO Chi Minh. Nguoi tham gia duoc
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huéng dan st dung HTC Vive Pro va Hinh 2. Ngwoi tham gia trai nghiém cira hang do
trai nghiém cura hang do trong khoang béng thiét bi VR

15 phat, thyc hién cac thao tac di
chuyén, lua chon, cam, xXo0ay va quan
sat san pham tir nhicu goc do. Sau khi
hoan tat trai nghiém, ngudi tham gia
chuyén sang thuc hién bang cdu hoi
tryc tuyén. Nhom nghién ctru quan
sat va hd trg nguoi tham gia trong
sudt qua trinh khi can thiét.

Do luong cong cu nghién clru:
Bang khao sat gdm 3 phan. Phin
I bao gdm cau hoi sang loc vé kinh
nghiém sir dung cong nghé thuc té ao
(VR) trudc day cua nguoi tham gia.
Phan II gdom 35 bién quan séat trong
mo hinh nghién ciru dugc ké thira va
diéu chinh tir cdc nghién ciu trudc.
Cac bién quan sat dugc do luong Nguén: Nhém tdc gia
bang thang Likert 5 muc, tir (1) hoan
toan khong ddng y dén (5) hoan toan ddng y. Phan III thu thap thong tin vé gidi tinh, d6 tudi, va tan
sudt mua sim truc tuyén.

Phuong phap phan tich dir liéu: Di liéu sau khi thu thip duoc xir Iy bang phin mém SPSS dé thuc hién

thong ké mo ta va kiém dinh do tin cdy cua thang do thong qua hé sé Cronbach’s Alpha. Tiép theo, phan
mém SmartPLS 4.0 duoc st dung theo phuong phap PLS-SEM dé danh gia mé hinh do luong, mé hinh
céu tric va kiém dinh cac gia thuyét nghién ctru bang phuong phap bootstrapping.

3. Két qua va thao luin két qua nghién ctru

3.1. Két qua

Két qua phan tich PLS-SEM cho théy, mo hinh do luong dat yéu cau vé do tin cay va gia tri hoi tu. HE
sb tai ngoai dao dong tur 0,720 dén 0,896, Cronbach’s Alpha tur 0,733 dén 0,847, Composite Reliability tur
0,833 dén 0,897 va AVE tir 0,554 dén 0,741. Gia tri phan biét duoc dam bao khi HTMT déu dudi 0,85;
ddng thoi VIF cho thay khong xay ra da cong tuyén.

Vé mo hinh cu tric, ca 9 gia thuyét déu duge chap nhan & mic y nghia 5%. Thai d (B = 0,408), Niém
tin (B = 0,304) va Sy hai long (B = 0,257) tac dong tich cuc tryc tiép dén Y dinh mua; trong khi Rui ro an
ninh thong tin (B = —0,230) va Rui ro quyén riéng tu (B = —0,160) tac dong tiéu cuc dén Niém tin. Bén
canh d6, Cam nhan tinh dé sir dung, Cam nhan tinh hitu ich va Cam nhan hién dién déu tac dong tich cuc
dén Thai do; bong luc khodi cam tac dong tich cuc dén Su hai long. Két qua cling xac nhan vai tro trung
gian cua Thai d, Niém tin va Sy hai long trong m hinh.

Mo hinh giai thich 59,0% su bién thién ciia Y dinh mua (R? = 0,590), cho thay cac yéu té trong mé hinh
c6 kha nang giai thich dang ké y dinh mua hang tai cira hang ao.

3.2. Thdao ludn

Két qua cho thiy, Cam nhén tinh d& sir dung, Cam nhén tinh hiru ich va Cam nhan hién dién déu gop
phan hinh thanh Thai d6 d6i voi cira hang ao. Pang chli y, Cam nhén tinh dé sir dung c6 anh hudng noi
bat nhat, cho théy su thudn tién khi thao tac va tuong tac véi khong gian mua sdm do ¢6 vai tro quan trong
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trong viéc hinh thanh dénh gia tich cuc cua ngudi tiéu dung. Két qua nay tuong ddng véi cac nghién ciru
vé cong nghé mua siam ao, trong do tinh d& st dung, tinh hitu ich va cac dic tinh twong tac ctia cong nghé
g6p phan hinh thanh thai d6 cua ngudi tidu ding (Pantano et al., 2017).

Thai d6, Niém tin va Sy hai long déu gdp phan hinh thanh Y dinh mua, trong d6 Thai d6 cé vai tro
ndi bat nhat. Didu nay cho thiy danh gia tich cuc vé hinh thirc mua sim, su tin tuéng va trai nghiém hai
long déu c6 ¥ nghia ddi voi quyét dinh mua tai cira hang 0. Két qua nay twong déng véi cac nghién ctru
trude vé cira hang 4o, trong d6 Thai d9, tinh htru ich, dong luc khodi cam va Sy hai long dugc xéc dinh
1a nhitng yéu té quan trong d6i v4i ¥ dinh sir dung cira hang ao (Alkarney & Almakki, 2022).

Bén canh d6, két qua cho thay, Rui ro quyén riéng tu va Rui ro an ninh thong tin déu lam suy giam
niém tin ctia nguoi tiéu dung. Picu nay cho thy bén canh trai nghiém moi la va kha ning twong tac,
cam giac an toan khi cung cip thong tin va thyc hién giao dich van la diéu kién quan trong dbi véi ctra
hang 4o0. Pang cha ¥, cac yéu té cong nghé, trai nghiém va rui ro con tac dong dén Y dinh mua thong
qua Thai d6, Sy hai 1ong va Niém tin, cho thdy qua trinh hinh thanh Y dinh mua dién ra qua nhiéu khia
canh cam nhén ctia nguoi tiéu dung thay vi chi phu thudc vao mdt dac tinh riéng 1é ctia cong nghé.

4. Két luan

Nghién ctru dugc thyc hién nham xac dinh cac nhan t6 anh huong dényY dinh mua hang tai ctra hang ao
ctia ngudi tiéu dung Gen Z tai Viét Nam. Két qua tir 233 miu hop 1é cho thay, ca 9 gia thuyét vé cac mdi
quan h¢ truc tiép déu duge chép nhan. Cam nhan tinh dé sir dung, Cam nhan tinh hiru ich va Cam nhan
hién dién tac dong tich cuc dén Thai do; Dong luc khoai cam tac dong tich cuc dén Sy hai long; trong khi
Riii ro quyén riéng tu va Rui ro an ninh thong tin tic dong tiéu cuc dén Niém tin. Thai d6, Niém tin va Su
hai 10ng déu tac dong tich cuc dén Y dinh mua, trong d6 Thai d6 c6 murc tac dong ndi bat nhat. Két qua
d6ng thoi cho thiy Thai o, Niém tin va Sy hai long giit vai tro trung gian, qua d6 cho thiy Y dinh mua
duoc hinh thanh khong chi tir dac tinh cia cong nghé ma con tir danh gia, trai nghiém va muc do tin tudng
cua nguoi tiéu dung.

Vé déng gop, nghién ctru 1am rd cac modi quan hé va co ché hinh thanh Y dinh mua trong méi trudong
ctra hang 40, qua dé bd sung bang chimg thyc nghiém cho bbi canh Viét Nam. Vé thyc tién, két qua goi y
doanh nghiép can wu tién thiét ké cira hang ao d& sir dung, tang tinh tuong tac va cam nhan hién dién, dong
thoi tao trai nghiém tha vi dé nang cao Su hai 1ong. Song song d6, bao vé quyén riéng tu, ting cuong an
ninh thong tin va bao dam an toan giao dich 1 nhiing yéu cau can thiét dé cing c6 Niém tin va thic diy
Y dinh mua.

Nghién ciru van c¢6 mot s6 han ché do sir dung phwong phap chon mau thuan tién va tap trung vao ngudi
tiéu dung Gen Z tai Thanh phé H6 Chi Minh, do d6 kha nang khai quat két qua cho cdc nhom nguoi tiéu
dung va khu vuc khac con han ché. Bén canh do, nghién ctiru mai tap trung vao Y dinh mua ma chua xem
xét hanh vi mua thyc té. Cac nghién ctru tiép theo c6 thé mé rong pham vi va da dang hoa dbi twong khao
sat, dong thoi xem xét hanh vi mua thyc té va bo sung cac yéu té khac lién quan dén trai nghiém cira hang
4o dé hoan thién mo hinh m
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