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TOM TAT:

Bai viét phan tich vai tro cua eco-influencer (nguoi c6 anh huéng vé moi truong va phat trién bén

vimng) trong viéc hinh thanh y dinh mua my phim xanh ctia ngudi tidu dimg. M6 hinh nghién ctru dugc

xay dung dua trén moi quan h¢ gitra eco-influencer, nhan thirc vé de doa moi trudng (mirc dé bi anh

hudng, muc d¢ nghiém trong), thai d¢ bao vé€ mai truong va y dinh mua. Nghién ctru dugc thuc hién voi
244 mau khao sét thudc thé hé Gen Z tai TP. Ho Chi Minh, str dung phuong phap PLS-SEM. Két qua
cho thdy, thai d6 bao vé méi truong 1a yéu t6 tac dong manh nhat, trong khi nhan thiic vé de doa moi

truong chi anh huéng gian tiép thong qua thai do.

Tur khéa: eco-influencer, Gen Z, my phém xanh, y dinh mua.

1. Pit vin dé

Ngay nay, cing v6i su phat trién kinh té, tinh
trang 6 nhiém moi trudng dang trd thanh mot van dé
dang lo ngai (Zhao va cdng su, 2025). Trude thuc
trang do6, xu hudng ti€u dung bén ving ngay cang
dugc quan tdm va khai niém “ti€u dung xanh” da noi
1én nhu mot giai phap thay thé cho mé hinh tiéu
dung truyén thong (Yingxiu Hong va cong su,
2024). Tai Viét Nam, su phat trién nhanh chong cua
internet va mang xa hdi da thuc déy influencer
marketing tré thanh cong cu quan trong gitip doanh
nghiép tiép can nguoi tiéu ding tré, dic biét 1a thé
hé Gen Z (Vi Thanh Huong va cdng su, 2025)
Trong d6, eco-influencer dong vai tro lan toa 16i
song xanh va gép phan dinh hinh nhan thic ciing
nhu thii do cua nguoi tiéu dung dbi voi cac san
pham than thién VO‘l moi truong (Hoang & Nguyen,
2022). Dua trén nén tang cac ly thuyet nhu Thuyét
hanh vi c6 ké hoach (TPB), Thuyét dong co bao vé

(PMT) va Thuyét d6 tin cdy cua ngudn thong tin
(SCT), nghién ctru nay duoc thue hién nham phan
tich anh huong cua eco-influencer dén y dinh mua
my pham xanh cta thé hé Gen Z tai TP. Ho Chi
Minh. Két qua nghién ctru khong chi bo sung vé mat
ly thuyét ma con cung cap ham y thyc tién cho
doanh nghiép trong viéc xdy dung chién luogc
marketing xanh hi¢u qua.

2. Co sé Iy thuyét

2.1. Mt s6 khdi ni¢m

2.1.1. Eco-influencer va my phdam xanh

Eco-influencer la nhitng nguoi thuong xuyén chia
sé ndi dung vé bao vé mdi truong va 16i sdng bén
vimng trén mang xa hoi. Tao anh huéng bang chinh
trai nghiém ca nhan va viéc duy tri 161 séng than thién
véi mai truong, tir d6 tao dugc sy tin tudng tir ngudi
theo doi (Barbara Castillo-Abdul va cong su, 2024).

M§ pham xanh 1a cac san pham my pham dugc
bao ché tir nhitng thanh phan than thién véi moi
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truong va khong doc hai, dugc san XuAt béng cac
quy trinh than thién véi moéi truong va st dung vat
lidu bao bi bén viing (Amberg & Fogarassy, 2019;
Lin va cong su, 2018). Bén canh yéu té thanh phan,
khai niém nay con bao ham cac gia tri dao duc va xa
hoi nhu khong thir nghiém trén dong vat, minh bach
ngudn gdc nguyén lidu va tuan tha cac tiéu chuan
an toan moi truong (Juliano & Magrini, 2017;
Olson, 2008).

2.1.2. Gen Zva y dinh mua

Theo quan diém cua Bassiouni va Hackley (2014)
va Ly thuyét Thé hé cua Strauss va Howe (1991),
Gen Z la nhdom nguoi sinh trong khoang tir nam 1995
dénnam 2012. Thé hé Gen Z ndi bat voi kha ning cap
nhat thong tin nhanh chéng, mic d6 tuong tac cao
trén cac nén tang mang xa hoi va xu huéng phu thude
nhiéu vao truyén thong truc tuyén khi dua ra quyét
dinh tiéu dung (Francis & Hoefel, 2018).

Y dinh mua la khai niém trung tdm trong nghién
ctru hanh vi ngudi tiéu dung, phan anh mtrc do sin
sang cua ca nhan trong viéc thyc hién hanh vi mua
sam cuy thé (Fishbein & Ajzen, 1975). Nhidu nghién
ctru cho thay, ¥ dinh mua 14 yéu t6 du bao hanh vi
tiéu dung, khi nhitng c4 nhan c6 y dinh manh mé
thuong c6 kha nang thyc hién hanh vi cao hon
(Sheeran, 2000).

2.1.3. Cac nghién cueu lién quan

Nghién ciru ctia Nguyén Thi Hoi (2023) va
Nguyén Thi Kim Oanh cing cong su (2024) dong
nhéat khang dinh, cac dic tinh ciia nguoi anh huong
tac dong tich cuc dén y dinh mua hang ctia Gen Z
thong qua co ché hinh thanh thai do tich cuc. Dudi
goc d6 Thuyét hanh vi c6 ké hoach, Justin Paul va
cong su (2016) x4c lap thai do 1a yéu t6 du bao manh
m@ nhét cho ¥ dinh tiéu dung xanh va 14 cau nbi giai
thich nhan thirc vé méi truong dén y dinh mua. B6
sung cho quan diém nay, Fajar Ashsidik va cong su
(2025) chi ra nhéan thirc méi truong thuc day 101 song
xanh va y dinh mua hang bén viing trén cic nén tang
$0. bic biét, Doan Bao Son va cong su (2024) 1am ro
vai tro ctia nhan thirc rii ro méi truong (bao gdm mirc
d6 nghiém trong va mirc do dé bi anh hudng) trong
viéc thic day hanh vi mua xanh thong qua bién trung
gian thai dg.

2.2. Gid thuyét nghién citu va mé hinh nghién
civu dé xudt

2.2.1. Su tdac dong cua eco-influencer dén thai dé

Thuyét d6 tin cay cua ngudn tin (Ohanian, 1990)
giai thich cho méi quan hé giita cac dic tinh cua
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eco-influencer va thai do cua nguoi tiéu dung tré
d6i vai viée bao vé méi truong. Trong nghién clru
cia Chwialkowska (2019), tac gia da chi ra,
eco-influencer dong vai tro la cac tdc nhan xa hoi,
gitip lan toa 16i séng xanh, dong thoi tao nén sy tin
tuong va cam thay tuong dong. Bén canh do, su tiép
XUc va tuong tac vdi cac ndi dung xanh trén mang xa
hoi ciing c6 tac dong truc tiép va tich cuc dén thai do
bao vé€ méi truong (Liao, 2024).

H1: Eco-influencer tac dong tich cuc dén thai do
cua nguoi tiéu dung.

2.2.2 Su tac dong cua eco-influencer dén nhdn
thure

Mic d6 dé bi anh huong dwoc hiéu 14 viéc ca nhan
cam thay ban than c6 d& gap phai rui ro d6 hay khong
(Bockarjova & Steg, 2014). Con dbi véi mic do
nghiém trong 1a cach ma mot ca nhan danh gia mirc
d6 nghiém trong cua nhitng hdu qua tiéu cuc do mbi
de doa nao do6 gay ra (Eugene Song va cong su,
2024). Sy anh hudng ciia cac eco-influencer dén nhan
thirc ctia ngudi tiéu ding vé méi truong ¢ thé dugce
giai thich qua Thuyét D6 tin cdy ctiia ngudn thong tin
(Ohanian, 1990) Kh1 ngu:m tiéu dung cam thay co
su tuong dong vé 16i séng va quan diém véi
eco-influencer, dac biét 1a khi nguoi anh hudng chia
s¢ vé nhimg lo ngai strc khoe hay nhiing nguy co c4
nhén do 6 nhiém. Ho thuong s& cam thiy thong diép
ndy c6 ¥ nghia voi ban than va co thé dang ddi mat
v6i nhitng rui ro twong tu (Phua va cong sy, 2017).
Bén canh do, khi n6i dung trén mang xa hoi tap trung
dinh huong nhan thirc ciia nguoi dung vé cac mbi de
doa, ho c6 xu hudng tiép nhan thong diép sau sic
hon. Qua d6 nang cao nhan thuc ciia nguoi tiéu dung
vé muc do nghiém trong cic rai ro méi trudng
(Zobeidi va cong su, 2022).

H?2: Eco-influencer tac dong tich cuc dén mirc do
dé bi anh hiong ciia ngueoi tiéu ding.

H3: Eco-influencer tac dong tich cuc dén mirc dé
nghiém trong cua nguoi tiéu dung.

2.2.3. S tdc dong cua nhdn thuc dén thai do

Ly thuyét hanh vi c6 ké hoach (TPB) va Thuyét
dong co bao vé (PMT) gitp gidi thich mdi quan hé
gilta nhan thuc va thai do cia nguoi ti€u dung tré.
Nghién ctru ctia Bockarjova va Steg (2014) cho thay,
khi c4 nhan nhan thtc ban than c6 thé bi anh hudng
trie tiép boi cac van d& méi trudng, ho thudng co xu
hudng ung hd manh mé hon cac quan diém va hanh
vi bdo v€ mdi truong. Bén canh d6, Rainear va
Christensen (2017) chi ra, khi ca nhan hiéu rd mirc do
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nghiém trong cla bién d6i khi hau, ho ¢6 xu hudng
hinh thanh thai d6 cam két manh mé hon va sin sang
thyc hién cac hanh dong nhim giam thiéu tac dong
tidu cuc dén moi trudng.

H4: Mirc dé dé bi anh hwong tac dong tich cuc
dén théi do ciia ngueoi tiéu ding.

H5: Murc do nghiém trong tac dong tich cuc dén
thai do cua nguoi tiéu dung.

2.2.4. Sy tac dong cua thadi do dén)? dinh mua

Theo nghién ctru cua Singh & Gupta (2013), khi
thai d6 cua nguoi ti€u dung tich cyc va ho thé hién su
quan tam cao dén méi truong thi ho luon nd luc dé
tim cach giam thiéu cac tac dong xdu dén moi trudng,
trong do bao gém viéc lya chon mua va st dung cac
san pham xanh. Theo Maichum (2016), ndi lo ngai vé
cac van dé moi trudng ciing nhu 13 thai do v6i moi
truong 1am gia ting ¥ dinh mua my phdm xanh cua
nguoi tiéu dung.

H6: Thdi do cua nguoi tiéu dung tac dong tich
cue dén ¥ dinh mua.

2.2.5. Su tac dong cua nhan thirc dén v dinh mua

Ap dung 1y thuyét dong co bao vé (PMT), hién
tuong nay dugc gidi thich la khi mirc d6 nghiém trong
va mirc d6 d& bi anh huong ting thi cam giac lo ling,
so hai ctia ban than mdi ngudi sé ting theo va tir d6
hinh thanh ¥ chi manh m& dé thuc hién hanh vi nham
tu bao v€ minh (Rainear & Christensen, 2017). Theo
Eugene Song va cong su (2024), muic d6 nghiém trong
va mirc d6 dé bi anh hudng co6 tac dong tich cuc dén y
dinh hanh vi bdo v€ mdi truong hay theo Poan Bao
Son va cong sur (2024), 2 yéu td nay ciing tic dong tich
cuc dén y dinh mua san phim xanh. (Hinh 1)

H7: Mikc @ dé bi anh hirong ciia ngueoi tiéu ding
tac dong tich cuc dén vy dinh mua.

HS8: Murc do nghiém trong cua nguoi tiéu dung
tac dong tich cuc dén y dinh mua.

Hinh 1: Mé hinh nghién cuu dé xudt

Eco-influencer

Nhén thirc

3. Phuong phap nghién ciru

Nghién ctru sir dung phuong phap dinh lugng voi
bang hoi khao sat truc tuyén théng qua Google
Form d6i voi Gen Z dang sinh song, hoc tap va lam
viéc tai TP. Hd Chi Minh. Céc bién quan sat dugc
do luong bang thang do Likert 5 mirc do, véi mirc
d6 dong y tang dan tir 1 dén 5. Sau qua trinh sang loc
dir liéu, 244 bang khao sat hop 1¢ dugc st dung cho
phan tich, dap ung yéu cu vé kich thuéc mau theo
Hair va cong su (2009). Dir liéu dugc xir Iy bang
Stata cho budc phan tich théng ké mo ta va
SmartPLS 4 nham danh gia mo hinh do luong va mo
hinh céu tric.

4. Két qua nghién ciru va thao luin

4.1. Théng ké mo ti

Két qua théng ké mé ta cho thdy, mau nghién ciru
chu yéu la n@r gidi, hoc sinh - sinh vién. Cu thé, nit
gi6i chiém 63,96% va nam gi6i chiém 36,07%. Vé do
tudi, nhoém 19 - 22 tudi chiém ty 1& cao nhat voi
72,13%, tiép theo 1a nhom 13 - 18 tudi voi 22,54% va
nhém 23 - 28 tudi véi 5,33%. Xét vé nghé nghiép,
sinh vién chiém ty trong 1on nhét véi 75,41%, tiép
theo la hoc sinh voi 13,93%, nhan vién van phong voi
6,97%, freelancer/kinh doanh tu do vdi 2,87% va nha
sang tao ndi dung véi 0,82%. Két qua nay cho thiy,
mau nghién ctru tap trung chi yéu vao nhom Gen Z
tré dang trong do tudi hoc tap va c6 muc do tiép can
mang x4 hdi cao, pht hop vi bdi canh nghién ctru vé
eco-influencer va ¥ dinh mua my phdm xanh tai TP.
Hb Chi Minh.

4.2. Danh gia mé hinh do luwong

Két qua danh gia md hinh do luong khang dinh,
c4c thang do déu dat yéu cu vé do tin cdy va gid tri
khoa hoc. Sau khi loai bo bién quan sat EI PA2 dé
dam béo tinh hi tu, tit ca cac nhan t6 déu dat do tin
cdy nhat quan noi tai cao voi hé sé Cronbach’s Alpha

Nguon: Nhém téc gia
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tir 0,800 dén 0,926 va d¢ tin cay tong hop (CR) tir
0,861 dén 0, 936. Tinh hoi tu dugc dam bao voi chi sO
AVE cuia céc cdu triic déu 16n hon 0,5 (dao dong tu
0,513 dén 0,673). Bén canh do, gia tri phan biét cling
dugc xac lap thong qua kiém dinh Cross-loading, tiéu
chi Fornell-Larcker va chi s6 HTMT (déu < 0,85),
khang dinh cac khai niém trong mé hinh 1 riéng biét
va khong trung 1ap. Nhu vy, mé hinh do luong hoan
toan du diéu kién dé tién hanh cac budc phan tich mo
hinh c4u truc tiép theo.
4.3. Pdnh gid mé hinh céu tric

s6 duong dan B = 0,369. V& kha nang du bao, mo
hinh giai thich dugc 27,2% su bién thién cua thai do
va 21,4% su bién thién cua y dinh mua.

5. Két lugn va ham ¥ qudn tri

Nghién ctu lam 13 co ché tic dong cua
eco-influencer dén y dinh mua my pham xanh cua
Gen Z tai TP. H6 Chi Minh. Két qua cho thay,
eco-influencer lam gia tang nhan thirc vé mic do dé
bi anh hudng va tac dong tich cuc dén thai do bao vé
mbi truong, trong khi khong anh huéng dén nhén
thire vé murc do nghiém trong. Thai do dugc xac dinh

Bang 1. K&t qua kiém dinh gia thuyé&t nghién ciiu trong mé hinh

Gia thuyét Mo hinh nghién cir VIF Két luan
Std. t-value Khoang gia tri (Bootstrap)
El->T H, 0,211 3,557 [0,082;0,313] 1,133 Chép nhan
El-P H, 0,273 3,670 [0,085;0,395] 1,000 Chép nhan
El—-S Hj 0,001 0,016 [-0,170;0,117] 1,000 Bac bd
P-T Hy 0,281 3,413 [0,124 ; 0,449] 1,797 Chép nhan
S—T Hs 0,210 3,160 [0,066 ; 0,332] 1,663 Chép nhan
Tl Hg 0,369 6,049 [0,236;0,476] 1,303 Chép nhan
Pl H- 0,164 1,895 [-0,013; 0,325] 1,767 Bac bd
S—l Hg 0,012 0,171 [-0,004 ; 0,126] 1,618 Bac bd
R? f . 222655 2 fz o ORSZO_ ofcz)oo- R2I0= 80%1 5f =0,061;
Bolon tac dong (7) sz'jTT 0,036; f2 TEI:IE 0,133; % E ,isé 019; f2g jjg 000.

Két qua danh gia mo hinh céu truc tai Bang 1 cho
thdy, mé hinh khong gip hién tuong da cong tuyén
sau khi bién EI AHI duoc loai bd, tat ca hé sé VIF
déu nam dudi ngudng an toan 3. Trong 8 gia thuyét
nghién ctru dugc dé xuat, c6 5 gia thuyét duoc chap
nhén véi y nghia thong ké. Cu thé, eco-influencer c¢6
tac dong tich cuc dén thai do cua nguoi tiéu dung
(B=0,211) va nhan thirc v& mirc d6 dé bj anh hudéng
(B 0,273), nhu'ng chua cho thdy anh huong truc tlep
dén nhan thirc vé mic d nghiém trong cua cac van
dé moi trudong. Két qua ciing cho thdy, nhéan thirc vé
mure d6 dé bi anh hudng va mirc 46 nghiém trong gop
phéan hinh thanh thai d6 tich cyc. Tuy nhién, khong
tac dong tryc tiép dén y dinh mua. Pang chu y, thai do
dong vai tro trung tim va 1a yéu t6 co tac dong manh
nhét dén y dinh mua my pham xanh cta Gen Z véi hé
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Nguon: Nhom téc gia

14 yéu t6 tac dong manh nhat va giit vai trd trung gian
trung tAm trong qua trinh chuyén hoa nhén thirc thanh
¥ dinh mua my pham xanh.

Nghién ctru gop phan mo rong cac nén tang 1y
thuyét vé hanh vi tiéu ding xanh. Pong thoi, nghién
clru cung cap co s& cho doanh nghiép, eco-influencer
va co quan quan 1y xay dung chién luoc truyén thong
xanh theo hudng ca nhan hoa, ng dung cong nghé va
phat trién cac chién dich dinh huéng 16i sdng bén
ving, thay vi chi tap trung quang ba san pham. Do c6
su han ché vé& mit thoi gian va kinh phi, nhom nghién
ctru chua thé tiép can hét cac dbi tugng nghién ciu.
Hudéng nghién ciru tlep theo la mo rong pham vi khao
sat va bd sung cac yeu t6 nhu FOMO va hanh vi mua
ngau himg trén nén tang thuong mai dién tir nham
nang cao tinh khai quat cia mé hinh m
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ABSTRACT:

This study analyzes the role of eco-influencers in shaping consumers’ intention to purchase green
cosmetics. The research model is developed based on the relationships among eco-influencers,
environmental threat perception (perceived susceptibility and perceived severity), pro-environmental
attitude, and purchase intention. The study was conducted with 244 survey samples from Gen Z
consumers in Ho Chi Minh City using the PLS-SEM method. The results show that pro-environmental
attitude is the strongest influencing factor, while environmental threat perception only indirectly
affects purchase intention through attitude.
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