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Nghién ctru xem xét tac dong clia truyén miéng dién tir e WOM) t6i thai do va ¥ dinh mua hang truc
tuyén ctia nguoi tiéu dung tré tai Pa Nang. Dir liéu dinh luong thu thap bang thang do Likert 7 diém,
796 mau hop 18 (18-30 tudi) nguoi tiéu dung tré tai Da Nang, phan tich bing PLS-SEM trén SmartPLS
4. Két qua cho thay, ca 3 yéu td eWOM déu tac dong tich cuc t6i thai do (d6 tin cdy manh nhat: f=0.65),
va thai d anh hudng tich cyc dén ¥ dinh mua (B=0.15; p<0.001). Thai 6 dong thoi trung gian mdi quan
hé gitra eWOM va y dinh mua. Két qua nghién ctru goi y viéc nang cao tinh xac thuc, minh bach va chét
lwong cam nhén cua cac danh gia truc tuyén 1a yéu td then chdt trong viée thuc déy thai do tich cuc cua
nguoi tiéu diing va gia ting kha niang chuyén d6i mua hang.

Tir khéa: truyén miéng dién tir e WOM), thai do, TPB, y dinh mua hang, gidi tré.

1. Pit van dé

Su phat trién manh mé& cta Internet va cac nén
tang truyén thong xa hoi trong nhiing nim gan day
dd 1am thay doi sau sic cach nguoi tiéu dung tim
kiém thong tin, chia sé trai nghiém va ra quyét dinh
mua sam. Néu trude day ngudi tiéu dung chi yéu
chiu anh hudng tir quang cdo truyén thong, thi hién
nay ho ngay cang tin tudng hon vao cac thong tin do
ngudi dung khac chia sé trén mdi trudng truc tuyén,
nhu danh gi4, binh luan va phan hoi sau mua hang.
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Theo Digital 2024: Global Overview Report
(DataReportal, 2024), hon 62% dén s6 thé gii dang
st dung mang xa hoi, cho théy murc do phé bién va
strc anh hudng ngay cang 16n cua cac ngudn thong
tin truc tuyén d6i voi hanh vi tiéu dung.

Tai Viét Nam, xu huéng mua sim truc tuyén dang
phat trién manh mé& cung véi sy mo rong cia cic nén
tang thwong mai dién tr nhu Shopee, TikTok Shop va
Lazada (NielsenIQ, 2022). Trong bdi canh dé, Pa
Niéng duogc xem 1a thi trudng tiém ning nho dic diém
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la do thi tré, c6 ha tﬁng s6 hién dai va ty 1€ sir dung
Internet cao (VECOM, 2024). Diéu nay tao diéu kién
thuan loi dé nghién ctru hanh vi mua sim truc tuyén,
dac biét trong nhém nguoi ti€u dung tré.

Cung voi sy phat trién cua thuong mai dién tt,
truyén miéng dién tir e WOM) ngay cang trg thanh
yéu td quan trong anh huong dén thai do va y dinh
mua hang tric tuyén. Nhiéu nghién ctru trude day da
khang dinh vai trd dang ké cia eWOM dbi voi y
dinh mua hang cua nguoi tiéu dung (Chevalier &
Mayzlin, 2006; Chu & Kim, 2011; Erkan & Evans,
2016). Tuy nhién, phan 16n cac nghién ciru nay
duoc thuc hién tai cac quéc gia phat trién, trong khi
bdi canh van hoa va hanh vi tiéu dung tai Viét Nam,
dic biét & khu vyre mién Trung, van chwa duoc kham
pha day du. Dong thoi, cac thanh phan cia eWOM
nhu d¢ tin cay, chét lugng, s6 lugng va tinh hiru ich
cua thong tin, cling nhu vai tro trung gian cua thai
dd ngudi tiéu dung, van can duoc kiém ching toan
dién hon.

Tir khoang tréng do6, viéc nghién ctru mdi quan
hé gitta eWOM, thai d6 va y dinh mua hang truc
tuyén clia nguoi tiéu dung tré tai Pa Nang co y
nghia ca vé 1y luan va thuc tién. Nghién ctru khong
chi gop phan mé rong co s& hoc thuét va van dung
Ly thuyét Hanh vi D dinh (TPB), ma con cung cip
bang ching thuc nghiém giup doanh nghi¢p xay
dung chién lugc truyén thong s6 hiéu qua hon.

2. Co s ly thuyét

Su phat trién manh mé& cta Internet va cac nén
tang truyén thong xa hoi trong thap nién gn day da
lam thay d6i dang ké cach ngudi tidu dung tim kiém,
chia sé va ra quyét dinh mua sam. Nguoi tiéu dung
hién nay khong con phu thudc chu yéu vao quang
céo truyén thong ma ngay cang tin tudng vao thong
tin do ngudi ding khac chia sé trén cic nén tang truc
tuyén. Tai Viét Nam, xu huéng mua sdm truc tuyén
phat trién manh mé& cling véi sy bung nd ctia cac nén
tang thuong mai dién tor nhu Shopee, Lazada va dac
biét 1a TikTok Shop - nén tang méi két hop giira
thuong mai va ndi dung video ngin. TikTok Shop
da nhanh chéng tré thanh mot kénh ban hang phd
bién, dic biét trong gidi tré nho kha nang két hop

gilta giai tri va mua sam (shoppertainment). Theo
bao cao cua TikTok for Business (2024), hon 70%
ngudi dung Viét Nam ¢ d6 tudi tir 18 dén 30 cho biét
ho di timg tim hiéu hodc mua san pham truc tiép
qua TikTok Shop, cho thiy strc lan téa manh mé cua
hinh thirc mua sim nay.

Dic biét, Thanh phd Pa Ning, vai loi thé 1a do
thi tré s¢ hitu ha ting s6 hién dai va ty 1& nguoi dung
Internet cao, dang ndi 1én nhu thi truong tiém ning
cho thuong mai dién tr va TikTok Shop (VECOM,
2024). Nguoi tiéu dung tré tai day c6 xu hudng coi
mo voi cac hinh thirc trai nghiém mua sdm moi, dé
bi anh huong boi cac ndi dung truyén miéng dién tir
(eWOM) trén mang xa hoi, dac biét la tir cac danh
gi4, binh luan va video trai nghiém san pham.

Trong bdi canh do6, truyén miéng dién tir
(eWOM) tré thanh yéu t quan trong anh huong dén
thai d6 va y dinh mua hang cta nguoi tiéu dung.
Truyén miéng dién tir (¢eWOM) bao gém 3 thanh t6
chinh: (1) chat lugng thong tin, phan anh mirc do 16
rang, htru ich va lién quan ctia ndi dung; (2) d6 tin
cay thong tin, thé hién mirc do ngudi tiéu dung tin
tuong vao nguon chia sé; va (3) sé luong thong tin,
dai dién cho murc d6 phong phu va tan suat clia cac
danh gia tryc tuyén (Cheung & Thadani, 2012;
Erkan & Evans, 2016; Filieri & McLeay, 2013).
Nhiéu nghién ciru trude di chimg minh vai tro ciia
eWOM trong viéc tac dong dén nhan thirc va quyét
dinh mua hang. Tuy nhién, hau hét cac nghién ctru
nay dugc thyc hién tai cac quéc gia phat trién, trong
khi bbi canh van hoa va hanh vi tiéu dung tai Viét
Nam dic biét 1a khu virc mién Trung van chua duoc
kham pha day du.

3. Pé xuit gia thuyét va mé hinh nghién ctru

Dua trén co so ly thuyét da dugc phan tich ¢ cac
phan trudc, Nhém tac gia dé xuat mo hinh nghién
ctru (Hinh 1) nhdm 1am 16 mbi quan hé giira thong
tin truyén miéng dién tir (¢eWOM) va ¥y dinh mua
hang cua ngudi tiéu dung, théng qua yéu td trung
gian 13 thai do ddi v6i hanh vi mua sam. Cung véi
do, cac gia thuyét nghién ctru duge xdy dung dé
kiém dinh mirc d6 va huéng tac dong cua ting thanh
phﬁn eWOM (chét lugng, ) luong va do tin cay
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Hinh 1: Mé hinh nghién cuu dé xudt

[Chétlu’cyng thong tin EWOM ]— H,

[Do tin cay thong tin EWOM ]— Hy ———> Tha| do

[ S6 lugng thong tin EWOM

-

thong tin) dén thai 46 va y dinh mua hang trén cac

nén tang thuong mai dién tir nhu TikTok Shop.

H1. Chat lugng thong tin EWOM c6 anh huéng
tich cuc toi thai d cia ngudi tiéu dung dbi véi mua
sam trén TikTok Shop.

H2. B¢ tin cay thong tin EWOM c6 anh hudng
tich cuc tdi thai d§ cia nguoi tiéu dung ddi v6i mua
sam trén TikTok Shop.

H3. S6 luong thong tin EWOM c¢6 anh huong
tich cuc t6i thai do ciia nguoi tiéu dung d6i véi mua
sam trén TikTok Shop.

H4. Thai d6 tich cuc déi véi mua sém trén
TikTok Shop c6 anh huong tich cuc tdi y dinh mua
hang trén nén ting nay.

Gia thuyét trung gian (mediation):

H5a. Thai d6 dong vai tro trung gian trong mdi
quan hé giita chit lugng thong tin EWOM va ¥ dinh
mua hang,

H5b. Thai do dong vai tro trung gian trong mdi
quan hé giira s6 luong théng tin EWOM va ¥ dinh
mua hang.

H5c. Thai d6 dong vai trd trung gian trong moi
quan h¢ gitra d¢ tin cay thong tin EWOM va y dinh
mua hang.

4. Phuong phap nghién ciru

Nhom tac gia ap dung dong thoi ca phuong phap
nghién ctru dinh tinh va dinh lugng trong bai phan
tich nay, trong d6 phuong phap dinh lugng bing
PLS-SEM gilt vai tro chu dao. Giai doan dau,
nghién ciru dinh tinh dugc tién hanh dé xay dung
khung 1y thuyét va xac dinh cac bién phu hop véi
b6i canh nghién ctru. Tiép theo, nghién ctru dinh
luwong duoc trién khai nham kiém dinh d6 tin cay va
gia tri cua mo hinh. D li¢u dugc thu thap qua bang
hoi Likert 7 diém trén Google Form, v&i 796 miu

176 S8 12/2026

dlnh mua hang trén
nén tang tiktok shop

Nguon: Nhém tac gia dé xudt

hop 1. Pbi twong khao sat 1a nhitng nguoi tré trong
d6 tudi tir 18 dén 30 tudi, hién dang sinh séng valam
viéc tai thanh phd Pa Néng trong khoang thoi gian
tir thang 5/2024 dén thang 8/2024. Cac thang do
dugc danh gia thong qua Cronbach’s Alpha, Outer
Loading, VIF, AVE, CR va HTMT, dam bao d¢ tin
cay, gia tri hoi ty va phan biét. M6 hinh dugc ude
lwong bang phin mém SMART PLS 4 véi k§ thuat
bootstrap 5.000 mau.

5. Két qua nghién ciru

5.1. Danh gia dj tin cdy va khdc biét thang do

Két qua phan tich trong Bang 1 cho thdy, cac
thang do dat do tin cady va gia tri hdi tu dat chuan.
Cac hé so outer loading déu 16n hon 0.70, ching to
cac bién quan sat thé hién tt khai niém tiém an. Gia
tri Cronbach’s Alpha dao dong tir 0.73 dén 0.87,
trong khi Composite Reliability (CR) tir 0.83 dén
0.90, déu vuot ngudng khuyén nghi 0.70, khing
dinh tinh nh4t quan ndi tai. Gi4 tri AVE tir 0.55 dén
0.72 cao hon mtc yéu cau 0.50, dam bao gia tri hoi
tu (Fornell & Larcker, 1981). Cac hé s6 VIF nim
trong khoang 1.34-2.32, déu dudi ngudng 3, cho
thiy khong c6 van dé da cong tuyén. Nhu vay, mo
hinh do luong dép tmg cac tiéu chi vé do tin cay va
tinh hop 18 dé tiép tuc phén tich PLS-SEM.

Két qua Bang 2 cho thay, tit ca cac gia tri HTMT
déu nho hon ngudng 0.85 (Henseler et al., 2015),
khéng dinh gia tri phan biét dugc dam bao. Nhu vy,
md hinh do luong dat yéu ciu vé tinh tin cdy, gia
tri hoi tu va gia tri phan biét dé tiép tuc phan tich
PLS-SEM.

5.2. Két qua kiém dinh d phit hop mé hinh

Két qua trong Bang 3 cho thiy mé hinh dat do
phu hop va kha nang dy doan tot. Cuy thé, gia tri R?
ctia bién Thai d6 13 0.31 va Y dinh mua hang 13 0.43,
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Bang 1. K&t qua cta danh gia thang do

STT Bién quan sat Cronbach’s Alpha Outer loading VIF AVE CR
Chat Iwrong théng tin Ewom - IQL
1 QL1 0.80 1.484
2 QL2 0.73 0.84 1.495 0.64 0.84
3 QL3 0.76 1.364
Do tin cady ciia nguén Ewom - SC
4 SC1 0.71 1.34
5 SC2 0.77 1.44
0.74 0.55 0.83
6 SC3 0.73 1.39
7 SC4 0.7 1.41
S6 lwong théng tin Ewom - IQT
8 1QT1 0.81 1.54
9 1QT2 0.78 0.84 1.68 0.69 0.87
10 QT3 0.84 1.67
Thai dé - ATI
11 AT 0.71 1.47
12 ATI2 0.74 1.58
13 ATI3 0.85 0.78 1.68 0.57 0.87
14 ATI4 0.77 1.76
15 ATI5 0.76 1.63
Y dinh mua hang - PI
16 PI1 0.84 2.06
17 P12 0.85 2.11
0.87 0.72 0.90
18 PI3 0.86 2.32
19 P14 0.84 2.18

Nguon: 86 liéu nghién ciru trén SMART PLS4
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Bdng 2: Kiém dinh su khdc biét ctia thang do HTMT

QL QT ATI Pl SC
QL
QT 0.657
ATI 0.591 0.595
Pl 0.637 0.701 0.773
SC 0.732 0.798 0.57 0.659

Nguon: S6 liéu nghién cieu trén SMART PLS4
Bdang 3. Phan tich két qua kiém dinh d gia tri:
R2, R2 hiéu chinh, @2 du doan, RMSE va MAE

R-square R-square adjusted Q? predict RMSE MAE
Thai do 0.31 0.30 0.3 0.84 0.64
Y dinh mua hang 0.43 0.43 0.35 0.81 0.64

phan anh kha nang giai thich trung binh kha ctia mé
hinh. Céc gia tri Q2 1an lugt 1a 0.30 va 0.35, déu 16n
hon 0, cho thiy m6 hinh c6 gia tri dy doan déng tin
cdy. Dong thoi, chi s6 RMSE (0.81-0.84) va MAE
(0.64) déu nam trong ngudng chip nhan dugc, thé
hién sai sb du doan thap. Nhin chung, mé hinh
nghién ctru ddm bdo tinh hop 1€, dang tin cay va phu
hop dé tiép tuc phan tich PLS-SEM.

5.3. Két qud phén tich mé hinh ciu triic (SEM)

Két qua phan tich mdé hinh ciu trac bing
PLS-SEM tai Bang 4 cho thdy, tat ca cac gia thuyét
déu dugc chap nhan véi mic ¥ nghia p < 0.001,
chtirng minh tinh phu hop ctia mé hinh nghién ctu.
Cu thé, chat luong thong tin eWOM (IQL) c6 anh
huong tich cuc dén thai do nguoi tiéu dung (ATI),
cho thiy thong tin rd rang va hitu ich gitip hinh thanh

Béng 4. K&t qua tac déng truc ti€p va gian tiép

N i Original | Sample Star_idgrd T P i ,
Gia Thuyet sample mean deviation statistics | values Kéet qua
(0) (M) (STDEV)

H1 | QL — ATI 0.24 0.24 0.03 6.28 0.00 | Puwocchépnhan (+)
H2 | SC—ATI 0.65 0.65 0.02 23.90 0.00 | Puwocchépnhan (+)
H3 | IQT — ATI 0.25 0.25 0.04 6.01 0.00 | Puwocchépnhan (+)
H4 | ATI—-PI 0.15 0.15 0.04 3.31 0.001 | Puwoc chap nhan (+)
H5a | IQL — ATI— PI 0.16 0.16 0.02 6.11 0.00 | Puwocchép nhan (+)
H5b | IQT — ATI— PI 0.16 0.1 0.03 5.61 0.00 | Puwocchép nhan (+)
H5c | SC — ATI—PI 0.10 0.10 0.03 3.20 0.001 | Buwoc chép nhan (+)
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thai do tich cuc hon. S luong théng tin eWOM
(IQT) cling tac dong tich cuc dén thai do (ATI) phan
anh cang nhiéu danh gi tryc tuyén, nguoi tiéu dung
cang dé cung ¢ niém tin vao san pham.

Pang chu y, do tin cay cua eWOM (SC) ¢6 anh
huong manh nhat dén thai do (ATI), khang dinh vai
tro cua tinh xac thuc va dang tin trong viéc dinh hinh
cam nhan nguoi ti€u dung. Thai d¢ (ATI) cling anh
huong tich cuc dén ¥ dinh mua hang (PI), phu hop
v6i Ly thuyét Hanh vi Dy dinh (TPB).

Két qua kiém dinh trung gian cho thay thai do
(ATI) la cau ndi quan trong giita cac bién eWOM va
¥ dinh mua hang (PI), véi cac mbi quan hé gian tiép
déu c6 y nghia: IQL — ATI — PI (B=0.16), IQT —
ATI—PI(B=0.16),vaSC — ATI — PI ($=0.10).

Nhu vay, thong tin eWOM chat lugng, da dang
va dang tin cdy déu gop phan nang cao thai do tich
cuc, tir d6 gia ting ¥ dinh mua hang truc tuyén.
Két qua nay khing dinh vai tro trung gian cia thai
d6 va phu hop vé6i co ché hanh vi duoc giai thich
boi TPB.

TAI LIEU THAM KHAO:

6. Két luan

Nghién ciru nay xem xét tac dong ciia cac yéu to
truyén miéng dién tir (eWOM) dén thai d6 va y dinh
mua hang ctia ngudi tidu dung tré tai Da Ning. Két
qué cho thdy, ca 3 thanh t6 cia eWOM bao gdm chét
luong, s6 luong va do tin cay thong tin déu anh huong
tich cuc dén thai do, trong d6 do tin cay 1a yéu t co
tac dong manh nhét. Thai d6 nguoi tiéu dung tiép tuc
anh huong tich cuc dén y dinh mua hang va dong vai
tro trung gian gitta eWOM va hanh vi mua, phu hgp
v6i Ly thuyét Hanh vi Dy dinh (TPB).

Diéu nay cho thay, thong tin tryc tuyén dang tin
cay, minh bach va chét luong cao co thé cung cd thai
do tich cuyc, tir d6 thuc ddy hanh vi mua hang trén
c4c nén tang thuong mai dién tir nhu TikTok Shop.
V& mit thuc tién, doanh nghiép can xay dung hé
thong danh gia minh bach, khuyén khich phan héi
xéc thye, va nang cao uy tin thuong hiéu nham ting
cudng niém tin, thai do tich cuc va kha ning chuyén
d6i mua hang cta nguoi tiéu dung tré trong moi
truong ki thut s6 hién nay
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ABSTRACT:

This study investigates the impact of electronic word-of-mouth (¢eWOM) on online attitudes and
purchase intentions among young consumers in Da Nang. Quantitative data were collected from 796
valid respondents aged 18 to 30 using a seven-point Likert scale and analyzed through partial least
squares structural equation modeling (PLS-SEM) with SmartPLS 4. The findings reveal that all three
dimensions of eWOM exert significant positive effects on consumers’ attitudes toward online
purchasing, with credibility demonstrating the strongest influence (B = 0.65). In turn, attitude has a
significant positive effect on purchase intention (B = 0.15, p < 0.001). Furthermore, attitude serves as
a mediating variable in the relationship between eWOM and purchase intention. The results
underscore the importance of enhancing the authenticity, transparency, and perceived quality of
online reviews to foster favorable consumer attitudes and increase conversion rates.

Keywords: electronic Word-of-Mouth (eWOM)), attitude, Theory of Planned Behavior (TPB),
purchase intention, young consumers.
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