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Nghién ctru dugc thye hién nham xem xét sw anh hudng tryuc tiép va gian tiép (thong qua nhén thirc)
ctia ndi dung chén thyc tir nguoi anh hudng dén hanh vi vi méi trudng ciia nguoi tiéu ding trong linh
vuc khach san. Pong thoi, nghién ctru ciing xem xét vai tro diéu tiét cua dinh danh ban than vi moi
trudng. Dit liéu thu thap tir 405 khach hang va dugc phan tich bang phan mém SmartPLS 4.0. Két qua
phan tich cho thay, ndi dung chan thuc cta influencer c¢6 tac dong truc tiép va gian tiép dén hanh vi vi

mdi truong. Ngoai ra, dinh danh ban than vi méi truong dugc xac nhan chi ¢ vai tro didu tiét trong mbi

quan hé gitta n6i dung chan thuc va nhan thirc cia khach hang. Nghién ctiru gop phan mé rong Iy thuyét
TPB va TRA trong bdi canh influencer Marketing va hanh vi tiéu dung xanh.
Twr khéa: noi dung chan thuc, nguoi anh hudéng, hanh vi vi moi truong, nhan thire trach nhiém, bao

v€ moi truong.

1. Pit van dé

Céc hoat dong tiéu ding chiém hon 1/3 trong cac
nguyén nhan gy ra cac van dé vé méi truong (Li,
2025); vi vay, hanh vi vi moéi trudng (pro-
environmental behavior) da va dang tré thanh trong
tam trong cac hoat dong thyc tién va cac nghién ciru
hoc thuat (Van der Werff et al., 2013). Theo do,
nganh cong nghi¢p khach san dang dat ra nhiing
thach thirc dang ké vé& moi truong do viée sir dung
rong rdi cac ngudn tai nguyén nhu dién, nudc va do
dung mot lan (Mansoor et al., 2025); vi vay, viéc
nghién ctru hanh vi vi moi trudng cua ngudi ti€u dung
trong linh vuc khach san dong vai trd vo cung quan
trong (Han et al., 2020).
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Theo Dekoninck & Schmuck (2022), hanh vi bao
vé moi truong cta khach hang s& dugc truyén cam
hing va tic dong manh bdi nguoi anh hudng
(influencer), nhitng ngudi ma ho xem 13 hinh mau Iy
twong. Cac nghién ctru vé sy tic dong nay phan 16n
tap trung vao (1) dia vi xa hoi, vai tro trong xa hoi
(Dekoninck & Schmuck, 2022); (2) sy nhit quan
giita thong diép truyén tai va hinh anh (Boerman et
al., 2022) va (3) k¥ nang (Sousa et al., 2025) cua
ngudi anh huong, nhung chua c6 nhiéu nghién ctiu
xem x¢ét su chan thuc trong thong di€p cua influencer
dén hanh vi cua khach hang trong linh vuc khach san
cling nhu co ché trung gian cta sy anh hudng nay. Vi
vay, nghién ctru duoc thuc hi¢n nham xem xét sy anh
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huong truc tiép va gian tiép (thong qua nhan thirc
trach nhiém bao v¢é moi truong) ndi dung chan thyc
clia nguoi anh huong dén hanh vi vi méi trudng vi
theo Han et al. (2020), cam nhan trach nhi€ém ca nhan
dbi véi moi trudong c6 anh huong tich cuc dén cac
hanh vi tiéu ding bén viing.

Bén canh dé, cac nghién ctru trude ciing khang
dinh nhitng c4 nhan cé dinh danh ban than vi méi
truong cao thudng cé xu hudng hanh dong nhat
quan véi cac gia tri moi truong ma ho theo dudi
(Van der Werff et al., 2013; Whitmarsh & O’Neill,
2010). Tuy nhién, vai trd diéu tiét cua bién nay trong
mbi quan hé giita ndi dung tir influencer va hanh vi
xanh van con han ché. Do dé, nghién ctru ndy bo
sung dinh danh ban than vi méi trudng nhu mot bién
diéu tiét nham lam rd sy khac biét trong phan tmg
cua nguoi ti€u dung trudc cac ndi dung xanh tur
influencer.

2. Co so Iy thuyét va mé hinh nghién ctru

2.1. Cdc khdi ni¢m nghién ciru

Noi dung chan thyc cua nguoi anh hudng
(Genuine influencer content) duoc dinh nghia la ndi
dung do nguoi anh hudng tao ra dya trén tinh chan
thuc, su minh bach va sy phu hop véi cac gia tri bén
virng. Noi dung nay phan anh céc trai nghiém thuc
té, thé hién cam két that sy ddi véi cc thyc hanh du
lich bén vimg va cung cip thong tin dang tin cay
nham thic day nhan thirc ciing nhu hanh vi than
thién véi mdi trudng cua ngudi theo doi (Rajput &
Gandhi, 2025).

Theo Mansoor et al., (2025), hanh vi vi moi
truong (Pro-environmental behavior) phan anh céc
hanh vi cta ca nhan nhim giam thiéu tac dong tiéu
cuc dén moi truong thong qua nhimg hanh dong nhu
tiét kiém ning luong, giam sir dung vat dung dung
mot lan, bao ton tai nguyén va uu tién lya chon cac
san phém/ dich vu than thién v6i moi truong.

Nhan thiac trach nhiém bao vé moi truong
(Perceived environmental responsibility) 1a mic do
ma ca nhan cam thay ban than co trich nhiém trong
viéc bao vé moi truong thong qua viée y thuc va can
nhic cac quyét dinh tiéu dung hing ngay (Mansoor et
al., 2025).

Pinh danh ban than vi moéi truong (Pro-
environmental self-identity) duoc hiéu 1a mic d6 ma
mot ca nhan nhin nhan ban than minh la nguodi quan
tam va c6 16i song than thién véi moi truong. Khai
niém nay phan anh cach ca nhan tu mo ta chinh minh
thong qua cac gia tri, niém tin va hanh vi bao vé méi
truong, tir d6 anh hudng dén su nhat quan trong cac
hanh dong ctia ho (Whitmarsh & O’Neill, 2010).

2.2. Gid thuyét va mé hinh nghién ciru

Ly thuyét hanh dong hop 1y (Theory of Reasoned
Action - TRA) cua Fishbein va Ajzen cho rang hanh
vi cua ca nhan duoc quyét dinh bdi y dinh thuc hién
hanh vi, trong d6 v dinh chiu anh hudng tir thai d6 va
chuan muc chii quan (Madden et al., 1992). Ké thira
TRA, 1y thuyét hanh vi co ké hoach (Theory of
Planned Behavior - TPB) dugc Ajzen (1991) phat
trién bang cach bd sung yéu td nhan thirc kiém soat
hanh vi nhdm giai thich tot hon cac hanh vi mang tinh
tw nguyén nhung van chiu anh huong boi diéu kién ca
nhan va moéi truong (Ajzen, 1991). Trong linh vuc
hanh vi vi méi truong, TPB va TRA duogc st dung
rong rdi dé giai thich cach thai do, anh huong xa hoi
va nhan thirc c4 nhan nham thiic ddy cac hanh vi tiéu
ding xanh bén viing (Han et al., 2020).

Dua trén nén tang ciia TRA va TPB, nghién ctru
hién tai cho rﬁng ndi dung chan thuc cia nguoi anh
huong c6 thé tac dong dén hanh vi vi méi truong
thong qua vi¢c nang cao nhan thirc trach nhi¢m bao
v€ moi trudng. Déng tho1i, dinh danh ban than vi moi
truong duoc ky vong sé lam gia ting murc do phan
{mg cua ngudi tiéu dung di voi cac ndi dung xanh tir
influencer. Theo Van der Werff et al. (2013), nhiing
ca nhan c6 dinh danh ban than vi méi trudng cao
thuong cé xu hudng hanh dong phu hop voi cac gia
tri mdi trudng ma ho theo dudi. Vi vdy, nghién ciru dé
xudt mo hinh két hop gitra anh hudng truyén thong tir
influencer va cac yéu t tam 1y c4 nhan dé giai thich
hanh vi bén vimg ciia ngudi tiéu ding. Céc gia thuyét
sau duoc dé xuat:

HI1: N¢i dung chan thyc cua nguoi anh huong
tac dong tich cwe dén hanh vi vi méi truong.

H2: Nhan thiee trach nhiém bdo vé moi truong
dong vai tro trung gian trong sw tac dong cua noi
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dung chén thuce ciia ngwoi anh hidng dén hanh vi vi
moi truong.

H3: Pinh danh ban than vi méi trwong diéu tiét
su tac dong cua ndi dung chan thuc cia nguoi anh
hieong dén hanh vi vi méi triweong.

H4: Pinh danh ban than vi méi trwong diéu tiét
su tac dong cua ndi dung chan thuc cia nguoi anh
huong dén nhdn thirc trach nhiém bao vé méi
truong.

Mo hinh nghién ctru dé xut: (Hinh 1)

Hinh 1: Mé hinh nghién cuu dé xudt

Dinh danh ban than
vi méi treong

N&i dung chan thye

quan sat); (2) hanh vi vi méi trudong (7 bién quan sat)
va nhén thtrc trach nhiém bao vé méi truong (7 bién
quan sat); va (3) dinh danh ban than vi moi truong (4
bién quan sat) duogc ké thira lan lugt tir nghién ctru
cua Rajput & Gandhi (2025), Mansoor et al., (2025)
va Whitmarsh & O’Neill (2010).

4. Két qua nghién ctru va thio luan

Theo goi y ctia Hair et al. (2020), nghién ctru dugc
trinh bay theo thtr tu danh gia mo6 hinh do luong va
danh gia mé hinh cu tric.

Nhan thirc trach nhiém
béo vé méi tredng

Hanh vi

clia nguwoi anh hwédng J

3. Phuong phap nghién ciru

Nghién ctru hién tai dugc thyc hién theo phuong
phép dinh luong véi dbi tuong khao sat 1a ngudi tiéu
dung trong linh vuc khach san néi chung. Dt licu
dugc thu thap thong qua viéc phat bang cau hoi truc
tiép va dugc phan tich bing phan mém SmartPLS
4.0. Mau cho nghién ctru nay 1a N = 405. Thang
Likert 7 mirc d6 duoc ap dung dé do luwong khai niém:
(1) ndi dung chan thuc cta ngudi anh hudng (4 bién

:l vi moi trvong

Nguon: Pé xudt ciia tac gid (2026)

4.1. Danh gia mé hinh do luong

Két qua nghién ctru trong Bang 1 cho thay, mic
du hé sb tai nhan t6 ciia mot vai bién quan sat < 0.7
nhung khéng c6 bién nao < 0.6; hon nita, cac gia tri
CR déu > 07 va AVE déu > 0.5 nén tac gia quyét
dinh van gii lai cac bién quan sat c6 hé so tai thap
hon 0.7. Bén canh d6, cac chi s6 HTMT déu < 0.95
nén thang do dat gia tri phan biét. M6 hinh do luong
dat yéu cau.

Bdng 1. K&t qua kiém dinh

" Hésbétai | Cronbach’s ) )

Bién nhan té Alpha CR AVE R Q
NGi dung chan thuc cia nguoi anh 0.600 - 0.865 0.741 0.830 | 0.555
huwéng - GIC
Hanh vi vi mdi treong - PR 0.891 - 0.942 0.970 0975 | 0.849  0.787 | 0.778
Nhan thirc trach nhiém bao vé moi 0.640-0.819 0.860 0.877 | 0.507 | 0.559 | 0.545
trwong - PE
Pinh danh ban than vi mi truong - SI | 0.930 - 0.960 0.960 0.971 | 0.893
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Nguon: Két qud phan tich dit liéu (2026)
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4.2. Pdnh gida mé hinh ciu tric

Theo Bang 1 va 2, cac chi 6 VIF déu < 3 cho théy
hién tuong da cong tuyén khong anh huong dén két
qua nghién ctru. Cac chi s6 R? va Q2 déu > 0.5 cho
thdy, mé hinh c6 kha nang giai thich tot va két qua co
kha nang du bao cao. Hé sb tac dong f> >0 cho théy,
céc bién c6 méi quan hé v6i nhau nén dat yéu cau.

Dbi voi két qua kiém dinh gia thuyét, chi c6 3
trong 4 gia thuyét dua ra dugc ung ho (Bang 3). Theo
d6, ndi dung chan thuc cua nguoi anh hudng s€ tac
dong truc tiép dén hanh vi vi méi trudng cua ngudi
tiéu dung va tac dong gian tiép thong qua nhan thirc
trach nhiém bao vé mdi truong. Tuy nhién, khong
nhu mong doi, dinh danh ban than vi méi truong chi
diéu tiét su tac dong cua influencer dén nhan thire ma
khong dicu tiét sy anh huong cta influencer dén hanh
vi vi m0i truong cia nguoi tiéu dung.

4.4. Théo lugn két qua nghién ciru

Két qua nghién ctru cho thdy H1, H2 dugc chép
nhan; diéu nay ham y cac ndi dung mang tinh chan
thyc, dang tin cdy va gan giii tir ngudi anh hudng 6
thé thiic ddy nguoi tiéu dung thuc hién cac hanh vi
xanh nhiéu hon. Két qua nay phu hop véi Iy thuyét
TPB va TRA khi c4 hai Iy thuyét nay cho rang nhan
thirc va danh gia ca nhan 1a co s¢ hinh thanh hanh vi
(Ajzen, 1991). Pong thoi, nghién ctru gop phan mé
rong 1y thuyét bang cach bd sung nhan thic trach
nhiém moéi trudng nhu mot co ché tam 1y giai thich
tac dong cuia influencer dén hanh vi xanh.

Dbi voi H4, két qua xac nhan dinh danh ban than
vi méi trudng diéu tiét mbi quan hé gitra ndi dung
chan thuc cta influencer va nhan thirc trach nhiém
bao vé moi trudng. Didu nay cho thiy, nhimng c4 nhan

Bang 2. Chi s VIF va f2

VIF f2
GIC - PE 1.794 0.472
GIC—-PR 2.641 0.037
PE—-PR 2.282 0.009
Sl— PE 2.093 0.068
SI—-PR 2.237 1.113

Nguon: Két qua phan tich dit liéu (2026)

c¢6 dinh danh ban than vi méi trudng cao s& dé hinh
thanh cam gidc trach nhiém vd&i moi treong hon khi
tiép can cac ndi dung xanh chan thuc. Két qua nay
pht hop véi quan diém cua Van der Werff et al.
(2013), nhitng ca nhan c6 su tu nhan thirc cao thuong
phéan ting manh hon véi cac gia tri va thong di€p lién
quan dén méi trudong. Tuy nhién, H3 khong duoc tng
ho, cho théy dinh danh ban than vi moéi trudng chua
lam thay d6i dang ké tac dong truc tiép cta ndi dung
chan thuc dén hanh vi vi méi truong. Diéu nay ham y
rang mdc du dinh danh ban than vi méi trudng c6 thé
thiic ddy nhén thic trach nhiém, nhung chua c6 co s&
dé khing dinh yéu té nay s& thay doi hanh vi cia
khéch hang trong nén céng nghiép khach san.

5. Ham y quan tri

Két qua nghién ciru cho thy, tinh chan thyc ctia
ndi dung tu influencer c6 vai trd quan trong trong
viéc thiic ddy hanh vi vi méi truong. Do d6, cac
doanh nghiép can vu tién lya chon nhiing influencer
¢6 hinh anh dang tin cdy, minh bach va thyc sy theo
dudi 16i séng bén viing thay vi chi tap trung vao murc

Bang 3. K&t qua kiém dinh gid thuyét

Gia thuyét Hé s6 dwong dan Original sample (O) P values Két luan
H1 GIC —»PR 0.529 0.000 Ung ho
H2 GIC - PE 0.726 0.000 Ung ho
H3 SIxGIC - PR -0.021 0.482 Khéng ting ho
H4 SIxGIC — PE 0.080 0.015 Ung ho

Nguon: Két qua phan tich dit liéu (2026)

$6 12/2026 217



TAP CHi CONG THUONG

d6 noi tiéng cua ho. Ngudi tiéu ding hién nay c6 xu
hudng nhay cam vdi cac ndi dung mang tinh quang
ba qua mirc hodc thiéu chan thyc trong cac chién
dich bén viing. Vi vay, influencer nén chia sé cic
trai nghiém thyc té, hanh vi xanh trong doi séng
hing ngay va cac hoat dong bao vé méi trudng mot
cach ty nhién dé gia tang tinh thuyét phuc cta thong
diép. Bén canh do6, doanh nghi¢p can xay dung ndi
dung truyén thong theo huéng nang cao nhén thirc

trach nhiém ca nhan d6i voi méi truong thay vi chi
nhdn manh loi ich sin phim. Ngoai ra, két qua
nghién ctru ciing cho thay dinh danh ban than vi méi
truong lam gia tang tac dong cua ndi dung chan thuc
dén nhan thtrc cua khach hang. Piéu nay ham ¥
doanh nghiép nén tap trung xdy dung cong dong
nguoi tiéu dung c6 cung gia tri moi truong thong
qua céc chién dich nhu chia sé thoi quen va cac hoat
dong vi moi truong M
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ABSTRACT:

This study examines the direct and indirect effects of authentic influencer content on
environmentally conscious consumer behavior in the hospitality sector, with customer perception
serving as a mediating variable. In addition, the study investigates the moderating role of green self-
identity in shaping the relationship between authentic influencer content and customer perception.
Data collected from 405 customers were analyzed using SmartPLS 4.0. The results indicate that
authentic influencer content exerts both direct and indirect influences on environmentally conscious
behavior through its positive effect on customer perception. Furthermore, green self-identity
significantly moderates the relationship between authentic content and customer perception, while no
moderating effect is observed in other structural relationships. By integrating concepts from the
Theory of Planned Behavior (TPB) and the Theory of Reasoned Action (TRA), this study extends the
application of these theoretical frameworks to the domains of influencer marketing and sustainable
consumer behavior in the hospitality industry.

Keywords: influencer, environmentally conscious behavior, responsible awareness,
environmental protection.
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