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TOM TAT:

Nghién ctru nay khdm pha tic dong cta truyén théng mang xa hoi dén 1ong trung thanh thuong hiéu,
tap trung vao truong hop thuong hidu bao chi - truyén thong VTV24. Trong bdi canh mang xi hoi trao
quyén kiém soét ndi dung nhiéu hon cho ngudi ding, qua trinh truyén thong khong chi 1a mot chiéu tir
thuong hiéu ma con bao gdm sy tham gia ctia cong chung. Bai bao sir dung phuong phap nghién ctru
dinh luong véi 249 miu khao sat hop 16 tir nguoi ding mang xa hoi da timg tiép xtic voi ndi dung
VTV24, xtr Iy dit liéu qua phan mém SmartPLS 4. Két qua phén tich cho thay, truyén thong mang xa hoi
do VTV24 tao ra (FC) va do cong chiing tao ra (UG) déu c6 tac dong tich cuc dén niém tin thuong hiéu
(BT). Tuy nhién, chi ¢6 truyén théng do VTV24 tao ra va niém tin thuong hiéu tac dong truc tiép va co ¥
nghia théng ké dén long trung thanh thuong hiéu (BL). Truyén thong do cong ching tao ra tic dong dén
1ong trung thanh cha yéu thong qua vai tro trung gian ctia niém tin thuong hiéu. Tir két qua nay, nghién
ctru dé xuét cac khuyén nghi nham nang cao hiéu qua truyén thong mang xa hoi cho VTV24.

Tir khéa: truyén thong mang xa hoi, long trung thanh thuong hiéu, niém tin thwong hiéu, noi dung

do nguoi dung taora, VIV24.

1. it van dé

Su phat trién ciia mang xa hoi da lam thay doi can
ban cach cong chung tiép can, danh gia va tuong tac
v6i thong tin. Truyén thong trén mang xa hoi khong
con 1a qua trinh thuong higu truyén tai thong diép mot
chiéu, ma tré' thanh qua trinh tuong tac da chiéu, noi
cong chiing vira tiép nhan, phan hoi, chia sé va tham
gia tao 1ap ndi dung. Piéu nay dit ra thach thirc trong
viéc quan trj thuong hiéu trén moéi truong sé (Kaplan
va Haenlein (2010).

Ddi voi cac thuong hiéu bao chi - truyén thong
nhu VTV24, gia tri c6t 16i gin lién véi thong tin, do
tin cay va kha nang duy tri sy quan tam cua céng
chang. Trong bdi canh cong ching c6 nhiéu lya chon,
viéc mot thuong hi¢u truyén thong duoc tiép tuc theo
ddi, chu dong tim kiém va uu tién lya chon phu thudc
16n vao chit luong truyén thong, niém tin va su gin
b6 ma thuong hiéu tao dung duoc.

Mic du nhiéu nghién ciru da chi ra vai tro clia
mang xa hoi d6i voi nhén thire, niém tin va long trung
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thanh thuong hiéu, nhung phﬁn 16n lai duoc thuc hién
trong bdi canh cac thuong hiéu thuong mai (thoi
trang, khach san, ban 1¢) voi biéu hién trung thanh 1a
hanh vi mua lai (Ng6 Thi Khué Thu va cong su,
2024). C6 rat it nghién ctru van dung m hinh nay vao
boi canh thuong hi¢u béo chi - truyén thong tai Viét
Nam. Vi vdy, viéc nghién ctru “Anh hudng cia
truyén thong mang xia hoi dén long trung thanh
thuong hiéu: Nghién ctru trudng hop VTV24” 1a can
thiét nham 1am 16 tac dong cua truyén
thong do thuong hi¢u tao ra va do cong

hudéng cong ching tiép tuc theo doi ndi dung, chu
dong tim kiém thuong hiéu trén cac nén tang khac va
uu tién danh thoi gian tiép nhan ndi dung ciia thuong
hi¢u d6 (Oliver, 1999).

2.2. M6 hinh va gid thuyét nghién ciru

Dua trén nén tang ly thuyét ciia Khadim va cong
sy (2018), Laroche va cong sy (2013), Ebrahim
(2019), mé hinh nghién ciru d& xuit gdm 04 bién
chinh véi cac gia thuyét twong img nhu tai Hinh 1.

Hinh 1: Mé hinh nghién ciu dé xuét

chung tao ra dén ni€ém tin va long trung B
thanh thuong hiéu VTV24, qua do6 de
xuat cac giai phap nang cao hiéu qua Truyén thong MXH
truyén thong. counlabigner: sy Hla
Y A (Firm-created SMC)
2.Cos6ly luan
2.1 Mgt s0 khdi niém lién quan Nibwrfin 0 ARG
Truyén thong mang xa hoi (SMC - thuong hiéu >  thuong hidu
Social Media Communication): La qua PR PR
trinh thuwong hiéu va cong chung tao lap, =
. .k . . , L Truyén théng MXH Hib
chia sé, tiép nhén va tuong tac voi cac do-cong chiéng tao'ta
ndi dung trén nén tang mang xa hoi. (Usergenrratd SMC)
SMC dugc chia thanh 2 thanh phan:
truyén thong do thuong hi¢u tao ra (FC) H1d

va do ngudi dung/cong ching tao ra
(UG) (Khadim va cong su, 2018).

Truyén thong do thuong hiéu tao ra
(FC - Firm-created Social Media Communication):
La nhling n6i dung chinh thuc do thuong hiéu chu
dong san xuét, dang tai va quan 1y (Khadim va cong
su, 2018; Tyrvéinen, Karjaluoto va Ukpabi (2023).
Déi véi VTV24, d6 1a tin tire, video, bai viét va cac
hinh thire twrong tac chinh thirc.

Truyén thong do cong ching tao ra (UG - User-
generated Social Media Communication): La cac ndi
dung, danh gia, binh luan, chia sé hoac thao luan cua
ngudi ding mang xa hoi lién quan dén thuong hiéu
(Khadim va cdng su, 2018; Tyrvdinen, Karjaluoto va
Ukpabi 2023).

Niém tin thwong hiéu (BT - Brand Trust): La mtrc
d0 cong chung tin tuong vao thong tin do thuong hi¢u
dang tai, xem d6 1a ngudn tin dang tin cdy, chinh xac
va ¢6 thé tham khao (Chaudhuri va Holbrook, 2001;
Laroche, Habibi va Richard, 2013).

Long trung thanh thuwong hiéu (BL): Trong bdi
canh bao chi - truyén thong, 1ong trung thanh 1a xu
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Nguon: Téc gia dé xudt trén co s6 ké thiva va diéu chinh tir Khadim
va cong sw (2018), Laroche va cong sw (2013), Ebrahim (2019)

3. Phwong phap nghién ctru

Nghién ctru sir dung phwong phap hon hgp, nhung
trong tim 1a phan tich dinh lugng. Dir lidu so cép
duoc thu thap thong qua khio sat tryc tuyén bang
bang hoi Likert 5 diém (1: Hoan toan khong dong y
dén 5: Hoan toan dong ¥).

Déi tugng khao sat 1a nguoi ding mang xa hdi tai
Viét Nam d ting tiép xtic v6i ndi dung cia VTV24.

Phuong phéap chon mau thuan tién duogc ap dung,
thu vé 280 phiéu, sau sang loc con 249 phiéu hop 1¢é.
Dit lidu dugc xir Iy bang phin mém SmartPLS 4 theo
quy trinh hai budc: danh gia mé hinh do ludng (hé sé
tai ngoai, do tin cay, gia tri hdi ty, gia tri phan biét) va
danh gia mé hinh cu trac (R2, 2, tic dong truc tiép,
Bootstrapping kiém dinh gia thuyét).

4. Két qua nghién ciru

4.1. Bic diém méu nghién ciru

Dic diém nhan khau hoc ctia 249 mau hop 1€ cho
thdy co ciu gioi tinh tuong d6i can bang (nam
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46,18%, nir 53,82%). Phan 16n miu thudc nhom tudi
dudi 18 (31,73%), 23-30 (25,70%) va 31-40 tudi
(23,29%). V& nén tang tiép xtic, 97,59% ngudi tra 1o
timg tiép xtc ndi dung VTV24 qua Facebook va
69,48% qua TikTok.

4.2. Danh gida moé hinh do lwong (Hinh 2)

Két qua phan tich SmartPLS 4 cho thay, phan 16n
cac bién quan sat déu c6 hé sd tai ngoai (Outer
loadings) 16n hon 0,70, dam bao chat lugng bién.

Céc chi s6 do tin cay nhu Cronbach’s Alpha va
Composite Reliability (CR) cua ca 4 thang do (FC,

Hinh 2: Két qua mé hinh do luéng

FGi

FC2

«—0.621
FC3

4’/ EC
FC4
0.406 0335
BT1
BT2
BT3
UG1
s 0.835
*—0.818
0.789
ugs 4
0.803
“ UG

uUG4

UG, BT, BL) déu vuot nguong 0,70, dao dong tir
0,759 dén 0,888. Gia tri hoi tu (AVE) cua cac thang
do déu 16n hon 0,50 (thap nhat 1a FC dat 0,586 va cao
nhét 1a BL dat 0,726), khang dinh cac bién quan sat
giai thich tt cho cau tric tiém an. (Bang 1)

V& gi4 tri phan biét, mic du tiéu chi Fornell-
Larcker va HTMT cho thdy, mét s6 ciu trac c6 tuong
quan kha cao do dac thu nhan thirc néi dung thuong
hiéu, két qua Cross Loadings khang dinh cac bién
quan sat déu tai cao nhét 1én dang cau trac 1y thuyét,
dam bao du diéu kién phan tich tiép theo.

BL1
BL2

BL3

Nguon: Két qud xir Iy di liéu bang SmartPLS 4 (2026)

Béng 1. Két qua danh gia dé tin cdy va gia tri hdi tu cta thang do

Bién/ Quan sat Cronbach's Composite Composite Average variance
alpha reliability (rho_a) | reliability (rho_c) | extracted (AVE)
FC-Truyén théng mang xa
héi do VTV24 tao ra 0.759 0.790 0.848 0.586

- FC1-Nai dung truyén théng trén mang xa hoi do VTV24 dang tai khién téi cdm thay hai long.

- FC2-Noi dung truyén théng trén mang xa hoi do VTV24 déng tai dap (ng ky vong theo déi théng tin clia téi.
- FC3-Nai dung truyén théng trén mang xa hoi do VTV24 dang tai dwoc trinh bay hdp d&n va dé tiép nhan.

- FC4-Nbi dung truyén théng trén mang xa hoi do VTV24 dang tai dwoc trién khai tbt hon so véi mot sb

thwong hiéu/kénh truyén théng khac.
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Cronbach's Composite Composite Average variance

Blepioiis alpha reliability (rho_a) | reliability (rho_c) | extracted (AVE)

UG-Truyén théng mang xa

. A . 0.827 0.827 0.885 0.658
hoéi do cdng chung tao ra

- UG1-Nai dung truyén thdng trén mang xa hdi do cong ching tao ra vé VTV24 khién tdi cam thay hai long.
- UG2-Nai dung truyén thdng trén mang xa hdi do cong ching tao ra vé VTV24 dap (rng nhu cau tham khao
thdng tin cla toi.

- UG3-Nbi dung truyén théng trén mang xa hdi do cong ching tao ra vé VTV24 c6 strc hap dan ddi vai toi.

- UG4-Nbi dung truyén théng do céng ching tao ra vé VTV24 trén mang xa hdi cé chat lwong tét hon so véi
ndi dung thao luan vé& mot sb thuwong hiéu/kénh truyén thong khac.

BT-Niém tin thwong hiéu 0.760 0.770 0.861 0.674

-BT1-Théng tin do VTV24 dang tai trén mang xa hdi la ngudn théng tin dang tin cay déi voi toi.

- BT2-Théng tin do VTV24 dang tai trén mang xa hoi la c&n ct khi tdi can kiém chirng hodc tim hiéu thém vé
mot van dé thdi sw - xa hoi.

- BT3-Théng tin do VTV24 dang tai trén mang xa hoi thwéng dép (ng ky vong cla t6i vé dd chinh xac.

BL-Long trung thanh

i 0.811 0.813 0.888 0.726
thwong hiéu

- BL1-To6i sé tiép tuc theo dai ndi dung do VTV24 ding tai trén mang xa hoi trong thoi gian toi.

- BL2-T6i sé& cht dong tim va theo déi VTV24 trén nén tang khac néu khong thay nodi dung clia VTV24 trén nén
tdng mang xa hoéi thwong dung.

- BL3-T6i s&n sang wu tién danh thei gian theo déi ndi dung do VTV24 dang tai trén mang xa hdi hon mot sé
kénh/trang truyén théng khéc.

Nguon: Tdc gia tong hop tir SmartPLS 4 (2026)

4.3. Pdnh gid mo hinh ciu triic va kiém dinh gia  giai thich dugc 75,7% su bién thién cta long trung

thuyét: thanh thuong hiéu (BL) va 47,3% su bién thién cta
Cac hé s6 VIF ctia m6 hinh déu < 3 (dao dong tir  niém tin thuong hiéu (BT). (Bang 2)
1,213 dén 2,334), ching to khong c6 hién twong da Két qua phan tich Bootstrapping cho thay, truyén

cong tuyén nghiém trong. Hé s6 R? cho thdy md hinh  thong do VTV24 tao ra (FC) c6 tac dong tich cuc dén

Bdang 2. K&t qua kiém dinh tac déng truc tiép va gia thuyét

Gié‘ Méi ) Original Sample _St_andard T statistics P Két qua
thuyet | quan hé | sample (O) | mean (M) | deviation (STDEV) | (|O/STDEV]) | values

H1a | FC->BT 0.406 0.392 0.112 3.614 0.000 | Chépnhan

H1b | UG->BT 0.326 0.336 0.106 3.084 0.002 | Chépnhan

H1c | FC->BL 0.335 0.330 0.077 4.350 0.000 | Chépnhan

H1d | UG->BL 0.159 0.167 0.084 1.901 0.057 Bac bd

H2 BT ->BL 0.480 0.477 0.057 8.459 0.000 | Chépnhan

Nguon: Tdc gid tong hop tir SmartPLS 4 (2026)
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niém tin (B = 0,406; p = 0,000) va long trung thanh (B
=0,335; p=0,000). Truyén théng do cong ching tao
ra (UG) c6 tac dong tich cuc dén niém tin (B = 0,326;
p=0,002). Niém tin thwong hiéu (BT) c6 tac dong rat
manh dén long trung thanh thuong hiéu (B = 0,480; p
=0,000). Do do, cac gia thuyét Hla,Hlb, Hlc va H2
duoc chép nhan.

Tuy nhién, tac dong truc tiép cua truyén théng do
cong ching tao ra (UG) dén long trung thanh thuong
hiéu (BL) c6 p-value = 0,057 (> 0,05), do do gia
thuyét H1d bi bac bo. Thay vao dé, phén tich bd sung
chimg minh rang truyén thong do cong ching tao ra
(UG) tac dong gian tiép dén long trung thanh (BL)
théng qua bién trung gian 14 niém tin thuong hiéu
(BT) (p=0,156; p=0,003).

5. Két luan va khuyén nghi

5.1. Két lugn

Nghién ctru khang dinh mé hinh do ludng c6 kha
ning giai thich t6t qua trinh hinh thanh long trung
thanh d6i voi thuong hiéu bao chi - truyén thong
VTV24 trén mang xa hoi. Két qua cho thay, trong bdi
canh nay, ndi dung chinh thirc do thuong hi€u tao ra
dong vai tro tryc tiép va quyét dinh nhit dén ca niém
tin va long trung thanh. Trong khi do, cac thao luan
do cong chiing tao ra chi thuc sy thiic dy long trung
thanh khi ching gop phan ciing c¢6 niém tin ctia nguoi
ding dbi véi thuong hiéu. Niém tin thwong hiéu

TAI LIEU THAM KHAO:

chinh 1a co ché trung tam, giit vai tro then chot
chuyén hoa cac nd luc truyén théng thanh xu hudng
theo ddi va uu tién tiép nhan thong tin dai han.

5.2. Mjt s6 khuyén nghi

Doi véi ndi dung truyén thong do VIV24 tao ra:
Can tiép tuc uu tién chat lugng ndi dung chinh thirc
trén mang xa hodi, bao dam tinh chinh xac, rd rang
va dé& tiép nhan. Ché trong vao tiéu dé, hinh anh,
video va cdu tric thong tin dé tang mirc do thu hut
va ghinhd.

Poi véi viée dinh hudng néi dung do cong ching
tao ra: Can theo ddi va tao moi truong ddi thoai tin
cdy bang cach khuyén khich cac twong tc lanh manh,
phéan hdi binh luan phii hop, ghi nhan y kién tich cuc
va xtr 1y kip thoi cac ludng thong tin sai 1éch trén
khong gian mang.

Cuing ¢ niém tin thuwong hiéu: Duy tri nhat quan
cac tiéu chuan vé ngudn tin va cach kiém ching. Pic
biét voi céc tin tirc thoi sy phure tap, thong tin phai
trinh bay rd bdi canh va ngudn dan dé cong chung st
dung lam can ctr tham khao déang tin cdy.

Nang cao long trung thanh: Thay vi chi tap trung
vao lugt xem ngén han, VTV24 can phat trién quan
h¢ dai han thong qua viéc xay dung cic tuyén noi
dung 6n dinh, c6 tinh dinh danh cao, tao 1y do dé
nguoi ding uu tién lya chon kénh giita bbi canh bung
no thong tin sb W
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ABSTRACT:

This study explores the impact of social media communication on brand loyalty, focusing on
the case of VTV24, a journalism and media brand. In the context of social media empowering users
to participate in content creation, communication is no longer one-way but involves active audience
engagement. The study employs a quantitative method with 249 valid responses from social
media users exposed to VIV24 content, analyzed using SmartPLS 4. The results indicate that both
firm-created communication and user-generated communication positively affect brand trust. However,
only firm-created communication and brand trust have a direct and statistically significant impact on
brand loyalty. User-generated communication influences loyalty primarily through the mediating role
of brand trust. Based on these findings, the study proposes recommendations to enhance the
effectiveness of social media communication for VTV24.

Keywords: social media communication, brand loyalty, brand trust, user-generated content,
VTV24.
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