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Tém tit: Nghién ciru dé xudt va kiém dinh mét mé hinh Iy thuyét nham danh gid tac dong ciia Nguoi
c6 anh hwéng dén hiéu qua truyén thong sé trong nganh béan 1é dién thogi va thiét bi théng minh tai
Viét Nam. Dwa trén nén tang ciia Thuyét dg tin cdy nguon (Source Credibility Theory) va mé hinh Kich
thich — Co ché — Phan img (S-O-R), nghién ciru xem xét anh huwong ciia ba dic diém chinh ciia KOL la
Chuyén mén, Sw hdp dan, va B¢ tin c¢dy dén cdc bién trung gian la Niém tin vao KOL va Thai d¢ doi
Vv6i thirong hiéu. Cdc bién nay sau dé dwoc ky vong sé tac déng dén cdc phan vmg hanh vi ciia ngieoi
tiéu ding, bao gom Y dinh mua hang, Mirc dé tiong tdc, va Hanh vi chia sé ngi dung. Két qud cho thdy
cac dac diém cia KOL ¢6 tac dong tich cuc va dang ké dén niém tin va thdi do, tir d6 anh huong manh
mé dén cac hanh vi ciia nguoi tiéu ding. Nghién civu cung cap nhitng ham ¥ quan tri quan trong cho
cac doanh nghiép trong viéc lva chon va trién khai chién luoc KOL marketing hiéu qua.

Tir khéa: Nguoi co anh huéng, KOLs, truyén thong s, ban 1¢, hanh vi, tiéu dung.

1. Pit van dé

Trong boi canh bing nd ciia cudc cach mang cong nghiép 4.0, truyén thong s6 da tré thanh mot cong
cu khong thé thiéu trong chién luoc marketing cua cac doanh nghi¢p. Pac biét, tai Viét Nam, vdi hon
70 triéu nguoi dung mang xa hdi (PRCA Asia Pacific, 2023), vai tro cuia nhitng Nguoi ¢6 anh huong
(Key Opinion Leaders - KOLs) ngdy cang tré nén quan trong. Ho khong chi 1 kénh truyén tai thong
diép ma con 12 nhan t6 dinh hinh quan diém va thuc day quyét dinh mua sim ctia nguoi tiéu dung, nhét
13 trong nganh hang c6 vong doi san phim ngan va canh tranh khéc 1iét nhu dién thoai va thiét bi théng
minh. Thi truong ban 1€ di€n thoai thong minh tai Viét Nam dang ching kién su canh tranh gay gét gitita
cac thuong hiéu 16n nhu Apple, Samsung, OPPO, va Xiaomi. Cac hang lién tuc tung ra cac chién dich
truyén thong sé quy mé 16n, trong d6 viéc hop tac véi KOLs duoc xem 1a mot chién luge then chdt
dé tiép can thé hé nguoi dung tré. Mic du cac nghién ctru vé marketing ngudi anh hudng (influencer
marketing) da dugc thuc hién rong rai (Freberg et al., 2011; Lou & Yuan, 2019), van con mot khoang
tréng dang ké trong viéc xay dung mdt mo hinh toan dién, kiém dinh béng dr li¢u thuc nghi¢m vé co
ché tac dong cua cac dic diém KOL dén hiéu qua truyén thong trong bdi canh dic thi ciia nganh ban 1é
thiét bi cong nghé cao tai Viét Nam.

Vé mit 1y thuyét, cac cong trinh hién ¢ thudng tip trung vao cic nganh hang tiéu ding nhanh
hodc thoi trang va chua khai thac sdu cac chi s6 hiéu qua cta truyén thong s6 nhu mirc do tuong tac
(engagement) hay hanh vi chia sé ndi dung (content sharing). V& mit thuc tién, cac doanh nghiép van
con lung tang trong viée lya chon KOL phtt hop va do luong hiéu qua dau tu (ROI) mét cach khoa hoc.
Do d6, cau hoi nghién ctru dugce dat ra la: Cdc dac diém nao cia KOL (chuyén mon, su hcfp dan, do
tin cdy) tac dong nhw thé nao dén niém tin va thai dé cia nguoi tiéu ding, va qua dé, danh huwdng dén
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hiéu qua ciia mot chién dich truyén théng sé (thé hién qua y dinh mua, twong téc va chia sé néi dung)?
Nghién ctru nay duogc thuc hién nhim giai quyét khoang tréng trén bang cach dé xuét va kiém dinh mot
mo6 hinh tich hop, tir 46 cung cép bang chimg thuc nghiém va cac ham y quan tri gia tri cho cac doanh
nghiép trong nganh.

2. Phuong phap va mo hinh nghién ciru

Phuong phap nghién ciru: Dya trén nén tang ciia Thuyét do tin ciy ngudn (Source Credibility
Theory) va mé hinh Kich thich — Co ché — Phan tmg (S-O-R), nghién ctru xem xét anh huéng cua
ba dic diém chinh cua KOL la Chuyén moén (Expertise), Su hép dan (Attractiveness), va D tin cay
(Trustworthiness) dén cac bién trung gian 1a Niém tin vao KOL (Trust in KOL) va Thai do ddi véi
thuong hiéu (Brand Attitude). Cac bién nay sau d6 duoc ky vong sé tac dong dén cac phan ung hanh vi
ctia nguoi tiéu dung, bao gdm Y dinh mua hang (Purchase Intention), Mtc do tuong tac (Engagement),
va Hanh vi chia sé ngi dung (Content Sharing). Phuong phap nghién ctru dinh lugng dugc st dung thong
qua khao sat ngudi tiéu dung tai Ha Noi. Dit liéu dugc phan tich bang mé hinh phwong trinh cu tric
binh phuong t6i thiéu riéng phan (PLS-SEM).

X4y dyng mé hinh: Dua trén nén tang 1y thuyét va cac nghién ctru trude (Lou & Kim, 2019; Gong
et al., 2022), cac tac gia d& xuat mo hinh nghién ciru nhu trong Hinh 1 va cac gia thuyét sau:

Purthase lnleolicn

Attrartivenasa Engagemnenl

Brand Aetituds

Trustworthiness Corcent Sharing

Hinh 1: Mé hinh nghién ctru dé xuit

Niém tin vao KOL 1a nén tang ciia mdi quan hé, duoc xay dung dua trén chuyén mén (H1a), sy hap
dan (H1b) va do tin cdy (Hlc) cia ho. Tuong tu, thai do tich cuc ddi vai thuong hi¢u ciing dugc hinh
thanh khi KOL s hitu cac dic diém nay (H2a, H2b, H2c).

« HI: Cdc dic diém cia KOL (a. Chuyén mén, b. Hap dan, c. Pé tin cdy) c6 anh huong tich cuc

dén Niém tin vao KOL.

« H2: Cdc dic diém cia KOL (a. Chuyén mén, b. Hap dan, c. Pé tin cdy) c6 anh huong tich cuc

dén Thai @6 doi véi thong hiéu.

Khi nguoi tiéu ding tin twong KOL, ho ¢6 xu hudng tin vao dé xuit va c6 ¥ dinh mua hang cao
hon (H3) ciling nhu tuong tac nhiéu hon voi ndi dung (H4). Thai do tich cuc ddi véi thuong hiéu cling
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khuyén khich ngudi tiéu ding tuong tac (H5) va chia sé nodi dung vé thuong hiéu (H6).

« H3: Niém tin vao KOL cé anh huong tich cwc dén y dinh mua hang.

« H4: Niém tin vao KOL ¢6 anh hiong tich cwe dén mire dg twong tdc.

« H5: Théi do déi véi thwong hiéu co anh huong tich cuc dén mire do twong tac.

« HG6: Thai do déi véi thuong hiéu coé anh huong tich cuc dén hanh vi chia sé ngi dung.

Nghién ctru ap dung phuong phap dinh tinh. Dit liéu duoc thu thdp qua khao sat truc tuyén bang
Google Forms tir 225 nguoi tiéu dung (18-35 tudi) tai Ha Noi ¢ twong tac véi ndi dung cua KOL trong
nganh dién thoai. Phuong phép chon mau thuan tién dugc st dung. Céc khai ni¢m dugc do luong bé“lng
thang do Likert 5 diém, ké thira tir c4c nghién ctru uy tin (chi yéu tir Ohanian, 1990) va diéu chinh cho
phu hop. Dit liéu dugc phan tich bang phan mém SmartPLS 4.0 véi k§ thuat mé hinh hoa phuong trinh
cAu tric (PLS-SEM). Qua trinh phén tich gdm hai budc: Panh gid mé hinh do luong (d6 tin cay, gia tri
hoi ty, gia tri phan biét) va danh gid mé hinh cu trac (kiém dinh gia thuyét bing bootstrapping 5.000
mau 1ap).

3. Két qua nghién ctru

3.1. Théng ké mé ti méu

Mau nghién ctru (N=225) bao gém 55,6% nir va 44,4% nam. Phan 16n thuéc nhém tudi 18 - 21
(68.0%), co trinh do dai hoc (86,7%). Pa s6 (95,6%) st dung mang xa hoi trén 2 tiéng/ngay va 88,4%
biét dén cac KOL cong nghé, cha yéu qua TikTok (84%) va Facebook (65,3%).

Biang 1: Thong ké mé ti miu nghién ctru

Cac dic diém Study 1
Tan suat Tylé
(N=225)
Gidi tinh Nam 100 44,44%
N 125 55,56%
Do tudi 18- 21tuéi 153 68,00%
22 - 24 tubi 54 24,00%
Trén 25 tubi 18 8,00%
Hoc van Dai hoc 195 86,67%
Sau dai hoc 30 13,33%
Thu nhap Dui 5 triéu 132 58,67%
Trén 10 triéu 28 12,44%
Tu5-10triéu 65 28,89%
Co sir dung mang xa héi trénhai | Co 215 95,56%
tiéng hay khdng Khong 10 4 44%
Co biét cac KOLs lién quan dén Co 199 88,44%
cong nghé hay khdng Khéng 26 1,56%

3.2. Danh gia mo hinh do luong

Két qua phan tich cho thay mé hinh do ludng dat yéu cau vé do tin cay va gia tri. Cac hé so tai ngoai
(>0,7), Cronbach’s Alpha (>0,8), P tin cdy tong hop (CR > 0,8), va Phuong sai trich trung binh (AVE
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> 0,5) déu dat ngudng khuyén nghi. Tiéu chi Fornell & Larcker va hé sé VIF (<5) ciing cho thay gia tri
phan biét tot va khong co hién tuong da cong tuyén.

Bang 2: Két qua danh gia mé hinh do lwong

Tén bién Thang do Outer Loadings VIF AVE CR CA
ATTI 0,875 2,570
o ATT2 0,843 2,026
Tinh hap din - ATT 0,739 0,883 0,882
ATT3 0,870 2,463
ATT4 0,849 2,185
BRAI 0,918 3,422
Thai do doi vei BRA2 0,876 2,253 0,834 0,902 0,900
thuong hiéu- BRA
BRA3 0,944 4,149
ENGI 0,868 3,118
ENG2 0,847 3,004
ENG3 0,868 3,109
T::';’ tac noi dung ENG4 0,891 3,936 0,755 0,947 0,946
ENG5 0,851 3,156
ENGB 0,867 3,319
ENG7 0,887 4,044
EXP1 0,867 2,519
i a1 man - EXP2 0,908 3,333
Tinh chuyén mon 0,784 0,909 0,908
EXP EXP3 0,881 2,678
EXP4 0,886 2,972
PURI 0,900 3,393
) PUR2 0,849 2,535
Y dinh mua hang -
PUR PUR3 0,873 2,825 0,774 0,929 0,927
PUR% 0,887 3,076
PUR5 0,888 3,106
SHR1 0,866 3,170
SHR2 0,864 2,889
i2 58 NG - SHR3 0,913 4,126
Chia sé noi dung 0,789 0,948 0,946
SHR SHR4 0,908 4,223
SHR5 0,882 3,410
SHR6 0,896 3,879
TRK1 0,914 3,639
TRK2 0,867 2,466
Trust in KOL - TRK 0,783 0,909 0,907
TRK3 0,908 3,560
TRK4 0,850 2,236
TRUT 0,910 3,674
TRU2 0,914 3,585
D& uy tin - TRU 0,817 0,926 0,925
TRU3 0,918 3,584
TRU4 0,874 2,617
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3.3. Ddnh gid mé hinh céu triic va kiém dinh gid thuyét

Tét ca cac gia thuyét déu duoc ung ho & mirc ¥ nghia p < 0,05. M6 hinh ¢6 ning luc giai thich tot
vé6i cac hé sb R? cho bién Niém tin (75,4%), Thai do (73,6%), Y dinh mua (65,0%), Tuong tac (67,8%)
va Chia sé (55,4%).

Biang 3: Két qua kiém dinh cac gia thuyét

Gié thu é't Mé’i uan hé original sample mean ::?I'i‘adt?;ld\ T StatiStics P values T6n ké't
v auanne | sample (0) (M) (svoey) | (10/STDEVD J
Hla EXP ->TRK 0,441 0,442 0,066 6,725 0,000 Chap nhan
H1b ATT ->TRK 0,142 0,146 0,067 2,18 0,034 Chap nhan
Hle | TRU->TRK 0,362 0,358 0,074 4,924 0,000 Cha&p nhan
H2a | EXP->BRA 0,196 0,200 0,076 2,566 0,010 Chap nhan
H2b | ATT->BRA 0,484 0,483 0,069 6,963 0,000 Chap nhan
H2c | TRU->BRA 0,254 0,250 0,082 3,105 0,002 Chap nhan
H3 | TRK->PUR 0,806 0,807 0,042 19,079 0,000 Chap nhan
Ht | TRK->ENG 0,517 0,517 0,073 7,094 0,000 Chap nhan
H5 BRA -> ENG 0,348 0,347 0,075 4,613 0,000 Ch&p nhan
H6 BRA -> SHA 0,745 0,744 0,040 18,714 0,000 Chap nhan

4. Théo luin

Két qua nghién ctru mang lai nhirg phat hién quan trong vé co ché tac dong cua KOLs trong nganh
ban 1¢ cong nghé.

Thir nhét, vai tro khic biét cua cac dic diém KOL. Nghién ciru chi ra rang chuyén mén (B=0,441)
1a yéu t6 anh huéng manh nhit dén viéc xay dung niém tin ciia nguoi tidu dung, dic biét trong nganh
hang cong nghé. Yéu t6 do tin cay (B=0,362) cling dong vai trd quan trong. Nguoc lai, su hip dan co tac
dong manh nhat dén thai d6 ddi véi thuong hidu (B=0,484). Mot KOL c¢6 phong cach 16i cudn c6 thé tao
ra hiéu ing hao quang, gitp thwong hiéu tr& nén hap dan hon. Phat hién nay cho thay mot sy “phan vai”
16 rang: Doanh nghiép can KOL c6 chuyén mon dé thuyét phuc vé mit 1y tri (xay dung niém tin) va can
KOL hip dan dé tac dong vé mat cam xtc (xay dung thai do tich cuc).

Tht hai, niém tin 1 con dudng truc tiép dan dén quyét dinh mua hang. Két qua cho thiy mdi quan
hé cuc ky manh mé& gitta Niém tin vao KOL va Y dinh mua hang (p=0,806). Diéu nay khang dinh khi
ngudi tiéu dung da tin tudng vao su gisi thiéu cia mot KOL, rao can déi véi quyét dinh mua hang gan
nhu duoc go bo, nhin manh tim quan trong chién luge cta viée xay dung niém tin.

Thi ba, thai do tich cuc thiic ddy sy lan téa. Nghién ctru cho thdy Thai d6 d6i véi thuong hiéu c6
tac dong rat 16n dén Hanh vi chia sé ndi dung (p=0,745). Khi ngudi tiéu dl‘lng c6 cam tinh tot v&i mot
thuO’ng hiéu, ho sé tu nguyen trd thanh nhung ‘dai st thwong hiéu”. Ca niém tin va thai d6 déu 1a nhiing
cau ndi quan trong, chuyén hoa cac dic diém cua KOL thanh cic hanh vi cu thé cia nguoi tiéu dung,
phu hop v61 mo hinh S-O-R.

7

5. Két luan va ham y

5.1. Két lugn:
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Nghién ctru di thanh cong trong viéc xay dung va kiém dinh mot mé hinh toan dién vé tac dong cua
KOLs dén hiéu qua truyén thong ) trong nganh ban 1¢ di¢én thoai tai Viét Nam. Két qua thuc nghi¢m
dd khang dinh vai trd quan trong cua cac dic diém KOL (chuyén mén, hap dan, do tin cdy) trong viéc
hinh thanh niém tin va thai dg cua nguoi tiéu dung, tur d6 thuc day cac hanh vi muc ti€éu nhu y dinh mua
hang, tuong tac va chia sé ndi dung.

5.2. Ham y quadn tri

Tir két qua nghién ciru, cac tac gia dé xuat mot sé ham y cho cac nha quan tri marketing:

Luya chon KOL theo muc tiéu: Néu muc tiéu 14 thiuc day doanh s, hdy uu tién KOL c¢6 chuyén mon
sdu va dg tin cdy cao. Néu muc ti€u la tdng nhan dién thuong hiéu, hay chon KOL c6 strc hap dan.

Xay dung mbi quan hé dai han: PAu tu vao quan hé ddi tac chién luoc, dai han voi KOL phu hop sé
gitp tang tinh nhat quan va cing ¢6 ni€m tin bén ving.

Két hop da dang KOL: Str dung két hop KOL tim ¢& dé tao 6 pht va KOL vi mé (micro-influencers)
dé tao tuong tac sau va tang tinh chan thyc.

Trao quyén sang tao cho KOL: Cho phép KOL tu do sang tao ndi dung theo phong cach ty nhién dé
thong di¢p trd nén gan giii va hi¢u qua hon.

Tai liéu tham khao

1. Abbas, A., Afshan, G., Aslam, 1., & Ewaz, L. (2018). Impact of celebrity endorsement on customer’s
buying intention. International Journal of Management, Economics and Social Sciences, 7(1), 1-18.

2. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: Strategy, implementation and practice (7th
ed.). Pearson UK.

3. Foroudi, P, Jin, Z., Gupta, S., Foroudi, M. M., & Kitchen, P. J. (2021). Antecedents and consequences
of brand love and brand advocacy: The moderating role of brand commitment. Journal of Business
Research, 122, 649-663.

4. Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the social media influencers?
A study of public perceptions of personality. Public Relations Review, 37(1), 90-92.

5. Gong, X., Ren, J., Zeng, L., & Xing, R. (2022). How key opinion leaders influence consumers’ purchase
intention in short-form video platforms. Frontiers in Psychology, 13, 972871.

6. Hair, J. F,, Ringle, C. M., & Sarstedt, M. (2013). Partial least squares structural equation modeling (PLS-
SEM) using SmartPLS. Marketing Bulletin, 24(1), 1-32.

7. Hovland, C. L, Janis, 1. L., & Kelley, H. H. (1953). Communication and persuasion: Psychological
studies of opinion change. Yale University Press.

8. Ki,C.W.,, &Kim,Y. (2019). The effectiveness of celebrity endorsements in online advertising: Evidence
from the retail industry. Journal of Retailing and Consumer Services, 46, 177-185.

9. Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and credibility affect consumer
trust of branded content on social media. Journal of Interactive Advertising, 19(1), 58-73.

10. Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. MIT Press.

11. Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers’ perceived
expertise, trustworthiness, and attractiveness. Journal of Advertising, 19(3), 39-52.

12. PRCA Asia Pacific. (2023). The power of personal branding: How Vietnamese influencers are shaping
their online presence.

13. VanMeter, R. A., Grisaffe, D. B., & Seidman, W. (2018). Brand engagement behavior: Scale development
and validation. Journal of Brand Management, 25(2), 167-183.

(82 Tap chi KINH TE CHAU A - THAI BINH DUONG s 2 (685) thang 6/2025



