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TRUONG PAI HQC KINH TE
Pon vi: Khoa Thuwong mai dién tir
THONG TIN KET QUA NGHIEN CUU
1. Théng tin chung
- Tén d@ tai: Nghién ctru cac con duong ra quyét dinh mua hang truc tuyén: vai trd cta dong
lrc mua siam va sy hién dién (Exploring online purchase decision pathways: The role of
shopping motivation and presence)
- M s6: T2025-04-59
- Chii nhiém d@é tai: Nguyén Thi Minh Tam
- Thanh vién tham gia: Ta Nguyét Phuong, Phan Nhu Hién, Tran Nguyén Hoang Phuong
- Pon vi chii tri: Khoa Thuong mai dién tir; Truong Pai hoc Kinh té - Pai hoc Pa Ning
- Kinh phi thye hién: 75.000.000 VND (bay muoi lam triéu dong y)
- Thoi gian thwe hién: 12 thang (tir thang 08 nam 2025 dén thang 07 nam 2026)
2. Muc tiéu nghién ctru:

Nghién ctru nham xac dinh va phan tich anh huong cta dong luc mua sam, su hién dién
va phan doan dén ¥ dinh mua san pham lam dep va cham soc ¢4 nhan trén san thuong mai dién
tu. Trong d6, dong luc mua sdm dugc xem xét thong qua cac dang dong luc ndi tai va ngoai tai;
su hién dién g@)m hién dién xa hdi va hi¢n di¢n tir xa; phan doan duogc thé hién qua qua trinh
danh gia cac lya chon thay thé va nhan biét y dinh mua trudc khi hinh thanh ¥ dinh mua cudi
cung.

Cu thé, nghién ctru hé thong héa co so 1y thuyét va cac nghién ciru lién quan; xay dung
mo hinh dya trén Ly thuyét Ty quyét va Throughput Model; kiém dinh cdc mdi quan hé giira
dong lyc mua sam, sy hién dién, phan doan va y dinh mua; dong thoi dé xuat cac ham y quan
tri giup doanh nghiép va nha ban 1¢ hd trg qua trinh ra quyét dinh, cai thién trai nghiém mua
siam va thiic day y dinh mua ctia nguoi tiéu ding.

3. Tinh moi va sang tao:

Tinh m&i va sang tao ctia nghién ctru thé hién & viée tich hop Ly thuyét Tu quyét véi
Throughput Model trong cting mét khung phan tich nham giai thich qué trinh hinh thanh y dinh
mua tryc tuyén. Thay vi xem quyét dinh mua nhu mét chudi tuyén tinh ¢ dinh, nghién ctru tiép
can hanh vi nguoi tiéu dung theo hudng linh hoat va da 19 trinh, trong do cac yéu to dong luc
mua, sy hién dién va phan doan c6 thé két ndi v6i nhau theo nhitng duong di khac nhau.

Vé mit Iy thuyét, nghién ctru dong goép bang cach mé rong cach tiép can trong nghién
ctru hanh vi mua sim truc tuyén tir viéc xem xét cac yéu td tic dong riéng 1é sang viéc giai thich
qua trinh hinh thanh ¥ dinh mua thong qua su twong tac gitra dong luc c4 nhan, trai nghiém trén
nén tang va qua trinh xir 1y thong tin. Viéc tich hop Ly thuyét Ty quyét va Throughput Model
cho phép 1am 13 cach thirc ngudi tiéu dung chuyén tir trang thai c6 dong luc, tiép nhan cac tin
hi€u trong moéi trudng truc tuyén, thyc hién danh gia lya chon va hinh thanh y dinh mua.

Nghién ctru cu thé hoa cac thanh phan cua Throughput Model trong bdi canh mua sim
truc tuyén: dong luc dai dién cho nhan thuc; sy hién dién dai dién cho céc tin hiéu thong tin va

trai nghiém; phan doan bao gdm danh gia cac lua chon thay thé va nhan biét y dinh mua; con y

Vil



dinh mua duoc sir dung dé phan anh két qua ctia qua trinh ra quyét dinh. Trén co so do, nghién
ctru dé xuét sau 10 trinh gém: mua hang nhanh, mua hang c6 chon loc, mua hang can nhéc, mua
hang 4n tugng, mua hang truyén thong va mua hang hién dai.

DPiém mai khac 1a nghién ctiu déng thoi xem xét mdi quan h¢ gitra dong lyc mua va sy
hién dién, cling nhu 1am rd vai trd ctia phan doan trong qua trinh chuyén tir dong lyc mua va
trai nghiém trén nén tang dén ¥ dinh mua. Khung nghién ctru duoc kiém dinh trong bdi canh
san phém lam dep va cham séc cé nhan trén san thuong mai di¢n tur tai Viét Nam, qua do bd
sung bang chimg thuc nghiém cho mot bdi canh nganh hang va thi trudong cy thé.

4. Két qua nghién ctru:

Nghién ctru thu thap duoc 677 phiéu khao sat hop 16 tir ngudi tiéu dung tir 18 dén 30 tudi
tai thanh ph6 Pa Néng, da timg mua san pham 1am dep va cham sdc c4 nhan trén san thuong
mai dién tir. Dir lidu dugc phan tich bang phuong phap PLS-SEM trén phan mém SmartPLS
3.0, str dung k¥ thudt bootstrapping vdi 5.000 mau lap.

Két qua dénh gia mé hinh do ludng cho thiy cac thang do dat yéu cau vé do tin cdy va
gia tri. Hé s6 Cronbach’s Alpha va d9 tin cdy tong hop déu 16n hon 0,7; AVE dao dong tir 0,504
dén 0,678; cac gia tri HTMT déu nhé hon 0,85; va céc gia tri VIF déu dudi 5. Hai bién quan sat
INM2 va INM3 duoc loai khoi mé hinh dé cai thién gia tri hdi tu.

Két qua kiém dinh cho thay ca sau gia thuyét déu dugc chap nhan:

Pong lyc mua tac dong tich cuc dén y dinh mua: p = 0,145; t = 3,770.
Pong lyc mua tac dong tich cuc dén sy hién dién: B = 0,760; t = 42,827.
Su hién dién tac dong tich cuc dén dong lyc mua: f=0,760; t =41,714.
bong luc mua tac dong tich cuc dén phéan doan: f =0,437; t = 9,360.
Su hién dién tac dong tich cuc dén phan doan: § = 0,269; t = 4,660.
Phan doan tac dong tich cuc dén y dinh mua: §=0,573; t =15,728.

Trong d6, phan doan co tac dong truc tiép manh nhat dén y dinh mua, vuot trdi so véi tac
dong truc tiép cua dong luc mua. M6 hinh gidi thich dugc 44,1% bién thién cua phan doan,
57,7% bién thién cua su hién dién, 57,7% bién thién ctia dong luc mua va 45,7% bién thién cua
¥ dinh mua.

Két qua f* tiép tuc cho thdy phan doan co tac dong 16n dén ¥ dinh mua véi 2 = 0,356;
dong luc mua c6 tac dong nho dén y dinh mua véi £2 = 0,023; dong lyc mua va sy hién dién tac
dong dén phan doan véi 2 1an luot 14 0,144 va 0,055; dic biét, sy hién dién c6 tac dong rat 1on
dén dong luc mua véi 2= 1,365. Nhin chung, két qua khfmg dinh vai tro ndi bat cua phan doan,
déng thoi cho théy dong lyc mua va sy hién dién cé mbi lién hé chat ché trong qua trinh hinh
thanh y dinh mua truc tuyén.

5. San pham caa dé tai:
San pham khoa hoc: 02 bai bao, gdm 01 bai bao trong nudc va 01 bai bao qudc té da duoc
dang.
San pham dao tao: huéng dan 01 sinh vién thyc hién khoa ludn tét nghiép theo hudng ciia dé
tai.

Bao cao: 01 bao cado toan van va 01 bao cao tom tat.

viii



6. Phuong thirc chuyén giao, dia chi img dung, tic dong va lgi ich mang lai ciia két qua
nghién ciru:

Két qua nghién ctru duge chuyén giao thong qua bdo cdo toan vin, bdo cdo tém tit, cic cong

bd khoa hoc va san pham dao tao; 6 thé duge sir dung lam tai liéu tham khao cho hoat ddng
giang day, nghién ciru va quan tri thuong mai dién tir.
Ngay... thang... nam... ...

Chii nhi¢m deé tai
(ky, ho va tén) (ky, ho va tén)

T
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Pon vi quén ly
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1. General information
- Project title: Exploring Online Purchase Decision Pathways: The Role of Shopping
Motivation and Presence
- Project code: T2025-04-59
- Principal investigator: Nguyen Thi Minh Tam
- Research team members: Tran Nguyen Hoang Phuong, Ta Nguyet Phuong, Phan Nhu Hien
- Host institution: Faculty of E-Commerce, University of Economics - The University of
Danang
- Funding: VND 75.000.000 VND
- Duration: 12 months (from August 2025 to July 2026)
2. Research objectives:

The study aims to identify and analyze the effects of shopping motivation, presence, and
judgment on consumers’ purchase intention toward beauty and personal care products on e-
commerce platforms. Shopping motivation includes intrinsic and extrinsic forms; presence
comprises social presence and telepresence; and judgment is reflected in the evaluation of
alternatives and the recognition of purchase intention before the final purchase intention is
formed.

Specifically, the study systematizes the relevant theoretical foundations and prior
research; develops a model based on Self-Determination Theory and the Throughput Model;
tests the relationships among shopping motivation, presence, judgment, and purchase intention;
and proposes managerial implications to support consumer decision making, improve the online
shopping experience, and strengthen purchase intention.

3. Novelty and creativity:

The novelty of the study lies in integrating Self-Determination Theory and the
Throughput Model into a unified analytical framework for explaining the formation of online
purchase intention. Rather than treating purchase decisions as a fixed linear sequence, the study
conceptualizes consumer decision making as a flexible, multi-path process in which motivation,
presence, and judgment may be linked through different pathways.

The study operationalizes the components of the Throughput Model in the online
shopping context: motivation represents perception; presence represents informational and
experiential cues; judgment includes the evaluation of alternatives and intention recognition;
and purchase intention reflects the outcome of the decision-making process. Six pathways are
proposed: rapid purchase, selective purchase, deliberative purchase, impression-driven
purchase, traditional purchase, and modern purchase.

The study also simultaneously examines the reciprocal relationship between motivation

and presence and clarifies the role of judgment in translating motivation and platform



experience into purchase intention. The framework is validated in the context of beauty and
personal care products on e-commerce platforms in Vietnam.
4. Research results:

The study obtained 677 valid responses from consumers aged 18 to 30 in Da Nang who
had purchased beauty and personal care products on e-commerce platforms. The data were
analyzed using PLS-SEM in SmartPLS 3.0 with 5,000 bootstrap subsamples.

The measurement model satisfied the required reliability and validity criteria. Cronbach’s
alpha and composite reliability exceeded 0.70; AVE ranged from 0.504 to 0.678; all HTMT
values were below 0.85; and all VIF values were below 5. INM2 and INM3 were removed to
improve convergent validity.

All six hypotheses were supported:

Motivation positively affects purchase intention: B = 0.145; t = 3.770.
Motivation positively affects presence: = 0.760; t = 42.827.
Presence positively affects motivation: B = 0.760; t = 41.714.
Motivation positively affects judgment: f = 0.437; t = 9.360.
Presence positively affects judgment: = 0.269; t = 4.660.

Judgment positively affects purchase intention: p = 0.573; t = 15.728.

Judgment had the strongest direct effect on purchase intention, substantially exceeding
the direct effect of motivation. The model explained 44.1% of the variance in judgment, 57.7%
in presence, 57.7% in motivation, and 45.7% in purchase intention.

The f2 results further showed a large effect of judgment on purchase intention (2= 0.356),
a small effect of motivation on purchase intention (f* = 0.023), effects of motivation and
presence on judgment of 0.144 and 0.055 respectively, and a very large effect of presence on
motivation (2= 1.365). Overall, the findings confirm the central role of judgment and the close

relationship between motivation and presence in shaping online purchase intention.

5. Project outputs:
Two scientific articles: one domestic article and one international article accepted for

publication.
One undergraduate thesis was supervised in the project’s research direction.

One full report and one summary report.
6. Transfer method, application address, impacts, and benefits:
The results are transferred through the full report, summary report, scientific publications, and
training output. They may be used as reference materials for teaching, research, and e-

commerce management practice.
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MO PAU

1. B6i canh nghién ciru

Trong nhitng nam gan ddy, thuong mai dién tar Viét Nam tiép tuc duy tri téc do
ting trudng cao va trd thanh mot ciu phan quan trong ctia nén kinh té s6. Theo Bo Cong
Thuong (2025a), quy mo thi truong thuong mai dién tir Vit Nam nam 2024 dat trén 25
ty USD, tang khoang 20% so v&i nam 2023 va chiém khoang 9% tong mirc ban 1¢ hang
héa va doanh thu dich vy tiéu dung ca nude. Cap nhat dén nim 2025, bao cdo e-Conomy
SEA 2025 udc tinh kinh té s Viét Nam dat khoang 39 ty USD, ting tir mirc 34 ty USD
cua ndm 2024, trong d6 thuong mai dién tir dong gop khoang 25 ty USD, tang 17% so
v6i ndm trude va chiém khoang hai phan ba tong gia tri hang hoa giao dich ciia nén kinh
té s6 (Google, Temasek, & Bain & Company, 2025).

Su tang trudng cuia thuong mai dién tir duoc hd trg boi nén tang nguo1 dung s6 16n
va murc do pho cap Internet ngay cang cao tai Viét Nam. Theo DataReportal (2026), dén
cudi ndm 2025, Viét Nam c6 khoang 85,6 tri¢u nguoi dung Internet, trong duong 84,2%
dan sd, cuing v6i khoang 79 triéu danh tinh ngudi dung mang x4 hoi, twong duwong 77,6%
dén sd. Quy mo nguoi dung Internet va mang xa hoi 16n tao diéu kién thuan loi cho su
phat trién cua cac san thuong mai dién tir, thuong mai xa hdi va cac mé hinh mua sdm
dua trén ndi dung s6. Cuing v6i d6, Bo Cong Thuong (2025a) ghi nhan su phat trién da
dang cta cac mo hinh thuong mai dién tir tai Viét Nam, tir cac san giao dich nhu Shopee,
Lazada, Tiki va Sendo dén su ndi 1én cta TikTok Shop nhu mot nén tang két hop giira
mang x3 hoi, ndi dung s6 va mua sam truc tuyén. VECOM (2025) ciing cho rang thuong
mai dién tir Viét Nam dang budc vao giai doan phat trién moi, trong d6 thwong mai x4
hoi va cac mo hinh ban hang da nén tang ngay cang dong vai trd quan trong. Piéu nay
cho thdy hanh vi tiéu dung truc tuyén tai Viét Nam dang thay d6i 1 rét: nguoi tiéu dung
khong chi mua sam vi su tién loi, ma con ngay cang dua vao ndi dung truc quan, danh
gia ciia nguoi dung, tuong tdc voi ngudi ban va trai nghiém xa hdi trong qué trinh tim
kiém thong tin, ddnh gia lwa chon va ra quyét dinh mua hang. B6 sung cho buc tranh ha
tang sd, DataReportal (2026) cho biét Viét Nam c6 khoang 137 triéu két ndi di dong vao
cubi nam 2025, twong dwong 134% déan sd, phan anh murc d6 pho cap thiét bi di dong
rat cao. Dir lidu giao dich trén san ciing cho thdy sy tip trung nhanh ctia kénh thuong
mai dién tir: trong quy I111/2025, tong doanh sé bén san Shopee, TikTok Shop, Lazada
va Tiki dat 103,6 nghin ty dong, ting 22,25% so véi cling ky ndm 2024, trong d6 Shopee
giit khoang 56% thi phan nhung chi ting truong 4%, con TikTok Shop ting truong 69%
va md rong thi phan tir 30% 1én 41% nhd mo hinh mua sam két hop giai tri thong qua
livestream va video ngan (Metric, 2025). Song song voi d6, hanh lang phap 1y cho
thuong mai dién tu tiép tuc duoc hoan thién khi Quéc héi thong qua Luat Thuong mai



dién tir s6 122/2025/QH15, 1an dau tién dwa hoat dong ban hang livestream va tiép thi
lién két vao khung quan 1y riéng (Québc hoi, 2025), va B6 Cong Thuong phé duyét Ké
hoach tong thé phat trién thuong mai dién tir quic gia giai doan 2026-2030 tai Quyét
dinh s6 1568/QD-BCT (B Cong Thuong, 2025b).

Su phat trién manh mé cua Internet va cac nén tang s6 khong chi mé rong quy mo
thi truong thuong mai dién tir ma con lam thay ddi cin ban cach ngudi tiéu dung tim
kiém thong tin va ra quyét dinh mua (B§ Cong Thuong, 2025a; Google, Temasek, &
Bain & Company, 2024). Cu thé, trong méi trudng tryc tuyén, chi phi tim kiém thép,
kha nang truy cap dong thoi nhiéu nha ban 16 va kha ning so sanh nhanh cac phwong an
thay thé giup nguoi tiéu dung tiép can luong thong tin phong pht hon so véi moi truong
mua sam truyén thong (Brynjolfsson va cong su, 2010; Haridasan va cong sy, 2021).
Déng thoti, cac yéu t& nhu niém tin, rii ro cam nhan, bao mat va truyén miéng dién t
tiép tuc giit vai tro quan trong trong viéc dinh hinh quyét dinh mua hang trong thuong
mai dién tir (Handoyo, 2024). Do @6, hanh vi mua sim truc tuyén cé thé duoc hiéu 1a
mot qua trinh ra quyét dinh gdm nhiéu giai doan, bat dau tir khi ngudi tiéu dung tiép
nhan thong tin, danh gia cac lya chon thay thé, nhan dién y dinh mua va di dén quyét
dinh mua (Petcharat & Leelasantitham, 2021). Khi nhu cau dugc hinh thanh, nguoi tiéu
dung c6 thé tham gia vao hoat dong mua sam vi nhiéu Iy do khac nhau; nhitng 1y do nay
duoc goi chung 1a dong luc mua sdm. Theo Lo va cong su. (2016), dong luc mua sdm
tryc tuyén c6 thé xuat phat tir ca yéu t6 thic ddy bén trong va yéu td thuc day bén ngoai.
Céch tiép can nay phu hop v6i Ly thuyét Tu quyét, theo d6 hanh vi clia ca nhan c6 thé
duoc dinh hudng bdi dong luc ndi tai, tire sy hing tha va thoa man Xuét phat tir chinh
hoat dong, ciling nhu dong luc ngoai tai, tlirc cac két qua hodc ap luc dén tir bén ngoai
hoat dong d6 (Ryan & Deci, 2020).

Trong qua trinh ra quyét dinh, khach hang truc tuyén thudng chi dong tim kiém
va xtr Iy thong tin tir nhiéu nguon khac nhau, bao gdm mo ta san pham, hinh anh, video,
danh gia cua nguoi dung, ndi dung trén mang xa hdi va tuong tac gitta nguoi ban voi
khach hang trén san thuong mai dién tir (Constantinides, 2004; Moon, 2004). Trong bdi
canh d6, su hién dién tré thanh mot yéu t6 quan trong gitip ngudi tiéu dung cam nhan
rd hon vé san pham, ngudi ban va mdi trudng mua sam truc tuyén. Gao va cong su.
(2018) nhan manh hai dang hién dién c6 vai tro dang cha y trong méi truong s6 1 hién
dién xa hoi va hién dién tir xa. Hién dién xa hoi phan anh cam giac cé sy tuong tac, gﬁn
gili va yéu t6 con ngudi trong méi trudng tryc tuyén; trong khi hién dién tir xa phan anh
cam giac nhu dang hién dién trong mot khong gian mua sam do nén tang hodc ngudi
ban tao ra. Hai dang hi¢én dién nay co thé van hanh nhu cac tin hiéu thong tin va tin hiéu

cam nhan, gitp nguoi tiéu dung hinh thanh hiéu biét vé san pham, gia tdng su tin cay va



ho tro qua trinh phén doan trudc khi hinh thanh y dinh mua (Gao va cong su, 2018; Orth
va cong sy, 2019; Ye & Xiao, 2020).

Trong btic tranh chung d6, san pham lam dep va chim soc ca nhan 1a mot trong
nhitng nganh hang tiéu biéu cho xu huéng mua sam tryc tuyén tai Viét Nam. Day la
nhom san pham gan tryc tiép vai co thé, strc khoe, thim my va hinh anh ban than, nén
quyét dinh mua thudng chiju anh huong dong thoi boi nhu cu chirc ning, cam xtc va
x4 hoi. Khi mtrc sdng va nhan thirc vé cham soc ban than ngdy cang gia ting, ngudi tiéu
dung khong chi quan tim dén céng dung san pham ma con chi ¥ dén thuong hiéu, thanh
phan, d6 an toan, danh gia cta nguoi ding va su phi hop véi ban sic ¢4 nhan (Kim &
Chung, 2011; Ulfat va cong su, 2014). Mic du phu nit van 1a nhom khach hang quan
trong ctia nganh hang 1am dep, nam gidi cling ngdy cang quan tim hon dén cac san pham
cham séc cd nhan, phan 4anh xu huéng moé rong cua thi truong theo hudng cham sdc suc
khée va hinh anh toan dién hon (Khan, 2016). Bén canh do, sy phat trién cla cac san
thuong mai dién tir, thwong mai xa hoi va ndi dung sb gitp san pham 1am dep, cham soc
cé nhan trd nén dé tiép can, dé tim kiém va dé so sanh hon trong méi trudng truc tuyén.
Dit liéu giao dich tryc tiép trén cac san thuong mai dién tir ciing ¢d nhan dinh nay: quy
111/2025, nganh hang lam dep dan dau toan thi trudng bon san 16n véi doanh sé 17,7
nghin ty dong, ting 14,2% so v4i cung ky nim 2024, vuot trén linh vyc nha cta - doi
song (13,8 nghin ty dong) va thoi trang nit (12,1 nghin ty dong); day ciing 13 mot trong
hai nhém nganh ma TikTok Shop dugc ghi nhan 1a kénh tang truéng chinh (Metric,
2025).

O cép do nganh hang, thi trudong san phém lam dep va cham s6c ca nhan tai Viét
Nam duogc du bao dat khoang 2,74 ty USD vao nam 2025, trong d6 thuwong mai dién tir
ban 1¢ chiém khoang 18,8% tong doanh sb ciia nganh (Vietnam Briefing, 2025). Thi
truong c6 mirc d6 qubc té hoa cao khi cac thuong hiéu nudc ngoai nim hon 90% thi
phan my pham (International Trade Administration, 2024). Trén cac san thuong mai
dién tir, lam dep 13 nganh hang din dau vé doanh sd trong quy I11/2025 va ciing 1a mot
trong hai nhom nganh ma thuong mai xa hi cung livestream dong vai tro kénh tang
trudng chinh (Metric, 2025). i cliing co hoi ting truong 14 rii ro vé hang gia va hang
khong ré ngudn goc, khién tinh chinh hing va mitc d6 minh bach thong tin tré thanh
diéu kién quan trong dé ngudi tiéu dung di dén quyét dinh mua. Thyc trang phat trién
cua nganh dugc phan tich chi tiét tai muc 1.1.5.

Nhu vay, su phat trién nhanh cta kinh té s6 va thuong mai dién tir, ciing véi dic
trung giau cam xuc, ban sdc va tinh x3 hoi cua nganh hang lam dep — cham soc ¢4 nhan,
tao ra boi canh phu hop dé nghién ctru sdu hon vé vai tro clia dong lyc mua, sy hién di¢n
va phan doan trong qua trinh hinh thanh ¥ dinh mua ctia nguoi tiéu dung trén cac san

thuong mai dién tir tai Viét Nam.



2. Pit van dé nghién ciru

Su phat trién manh mé cua thuong mai dién tir lam cho hanh vi mua sdm cla nguoi
tiéu dung ngay cang phirc tap va khong con tuan theo mot chudi tuyén tinh don gian.
Nguoi tiéu dung c6 thé quay lai, bo qua hodc sap xép lai cac giai doan tir nhan biét nhu
cau, tim kiém thong tin, d4nh gia lya chon dén hinh thanh y dinh mua. Trong méi truong
s6 giau thong tin va tuong tac, dic biét d6i v6i nganh hang 1am dep va cham soc cé nhan,
trai nghiém vé hién dién xa hoi va hién dién tir xa ¢ thé 1am thay d6i tht ty, cudng d6
va mbi quan hé giita cac giai doan xtr Iy thong tin cta ngudi tiéu dung (Gao va cong su,
2018; Ye & Xiao, 2020). Piéu nay dit ra nhitng yéu cau méi d6i vi ca nghién ctu 1y
thuyét va hoat dong quan trj thuc tién.

Mic du nhiéu mé hinh kinh dién mé ta hanh trinh quyét dinh mua nhu mét chudi
giai doan tuan tu, cac nghién ctru sau nay cho rang cach tiép can ndy c6 thé qua chuin
hoa va dya trén nhitng gia dinh chwa phan anh day da hanh vi thue té. Cac mo hinh
truyén thong thuong nhan manh tinh hop 1y va tuan tu cta tién trinh ra quyét dinh, trong
khi ngudi tiéu dung trong doi séng hang ngay khong nhat thiét danh nhiéu thoi gian cho
mua sdm hodc trai qua day du cac budc theo ding thr ty (Erasmus va cong su, 2001).
Vi vay, viéc xem ra quyét dinh nhu mot qua trinh giai quyét van dé hoan toan duy 1y c6
thé lam han ché kha nang mo ta chinh xac cadch nguoi ti€u dung thuc su dua ra lya chon,
dic biét khi ho lién tuc diéu chinh hanh vi theo bdi canh va nhiém vu quyét dinh cu thé
(Karimi, 2013). Cac nghién ciru thuc nghiém ciing cho thiy ngudi tiéu ding c¢é thé linh
hoat thay d6i chién lugc, bo qua hodc sip xép lai cac giai doan dua trén kha nang thich
ng va phan tng trudc nhiém vy ra quyét dinh (Bettman va cong su, 1998; Payne va
cong su, 1988).

Trong mdi trudng truc tuyén, tinh linh hoat nay cang tré nén ndi bat do sd luong
Iira chon phong pht va chi phi tim kiém thong tin thap. Ngudi mua c6 thé di theo nhiéu
con dudng ra quyét dinh khac nhau, tham chi thém, bo qua hodc tai sap xép cac giai
doan trong tién trinh mua sim thay vi tuan thu moét duong di ¢ dinh (Pavlou va cong
su, 2007; Dorn va cong sy, 2010). Béi canh s6 dong thoi tao ra tic dong hai mat: mot
mat, nguoi ti€u dung cod thé tiép can va so sanh thong tin nhanh chong; mat khac, ho cé
thé dbi dién vai tinh trang qua tai thong tin, din dén tri hodn quyét dinh hodc thay doi
hanh vi lya chon ban dau (Mick va cong su, 2004; Soto-Acosta va cong su, 2014; Chen
va cong sur, 2009; Sicilia & Ruiz, 2010). Do d6, can c6 mot khung 1y thuyét c6 kha nang
mo ta cac 10 trinh ra quyét dinh da dang trong mua sam tryc tuyén, thay vi chi gia dinh
mot tién trinh tuyén tinh duy nhat.

Vé mit 1y thuyét, nhiéu nghién ciru true da khang dinh vai tro ctia dong lyc mua
trong hanh vi mua sam truc tuyén (Gilal va cong su, 2018; Ryan & Deci, 2020), cling

nhu vai tro cua sy hién dién trong viéc dinh hinh trai nghiém va y dinh mua trén céc nén



tang ) (Gao & Li, 2018; Ye & Xiao, 2020; Orth & Holm, 2019). Tuy nhién, dong luc
mua va sy hién di¢n thuong dugc xem xét riéng biét, it dugc dat trong mot khuon kho
tich hop nham giai thich toan bd qué trinh hinh thanh ¥ dinh mua. Bén canh do, phr:in
16n cac md hinh hién tai van mo ta hanh trinh quyét dinh ciia nguoi tiéu dung nhu mot
chudi quan hé tuyén tinh tir dong luc dén thai do va y dinh. Trong khi dé, Throughput
Model cho rang qua trinh ra quyét dinh c6 thé dién ra theo nhiéu duong di khac nhau,
dugc hinh thanh tir sy tuong tac gitra thong tin, nhéan thirc, phan doan va quyét dinh.

Ly thuyét Tu quyét (Self-Determination Theory — SDT) cung cap nén tang dé khai
niém hoa dong luc mua saim theo mirc do ty chi va ¥ nghia chl quan ctia hanh vi, qua
do phan biét dong luc noi tai voi cac dang dong luc ngoai tai khac nhau (Ryan & Deci,
2020). Trong khi d6, Throughput Model mé ta qua trinh ra quyét dinh nhu mot mang
ludi gdm nhiéu 10 trinh, trong d6 cac c4 nhan c6 thé di theo nhiing dudng khac nhau
nhung vin dan dén cung mot két qua. Viéc két hop SDT va Throughput Model trong
bbi canh thuong mai dién tir Viét Nam c6 thé gitip giai thich t6t hon cach dong lyc mua
saim duoc chuyén hoa thanh nhiing 16 trinh ra quyét dinh khac nhau thong qua trai
nghi¢ém hién dién va qua trinh phan doan ctia nguoi tiéu dung. Tuy nhién, cadc nghién
ctru tai Viét Nam chuwa 1am rd day du su két hop giita hai cach tiép can nay trong viéc
giai thich ¥ dinh mua san pham 1am dep va cham séc ca nhan trén san thuong mai dién
tu.

Mot khoang tréng dang chi ¥ khac nam ¢ cach tiép can cdu trac dudng di trong
qua trinh ra quyét dinh mua hang truc tuyén. Phan 16n cac nghién ctru trudc thuong xem
xét tic dong riéng 1¢ ciia dong luc mua, sy hién dién hodc cac yéu t6 nhan thic dén y
dinh mua, nhung chua 1am rd cach cac yéu td ndy twong tdc va van hanh thong qua
nhirng 16 trinh ra quyét dinh khac nhau. Pac biét, vai tro cua phan doan, bao gém qua
trinh danh gia cac lya chon thay thé va nhan biét y dinh mua, chua dugc tich hop dﬁy
da vao cac moé hinh giai thich y dinh mua truc tuyén. Viéc dua phan doan vao mo hinh
c6 thé gitp lam rd qua trinh chuyén tiép tir dong luc mua va trai nghiém hién dién dén
su hinh thanh ¥ dinh mua cubi cung.

Trong bbi canh Viét Nam, noi thwong mai dién tir ting truéng nhanh va nganh
hang lam dep — cham séc c4 nhan c6 muc d6 giao dich cao trén cic nén tang tryc tuyén,
viéc hiéu ro cach dong lyc mua sam, su hién dién va phan doan cung tac dong dén v
dinh mua la dic biét can thiét. O goc d6 ngudi tidu ding, viéc nhan dién cac 16 trinh ra
quyét dinh c6 thé giup ho dua ra Iya chon hop 1y hon, t6i uu hoa loi ich va giam thiéu
rii ro trong méi truong mua sam truc tuyén. O gbc do doanh nghiép va nha ban 1é, viéc
hiéu cach cac yéu to ndy van hanh trong nhiing 19 trinh khac nhau 14 co s dé thiét ké
giao dién, ndi dung, co ché twong tac va chuong trinh tiép thi phii hop, qua d6 hd tro
qua trinh danh gia lya chon va thic ddy y dinh mua cia khach hang. Thuyc té thi truong



cling cho thdy diéu nay khi lam dep 1a nganh hang c6 doanh sé cao nhat trén bon san
thuong mai dién tir 16n tai Viét Nam (Metric, 2025).

Téng quan cic nghién ciru trong va ngoai nudc cho thiy ba khoang tréng. Thir
nhét, dong lyc mua sdm va sy hién dién thuong dugc xem xét riéng 1¢, it khi dugce dat
trong ciing mot khung tién trinh dé giai thich qua trinh hinh thanh y dinh mua. Thir hai,
phan doan, bao gdm danh gia cac lya chon thay thé va nhan biét ¥ dinh, chwa dugc tich
hop day du vao cac md hinh giai thich y dinh mua tryc tuyén. Thir ba, phan 16n nghién
ctru trude dit bdi canh & méi truong tryc tuyén noi chung hodc & mgt kénh don 1¢, trong
khi san thuong mai dién tr it dugc xir Iy nhu mot bdi canh riéng véi nhitng dic trung
riéng. Co so ctia ba khoang tréng nay, cting cac nghién ctru lién quan trong nudc va trén
thé gidi, duoc trinh bay chi tiét tai muc 1.3.

Ttr bdi canh va cac khoang tréng nghién ctru néu trén, cau hoi trung tim duoc dit
ra 13: Y dinh mua san pham 1am dep va chim soc c4 nhan ctia ngudi tiéu ding trén san
thuong mai dién tir dugc hinh thanh nhu thé nao dudi anh huong cua dong lyc mua sam,
su hién dién va phan doan? Cau hoi nay 13 co s¢ dé xay dung muc tiéu, mo hinh va cac
gia thuyét nghién ctru trong nhitng phan tiép theo.3. Cau hoi nghién ctru va myc tiéu
nghién cuu
3. Cau hoi nghién ciru va muc tiéu nghién ciru
3.1. Cau hoi nghién cvru

Cau hoi nghién ctru dugc dé xuit trong nghién ctru ndy 1a:

“Y dinh mua ctia ngudi tiéu ding dbi véi san pham lam dep va cham séc ca nhan
trén san thuwong mai dién tor dugc hinh thanh nhu thé nao dudi anh hudng ctia dong luc
mua va sy hién dién?”

Tir cau hoi nghién ctru chinh, nghién ctru tp trung 1am rd cac cau hoi cu thé sau:

(1) Pong lyc mua sim anh hudng nhu thé ndo dén phan doan va y dinh mua san
pham lam dep, cham soc ¢4 nhan trén san thuong mai dién t?

(2) Su hién dién trong méi truong truc tuyén anh huong nhu thé nao dén dong luc
mua sam va phan doan ctia nguoi tiéu dung dbi véi san pham 1am dep, cham séc c4 nhan
trén san thuong mai dién ta?

(3) Phan doan clia ngudi tiéu dung dong vai tro nhu thé nao trong qua trinh hinh
thanh y dinh mua san pham lam dep, cham soc c4 nhan trén san thwong mai dién tr?

Pé tai phan biét rd hai thuat ngit duoc sir dung song song trong tén dé tai va trong
mo hinh nghién ctru. Tén dé tai dat trong tAm vao cac con duong ra quyét dinh mua hang
tryc tuyén, nghia 1a ddi twong durgc nghién ciru chinh 13 cau tric ciia tién trinh, tirc nhiing
10 trinh khac nhau ma nguoi tiéu dung co thé di qua khi két hop dong luc mua sam, sy
hién dién va phan doan. Y dinh mua déng vai tro khac, d6 1a bién két qua duge do luong

& diém cuoi cua tién trinh.



Viéc Iya chon ¥ dinh mua thay cho hanh vi mua thyc té dya trén ba cin cir. Trude
hét, nghién ctru 4p dung thiét ké khao sat cit ngang nén khong thé quan sat hanh vi mua
dién ra sau thoi diém khao sat. Bén canh d6, Ly thuyét Hanh vi C6 ké hoach di khang
dinh y dinh 13 yéu t6 dy bao tryc tiép va gan nhat ctia hanh vi, ddng thoi phan dnh mirc
do san sang nd luc thuc hién hanh vi cia c4 nhan (Ajzen, 1991; Sheppard va cong su,
1988). Sau cung, trong khuon khé Throughput Model, cau phan quyét dinh dugc hiéu
1a phuong 4n c6 gia tri ky vong cao nhat ma c4 nhan Iya chon & cudi tién trinh xtr 1y, va
khi van dung vao nghién ctru khao sat, cdu phan nay duoc thao tac héa bang y dinh mua.
Pé tai do d6 nghién ctru tién trinh ra quyét dinh va do luong két qua cua tién trinh bang
¥ dinh mua, chtr khéng dong nhét hai khai niém véi nhau.

3.2. Muc tiéu nghién ciru

Dé tai “Nghién ctru cac con dudng ra quyét dinh mua hang tryc tuyén: vai tro cia
dong lyc mua sdm va sy hién dién” duoc xay dung nham dat duoc cac muc tiéu sau:
Muc tiéu chung:

Muc tiéu chung cua nghién ctru la xac dinh va phan tich anh huéng ctia dong luc
mua sam, sy hién dién va phan doan dén y dinh mua san phém lam dep, cham soc ca
nhan trén san thuong mai dién t. Trong do, dong lyc mua sdm duge xem xét thong qua
dong luc ndi tai va dong lyc ngoai tai; su hién dién dugc xem xét thong qua hién dién
xa hoi va hién di¢n tir xa; phén doan dugc xem la giai doan nguoi ti€u dung danh gia
cac luya chon thay thé va nhan biét ¥ dinh mua trudce khi hinh thanh ¥ dinh mua cubi
cung.

Muc tiéu cu thé:

(1) Téng hop co so 1y thuyét va cac nghién ctru lién quan dén hanh vi mua sim
truc tuyén, dong luc mua sam, sy hién dién, phan doan va y dinh mua trong bdi canh
san pham lam dep, cham soc c4 nhan trén san thuong mai dién ti.

(2) X4y duyng mo hinh nghién ctru dua trén Ly thuyét Tu quyét va Throughput
Model nham giai thich qua trinh hinh thanh ¥ dinh mua san pham lam dep, cham soc ca
nhan trén san thuong mai dién tir dudi anh hudng ctia dong lyc mua sam, sy hién dién
va phan doan.

3) Kiém dinh cac mbi quan h¢ gitta dong luc mua sam, sy hién dién, phan doan
va y dinh mua san pham lam dep, cham soc c4 nhan trén san thuong mai dién ti.

(4) Bé xuat mot s6 ham ¥ quan tri cho cac doanh nghiép va nha ban 1¢ san pham
lam dep, cham sdc ca nhan trén san thuong mai dién t nham hd trg qué trinh ra quyét

dinh cua nguoi tiéu dung, cai thién trdi nghiém mua sam va thuc day y dinh mua.



4. Pbi twong va pham vi nghién ciu
Poi twong nghién ciru:

Péi tugng nghién ctru 13 nguoi tiéu dung di ting mua sim san pham 1am dep va
cham soc ca nhan qua cac san thuwong mai dién tur tai Viét Nam. Nhom doi tuong nay
bao gdm nhitng ngudi c6 do tudi tir 18 dén 30, thudng xuyén sir dung cic nén tang truc
tuyén dé tim kiém va mua sdm cac san pham lam dep, chim séc ca nhan. Pay 1a nhom
nguoi tieu dung c6 théi quen mua sam truc tuyén, c6 mire d6 hiéu biét cao vé cong ngh¢
va co sy tham gia tich cyc trong cac hoat dong thuong mai dién tu. Pé tai cling phan
biét gitta ddi trong nghién ctru va ddi twong khao sat. Pbi twong nghién ciru 14 qué trinh
hinh thanh ¥ dinh mua san pham 1am dep va cham soc ca nhan trén san thuong mai dién
tor dudi tac dong cua dong lyc mua sdm, sy hién dién va phan doan. Poi tuong khao sat
1a ngudi tiéu dung tir 18 dén 30 tudi dang sinh séng tai Pa Néng va da tirng mua nhom
san pham ndy trén san thuong mai dién ttr, dong vai tro 1a ngudn cung cap dir lidu dé
quan sat d6i twong nghién ctru néi trén.

Pham vi nghién ciru:

Pham vi nghién ctru s€ dugc gidi han trong cac san thuwong mai dién tir 16n tai Viét
Nam (Shopee, Lazada, Tiki, TikTok Shop). C4c san pham 1am dep va chiam séc ca nhan
dugc ban trén cac san nay s& dugc nghién ciru, bao gém cac san pham nhu my pham,
dudng da, chdm séc toc va cac san pham lién quan khac. Thoi gian thu thap dit liéu tir
thang 07 nam 2025 dén thang 10 nam 2025 . Pia diém la thanh phé Pa Ning, noi c6 s6
lugng ngudi tiéu dung tryc tuyén cao va su phat trién manh mé cua thi trudng thuong
mai dién tir. Nhu vy, pham vi nghién ctru dugc xac dinh theo bon phuong dién gom
ndi dung, ddi twong, khong gian va thoi gian. Can ¢t lua chon cua ting phuong dién,
trong d6 co6 1y do chon nganh hang lam dep va cham soc ca nhan, 1y do gi¢i han nhém
tudi tr 18 dén 30 va 1y do chon Pa Ning 1am dia ban khao sat, duoc trinh bay chi tiét
tai muc 3.2.

5. Phuwong phap nghién ciru

Nghién ciru ndy duoc thyc hién theo phuong phap dinh lugng. Cach tiép can dinh
luong phu hop véi myc tiéu kiém dinh cac mdi quan hé gia thuyét gitta dong lyc mua
sam, sy hién dién, phan doan va y dinh mua, dong thoi cho phép dénh gia nhiéu 16 trinh
ra quyét dinh trong cting mot md hinh cau trac. Dé tai khong trién khai giai doan nghién
ctru dinh tinh doc 1ap. Thay vao d6, thang do dugc ké thira tir nhitng nghién ctru da duoc
kiém dinh va duoc tham dinh vé gia tri ndi dung truwdc khi dua vao khao sat chinh thic.
X4y dung va tham dinh cong cu do lwong:

Thang do cho cac khai niém trong mé hinh duoc téng hop tir nhitng nghién ctru
trude, sau do trai qua bon budce tham dinh. O budce thir nhat, bang cau hoi dugc xay dung
bang tiéng Anh, dich sang tiéng Viét va dich nguoc trd lai boi hai chuyén gia doc 1ap



nham bao dam sy twong duong vé ndi dung giita hai phién ban. O budc thit hai, mot hoi
d6ng chuyén gia dugc moi ra soat va xac thuc cong cu do luong dé bao dam gi tri ndi
dung cua thang do. Budc thtr ba, nam nguoi khong c6 chuyén mon trong linh vuc nghién
ctru doc thir bang cau hoi nham phat hién nhitng dién dat kho hiéu hodc dé& gy nhim
1an. Budc cudi cling 1a thir nghiém so bd vai 30 phan hdi hop 1¢ dé kiém tra do dai, mirc
d6 16 rang va do tin cdy ban dau cua thang do. Cac budc nay duoc trinh bay chi tiét tai
muc 3.1 va muc 3.4.

Khado sat va phan tich dir li¢u:

Dit liéu chinh thire duoc thu thap bang bang cau hoi truc tuyén thiét ké trén nén
tang Google Forms, voi cac phat biéu do ludng theo thang Likert nim mirc. Pudng dan
khao sat duoc phan phdi qua cac nhém Facebook cua sinh vién va cong dong ngudi tré
ta1 Da Nﬁng, két hop véi vige tiép can truc tiép nguoi tra 1o1 tai khuon vién truong hoc
va mot sd dia diém cong cong trén dia ban thanh phé. Cac cau hoi sang loc dat & dau
bang khdo sat gitp giit lai dung nhom d6i twong muc tiéu. Dir lidu sau d6 duoc phan
tich bang phan mém SmartPLS 3.0, bao gdm thong ké mé ta, danh gia do tin ciy va gia
trj thang do, kiém dinh mé hinh céu triic cung céac gia thuyét nghién ctu.

6. CAu triic nghién ciru

Nghién ctru s& dugc trinh bay theo cdu triic gdm nim chuong chinh:

Chuong 1: Co s6 1y luan. Chuong nay hé thong hoa co s& 1y luan vé hanh vi mua
hang truc tuyén trong nganh 1am dep va cham soc ca nhan; cac khai niém dong lyc mua
sam, sy hién dién, phan doan va y dinh mua; dong thoi tong hop cac nghién ctu lién
quan trong va ngoai nudc.

Chuong 2: Phat trién gia thuyét. Chuong nay trinh bay cac 1y thuyét nén tang gdm
Throughput Model va Ly thuyét Ty quyét, dé xuat mo hinh nghién ctru va phat trién cac
gia thuyét vé moi quan hé gitta dong luc, su hién dién, phan doan va y dinh mua.

Chuong 3: Phuong phap nghién ciru. Chuong nay trinh bay thiét ké nghién ctru,
pham vi nghién ciru, phat trién thang do, thiét ké bang cau hoi, chon mau va thu thap dir
liu, cling nhu quy trinh phan tich di li¢u.

Chuong 4: Két qua nghién ctru. Chuwong nay trinh bay két qua théng ké mé ta, danh
gia mo hinh do luong, danh gia mo hinh cau tric va kiém dinh cc gia thuyét nghién
clru.

Chuong 5: Két luan va kién nghi. Chuwong nay thao luan két qua theo céac 10 trinh
ra quyét dinh, trinh bay cac dong gop vé mit hoc thuat va quén tri, han ché cua nghién
ctru, hudng nghién ciru twong lai va két luan chung.



CHUONG 1: CO SO LY LUAN
1.1. Co s6 1y luan vé hanh vi mua hang truc tuyén trong nganh lam dep va chim
soc sirc khoé
1.1.1. Khdi niém vé mua hang truc tuyén

Mua hang tryc tuyén (online shopping/online buying) thuong duoc xem 1a mot
hinh thirc giao dich thuong mai dién tir B2C, trong d6 nguoi tiéu dung sir dung Internet
va cic nén tang s6 nhu website, ung dung di dong, san thuong mai dién tr va mang xa
hoi dé tim kiém thong tin, danh gia, lya chon va mua san pham hodc dich vy tir nha ban
1é tryc tuyén. Cung voi sy phét trién nhanh chéng cua cong nghé s, mua hang truc
tuyén da tré thanh mot hinh thirc mua sidm duoc chép nhan rong rai trén toan clu va
ngay cang dong vai trd quan trong trong doi song tiéu dung hién dai (Mashagi va cong
su, 2020; Shi va cong su, 2021). Piac biét, bbi canh dai dich COVID 19 da gop phan
thuc ddy manh mé& su phu thudc cta nguoi tiéu ding vao cac kénh mua sim truc tuyén,
qua d6 1am thay ddi déang ké cach thirc mua sam trén thi trudng va cing cb vi thé cia
moi trudng sé nhu mot khong gian tiéu dung chu dao (Rothengatter va cong sy, 2021).

Trong cac nghién ctru giai doan dau, mua hang truc tuyén chu yéu duoc tiép can
dudi goc do giao dich. Theo do, nguoi tiéu dung truy cép vao cac “ctra hang 40”, lya
chon san pham tir danh myc truc tuyén, dit hang va nhan hang thong qua hé thong giao
nhan cta nha ban 1¢ (Haubl & Trifts, 2000; Jarvenpaa & Todd, 1997; Li & Zhang, 2002).
Monsuwé va cdng su. (2004) cho rang mua sam truc tuyén 13 hanh vi cia ngudi tiéu
dung khi mua san pham thong qua cic ctra hang truc tuyén hoic cac website duoc thiét
ké phuc vu muc dich mua sam, trong d6 “ctra hang truc tuyén” dugc xem nhu mot dang
khong gian ban 1¢ thay thé cho cira hang vat ly. Tuy nhién, khac voi moi truong truyén
thng, trong moi trudng truc tuyén ngudi tidu dung khong thé tiép xtc truc tiép voi san
pham, do d6 ho phu thudc nhiéu hon vao giao dién website, cach trinh bay thong tin,
hinh 4nh san phiam va chit luong ndi dung dé hinh thanh nhan thtic va ra quyét dinh
mua sam (Park & Kim, 2003).

Cung vdi su truong thanh ctia thuong mai dién tir, khai niém mua hang truc tuyén
dan duoc mé rong tir goc nhin thuan giao dich sang goc nhin hanh trinh quyét dinh nhiéu
giai doan. Karimi (2013) cho rang qua trinh mua hang tryc tuyén bao gom cac budc nhu
nhan thirc van dé, tim kiém va xir 1y thong tin, ddnh gia phuong an, quyét dinh mua va
hanh vi sau mua; cac budc nay co thé lap lai, rat ngén hoic khong dién ra theo mot trinh
tu cung nhéc tuy thudc vao bdi canh va dic diém ca nhan cua nguoi tiéu dung. Quan
diém nay cling pht hop véi lap luan cta Liu va Forsythe (2010) va Al Dmour va cong
su. (2021a) rang viéc sir dung Internet cho mua hang tryc tuyén khong phai 1a mot quyét
dinh don 1¢ va cling khong nhét thiét bao ham day di moi giai doan ciia qua trinh ra

quyét dinh theo md hinh truyén thong. No6i cach khac, hanh vi mua hang tryc tuyén
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mang tinh linh hoat cao hon, chiu anh huéng manh béi dic trung cua méi truong ky
thuat sb, lugng thong tin phong phii, kha ning tuwong tic 16n va sy thuan tién trong viée
so sanh, lua chon san phém.

Bén canh vai tro 1a mgt kénh giao dich, Internet con dugc xem nhu mot kénh thong
tin va kénh marketing quan trong, cho phép nguoi tiéu dung nhan dién nhu cau, tim kiém
gia tri, giam thiéu rai ro va tranh cac két qua khong mong mudn trong qua trinh mua
sam. Chinh vi vay, nghién ctru vé mua hang tryc tuyén khong nén chi gigi han ¢ hanh
vi dit hang, ma can xem xét toan b qué trinh tuong tac cliia ngudi tiéu ding voi nén
tang s trudc, trong va sau khi mua. Theo cach tiép can nay, Pappas (2016) nhan manh
rang hanh vi mua sdm truc tuyén can dugc phan tich trong mdi lién hé v6i méi trudng
k¥ thuat sb co tinh twong tac cao, noi cac yéu to cong nghé, ndi dung théng tin va trai
nghiém nguoi dung cung tham gia dinh hinh quyét dinh mua.

Tém lai, trong khuon khd nghién ciru nay, mua hang tryc tuyén duoc hiéu 1a quéa
trinh ngudi tiéu dung st dung cac nén tang sé nhu website, ing dung di dong, san thuong
mai dién tr hodc mang xa hoi dé tim kiém thong tin, danh gia lya chon, thuc hién giao
dich va trai nghiém san phém hoac dich vy, trong do phén 16n hoac toan b cac giai
doan trudc mua, trong mua va sau mua dién ra trén moi trudng truc tuyén. Cach hiéu
nay cho phép phan tich hanh vi tiéu ding khong chi ¢ thoi diém “nhan nat dat hang” ma
con & toan bo chudi tuong tac, trai nghiém cong nghé va phan hdi sau mua cta ngudi
tiéu dung trong moi trudng sb.

Pé tai sir dung tach bach hai khai niém vbn dé bi dung thay thé cho nhau 1 méi
truong truc tuyén va san thuong mai dién tir. Moi trudng truc tuyén la khai niém rong,
bao gom moi khong gian sé noi nguoi tiéu dung co6 thé tim kiém thong tin va thyc hién
giao dich, tir website riéng cua thuong hiéu, ing dung di dong, mang xa hoi, cong cu
tim kiém cho dén cac dién dan va trang danh gia. San thwong mai dién tir 1a mot dang
cu thé trong moi truong d6, dugc hiéu 13 nén tang trung gian cho phép nhiéu ngudi ban
doc 1ap cung mé gian hang va giao dich v&i nguoi mua theo quy tic do nén tang thiét
1ap (Ou va cong su, 2014).

Su phan biét ndy c6 y nghia truc tiép d6i vi md hinh nghién ciru, boi san thuong
mai dién tir mang bén dic trung chi phdi tién trinh ra quyét dinh ma méi truong truc
tuyén néi chung khong nhét thiét c6. Thir nhat, ngudi mua ddi dién cing lic voi nhiéu
ngudi ban canh tranh trong mot giao dié€n, nén hoat dong so sanh va danh gia lya chon
dién ra ngay trén nén tang. Thu hai, nén tang dting ra bao dam giao dich thong qua co
ché thanh toan, van chuyén, ddnh gia ngudi ban va chinh sach dbi tra, qua d6 lam giam
mirc 6 bat dinh ma ngudi mua cam nhan trong quan hé voi ngudi ban (Pavlou va cong
su, 2007). Th ba, nén tang cung cép san cac cong cu hd trg quyét dinh nhu bd loc, gio

hang, danh sach yéu thich va goi ¥ ca nhan hoa. Tht tu, nén tang tich hop cac kénh
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tuong tac gdm tro chuyén tryc tiép véi ngudi ban, danh gia ciia nguoi mua trude va
livestream, tao nén cam nhan vé su hién dién trong qué trinh mua (Ou va cong su, 2014;
Gao va cong sy, 2018). Bén dic trung nay tao diéu kién dé hai ciu phﬁn trung tam cua
mo hinh dugc quan sat. Sy hién dién xa hdi va hién dién tir xa hinh thanh tir cac kénh
tuong tac va cach trinh bay gian hang, con nhan biét ¥ dinh gan vdi thao tic gio hang
von chi ton tai trén nén tang giao dich (Petcharat & Leelasantitham, 2021).

Trén co so d6, dé tai gidi han bdi canh nghién ctru & cac san thuong mai dién tir
16n tai Viét Nam gém Shopee, Lazada, Tiki va TikTok Shop. Nhiing hinh thirc mua sdm
truc tuyén khac nhu website riéng cua thuong hi¢u, ban hang qua mang xa hoi ca nhan
hay mg dung giao hang khong thudc pham vi nghién ctru. Trong cac phan tong quan 1y
thuyét, nhimg cum tir nhu moi trudng truc tuyén hodc mua sam tryc tuyén duoc dung
theo nghia rong khi dan lai két qua cta cac nghién ctru trude. Khi mo ta mo hinh, dir
lidu va két qua ciia chinh dé tai, bdi canh ludn dugc hiéu 1 san thuong mai dién tur.
1.1.2. Ra quyét dinh mua héang truc tuyén

Ra quyét dinh ctia nguoi tiéu dung 1a mot bd phan trung tim ctia hanh vi tiéu dung,
phan anh qué trinh ca nhan lga chon san phém, dich vu hodc y tuéng nham thoa min
nhu cau ctia minh (Du Plessis, Kerley, & Winter, 1991). Theo cach tiép can truyén thong,
hanh vi mua khéng chi ding lai & hanh dong thanh toan hay s& hitu san pham, ma bao
gém toan bd cac hoat dong lién quan dén viéc tim kiém, mua, st dung va loai bé hang
hoa, dich vu ciia ca nhan, nhom hoic t6 chirc (Newman & Sheth, 1985). Vi vay, nghién
ctru hanh vi tiéu dung tr lau da tap trung vao viéc ly giai cach thirc nguoi ti€u dung ra
quyét dinh va nhirng yéu t6 chi phéi qua trinh d6 (Loudon & Della, 1993).

Dudi gée do khoa hoc xa hdi, hanh vi nguoi ti€u dung 1a mét linh vec mang tinh
lién nganh, dugc hinh thanh trén co so cac nén tang cua tam ly hoc, xa hoi hoc, nhan
hoc, marketing va kinh té hoc, dic biét 1a kinh té hoc hanh vi (Armstrong, 1991). Theo
d6, quyét dinh mua chiu anh huong dong thoi cua cac yéu t6 tim 1y nhu cam xuc, thai
dd, so thich va nhan thire, cling nhu céac yéu td c4 nhan va x3 hoi nhu nhan khau hoc,
phong cach song, muc do st dung, 10ng trung thanh, gia dinh, ban bé va nhém tham
khao (Armstrong, 1991; Newman & Sheth, 1985). Sy két hop ctia nhiéu nhém yéu t6
nay khién hanh vi tiéu dung tré thanh mot hién tugng phuc tap va khé du doan tuyét
doi.

Trong moi trudng thuong mai dién tir, qua trinh ra quyét dinh ciia khach hang vé
co ban van ké thira logic clia quyét dinh mua sam truyén théng, nhung cach thirc dién
ra timg giai doan da thay doi dang ké dudi tic dong cua Internet va cic nén tang so.
Theo mo hinh ctia Engel, Blackwell va Miniard (1986), nguoi tiéu dung thudng trai qua
cac giai doan nhan biét nhu cau, tim kiém thong tin, danh gia cac lya chon thay thé, thuc

hién mua hang va hanh vi sau mua. Tuy nhién, khac véi moi truong truyén thong,
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Internet anh hudng dén toan b tién trinh nay, tir cach khach hang tim kiém thong tin,
so sanh nha ban 1¢, danh gia lya chon, thyc hi¢n thanh toan cho dén xur 1y cac van dé
lién quan dén bao mat va trai nghiém sau mua (Butler & Peppard, 1998; Gupta va cong
su, 2004; McGaughey & Mason, 1998).

Chinh dic trung cta mdi trudng truc tuyén 1am cho hanh vi mua sim truc tuyén
tré nén linh hoat va phirc tap hon hanh vi mua sam truyén thong. Ngudi tiéu ding truc
tuyén co thé tiép can dong thoi nhidu ngudn thong tin, nhiéu nha ban 1é va nhiéu phuong
an thay thé, tir 46 mo rong kha nang tim kiém va danh gia Iya chon trude khi ra quyét
dinh (Bucklin va cong sy, 2002; Van den Poel & Buckinx, 2005). Internet khong chi
dong vai tro 1a kénh giao dich, ma con 1a cong cu hd tro khach hang chii dong kiém soat
hanh trinh mua sdm, thich nghi véi méi truong ra quyét dinh méi va tham chi két hop
giira cac kénh truc tuyén va ngoai tuyén trong cung mot qua trinh mua hang (Choudhury
& Karahanna, 2008; Constantinides, 2004; Moon, 2004; Xia & Sudharshan, 2002). Vi
vy, qua trinh ra quyét dinh mua sam tryc tuyén khong con dién ra theo mét trinh tu
ctmg nhic nhu trong cic mo hinh truyén thong.

Thay vao d6, ngudi tiéu dung truc tuyén ¢ thé theo dudi nhiéu 16 trinh quyét dinh
khac nhau tiy thudc vao cach ho thich ing va phan hdi véi thong tin trong qua trinh
mua sim. Ho c6 thé thém, bé qua hodc sip xép lai cac budc trong tién trinh ra quyét
dinh, thay vi tudn tu di qua tit ca cac giai doan nhu mé hinh ¢ dién gia dinh (Dorn va
cong su, 2010; Pavlou va cong su, 2007). Karimi va Holland (2015) cho réng chinh su
linh hoat nay khién qua trinh ra quyét dinh mua sam truc tuyén mang tinh ning dong va
tu diéu chinh cao, trong do cac lua chon cua khach hang co thé tiép tuc duoc dinh hinh
bdi lich sir mua sam trudc d6, kha niang ca nhan hoa ctia nén tang va nhing goi y duoc
cung cap trong moi trudng so.

Bén canh viéc mo rong kha ning tiép can thong tin va ting quyén chu dong cho
khach hang, méi truong truc tuyén ciing tao ra nhiing thach thirc mai cho qué trinh ra
quyét dinh. Mot trong nhiing van dé n6i bat 1a qua tai thong tin, khi ngudi tiéu dung phai
xir ly dong thoi mot khdi lwong 16n thong tin, ddnh gia va phuong an thay thé, tir d6 c6
thé 1am gia tang su kho khan trong vi¢c dua ra lya chon tdi wu (Soto Acosta va cong su,
2014). Do d6, tac dong cia Internet d6i v6i quyét dinh mua khong hoan toan mang tinh
tich cuc, ma co thé vira hd trg vira can tré qua trinh ra quyét dinh tuy thudc vao bdi canh
cu thé (Chen va cong sy, 2009; Huang, 2000; Huang va cong su, 2013; Sicilia & Ruiz,
2010). Trong bbi canh nay, Haubl va Trifts (2000) cho rang ngudi tiéu dung truc tuyén
thuong van dung mot quy trinh ra quyét dinh hai budc, trong d6 trude hét ho sang loc
mot tap hop phuong an tiém ning, sau d6 mai tién hanh danh gia sau hon dé di dén lya

chon cudi cung.
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Nhin chung, so véi ngudi mua trong moi trudng truyén théng, khach hang truc
tuyén thuong chii dong hon, c¢6 nhidu quyén kiém soat hon d6i voi thong tin, dong thoi
cling thyc dung va doi hoi cao hon trong qua trinh mua sdm (Court va cong su, 2009;
Koufaris, 2002). Tuy nhién, 16 trinh quyét dinh thyc té ciia mdi ca nhan van c6 thé khac
nhau dang ké do chiu anh hudng cua cac dac diém nhu dong co, thai do, nhan thuc, tinh
cach, 16i sdng, trinh d6 hoc van, dia vi xd hoi va kinh nghiém trude d6 (Kotler &
Armstrong, 2012; Rodgers, 2006). Vi vay, hanh vi mua sdm truc tuyén can duoc nhin
nhan nhu mot qua trinh ra quyét dinh mang tinh dong, linh hoat va da 19 trinh, thay vi
chi 14 sy ldp lai don thuan cia md hinh quyét dinh mua sdm truyén thdng trong mot moi
truong cong nghé mai.

1.1.3. Mua hang truc tuyén trong nganh lam dep va cham séc sikc khoé

Trong nghién ctru nay, nganh lam dep va cham séc stc khoé dugc hiéu theo nghia
rong, bao gdm cac nhom san pham nhu: my pham trang diém, san pham cham séc da va
toc, san pham chim soc ca nhan (personal care), thuc pham chirc ning va mét sb san
pham hd tro stc khoé co ban. Pay 1a nhom san pham gén truc tiép v6i co thé va hinh
anh ban than cta nguoi tiéu dung, nén hanh vi mua sim thudng c6 mic do tham gia
(involvement) cao va rai ro cadm nhan lén, dac biét 1ién quan dén chét luong, do an toan,
ngudn gdc xudt x{r va sy phi hop véi co dia tirng cé nhan.

Trong bdi canh truc tuyén, nguoi tiéu dung khong thé “so, tht” san pham truc tiép,
nén c6 xu huéng phu thudc nhiéu vao thong tin dang sd, bao gdm: mé ta san pham chi
tiét, bang thanh phan, ching nhéan an toan, hinh anh trudc — sau, video hudng dan sir
dung, danh gia va binh ludn cta nguoi dung trude do, cling nhu ndi dung tu van tir
KOL/beauty blogger hodc chuyén gia strc khoé. Chét luong thong tin, thiét ké giao dién,
muc do tin cdy va cdm nhan an toan cua website/san TMDT do d6 c6 anh huong dang
ké dén thai do va y dinh mua (Park & Kim, 2003; Islam & Daud, 2011).

Hanh vi mua hang truc tuyén trong nganh lam dep va chiam soc strc khoé thuong
duoc din dit dong thoi boi dong co chirc ning (giai quyét van dé da, toc, stiic khoé cu
thé; cai thién tinh trang hién tai) va dong co cam xtc - xa hoi (mong muén dugc cong
nhan, nang cao hinh anh ban than, bat kip xu hudng lam dep). Cac nghién ciru vé tiéu
dung m§ pham cho thay hinh anh thwong hiéu, chuan myc x4 hdi va 1o khuyén tir nguoi
anh hudng/cong dong tryc tuyén c6 kha ning dinh hinh manh mé thai d va y dinh mua
(Shah va cong su, 2012).

Bén canh do, dac thu cua thi truong 1am dep va cham soc strc khoé 1a sy hién dién
ngdy cang manh ciia mdi truong k¥ thuat sd da kénh, noi nguoi tiéu dung tiép can san
pham thong qua nhiéu diém cham: xem ndi dung review, tutorial, livestream trén mang
xa hoi; truy cép gian hang chinh hang trén san TMDT; so sanh gia va khuyén mai cua

nhiéu nha ban 18; theo ddi chuong trinh flash sale, voucher, giao hang mién phi; va cudi
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cing méi ra quyét dinh mua trén mot nén tang cu thé. Cac bao cao vé TMPT va social
commerce tai Viét Nam cho thdy cac nganh hang lién quan dén thoi trang, m§ pham,
lam dep 1a nhém san pham duogc giao dich rat sdi dong qua mang xa hoi ciing nhu trén
cac san TMDT.

Nhu véy, khi phan tich hanh vi mua hang truc tuyén trong nganh lam dep va cham
soc stre khoé, can chi ¥ t&1: (1) mic do rui ro cdm nhan va yéu cau cao vé do tin cay
thong tin; (i) vai trd cta ndi dung truc quan va trai nghiém s (hinh anh, video,
livestream, thir 40...); va (ii1) &nh hudng cia cic tac nhan xa hoi trong moi truong truc
tuyén (KOL/KOC, cong déng review, mang xa hdi, social commerce).

1.1.4. Cic Iy thuyét vé mé hinh ra quyét dinh

Tir goc nhin nén tang, Simon (1960) 1a mot trong nhitng hoc gia tién phong tiép
can ra quyét dinh nhu mét qué trinh gdbm nhiéu giai doan thay vi chi 1a két qua cubi
cung. Trén co s& d6, nhidu nha nghién ctru sau nay tiép tuc phat trién cdc mé hinh nhim
mo ta cdu tric va tién trinh ma ngudi ra quyét dinh c6 thé trai qua. Theo Karimi (2013),
cac md hinh ra quyét dinh 1 nhitng khudn kho c6 cdu triic, duge xay dung dé mé ta cach
thirc ngudi ra quyét dinh nhan dién van dé, hinh thanh phwong 4n, danh gia lwa chon va
di dén quyét dinh. Tuy theo cach tiép can, cic mo hinh nay co thé duoc chia thanh hai
nhém chinh 13 mé hinh ra quyét dinh tun t va mé hinh ra quyét dinh khéng tuan ty.
a. Cac mé hinh ra quyét dinh tuén tw
Mo hinh cua Simon (1960)

Giai doan tur duy P

l

Giai doan thiét ké R |

A 4

Giai doan lwa chon

\ i

Hinh 1.1. M6 hinh ra quyét dinh cia Simon (1960)
(Nguon: Simon, H. A. (1960). The new science of management decision. Harper & Brothers)
Mo hinh ra quyét dinh ctia Simon 12 mét trong nhitng mo hinh nén tang ctia khoa
hoc ra quyét dinh. Simon (1960) khai niém héa qua trinh ra quyét dinh thanh ba giai
doan chinh gdm tu duy, thiét ké va liwa chon. O giai doan tu duy, nguoi ra quyét dinh

nhan dién van d& va thu thap thong tin ban dau. O giai doan thiét ké, cac phuong an
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dugc xay dung va phan tich. Cudi cung, & giai doan lua chon, ngudi ra quyét dinh so
sanh cac phwong an dé dua ra quyét dinh phu hop nhét.

Gia tri 16n ctia m6 hinh Simon ndm & chd né dit nén mong cho viéc nhin nhan ra
quyét dinh nhu mot qua trinh ¢6 cau trac. Tuy nhién, mé hinh ndy van bdc 16 mot sb han
ché. Thtr nhat, mo hinh chua bao quét giai doan thuc hién va két qua sau quyét dinh. Thir
hai, cac giai doan dugc mo ta kha khai quat, chua lam ro déy du cac hoat dong cu thé bén
trong timg giai doan. Thir ba, md hinh chua xem xét ddy du vai trd ctia cac yéu td ngir
canh va dic diém c4 nhan trong qua trinh ra quyét dinh (Hall, 2008; Karimi, 2013).

Mo hinh ciia Keeney (1982)

Bwéc 1: Cdu tric vin dé Buéc 2: Danh gid tic Bwéc 3: Xdic dinh s¢  Bwéc 4: Danh gia va

quyét dinh déng c6 theé c6 cia _ thich ciia ngwéi ra thay déi cdc phwong dn
. ! phwong dn thay the quyét dinh
1 1 o i
! m— ! ! i
- Tao d¢ xuat ! Xic dinh cuéng I I
i thay thé | 46 va khining i E
- ' tac dong cia ! !
; v 1 i | phuonganaé || v i
i Chi dinh cac i xusit i Co ciu va dinh | Danh gia cac E
! muc téu va 1 3 I lugng gia tri "| phuongande )
i thudc tinh IP- cia ngudi ra xudt va tién E
I | i quyet dinh hanh phan tich |}
: ] ! dd nhay :
| ] L J | J \ ]
I | I I
TINH PHUC TAP TINH PHUC TAP TINH PHUC TAP
« Nhidu myc tiéu * Chin trov dai * Mot 56 ngudi ra quyét dinh

« Kho khiin trong viéc xac inh l;R;nu ro va sy khong chic * Danh d6i gia tri
C

cac hira chon thay thé t6t « Thai 36 rii ro
 Nhiéu nhom bi anh huong ~ * \pi€y nhom bi anh hudng
< il ks i i 0 ol » Tinh chét lién nganh
dinh
Hinh 1.2. M6 hinh ra quyét dinh ciia Keeney (1982)
(Nguon: Keeney, 1982)

Keeney (1982) phét trién mo hinh ra quyét dinh gdm bén giai doan, bao gdm cau
tric van dé quyét dinh, danh gia cac bién thé c6 thé xay ra ctia tmg phuong an, xac dinh
sO thich ctia ngudi ra quyét dinh va diéu chinh hodc danh gia lai cac phuong an. So véi
mo hinh cia Simon, mo hinh nay tién thém mot bude khi nhan manh vai tro cia so thich
cd nhan trong viéc dinh hinh lga chon cudi cung.

Piém manh ctia mé hinh Keeney 14 cho thiy quyét dinh khong chi dugc hinh thanh
tir thong tin khach quan ma con chiu anh huong boi gia tri, wru tién va quan diém cia
chu thé ra quyét dinh. Tuy nhién, xét vé ban chat, mo hinh nay van mang cau tric tuan
tu twong d6i rd rét. Cac giai doan tuy c6 su phat trién hon so véi Simon nhung van xuat

phat tir gia dinh rang ngudi ra quyét dinh di 1an luot qua timg budc dé di dén két qua
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cudi cing. Vi vdy, mé hinh van chua phan anh day du tinh linh hoat va phi tuyén cia
qua trinh ra quyét dinh trong thuc té (Karimi, 2013).
Mo hinh cua Holtzman (1989)

MS hinh Khuyén nghi

Xay dung .| Danhgia .| Tham dinh

A
b

Sang loc

Hinh 1.3. M6 hinh ra quyét dinh ciia Holtzman (1989)
(Nguon: Holtzman, 1989)

Holtzman (1989) dé xuat mo hinh gom ba giai doan 1a xay dung, danh gia va tham
dinh. Trong m6 hinh nay, cidc phuong 4n dugc hinh thanh & giai doan xay dung, sau do
dugc xem xét & giai doan danh gid va cudi ciing duoc kiém ching o giai doan tham dinh.
Theo Karimi (2013), diém khac biét dang chu y gitra Holtzman va Simon 1a Holtzman
nhan manh rd hon viéc tao ra cac phuong an trudc khi tién hanh danh gia chiing.

Poéng gdp quan trong ciia mo hinh nay 13 dua giai doan tham dinh vao chu trinh ra
quyét dinh, qua d6 cho thay quyét dinh khong chi ding lai ¢ lwa chon ma con can duoc
xem xét vé tinh pht hop va tinh hop 1y. Tuy vay, mo hinh van mang dam dic trung cua
cach tiép can tuan ty, khi cac giai doan duogc sip xép theo mot trinh ty twong ddi ¢b dinh.
Mo hinh cia Shim (2002)

Nhin biét vin dé

.

Trién khai Xic dinh vén dé
St Ira chon

Phén tich thay thé Phit trién mé hinh

[
y
— | Phit trién quan diém |
[ xétou | | T | o || P | Tihthimmy | Daodic

|
Uk

y
Hanh ding Téng hop

v

Hinh 1.4. M6 hinh ra quyét dinh ciia Shim (2002)
(Nguon: Shim va cong sw, 2002)
Shim va cong sy (2002) phat trién mot mo hinh qua trinh ra quyét dinh chinh thire

cho hé thong hd tro ra quyét dinh, dya trén nén tang mé hinh ctia Simon. Theo d6, qua
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trinh bat dau tir viéc nhan dién van dé, sau d6 1a xac dinh van dé dé xay dung mo hinh,
hinh thanh cac giai phap thay thé, phat trién mo hinh dé tong hop cac phuong an, lya
chon phuong an phul hop va cudi ciing 13 hoan tat quyét dinh.

Diém manh ctia mé hinh nay 12 nhan manh sy phong phii ctia goc nhin ¢ giai doan
hinh thanh van dé, dong thoi cho thay tinh chu quan ctia qué trinh ra quyét dinh khi dic
diém c4 nhan ciia ngudi ra quyét dinh c6 thé anh huong dén cach van dé dugc hiéu va
giai quyét (Karimi, 2013; Shim va cong sy, 2002). Tuy nhién, ciing nhu cic md hinh
trudc d6, mo hinh cta Shim van phan anh mot cAu tric tudn tu kha rd. Trong khi do,
Witte (1972) cho rang cac giai doan cua qua trinh ra quyét dinh khong phai lac nao cling
dién ra tuan ty, ké ca trong nhirng quyét dinh hiéu qua nhat. Do d6, nhu ciu vé nhiing
mo hinh linh hoat hon, cho phép ngudi ra quyét dinh diéu chinh dudng di ctia qua trinh,
tré nén can thiét.

b. Cac md hinh ra quyét dinh khong tuin tu
Mo hinh ciia Mintzberg va cong su. (1976)

Hinh 1.5. M6 hinh ra quyét dinh ciia Mintzberg va céng su (1976)
(Nguon: Mintzberget va cong sw 1976)

Mintzberg, Raisinghani va Theoret (1976) 14 nhiing hoc gia dau tién thach thirc &
rét logic tuan ty ctia cac mé hinh trude d6. Mo hinh ciia Mintzberg khong pha nhan hoan
toan sy ton tai clia cac giai doan, nhung cho rang qué trinh ra quyét dinh thuc té mang
tinh 13p lai va khong nhét thiét dién ra theo mot trinh tu tuyén tinh. Trén co s& ké thira
ba giai doan tu duy, thiét ké va lua chon cua Simon, Mintzberg dé xuat ba pha chinh la
xac dinh, phat trién va chon loc.

Trong pha xac dinh, nguoi ra quyét dinh nhan dién van dé, phan tich tinh huéng,
xéc dinh cac ngudn thong tin va thu thap dir liéu can thiét. Trong pha phat trién, ho tim
kiém va thiét ké cac phuong an thay thé. Cubi cung, ¢ pha chon loc, cac phuong an dugc
danh gia, sang loc va lya chon. Piém dang chu y 1a mé hinh nay thira nhan qua trinh
danh gia va lya chon c6 thé 1ap lai nhiéu 1an trude khi di dén quyét dinh cudi cing.

Uu diém noi bat cia md hinh Mintzberg 1a mé ta chi tiét hon cac hoat dong tim
kiém thong tin va danh gia lya chon, déng thoi thira nhéan vai tro ctia phan doan trong

qua trinh quyét dinh. Diéu nay khién mé hinh tré thanh mot nén tang 1y thuyét quan
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trong cho cac nghién ctru xem xét hanh vi ra quyét dinh trong bdi canh phrc tap va it
c4u trac hon.
Mo hinh cia Papamichail va Robertson (2003)

Panh gia

Thay d6i Piura
quyét dinh danh gia

-------

Tham dinh ‘\\ Can thiép
\
\

M4 hinh Yéu ciu \
quyét dinh thiét lap lai ¥

Thiétlap k———/| Thuchién

Hinh 1.6. Mo hinh cua Papamichail va Robertson
(Nguén: Papamichail, K. N., & Robertson, I. (2008). Supporting distributed and
decentralized group decision-making. Group Decision and Negotiation)

Papamichail va Robertson (2003) gi6i thiéu mé hinh D2P nhu mét khudn kho
khong tudn tu cho qua trinh ra quyét dinh. Theo mé hinh nay, nguoi ra quyét dinh trudc
hét nhan dién van d&, sau d6 hinh thanh y kién vé cac Iya chon va tiéu chi duva trén nén
tang, kinh nghiém va muc tiéu ctia minh. Qua trinh tim kiém va sang loc thong tin dién
ra song song vdi vigc xay dung phuong an va ti€u chi. Sau do, cac phuong an duogc
chuyén sang giai doan thim dinh va danh gia. Néu chua thoa man véi két qua danh gia,
ngudi ra quyét dinh c6 thé quay lai cac budc trudc dé diéu chinh phuong an, thay doi
tiéu chi hodc tai cAu trac toan bo mé hinh quyét dinh.

So v6i cac mo hinh trude d6, mo hinh nay thé hién rd hon tinh lap lai va kha ning
b6 qua hodc tich hop cac bude khac nhau trong qué trinh ra quyét dinh (Papamichail &
Robertson, 2008). Day 1a diém dic biét hitu ich khi nghién ctru hanh vi ngudi tiéu ding
trong méi trudng truc tuyén, noi cac bude tim kiém, danh gia va lya chon thudng khong
dién ra theo mot trinh tu ¢b dinh.

Mo hinh cua Hall (2008) — diéu chinh tic mé hinh Simon

! I

Giai doan tu duy Giai doan thiét ké Giai doan Itra chon
’ o Ll o L) o4 av tha |
Phan loai van deé Luan phién thé hé Phuong an ‘h‘_‘.‘ ‘E“
Pinh nghia van dé Péanh gia thay the Lira chon thay the
Lya chon
A

Hinh 1.7. M6 hinh ciia Hall (2008) — diéu chinh tir mé hinh Simon
(Nguon: Hall, 2008)
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Hall (2008) tiép tuc phat trién mo hinh ctia Simon theo hudng chi tiét hoa cac giai
doan va ting cuong tinh linh hoat ctia tién trinh ra quyét dinh. Budc dau tién trong mo
hinh cta Hall 1a phan loai van dé. Tir d6, ngudi ra quyét dinh xac dinh ban chét cua van
dé va xay dung ké hoach hanh dong phu hop. O giai doan thiét ké, cac phuong an duoc
tao ra, sau do duoc xem xé&t va xép hang. Cubi cung, giai doan lya chon bao gém viéc
phan tich, so sanh va chon ra phuong an phi hop nhit.

Diém quan trong trong sy diéu chinh ciia Hall 12 vai tro trung tim cta thu thap thong tin.
Thong tin mé&i c6 thé 1am thay d6i cach phan loai va dinh nghia van dé, tir d6 kéo theo
viéc stra d6i cac bude tiép theo trong qua trinh quyét dinh (Karimi, 2013). Nho vy, mo
hinh nay phan nao khic phuc dugc tinh cig nhic cia mo hinh Simon va mé rong kha
nang ung dung trong cic bdi canh phuc tap hon.

c. Mo hinh ra quyét dinh “l6n” ciia nguoi tiéu ding

Theo Karimi (2013), trong nghién ctru hanh vi nguo1 tiéu dung ¢6 ba mé hinh dugc
xem 1a cac mé hinh 16n, bao gdm mo hinh ciia Nicosia (1966), mé hinh cia Howard va
Sheth (1969), va md hinh Engel-Kollat-Blackwell (1968). Mic du khac nhau vé cau
tric va trong tdm phan tich, cac mo hinh nay déu cing hudng dén viéc giai thich tién
trinh ma nguoi tiéu dung trai qua tir khi hinh thanh nhan thirc, xir 1y thong tin cho dén
khi thuc hién hanh vi mua.

Mo hinh cua Nicosia (1966)

Linh vuc1
Linh wic
Linh vuc __ nhé2 -
nho1 - Thudc tinh o
Thudc tinh |__Trinh bay »| Kkhéchhang
congty | I (Khuynhhudng (= Thai do
. - dac biét) e e
A ‘

B Linh va 2:

Tim kiém va

om klem‘ danh giacoy

vadanhigla . nghia va mé

Trai nghiém ——— : quan hé
(Linh vuc hanh
dong trudc)
Linh vuc 4: I 7~ P — J l
Phan héi Jtituthu |)
B Quyétdinh [\
(Hanh déng) Linh vuc 3:
e Hanh déng
Hanh vi ) mua

Hinh 1.8. M6 hinh cua Nicosia (1966)
(Nguon: Nicosia, F. M. (1966). Consumer decision processes:

Marketing and advertising implications. Prentice-Hall)
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Mo hinh ciia Nicosia (1966) dugc xem 1a mot trong nhitng mé hinh dau tién mo ta
qua trinh ra quyét dinh cta nguoi tiéu dung. M6 hinh ndy gém bon hoat dong chinh 1a
hinh thanh thai d6 cta nguoi tiéu dung, tim kiém va danh gia thong tin, hanh dong mua
hang va phan hoi sau mua. Nhin chung, mé hinh nhin manh vai trd cta thong diép
marketing va cach nhitng nd lyc tiép thi tac dong dén qué trinh hinh thanh quyét dinh
cua nguoi ti€u dung.

Mo hinh cua Howard va Sheth (1969)

Mo hinh ctia Howard va Sheth (1969) mé ta hanh vi nguoi mua nhu két qua cua
su twong tac phuc tap gitta cac yéu t6 tdm 1y, xa hoi va marketing. Theo mé hinh nay,
céc kich thich tir méi trudng dong vai tro 1a dau vao, anh huéng dén qua trinh xur 1y
thong tin noi tai cua nguoi tiéu dung trude khi tac dong dén quyét dinh mua. Mot dong
g6p quan trong ctia mé hinh 1a chi ra rang quyét dinh mua c6 thé dién ra ¢ cac mic do
khac nhau, tir giai quyét van dé mé rong, giai quyét van dé han ché dén hanh vi phan
ung theo thoi quen.

Pau vao Cau trac nhan thuc Cau trac hoc téap
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d. Dich vu ) /
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Hinh 1.9. Mo hinh cua Howard va Sheth (1969)
(Nguon: Howard, J. A., & Sheth, J. N. (1969). The theory of buyer behavior. Wiley)
Mo hinh Engel-Kollat-Blackwell
Mo hinh Engel-Kollat-Blackwell c6 céu tric twong déi gin voi md hinh Howard
va Sheth, nhung ndi bat & chd t6 chire tién trinh ra quyét dinh thanh cac giai doan ké
tiép 16 rang hon. Cac giai doan co ban bao gdm nhan dién van dé, tim kiém thong tin,

danh gia cac phuong an, mua hang va két qua sau mua. Sau khi dugc cong bd, mo hinh
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nay nhanh chong dugc 4p dung rong rai trong nghién ctru hanh vi nguoi tiéu dung do
phan anh trong d6i ddy du ban chit cta qua trinh mua hang (Karimi, 2013). Tuy nhién,
han ché ctia m6 hinh 13 chua xem xét day du anh huong cua cac yéu td c nhan va méi
truong dén qué trinh xir 1y théng tin va hinh thanh quyét dinh.

Thong tin dau Tién trinh xur 1y Quyét dinh qué trinh mua hang. Anh hudng clia cic yéu 16
vao thong tin S — bén ngoai dén qua trinh ra
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I 4
| Tiép xiic \ an dé 7 e
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Hinh 1.10. M6 hinh Engel-Kollat—Blackwell
(Ngué‘n: Engel, J. F., Kollat, D. T., & Blackwell, R. D. (1968).
Consumer behavior. Holt, Rinehart and Winston)

Mo hinh nam giai doan cua tién trinh ra quyét dinh mua

| Quyét dinh

Nhan biét Tim kiém Panh gia mua va ‘ Phan mg
van de thong tin Iwa chon hanh dong | sau mua
mua

Hinh 1.11. M6 hinh ndam giai doan cua tién trinh ra quyét dinh mua

(Nguon: Engel va cong su, 1968; Howard & Sheth, 1969; Nicosia, 1966)

Trén co so ké thira cac mé hinh kinh dién, mo hinh nim giai doan cua tién trinh ra

quyét dinh mua dugc xem 1a mo hinh hanh vi mua hang c6 dién. M6 hinh nay mé ta

nam giai doan chinh g@)m nhén biét nhu cau, tim kiém thong tin, danh gia cac lya chon

thay thé, quyét dinh mua va hanh vi sau mua (Engel va cong su, 1968; Howard & Sheth,

1969; Nicosia, 1966; Erasmus va cdng su, 2001). Theo Karimi (2013), day 1a mot mo

hinh twong ddi don gian, nhan manh tién trinh mua hang ma khong di sau vao su tuong
tac giita cac yéu t6 anh huong.
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Uu diém cta mo hinh 14 cung cdp mot khung phén tich co ban cho hau hét cac
nghién ctru vé quyét dinh mua hang. Du hanh vi mua tryc tuyén c6 nhiéu diém khéc biét
so voi hanh vi mua truyén théng, cac hoat dong cdt 16i nhu tim kiém, danh gia va mua
van 1a nhirng thanh phan khé cé thé thiéu trong bat ky tién trinh mua hang ndo. Vi vay,
mo hinh nay van c6 thé dugc diéu chinh dé 4ap dung cho cac bdi canh cu thé, trong d6
¢6 bdi canh mua hang tryc tuyén (Karimi, 2013; Lui, 2012).

d. Han ché ciia cac md hinh ra quyét dinh truée day

Mic di cac md hinh ra quyét dinh truéc day di cung cap nén tang quan trong cho
viéc nghién ctru hanh vi mua cia nguoi tiéu dung, ching van ton tai mot sd han ché
dang ké. Trudc hét, nhiéu mé hinh c6 xu huéng gia dinh ring nguoi tiéu ding ra quyét
dinh theo mot chudi giai doan tuyén tinh, trong khi trén thyc té qua trinh nay thuong
linh hoat va it mang tinh tuan ty hon. Erasmus va cong su (2001) cho rang nguoi tiéu
dung thuong khong danh nhiéu thoi gian dé di qua ddy du cac giai doan nhu mé hinh Iy
thuyét gia dinh, va viéc xem ra quyét dinh nhu mot qua trinh giai quyét vin dé hoan toan
hop 1y ¢ thé lam giam tinh chinh x4c ctia mo hinh.

Trong bdi canh tryc tuyén, nhitng han ché nay cang tro nén rd rét. Karimi va cong
su (2015) cho riang qué trinh ra quyét dinh ctia ngudi tiéu dung tryc tuyén phirc tap va
linh hoat hon dang ké so v6i moi truong truyén thong. Ngudi tiéu dung c6 thé lua chon
giita nhiéu phuong 4n hon, tiép can nhiéu ngudn thong tin hon va diéu chinh tién trinh
ra quyét dinh tiy theo kha nang thich ing cta ban than. Bucklin va cong sy (2002) ciing
chi ra rang céc lya chon tryc tuyén thudng linh hoat hon va bao gébm nhiéu phuong an
lién quan hon.

Bén canh d6, Internet c6 thé tic dong dén tat ca cac giai doan ciia qua trinh ra quyét
dinh, vira theo hudng tich cuyc vira theo hudng ti€u cuc. Mot mat, Internet gitip nguoi
tiéu dung tiép can thong tin nhanh chéng va thuan tién hon. Mt khac, qua tai thong tin
c¢6 thé 1am cham quyét dinh, gay ra nham 1an hodc 1am thay doi hanh vi mua sam ban
dau ctiia nguoi tiéu dung (Chen va cong sy, 2009; Huang, 2000; Huang va cong su, 2013;
Mick va cong su, 2004; Sicilia & Ruiz, 2010; Soto-Acosta va cong su, 2014). Pavlou va
cong sy (2007) cho rang ngudi tidu dung truc tuyén co thé di theo nhiéu 16 trinh khac
nhau dé di dén lya chon cudi cung, trong khi Dorn va cong sy (2010) nhan manh rang
ho ¢6 thé thém, bo qua hodc sép xép lai cac giai doan cua qua trinh ra quyét dinh. Piéu
nay cho thdy mé hinh tuyén tinh truyén théng kho phan dnh duge day du ban chat dong
va thich tmg ciia hanh vi mua sam tryc tuyén.

Ngoai cac md hinh tién trinh, nhiéu 1y thuyét du doan y dinh hanh vi nhu TRA,
TPB va TAM ciing di duoc ap dung rong rai dé giai thich hanh vi mua sam truc tuyén.
TRA va TPB nhin manh vai trd cta thai do, chuan muc chi quan va kiém soat hanh vi
cam nhan trong viéc hinh thanh y dinh hanh vi (Ajzen, 1991; Fishbein, 1980). TAM tap
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trung vao viéc giai thich sy chap nhan va sir dung cong nghé thong qua cac nhan thic
nhu tinh hitu ich va tinh dé sir dung cam nhan (Davis, 1989). Cac mo hinh nay c6 gia tri
16n trong viée 1y giai tac dong ctia nhan thirc va dénh gia chii quan dén y dinh hanh vi.

Tuy nhién, han ché chung ciia TRA, TPB va TAM la chung chu yéu giai thich céac
yéu t6 dan dén y dinh hodc hanh vi, nhung chua mo ta rd tién trinh ma nguoi tiéu dung
trai qua trudc khi hinh thanh danh gia va di dén quyét dinh cudi cung. Noi cach khac,
cac md hinh nay cho thiy ngudi tiéu dung nghi gi va cam nhan nhu thé nao, nhung chua
giai thich day du ho di di qua nhitng budc nao, xir Iy thong tin ra sao, va vi sao clng
mot diém xuat phat lai c6 thé dan dén nhitng 16 trinh quyét dinh khic nhau. Ngoai ra,
cac mo hinh nay ciing chua phan anh rd vai tro cua dong thong tin, sy thay doi nhan
thirc trong qué trinh mua sdm va tinh da dang ctia cac 1 trinh ma nguoi tiéu dung truc
tuyén c6 thé theo dudi.

Ttr nhitng han ché trén c6 thé thay rang ca cac moé hinh tién trinh truyén thong 1an
cac 1y thuyét du doan y dinh hanh vi déu chua phan anh day du tinh dong, tinh linh hoat
va tinh da 16 trinh cia qu4 trinh ra quyét dinh mua sdm truc tuyén. Trong khi d6, su phat
trién nhanh cua cong nghé sd va thuong mai dién tir d0i hoi nhitng cach tiép can mai co
kha ning mo ta t6t hon céc 16 trinh quyét dinh thuc té ciia ngudi tiéu dung (Kawaf &
Tagg, 2017). Vi vay, viéc tim kiém mot mod hinh c¢6 tinh linh hoat cao hon, c6 kha nang
xem xét vai trd ctia thong tin, su thich nghi va cac dudng dan quyét dinh khac nhau, 1a
can thiét.

Trén co sé do, nghién clru nay xem xét viéc van dung mot mo hinh co cAu tric
dong va linh hoat hon nham 1y giai cac 19 trinh ra quyét dinh mua hang tryc tuyén cia
khach hang trén san thuong mai dién tir. Cach tiép can nay khong chi giup khic phuc
phan nao han ché ciia cac mo hinh tuyén tinh trudc ddy ma con md ra kha ning giai
thich sdu hon vé cach ngudi tiéu dung hinh thanh va thuc hién quyét dinh trong moi
truong so.

1.1.5. Thuc trang phat trién mua hang truc tuyén trong nganh lam dep va chim séc
stre khoé tai Viét Nam

Trong hon mdt thap nién tro lai day, Viét Nam dugc xem la mot trong nhiing thi
truong thuong mai dién tir tdng trudng nhanh trong khu vuc, tao nén tang thuan lgi cho
su mé rong ciia hanh vi mua hang truc tuyén trén nhiéu nganh hang, trong d6 c6 nganh
lam dep va cham séc sirc khoe. Sy phat trién ndy gan véi cac diéu kién thuan loi nhu
quy mé déan s6 16m, co cau dan so tré, ty 1¢ sir dung Internet cao va mirc do pho cap ngay
cang sau cia dién thoai thong minh. Trong bdi canh d6, mua sam tryc tuyén khong con
chi 1a mot kénh b6 sung cho ban 1é truyén thong ma di try thanh mot phuong thire tiéu

dung quan trong trong doi sdng hang ngay cua ngudi Viét Nam (TGM Research, 2025).
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Trén nén tang ting truéng chung ciia thuong mai dién tir, nganh lam dep va cham
soc ca nhan tai Viét Nam noi 1én nhu mét trong nhing linh vuc c¢é tiém ning 16n. Theo
Nguyen (2025), thi truong san phém lam dep va cham soc ca nhan tai Viét Nam dugc
du bao dat khoang 2,74 ty USD vao ndm 2025 va tang trudng kép binh quan khoang
3,26% trong giai doan 2025-2029. Trong co ciu nganh, nhom san pham cham soc cé
nhan 1a phan khuc 16n nhét, véi quy md du kién khoang 1,20 ty USD vao nam 2025,
trong khi nhom san pham chiam soc da dimg thi hai va tiép tuc ting truéng nho muc do
quan tim ngdy cang cao cta ngudi tiéu dung tré d6i v6i viée cham soc da. Nhitng sd
lidu nay cho thay nganh 1am dep va chdm soc ca nhan dang tré thanh mot trong nhing
nganh hang n6i bat trong xu hudng tiéu dung s6 tai Viét Nam (Nguyen, 2025). Xu huéng
nang cap chit lugng ciing dugc phan anh trén kénh san thuong mai dién tir: trong quy
111/2025, gia tri trung binh mdi san pham ban ra dat khoang 104.614 dong, ting 26% so
v6i giai doan trudc do, dong thoi ty trong doanh thu cta phan khic gia dudi 100.000
ddng giam tir 26,9% xudng 24.4%, cho thiy nguoi tiéu ding khong con chi wu tién hang
gia ré (Metric, 2025).

Mot dic diém dang chu ¥ cua thi truong nay 1a mic d6 qudc t& hoa cao. Theo
International Trade Administration (2024), cac thuong hiéu nuéc ngoai hién chiém hon
90% thi trudng my pham tai Viét Nam; trong d6 cac thuong hiéu Han Quéc chiém thi
phﬁn 16n nhét, tiép theo 13 chau Au, Nhat Ban, Thai Lan va Hoa Ky. Co cAu nay phan anh
xu hudng nguoi tiéu dung Viét Nam danh gia cao cac thwong hiéu cé uy tin, c6 xuat xr
16 rang va dugc gan voi chat luong tét. Poi voi nhom san pham tac dong truc tiép dén da,
toc, co thé va hinh anh ca nhan, yéu tb thuong hi€u, tinh chinh hang va dg an toan vi vay
trd thanh tiéu chi ddc biét quan trong trong qua trinh ra quyét dinh mua, nhat 1a khi giao
dich dién ra trén méi truong truc tuyén (International Trade Administration, 2024).

Sy phat trién ctia mua hang truc tuyén trong nganh nay khong chi thé hién & quy
mo thi trudng ma con & sy dich chuyén 13 rét cia kénh phan phdi. Nguyen (2025) cho
biét thwong mai dién tir ban 1¢ hién chiém khoang 18,8% tong doanh s6 ciia nganh 1am
dep va cham séc ca nhan tai Viét Nam. Pong thoi, cac nén tang nhu Shopee, Lazada va
TikTok Shop dang tang trudng nhanh, trong khi livestream va cac ctra hang chinh hang
trén nén tang truc tuyén ngay cang trd thanh cong cu quan trong dé tiép can va thuyét
phuc ngudi mua. Diéu niy cho thdy thuong mai dién tir khong con gitt vai trd hd trg don
thuan ma dang dan trd thanh mot cau phan trung tam trong hé thong phan phdi ciia nganh
lam dep va chdm soc ca nhan tai Viét Nam (Nguyen, 2025).

Su trdi ddy ctia thwong mai xa hoi tiép tuc lam thay doi cach nguoi tiéu dung kham
phé va lya chon san phém. Theo Tomar (2026), thi truong my phém truc tuyén tai Viét
Nam dang duoc thuc déy manh boi cac nén tang mang xa hoi nhu TikTok, Facebook va

Instagram, noi nguoi tiéu dung tiép xtic véi cac ndi dung hudng dan 1lam dep, danh gia
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san pham, trinh dién tryc tiép va ndi dung tir ngudi anh huong trudc khi ra quyét dinh
mua. Ngudn nay ciing cho thdy thuong mai dién tir dang 1am thay doi ky vong cuia khich
hang, khi ho ngay cang doi hoi théng tin san pham chi tiét hon, giao hang nhanh hon,
d6i tra thuan tién hon va trai nghiém mua sim déng tin cdy hon. Diéu d6 cho thdy qua
trinh mua hang truc tuyén trong nganh lam dep khong chi dién ra trén cac san thuong
mai dién tir theo nghia hep ma con gén chat voi h¢ sinh théi ndi dung s6, danh gia xa
hoi va tuong tac thoi gian thuc (Tomar, 2026). Sy dich chuyén thi phén gifra cac nén
tang cho thiy rd vai tro clia thuong mai xa hoi: ciing trong quy nay, TikTok Shop ting
truong doanh s6 69% va mé rong thi phan tir 30% 1én 41%, trong khi Shopee chi tang
4% du van giir khoang 56% thi phan (Metric, 2025). Dién bién nay phan anh stc hut
ctia mo hinh mua sam két hop giai tri thong qua livestream va video ngan, vén c6 anh
huéng manh nhat & nhom nganh thoi trang va 1am dep.

Bén canh d6, hanh vi mua hang truc tuyén trong nganh nay con cho thdy muc do
phu thudc ngay cang 16n vao thiét bi di dong. Theo TGM Research (2025), phan 16n
nguoi mua nhom hang lam dep va cham soc sttc khoe st dung dién thoai thong minh
cho ca hoat dong tim kiém 1an thanh toan. Bao céo nay ciing chi ra rang ngudi mua
nhom hang nay c6 tan suit mua twong ddi thuong xuyén, déng thoi niém tin van 1a yéu
t6 quan trong trong khau thanh toan khi hinh thirc thanh toan khi nhan hang vin phd
bién du cac hinh thie thanh toan sd dang gia tang. Didu nay ham ¥ rang trai nghiém trén
thiét bi di dong, sy thuan tién trong thanh toan va cam giac an tdm khi giao dich 1a nhiing
yéu t6 c6 anh hudng dang ké dén quyét dinh mua hang truc tuyén trong nganh lam dep
va cham séc strc khoe (TGM Research, 2025).

O goc do co cau nhu cau, san pham chim soc da 1a mot trong nhimg phan khiic
ndi bat nhat cta thi truong. International Trade Administration (2024) cho biét hon 60%
nguoi tiéu dung Viét Nam str dung san pham cham séc da hang ngay. Cling ngudn nay
dan khao sat nam 2022 cho thay 95% phu nit Viét Nam trong d6 tudi 25 dén 45 st dung
san pham chiam soc da thuong xuyén, voi muc chi tiéu trung binh khoang 740.000 dong
mdi thang; phﬁn 16n giao dich duoc thuc hién tai ctra hang thuong hiéu, chudi ban 1¢
chuyén vé stc khoe va lam dep, ciing nhu cac nén tang thuong mai dién tir. Bén canh
d6, Nguyen (2025) cho rang thi truong hién dang dich chuyén sang cac dong san pham
cao cip hon, bén vitng hon, c6 ngudn gdc tu nhién hodc hitu co, phan anh sy thay doi
trong tiéu chi lya chon cia ngudi tidu dung tir gia ca don thuan sang chat luong, d6 an
toan va sy phu hop véi 16i séng hién dai. . Xu hudng dé cao tinh chinh hang ciing thé
hién 16 trong co cau doanh thu trén san: gian hang chinh hing (Shop Mall) chi chiém
2,64% tong s6 gian hang nhung déng gop téi 35,7% tong doanh sb trén Shopee va
TikTok Shop; riéng trén TikTok Shop, s6 gian hang chinh hing tang 51,89% v&i doanh
s6 tang 114,72% (Metric, 2025).
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Mic du vy, song hanh véi co hoi ting trudng 1a nhimg thach thirc dang ké.
Nguyen (2025) nhan manh rang thi truong 1am dep va chim soc ¢4 nhén tai Viét Nam
dang phai d6i mat vai ap luc tir hang gia va gian 1an thuong mai. Trong khi d6, Tomar
(2026) cho thdy nguoi tiéu ding ngay cang ky vong cao hon vao tinh minh bach cta
thong tin san pham, toc d6 giao hang, chinh sach doi tra, danh gia xac thyc va trai nghiém
mua sam dang tin cdy. Pi véi cac san pham anh huong truc tiép dén stc khoe va hinh
anh ca nhan, nhiig van dé nhu tinh chinh hing, d6 minh bach thong tin, uy tin nha ban
va co ché bao dam giao dich vi vay trd thanh nhimng diéu kién then chét trong viéc hinh
thanh va cung cb quyét dinh mua truc tuyén (Nguyen, 2025; Tomar, 2026). O gbc do
quan 1y nha nude, Cuc Quéan 1y Duoc (2025) di yéu cau ting cudng ra soat hoat dong
kinh doanh m¥ phém trén cac san thuwong mai dién tir nhu Shopee, Lazada, Tiki, TikTok
Shop va trén cac nén tang mang xa hoi, dong thoi trién khai dot cao diém kiém tra tir
ngay 15/12/2025 dén 31/3/2026 nham ngin chin thudc va my pham gia. Diéu nay cho
théy ri ro vé tinh chinh hang la mot dac diém noi bat cta bdi canh mua sdm truc tuyén
nganh lam dep tai Viét Nam.

Nhin chung, thyc trang phat trién mua hang tryc tuyén trong nganh 1am dep va
cham soc stre khoe tai Viét Nam duge hinh thanh trén ba nén tang chinh. Thtr nhat 13 sy
ting truéng manh cta thuong mai dién tir va mutrc 6 s6 hoa ngay cang cao cia hanh vi
tiéu dung. Thu hai 13 sy mo rong nhanh cia thi truong san pham lam dep va cham soc
c4 nhan, cing véi nhu cdu ngdy cang 16n ddi voi san pham cham soc da, chim soc ca
nhan va cac dong san pham c6 chét lugng cao hon. Thir ba 1a vai trd ndi bat ciia san
thuong mai dién tir, thuong mai xa hoi, livestream va ndi dung danh gia trong viéc rat
ngan khoang cach giita tim kiém thong tin va ra quyét dinh mua. Tuy nhién, do dic tinh
nhay cam ctia san pham va rii ro hang gia, quyét dinh mua truc tuyén trong nganh nay
van chiu chi phéi manh bdi niém tin, d6 an toan cam nhén va uy tin thuong hiéu. Bbi
canh d6 cho thdy can nghién ctru sdu hon vé cac yéu to tic dong dén quyét dinh mua
hang truc tuyén dbi vé6i san phém lam dep va cham séc strc khoe tai Viét Nam, nham hd
trg doanh nghiép thiét ké noi dung, trai nghiém s6 va co ché bao dam phu hop véi ky
vong cua khach hang (International Trade Administration, 2024; Nguyen, 2025; TGM
Research, 2025; Tomar, 2026).

1.2. Co s& 1y luén vé dong lwe mua sim, sy hién dién, danh gia cic lwa chon thay
thé, va nhan biét y dinh
1.2.1. Pjng lwc mua sim

Trong nghién ctru hanh vi nguoi tiéu dung, dong lyc mua sam duoc hiéu 1a tap hop
céc 1y do bén trong va bén ngoai thiic day c4 nhan khoi phat, duy tri va dinh huéng hoat
dong mua sam, qua do6 giai thich vi sao nguoi tiéu dung budc vao tién trinh tim kiém
thong tin, danh gia va lya chon san pham (Deci & Ryan, 1985; Ryan & Deci, 2000).
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Trong bdi canh thuong mai dién tr, Lo va cong su (2016) cho réng dong lyc mua sam
trye tuyén dugc hinh thanh tir ca yéu t6 thiic ddy bén trong, gan véi sy himg thi va niém
vui trong qua trinh duyét va kham pha san pham, 1an yéu té thuc day bén ngoai, gan véi
phan thudng, vu dii, chuan muc x4 hoi va ky vong ciia nhitng nguoi xung quanh. Cach
hiéu nay phu hop véi dic thu ciia san thuong mai dién tir, noi nguoi tiéu ding vira c6
thé duyét san ph'flm mot cach tu nguyén nhu mdt hoat dong mang tinh giai tri, vira chiu
tac dong thuong xuyén cia cac tin hiéu x4 hoi nhu danh gia ctia ngudi dung, san pham
ban chay, khuyén nghi tir ngudi anh huong va cac chwong trinh wu dai giéi han thoi gian
(Davis va cong su, 1992; Venkatesh va cong su, 2012). Trén co s& do, trong nghién ctiru
nay, dong lyc mua sam duoc dinh nghia 1a mirc do nguoi tieu dung cam théy duoc thiuc
day mua san pham lam dep va cham soc c4 nhan trén san thuong mai dién tir, xuit phat
tir ca su hig thu va ¥ nghia ca nhin cta viéc mua sam 1an cac két qua, tin hiéu va ap
luc dén tir bén ngoai hoat dong do.

Thuyét tu quyét (SDT) 1a mot 1y thuyét ndi bat vé dong luc cta con ngudi (Gilal
va cong su, 2019b). Ban dau dugc phat trién boi Deci va Ryan (2000), va nd dd va dang
duogc cac hoc gia trén khap thé gisi nghién ctru siu hon. SDT phan loai dong luc cia
con ngudi thanh hai loai va cho rang hanh vi ¢4 nhan c¢6 xu hudng dugc thic diy ca bén
trong va bén ngoai (Deci & Ryan, 1985; Ryan & Deci, 2000; Gilal va cong su, 2019b).
Céc hanh vi c6 dong luc bén trong xay ra khi moi nguoi tham gia vao mot hoat dong vi
ho thdy n6 tha vi hodc cam thay thich tha va vui vé khi thuc hién no, trong khi cac hanh
vi ¢6 dong luc bén ngoai xay ra do cac két qua c6 thé tach roi nhu phan thuéng bén
ngoai, khen ngoi hodc tranh bi tring phat (Deci & Ryan, 1985; Ryan & Deci, 2000;
Gilal va cong su, 2019b). Vi du, mot dién gia truyén cam hing c6 thé giang bai vi ho
thich 1am nhu vay (hanh vi bén trong) hodc ho c6 thé giang bai dé kiém tién va dat duoc
dia vi xa hdi (hanh vi bén ngoai). Hon nita, trong SDT, Deci va Ryan da vach ra dinh
huéng (1985), trong d6 phén loai cac quy trinh diéu chinh ciia c4 nhan thanh bén dang
quy dinh tao dong luc (Gilal va cong su, 2018a).

Nghién ctru hoc thuat dé xuat bdn loai dong luc, gém mot chudi lién tuc tir dong
co bén ngoai dén bén trong (dong luc bén ngoai, ndi tai, duoc xac dinh). Pong luc ndi
tai, dang dong luc tu chu nhat, din dén hanh vi chi vi loi ich cua chinh n6 (Gilal va cong
su, 2018a; Gilal va cong su, 2019b). Vi du, mdt nguoi tiéu dung cod thé c6 dong co mua
thuc phém tdt cho strc khoe (vi du: rau va tréi cay) vi s¢ thich ty nhién cua ho hodc don
gian vi ho thich an rau va trai cay. Tuong tu nhu vay, dong luc xac dinh dugc coi nhu
1a mot loai dong lyc bén ngoai mang tinh ty quyét dinh hon. N6 xay ra khi mot ca nhan
biét tam quan trong va loi ich cua mot hanh dong hodc hanh vi (Gilal va cong su, 2018a;
Gilal va cong sy, 2019b). Vi dy, mot ngudi tiéu dung c6 thé c6 dong co mua thyc pham

tot cho strc khoe vi ho hiéu tam quan trong cua di€u do, viéc st dung thuc pham tot cho
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stc khoe ¢6 1oi vé mait duy tri can nang, bao vé, chéng lai bénh tat va tang cudng suc
khoe. Pong lyc tiép nhan 1a tham gia vao cac hanh vi dé tranh cam giac xau ho hodc su
khong tan thanh cia nguoi khac (Gilal va cong sy, 2019a; Gilal va cong su, 2019b).
Cubi cung, dong luc bén ngoai 1a nham dap tmg cic yéu cau bén ngoai (vi dy: tir gia
dinh hodc ban b&) hoic mong doi phan thuong dé dap lai viéc thyc hién mot hanh vi
(Gilal va cong sy, 2019a; Gilal va cong su, 2019b).

C6 mot mdi lién két chit ché gifta cac loai dong lyc va hanh vi cua nguoi tiéu dung
(Gilal va cong su, 2018a; Lin, Tsai, & Chiu, 2009; Shao, Grace, & Ross, 2019; Wee &
Choong, 2019). Vi du, Gilal va cong su. (2018a) da xac nhéan tac dong cua céac loai dong
luc khac nhau ddi véi niém dam mé ctia ngudi tiéu dung ddi voi mot thuong hiéu. Tuong
tu, Lin va cdng su. (2009) da diéu tra anh huong ctua cac dong lyc khac nhau ddi véi
10ng trung thanh cua khach hang va chi ra rang dong luc xac dinh 1a yéu té du bao manh
nhat vé long trung thanh, tiép theo 1a dong luc ndi tai. Dya trén nhitng diéu nay, ching
t61 hy vong rang tat ca cac loai dong luc s& dan dén tac dong tich cuc dang ké dén hanh
vi mua san pham lam dep va chim soc ca nhan trén san thuong mai dién tir.

Trén co s& phan loai cuia STD, dong lyc mua sim trong nghién ciru nay duogc do
ludong thong qua cac bién quan sat phan anh bdn khia canh gébm dong luc noi tai, dong
luc xac dinh, dong luc tiép nhan va dong lyc bén ngoai (Ryan & Deci, 2000; Ryan &
Deci, 2020). Bén khia canh nay khong duoc xir Iy nhu nhiing bién nghién ctru riéng
biét, ma cung phan anh mot bién nghién ctru thong nhat 13 dong luc mua sam, phi hop
v6i muc tiéu xem xét vai tro tong hop ctia dong luc trong céc 19 trinh ra quyét dinh thay
vi so sanh tac dong riéng 1¢ cua tirng dang dong luc.

1.2.2. Sw hién dién

Su hién dién dé cap dén nhan thirc vé sy thin mat hoic gén glii voi nguoi khac
(Lowry va cong su, 2009; Short, Williams va Christie 1976). Trong bdi canh mua sam
tryc tuyén, d6 1a nhan thirc chi quan vé trai nghiém mua sim ma ngudi tiéu ding cam
nhan dugc (Li, Daugherty va Biocca 2003). N6 ghi lai trai nghiém tuong tu nhu khi mua
sam tai mot cira hang thuc té (Lee va Park 2014).

Hién dién c6 hai chiéu 1a hién dién tir xa va hién dién xa hoi (Ou, Pavlou, va
Davison 2014). Hién dién tir xa nhin manh cam giac gan gili vé thé chat, trong khi sy
hién dién x3 hoi nhdn manh cam giac than mat vé mat tim 1y (Ou, Pavlou va Davison
2014). Chung 13 nhiing khia canh khéac biét ctia su hién dién va 1 nhiing yéu t6 quan
trong trong moi truong mua sam tryc tuyén, nhung mot so nghién ciru d chi diéu tra
tac dong chung cua chung (Xu, Cenfetelli va Aquino 2012). Do do, nghién ctru nay s€
kham pha déng thoi cac vai tro khac nhau cta hién dién tir xa va hién dién xa hdi trong
bdi canh mua sdm truc tuyén. Hién dién tr xa 1a mot trang thai tdm ly cua viéc “hién

hiru & d6” hodc trai nghiém vé sy hién dién trong mot méi trudng do may tinh lam trung
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gian (Steuer 1992). P6 1a mot cam giac dugc cam nhan boi nhitng ca nhan ddm minh
vao mdi truong ao (Pelet, Ettis va Cowart 2017). Trong bdi canh mua sim truc tuyén,
sy hién dién tr xa dugc dinh nghia 1a cdm gidc hién dién trong mdt cura hang 4o noi
ngudi ta co thé ludt qua va mua saim gidng nhu trong mot cira hang truyén théng (Shih
1998). N6 phan 4nh mirc d6 ma nguoi tiéu dung cam nhan duoc sy gan gili hoic khoang
cach vat ly gilra nguoi tiéu dung va nguoi ban (Ou, Pavlou va Davison 2014).

Khi mirc d6 hién dién tir xa cao, ngudi tiéu ding s& cam thiy dang ¢ gan ngudi
ban ngay ca khi vi tri ctia nguoi ban cach xa vi tri cua ho (Ou, Pavlou va Davison 2014).
Trai nghiém ddm chim lién quan dén sy hién dién tir xa c6 vé hiru ich cho ngudi tiéu
dung dé biét thém thong tin vé nguoi ban va san phim. Mot nhom nghién ctru di chi ra
tac dong tich cuc cua sy hién dién tir xa ddi véi phan irng ctiia nguo1i tiéu dung tryc myén.
Hién dién tir xa do trang web tao ra anh hudng tich cuc dén trai nghiém (Pelet, Ettis va
Cowart 2017), su tham gia (Mollen va Wilson 2010), niém tin va thai do cua nguoi tiéu
dung dbi véi san pham (Klein 2003) va su thich tha khi mua sim truc tuyén (Lee va
Park 2014; Song, Fiore, va Park 2007).

Tat ca nhiing nghién ctru nay chi ra ring mirc do hién dién tir xa ma nguoi tidu
dung cam nhan dugc trén cac trang web ciia nguoi ban cang cao, thi nguoi tieéu dung
cang it nhan thirc dugc sy han ché vé khong gian cia viéc mua sdm truc tuyén (Lee va
Park 2014). Do d6, that hop 1y khi phong doan rang su hién dién tir xa c6 thé dap ung
nhu cau cta ngudi tiéu dung, tir d6 anh huéng dén thai d6 va hanh vi mua cia ngudi
ti€éu dung.

Su hién dién x3 hdi ban dau dugc xem 1a “mirc do tuong tac cia moi ngudi khi
giao tiép qua mang Internet va murc do hai 1ong do tuong tac giita cdc c4 nhan mang lai”
(Short, Williams va Christie 1976). Dua trén dinh nghia nay, su hién dién xa hoi lién
quan dén viéc danh gia chat luong ciia mot phuong tién truyén thong (Choi, 2016; Lu,
Fan va Zhou 2016). Va né cling phan anh nhan thic vé miat tim 1y lién quan dén céac
tuong tac gilta cac c4 nhan trong mdi truong truc tuyén (Kim va Song 2016; Schroeder
2006). Do do, su hién dién xa hoi 1a mot khai niém quan trong dé hiéu cac trai nghi¢m
giao tiép qua tryc tuyén (Biocca, Harms va Burgoon 2003).

Trong bdi canh mua sdm truc tuyén, né nhin manh sy két ndi tam ly va duogc coi
1a yéu to chinh trong mdi lién hé giita nguoi ban va khach hang (Hassanein va Head
2007; Kumar va Benbasat 2006). Theo do, sy hién dién xa hoi dé cap dén sy hai long
clia nguoi tiéu dung vé nhitng trao dbi thong tin vé san pham qua truc tuyén véi nguoi
ban (Animesh va cdng su, 2011; Ou, Pavlou va Davison 2014). N6 phan anh muc do
ma ngudi ban giao tiép v6i nguoi tiéu ding thong qua trang web ciia nguoi ban
(Hassanein va Head 2005; Lee va Park 2014; Yoo va Alavi 2001).
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Trang web cua ngudi ban c6 su hién di¢n xa hoi cao khi c6 sy hoa déng va ho trg
ngudi mua nhiét tinh (Ou, Pavlou va Davison 2014; Zhang va cong su. 2012). Piéu nay
chi ra rang sy hién dién x3 hoi c6 thé lam giam sy hai long gifta ngudi tiéu ding va
ngudi ban hang truc tuyén xa la (Darke va cong sy, 2016). Mot s6 nghién ctru trude day
da phat hién ra réng su hién dién xa hoi ¢c6 mdi lién hé tich cuc véi sy tin tudng (Gefen
va Straub 2004; Lu, Fan va Zhou 2016), su thich thu (Choi 2016), su cong nhan xa hoi
(Lee va Park 2014) va mdi quan hé tét (Ou, Pavlou, va Davison 2014). Tat ca nhimng két
qua nay chi ra rang su hién dién x3 hoi ¢ thé dap tmg mot vai kiéu nhu cau tam 1y cta
nguoi tiéu dung.

1.2.3 Pdnh gid cdc lwa chon thay thé va nhégn biét y dinh

Trong nghién ctru nay, phan doan duoc hiéu 1 giai doan ngudi tiéu dung xir 1y, so
sanh va danh gia cac phuong an trudc khi hinh thanh y dinh mua (Howard & Sheth,
1969; Solomon, 2006). Phan doan duoc thao tic héa thong qua hai thanh phan chinh:
danh gia cac lwa chon thay thé va nhan biét ¥ dinh mua (Petcharat & Leelasantitham,
2021). Panh gia cac lya chon thay thé phan anh qua trinh ngudi tiéu dung thu hep tip
san pham hodc thuong hiéu c6 thé chap nhin duogc, sau d6 so sanh cic phuong an nay
dua trén nhitng ti€u chi nhu gia ca, chét lugng, thuong hi€u, kinh nghi¢m trude do, do tin
cay va muc d phu hgp véi nhu cAu c4 nhan (Howard & Sheth, 1969; Solomon, 2006).
Theo Howard va Sheth (1969), nguoi tiéu dung thuong khong xem xét toan bd cac thuong
hi€u hién c6 trén thi trudng, ma hinh thanh mot tap hop cac thuong hiéu dugc xem 1a co
thé chap nhan duoc cho lan mua tiép theo. Cac nghién ctru vé tap can nhac ciing cho thay
nguoi tiéu dung c¢6 xu hudng sang loc thi truong rong thanh mat tap lua chon nho hon
trude khi duara quyét dinh cubi cung (Roberts & Lattin, 1991; Shocker va cong su, 1991).
Qua trinh danh gia nay c6 thé dién ra & cap do thudc tinh, khi nguoi tiéu dung so sanh
ting tiéu chi cu thé ctia san phém, hoac & cép do phuong an, khi ho lya chon gitta cac san
pham hay thuong hiéu tiém ning (Park va cong su, 1981). Bén canh do, céc tiéu chi nhu
gia ca, chat lwong, nhan biét thuong hiéu va kinh nghiém tiép xtc trudc d6 co thé anh
huéng dén cach nguoi tiéu ding hinh thanh tap lya chon va danh gia phuwong an mua
(Brown & Wildt, 1992; Roberts & Lattin, 1991). D tin cdy thuong hi€u cling c6 thé lam
tang kha nang mot thuong hiéu dugc dua vao tap can nhéc va dugc lua chon trong giai
doan sau cta qué trinh ra quyét dinh (Erdem & Swait, 2004). Vi vdy, danh gia cac lya
chon thay thé 1a mot budc quan trong gitip nguoi tiéu ding sang loc, so sanh va xac dinh
phuong an phu hop truwéce khi chuyén sang y dinh mua.

Trong moi trudng mua sam tryc tuyén, qué trinh phan doan khong chi ding lai &
viéc so sanh cac lya chon thay thé, ma con gan véi cac hanh vi thé hién y dinh mua trén
nén tang s6. Khac voi moi trudng mua sim truyén thong, nguoi tiéu dung truc tuyén co

thé sir dung cac chirc ning nhu thém san pham vao gio hang, kiém tra lai thong tin san
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pham, theo ddi khuyén mai, so sanh lan cudi cac thudc tinh quan trong hodc chuan bi
thue hién giao dich trude khi ra quyét dinh mua (Petcharat & Leelasantitham, 2021).
Céc hanh vi nay cho thdy ngudi tiéu ding da chuyén tir trang thai ddnh gia chung sang
trang thai c6 y dinh mua rd rang hon, trong d6 gié hang dong vai trdo nhu mdt cong cu
ho tro nguol mua tam gitr, ra soat va xac nhan lai lya chon trude khi hoan tat giao dich
(Petcharat & Leelasantitham, 2021). Theo Petcharat va Leelasantitham (2021), qua trinh
ra quyét dinh mua tryc tuyén can bo sung giai doan nhan biét y dinh, ndm giita danh gia
céc lira chon thay thé va quyét dinh mua, vi day 13 giai doan phan anh su chuyén tiép tir
can nhic sang chuan bi hanh dong. Do d6, trong nghién ciru nay, phan doan dugc xem
1a giai doan trung gian trong qué trinh ra quyét dinh mua truc tuyén, bao gdm ca danh
gia cac lya chon thay thé va nhan biét v dinh mua trude khi nguoi tiéu dung hinh thanh
¥ dinh hodc quyét dinh mua hang cubi cung.

1.2.4. y dinh mua

¥ dinh mua phan 4nh mirc d6 sin sang va nd luc dy kién cta nguoi tiéu dung nhim
thuc hién hanh vi mua mot san pham hodc thuong hiéu trong tuwong lai gan. Theo Ly
thuyét Hanh vi C6 ké hoach, ¥ dinh thé hién cac yéu t6 dong co chi phdi hanh vi, cho
biét c4 nhéan sén sang nd luc dén mirc nao dé thuc hién hanh vi, va 1a yéu td du bao truc
tiép cling nhu manh nhat d6i v6i hanh vi thuc t& (Ajzen, 1991). Cac nghién ctru tong
hop ciing xac nhan mdi quan hé chit ché giira ¥ dinh va hanh vi trong nhiéu bdi canh
khéc nhau (Sheppard va cong su, 1988). Trong nghién ctru marketing, y dinh mua
thudng duoc thao tac hoa bang thang do phan xa gém cac phat biéu vé kha ning can
nhéc, kha nang lua chon va kha nang thuc hién giao dich ddi véi san phém hoac thuong
hiéu dugc dé cap (MacKenzie & Lutz, 1989; Dodds va cong su, 1991; Brown &
Stayman, 1992).

Trong bdi canh thuong mai dién tir,  dinh mua duoc hiéu 1a mtc do ngudi tiéu ding
du dinh mua san pham thong qua san thuong mai dién tir, bao gdm kha ning quay lai nén
tang, kha nang hoan tat giao dich va kha ning gi6i thiéu san pham cho ngudi khac (Chang
& Liu, 2009; Wells va cong su, 2011; Shah va cong sy, 2012). Khac vdi moi truong mua
sam truyén thong, y dinh mua tryc tuyén duoc hinh thanh sau khi nguoi tiéu dung da trai
qua mot chudi thao tac trén nén tang nhu xem mo ta san pham, d6i chiéu danh gia cua
ngudi dung, trao doi v&i ngudi ban, thém san pham vao gié hang va ra soét 1an cudi cac
diéu kién mua (Huang & Benyoucef, 2017; Petcharat & Leelasantitham, 2021). Vi vay, y
dinh mua trong méi trudng s6 khong chi phan nh thai do d6i voi san pham, ma con phan
anh murc d6 chac chan ma ngudi tiéu dung dat duoc sau qué trinh danh gia va xac nhan
lya chon (Doha va cong su, 2017; Pop va cong su, 2022).

Trong khuon khé moé hinh TPM, cau phan cudi cliing cia tién trinh 1a quyét dinh,
trc phuong an c6 gia tri ky vong cao nhat duoc ca nhan lya chon (Rodgers, 1997). Tuy
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nhién, trong cac nghién ciru khao sat cat ngang, hanh vi mua thuc té thuong khong quan
sat dugc truc tiép; dong thoi, nhidu nghién ciru vé hanh vi mua tryc tuyén da cho thay y
dinh mua 1a chi bao gan nhét va c6 gia tri du béo cao ddi voi quyét dinh mua sau do
(Ajzen, 1991; Sheppard va cong sy, 1988; Pop va cong su, 2022). Vi vay, ¥ dinh mua
dugc sir dung 1am bién phu thudc cudi ciing ciia md hinh nghién ctru.
1.3. Cac nghién ctru lién quan
1.3.1. Tinh hinh nghién ciru trong nwdc

Trong bdi canh Viét Nam, hanh vi mua hang truc tuyén di duogc tiép can tir nhidu
goc do khac nhau, tir cac mo hinh chap nhan cong nghé, mé hinh hanh vi ngudi tiéu
dung dén cac bdi canh nén tang s6 va nganh hang cu thé. O giai doan trude, cac nghién
ctru thudng tip trung vao ¥ dinh mua truc tuyén néi chung, voi cac bién sé quen thudc
nhu nhan thire su hitu ich, nhan thtc dé sir dung, rii ro cdm nhan, niém tin, &nh hudng
x4 hoi va diéu kién thuan loi. Chang han, Duong (2012) kiém dinh tac dong cua rii ro
cam nhan, thudc tinh san phém va doanh nghiép, tinh dé st dung cdm nhan va loi ich
cam nhan dén y dinh mua truc tuyén ctia ngudi tiéu dung tai thanh phd Hué. Ha (2016)
mo rong Ly thuyét hanh vi c6 hoach dinh dé xem xét anh hudng cua thai do, y kién
nhém tham khao, nhan thtrc kiém soat hanh vi va rai ro cam nhan dén y dinh mua truc
tuyén ctia nguoi tiéu dung Viét Nam. Tuong tu, Nguyén va Hoang (2020) ap dung TPB
dé danh gia anh hudng cua thai do, chuan muc chi quan va nhan thirc kiém soat hanh
vi dén ¥ dinh va hanh vi mua truc tuyén trén cac website doanh nghiép Viét Nam trong
bbi canh COVID-19. Bén canh d6, Doan (2020) sir dung UTAUT dé nghién ctru y dinh
mua truc tuyén ciia khach hang Viét Nam va cho thay cac yéu t6 nhu ky vong hiéu qua,
ky vong nd luc, anh hudng xa hoi, diéu kién thuan loi va tinh d6i méi c6 vai tro trong
viéc giai thich y dinh mua. Nhitng nghién ctru nay da cung cap nén tang quan trong trong
viéc ly giai hanh vi mua sam truc tuyén cua nguoi tiéu dung Viét Nam, dac biét thong
qua cac bién sd lién quan dén chap nhan céng nghé, rui ro, thai d6 va anh huong xa hoi.

Gan day, cac nghién ctru trong nudce da bat ddu mé rong sang cac bdi canh cu thé
hon, dic biét 1a nganh my pham, san pham lam dep va chim soc c4 nhan. Nguyen va
cong su. (2021) nghién ctru ¥ dinh mua tryc tuyén déi véi my pham va san pham cham
soc ca nhan tai Viét Nam, trong d6 céc yéu t6 nhu niém vui mua sam, niém tin, loi ich
cam nhén va chét lugng website c6 anh hudng tich cuc dén y dinh mua, trong khi rti ro
cam nhan c6 anh hudng ti€u cuc. Le va cong su. (2021) xem xét tac dong cua YouTube
influencers dén ¥ dinh mua my pham tai Viét Nam va cho thy d¢ tin cdy ciia thong tin
tir ngudi anh huong ¢ thé tic dong dén thai do dbi voi thuong hiéu, do tin cay thuong
hiéu va y dinh mua. Trong bbi canh my pham hiru co, Phu va cong su. (2024) nghién
ctru nguoi tiéu dung tai thanh phé Can Tho va chi ra vai tro cta thai do, chuan chu quan,

nhan thure kiém soat hanh vi, lgi ich cdm nhan va céc yéu to can tr¢ doi véi y dinh mua.
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Tuong tu, An va Ngo (2025) nghién ctru nguoi ti€u dung Gen Z tai Viét Nam va cho
thiy hoat dong marketing trén mang xa hoi c6 thé anh huéng dén ¥ dinh mua va truyén
miéng dién tir d6i véi my pham hitu co thong qua gia tri cam nhéan va chat lugng cam
nhan. Ngoai ra, Nguyen Thi Ha Trang va cOng su. (2025) nghién ctru anh hudng cua
cong nghé thuc té ting cudng dén y dinh mua sim my pham truc tuyén tai Viét Nam,
cho thdy cac ddc diém cong nghé nhu tinh mdi la, tinh twong tac va tinh hip dan co vai
tro trong viéc thuc ddy y dinh mua. Cac nghién ciru nay cho thay hanh vi mua sam san
pham 1am dep va chim soc ca nhan tai Viét Nam dang ngay cang dugc xem xét trong
moi lién hé véi dic diém nganh hang, ndi dung sb, ngudi anh huong, truyén thong xa
hoi, cong ngh¢ trai nghiém va chét lugng nén tang truc tuyén.

Trong hai nim gan ddy, cc nghién ctru trong nudc da chuyén trong tim sang hanh
vi mua sam trén cac nén tang thuong mai xa hoi va video ngan. Ngo va cong su (2023)
khao sat 344 nguoi tiéu dung thude thé hé Z tai Viét Nam c6 kinh nghiém mua hang qua
livestream va cho thay trong sau yéu t6 duoc kiém dinh, nguoi phat tric tiép (streamer)
c6 anh hudng manh nhit dén ¥ dinh mua, trong khi chat luong thong tin ¢ anh huéng
yéu nhat. Tiép d6, Ngo va cong su (2024) phan tich 438 ngudi tiéu dung thé hé Z st
dung Shopee Video va chi ra rang ap luc thoi gian, ap luc sb lugng, loi ich kinh té, anh
huong xa hoi cing yéu td hinh anh va 4m thanh tac dong dén hanh vi mua bdc dong
thong qua trung gian 13 trang thai kich thich va trang thai hai 1ong; két qua twong ty ciing
duoc Ngo va cong su (2025) xac nhan trén 440 nguoi dung TikTok Shop, voi vai tro
diéu tiét cua nang lyuc tai chinh. O goc do gia tri tiéu dung, Dam (2025) khao sat 297
ngudi mua sam trén san thuong mai dién tir tai Viét Nam va cho théy gia tri vi loi, gia
tri hudng thu va danh gia truc myén déu tac dong tich cuc dén su hai long va niém tin,
tir 46 anh huong dén y dinh mua lai. Nhu vay, dong lyc mua saim va cac tin hiéu tuong
tac trén nén tang di duoc quan tim nhiéu hon, song phan 16n nghién ctru van dimg &
hanh vi mua bdc déng hoac y dinh mua lai.

Nhin chung, cac nghién ctru trong nudc da dong gdp quan trong vao viée ly giai
hanh vi mua hang truc tuyén ctia ngudi tiéu dung Viét Nam. Tuy nhién, van con mot sb
khodng tréng can tiép tuc 1am rd. Thir nhat, nhidu nghién ciru trude tap trung vao y dinh
mua tryc tuyén néi chung hoic xem xét cac nhom yéu t6 riéng 1é nhur nhan thire sy hiru
ich, nhan thirc dé sir dung, riii ro cam nhan, niém tin, anh huong xa hoi, nguodi anh
hudng, truyén thong mang xa hoi hodc cong nghé AR (Duong, 2012; Ha, 2016; Nguyén
& Hoang, 2020; Doan, 2020; Le va cong su, 2021; Nguyen Thi Ha Trang va cong su,
2025). Trong khi do, vai tro déng thoi cia dong lyc mua sam va su hién dién trong moi
truong thuong mai dién ttr van chua dugc 1am ré day di. Thit hai, mac du da c6 mot s6
nghién ctru vé my pham, m§ pham hitu co va san pham chiam soc ca nhan tai Viét Nam,

cac nghién curu nay chu yéu ti€p can theo hudng thuong hi€u, niém tin, gia tri cdm nhan,
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chat lwong cam nhéan, ngudi anh hudng hodc cong nghé trai nghiém (Nguyen va cong
su, 2021; Le va cong su, 2021; Phu va cdng su, 2024; An & Ngo, 2025). Do do, van con
thiéu cac nghién ctru tich hgp dong luc mua sam, su hién dién va phan doan trong cung
mot md hinh nham giai thich y dinh mua san pham lam dep va cham soc ¢4 nhén trén san
thuong mai dién tir. Thit ba, phan 16n cic nghién ciru hién c6 thuong xem y dinh mua 13
két qua tryc tiép cua cac yéu t6 tac dong, trong khi chua chu trong day du dén giai doan
phan doan ctia ngudi tiéu dung, tirc qua trinh danh gia cac Iya chon thay thé, cAn nhic san
pham va nhéan biét ¥ dinh mua truéce khi hinh thanh y dinh mua cudi cing (Petcharat &
Leelasantitham, 2021). Do d6, viéc nghién ctru ¥ dinh mua san pham lam dep va chim
soc ca nhan trén san thuong mai dién tir dudi anh hudng cia dong luc mua sam, su hién
dién va phan doan 13 can thiét, nhim cung cip cach giai thich day da hon vé qua trinh ra
quyét dinh ctia nguoi tiéu dung trong bdi canh thwong mai dién tir tai Viét Nam.

1.3.2. Cdc nghién civu lién quan trén thé gigi

Trén thé gi6i, hanh vi mua sam truc tuyén di duoc nghién ciru tir kha som cing
vO1 sy phat trién cta Internet va thuong mai dién tu. O giai doan dau, mua sdm truc
tuyén thudng duoc hiéu 1a hanh vi ngudi tiéu dung thyc hién giao dich v6i nha ban 1é
thong qua giao dién may tinh hodc website ban hang (Haubl & Trifts, 2000; Park &
Kim, 2003). Perea y Monsuw¢é va cong su. (2004) ciing cho rang mua sam truc tuyén 1a
hanh vi ngudi tiéu dung mua san pham hodc dich vu théng qua cac ctra hang truc tuyén
hoic website thuong mai dién tir. Cac cach tiép can nay cho thiy trong giai doan déu,
mua sam truc tuyén chu yéu dugc nhin nhan nhu mét hinh thirc giao dich duogc hd tro
bdi website va hé théng thong tin.

Tuy nhién, ciing v&i su phat trién ciia nén tang s6, hanh vi mua sam truc tuyén
khong con chi 1a hanh dong mua hang qua website, ma da tr¢ thanh mdt qua trinh ra
quyét dinh phtic tap, chiu anh hudng bai thong tin, cong nghé, tuong tic xa hoi, dic
diém nén tang va dic diém ca nhan cta ngudi tiéu dung. Darley va cong su. (2010) cho
rang nghién ctru hanh vi ngudi tiéu dung truc tuyén can duogc xem xét trong mdi lién hé
v6i toan bo tién trinh ra quyét dinh, bao gém céc tac nhan bén ngoai, qua trinh xir Iy bén
trong va phan tng ctia nguoi tiéu dung. Tuong tu, Ayalew va Zewdie (2022) cho thiy
¥ dinh mua, chip nhan cong nghé va hanh vi tiép tuc sir dung 1a cac hudng nghién ciru
noi bat trong hanh vi ngudi tidu dung tryc tuyén, trong d6 cac yéu to nhu niém tin, rui
ro cam nhan, nhan thirc hitu ich, nhan thic dé sir dung va chét lugng hé théng thuong
dugc xem 1a nhiing nhén t6 quan trong. Piéu nay cho thay hanh vi mua sam tryc tuyén
ngay cang dugc tiép cin nhu mot qua trinh da chiéu, thay vi chi 1a két qua ctia mot quyét
dinh giao dich don 1¢.

Vé tién trinh ra quyét dinh, cic nghién ctru kinh dién thudng mé ta hanh vi mua

cua nguoi tieu dung thong qua cac giai doan nhu nhan biét nhu cau, tim kiém thong tin,
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danh gia céac lya chon thay thé, quyét dinh mua va hanh vi sau mua (Engel va cong su,
1968; Howard & Sheth, 1969). M6 hinh tuyén tinh ny c6 gia tri nén tang vi gitp mo ta
céc bude chinh ma nguoi tiéu dung ¢ thé trai qua khi ra quyét dinh. Tuy nhién, trong
moi trudng truc tuyén, tién trinh ra quyét dinh ctia nguoi tiéu ding ¢ thé linh hoat hon
so v6i md hinh truyén théng. Bettman va cong su. (1998) cho rang lua chon ctia ngudi
tiéu dung mang tinh kién tao, tirc 1a nguoi tidu dung c6 thé diéu chinh cach danh gia va
lya chon tuy theo bdi canh, nhiém vu va thong tin san co. Payne va cong su. (1988) cling
nhan manh rang c4 nhan c6 thé thay doi chién luge ra quyét dinh ty theo sy danh doi
giita nd luc nhan thirc va do chinh xac cua quyét dinh.

Céc nghién ciru vé mua sim truc tuyén tiép tuc cing ¢b lap luan rang ngudi tiéu
ding khong nhét thiét di qua cac giai doan quyét dinh theo mot trat ty cé dinh. Karimi va
cong su. (2015) chi ra rang qua trinh ra quyét dinh mua truc tuyén chiu anh hudng boi
kién thirc trudc d6 cta nguoi tiéu dung va phong cach ra quyét dinh ca nhan. Trong nghién
ctru tiép theo, Karimi va cong su. (2018) cho thay cac nhom nguoi tiéu dung khac nhau
c6 thé thé hién cac kiéu hanh vi ra quyét dinh truc tuyén khac nhau, tir 46 anh hudng dén
két qua nhu sy hai long vo1 lya chon va sy hai long vo1 qua trinh mua. Vi vy, viéc st
dung mot mo hinh tuyén tinh cimg nhéc dé giai thich hanh vi mua truc tuyén c6 thé chua
phan anh day du sy phirc tap ctia qua trinh ra quyét dinh trong thuc té.

Trong bdi canh nay, Throughput Model ctia Rodgers (1997) cung cap mot cach
tiép can phu hop dé giai thich qua trinh ra quyét dinh thong qua sy twong tac gitta thong
tin, nhan thic, phan doan va quyét dinh. Thay vi gia dinh nguoi tiéu dung ludn di theo
mét trinh tu ¢b dinh, Throughput Model nhan manh cach thong tin va nhan thirc dugc
xtr 1y dé hinh thanh phan doan, tir 46 dan dén quyét dinh. Cach tiép can nay phu hop véi
bbi canh mua sim truc tuyén, noi nguoi tiéu ding lién tuc tiép nhan thong tin tir mo ta
san pham, hinh anh, ddnh gia cta nguoi ding, trong tac vdi nguoi ban, goi y cia nén
tang va cdac tin hiéu xa héi khac. Bén canh do, Petcharat va Leelasantitham (2021) cho
rang qua trinh ra quyét dinh mua truc tuyén can bo sung giai doan nhan biét y dinh, nam
giita danh gia cac lya chon thay thé va quyét dinh mua, béi ngudi tiéu ding tryc tuyén
thuong st dung cac chirc ning nhu gio hang dé ra soat, luu giit va xac nhan lwa chon
trudc khi thuc hién giao dich. Do d6, khai niém phan doén trong nghién ctru nay cé thé
duogc hiéu 1a giai doan nguoi tiéu dung danh gia cac lya chon thay thé va nhan biét y
dinh mua trude khi hinh thanh y dinh mua cudi cung.

Bén canh hudng tiép can dya trén tién trinh ra quyét dinh, cac nghién ciru qubc té
cling nhdn manh vai trd cta dong luc trong hanh vi mua sam truc tuyén. Theo Ly thuyét
Tu quyét, hanh vi ctia ¢4 nhan c6 thé duoc thic d.'fly bo1 ca dong luc ndi tai va dong luc
ngoai tai; trong dé6 dong luc ndi tai Xuét phat tur sy hung thu, niém vui va su thoa méin

khi thyc hién hoat dong, con dong luc ngoai tai gén voi cac két qua hodc lgi ich bén
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ngoai hoat dong d6 (Ryan & Deci, 2020). Trong bdi canh mua sam truc tuyén, dong luc
c6 thé giai thich vi sao ngudi tiéu ding tham gia vao hoat dong tim kiém, so sanh, twong
tac va mua sim trén nén tang thuong mai dién tir. Vi vay, SDT la nén tang phu hop dé
phan tich vai trd ctia dong luc mua sam trong qué trinh hinh thanh ¥ dinh mua.

Ngoai dong luc, su hién dién trong méi trudng truc tuyén ciing 1a mot yéu té quan
trong gitp giai thich hanh vi mua sim online. Gao va cong su. (2018) cho ring sy hién
dién c6 vai trd quan trong trong thi trudng mua sdm truc tuyén, trong d6 hién dién xa
hoi gin voi cam gidc két ndi va twong tac v6i ngudi khac, con hién dién tir xa gin véi
cam giac dugc dat vao moi truong mua sdm truc tuyén mot cach séng dong va chan
thuc. Céc tac gia cho thay hién dién xa hoi va hién dién tir xa c6 thé anh huong dén su
thoa man nhu cu tdm 1y, thai ¢ va hanh vi ctia nguoi tiéu dung. Gan day, Lavoye va
cong su. (2023) ciing cho théy cac chiéu canh cta su hién dién, chéng han hién dién
khong gian, hién dién xa héi va hién dién ban than, co thé anh huong khac nhau dén y
dinh mua trong bbi canh mua siam bang cong nghé thyc té ting cuong. Nhitng nghién
ctru ndy cho thay su hién dién khong chi 1a dac diém k§ thuat ciia nén tang sd, ma con
1 trai nghiém tam 1y c6 kha ning tac dong dén cach nguoi tidu dung danh gia san pham
va hinh thanh y dinh mua.

Trong giai doan gén day, vai tro cua su hi¢n dién tiép tuc duoc lam roé vé1 muc do
chi tiét cao hon. Huang va cong sy (2023) khao sat 408 ngudi tiéu dung trong bdi canh
thuong mai video truc tiép va cho thay trai nghiém dam chim dong vai tro trung gian
mot phén trong quan hé gitta hién dién xa hdi va y dinh mua, déng thoi cam xtc tich
cuc diéu tiét duong din nay. Li va cong su (2024) phan tich mau 7.701 nguoi ding nén
tang video ngén va chi ra réng hién dién xa hdi ciia nguo1 ban va hién dién xa hoi cua
cong ddng ngudi xem c6 tac dong khac nhau: hién dién cua nguoi ban tac dong manh
hon dén trai nghiém tiéu dung va y dinh mua, trong khi hién dién cua nhitng ngudi xem
khac lai 1am gia ting cam giac c¢6 don. Trong bdi canh cong nghé thuc té ting cudng,
Lavoye va cong su (2023) tach su hién dién thanh ba chiéu g@)m hién dién khong gian,
hién dién xa hoi va ty hién dién, déng thoi cho thdy mirc d6 anh hudng cia ting chiéu
dén y dinh mua thay ddi theo didc diém cua san phrflm lam dep; Recalde va cong su
(2024) bd sung ring tac dong cua trai nghiém thuc té ting cudng dén y dinh mua san
pham lam dep dién ra thong qua trung gian 1a mirc 46 gan két cia nguoi mua. Barta va
cong su (2023) ciing cho thiy trong méi trudng mua sim my pham truc tuyén, trai
nghiém hién dién gitp giam tinh trang bdi réi do qua nhiéu lya chon va gidm bat hoa
nhan thirc trudc mua, qua d6 nang cao ¥ dinh mua. Nhing két qua nay cing ¢ 1ap luan
réng su hién di¢n khong chi tdc dong truc tiép dén y dinh mua ma con van hanh thong
qua qua trinh danh gi4 va phén doan cia nguoi tiéu dung.

Song song, cac nghién ctru vé tién trinh ra quyét dinh tiép tuc nhan manh tinh phi
tuyén cta hanh trinh mua sdm sb. Sharma va cong su (2023) khao sat tic dong cta sau

nhom cong nghé¢ s, gobm Internet, nén tdng di dong, tri tué¢ nhan tao va cac cong nghé
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thuc t& md rong, 1én nam giai doan ra quyét dinh ciia ngudi tiéu dung va cho thiy cac
cong nghé nay 1am bién dang va rat gon trinh tu cac giai doan. Mele va cong su (2025)
tong quan hé théng nghién ctru vé hanh trinh khach hang giai doan 2001-2023 va khang
dinh hanh trinh s6 ngay cang phan ménh, lap lai va phi tuyén thay vi tuan theo mo hinh
phéu tuyén tinh. Trong bdi canh thuwong mai xa hoi, Laradi va cong su (2024) st dung
thiét ké nghién ctru theo chiéu doc va cho thay trong sd cta cac yéu to nhu gia tri vi loi,
gi4 tri huong thy va niém tin thay doi theo thoi gian, tirc 12 19 trinh ra quyét dinh khong
on dinh. V& phia Throughput Model, m6 hinh tiép tuc dugc van dung trong nhiéu linh vuc
nhu quyét dinh tin dung va dau tu (Rodgers va cong sy, 2023a), quan tri ngudn nhan luc
(Rodgers va cong su, 2023b) va ra quyét dinh dao dirc trong nghé ké toan (Tiron-Tudor
va cong su, 2025). Tuy nhién, ngoai nghién ctru mang tinh khai niém cta Rodgers va
Nguyen (2022), hién chua c6 nhiéu nghién ctru thyc nghiém van dung TPM dé kiém dinh
cac 16 trinh ra quyét dinh mua trén san thuong mai dién tir, dic biét dbi voi nhém hang
lam dep va cham soc ca nhan. Day chinh 1a khoang tréng ma nghién ctru nay hudng toi.
Téng hop cac nghién ctru trén cho thdy hanh vi mua sim tryc tuyén da dugc tiép
can tir nhiéu goc do, bao gdm mo hinh ra quyét dinh truyén théng, qué trinh xtr 1y thong
tin, dong luc, sy hién dién va dac diém cong nghé ciia moi truong truc tuyén (Darley va
cong sy, 2010; Karimi va cdng su, 2015; Gao va cong su, 2018). Tuy nhién, van con
khoang tréng trong viéc tich hop déng thot dong lyc mua sdm, su hién dién va phan
doan dé giai thich y dinh mua ctia ngudi tiéu dung trén san thuong mai dién ti. Pac biét,
d6i v6i nhém san pham lam dep va cham soc ca nhan, ngudi tiéu dung thudng phai danh
gia nhiéu thong tin lién quan dén chét lugng, thuong hiéu, d6 an toan, trai nghiém st
dung, danh gia tir ngudi ding khac va muc do tin cdy cia nén tang trude khi hinh thanh
¥ dinh mua (Nguyen va cong sy, 2021; Phu va cong su, 2024). Do dé, viéc két hop Ly
thuyét Tu quyét va Throughput Model trong nghién ctru nay 1a phu hop, vi SDT giup
giai thich dong lyc thiic ddy hanh vi mua sam, trong khi Throughput Model gitp 1am rd
cach nguoi tidu dung xtr 1y thong tin, hinh thanh phan doan va di dén y dinh mua trong
moi truong thuong mai dién tir (Rodgers, 1997; Gao va cong su, 2018; Ryan & Deci,
2020; Petcharat & Leelasantitham, 2021). Bén canh d6, phan 16n cic nghién ciru néu
trén dat bdi canh & moi trudng truc tuyén nédi chung hodc & mot kénh don 1é nhu website
thuong hiéu, ing dung di dong hay nén tang livestream. Trong khi d6, san thwong mai
dién tir lai it duoc xir Iy nhu mot bdi canh riéng, mic du ddy 1a noi nhiéu ngudi ban cing
canh tranh va 1a noi cac cong cu hd trg quyét dinh nhu gié hang, bo loc va danh gia
ngudi ban duoc tich hgp san. Cung véi khoang trong vé viée tich hop dong thoi dong
luc, sy hién dién va phan doan trong mét khung tién trinh, dy 1a khoang trong thir hai

ma dé tai hudng tdi.
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CHUONG 2: PHAT TRIEN GIA THUYET

2.1. Cac md hinh ly thuyét nén ting

Cau hoi nghién ciru ciia dé tai bao gdm hai vé gin bo véi nhau nhung thudc hai
pham trii Iy thuyét khac nhau, d6 14 vi sao ngudi tiéu ding budc vao tién trinh mua va
ho di qua nhitng budc nao dé hinh thanh ¥ dinh mua. Cac khung 1y thuyét hién c6 kho
tra 101 dong thoi ca hai vé, nén dé tai lya chon két hop hai 1y thuyét c¢6 vai trd bd sung
cho nhau. Throughput Model cung cip khung mé ta ciu trac tién trinh, con Ly thuyét
Tu quyét cung cip ndi dung giai thich cho diém khéi phat cua tién trinh 6.

Pé tai lya chon Throughput Model 1am khung tién trinh dua trén ba cin cir. Trudc
hét, m6 hinh nay cho phép mé ta nhiéu 16 trinh song song cung dan dén mot két qua,
khac v&i cac mé hinh ra quyét dinh tuyén tinh. Cach tiép can d6 phu hop voi bang chimg
cho thiy lya chon ciia nguoi tiéu dung mang tinh kién tao va thay d6i theo nhiém vu
quyét dinh, nén tién trinh mua truc tuyén c6 thé duoc rat ngén hoac sép xép lai tuy theo
kién thtrc sén c6 va phong cach ra quyét dinh cta timg ngudi (Bettman va cong sy, 1998;
Karimi va cdng su, 2015, 2018). Tiép do6, mo hinh tach riéng bon ciu phén nhan thuec,
thong tin, phan doan va quyét dinh, nho vy mdi cau phan c6 thé dugc gin véi mot bién
do ludng dugce va kiém dinh bang mo hinh cdu trac. Sau cing, Rodgers va Nguyen
(2022) da van dyng mo hinh vao bdi canh mua sdm truc tuyén, tao co s& ké thira truc
tiép cho dé tai. M6 hinh Chap nhan Cong nghé hay Ly thuyét Hanh vi C6 ké hoach, hai
khung 1y thuyét thuong ding trong nghién ctru hanh vi truc tuyén, déu du bao y dinh tir
mot tip yéu t6 theo quan hé tuyén tinh. So véi chung, Throughput Model ¢ uu thé &
kha ning mé hinh héa chinh cau tric cia tién trinh, diing v6i yéu cau ma cau hoi nghién
cuu dat ra.

Tuy nhién, Throughput Model dinh nghia cau phan nhan thitrc & mirc ciu tric, tic
viéc ca nhan dong khung van dé va nhan biét nhu cau, ma chua gidi thich nhu cau do
bat ngudn tir dau va vi sao c6 cuong do khac nhau gitra cac ca nhan. Ly thuyét Tu quyét
bod khuyét cho khoang tréng nay khi phan loai dong luc theo mirc d¢ tu chu, tir dong luc
noi tai gan véi sy hing thii va y nghia c4 nhan dén cac dang dong luc ngoai tai gan véi
phan thuéng, chuan myc xa hoi va ky vong ciia nguoi khac (Ryan & Deci, 2020). Nho
vdy, cau phan nhan thirc trong mo hinh khéng con 1a mot trang thai c6 hodc khong ma
tr& thanh mot bién do luong duoc véi ndi dung 1y thuyét rd rang. Ly thuyét Tu quyét
cling t6 ra phul hop véi bdi canh san thuong mai dién tir, noi ngudi tiéu dung vira duyét
san phém modt cach ty nguyén nhu mot hoat dong gidi tri, vira chiu tdc dong thuong
xuyén cua cac tin hi€u xa hdi va chuong trinh wu dai.

Hai 1y thuyét vi vay duoc két hgp theo quan hé khung va ndi dung chtr khong phai
ghép co hoc. Throughput Model quy dinh céc ciu phan cing nhiing 16 trinh c6 thé c6
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clia tién trinh ra quyét dinh, con Ly thuyét Tu quyét quy dinh ndi dung ctia cau phan dau
vao va giai thich co ché thiic ddy nguoi tiéu ding tién sdu hon vao tién trinh. Hai muc
tiép theo trinh bay lan lugt ting 1y thuyét, trudce khi muc 2.2 tong hop thanh mé hinh
nghién ctru dé xuat.

2.1.1. Throughput model (TPM)

Tir cac han ché ctia mo hinh ra quyét dinh truyén thong, viéc nghién ctru hanh vi
mua sam truc tuyén cAn mot mo hinh ¢6 cdu trac ning dong hon, cho phép mé ta nhiéu
16 trinh ra quyét dinh khac nhau thay vi chi mot dudng di c6 dinh. Piéu nay dic biét phu
hop v6i nhan dinh rang nguoi tiéu dung truc tuyén c6 thé di theo cac con dudng khéac
nhau dén cung mat két qua quyét dinh, tuy thudc vao bdi canh, dic diém ca nhan va muc
do san co cua thong tin (Pavlou va cong su, 2007; Dorn va cong su, 2010). Trong boi
canh thuong mai dién tir phat trién nhanh va hanh vi tiéu dung bién déi lién tuc, viéc tim
kiém va kiém dinh cac khung 1y thuyét méi dé bét kip cac hinh théi ra quyét dinh méi
tré nén can thiét (Kawaf & Tagg, 2017). Trén co s& do, nghién ctru Iya chon Throughput
Model nhur mot nén tang phi hop dé dién giai cac 16 trinh ra quyét dinh, vi mé hinh nay
nhan manh tuong tac gifra thong tin, nhan thac, phan doan va quyét dinh theo nhiéu
duong dan khac nhau, dong thoi da duoc van dung hiéu qua trong cac bdi canh ra quyét
dinh khac nhau (Rodgers, 2006; Rodgers va cong su, 2009).

P

Hinh 1.1. Throughput Model (TPM) véi bén thanh phan I — P —J— D
va sau 1o trinh thudt toan

(Nguon: Rodgers, W. (1997). Throughput modeling:
Financial information used by decision makers. Quorum Books)
TPM duoc Rodgers phat trién nhdm 1am rd sau con dudng trong yéu tuwong tmg
voi1 sau hé quan diém dao duc chu yéu ma mot c4 nhan ¢6 thé tuan theo trong qua trinh
ra quyét dinh (Rodgers, 1997; Rodgers, 2009; Rodgers & Al Fayi, 2019; Rodgers, 2020).
Mo hinh nay déc biét hitu ich trong bbi canh nguoi tiéu dung rat da dang vé quan diém,

trinh d6 hoc vén va dia vi xa hoi; déng thoi ho ¢6 thé diéu chinh hodc thay doi quyét
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dinh khi hi€u sau hon va can nhéc loi ich theo c4c 19 trinh khéc nhau (Rodgers, 1997;
Rodgers va cong su, 2019).

Vé ban chét, TPM duoc xem nhu mot mo hinh gém sau chién lugc thuét toan dung
dé cdu trac va tinh toan viéc danh gia ra quyét dinh cua ca nhan hodc t6 chirc (R.
Rodgers, 1997). Uu diém cia mé hinh 13 t6 chirc duoc nhiéu yéu té cung lic tic dong
dén quyét dinh, thay vi gia dinh moi ngudi déu ra quyét dinh theo mot “dudng thang”
gidng nhau (Rodgers, 1997). Theo Rodgers, diém then chdt ciia TPM 14 khdi niém hoa
cich cac ca nhan va to chuc di qua cac duong dan thuat toan khac nhau dua trén su
tuong tac cta bon thanh phan: thong tin (I), nhan thirc (P), phan doan (J) va quyét dinh
(D) trudc khi di dén Iya chon cudi cung (Rodgers, 1997; Rodgers & Gago, 2001).

Mot dong gbp quan trong khac ciia TPM 14 1am rd mdi lién hé gitra nhan thic va
thong tin. Sy twong tac nay duoc xem nhu nén tang dé phan anh ba thanh phan cot 16i
ctia cac khai niém méi truong, kinh t& va x3 hoi (Rodgers & Gago, 2006). No6i cach
khac, cach ngudi tiéu dung tiép nhan théng tin va hinh thanh nhén thirc ¢6 thé anh huong
manh dén viéc ho lya chon mot trong sau con duong thuat toan, dac bi¢t trong cac boi
canh ¢ yéu té trach nhiém x4 hoi ciia doanh nghiép hodc xung dot loi ich (Rodgers &
Gago, 2006; Ishaque, 2020).

TPM di dugc ap dung dé nghién ctiru nhidu van dé trong méi trudng thuong mai
va to churc, nhu cac van dé duoc danh gia boi ngudi cho vay thwong mai (Rodgers &
Gago, 2001), dao dtrc kinh doanh (Rodgers & Gago, 2001), kiém toan (Rodgers, 2011),
hanh vi t6 chitc (Foss & Rodgers, 2011), quiy r6i tinh duc (Guiral, Ruiz, Rodgers, &
Gonzalo, 2008) va tuan tha thué (O’shaughnessy, 2014). Viéc md hinh dugc kiém
nghiém rong cho thdy TPM cung cip mot goc nhin hiru ich dé phan tich hanh vi ra quyét
dinh trong cac tinh hudng phirc tap, tir d6 ung ho viéc sir dung TPM nham nang cao hiéu
biét vé tac dong ciia sau con dudng thuit toan dén quyét dinh tong thé (Rodgers, 1997).

Trong TPM, cac 10 trinh thuat toan phan anh sy khac nhau vé muc do kién thirc,
tinh sdn c6 cta thong tin va 4p luc thoi gian (Rodgers & Gago, 2001; Rodgers va cong
su, 2019). Sau 19 trinh dugc md ta thong qua su két hop gilta nhan thirc (P), thong tin
(I), phan doan (J) va quyét dinh (D), bao gdm P - D,P - J > D, I P - D, 1 —J
—D,P—>1—-J—>Dval—P—J— D (Rodgers, 1997; Rodgers & McFarlin, 2016).

Lo trinh P — D thudng gan voi xu hudng ra quyét dinh nhanh dya trén nhén thirc
san c6 va dong co vi ky tAm 1y, noi c4 nhan c6 xu hudéng hanh dong vi lgi ich c4 nhan
ma ho nhan thirc dugc (Bowie, 1991; Rodgers, 1997). Cach tiép can nay nam trong
nhom 1ap ludn cua 1y thuyét myc dich luan hay hé qua luan, theo dé gia tri dao duc cua
hanh dong dugc danh gia chu yéu bang két qua tao ra (Rodgers va cong su, 2019). Trong

moi truong tryc tuyén, cd thé suy luan rang ngudi tidu dung di theo 16 trinh nay khi ho
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mua l3p lai nhitng san pham quen thudc do niém tin manh va trai nghiém trudc d6 da
t6t, nén khong can xem thém thong tin hay danh gia.

Lo trinh P — J — D phan anh quan diém ban thé hoc, nhan manh vai trd cia phan
doan va nguyén tic hon 13 mé rong so sanh céac lya chon thay thé (Rodgers, 1997). Con
duong nay ham ¥ thong tin khéng duoc xem trong; nguoi ra quyét dinh xay dyng nhan
thirc tir nén tang sin co, can nhac hé qua theo chuan myc riéng dé hinh thanh phan doan,
roi méi di dén quyét dinh (Rodgers, 1997). Trong bdi canh mua sdm truc tuyén, cich ra
quyét dinh nay phu hop véi truong hop khach hang dua vao “quy tic” hay tiéu chi ca
nhan c6 sdn dé phan doan trude khi mua, thay vi phai khéo sat lai toan bd thong tin cho
ting 1an mua.

Lo trinh I — P — D 1am ndi bat quan diém cua thuyét twong dbi, noi nguoi ra
quyét dinh dua vao ban than hoic nhém xung quanh nhu nén tang chuan myc khi danh
gia diéu dung sai (Rodgers, 1997). Theo lap luan ciia Rodgers, ca nhan thudng tim kiém
hodc quan sat sy dong thuan ciia nhom lién quan trude khi hanh dong (Rodgers, 1997).
Trong mua sam tryc tuyén, 1§ trinh ndy mo ta tinh hudng ngudi tiéu ding tiép nhan
thong tin tir quang cdo, bai viét, lut web hodc nhom tham khao; thong tin d6 danh thirc
nhu cdu va nhanh chéng chuyén thanh quyét dinh mua.

Lo trinh I — J — D gan véi lap luan vi loi, nhdn manh két qua hodc loi ich 16n
nhat cho sé déng, va c6 diém twong dong véi vi ky tam 1y ¢ chd déu quan tAm manh dén
hé qua (Rodgers va cong su, 2019). Trong mdi trudng truc tuyén, 16 trinh ndy thudong
xuat hién khi nguoi tiéu dung chua c6 nhu cau rd rang tir trudéc ma bat dau tir thong tin
san ¢ trén nén tang. Ho cAn nhéc va so sanh cac phuong 4n dya trén nhiing tiéu chi then
chét trude khi di dén quyét dinh, thay vi trai qua ddy du qua trinh hinh thanh nhén thuc.
Céc hoat dong tao dong luc nhu hang miu mién phi, phiéu qua ting, trung bay bang
hiéu, chuong trinh tryc tiép va hd tro cta nhan vién ban hang truc tuyén 6 thé lam tang
xu huéng quyét dinh nhanh theo kiéu nay (Amos, Holmes, & Keneson, 2014).

Lo trinh P — I — J — D nhan manh niém tin dua trén vai trd va cac dic diém xa
hoi dugc cong nhan, gén voi von x3 hoi cu thé cta cd nhan hodc td chuc (Rodgers,
1997). Con duong nay cho rang viéc dinh khung van dé & muc nhén thire sé dan dat loai
thong tin duoc tim kiém va cach thong tin dugc téng hop dé phan doan trude khi ra
quyét dinh dang tin cay (Rodgers, 1997; Rodgers va cong su, 2019). Trong bdi canh
mua sam truc tuyén, ddy thuong 13 truong hop khach hang bat dau tir nhu cau twong dbi
13, chil dong tim thong tin lién quan, sau d6 danh gia va méi chbt mua.

Lo trinh I - P — J — D duoc gén véi dao dirc cua triét 1y cham soc, nhan manh
céc pham chat trong quan hé gan giii nhu 10ng trac 4n, trung thanh, tinh yéu, tinh ban va
nhimng dic diém twong tu (Rodgers va cong su, 2019). Theo tién trinh ndy, c4 nhan tiép
nhan thong tin, dinh hinh van dé & mirc nhan thic, rdi phan tich dé hinh thanh phan doan

trudce khi ra quyét dinh (Rodgers, 1997). Suy ludn sang bdi canh truc tuyén, ngudi tiéu
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dung c6 thé nhan thong tin vé san pham, cam thiy nd “can cho minh hodc cho ngudi
than”, sau d6 can nhic k§ hon va di dén quyét dinh mua.

TPM dugc xem 1a c¢6 thé ap dung hiéu qua trong méi trudng thuong mai, dic biét
dé hd tro doanh nghiép hiéu, du bao va tac dong dén quyét dinh mua sim truc tuyén
thong qua sau 16 trinh thuit toan (Rodgers, 2010). M6 hinh ciing giup tao ciu trac khai
niém, dé xudt cc két ndi va quan hé giira cac bién, hodc phat trién hé phuong trinh thuat
toan nham nghién cru quy trinh ra quyét dinh (Rodgers, 2010). Pong thoi, ngudi tiéu
dung c6 thé mua ciing mot loai san phim nhung lya chon 16 trinh khac nhau do kha ning
thich Gmg v&i nhiém vu quyét dinh va bdi canh (Payne va cong su, 1988; Bettman va
cong su, 1998; Pavlou va cong su, 2007; Dorn va cong su, 2010). Vi vay, hanh vi mua
hang truc tuyén c6 thé dién ra theo nhiéu duong khac nhau dén quyét dinh cudi cing
(Liu & Wei, 2003; Lian & Lin, 2008; Pascual-Miguel va cong su, 2015).

2.1.2. Thuyét tw quyét

Thuyét ty quyét (Self Determination Theory, SDT) xem dong co 1a nén tang dinh
hudng va “tiép ning luong” cho hanh vi, qua d6 giai thich vi sao con nguoi khdi phat
hanh dong va hanh dong theo hudng nao, dong thoi ding cac ciu tric dong co dé to
churc cac thanh phﬁn nhan thirc, cdm xuc va hanh vi (Deci & Ryan, 1985; Ryan & Deci,
2000). SDT cho rang con ngudi ¢6 khuynh hudng bam sinh hudng t6i cai thién hanh
phic va phat trién ban than, va mirc d6 théa man cac nhu cau tdm 1y co ban s& chi phdi
dong co noi tai, sy hai long va trang thai an lac (Sheldon va cdng sy, 2001; Deci & Ryan,
2000; Gagne & Deci, 2005). Ba nhu cau cbt 16 gSm gén két, tu chi va nang luc, trong
d6 gin két phan anh mong mudn duoc két ndi va dugce coi trong, ti chil phan anh cam
giac ty nguyén va lam chii hanh dong ctia minh, con nang lyc phan anh niém tin vao kha
nang thuc hién hiéu qua cac nhiém vu (Ryan & Deci, 2002; Ryan & Deci, 2000; Patrick
va cong su, 2007).

Trong bdi canh mua sdm truc tuyén, SDT dic biét hitu ich dé ly giai bién dong
dong co khi nguoi tiéu dung tuong tdc véi moi trudng website va cac tin hiéu xa hoi.
Nhiéu dic tinh cia méi truong mua sdm tryc tuyén nhu cho phép duyét san pham ty do,
tu nguyén ra quyét dinh, cha dong danh gia, va twong tac voi nguoi khac co thé gop
phén théa mén nhu cau gén két va tu chu, tir d6 kich hoat cac trang thai tdm ly thuén loi
cho hanh vi mua (Deci & Ryan, 2000; Van den Broeck va cong sy, 2016). Khi bdi canh
x4 hoi dap tmg cac nhu ciu tAm 1y co ban, c4 nhan c6 xu hudng theo dudi sy ting truong
va tu nang cao, lya chon tham gia vao moi truong dem lai cam gidc “dang ¢ lai” va co
y nghia (Deci & Ryan, 2000; Greguras & Diefendorff, 2009; Rosen va cong su, 2014).
Nguoc lai, khi cac nhu cau nay bi can tr¢, nguoi tiéu dung co thé hinh thanh thai d6 va
lya chon kém tich cuc d6i v6i hanh vi mua sdm hodc ddi véi moi truong truc tuyén
(Ryan & Deci, 2000).
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Duya trén SDT, dong co trong mua sam truc tuyén c6 thé duoc khai quat thanh hai
ngudn chinh 14 dong co noi tai va dong co bén ngoai. Pong co ndi tai xuat hién khi ca
nhan thyc hién mot hoat dong vi chinh qua trinh thyc hién mang lai sy hting thu, thich
tha va niém vui, khong can dén phan thuong rd rang tir bén ngoai, do d6 thuong gan véi
khai niém niém vui cam nhan (perceived enjoyment) trong cac nghién ciru vé chip nhan
cong nghé (Davis va cong sy, 1992; Deci & Ryan, 2000; Venkatesh & Davis, 2000).
Nguoc lai, dong co bén ngoai phan anh viéc ca nhan thyc hién hoat dong vi n6 1a phuong
tién dat t&i mot két qua co gia tri nam ngoai hoat dong do, ch'fmg han su chép thuan cua
nguoi khac, chuan muc xa hoi, hodc cac loi ich cong cu nhu phén thudéng va khuyén
khich (Davis va cong su, 1992; Ryan & Deci, 2000). Trong cac bdi canh chép nhan cong
ngh¢ va mua sdm truc tuyén, anh hudng xa hdi thuong dugc xem 1a mot dang lyc thuc
day bén ngoai, va da dugc ghi nhan co lién hé vai ¥ dinh chap nhan cong nghé va y dinh
mua sam truc tuyén (Rogers, 1995; Venkatesh va cong sy, 2012).

Tir gbc nhin mé hinh nghién ctru, SDT cung cip nén tang dé dién giai vai trd cia
dong co nhu mot co ché trung tim ndi gitra trai nghiém hién dién va cac budce xir Iy
quyét dinh mua. Khi nguoi tiéu dung cdm nhén hién dién xa hoi va hién di¢n tir xa manh
hon, ho c¢6 nhiéu kha ning trai nghiém cam giac két ndi, duoc ddng hanh, va cam giac
tu chii khi khdm pha thong tin san pham, qua d6 1am gia ting dong co ndi tai va cing
cb cac dong co bén ngoai thong qua cac tin hiéu xi hoi (Deci & Ryan, 2000; Ryan &
Deci, 2002). Khi dong co dugc kich hoat, nguoi ti€éu dung cé xu hudng tham gia sau
hon vao qua trinh danh gia cac lua chon thay thé, bai ho vira ¢6 1y do cam xuc dé tiép
tuc, vira c6 dinh huéng rd hon vé diéu minh muén dat dugc tir hoat dong mua sam (Deci
& Ryan, 1985; Ryan & Deci, 2000). O chiéu nguoc lai, qua trinh can nhac va danh gia
cling c6 thé cung c6 hodc diéu chinh dong co, vi khi ngudi tiéu ding nhan thay Iya chon
phu hop hon v6i nhu cau va gia tri cia minh, ho dé “sé hir” quyét dinh nhu mét lua
chon tu nguyén va c¢6 ¥ nghia, dng voi tinh than tu chu ctia SDT (Ryan & Deci, 2002;
Deci & Ryan, 2000).

Trén nén tang d6, dong co duoc ky vong tac dong tryc tiép dén ¥ dinh mua, dong
thoi tac dong gian tiép thong qua cac bién trung gian thudc tién trinh quyét dinh. Khi
ngudi tiéu dung c6 dong co ndi tai cao, niém vui cam nhan lam tang khuynh huéng tiép
tuc tuong tac, tang muc chép nhén cac nd luc nhan thirc can thiét dé so sanh, can nhic,
va hinh thanh két luAn mua hang (Deci & Ryan, 2000; Venkatesh & Davis, 2000). Khi
dong co bén ngoai manh, dic biét 1a cac chuan muc x3 hdi va tin hiéu tir nguodi khac,
nguoi tiu dung co6 thé dinh hudng rd hon vé lya chon “duoc khuyén nghi” hodc “dugc
mong doi”, tr d6 anh huong dén cach ho danh gia lga chon va di dén y dinh mua
(Rogers, 1995; Venkatesh va cong su, 2012). Vi vay, SDT giup gidi thich vi sao trong

moi truong tryc tuyeén, khong chi ban than dong co ma ca nhiing trai nghiém vé hién
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dién va cac budc xir 1y quyét dinh nhu dénh gia lya chon thay thé va nhan biét y dinh
déu c6 thé cung nhau hinh thanh va khuéch dai y dinh mua cia ngudi tiéu dung (Deci
& Ryan, 1985; Deci & Ryan, 2000; Ryan & Deci, 2000).

2.2. Pé xuat mé hinh nghién ciru

Muc tiéu chinh ctia nghién ctru nay 1a xem xét y dinh mua sam san pham 1am dep
va cham soc ca nhan dya trén anh hudng cua dong lyc va sy hién di¢n trén san thuong
mai dién tir. Dé dap trng muyc ti€u nay, nghién ctru phat trién mot mo hinh dé xuit dua
trén TPM cua Rodgers va két hop véi cac khung 1y thuyét lién quan.

Céc nghién ctru truée day cho thdy TPM da duoc ap dung hiéu qua dé giai thich
hanh vi con ngudi trong nhiéu bdi canh khac nhau, vi vay nghién ctru st dung TPM lam
nén tang dé kiém tra hanh vi ra quyét dinh mua hang cua khach hang théng qua tng
dung di dong (Rodgers va cong sy, 2009). Theo TPM, hanh vi ra quyét dinh chiu anh
huong truc tiép bai nhan thirc va thong tin ma c4 nhan tiép nhan (Rodgers va cong su,
2009); tuong tu, nguoi tiéu dung dua vao nhan thic va thong tin dé nang cao kha nang
danh gia va dua ra quyét dinh mua sim (Lui, 2012).

TPM ¢ dang gbc 1a mot khung khéi niém tong quat, chua gin voi mot loai quyét
dinh cu thé va do d6 chua cung cip cach dién giai cho tién trinh mua hang cua ngudi
tiéu dung. Budc van dung dau tién vao bdi canh mua sam truc tuyén dugc thuc hién boi
Rodgers va Nguyen (2022), khi cc tac gia anh xa tién trinh ra quyét dinh mua nam giai
doan vao bdn ciu phﬁn cua mo hinh: nhan thic (P) dugc cu thé hoa thanh nhan biét nhu
cau, thong tin (I) thanh thong tin lién quan dén san pham ma ngudi tiéu dung thu nhan
tir trai nghiém ca nhan hodc tir cac nhém tham chiéu, phan doan (J) thanh danh gia céac
Iira chon thay thé trong tap can nhéc, va quyét dinh (D) thanh quyét dinh mua. Trén co
s do, sau 10 trinh thuat toan dugc dat tén lai theo hanh vi mua, gém 10 trinh mua hang
nhanh, c6 chon lgc, tuy hing, an tuong, truyén théng va hién dai.

Tuy nhién, nghién ctru ciia Rodgers va Nguyen (2022) duoc xay dung bang 1ap
luan ly thuyét va chua duoc kiém dinh béng dir li€u; chinh cac tac gia thira nhan han ché
nay va dé xuat cac nghién ctru tiép theo can bo sung dir liéu tir nhiéu ngudn khac nhau
dé tinh chinh céc ciu trac cia mé hinh va thyuc hién danh gia dinh luong. Ngoai ra, cach
anh xa van giit hai cau phﬁn dau vao & dang mo ta giai doan, khi nhan thic duoc hiéu 1a
viéc nhan biét nhu cau va thong tin dugc hiéu 1a noi dung thong tin san pham, ma chua
1am 13 vi sao nhu cau duoc hinh thanh va ngudi tiéu dung trai nghiém thong tin d6 nhu
thé nao trén nén tang s6. M6 hinh dé xuat dudi day ké thira khung anh xa nay va bo sung
giai quyét nhitng van dé hién tai.

Dua trén TPM, SDT va tién trinh ra quyét dinh cua khach hang, cac cau phﬁn cua

TPM duoc dién giai phu hop v6i bdi canh mua sam tryc tuyén nhu sau:
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- Nhan thtc trong TPM gén voi viéc dong khung tién trinh ra quyét dinh va xac
dinh van dé, nén trong quyét dinh mua hang duoc quy chiéu thanh budc nhan biét nhu
cau (Rodgers, 1997). Theo SDT, con ngudi ¢6 ba nhu cau tim Iy co ban gdm ning luc,
quyén tu chu va su lién quan; déng thoi, nhan biét nhu cau trude mua c6 thé duge hinh
thanh badi1 dong luc ndi tai hodc dong luc bén ngoai ciia nguoi tiéu dung (Lo va cong sy,
2016). Vi vay, dong lyc dugc xem nhu biéu hién cta nhan thuc trong TPM trong mo
hinh dé xuat. Piém khéc biét so v6i cach 4nh xa ctia Rodgers va Nguyen (2022) 14 & chd
nghién ctru ndy khong chi ghi nhan sy ton tai ctia nhu cau, ma do luong 1y do dimg sau
nhu cau dé thong qua cac dang dong luc ndi tai va ngoai tai (Ryan & Deci, 2020).

- Thong tin trong TPM duoc hiéu 13 dir liéu dang tin cdy va phu hop (Rodgers,
1997), va trong md hinh nay duoc dic ta béng su hién dién; sau khi c6 dong luc, khach
hang s& tim kiém cac tin hiéu thong tin lién quan dén san pham du dinh mua tir trong
tdc nguoi ban-ngudi mua trén san tuong Ung hién dién xa hoi hodc tur thong tin mo ta
hién thi truc tiép trén gian hang twong tmg hién dién tir xa. Néu mé hinh gdc tiép can
thong tin & khia canh ndi dung, cach dic ta nay chuyén trong tim sang cach thong tin
dugc trai nghiém trén nén tang, qua d6 phu hop hon véi bdi canh thuong mai xa hoi va
livestream, noi thong tin san pham gan nhu khong tach roi khoi trai nghiém hién dién
(Ou va cong sy, 2014; Gao va cong sy, 2018).

- Trong md hinh ra quyét dinh nam giai doan truyén théng, Phan doan 1a qua trinh
danh gia mot tap hop gidi han cac thuong hiéu hodc san pham dya trén cac yéu té nhu
nhén biét thuong hiéu, kinh nghiém trudc do, gia ca va chét luong, thong qua viéc xac
dinh trong sb tiéu chi va so sanh cac lya chon thay thé dé xac dinh phuong an phu hop
nhét (Brown & Wildt, 1992; LeBlanc & Herndon, 2001; Howard & Sheth, 1969;
Rodgers, 1997). Trong mdi trudng truc tuyén, mot giai doan trung gian bd sung - giai
doan gi6 hang - xuét hién giita danh gia lua chon va quyét dinh mua cudi ciing, cho phép
nguoi tiéu dung xem xét ki hon cac san pham da loc chon trude khi hoan tat giao dich
(Petcharat & Leelasantitham, 2021). Qua trinh nay, duoc goi 1a nhan biét y dinh, thudng
bi bo qua trong cac mo hinh truyén thong nhung déng vai tro cau ndi quan trong giira
danh gi4 va hanh dong. Do d6, Phan doan trong nghién ciru nay bao gom ca hai thanh
phan: danh gia cac lya chon thay thé va nhan biét y dinh.

- Khi nguoi tiéu dung danh gid cac luva chon va lam rd wu tién, ho hinh thanh y
dinh mua han, 1a tién dé quan trong ciia qua trinh ra quyét dinh. Theo Ly thuyét Hanh
vi C6 ké hoach (Ajzen, 1991), y dinh mua Ia yéu t5 du bao manh cho sy sin sang tham
gia vao hanh vi huéng muc tiéu, phan dnh cam két hanh dong va thu hep khoang cach
giita cAn nhiac va hanh dong thuc té. Trong bdi canh truc tuyén, y dinh nay thudng
chuyén hoa thanh hanh vi mua thuc sy (Laohapensang, 2009; Pavlou & Fygenson, 2006;
Roca va cong su, 2009; Wang & Somogyi, 2018; Khanam, 2018), va c6 anh hudng tich
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cuc dén quyét dinh mua 1an dau (Komalasari va cong su, 2021). Do do, nghién ctru nay
sit dung ¥ dinh mua thay cho Quyét dinh nhu mét cau triic pht hop hon dé do ludng
hanh vi ngudi tiéu dung truc tuyén.

Bang 2.1 tom tit cach bdn ciu phan cua Throughput Model dugc dién giai qua ba
thé hé mo hinh, tir khung gbc ciia Rodgers (1997) d¢én mé hinh 16 trinh mua hang truc
tuyén ctia Rodgers va Nguyen (2022) va mo hinh dé xuat ctia nghién ciru nay.

Bdng 2.1. Sw chuyén tiép ciia cic cau phan TPM qua ba thé hé mé hinh

Cau phan

Throughput Model
goc
(Rodgers, 1997)

Mo hinh 1§ trinh
mua hang truc
tuyén (Rodgers &
Nguyen, 2022)

Mo hinh nghién

curu nay

Nhan thic (P)

T6 chirc va phan loai

thong tin; dong

khung van d¢

Nhan biét nhu cau

Pong lyc mua sam
(M): noi tai, xac
dinh, ti€p nhan,

bén ngoai

Thong tin (1)

Dt Liéu dau vao
dang tin cay va phu

hop

Thong tin  lién
quan dén san pham
tor trai nghiém ca
nhém

nhan va

tham chiéu

Su hién dién (P):
hién dién tur xa va

hién dién xa hoi

Phén doén (J)

Sap xép, phan loai
nhan thirc va thong
tin theo co ché bu trir
/ khong bu trir

Danh gid cac lua
chon thay thé trong

tdp can nhac

Phan doan (J):
danh gia cac lya
chon thay thé va

nhan biét y dinh

Quyét dinh (D)

Phuong &n c6 gia tri

ky vong cao nhat

Quyét dinh mua

y dinh mua (PI)

Mtc do kiém dinh

Khung khai ni€m;
mg dung trong kiém
toan, dao duac kinh
doanh, hanh vi t6

chirc

Khai niém; chua
thu thap dir licu
kiém dinh

Kiém dinh dinh
lugng bang PLS-
SEM véi 677 quan

sat

Dua trén céc 1ap luan da trinh bay, nghién ctru nay dé xuat mo hinh nghién clru sau
(Hinh 2). Sau 16 trinh duoc trinh bay nham minh hoa cach quyét dinh cta ngudi tiéu
dung chiu 4nh huéng béi cac tuyén ra quyét dinh kha thi khac nhau. Cac 16 trinh nay ké
thira cau tric va cach dit tén cua Rodgers va Nguyen (2022), nhung duoc dién giai lai

theo cac bién cua mo hinh dé xuat
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Motivation

M

T~ l

J — Pl

Judgement Purchf:lse
X Intention

P

Presence

Hinh 2.2. M6 hinh nghién ciru dé xudt véi sau 16 trinh ra quyét dinh
mua hang triec tuyén
(Nguon: Pé xudt ciia nhom nghién ciru, ké thira tir Rodgers & Nguyen, 2022)
Lo trinh ra quyét dinh mot budc:
e (1) M — PI: L9 trinh mua hang nhanh
Lo trinh ra quyét dinh hai budc:
¢(2) M = J = PI: L) trinh mua hang c6 chon loc
¢ (3) P~ ] = PI: L§ trinh mua hang cin nhic
¢(4) P~ M — PI: L9 trinh mua hang &n twong
Lo trinh ra quyét dinh ba budc:
¢(5) M = P — ] = PI: L§ trinh mua hang truyén théng
¢(6) P > M — J — PI: L0 trinh mua hang hi¢n dai
2.3. Pé xuit gia thuyét
Dé kham pha cac mbi lién hé trong mo hinh dé xuét, phan nay xiy dung cac gia
thuyét s& duoc kiém dinh thuc nghiém dya trén mé hinh nghién ctru dé xuét. Thong qua
viéc phan tich mbi quan hé giita cac bién, nghién ctru hudng dén viéc nang cao hiéu biét
vé hiéu qua cia m6 hinh va cac ham y caa né.
Viéc tich hop hai 1y thuyét nén dugc thé hién cu thé ¢ timg gia thuyét. Ly thuyét
Tu quyét 14 co sé cho nhom gia thuyét xuat phat tir dong luc. Gia thuyét H1 vé tac dong
ctia dong luc dén ¥ dinh mua phan anh 1ap luan rang dong luc dinh hudng va duy tri
hanh vi huéng muc tiéu. Gia thuyét H2 va H3 vé quan hé hai chiéu giira dong luc va su
hién di¢n phan anh 1ap luén rﬁng moi truong xa hoi théa man cac nhu cAu tAm 1y co ban
s& nudi dudng dong luc, dong thoi ngudi tiéu dung cd dong luc cao sé& tuong tac siu hon
véinén tang va cdm nhan hién dién rd hon. Gia thuyét H4 vé tac dong ctia dong luc dén
danh gia cac lya chon thay thé phan anh l4p luan ring dong luc lam ting muc chip nhan

nd luc nhan thice can thiét cho viée so sanh va can nhic (Ryan & Deci, 2020).
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Throughput Model 14 co sé cho cau trac tién trinh va cho nhom gia thuyét gan véi
budc xur Iy thong tin. Gia thuyét H5 vé tac dong cua sy hién dién dén danh gia cac lya
chon thay thé twong tng v6i dudng dan tir cdu phan thong tin sang cdu phan phan doan,
con gia thuyét H6 vé tac dong ctia phan doan dén y dinh mua twong tng v6i dudng dan
tir phan doan sang quyét dinh (Rodgers, 1997). Sau gia thuyét vi vy khong phai 1a mot
tap hop roi rac cac quan h¢ hai bién, ma 1a nhirng doan cAu thanh nén sau 10 trinh ra
quyét dinh d3 trinh bay ¢ muc 2.2, trong d6 mdi 16 trinh 1a mot cach két hop khac nhau
cua cac doan nay.

2.3.1. Anh huéng ciia dpng lwc dén y dinh mua

Theo Self Determination Theory, dong luc dinh huéng va duy tri hanh vi thong
qua cac dang dong luc noi tai va ngoai tai, trong do cac dang ty chi hon nhu intrinsic
motivation va identified regulation thuong gan vai sy gin két tich cue va khuynh hudng
hanh dong 1o rét hon (Ryan & Deci, 2000). Trong ti€u dung, nguoi ti€u dung cd xu
hudng danh gia tich cuc va uu tién lya chon thuong hi¢u khi ho nhan dién dugc y nghia
ca nhan cua san phém hodc dich vy, tir d6 lam tdng kha ndng hinh thanh ¥ dinh mua
(Deci & Ryan, 2002). Thyc nghiém marketing ciing cho thdy dong luc noi tai c6 thé
thiic day céac trang thai gan két nhu dam mé thuong hiéu va 1am gia ting y dinh mua
(Gilal va cong su, 2020).

Bén canh d6, bang chimg thuc nghiém cho thiy tac dong cua cac dang dong luc
¢6 thé khac nhau theo bdi canh. Trong marketing dich vu, dong luc tu chi duoc ghi nhan
tac dong tich cuc dén long trung thanh, du cic dang mang tinh ap luc ndi tam c6 thé
khoéng tao hiéu tmg dang ké trong mét sb truong hop (Lin va cong su, 2009). O chiéu
nguoc lai, dong luc ngoai tai lién quan dén ky vong xa hoi va nhu cau thé hién ban than
van c6 thé 1a luc déy quan trong, dac bi¢t khi thuong hiéu tré thanh phuong tién gén vao
tu khai niém cua nguoi tiéu dung (Razmus va cong sy, 2017). Do d6, xét tong hoa cac
co ché nay, nghién ctiru ky vong dong luc s& lam gia ting ¥ dinh mua cta nguoi tiéu
dung. Vi vay, dé xuét gia thuyét:

HI: Bong luc tac dong tich cuc dén ¥ dinh mua.
2.3.2. Moi quan hé qua lai giiva dpng lwc va sw hién dién

Theo thuyét ty quyét, dong luc ctia con ngudi duge hinh thanh tir ca nguén bén
trong va bén ngoai. BPong lyc nji tai xuat hién khi c4 nhan tham gia hoat dong vi cam
thay himg tha va thich thu, trong khi dong luc ngoai tai duoc kich hoat bai cac két qua
bén ngoai nhu phﬁn thuong, su khen ngoi hoac tranh bi trung phat (Deci & Ryan, 1985;
Ryan & Deci, 2000; Gilal va cong sy, 2019b). Trong méi trudng truyén théng qua may
tinh (CMC), Hassanein va Head (2005, 2007) chi ra rang hién dién xi hoi dong vai tro
trung tam trong viéc nudi dudng ca hai loai dong lyc ndy: cam nhan vé sy gan giii giita

cac ca nhan c6 xu hudng cung c6 dong luc noi tai, trong khi kha nang tuong tac cua
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CMC hd trg dong luc ngoai tai thong qua viéc tao diéu kién cho giao tiép hudng dén
muc tiéu. Cac bang chimg thuc nghiém cta Zhao va cong su. (2016) va Nguyen (2019)
x4c nhan mbi quan h¢ tich cuc gilra hi¢én dién xa hoi va dong luc noi tai, trong khi
Catyanadika (2021) goi ¥ rang dong luc ngoai tai c6 thé dong vai tro diéu tiét tac dong
cua hién dién xa hoi 1€n hanh vi chia sé (Yan & Huang, 2014).

Tuy nhién, mot chiéu quan hé nhan qua nguogc ciing da duoc dé xuat, trong do
chinh sy hién dién co thé tic dong dén dong luc mua sam. Ching han, Boudouch (2024)
phat hién rfmg cac danh gia tryuc tuyén tich cuc két hop v61 cdm nhan hién dién tich cyc
c6 thé lam gia ting dang ké dong luc mua sim truc tuyén. Tuong ty, Padmavathy va
cong su. (2019) xac dinh hién dién xa hdi 1a mot yéu td thic déy dong luc quan trong
trong bbi canh mua hang di qua st dung truc tuyén, qua d6 nhdn manh tinh lién quan
ctia yéu t6 nay trong nhiéu bbi canh thuong mai dién tr khac nhau. Dua trén méi quan
hé hai chiéu nay, nghién ciru dé xuét:

H2: Bong luc co anh huong tich cuc dén sy hién dién.
H3: Sy hién dién co anh huong tich cuc dén dong lyc.
2.3.3. Anh huwéng ciia dpng lwc dén Ddnh gid cdc lica chon thay thé

Trong tién trinh ra quyét dinh mua sim truc tuyén, dong lyc dugc xem la luc déy
khién nguoi tiéu dung sin sang dau tu nd lyc nhan thirc dé xir 1y théng tin va hinh thanh
phan doan. Khi dong lyc mua cao, nguoi ti€u dung cé xu hudng xem xét k¥ hon cac
thudc tinh gia, chat lugng va gia tri, tir d6 thuc day hoat dong so sanh va can nhic gitta
cac phuong an trude khi Iya chon (Suri va cong su, 2003). Pong thoi, nguoi tiéu dung
chi thuc su danh thoi gian dé xem xét nhiéu san pham khac nhau khi ho ¢6 nhu cau rd
rang dbi v6i nhom san phém hodc dich vu d6, vi nhu cau lam tang muc do lién quan ca
nhan va cuong do tham gia vao qué trinh danh gid (White, 2015). Do do6, dong luc cang
manh, khuynh huéng mé rong tap lua chon, dbi chiéu thong tin va tim phuong an ti uu
cang 1d rét, qua d6 nang cao mirc do danh gia cac lya chon thay thé.

Tuy nhién, bang ching thuc nghiém ciing cho thiy tac dong cta dong luc khong
phai lic nao ciing cling chiéu trong moi bbi canh san pham. Trong thi truong xa xi, mot
s6 nghién ctru goi ¥ rang dong co ndi tai ¢ thé lién hé tiéu cuc voi khuynh hudng ua
thich thuwong hi¢u xa xi, ham y réng khi c4 nhéan theo dudi tinh xac thuc va théa man nodi
tai, ho c6 thé it bi cudn vao cac tin hiéu dia vi, tir 46 1am suy yéu dong lyc danh gia theo
hudng uvu tién thuong hi¢u xa xi (Truong va cdng su, 2010). Nhitng khéc biét nay dat ra
yéu cau kiém dinh trong bdi canh mua sdm lam dep va cham s6c ca nhan truc tuyén, noi
nguoi tiéu dung dong thoi theo dudi loi ich cong nang va tin hiéu hinh anh. Trén co s&
téng hop 1ap luan va bang ching trén, nghién ciru dé xuét gia thuyét:

H4: PBong luc tac dong tich cuc dén danh gia cdc lya chon thay thé.

50



2.3.4. Sw hién di¢n cé anh hwéng dén danh gid cdc lwa chon thay thé

Khatib (2016) di chi ra ring truyén thong x4 hoi vai vai tro 13 bién doc 1ap co tac
dong dang ké dén tit ca cac giai doan cta qua trinh quyét dinh mua hang, trong d6 ¢
giai doan danh gia cac lya chon thay thé. Trén cac nén tang ndy, nguoi tiéu ding co thé
tao va lan truyén ndi dung nhu dé xuit, danh gia, nhan xét vé& thuong hiéu, dong thoi
chia sé rong rai cac trai nghiém tich cuc hodc tiéu cyc. Dong thong tin do nguoi dung
tao ra giup ngudi tiéu dung khac tham khao, ddi chiéu va so sanh giita nhiéu phuong an,
tir d6 nang cao chat lvong danh gia liwa chon (Brown & Hayes, 2008, pp. 179—180). Bén
canh d6, truyén thong xa hoi con anh huéng dén hanh vi nguoi tiéu ding xuyén sudt
hanh trinh, ttr thu thap thong tin dén hanh vi sau mua (vidu: thé hién su khong hai long),
cho thay vai tro ndi bt cua twong tac xa hoi trong viéc hinh thanh va diéu chinh danh
gia cua nguoi tiéu dung (Mangold & Faulds, 2009).

Trong bdi canh dé, presence (cam giac hién dién) dugc xem 13 co ché tim 1y quan
trong giup ngudi tiéu dung “cam thay dang ¢ trong/dang tuong tac that” vai moi truong
s6 va cong dong xung quanh. Khi mutc do presence cao hon, ngudi tiéu ding thuong
cam nhan thong tin xa hoi (nhan xét, danh gia, trai nghiém) séng dong va dang tin hon,
tir d6 ting murc d6 tham chiéu, so sanh va sang loc giira cac phuong an trong giai doan
danh gia lia chon. Vi vay, nghién ctru dé xuét gia thuyét sau:

HS5: Sy hién dién tdac dong tich cuc dén Ddanh gia cac lwa chon thay thé.
2.3.5. Phdn dodn cé anh hwong dén y dinh mua

Phén doan 1a mot yéu t6 then chét trong qua trinh ra quyét dinh ctia nguoi tiéu ding,
tap trung vao vi¢c danh gia cac lya chon thay thé va nhan biét y dinh (Al-Tarawneh, 2012;
Doha va cong sy, 2017). Qua trinh ra quyét dinh bao gdm viéc dénh gia cac phuwong an
dua trén nhu cau ca nhan, voi muc tiéu xac dinh lua chon t4i wu nhat (Al-Tarawneh, 2012;
Karimi va cong su, 2015, 2018; Liang & Lai, 2002). Trong bdi canh truc tuyén, viéc danh
gia thuong dua trén mdt hé ti€u chi da thudc tinh, bao g@)m tiéu chi lién quan dén san
pham nhu gia va chét luong, tiéu chi gia ting nhu thuong hiéu, khuyén mai, wu dai, va
tiéu chi phi san pham nhu danh gia ctia ngudi ding, mirc d6 thuan tién giao dich, tinh an
toan thanh todn va muc d§ dang tin cay ctuia website. Nhiing ti€u chi nay giup nguoi ti€u
dung giam bét dinh va tao nén tang nhan thirc rd rang hon cho budc chuyén sang giai doan
mua (Darley va cong su, 2010; Mishra, 2018). Phan doan dung dan trong tién trinh nay
dong vai tro quan trong dé dat duoc két qua tich cuc (Nutt, 1999)

Vé két qua hanh vi, nhan biét y dinh trong mua sam tryc tuyén phan anh sy cam
két ctia nguoi tiéu dung ddi vai lya chon cudi cung ciia ho (Doha va cong su, 2017). Khi
nguoi tiéu dung di so sanh va xac dinh dugc phuong an phu hop nhat, mirc do chac
chan trong lya chon ting 1én va khuynh huéng thyc hién hanh vi mua tré nén manh hon
(Huang & Benyoucef, 2017; Pop va cong su, 2022; Sheppard va cong su, 1988). Tt do,
nghién ctru dé xuét gia thuyét:

HG. Phén dodn anh hwdng tich ciee dén ¥ dinh mua.
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CHUONG 3. PHUONG PHAP NGHIEN CUU
3.1. Thiét ké nghién ciru

Muc tiéu chinh cua nghién ctru nay 1a xac dinh va phan tich cac yéu té cua y dinh
mua sim san phém lam dep va chdm soc ca nhan dya trén anh hudng cua dong luc va
sy hién dién trén san thuong mai dién tur. Dbé dat dugc muc tiéu nay, mot phuong phap
nghién ctru dinh luong da dugc thuc hién, nham du doan céc yéu td cua y dinh mua sdm
san ph'flm lam dep va chdm soc ¢4 nhan dya trén danh hudng ctia dong luc va sy hién dién
trén san thuong mai dién tir anh huong dén hanh vi mua sam cua khach hang va kiém
dinh céac gia thuyét vé cac bién tiém an tich hop trong khung 1y thuyét dugc dé xuat ¢
trén. Tir quan diém nay, viéc st dung phuong phap M6 hinh phuong trinh cu tric
(SEM) duogc xem 1a mot phuong phéap hiéu qua dé danh gia mé hinh Iy thuyét va cac gia
thuyét. Phuong phap nghién ciru duoc sir dung trong nghién ctru nay dugc trinh bay
dudi day.

Theo quy trinh nghién ctru, mot cudc danh gia k§ ludng vé tai liéu chuyén mon da
duogc tién hanh dé phat trién mot mo hinh Iy thuyét. Két qua cta qua trinh nay 1a dé xuat
mot khung ly thuyét bao gém cac khai niém nhu dong lyc, sy hién dién, y dinh mua,
danh gia cac lua chon thay thé va nhan biét y dinh, véi cac mbi quan hé gia thuyét gitra
ching. Tiép theo, moQt bd suu tap ban dau cac muc do luong cho tat ca cac khai niém da
duoc thiét 1ap thong qua danh gia tai liéu chuyén mén. Dé dam bao tinh hop 1é cta thang
do do luong, ba budc nhé hon da duoc thuc hién. Pau tién, cac thang do duoc dich sang
tiéng Viét va sau d6 duoc dich lai sang tiéng Anh boi hai chuyén gia riéng biét dé dam
bao rang ngudi tham gia tai Viét Nam c6 thé hiéu va giai thich diing cac bién do luong.
Thi hai, mot hoi dong chuyén gia da duoc moi dé danh gia va xac thuc cong cu nghién
ctru, va ho ciing dé xuat cac muc tiéu tiém ning c6 thé da bi bo sot hodc chua duge cong
bd. Khi cong cu nghién ctru di duoc xac thue, mot bang cau hoi dé thu thap dir liéu da
dugc thiét ké. Cudi cung, nim ngudi khong c6 chuyén mén trong linh vuc nghién ctiu
duoc moi dé doc bang ciu hoi va dua ra phan hoi vé bat ctr diéu gi khé hiéu hodc dé
hiéu nham. Sau qua trinh trén, pilot test, duoc biét dén nhu “mot phién ban quy mé nho
hoic thir nghiém dé chuan bi cho nghién ciru chinh” (Polit & Beck, 2006), di dugc tién
hanh. Cudc kiém tra ndy da giup xac dinh duoc nhimng diém yéu c6 thé xay ra, nhiing
diém khong rd rang, cdc cAu hoi bi bo sot va tinh tin cay kém (DeVellis, 2003) dé cac
nha nghién ctru c6 thé diéu chinh bang cau hoi. Bang ciu hoi dd duoc hoan chinh sau
do dugc st dung cho khao sat chinh. Dir li¢u thu thap dugc da dugce phan tich qua phan
tich mo ta, danh gia mo hinh do luong, danh gia mo hinh ciu trac, danh gia tic dong
trung gian. Duya trén cac phan tich nay, cac két qua da dugc trinh bay va thao luan dé

két luan va deé xuat cac anh huodng quan ly trong budc cudi cung.
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Phat trién khung

X4c dinh khodng Xac dinh muc tiéu Thue hién thir o
s mihiAn ol a cdu hoi nghié iAm HEn did ai niém va gia
tréng nghién ciru VoA :g' nghlen nghiém tién diéu 8
4 tra thuyét

HEC dint-Adk trony Sir i va g

S N

nghién cru, ky LR e T Tién hanh mét Thiét ké mot bang
S e thién bang ciu hoi S v z e &
thujt mauva kich ‘nghién cor nghién céu thir cdu hoi so bd
thude mau
Thu thip di¥ liéu Phan tich di¥ liéu Thao lugn vé cac

két qua va két ludn.

3.2. Pham vi nghién ctru

Vé bdi canh, nghién ctru dugc dat trong giai doan thuong mai dién tir Viét Nam
tang truong nhanh va nganh hang lam dep, chim soc ¢4 nhan vuon 1én dan dau vé doanh
s6 trén cac san (Metric, 2025). Pay 1a nganh hang c6 mirc d6 qudc té hoa cao, chiu anh
huéng manh cua thuong mai xa hoi va livestream, dong thoi ddi mat véi rii ro hang gia
khién ngudi tiéu dung dic biét coi trong tinh chinh hing va d6 minh bach cua thong tin
san pham. B6i canh nay tao diéu kién dé ba cu phan trung tim ctia mo hinh ciing boc
16, khi ngudi mua vira ¢6 dong luc rd rang, vira tiép xtic thudng xuyén voi cac tin hiéu
hién dién trén nén tang, vira phai can nhic k¥ trude khi quyét dinh. Thuc trang phat trién
cua nganh dugc phan tich chi tiét tai muc 1.1.5.

V& noi dung, nghién ctru tip trung vao qué trinh hinh thanh y dinh mua san phdm
lam dep va cham soc ca nhan trén cac san thuong mai dién tr dudi anh hudng ctia dong
lwc mua sdm, su hién dién va phan doan. Nganh hang lam dep va cham sdéc ca nhan dugc
Iya chon vi ddy 13 nhoém san pham gan truc tiép v6i hinh anh ban than, cam nhan tham
my va trai nghiém c4 nhan; dong thoi, trong méi trudng truc tuyén, nguoi tiéu dung khong
thé truc tiép thir san phim nén thudng phai dua nhiéu vao thong tin san phdm, hinh anh,
video, danh gia ctia ngudi dung, uy tin ctia nha ban va cdc tin hidu trong tac trén nén tang.
Nhirng dic diém nay 1am cho nganh hang phu hop dé xem xét dong thoi vai tro cua dong
Iwc, sy hién dién va qua trinh phan doan trong quyét dinh mua truc tuyén.

Vé d6i twong, nghién ctru tap trung vao ngudi tiéu dung tir 18 dén 30 tudi da timng
mua san pham lam dep va chim séc c4 nhan trén san thuong mai dién tir. Nhom tudi
nay duoc lya chon vi c6 mirc do tiép can va st dung cong nghé s6 cao, thuong xuyén
tiép xtc voi cac diém cham truc tuyén nhu ndi dung san pham, danh gia cua nguoi ding,
mang x4 hoi, livestream va cac hinh thirc twong tac trén nén tang. Pdng thoi, ddy ciing
12 nhom ngudi tiéu dung phu hop voi dic diém nganh hang 1am dep va chim soc ca

nhan, noi cac yeu to tham my, hinh anh ca nhan va tuong tac xa hoi co vai tro dang ke
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trong qua trinh lya chon. Viéc gidi han d6 tudi tir 18 dén 30 ciing giup duy tri muc do
tuong d6i ddng nhét ctia mau vé giai doan cudc séng, mirc 6 quen thudc voi cong nghé
va kinh nghiém mua sam tryc tuyén.

Vé khong gian, nghién ciru duoc thyc hién tai thanh ph Da Nang. Pa Ning 1a do
thi trung tdm ciia khu vic mién Trung va 1a dia phuong dimg thir ba ca nude trong Bang
xép hang Chi s6 Thuong mai dién tr ndm 2025, sau Ha N6i va Thanh phd H6 Chi Minh
(Hiép hoi Thuong mai dién tir Viét Nam, 2025). Muc do phat trién nay cho théy ha tr:ing
sb, dich vu giao nhan va théi quen mua sdm trén san tai Pa Nﬁng da du truong thanh dé
nhirg hanh vi ma mé hinh nghién cru quan tdm dién ra mot cach day du, bao gdm tim
kiém thong tin, trong tac véi ngudi ban, sir dung gié hang va hoan tit giao dich. Bén
canh d6, Pa Néng c6 co cdu dan s tré va tap trung nhiéu co s gido duc dai hoc, phu
hop v6i nhom dbi twong tir 18 dén 30 tudi ma dé tai hudng toi. Viée gii han khao sat
trong mot dia ban con giup duy tri sy trong d6i dong nhit vé bdi canh kinh té — xa hoi,
diéu kién giao nhan va moi trudng mua sam truc tuyén ctia ngudi tra 101, qua d6 han ché
anh huong cua khac biét ving mién dén két qua phan tich. Két qua nghién ctru vi vay
duogc dién giai chl yéu trong bdi canh nguoi tiéu dung tré tai Pa Nang va can than trong
khi khai quat cho toan bo thi truong Viét Nam.

V& thoi gian, dir liéu khao sat chinh thirc dugc thu thap tir thang 07 nam 2025 dén
thang 10 nam 2025.

3.3. Phat trién thang do

Thang do trong nghién ctru nay dugc ké thira tir cac nghién ctru trude, sau d6 duoc
diéu chinh vé ngén ngit, ndi dung va béi canh dé phu hop véi nguoi tiéu dung mua san
pham 1am dep va chiam soc ¢4 nhan trén cac san thuong mai dién tir tai Viét Nam. Cau
tric ctia mo hinh nghién ciru bao gom

Nhan t6 dau tién 1a “Dong luc”, 1a bién nghién ctru bao gom céc bién quan sat
thudc vé 4 khia canh: Dong luc noi tai (INMI1-INM3), Bong luc xac dinh (IDM1-
IDM3), Pong luc tiép nhan (INTM1-INTM3), va Pong luc bén ngoai (EXM1-EXM3)
(Gilal va cong su, 2020; Ryan & Deci, 2000).

Nhan t6 tiép theo 14 “Syr hién dién”, 12 bién nghién ctru bao gém céc bién quan sat
thudc vé 2 khia canh: Hién dién tir xa (telepresence) va Hi¢n dién x@ hoi (social
presence) (Ou, Pavlou, & Davison, 2014). Trong do, hién dién tir xa nhan manh cam
gidc nhu dang & trong cura hang 4o va lam mo khoang cach dia ly v&i nguoi ban, con
hién dién xa hoi nhan manh su gﬁn glii tam 1y, su am ap va tinh c4 nhan cua tuong tac,
qua d6 c6 thé cing cb cac phan ung tich cuc nhu tin tudng va thich thi (Shih, 1998;
Hassanein & Head, 2007; Gefen & Straub, 2004; Choi, 2016).

Nhan t6 “Panh gia” 1a bién nghién ctru bao gém cac bién quan sat thudc vé 2 khia

canh: “Panh gié cac lya chon thay thé” va “Nhan biét y dinh”. Khia canh “Panh gié cac
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Iira chon thay thé” gdm céc bién quan sat phan anh mirc d6 ngudi tiéu ding so sanh, xép
hang va dénh gia cac phuong an hay thuong hiéu dya trén mirc d6 phut hop véi nhu cau
sau giai doan tim kiém thong tin (Liang & Lai, 2002; Karimi va cdng sy, 2015, 2018).
Céc bién quan sat tap trung vao viéc nguoi tiéu dung 1ap danh sach Iya chon, ddi chiéu
tiéu chi, va chon phuong an tbi wu trong s cac thuong hiéu thay thé (Darley va cong
su, 2010; Qazzafi, 2019). Khia canh “Nhan biét ¥ dinh” phan anh mirc d6 hé thong cd
thé nhan dién va suy luan y dinh cta nguoi ding thong qua viéc phan tich hanh dong
hoic cac thay d6i trang thai do hanh dong tao ra (Sadri, 2011). Trong béi canh mua sam
tryc tuyén, cac bién quan sat tip trung vao murc d6 khach hang cam nhén rang nén tang
c6 thé nhan ra va hd trg hinh thanh quyét dinh mua cudi cung cia ho trong qua trinh
tuong tac (Petcharat & Leelasantitham, 2021).

Bién nghién ctru “y dinh mua” duoc do luong bang thang do phan xa gdm cac bién
quan sat phan 4nh muc d6 nguoi tiéu dung san sang mua va kha ning sé lua chon mot
san pham hay thuong hiéu trong twong lai gan, tirc giai doan “dd chuan bi hanh dong”
trong tién trinh ra quyét dinh (Dodds va cong sy, 1991; Wells va cong sy, 2011; Kim &
Ko, 2012). Trong bdi canh thuong mai dién tir, thang do tap trung vao mirc do duy dinh
mua qua san va duogc ké thira/diéu chinh phu hop tir cac nghién ctru vé ¥ dinh mua trén
nén tang TMDT (Mackenzie & Lutz, 1989; Brown & Stayman, 1992; Lin, Xiaolin, va
cong sy, 2019; Changa & Liu, 2009; Shah va cong su, 2012).

3.4. Thiét ké bang cau héi

Bang cau hoi khao sat duoc thiét ké trong nghién ctru nay bao gom ba phan chinh:
phan gidi thiéu, phan thong tin nhan khau hoc va phan cau hoi do luong chinh. Mé dau,
bang khao sat cung cip thong tin tong quan vé muc tiéu nghién ctru, 1y do thuc hién
khao sat, thoi gian dy kién hoan thanh, cam két vé quyén riéng tu va bao mat thong tin
clia nguoi tham gia, 101 ich khi tham gia nghién ciru, ciing voi huéng dan chi tiét vé cach
thirc tra 101.

Phén thtr hai thu thap cac thong tin nhan khau hoc ctia ngudi tra 101, bao gdom gidi
tinh, d6 tudi, nghé nghiép, muc thu nhap, tan suat mua sam truc tuyén va danh gia chung
ctia ho vé hoat dong mua sam trén cac san thuong mai di¢n tur.

Phan thi ba 1a hé thong cac thang do chinh dugc xy dung dua trén nhiing thang
do da duoc kiém dinh trong cac nghién ctru trude. Ngudi tham gia duoc yéu cau danh
gia mirc 6 dong y ciia minh d6i v6i 31 phat biéu do luong theo thang Likert nam mtic,
tir 1 (hoan toan khong dong ¥) dén 5 (hoan toan dong y). Dit liéu thu thap tir phan nay
dugc st dung dé kiém dinh ciu tric khai niém dé xuat va cac gia thuyét nghién ctru.

Béng cau hoi ban dau duge xdy dung bang tiéng Anh, sau d6 dugc dich sang tiéng
Viét nham dam bao phu hop véi ddi twong khao sat. Quy trinh dich ngugc (back-
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translation) duoc ap dung dé dam bao sy twong dwong vé ndi dung va y nghia gitra hai
phién ban. Thong tin chi tiét vé bang cu héi dugc trinh bay tai Phuy luc A.

Thir nghiém so bo (pilot test) duoc tién hanh nham hoan thién bang cau hoi khao
sat thong qua viéc phat hién nhitng diém han ché tiém an nhu sy mo ho trong cach dién
dat, thiéu sot cau hoi hodc cic van dé lién quan dén do tin cay cua thang do. Theo Cooper
va cong su (2003), mdt mau thir nghiém v&i quy mo tuir 20 dén 50 nguoi tham gia 1a phu
hop dé thu thap phan hdi ban dau, qua d6 gitp nha nghién ciru nhan dién va diéu chinh
cac diém yéu trong cong cu do ludng. Cac ciu hoi ding dé danh gia va ra soat bang
khao sat dugc xay dung dya trén danh muc kiém tra cac van dé trong thtr nghiém mau
do Iarossi (2006, tr. 90-92) dé& xuat. Trong nghién ctru nay, mot thir nghiém so bo da
duoc thuc hién béng cach gui lién két bang khao sat truc tuyén keém theo thu moi thong
qua tin nhin Facebook. Tong cong thu duoc 30 phan héi hop 16. Mic du khong phai tat
ca ngudi tham gia déu dua ra nhin xét chi tiét, nhiéu ¥ kién cho rang bang ciu héi c6 4o
dai phu hop va chi mat khoang 5 dén 7 phut dé hoan thanh. Ngoai ra, cau tric va cach
dién dat ctia cac cau hoi dugc danh gia 13 rd rang, dé hiéu va thuén tién cho viéc tra 10i.
3.5. Chon miu va thu thap dir liéu
3.5.1. Chon méu

Dic diém mau dong vai tro quan trong trong nghién ctru dinh luong, bai viée xéac
dinh dtng ddi twong khao sat gitip dam bao tinh phu hop giita muyc tiéu nghién ctru va
dir li€u thu thap (Saunders va cong su, 2009). Trong nghién ctru nay, doi tuong khao sat
1a nhitng khach hang da tirng mua san pham lam dep va chdm séc ca nhan trén cac san
thuong mai dién tr. Nhom nguoi ti€éu dung tré duoc wu ti€n lya chon, dac biét trong do
tuoi tir 18 dén 30, do day 1a nhom c6 mire do tiép can va sir dung cac nén ting mua sam
truc tuyén cao. Bén canh mtrc do st dung cong nghé, nhom tudi 18-30 con thuong
xuyén tiép xuc voi ndi dung truc quan, danh gia truc tuyén, mang xa hoi, livestream va
cac hinh thirc tuong tac trén nén tang, do d6 phu hop véi muyc tiéu nghién ciru vai tro
cua dong luc, su hién dién va phan doan trong qua trinh mua sam truc tuyén.

Nganh hang lam dep va cham soc c4 nhan duoc lya chon vi quyét dinh mua trong
nganh hang nay thuong doi hoi nguoi tiéu ding can nhac dong thoi cong dung, thuong
hi€u, dJ an toan, thong tin san phém, danh gid xa hdi va mirc do phu hop véi nhu cau ca
nhan. Trong moi truong tryc tuyén, viéc khong thé thir sin pham truc tiép cang lam gia
tang vai tro cua thong tin va trai nghiém hién dién, vi vay day 1a bdi canh phu hop dé
kiém dinh mo hinh nghién ctru dé xuat.

bia ban khao sat dugc xac dinh la thanh ph6 DPa Néng, véi cac cin cir da trinh bay
tai muc 3.2. Ngoai ra, cac yéu t6 nhu ha tﬁng db thi, diéu kién giao nhan, kha nang tiép
can nén tang s6 va moi trudng tidu dung c6 thé khac nhau giita cac dia phuong va tir d6

anh huong dén hanh vi mua sam tryc tuyén. Viéc tap trung khao sat tai Pa Ning giup
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giam bot sy khong dong nhat do khac biét ving mién, qua d6 tao diéu kién thuan lgi hon
cho viéc kiém dinh cac mbi quan h¢ gitra dong luc, su hién dién, phan doan va ¥ dinh
mua. Phuong phap chon mau thuan tién duogc ap dung, véi diéu kién sang loc 1a nguoi
tham gia phai c6 kinh nghiém mua sam tryc tuyén trén cac san thuong mai dién tir.

Vé kich thuéc mau, viée xac dinh sd lugng quan sat can thiét phu thudc vao yéu
cau phan tich thong ké va mo hinh nghién ctru. Trong cac nghién ciru sir dung mé hinh
phuong trinh cau tric (SEM), nhiéu hoc gia dé xuat kich thudc miu tdi thiéu dao dong
tir 200 dén 500 quan sat dé dam bao do tin cdy va tinh 6n dinh cua udc luong (Bollen,
1989; Kelloway, 1998; Hair, 2006). Tuy nhién, kich thudc mau qua 16n cé thé lam gia
tang kha ning xuat hién y nghia thong ké mot cach co hoc ma khong phan anh day du
nghia thuc tién (Sekaran, 2016). Dua trén cac khuyén nghi trén, nghién ctru nay thu thap
dugc 677 bang khao sat hop 16. Quy mé mau nay duoc xem 1a phit hop voi yéu cau cia
phan tich SEM va dam bao du do tin cay cho viéc kiém dinh mé hinh va cac gia thuyét
nghién curu.

3.5.2. Thu thap dii liéu

Theo Saunders va cong sy (2009), k¥ thut 14y mau gitup nha nghién ctru Iyra chon
mot nhom dai dién nham giam thiéu khéi luong dir liéu can xur 1y trong khi van dam bao
dat duoc muc tiéu nghién ctru. Hair va cong su (2010) phan loai phuong phéap 1y miu
thanh hai nhém chinh: 1iy mau xac sut va ldy mau phi x4c suat. Trong bdi canh nghién
ctru nay, do khong ton tai co s¢ dit liéu ddy du vé tong thé khach hang cua cac san
thuong mai dién tir tai Viét Nam, viéc 4p dung phuong phap 1dy mau xac suét 1a khong
kha thi. Vi vy, phuong phéap ldy mau phi xac suat duoc lua chon.

Cu thé, nghién ctru st dung k¥ thuat léy mau thuan tién. Pay 1a mot dang léy mau
phi xac sudt, trong do6 cac dbi tuong khao sat duoc lua chon dua trén kha nang tiép can
va mirc d6 san sang tham gia (Hair va cong su, 2010). Mic du phuong phap nay c6 han
ché vé kha niang khai quat hoa két qua cho toan bo tong thé, né cho phép thu thap di
lidu trong thoi gian ngan va phit hop voi ngudn luc tai chinh han ché.

Dit lidu dugc thu thap thong qua bang khao sat truc tuyén duoc thiét ké trén nén
tang Google Forms. Pudng link khao sat duoc phan phéi qua cac kénh truc tuyén nham
tiép can nhom dbi twong muyc tidu 14 sinh vién va ngudi tré tudi — nhitng nguoi ¢ mirc
d6 quen thudc cao véi cong nghé va da ting mua sam san pham lam dep va chiam soc
c4 nhan trén cac san thuong mai dién tir. Viéc sir dung khao sét truc tuyén dugc xem 1a
phu hop véi dic diém ciia nhom nghién ciru, dong thoi gitup tdi wu héa qua trinh thu
thap dir liéu. Cu thé, nhém nghién ctru phan phéi dudng dan khao sat theo hai kénh song
song. Kénh thr nhat 13 cic nhom Facebook cua sinh vién cac trudng dai hoc va nhiing
cong dong nguoi tré trén dia ban thanh phé Pa Nang, noi bai dang kém thu moi duoc

chia sé. Kénh thur hai 1a viéc ti€p can tryc ti€p nguoi trd 101 tai khuon vién truong hoc
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va mét so dia diém cong cong, mdi ho quét ma QR din tGi bang khao sat. Viéc két hop
hai kénh nham han ché kha niang mau chi tap trung vao nhém ngudi ding mang xa hoi
tich cuc. O dau bang khao sat, cac cau hoi sang loc giup giit lai nhitng ngudi dap tng
dong thoi ba diéu kién, gdm d6 tudi tir 18 dén 30, dang sinh sdng tai Pa Néng, va da
tirng mua san pham lam dep hodc cham soc ¢4 nhan trén san thuong mai dién ti.

3.6. Quy trinh phén tich dir li¢u

Nghién ctru dugc thuc hién theo phuong phéap dinh lugng, do d6 viéc stir dung bang
cau hoi khao sat va cac ki thuat phan tich théng ké 1 phu hop (Collis & Hussey, 2013).
Dit liéu thu thap dugc nhap va xtr Iy nham cung cap cac thong ké mo ta cho mau nghién
clru va cac bién quan sat. Dé kiém dinh mé hinh nghién ctru, phuong phap mo hinh
phuong trinh cdu trac (SEM) duoc 4p dung, vi day 1a ki thuat phd bién trong nghién
ctru marketing (Baumgartner & Steenkamp, 2006), cho phép dénh gia dong thoi cac mbi
quan hé gitra bién quan sat va bién tiém an, ddng thoi kiém soat sai sé do ludong (Grace
& Bollen, 2008).

Trong qua trinh phén tich, mé hinh do ludng va mé hinh ciu trac duoc kiém dinh
tach biét nham dam bao do tin cay va tinh chinh xéc ctua cac udc lugng (Anderson &
Gerbing, 1988). Do mé hinh nghién ctru ¢ ciu tric dang duong dan va hudéng dén kiém
dinh cac gia thuyét dé xuit, phén mém SmartPLS 3.0 duoc st dung lam cong cu phan
tich chinh. Viéc lya chon cong cu nay gop phan dam bao quy trinh phan tich dir liéu
duoc thuc hién mot cach khoa hoc, chat ché va phu hop véi muc ti€u nghién curu.
3.6.1. Phén tich thong ké mé td

Phan tich théng ké mo ta duge thuc hién nhim mo ta dic diém cua mau nghién
ctru ciing nhu cac bién quan sat trong mé hinh dé xuat. Pbi véi maiu nghién ciru, cac chi
s6 nhu tan suét va ty 18 phan trim duoc st dung dé phan anh co cau va mic d6 phan bd
clia ngudi tham gia, tir d6 giup nha nghién ciru dua ra nhitng danh gia ban dau vé tinh
phtt hop ctia mau. Pdi vai cac bién quan sat, gia tri trung binh va d 1éch chuan duoc
phan tich nham mé ta xu hudng phan hdi ctia nguoi tra 10i trén thang do Likert.

K¥ thuat thong ké mo ta thuong duoc sir dung dé trinh bay va tém lugc cac dic
diém co ban cia dit liéu trong mot nghién ctru cy thé (Sharma & Kewal, 2017). Muc
tiéu ctia phuong phap nay 1a cung cap céi nhin tong quan vé mau va cac phép do dugc
sir dung, thong qua viéc don gian hoa khéi luong dit liéu 16n thanh cac bang tom tat va
biéu dién tryc quan (Park & Hun Myoung, 2015). Tuy thudc vao sb lwong bién can phan
tich, thong ké mo ta c6 thé duoc thyc hién dudi dang phan tich don bién hoic da bién.
3.6.2. Danh gia moé hinh do lwong
a. Panh gia do tin cay ngi tai

Do tin cdy ctia thang do duoc danh gia nham xac dinh mirc do nhat quan gitta cac

bi€n quan sat trong cung mét khai ni¢m. Nghién ctru ndy ap dung cac khuyén nghi cua
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Hair va cong su. (2016), bao gdm hé s6 Cronbach’s alpha (CA) va d6 tin cay tong hop
(Composite Reliability — CR). Cronbach’s alpha phan &nh mirc d§ tuong quan ndi tai
gifra cac bién quan sat trong cung mdt thang do. Theo Garson (2016), h¢ s6 CA tir 0,8
dén duéi 1,0 duge xem 1a tot; tir 0,7 dén dudi 0,8 1a chép nhin dugc; va trong truong
hop nghién ctru mang tinh kham pha hodc khai niém méi, gia tri tir 0,6 trd 1én c6 thé
dugc st dung. Hair va cong su. (2012) cling dé xuit phan loai chi tiét hon: 0,6 < CA <
0,7 1a chap nhan dugc; 0,7 < CA < 0,8 1a khd; 0,8 < CA < 0,9 1a tdt; va > 0,9 1a rat tot.

Tuy nhién, Cronbach’s alpha khong chi ra bién quan sat ndo nén duoc giit lai hodc
loai bo. Do d6, hé sd twong quan bién—tong (item-total correlation) dugc st dung bod
sung. Cac bién quan sat co hé sb tuong quan bién—tong nho hon 0,3 s& bi loai bo khoi
thang do (Nunnally, 1994) nham dam bao tinh nhat quan ndi tai ctia ciu tric do luong.
b. Panh gia gia tri hgi tu

Gia tr1 hoi tu phan 4nh muc do cac bién quan sat thuc su dai dién cho cung mot
khéi niém tiém an. Theo Hair va cong su. (2016), gia tri hoi tu dugce kiém dinh thong
qua hé sb tai ngoai (outer loading), phuwong sai trich trung binh (Average Variance
Extracted — AVE) va do tin cay téng hop (CR). Cu thé, hé s tai chuan hoa nén dat toi
thiéu 0,5 va 1y tuong nhat 13 tir 0,7 tré 1én. PO tin cdy tong hop (CR) can dat tbi thiéu
0,7 & dam bao tinh 6n dinh cua cdu trac, trong khi gia tri tir 0,6 dén dudi 0,7 co thé
chép nhan trong nghién ctru kham pha. Bén canh do, AVE phai 16n hon hoac bé“mg 0,5,
cho thiy bién tiém an giai thich dugc it nhat 50% phuong sai ctia cac bién quan sat. Khi
cac tiéu chi nay dugc dap ung, thang do dugc xem la dat yéu cau vé gia tri hoi tu.
c. Panh gia gia tri phan biét

Theo Henseler va cong su (2015), gia tri phan biét gitta cac nhan t6 nén dugc danh
gia thong qua chi sé Heterotrait-Monotrait ratio of correlations (HTMT). Chi s6 nay
phan anh mirc d6 khac biét giira cac bién tiém an dua trén tuong quan giira cac chi bao
thudc cac cau trac khac nhau. Cu thé, néu gia tri HTMT vuot qua 0,9 thi kho co thé
khang dinh sy phéan biét giita hai bién tiém an, cho thay cac tap chi bao c6 mirc do twong
dong cao. Khi HTMT nam trong khoang tir 0,85 dén 0,9, gi4 tri phan biét van c6 thé
dugc chap nhan nhung & mic twong d6i. Trong khi d6, néu HTMT nho hon hoic bang
0,85, cac bién tiém an dugc xem 14 c6 gid tri phan biét tot.
3.6.3. Pdanh gid mé hinh ciu triic

Sau khi mé hinh do luong dugc x4c nhan vé d6 tin cay va gia tri, budc tiép theo la
danh gid mo hinh ciu trac nham kiém dinh cac gia thuyét nghién ctru va xem xét mirc
do dir liéu thyc nghiém hd tro mo hinh dé xuat (Hair va cong su, 2021).
a. Kiém tra hi¢n twong da cfng tuyén

Trude khi phan tich cic mbi quan hé giita cac bién tiém an, can kiém tra hién tuong

da cong tuyén giira cac bién doc 1ap. Trong PLS-SEM, hé sé phong dai phuong sai
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(Variance Inflation Factor — VIF) dugc st dung dé danh gia mirc d6 twong quan giira
céc bién dy bao. Theo Garson (2016), gia tri VIF 16n hon 4 c6 thé cho thy d4u hiéu cta
da cong tuyén, tir 46 anh huong dén do on dinh cta ude luong. Viée kiém tra VIF gitp
dam bao rang cac hé s6 dudng dan khong bi sai 1éch do su tring 13p thong tin giita cac
bién.

b. Kiém dinh y nghia va mirc d9 anh huwéng ciia cic hé s6 dwong din

Mot chi s6 quan trong trong danh gia mé hinh cau trac 1a cuong do va ¥ nghia
thng ké ctia cac hé s6 duong dan (B). Hé s6 B duoc chuan hoa va dao dong trong khoang
tir -1 dén +1; gia tri cang gﬁn +1 thé hién mbi quan h¢ tich cuc manh, trong khi gia tri
cang gén -1 thé hién mbi quan h¢ ti€u cuc manh (Sarstedt, 2014).

Pé kiém dinh ¥ nghia théng ké cua cac hé sb nay, nghién ctru sir dung phuong
phap bootstrapping phi tham s6 voi 5.000 mau lip lai tir dit liéu gbc nham ude lugng sai
s6 chuan va gia tri t. Trong kiém dinh hai phia, cac gia tri t t6i han 1an luot 14 2,57; 1,96
va 1,65 twong Gmg véi mic ¥ nghia 1%, 5% va 10%. Dong thoi, p-value ciing duoc six
dung dé xac dinh mic ¥ nghia cta cac mbi quan hé; thong thudong p < 0,05 dugc xem 1a
dat yéu cau théng ké (Hair va cong su, 2021).

c. Panh gia kha nang giai thich ciia mo6 hinh (R?)

Sau khi x4c dinh y nghia cdc méi quan hé, hé sb xac dinh R? dugc xem xét nham
danh gia mic d6 phuong sai cua cac bién noi sinh dwoc giai thich boi cac bién ngoai
sinh trong mo hinh. Theo Sarstedt (2014) va Hair va cdng su. (2018), R? 1a thudc do do
chinh x4c du doan trong miu. Gia tri R2 dao dong tir 0 dén 1, trong d6 céc gié tri khoang
0,75; 0,50 va 0,25 1an luot duoc xem 1a manh, trung binh va yéu trong nghién ctru khoa
hoc x3 hoi (Hair va cong su, 2011; Henseler va cong su, 2009). Tuy nhién, viéc dién
giai R? can dit trong bdi canh cu thé cia nghién ciru va tinh phtic tap ctia mé hinh.

d. Panh gia kich thwéc hiéu wrng (f?)

Bén canh R2, kich thuéc hiéu timg 2 duoc sir dung dé danh gia mac d6 dong gop
riéng 1¢ cia timg bién ngoai sinh vao gia tri R2 ctia bién ndi sinh. Hé s6 f2 dugc tinh dua
trén sy thay d6i cia R? khi mot bién du bao dugc loai bo khoi mo hinh (Cohen, 1988).
Theo nguyén tac chung, * = 0,02; 0,15 va 0,35 lan lugt dai dién cho kich thuéc hiéu
g nho, trung binh va 16n. Gia tri f2 nho hon 0,02 cho thay tac dong khong dang ke.
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CHUONG 4. KET QUA NGHIEN CUU

4.1. Két qua nghién ciru so bd

Dit liéu nghién ctru dugc thu thap thong qua bang cau hoi trie tuyén va sau budce
ra soat chat luong, 677 phiéu tra 101 hop 1& duoc sir dung cho cac phan tich tiép theo.
Trude khi di vao kiém dinh mé hinh, nghién ctru tién hanh chuan bi va kiém tra dir liéu
& muc so bd nham bao dam bd dir liéu phii hop véi dinh huéng phan tich mé hinh
phuong trinh cdu trac theo cach tiép can binh phuong tdi thiéu ting phan (PLS-SEM).

Trén co s& dinh huéng PLS-SEM, nghién ctru to chirc quy trinh phan tich theo
trinh tu: trudc hét mo ta dac diém mau va xu hudng phan hodi ciia thang do dé hinh thanh
btic tranh tong quat vé dit liéu; sau d6 méi chuyén sang danh gia mé hinh do ludng va
kiém dinh mé hinh céu trac. Toan bd qua trinh xur ly va udc lugng dugce thuc hién bé“mg
phan mém SmartPLS 3.0, trong d6 nghién ctru st dung k¥ thuat bootstrapping voi 5000
mau lip dé gia ting d 6n dinh cua udc luong va phuc vu cho viée kiém dinh y nghia
thdng ké ciia cac tham s trong mé hinh.

O giai doan kiém tra diéu kién tién dé trudc khi dién giai cic quan hé nhan qua,
nghién ctru tién hanh danh gia da cong tuyén giita cac bién dy béo thong qua hé sé phong
dai phuong sai (VIF). Két qua cho thiy céc gia tri VIF déu thdp hon ngudng chip nhan
(VIF < 5), qua d6 khang dinh cac bién giai thich khong bi chong 1an thong tin & muc
nghiém trong va mo hinh khong chiu tic dong dang ké cia da cong tuyén. Pidu nay tao
co s& dé cac hé s6 duong dan va mirc d6 giai thich ciia mo6 hinh & budc phan tich ciu
tric ¢6 thé dugc dién giai mot cach dang tin cy.

Tom lai, cac két qua kiém tra so b cho thay bo dir lidu dat diéu kién can thiét dé
tiép tuc trién khai cac phan tich chinh theo PLS-SEM, bao gém danh gia chét luong
thang do trong md hinh do luong va kiém dinh cac gia thuyét nghién ciru trong mé hinh
ciu triic & cac phan tiép theo.

4.2. Két qua thong ké md ta
4.2.1. Két qud thong ké mé ta vé dic diém nhin khau hoc

Sau khi hoan tat qua trinh thu thap dit liéu, nghién ctru ghi nhan 677 phiéu tra 15i
va toan bo sb phiéu nay déu dat yéu cau, do d6 duoc sir dung cho cac phan tich tiép theo.
Mau nghién ctru dugc thu thap theo phuong phéap ldy mau thuan tién tir nhém ngudi tiu
dung tré (18-30 tudi) tai Pa Nang, Viét Nam, tip trung vao nhitng ngudi da timg mua
san pham lam dep va cham soc c4 nhan tryc tuyén.

Vé gidi tinh, mau ¢ sy chénh 1éch 16 rét khi nir gidi chiém phan 16n véi 524 ngudi
(77,4%), trong khi nam gidi chi ¢6 153 ngudi (22,6%). Piéu nay phi hop véi thuc té
rang phu nit thuong 1a nhém tiéu ding cha yéu trong linh viee m§ pham va cham séc ca
nhan. Vé d6 tudi, nhom 18-22 tudi chiém wu thé voi 446 nguoi (65,9%), trong khi nhém
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23-30 tudi c6 231 ngudi (34,1%). Co ciu nay cho thdy mau tap trung chii yéu vao thé
hé Gen Z - nhom ngudi tiéu ding ning dong va gin bo mat thiét voi cic nén tang thuong
mai xa hoi, phu hop véi dinh hudng nghién ciru.

Vé thu nhap, phan 16n nguoi tham gia ¢6 mirc thu nhap dudi 5 triéu dong/thang
(78,1%), tiép theo 1a nhom trén 10 triéu dong (16,3%) va nhom 5-10 triéu dong (5,0%).
Co cau nay phan anh dung thuc té ctia miu khi sinh vién va ngudi méi di 1am chiém ty
1¢ 16n. V& nghé nghiép, sinh vién chiém ty 1¢ cao nhat (43,2%), tiép theo 1a nhan vién
van phong (36,1%), kinh doanh (10,4%) va cac nghé khac (9,7%). Su da dang nay gitp
mau bao quat duoc nhiéu phan khiic ngudi tiéu dung tré khac nhau, ting tinh dai dién
cho két qua nghién ctru. Nhin chung, dic diém mau nghién ciru ¢6 su twong dong cao
v61 nhém muyc ti€u da xac dinh, ddm bao tinh phu hop va do tin cay nhét dinh cho két
qua nghién ctru.

Bang 4.1. Dac diem nhan khau hoc cua mau nghién cuu

Dic diém Phén loai TAn suat Phin trim (%)
Gioi tinh Nam 153 22.6
Nt 524 77.4
18-22 446 65.9
23-30 231 34.1
Thu nhap Du6i 5 triéu 532 78.1
5-10 tri¢u 34 5.0
Trén 10 tri¢u 111 16.3
Nghé nghiép Sinh vién 294 432
Nhan vién 246 36.1
Kinh doanh 71 10.4
Khac 66 9.7

4.2.2. Két qud thong ké mé ta vé dic diém thang do

Nguoi tham gia khao sat tra 101 cac phat biéu bang thang do Likert 5 mtc, trong
d6 mirc 1 twong ung hoan toan khong doéng y, mic 2 1a khéng dong y, mic 3 1a trung
lap, mirc 4 1a déng ¥ va mic 5 1a hoan toan dong y. Phan thong ké mo ta thang do duoc
sir dung dé phan anh mirc do danh gia chung di voi ting nhan dinh thong qua gié tri
trung binh, qua d6 cho thdy xu hudng dong thuan ciia nguoi tra 101 d6i véi cac bién quan

sat va cac nhan td trong mo hinh. Két qua cho thay toan bo cac bién quan sat déu dat gia
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tri trung binh tir 3,57 dén 4,38, phan anh thai dg tich cuc cia nguoi ti€u dung tré ddi voi
viéc mua sdm san phém lam dep va chdm s6c ca nhan tryc tuyén.

Vé cac nhom dong lyc tiéu dung, dong luc xac dinh (IDM) dao dong tur 3,67 dén
4,23, trong d6 IDM1 dugc danh gia cao nhat, cho thiy ngudi tiéu dung c6 so thich c4 nhan
r0 rang vo1 san phém lam dep. Pong luc ndi tai (INM) dao dong tur 3,82 dén 3,94, phan
anh cam giac thich tha va hing khai khi sir dung san pham. Pong luc bén ngoai (EXM)
va dong lyc tiép nhan (INTM) c6 gid tri thip hon, dao dong tir 3,57 dén 3,79, cho thay ap
luc tir ban be, ddng nghiép va lo ngai vé hinh anh ban than van c6 tac dong nhat dinh,
song khong phai 13 yéu té chi phdi chinh so véi cac dong luc xuat phét tir bén trong.

Ddi voi nhom sy hién dién, hién dién x3 hoi (SP) dat gia tri trung binh tur 3,61 dén
3,79, cho théy nguoi dung cam nhén duoc sy két ndi va gﬁn glii @ muc do nhét dinh khi
tuong tac voi gian hang ctia nguoi ban. Hién dién tur xa (TP) ¢6 mirc danh gia cao hon,
tr 3,90 dén 4,00, phan anh kha ndng tao ra trai nghiém ddm chim cta cic nén tang
thuong mai dién tr, khi nguoi ding cam thdy nhu dang thuc sy hién dién trong khong
gian mua sam ma nguoi ban tao ra.

Nhom danh gia cac lwa chon thay thé (EA) dao dong tir 3,81 dén 4,09, cho thay
nguoi tiéu dung danh gia cao viéc can nhic va so sanh san pham trude khi quyét dinh
mua. Nhan biét ¥ dinh (IR) va y dinh mua (PI) ghi nhan muc danh gia cao nhat toan thang
do, voi nhiéu bién dat mirc "Hoan toan dong ¥" (> 4,30). Diéu nay cho thiy nguoi tiéu
ding tré tai Pa Ning c¢6 y dinh mua sam my pham truc tuyén rd rang va san sang gidi
thiéu san phém cho nguoi than, ban beé - tin hiéu tich cuc vé tiém nang phat trién cta kénh
thuong mai dién tir trong linh vuc nay. Céc gia tri trung binh theo tig nhan t6 va timg
bién quan st dugc trinh bay chi tiét trong Bang 4.4 va Bang 4.5 ctia nghién ciru.

Bén canh gia tri trung binh, d6 léch chuan (bang 4.5) cua cac bién quan sat dao
dong tir 0.622 dén 0.991, cho thay mirc d6 phén tan ciia phan hoi nhin chung khong 16n.
Trong d6, EA1 ¢6 d6 1éch chuan thap nhat (SD = 0.622), phan anh mirc d6 dong thuan
twong dbi cao gitta ngudi tra 10i; trong khi INTM2 c¢6 d6 1éch chuan cao nhat (SD =
0.991), cho thidy muc do khac biét 1én hon trong dédnh gid doi véi bién quan sat nay.
Nhin chung, cac gia tri do 1éch chuan déu dudi 1, cho thay dit liéu c6 mirc do tap trung
tuong ddi tot quanh gia tri trung binh.

Bdng 4.2. Quy udc dién gidi gid tri trung binh thang Likert

1.00 - 1.80 1.81 - 2.60 2.61-3.40 3.41-4.20 4.21 -5.00

Hoan toan A L A s, Hoan toan dong
Khong dong y Trung lap Dong y

khong dong ¥ y
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Bang 4.3. Két qua thong ké mé ta cdc bién quan sat

Gia tri
Ki o i *| Doléch | Mike
n Bién quan sat trung p i .,
hi¢u . chuan |danh gia
binh
Khi sir dung san pham lam dep hoidc chim soc ca L
INM1 o P 3.82 0.74 Dong y
nhan, t61 cam thay rat hap dan
Khi sir dung san pham lam dep hoidc chim soc ca L
INM2 | P 3.92 0.70 Dong y
nhan, t61 cdm thay rat thi vi
Khi sir dung san pham lam dep hodc cham soc ca N
INM3 | . I 3.94 0.82 bong y
nhan, t61 cdm thay rat thich
A A1 LR ; Hoan
Cé nhan t61 thich str dung san pham lam dep hodc .
IDM1 4.23 0.75 toan
cham s6c ca nhan N
dong y
Str dung san pham lam dep hodc chim soc ca nhan <
IDM2 | T . o L 3.67 0.96 Dong y
gilp t6i cai thién trdi nghiém cudc song cuia minh
Str dung san pham lam dep hoidc chim soc ca nhan .
IDM3 | . T o 3.77 0.88 Dong y
gitp to1 thé hi¢n khi chat cia minh
INTM To6i sé& cam thidy nguong ngung trudc mit moi
{ ngudi néu toi khong sir dung san pham lam dep| 3.58 0.96 Pong y
hodc cham séc ca nhan
INTM |Tbi s& cam thiy xau ho vé ban than néu toi khong L
) . I o 3.57 0.99 Dong y
2 |st dung san pham lam dep hodc chdm s6c ca nhan
INTM Str dung san pham lam dep hodc chiam soc ¢4 nhan
3 giup to1 tranh dugc cam giac nguong ngung trude| 3.79 0.75 DPong y
mit ban b&/ ddng nghiép
Str dung san pham lam dep hodc chiam soc c4 nhan N
EXML| .~ . i ake o oA | 3] 0.73 | bongy
giup toi cai thién cach nguoi khac doi xur véi toi
Ban bé cua t6i s& khong hai 1ong néu t6i khong st .
EXM2 3.76 0.86 Dong ¥

dung san pham lam dep hodc cham soc ca nhan
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Gi4 tri

Ki o i Do léch | Murc
n Bién quan sat trung p i .,
hi¢u . chuan |danh gia
binh
Dong nghiép cia t6i s& cam thdy budn néu toi
EXM3 |khong str dung san phidm lam dep hodc chim soc| 3.61 0.95 DPong y
ca nhan
T6i c6 cam giac két ndi véi con nguoi trong san L
SP1 . o 3.70 0.77 bong y
TMDT cua nguoi ban nay
C6 mot cam giac ca nhan trong san TMDT cua .
SP2 e 3.79 0.72 Dong y
nguoi ban nay
C6 mot cam giac hoa dong trong san TMBPT cua <
SP3 L 3.72 0.75 bong y
nguoi ban nay
C6 mot cam giac &m 4p cia con ngudi trong san .
SP4 . o 3.61 0.81 Dong y
TMDT cua ngudi ban nay
C6 mdt cam giac nhay cdm cua con nguoi trong .
SP5 | | ) . 3.61 0.83 Dong y
san TMDT cua nguoi ban nay
Khi luét trén san TMDT cua ngudi ban nay, co
thé t6i dang & trong phong, nhung tdi cam tha \
TP1 | e & Phons, TS T 399 | 063 | Déngy
tam tri minh dang & trong thé gidi do ngudi ban
nay tao ra
Khi luét trén san TMDT ctia nguoi ban nay, toi
TP2 |cam thdy rang minh dang dam chim trong thé gi¢i| 4.00 0.65 | Pongy
ma nguoi ban nay da tao ra
Thé gi6i do ngudi ban tao ra nay ddi vai téi duong
TP3 |nhu la 'mt noi nao do to1 da ghé tham' chir khong| 3.90 0.68 Pong
phai 13 'tht t6i da thay'
T6i cam thay minh & trong 'thé gi6i thuc' hon 1a
TP4 |'thé giéi mdy tinh' khi toi ludt trén san TMDT caa|  3.90 0.72 Pong y
nguoi ban nay
. : Hoan
Co kha nang t6i s€ mua san pham lam dep hodc
PI1 T 4.28 0.66 toan
chdm soc ca nhan .
dong y
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Gi4 tri

Ki o i Do léch | Murc
n Bién quan sat trung p i .,
hi¢u . chuan |danh gia
binh
Hoan
To1 s€ mua san pham lam dep hodc cham soc ca .
P12 o . A 4.32 0.67 toan
nhan vao 1an téi khi to1 can mot san phadm nhu vay .
dong y
Gia st mot nguoi ban goi cho toi dé xin 10i Hos
) . . oan
khuyén vé viéc tim kiém cung mdt sdn pham, t6i .
PI3 | _ " . . g i PO 4.33 0.72 toan
s€ gioi thiéu anh ay/c6 Ay mua san pham lam dep .
Sr T déng y
hodc cham séc ca nhan
L . , Hoan
T61 chac chan s€ thir san pham 1am dep hoac cham .
P4 | 4.38 0.80 toan
soc ca nhan .
dong y
C6 y dinh mua san pham lam dep hodc chim soc
ca nhan truée khi di dén cac chirc niang cua vao L,
EAT1 | . . S o 4.09 0.62 Dong y
g16 hang cua céc san thuong mai di¢n tir giup ban
s0 sanh cac san pham
Y dinh mua san pham 1am dep hodc chim soc ca
nhan trude khi di dén céc chic nang cua gio hang .
EA2 | U, < .| 4.06 0.65 Dong y
cua cac san thuong mai dién tr 1a can thiét va
mang lai loi ich cho nguoi mua
C6 y dinh mua san pham 1am dep hoic chim soc
ca nhan trudc khi di dén cac chirc ning cia vao .
EA3 | . S L 3.81 0.89 Dong y
g16 hang cua cac san thuong mai dién tir khién ban
mua hang c6 chat luong tot
Ban thuong vao gié hang ca cac san TMDT dé N
IR1T | o . 3.85 0.85 Dong y
ki€m tra chi ti€t sdn pham
: . Hoan
Ban s€ sir dung gié hang ctia cac san TMDT dé .
IR2 . . 4.38 0.74 toan
mua san pham N
dong y
Ban quan tdm dén thong bao khuyén mai tircac L
IR3 4.09 0.69 Dong y

san TMDT va c6 kha nang mua tur dé
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4.3. Panh gia mo6 hinh do luwdomng
4.3.1. Mé hinh do lwong két qud
a. Phin tich d§ nhat quan ndi tai

Dé kiém dinh db tin cay nhat quan ndi tai cia thang do, nghién ctru trude hét xem
xét ddng thoi hai chi s6 1a Cronbach’s alpha va do tin cdy tong hop (Composite
Reliability - CR) theo khuyén nghi ciia Hair va cong su (2017). Theo quan diém cia
Hair va cong sy, Cronbach’s alpha duoc xay dung trén gia dinh rang cic chi béo trong
ciing mot cu tric ¢ mirc dong gdp twong duong, tirc cac hé s tai ngoai duoc coi nhu
gan bang nhau; vi vay, chi sé nay thudng mang tinh “than trong” khi danh gia d¢ tin
cay. Nguoc lai, do tin cay téng hop dugc xem la thude do thay thé phu hop hon trong
nhiéu truong hop vi cho phép phan anh sy khac biét gitra cac hé sd tai cia timg chi
béo, qua d6 cung cap danh gia linh hoat va sat thuc t& hon vé mirc 46 nhéat quan cua
thang do.

Két qua trinh bay trong bang cho thdy ca Cronbach’s alpha va CR cua céac cau
tric déu vuot ngudng 0,7 - mirc chip nhan duoc dé xuat boi Nunnally (1978). Do do,
c6 thé két ludn rang cac thang do trong nghién ctru dat d6 tin cay & mirc phi hop va
du diéu kién dé tiép tuc cac budc danh gia gia tri thang do va kiém dinh mo hinh &
phan tiép theo.

b. Phéan tich gia tri hi tu

Tiéu chi tiép theo duoc sir dung dé danh gid moé hinh do ludng 13 gia tri hoi tu.
Theo Hair va cdng su (2019), tiéu chi nay dugc xac 1ap thong qua phuong sai trich trung
binh (Average Variance Extracted - AVE) nham phan 4nh mitc do cac bién quan sét co
xu hudng hoi tu dé cung do luong mot khai niém nén tang. Dé dat yéu cau, cau tric tiém
an phai giai thich dugc it nhat 50% phuong sai ciia cac chi bao, twong g véi mirc AVE
16n hon 0,5. O c4u trac ban dau, nhan t6 "Pong luc" ¢b gia tri AVE thap hon ngudng
nay, cho thay nhan té chua phan 4nh diy du phuong sai ciia cic bién quan sat. Dé giai
quyét van dé nay va nang cao gia tri hdi ty, hai bién quan sat c6 hé s6 tai nhan t6 thép
nhat 1a INM2 va INM3 (dai dién cho dong luc noi tai, cu thé 1 cam giac tha vi va thich
tha khi str dung san pham) da duoc xem xét loai khoi mé hinh.

Sau khi diéu chinh, mé hinh do luong da dugc cai thién rd rét ma khong lam anh
hudng dén tinh nhat quan cia dir lidu. Két qua tai Bang 4.6 chi ra rang gia tri AVE cua
cac thang do déu vuot ngudng yéu cau, dao dong trong khoang 0,504 dén 0,678. Bén
canh gia tri hoi tu, d6 tin ciy nhat quan ndi tai ciia cac ciu tric cling duge dam bao, thé
hién qua hé s6 Cronbach's Alpha va d¢ tin cy tong hop (CR) déu dat mirc 16n hon 0,7
(Nunnally, 1978).
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Bang 4.4: Danh gia mé hinh do luong

Bién Bién quan | Hé s taii | Cronbach’s AVE CR
nghién ciru sat ngoai Alpha
M EXM1 0.607 0.889 0.504 0.91
EXM?2 0.746
EXM3 0.775
IDM1 0.63
IDM2 0.737
IDM3 0.747
INM1 0.609
INTM1 0.72
INTM2 0.764
INTM3 0.735
P SP1 0.644 0.882 0.515 0.905
SP2 0.794
SP3 0.803
SP4 0.789
SP5 0.752
TP1 0.67
TP2 0.61
TP3 0.691
TP4 0.678
J EA1l 0.767 0.825 0.533 0.872
EA2 0.752
EA3 0.736
IR1 0.75
IR2 0.675
IR3 0.696
PI PI1 0.782 0.842 0.678 0.894
PI2 0.839
PI3 0.837
PI4 0.833

c. Phan tich gia tri phan biét
Sau khi xac nhan d0 tin cdy va gia tri hoi ty, nghién cuu tién hanh danh gia gia tri
phan biét cia mo hinh do ludng thong qua chi sé Heterotrait-Monotrait (HTMT) theo

deé xuat cua Henseler va cdng su (2015). Budc nay nham kiém tra xem cac cau triac trong
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mé hinh ¢6 thuc su khac biét vé mit khai niém hay khéong, hay néi cach khac, mdi nhom
bién quan sét c6 do ludng ding cau tric ctia minh ma khong bi "lan" sang cau trac khac.
Bang 4.5: Danh gia lai Tinh phdn biét

Phan doan | Pong luc Sw hién dién
Pong luc 0.744
Sy hién dién 0.702 0.829
y dinh mua 0.779 0.589 0.617

HTMT duoc danh gia 1a thudc do nhay hon so véi cac tiéu chi truyén thong trong
viéc phat hién sy thiéu hut gia tri phan biét. Theo quy udc, gia tri HTMT vuot ngudng
0,85 (hodc 0,90 trong mat sb truong hop linh hoat hon) 1a d4u hiéu cho théiy co su trung
lap khai niém giira cac cau tric. Két qua trinh bay tai Bang 4 cho thay toan bo cac gia
tri HTMT giita cac cip cau tric déu thap hon ngudng 0,85, tir 46 khang dinh rang mo
hinh d4 dat gi4 tri phan biét, tirc cac cdu truc duoc phan tach rd rang va khong co6 hién
tuong chéng chéo vé ndi ham khai niém.

4.4. Phan tich mé hinh cau tric
4.4.1. Pdnh gid da cong tuyén

Trong quy trinh danh gia mé hinh ciu tric theo hudng dan cua Hair va cong su
(2019), budc dau tién 1a kiém tra xem mo hinh ¢ gip van dé da cong tuyén hay khong,
bdi hién twong nay c6 thé lam sai léch udc luong va anh hudng dén viéc dién giai cac
mbi quan hé giita cac cau trac. Dé thuc hién, nghién ctru st dung hé sé phong dai phuong
sai (Variance Inflation Factor — VIF) v6i ngudng danh gia pho bién 1a VIF nho hon 5.

Két qua phan tich cho thdy tat ca cac ciu triic trong mo hinh déu c6 gia tri VIF
dudi ngudng 5, qua d6 khang dinh rang cac bién du bao khong bi chong 1an thong tin &
murc ddng ké. No6i cach khac, mo hinh khong vi pham diéu kién da cong tuyén va do d6
du co so dé tiép tuc trién khai cac bude kiém dinh gia thuyét trong mé hinh cau tric.
Céc gia tri VIF cu thé duoc trinh bay trong bang két qua tuong tng.

4.4.2. Pdnh gid hé s6 dwong din

Quy trinh bootstrapping v&i 5000 mau lip dugc trién khai nham udc luong va kiém
dinh ¥ nghia théng ké cta cac hé sb duong dan (B) trong mé hinh ciu tric. Két qua trinh
bay trong bang két qua cho thiy day du cac thong sb can thiét dé dién giai, bao gdm hé sb
B, gi tri t, gia tri p va két ludn dbi voi timg gia thuyét. Theo hudéng din cua Hair va cong
su (2021), mot quan hé duoc xem 13 co y nghia thdng ké khi t-value vuot cac ngudng t6i
han tuong tng vdi cdc muc y nghia khac nhau, cu thé 1a 1,65 cho murc 10%, 1,96 cho mitc
5% va 2,57 cho muc 1%. Duya trén cac ngudng ndy, két qua kiém dinh quan hé truc tiép

cho thay tat ca cac duong din déu c6 t-value vuot 2,57 & mirc y nghia 1%.
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Trén co s& do, cac gia thuyét trong mo hinh tiép tuc dugc danh gia thong qua céac
chi s6 ¢t 161 cia PLS-SEM gdm hé s duong dan B (trong khoang -1 dén 1), p-value va
hé s6 xac dinh R2. Két qua tai bang 4.8 va hinh 4.1 cho thay tat ca cac gia thuyét déu
dugc chip nhan, qua d6 khang dinh sy phu hop ctia cac mbi quan hé dugc dé xuét trong
mo hinh nghién ctru.

Bang 4.6: Két qua hé so duwong dan cua moé hinh cdu truc

. R H¢ s6 duong T-value | P—Value B X
Gia thuyét . Std. Két qua
dan (p) (>1.96) | (< 0.05)
H1: MEPI 0.145 0.039 3.77 0.004 Chap
nhan
H2: MaP 0.76 0.018 | 42.827 0.000 Chép
nhan
H3: PAEM 0.76 0.018 | 41.714 0.000 Chép
nhan
H4: M@ 0.437 0.047 9.36 0.000 Chép
nhan
HS: PaJ 0.269 0.058 4.66 0.004 Chép
nhan
Hé6: JEPI 0.573 0.036 | 15.728 0.000 Chép
nhan
.
)
M3 7 .
¥ Judgement OIS0 P

INTM2

v \ 4‘ PI2
INTM3 0.760 (0.000) 0.537 (0.000) ?‘ .
sp1'\ / \\\ Purchase Intention PI4
Sp2

EA1 - EA2 EA3 R1 IR2 IR3
SP3 ~
v\ I }57(0.004)
SPA o
sPs 7
TN/ Presence

'4

TP4

Hinh 4.1. Két qud mé hinh nghién ciru
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Cu thé, két qua kiém dinh gia thuyét H1 va H6 x4c nhan y dinh mua (PI) chiu tac
dong dong thoi tir dong luc (M) va phan doan (J). Pang chi ¥, yéu td phan doan (B =
0,573; t=15,728) c6 mirc do anh hudng vuot troi so voi dong luc (= 0,145; t=3,77).
Céc gié tri t 16n hon 1,96 cho phép chap nhan hoan toan H1 va Hé.

Bén canh do, gia thuyét H4 va HS5 cling dugc ung ho khi ca dong luc va sy hién
dién (P) déu tac dong duong dén phan doan, v6i hé s6 1an lugt 1a p = 0,437 (t=9,36) va
B = 0,269 (t = 4,66). Pong thoi, dit liéu cing cb gia thuyét H2 va H3 vé mdi quan hé
tuong hd khang khit gitta dong luc va sy hién dién (B = 0,76; t dat 42,827 va 41,714).
Két qua nay minh chiing su tuong tac hai chiéu chit chg, trong d6 dong luc khoi tao
cam nhan hién dién va sy hién dién tiép tuc cung cd dong luc cua nguoi dung.

4.4.3. Pdnh gid hé so xdc dinh (R Square)

Béng 4.9 cho thidy R2 va R? diéu chinh cia cic bién noi sinh; R? phan anh ty 1¢
phuong sai ctia bién phu thudc duge mé hinh giai thich. R? diéu chinh gan nhu tring véi
R2, cho thay udc luong 6n dinh. Cu thé, dong luc va phan doan cing nhau giai thich
45,5% bién thién cta ¥ dinh mua. Pong luc va su hién dién giai thich 44% bién thién
cua danh gia. Mbi quan h¢ tuong tac qua lai gitra dong luc va sy hién dién c6 nang luc
giai thich cao, 1y giai 57,7% bién dong dugc quan sat, phan anh sirc manh du béo dang
ké cuia hai cau tric nay trong mo hinh.

Badng 4.7. Két qua danh gid hé sé R Square

Bién nghién ciru Hé s6 xac dinh Hé s6 R Square
(R Square) diéu chinh
Phan doan (J) 0.441 0.44
Su hién dién (P) 0.577 0.577
bong luc (M) 0.577 0.577
y dinh mua (PI) 0.457 0.455

4.4.4. Pdnh gid hé soé tic dpng (f Square)

Hé s6 tac dong f2 dugc sir dung nham danh gia mic do dong gop cua timg bién
doc 1ap doi voi bién phy thude trong mo hinh, thong qua viéc xem xét mirc thay doi cua
kha ning giai thich khi mot bién dy bao bi loai bo khoi mé hinh. Néi cach khac, f2 cho
phép xac dinh mot quan hé cé “y nghia thyc tién” manh dén dau, thay vi chi dimg ¢ y
nghia thong ké. Két qua f2 ciia cac mdi quan hé trong mé hinh dugc trinh bay trong bang
két qua twong mg.

Theo ngudng phan loai cia Cohen (1988), gia tri béng 0,02 thé hién mirc tac
dong nho, 0,15 phan anh tac dong trung binh va 0,35 cho théy tac dong 16n cua bién doc
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1ap 18n bién phy thudc. Dua trén cac tiéu chuan nay, két qua cho thdy cac mbi quan hé
trong mo hinh déu tao ra mic do anh hudng nhét dinh, tuy nhién cuong do tac dong
khéc nhau giira cac duong dan.

Cu thé, Bang 4.10 cho thdy muc do anh hudng cua ting bién doc 1ap dén cac bién
phu thudc trong md hinh. Déi voi y dinh mua, phan doan c6 tac dong 16n nhat véi f2 =
0,356, cho thay déy 1a yéu tb co strc anh huong dang ké. Trong khi d6, dong luc chi c¢6
tac dong nho dén ¥ dinh mua véi £2 = 0,023. Péi v6i phan dodn, ca dong luc (2= 0,144)
va su hién dién (2 = 0,055) déu c6 mirc anh hudng nho dén trung binh, trong d6 dong
luc c6 tac dong 1o hon so v&i sy hién dién. Pang chu y nhét, sy hién dién c6 tac dong
rat 16n 1én dong luc v6i 2= 1,365, vuot xa tat ca cac gia tri con lai trong mo hinh. Diéu
nay cho thiy su hién dién 1a yéu t6 c6 strc anh huong manh nhat trong viéc hinh thanh
va cing ¢d dong luc ctia ngudi ding.

Badng 4.8. Két qua danh gid hé sé f Square

Phan doan | Dong luc Su hién dién y dinh mua
Phan doan 0.356
Dong luc 0.144 0.023
Su hi¢n di¢n 0.055 1.365
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CHUONG 5. KET LUAN VA KIEN NGHI

5.1. Y nghia tir cic con duong thuit toan
5.1.1. Dong lyc — y dinh mua

Két qua kiém dinh gia thuyét H1 cho thay dong luc (M) tac dong tich cuc va co ¥
nghia thong ké dén y dinh mua tryc tuyén (PI) cia ngudi tiéu dung trén san TMDT, qua
d6 ciing ¢ virng chic 1 trinh mua hang nhanh (M — PI). O géc d6 1y thuyét, 16 trinh
nay phan anh mot kich ban ra quyét dinh can ban: khi dong luc dugc hinh thanh tir trude,
du xuat phét tir 10ng trung thanh thuong hiéu hay mot nhu cau cép thiét, ngudi tiéu dung
¢6 xu huéng chuyén hoa truc tiép sang ¥ dinh mua sam ma khong can trai qua qué trinh
can nhéc, danh gia phirc tap. Theo khung 1y thuyét cia Rodgers vé cic con dudng hinh
thanh quyét dinh, dong luc c6 kha ning chi phdi cach thirc ca nhan tiép nhan va xu Iy
thong tin, dinh hinh cic danh gia nhan thirc va cam xuc, tir 46 dan dit dén ¥ dinh & giai
doan tiép theo. Lo trinh giai thich nay phu hop va kha dung khi van dung vao nghién
ctru hanh vi ngudi tiéu ding trong méi trudng sd (Rodgers & Gago, 2006; Rodgers,
Guiral, & Gonzalo, 2009).

Tir goc do thyc tién, phat hién nay nhan manh mot don bay then chét ddi véi cac
doanh nghiép thwong mai dién tir: viéc nudi dudng su gan két thwong hiéu sau sic, dam
bao thuong hiéu ludn hién dién trong tdm tri khach hang c6 thé rut ngan déng ké tién
trinh ra quyét dinh, thuc day chuyén d6i mua hang tirc thi, dic biét trong bdi canh mua
sam bdc dong hay cac danh muyc san pham c6 mirc do cin nhic thap. Do do, cic doanh
nghiép can chu dong dau tu vao nhimng yéu té c¢6 kha ning ciing cd nhan thic tich cuc
va khuéch dai dong Iyc mua sim mot cach bén vitng nhu chat luong san pham, uy tin
thuong hiéu va cac tin hiéu tin cdy trén nén tang.

5.1.2. Sw hién dién — Phan doan — y dinh mua

Két qua kiém dinh mé hinh cho thay gia thuyét H5 va H6 déu duoc chap nhan, qua
d6 ting ho 10 trinh mua hang can nhac (P — J — PI). Trong 10 trinh nay, su hién dién
dong vai tro nhur diém khoi dau cua qué trinh ra quyét dinh, vi né cung cap nén tang
thong tin va twong tac giup ngudi tiéu ding mé rong tim kiém, xac dinh nhu cau cy thé
va hinh thanh tap lya chon. Khi ngudi mua tiép can duoc thong tin ddy du tir moi truong
tryc tuyén, bao gém thong tin mo ta san pham, tin higu uy tin ctia cira hang, cling nhu
trao doi v6i ngudi ban hodc cong dong. Nguoi tiéu ding co diéu kién dé nhan dién cac
tiéu chi quan trong va so sanh cac phuong an mot cach c6 hé thong, tir d6 1am tang chat
luong cua phan doan trude khi di dén quyét dinh hoic y dinh mua cubi cung.

Lo trinh nay dic biét phu hop trong nhitng tinh hudéng mua sam khong chiu ap luc
thoi gian va san pham khong thuoc nhom nhu cau thiét yéu, khi ngudi tiéu dung c6 xu

huéng danh thém thoi gian dé tim hiéu va can nhic. Chéng han, khi mot ngudi mua
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muén chon son lam qua tang nhung chua xac dinh nhan hiéu phu hop, ho thuong bét
dau bang viéc thu thap thong tin trén san (gia, mau sic, chat son, thanh phan, danh gia
ngudi ding, chinh sach dbi tra...) va dong thoi trao d6i v6i ngudi ban dé giam bat dinh.
Qua trinh ndy dan dén viéc nguoi tiéu dung hinh thanh mét bo tiéu chi danh gia, sau d6
ap dung cach tiép can “bu trir” khi ra quyét dinh: mot phuong an c6 thé duge lwa chon
néu téng thé cac thudc tinh quan trong dat muc thoa dang, du co thé khong vuot troi &
moi tiéu chi. Pay 14 cach ra quyét dinh thuong gip khi ngudi mua xép hang va cho trong
s6 cac thudc tinh san pham dé chon phurong an tdi wu trong tap lwa chon (Rodgers, 2006).

Tir goc d6 thuc tién, két qua nay ham ¥ rang viée toi vu hoa su hién dién truc tuyén
thong qua thong tin phong phu va toan dién, bao gdm md ta san pham rd rang, hinh anh,
video chét luong cao, danh gia nguoi dung va co ché tu van phan hoi nhanh, 13 yéu té
then chdt dé hd trg phong cach ra quyét dinh mang tinh can nhic nay. Piéu d6 khong
chi giup khach hang giam chi phi tim kiém thong tin va danh gia phuong an dé hon, ma
con cing cb niém tin ctia ngudi tiéu dung, tir d6 ting kha ning chuyén hoa sang y dinh
mua trong cac kich ban mua sim c6 muc do can nhéc cao.

5.1.3. Dong lwc — Phan doan — y dinh mua

Két qua kiém dinh cho thay H4 va H6 duoc chap nhan, qua dé cing cb 10 trinh
mua hang c6 chon loc (M — J — PI) thong qua cac mbi lién hé c6 ¥ nghia thong ké tir
dong luc dén phan doan (H4) va tir phan doan dén y dinh mua (H6). O goc do 1y thuyét,
16 trinh nay phan 4nh mot kiéu ra quyét dinh tinh té hon va mang tinh nguyén tic. Thay
vi mé rong tim kiém thong tin tir nhiéu ngudn, ngudi tiéu dung dya chu yéu vao cac tiéu
chi noi tai san c6 (46 nhay cam vé gia, mirc do tin tuong thwong hiéu hay kinh nghiém
mua sim trong qua khr) dé danh gia cac luya chon duogc kich hoat bdi dong luc ban dau.
Chéng han, mot ngudi tiéu dung co thé Iva chon kem chéng néng dua trén thuong hié¢u
quen thudc va chuong trinh giam giad chdp nhoéang (flash sale), hoan toan bo qua giai
doan tim kiém théng tin rong. Cach ra quyét dinh nay twong thich véi logic lya chon
dua trén tiéu chi, noi ngudi mua cin nhic cac thudc tinh quan trong dé nhanh chong xac
dinh phuong 4n t6i uu trong tap lwa chon san c6 (Rodgers, 2006).

Tir goc d6 thyc tién, 16 trinh ndy ham y rang véi cac phan khic khach hang thudc
nhém nay, chién luge marketing can tap trung vao viéc ciing cb cac quy tac ra quyét
dinh then chdt, vi du nhu "gi4 tri t6t nhat" hay "thwong hiéu duoc tin twong nhat", nham
dn dit 1ién mach ngudi tiéu dung da c6 dong luc dén quyét dinh mua hang. Cu thé, viéc
t6i uu hién thi gia sau uu dai, thiét ké chuong trinh giam gia chép nhoang (flash sale)
va phiéu giam gia dung thoi diém, cung véi viée lam ndi bat 1gi thé canh tranh theo tung
tiéu chi s€ gitp tan dung hiéu qua dong luc da hinh thanh, qua do gia tang kha nang
chuyén d6i trong hanh vi mua sam thuong nhat.
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5.1.4. Sy hién dién — Dong lyc — y dinh mua

Két qua kiém dinh mé hinh cho thay H1 va H3 duoc chap nhan, qua d6 cing cb 16
trinh mua hang 4n tuong (P — M — PI) thong qua su tuong tic c¢6 ¥ nghia thong ké
giira sur hién dién va dong luc, cung tac dong truc tiép ctia chung dén ¥ dinh mua. O gbc
d6 1y thuyét, 16 trinh nay phan anh mot quyét dinh thuan cam xtc: méi truong trie tuyén
hap din, thong qua hinh anh séng dong, bang chimg xa hdi va cac tin hiéu tuong tac,
kich thich truc tiép dong luc mua sam, tir d6 kich hoat hanh vi mua bc dong ma khong
trai qua qua trinh danh gia nhan thtrc. Lo trinh nay twong déng véi hanh vi mua béoc
dong, khi quyét dinh mua phat sinh dot ngét, it chuan bi va khong duogc 1én ké hoach
trude (Beatty & Ferrell, 1998; Rook, 1987). Vi du, mdt nguoi tiéu dung ludt mang xa
hoi bat gap bai dang ciia ngudi c¢6 anh hudng chia sé trai nghiém tich cuc voi san pham
cham séc da, kém hinh anh "bang ching" thuyét phuc. Khi d6, cac tin hiéu tir sy hién
dién x3 hoi c6 thé tao ra cam giac mudn s& hitu tac thi, thic déy nguoi tieu dung nhanh
chong chuyén sang hanh dong dit hang ma bo qua nhiéu bude can nhic thong thuong.
Diéu nay dinh hinh mot phan khiic ngudi tiéu dung c6 d6 nhay cam cam xac cao va dé
bi tdc dong bdi cac kich thich tir moi truong.

Tir goc do thye tién, dé thu hat va chuyén d6i phan khuc nay, doanh nghiép TMDT
can tap trung vao viéc tao ra tdc dong turc thoi va manh me thong qua t8i wu hoa su hién
dién trén nén tang, bao gdbm ndi dung truyén thong dang tin cdy, hinh anh va thong diép
nhat quan, cling cac co ché tao bang ching xa hoi, thay vi uu tién cung cap thong tin chi
tiét. Bén canh d6, viéc trién khai cac chuong trinh khuyén mai hop 1y va tao cam gidc
co hoi c6 han s& giup khuéch dai dong luc ngay tai thoi diém tiép xuc thong tin, qua d6
t6i da hoa kha ning chuyén hoa tir tiép can sang ¥ dinh mua trong céc tinh huéng mua
khong duoc hoach dinh trudc.

5.1.5. Dong luwc — Sw hién dién — Phdan doan — y dinh mua

Két qua phén tich cho thay cac gia thuyét H2, H5 va H6 déu dugc tng hd, qua d6
xac nhan 1 trinh mua hang truyén thong (M — P — J — PI) nhu mét chudi trung gian
nbi tiép cé y nghia thong ké. Lo trinh nay phan chiéu hanh trinh khach hang mang tinh
co dién va c6 mic do can nhac cao. O goc do 1y thuyét, 16 trinh nay bat dau tir mot nhu
cau ndi tai, thiic day nguoi tiéu ding chi dong tim kiém thong tin va dan sau vao moi
truong mua sam tryc tuyén, cudi ciing dan dén giai doan danh gia toan dién trudc khi
hinh thanh y dinh mua. Cuy thé, dong luc mua sam khién nguoi tiéu dung gia tang muc
d6 twong tac v&i nén tang (tr viéc tim kiém thong tin chi tiét vé san pham, trao doi véi
ngudi ban, dén viéc ddi chiéu danh gia va diéu kién mua), qua d6 nang cao ca hién dién
x4 hoi 1an hién dién tir xa. Nhin tir tong thé, 16 trinh nay tuwong thich véi logic ciia quy
trinh ra quyét dinh theo tirng budc, duoc phaét trién tir mo hinh nam giai doan cia Engel

va cong su, trong do ngudi ti€u dung trai qua céac giai doan tir nhan dién nhu cau, tim
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kiém thong tin, danh gia lya chon dén hinh thanh y dinh mua (Engel, Blackwell, &
Kollat, 1978). Két qua thyc nghiém tng hd manh 10 trinh nay xac nhan rﬁng dbi véi cac
san pham phirc tap, mot bd phan dang ké ngudi tiéu dung van thyc hién qua trinh nghién
ctru toan dién va ty dinh huéng trudce khi di dén quyét dinh.

Tu goc do thuc tién, két qua nay nhan manh réng cac nha ban 1¢é va nha tiép thi can
chu trong hd trg hanh trinh nay bang ndi dung phong ph, cach to chirc théng tin dé tiép
can va cac co hoi tuong tac cd chiéu sau, bao gdm thong tin san pham rd rang, co ché
tu van hiéu qua va cac tin hi¢u hd tro so sanh lua chon. Muc tiéu sau cung la tao ra mot
moi truong thong tin da tin cdy va du toan dién dé din dit ngudi tiéu dung vuot qua
ting giai doan cin nhéc, tir 1ac nhan ra nhu cau cho dén khi hinh thanh ¥ dinh mua véi
sur tur tin.

5.1.6. Sw hi¢n dién — Pong lwc — Phdn dodn — Y dinh mua

Két qua phan tich cho thay cac gia thuyét H3, H4 va H6 déu duogc tng hd, qua d6
cung ¢ 16 trinh mua hang hién dai (P — M — J — PI). L¢ trinh nay dai dién cho mdt
hanh trinh mua sim hién dai, duoc din dit boi sy kham pha, dac trung cho mo6 hinh
thuong mai xa hoi.

O goc do 1y thuyét, diém khoi phat ciia 16 trinh nay mang tinh ngoai sinh, khi ngudi
tiéu ding tinh co bat gip san pham trén mang xa hoi hodc nén tang duoc ca nhan hoa -
mot cudc gap go ngﬁu nhién nhung du strc khoi ddy su quan tam va kich hoat dong luc
mua sam. Tir d6, ngudi tiéu ding budc vao giai doan can nhic sau hon, tién hanh phan
doan dua trén thong tin thu thap duoc trude khi hinh thanh y dinh mua. Day 1a diém cot
16i phan biét 16 trinh nay véi 16 trinh truyén théng. Thay vi xuat phét tir nhu cau san ¢,
16 trinh hién dai bat dau bang chinh strc manh ctia kham pha trong phéu tiéu dung sd
(Maslow, 1943).

Tir gbc @6 thuc tién, 10 trinh ndy ham y rang chién lugc marketing khong chi nén
phuc vy nhimng ngudi tidu ding da c¢6 nhu cau dinh san, ma con phai tip trung vao viéc
tao ra ndi dung hap dan va dé kham ph4, c6 kha ning gieo mam cho mot nhu cau méi,
va sau d6 dan dit nguoi tiéu dung qua mot qué trinh ra quyét dinh c¢6 dong luc nhung
van mang tinh 1y tri. Vi vay, viéc dau tu vao chat luong ndi dung, kha nang hién thi va
céc co ché ca nhan hoa trén nén tang 14 don bay quan trong, vira tao diéu kién cho qua
trinh dénh gia Iya chon, vira gop phan kich hoat va dinh huéng dong lyc mua sam cua
khéch hang.

5.2. Péng gép vé mit hoc thuit

Vé phuong dién hoc thuét, nghién ctru dong gop trudc hét o viéc dé xuat va kiém
dinh mot khung nghién ciru tich hop gitra Ly thuyét Tu quyét va Throughput Model
nham giai thich y dinh mua san pham 1am dep va cham soc c4 nhan trén san thuong mai

dién tir. Ly thuyét Ty quyét cho phép 1y giai vai tro ctua dong luc ndi tai va dong luc
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ngoai tai trong viéc dinh hudng hanh vi ciia nguoi ti€u dung (Ryan & Deci, 2020). Trong
khi d6, Throughput Model cung cdp nén tang dé xem xét qua trinh ra quyét dinh thong
qua sy tuong tac gitta thong tin, nhan thirc, phan doan va quyét dinh (Rodgers, 1997).
Trén co s& két hop hai Iy thuyét nay, nghién ctru tiép can ¥ dinh mua khong chi nhu két
qué truc tiép ctia mot nhom yéu t6 riéng 16, ma nhu két qua ctia qué trinh ngudi tidu ding
hinh thanh dong luc, cdm nhan sy hién dién va thuc hién phan doan trong méi truong truc
tuyén. Céch tiép can nay phu hop véi quan diém cho rang hanh vi mua sam truc tuyén 1a
mot qua trinh ra quyét dinh phtrc tap, linh hoat va chiju anh hudng béi nhiéu yéu t6 cong
ngh¢, thong tin va ca nhan (Darley va cOng sy, 2010; Karimi va cong sy, 2015).

Thtr hai, nghién ctru lam 10 vai tro ciia phan doan trong qua trinh hinh thanh y dinh
mua. Trong cac md hinh hanh vi ngudi tidu dung, phan doan gin véi qua trinh nguoi
tiéu dung xu 1y thong tin, danh gia cac phuong an va hinh thanh lya chon trude khi di
dén quyét dinh (Howard & Sheth, 1969). Trong bdi canh truc tuyén, qua trinh nay con
bao gdm cac hanh vi nhu kiém tra gi6 hang, ra soat thong tin san pham va nhén biét y
dinh mua trudc khi hoan tit giao dich (Petcharat & Leelasantitham, 2021). Két qua
nghién ctru cho thdy phan doan 1a yéu t6 co tic dong manh nhat dén y dinh mua, qua d6
nhan manh tdm quan trong cua giai doan nguoi tiéu dung danh gia cac lya chon thay thé
va x4c nhan lya chon trude khi hinh thanh ¥ dinh mua cudi ciing. Phat hién nay bd sung
cho céac nghién ciru trudce khi chi ra ring ¥ dinh mua khong chi chiu anh huong truc tiép
tir dong lyc hodc trai nghiém nén tang, ma con dugc hinh thanh thong qua qua trinh
nguoi ti€u dung sang loc, so sanh va xac nhan lya chon trong moi trudng thuong mai
dién tur.

Thr ba, nghién ctru gép phﬁn lam rd moi quan h¢ gitra dong luc va su hién dién
trong bdi canh mua sam truc tuyén. Theo Ly thuyét Tu quyét, dong luc cta cé nhan co
thé dugc hinh thanh tr sy hirng tht bén trong hodc tir cac két qua, tin hi€u va ap luc bén
ngoai hoat dong (Ryan & Deci, 2020). Trong mdi trudng mua sam truc tuyén, sy hién
dién x4 hoi va hién dién tir xa co thé tao ra cam giac két ndi, tuong tac va ddm chim, tir
d6 anh huong dén thai d6 va hanh vi ciia ngudi tiéu ding (Gao va cdng su, 2018). Két
qua kiém dinh cho théy dong luc va su hién di¢n co mbi quan h¢ chat ch€ véi nhau, d@)ng
thoi ca hai yéu t6 déu c6 kha niang tac dong dén phan doan cta nguoi tiéu dung. Diéu
nay cho thy trong méi trudng thuwong mai dién tir, cac yéu té tm 1y bén trong ctia nguoi
tiéu dung va cac tin hi¢u trai nghiém tir nén tang khong van hanh tach biét, ma co thé
tuong tac voi nhau trong qua trinh hinh thanh y dinh mua.

Thir tu, nghién ciru cung cap thém bang chimg thuc nghiém trong bbi canh thuong
mai dién tir tai Viét Nam, dic biét ddi vi nhom san phém lam dep va cham s6c ca nhan.
bay 1a nhom san phém c6 muc do lién quan cao dén hinh anh ca nhan, cam xutc, d6 an

toan va su tin cay thong tin, nén nguoi tiéu dung thudng can can nhac nhiéu yéu to trude
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khi hinh thanh ¥ dinh mua (Nguyen va cdng sy, 2021; Phu va cong su, 2024). V& mit
kiém dinh mé hinh, nghién ctru str dung PLS-SEM dé danh gia dong thoi mo hinh do
ludng va mé hinh cau tric, qua d6 cung cap bang ching c6 hé thong vé cac mdi quan
hé gifta dong luc, sy hién di¢n, phan doan va y dinh mua (Hair va cong su, 2021). Két
qua ndy gop phan cung cd gia tri ing dung ciia cac 1y thuyét nén trong viéc giai thich
hanh vi mua sdm truc tuyén tai Viét Nam.

Nhin chung, nghién ciru khong chi cung cip bang ching thuc nghiém vé mdi quan
hé gitra dong lyc mua sam, sy hién dién, phan doédn va y dinh mua tryc tuyén ma con
1am 16 cach thirc cac yéu td nay két hop v6i nhau trong qué trinh hinh thanh quyét dinh
ctia ngudi tiéu dung. Viée tich hop Ly thuyét Tu quyét va Throughput Model cho phép
nghién ctru tiép can hanh vi mua trie tuyén dudi goc nhin qua trinh, trong d6 ngudi tiéu
dung khong chi chiu tdc dong bdi cac dong luc bén trong va bén ngoai ma con trai qua
qua trinh xt 1y thong tin, danh gia lua chon va x4c nhan quyét dinh truéce khi hinh thanh
v dinh mua.

5.3. Péng gép vé mit quan tri

Vé phuong dién quan tri, két qua nghién ctru goi ¥ rang cac doanh nghiép va nha
ban 1é san phém lam dep, cham s6c ¢4 nhén trén san thuwong mai di¢n tir can quan tri
hanh vi khach hang nhu mot qua trinh gdm nhiéu giai doan. Cac nghién ctru vé hanh vi
ngudi tiéu dung truc tuyén cho thiy qua trinh mua hang khong chi dirng lai & hanh dong
dat hang, ma bao gém nhiéu budc nhu tiép nhan thong tin, danh gia Iya chon, hinh thanh
y dinh va thyuc hién giao dich (Darley va cong sy, 2010; Karimi va cong su, 2015). Trong
nghién ctru ndy, nguoi tidu ding co thé bat dau tir dong lyc mua sam, tiép xic voi cac
tin hiéu hién dién trén nén tang, tién hanh phan doan thong qua viéc so sanh va xac nhan
Iira chon, sau d6 méi hinh thanh y dinh mua. Vi vy, doanh nghiép can thiét ké cac diém
cham phul hop cho ting giai doan trong hanh trinh ra quyét dinh cta khach hang. Pong
thoi, viéc quan tri qué trinh ra quyét dinh ndy can duoc tiép can & cAp d6 hé sinh théi,
trong d6 doanh nghiép ban 1¢, ngudi ban, nha cung cp/nha ban si va cac don vi hd trg
nhu thanh toén, van chuyén ciing tham gia tao ra trai nghiém mua sam thong nhat cho
khach hang. D4i voi nha ban si, két qua nghién ciru ham y rang vai tro cta ho khong chi
gidi han & viéc dam bao ngudn cung ma con anh hudng gian tiép dén trai nghiém va kha
nang ra quyét dinh ciia nguoi tiéu dung cudi cling théng qua chat luong san pham, tinh
6n dinh ciia ngudn hang, kha niang phéi hop thong tin véi nha ban 1é va muc do hd tro
trong qua trinh giao dich. Do d6, nha ban si cn ting cudng phdi hgp vai cac nha ban 1¢
trén nén tang thuong mai dién tir nham dam béo tinh nhat quan vé thong tin san pham,
chinh sach hd trg va ning luc dap tmg don hang.

Thir nhat, két qua nghién ctru cho thdy phan doan c6 vai trd quan trong trong viéc

thuc ddy y dinh mua. Trong mdi trudng truc tuyén, ngudi tidu dung thudng dya vio cac
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thong tin c¢6 san trén nén tang dé danh gia san pham, so sanh lya chon va xac nhan y
dinh trudc khi mua (Petcharat & Leelasantitham, 2021). Do d6, cac nha ban 1¢ can hd
trg tot hon qua trinh danh gia lya chon cta nguoi tiéu dung bang cach cung cap thong
tin san pham day du, rd rang va dé so sanh. D4i v6i san pham lam dep va cham soc ca
nhan, cac thong tin nhu céng dung, thanh phan, hudng dan sir dung, ngudn gdc xuét xr,
ching nhan an toan, danh gia tir nguoi ding va chinh sach ddi tra can duoc trinh bay
minh bach. Ngoai ra, do giao dién website va chét lugng thong tin co thé anh huong dén
hanh vi mua trong méi truong truc tuyén, doanh nghiép can tdi uu chirc ning gio hang,
Iwu san pham, so sanh san pham va thong bao khuyén mai nham hd tro nguoi tiéu ding
chuyén tir trang thai can nhic sang trang thai c¢6 ¥ dinh mua rd rang hon (Park & Kim,
2003). Bén canh viéc tdi wu héa thong tin trén nén tang, doanh nghiép ciing can chu
trong vai trd ctia ngudi ban va cac ddi tac cung tng trong viéc hd tro qué trinh danh gia
lwra chon cua khach hang. Ngudi ban can dam bao kha ning tu van, phan hoi thic mac
va cung cap thong tin san pham chinh xac nhim giam sy khong chic chin cta ngudi
tiéu dung trong qué trinh ra quyét dinh. D6i v6i nha ban si va nha cung cip san pham,
viéc phdi hop cung cip thong tin san pham, hinh anh truyén thong, chinh sach hd tro
ban hang va dam bao chat lugng ngudn hang c6 thé gitp nha ban 1¢ nang cao hiéu qua
phuc vu khach hang trén nén tang thuong mai dién tir.

Thtr hai, doanh nghi¢p can chu trong nang cao sy hi¢n dién trong moi truong truc
tuyén. Hién dién tir xa phan 4nh cam giac nguoi tiéu dung nhu dang hién dién trong mot
khong gian mua sam truc tuyén, trong khi hién dién xa hoi phan anh cam giac két ndi
va tuong tac voi con ngudi trong moi trudng s6 (Gao va cong su, 2018). Vi vay, hién
dién tir xa c¢6 thé dugc ting cuong thong qua hinh anh san pham chét luong cao, video
huéng dan sir dung, livestream, mo ta trai nghiém sir dung va thiét ké gian hang truc
quan. Hién dién xa hoi c6 thé duoc cing c¢d théng qua phan hoi nhanh tir ngudi ban, tu
van ca nhan hoa, danh gia xac thuc tir ngudi dung, ndi dung tir KOL/KOC va twong tac
cong dong. Cac yéu td ndy co thé gitp gia ting cam gidc gan giii, tin cdy va tuong tac
trong mua sdm truc tuyén (Hassanein & Head, 2007; Gefen & Straub, 2004), tir d6 hd
trg qua trinh phan doan va cling c6 y dinh mua cta ngudi tiéu ding.

Thir ba, két qua nghién ctru cho thdy dong lyc mua sam c6 anh hudéng dén y dinh
mua va phan doan clia nguoi tiéu dung. Theo Ly thuyét Tu quyét, hanh vi ctia c4 nhan
c6 thé dugc thuc day boi dong luc ndi tai, xuat phat tir sy himg tha va théa man bén
trong, hodc dong lyc ngoai tai, gan véi cac két qua va tin hiéu bén ngoai hoat dong (Ryan
& Deci, 2020). Trong bdi canh mua sam tryc tuyén, dong luc c6 thé thuc day nguoi tiéu
dung tim kiém, so sanh, tuong tac va hinh thanh y dinh mua (Lo va cong su, 2016). Vi
vay, voi dong luc ndi tai, doanh nghi¢p cod thé nhan manh trai nghiém lam dep, cam giac

tu tin, sy thich thu khi cham séc ban than va su phu hop ctia san pham véi phong cach
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cd nhan. Véi dong luc ngoai tai, doanh nghi¢p co thé sir dung cac tin hi€u xa hdi nhu
danh gia tich cuc, san pham ban chay, khuyén nghi tir ngudi anh huéng, wu dai giéi han
thoi gian va churong trinh thanh vién dé thuc day y dinh mua. Tuy nhién, viéc hinh thanh
¥ dinh mua chua dam bao khach hang s& hoan tit giao dich néu xuat hién cac rao can
trong giai doan cudi cta qua trinh mua hang. Vi vay, doanh nghiép can dong thdi quan
tam dén cac yéu t6 hd tro giao dich nhu thanh toan va van chuyén. Cac phuong thiic
thanh toan da dang, quy trinh thanh todn don gian, chinh sach chi phi minh bach va kha
nang giao hang dung cam két c6 thé gop phan giam rui ro cam nhan, nang cao su thun
tién va thuc day khach hang hoan tat giao dich truc tuyén.

Cubi cung, cic nha quan tri cAn nhin nhan rang nguoi tiéu dung cé thé di theo
nhiéu 16 trinh ra quyét dinh khac nhau. Throughput Model cho rang qua trinh ra quyét
dinh c6 thé dugc hinh thanh thong qua nhiéu dudng din khac nhau giita thong tin, nhan
thirc, phan doan va quyét dinh (Rodgers, 1997). Trong méi truong trire tuyén, ngudi tiéu
dung ciing c6 thé linh hoat thay d6i hoic sip xép lai cac bude ra quyét dinh tiry theo bdi
canh, thong tin va kinh nghiém ca nhan (Pavlou va cong sy, 2007; Karimi va cong su,
2018). Vi vay, mot sb6 khach hang c6 thé mua nhanh khi dong luc da rd rang; mot sb
khac can nhiéu thong tin, danh gia va so sanh trudc khi quyét dinh; trong khi mot nhom
khéac c6 thé bi kich hoat boi ndi dung truc quan, tuong tac xa hoi hodc khuyén mai trén
nén tang. Do d6, doanh nghiép khong nén ap dung mét chién luge tiép thi duy nhét cho
moi khach hang, ma can két hop nhiéu dang noi dung, cong cu hd tro danh gia va hinh
thirc twong tac khac nhau nham dap tng cac kiéu hanh vi mua sam truc tuyén da dang.
5.4. Han ché nghién ciru va dé xuat hwéng nghién ctru twong lai

Mic du nghién ctru da dat duge mot s6 két qua nhét dinh trong viée giai thich y
dinh mua san phém lam dep va cham s6c ¢4 nhan trén san thuong mai dién tir dudi anh
hudng cta dong luc, su hién dién va phan doan, nghién ctru van ton tai mot s6 han ché
can dugc xem xét.

Thi nht, nghién ctru st dung phuong phap chon mau thuén tién va dit liéu duoc
thu thap chil yéu tir nhém ngudi tiéu dung tré tai thanh phd Pa Ning. Mic du quy mo
mAau 677 quan sat 13 phi hop véi yéu cau cua phan tich SEM, phuong phap chon mau
phi x4c suat van co thé 1am han ché kha niang khai quat hoa két qua cho toan b nguoi
tiéu dung Viét Nam. Bén canh d6, mau nghién ctru tip trung vao nhém tudi tir 18 dén
30, trong khi hanh vi mua sim san pham lam dep va cham séc c4 nhan c6 thé khac biét
& cac nhom tudi, thu nhap, nghé nghiép va khu vuc dia 1y khac nhau. Dac biét, kha nang
tai chinh ciia nguoi tiéu dung cé thé anh huéng dén mirc d6 nhay cam vé gia, kha ning
chi tra va kha nang chuyén tir y dinh mua sang hanh vi mua thyc té; trong khi su khac
biét vé van héa va khu vuc sinh séng 6 thé 1am thay doi dong luc mua sam, muc do

phu thudc vao cac tin hi€u xa hoi cting nhu cach nguoi ti€u dung danh gia céac luya chon.
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Vi vay, cac nghién ctu tiép theo nén md rong pham vi khao sat sang nhiéu dia phuong
hon, da dang héa nhom ddi teong khao sat va can nhic str dung phuong phap chon mau
co tinh dai dién cao hon.

Thtr hai, nghién ctru dugc thyc hién theo thiét ké cét ngang, trong d6 dir licu dugc
thu thap tai mot thoi diém nhat dinh thong qua bang khao sat truc tuyén. Do dé, két qua
nghién ciru cht yéu phan anh trang thai nhan thirc, cim nhan va y dinh mua cta nguoi
tiéu dung tai thoi diém khao sat, thay vi cho thiy sy thay ddi cua cac yéu t6 nay theo
thoi gian. Mac di md hinh nghién ctru cho phép kiém dinh cac mdi quan hé giita dong
luc, sy hién dién, phan doan va y dinh mua, thiét ké cat ngang van han ché kha nang két
luan chic chan vé quan hé nhin qua dai han gitta cac bién. Vi vay, cac nghién ctru tiép
theo c6 thé st dung thiét ké nghién ctru theo chiéu doc hoac nghién ctru thyc nghiém dé
kiém tra su thay ddi cua dong lyc, cdm nhan hién dién, phan doan va y dinh mua qua
thot gian.

Thi ba, nghién ctru chi tap trung vao bdi canh san pham lam dep va cham soc ca
nhan trén san thuong mai dién tr. Py 12 nhém san pham c6 dic diém riéng, gan véi
hinh anh c4 nhan, cam nhan thAim my, d§ an toan va muc do tin cdy thong tin. Do do,
két qua nghién ctru c6 thé chwa phan anh day du hanh vi ra quyét dinh cta ngudi tiéu
dung ddi voi cac nganh hang khac nhu thoi trang, thuc pham, d6 gia dung, san pham
cong nghé hodc dich vu truc myén. Bén canh do, nghién ctru chua xem xét déy du su
khac biét vé diéu kién giao dich giita cac khu vuc, chiang han khoang cach dia 1y gitta
ngudi mua va ngudi ban, thoi gian giao hang, chi phi van chuyén, kha ning d6i tra va
muc do thuan ti€n cua dich vu logistics. Nhiing yéu tb nay co thé anh huong dén cach
nguoi tiéu dung danh gia cadc phuong &4n va hinh thanh y dinh mua trong méi trudng truc
tuyén. Cac nghién ciru trong twong lai c6 thé kiém dinh mé hinh trén cic nhom san pham
khac nhau, dong thoi so sanh gitta cac nén tang nhu san thuong mai dién tir, mang xa
héi, livestream shopping, website thwong hiéu va cira hang ngoai tuyén dé danh gia tinh
6n dinh va kha nang mé rong cia mo hinh.

Thir tu, mé hinh nghién ctru hién tai tip trung vao bdn cau trac chinh gdm dong
luc, sy hién dién, phan doan va y dinh mua. Céch tiép can nay gitip mo hinh c6 tinh tap
trung, nhung cling déng nghia voi viéc mot sd yéu td khac c6 kha ning anh huong dén
y dinh mua chua dugc xem xét, chéng han niém tin vao nha ban, rai ro cam nhén, chat
luong thong tin, uy tin thuong hiéu, gia ca, khuyén mai va danh gia ciia nguoi dung.
Nhirng yéu t6 nay c6 thé dugc xem nhu cc yéu t6 bdi canh ctia qua trinh ra quyét dinh,
bdi1 mirc do anh huong ctiia dong luc, sy hién dién va phan doéan co thé thay doi tuy thudc
vao dic diém nén tang, loai san phém, diéu kién giao nhan, mirc dJ tin cdy ctia nha ban
va méi trudng mua sim cu thé. Bén canh d6, nghién ctru mai dimg lai & viéc mo ta dic

diém nhan khau hoc cua mau khao sat, chua di sau ki€ém dinh sy khac biét gitra cdc nhém
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ngudi tiéu ding. Vi vay, cac nghién ciru tiép theo c6 thé mé rong mé hinh bang cach bo
sung cac bién trung gian, bién diéu tiét hodc thuc hién phan tich da nhém theo gidi tinh,
dd tudi, thu nhap, tan suat mua sidm va mic do quen thudc véi san phém.

5.5. Két luan chung

Nghién ciru nay nham muc dich phan tich qué trinh hinh thanh y dinh mua san
pham 1am dep va chim soc ca nhan trén san thuong mai dién tir dudi anh hudng cia
dong luc mua sam, su hién dién va phan doan cua nguoi tiéu dung. M6 hinh nghién ctru
dugc dé xuét dua trén sy két hop gitra Ly thuyét Tu quyét, nham giai thich vai tro cta
dong luc nd1 tai va dong luc ngoai tai trong hanh vi tiéu dung (Ryan & Deci, 2020), va
Throughput Model, nham 1y giai qua trinh nguoi tiéu dung tiép nhan thong tin, hinh
thanh nhan thuc, thyc hién phén doan va di dén y dinh mua (Rodgers, 1997). Dir li¢u
nghién ctru duge thu thap tir 677 ngudi tiéu dung tré tai thanh phé Pa Ning, nhimng
ngudi di timg mua san pham 1am dep va chiam séc ca nhan trén cac san thuong mai dién
tr. Phuong phap PLS-SEM duoc st dung théng qua phan mém SmartPLS 3.0 dé danh
gia mo hinh do ludng, mo hinh ciu trac va kiém dinh cac gia thuyét nghién ciru.

Két qua nghién ctru da xac nhan vai tro quan trong cuia dong luc, sy hién di¢n va
phan doan trong viéc hinh thanh y dinh mua. Cy thé, dong luc co tac dong tich cuc dén
¥ dinh mua, cho thay khi ngudi tiéu dung c6 1y do mua sdm rd rang, ho c6 xu huéng
hinh thanh y dinh mua manh hon. Bén canh d6, dong luc va su hién dién cé mbi quan
hé tac dong qua lai tich cuc, phan anh sy gin két gitta yéu to tam 1y bén trong ctia nguoi
tiéu ding va trai nghiém hién dién trong méi trudng tryc tuyén. Trong d6, hién dién x4
hoi va hién dién tir xa giup nguoi tiéu ding cam nhan rd hon vé san pham, ngudi ban va
khong gian mua sam truc tuyén, tir d6 c6 thé cung c6 dong lyc mua sam va hd trg qua
trinh ra quyét dinh (Gao va cong su, 2018).

Mot phat hién ndi bat ctia nghién ciru 1a phan doan c6 tac dong manh nhat dén y
dinh mua. Phan doan trong nghién ciru ndy bao gdm qua trinh dénh gia céc lya chon
thay thé va nhan biét y dinh mua trudc khi hinh thanh y dinh mua cudi cting. Trong moi
truong truc tuyén, nguoi tiéu ding thuong dua vao thong tin san pham, danh gia cia nguoi
dung, chirc nang gié hang, khuyén mii v cac tin hi¢u tir nguoi ban dé so sanh, can nhac
va xac nhan lya chon trude khi mua (Petcharat & Leelasantitham, 2021). Két qua nay cho
thdy ¥ dinh mua san pham lam dep va chiam soc ca nhan trén san thuong mai dién tir
khong chi dugc hinh thanh tir dong lyc ban dau hodc trai nghiém hi¢n dién, ma phu thude
manh vao kha nang ngudi tiéu dung danh gia va xac nhan luya chon ctia minh.

Dua trén két qua phan tich, nghién ctru da dua ra mot sé dong gop vé mat hoc thuat
va quan tri. Vé hoc thuat, nghién ciru gép phan mé rong cach tiép can doi véi hanh vi
mua sim tryc tuyén bang cach tich hop Ly thuyét Tu quyét va Throughput Model trong

cung mot khung nghién ciru. Cach tiép can nay gitp lam rd hon vai trd cta dong luc, sy

82



hién dién va phan doan trong qué trinh hinh thanh ¥ dinh mua, déc biét trong bbi canh
san phém lam dep va cham s6c ca nhan trén san thuong mai dién tir tai Viét Nam. Vé
quan tri, nghién ctru goiy rﬁng doanh nghi¢p can chu trong kich hoat dong lyc mua sam,
nang cao sy hién dién tryuc tuyén va hd tro qua trinh phan doan ctua nguoi ti€éu dung
thong qua thong tin san pham minh bach, hinh anh/video chat lwong cao, ddnh gia xac
thuc, tu van nhanh, chirc ning gio hang, luu san pham va so sanh san pham.

Tom lai, nghién ciru da gop phan lam rd ¥ dinh mua san pham lam dep va cham
soc ¢4 nhan trén san thuong mai dién tr nhu mot két qua cia qua trinh ra quyét dinh
gd6m nhiéu yéu t6 lién két v6i nhau. Y dinh mua khong chi xuat phat tir dong luc mua
sdm, ma con chiu anh huodng boi sy hién dién trong moi truong truc tuyén va dac biét la
qua trinh phan doan trudc khi mua. Két qua nay khang dinh sy can thiét cua viéc tiép
can hanh vi mua sam tryc tuyén nhu mot qua trinh linh hoat, trong d6 nguoi tiéu dung
vira chiu anh hudng boi yéu té tim 1y bén trong, vira chiu tac dong boi thong tin, tuong

tac va trai nghiém do nén tang thuong mai dién tr tao ra.

83



TAI LIEU THAM KHAO

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human
Decision Processes, 50(2), 179-211.

Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes and predicting social
behavior. Prentice-Hall.

Al-Tarawneh, H. A. (2012). The main factors beyond decision making. Journal of
Management Research, 4(1), 1-23. https://doi.org/10.5296/jmr.v411.1184

An, G. K., & Ngo, T. T. A. (2025). Uncovering the influence of social media marketing
activities on Generation Z’s purchase intentions and eWOM for organic
cosmetics. PLOS ONE, 20(6), Article e0325953.
https://doi.org/10.1371/journal.pone.0325953

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A
review and recommended two-step approach. Psychological Bulletin, 103(3),
411-423.

Barta, S., Gurrea, R., & Flavian, C. (2023). Using augmented reality to reduce
cognitive dissonance and increase purchase intention. Computers in Human
Behavior, 140, 107564. https://doi.org/10.1016/j.chb.2022.107564

Bettman, J. R., Luce, M. F., & Payne, J. W. (1998). Constructive consumer choice
processes. Journal of Consumer Research, 25(3), 187-217.

Biocca, F., Harms, C., & Burgoon, J. K. (2003). Toward a more robust theory and
measure of social presence: Review and suggested criteria. Presence:
Teleoperators and Virtual Environments, 12(5), 456—480.

Bo Cong Thuong. (2025a). Thuong mai dién tir Viét Nam nam 2024: Nhimng budc tién
va thach thure. https://moit.gov.vn/khoa-hoc-va-cong-nghe/thuong-mai-dien-tu-
viet-nam-nam-2024-nhung-buoc-tien-va-thach-thuc.html

B Cong Thuong. (2025b). Quyét dinh s6 1568/QP-BCT phé duyét Ké hoach tong thé
phat trién thwong mai dién tor qubc gia giai doan 2026-2030.
https://moit.gov.vn/tin-tuc/phe-duyet-ke-hoach-tong-the-phat-trien-thuong-
mai-dien-tu-quoc-gia-giai-doan-2026-2030.html

Bollen, K. A. (1989). Structural equations with latent variables. Wiley.

Boudouch, A. (2024). The Influence of Online Reviews on Consumer Decision-
Making. International Journal of Research Publication and Reviews, 5(4), 615—
620.

Brown, D., & Hayes, N. (2008). Influencer marketing: Who really influences your
customers? Butterworth-Heinemann.

Brown, S. P., & Stayman, D. M. (1992). Antecedents and consequences of attitude

toward the ad: A meta-analysis. Journal of Consumer Research, 19(1), 34-51.

84



Brynjolfsson, E., Hu, Y. J., & Smith, M. D. (2010). Research commentary-Long tails
vs. superstars: The effect of information technology on product variety and sales
concentration patterns. Information Systems Research, 21(4), 736-747.
https://doi.org/10.1287/isre.1100.0325

Bucklin, R. E., Lattin, J. M., Ansari, A., Bell, D., Coupey, E., Gupta, S., Little, J. D.
C., Mela, C., Montgomery, A., & Steckel, J. (2002). Choice and the Internet:
From clickstream to research stream. Marketing Letters, 13(3), 245-258.

Catyanadika, P. E. (2021). Investigating the interplay between social presence,
motivation, and knowledge sharing behaviour in virtual learning environment.
International Journal of Research in Business and Social Science, 10(6), 317—
328.

Chang, H.-H., & Liu, Y.-M. (2009). The impact of brand equity on brand preference
and purchase intentions in the service industries. The Service Industries Journal,
29(12), 1687-1706.

Choudhury, V., & Karahanna, E. (2008). The relative advantage of electronic channels:
A multidimensional view. MIS Quarterly, 32(1), 179-200.

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.).
Lawrence Erlbaum Associates.

Collis, J., & Hussey, R. (2013). Business research: A practical guide for undergraduate
and postgraduate students (4th ed.). Palgrave Macmillan.

Constantinides, E. (2004). Influencing the online consumer’s behavior: The Web
experience. Internet Research, 14(2), 111-126.

Court, D., Elzinga, D., Mulder, S., & Vetvik, O. J. (2009). The consumer decision
journey. McKinsey Quarterly, 3, 96—107.

Cuc Quan Iy Dugc. (2025). Tang cudng kiém tra hoat dong kinh doanh m§ pham trén
san thuong mai dién tr. B Y té. https://baochinhphu.vn/tang-cuong-kiem-tra-
hoat-dong-kinh-doanh-my-pham-tren-san-thuong-mai-dien-tu-
10225121710500916.htm

Dam, T. C. (2025). The influence of utilitarian value, hedonic value, and online review
on consumers’ satisfaction, trust, and repurchasing intention in e-commerce
platforms. Innovative Marketing, 21(2), 105-118.
https://doi.org/10.21511/im.21(2).2025.09

Darley, W. K., Blankson, C., & Luethge, D. J. (2010). Toward an integrated framework
for online consumer behavior and decision making process: A review.
Psychology & Marketing, 27(2), 94—116.

DataReportal. (2025, February 21). Digital 2025: Vietnam.
https://datareportal.com/reports/digital-2025-vietnam

85



DataReportal. (2025, November 8). Digital 2026: Vietnam.
https://datareportal.com/reports/digital-2026-vietnam

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance
of information technology. MIS Quarterly, 13(3), 319-340.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic
motivation to use computers in the workplace. Journal of Applied Social
Psychology, 22(14), 1111-1132.

Deci, E. L., & Ryan, R. M. (1985). Intrinsic motivation and self-determination in
human behavior. Plenum.

DeVellis, R. F. (2003). Scale development: Theory and applications (2nd ed.). Sage.

Doan, T. T. T. (2020). Factors affecting online purchase intention: A study of Vietnam
online customers. Management Science Letters, 10(10), 2337-2342.
https://doi.org/10.5267/1.msl.2020.3.001

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store
information on buyers’ product evaluations. Journal of Marketing Research,
28(3), 307-319.

Doha, A., Ghasemaghaei, M., & Hassanein, K. (2017). Social bundling: A novel
method to enhance consumers’ intention to purchase online bundles. Journal of
Retailing and Consumer Services, 35, 106—117.

Duong, T. H. P. (2012). Nghién ctru cac nhan t6 anh huong dén y dinh mua sam truc
tuyén ctia khach hang trén dia ban thanh phd Hué. Tap chi Khoa hoc Pai hoc
Hué: Khoa hoc Xa hoi va Nhan van, 72(3). https:/doi.org/10.26459/hujos-
ssh.v72i3.3601

Engel, J. F., Kollat, D. T., & Blackwell, R. D. (1968). Consumer behavior. Holt,
Rinehart and Winston.

Erasmus, A. C., Boshoff, E., & Rousseau, G. G. (2001). Consumer decision-making
models within the discipline of consumer science: A critical approach. Journal
of Family Ecology and Consumer Sciences, 29, 82-90.

Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and choice.
Journal of Consumer Research, 31(1), 191-198. https://doi.org/10.1086/383434

Gagné, M., & Deci, E. L. (2005). Self-determination theory and work motivation.
Journal of Organizational Behavior, 26(4), 331-362.

Gao, W., Liu, Y., Liu, Z., & Li, J. (2018). How does presence influence purchase
intention in online shopping markets? An explanation based on self-

determination theory. Behaviour & Information Technology, 37(8), 786—799.

86



Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-commerce and the
importance of social presence: Experiments in e-products and e-services.
Omega, 32(6), 407-424.

Geisser, S. (1974). A predictive approach to the random effect model. Biometrika,
61(1), 101-107.

Google, Temasek, & Bain & Company. (2024). e-Conomy SEA 2024: Profits on the
rise, harnessing SEA’s advantage. https://economysea.withgoogle.com/
Google, Temasek, & Bain & Company. (2025). e-Conomy SEA 2025: From Digital
Decade to Al Reality: Accelerating the future in  ASEAN.
https://services.google.com/fh/files/misc/e_conomy sea 2025 report combin

ed.pdf

Greguras, G. J., & Diefendorff, J. M. (2009). Different fits satisfy different needs:
Linking person-environment fit to employee commitment and performance
using self-determination theory. Journal of Applied Psychology, 94(2), 465—
477.

Ha, N. T. (2016). Cac yéu t6 anh huéng dén y dinh mua sam truc tuyén cta nguoi tiéu
dung Viét Nam: Nghién cliru mé rong thuyét hanh vi c6 hoach dinh. VNU
Journal of Economics and Business, 32(4), 21-28.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data
analysis (7th ed.). Pearson.

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2016). A primer on partial
least squares structural equation modeling (PLS-SEM) (2nd ed.). Sage.

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021).
A primer on partial least squares structural equation modeling (PLS-SEM) (3rd
ed.). Sage.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet.
Journal of Marketing Theory and Practice, 19(2), 139-152.

Hall, D. J. (2008). Decision makers and their need for support. In F. Burstein & C. W.
Holsapple (Eds.), Handbook on decision support systems 1: Basic themes (pp.
83-102). Springer. https://doi.org/10.1007/978-3-540-48713-5 5

Handoyo, S. (2024). Purchasing in the digital age: A meta-analytical perspective on
trust, risk, security, and e-WOM in e-commerce. Heliyon, 10(8), Article
€29714. https://doi.org/10.1016/j.heliyon.2024.e29714

Haridasan, A. C., Fernando, A. G., & Saju, B. (2021). A systematic review of consumer
information search in online and offline environments. RAUSP Management
Journal, 56(2), 234-253. https://doi.org/10.1108/RAUSP-08-2019-0174

87



Hassanein, K., & Head, M. (2007). Manipulating perceived social presence through
the web interface and its impact on attitude toward online shopping.
International Journal of Human-Computer Studies, 65(8), 689—708.

Haubl, G., & Trifts, V. (2000). Consumer decision making in online shopping
environments: The effects of interactive decision aids. Journal of Consumer
Research, 26(4), 336-351.

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares
path modeling in international marketing. In R. R. Sinkovics & P. N. Ghauri
(Eds.), New challenges to international marketing (pp. 277-319). Emerald.

Hiép hoi Thuong mai dién tir Viét Nam. (2025, April 27). Bao cao Chi ) Thuong mai
dién tor Viét Nam 2025. https://vecom.vn/bao-cao-chi-so-thuong-mai-dien-tu-
viet-nam-2025

Holtzman, S. (1989). Intelligent decision systems. Addison-Wesley.

Howard, J. A., & Sheth, J. N. (1969). The theory of buyer behavior. Wiley.

Huang, Z., & Benyoucef, M. (2017). The effects of social commerce design on
consumer purchase decision-making: An empirical study. Electronic Commerce
Research and Applications, 25, 40-58.

Huang, Z., Zhu, Y., Hao, A., & Deng, J. (2023). How social presence influences
consumer purchase intention in live video commerce: The mediating role of
immersive experience and the moderating role of positive emotions. Journal of
Research in Interactive Marketing, 17(4), 493-509.
https://doi.org/10.1108/JRIM-01-2022-0009

International Trade Administration. (2024, August 29). Vietnam beauty and personal
care products. U.S. Department of Commerce.

Jarvenpaa, S. L., & Todd, P. A. (1997). Consumer reactions to electronic shopping on
the World Wide Web. International Journal of Electronic Commerce, 1(2), 59—
88.

Karimi, S. (2013). A purchase decision-making process model of online consumers
and its influential factors: A cross sector analysis (Doctoral thesis, The
University of Manchester).

Karimi, S., Holland, C. P., & Papamichail, K. N. (2018). The impact of consumer
archetypes on online purchase decision-making processes and outcomes: A
behavioural process perspective. Journal of Business Research, 91, 71-82.

Karimi, S., Papamichail, K. N., & Holland, C. P. (2015). The effect of prior knowledge
and decision-making style on the online purchase decision-making process: A
typology of consumer shopping behaviour. Decision Support Systems, 77, 137—
147.

88



Kawaf, F., & Tagg, S. (2017). The construction of online shopping experience: A
repertory grid approach. Computers in Human Behavior, 72, 222-232.

Keeney, R. L. (1982). Feature article—Decision analysis: An overview. Operations
Research, 30(5), 803—838. https://doi.org/10.1287/opre.30.5.803

Koufaris, M. (2002). Applying the technology acceptance model and flow theory to
online consumer behavior. Information Systems Research, 13(2), 205-223.

Laradi, S., Alrawad, M., Lutfi, A., & Agag, G. (2024). Understanding factors affecting
social commerce purchase behavior: A longitudinal perspective. Journal of
Retailing and Consumer Services, 78, 103751.
https://doi.org/10.1016/j.jretconser.2024.103751

Lavoye, V., Tarkiainen, A., Sipild, J., & Mero, J. (2023). More than skin-deep: The
influence of presence dimensions on purchase intentions in augmented reality
shopping. Journal of  Business Research, 169, 114247.
https://doi.org/10.1016/j.jbusres.2023.114247

Le, T. V., Alang, T., & Tran, Q. T. (2021). How YouTube influencers impact
customers’ purchase intention: An empirical study of cosmetic brands in
Vietnam. The Journal of Asian Finance, Economics and Business, 8(9), 101—
111. https://doi.org/10.13106/jafeb.2021.v0l8.n09.0101

Li, N., Xuan, C., & Chen, R. (2024). Different roles of two kinds of digital coexistence:
The impact of social presence on consumers’ purchase intention in the live
streaming shopping context. Journal of Retailing and Consumer Services, 80,
103890. https://doi.org/10.1016/j.jretconser.2024.103890

Liang, T.-P., & Lai, H.-J. (2002). Effect of store design on consumer purchases: An
empirical study of on-line bookstores. Information & Management, 39(6), 431—
444,

Lin, H.-F., Tsai, Y.-C., & Chiu, C.-K. (2009). Modeling customer loyalty from an
integrative perspective of self-determination theory and expectation—
confirmation theory. Journal of Business and Psychology, 24(3), 315-326.

Lo, L. Y.-S,, Lin, S.-W., & Hsu, L.-Y. (2016). Motivation for online impulse buying:
A two-factor theory perspective. International Journal of Information
Management, 36(5), 759-772.

Lui, V. Y. F. (2012). An integrated model of the factors influencing the purchasing
decision of UK online consumers (Doctoral dissertation, University of Bolton).

MacKenzie, S. B., & Lutz, R. J. (1989). An empirical examination of the structural
antecedents of attitude toward the ad in an advertising pretesting context.
Journal of Marketing, 53(2), 48—65.

89



Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the
promotion mix. Business Horizons, 52(4), 357-365.

Mele, C., Hollebeek, L. D., Di Bernardo, 1., & Russo Spena, T. (2025). Unravelling
the customer journey: A conceptual framework and research agenda.
Technological  Forecasting and  Social Change, 211, 123916.
https://doi.org/10.1016/j.techfore.2024.123916

Metric. (2025, November 5). B4o cao thi trrong san thuong mai dién tir Viét Nam quy
111/2025. Céng ty CO6 phan  Khoa  hoc Dt liéu.
https://www .brandsvietnam.com/congdong/topic/metric-bao-cao-thi-truong-
san-thuong-mai-dien-tu-viet-nam-quy-3-2025

Ministry of Industry and Trade. (2022, September 12). Cong bd 4n pham Sach tring
Thuong mai dién t&r Viét Nam nam 2022.

Mintzberg, H., Raisinghani, D., & Théorét, A. (1976). The structure of “unstructured”
decision processes. Administrative Science Quarterly, 21(2), 246-275.
https://doi.org/10.2307/2392045

Mishra, O. (2018). Criteria for evaluation of alternatives in online consumer decision
making process. ELK Asia Pacific Journal of Marketing and Retail
Management, 9(4).

Mollen, A., & Wilson, H. (2010). Engagement, telepresence and interactivity in online
consumer experience: Reconciling scholastic and managerial perspectives.
Journal of Business Research, 63(9-10), 919-925.

Monsuw¢, T. P. Y., Dellaert, B. G. C., & de Ruyter, K. (2004). What drives consumers
to shop online? A literature review. International Journal of Service Industry
Management, 15(1), 102—-121.

Moon, B.-J. (2004). Consumer adoption of the internet as an information search and
product purchase channel: Some research hypotheses. International Journal of
Internet Marketing and Advertising, 1(1), 104-118.

Ngo, T. T. A., Bui, C. T., Chau, H. K. L., & Tran, N. P. N. (2023). The effects of social
media live streaming commerce on Vietnamese Generation Z consumers’
purchase intention. Innovative Marketing, 19(4), 269-283.
https://doi.org/10.21511/im.19(4).2023.22

Ngo, T. T. A., Nguyen, H. L. T., Mai, H. T. A., & Nguyen, H. P. (2025). Key
determinants of online impulse buying behavior: A study from TikTok Shop
users in Vietnam. Acta Psychologica, 260, 105593.
https://doi.org/10.1016/j.actpsy.2025.105593

Ngo, T. T. A., Nguyen, H. L. T., Nguyen, H. P., Mai, H. T. A., Mai, T. H. T., & Hoang,

P. L. (2024). A comprehensive study on factors influencing online impulse

90



buying behavior: Evidence from Shopee video platform. Heliyon, 10(15),
e35743. https://doi.org/10.1016/j.heliyon.2024.e35743

Nguyen, T.-M. (2019). Do extrinsic motivation and organisational culture additively
strengthen intrinsic motivation in online knowledge sharing? An empirical
study. VINE Journal of Information and Knowledge Management Systems,
50(1), 75-93.

Nicosia, F. M. (1966). Consumer decision processes: Marketing and advertising
implications. Prentice-Hall.

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed.). McGraw-

Hill.
Nutt, P. C. (1999). Surprising but true: Half the decisions in organizations fail.
Academy of Management Executive, 13(4), 75-90.

https://doi.org/10.5465/ame.1999.2570556

Orth, U. R., Lockshin, L., Spielmann, N., & Holm, M. (2019). Design antecedents of
telepresence in virtual service environments. Journal of Service Research,
22(2),202-218.

Ou, C. X. J., Pavlou, P. A., & Davison, R. M. (2014). Swift guanxi in online
marketplaces: The role of computer-mediated communication technologies.
MIS Quarterly, 38(1), 209-230.

Padmavathy, C., Swapana, M., & Paul, J. (2019). Online second-hand shopping
motivation: Conceptualization and measurement. Journal of Retailing and
Consumer Services, 51, 19-32.
https://doi.org/10.1016/j.jretconser.2019.05.014

Papamichail, K. N., & Robertson, I. (2008). Supporting distributed and decentralized
group decision-making. Group Decision and Negotiation, 17(4), 267-284.

Pappas, N. (2016). Marketing strategies, perceived risks, and consumer trust in online
buying behaviour. Journal of Retailing and Consumer Services, 29, 92—103.

Park, C.-H., & Kim, Y.-G. (2003). Identifying key factors affecting consumer purchase
behavior in an online shopping context. International Journal of Retail &
Distribution Management, 31(1), 16-29.

Patrick, H., Knee, C. R., Canevello, A., & Lonsbary, C. (2007). The role of need
fulfillment in relationship functioning and well-being: A self-determination
theory perspective. Journal of Personality and Social Psychology, 92(3), 434—
457.

Pavlou, P. A., Liang, H., & Xue, Y. (2007). Understanding and mitigating uncertainty
in online exchange relationships: A principal-agent perspective. MIS Quarterly,
31(1), 105-136.

91



Payne, J. W., Bettman, J. R., & Johnson, E. J. (1988). Adaptive strategy selection in
decision making. Journal of Experimental Psychology: Learning, Memory, and
Cognition, 14(3), 534-552.

Petcharat, T., & Leelasantitham, A. (2021). A retentive consumer behavior assessment
model of the online purchase decision-making process. Heliyon, 7(10), e08169.

Polit, D. F., & Beck, C. T. (2006). The content validity index: Are you sure you know
what’s being reported? Critique and recommendations. Research in Nursing &
Health, 29(5), 489-497.

Pop, R.-A., Sapldcan, Z., Dabija, D.-C., & Alt, M.-A. (2022). The impact of social
media influencers on travel decisions: The role of trust in consumer decision
journey. Current Issues in Tourism, 25(5), 823—843.

Qazzafi, S. (2019). Consumer buying decision process toward products. International
Journal of Scientific Research and Engineering Development, 2(5), 130—-134.

Quéc hoi. (2025). Luat Thuong mai dién tir (Luat sd 122/2025/QH15).
https://datafiles.chinhphu.vn/cpp/files/vbpq/2026/01/luat122.2025.qh15.pdf

Razmus, W., Jaroszynska, M., & Palega, M. (2017). Personal aspirations and brand
engagement in self-concept. Personality and Individual Differences, 105, 294—
299.

Recalde, D., Jai, T. C., & Jones, R. P. (2024). I can find the right product with AR!
The mediation effects of shopper engagement on intent to purchase beauty
products. Journal of Retailing and Consumer Services, 78, 103764.
https://doi.org/10.1016/j.jretconser.2024.103764

Roberts, J. H., & Lattin, J. M. (1991). Development and testing of a model of
consideration set composition. Journal of Marketing Research, 28(4), 429—440.

Rodgers, W. (1997). Throughput modeling: Financial information used by decision
makers. Quorum Books.

Rodgers, W. (2010). E-commerce issues addressed in a throughput model. Nova
Science.

Rodgers, W. (2011). Biometric and auditing issues addressed in a throughput model.
Information Age.

Rodgers, W., & Al Fayi, S. (2019). Ethical pathways of internal audit reporting lines.
Accounting Forum, 43(2), 220-245.

Rodgers, W., & Gago, S. (2001). Cultural and ethical effects on managerial decisions:
Examined in a throughput model. Journal of Business Ethics, 31(4), 355-367.

Rodgers, W., & Gago, S. (2006). Biblical scriptures underlying six ethical models
influencing organizational practices. Journal of Business Ethics, 64(2), 125—
136.

92



Rodgers, W., Hudson, R., & Economou, F. (2023a). Modelling credit and investment
decisions based on Al algorithmic behavioral pathways. Technological
Forecasting and Social Change, 191, 122471.
https://doi.org/10.1016/j.techfore.2023.122471

Rodgers, W., & McFarlin, T. G. (2016). Decision making for personal investment:
Real estate financing. Springer.

Rodgers, W., Murray, J. M., Stefanidis, A., Degbey, W. Y., & Tarba, S. Y. (2023b).
An artificial intelligence algorithmic approach to ethical decision-making in
human resource management processes. Human Resource Management
Review, 33(1), 100925. https://doi.org/10.1016/j.hrmr.2022.100925

Rodgers, W., & Nguyen, T. (2022). Advertising benefits from ethical artificial
intelligence algorithmic purchase decision pathways. Journal of Business
Ethics, 178(4), 1043—-1061. https://doi.org/10.1007/s10551-022-05048-7

Rogers, E. M. (1995). Diffusion of innovations (4th ed.). Free Press.

Ryan, R. M., & Deci, E. L. (2000). Self-determination theory and the facilitation of
intrinsic  motivation, social development, and well-being. American
Psychologist, 55(1), 68-78.

Ryan, R. M., & Deci, E. L. (2002). Overview of self-determination theory: An
organismic-dialectical perspective. In E. L. Deci & R. M. Ryan (Eds.),
Handbook of self-determination research (pp. 3—33). University of Rochester
Press.

Ryan, R. M., & Deci, E. L. (2020). Intrinsic and extrinsic motivation from a self-
determination theory perspective: Definitions, theory, practices, and future
directions. Contemporary Educational Psychology, 61, 101860.

Saunders, M., Lewis, P., & Thornhill, A. (2009). Research methods for business
students (5th ed.). Pearson.

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill-building
approach (7th ed.). Wiley.

Shah, S. S. H., Aziz, J., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., & Sherazi, S.
K. (2012). The impact of brands on consumer purchase intentions. Asian
Journal of Business Management, 4(2), 105-110.

Sharma, P., Ueno, A., Dennis, C., & Paydas Turan, C. (2023). Emerging digital
technologies and consumer decision-making in retail sector: Towards an
integrative conceptual framework. Computers in Human Behavior, 148,
107913. https://doi.org/10.1016/j.chb.2023.107913

93



Sheldon, K. M., Elliot, A. J., Kim, Y., & Kasser, T. (2001). What is satisfying about
satisfying events? Testing 10 candidate psychological needs. Journal of
Personality and Social Psychology, 80(2), 325-339.

Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988). The theory of reasoned action:
A meta-analysis of past research with recommendations for modifications and
future research. Journal of Consumer Research, 15(3), 325-343.

Shih, C.-F. (1998). Conceptualizing consumer experiences in cyberspace. European
Journal of Marketing, 32(7/8), 655-663.

Shim, J. P., Warkentin, M., Courtney, J. F., Power, D. J., Sharda, R., & Carlsson, C.
(2002). Past, present, and future of decision support technology. Decision
Support  Systems,  33(2), 111-126.  https://do1.org/10.1016/S0167-
9236(01)00139-7

Shocker, A. D., Ben-Akiva, M., Boccara, B., & Nedungadi, P. (1991). Consideration
set influences on consumer decision-making and choice: Issues, models, and
suggestions. Marketing Letters, 2(3), 181-197.
https://doi.org/10.1007/BF00554125

Short, J., Williams, E., & Christie, B. (1976). The social psychology of
telecommunications. Wiley.

Simon, H. A. (1960). The new science of management decision. Harper & Brothers.

Solomon, M. R. (2006). Consumer behavior: Buying, having, and being (7th ed.).
Pearson.

Steuer, J. (1992). Defining virtual reality: Dimensions determining telepresence.
Journal of Communication, 42(4), 73-93.

Stone, M. (1974). Cross-validatory choice and assessment of statistical predictions.
Journal of the Royal Statistical Society: Series B, 36(2), 111-147.

TGM Research. (2025). Vietnam E-Commerce Health & Beauty Insights 2025.

Tiron-Tudor, A., Rodgers, W., & Deliu, D. (2025). The accounting profession in the
Twilight Zone: Navigating digitalisation’s sided challenges through ethical
pathways for decision-making. Accounting, Auditing & Accountability Journal,
38(3), 990-1018. https://doi.org/10.1108/AAAJ-12-2022-6173

Tomar, U. (2026, February 10). How e-commerce is transforming beauty and skincare
industry in Vietnam? Expert Market Research.
https://www.expertmarketresearch.com/featured-articles/e-commerce-beauty-
market-vietnam

Van den Broeck, A., Ferris, D. L., Chang, C.-H., & Rosen, C. C. (2016). A review of
self-determination theory’s basic psychological needs at work. Journal of
Management, 42(5), 1195-1229.

94



Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology
acceptance model: Four longitudinal field studies. Management Science, 46(2),
186-204.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of
information technology: Toward a unified view. MIS Quarterly, 27(3), 425—
478.

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer acceptance and use of
information technology: Extending the unified theory of acceptance and use of
technology. MIS Quarterly, 36(1), 157-178.

Vietnam Briefing. (2025, June 11). Strategic entry to Vietnam’s beauty and personal
care sector.

Wells, J. D., Valacich, J. S., & Hess, T. J. (2011). What signal are you sending? How
website quality influences perceptions of product quality and purchase
intentions. MIS Quarterly, 35(2), 373-396.

Ye, S., Xiao, H., & Lei, S. 1. (2020). Social presence, telepresence and customers’
intention to purchase online peer-to-peer accommodation: A mediating model.

Journal of Hospitality and Tourism Management, 42, 119-129.

95



PHU LUC
PHU LUC A. BANG CAU HOI KHAO SAT
Thang do sir dung thang Likert 5 murc, tir 1 - Hoan toan khong déng ¥ dén 5 - Hoan toan

dong .
STT | Ky hiéu Noi dung bién quan sat

1 INMI1 Khi sir dung san pham 1am dep hodc chim séc ca nhén, toi cam
thy rat hap dan

2 INM?2 Khi sir dung san phdm 1am dep hodc chim séc ca nhén, toi cam
thay rét tha vi

3 INM3 Khi sir dung san phdm 1am dep hodc chim séc ca nhén, toi cam
thay rat thich

4 IDM1 Cé nhan t6i thich str dung san pham lam dep hoic chim soc ca
nhan

5 IDM2 Str dung san pham lam dep hodc cham séc ca nhan gitp toi cai
thién trai nghiém cude séng cua minh

6 IDM3 St dung san pham lam dep hodc chdm soc ca nhan gitp t6i thé
hién khi chit cia minh

7 INTMI1 | T6i s& cam thay nguwong ngung trudc mit moi ngudi néu toi
khoéng sir dung san pham lam dep hodc chim soc ca nhan

8 INTM2 | T6i s& cam thay xau ho vé ban than néu t6i khong sir dung san
pham lam dep hodc chdm soéc ca nhan

9 INTM3 | St dung san pham lam dep hodc chim séc c4 nhan gitip toi tranh
duoc cam gidc nguong ngung trude mit ban bé/ dong nghiép

10 EXM1 St dung san pham lam dep hodc cham séc ca nhan gitp toi cai
thién cach nguoi khac ddi xur véi toi

11 EXM2 Ban bé cua t6i s& khong hai long néu t6i khong st dung san
pham lam dep hodc chim soéc ca nhan

12 EXM3 | Pong nghiép cta toi s& cam thdy budn néu téi khong sir dung
san phém lam dep hodc cham soc ¢4 nhan

13 SP1 To6i co6 cam gidc két nbi véi con ngudi trong san TMDT ciia
nguoi ban nay

14 Sp2 Co6 mot cam giac cé nhan trong san TMDT cua ngudi ban nay

15 SP3 C6 mot cam gidc hoa dong trong san TMDT clia ngudi ban nay

16 SP4 C6 mot cam giac 4m ap cua con nguodi trong sain TMDT cua
nguoi ban nay

17 SP5 C6 mdt cam giac nhay cam cua con nguoi trong san TMDT cua
nguoi ban nay




STT | Ky hi¢u Noi dung bién quan sat

18 TP1 Khi luét trén san TMDT cua ngudi ban ndy, co thé t6i dang &
trong phong, nhung t6i cam thiy tim tri minh dang & trong thé
gi61 do ngudi ban nay tao ra

19 TP2 Khi luét trén sain TMDT ciia ngudi ban ndy, t6i cam thiy rang
minh dang ddm chim trong thé gidi ma ngudi ban nay di tao ra

20 TP3 Thé gi6i do ngudi ban tao ra nay dbi véi toi dudng nhur 13 'mot
noi nao d6 t6i da ghé tham' chir khong phai 13 'th t6i da thay'

21 TP4 T6i cam thdy minh & trong 'thé gi6i thuc' hon 14 'thé giéi may
tinh' khi t61 luédt trén san TMDBPT cua ngudi ban nay

22 PI1 C6 kha nang t6i s& mua san pham lam dep hodc chim séc ca
nhan

23 P12 T6i sé mua san pham lam dep hodc cham soc ca nhan vao lan
ti khi t6i can mot san pham nhu vay

24 PI3 Gia st mot nguoi ban goi cho toi dé xin 10i khuyén vé viéc tim
kiém cting mot san pham, t6i s& gidi thiéu anh 4y/c6 dy mua san
pham lam dep hodc chim soéc ca nhan

25 P14 T6i chic chan sé& thir san pham 1am dep hodc cham séc ca nhan

26 EAl C6 y dinh mua san pham lam dep hodc cham séc ca nhan trudc
khi di d&én cac chirc ning cta vao gid hang cua cac san thuong
mai dién tir gitip ban so sanh cac san pham

27 EA2 Y dinh mua san pham lam dep hodc cham soc ¢4 nhan trude khi
di dén cac chiic nang cua gio hang cua cac san thuong mai dién
tir 1 can thiét va mang lai loi ich cho nguoi mua

28 EA3 C6 y dinh mua san pham lam dep hodc cham séc ca nhan trudc
khi di d&én cac chirc ning cta vao gid hang cua cac san thuong
mai dién tir khién ban mua hang co chét luong tbt

29 IR1 Ban thudng vao gioé hang ciia cac sain TMBT dé kiém tra chi tiét
san pham

30 IR2 Ban sé& sir dung gié hang ctia cac san TMDT dé mua san pham

31 IR3 Ban quan tdm dén thong bao khuyén mii tircac san TMDT va

c6 kha nang mua tir do
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Abstract - This research proposes and empirically examines an
integrated framework merging Self-Determination Theory (SDT)
with the Throughput Model (TPM) to explain online purchase
intentions in Vietnam's beauty and personal care market.
Focusing on Vietnam's online beauty sector, the research surveyed
323 young consumers to investigate the non-linear cognitive
pathways influencing purchase intentions. Using PLS-SEM, the
results confirmed a multi-pathway structure where Motivation,
Presence, and Evaluation of Alternatives dynamically interact to
shape Purchase Intention. Moreover, six distinct pathways within
the context of online decision-making have been found to be
significant. Crucially, a Multi-Group Analysis revealed
significant gender differences: the relationships between
Motivation and Presence, and Presence and Evaluation, are
significantly stronger for women. These findings provide a
nuanced, process-oriented understanding of digital consumer
behavior, underscoring the necessity of gender-segmented e-
commerce strategies.

Key words - Throughput Model; Self-Determination Theory;
gender differences; purchase intention; motivation; presence;
purchase decision pathways.

1. Problem statement

Digitalization has reshaped commerce and decision-
making, creating information-rich journeys where product
details, peer reviews, influencers, and algorithms make
choices more complex and non-linear [1]-[3]. In Vietham’s
fast-growing digital economy (projected GMV $50B by
2025; B2C e-commerce $20.5B in 2023), beauty and
personal care is a major online driver, forecast to grow
5.9% annually through 2028 [4]-[6]. This high-
involvement category relies on visual/sensory cues and
social proof, where motivations extend beyond utility and
perceived online presence shapes evaluation and intent [7],
[8]. Yet much of the literature still models online decisions
as a largely sequential process, under-specifying how
consumers skip, revisit, and reorder stages as they process
information [3], [9], [10].

Three gaps follow. Theoretically, SDT-based online
shopping research shows that intrinsic and extrinsic
motivations are associated with engagement and purchase
intention [11], [12]. However, such studies rarely clarify the
process mechanism through which motivation translates into
purchase intention from a throughput or process-oriented
perspective, and the integration of SDT with such process
views remains limited in e-commerce contexts. Empirically,
rigorous validation of multi-pathway (rather than single-

sequence) structures for beauty e-commerce in Vietnam
remains scarce, despite this context’s distinctive dependence
on social and telepresence cues [4]-[6]. Third, although
gender differences in online shopping perceptions and
outcomes have been documented [13], [14], evidence is still
scarce on whether gender reshapes pathway-level dynamics
within a multi-pathway framework, especially when
examined via multi-group PLS-SEM [15].

To address these gaps, we evaluate an integrated
process framework in Vietnam’s online beauty market and
ask two questions: (RQ1) Do consumers follow multiple
viable cognitive pathways to purchase intention rather than
a single linear sequence? (RQ2) Are the strengths of key
pathway linkages systematically different for women
versus men? Using PLS-SEM with multi-group analysis,
this study has three specific research purposes: (i) to
develop an integrated SDT-TPM process framework that
explains the combined eftects of motivation, presence and
evaluation of alternatives on online beauty purchase
intentions; (11) to empirically examine whether consumers
follow multiple alternative decision paths from motivation
and presence to purchase intention, rather than a single
fixed decision sequence; and (iii) to identify gender-based
differences in these decision paths that can inform interface
and content design in beauty e-commerce.

2. Literature review, hypotheses development, and
research model

2.1. Literature review
2.1.1. Throughput Model

The Throughput Model (TPM) is a framework
consisting of six distinet algorithmic strategies that
evaluate decision-making processes in individuals or
organizations [11]. Its key strength lies in its ability to
allocate  various  factors  influencing  decisions,
conceptualizing how individuals and organizations follow
different pathways driven by the interaction between
Information (I), Perception (P), Judgment (J), and Decision
(D). A significant contribution of TPM is its emphasis on
the relationship between perception and information,
which can be influenced by environmental, economic, and
social factors [16]. TPM has been applied to study diverse
topics, including business ethics, organizational behavior,
and tax compliance, and offers a unique perspective for
examining consumer decision-making, especially in
contexts involving conflicts of interest [16]-[18].
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Previous literature has highlighted the application of
TPM in the commercial environment, particularly in
understanding and predicting consumer online purchasing
decisions through its six algorithmic pathways [11]. This
model provides valuable insights into various stages that
influence decision-making, allowing marketers and
organizations to better understand the information and
processes involved before the final decision is made [17].
While consumers may shop for similar products, their
decision-making pathways can vary significantly due to
their adaptability in decision-making tasks [19]. TPM not
only helps develop robust decision-making algorithms for
online environments but also explores diverse pathways
guiding consumers in their purchasing journey [16], [18].

Building on TPM’s view, which indicated that
behavioral responses are driven by internal processing
(throughput) mechanisms that translate inputs into decisions
[11], [17], this study conceptualizes purchase intention
formation as a multi-pathway process in which consumers
may follow multiple alternative and potentially iterative
routes, rather than a single fixed sequence [11], [L7].
Accordingly, “linear” denotes one unidirectional chain of
relationships (one dominant pathway), whereas “non-linear”
refers to the coexistence of multiple interacting/iterative
routes within the decision process (i.e., multi-pathway), not
non-linear functional forms in the statistical sense [11], [17].

2.1.2. Self-Determination Theory (SDT)

Self-Determination Theory (SDT focuses on the role of
intrinsic and extrinsic motivations in driving human
behavior [12]. It posits that individuals are most motivated
when they experience autonomy, competence, and
relatedness, influencing their engagement and decision-
making processes in various contexts. Intrinsic motivation
is driven by personal interest, while extrinsic motivation
stems from external factors, such as social influence or
external rewards. These motivations can significantly
influence consumer behavior, guiding their decisions
throughout the process [12], [20].

Incorporating SDT into the Throughput Model (TPM)
allows for a deeper understanding of how consumers'
intrinsic and extrinsic motivations interact with their
perception of need and information search [21]. Need
recognition, as an initial step in decision-making, can be
influenced by both internal drives (e.g., personal desires) and
external triggers (e.g., social influence or marketing stimuli)
[20]. Within TPM’s process view, these motivational forces
modulate the information (I), perception (P), and judgment
(J) pathways that culminate in decision (D), offering a more
precise account of why and how consumers progress
through digital purchase tasks [11], [22].

2.2. Hypotheses development

Recent work shows that intrinsic motivation
strengthens consumers’ brand passion and, in turn,
purchase intentions [23]. In services, intrinsic/identified
regulation tends to foster customer loyalty, whereas
introjected regulation is often non-significant [24]. From
Self-Determination Theory, consumers favor brands when
products align with personally valued goals (identified
regulation), while introjected motives reflect acting to

avoid shame or protect self-worth [12]. In fashion,
consumers pursue authenticity/originality (intrinsic) versus
external rewards (extrinsic), illustrating how motives guide
behavior [25]. Extending this logic to online beauty and
personal care, intrinsic enjoyment/identification with
product meaning and extrinsic, outcome-oriented
considerations (e.g., utility, savings, social approval) are
expected to translate into stronger purchase intention, a
pattern consistent with evidence that shopping motivations
reliably predict intention in digital contexts [26], [27].

HI1: Motivation positively influences purchase intention.

Grounded in Self-Determination Theory, motivation
comprises intrinsic forms (driven by enjoyment and interest)
and extrinsic forms (driven by external contingencies) that
energize and direct behavior [22], [28]. In digital
environments, higher intrinsic motivation/involvement
tends to heighten immersion and flow, which is defined as a
phenomenologically experienced named (tele)presence [29],
[30]. Conversely, perceiving stronger social presence (the
sense of human warmth and “being with others” in
computer-mediated settings) enhances enjoyment and other
motivational outcomes, thereby reinforcing users’
willingness to engage [31], [32]. Taken together, motivation
and presence are mutually reinforcing in online contexts.
Hence, we hypothesized:

H2: Motivation positively influences presence.
H3: Presence positively influences motivation

In online shopping, higher purchase motivation
changes how people process information under different
loads, thereby altering their price—quality—value judgments
and product attitudes [33]. Similarly, [34] emphasized that
consumers invest time in evaluating different products only
when they have a real need for that product or service.
However, [35] found that intrinsic motivation negatively
affects the selection of luxury brands, as consumers driven
by intrinsic motivation tend to avoid luxury brands. Based
on these findings, we propose the following hypothesis:

H4: Motivation positively influences the evaluation of
alternatives.

[36] demonstrated that social media, as an independent
variable, significantly affects all stages of the purchasing
decision, including evaluating alternatives. In computer-
mediated shopping, higher perceived social presence
increases enjoyment and trust, which supports more
confident comparative judgments [31]. On social
platforms, user-generated reviews and opinions add social
proof and diagnostic information, broaden consideration
sets, and facilitate side-by-side evaluation [37].
Accordingly, we posit:

H5: Presence positively influences the evaluation of
alternatives.

Recent studies have clarified that the pathway from
Motivation to Presence to Evaluation of Alternatives
reflects a dynamic cognitive—affective mechanism in
which motivation activates engagement, presence
enhances immersion, and both jointly shape evaluative
judgment. Within Self-Determination Theory, intrinsic
motivation  stimulates exploratory and affective
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involvement, while perceived social or telepresence
transforms this energy into richer information processing
[38], [39]. Empirical evidence further shows that a stronger
presence increases diagnostic confidence and comparative
evaluation, especially in visually rich, Al-augmented retail
settings [40], [41], [42]. This aligns with the Throughput
Model’s view that information and perception iteratively
condition judgment [11]. Thus, presence functions as a
cognitive bridge converting motivational drive into
structured evaluation - explaining why gendered
differences emerge when women’s higher relational
motivation amplifies presence-based appraisal in online

decision-making [38], [39].

Research on the consumer decision journey and
consideration shows that comparing viable options against
goals and wvalues improves choice confidence and
downstream conative outcomes [43], [44]. Evidence from
consideration-set and search models further indicates that
greater deliberation over alternatives, which is known as
what enters the set and how it is weighed, predicts the final
choice and stated intention [45]. We posit:

H6: The evaluation of alternatives positively influences
purchase intention.

2.3. Research model

This study models online purchase intention in beauty
and personal care by embedding Self-Determination
Theory (SDT) [12] within the Throughput Model (TPM)
[11]. Motivation, drawn from SDT, initiates the process as
Perception (P) through need recognition. Presence, which
includes social and telepresence, provides the Information
(I) cues the consumer processes, leading to Judgment (J) as
the cognitive evaluation of alternatives. The pathways
culminate in Decision (D), operationalized as purchase
intention, enabling empirical tests of how motivation and
presence jointly shape the final choice.

Motivation -h._‘______]il
HS e
1 e
H2 Evaluation of ] Purchase
H3 Alternatives H6 intention
H4
Presence

Figure 1. Research model

3. Research method

Following the proposed conceptual framework, this
study employed a quantitative, cross-sectional survey to
operationalize the constructs and test the hypothesized
relationships. A structured questionnaire comprising 33
measurement items adapted from established literature was
rated on a seven-point Likert scale. To ensure conceptual
equivalence, the instrument was back-translated and pre-
tested with 30 participants, confirming clarity and
suitability.

In total, five multi-item latent constructs were
measured using 31 observed indicators. Motivation was
captured by 12 items (INMI-INM3, IDMI-IDM3,
INTMI1-INTM3, EXMI-EXM3) adapted from [23].

Presence was measured by 9 items, including 5 social
presence items (SP1-SP5) and 4 telepresence items (TP1—
TP4), adapted from [46]. Evaluation of alternatives (EA1-
EA3) and intention recognition (IR1-IR3) were adapted
from [47]. Purchase intention was measured with 4 items
(PU1-PU4) adapted from [48].

Data were collected through an online survey
distributed via social media using a non-probability
convenience sampling method. The final sample consisted
of 323 Vietnamese consumers aged 18-30 who had
purchased beauty and personal care products online within
the previous six months. Although non-probability
sampling limits generalizability, the sample size ensures
robust statistical power for PLS-SEM analysis and multi-
group comparison [49].

To strengthen methodological rigor, screening criteria
were applied to guarantee recency and relevance of
consumer behavior, while quota considerations ensured
balance across gender and age segments consistent with
national e-commerce statistics [4], [6]. In addition to
demographic variables (gender, age), three control
variables were included: (i) average monthly online
spending, representing purchasing power and involvement;
(11) purchase frequency, indicating habitual behavior; and
(iii) device type (mobile vs. desktop), capturing differences
in telepresence and interface immersion. These controls
help verify that observed effects arise from psychological
constructs rather than contextual biases.

Data analysis was performed using Partial Least
Squares Structural Equation Modeling (PLS-SEM) with
SmartPLS 4, following a two-step procedure. The
measurement model was first assessed for reliability and
validity (Composite Reliability, AVE, HTMT). The
structural model was then tested to evaluate hypothesized
paths using bootstrapping (5,000 resamples), coefficient
significance (f3), explanatory power (R?), and Multi-Group
Analysis (MGA) to examine gender-based differences.

To operationalize the multi-step cognitive journeys
proposed by the Throughput Model, we model each decision
route as a sequential indirect effect from an antecedent to
Purchase Intention through one or more mediators,
consistent with TPM’s process orientation and multiple
ordered routes [11], [17]. We test the significance of these
pathway-specific indirect effects using bias-corrected
bootstrapping (5,000 resamples) in PLS-SEM, following
established guidelines for indirect-effect inference [49].

4, Result

The dataset reveals the demographic distribution of
participants based on gender and age. In terms of gender,
41.80% of the sample are males, while 58.20% are females.
Regarding age, the majority of participants belong to the
18-22 years old group, accounting for 60.99% of the
sample, followed by the 23-30 years old group, which
represents 35.60% of the participants. A small portion,
3.41%, is in the above 30-year-old group. These statistics
show a higher representation of females, particularly in the
younger age category, providing valuable insights into the
demographic composition of the sample.
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Convergent validity is confirmed when the Average
Variance Extracted (AVE) exceeds 0.5 [49]. In this study,
AVE values ranged from 0.531 to 0.739, supporting the
presence of convergent validity. Both Cronbach's alpha
and composite reliability scores surpassed the 0.7 threshold
[15], indicating strong internal consistency. For
discriminant validity, item loadings were higher on their
intended constructs than on others, with no significant
cross-loadings identified. Three items, EM1, IM3, and
TP2, showed lower loadings of 0.608, 0.591, and 0.600,
respectively, and were removed to enhance model quality
without compromising wvalidity. The Fornell-Larcker
criterion [50] was also satisfied, ensuring discriminant
validity, and all VIF values were under 5, confirming the
absence of multicollinearity issues in the structural model.

Although Motivation and Presence are moderately
correlated (Table 1), discriminant validity is supported by
the Fornell-Larcker criterion [50]. In addition, all inner
VIF values are below 5 (Table 2), suggesting that
multicollinearity is unlikely to bias the structural path
estimates [49].

Table 1. Discriminant Validity
EA P1 M P
[EA] The evaluation of alternatives| 0.860
0.542 | 0.841
0.587]0.430(0.728
0.450)0.413)0.734 | 0.760

Table 2. Results of SEM

[P1] Purchase Intention
[M] Motivation
[P] Presence

Hypothesis - Path std T-value| P-Valu | VIF Result
Path  |coefficient (B °'°" [(>1.96) | e(< 0.05) | (<5) | oo
Hl: M -=Pl 0.177  |0.059) 3.019 | 0.003 |1.525|Accepted
H2: M ->P 0.728  (0.032(22.983 | 0.000 |1.000|Accepted
H3: P->M 0.728  [0.033[33345| 0.000 |1.000|Accepted
H4: M ->EA| 0429 |0.064] 6.703 | 0.000 |2.126|Accepted
HS: P->EA 0.217  [0.081f 2.692 | 0.007 |2.126]|Accepted
H6: EA->PI| 0438 |0.053| 8.252 | 0.000 |[1.525|Accepted
R=0 528
Motivation N
0.177%=
0.728%
Evaluation of » Purchase
0.728%** Alternatives  [0.438%** intention
Do R=0362 RE=0310
Presence
R2=0.528

Figure 2. Result of Path analysis

The analysis confirmed that all six hypotheses were
statistically significant, with the model demonstrating
robust predictive power. The most powerful relationships
were observed in the strong, reciprocal influence between
Motivation (M) and Presence (P) (H2 & H3: B = 0.728,
p < 0.001). The next strongest impact was from Evaluation
of Alternatives (EA), which proved to be a key predictor of
Purchase Intention (PI) (H6: B = 0.438, p < 0.001). This
evaluation stage was itself significantly shaped by a strong
influence from Motivation (H4: = 0.429, p < 0.001) and
a moderate influence from Presence (H5: B = 0.217,

p < 0.01). Finally, while the direct path from Motivation to
Purchase Intention was also significant, it exhibited the
weakest effect within the model (H1: p=0.177, p < 0.01).
All VIF values remained well below 5, indicating the
absence of multicollinearity. The model explains 53.0% of
the variance in Motivation (M), 36.6% in Evaluation of
Alternatives (EA), and 31.4% in Purchase Intention (PI).

Table 3. Results of Significant Pathways

1 _\/

Pathways | Type mﬂl;:::“ ® St L‘l”g‘ﬁ';" l(,s‘uili;;
M->PI  |lstep| 0.177 |0.059| 3.019 | 0.003
P=M=Pl |2-step| 0.129 |0.044| 2955 | 0.003
M=EA=PI |2step| 0.188 | 0.051] 6.154 | 0.000
P~EA->Pl |2-step| 0.095 | 0.038| 2.507 | 0.012
P>M->EA-—>Pl3step| 0.137 | 0029 4.661 | 0.000
M=P=EA-=Pl|3step| 0.069 |0.029] 2418 | 0.016

To explicitly test the multi-step cognitive journeys
conceptualized in the Throughput Model, a specific
indirect effects analysis was conducted. This route-based
interpretation accords with TPM’s process-oriented view
that consumers can reach purchase intention through
multiple viable decision pathways rather than a single
predetermined sequence [11], [17]. It is also consistent
with prior online shopping studies showing that interactive
decision aids and digital environments foster non-linear
purchasing processes [1], [3], [9]. The results (Table 3)
confirm that multiple sequential pathways leading to
purchase intention are statistically significant (p <.05).
This provides strong empirical evidence for the non-linear,
multi-pathway structure of consumer decision-making,
which will be interpreted in the Discussion.

To examine the differences between male and female
customers, Multi-Group Analysis (MGA) and the Welch-
Satterthwaite test [S1] were performed. Table 4 presents a
comparison of the path coefficients between the two
groups. Out of the six MGA hypotheses, two were found
to be supported. Specifically, the influence of Motivation
on Presence, Presence on Motivation, and Presence on the
Evaluation of Alternatives was significantly stronger for
females than for males. The results revealed path
coefficients of f = 0.157, 0.157, and 0.312, respectively,
with p < 0.05 in the MGA, and t-values of 2.714, 2.733,
and 2.074, respectively, with P < 0.05 in the Welch-
Satterthwaite test, thus confirming H2, H3, and HS5.

Table 4. Results of MGA

Welch-
PLS-MGA .
Hypothesis i Satterthwaite Decision
Diff | p-value| t-value |p-value
H1: M ->PI | -0.094 | 0.474 | 2.722 | 0.472 Mot
supported
H2:M->P | 0.157 | 0.003 | 2.714 | 0.007 | Supported
H3:P->M | 0.157 | 0.002 | 2.733 | 0.042 | Supported
H4: M ->EA| -0.159 | 0.207 | 1.265 | 0.208 Mot
supported
HS5:P->EA | 0.312 | 0.035 | 2.074 | 0.007 | Supported
H6: EA ->PI| 0.015 | 0.898 | 0.134 | 0.894 Mot
supported
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R=0.636
Motivation 0.083
N‘
0.811
Evaluation of Purchase
0511 Alternatives 0463 ntention
Y —
0.420 Ri=0.462 =002
Presence
R*=0.656

Figure 3. SEM model of female customers

R=0.424
Motivation 0177
N
0.654
Evaluation of Purchase
0.654 Alternatives | 04¢|  intention
v — =T
0.108 Ri=0.274 R=0305
Presence
R=0.424

Figure 4. SEM model of male customers

5. Discussion and conclusion

This study provides strong evidence for a non-linear,
multi-pathway model of online consumer decision-making.
Motivation remains the initial impetus. “Non-linear” is used
here in a process sense to denote a multi-pathway decision
structure, in which purchase intention may emerge through
several viable ordered routes rather than one fixed sequence,
consistent with TPM’s process-thinking view [11], [17]. In
line with Self-Determination Theory, both intrinsic (interest,
enjoyment) and extrinsic (social recognition, promotions)
motives significantly predict purchase intention [28],
reflecting the complex needs of digital consumers where the
experience can rival the product itself [23]. Presence is also
pivotal: social presence, via seller interactions and
community engagement, builds connection and trust [31],
while telepresence fosters immersive processing [52].
Together, these forms of presence supply the informational
and affective context on which consumer judgments are
formed. The research's primary contribution is the empirical
validation of six distinct cognitive pathways that consumers
may follow, challenging the notion of a single, uniform
decision-making process. These empirically supported
pathways range from a swift, one-step "Quick purchase"
(Motivation — Intention) to more deliberative two-step and
comprehensive three-step sequences that involve different
combinations of the core constructs [11]. For instance, the
findings validate an "Impressive purchase" pathway
(Presence — Motivation — Intention) that aligns with
impulse buying literature, where environmental cues trigger
sudden need recognition [53]. Conversely, the "Traditional
purchase" pathway (Motivation — Presence — Judgment —
Intention) mirrors the classie, high-involvement decision
models, confirming its continued relevance in complex
buying situations [54]. The identification of these multiple,
viable pathways provides a sophisticated framework for

understanding and segmenting consumer behavior based on
their dominant cognitive processing style.

Multi-group analysis reveals systematic gender
differences in presence-related mechanisms. For women,
there's a much stronger mutual influence between their
Motivation to shop and their engagement with these social
elements. Furthermore, these interactions more heavily
impact how they evaluate products. This pattern is consistent
with Social Role Theory, in which communal orientations
direct more attention to relational cues and social meaning
[55], and with evidence that “rapport-oriented” consumers
emphasize trustworthiness and opinion-sharing more than
strictly agentic value calculus [56]. [t is also compatible with
documented processing differences: women tend to adopt
more comprehensive, cue-rich strategies and are more
sensitive to relevant online information, whereas men more
often rely on selective, heuristic shortcuts [57]. Because
wormen tend to perceive more risk in e-commerce, they use
social proof like peer reviews to reduce that risk before
making a choice [13]. In Vietnam's beauty market, these
distinctions appear to be based on actual behavioral
differences, not just varying levels of market exposure,
especially as more men become consumers [14].

From a management perspective, this suggests three
priorities. First, create customer journeys that cater to
different buying styles: offer a clear, quick path for those
ready to purchase, but also provide deeper layers of
comparison, learning, and reassurance for those making
more considered decisions. Second, treat human interaction
as a key asset. Feature verified reviews, creator try-on
videos, live chats, and community Q&A to build trust and
provide detailed information, which both motivates
customers and helps them evaluate products. Third, tailor
messaging and interface to different user segments: for
groups that respond well to social cues, like female shoppers,
highlight community features to reduce perceived risk; for
users focused on efficiency, present key benefits and expert
summaries upfront to enable a fast, confident choice.

This study advances the understanding of online consumer
behavior by empirically validating a non-linear framework
that integrates Self-Determination Theory (SDT) and the
Throughput Model (TPM). The findings confirm that
purchase intention emerges not from a fixed sequence but
from a dynamic interplay between Motivation, Presence, and
Evaluation of Alternatives, which together form multiple
cognitive—atfective pathways. Importantly, these pathways
are moderated by gender, indicating that women’s stronger
relational orientation intensifies the role of presence in
shaping evaluative confidence. Theoretically, the research
enriches consumer behavior literature by linking motivational
drivers with process-based decision structures. Practically, it
underscores the need for gender-sensitive e-commerce design,
such as interfaces that cultivate social presence, emotional
engagement, and guided evaluation, particularly in sensory-
driven categories such as beauty and personal care. Tailoring
communication and interface cues to motivational profiles can
enhance user immersion, trust, and conversion, offering
actionable insights for digital marketers and platform
designers in an increasingly personalized marketplace.
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The findings have a variety of implications for practice
and scholarship. For researchers, the research offers a basis
on which to extend the integrated SDT-TPM approach to
other wvirtual environments, such as Al-support or
immersive shopping, so that future research can examine
cross-cultural differences and longitudinal behavioral
patterns. For practitioners, designing customer experiences
matching individualistic motivational and gender profiles
can foster long-term commitment and loyalty. Later
research can utilize real-time behavioral data or
experimental methods to capture the dynamic evolution of
presence and motivation in evolving digital settings.
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Abstract

Purpose — Algorithmic personalisation in online retailing advances rapidly, vet single-funnel models fail o
capture the multiple routes consumers use to form purchase intentions. Integrating the throughput model {TPM)
with self-determination theory and online presence, this stdy validates TPM®s six algorithmic decision
pathways and examines how shopping motivation (intrinsic/extrinsic) and online presence (social presencef
telepresence) jointdy shape judgement and purchase intention, and whether latent segments activate distinct
route combinations.

Design/methodology/approach — Survey data from 677 young consumers in Vietnam’s beauty and personal
care retail sector were analysed in two stages. Partial least squares structural equation modelling (SEM) tested
aggregate structural relationships, after which a hybrid latent class and causal mediation analyses (LCA-CMA)
approach combined LCA with causal mediation analysis to uncover unobserved consumer segments and
evaluate TPM pathway activation within each segment.

Findings — Motivation and presence reinforce one another and jointly elevate judgement, the strongest proximal
driver of purchase intention. LCA-CMA identifies four latent segments: three activate all six TPM pathways
{direct, mediated and serial), while one affect-driven segment relies exclusively on the presence-to-motivation
route, bypassing deliberative judgement. Judgement operates as a segment-varying gateway where consumer
autonomy is supported or eroded, explaining why uniform funnels misrepresent this heterogeneity and where
personalisation risks exploiting judgement-bypassing consumers.

Originality/value — This is the first study to integrate TPM with self-determination theory and online presence
to map segmented online purchase decision algorithms. It introduces a replicable hybrid analytics template that
exposes heterogeneity hidden by aggregate SEM, reframing the pathway map as a normative design principle
for transparent, ethically grounded algorithmic personalisation.

Keywords Online purchase decision pathways, Throughput model, Shopping motivation, Online presence,
Algorithmic personalisation, Ethical retailing

Paper type Rescarch article

1. Introduction
Technological advancements and large datasets have enabled retailers to leverage artificial
intelligence (Al) in decision-making, reshaping global digital retailing (Schweiger et al.,
2024) and indicating that consumers’ receptivity to algorithmic advice is contingent on
situational traits (Shen and Jin, 2024). Given e-commerce’s economic significance,
understanding consumer behaviour and Al's role in retail personalising is wvital for
developing effective strategies. Al-enabled technologies increasingly shape not only retailer
decisions but the customer-facing experience itself. Synthesising research on Al-driven retail
personalisation, Zeng et al. (2023) show that such interactions shape customer engagement,
trust, purchase intention and satisfaction.

These dynamics are most visible in emerging Asian e-retail markets: in Vietnam, beauty
and personal care is one of the fastest-growing online retail categories, with online sales
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ITRDM projected to account for 18.8% of total category revenue in 2025 (Statista, 2025). Livestream
commerce, augmented reality (AR) virtual try-on and Al-enabled product diagnostics have
reshaped voung consumers’ purchase journeys (Rahman et al., 2026). Gen Z online spending
in this category is forecast to rise from USD 4.5 billion in 2023 to USD 20.3 billion by 2028
(YouNet ECI, 2025).

Yet ethical concerns over Al adoption have intensified, positioning responsible retailing as a
strategic imperative amid rising consumer expectations and regulatory scrutiny (Holtrop et al.,

— 2025). Al-driven customer service can shift consumers” moral evaluations and elevate unethical
behaviour (Gegen et al., 2026), while reinforcement-leaming systems used in dynamic pricing
may autonomously generate predatory or manipulative outcomes that escape managerial intent
and existing safeguards (Abada and Lambin, 2026). Such crises meaningfully shape
responsibility attributions and downstream intentions in Al-enabled retail (Li and Kang, 2025).

To address these concerns and improve algorithmic transparency, this study adopts the
throughput model (TPM; Rodgers, 1997), which integrates accounting, management,
organisational behaviour, ethics, corporate social responsibility and consumer behaviour
into a unified decision-making framework (Rodgers and Nguyen, 2022). TPM identifies six
algorithmic pathways in which perception (P), information (1) and judgement (J) govern
decision choice (D), shaped by available alternatives, affective states and prior experience.
Unlike linear purchase models, TPM accommodates the interdependencies and non-linearity
of real decisions, where consumers may skip, reorder or loop through steps (Karimi
et al., 2013).

To refine the decision-making model for online consumer behaviour, this study adapts the
classic decision-making model within TPM to identify six decision pathways, influenced by
purchase motivation and presence. Motivation (intrinsic/extrinsic) reflects demand
recognition, while presence involves engagement with online content and retailers. While
the separate effects of motivation and presence are studied, their combined influence on
purchase intentions remains underexplored (Ye et al., 2020).

Moving beyond single-funnel representations, this study integrates TPM with self-
determination theory (SDT) and differentiated online presence to address two questions: how
do shopping motivation (intrinsic/extrinsic) and online presence (social presence/telepresence)
jointly shape consumer judgement and purchase intention; and do TPM’s pathways operate
uniformly, or do latent shopper segments activate different combinations of direct, mediated and
serial routes? Clarifying these questions supports transparent, segment-sensitive personalisation
and responds to governance concerns surrounding algorithmic decision support in e-retailing.

The TPM is validated through a two-stage framework. Partial least squares structural
equation modelling (PLS-SEM) tests the pathways at the aggregate level, followed by a hybrid
latent class and causal mediation analyses (LCA-CMA) that uncovers unobserved segments
and tests TPM pathways within each. The study focuses on Vietnam's fast-growing online
retail market, where platform features have been shown to shape post-adoption outcomes
(Chen et al., 2025).

2. Conceptual background

2.1 Online purchase decision pathways

Online consumers display greater independence and information access than their offline
counterparts, traits that align with TPM’s non-linear, algorithmically flexible pathways, which
accommodate the cognitive diversity and multi-step sequencing characteristic of digital
decision-making (Rodgers and Nguyen, 2022).

2.2 The throughput model {TPM) approach
Building on the work of Rodgers (1997) and Rodgers et al. (2019), this study proposes a TPM-
based framework capturing variability and flexibility in online retail decision-making.
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The TPM outlines six decision-making pathways aligned with major ethical theories International
(Rodgers and Al Fayi, 2019) and offers a systematic approach to decision-making across Journal of Retail &
diverse contexts (see Figure 1, panel a) Distribution

The model integrates four components: perception (P), the psvchological framing and Management
mental labelling of incoming stimuli; information (1), the data gathered and evaluated against
the decision-maker’s cognitive structures; judgement (1), the comparative assessment of
options that resolves competing interests and guides selection; and decision choice (D), the
terminal stage at which the optimal alternative is selected based on expertise, perception and
information (Rodgers and Nguyen, 2022).

The TPM proposes distinct algorithmic pathways reflecting how individuals sequence
these components in response to contextual factors (Rodgers and Nguven, 2022). These
pathways include:

P — D: Quick purchase pathway

P — J — D: Selected purchase pathway

I — J — D: Casual purchase pathway

I — P — D: Impressive purchase pathway

P — 1 — J — D: Traditional purchase pathway

| = P — J — D: Modern purchase pathway

2.3 Shopping motivation influences online purchase decision

SDT posits three psychological needs (competence, autonomy, relatedness) whose fulfilment
enhances well-being and fosters intrinsic motivation, internalising extrinsic drivers. In online
shopping, consumers’ motivations extend beyond utilitarian acquisition. SDT distinguishes
intrinsic motivation, driven by personal interest, from extrinsic motivation, stimulated by
external rewards or pressures (Gilal et al., 2020).

2.4 Presence influences online purchase decision

Presence is consumers’ subjective sense of immersion or connection in mediated retail
environments. Following Ou et al. (2014), it comprises telepresence (“being there” in a digital
store) and social presence (warmth and human contact from sellers and streamers). Recent
research has extended both facets through immersive atmospherics: AR atmospherics and
virtual social presence jointly shape engagement (Zeng et al., 2025); phygital technologies
blend physical and digital cues (Bonfanti et al., 2023); and VR and metaverse environments
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Figure 1. Throughput Model (a) and Proposed Model (b). Note: P = Perception, | = Information,
1 = Judgement, D = Decision choice. Source: Rodgers (1997). Note: 2019, 2022 M = Motivation,
P = Presence, ] = Judgement, Pl = Purchase Intention. Source: Authors own work
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IIRDM enhance imagery elaboration and post—purchase intention via heightened telepresence
(Alexander et al., 2025). Social presence has also been re-examined in livestream and Al-
enabled contexts: platform, viewer and streamer presence trigger trust, flow and impulsive
buying (Ming et al., 2021); interactivity, vividness and media richness drive online behaviour
(Zhang and Shi, 2022); and perceived, emotional and understanding dimensions of social
presence shape purchase and dissemination through trust and entertainment (Liang and Ni,
2022). Pillai et al. (2020) find that interactivity and customisation significantly predict

— SNopping intention in fully automated Al-powered stores, where responsive environmental
cues substitute for absent human staff, showing that environmental presence can shape
behaviour without interpersonal warmth. Although jointly examined (Xu et al., 2012), the two
facets capture theoretically distinct constructs (environmental immersion versus interpersonal
warmth) and together act as contextual stimuli shaping how consumers attend to, interpret, and
welght information during decision-making. We therefore model presence as a single
multidimensional construct spanning both facets.

2.5 Motivation and perception: directionality clarified
Within the TPM, perception (P) refers to how individuals frame decision situations, recognise
needs and orient attention towards potential courses of action (Rodgers, 1997). Consistent with
SDT and established consumer decision-making research, motivation is conceptualised in this
study as an antecedent that shapes perceptual orientation rather than because of perception.
Motivation directs attention, determines engagement intensity and influences how stimuli are
interpreted during the decision process. Accordingly, motivated consumers are more likely to
actively frame, search and engage with decision relevant stimuli, thereby influencing
subsequent judgement and intention formation.

In this study, motivation is operationalised as a multidimensional construct encompassing
intrinsic, identified, introjected and external motivation, reflecting both autonomous and
controlled motivational drivers.

2.6 Presence as a contextual stimulus shaping information processing

Information (1) in TPM represents relevant and reliable content that is processed and evaluated
during decision-making (Rodgers, 1997). Presence, by contrast, is conceptualised as a
psychological and experiential state reflecting immersion, social connectedness and perceived
realism in online environments (Ming et al, 2021; Liang and Ni, 2022). Rather than
substituting for information, presence shapes how information is attended to, interpreted and
welghted during judgement (Zhang and Shi, 2022).

Telepresence enhances experiential immersion, increasing cognitive engagement with
informational content (Bonfanti et al,, 2023), while social presence heightens perceived
interpersonal relevance and trust. Accordingly, presence is theorised as a contextual stimulus
that moderates and amplifies information processing and judgement rather than functioning as
an informational input itself.

2.7 Judgement as an evaluative gateway

Judgement (J) represents the evaluative process through which alternatives are assessed,
preferences are formed, and competing considerations are resolved prior to commitment. In
online retailing contexts, judgement encompasses both alternative evaluation and intention
recognition, often operationalised through intermediate behaviours such as shopping cart usage.
Indeed, following Petcharat and Leelasantitham (2021), the shopping-cart stage as used here refers
to the intermediate workspace in which consumers register a tentative, candidate-level intention to
consider products, and is conceprually distinct from the subsequent checkout stage at which the final
purchase decision is acted upon. Judgement thus functions as a gateway mechanism that translates
motivational and perceptual inputs into stuctured decision commitment.
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2.8 Decision choice as purchase intention International
In line with the theory of planned behaviour ( Ajzen, 1991), this study operationalises decision Journal of Retail &
choice using purchase intention. Purchase intention reflects decision commitment rather than Distribution
behavioural execution and serves as a robust predictor of subsequent purchasing behaviour in Management
online retail contexts.

2.9 Integrated model and pathway specification
Based on the revised conceptual logic, the proposed model specifies motivation as an
antecedent influencing perception and judgement, while presence operates as a contextual
stimulus shaping motivation, perception and information processing. Judgement mediates
these effects and functions as the primary gateway to purchase intention. The TPM’s six
pathways are thus interpreted as alternative decision routes that vary in the sequencing and
salience of motivation, perception, judgement and intention across consumer segments.
Drawing on these arguments, this article proposes the research model in Figure 1 (panel b),
showing six feasible paths to customer decisions.

(1) Omne-step decision pathway:
& M — PL: Quick purchase pathway
(2) Two-step decision pathways:
e M — J — Pl: Selected purchase pathway
s P — J — PL: Casual purchase pathway
s P — M — Pl Impressive purchase pathway
(3) Three-step decision pathways:
e M — P — J — PL: Traditional purchase pathway

s P — M — J — Pl: Modern purchase pathway

3. Hypothesis development

The following hypotheses specify the causal links among motivation, presence, judgement and
purchase intention that populate the six TPM pathways. Each identifies the psychological
mechanism through which one construct shapes another. Motivation and presence are treated
as multidimensional constructs; hypotheses are stated at construct level, with dimension- and
facet-specific mechanisms developed in the supporting argumentation.

SDT positions consumer motivation along a continuum of internalisation: intrinsic
regulation (inherent enjoyment), identified regulation (personally valued consumption goals),
introjected regulation (guilt avoidance and ego-involvement) and external regulation (social
pressure and rewards) (Gilal et al., 2020). Each dimension reaches purchase intention through
a distinct mechanism. Intrinsic and identified regulation operate through perceived self-
relevance: consumers who enjoy experimenting with skincare or have internalised self-care
report stronger goal commitment (Razmus ef al., 2017). Introjected regulation operates
through ego-protection, as when a consumer buys luxury skincare to avoid feeling inadequate
among peers; external regulation operates through normative conformity and reputational
concern. Although drivers differ, all four dimensions converge on purchase intention by
raising the personal utility of the focal alternative. Formally:

HI. Motivation positively influences purchase intention.

Presence (telepresence and social presence) is not merely an antecedent of motivation; in
computer-mediated retail environments, the two engage in reciprocal feedback loops, as
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IIRDM theorised by Walther’s (1996) hyperpersonal model and corroborated by Jiang et al. (2011) and
Hassanein and Head (2007). The model posits that this self-reinforcing dynamic is stronger
online than face-to-face, as users selectively self-present and reciprocally idealise one another.
Telepresence-rich features such as AR wirtual try-on attract experientially motivated
consumers and, in turn, intensify autonomy and competence motivations through vicarious
product experience.

Social-presence-rich features (livestreams, peer reviews) attract socially motivated

—Consumers and amplify both autonomous interest (relatedness) and controlled concerns
(social recognition) (Ming er al,, 2021), with empirical retailing work supporting both
directions (Nguyen, 2019). This study therefore posits a reciprocal relationship between social
presence and motivation:

H2. Motivation positively influences presence.
H3. Presence positively influences motivation.

Motivation shapes judgement through cognitive elaboration. Highly motivated consumers,
whether autonomous or controlled, allocate greater attention to evaluation, process attributes
more deeply and form broader consideration sets (Petty and Cacioppo, 1986; D'Lima et al.,
2014). Identified and intrinsic regulation drive interest-hased exploration, while introjected
and external regulation raise the perceived stakes of choice; both sharpen comparison on
quality, price and brand fit (Ozen and Engizek, 2014). Formally:

H4., Motivation positively impacts judgement

Within presence theary (Lombard and Ditton, 1997), telepresence and social presence shape
judgement through distinct perceptual channels. Telepresence supports the perceptual illusion
of non-mediation, enabling consumers to mentally simulate product use and assess fit-for-
purpose with greater confidence; AR virtual try-on for foundation matching, for example, lets
a consumer evaluate colour fit before purchase (Zeng et al., 2025). Social presence, conveyed
through sellers, streamers and peer reviewers, raises the diagnostic value of social cues and
provides indirect product experience through observed others; a livestream demonstration of a
serum’s texture, for instance, enriches evaluative input (Ou et al., 2014; Liang and Ni, 2022,
Zhang and Shi, 2022). The two facets operate through different channels but converge in
sharpening, rather than substituting for, informational evaluation. This study proposes:

H5.  Presence positively influences judgement

Judgement, the comparative assessment of alternatives and recognition of choice intent, is the
proximal cognitive precursor of behavioural intention in established decision models {Ajzen,
1991). Once a preferred option crystallises, judgement consolidates into purchase intention
through commitment-formation processes characteristic of online retail; the shopping-cart
stage, where consumers register intent before final checkout, makes this transition observable
(Doha et al., 2017; Petcharat and Leelasantitham, 2021). Formally:

H6.  Judgement positively influences purchase intention

4, Methods

4.1 Enhancing algorithmic purchase decision pathways with data mining

This multi-path framework reguires wvalidation methods sensitive to heterogeneity.
Conventional SEM follows a “one model fits all” assumption, applying a single set of
parameter estimates to all individuals and obscuring pathways that are relevant for some
subgroups but negligible for others (Sarstedt er al., 2024), a limitation especially critical for
TPM’s parallel cognitive pathways. This study introduces a hybrid LCA-CMA framework that
tests the pathways as a flexible model varying across latent consumer segments.
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LCA and CMA are core techniques for uncovering patterns and causal mechanisms in International
consumer data. LCA probabilistically identifies unohserved subpopulations from response Journal of Retail &
patterns, enabling consumer segmentation (Collins and Lanza, 2013); CMA decomposes an Distribution
exposure’s total effect on an outcome into direct and indirect components, supporting causal Management
inference (Vanderweele, 2015).

4.2 Data collection and sampling
Consistent with the market context outlined, the target population consisted of voung
consumers (aged 18-30) in Da Nang, Vietnam, who had purchased beauty and personal care
products online. A screening question listing the dominant Vietnamese e-retail platforms
(Shopee, Lazada, TikTok Shop) admitted only respondents reporting prior purchase
experience on at least one. Because each platform integrates Al-enabled features (e.g. Al-
powered review aggregation), respondents had direct exposure to Al-enabled retail
interactions aligned with the study context.

The final sample comprised 677 respondents, predominantly female (77.4%), aged 18-
22 years (65.9%) and primarily students (43.2%) or employees (36.1%).

4.3 Measurement instrument

Measurement items were adapted from established, validated scales aligned with the
repositioned constructs (Sections 2.5 to 2.9), selected for theoretical fit and prior psychometric
evidence in consumer or online retail contexts. The questionnaire comprised 21 items across
four constructs (Table 1).

Mativation was operationalised using a 12-item adaptation of the Perceived Locus of
Causality scale (Goudas et al., 1994), capturing four self-determination regulations (Section
2.5): external, introjected, identified and intrinsic (three items each, covering social pressure,
guilt-avoidance, personally valued consumption goals and inherent enjoyment of beauty and
personal-care consumption, respectively).

Presence was operationalised as a contextual experiential stimulus (Section 2.6) using a
9-item scale adapted from Gao et al. (2018). Telepresence (4 items) captures the perceptual
illusion of non-mediation (e.g. immersion in product visualisation, AR-based try-on); social
presence (5 items) captures perceived warmth and human connection from sellers, streamers
and peer reviewers. The two facets jointly shape information processing and judgement
(Section 2.4).

Judgement was operationalised using the validated three-item evaluation of alternatives
and three-item intention recognition scales of Petcharat and Leelasantitham (2021), capturing
the dual content specified in Section 2.7.

Purchase intention was operationalised using a four-item scale grounded in the theory of
planned behaviour {Ajzen, 1991), in which intention proximally predicts behaviour.

Mativation, presence and judgement were each modelled as single first-order reflective
constructs, with items loading directly onto them rather than onto separately estimated lower-
order factors.

All items used a 5-point Likert scale (1 = strongly disagree, 5 = strongly agree). The
instrument was drafted in English, translated into Vietnamese and back-translated by a
bilingual researcher to verify semantic equivalence. Content validity was assessed by two
consumer-behaviour academics and one industry expert in online beauty retail; a pilot test with
30 university students refined wording before main data collection.

4.4 Data analysis strategy

4.4.1 Phase 1: PL5-5EM. PLS-5EM in SmartPLS 3.0 estimated the first-order reflective
measurement and structural models and tested hypotheses. Model assessment covered
descriptive statistics, Cronbach’s alpha and wvalidity measures for scale reliability;
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ITRDM multicollinearity was evaluated via the variance inflation factor (VIF), and bootstrap analysis
tested model robustness (Hair et al., 2019).

4.4.2 Phase 2: LCA-CMA. To test the six TPM pathways while accounting for unobserved
heterogeneity, a two-stage LCA-CMA procedure was applied. CMA decomposed direct and
indirect effects via bootstrapped estimates; LCA then identified latent shopper segments from
construct means and demographic covariates. Path relationships were re-estimated within
each class and compared with a single-class solution using BIC (VanderWeele, 2015).

——————— The LCA-CMA analysis was implemented in Python, using scikit-learn (Gaussian Mixture
Model) for latent class identification and statsmodels for the causal mediation models. Parameters
were estimated via the Expectation-Maximisation algorithm, with class membership predicted by
the same covariates (gender, age group, occupation, income) used in the CMA models.

Class epumeration followed three convergent criteria. First, the Bayesian Information
Criterion favoured the four-class solution (BIC = 1,643.48) over the single-class baseline
(BIC = 3,206.38), with ABIC = 1,562.90 supporting the heterogeneity-aware specification
under conventional thresholds. Second, each retained class met the practical-significance
threshold of at least 5% of the sample (class sizes: 29.5, 25.1, 14.8 and 30.6%). Third, the four-
class solution produced substantively interpretable and theoretically coherent profiles, each
linked to a distinct combination of demographic covariates and a distinct pattern of TPM
pathway activation; these qualitative differences provide internal validation that the solution
captures genuine heterogeneity rather than statistical noise.

Two safeguards address potential endogeneity from the reciprocal motivation—presence
relationship in H2 and H3. First, PLS-SEM estimates were obtained via nonparametric
bootstrap resampling (5,000 samples), yielding robust standard errors and confidence intervals
independent of residual normality (Hair et al., 2019). Second, the LCA-CMA framework adds
robustness by grounding inference in the potential-outcomes framework under sequential
ignorability, with sensitivity analysis for unmeasured confounding (Vanderweele, 2015).

5. Results

5.1 PL5-SEM results

The results indicate that the items loaded directly and appropriately onto their respective first-
order constructs, with no evidence of cross-loading. However, the low average variance
extracted (AVE) for the “Motivation” construct indicated insufficient variance capture across
its indicators.

After removing the offending items, factor loadings improved. AVE values now range from
0.504 to 0.678 (Table 1), all exceeding the required thresheld and confirming convergent
validity. Cronbach’s alpha and composite reliability (CR) likewise surpass the 0.7 threshold,
confirming acceptable internal consistency.

Discriminant validity was assessed via the heterotrait-monotrait ratio of correlations
(HTMT; Henseler et al., 2015). All HTMT values for variable pairs fell below 0.85 (Table 2},
confirming adequate construct differentiation. Multicollinearity was assessed using the VIF
per Hair er al. (2019); all VIF values were below 3, indicating no multicollinearity concems.

Bootstrapping (5,000 samples) was used to assess structural path significance. Table 3 shows
that the coefficient (#), t- and p-values support all six hypotheses. Both motivation and judgement

Table 2. Discriminant validity by HTMT

Judgement Motivation Presence
Muotivation 0.744
Presence 0.702 0.829
Purchase intention 0.77% 0.589 0.617

Source(s): Authors’ own work
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Table 3. Results of SEM International

Journal of Retail &

Hypathesis — path Path coefficient () S.E. t-value p-value Results Distribution

Management
Hi: M—PFl 0.145 0.039 3.77 0.000 Accepted
HZ: M=P 0.76 0.018 42.827 0.000 Accepied
H3: P=M 0.76 D.018 41.714 0.000 Accepted
H4: M—] 0.437 0.047 5.36 0.000 Accepied
Ha: P=] 0.269 0.058 4.66 0.000 Accepted
Hé: 1=P1 0.573 0.036 15.728 0.000 Accepted

Source(s): Authors' own work

significantly affect purchase intention (#1 = 0.145, (1 = 3.77; g6 = 0573, 16 = 15.728),
supporting H1 and HE. Motivation and presence both shape judgement (4 = 0.437, 14 = 9.36;
Ji5 = 0.269, 15 = 4.66), confirming H4 and H5. Finally, motivation and presence exert strong
reciprocal influence (2 = 0.76, 12 = 42.827; 3 = (.76, 13 = 41.714), supporting H2 and H3.

Adjusted R* values show that motivation and judgement jointly explain 45.7% of the
variance in purchase intention, while motivation and presence account for 44.1% of the
variance in judgement. The reciprocal motivation-presence relationship explains a further
57.7% of observed variability.

5.2 LCA-CMA results
The LCA-CMA analysis revealed a four-class solution as the optimal model, providing strong
evidence for consumer heterogeneity (Table 4).

Direct path (M — Pl} was confirmed in Classes 0, 1 and 3, with coefficients ranging from
0.3354 1o 0.4528 (p < 0.05), while Class 2 showed non-significant effects (p = 0.05,
coefficients = 0). For the two-step mediated paths, significant indirect effects were exhibited in
Classes 0, 1, and 3 (coefficients ranging from 0.2321 to 0.3125, 95% Cls excluding zera).
MNotably, Class 2 confirmed only one two-step pathway (P — M — PI) while its other mediated
paths were non-significant. Finally, the three-step serial mediated paths were confirmed in
Classes 0, 1 and 3 (0.0873-0.1583, Cls excluding zero), but not in Class 2.

The model fit metric, with a full BIC of 1643.48 lower than the simpler model’s 3206.38
(ABIC = 1562.90), decisively favours the multi-class model, indicating that TPM's six-path
structure accommodates consumer heterogeneity better than a direct-effects-only alternative.

Class variations provide nuanced insights: Classes 0, 1, and 3 exhibit robust and diverse
decision-making, with multiple significant direct and mediated effects. This pattern is consistent
with TPM’s expeditious (M — P1), relational/analytical (M — J — P, P — ] — PI), and
comprehensive (M — P — ] — PL, P — M — 1 — PI) pathways. By contrast, Class 2 relies almost
exclusively on a single pathway: P — M — Pl {Impressive purchase pathway). The dominance of
this pathway, coupled with the non-significance of all other direct and mediated routes, suggests
that this segment is composed of highly impressionable consumers whose purchase intentions are
primarily triggered when online presence (e.g. compelling website design or social cues) directly
fuels their motivation, effectively bypassing more deliberate judgement processes. Class 0's
higher mediation suggests a judgement-focused profile, while Class 1 emphasises direct presence
effects. Class 3 balances all paths, reflecting versatile decision-making.

6. General discussion

This study addressed rwo questions: how shopping motivation and online presence jointly
shape consumer judgement and purchase intention, and how TPM’s pathways vary across
shopper segments. Our findings provided answers to both. Specifically, we found that
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IIRDM motivation and presence collectively drive judgements and intentions at the aggregate level.
However, we also demonstrated that the way in which shopper segments engage with decision
pathways was unique and varied across those segments. Therefore, we will discuss our
interpretation of each finding prior to exploring theoretical, practical and ethical implications.

6.1 Interpreting the aggregate model: motivation, presence and judgement
Our PLS-SEM analyses confirmed the significance of both intrinsic (i.e. interest/enjoyment)
== and extrinsic (i.e. social conformity/peer pressure) motivations on purchase intention. These
results supported the dual-motivation view of motivation in consumer behaviour research
(Razmus et al., 2017). Moreover, both dimensions of presence interact to produce judgements
(rather than providing substitutes for information), a process in which trust plays a central role,
particularly in emerging e-commerce markets (Quintus et aol., 2024). Consistent with
“hyperpersonal” accounts of self-reinforcing dynamics in computer-mediated communication
environments {Walther, 1996; Jiang et al., 2011), we observed that the reciprocal motivation-
presence relationship represented the largest path coefficient in our model. Furthermore, our
results showed that judgement was the strongest proximal predictor of purchase intention. In
other words, judgement serves as a cognitive checkpoint after which consumers evaluate their
shopping cart options and re-evaluate them before making a final purchasing commitment
(Petcharat and Leelasantitham, 2021). Overall, motivation and presence do not individually
influence intention but instead converge on the production of judgements.

6.2 Interpreting pathway heterogeneity across consumer segments

Our LCA-CMA analysis confirmed that the six paths described above do not function equally
across all consumer groups. Three classes (Class 0, Class 1, Class 3) utilised all six paths
previously described. Within these three classes, judgement consistently mediated motivation
and presence, indicating that it served as a segment-specific gateway. Evidence for variance is
most clearly seen with Class 2, which activated only the impressive purchase pathway. An
attractive online environment directly influences motivation and generates purchase intention
without using deliberative judgement. Similar evidence has been reported in studies related to
live streaming where interpersonal cues increase purchase intention due to social context
mechanisms (Ding et al., 2026). Furthermore, that one class bypasses the judgement gateway
shows why uniform funnel models fail to capture segment-level variation.

6.3 Theoretical contributions

There are three primary contributions that arise from this study. First, this study validates TPM
in an online retail setting and connects TPM to SDT and a two-facet concept of presence that
extends TPM beyond its original roots (Rodgers and Nguyen, 2022). Second, this study
reconceptualises judgement not as a fixed step but as a variable gateway of judgement whose
presence or absence differentiates consumer types. As such, this study advances past linear
models that assume a singular funnel (Sarstedt er al., 2024). Third, this study develops a
reproducible hybrid analytical framework (a combination of PLS-SEM and LCA and CMA)
that identifies pathway variability hidden by aggregation via traditional SEM approaches, thus
addressing the homogeneity assumption imposed upon SEM.

6.4 Practical contributions

Retailers can align design with decision styles rather than a uniform funnel, and Vietnam’s
beauty and personal care market makes this concrete. For the judgement-active segments
(Classes 0, 1 and 3), retailers should support evaluation with decision heuristics such as best
value or most trusted and with rich information architecture; in Vietnam, digitalisation and Al-
enabled personalisation, such as Al review aggregation and AR virtual try-on, can enrich high-
involvement, self-directed journeys and the Modern pathway rewards discoverable content
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that plants needs before evaluation. For the affectively driven Class 2, conversion is presence- International
based rather than content-driven (Shamim and Misra, 2025), a profile amplified by the Journal of Retail &
market's social commerce, influencer-led livestreams and mobile-first browsing, where cues Distribution
fuel motivation while bypassing judgement, exposing the ethical issues discussed below. Management

6.5 Ethical considerations regarding Al personalisation

The segmented pathway map provides a basis for ethical Al personalisation by illustrating which
segments are susceptible to which particular mechanisms. The most obvious example is Class 2 =————————"""
who form purchase intentions through the affective P — M — Pl bypass while deliberative
judgement remains inactive. Therefore, an optimisation engine focused solely on maximising
conversion rates would necessarily enhance affective presence cues and suppress decision support
for this segment, that is, precisely the type of autonomously generated manipulative outcomes that
recent literature wams can occur outside of managerially intended design (Abada and Lambin,
2026) and can cause consumers’ moral evaluations (Gegen et al., 2026). Three main ethical
concerns can be extracted from these considerations. Awareness of vulnerability necessitates
protection of those segments that avoid judgement rather than exploitation. Transparency is
facilitated by TPM’s clear specification of pathway structures allowing consumers to see the route
that they are being directed through as well as auditing and holding accountable the retailer for use
of such structures. Protection of autonomy necessitates that personalisation reinforces the use of
judgemental pathways. Together these transform the pathway map into a normative design
principle for responsible algorithmic personalisation, directly actionable for retailers in Viemam’s
beauty and personal care market and beyond (Heltrop et al., 2025).

6.6 Limitations and future research

Several limitations point to directions for future research. The sample of young adults aged 18—
30 in Da Nang, Vietnam, limits generalisability; testing across broader age groups, cultures and
markets is warranted. Because beauty and personal care represents a single product category,
cross-category comparisons could test whether pathways activate similarly under varying
involvernent and utilitarian‘hedonic conditions. The cross-sectional design also precludes
temporal inference; longitudinal or experimental studies would help establish pathway
progression over time. The reliance on purchase intention rather than actual behaviour further
leaves the well-known intention-behaviour gap unaddressed. Finally, although ethical Al
personalisation was treated as an interpretive frame, it was not operationalised as a measurable
construct; developing operational definitions of perceived fairness, transparency and
manipulation would enable direct empirical testing of proposed design standards.

7. Conclusion

The central finding is that online consumers reach purchase intention through multiple distinct
pathways. By identifying a full judgement gateway for most shopper types alongside affect-
driven segments that bypass it entirely, this study reframes online decision-making as multiple
simultaneous algorithms rather than a single funnel with wvariants. Judgement is thus
repositioned as the primary site where consumer autonomy is enhanced or diminished by
retailers’ algorithmic personalisation. The segmented pathway map therefore does more than
document consumer variability; it pinpoints where ethical risks arise, guiding retailers on
where to restrict interventions to achieve both effective and ethical algorithmic
personalisation.
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ABSTRACT

In recent years, along with the strong development of digital technology, consumers
have increasingly prioritized purchasing goods and services online, especially via e-
commerce platforms. At the same time, generative artificial intelligence (GenAl) have
become more present in the processes of information search and purchase decision-
making. Accordingly, this study is conducted to examine the intention to purchase
products/services based on the influence of Motivation and Al Presence within the
online shopping journey. The research focuses on consumers who have previously
shopped online and have experience using GenAl to search, compare, and consult
recommendations before making a purchase. The study investigates key factors
affecting customers’ purchase intention through the Throughput Model (TPM)
developed by Waymond Rodgers.

To understand the different decision-making paths of consumers in the context of Al-
assisted online shopping, the author employs both qualitative and quantitative research
methods. Survey data collected via an online questionnaire are analyzed using partial

least squares structural equation modeling (PLS-SEM) with SmartPLS 3.9.2.

The findings clarify the role of Motivation and AI Presence and the information
processing paths in the TPM in relation to GenAl-assisted purchase intention. The
results show that the TPM is not only suitable for the fields of finance, banking, and
taxation, but is also an effective decision-making model in predicting consumer
behavior on digital platforms. The study contributes both theoretically and practically
by identifying customers’ decision-making pathways in their shopping journey when
accompanied by Al on e-commerce platforms, thereby proposing several implications
and useful solutions for businesses, retailers, and GenAl system developers to attract

customers and boost sales.

Keywords: artificial intelligence, GenAl online purchase intention, purchase decision-
making pathways, e-commerce platforms, online shopping, Throughput Model, self-

determination theory, motivation, Al Presence, social presence, telepresence.
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2. Muc tiéu nghién ctru:

Nghién ctru nham xac dinh va phan tich anh huong cta dong luc mua sam, su hién dién
va phan doan dén ¥ dinh mua san pham lam dep va chiam soc ¢4 nhan trén san thuong mai dién
tu. Trong d6, dong luc mua sdm dugc xem xét thong qua cac dang dong luc ndi tai va ngoai tai;
su hién dién g@)m hién dién xa hdi va hi¢n di¢n tir xa; phan doan duogc thé hién qua qua trinh
danh gia cac lya chon thay thé va nhan biét y dinh mua trude khi hinh thanh ¥ dinh mua cudi
cung.

Cu thé, nghién ctru hé thong héa co so 1y thuyét va cac nghién ciru lién quan; xay dung
mo hinh dya trén Ly thuyét Ty quyét va Throughput Model; kiém dinh cdc mdi quan hé giira
dong lyc mua sam, sy hién dién, phan doan va y dinh mua; dong thoi dé xuat cac ham y quan
tri giup doanh nghiép va nha ban 1¢ hd trg qua trinh ra quyét dinh, cai thién trai nghiém mua
siam va thiic day y dinh mua ctia nguoi tiéu ding.

3. Tinh mo¢i va sang tao:

Tinh m&i va sang tao ctia nghién ctru thé hién & viée tich hop Ly thuyét Tu quyét véi
Throughput Model trong cing mét khung phan tich nham giai thich qué trinh hinh thanh y dinh
mua trye tuyén. Thay vi xem quyét dinh mua nhu mét chudi tuyén tinh ¢ dinh, nghién ctru tiép
can hanh vi nguoi tiéu dung theo hudng linh hoat va da 19 trinh, trong do cac yéu to dong luc
mua, sy hién dién va phan doan c6 thé két ndi v6i nhau theo nhitng duong di khac nhau.

V& mit Iy thuyét, nghién ctru dong goép bang cach mé rong cach tiép can trong nghién
ctru hanh vi mua sim truc tuyén tir viéc xem xét cac yéu td tac dong riéng 1é sang viéc giai thich
qua trinh hinh thanh ¥ dinh mua thong qua su twong tac gitra dong luc c4 nhan, trai nghiém trén
nén tang va qua trinh xir 1y thong tin. Viéc tich hop Ly thuyét Ty quyét va Throughput Model
cho phép 1am rd cach thirc nguoi tidu dung chuyén tir trang thai c6 dong luc, tiép nhan cac tin
hi€u trong moéi trudng truc tuyén, thyc hién danh gia lya chon va hinh thanh y dinh mua.

Nghién ctru cu thé hoa cac thanh phan ctia Throughput Model trong bbi canh mua sim

truc tuyén: dong luc dai dién cho nhan thuc; sy hién dién dai dién cho céc tin hiéu thong tin va



kién nghi. Trong tAm cua nghién ctru 13 giai thich cac 16 trinh khac nhau dan dén ¥ dinh mua

thong qua su két hop gitta Ly thuyét Tu quyét va Throughput Model.



CHUONG 1. CO SO LY LUAN
1.1. Ra quyét dinh mua hang trye tuyén

Mua hang truc tuyén duoc hiéu 1a qua trinh nguoi tidu dung sir dung website, tng dung,
san thuong mai dién tir hodc mang xa hoi dé tim kiém thong tin, danh gia lya chon, thuc hi¢n
giao dich va trai nghiém san pham hoic dich vu. Cac mé hinh quyét dinh kinh dién cung cép
nén tang quan trong, nhung thudng nhan manh tién trinh tuan tu; trong méi trudng truc tuyén,
ngudi tiéu ding c6 thé thém, bo qua, quay lai hodc tai sdp xép cac giai doan do kha ning tiép
can nhiéu ngudn thong tin, nhiéu phuong an thay thé va chi phi tim kiém thap. Vi vdy, hanh vi
mua truc tuyén can duogc nhin nhan nhu mot qué trinh dong, linh hoat va da 19 trinh.

1.2. Cac khai niém nghién ciru

Pong luc mua sam duoc tiép can theo Ly thuyét Ty quyét va dugc do luong thong qua
dong luc ndi tai, dong luc xéc dinh, dong luc tiép nhén va dong lyc bén ngoai. Bén khia canh
nay cung phan 4nh bién nghién ciru thong nhat 1a dong luc mua (M), thé hién cac 1y do bén
trong va bén ngoai thic ddy nguoi tiéu dung tham gia vao qua trinh tim kiém, danh gia va mua
sam.

Sy hién dién (P) gom hién dién tir xa va hién dién xa hoi. Hién dién tir xa phan anh cam
giac nhu dang thuc sy hién hitu trong khong gian mua sdm truc tuyén; hién dién xa hdi phan
anh sy gan gili, am ap va két ndi voi con ngudi trong mdi truong s6. Hai dang hién dién hoat
dong nhu céc tin hiéu thong tin va trai nghiém, giup ngudi tiéu dung hiéu rd hon vé san pham,
ngudi ban va moi truong mua sam.

Phan doan (J) 1a giai doan nguoi ti€u dung xur 1y, so sdnh va xac nhan lga chon trude khi
hinh thanh y dinh mua, g@)m danh gia cac luya chon thay thé va nhan biét y dinh. Y dinh mua
(PI) phan 4anh muc d6 sin sang va kha niang lua chon san pham trong twong lai gan, dugc st
dung 1am bién phu thudc cudi ciing vi 13 chi bdo gan nhit ciia quyét dinh mua trong thiét ké
khao sat cat ngang.

1.3. Khoing trong nghién ciru

Céc nghién ctru trong va ngodi nude di 1am rd nhiéu yéu t6 ctia hanh vi mua tryc tuyén
nhu niém tin, rai ro cam nhan, chat luong thong tin, nguodi anh huéng, thuwong mai xa hoi,
livestream va cong nghé trai nghiém. Tuy nhién, dong luc mua va sy hién dién thuong duoc
xem xét riéng 1¢, trong khi vai trd ctia phan doan va céu tric cac 10 trinh ra quyét dinh chua
duoc tich hop day du. Khoang tréng cia nghién ciru nam ¢ viéc két hop dong luc mua, sy hién
dién, phan doan va y dinh mua trong cting mot mo hinh dé giai thich hanh vi mua san pham

lam dep va cham séc ca nhan trén san thuong mai dién tir theo hudng da 16 trinh.



CHUONG 2. PHAT TRIEN GIA THUYET

2.1. Cac md hinh 1y thuyét nén tang

Throughput Model ctia Rodgers (1997) mé ta ra quyét dinh thong qua bon ciu phan thong
tin, nhén thirc, phan doan va quyét dinh; Rodgers va Nguyen (2022) tiép tuc phat trién cach tiép
can nay cho cac 16 trinh mua hang truc tuyén. Trong nghién ctru hién tai, dong luc mua dai dién
cho nhan thuc, sy hién dién dai dién cho thong tin va trai nghiém, phan doan gém danh gia cac
lwa chon thay thé va nhén biét y dinh, con y dinh mua phan anh két qua quyét dinh. Ly thuyét
Tu quyét bd sung co s& giai thich ngudn gde va mirc d6 tir chu ctia dong luc mua sim, qua dé
hinh thanh khung tich hop dé kiém dinh céc 16 trinh ra quyét dinh truc tuyén.

MO HINH NGHIEN cUU BE XUAT

Phan doan
()}

Y dinh mua
(PI)

Su hién dién
(P)

Hinh 2.1. M6 hinh nghién citu dé xudt
2.2. Pé xuit gia thuyét
° H1: Pong luc tic dong tich cuc dén ¥ dinh mua hang.
° H2: Bong luc tadc dong tich cuc dén sur hién dién.
H3: Su hién dién tac dong tich cuc dén dong luec.
H4: Pong lyc tac dong tich cuc dén phan doan.

HS5: Sy hién di¢n tdc dong tich cuc dén phan doan.

H6: Phén doan tac dong tich cuc dén y dinh mua hang.
Tir cac quan hé trén, nghién ciru dién giai sau 19 trinh: mua hang nhanh (M—PI), ¢6 chon
loc (M—J—PI), can nhiac (P—J—PI), 4n tugng (P—M—PI), truyén théng (M—P—J—PI) va
hién dai (P—-M—J—PI).



CHUONG 3. PHUONG PHAP NGHIEN CUU
3.1. Thiét ké nghién ciru va thang do

Nghién ctru st dung phuong phap dinh luong trén co so tong hop 1y thuyét va hiéu chinh
thang do. Céc thang do dugc dich, dich ngugc, danh gid ndi dung va thtr nghi¢ém so bd vdi 30
ngudi trude khi trién khai khao sat chinh thirc. Bang hoi str dung thang Likert 5 mirc; dong luc
g6m bon khia canh, sy hién dién gé)m hién di¢én xa hoi va hién dién tur xa, phan doan gém danh
gi4 lya chon thay thé va nhan biét ¥ dinh, con ¥ dinh mua duoc do bang thang do phan xa.

3.2. Pham vi nghién ciru

V& ndi dung, nghién ctru tap trung vao qua trinh hinh thanh ¥ dinh mua san pham lam dep
va cham soc ¢4 nhan dudi anh huong cua dong luc mua, sy hién dién va phan doan. Vé d6i
tuong, toan bd mau gom ngudi tiéu dung 18-30 tudi da timg mua nhom san pham nay trén san
thuong mai dién tir; nhom tudi dugc lua chon do muc do st dung cong nghé va tiép xtc véi ndi
dung sb, danh gi4, mang xa hoi va livestream cao. Vé khong gian, nghién ciru gidi han tai thanh
phé Pa Néang nham duy tri bdi canh twong ddi dong nhat vé diéu kién kinh té - xa hoi, giao
nhan va méi trudng mua sim tryc tuyén, dong thoi phi hop voi kha ning tiép can dbi tuong,
thoi gian va ngudn lyc. Vé thoi gian, dir lidu chinh thirc duoc thu thap tir thang 07 dén thang
10/2025.

3.3. Chon miu, thu thap dir liéu va quy trinh phin tich

1. Nghién ctru str dung chon mau thuan tién do khong c6 khung mau day du vé khach
hang cuia cac san thuong mai dién tir tai Viét Nam. Phuong phap nay phu hop véi diéu kién thoi
gian va ngudn lyc tai chinh ciia dé tai, du han ché kha ning khai quat hoa. Sau ra soat, 677
phiéu hop 1& dugce st dung cho phan tich, dap tmg yéu cau vé kich thudc mau ddi voi SEM.

2. Dit liéu duoc thu thap qua Google Forms va phan phéi bang cac kénh truc tuyén dén
nguoi tiéu dung tré da tirmg mua san pham lam dep va cham séc ca nhan. Trude khao sat chinh
thirc, pilot test v6i 30 phan hdi hop 1é cho thdy bang hoi c6 d¢ dai phu hop, mét khoang 5-7
phiit ¢é hoan thanh va c6 cach dién dat tvong d6i 16 rang.

3. Quy trinh phén tich gdm théng ké mo ta; danh gia mo hinh do ludng bang Cronbach’s
Alpha, d6 tin ciy tong hop, hé s tai ngoai, AVE va HTMT; va danh gia mé hinh ciu tric bang
VIF, hé s6 duong dan, bootstrapping 5.000 mau, p-value, R? va f2,

3.4. Tiéu chuin danh gia

Thang do duoc chép nhan khi do tin cay dat tir 0,70, AVE tir 0,50 va HTMT duéi 0,85.
Quan hé céu triic ¢6 ¥ nghia khi p<0,05 va t>1,96. Mirc R? khoang 0,25, 0,50 va 0,75 1an lugt
thé hién kha ning gii thich yéu, trung binh va manh; f2 bang 0,02, 0,15 va 0,35 twong tng tac

dong nhd, trung binh va lon.



4.1. Pac diém mau nghién ctru

CHUONG 4. KET QUA NGHIEN CUU

Mau gdm 677 ngudi tiéu ding tir 18 dén 30 tudi tai Pa Néng va toan bd déu dap tung diéu

kién da tirng mua san pham lam dep va cham séc ca nhan trén san thuong mai dién tur. Nir gioi

chiém 77,4%; nhom 18-22 tudi chiém 65,9%; sinh vién va nhan vién 13 hai nhom nghé nghiép

chu yéu. Co cau mau phu hop véi muc ti€u nghién ciru nhom nguoi tiéu dung tré c6 mac do su

dung cong nghé so va ti€p xic vdi modi trudng mua sam tryc tuyen cao.

Bdng 4.1. Bdc diém mdu nghién ciru

Pic diém Phan loai Tén suit Ty 1€ (%)
Gi6i tinh Nam 153 22,6
Gidi tinh Nir 524 77,4
Do tudi 18-22 446 65,9
Do tudi 23-30 231 34,1
Thu nhap Duéi 5 triéu 532 78,1
Thu nhap 5-10 triéu 34 5,0
Thu nhap Trén 10 triéu 111 16,3
Nghé nghiép Sinh vién 294 432
Nghé nghiép Nhan vién 246 36,1
Nghé nghiép Kinh doanh 71 10,4
Nghé nghiép Khac 66 9,7

4.2. Két qua thong ké mé ta

Gi4 tri trung binh ciia cic bién quan sat dao dong tir 3,57 dén 4,38, cho thdy ngudi tra 10

nhin chung c¢6 xu huéng ddng ¥ voi cac phat biéu trong thang do. Hién dién tir xa duoc danh

gi4 cao hon hién dién xa hoi; cac bién vé nhan biét y dinh va y dinh mua c6 mirc trung binh
cao. Bén canh gia tri trung binh, d6 1éch chuén dao dong tur 0,622 dén 0,991 va déu dudi 1; EA1
¢6 SD thap nhat (0,622), con INTM2 c6 SD cao nhat (0,991), cho thiy phan hdi nhin chung tap

trung twong ddi t6t quanh gia trj trung binh.

4.3. Panh gia mo hinh do lwong

Bang 4.2. Banh gia mo hinh do luong

Cau tric Cronbach’s Alpha CR AVE
Dong luc (M) 0,889 0,910 0,504
Sy hién di¢n (P) 0,882 0,905 0,515
Phén doan (J) 0,825 0,872 0,533
Y dinh mua (PI) 0,842 0,894 0,678

Céac hé s6 Cronbach’s Alpha va CR déu vuot 0,70; AVE dat tir 0,504 dén 0,678; céc gia
trif HTMT giita cc cdp cau tric dao dong tir 0,589 dén 0,829 va déu nho hon 0,85. Hai bién
quan sat INM2 va INM3 dugc loai khoi mo hinh dé cai thién gia tri hoi tu. Sau diéu chinh, mé

hinh dat yéu cau vé do tin cy, gia tri hoi tu va gia tri phan biét.



4.4. Két qua mé hinh céu tric
Céc gia tri VIF déu dudi 5, cho thdy mé hinh khéng c6 vin dé da cong tuyén nghiém trong.
Bootstrapping vdi 5.000 mau lip cho thiy ca sdu quan hé déu ¢ y nghia thong ké: H1 va H5 ¢6
p=0,004; H2, H3, H4 va H6 ¢6 p<0,001. Do d6, toan bd sau gia thuyét duoc chap nhan.
Bang 4.3. Két qua kiém dinh gid thuyét

GT Quan hé B t p Két qua

H1 M — PI 0,145 3,770 0,004 Chap nhan
H2 M — P 0,760 42,827 <0,001 Chap nhan
H3 P—>M 0,760 41,714 <0,001 Chap nhan
H4 M—] 0,437 9,360 <0,001 Chap nhan
H5 P—]J 0,269 4,660 0,004 Chap nhén
H6 J > PI 0,573 15,728 <0,001 Chap nhan

Phan doan c6 tac dong truc tiép manh nhét dén ¥ dinh mua (B=0,573), 16n hon dang ké
s0 v6i tac dong truc tiép ctia dong luc mua (B=0,145). Pong lyc mua va su hién dién c6 quan
hé twong hd rat manh (B=0,760), trong khi ca hai ciing gop phan hinh thanh phén doan; tic dong
cua dong lyc mua dén phéan doan (B=0,437) manh hon tac dong cua su hién dién ($=0,269).
4.5. Kha nang giai thich va kich thudéc hiéu ing

Bang 4.4. Kha nang giai thich va kich thuoc hiéu ung cua mo hinh

Bién noi sinh R? Kich thuéc hiéu ing
Phan doan (J) 0,441 M—1J: 0,144; P—J: 0,055
Su hién dién (P) 0,577 M—P: 1,365
bong luc (M) 0,577 P—M: 1,365
Y dinh mua (PI) 0,457 J—PI: 0,356; M—PI: 0,023

M0 hinh giai thich 44,1% bién thién cua phan doan, 57,7% cua su hién dién, 57,7% cua
dong luc mua va 45,7% cua y dinh mua. Xét kich thude hi¢u ting, phan doan co6 tdc dong 16n
dén y dinh mua (f=0,356), dong luc mua tac dong nho dén y dinh mua (£>=0,023), dong luc
mua va su hién dién tac dong dén phan doan 1an luot & mie £2=0,144 va 0,055; dic biét, sy hién
dién c6 tac dong rat 16n dén dong luc mua véi £2=1,365.

4.6. Dién giai cac 1 trinh quyét dinh

e Mua hang nhanh (M—PI): dong luc rd rang c6 thé chuyén tryc tiép thanh y dinh mua.

e Mua hang c6 chon loc (M—J—PI): ngudi mua dya vao tiéu chi sin c6 dé danh gia va
xac nhan lya chon.

e Mua hang can nhic (P—J—PI): thong tin va tuong tac trén nén tang hd trg nguodi mua
so sanh, sang loc va xac nhan lya chon trude khi hinh thanh y dinh mua.

e Mua hang 4n twong (P—M—PI): ndi dung sdng dong va tin hiéu xa hoi kich hoat dong
luc tirc thoi.

e Mua hang truyén thong (M—P—J—PI): nhu ciu dan dén tim kiém thong tin, danh gia
va hinh thanh y dinh.

e Mua hang hién dai (P—M—J—PI): méi trudng sb kich hoat dong luc, sau d6 nguoi
mua danh gia trude khi quyét dinh.




CHUONG 5. KET LUAN VA KIEN NGHI

5.1. Y nghia tir cic con dwong thuit toan

Két qua cho thay ¥ dinh mua c6 thé dugc hinh thanh qua nhiéu 16 trinh khac nhau. O 16
trinh mua hang nhanh, dong luc mua chuyén truc tiép thanh y dinh mua; ¢ 19 trinh c¢6 chon loc
va can nhéc, phan doan dong vai tro trung gian quan trong; & 10 trinh 4n twong, trai nghiém hién
dién co thé kich hoat dong lyc trude khi hinh thanh y dinh; con cac 19 trinh truyén théng va
hién dai phan anh sy két hop ndi tiép giita dong luc, sy hién dién va phan doan.

Diém nhat quan gitra cac 10 trinh 13 vai trd ndi bat ciia phan doan va méi quan hé hai chiéu
manh gitra dong luc mua vai sy hién dién. biéu nay cho théy hanh vi mua truc tuyén khong
nén dugc xem nhu mot chudi giai doan cb dinh; yéu td tam 1y bén trong va trai nghiém moi
truong sb ¢o thé cing ¢b 13n nhau, trong khi qua trinh so sanh, sang loc va xac nhan lya chon
1a co ché quan trong truéc khi hinh thanh ¥ dinh mua.

5.2. Pong gop hoc thuat

e Tich hop Ly thuyét Ty quyét va Throughput Model dé giai thich dong thoi ngudn gbe
dong luc va ciu trac cac 16 trinh quyét dinh mua truc tuyén.

e Cu thé hoa bén thanh phan thong tin - nhan thic - phan doan - quyét dinh trong bdi
canh TMDT thong qua sy hién dién, dong luc, phén doan va y dinh mua.

e Lam rd vai tro ciia phan doan, bao gdbm danh gia lya chon thay thé va nhan biét ¥ dinh,
nhu co ché trung tdm chuyén hoa dong luc va trai nghiém nén tang thanh y dinh mua.

e Cung cép bé“mg chung thuc nghiém vé quan h¢ tuong hd gitra dong lyc va sy hién dién
va sau con duong ra quyét dinh khac nhau.

5.3. Ham y quan tri

Thir nhét, doanh nghiép can hd trg phan doan ciia khach hang bang thong tin minh bach,
hinh anh va video chat lugng cao, danh gia xac thuc, bg loc va cong cu so sanh, chirc nang luu
san pham va gi6 hang, ciing nhu chinh sach d6i tra d& hiéu. Viéc giam chi phi tim kiém va ting
kha nang xac nhan lya chon dic biét quan trong vi phan doan c6 tac dong manh nhét dén y dinh
mua.

Thir hai, hién dién tir xa ¢ thé duogc ting cudng bang ndi dung truc quan, video hudng
dan, livestream, mo ta trai nghiém va thiét ké gian hang nhét quén; hién dién xa hoi can duoc
cling ¢ bang tu van nhanh, ca nhan héa phan hoi, ndi dung tir KOL/KOC va tuong tic cong
ddng. Cac bién phap nay giup khach hang cam nhan san pham va nguoi ban rd hon, dong thoi
cuing cb dong lyc mua.

Thir ba, doanh nghiép nén phan biét cac 16 trinh quyét dinh. Khach hang mua nhanh can
thong diép ngan, uy tin thuong hiéu va quy trinh thanh toan thuan tién; khach hang cén nhic
can thong tin chi tiét va cong cu so sanh; khach hang bi kich hoat béi méi trudng sb can noi
dung sdng dong, bang ching xa hoi va uu ddi phu hop. Khong nén dp dung mot chién luge duy

nhat cho toan by ngudi mua.



5.4. Han ché va huéng nghién ciru tiép theo

e Nghién ctru sir dung chon mau thuan tién va tap trung vao nguoi tiéu dung 18-30 tudi
tai Pa Nang, nén kha nang khai quat hoa con han ché. Hanh vi mua c6 thé khac nhau theo do
tudi, thu nhap, nghé nghiép va khu vuc dia ly; dic biét, kha ning tai chinh ¢ thé anh hudng
dén murc do nhay cam vé gia, kha ning chi tra va kha niang chuyén tir y dinh sang hanh vi mua
thuc té, con khac biét van hoa va khu vuc sinh séng 6 thé 1am thay doi dong luc mua, muc do
phu thudc vao tin hiéu xa hoi va cach danh gia lya chon. Nghién ctru tiép theo nén mé rong dia
phuong, d6 tudi va sir dung phuong phap 1dy mau co tinh dai dién cao hon.

e Thiét ké cat ngang phan anh nhén thirc, cdm nhan va y dinh mua tai mot thoi diém,
nén chua cho phép két luan chic chin vé quan hé nhan qua dai han. Nghién ctru tiép theo co
thé str dung thiét ké doc hodc thuc nghiém dé kiém tra sy thay doi ctia dong lyuc, sy hién dién,
phan doan va y dinh mua theo thoi gian.

e M5 hinh méi duoc kiém dinh trong nganh 1am dep va chiam soc c4 nhan trén san thuong
mai dién tir. Két qua c6 thé khac & cac nganh hang va nén tang khac; dong thdi nghién ctru chua
xem xét ddy du tic dong ctia khoang cach dia 1y, thoi gian giao hang, chi phi van chuyén, kha
nang doi tra va mirc d6 thuan tién ciia logistics. Cac nghién ciru tiép theo nén mo rong sang thoi
trang, cong ngh¢, thuc phém, dich vu va so sénh gitta san thuong mai dién tr, mang xa hoi,
livestream, website thuong hiéu va cira hang ngoai tuyén.

e Mo hinh tip trung vao bon cau trac chinh 13 dong lyc mua, su hién dién, phan doan va
¥ dinh mua, nén chua bao quat cac yéu t6 bdi canh nhu niém tin vao nha ban, rai ro cam nhan,
chat lugng thong tin, uy tin thwong hi¢u, gia, khuyén mai, danh gia nguoi dung va dic diém
nén tang. Nhimng yéu t6 nay c6 thé duoc xem xét dudi dang bién kiém soat, trung gian hodc
diéu tiét; dong thoi co thé thuc hién phéan tich da nhom theo gidi tinh, d6 tudi, thu nhap, tin suat
mua va muc d§ quen thudc vdi san phém.

5.5. Két luan chung

Nghién ctru di xdy dung va kiém dinh mo hinh giai thich y dinh mua san pham lam dep va
chim soc ¢4 nhan trén san thuong mai dién tir dua trén sy két hop giira Ly thuyét Tu quyét va
Throughput Model. Két qua tir 677 quan sat xac nhan vai tro tich cyc cua dong luc mua, sy hién
dién va phan doan; trong d6 phan doan 13 yéu t6 tic dong truc tiép manh nhat dén y dinh mua,
con dong luc mua va su hién dién c6 mbi quan h¢ tuong hd chit ché. Cac két qua cing b cach
nhin hanh vi mua truc tuyén nhu mot qua trinh da 16 trinh va cung cdp co so cho doanh nghiép
thiét ké thong tin, trai nghiém, tuong tac va cong cu hd trg quyét dinh phu hop hon véi cac kiéu
hanh trinh cua khach hang.




