NGHIEN CUU SU TIN CAY CUA PANH GIA
TRUC TUYEN TREN MANG XA HOI

Nguyén Hai Ninh
Truong Pgi hoc Ngoai thuong
Email: nguyen. haininh@ftu.edu.vn
Phan T6 Uyén
Truong Pai hoc Kinh té Quoc dan
Email: uyenpttmai@gmail.com

Ma bai: JED - 206

Ngay nhén bai: 06/06/2021
Ngay nhén bai stra: 27/10/2021
Ngay duyét dang: 30/10/2021

Tom tat

Bai viét tdp trung vao hai muc tiéu chinh la: (i) khdam phd cdc yéu t6 tac déng dén sw tin cdy
ciia ddnh gid truc tuyén trén mang xa héi; (ii) dnh huwong su tin cdy cia danh gid triec tuyén
trén mang xd hoi lén hinh anh, lién tuong thuong hiéu, va dw dinh truyén miéng cua khach
hang. Nghién citu sir dung bang hoi dé tién hanh khao sdt véi quy mé mau la 206 nguwoi ding
mang xd hoi tai Viét Nam. M6 hinh cdu triic tuyén tinh binh phwong nhé nhdt tirng phan PLS-
SEM dwoe sir dung dé tién hanh cdc thi tuc phan tich. Két qua nghién ciru khang dinh tic
dong tich cuc va truc tiép cia do tin cdy cua danh gia truc tuyén toi hinh anh, lién tuong
thwong hiéu cia doanh nghiép va gian tiép thiic day dir dinh truyén miéng tren mang xa hoi
cua khach hang. Su tin cdy cua danh gla truec tuyén chiu sw tdc dong ciia 4 yéu t6: nguon danh
gid, chat heong cia danh gid, tinh nhdt quan cua danh gia va nguoi danh gid.

Tur khoa: D9 tin cay cua danh gia truc tuyén, hinh anh thuong hi€u, lién tuéng thuong hiéu,
truyén miéng truc tuyén, nguon dénh gia, chat lugng, 6 6n dinh ciia danh gia, ngudi danh gia.
Ma JEL: M1, M21, M3.

Understanding the credibility of online reviews on social networks

Abstract

The paper focuses on two main objectives: (i) exploring the determinants affecting the
credibility of online reviews on social networks; (ii) examining the relationship among the
credibility of online reviews, customers’images, brand associations, and electronic word-of-
mouth intention. The study uses a questionnaire to survey social network users in Vietnam
with a sample size of 206. The partial least squares linear structural model PLS-SEM was
employed to carry out the analytical procedures. The results confirm the positive and direct
impact of the credibility of online reviews on the image, brand associations of businesses and
indirectly promote the customer word-of-mouth intention on social networks. The credibility
of online reviews is significantly influenced by four determinants of the source of the review,
the quality of the review, the consistency of the review, and the reviewer.

Keywords: Online review credibility, brand image, brand association, EWOM, review sources,
quality, review consistency, reviewer.

JEL codes: M1, M21, M3

1. Téng quan

Nghién ctru cia Schwartz & Litwin (2018) v&i 13.938 ngudi trén 65 tudi tai chdu Au cho thay, 37%
nhitng nguoi tham gia phong van dang str dung nhitng mang xa hoi 16n nhu Facebook, 31% dang sir dung
nhiing mang xa hdi nhé mang tinh dia phuong hodc theo s¢ thich va chi c6 32% chua tirng st dung mang xa
hoi. Hon thé nita, khac v6i quan niém ctia nhiéu ngudi 1a mang xa hoi 1a linh vic danh riéng cho gidi tré thi
ngdy nay s6 lugng ngudi dung 16n tudi dang c6 xu hudng tang 1én kha nhanh (Tomini & cong su, 2016), khi
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ngdy cang c6 nhiéu ngudi coi mang xa hoi 1a canh cira giao tiép véi thé gidi (La Fleur & Salthouse, 2016).
Tai Viét Nam, bao céo thang 1 nam 2021 cta Hotsuite (2021) cho biét 73% nguoi dan Viét nam dang s& hitu
it nhat mot tai khoan mang xa hoi, con s6 nay tiang truong khoang 10% so véi cing ky nam 2020. Khong chi
s& hitu con sb 4n tuong vé ti 1€ str dung mang xa hoi, 61,4% nguoi tham gia khao sat cua Hotsuite (2021) da
tirng mua hang trén cac mang xa hoi thong qua dién thoai di dong ciia minh.

Céc danh gia quan diém va thong tin ma nguoi dung mang xa hoi viét, chia sé trén trang ca nhan hoic
trong cac hoi nhém cé tac dong rit 16n t6i quan diém, nhan thirc va hanh vi mua hang cta nhitng khach
hang khac (Wei & Lu, 2013). Danh gia truc tuyén ctia nguoi tiéu dung (consumer online review) dugc
dinh nghia 1a cac thong tin va nhan xét vé san phérn, thuong hi€u dugc dua ra boi nguoi tiéu dung dya trén
cac trai nghiém ca nhan cua ho. Cac ndi dung dénh gia nay c6 thé xuét hién trén website chinh thirc cua
doanh nghiép dudi dang quan diém cua khach hang hodc trén website va nén tang thuong mai dién tir khac
(Mudambi & Schuff, 2010). Panh gia tryc tuyén dugc coi nhu mot hinh thire biéu hién cia truyén miéng
truc tuyén (electronic word of mouth — EWOM), trong d6 ngudi dénh gia vira dong vai trd cia nguoi tao ra
ndi dung lai vira dong vai tro clia nguoi truyén miéng cac thong tin danh gia (Jiménez & Mendoza, 2013;
Park & Nicolau, 2014). Theo Park & Nicolau (2014), khi nguoi tiéu dung gip khé khan trong viée tim kiém
cac thong tin vé san pham hodc khong biét dya vao tiéu chi nao dé lwa chon dugc san pham t6t va phii hop
v6i minh, ho thuong tim kiém céc nhan xét, danh gia ciia nhitng nguoi ding khéc trén mang Internet.

Cho du danh gia truc tuyén trén Internet néi chung mang lai nhiéu loi ich cho ngudi tiéu dung, nhung
khong phai thong tin nao cling c6 gid tri va danh gia nao cling chinh xac (Qiu & cdng su, 2012). Theo
Korfiatis & cong su (2012), khi s6 lugng danh gia, nhan xét tryc tuyén nhiéu 1én ciing dong nghia véi tinh
chinh x4c va d¢ tin cay bi giam xudng. Ly do duoc dua ra 1a boi tinh khong minh bach va da muyc dich cia
nguoi viét danh gid. Jiang & Benbasat (2007) cho rang viéc khong thé xac minh chinh xac nguoi viét va
quy trach nhiém nhu véi bao gidy, cic nén tang truc tuyén 1a noi ma cac thong tin lira dao, boi nho xuat hién
nhiéu nhat. Diéu nay lam thay ddi quan niém, nhin nhan va hanh vi cia khach hang voi san phim va thuong
hiéu. Vi vdy, Cheng & Ho (2015) dé xuit nguoi tiéu ding can xem xét do tin cdy cta cac danh gia truc tuyén
(Credibility of online review), r6i méi di vao xem xét ndi dung ctia bai viét, thong diép danh gia do.

Trong hau hét cac nghién ciru vé danh gia tryc tuyén va do tin cdy ciia hoat dong dénh gia truc tuyén, cac
tac gia déu xem xét md hinh thay dbi thai d6 ctia Yale va Hovland & cong sy (1953), trong d6 c¢6 bon nhan
td duoc xac dinh co tac dong dén muc d6 tin cdy cua danh gia truc tuyén, bao gém: nguén cua danh gia,
phuong tién chuyén tai thong tin, ndi dung thong tin va nguoi danh gia (Chakraborty & Bhat, 2018). Bén
canh do6, theo Christodoulides & De Chernatony (2010), d¢ tin cdy cua danh gia tryc tuyén tac dong tryc
tiép toi hinh anh thwong hiéu, lién tuéng thuong hiéu ciia doanh nghiép va gian tiép thuc day du dinh truyén
miéng truc tuyén ctia ngudi doc thong tin danh gia (Zhang & cong su, 2014; Nguyen, 2021).

2. Hé thong co s& 1y ludn

C6 rat nhidu quan diém chua thé dong nhat vé do tin cdy ciia cic dénh gia truc tuyén (online review
credibility/ credible online reviews) khi c6 nha khoa hoc cho rang danh gia tryc tuyén 1a nhimg nhan dinh,
¥ kién ctia khach hang phan hoi lai cho doanh nghiép trén cac trang thong tin chinh thong ctia doanh nghiép
nhu websites cong ty, fanpage chinh thirc hay cac store ban hang do cong ty chu tri trén cac nén tang thuong
mai dién tir (Mudambi & Schuff, 2010). Cho du ¢6 sy khac biét vé tinh chinh thong ctia hinh thirc danh gia
truc tuyén nhung theo Cheung & cong su (2009) khi ngudi dung Internet nhan dinh mot thong tin nao dé 1a
dang tin cay va c6 gia tri, ho s& c6 kha ning cao 1a chia sé va truyén miéng va thuyét phuc ngudi khac dong
quan diém v&i minh. Zha & cong su (2015) cho rang danh gi truc tuyén dugc coi 1a tin cdy khi nguoi tiéu
ding cam nhéan dugc tinh trung thuc, hop 1y va minh bach cua cac thong tin chuyén tai trong nhimg danh
gia do.

Trong cac nghién ctru vé do tin cdy cua thong tin, c6 ba mé hinh thuong duoc st dung 14 mé hinh cia
dua trén kinh nghiém ctia Chaiken (1980), md hinh vé sy twong dong ciia Petty & Cacioppo (1986) va mod
hinh cta Yale cia Hovland & cong su (1953). Theo Hovland & cong su (1953), ¢ 4 yéu t6 duoc xac dinh
1a ¢6 tac dong dén do tin ciy cua thong tin ciing nhu dnh hudng dén kha niang thuyét phuc cia thong tin
d6 1a: ngudn thong tin (source), thong diép (message), phuong tién (means) va nguwoi tiép nhdp théng tin
(reciever). Trong do, thong diép thuong duge cac nghién ctru nhin nhan qua hai khia canh chinh 1a chat
luong cua thong diép va do on dinh cua thong diép.
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Ngudi nhan thong tin c6 kha ning tin vao thong tin nhiéu hon khi ho cho ring ngudn thong tin d6 1a dang
tin cdy, do d6 trong bdi canh cia mang xa hoi va truyén thong truc tuyén, ngudn thong tin duoc Wathen &
Burkell (2002), Reimer & Benkenstein (2016) khfmg dinh la yéu td then chét tao nén do tin cay cho cac danh
gi4 truc tuyén. Bén canh su da dang ctia ngudn thong tin, tinh cap nhat va kip thoi cling dwoc xem xét nhu
mot khia canh thé hién chat lugng cua nguén danh gia (Cheung & cong su, 2008).

HI: Nguén dénh gid tac dong dén dé tin cdy ciia danh gid triec tuyén

Khi d4nh gia chat luong ciia mot ndi dung danh gia truc tuyén, cac chuyén gia thuong xem xét dudi hai
goc do chat luong cua thong diép va d6 on dinh ciia thong diép danh gia (Chakraborty & Bhat, 2018). Trong
do, chét lugng cua danh gia truc tuyén dé cap dén tinh hop 1y va thuyét phuc cia ndi dung danh gia va tac
dong truc tiép dén thai do cua nguoi doc danh gia (Filieri, 2015). Do d6, ciing theo nghién ctru cua Filieri
(2015), nguoi tiéu dung thich va mudn doc duoc nhing ¥ kién va khuyén nghi ctia nguoi ding khac thay vi
thong tin dua ra tir doanh nghiép. Bén canh do, tinh nht quan cua nhitng dénh gia truc tuyén duoc hiéu muc
d6 twong dong ctia danh gia ma ho di tiép can v6i nhitng danh gia ctia nhitng ngiroi dung khac (Aghakhani
& cong sy, 2017). Theo Godes & Silva (2012), quan diém cua nhirg ngudi ding khac vé nhiing danh gia co
tac dong mang tinh quyét dinh t6i nhan dinh cta khach hang vé danh gia d6. Cu thé 13, nhimg dénh gia nao
¢6 duge sy dong thuan cta nhidu ngudi dong nghid voi déanh gia do co chit lwong va sy 6n dinh ctia théng
di€p danh gia (Baek & cong su, 2012).

H2: Chat lwong ciia danh gid tac dong dén dé tin cdy cua ddnh gid truc tuyén

H3: D¢ én dinh cia danh gid tac dong dén ds tin cdy cua danh gia truc tuyén

Ngudi danh gia (reviewer) 1a dua ra quan diém, nhan xét vé thwong hiéu va san phim trén cac nén tang
truc tuyén (Park & Nicolau, 2015). Quan diém ctia nguoi danh gia dugc hiéu 1a quan diém, nhan thirc, thai
dd ctua nguoi viét nhitng danh gia, nhan xét, thao luan vé san phélm, dich vy, thuong hi¢u trén cac nén tang
truc tuyén. Theo Cheung & Thadani (2012), kién thirc vé san phdm, dich vu va hiéu biét vé thuong hiéu cua
nglroi dénh gia s& tac dong dén kha ning phan tich va xép loai mirc do tin cy ctia danh gia. Wang & cong su
(2013) cho rang, nhitng khach hang c6 hiéu biét vé san phdm va thuong hiéu c6 kha nang phan loai va dua
ra cac nhan dinh co chit luong cho cac ndi dung danh gia truc tuyén cao hon nhitng ngudi khong cé nhidu
hiéu biét. Nguoi danh gia dugc xac dinh cé vai tro bt 16i trong vi€c xac dinh d¢ tin cdy cho ndi dung cia
bai danh. Theo Wang & cong su (2010), cho du nguoi danh gia phai bo cong stc, thoi gian dé viét ra nhimng
bai dénh gia, tuy nhién dong co va uy tin ctia mdi ngudi rat khac nhau. Vi thé, ngudi tidu ding cn can nhéc
va xem xét uy tin, chuyén mén cua nguoi danh gia trude khi dua vao d6 dé dwa ra cac quyét dinh tiéu dung
(Pavlou & Dimoka, 2006).

H4: Ngwoi danh gid tdc ddng dén do tin cdy cia danh gid triec tuyén

Theo Aaker (1991), lién tuong thuong hiéu (brand association) du0’c hiéu 1 nhiing k}'/ {rc, thong tin vé
thuorng hiéu trong tim tri ctia khach hang. Nhiing thong tin va ky wrc vé thuong hiéu bao gdm logo, ten goi,
mau sic, mui vi,... va theo Emari & cong sy (2012), nhitng thong tin nay co thé vira tbt lai vira xau. Muc
do lién tudng thuorng hiéu cang cao, cang thé hién khach hang ghi nhé cang nhiéu cac biéu hién, dic diém
ctia thuong thiéu (Iranzadeh, 2012). Lién tuong thuong higu bao gdm ba thanh t6 chinh 1a cim nhén vé gia
trj, c tinh thuong hiéu va lién tuéng vé t chic (Buil & cong s, 2013). Chakraborty & Bhat (2018) cho
rang nhimg danh gia truc tuyén c6 do tin cay sé thic diy mirc do lién tuong thuong hidu ctia khach hang boi
nhing thong tin ho nhan duoc tir cac danh gia true tuyén cung cip cho ho mét cai nhin toan dién, day du vé
san pham va thuong hiéu. Romaniuk & Sharp (2003) khang dinh tac dong truc tiép cua lién tuong thuong
hi€u 1én hinh anh thuong hi¢u ciia doanh nghiép. Ngoai ra, theo Sundaram & Webster (1999) va Karjaluoto
& cong su (2016), lién tuong thuong hiéu ciing 1a 1y do thic ddy du dinh truyén miéng cta khach hang.

HS5: B tin cdy ciia ddnh gid triee tuyén tac dong dén lién twong thwong hiéu ciia doanh nghiép

H6: Lién tuong thirong hiéu tic dong dén hinh anh thirong hiéu cia doanh nghiép

H7: Lién tuong thirong hiéu tac déng dén dy dinh truyén miéng triec tuyén cia khach hang

Hinh anh thuong hiéu (Brand Image) 1a mot trong nhitng thanh t6 cdu thanh 1én tai san thuong hiéu va la
yéu t thé hién cac dic diém cua thuong hi€u cling nhu tap ra sy khac biét cho thuong hiéu (Morgan, 2004;
Lau & Phau, 2007). Hinh anh thuong hiéu cang than thudc voi nguoi ti€u dung, cang tao ra nhiéu co hoi va
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kha nang ban dugc hang cho doanh nghiép (Burt & Davies, 2010). Theo Beneke & cong su (2016), danh gia
truc tuyén c6 tac dong tich cuc 1én nhén thue cia khach hang vé thuong hiéu va tur do cAu thanh Ién hinh anh
thuong hiéu trong dau khach hang. Hon thé nita, khi khach hang c6 nhan thic tich cuc vé hinh anh thuong
hi€u ctia doanh nghiép, ho sé thyc hién hanh vi truyén miéng cho nguoi khac (Seri¢ & cong su, 2012),

HS: D6 tin cdy ciia danh gid triee tuyén tac dong dén hinh anh thuwong hiéu cia doanh nghiép

HY: Hinh dnh thwong hiéu ciia doanh nghiép tic dong dén dw dinh truyén miéng triec tuyén ciia khdch
hang

Hinh 1: M6 hinh nghién ciru

Lién tudng

Ngudn danh gia >
thuong hi¢u

Chat luong ctia
danh gia

Truyén miéng truc
tuyén cua khach

Su tin cay cua
danh gia truc

D6 6n dinh cua hano
danh gia !
Hinh anh th
Nguoi danh gia " ahiéu o

3. Phuong phap nghién ciru

Bén canh viéc tong hop, so sanh, phén tich cac nghién ctru 1y thuyét ctia cac nha khoa hoc di trude dé xay
dung khung 1y luan va phat trién thang do, nghién ctru sir dung phuong phap nghién ctru dinh luong duya trén
khao sat bang bang hoi dugc cau trac san véi 500 nguoi dung mang x3 hoi tai Viét nam.

Két qua thu duge da dugc 1am sach dé loai di nhitng bang tra 10 ¢ 16i nhur tra 16 thiéu, phuong an tra 10
bi tring ldp. M6 hinh c4u trac tuyén tinh SEM duge ap dung trong thiét ké mo hinh nghién ctru bao gém 2
thanh phan 12 mé hinh do ludng va md hinh céu tric. Viée xtr Iy mé hinh nghién ctru qua hai budc riéng biét
nham tranh dién giai bi sai l1éch khi udc lugng. Nghién ctru st dung ky thuat phén tich dir liéu PLS -SEM va
phﬁn mém Smart PLS dé thyc hién cac thu tuc phan tich.

3.1. Thang do

Thang do Ngudn danh gia (Source) dugc phat trién tir cac bién quan sét trong thang do cua Celeste Farr
(2007) va Yoon & Kim (2016). Thang do chét lugng ctia ddnh gia (Review quality) sir dung thang do gbc
ctia Eagly & Chaiken (1993) két hop véi cac bién trong thang do ciia Jiang & Benbasat (2004) va Xu & cong
su (2013). Thang do d6 6n dinh cua danh gia (Review consitency) duoc téng hop tir thang do cia Wixom
& Todd (2005), Cheung & cong su (2009) va Godes & Silva (2012). Thang do nguoi danh gia (Reviewer)
sir dung thang do ctia Xu (2014) két hop v6i Cheung & Thadani (2012). Thang do d9 tin ciy ctia ddnh gia
true tuyén (Credibility of online review) két hop cac bién quan sat trong thang do ctia Cheung & cong su
(2009) va Zha & cong su (2015). Hinh anh thuong hi¢u (Brand image) va lién tuong thuong hi¢u (Brand
association) duoc phat trién tu thang do ctia Veloutsou & Moutinho (2009) va Plumeyer & cong su (2019).
Truyén miéng truc tuyén st dung thang do két hop cac bién quan sat ciia Arnold & cong su (2005) va Brown
& cong su (2005) va Nguyen (2021).

3.2. Chon méu

V6i mo hinh PLS — SEM s lugng phéan tir mau khao sat 1a gap 10 1an s6 duong dan trong mé hinh ciu
trac trong khi & mé hinh dé xuét, nghién ctru c6 09 dudng din nén quy mé mau tdi thiéu 1a 90 phan tir mau.

4. Két qua nghién ctru

4.1. M6 ti co ciu ciia méu diéu tra

Két qua khao sat dugc kiém soat va lam sach trudc khi dwa vao phan tich. Nhing bang hoi c6 16i tra 1oi
nhu tra 16i thiéu, ldp y, c6 xung dot & nhitng cau hoi mang tinh kiém dinh, s& bi loai dé dam bao két qua
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nghién ctru ¢6 d chinh xac cao nhfit.’ Cubi ciing nghién ctru thu duoc 206 bang l}éi sach du diéu kiél} dé dua
vao thuc hién cac budc phén’ tich tiép the(?. Khi’thl.l'CNhién thu tuc phéan tich thong ké mo ta voi mau duoc
chon, nghién ctru thu dugc két qua phan bo co cau mau nhu sau:

- Gidi tinh: 38% la nam (78 nguoi), 62% la nir (128 nguoi).

-Dbo tudi: 22% trong do tudi dudi 23 (46 ngudi), 43% trong do tudi 23-35 (88 nguoi), va 31% trong do
tudi 36-45 (63 nguoi) va 4% trén 45 tudi (9 nguoi).

- Thoi gian sir dung mang xa hoi: 1% sir dung duéi 1 nam (3 nguoi), 22% tir 1 dén 3 nam (45 nguoi), va
77% trén 3 nam (158 nguoi).

- Mang xa hoi sir dung pho bién nhat: 38% chon facebook (78 nguoi), 29% chon Instagram (59 nguoi),
17% chon tiktok (34 nguoi), 14% chon Youtube (28 nguoi) va 3% chon cac mang xa hdi khac (7 nguoi).

- 100% nhirng ngudi tham gia tra 16i da timg mua 1 san pham nao d6 trén mang xa hoi.

- Lo?i san pham thuong mua nhat trén‘mang xa hoi: : 47% chon quan 4o, d0 thoi trang (97 ngudi), 24%
chon do gia dung (49 nguoi), 17% chon do dién tur (35 nguoi) va 12% chon nhitng mat hang khac (25 nguoi).

- C6 thudng xuyén danh gia san pham ctia cdc doanh nghiép trén mang xa hoi hay khong?: 33% thudng
xuyén danh gia (69 nguoi), 64% thinh thoang danh gia (131 nguoi) va 3% chua bao gio danh gia (6 nguoi).

4.2. Phén tich mé hinh cdu tric tuyén tinh (SEM)

Nghién ctru str dung phan mém Smart PLS fié tién hanh cac kiém dinh va phﬁp tich mé hinh cau t,rﬁc tuyén
tir{h SEM-PLS thong qua 3 budc chinh la kiém dinh m6 hinh do luong va kiém dinh mo hinh cau tric va
kieém dinh boostrapping.

4.2.1. Kiém dinh mé hinh do lwong

M0 hinh do luong duoc kiém dinh thong qua cac chi sé nhu Cronbach Anpha, Corppostite Reliability va
Avarage Variance Extract. Két qua thu duoc tur thu tuc phan tich PLS — Algorithm thé hién ¢ Bang 1.

Bang 1: Két qua kiém dinh d¢ tin cay ciia cic thang do
Ma hoa CA CR AVE

Thang do J <X
(s0 lwgng bién)

1. Ngudn danh gia S (3 bién) 0,842 0,904 0,759
2. Chét lugng danh gia RQ (3 bién) 0,767 0,865 0,682
3. D6 6n dinh cua danh gia RC (3 bién) 0,759 0,861 0,674
4. Nguoi danh gia R (3 bién) 0,792 0,877 0,703
4.0 tin cdy cia danh gia COR (3 bién) 0,738 0,847 0,734
5. Hinh anh thuong hiéu BI (3 bién) 0,709 0,832 0,625
7. Lién tuéng thuong higu BA (3 bién) 0,762 0,832 0,625
8. Truyén miéng truc tuyén E-WOM (4 bién) 0,846 0,897 0,685

Note: CA = Cronbach’s Anpha, AVE = Average variance extracted, CR = composite reliability, bién COR2,
BA3, BII va EWOM3 bi logi.

V6i 8 nhan té dugc dua vao phan tich va 26 bién quan sat, két qua cho thy tat ca cac thang do déu c6 do
tin cay do chi s Cronbach Anpha déu 16n hon 0,7, d9 tin cay tong hop Composite Reliability ciing déu hon
hon 0,7 va phuong sai trich (AVE) déu 16n hon 0,5. Tuy nhién, thu tuc kiém dinh nay ciing dua ra dé xuat
loai 4 bién quan sat la COR2, BA3, BI1 va EWOM3 ra khoi thang do do c6 hé sb tai nhan to (outer loading)
nho hon 0,5. Véi s6 liéu thu dugce, c6 thé khiang dinh cac thang do déu dat duoc d tin cdy va co tinh hoi tu.

Ngoai ra, dé kiém dinh d6 phan biét (Discriminant Validity), nghién ctru tién hanh so sanh moi quan hé
giita cac nhan t (Latent Variable corelations) v&i phuong sai trich AVE. Két qua phén tich cho thiy cin bac
hai AVE ctia m&i nhan t6 déu 16n hé sb lién hé giita nhan t6 6 va cac nhan té khac. Nhu vdy, mau nghién
ctru dam bao do phan biét cua cc nhan t6 do luong (Bang 2).

D¢ kiém dinh hién tugng da cong tuyén giita cdc nhan t6, nghién ciru xem xét chi s6 VIF trong phan
Collinearity Statistic va nhan thdy két qua thu dugc 26/26 bién quan sat co gia tri VIF < 5 v&i gi tri thap
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Bang 2: Kiém dinh gia tri phan biét ciia cAc nhan tb

BI BA COR EWOM R RC RQ S
BI 0.791
BA 0.614 0.823
COR 0.826 0.519 0.857
EWOM 0.8 0.603 0.534 0.828
R 0.466 0.227 0.434 0.232 0.838
RC 0.503 0.348 0.768 0.402 0.292 0.821
RQ 0.647 0.474 0.552 0.537 0.23 0.301 0.826
S 0.716 0.513 0.575 0.647 0.289 0.35 0.764 0.871

nhat 13 1,281 va gia tri cao nhat 1a 2,239. Két qua nham dam bao khong c6 hién twong da cong tuyén giira
céc nhén td dugc dwa vao phan tich trong nghién ciru.

4.2.2. Kiém dinh mé hinh cdu tric (Structural Model)

Pé kiém dinh mo6 hinh cAu trac,trude tién nghién ctru xem xét chi s6 SRMR va nhan th?iy SRMR cuia mo6
hinh 14 0,098< 0,100 (Bang 3). Nhu vdy mé hinh nghién ciru dugc két luan 1a phu hop véi khach thé nghién
cuu 1a nguoi sir dung mang xa hoi tai Viét Nam.

Bang 3: R2, Q2, SMRM

R2 Q2 SMRM
DG tin cdy ciia danh gia tryc tuyén — COR 0.770 0.521
Hinh anh thuong hiéu — BI 0.730 0.450 0.098
Lién tuong thuong hiéu — BA 0.270 0.174
Truyén miéng trén mang xa hoi - EWOM 0.660 0.441

Két qua phén tich cho thay nhan t6 do tin ciy cua danh gia truc tuyén co chi s R2 = 0,740 chi ra ring 4
bién doc lap 1a ngudn danh gia, chat lwong danh gia, do 6n dinh cua danh gia va quan diém cua ngudi doc
danh gia giai thich dugc 74% ¥ nghia ctia do tin cdy cta danh gia truc tuyén. Tai mic ¥ nghia 5% con lai
26% y nghia chua giai thich dugc do con c6 thém yéu té ma mo hinh nghién ctru nay chua xem xét dén.
Trong 4 nhan t§ dugc dua vao phan tich, do 6n dinh cua danh gia co tac dong mang tinh quyét dinh dén do

Hinh 2: M hinh ciu triic tuyén tinh SEM-PLS

S1 BA2
0.871
0.853
0.842
BRAND
ASSOCIATION

R2=0.270

0.179 0.861
E-WORD OF 0 '830
MOUTH 0.8 4

0.690 0.776
R2=0.660

«w

RQZ 0 775 REVIEW QUALITY
RC1 0.602

0.804
RC2 |€0.835

9825 0.165 R2= 0.730
RC3
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tin cdy clia danh gia truc tuyén cho c6 hé s6 p= 0,602, cao hon rat nhiéu so vdi cic nhan té con lai. Nhan t6
chat lugng cua danh gia dang tht 2 véi hé s6 B= 0,220. Hai nhan t6 con lai déu c6 hé¢ so f duong c6 nghia
la 4 nhan t0 trén deu cé tac dong tich cyc dén d9 tin cay ctua danh gia truc tuyén.

Bién su tin cdy ctia danh gia truc tuyén thé hién duoc 27% ¥ nghia cta bién lién tuong thuong hiéu va hé
s0 B ciing duong nén c6 the khang dinh d¢ tin cay cta danh gia truc tuyen cé tac dong deén lién tuong thuong
hiéu ctia doanh nghiép. Bén canh d6 hai bién sy tin cdy ctia danh gia tryc tuyén va lién tudng thuong hi¢u
giai thich dugc dén 73% murc y nghia ctia hinh danh thuong hiéu, cho thay tam quan trong ctia hai nhan to nay
t&1 hinh anh thuong hi€u ciia doanh nghiép trong mat khach hang. Trong hai nhan t6 trén d tin cdy ctia danh
gia c6 tam quan trong hon lién tuong thuong hiéu do cé hé s6 B 16n hon. Lién tudng thuong hi€u va hinh
anh thuong hiéu giai thich dugc 66% miic y nghia ctia thang do truyén miéng truc tuyén cua khach hang.

Ngoai ra két qua phan tich blindfolding dwoc thé hién trong bang 3 cho thiy gia tri Q2 cua tat ca cac bién
phu thudc lan luot 1a 0,521; 0,450; 0,174 va 0,441 déu 16n hon 0.

4.2.3. Kiém dinh Boostrapping

Nham c6 thé thuc hién phép ndi suy két qua nghién ciru ra tong thé tirc 1 tir két qua khao sat voi chi 206
phan tir mAu ra tat ca nguoi dung mang xa hoi tai Viét Nam, nghién ciru sir dung k¥ thuat boostrapping voi
¢& mau lap 1a 5000 quan sat (n=5000).

Két qua wdc lugng tir 5000 quan sat cho thdy trong sd gdc co ¥ nghia voi trong sé trung binh cua
boostrapping vi do nam trong khoang tin cay 95%. Do do6 cé thé két luan, cac udc lugng trong moé hinh la
dang tin cdy va cac gia thuyét nghién ctru dugc dua ra & moé hinh dé xuat dugc chap nhan.

Bang 4: Két qua Bootstrapping mé hinh clu tric

Trong s6 Trong sb Sai s Kiém dinh gia
gbe trung binh chuin P Values thuyét nghién ciru
BI-> EWOM 0.69 0.691 0.047 0.000 Chap nhan
BA ->BI 0.253 0.255 0.049 0.000 Chép nhan
BA->EWOM  0.179 0.179 0.053 0.001 Chap nhén
COR ->BI 0.695 0.693 0.038 0.000 Chip nh4n
COR ->BA 0.519 0.521 0.05 0.000 Chép nhan
R ->COR 0.165 0.167 0.042 0.000 Chap nhan
RC ->COR 0.602 0.599 0.034 0.000 Chap nhan
RQ ->COR 0.22 0.22 0.057 0.000 Chép nhan
S >COR 0.149 0.15 0.061 0.015 Chép nhan

5. Két luan va mjt s6 dé xuit quan tri

Két qua nghién ctru cho thiy co6 4 yéu t6 tac dong dén do tin cdy ctia danh gia truc tuyén, trong do yéu t6
mang tinh quyét dinh 13 d6 6n dinh ctia danh gia c6 nghia I nhirg danh gia do ngudi dung, khach hang dwa
ra phai dam bao tinh nhat quan. Két qua nghién ctru nay twong dong voi phat hién cia

Day la mot goi y nhung ciing 1a thach thire rat 1on cho cic doanh nghiép nhat 1a trén méi trudng mang xa
hoi — noi ma théng tin va cac y kién thuong qua da dang va kho kiém soat. Ngoai ra chat lugng cua danh gia
ciling c6 tac dong khong nho cho thdy nhitng danh gia dugc cho 1a dang tin ciy can c6 dugc ndi dung danh
gia cu thé, xac dang va diy da minh chimng. Hon thé nira, vai trd cua do tin cy cua danh gia truc tuyén co
tac dong truc tiép ti hinh anh thwong hiéu va lién tuong thwong hiéu ciing nhu tic dong gian tiép dén hanh
vi truyén miéng trén mang x4 hoi cia khach hang cang nhin manh tim quan trong cua viéc dat duoc do tin
cdy cho cac danh gia ctia khach hang vé san pham va dich vu ciia doanh nghiép. Xuat phat tir nhitng két luan
trén, nghién ctru c6 mot sé dé xuét danh cho cac doanh nghiép dang thuc hién hoat dong kinh doanh trén
mang xa hoi, cu thé nhu sau:

- Sir dung da nén tang mang xa héi d@é phuc vu hoat déng kinh doanh: Vi sy tham gia ngay cang nhidu
cua cac mang xa hdi madi va dac biét la nhitng mang xa hdi tap trung vao nén tang video, hé tro kha nang
tuong tac cao giita khach hang va doanh nghiép, viéc sir dung va phat trién kénh ban trén da nén tang mang
x4 hoi 1a yéu cau cip bach cua doanh nghiép thay vi chi tap trung vao chay quang cdo trén facbook nhu mot
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vai nam trudc.

- Chu dong tao ra nhitng danh gia co loi cho doanh nghiép.: Seeding trén mang xa hoi khong con 1a mot
pham trii méi va hau hét cac doanh nghiép déu phai str dung chién thuat nay dé tao ra s6 luong 16n va 6n
dinh cac danh gia co loi cho doanh nghiép minh. Tuy nhién, vi¢c lam dung seeding ma bo qua viéc nang cao
chét luwong dich vu mot cac thuc sy va thu hat khach hang danh gia mot cach khach quan lai 1a con dao hai
ludi tao ra phan Gmg nguoc cho nguoi doc nhimng danh gia do.

- Tim kiém va thu hit khdch hang ciia minh chi dong dé lai cdc danh gid trén cdc nén tang mang xd hoi:
Hién nay google da c6 thé tim kiém cac thong tin trén cac mang xa hoi va ban than cic mang x3 hoi ciing
¢6 cong cu tim kiém riéng. Vi vay, viéc khach hang “thuc” dé lai cac y kién, d4nh gia mang lai nhiéu gia tri
tham chiéu cho cac khach hang sau. Didu nay ciing chinh 1 sitc mang cia Amazon so véi nhitng don vi ban
1¢ khac khi ma danh gia ctia khach hang thuong trung thuc va duoc duyét thay vi kiém soat nhu cac website
ban hang khac.

- Nhitng ddnh gid vé san pham, doanh nghiép trén mang xa héi can dwa trén tam 1y va mong muon ciia
ngueoi doc: Bé lam duge diéu nay doanh nghiép can chu trong phén tich tim 1y va nhu cau cta khach hang
dé hiéu dugc ho dang va s& quan tim dén thong tin gi vé doanh nghiép va san phdm cua minh khi doc nhiing
dong danh gia d6. Hinh anh, clip va ca nhiitng bai viét danh gia khach quan cua khach hang sé& c6 nhiéu gia
tri hon nhiing dong seeding v6 cam do cac hé théng ty dong tao ra.
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