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Toém tat:

Du’a trén khung Iy thuyét MOA (Pong co — Co héi — Kha néng), nghién ciru nay kham phd céc
yéu té gom dong co thich thii, dé sir dung va kha nang Internet anh huong dén hanh vi tham
gia dong tao gid tri va sw vién man trong cudc song cia khdach hang khi mua sam triec tuyén
qua ung dung tai Viét Nam. Dir liéu dwoc thu thdp tir 298 nguoi tiéu dung co kinh nghiém mua
sam qua cdc vng dung. Sir dung phirong phdp PLS-SEM phan tich két qua cho thdy ca ba yéu
16 thudc khung MOA déu c6 tac dong tich cuc dén hanh vi tham gia dong tao gid tri. Trong do
sw thich thii la yéu té anh hwéng manh nhdt, tiép theo la tinh dé sit dung va sau ciing la kha
nang Internet. Két qud nghién ciru ciing khang dinh tac dong tich cuwce ciia hanh vi tham gia
dén suw vién man trong cudc song. Nghién civu dong gop vao Iy thuyét hanh vi nguoi tiéu ding
trong boi canh mua sdam trén cdc vng dung ciing nhuw dia ra ham ¥ quan tri cho cdc nha cung
cd'p dich vu.

Tir khéa: M6 hinh MOA, hanh vi tham gia déng tao gia tri, sy vién man trong cudc séng.
Ma JEL: M3.

Factors influencing customer value co-creation behavior and subjective well-being: An
MOA framework approach

Abstract:

Drawing on the MOA (Motivation — opportunity - ability) framework, this study investigates the
impact of enjoyment, perceived ease of use, and Internet capability on customer participation
in value co-creation behavior and subjective well-being in the context of online shopping
through mobile applications in Vietnam. Data were collected from 298 consumers with prior
experience using such applications to evaluate the measurement scales and test the proposed
hypotheses. By employing the Partial Least Squares Structural Equation Modeling approach,
the results reveal that all three MOA dimensions exert a positive effect on value co-creation
participation, with enjoyment emerging as the strongest predictor, followed by perceived
ease of use and Internet capability. Moreover, customer participation behavior is found to
positively affect subjective well-being. These findings contribute to consumer behavior theory
in the mobile shopping context and provide managerial implications for service providers.
Keywords: MOA framework, subjective well-being, value co-creation behavior.

JEL Code: M3.
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1. Pat van dé

Su bung nd cia mua sam truc tuyén qua cac ung dung di dong di va dang 1am thay d6i manh mé& hanh vi
tiéu dung tai cac qudc gia dang phat trién nhu Viét Nam (Statista, 2024). Vi su gia ting nhanh chong cua
nguoi dung dién thoai thong minh thi cac ing dung nhu Grab, Shopee, Tiki, Loship tré thanh mot ph?m cla
cudc séng hang ngay ciia nguoi tidu dung. Mua sdm qua cac ung dung ngay cang phd bién va trg thanh xu
huéng ciia nguoi tré tudi ciing nhu dan van phong hay céac gia dinh tré (VNexpress, 2023). Nghién ciru vé
hanh vi ctia khach hang trén cic g dung nay chi yéu lién quan dén y dinh tham gia, phan hoi, hai long,
tuyén truyén va tai str dung (Atsiz & cong su, 2022; Farah & cong su, 2022; Puram & Gurumurthy, 2023).
Céc hanh vi nay bi chi phdi chu yéu béi cac yéu td nhu sy tién loi, thich thu, tiét kiém thoi gian va twong
tac trén ung dung. Do d0, c6 it nghién ctru phan tich hanh vi tham gia dong tao gia tri. Hanh vi tham gia 1a
mot trong hai thanh phan cta hanh vi dong sang tao gia tri (Yi & Gong, 2013) dam bao khach hang tich cuc
tham gia vao cac mbi quan hé trao d6i, dong vai tro 1a nhitng ngudi dong kién tao gia tri thong qua viée hop
tac va dau tu thoi gian, kién thirc hodc nd lyc ¢ nhan vao qua trinh mua sam. Pong kién tao gi4 tri mang lai
cho khach hang cam giac hanh phuc, trang thai tam ly cua sy vién man (Uslu & Tosun, 2023).

Khung 1y thuyét MOA (Guenzi & Nijssen, 2020) dugc xem 1a mot khung 1y thuyét phu hop dé 1y giai
hanh vi nguoi tiéu dung khi ho chti dong tham gia vao cac qua trinh tuong tac dich vu (Siemsen & cong su,
2008). Theo do, hanh vi xay ra khi nguoi tiéu dung c6 dong co rd rang, dugc tao diéu kién thuan loi tir moi
truong va c6 kha nang can thiét dé thyc hién hanh vi (Saxena & Gautam, 2025). Tuy nhién, viéc ing dung
mo hinh MOA dé 1y giai hanh vi tham gia dong tao gid tri trong linh virc mua sam qua ting dung di dong van
con rat han ché trong cac nghién ctru hién nay (Jain & cong su, 2023). Hon nita, Viét Nam van con thiéu cac
nghién ctru lién quan dén dong co tac dong dén dong sang tao gid tri dudi tac dong cua yéu to moi truong va
ning luc ctia ngudi tham gia. Do d6, nghién ciru nay dé xudt rang ba yéu td quan trong dai dién cho MOA
gdm dong co thich tha, dé st dung, kha nang Internet anh hudng tich cwe dén hanh vi tham gia cta khach
hang trong qua trinh mua sdm trén tmg dung. Bén canh d6, nghién ctru cling xem xét tac dong ctia hanh vi
tham gia dén su vién man trong cudc séng ciia ban than khach hang. Két qua ciia nghién ciru gop phan mo
rong vé mit 1y thuyét tic dong ctia cac yéu to MOA dén hanh vi trong bdi canh mua sim qua g dung ciing
nhu dua ra cc goi y vé mit thyc tién trong viéc thiic ddy sy tham gia tich cuc ctia ngudi tiéu ding trong
qué trinh dong tao gia tri.

2. Tong quan ly thuyét va phat trién gia thuyét

2.1. Hanh vi tham gia dong tao gid tri khi mua sim trén irng dung di djng

Ung dung di dong 1a phﬁn mém dugc phat trién nham véan hanh trén cac thiét bi di dong, hd tro nguoi
dung thyc hién da dang chirc nang nhu giao tiép, mua sdm, giai tri va hoc tap (Stocchi & cong su, 2022). Sy
phat trién ctia img dung di dong trong thuong mai dién tir d3 chuyén doi hanh vi mua sdm giup khach hang
thuc hién cac giao dich moi lic, moi noi. Khai niém déng sang tao gia tri dé cap dén qua trinh doanh nghiép
va khach hang cung hop tac dé tao ra gia tri (Prahalad & Ramaswamy, 2004), nhan manh vai tro chu dong
cua khach hang cung doanh nghiép tham gia vao qua trinh tao ra gia tri (Carvalho & Alves, 2023). Thay vi
chi tiép nhén gia tri mot cach thu dong, ho tré thanh ddi tac tich cuc cung dong gop vao thiét ké, phat trién
va hoan thién san pham hodc dich vu théng qua tuong tic voi doanh nghiép. Dong sang tao gia tri da tro
thanh mot chu dé nghién ctru ndi bat trong linh vuc marketing ké tir sau cong trinh tién phong ctia Prahalad
& Ramaswamy (2004), cing véi sy ra doi ciia Thuyét trong dich vu do Vargo & Lusch (2014) dé xuit. Trong
d6, hanh vi tham gia cua khach hang 1a hanh vi khong thé thiéu va can thiét dé qua trinh dong sang tao gia tri
dién ra hiéu qua (Yi & Gong, 2013). Cu thé hoa cac hanh vi ndy trong vai tro ngudi tiéu ding s& 1a so sanh
gi4, san khuyén mai, doc danh gia dé quyét dinh mua hang; dang nhan xét, hinh anh va phan hoi chat lugng
nham h trg cong dong; trao doi than thién véi nha ban hang; tuan tha chinh sach, cung cap thong tin chinh
xac, phan hoi kip thoi, qua d6 duy tri tinh minh bach va bén viing trong thuong mai dién tr (Roy & cong
su, 2020). Hon nira, ho co thé truyén dat nhu cAu, chia sé hiéu biét dé dich vu duoc cai thién, déng thoi giao
tiép voi ngudi ban, ban bé hay ngudi than. Viée nay giup ho théa man nhu cau gin két, nang cao chit luong
quan hé va gép phén vao sy vién man cd nhan (Xie & cong su, 2020; Busser & Shulga, 2018).
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2.2. Khung Iy thuyét BPong co - Co hpi - Ning lwc (MOA)

Mb hinh MOA (Pgng co — Co hoi — Ning luc) do MacInnis & Jaworski (1989) phat trién, cho rang hanh
vi ¢4 nhan bi chi phdi boi dong co, co hdi va niang lyc. Pay 1a mé hinh tong hop c6 gia tri trong giai thich
hanh vi nguoi ti€u dung, dac biét trong thuong mai dién tir va mang xa hoi (Guenzi & Nijssen, 2020). Piém
manh ctia MOA 1a nhén manh ring dé hanh vi xay ra, ngoai dong co, ca nhan can k¥ ning, kién thic va diéu
kién bdi canh. Khi c6 ca ba yéu td nay thi kha nang hanh dong dat mtc cao nhét (Tong & cong su, 2023),
do d6 MOA duogc ding dé xem xét hanh vi tham gia cing tao gi tri trén ing dung di dong trong nghién
clru nay.

Pong co (M) phan anh trang thai tam 1y kich thich ca nhan thuc hién mot hanh vi cu thé, dong vai tro
then chdt trong viéc 1y giai cach thirc va nguyén nhan dan dén hanh vi ciia con nguoi (Guenzi & Nijssen,
2020). Yéu tb nay bao gém mong mudn, thai do va niém tin cua c4 nhan trong viéc thuc hi€n mot hanh vi
cu thé (Saxena & Gautam, 2025), xuat phat tir bén trong mdi ca nhan lam thic ddy thuc hién hanh vi. Pong
co hudng thu dé cap dén qua trinh mua sim dugc thuc day boi nhu cau tim kiém thich thi, cam giac d&
chiu, dai dién cho nhitng nhu cau bén trong lién quan dén ca tinh va cam xtc ca nhéan (Indrawati & cong
su, 2022). D6 1a nhitng trai nghiém vui vé, thu vi trong qua trinh sir dung tng dung dong vai trd quan trong
trong hinh thanh cam nhén tich cuc cua khach hang. N6 thuong bit ngudn tir giao dién than thién, ndi dung
thong tin san pham va dich vu duoc trinh bay hap dan, cting voi kha ning tuong tac tt ciia tmg dung. Piéu
nay khuyén khich ho duy tri mdi quan hé 1au dai voi nén tang, thuc day hanh vi st dung lap lai va ting cuong
mirc d6 gin két (Gunden & cong su, 2020; Kapoor & Vij, 2018).

Co hoi (O) dé cap dén nhan thirc ctia c4 nhan vé cac yéu to tinh hudng va bdi canh anh hudng dén kha
nang dat dugc két qua hanh vi tich cuc (Siemsen & cdng su, 2008). Nhitng yéu td nay s€ tao diéu kién thuan
loi hay han ché hanh vi cta ngudi tiéu ding (Saxena & Gautam, 2025). Trong thuong mai dién tir qua Gmg
dung di dong, su d& dang thao tac trén tmg dung duoc hiéu 1a mirc d6 khach hang cam thay viéc sir dung cac
chtrc nang don gian, thuan tién va it ton cong sirc, nhan manh rang hé thong cang dé dung thi nguoi ding
cang c¢6 xu huéng tham gia nhidu hon (Venkatesh & Davis, 2000). N6 gitip giam rao can k§ thut, ting tinh
tién loi qua giao dién truc quan, bo loc tim kiém thong minh, phwong thirc thanh toan da dang, theo doi don
hang kip thoi va ho tro khach hang tich hop. Nho do, tao diéu kién thuan loi, khuyén khich khéach hang tich
cuc phan hoi, chia sé thong tin, dong gop sang kién.

Ning Iyc (A) phan anh mirc 6 ma ca nhan s& hiru cac ngudn lyc can thiét dé dat dugc két qua nhu ky
vong (Tong & cong su, 2023). Kha nang da duogc khai niém hoa la ky nang hodc su thanh thao cia nguoi
tiéu ding (Gruen & cong su, 2006). D6 c6 thé 13 k¥ nang, kién thirc va ngudn luc ma ngudi tiéu dung so hitu
thiic day ho thyc hién hanh vi. Trong truong hop nay 14 kha nang sir dung Internet ctia khach hang anh huong
dén viéc mua sam trén tmg dung dong vai tro hd tro viéc tham gia dong tao gia tri trén cac ing dung di dong.

2.3. Hanh vi tham gia ciing tgo gid tri trén nén ting iing dung di dpng

Khach hang c¢6 xu huéng mua sdm nhiéu hon trén (g dung di dong khi ho ¢6 trai nghiém vui vé va hing
thé trong qua trinh str dung dich vu. Su thich thi vé6i giao dién, ndi dung thong tin hap dan, kha ning twong
tac tot gop phan tao ra trai nghiém tich cuc va khuyén khich hanh vi str dung lap lai (Gunden & cong su,
2020; Kapoor & Vij, 2018). Do d6, ngudi tiéu dung co6 thé thuc hién hanh vi mua sim truc tuyén khong chi
vi muc dich chirc ndng ma con vi sy thich tha. Vi vay:

HI: Péng co thich thi tac dong tich cwe dén hanh vi tham gia dong tao gid tri ciia khdch hang khi mua
sam trén cdc g dung di dong.

D& sir dung duoc hiéu 1a mirc d6 don gian khi sir dung mot hé théng cong nghé thong tin va thuong duoc
do luong thong qua mirc d nd lyc vé mat tinh than va thé chat ma ngudi ding phai bo ra khi tuong tac véi
hé thong (Venkatesh & Davis, 2000). Nhiéu nghién ctru dé chi ra ring cam nhan vé dé sir dung anh hudng
dén hanh vi str dung tmg dung di dong (Huang & cong sy, 2019; Kang & Namkung, 2019; Belarmino &
cong su, 2021). N6 dong vai tro quan trong thiic day thuc hién giao dich. Panh gia ctia nguoi tiéu ding vé
mirc d6 dé sir dung websites ctia nha cung cap dich vu thuong mai dién tir cling anh huong dang ké dén y
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dinh hanh vi str dung (Gefen & Straub, 2004). Vi vay:

H2: Dé sir dung tic dong tich cuc dén hanh vi tham gia ciia khdch hang khi mua sam trén cdc vmg dung
di dong.

Dich vu giao thuc an tryc tuyén st dung trén nén tang Internet nén can kha nang st dung thuan thuc
Internet cua cac thanh vién tham gia nén tang (Gruen & cong su, 2006). Ning luc nay duoc goi 1a muc do
san sang voi cong nghé thé hién mirc d6 ma khach hang sn sang ap dung va sir dung cong nghé méi dé dat
duoc cac muc tiéu cu thé (Roy & cong sy, 2023). Nguoi tiéu dung st dung di¢n thoai thong minh dé dat thirc
an nén kha nang st dung dién thoai s€ hd tro tich cuc cho viéc dat hang. N¢ gitp giao tiép thuén tién hon voi
cac nha ban hang va la nhan td quan trong anh huong dén viéc sir dung dich vu (Mohlman, 2015). Vi vay:

H3: Kha néng sir dung Internet anh hwong tich cuee dén hanh vi tham gia cia khdach hang khi mua sdm
trén cac ung dung di dong.

2.4. Téc dpng ciia hanh vi tham gia dén sw vién mén trong cuc song

Su vién man (Subjective well-being) phan anh mirc d ma mot ca nhan cam nhan tong quét va danh gia
cudc séng cua ho dang dién ra tot dep (Diener & cdng su, 2018; Diener, 2000; Mai Thi M§ Quyén & cong
su, 2022). Khai niém nay gitt mot vai tro dac biét trong linh vyc tdm 1y hoc nhan cach. Cac nha nghién cuu
vé sy vién man thudng phan biét giita mit nhan thirc va cam xac trong ciu trac cia hanh phuc (Shulga &
Busser, 2021). Thanh phan nhén thtrc phan 4nh danh gi4 1y tri cia c4 nhan vé& mirc d6 hai long véi cude séng
dwa trén tiéu chi riéng. Trong khi d6, thanh phan cam xuc lién quan dén nhiing trai nghiém tich cuc hoic tiéu
cuc trong doi sdng hang ngay. Vi vy, su vién man 1a su tong hop cia hai khia canh nhédn thirc va cam xtc
trong danh gia chit luong cudc sdng cia mot nguoi (Cui & cong su, 2024; Lucas & Diener, 2009).

Viéc mang lai gié tri c6 ¥ nghia quan trong trong viéc giup khach hang cam thiy vién man hon théng qua
thoa mén cac nhu cau tam 1y (Ryan & Deci, 2000). Qua trinh dong sang tao dién ra théng qua sy tham gia
cht dong cua cac chu thé, tir d6 gitp c4 nhan cam nhan rd hon vé hiéu qué ca nhan cling nhu méi lién két xa
hoi, gop phan tao nén sy thoa man vé mat tdm ly. Hanh vi tham gia dugc xac dinh 1a ¢6 anh hudng tich cuc
dén su vién man trong cudc song (Junaid & cong sy, 2020; Uslu & Tosun, 2023). Vi vay:

H4: Khdch hang tham gia cing tao gid tri khi mua sdm qua vmg dung di dong gép phan tich cuec vao cam
gidc vién mdn trong cudc song.

Hinh 1. M6 hinh nghién ctru dé xuét

Bong co
thich tha
(M)

Chia sé
théng tin

Tim kiém
théng tin

Hanh vi co

Dé str dung
(0)

Hanh vi tham gia
dbdng tao gia tri

Twong tac
ca nhan

Kha nang st dung
internet (A)

Ghi chii: Hanh vi tham gia dong tao gid tri la thang do béc 2 dang két qua-két qua.
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3. Phwong phap nghién ctru

3.1. Thang do nghién ciru

Cac thang do duoc sir dung trong nghién ctru nay dugc diéu chinh tir cic nghién ctru trude d6. Cu thé,
thang do dong co thich thii dwgc ké thira tir nghién ctru ciia Heijden (2004); D& sir dung ké thira tir Venkatesh
& Davis (2020); thang do Kha nang Internet ciia nguodi dung cua tac gia Mohlman (2015); Hanh vi tham gia
ctia khach hang dugc xay dung dya trén nghién ctru cia Yi & Gong (2013) 13 bién bac hai gdm céc thanh
phan Tim kiém thong tin, Chia sé thong tin, Tuong tac ca nhan va Hanh vi c6 trach nhiém. Thang do vé sy
vién méan dugc sir dung tir nghién ctru ctia Kim & cong sy (2015). Phy luc 1 trinh bay chi tiét cac bién quan
sat cho ting cdu tric. Tat ca cac bién quan sat trong nghién ctiru déu dugc danh gia bang thang do Likert 7
diém danh gid mirc d6 dong y tang dan tir “hoan toan khong dong y” dén “hoan toan dong ¥ nham phan anh
mirc 46 dong thuan cua nguoi tham gia ddi voi ting phat bidu.

3.2. Thu thap dir liéu

Khao sat duge thiét ké hudng dén nhitng c4 nhan timg sir mua sim qua cac ting dung, cu thé 13 nhiing
ngudi trong do tudi tir 18 dén 45 hodc 12 phu huynh c¢6 con nho (Q&Me, 2022). Nghién ctru sir dung cach
chon miu thuan tién phi xac suat véi cac ddi twong chu yéu song tai thanh phd HO Chi Minh va Ha Noi.
Nghién ctru thir nghiém duoc tién hanh véi 30 khach hang tré tudi nhim danh gia mic do 16 rang va do
tin cdy ctia bang hoi. Dit liéu duoc thu thap trong khoang thoi gian tir thang 7 dén thang 9 nim 2024 thong
qua bang cau hoi cu tric duogc phat dudi dang ban gidy va chia sé truc tuyén qua cac nhom cong dong trén
Facebook.

Téng cong co6 298 bang tra 1061 hop 1€ duoc gitr lai tir 311 quan sat ban dau. Sb lugong mau thu dugc vuot
ngudng tdi thiéu 1a 62 theo tinh toan b'flng ph?m mém G*Power 3.1. Cu thé, phép tinh dugc thuc hién dya
vao mirc anh huong trung binh (f2 = 0,15), mic ¥ nghia 10%, d6 manh thong ké 80%, 3 bién ngoai sinh va
20 chi bao quan sat. Quan sat gom nguoi tiéu ding thanh phd H6 Chi Minh (chiém 72,5%), tiép theo 1a Ha
Noi (20,8%) va céc tinh thanh khac (6,7%). V& do tudi, 44,6% ngudi tham tir 18 dén 25; 31,5% thudc nhoém
tudi 26 dén 35 va 23,8% trong khoang 36 dén 45 tudi. Phan bd nay phan anh thyc té rang ngudi sir dung céc
g dung di dong chi yéu 1a nhém ngudi tré, quen thude voi cong nghé. 40,3% nguoi tham gia cho biét ho
dang dgc than, 4,7% da lap gia dinh nhung chua c6 con, trong khi 44,0% c6 con nho va 11,1% cé con da
trén 18 tudi. Sy phan bd nay cho thdy mirc d6 da dang ctia mau khao sat ddng thoi nhan manh ty 1é cao cua
cac gia dinh tré - nhém khach hang thuong dat hang.

4. Két qua nghién ciru

Nghién ctru niy str dung phwong phéap PLS-SEM do kha ning phan tich nguyén nhan — dy doan ndi bat
hon so véi mé hinh phuong trinh ciu trac dua trén hiép phuong sai (Sarstedt & cong sy, 2019), dong thoi
phu hop trong viéc danh gia cac mé hinh phirc tap ¢6 chira cac cu triic bac cao. Phin mém SmartPLS phién
ban 4.1.0.8 da dugc su dung dé thyc hién danh gia mo hinh nghién ciru.

4.1. Danh gia mé hinh do lwong

Dong co thich thu, dé sir dung, kha nang Internet va sy vién man trong cudce séng déu 1a cau tric bac mot,
riéng hanh vi tham gia ddng tao gia trj 1a bac hai dugc do luong théng qua bdn thanh phan bic mot gdm tim
kiém thong tin, chia sé thong tin, twong tac ¢4 nhan va hanh vi chiu trach nhiém (Yi & Gong, 2013). Trong
nghién ctru nay, viéc danh gia mé hinh do luong ciia ca cac cau triic bac thip va bac cao theo hai giai doan
tach roi bién (Sarstedt & cong su, 2019). Giai doan 1 cho théy can loai bé mot muc hoi trong thang do vién
man. Sau khi loai bo, cac chi s6 SRMR = 0,065 (< 0,08); NFI = 0,853 gan dat 0,9 nén mé hinh 1a phu hop.
Két qua cho thay tat ca hé s tai ctia cac chi bao cap mot va cap hai déu nam trong khoang tir 0,723 dén 0,948
(phu luc 1), vurot ngudng d& xuat 1a 0,50 (Sarstedt & cong sy, 2019). Do d6, khong c¢é chi bao nao bi loai
bo. Céc tiéu chi vé do tin cay dugc dam bao, vadi gia tri Cronbach’s alpha dao dong tir 0,812 dén 0,955 va do
tin cdy tong hop tir 0,876 dén 0,967, déu vuot qua ngudng tdi thiéu 1a 0,70 cho thdy mirc d6 nhit quan noi
tai cao. Bén canh do, do gia tri hoi tu cling dugc xac nhan khi cac gia tri phuong sai trich trung binh (AVE)
clia ca ciu tric bac thép va bac cao déu nim trong khoang tur 0,607 dén 0,881, cao hon ngudng chép nhan
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la 0,50 (Hair & cong su, 2019).

Gi4 tri phan biét duoc kiém tra thong qua tiéu chi Fornell-Larcker va HTMT. Bang 1 cho thiy cac bién
tiém 4n bac 1 va bac 2 déu dat gia tri phan biét (Larcker & Fornell, 2016). Bf”)ng thoi, tit ca cac chi bao déu
6 hé tai sb cao hon trén ciu tric cuia chinh nd so véi bat ky cau trac nao khac (Chin & Ting, 2020). Bén
canh d6, gia tri HTMT cua tat ca cac cAu triic déu nho hon 0,85, do d6 tiéu chi phan biét duge dam bao.

Bang 1. Panh gia gia tri phan biét theo Fornell — Larcker va HTMT

Giai doan 1
Céu trac bac 1 1 2 3 4 5 6 7 8
Dong co thich thu 0,899
Tuong tac ca nhan 0,779 0,939
Trach nhiém 0,771 0,856 0,881
Tim kiém thong tin 0,642 0,609 0,615 0,919
Chia sé thong tin 0,646 0,677 0,731 0,778 0,799
Su vién méan 0,669 0,783 0,749 0,543 0,570 0,931
D& sir dung 0,793 0,723 0,692 0452 0518 0,631 0,919

Kha nédng st dung Internet 0,671 0,663 0,617 0,382 0436 0,552 0,641 0,921
Giai doan 2

Cau tric 1 2 3 4 5
Hanh vi tham gia 0,846

Dé sir dung 0,659 0,919

Pong co thich thu 0,755 0,793 0,899

Kha nang stir dung Internet 0,579 0,641 0,670 0,921

Su vién méin 0,714 0,630 0,669 0,552 0,931

Tat ca hé sb tai nhan t6 cua cac cau trac dugc kiém tra déu vuot ngudng khuyén nghi 0,50 (Hair & cong
su, 2019), xac nhan d0 tin cdy cua tung chi bao. DJ tin cay téng hop cua cac cAu trac (CR) dao dong tur 0,876
dén 0,967, vuot mirc tdi thiéu chép nhan 1a 0,70, cho théy cac thang do c6 d¢ tin cdy cAu trac cao (phu luc
2). Pong thoi, gia tri hoi tu ciing duge dam bao khi tat ca cac gia tri AVE déu 16n hon 0,50 cho thiy cac ciu
truc chia sé di mic phuong sai voi cac chi bao tuong tng (Hair & cong sy, 2019).

4.2. Kiém dinh gid thuyét

Trong nghién ctru nay, cac gia tri R? cia hanh vi tham gia va sy vién man trong cudc song lan luot 1a
56,8% va 51% cho thdy mé hinh ¢ ning lyc giai thich cao (Hair & cong su, 2019). Cac gié tri hé s6 phong
dai phuong sai (VIF) trong mé hinh ni tai déu ndm trong khoang tir 1,744 dén 4,286 thip hon ngudng cho
phép l1a 5, cho théy murc do cong tuyén gifra cac cAu trac 1a chép nhén dugc. Do d6, ¢ thé két luan rﬁng cac
mdi trong quan quan sat dugc giita cac bién 1a trung binh va khong gay ra rai ro vé da cong tuyén (Hair &
cong su, 2019).

Két qua phan tich duong dan dugc thé hién tai Bang 2 cung cép bang ching thuc nghiém cho céc gia
thuyét da dugc dé ra (Hair & cong su, 2019). Nhu ky vong, ca ba yéu t 1a dong co thich thu, dé str dung va
kha ning Internet ctia khach hang déu c6 anh hudng tich cuc dén hanh vi tham gia (Gruen & cong sy, 2006;
Saxena & Gautam, 2025). Trong d6, dong co thich thu cé tac dong manh nhat (2= 0,266), ké dén 1a 4@ su
dung (2 = 0,014) va sau cung 13 kha ning Internet (f2 = 0,014). Hanh vi tham gia c6 anh huéng rat 16n dén
su vién man (2= 0,953) (Junaid & cong sy, 2020; Uslu & Tosun, 2023).

Bang 2. Kiém dinh gia thuyét

Gia thuyét B t-value
H1: ENJO > CPB 0,580 * 9,502
H2: EASY->CPB 0,130 * 2,056
H3: INTE->CPB 0,107 ** 1,807
H4: CPB-> SWB 0,714 * 20,975

Ghi chii: * p<0,005; ** p<0,005.
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5. Thao luin va ham y quan tri

Nghién ctru ndy xac nhan tinh phu hop cua khung 1y thuyét MOA trong viéc 1y giai hanh vi tham gia dong
tao gia tri va sy vién man trong cudc séng cua khach hang khi mua sam trén cac ung dung di dong tai Viét
Nam. Két qua phan tich cho thiy ca ba yéu té 1a dong co thich thi, d& st dung cua tmg dung va kha ning
Internet ciia khach hang déu c6 anh huong tich cuc dén hanh vi tham gia phii hop véi gia thuyét dit ra. Hon
nira, hanh vi tham gia ciing tac dong tich cyc dén sy vién man trong cudc sdng nhu gia thuyét ban dau.

Viéc tich cuc tham gia vao cac hoat dong ddng tao gia tri nay gitip khach hang chia sé va tim kiém thong
tin tich cuc hon. Dong thoi, ho cling twong tac v6i nhitng ngudi tham gia mot cach than thién va cé trach
nhiém khi cung cp thong tin tao nén sy hai 1ong va trai nghiém tét dep tir d6 gop phén cai thién mire d6 vién
maén trong cudc song. Nghién ciru khang dinh vai tro cia cac yéu td MOA khi thuc ddy khach hang tham gia
tich cuc thong qua viéc xem xét dong co thich tha khi, dé sir dung va kha nang sir dung Internet. Két qua
phan tich cho théy khi khach hang tham gia tich cuc vao cac hanh vi déng sang tao gid tri s€ dem lai sy vién
min trong cudc song cho ban than.

D6i v6i cac cac nén tang thuong mai dién tir, nghién ctru ndy mang lai mot s6 ham y quan 1y thiét thyc.
Trude hét, viée t6i wu hoa giao dién nguoi dung theo hudng don gian, truc quan va dé thao tac 1a diéu kién
tién quyét dé thiic ddy hanh vi tham gia ctia khach hang. Thir hai va dic biét quan trong la cac hoat dong
marketing nén tip trung vao viéc gia ting yéu t6 thich thi trong trai nghiém st dung dich vu. Piéu nay c6
thé dugc thuc hién thong qua cac chuwong trinh tich diém dbi thuong, tro choi twong tac hodc cac goi v ca
nhan héa dya trén lich sir dat hang, sd thich ca nhan tao ra cam giac mdi me, hép dan. Tur d6, khoi goi dong
co thich tha sir dung dich vu thudng xuyén hon. Tht ba, cac nén tang nén dau tu vao viéc xay dung hé théng
phan hoi va tuong tic nhanh chong véi khach hang vi no khong chi gitip cai thién chat luong dich vu ma
con tao diéu kién dé khach hang cam nhan rd hon vé vai tro va su dong gbp cua ho trong toan bd quy trinh
dich vu. Cubi cuing, khi khach hang dugc tham gia va ling nghe, ho s& gian két hon v4i nén tang, cam thay
hai long va thoai mai. Nhing yéu té tAm 1y tich cyc nay dan tich liiy va gop phan vao cam nhan hanh phuc
chung trong doi sdng hang ngay. Viéc chon miu phi xac suat thuan tién tai thanh phé Ho Chi Minh va Ha
N6i 1am han ché kha niang khai quét hoa tac dong cta hanh vi dong sang tao ctia nguoi tiéu ding Viét Nam.
Do d6, cac nghién ctru tiép theo c6 thé chon mau theo cac phuwong phap da dang hon vé6i nhiéu linh vuc va
khu vuc s& gitip mé rong hiéu biét sdu sic hon vé su tham gia ctia khach hang vao viéc clng tao ra gia tri.

Phu luc 1. Két qua do lwdng cac chi bao

Do luomg ciu tric va chi bao Hésotii  AVE CR Cronbach alpha

Déng co thich thii (ENJO) 0,808 0,955 0,941
T6i thiy thich thi khi st dung 0,873

T6i thay tha vi khi sir dung 0,920

T6i thdy vui khi sir dung 0,915

T6i thdy hap dan khi sir dung 0,909

T6i thiy vira ¥ khi str dung 0,876

Dé sir dung (EASY) 0,845 0,942 0,909
T6i thdy tmg dung d& sir dung 0,923

T6i thdy dé dang thao tac trén ing dung 0,927

Ung dung c¢6 hudng dan rd rang va dé hiéu khi tuong 0,908

tac

Khad nang s dung Internet (INTE) 0,849 0,944 0,911

Toi1 th?nh thao truy cép va st dung dién Internet dé 0,931
tim kiém, lya chon, dat hang

T61 thanh thao sir dung cac tinh néng cua ing dung 0,924
Toi ty tin xr ly su c§ mang khi dat hang ) 0,909
Hanh vi tham gia dong tao gia tri (CPB) khi mua sam 0,881 0,967 0,955

trén ung dung, ...
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Twong tac cd nhdn 0,881 0,967 0,955

...to1 than thién vd&i nguoi ban 0,938
...t0i an cAn voi ngudi ban hang 0,948
...to1 lich sy v&i nguoi ban hang 0,942
...t61 nha nhan v4i nguoi ban hang 0,925
Hanh vi trach nhi¢m 0,777 0,933 0,903
101 da thyc hién tat ca cac budc can thiét ¢ datmon 0,892
an
..to1 dd hoan thanh diy du cac budc can thiét khi dat 0,920
thirc an
...t01 da hoan thanh trach nhiém véi nguoi ban hang 0,912
...t0i d3 1am theo yéu ciu cta ngudi ban hang 0,796
Tim kiém thong tin 0,845 0,942 0,908

..t01 da hoi nhing ngudi khac dé biét thong tin do 0,909
ung dung cung cap

..t01 d3 tim kiém thong tin vé vi tri ctia cira hang 0,913
.01 di chu y dén cach ngudi khac Gng xir khi st 0,936
dung ung dung
Chia sé thong tin 0,639 0,876 0,812

...to1 dd giai thich rd rang nhimng gi t6i mudn véi 0,722
nguoi ban hang

..t01 cung cép thong tin day du cho nguoi ban hang 0,788

..t61 da cung cap thong tin can thiét dé nguoi ban 0,850
hang c6 thé cung cap dich vu

..t01 da tra 1o tat ca cac cau hoi lién quan dén dich 0,831

vu

Sw vién man (SWB) 0,953 0,935 0,927
Nhin chung, t6i cam thay hanh phuc khi st dung tmng 0,938

dung

T6i cam thdy t6t hon ca Vé thé chat va tinh than 0,942

Mac du c6 nhimg thang tram nhung néi chung toi cam 0,922
thdy hai 10ng vé cudc sdng ciia minh

Phu luc 2. Panh gia do tin cay va gia tri hfi tu

Giai doan 1 Factor loading Cronbach's CR AVE
alpha

1 DBong co thich thu 0,873/ 0,920/ 0,915/ 0,909/ 0,955 0,808
0,876 0,941

2 Désir dung 0,923/0,927/ 0,908 0,909 0,942 0,845

3 Khé nang sir dung Internet 0,931 /0,924/ 0,909 0,911 0,944 0,849

4 Hanh vi Tuong tac ca nhan 0,938/ 0,948/ 0,942/0,925 0,955 0,967 0,881

tham gia Trach nhiém 0,892/0,920/0,912/0,796 0,903 0,933 0,777

dong tao Tim kiém thong tin 0,909/ 0,913/ 0,936 0,908 0,942 0,845

gia tri Chia sé thong tin 0,722/ 0,788/ 0,850/0,831 0,812 0,876 0,639

5 Su vién man 0,938/0,942/0,922 0,927 0,935 0,953

Giai doan 2
1 Hanh vi tham gia dong tao gié tri 0,868 0,909 0,716
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