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Tom tat

Bai nghién cvu phan tich va danh gia cac yeu 16 anh hwéng t6i hanh vi mua sam hop kénh Om-
nichannel trén dia ban thanh phé Ha Noi bang phuong phap sir dung mé hinh cdu triic tuyen tinh
(SEM) trén phan mém SPSS 20 va AMOS 20. Véi két qua khao sat 433 khach hang, da xac dinh
dwoc 5 nhdn to anh huong va mirc do tac dong cua tu"ng nhdn t6 dén y dinh sir dung mo hinh Om-
nichannel. Két qua nghién ciru cho thay moi quan hé co y nghla giita cac nhan to gom cam nhan
sw hitu ich, cam nhén sw twong thich, cam nhdn chi phi va cam nhdn rui ro doi véi y dinh sir dung
mo hinh Omnichannel. Tir d6, bai viét dea ra nhiing khuyen nghi cho viéc ap dung mo hinh mua
sam hop kénh ciia cac doanh nghlep ban lé Viét Nam tir goc do khach hang

Twr khoa: Omnichannel, hanh vi nguoi tiéu dung, cdm nhéan sy hitu ich, cdm nhan sy tuong thich,
cam nhan rui ro, ban 1¢é.

Ma JEL: M31

The factors influencing consumers’ omnichannel shopping behavior in Hanoi

Abstract

This research constructs and tests the structural equation model (SEM) to assess determinants
influencing consumers’ Omnichannel shopping behaviour in Hanoi by employing SPSS 20 and
AMOS 20. An investigation into the survey result of 433 customers identified five factors and the
degree of impact of each factor on the Omnichannel shopping intention. The findings highlight the
significance of perceived usefulness, perceived compatibility, perceived cost and perceived risk
on the intention towards Omnichannel shopping. The study also provides some recommendations
for Vietnamese retailers about developing a successful omni-channel strategy from a customer
point of view.

Keywords: Omnichannel; consumer behavior, perceived usefulness; perceived compatibility;
perceived risk; retailing.

JEL code: M31
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1. Giéi thiéu

Dudi tac dong clia cach mang cong nghiép 4.0, mo hinh ban 1¢ da thay doi dang ké tir hinh thirc don
kénh (Monochannel) sang da kénh (Multichannel) va gan day nhat 1a mé hinh hop kénh (Omnichannel)
(Christensen & Raynor, 2003). Bén canh do, su phat trién ciia cong nghé ciing tac dong khong nho dén thoi
quen mua hang cua ngudi tiéu dung khi hanh vi mua sim dich chuyén theo hudng tdi thiéu hoa viéc mua
sam tai diém ban hang truyén thong va ting tan suét giao dich truc tuyén. Theo d6, dé dap ung xu hudéng
tiéu ding méi, cac nha ban 1¢ da va dang dau tu vao cac cong nghé k¥ thuat s phu hop ciing nhu dp dung
chinh sach ban hang hop kénh phuc vu ca nhu cdu mua sim online va offline (Brynjolfson & cong sy, 2013).

Céc nghién ctru vé Omnichannel thuong dugc tiép can tir goc do nha ban 18, chéng han nhu cac hoat dong
tich hop kénh ctia nha ban 1é (Zhang & cong sy, 2018) hay quan ly chudi cung ung hop kénh (Liu & cong
sw, 2020). Tir goc d6 ngudi tiéu ding, mot s6 nghién ctru tip trung vao cac hanh vi caa khach hang nhu trai
nghiém khach hang Omnichannel (Kazancoglu & Aydin, 2018) va y dinh mua sim Omnichannel (Shi &
cong sur, 2020). Cu thé hon, cac nghién ctru trude ddy da chi ra mot s6 nhan t6 quan trong dnh hudong dén dén
y dinh st dung mo hinh Omnichannel nhu: Su hitu ich (Wu & Wang, 2005; Baker-Eveleth & Stone, 2015),
Su tuong thich (Aljabri & Sohail, 2012; Amaro & Duarte, 2015), Chi phi (Blake & cdng su, 2005; Grewal
& Levy, 2004), Rui ro (Chang & Chen, 2008; Kim & Lennon, 2013), Théi quen (Gefen & cong su, 2003;
Aarts & cong sy, 1998); Y dinh mua sam (Ajzen & Fisbbein, 1974; Davis & Bagozzi, 1989). Tuy nhién, cac
cong trinh thuong chi tap trung vao mot dén hai nhan t6 anh hudng theo mé hinh 1y thuyét chap nhan cong
nghé (TAM) hodc mé hinh Ly thuyét v& hanh vi c6 ké hoach (TPB). Vi vdy, cac nghién citu trude dy chua
danh gia toan dién cac nhan té anh huong dén y dinh va hanh vi str dung so v6i mé hinh Ly thuyét thong nhat
vé chap nhén va sir dung cong nghé mo rong (UTAUT2). Do d6, bai nghién ctru dva trén phan mé rong bo
sung ctia md hinh (UTAUT2) (Venkatesh & cong su, 2012) dé kiém dinh cac nhan t6 anh huong dén y dinh
mua sim hop kénh cua nguoi tiéu ding. Lua chon mé hinh nay 1a do ddy duoc coi 1a md hinh két hop cua
cac md hinh trudc d6 nghién ctru sy chap nhan cua nguoi sir dung cong nghé. Do d6, viée tong hop, danh
gi4, so sanh dong thoi nhiu yéu t6 s& nang cao tinh toan dién, bao quat cuia nghién ciru.

Nghién ctru khong chi mang lai cho cac nha quan tri nhirng hiéu biét chuyén sau vé cac yéu té thac diy ¥
dinh mua sim hop kénh ctia khach hang ma con bd sung thong tin cho ho bang cach diéu tra mdi twong quan
giita cac bién sb da dé cap va xac thuc khung 1y thuyét ¢ Viét Nam tir goc do hoc thuat, qua d6 ky vong s&
mang lai nhitng dong gop ca vé mat khoa hoc va thuc tién, hd trg cic nha quan Iy ban 1¢ trong dé xut cac
giai phap quan Iy kénh ban 1¢ hi¢u qua.

2. Co s& 1y thuyét va mé hinh nghién ctru

2.1. M6 hinh Omnichannel

Khai niém Omnichannel méi xuit hién trong thoi gian gan ddy va c6 mot sb cach hiéu vé hién tuong
nay. Lazaris & Vrechopoulos (2014) dinh nghia Omnichannel theo cach phan tich ngit nghia cua tu, theo
d60mnichannel c6 nghia 1a “tt ca cac kénh véi nhau”. Dudi goc nhin kinh té hoc, Rigby (2011) va Melero
& cong su (2016) da phat biéu ring Omnichannel nhu mot phuong thirc ban hang tich hop cac loi thé cua
clra hang truc tuyén véi nhing tién lgi ma mua ban truc tuyén mang lai. Trong khi d6, Brynjolfson & cong
su (2013) cho rang mé hinh hop kénh mot dinh huéng cung cip mot trai nghiém lién mach, thong nhét cho
tat ca khach hang gitra tt ca cac kénh. Nhitng nghién ctru trén cho thay cach tiép can khai niém bdn Ié hop
kénh Omnichannel hoan thién, ddy du va nhit quan hon.

Dua trén céc dinh nghia vé Omnichannel true day, khai niém nay trong bai nghién ctru dugc hiéu 1a mo
hinh ban hang cho phép ngudi tiéu dung str dung dong thoi cac kénh mua hang va dia diém 1iy hang khac
nhau dé tan hudng trai nghiém mua sdm hop kénh lién mach théng qua qua trinh tim kiém ciing nhu dua
ra quyét dinh. Pé ing dung mo hinh Omnichannel vao ban hang thi cac san pham ciia doanh nghiép phai
dugc dong bo trén cac kénh ban hang va hoat dong tron tru trén mot hé thong quan 1y. Pong thoi, cac doanh
nghiép can c6 sy dau tu ki ludng vé chién luoc, cong nghé thong tin nghién ctru tam 1y, hanh vi caa khach
hang khi tham gia mua sdm hop kénh.

2.2. Hanh vi mua sim Omnichannel ciia ngwoi tiéu diing

M6 hinh ban 1¢ hop kénh Omnichannel gitp khach hang trai nghiém két hop truc tuyén va ngoai tuyén
trong sudt qua trinh mua sim, mang lai sy lién mach va trai nghiém mua sam thong nhat trén cac kénh cho
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khach hang. Quy trinh khach hang ra quyét dinh mua hang qua mé hinh hop kénh Omnichannel don gian
hon so véi khach hang thong thuong do mdi giai doan déu c¢6 sy gop mit cua cong nghé sé va déu co sy
tuong tac gilra nha ban 1¢ va khach hang.

Nhiéu nghién ctru da chi ra rang ngudi tidu ding hop kénh 1a mot hién tuong toan cau dang phat trién
(Schlager & Maas, 2013). Khach hang mong doi mot dich vu hodc trai nghiém nhét quan, dong nhét va tich
hop, bat ké ho sir dung kénh nao; ho san sang di chuyén lién tuc giita cac kénh - cira hang truyén thong, truc
tuyén va di dong - tuy thudc vao s¢ thich, tinh hinh hién tai, thoi gian trong ngay hodc danh muc san phém
(Cook, 2014; Piotrowicz & Cuthbertson, 2014). Nhitng ngudi mua sim theo md hinh Omnichannel mudn
su dung thiét bi cua riéng ho dé thue hién tim kiém, so sanh san phélm, yéu cau tu van hodc tim kiém céc
Iya chon thay thé ré hon trong hanh trinh mua sdm cta ho dé tan dung céc lgi ich ma mdi kénh mang lai.

2.3. Xdy dung gid thuyét nghién cvru

Khung nghién ctru cta chung t61 dua trén mo hinh UTAUT2 (Venkatesh & cong su, 2012) - day duoc
coi 1a mé hinh tbi wu va phd bién nhat dé phan tich sy chip nhan cong nghé khi tich hop thém cac yéu t6
dong luc thu huong, gid tri gia ca va thoi quen va loai bo yéu tb tu nguyén sir dung trong mé hinh UTAUT
ban dau. Pay déu 1a nhirng nhén t6 then chdt anh huong dén hanh vi mua sim cua nguoi tiéu ding ma cac
mo hinh trude day nhu TAM, TPB hay UTAUT gdc chua thé 1y giai, dac biét trong boi canh mua sam hop
kénh va phat trién cong nghé sb.

Trong md hinh UTAUT2 bao gom 4 khai niém cia UTAUT d6 1a nd lyc mong doi, anh hudng x4 hoi, hiéu
qua mong doi, diéu kién thuan tién co tac dong truc tiép dén ¥ dinh hanh vi va 2 yéu t6 bo sung: sy d6i moi
c4 nhan va tinh bao mat. Bai viét da dé xut sir dung mo6 hinh UTAUT2 c6 chon loc va bd sung thém mot )
nhan t& pht hop tir nghién ciru khac ctia (Wu & Wang, 2005) dé phu hop vai bdi canh nghién ciru nén cac
nhan t6 duoc lua chon bao gém Su hitu ich, Sy twong thich, Anh hudng xa hoi, Chi phi, Rui ro va Thoi quen.

2.3.1. Méi quan hé giita s hitu ich va y dinh mua hang qua kénh Omnichannel

Tinh hitu ich duoc hiéu 1 “mirc 46 ma mot ngudi tin ring viée st dung mot cong nghé cu thé s& nang cao
hidu suat cong viéc ctia minh” (Davis & Bagozzi, 1989). Wu & Wang (2005) cho rang cic san pham, dich
vy, ung dung cong nghé thong tin ¢ dugc long tin cia khach hang nén nhan thirc nhitng hitru ich cua mo6
hinh s& tac dong tich cuc ¥ dinh st dung. Cac nghién ctru trude day chi ra rang sy hitu ich ¢6 anh huong tich
cuc dbi véi tinh lién tuc su dung trong bdi canh van ban dién ti (Baker-Eveleth & Stone, 2015), nha cung
cap dich vu di dong (Abbas & Hamdy, 2015). Tir d6, tac gia dé xuat gia thuyét:

HI: Y dinh mua hang qua kénh Omnichannel chiu anh huong tich cuc cia sy hitu ich.

2.3.2. Méi quan hé giita s tuwong thich va y dinh mua hang qua kénh Omnichannel

Cam nhan vé su tuong thich dé cap dén muc 6 trai nghié¢m duogc coi la phu hop véi cac gia tri, niém
tin, thoi quen va trai nghiém hién tai va trudc ddy ctia ngudi tiéu dung tiém ning (Aljabri & Sohail, 2012).
Kha ning twong thich cia mot d6i méi voi cac gid tri, trai nghiém va nhu cau hién c6 cua nguoi dung tiém
nang dugc danh gia 1a nhan t6 quyét dinh cta viée chip nhan cong nghé néi chung (Rogers, 2003; Amaro &
Duarte, 2015). Theo d0, gia thuyét sau dugc dé xuit:

H2: Y dinh mua hang qua kénh Omnichannel chiu anh hiong tich ciee ciia sw twong thich.

2.3.3. Moi quan hé giita chi phi va y dinh mua hang qua kénh Omnichannel

Céc loai chi phi nhu tim kiém san pham, so sanh gia ca va van chuyén, dan dén gi tri khi mua sim cao
hon (Blake & cong su, 2005; Grewal & Levy, 2004). Sezgin (2016) nhan thiy ring nguoi tiéu ding xem xét
cac khia canh phan b chi phi vé dam bao, thoi gian bao hanh, st dung, nang cap trong tuong lai va dich vu
sau hd trg trude khi mua hang. Do dé, tac gia dé xuét gia thuyét sau:

H3: Y dinh mua hang qua kénh Omnichannel chiu anh hwéng tiéu cuc cia chi phi.

2.3.4. Méi quan hé giita riii ro va y dinh mua hang qua kénh Omnichannel

Nhiing rai ro c6 thé lién quan dén nhitng lo ngai vé bao mat giao dich (Chang & Chen, 2008). Nghién
ctru trude do6 chi ra rang chat lwong dich vu tryc tuyén 1am ting y dinh st dung kénh truc tuyén, trong khi rii
ro truc tuyén c6 tac dong nguoc lai va gidm y dinh st dung cac hinh thuc truc tuyén (Falk & cong su, 2007;
Forsythe & Shi, 2003). Theo cac két qua nay va lap lun & trén, gia thuyét sau dugc dé ra:
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H4: Y dinh mua hang qua kénh Omnichannel chiu anh huéng tiéu cuc cia rii ro.

2.3.5. Moi quan hé giita théi quen va ¥ dinh mua hang qua kénh Omnichannel

Gefen & cong sy (2003) da dua ra quan diém rang viée tiép tuc sir dung hodc y dinh khong giéng voi
thoi quen. Thoi quen 1a nhitng hanh dong nguoi ta thuong hay lam, né 1a mét hanh vi wa thich ¢ hién tai,
trong khi muyc dich sir dung chi ra y dinh hanh vi cu thé dé cap dén cac hoat dong trong tuwong lai. Hau hét
cac hanh vi theo théi quen phat sinh va tién hanh mot cach hiéu qua, dé dang va vo6 thtic (Aarts & cOng su,
1998). Dya trén su khac biét tur két qua thu thap trong tai li€u va tinh trang str dung dién thoai di dong phé
bién ngay nay, nhom tac gia dua ra gia thuyét:

HS: Y dinh mua hang qua kénh Omnichannel chiu anh hwéng tich cuc ciia théi quen.

2.3.6. Moi quan hé y dinh mua hang qua kénh Omnichannel va hanh vi mua sam Omnichannel

Mot s6 mé hinh tAm 1y x4 hoi, ching han nhu 1y thuyét vé hanh dong hop 1y (Ajzen & Fisbbein, 1974) va
Iy thuyét vé hanh vi c6 ké hoach (Ajzen, 1985), dé xuat rang yéu t6 du bao c6 anh hudng nhét dén hanh vi
cua mot nguoi la y dinh thyc hién ctia ho. Mot ) nghién ctru thyc nghiém (Davis & Bagozzi, 1989; Ajzen
& Fisbbein, 1970) da chi ra mbi quan h¢ tich cuc gitta y dinh va hanh vi tiéu dung. Do d¢, gia thuyét sau
duoc dé xuit:

HG6: Hanh vi mua sam qua kénh Omnichannel chiu anh hieong tich cye cia ¥ dinh mua hang qua kénh
Omnichannel.

Hinh 1: M hinh nghién ciru dé xuat

Su hiru ich }\

Su tuong thich ]_

Y dinh sir dung

[ Rui ro

Chi phi ]/
—

[ Théi quen

Nguon: Nhém tac gia dé xudt

3. Phwong phap nghién ciru

3.1. Thang do

Duya vao cic cong trinh nghién ctru trude, nhom tac gia da xay duyng cac thang do danh gia cac nhan t6
thac ddy ¥ dinh mua sam hop kénh Omnichannel (Bang 1). Cac bién quan sat duoc do luong bing thang do
Likert 5 mirc d6 tir (1) R4t khong dong y dén (5) Rét dong ¥.

3.2. Thu thap sé liéu

Sau khi tham khao xay dung khung 1y thuyét tir cic cong trinh nghién ctru trong nudc va ngoai nudc vé
céc nhén t6 anh hudng toi hanh vi ngudi tiéu dung d6i véi ban 1é hop kénh, nhom tac gia tham khao y kién
chuyén gia va phat bang hoi so b phong van thir 20 khach hang. Tir cac két qua nay, nhom tién hanh hoan
thién bang khao sat dé thu thap thong tin phuc vu cho danh gia mé hinh nghién ciu.

D6i tugng tham gia nghién ciru 14 nhitng nguoi st dung Internet vao muc dich mua sim thong qua mo
hinh hop kénh tai thanh phd Ha Noi. Qué trinh thu thap dit liéu mang lai két qua 517 phiéu, loai di 84 phiéu
khong hop 18, do d6 sb lwong dit lidu chinh thirc dé phan tich dinh lwong 1a 433 phiéu.

3.3. Ddc diem mau nghién ciru
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Bang 1. Mi hoéa thang do ciia cic bién quan sat

Bién Ky hi¢u Chi bao
S hiru ich SHII1 Mua sim hop kénh giup toi tiét kiém thoi gian va cong stc,
Wu & Wang (2005) nang cao hiéu qua mua sim
SHI2 Mua sim hop kénh giup t6i c6 nhiéu lya chon thay thé hon
cho cung mdt mat hang
SHI3 Khi mua sim hop kénh, moi yéu ciu vé gia ca, dia chi, xuét
xtr déu dugc tim kiém d& dang
SHI4 Mua sam hop kénh gitip t6i nam bat cac chuong trinh khuyén
mai nhanh nhat
Sw twong thich STT1 Mua sdm hop kénh phii hop véi nhu cau giao dich cia toi
Wu & Wang (2005) STT2 Mua sdm hop kénh phi hop véi cach sdng cua toi
STT3 Mua sdm hop kénh phu hop véi cach téi mudn tham gia vao
qua trinh mua hang
Chi phi CPI1 Chi phi cho cac thiét bi dé ap dung moé hinh mua sam hop
Wu & Wang (2005) kénh kha cao
CP2 Chi phi dé truy cap dong thoi cac kénh mua sam twong doi
16n
Riii ro RR1 Viéc cung cap cac thong tin ca nhan cho cac giao dich dat
Luarn & Lin (2005) hang c6 thé bi tiét 16
va Wu &Wang (2005) RR2 Tbi lo ling san pham mua trén moé hinh hop kénh co thé
khong dung véi mo ta hoac 1a hang gia
RR3 Céc chién dich quang cao thong qua mé hinh c6 rui ro cao
RR4 €6 kha ning cac dich vu hau mii khong duge dam bao (d6i
& tra hang, bao hanh...)
Théi quen TQ1 Viéc st dung cac kénh khac nhau (ctra hang thyc, trang web,
Venkatesh & cong su tng dung di dong) da tré thanh théi quen cua toi trong mua
(2003) sim
TQ2 Mo hinh hop kénh 1a diéu lya chon dau tién khi quyét dinh
mua sim
TQ3 Tbi thudng xuyén sir dung cic kénh khac nhau dé tim ra kénh
thuan tién & mdi thoi diém khac nhau
Y dinh sir dung YDSD1 Toi s€ sit dung mo hinh hop kénh néu cb co hoi
Wu & Wang (2005) YDSD2 T6i dy dinh mua sdm hau hét cac san pham thiét yéu qua cac
g dung mua sim hop kénh
YDSD3 Mua sdm hop kénh dang thu hut ti rat nhiéu
YDSD4  Toi sé& gi6i thidu nhitng lgi thé khi mua sim hgp kénh cho
moi nguodi quanh toi
YDSDS5 Tbi chic chin sir dung mua saim hgp kénh khi ¢6 nhu cau
Hanh vi thye té HVTT Tan suat ban tham gia mua hang qua mé hinh hgp kénh
Wu & Wang (2005)
Nguon: Nhém téc gia thong ké.
7
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Pic diém cua mau khao sat: (i) gidi tinh: nam 37.41%, nit 62.59%; (ii) trinh d6 hoc vén: tot nghiép
trung hoc phé thong 6.5%, trung cip chuyén nghiép 3.46%, dai hoc, cao dang, trung cap 79.9%, sau dai
hoc 10.14%; (iii) thu nhap trung binh thang: dudi 2.5 triéu 31.89%, tur 2.5-7.5 tri€u 28.4%, tur 7-15 triéu
23.55%, trén 15 tridu 16.16%; (iv) do tudi: dudi 25 tudi 36.05%, tir 25 dén 35 tudi: 29.03%, tir 35 dén 45
tudi 24.76%, trén 45 tudi 10.16%; (v) nghé nghiép: hoc sinh, sinh vién 49.88%, lao dong tu do 15.47%, cong
nhan vién 30.95%, khac 3.7%. Ddi twong tham gia nghién ctru da phan 1a nhitng nguoi tré, thudng xuyén
st dung cong nghé.

4. Két qua nghién ciru

4.1. Danh gia thang do

Hé s6 Cronbach’s Alpha cua tit ca cac bién trong nghién ctru nay déu trong khoang tir 0.83 dén 0.933
(Bang 2), dam bao do tin cdy va tinh hiéu Iuc. Sau khi kiém dinh d6 tin cdy Cronbach’s Alpha, cac thang do
nay duogc phan tich nhan t6 kham pha (EFA) ciing lic cho tt ca cac nhom nhén t6. Két qua théng ké KMO
¢6 gia tri 0.85, nam gitra khoang cho phép tir 0.5 dén 1. Véi 21 bién quan sat hodi tu vao 6 nhom nhén 6
theo dung thang do ban dau, hé s6 tai cac bién nho nhat 1a 0.76, gia tri Eigenvalue > 1 va giai thich khoang
77.68% su bién thién cua dit li¢u.

Bang 2. Két qua EFA
Nhan td Cronbach’s
Alpha

YDSD3 | 865 0.888
YDSD5| 855
YDSD4| 836
YDSDI| .793
YDSD2| .765
SHI3 894 0.911
SHI2 874
SHI4 829
SHII 785
RR1 841 0.895
RR2 831
RR4 828
RR3 813
TQ2 923 0.933
TQI 923
TQ3 919
STT2 840 0.830
STT3 781
STTI 760
CP1 910 0.799
CP2 904

Nguén: Nhém tac gid thong ké.
4.2. Phan tich nhén té khing dinh
Chi s6 danh gia tinh hoi tu va phan biét trong phan tich nhén t khing dinh (CFA) nhu sau:
Phan tich nhan té khang dinh duoc ding dé danh gia tinh hop 1& ciia mé hinh do luong tong thé, tinh hoi
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Bang 3. Chi s6 danh gia tinh hdi tu va phén biét trong CFA
CR AVE MSV
STT 0.833 0.625 0.304
YDSD 0.792 0.561 0.089
SHI 0.912 0.723 0.283
RR 0.896 0.684 0.304
TQ 0.933 0.824 0.123
Cp 0.850 0.750 0.018
Nguén: Nhém tac gia thong ké.

tu va phan biét ciia cac cAu tric. Két qua phan tich CFA & Bang 3 cho thdy d tin cdy tong hop (C.R) > 0.7
va do hoi tu (AVE) > 0.5 ¢ tat ca cac bién doc 1ap, nam trong pham vi chép nhén dugc va céd y nghia théng
ké p <0,001. Do d6 mé hinh nghién ctru dap trng dugc céc tiéu chi vé tinh phan biét va hoi tu.

Bang 4. Chi s6 danh gia Model Fit

Chi s6 | Panh gia
CMIN/df | 1.808 | <2 <5°
GFI 0.937 | >0,90% >0,80°
RMSEA | 0.043 | <0,80% <0,10°
NFI 0.946 | >0,90°
AGFI 0.916 | >0,90°% >0,80°
CFI 0.975 | >0,90°

Ghi chii: “ Nguong tot nhat; ® Ngwéng chap nhin dioc
Nguon: Nhém tdc gia thong ké

Nghién ctru sir dung céc chi s6: Chi-square/df (CMIN/df), chi sé phit hop (GFI) va sai s6 trung binh binh
phuong xap xi (RMSEA); chi s6 phil hop tiéu chuan (NFI), chi s6 phu hop diéu chinh (AGFI) va chi s6 phu
hop so sanh (CFI) dé do mirc do phu hop ctia mé hinh do ludng. Bang 4 cho thiy cac chi s6 nay déu nim
trong ngudng gia tri cho phép. Do d6 md hinh do ludng la ddm bao dd tin cay va phu hgp cho viéc phan tich
twong quan gitta cac nhan to.

4.3. Pdnh gid mé hinh cdu tricc tuyén tinh

Két qua dugc trinh bay ¢ Hinh 2 ¢6 gié tri thong ké Chi-square 1 340.463; Chi — square/df = 1.755 < 2;
p=0.000. Céc gia tri khac c6 két qua l1an lugt 1a GFI =0.935 > 0.9; TLI = 0.969 > 0.9; RMSEA = 0.42 < 0.5.
Nhu vy, ¢6 thé khing dinh mo hinh nghién ctru phu hop.

Méi quan hé nhan qua giita cac bién trong mé hinh dugc trinh bay trong Bang 5.

Dit liéu trén cho thdy 4 nhan t6: Sy hitu ich, Sy twong thich, Chi phi, Rui ro ¢6 tic dong téi Y dinh sir dung
do p < 0.05 nén cac méi quan hé tac dong cua bién doc 1ap 1én bién phu thudc déu c6 ¥ nghia, riéng nhén tb
Théi quen khong c6 ¥ nghia thong ké trong mdi quan hé voi Y dinh sir dung (p > 0.05).

Trong cac moi quan hé, tic dong ctia Sy twong thich dbi voi Y dinh sir dung 13 16n nhét (0.305), theo sau
boi Su hitu ich (0.131). Ngugc lai, Chi phi va Rui ro ¢6 tac dong tiéu cuc dén Y dinh mua sam hop kénh voi
tham s6 woc lugng lan luot 13 -0.128 va -0.165. Bén canh d6 Bang 5 va Hinh 2 ciing cho thdy nhan t6 Y dinh
sir dung c6 tac dong tich cuc t6i Hanh vi thuc té cua khach hang (0.146).

Nghién ctru con cho thiy tan sudt khach hang tham gia mua hang qua ban 1¢ hop kénh cha yéu 1a tir 3-5
1an/ tudn chiém 37.9% s6 lugng ngudi tham gia khao sat. Khach hang rat thudng xuyén (tir 8-10 lan/tudn)
mua sam qua Omnichannel chiém 20.8%, khach hang c6 tin sudt mua sim thuong xuyén (tir 5-7/tuan)
chiém 26.6%, khach hang khong thuong xuyén mua sdm (tir 1-3 1an/tudn) chiém 13.4%. Qua dé cho thiy xu
huéng mua sam qua mo hinh ban 1¢ hop kénh rat phd bién trén dia ban thanh ph6 Ha Noi.
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Hinh 2. Két qua phén tich mé hinh SEM
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Nguon: Nhém tac gia thong ké.

Bang 5. Két qua kiém dinh mdi quan hé nhan qua gitra cac khai niém trong mé hinh

Gia thuyét | Moi quan hé p-value | Hé s6 hoi quy chuin héa
H1 YDSD < SHI .042 131
H2 YDSD € STT | .0001 305
H3 YDSD < CP .045 128
H4 YDSD < RR 018 -.165
H5 YDSD <TQ 489 .038
H6 HVTT< YDSD | .004 146

Nguon: Nhém tac gia thong ké.

4.4. Phan tich céu tric da nhém theo gidi tinh
Dé kiém dinh sy khéc biét giita nam va nit khi danh gia cac gia thuyét, nhom nghién ctru tién hanh chay
SEM cuia md hinh kha bién va mé hinh bét bién. Két qua SEM ctia m6 hinh kha bién c6 388 bac tu do, Chi-
square = 623.877 (p = 0.000); TLI = 0.951, CFI = 0.959 (TLI, CFI > 0.9), Chi-square/df = 1.608, RMSEA
=0.038 (CMIN/df < 2, RMSEA < 0.05), céc chi sé déu dat yéu ciu. Véi mé hinh bit bién SEM cho ra két
Bang 6. Sy khac biét giira cac chi tiéu twong thich
gitta mo6 hinh kha bién va bat bién theo gigi tinh
M0 hinh so sanh Chi-square df p GFI TLI CFI |RMSEA
Kha bién 623.877 388 | 0.000 | 0.886 | 0.951 0.959 0.038

Bit bién timg phan 631.441 394 | 0.000 | 0.885 | 0.952 | 0.959 0.037

Gid4 tri sai biét 7.564 6 0.000 | -0.001 | 0.001 0.000 -0.001

p-value 0.272632

Nguon: Nhém tac gid thong ké.
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Bang 7. Trong so cac moi quan hé theo gidi tinh

Nam Nir
Standardized p-value Standardized p-value
Regression Regression
Weights Weights
YDSD< SHI
S S 0.115 0.032 0.150 0.032
YDSD< STT 0.306 0.0001 0.271 0.0001
YDSD<CP -0.134 0.123 -0.095 0.123
YDSD<RR -0.132 0.028 -0.165 0.028
YDSD4TQ 0.052 0.348 0.051 0.348
HVTT<YDSD 0.148 0.003 0.15 0.003
Squared Multiple 0.126 0.133
Correlation (YDSD)
Squared Multiple 0.022 0.023
Correlation ( HVTT)

Nguon: Nhém tac gid thong ké.

qua voi 394 bac tu do, Chi-square = 631.441 (p = 0.000), TLI = 0.952, CFI = 0.959 (TLI, CFI > 0.9), Chi-
square/df = 1.603, RMSEA = 0.037 (CMIN/df < 3, RMSEA < 0.08), cic chi s6 déu dat yéu cau. Nhu vay,
c4 hai m6 hinh déu phu hop véi dit liéu thi truong.

Ta thiy gid tri p-value ctia gia tri sai biét gitta hai mé hinh 13 0.27 > 0.05 (d6 tin cay 95%), diéu d6 co
nghia khong c¢6 su khéc biét giira hai mo hinh. Do d6 nghién ctru lya chon m hinh bét bién dé doc két qua
vi ¢6 tinh twong thich cao hon.

Két qua cho thay Chi phi va Thoi quen khong c6 tac dong dén Y dinh str dung ing dung Omnichannel
cua ca nam va nir (p-value > 5%).

Dbi voi nam gidi va nir gioi, Sy twong thich cia mo hinh ban 1¢ hop kénh c6 tac dong manh nhat téi Y
dinh st dung so v6i cac nhan t6 con lai. Nhan t6 Su hitu ich & nit gidi c6 anh huong 16n hon so véi nhan
td Rui ro khi cung tic dong t6i Y dinh sir dung. Nguoc lai, d6i voi nam gidi, rai ro ma ho nhan thiy &
Omnichannel tao ra rao can 16n hon khi ho tiép can st dung so véi nir gidi. Trong do, tac dong cua bién Y
dinh str dung dén Hanh vi thyc té ctia nguoi tiéu ding ¢ ca nam va nir 1a gan bang nhau.

Gia tri Squared Multiple Correlation (R binh phuong) ciia ca hai bién Y dinh sir dung va Hanh vi thyc té
& nit giéi déu cao hon so v6i nam gidi. Pidu nay cho thiy mirc d6 giai thich cua bién doc 1ap 1én bién phy
thudc va bién trung gian trong mot mdi quan hé tac dong & nit gidi cao hon so véi nam gidi.

5. Thao luén

Nhin chung, két qua thuc tién cho thdy mé hinh dé xuat co tinh hiéu lyc phi hop véi muc tiéu ciia nghién
ctru. Sy hitu ich ¢6 anh hudng tich cuc toi Y dinh st dung mo hinh Omnichannel cia nguoi ti€u dung voi do
tin cdy 95% (Beta = 0.131, p-value= 0.042), do d¢ gia thuyét H1 dugc chip nhan. Diéu nay hoan toan phu
hop két qua nghién ctru cia Wu & Wang (2005) va Venkatesh & Davis (2000). Mot ing dung mua sim hop
kénh néu khéng mang lai loi ich cho khach hang s& d& bi dao thai va khong duoc trong dung.

Sy twong thich ¢6 anh hudng tich cuc dén Y dinh st dung mé hinh ban 1¢ hop kénh cta ngudi tiéu dung
va day ciing 1a yéu t tac dong manh nhét v6i do tin cay 99% (Beta= 0.305, p-value = 0.001). Két qua phan
tich ctia nhom nghién ctru twong dong voi cac nghién ciru trude day cua Wu & Wang (2005), Verhoef & cong
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su (2015). Vi ing dung mua sdm mudn dugce moi ngudi hudng tmg, st dung thi chung phai dap tmg duoc
nhu cdu vé thanh toan, tim kiém... mot cach nhanh chéng va thuén tién.

Gia thuyét H3 dugc chdp nhén khi cho rang Chi phi c6 anh huéng tiéu cuc dén Y dinh sir dung mé hinh
ban 1€ hgp kénh cuia nguoi ti€u dung vai do tin cdy 95% (Beta = -0.128, p-value = 0.045). Blake & cong su
(2005), Grewal & Levy (2004) d4 ting ho nhiing quan diém nay théng qua nghién ctru ctia minh. Néu chi phi
qué cao hodc vuot qua kha ning chi tra ciia ho thi ¥ dinh sir dung ctia khach hang s& giam bai diéu nay phu
thudc vao nhiéu yéu t6 khac nhu thu nhap, su phan chia cac khoan chi tiéu ciia mdi ngudi

Gia thuyét H4 duoc ho tro vai do tin cay cao khi phat biéu r.';'lng Rui ro c6 anh hudng tiéu cuc dény dinh
sir dung mo hinh ban 1é hop kénh cta ngudi tiéu dung. Pay ciing 1a quan diém dugc thira ké tir nhitng nghién
cuu trude do cua Luarn & Lin (2005) va Wu & Wang (2005). Ngay nay khi cac phuong thirc thanh toan truc
tuyén ngay cang thinh hanh thi nhitng rui ro trong giao dich ma khach hang gip phai ngay cang cao, d6 ciing
1a mot yéu té can tr¢ y dinh mua sam tich hop kénh cua nguoi tiéu dung.

Gia thuyét H5 Thoi quen ¢ anh huong tich cuc t6i Y dinh sir dung mo hinh ban 1¢ hop kénh cta ngudi
tiéu dung 1a gia thuyét duy nhét bi bac bo do p-value= 0.489 >0.05. Két qua nay tri nguoc véi cac nghién
clru trude day nhu Venkatesh & cong sy (2012). Diéu nay co thé duogc 1i giai do chua c6 nhiéu doanh nghiép
ban 1é tai Viét Nam ap dung mo hinh hop kénh nén kha ning sir dung dong thoi cac kénh mua sam ctia khach
hang twong dbi thap. Két qua nay ciing ham chira ¥ nghia khach hang khi st dung timg dung mua sdm hop
kénh 1a chi dong, c¢6 tim hiéu, nghién ctru chir khong phai 1a hanh vi bi dong.

Cudi cung, Y dinh mua sim hop kénh c6 quan hé tich cyc véi Hanh vi mua sdm hop kénh thuc té cua
nguoi tiéu dung. Két qua cho thdy gia thuyét nhom dua ra twong dong vai bai nghién ciru trude cia Wu &
Wang (2005). Y dinh sir dung 1a mot dy doan thoa dédng vé viéc Hanh vi thyc té cia khach hang khi sir dung
mo hinh hop kénh.

6. Két luan

Nghién ctru da d& xuat va kiém dinh mé hinh nhdm kham pha, xac dinh 5 nhéan t6 anh huong va mirc do
anh hudng cta tung nhan t6 dén hanh vi mua sim hop kénh thyc té, trong d6 nhan td Su tuong thich va Sy
hitu ich ¢6 tac dong dang ké dén Y dinh str dung mé hinh ban 16 hop kénh ctia ngudi tiéu dung. Két qua cua
nghién ctru di dem lai nhitng dong gdp vé mat Iy thuyét va thuc tién mua sdm hop kénh trong bdi canh Viét
Nam.

Vé mat 1y thuyét, nghién ciru da dong gop va cang cb 1y thuyét vé mo hinh ban 1¢ hop kénh. Mic du di co
nhiéu nghién ctru trén thé gidi vé ban 1é hop kénh, tuy nhién nghién ciru chuyén sau vé cac yéu to tac dong
tryc tiép dén hanh vi mua cia ngudi tidu ding bang cach thuc nghiém cdc mo hinh, dwa ra nhitng phan tich,
danh gia khach quan duya trén y kién ciia khach hang chua nhan dugc nhiéu sy quan tAm ctia cac chuyén gia
nghién ctru trong linh vuc ban 1¢.

V& thuc tién, nghién ctru cung cap cho cac nha ban 1¢é mot cai nhin tong quan vé hanh vi mua cua khach
hang trén nén tang Omnichannel thong qua nghién ctru. Tir 6 hd trg cac nha quan 1y ban 1é trong xay dung
giai phap thu hit nguoi dung va quan ly kénh ban 1€ hi¢u qua.

Tuy nhién, do diéu kién vé ngudn luc va thoi gian khong cho phép, nghién ctru c6 mot sé han ché can
khic phuc cho cac nghién ciru tuong lai. Trude hét, qué trinh khao sat thu vé 433 phiéu khao sat tuy hop 1é
nhung s6 mau tuong dbi nho so véi quy mo dan s thi truong nén chua dat dugc tinh dai dién cao. Do do, cac
nghién ctru tiép theo nén phat trién bang cach 1dy mau véi s6 lugng 16n va pham vi rong hon nham ting kha
nang khai quat hoa két qua nghién ciru. Bén canh do, cac nghién ciru trong tuong lai nén tim hiéu nguyén
nhan vé 1i do khach hang luya chon khong sir dung dong thoi thu thap va tich hop thém nhitng nhéan t6 mai

vao md hinh dé phan tich, ndng cao kha nang giai thich va tinh ing dung ctia mé hinh hién tai.
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