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Tém tit

Nghién ciru ndy phdn tich vai tro ciia nguoi cé sirc anh huong (KOL/KOC) va co ché hop tdc
giita cdc t6 chire qudn Iy diém dén (DMOs) véi ngueoi cé sitc anh hieong trong marketing diém
dén. Thong qua phéng vin 17 DMOs va chuyén gia trong linh vuee du lich, quan 1y diém dén,
két qua nghién ciru cho thdy ngiweoi ¢é sirc anh hwéng khéng chi la kénh truyén théng ma con
la doi tac chién lugc trong hé sinh thai diém dén. Nghién cueu xdc dinh cac dong lyc thuc d‘cfy
hop tac, cac ndi dung quan tri quan hé hop tac, quan tri rii ro truyén thong va tich hop yéu
16 bén viing vaio hoat dong marketing diém dén. Két qua gép phan mé rong Iy thuyét hop tac
marketing diém dén trong béi canh chuyén doi sé va cung cap ham ¥ quan tri cho cdc diém
dén tai Viéet Nam.

Tir khéa: Hop tac marketing diém dén, marketing diém dén, marketing thong qua nguoi co
suc anh hudng.

Ma JEL: M3, L83.

Developing an influencer-based collaborative destination marketing model: Insights
from destination management organizations and tourism experts in Vietnam

Abstract

This study examines the role of social media influencers (KOLs/KOCs) and the collaborative
mechanisms between Destination Management Organizations (DMOs) and influencers in
destination marketing. Drawing on interviews with 17 representatives from DMOs and tourism
experts, the results reveal that KOLs/KOCs should be regarded not merely as communication
channels but also as strategic partners within the destination ecosystem. The research
identifies the key drivers of collaboration, the governance mechanisms for collaborative
relationships, the approaches to communication risk management, and the integration of
sustainability into destination marketing activities. These findings contribute to the theory
of collaborative destination marketing in the context of digital transformation and provide
managerial implications for destination management practices in Vietnam.

Keywords: Collaborative destination marketing, destination marketing, influencer marketing.
JEL codes: M3, L83.
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1. Giéi thiéu

Du lich 12 nganh kinh té quan trong, déng vai tro thuc ddy ting trudng ciia nhidu qudc gia dang phat trién
(UNWTO, 2023). Trong bdi canh chuyén ddi s, marketing diém dén Viét Nam dang chuyén manh sang
nén tang sb, hudng t6i phat trién bén virng va nang cao ning lyc canh tranh qudc té (VNAT, 2023). Su phat
trién cua Al Big Data va social media da thuc day xu hudng marketing thong qua ngudi ¢6 sire anh hudng
(Influencer Marketing - IM) trong hoat dong quang ba diém dén. Theo Cuc Du lich Qubc gia Viét Nam
(VNAT, 2026), chuyén di s6 trong du lich dugc trién khai gan voi chu truong chuyén déi s6 quéc gia theo
Nghi quyét s6 57-NQ/TW (Ban Chap hanh Trung wong, 2024). Theo d6, marketing diém dén ngay cang chu
trong hop tac vai KOLs, travel influencers va content creators trén cac nén tang sb nhu TikTok, YouTube,
Instagram va Facebook dé quang ba hinh anh du lich Viét Nam ra thi truong quc té. Thuyc tién cho thy
nhiéu diém dén da hop tac voi cac influencer nhim gia ting nhan dién thuong higu va lan toa trai nghiém du
lich chan thuc, giau cam xuc thong qua hinh thirc ké chuyén (storytelling).

Vé Iy luan, nhan thuc va niém tin cta khach du lich chiu anh hudng manh tr nhom tham khao va
truyén thong truc tuyén (Woodside & Lysonski, 1989; Volo, 2010; Wenger, 2008). Ngudi c6 strc anh huong
(influencers) ngay cang dong vai trd “trung gian niém tin” trong qua trinh hinh thanh hinh anh va quyét dinh
lya chon diém dén (Jalilvand & cong sy, 2012). Cac nghién ctru gﬁn day khflng dinh influencer c6 tac dong
16n dén hanh vi du lich va hinh anh diém dén (Tsai & Hsin, 2023; Pourazad & cdng su, 2025; Susanto &
cong su, 2024). Tuy nhién, phan 16n nghién ctru tap trung vao goéc nhin du khéch, trong khi con thiéu cac
nghién ciru tiép can tir goc nhin quan tri cia DMOs trong viéc lya chon ngudi ¢6 strc anh hudng, quan tri
hop tac va kiém soat thuong hiéu diém dén (Rodriguez-Hidalgo & cong su, 2025).

Dua trén mo hinh hop tac cua Wood & Gray (1991) va Wang & Xiang (2007), nghién ctru kham pha nhan
thirc cia DMOs vé vai trd ciia nguoi ¢6 strc anh hudng trong marketing diém dén tai Viét Nam. Nghién ctru
xac dinh cac dong co, diéu kién va thach thirc anh huong dén sy hop tac gitta DMOs va influencers; phan
tich cach cac DMOs lya chon, quan trj va danh gia ngudi co strc anh huong trong hoat dong marketing diém
dén. Tur d6, nghién ctiru dé xuat mot khung khai niém vé hop tac marketing diém dén dya trén nguoi c6
strc anh huong bang cach tich hgp mé hinh VisCAP (Visibility, Credibility, Attractiveness, Power) (Percy
& Rossiter, 1980), mo hinh truyén théng cé trach nhiém xi hoi (Socially Responsible Communication
- SCR) (Morsing & Schultz, 2006) va mé hinh Ly thuyét khung hoang truyén thong (Situational Crisis
Communication Theory - SCCT) (Coombs, 2007) nham ting cudng trach nhiém xa hoi va quan tri khing
hoang truyén thong trong marketing diém dén tai Viét Nam. Két qua hudng t6i tra 101 hai cau hoi nghién
ctru: (1) Cac t6 chtre quan 1y diém dén (DMOs) va cac chuyén gia tai Viét Nam nhén thirc nhu thé nao vé vai
trd va yéu td thiic ddy su hop tac ctia nhitng ngudi c6 anh huéng (KOLs/KOCs) trong hoat dong marketing
diém dén?, va (2) Mbi quan hé hop tac gitta DMOs va nhiing ngudi c6 anh huong can duoc quan tri nhu thé
nao dé nang cao hiéu qua marketing diém dén va hudng t6i phat trién bén viing tai Viét Nam?

2. Tong quan ly thuyét

2.1. Marketing diém dén trong béi cinh truyén thong so

Marketing diém dén (Destination marketing) 14 qué trinh céc t6 chirc marketing diém dén (Destination
marketing organizations - DMOs) phdi hop cac ngudn luc va cac bén lién quan dé xay dung hinh anh,
thuong hi¢u va vi thé canh tranh cta diém dén, qua do thu hut cac thi truong khach muc ti€u va thuc déy su
phat trién bén vitng ctia diém dén (Pike, 2020). Ngay nay, v4i sy phat trién ciia cong nghé trong thoi dai sd,
marketing diém dén truyén thong dan dich chuyén sang tmg dung céng nghé sd, Internet va cac nén tang
truyén thong truc tuyén nham xay dung thuong hiéu, quang ba hinh anh va twong tac v6i du khach trong
toan bo hanh trinh du lich. Sy phat trién cla mang xa hoi, thiét bi di dong, tri tu€ nhan tao (Al), di liéu 16n
(Big data) va cac nén tang s da lam thay doi cin ban cach thirc du khach tim kiém thong tin, danh gia va
Ira chon diém dén (Xiang & Gretzel, 2010). Theo dé, cac to chirc quan 1y diém dén (DMOs) ngay cang sir
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dung cac cong cu truyén théng s6 dé tiép can va tuong tac tryc tiép voi khach du lich.

Céc nghién ctru ciing khang dinh thuong hiéu diém dén ngay cang duoc ddng sang tao thong qua ndi dung
do nguoi dung va cong ddng truc tuyén tao ra, thay vi chi duoc xay dung béi cac co quan quan 1y du lich.
Tuy nhién, phan 16n cac nghién ctru van tap trung vao hiéu qua truyén thong sé hodc hanh vi caa khach du
lich, trong khi chua phén tich day du cach thirc DMOs quan tri quan hé véi cac chii thé truyén thong mai
trong hé sinh thai s, dic biét 1a nhitng ngudi co strc anh hudng.

2.2. Marketing dwa vao nguoi co sirc anh hwong trong du lich va marketing diém dén

Influencer-based destination marketing (IDM) sir dung ngudi ¢ strc anh hudng trén mang xa hoi dé
truyén tai hinh anh va gia tri diém dén thong qua ndi dung s va trai nghiém ca nhan (Singh & Diamond,
2012). Ngudi ¢ sirc anh huong dong vai tro 1a dai st thuong hiu, gitp ting tinh chéan thuc, két ndi cam
xuc va tac dong dén quyét dinh du lich cua khach hang (Pop & cong su, 2021). Influencer marketing hién
duoc trién khai manh trén blog, vlog, TikTok, Facebook va Instagram, mang lai hiéu qua truyén thong cao
v6i ROI trung binh 5,78 USD trén mdi USD chi tiéu (Influencer Marketing Hub, 2024). Tuy nhién, hi¢u
qué chién dich phu thudc vao mirc do phu hop, do tin cdy va tinh xac thyc ctia influencer. Nguoi c6 sirc anh
huong (Influencer) duge hiéu 1a nhiing ca nhan c¢6 kha ning tac dong dén nhan thirc va hanh vi ctia cong
chung thong qua uy tin, chuyén mén hodc mirc d6 ndi tiéng trén mang xa hoi (Joshi & cong su, 2023; Ki &
cong sy, 2020), bao gdm KOL (Key Opinion Leader - ngudi ¢ chuyén mén hoic danh tiéng cao) va KOC
(Key Opinion Consumer - nguoi tiéu ding c6 anh huong dua trén trai nghiém thuc té).

Tuy nhién, hau hét cac cong trinh déu tiép can tir goc nhin cau (demand-side), tap trung vao phan ting cua
khach du lich, trong khi con it nghién ctru xem xét nguoi c6 ste anh hudng dudi goc nhin cua cdc DMOs,
dac biét trong viéc lya chon, quan tri quan h¢ hop tac va danh giad hiéu qua hop tac lau dai. Do do, mac du da
¢6 nhiéu nghién ctru chimg minh vai tro ctia ngudi c6 strc anh huong ddi voi hinh anh va thuong hiéu diém
dén, cac nghién ctru hién c6 chua giai thich ddy di ngudi ¢6 strc anh hudng duge quan tri nhu thé nao voi
tu cach 1a mot “doi tac chién luoc” trong hoat dong marketing diém dén.

2.3. Hop tdc da bén trong marketing diém dén

Hop tac trong marketing diém dén (Cooperative Destination Marketing - CDM) dugc xem 1a mot chién
lugc quan trong nham nang cao niang luc canh tranh cia diém dén du lich thong qua su phdi hop giira cac
bén lién quan. Theo Wang & Xiang (2007), tinh phu thudc 1dn nhau ciia nganh du lich khién khong mét t6
chtre riéng 1€ nao co thé don doc thuc hién hiéu qua hoat dong marketing diém dén; do do, can hinh thanh
cac lién minh hop tac dé chia sé ngudn lyc, chi phi va thong tin marketing. Bén canh d6, Fyall & Garrod
(2005) cho rang marketing diém dén 1a mot qua trinh hop tac mang ludi (network-based collaboration)
nham tao ra loi thé canh tranh bén virng cho toan bo diém dén thay vi loi ich riéng 1¢ ctia ting doanh nghiép.
Mo hinh CDM ctua Wood & Gray (1991) nhan manh ré'lng hoat dong marketing diém dén du lich can duoc
thyc hién thong qua sy hop tac giita nhiéu bén lién quan nhu co quan quan 1y du lich, doanh nghiép, cong
ddng dia phuong, truyén thong, ngudi co strc anh huong va khach du lich.

Céc nghién ctru vé hop tac marketing diém dén da khang dinh vai trd cta su phéi hop giita cac bén lién
quan trong viéc ning cao ning luc canh tranh va xdy dung thuong hiéu diém dén (Wood & Gray, 1991;
Wang & Xiang, 2007). Bén canh d6, nhiéu nghién ctru di xem xét riéng 1é tac dong ctia ngudi cd sirc anh
huong dén hinh anh diém dén va y dinh lya chon diém dén cua du khach (Xiang & Gretzel, 2010; Tran &
Rudolf, 2022). Céc nghién ciru khac lai tap trung vao vai tro ctia hop tac da bén ddi véi sy phét trién bén
virng cua diém dén hodc quan tri khung hoang trong du lich (Fyall & Garrod, 2005). Tuy nhién, van con
thiéu cac nghién ciru tich hop xem xét ngudi c6 sire anh huong nhu mot dbi tac chién luge trong mé hinh
hop tac marketing diém dén, dic biét trong mbi quan hé voi ba muc tiéu dong thoi: (i) tic dong dén lya chon
ngudi ¢o sirc anh huong cho chién dich marketing diém dén, (ii) thuc day phat trién bén viing diém dén va
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(iii) hd tro quan tri, phuc hdi hinh anh diém dén trong cac cudc khung hoang truyén théng. Do do, cn c6
thém cac nghién ctru lam 16 co ché hop tac giira cac to chire quan Iy diém dén (DMOs) va ngudi ¢6 sirc anh
huong nham t6i wu hoa hidu qua marketing diém dén trong bdi canh chuyén doi sb.

Nhu véy, cic nghién ciru hién c6 van con mot sb6 khoang tréng, nhu chwa xem ngudi c6 sirc anh hudng
1a ddi tac chién lugc cia DMOs va con thiéu goc nhin quén tri cia DMOs. Dong thoi, cac nghién ciru chua
tich hop diy du influencer marketing, xay dung thwong hiéu diém dén hiéu qua, marketing diém dén hop
tac va quan tri khung hoang truyén thong, ciing nhu chua xay dung mot khung nghién ctru thong nhat vé lya
chon ngudi ¢o strc anh hudng, quan tri hop tac gitta DMOs va ngudi co stc anh hudng, phat trién bén viing
va quan tri khung hoang truyén thong.

Pé thu hep khoang tréng nghién ctru, bai viét ké thira Iy thuyét hop tic cia Wood & Gray (1991) va Wang
& Xiang (2007) dé giai thich tién d&, dong co, tién trinh va két qua hop tac gitta DMOs va ngudi ¢ sirc anh
huong trong marketing diém dén. Pdng thoi, mé hinh tich hgp VisCAP (Percy & Rossiter, 1980) lam co s&
Iwra chon ngudi ¢6 ste anh hudng, SCR (Morsing & Schultz, 2006) dé 1ong ghép trach nhiém xa hoi va phat
trién bén vimng, va SCCT (Coombs, 2007) nham quan tri rui ro va khung hoang truyén théng. Trén co s& do,
nghién ctru dé xuat mo hinh Influencer-based Cooperative Destination Marketing (ICDM) nham giai thich
co ché hop tac gitra DMOs va ngudi c6 sirc anh hudng trong marketing diém dén tai Viét Nam tai Hinh 1.

3. Phwong phap nghién ciru

Nghién ctru str dung phuong phap nghién ctru dinh tinh kham pha (exploratory qualitative research) nham
lam rd nhén thic cta cac td chirc quan 1y diém dén (DMOs) vé vai tro ctia ngudi co sitc anh hudng va co

Hinh 1. Mé hinh nghién ctru Iy thuyét du Kién

}?iéu kién Pong co hop Tién trinh hop tac Process Két qua
tién ‘,ié hop t?"c - - Mo hinh VisCAP: lya chon Influencer hop tac ky
tac . *  Motivation 1= M5 hinh SCR: truyén thong c6 trach - vons-
Precondition . Outcomes
nhiém
- M6 hinh SCCT: quan tri khing hoang
truyén thong

ché hop tac trong marketing diém dén. Thiét ké nghién ctru phu hop véi muc tiéu tra 101 cic cdu hoi nghién
ctru mang tinh kham pha vé “cai gi”, “nhu thé nao” va “tai sao” (Morse, 1994; Yin, 2014).

Mau nghién ctru duoc lwa chon theo phwong phap chon mau c6 cha dich két hop chon mau day chuyén,
gdém 17 chuyén gia 1a nha quan 1y, nha nghién ctru va dai dién doanh nghiép c6 kinh nghiém trong linh vuc
du lich va marketing diém dén. Dir liéu dugc thu thap thong qua phong van ban ciu trac, ghi am (co su
ddng y ctia nguoi tham gia), phién ma va ma hoa dé phan tich theo phwong phap phan tich chu dé (thematic
analysis) ctia Braun & Clarke (2006). Qua trinh phén tich bao gdm c4c bude mé hoa, hinh thanh, ra soat va
dién giai cac chui d&, tir d6 tong hop, dién giai két qua nhim xay dyng mo hinh ICDM. Qué trinh mé hoa
dugc thuc hién theo hudng quy nap két hop déi chiéu véi cac khai niém Iy thuyét vé hop tac trong marketing
diém dén (Collaborative Destination Marketing), VisCAP, SCR va SCCT nham bao dam vira phan anh di
lidu thyc nghiém vira ké thira nén tang 1y thuyét.

Qua trinh thu thap dir liéu dugc thuc hién dén khi dat bao hoa, khong xuét hién chu dé méi. Do tin cay
ctia két qua dugc bao dam thong qua ddi chiéu dir lidu tir tai liéu va phong van ¢ ghi chép hodc ghi am,
thao luan thong nhét gitra cic nha nghién ctru va xac nhin ndi dung véi mot sb ngudi tham gia phong van.
Nghién ctru tudn thu cac nguyén tac dao durc, bao dam sy tham gia tu nguyén, déng thuén, an danh va bao
mat thong tin ciia nguoi tham gia phong van.
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Cu thé, tac gia da tién hanh phong van 10 nha quan 1y diém dén, gdm 5 quan 1y cap qubc gia va 5 quan ly
cAp dia phuong/cap tinh tai Hué, Ninh Binh, Lao Cai, noi c6 hoat dong hop tac véi KOL/KOC dé marketing
diém dén; nhom nay duoc ky hiéu 1a QL. Bén canh d6, nghién ciru phong van 07 chuyén gia du lich 1a cac
nha khoa hoc, giang day tai cac truong dai hoc vé du lich tai Viét Nam, duoc ky hiéu CG. Tong cong 17
ngudi tham gia phong van déu c6 hon 10 nam kinh nghiém quén 1y, cong tac, nghién ctru lién quan dén chu
dé nghién ctru.

4. Két qua nghién ctru

4.1. Vai tro cua nguwoi co swc dnh hwéng trong marketing diém dén

Két qua phong van cho thiy tit ca cac nha quan Iy diém dén va chuyén gia déu danh gia ngudi co sirc
anh huong (KOL/KOC) 1a mét trong nhitng tac nhan quan trong ctia hoat dong marketing diém dén trong
bdi canh chuyén ddi s6. Thay vi chi dong vai trd quang ba, KOL/KOC tham gia ngdy cang siu rong vao qué
trinh xay dyng hinh anh, lan toa gia tri thwong hiéu va két ndi diém dén vai khach du lich. Nhitng nguoi
dugc hoi cho rang KOL/KOC déng vai trd nhu mét “trung gian niém tin” gitra diém dén va khach du lich.
Théng qua trai nghi¢m thuc té, noi dung do ho tao ra thuong dugc du khach danh gia 1a chan thyc va dang
tin cdy hon so vé6i cac thong diép quang cdo truyén thong. Piéu nay giup gia ting kha nang thuyét phuc va
tac dong dén nhan thirc cling nhu quyét dinh lya chon diém dén cta du khach.

“Influencer Marketing la mot xu huwong, ddac biét la doi véi diém dén du lich. Céc diém dén tai Viét Nam
thuwong hop tdc véi ciac KOL hodc KOC dé phdt ngon va gidi thiéu vé san pham, dich v, gid tri tai nguyén
diém dén dwa vao tép khdach du lich ho huwéng téi...” (CGOT)

Két qua phong van cho thdy cac diém dén va doanh nghiép du lich dang c6 xu huéng dich chuyén tir viée
uu tién hop tac voi KOL sang KOC (CGl1, 13, 17; QL2, 4). Theo cac chuyén gia, KOC thuong tao dugc

Bing 1. Cac tién dé va dong co thic diy hop tic giita DMOs va Influencers

Nhém Chi dé Giai thich
yéu to
Tién  Canh tranh gay gt Ap luc canh tranh véi cac diém dén trong khu vue bugc DMOs phai
dé hop tim kiém cac phwong thirc marketing méi hiéu qua hon.
tac Dinh huéng tmg dung Chién lugc chuyén doi s nganh du lich cia Cuc DLQG Viét Nam
cong nghé vao tao diéu kién cho cac hinh thuc marketing sb phat trién.

marketing diém dén
Nhu cau hop tac tir phia Nhu cau lan téa hinh anh diém dén ttt DMOs

cung - cau Nhu cau thu nhép va danh tiéng, thuong hiéu c4 nhén cua Influencer
Xu huéng Influencer So6 lugng KOL/KOC du lich ngay cang tang va stic anh hudng 16n
marketing

Pong Xay dung thuong hiéu Tang cudng nhan dién va dinh vi thuwong hiéu diém dén trén moi
cohop diém dén truong so.
tac Mo rong thi truong Ti€p cén cac phan khic khach hang méi trong nudc va quoc te; dic

khach biét 1a Gen Z.

Tang nang lgc canh Tao su khac biét va nang cao vi thé canh tranh cua diém dén nho su
tranh lan téa thong tin tir cac influencer.

T6i wu hoa chi phi Giam chi phi quang cdo, dic biét chi phi phai tra cho KOC rét hop 1y.
marketing

Tang hiéu qua truyén Noi dung do influencer tao ra c6 tinh tuong tac va lan truyén cao.
thong

Tiép can cong nghé va Hoc hoi cach thirc sang tao ndi dung va twong tac voi khach du lich
xu hudng moi s0.

Phit trién bén vimg diém  Lan toa thong diép du lich xanh, bao ton van hoa va trach nhi¢m xa
dén hoi.

Nguén: Tac gid tong hop tir ngi dung phong van.
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sw gan giii, tinh x4c thuc va kha ning twong tac cao véi cong dong truc tuyén. Xu hudng nay dic biét phu
hop v6i nhém khach du lich tré, khach du lich sé (digital travelers) va thé hé Gen Z — nhiing dbi twong ¢
xu hudng tin tuéng vao trai nghiém thuc té va danh gia tir cong déng hon 1a cac théng diép quang céo chinh

Béang 2. Cac khia canh quén tri hgp tac véi ngudi cé stire anh huéng
trong hoat dong Marketing diém den

TT  Cac khia canh quan tri Giai thich
hgp tac
1 Xac dinh tién trinh, hinh Xay dung quy trinh tir xac dinh muc ti€u, lya chon hinh thtrc va ddi
thirc, co ché hop tac tac, trién khai dén dénh gia lgét qua; ap dung co ché lién két, phan cap

_ hodc theo thi truong tuy chién dich.

2  Xac dinh cac bén lién Xac dinh vai tro cua Cuc Du lich Quéc gia Vi¢t Nam, S¢ Du lich,
quan tham gia hop tic va doanh nghiép, cong dong va Influencer; Influencer 1a dai st truyén
vai trd cua Influencer thong va dong sang tao thuong hiéu diém dén.

3 Lua chon Influencer Lya chon KOL/KOC theo cac ti€u chi nhu murc df lan tda, uy tin, tinh

phu hop va kha ning tac dong dén hanh vi du khach.

4  Xem xét cac khia canh Ldng ghép cac tiéu chi vé trach nhiém xa hoi, bao ton vin hoa, bao vé
phat trién bén viing moi truong va dinh hudng phat trién du lich bén viing trong hop téc.

5 Quan tri khung hoang Thiét lap co ché du bao, kiém soat ndi dung va ing phé khing hoang
truyén thong khi hop tic nham bao vé hinh anh diém dén.
véi influencer

Nguon: Tdc gia tong hop tir néi dung phong van.
thirc. Theo d6, KOL/KOC khong con dugc xem don thuan 13 cong cu truyén thong ma da tré thanh ddi tac
chién lugc trong hé sinh thai diém dén. Thong qua viéc dong sang tao ndi dung, quang ba hinh anh va hd trg
xay dung thuong hiéu diém dén, ngudi cé sirc anh huéng gop phan tao nén mang ludi hop tac giita DMOs,
doanh nghiép du lich va khach du lich trong méi truong sd.

4.2. Tién dé va dong co thic déy hop tic gitta DMOs va nguwoi cé sicc dnh huéng

Béng 1 tong hop két qua nghién ctru cho thdy cac tién dé hop tac gitra DMO va ngudi ¢6 sirc anh huong
Xuit phat tir ap luc canh tranh ngdy cang gia ting gitta cac diém dén, dinh huéng chuyén déi sb trong
marketing du lich, nhu cau hop tac tir cd phia DMO va ngudi c6 stic anh huong, cung voi su phat trién manh
mé ctia xu huéng influencer marketing. Nhitng yéu t& ndy tao nén tang thiic day cc bén thiét 1ap quan hé
hop tac trong hoat dong quang b diém dén.

Vé dong co hop tac, cac bén hudéng dén viée ning cao nhan dién thwong hiéu diém dén, mé rong thi
truong khach, dic biét la thé hé Gen Z, tang cuong nang lyc canh tranh, tdi wu hoa chi phi marketing va
nang cao hiéu qua truyén thong. Bén canh d6, hop tac con giap DMO tiép can cac xu hudng cong nghé mai
trong sang tao ndi dung va gop phan lan toa cac gia tri du lich bén vimg.

“Khach du lich, dac biét khach du lich la gioi tré - Gen Z bdy gio quyét dinh rat nhiéu dva trén mang xd
héi. Néu diém dén khong xudt hién trén nhitng nén tang do thi gan nhw mat loi thé canh tranh.” (CG15 -
Chuyén gia du lich)

“C6 nhitng chién dich lam véi KOC chi bang mét phan rat nhé chi phi quang cdo nhieng mirc dé lan téa
lon.” (QL7 - DMO dia phuong, CG15 - Chuyén gia du lich)

4.3. Quan tri hoat dong hop tdac véi ngwoi coé sirc anh hwong va DMOs

Khi xem xét cac ndi dung quan tri hop tac, nhitng ngudi duoc hoi dé cap dén céc khia canh nhu duogc
trinh bay & Bang 2.

V& tiéu chi lya chon nguoi co6 suc anh huong, két qua nghién ctru cho the”iy viéc lua chon KOL/KOC duoc
thuc hién dya trén m6 hinh VisCAP dugc trinh bay tai Bang 3. Dbi v6i KOL, yéu t6 stc anh hudng va do
nhan dién dugc danh gia cao hon, trong khi ddi voi KOC, d6 tin cay va tinh xac thuc dugc xem la tiéu chi
quan trong nhat.
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Bang 3. Téng hop mirc dd quan trong ciia cac tiéu chi lya chon nguoi cé sirc Anh hwéng

KOL Tiéu chi lya chon nguoi cé sirc anh hwéng theo mo hinh KOC
VisCAP (Percy & Rossiter, 1980)
Cao Power (Strc anh hudng/thuyét phuc) Trung binh
Trung binh Credibility (D¢ tin cdy - chuyén mon va tinh khach quan) Cao
Cao Visibility (D6 ndi tiéng/do nhan dién) Thap
Thip Attractiveness (Strc hdp dén, kha ning tao dong cam) Cao

Nguon: Tdc gid tong hop tir phong vén sdu.

Hoat dong hop tac gitta DMOs va ngudi c6 sire anh hudng duoc trién khai théng qua nhiéu cip do quan
tri khac nhau, bao gdm cap qudc gia, dia phuong va doanh nghiép. Cac bén can xac dinh & muc tiéu, quyén
loi, trach nhiém va co ché phéi hop nham han ché xung dot loi ich va nang cao hi¢u qué hop tac lau dai.

“Cdc khia canh ciia bén vieng dweoe tich hop trong moi ké hoach Marketing, ngay cd khi lwa chon nguoi ¢é
sikc dnh hieong, chiing t6i wu tién nhitng ngueoi ¢ trai nghiém thwc té, ndi dung chan thuwce va c6 leong twong
tac tot hon la chi néi tiéng, ddc biét coi trong nhitng déng gép cho cong dong, méi trwong... khi lwa chon
dai sit thiong hiéu diém dén nhw H Hen Nié, Khoai lang thang...” (QL1 - Quan 1y du lich cdp Quéc gia)

Céc chuyén gia déu cho rang phat trién bén viing can dugc tich hop ngay tir qua trinh Iya chon va hop
tac voi KOL/KOC. Nhitng ngudi c6 strc anh hudng gan véi cac gia tri nhu bao vé méi truong, bao ton vin
hoa, hd trg cong dong va du lich xanh gdp phan nang cao tinh x4c thuc cua thuong hiéu diém dén, ting
niém tin ctia du khach va thic day hinh anh du lich bén viing. Vi viy, tinh bén vimg khong chi 1a muyc tiéu
ctia marketing diém dén ma con 1a tiéu chi quan trong trong quan tri quan hé hop tac voi ngudi c6 sirc anh
hudng.

“Chiing t6i luén chudn bi san kich ban phan img (phong ngira hodc trng phé) néu cé sir c6 truyén thong
xay ra. Trong dé, kich ban phdi chi 6 cu thé timg chii thé thuc hién trong mang lwéi cdc bén lién quan”
(QL3 - Quén 1y du lich cap Qudc gia)

Két qua nghién ctru cling nhan manh vai tro ctia hé théng quan tri hop tac da cip giira co quan quan Iy du
lich trung wong, dia phuong, doanh nghiép va KOL/KOC. Sy phéi hgp niy tao nén hé sinh thai marketing
diém dén ddng bo, phi hop vai dic diém quan tri du lich tai Viét Nam. Bén canh dé, trong bdi canh truyén
thong s6, hinh anh diém dén d@ bi tac dong boi cac su cd lién quan dén moi truong, van hoa, chét luong dich
vu hodc hanh vi clia ngudi ¢6 strc anh hudng. Do do, cac chuyén gia dé xuit xay dung co ché quan tri rai
ro truyén thong, kiém soat ndi dung va ké hoach tng pho khing hoang nham bao vé hinh anh diém dén va
nang cao hiéu qua hop téc.

4.4. Pé xuit khung hop tic marketing diém dén dwa trén ngwoi cé sivc anh hwong

Céc ndi dung nay dugc khai quat hoa qua Hinh 2.

Nhu vay, ké thira 1y thuyét hop tac cia Wood & Gray (1991) va Wang & Xiang (2007) dé giai thich tién
dé, dong co, tién trinh va két qua hop tac gitra DMOs va ngudi c6 strc anh hudng trong marketing diém dén,
tac gia xdy dung mo hinh marketing diém dén hop tic v6i ngudi co sirc anh huong tai Viét Nam. M6 hinh
mo ta qua trinh hop tac chién lugc giitra DMOs, doanh nghiép du lich va KOL/KOC nham néng cao ning luc
canh tranh, ting nhan dién thuong hiéu va phat trién du lich bén viing trong bbi canh chuyén dbi sé. Theo
do, tac gia dé xuat mot khung khai niém vé hop tic marketing diém dén voi ngudi co strc anh huong bang
cach tich hgp mo hinh VisCAP (Percy & Rossiter, 1980) cho hoat dong lya chon nguoi ¢6 strc anh huong,
mo hinh SCR (Morsing & Schultz, 2006) cho viéc xem xét trach nhiém xa hoi trong hoat dong marketing
diém dén, va mé hinh SCCT (Coombs, 2007) nham hudng t6i hoat dong quan tri khung hoang truyén thong
trong marketing diém dén tai Viét Nam.

5. Théo luin va ham y
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Hinh 2. M6 hinh Marketing diém dén hop tac dwa vio ngudi ¢é sirc anh hwong (ICDM)

1. TIEN PE HQP TAC
- Canh tranh diém dén
- Chuyén dbi sb
- Nhu cau chia sé ngudn luc
- Su thay d6i trong hanh vi ciia khach du lich

~

2. PONG CO HQP TAC
- Xay dyng thuong hiéu diém dén
- Tiép can véi thi truong khach hang muyc tiéu
- Chia sé ngudn lyc va giam chi phi
- Khuyén khich du lich bén viing

DMOs ‘

Influencers
(Cuc DLQG Viét Nam, So @ <> (KOLs/KOCs)
du lich dia phwong)

4. TIEN TRINH HQP TAC ICDM
E (i) Xac dinh E (ii) Lwa chon (iii) Lua chon : (iv) Quan tri § (v) Panh gia
é chién luge | é Influencer Influencer hoat dong hop ! E hoat dong
| Marketing | | - VisCAP 5 tac | hoptac !
E > > -+ - SCR _hf
| y -scer e
| : T I S 5

5. KET QUA KY VONG CUA QUA TRiNH HOP TAC
- DMOs (Téng canh tranh va nhan dién thuong hiéu diém dén, thu hut khach du lich, quéc té hoa, phat
trién bén ving...)
- KOLs (Tang thu nhap, ting danh tiéng)
- KOCs (X4y dyung thuong hiéu ca nhan, thoa man nhu cau chia s¢, ddng sang tao san phan du lich)

Nguon: Téc gid tong hop va mé hinh hod néi dung phong van sau DMOs va chuyén gia.

Két qua nghién ctru da tra 101 hai cau hoi nghién ctru. Thir nhat, cac nha quan 1y diém dén va chuyén gia
tai Viét Nam xem ngudi co strc anh huong 14 trung gian niém tin, dong sang tao thuong hiéu va dbi tac chién
luoc trong marketing diém dén. Quan hé hop tac duoc thuc ddy bai chuyén ddi sb, canh tranh diém dén
va cac muc ti€u xay dung thuong hi¢u, mo rong thi truong, tbi vu chi phi va phat trién bén virng. Thur hai,
nghién ctru 1am 16 co ché quan tri hop tac thong qua tién trinh hop tac, tiéu chi Iya chon nguoi c¢6 sirc anh
huong theo mé hinh VisCAP va tich hop quan tri riii ro truyén thong (SCR, SCCT). Trén co s& d6, mo hinh
marketing diém dén hop tac dua trén nguoi c6 anh huong (ICDM) duge dé xuat véi bdn thanh phan: tién dé,
dong co, tién trinh va két qua hop tac. Két qua nay ké thira cac nghién ctru vé vai tro ciia mang xa hoi d6i
v6i hinh anh diém dén va quyét dinh du lich (Xiang & Gretzel, 2010; Tran & Rudolf, 2022), dong thoi mg
rong khi khang dinh ngudi c¢6 strc anh huong khong chi 1a kénh truyén thong ma con 1a dbi tac chién luoc
trong dong sang tao gia tri va xay dyung thwong hiéu diém dén.

Nhu vy, su dong gop méi ciia nghién ciru duge thé hién nhu sau:

Thir nhat, khac véi cac nghién ctru trude cht yéu nhan manh vai trd cta chinh quyén, doanh nghiép va
cong ddng dia phuong trong phat trién diém dén bén viing (Fyall & Garrod, 2005), nghién ctru ndy cho thay
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ngudi c6 strc anh hudng ciing co thé gop phan lan toa thong diép vé du lich c¢6 trach nhiém, bao ton vin hoa
va bao v¢é moi truong. Trén co s& do6, nghién ctru dé xuit mo6 hinh ICDM nhu mot khung khai niém kham
pha, tich hgp Collaborative Destination Marketing, VisCAP, SCR va SCCT trong mét nén tang 1y thuyét
thong nhat.

Thir hai, thay vi tiép can phé bién theo gbc do cau vé hanh vi lya chon diém dén dudi su tac dong cua
influencer marketing (Woodside & Lysonski, 1989; Volo, 2010; Wenger, 2008; Jalilvand & cong su, 2012;
Tsai & Hsin, 2023; Pourazad & cong su, 2025; Susanto & cong su, 2024), nghién ctru nay tiép can & goc
nhin cung - 1am rd co ché lya chon, quan tri va danh gia influencer marketing trong mdi quan hé hop tac giita
DMOs va nguoi cd stic anh hudng.

Thir ba, nghién ciru xac dinh nguoi ¢ sirc anh huong khong chi 1a kénh truyén théng ma con 1a trung gian
niém tin, déng sang tao thuong hiéu va dbi tac chién luoc trong hé sinh thai diém dén. Két qua nay khac voi
két qua nghién ctru cua Xiang & Gretzel (2010), Tran & Rudolf (2022) khi xem ngudi ¢6 stc anh hudng
la kénh truyén thong tac dong dén hinh anh diém dén va y dinh lya chon diém dén cua du khach. Ngoai ra,
céc chuyén gia cho rang, tai Viét Nam, xu huéng chuyén dich tir KOL sang KOC trong marketing diém dén
dang dugc cac DMOs nhan manh do tinh khach quan cua thong tin ma ngudi c6 strc anh hudng lan toa.
Trong khi cc nghién ctru trude chii yéu nhin manh vai tro ciia nguoi noi tiéng va nhimg nguoi c¢6 st anh
huong c6 mirc 6 nhan dién cao (Freberg & cong sy, 2011), nghién ctru nay cho théy cac DMOs ngay cang
uu tién KOC nho tinh xac thuc va kha nang tuong tic cao véi nhom khach du lich tré va khach du lich $0.
Tuy nhién, nghién ctru d bd sung hai dong luc mai 1a chuyén déi sb va sy thay dbi hanh vi khach du lich;
g6p phan dinh hinh cac mbi quan hé hop tac gitta DMOs va ngudi co sirc anh huong.

Thir i, nghién ctru bd sung hai dong luc hop tac méi 1a chuyén ddi sb va sy thay doi hanh vi khach du
lich, qua d6 mo rong khung Iy thuyét cia Wang & Xiang (2007) trong bdi canh marketing diém dén trén nén
tang s0. TUr d6, hai dong lyc nay lam phat sinh cic ndi dung quan tri hop tac voi ngudi co sirc anh huong
trén mang xa hoi (Social media influencers).

Cuoi cing, két qua nghién ctru ham y rang Cuc Du lich Qudc gia Viét Nam va céc to chirc quan 1y diém
dén can thuc day chuyén ddi sb trong marketing diém dén, ddng thoi xay dung co ché hop tac chinh thirc,
trong d6 KOL/KOC dugc xem xét nhu cac ddi tac chién lugce. Viée hop tac can duge chuin hoa thong qua
quy trinh lya chon nguoi ¢6 stic anh huong dya trén muc do phu hop voi thuong higu diém dén, do tin cay,
tinh xac thuc va trach nhi¢m xa hoi. Hop déng hop tac can quy dinh ré muc tiéu, quyén va trach nhiém cua
céc bén; danh gia hiéu qua chién dich bang cac chi tiéu vé mirc d6 tiép can, twong tic va hinh anh diém dén.
Ddng thoi, cac bén can ting cuong kiém soat ndi dung, quan tri rai ro truyén thong va xay dung kich ban tmg
pho khiing hoang nham nang cao hiéu qua quang ba, ning lyc canh tranh va phat trién diém dén bén vimng.

Nhu véy, nghién ctru dé xuat khung khai niém ICDM nham giai thich qua trinh hop tac gitra DMOs va
ngudi co strc anh hudng trong marketing diém dén. Két qua nhan manh vai tro cia ngudi co strc anh hudong
nhu mét dbi tac chién luge, dong thoi chi ra cac yéu td quan tri hop tac, phat trién bén viing va quan tri rai
ro truyén thong. Tuy nhién, md hinh d& xut trong nghién ctru nay van mang tinh khi niém va kham pha,
do d6 can dugc kiém dinh bang cic nghién ctru dinh lugng hodc phuong phap nghién ctru hdn hop trong
nhing bbi canh khac nhau. Dong thoi, cac nghién ciru tuong lai nén md rong goc nhin tir phia ngudi cé stc
anh huong va du khach nham ting cuong tinh da chiéu, kha ning ddi sanh va phan bién, qua d6 ning cao

tinh khai quat va gid tri tng dung ciia mo hinh.
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