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TOM TAT DE TAI

V1 su phat trién cua Internet, thi mang x& ho1 dang ngay cang pho bién va
dugc sir dung voi tan suét cao tai Viét Nam. Nguoi tiéu dung khong chi st dung
mang x3 hoi nhu 13 mot coéng cu giao tiép ma con 13 méi trudng kinh doanh, mua sam.
Do vy, bai nghién ctru nay nhim muc tiéu dua ra mé hinh va kiém dinh méi lién hé
giita gin két mang xi hoi va y dinh mua san pham thuong hiéu ngoai, voi vai tro
trung gian cua viéc danh gia san pham thuong hiéu ngoai va vai tro diéu tiét caa chu
nghia vi chung. Str dung mau dir liéu tir 482 nguoi tiéu dung trén mang xa hoi tai hai
thanh phé 16n cia khu vyc phia nam Viét Nam. Phan mém SPSS va SEM duoc sir
dung trong nghién ctru nhim tién hanh phan tich va dua ra két qua. Két qua phan tich
cho thay gan két mang xa hoi khong co tac dong truc tiép 1@ ydinh mua hang, thay
vap dOdanh gia san pham thuong hiéu ngoai c¢6 vai trd trung gian tich cuc trong moi
lién hé giita gan két mang xa hoi va y dinh mua hang. Nguoc lai, chil nghia vi ching
lai c6 tac dong ti€u cuc dén ydinh mua san phém thuong hi¢u ngoai, déng thot né
cling cOvai trodicu tiét tidu cuc 1én mdi lién hé gitra d&nh gia thuong hiéu ngoai va y
dinh mua hang. Bing viéc kiém dinh mé hinh véi hai co ché trung gian vadiéu tiét
tr& chiéu nhau, két qua cta bai nghién ciru ndy dem lai ¥ nghia ham ¥ quan trong cho
ca nghién ctru hoc thuat va quan ly doanh nghiép trong mdi trudéng mang xa hoi.

Tir khéa: Gan két mang x3 hoi, y dinh mua hang, danh gia san pham, chii nghia vi

chung, san pham thuong hiéu ngoai.
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SNSS ENGAGEMENT AND CONSUMER PURCHASE INTENTION TOWARD
FOREIGN BRAND PRODUCTS: THE ROLES OF FOREIGN BRAND
PRODUCT JUDGMENT AND CONSUMER ETHNOCENTRISM

Abstract. With the development of the Internet, social networks are increasingly popular
and used with Vietnamese. Consumers not only use social networks as a communication
tool, but also as a business and shopping environment. Therefore, the purpose of this
study is to investigates the relationship between social networking sites (SNSs)
engagement and consumers’ intention to purchase foreign brand products, with the
mediating role of foreign brand product judgment and the moderating role of consumer
ethnocentrism. Using a sample data of 482 consumers on SNSs from two big city in the
southern of Vietnam. SPSS 24 and Amos 20 was applied to do analysis and provide the
results for this study. Empirical results show that SNSs engagement does not have a
direct influence on purchase intention. Foreign brand product judgment has a positive
mediating effect on the link between SNSs engagement and purchase intention. By
contrast, consumer ethnocentrism has a negative influence on purchase intention toward
foreign brand products, and it also negatively moderates the relationship between SNSs
engagement and purchase intention. The results of this study provide implications for
both researchers and business managers in understanding and making decisions regarding
consumer behavior toward foreign brand products on SNSs environment.

Keywords: SNSs engagement, purchase intention, product judgment, consumer

ethonocentrism, foreign brand products.
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CHUONG 1: DPAT VAN PE

1.1. Tinh cap thiét ciia dé tai

Vi sy bung nd ciia mang Internet va cong nghé thong tin, cac trang mang xi hoi
(Social networking sites, SNSs) nhu Facebook, Twitter, Instagram, YouTube... da tré
thanh mot hién tugng pho bién trong vai thap ky gan day (Chen va dong su, 2016; Dang,
2021; Vithayathil va dong su, 2020; Vithayathil va dong su, 2021). Mang xa hoi 1a cong
ddng 4o cho phép moi nguoi két ndi, twong tac, gin két va thiét 1ap mdi quan hé véi
nhitng ngudi khac (Makri & Schlegelmilch, 2017; Liu va dong su, 2019; Zhang va dong
su, 2017). Do cac dic diém doc dao ciia nd, mang xa hoi dathu hit nhiéu nguoi tham gia
va tao trang web cua riéng ho (Dang, 2021). Mang xa hoi dugc cho 1a da mang lai loi ich
cho nguoi dung theo nhiéu cach. Vi dy, moi nguoi co thé két ndi va giao tiép véi ban bé
trén khap thé gidi, xdy dung cac mdi quan hé xa hoi, tim kiém thong tin va mua sam san
pham (Dang, 2021; Gunawan & Huarng, 2015; Vithayathil va dong su, 2020). Hon nira,
cac cong ty kinh doanh cting thu dugc loi ich tir mang xa hoi, chang han nhu trién khai
chién dich tiép thi, tim kiém dbi tac va khach hang, xdy dung mdi quan hé v6i khach
hang va ban san pham (Hoffman & Novak, 2012; Vithayathil va dong su, 2021). Mang
x4 hoi di dat dugc tam quan trong cua n6 nhu la mot trong nhimg hoat dong truc tuyén
phd bién nhat trén toan thé gii véi viéc cung cip nén tang quan trong dé moi nguoi
tuong tic va gan két v4i nhau, thiét 1ap va duy tri cic modi quan hé ciing nhu tién hanh
cac hoat dong kinh doanh (Chen & cong su, 2016; Hoffman & Novak, 2012).

Cac hoc gia va cac nha quan ly doanh nghi€p dang tich cuc nghién ciru mirc do gin
két ciia nguoi dung trén mang xa hoi dé hiéu duge su tac dong ciia mang xa h01 ddi voi
nguoi dung (Kujur & Singh, 2017; Wong va dong su, 2023). Cac nghién ctru vé mang x4
hoi cho phép cac cong ty kinh doanh thiét ké trang web cua ho hap dan véi khach hang
va cung cap cac san pham va dich vu phu hop véi nhu cau cua khach hang (Makri &
Schlegelmilch, 2017; Naumann va dong su, 2020). Nghién ctru vé mang xa hoi ciing cho
phép cac nha tiép thi 1ap ké hoach va thyc hién chién luoc tiép thi mot cach hiéu qua
nham truyén ba thong tin mot cach nhanh chéng va rong rai (Nisar & Whitehead, 2016).
Do viy, dé tai nghién ctru vé mang xa hoi va anh hudéng ciia né téi nguoi tiéu ding dang
thu hit duge nhiéu quan tam tir ca cac nha nghién ctru va quan 1y doanh nghiép hién nay
(Kujur & Singh, 2017; Sigerson & Cheng, 2018; Vithayathil va dong sy, 2021).

Mang x3d hoi khong chi trd thanh nén tang xa hoi dé moi ngudi chia sé, tuong tac va
gan két xd hoi ma con thu hut cac doanh nghiép va ngudi tiéu dung tham gia vao cac hoat
dong trao doi kinh té khac nhau (Makri & Schlegelmilch, 2017; Gunawan & Huarng,
2015). Hién nay c6 rat nhiéu cong ty dang sir dung mang x3 hoi dé ban san phim va
nhiéu nguoi tiéu ding mua san phiam thong qua mang xa hoi. Khi ngdy cang c6 nhiéu
nguoi st dung mang xa hoi nhu mét hoat dong hang ngay, ho tr¢ nén quen thudc hon voi
cac thuong hi¢u va san phém nudc ngoai vi cac hoat dong trén mang xa hoi khong bi anh
huong bai vi tri dia ly (Hoffman & Novak, 2012). Nghia la moi ngudi ¢6 thé dé dang tim
kiém va hiéu duoc thong tin vé mot thuong hiéu hay san pham cua mot cong ty nudc
ngoai nao do théng qua mang xa hoi. Hon nira, sy pho bién cua tlep thi va quang cao
cling cung cap thong tin phong pht va hitu ich dé ngudi tiéu dung dé dang tlep can va
lam quen v6i cac thuong hi€u va san pham nudc ngoai. Tuy vdy, mic du mot sd nghlen
cru da diéu tra van dé vé hanh vi ciia ngudi tiéu dung va hanh vi mua hang trén moi
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truong mang xa hoi (Bailey & cong su, 2021; Yan & cong su, 2019; Wang & cong su,
2019; Wang & cong su, 2021), mot sb khoang trong nghién ctru van ton tai trong cac
nghién ctru hién nay.

Thir nhat, cac trang mang xa hoi nhu Facebook, Twitter, Instagram...da tré nén phd
bién trén khip thé gi01 noi chung va Viét Nam noi riéng. Nhing trang mang xd hoi nay
d3 tro thanh thanh nén tang giao dich mua ban phd bién giira doanh nghiép va ngudi tiéu
dLng (Yan & cong su, 2019). Thong qua cac trang nay, nguoi tiéu dung ¢ Viét Nam coO
diéu kién tiép xuc, tim kiém va mua duogc cic san pham thuong hiu ngoai mot cach dé
dang hon. Bén canh d6, ngudi tiéu dung ciing ¢ thong tin va kién thire phong phu dé so
sanh giita san pham thuong hi¢u noi va ngoai trén khong gian mang xa hoi. Mac du day
13 mot hién tuong phd bién, hién c6 rat it nghién ciru khao sat va kiém chtng su gin ket
cua nguoi ti€u dung trén mang xa hoi (gan két mang x3 hoi) dan dén viéc ho ra quyét
dinh mua hang ddi véi cac san pham thuong hiéu nudc ngoai (¥ dinh mua hang), dic biét
1a trong boi canh cac thi truong mai ndi nhu & Viét Nam. Viée thiéu di nhitng nghién ctru
nhu vy s& cung cap rat it bang chimg va kién thirc cho cac nha nghién ctru han 1am ciing
nhu cac nha quan 1y doanh nghiép trong viéc tim hiéu va dua ra quyét sach lién quan dén
viéc quang ba san pham thwong hiéu nudc ngoai cho nguoi tidu dung tai cac thi truong
méi ndi nhu & Viét Nam.

Thir hai, cac co ché trung gian va/hodc diéu tiét trong mdi quan hé giira gan két mang
x3 hoi va hanh vi nguoi tiéu dung ddi véi cac san pham thuong hiéu ngoai van chua dugc
nghién ctru cu thé va khong duoc rd rang trong cac nghién ctru hién nay, dic biét 1a trong
bdi canh mang xd hoi ¢ Viét Nam (Cao, 2015). Cu thé 13, mot sé co ché trung gian va
diéu tiét co thé ton tai trong moi quan hé gila gin ket mang xa hoi va y dinh mua san
pham thwong hiéu ngoai, tuy vy nhimg co ché nay van chua dugc klem chung trong cac
nghién ciru trude day. Trong bdi canh mang xa hoi hién nay, sw gdn két mang xa héi cO
thé s& dan dén viéc gia tang y dinh mua hang cua nguoi tiéu dung thong qua vai tro trung
gian ctia viéc danh gia cua nguoi tiéu ding vé cac san pham thuong hiéu ngoai. Lydo la
vi nguoi tiéu dung thuong s€ trai qua mgt qua trinh nhén thue tam ly trude khi hinh thanh
1én y dinh va hanh vi mua hang (Kotler vaArmstrong, 2020). Thong thuong, nguoi ti€u
dung trudc khi mua mot san pham nao d6 ho sé& tim kiém thong tin va danh gia vé san
pham (Klien va cong su, 1998). Nhitng danh gia c6 thé 1a vé gia ca, chat lwong, mau ma,
phong cach, thiét ké, tinh ning, bao dudng, hay dich vu hau mai (Kotler vaArmstrong,
2020). Viéc sur dung va gén két vai mang xa hoi s€ tao cho nguoi tiéu dung dé dang léy
dugc ca vé lugng va chat vé thong tin ciia san phém tir 6 gitip ho danh gia t6t hon vé
san pham va dich vu. Trén co s¢ danh gia vé hiéu biét vé san pham, nguol ti€u dung sé dé
dang hinh thanh y dinh va hanh vi mua hang d6i voi san pham ma ho muén mua. Do viy,
gan két mang xd héi ¢ kha nang s& 1am gia tang viéc danh gid san pham thuong hiéu
ngoai va tir 46 dan dén y dinh mua hdng ctia nguoi tiéu dung dbi véi san phém thuong
hiéu ngoai. Hay noi cach khac, danh gid san pham thwong hiéu ngoai co thé 1a mot yéu
t6 quan trong dong vai tro trung gian trong moi quan h¢ gitra s gan két mang xa héi vay
dinh mua hang. Pang tiéc 1a co ché trung gian ndy van chua duoc nghién ctu va kiém
nghiém trong cac nghién ctru hién nay.

Tht ba, thi truong Viét Nam dang dién ra cudc canh tranh khdc liét gitra hﬁng tiéu
dung néi dia va hang ti€u dung ngoai nhap (Nguyén, 2011). Du chinh phu da rat no luc
trong c& hoat dong nham van dong “Nguoi Viét dung hang Viét” nhung quyet dinh mua
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ciia ngudi tiéu dung van 18 thudc rat 16n vao chat lugng cam nhan d6i véi hang hoa
(Alhabeeb, 2002). Khi nhéc ti chit lwong cam nhin véi hang hoa thi Shimp vaSharma
(1987) da ting nhan dinh rang chu nghia vi ching anh huéng t6i danh gia tich cuc cho
héang noi dia va tiéu cuc cho hang ngoai nhap. Tuy nhién, xét theo van hoa cua nguoi
Viét thi san pham ngoai nhap dang nhan dugc nhiéu sy wu i clia ngudi tiéu dung hon so
v6i hang ndi dia & chit lugng cam nhan cua nguoi tiéu dung. Dac biét la ¢ dbi tuong thé
hé tré, nhitng ngudi c6 nhiéu kién thirc cong nghé, co thé st dung Internet va cac mang
x4 hoi dé tim kiém, trao ddi va tiép nhan thong tin vé chat lugng cua cac san pham ma ho
¢ y dinh mua. Trong cac nghién ctru tép trung vao tim hiéu vé hanh vi mua hang thi chu
nghia vi chung duoc nhic dén kha nhiéu trong ca nghién ciru trong va ngoai nuée (Hsu
vaNien, 2008; Karoui vaKhemakhem, 2019; Cao, 2015; Long, 2021; Ph(t vacong su.,
2018). bac biét trong nghién ctu cua Cao (2015) thiichu nghia vi chung dugc coi la bién
trung gian nham muc tiéu tim hiéu anh hudng cua né téi moéi quan hé gilra ban sic hudng
ngoai, chi nghia huéng ngoai téi hanh vi mua hang noi dia. Tuy vy, hdu nhu chua c6
nghién ciru ndo nghién ctru va kiém nghiém vai tro diéu tiét ctia chii nghia vi chung trong
cac nghién ctu truge day. Chinh vi vdy ma co ché diéu tiét cua chu nghia vi chung van
dang la mot khoang trong trong nghién ctru vé hanh vi ngudi tiéu dung noi dia dbi voi
viéc mua sim san pham thuong hiéu ngoai.

Noi tom lai, trong bdi canh mang xa hoi & Viét Nam, khi nguoi tiéu dung st dung va
gan két véi mang xa hoi, ho s& c6 xu hudng tiép xtc, tim kiém va danh gia san pham
thuong hiéu ngoai tir d6 th(t ddy y dinh mua hang. Tuy nhi& mdi quan hé giita viéc
danh gia san pham thuong hiéu ngoai va y dinh mua hang c6 thé bi suy giam béi chu
nghia vi chung trong nguoi tiéu dung, boi vi chu nghia vi chung phan anh xu hudng bao
vé va hd tro cac san pham thuong hiéu ndi dia cia nguoi tiéu dung. NG c&h kh&, dah
gi4 san pham thuong hiéu ngoai co thé 1a co ché trung gian th(t day y dinh mua hang khi
ngudi tiéu dung gan két voi mang x4 hoi. Nguoc lai, chu nghia vi ching trong ngudi tiéu
dung lai co thé 1a co ché diéu tiét can tré ¥ dinh mua hang. Trong trudng hop nay, déoh
gid san pham thwong hiéu ngoai Vachi nghia vi ching 1ahai yéu t6 van hanh nhu hai co
ché tich cuc va tiéu cuc tic dong qua lai dé tac dong dén y dinh mua san pham thuong
hi¢u ngoai cta nguoi tiéu dung khi ho s dung va gan két véi mang xa hoi. Tuy vay,
nhimg mdi quan hé va co ché anh huong noi trén van chua duoc nghién ciru va kiém
chirng trong cac nghién ctru trudc day, dac biét la trong bdi canh mang xa hoi ¢ cac nudc
dang phat trién hién nay nhu ¢ Viét Nam.

1.2. Muc tiéu va cau héi nghién ciru

Dé lap day khoang trng nghién ciru trong cac nghién ctru hién nay von cung cép rat it
bang ching vé moi quan hé gifra viéc st dung mang xa hdi va hanh vi nguoi tiéu dung
d6i voi cac san pham thuong hiu ngoai, muc dich cua bai nghién ctru nay la nghién ciu
su anh huong cta gdan két mang xda héi doi voi Ydinh mua hang san pham thuong hi¢u
ngoai ciia ngudi tiéu dung, véi vai trd trung gian cia danh gia san phim thuwong hiéu
ngoai va vai tro diéu tiét cia chu nghia vi chung trong ngudi tiéu dung. Cu thé hon,
nghién ctru ndy nham muc dich tra 10i cac cau hoi nghién ciru sau day:

Cdu hoi nghién ciru 1. Moi quan hé gitra gan ket mang xd hoi va y dinh mua hang
cua nguoi tiéu dung doi voi cac san phdm thwong hiéu ngoqi la gi?
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Cdu hoi nghién cwu 2: Danh gia cua nguoi tiéu dung vé cac san pham thuwong hiéu
ngoai co vai tro nhw thé nao trong moi quan hé gitva gan két mang xa hoi va y dinh
mua san pham thuwong hiéu ngoqi?

Cdu hoi nghién cwu 3: Chu nghia vi chung sé tac dong nhw thé nao téi moi quan hé
gitta viéc danh gid san phdm cua cac thwong hiéu ngoai dén y dinh mua cac san
phdm thuong hiéu ngoai?

1.3. Pham vi khong gian & Thoi gian nghién ctru

Péi twong nghién ciru: dbi tuong nghién ctru chinh cua dé tai nay la nguoi dLng mang
xd hoi ¢ Viét Nam. Tuy vay, do d6i tuong nghién clru twong dbi nhiéu va phan bd khap
noi trén ca nudce, dé tai nay sé chon hai thanh phé 16n 13 TP.HCM va TP. Bién Hoa dé
thu thap dir liéu. Hai thanh phd nay vé6i dan sé khoang 10 triéu ngudi, mot phan nao d6
s& mang tinh dai dién cho d6i twong nghién ctru cua ca nudc.

Phuong phdp nghién ciru: dé tai nay chu yéu sit dung phwong phép nghién ciru dinh
lugng. Cu the, dé tai s& dung phuong phap khao sat diéu tra d€ thu thap dir liéu, sau do
st dung cac phan mém nhu SPSS va SEM-AMOS dé xur ly va phan tich dir li¢u.

Pham vi nghién cuu: dit liéu cua khao sat cua dé tai duoc khao sat trong khoang tur
thang 10 dén thang 11 nam 2022 tré& pham vi dia ban TP. H0 Chi Minh vaTP. Bién
Hca.

S6 heong khdo sat: tong thu thap 500 mau, trong d6 dit liéu hoan thién 1a 482 mau.

1.4. Y nghia ciia nghién ctru

Vé ynghla nghién ctu hoc thuat, két qua cta bai nghién ciru nay s& lam rd anh
huong truc tlep vagian tlep ctia gin két mang x3 hoi 1én y dinh mua hang cta nguoi
ti& ding dbi voi san pham thuong hiéu ngoai & Viét Nam. Vai tro trung gian cua sy
danh gia san pham thuong hiéu ngoai va vai tro diéu tiét chii nghia vi chung trong moi
quan hé giita gan két mang xa hoi vaydinh mua hang cling s€ dugc kiém nghiém trong
bai nghién ciru nay. Do vay, bai nghién ciru nay s& cung cap nhiéu su méi me trong viée
nghién ctru vé& hanh vi nguoi tiéu dung trong viéc tim kiém va mua sim san pham
thuong hiéu ngoai trong bdi canh mang xa hoi & cac nudc dang phat trién nhu Viét Nam.

Vé y nghia quan 1y, két qua ciia bai nghién ciru nay s€ cung cap bang ching thuc
nghiém cho cac nha quan ly doanh nghiép, bao gdém doanh nghi€p trong nudc va ngoai
nudc, trong viéc tim hleu va khai thac hanh vi nguoi tiéu dung d6i v6i san pham thuong
hiéu ngoai. Kién thirc vé sy gan két mang xi hoi cua nguoi tiéu ding, sy ddnh gia san
pham thuong hiéu ngoai va tinh vi chiing trong ngudi tiéu dung s& giup nha quan ly
doanh nghi€p va nguoi lam marketing c6 nhiing chinh sach va chién lugc hop 1y dé tiép
can va thuyét phuc nguoi tiéu ding tim kiém va mua sam san pham thuong hiéu cua
céng ty mmh.

1.5. Két cau cia bao cao nghién ciru
Bao céo nay gom 5 chuong:

Chuong 1: D3t van dé



Tinh cép thiét cua dé tai

Muc ti€u nghién ctru va cau hoéi nghién ctru

1

2

3. Pham vi vé khong gian va thoi gian clia nghién ciru
4 Y nghia cta nghién ctru

5 Két cdu cua bao cao nghién ctru

Chuong 2: Tong quan co sé 1y thuyét

1. Ly thuyét nén

2. C& khai niém lién quan

3. Céc gia thuyét vam©hinh nghién ciru
Chwong 3: Phuwong phap nghién ciru

1. Thang do céc bién trong mé hinh

2. Quy trinh lay mau dit liéu

3. Phuong phéap phén tich dir li¢u
Chuwong 4: Két qua nghién ciru

1. Két qua kiém dinh nhan t khang dinh

2. Kiém dinh d6 tin cdy va tinh chinh xac cta thang do

3. Kiém dinh sai l1éch phuong phap chung va sai léch khong tra 10i

4. Két qua kiém dinh gia thuyét
Chuong 5: Két luin va dé nghi

1. Thao luan két qua nghién ctru

2. Ham y nghién ctru va han ché nghién ctru



CHUONG 2: TONG QUAN CO SO LY THUYET

2.1. Thuyét sir dung va hai long

Nghién ctru ndy tng dung trén thuyét sir dung va hai long (Uses and Gratification
Theory — UGT) cua Katz vaBllumler (1974). Pay 1a mét trong nhitng 1y thuyét nhim
xem xét vé cac yéu to anh huong téi hanh vi lya chon va st dung kénh truyén thong
(Mehrad va Tajer, 2016; Ray va dong su, 2019). Khong chi vay theo Eighmey va
McCord (1998) thi Iy thuyét nay thuong duoc dung dé giai thich nhiing hanh vi cia
nguoi tiéu dung khi xem xét nhan thirc vé cac gia tri khac nhau ctia san pham. Cac nghién
ctru trude day str dung 1y thuyét UGT nham 1am rd hanh vi clia nguoi tiéu dung khi tuong
tac v4i cac nén tang khac nhau nhu quang céo (Le vawang, 2020; Liu vacong su, 2020),
truyén thong xa hoi (Korhan vaErsoy, 2016; Ngai vacong su, 2015). Trong nghién ctiu
ctia Doorn vacong su (2010) di 1ap luan rang su gan két cua khach hang véi thuong hiéu
1a két qua cta dong co thuc diy. Ma Iy thuyét UGT lai nham muc tiéu xac dinh cac dong
co cua cac ca nhan, va chira réng nhu cau va hanh vi caa ho bi anh huong bdi dong co
(Katz vacong su, 1974). Tir 6 c6 thé néi rang, 1y thuyét UGT giai thich mot cach day du
su anh hudng cua cic yéu to nhu danh gia san pham, gin két mang xa hoi, hay cac yéu t6
vé tinh cam, nhan thtrc nhu 13 cha nghia vi ching va hanh vi trén cac nén tang mang xa
hoi khac nhau ctia nguoi tiéu dung.

2.2. Gan két mang xa hoi

Khai niém “gan két” (engagement) thudng duoc coi 1a yéu t cdt 16i trong mdi
quan hé giira nguoi tiéu dung va mot cong ty, san pham, thuong hiéu, hay mot vat thé nao
d6 (Brodie & cong su, 2013; Islam & cong su, 2019). Gin két khach hang (consumer
engagement) duogc dinh nghia 14 “su twong tac 1ap di 1ap lai 1am gia ting su dau tu vé thh
cam, tdm 1y hoic cong strc cta khach hang ddi véi mot san pham hay thwong hiéu”
(Sedley, 2010, trang 7). Brodie vacong su (2011) tién hanh tong quan cac nghién ctru vé
gan két khach hang va dua ra mot dinh nghia hoan chinh vé kh& niém nay nhu “mot
trang thai tAm 1y xay ra nho trai nghiém tuong tac, dong sang tao ciia khach hang vai mot
tac nhan/déi tuong tiéu diém (vi du: mot thuong hiéu)... D6 1a mot khai niém da chiéu tuy
thudc vao biéu hién cu thé theo nglr canh hodc cac bén lién quan vé nhan thirc, cam xuc
va hanh vi.” (Trang 260).

Hién da c6 twong d6i nhiéu bai nghién ctru vé gan két khach hang trong linh vuc
quan ly marketing va hanh vi nguodi tiéu dung. Vi du, Dovaliene va cong su (2015)
nghién ctru su tac dong ctia gin két khach hang 1én sy hai long dbi vé6i viée sir dung tmg
dung di dong. Nhom tac gia nay thu thap va kiém nghiém dir liu tr nguoi tiéu dung o
Lithuania. Két qua nghién ciru cho thay gan két khach hang 1am tang 1én nhan thirc gia tri
vé san pham, tir d6 ning cao su hai long cta khach hang ddi véi viée sir dung tmg dung
di dong. Tuong ty nhu vay, nghién ctru cua Ho vaChung (2020) cling phat hién ra sy tac
dong tich cuc cua gan két khach hang 1én vén chu s¢ hitu cta khach hang (customer
equity), tir d6 dan dén ¥ dinh mua lai ung dung di dong. Mot nghién ctru téng hop cua
Santini va cong su (2020) d3 mé rong nghién ciru sy gin két khach hang trén khong gian
mang x hdi truyén thong. Nhom téc gia di tong két hang loat nhing yéu t6 lién quan dén
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gén két khach hang nhu sy tin tudng, sy cam két, su hai long, truyén miéng, y dinh hanh
vi....Tuy vay, sw gan két khach hang chi 1a khai niém xoay quanh nguoi ti€u dung doi
v&i mot san pham, doanh nghiép hay mot thuong hiéu nao do (Santini va cong su, 2020)

O bai nghién ctru nay, gén két mang xa hoi duoc coi lamot khai niém mé rong tur
khai niém gén két khach hang. Trong bdi canh mang xa hoi, gén két mang xa hdi dugc
hiéu nhu sy dau tu vé nhan thirc, tinh cam va hanh vi ddi voi mang xa hoi. Gén két mang
x3 hoi bao gém ba phuong dién khac nhau: (1) suw nhiét tinh 1a cam giac phin khich khi
st dung mang xa hoi, (2) sy tham gia co y thuc 1a sy dau tu cua nhirng nd luc nhan thirc
vao viéc st dung mang xa hoi, va (3) twong tac xa hoi 1a hanh vi tham gia tuong tac cia
nguoi tiéu dung véi ban beé trén mang xa hoi (Vivek, 2009; Zhang & cong su, 2017).
Mirc d6 gan két mang xa hoi cang cao noi 1én nguoi dung du tu rt nhiéu thoi gian, tinh
than va cong strc cho viée sir dung mang x4 hoi.

2.3. Panh gia sin phAm thwong hi¢u ngoai

San pham thuwong hiéu ngoai (foreign brand products) dugc hiéu 1 cac san phim
va thuong hiéu thudc quyén sé hitu boi mot cong ty nude ngoai (Klein & cong su, 1998).
Cu thé, san phém thuong hiéu ngoai do mot cong ty nudc ngoai san xuat, dit tén thuong
hiu, va c6 quyén s¢ hiru 601 véi1 san pham va thuong hi¢u nay (Son & Jin, 2013). Vi du:
nguoi tiéu dung ¢ cac qudc gia khac co thé cho rang dién thoai thong minh cua Samsung
dugc san xuat, dat tén va so hiru boi Cong ty Samsung, mot san pham thuong hiéu cua
Han Qudc. Pdi v6i nguoi tieu dung ¢ qudc gia khac thi dién thoai thong minh cua
Samsung la mot san pham thuong hiéu ngoai. Tuong tu nhu vay, MacBook va Iphone la
san pham mang thuong hiéu cua hiang Apple dén tir My, doi véi nguoi tiéu dung tai Viét
Nam, Trung Qudc hay cac quoc gia khac thi day la san pham thwong hi¢u ngoai.
Solomon (2018) cho rang khi mua bat c&t san pham nao, da sé nguoi tiéu dung s& tim
kiém thong tin va nhan xét vé san phim d6. Thudng thi ngudi tiéu dung s& danh gia mot
san pham dua trén cac dic diém va tinh ning ciia né nhu gia ca, chat luong, kiéu dang,
thiét ké, thuong hiéu va quéc gia xuét xir. Néu viéc danh gia san pham la tich cyc va phu
hop thi ngudi tiéu dung s€ ¢6 xu huéng mua san pham d6. Klein vacong su (1998) va
Kinra (2006) cho rang nguoi tiéu dung c6 xu hudng lién két chit luong cao cua san pham
v6i tén thuong hi€u va quoc gia xuat xur. Nghia la, nguoi ti€u dung c6 kha nang sé danh
gia chat luong cao va thudc tinh tot ctia mot san pham néu c6 thuong hiéu nudc ngoai va
dugc san xudt tai nude ngoai. Do d0, viée ra quyét dinh cua nguoi tiéu dung thuong duoc
quyét dinh boi nhan thirc ciia ho vé san pham thuong hidu nudc ngoai hay san pham
thuong hiéu ndi dia (Son & Jin, 2013; Lee & Nguyen, 2017).

Tré khong gian mang xi hoi, nguoi tiéu dung d& dang tiép xtic v6i cac san phim
thuong hiéu ngoai hon (See-To vaHo, 2014). Ly do 1a mang xa hoi khong bi gii han vé
khong gian dia Iy va mang tinh lién két cao. Nguoi tiéu dung théng qua mang xa hoi co
diéu kién tiép xtic voi thong tin, hinh anh, quang cdo, va tiép thi ciia cac san pham thuong
hiéu ngoai (Dang, 2021; Sigerson vaCheng, 2018). Hon nita, san pham thuong hiéu
ngoai thuong c6 gia ca cao hon so véi san pham noi dia, do vay ngudi tiéu dung s& c6 xu
huéng tim hiéu k§ dé danh gia trudce khi quyét dinh mua san pham thuwong hiéu ngoai.
Viéc nay gitip ngudi tidu dung giam thiéu rai ro khi bé ra mot sd tién 16n dé mua san
pham thwong hiéu ngoai. Do d6, viéc danh gia san phim thuwong hiéu ngoai dong mot vai
trdquan trong trong qué trinh mua hang cta ngudi tiéu dung khi ho chon lya san pham
thuong hiéu ngoai trén khong gian mang xa hoi (Gunawan vaHuarng, 2015).
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2.4. Chu nghia vi chiing

Chu nghia vi ching dwgc dinh nghia 14 “...quan diém cho rang nhom ngudi cua
ch ih mhh 13 trung tim ctia moi tht, tit ca nhitng nhém ngudi khac déu 1a tha yéu va
dugc danh gia dya trén ti€u chuan cua né...M6i mot nhom nguoi déu léy minh lam su
hénh dién, kiéu hanh, ty cho minh 1 vuot trdi, dé cao chinh minh, thAm chi than thanh
ca t@ vakhinh bi nhitng nguoi ngoai...”(Summer, 1906, p. 13). Trén co s¢ chu nghia vi
chung, Shimp va Sharma (1987) da xac dinh chi nghia vi chung nguoi ti€u dung
(consumer ethnocentrism, CE) 1a mét tap hop con cua chu nghia vi chung. CE dé cap dén

“moi hinh thirc kinh té dac thu cua chu nghia vi chung ma tap trung vao mem tin cua
ngudi tiéu dung vé sy phu hop va tinh dao dirc khi mua cac san phdm san xuit & nudc
ngoai” (Shimp & Sharma, 1987, trang 280). Cu thé hon, khi ngudi tiéu dung theo chi
nghia vi ching, ho thuong c6 khuynh huéng phan biét cao giira san pham thwong hiéu
ndi va ngoai. Ho c6 nhiéu kha ning mua san pham trong nuéc hon va tranh mua san
pham cua thwong hiéu nude ngoai (Shankarmahesh, 2006). Do véy, chu nghia vi chung
trong nguoi tiéu dung thuong sé anh huong dén nhén thic, tinh cam, thai do, va hanh vi
mua hang ciia ngudi tiéu dung dbi voi san pham ¢ yéu té nude ngoai hay ndi dia (Waton

& Wright, 2000).

2.5. Gin két mang xa héi va y dinh mua san pham thwong hiéu ngoai

Mang x3 hoi 1a khong gian 4o thu hit tit ca ngudi ding tir khap noi trén thé gidi ma
khong bi han ché boi khong gian dia Iy (Zhang & cong su, 2017). Nguoi ding mang xa
hoi c¢6 thé tir do chia sé thong tin (Dang, 2021). Vi dic trung nay, ngudi dung c6 thé dé
dang tiép can véi cac san pham va thuong hiéu tir khap cac nudc khac nhau trén thé gidi
thong qua mang xa hoi (Gunawan & Huarng, 2015). Khi nguoi dung tham gia tuong tac
va gan két v6i mang x4 hoi, ho rat c6 thé s& hinh thanh ¥ dinh mua san pham thuong hi¢u
ngoai v6i cac 1y do nhu sau. Thir nhit, nguoi tiéu dung dé dang tiép can va lay duoc
théng tin vé san phém thuong hi€u ngoai trén mang xa hoi (Dang, 2021). Thir hai, nguoi
tié dLng conhiéu ban bé trén mang xa hoi. Voi mang ludi ban be rong khap thi ho dé
dang tiép x(c duoc va chiu anh hudng boi hiéu tng truyén miéng vé cac san pham
thuong hiéu ngoai (See-To & Ho, 2014). Thir ba, nguoi tiéu ding thuong xuyén tiép x(t
v6i cac thong tin quang cdo va tiép thi vé cac san pham thuong hiéu ngoai khac nhau trén
mang x4 hoi. Didu nay gitup ho hiéu rd hon Vé cac san pham thuong hiéu ngoai (Solomon,
2018). Voi nhtng ly do nay, khi tham gia gan két mang xd hoi, nguoi tiéu dung rat dé
hh thanh 1& ydinh mua hang khi ho tiép xtc va hiéu rd vé cac san phim thuong hiéu
ngoai. Do vay, bai nghién ctru nay dua ra gia thuyét nhu sau.

HI: Gan két mang xa hoi sé co tac dong tich cuc dén ydinh mua sdan phcfm thwong hiéu
ngoai.

2.6. Vai tro trung gian ctia danh gia sian pham thwong hiéu ngoai

Khi nguoi tiéu dung mudn danh gia mot san phém hay thuong hiéu nao do, ho can
phai tim kiém thong tin va dya trén ca s6 luong va chat lugng cua thong tin dé dah gia
vadua ra quyet dinh. Nhu déd n6i ¢ trén, khi nguoi dung co su gan két mang xa hoi, nguoi
tiéu dung co thé 13y duoc thong tin tur nhiéu ngudn khac nhau, nhu ty minh tim kiém, ban
bé gidi thiéu, hiéu tng truyén miéng, thong tin quang cdo va tiép thi cta cong ty.. .(Dang,
2021; See-To & Ho, 2014; Solomon, 2018). Sau khi d&tiép xtc va lay dugc thong tin can
thiét, nguoi tiéu dung s& dé dang co6 duoc kién thic va hiéu 16 hon vé san pham va
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thuong hiéu (Nisar & Whitehead, 2016). Pac biét 1a khi nguoi tiéu dung mudn tim hiéu
Vvé cac san pham thuong hiéu ngoai thi viéc tim kiém théng tin vadanh gia san pham s&
dé dang hon nhiéu trén khong gian mang. Do viy, gin két mang xi hoi s& ning cao kha
nang danh gia san pham thuong hiéu ngoai ciia ngudi tiéu ding, boi vi nguoi tiéu ding
dé dang 1ay duoc thong tin va c6 duge nhitng kién thirc can thiét khi ho gin két mang xa
hoi.

Mt khéc, & cac qudc gia phuong dong tam ly sinh ngoai van dang 1a mot xu hudng
thinh hanh trong xa hoi. Nhleu nghién ctru di chimg thyuc diéu nay. Vi du, ROJas Mendez
vakKolotylo (2022) chi ra rang ngudi tiéu ding & Nga thich mua san phim va thuong
hiéu ngoai quéc. Két qua nghién ciru cua Liu vacong su (2021) cho thiy nguoi tiéu dung
& Pai Loan rét thich mua sam san pham va thuong hiéu tir nudc ngoai nhu Nhat Ban, My,
hay cac nuéc Chau Au. Tuong tu nhu vay thi nghién ctru ctia Zhou vaHui (2003) ciing
cho thay nguoi tiéu dung Trung Quéc ciing ¢o xu huéng sinh ngoai khi ho gianh nhiéu
thu nhap dé mua cac san pham c6 thuong hiéu ngoai quoc. O Viét Nam, s6 dong ngudi
ti@ ding ciing c¢6 xu hudng yéu thich mua sim hang ngoai. Nghién ctru cua Dao va
Heidt (2018) cho thdy ngudi Viét Nam yéu thich cic san pham thuong hiéu ngoai, dic
biét 1a cac san pham thuong hiéu tir Nhat Ban. Nghién ctru cia Mai vaSmith (2012) ciing
cho thiy ngudi tiéu dung Viét Nam dic biét co sé thich mua hang héa ngoai nhap. Nhu
vdy, tam 1y sinh ngoai va s thich mua sdm hang ngoai rat c6 thé s& co tac dong 1én nhan
thirc va sy danh gia ciia nguoi tiéu dung ndi dia, tir d6 anh huong dén hanh vi mua hang
cua ho.

Trong khong gian mang xa hoi ngay nay, do dé dang trong viéc tiép x(r vatim kiém
thég tln lié quan dén san pham va thuong hiéu ngoai, cong voi tdm 1y wa thich hang
ngoai san co, ngudi tiéu dung trong nudc c¢d xu huéng danh gia cao san pham thuong
hiéu ngoai (Mai & Smith, 2012). Khi d& dang thu thap va tim kiém thong tin trén mang
x4 hoi, ngudi tiéu dung cang c6 diéu kién thuan loi dé dénh giadung hon vé san phim
thuong hiéu ngoai va so sanh voi cac san pham trong nude. Do vy, nguoi tiéu ding cé
nhiéu kha niang s& yéu thich san pham thwong hiéu ngoai hon, tr d6hmh thanh né y
dinh mua nhiing san pham thuong hiéu ngoai d6(Liu & cong su, 2021). Can ¢l vao cac
1ap luén nhu trén, co thé suy luan rﬁng gan két mang xa hoi s& nang cao sy danh gia san
pham thuong hi€u ngoai, tir d6 dan dén ydinh mua hang cia ngudi tiéu dung ddi véi cac
san pham thuong hiéu ngoai. Gia thuyét nhu sau dugc dua ra.

H2: Ddnh gid san pham thirong hiéu ngoai ¢é vai tro trung gian tich cuc trong moi quan
hé giita gan ket mang xa hoi va y dinh mua san pham thwong hiéu ngogi.

2.7. Tac dong cua chi nghia vi ching va vai tro di€u tiét cia no

Céc nghién ciru trude day da diéu tra vai tro ciia chu nghia vi chiing trong ngudi tiéu
dung va tim thdy anh huong cua no doi véi quyét dinh mua hang cta nguoi tiéu dfmg Vi
du, Waton vaWright (2000) da tim thdy mdi quan hé tich cuc giita chii nghia vi chung
clia ngudi tiéu dung & New Zealand va ¥ dinh mua hang dbi vé6i cac san pham tir nén vin
hoéa tuong tu. Klein vacong su (1998) da phat hién ra anh huong ti€u cuc ctia chu nghia
vi chiing trong ngudi tiéu dung ¢ Trung Qudc ddi v6i ¥ dinh mua cac san pham cua Nhat
Ban. Céc nghién ctru khac cua Evanschitzky vacong su (2008), Javalgi vacong su
(2005), Karoui vaKhemakhem (2019), vaHsu vaNien (2008) déu chi ra su tac dong tiéu
cuc cua chil nghia vi ching 1én hanh vi va thai do nguoi tiéu ding ddi véi san pham va
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thuong hiéu ngoai qubc. Tuong tu nhu vdy, mot sé nghién ctru ¢ trong nudc, nhu cia
Nguyén Thanh Long (2011) vaCao Qudc Viét (2015), déu cho thdy chu nghia vi chung
trong ngudi tiéu dung Viét Nam s& tac dong tiéu cuc dén tha d6 va hanh vi mua hang cua
ho ddi voi san pham va thuong hiéu ngoai qudc. Nhu vay, khi tham gia sir dung gin két
vo1 mang xa hoi, nguoi ti€u dung Viét Nam voi cha nghia vi chung cao rat ¢6 thé s& chi
phdi nhan thuc, thai do va hanh vi cta ho, dan dén t& dong nghich chiéu dén sy dénh gia
san pham thuong hiéu ngoai, dong thoi ciing 1am giam bét ¥ dinh mua hang cua ho. Dya
tré@ két qua nghién ctru cta ca trong va ngoai nude, bai nghién ctru ndy dua ra gia thuyét
nhu sau.

H3: Chii nghia vi chiing trong ngudi tiéu ding sé tac dong tiéu cuc den ydinh mua san
phdam thuong hiéu ngoai.

H4: Chii nghia vi ching trong nguoi tiéu ding sé ¢6 vai tro diéu tiét tiéu cwc dén moi
quan hé gita danh gia san pham thuwong hiéu ngoai va y dinh mua san pham thwong hiéu
ngoai.

Mo hinh nghién ciru va mbi quan hé giita cac bién sb trong mo hinh trong bai
nghién ctru nay duogc trinh bay ¢ Hinh 1 dudi d&y.

Cht nghia vi
chung

Gin két mang xa Danh gia san pham v Y dinh mua hang
hoi thuong hiéu ngoai

\ 4

A\ 4

Hinh 1. M6 hinh nghién ctru dé xuat
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CHUONG 3: PHUONG PHAP NGHIEN CUU

3.1. Thang do c& bién

Bai nghién ctru nay st dung thang do c& bién dugc 13y tir cac nghién ctru trude
d&y trong cong linh vuc. Ly do 13 vi cac thang do ndy d&duogc phat trién va kiém nghiém
véi d6 tin cdy va tinh chinh xac cao. Hon nira, cac thang do ngy d&duoc sur dung rong rai
trong cac nghién ctru trude day. Cu thé, gdn két mang xd héi dugc sit dung thang do 9
cau hoi duoc phat trién boi Vivek (2009) vaduogc kiém nghiém boi Zhang vacong su
(2017) . Pdnh gid san pham thwong hiéu ngoai duoc do bang thang do 4 cau hoi 1dy tur
Klein vacong su (1998). Chii nghia vi ching dugc do bang thang do 5 ciu hoi 1ay tir
Klein vacong su (1998). Y dinh mua hang st dung thang do 2 cau hoi tir Sarkar va
Sreejesh (2014). Trong bai nghién ctru ctua minh, Sarkar vaSreejesh (2014) phat trién va
kiém nghiém thang do ngan véi 2 cau hoi dé phan anh y dinh mua hang cia nguoi tiéu
dCng d6i véi mot thuong hiéu nao d& Do do tin cay va tinh chinh xac (bao gom giatri
hoi tu vagiatri phén biét) d&dugc nghiém ching, cong vaéi su thich hgp trong sy do
luong y dinh khach hang d6i voi mot thuong hiéu san pham, bai nghién ctru ndy s& sir
dung thang do ngan lay tir Sarkar vaSreejesh (2014).

T4t ca cac cau hoi thang do déu duge do ludng bang thang do Likert tir 1 (rit khong

dong y) dén 5 (rat dong y). Bang 1 trinh bay cu thé cac bién vathang do clia cc bién

trong bai nghién ctru nay.

Bang 1. Thang do c& bién

Gan két mang Nguodn: Vivek (2009), Zhang va cong su (2017)
X hot Su nhiét tinh

1. Toi dung rat nhiéu thoi gian ranh rdi cho mang xa hoi.

2. T& dam chim vao mang xa hoi.

3. TG dam mé mang xa hoi.

Tham gia cOythiic

1. Bat ctr thtr gi lién quan dén mang x4 hoi déu thu hit toi chu ¥ t6i.
2. Téi thich tim hiéu nhiéu hon vé mang x3 hoi.

3. Toi quan tdm rat nhiéu dén moi tha vé mang xa hoi.

Twong tac xa hoi

1. Téoi thich tham gia vao mang xa hoi cung vdi ban be cua minh.

2. Toi thﬁy th vi hon véi viéc st dung mang xa hdi khi c6 ban be tham
gia cung.

3. Mang xa hoi tr¢ nén tht vi hon khi moi ngudi xung quanh cung
tham gia.
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banh gid san  Klein vacong su (1998)
pham thuong

hiéu ngoai 1. San pham thuong hiéu ngoai thuong cOchat lugng tot hon san pham

thuong hiéu nai.

2. San pham thuong higu ngoai thuong c6 ham lugng ky thuat vacdng
nghé tién tien.

3. San pham thuong hiéu ngoai thuong dang tin cdy va bén dep hon.

4. San pham thuong hiéu ngoai thuong coOgiatri dlng nhu gia ca cua
na

Cha nghiavi  Klein vacong su (1998)

chung 1. Mua san pham thuong hiéu ngoai khéng phai lahanh vi dng dan
v&1 nguoi trong nudc.
2. Mua san pham thuong hiéu ngoai dan dén ngudi lao dong trong nude
mat viéc.
3. Ngudi yéu nudc s& ung hé mua san pham thuong hiéu ni.
4. Mua san pham thwong hiéu ngoai gitip cong ty nudc ngod gidu cA
5. Mua san pham thuong hiéu ngoai s& huy hoai c& céng ty trong
nudc.
Y dinhmua  Sarkar vaSreejesh (2014)
hang

1. To6i s€ mua san pham thuong hi¢u ngoai.

2. T@ cOydinh mua san pham thuong hiéu ngoai trong tuong lai.

3.2. Qua trinh liy miu

Phiéu khao sat duoc thiét ké bang phuong phap dich xué-dich nguoc (backward-
forward) gitra tiéng Anh va tiéng Viét. Trude khi tién hanh khao sat dién rong, phiéu
khao sat dugc tién hanh kiém dinh thtr (pilot test) v&i su tham gia ctia 30 nguoi su dung
mang x4 hoi. Sau khi ddam bao chat luong cua phiéu khao sat, ching t& tién hanh cudc
khao sét chinh thirc dé thu thap dir liéu.

Déi tugng diéu tra cia bai nghién clru nay 1a ngudi ding mang xa hoi. Do khong ¢6
khung miu (Sample frame) danh sach tit ca ngudi sir dung mang xa hoi, ching toi su
dung phuong phap 1dy miu tién ich. Nguoi str dung mang xa hoi dugec moi tham gia vao
cudc khao sat thong qua kénh online va tai cic ctra hang siéu thi & TP. H6 Chi Minh va
TP. Bién Hoa. Nghién ctru thuc hién tai hai thanh phd ndy béi vi mét 1a trung tim kinh té
xa hoi cua cd nudce, hai la trung tam kinh té cua khu vuc phia nam. TP HO Chi Minh va
TP. Bién Hoa déu 1a nhiing thanh phd 16n voi sé lugng dan cu dong va cac hoat dong
mua ban, dic biét 1a mua sam trén cac trang mang xa hoi duogc thyc hién mdt cach phé
bién & ngudi dan cia nhitng thanh phd nay. Déi tugng nghién ctru dugce hoi “ban cé sir
dung mang xd héi khong?” va “ban dd tirng mua san pham thiwong hiéu ngoai chwa?”.
D& vién dugc chon tham gia khi tra 161 “c6” vdi hai cau hoi trén. Cudc khao sat dugce
tién hanh tir thang 10 dén théng 11 nam 2022. Két qua thu dugc 500 phiéu, trong d618
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phiéu khong hop 18 do thiéu théng tin hoac bo sot cac cau tra 10i. Mau dir liéu cudi cing
dugce dwa vao phan tich 13 482 phiéu. Bang 2 thé hién dic diém ctua mau nghién ciru.
Thong qua két qua trong bang 2¢6 thé théy rang ty 18 gi6i tinh nit chiém sd luong 16n véi

61%, ddy ciing phan anh thyc té ring d01 tugng khach hang thuong xuyén mua hang trén
khong gian mang da phan 1a nit. Do tudi dang tham gia mua sam trén cac nén tang mang
xa hoi phai thudc gidi tré, nhitng nguoi sinh ra trong thoi dai cong nghé. Do do, nghién
clru nay ciing chi ra rang da phan nguoi tham gia mua sim trén mang xi hoi s& thudce thé
h¢ Z (78,6%). Trong khi do, cac do tudi khac ciing ngay cang gia tang viéc mua sam truc
tuyén cta ho, dac biét la tu sau dai dich Covid v6i nhom tudi 31-40 chiém khoang 11,8%
va trén 41 tudi chiém 9,1%. Do dbi twgng mua sam phan 16n thudc thé Z nén thu nhap
hién tai cua ho chua cao, nhung c6 thé théy ré‘mg véi toe do phat trién kinh té hién tai cta
Viét Nam thi thu nhép cua ho sé ting cao sau khi budc qua giai doan dau tién cua su
nghiép.

Bang 2. Bac diém mau nghién ctru

Pic diém Tan s Ty 1€ (%)
Gidi tinh
Nir 294 61,0%
Nam 187 38,8%
Do tudi
Duaoi 20 2 0,4%
21-30 379 78,6%
31-40 57 11,8%
41 trolen 44 9,1%

Trih d6 hoc van

Cdp 3 tré xuong 2 0,4%
Trung cdp/Cao danglPai hoc 471 97,8%

Thac sy tro lén 9 1,9%

Thu nhép

Duwoi 10 triéu VND 345 71,6%

10 triéu—Duwoi 20 trieu VND 101 21,0%
20 trieu—Duwoi 30 triéu VND 27 5,6%

30 trieu VND tro lén 9 1,9%

n=482
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3.3. Phuwong ph&p ph&n tth dir liéu

Hai phuong phéap thong ké chinh duoc dung dé phan t £h di liéu trong ba nghién
ctru n&y. Phan mém SPSS duoc dung dé kiém tra chat lwong cua dit liéu vaphan tth
théng kéméta ciing nhu d6 tin cay cua thang do. Hon nita, phan mém SEM-AMOS duoc
dung dé chay ph&n t€h nhan té khing dinh (confirmatory factor analysis, CFA) dé kiém
tra su twong thich (goodness of fit indexes) gitra m&h nh nghié ctru vadir liéu khao s&
vakiém nghiém tfh chfih x& cua thang do. Ly do sir dung SEM-AMOS cho m&hh
CFA lavinocung cap c& théng sb vé tinh twong thich cuia m&hhh nghié cuau, trong
khi c& phan mém khac nhu PLS-SEM thiéu di tinh ning nay. Trong md hinh CFA, gin
két mang x&hoi |&bién da chiéu (multidimensions) bao gém sy nhiét thh, tham gia cOy
thire va tuong tic x&hoi. Do vay, bién nay duoc xir lylanhan té bac hai (second-order
factor). C& bién khac nhu danh gia san pham thwong hiéu ngoai, chii nghia vi chung vay
dinh mua hang déu labién don chiéu (single dimension). Do vay, c& bién nay déu dugc
xt Iy7lanhan t6 bac mot (first-order factor). C&h xu Iyc& bién trong méhhh CFA dua
trén phuong phap phan tich dit liéu duoc Kién nghi boi Hair & cong su (2010). Ngodi ra,
phan mém SEM ciing duoc dung dé kiém nghiém c& gia thuyét trong ba nghié ciu ndy.
PLS-SEM da dugc chizng minh l&cho két qua ch mh x& véi sicc manh thong kécao (high
statistical power), dic biét lakhi kiém nghiém mo&hhh véi mau nho vadir liéu vi pham
gia thuyét vé phan phdi chuan (Hair va cong su, 2017). Ngodl ra, c& nghié ciu trong
linh vuc quan lythéng tin mang x&hoi, quan ly marketing va hanh vi nguoi tié& dtng
cling ngay cang wa chuong PLS-SEM (Hair va cong su, 2019). Va&i nhitng ly do néy,
PLS-SEM duoc sir dung dé kiém nghiém gia thuyét trong ba nghié cau ndy.

Trong m&hmh kiém nghiém gia thuyét, c& bién vé nhén khau cia miu nhu gidi
tinh, d6 tudi, trinh d6 hoc van vathu nhap dugc dua vao md hinh 1am bién khéng ché
(control variables) bai vicé bién ndy cokha ning gy tac dong 1& bién phu thudc va
anh hudéng dén két qua kiém nghiém gia thuyét. C& bién khong ché nay da duoc si dung
rong réi trong c& nghié ctu trude day (Beily va dong su, 2021; Vithayathil va dong su,
2020).
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CHUONG 4: KET QUA NGHIEN CUU

4.1. Két qua phan tich nhan t6 khing dinh

Két qua phan tich CFA cho thay dit liéu khao sat c6 tinh twong thich cao dbi v6i mo
hinh nghién ctru: ti I¢ gitra Chi-binh phuong va bac tu do 1a 520,153/254=2,048, nho hon
gia tri ngudng 1a 3; cac chi s khac nhu CFI=0,928, GFI=0,921, va TLI=0,915 déu lén
hon gia tri ngudng 13 0,90. Ngoai ra, chi s6 RMSEA=0,047 ciing nho hon gia tri ngudng
120,08 (Hair & cong su, 2010). Két qua phan tich nhan td khang dinh duoc trinh bay
trong Bang 3 dudi d&y.

4.2. Két qua kiém dinh dd tin cdy va tinh chinh xac ciia thang do

Do tin cdy (reliability) thuong dugce kiém dinh bang gia tri Cronbach’s Alpha.
Hair vacong su (2010) cho rang do tin cay cua thang do dugc chap nhan khi Cronbach’s
Alpha tir 0,60 trd 1én. Két qua ¢ Bang 3 cho thay, cac bién trong md hinh nghién ciru déu
c6 gia tri Cronbach’s Alpha tir 0,624 dén 0,800. Do vay, do tin cdy cua thang do l&phti
hop trong bai nghién ctru nay.

Bang 3. Két qua phan tich nhan t6 khing dinh

Khéi niém Bién  Hé s tai CR AVE Cronbach'’s alpha
Gan két mang xa hoi 0,914 0,542 0,705
Su nhiétthh Enthl 0,693*** 0,765 0,520 0,624

(Enth) Enth2 0,720***
Enth3  0,750***

Tham gia cOythize CoP1  0,735*** 0,772 0,531 0,773
(CoP) CoP2 0,759***
CoP3  0,691***

Tuwong tdc xd hgi  Soll  0,759*** 0,801 0,573 0,800
(Sol) Sol2  0,745***
Sol3  0,767***

Panh gia san phém FBJ1 0,776*** 0,837 0,563 0,756
thuong hiéu ngoai FBJ2 0,772*%**
(FBJ) FBJ3  0,666***

FBJ4  0,782***
Chu nghia vi ching CoE1l 0,743*** 0,842 0,517 0,792
(CoE) CoE2 0,743***

COE3  0,744***
CoE4 0,667***
COE5  0,695***
Y dinh mua hang Purll  0,716*** 0,708 0,548 0,789
(Purl) Purl2  0,764***
Ghi cht n=482, ***p<0,001

Tinh chinh x4c (validity) ciia thang do thuong duoc kiém dinh bang gia tri hoi tu
(convergent validity) va gia tri phan bi¢t (discriminant validity). Gia tri hdi tu dugc phan
&h théng qua do tin cay tong hop (composite reliability, CR) 16n hon 0,70 (Henseler &
Sarstedt, 2013) va phuong sai trich (average variance extracted, AVE) phai 16n hon 0,50
(Gerblng & Anderson, 1988). Can clr vao két qua trong Bang 3, gia tri CR cua tat ca cac
bién 14 tir 0,708 dén 0,914, 16n hon gia tri ngudng 1a 0,70. Gia tri AVE cua tat ca cac bién
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14 tir 0,520 den 0,573, 16n hon gié tri ngudng 1a 0,50. Do vdy, thang do c& bién co gia tri
hoi tu tot trong bai nghién clru nay.

Ngoai ra, gia tri phan biét dugc kiém dinh bang cach so sanh gitra gia tri can bac
hai ctia AVE va hé s6 tuong quan gilta cac b1en Két qua trong Bang 4 cho thay, tit ca
c& giatri can bac hai cia AVE déu 16n hon tat ca cac hé sb twong quan giita cac bién.
Hon nita, cin ci vao kién nghi cia Henseler & cong su (2015), gia tri HTMT
(Heterotrait-Monotrait Ratio of Correlations) ciing duogc tinh toan dé kiém nghiém gia tri
phan biét cua thang do. Két qua trong ngodc ¢ bang 4 cho thay gia tri HTMT déu nho
hon gia tri ngudng 1 0,85 (Henseler & cong su 2015). Do vy, ca hai phuong phap kiém
nghiém déu cho thay thang do c6 gia tri phan biét rat tot trong bai nghién ctru nay.

Béang 4. Hé s0 twong quan va gia tri phan biét

Bién Giatri bo 1 2 3 4 VIF
bhh 1éch
quan chuan
1. Gan két mang xa hoi 3,206 0,531 0,736 1.597
2. Danh gia san pham 3,523 0,502 0,110 0,751 1.110
thuong hiéu ngoai (0.610)
3. Chu nghia vi ching 3,380 0,693 0,612 -0,011 0,719 1.110
(0,620)  (0,610)
4.Y dinh mua hang 3,576 0,573 -0,142" 0,268 -0,253" 0,740

(0,640)  (0,680) (0,530)

Ghi chu: n=482, **p<0,01, gia tri VAVE nim tré duong chéo, gia tri trong ngoac IAHTMT

4.3. Két qua kiém dinh sai 1éch phwong phap chung va sai l1éch khong tra 1oi

Khi sir dung phuong phap khao sat thi sai 1éch phwong phap chung (common
method bias, CMB) c6 thé xay ra do ciing mot dép vién tra 10i tat ca cac cau hoi vao mot
thoi diém. Do vay, Podsakoff vacong su (2003) kién nghi dung phuong phap kiém dinh
don nhdn t6 Harman dé klem tra van d& CMB. Két qua kiém dinh cho thiy nhan té tha
nhat chi chiém 28,25% tong phuong sai, thip hon gia tri ngudng 1a 50% (Podsakoff &
cong su, 2003). Ngoa ra, bai nghién ctru nay ciing dung phuong phap kiém dinh bién s6
ludng tri (marker variable). Két qua cho thiy bién s0 ludng tri khong hién thi lién quan
dén c& bién trong mo hinh nghién ctru. Do vy, van dé CMB c6 thé khong qua nghiém
trong trong dir li¢u cua bai nghién ctru nay.

Dé kiém dinh van dé sai 1éch khong tra 10i (non-response bias), bai nghién ciru
nay so sanh nguoi khao sat trong nam ngdy dau tién (early reponsdents) va nguoi khao
s& trong nam ngay cudi cung (later respondents). Két qua cho thay khoéng c6 su hién thi
khac bit gilta nguoi tra 101 sém va nguoi tra 161 mudn trén tat ca cac bién trong mdhhh
nghién ciru. Do vay, van dé sai léch khong tra 101 c6 thé duoc bo qua trong dit liéu cia
bai nghién clru nay.
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4.4. Két qua kiém dinh gia thuyét
Két qua kiém dinh gia thuyét bang phan mém SEM duoc trinh bay & Hinh 2 duéi

dg.
Cht nghia vi
chung
x
iy
=
z 4 ~ , .y > R Ol ’ .
Gan ket mang x& | 0110+ | Danh gia san pham yo0.191% | Y dinh mua hang
hoi »|  thuong hi¢u ngoai >
A
0.005
Ghi cht1 n=482 -~ X N 4 . .y A
*+p<0,001 Hmh 2. K&t qua kiém dinh gia thuyét

*%p<0,01
*p<0,05

Két qua cho thdy gin két mang xa hoi khong co tac dong dén ydmh mua hang
(B=0,005, p>0,05). Do vay, gia thuyét H1 khéng dugce chap nhan. Ngoai ra, gan két mang
x3 hoi ¢ tac dong tich cuc dén danh gia san pham thuong hiéu ngoai (p=0,110, p<0,01).
Panh gia san pham thuong hiéu ngoai cing t& dong tich cuc dén ydinh mua hang
(B=0,191, p<0,001). Két qua phan tich Bootstrap v&i 500 lan mau va 95% khoang tin cay
cho thay gan két mang xa hoi c6 tac dong tich cuc gian tiép dén ydinh mua hang thong
qua danh gia san pham thuong hiéu ngoai (B=0,022, p<0,01, 95% CI=[0,004, 0,056]). Do
vay, gia thuyét H2 duoc chap nhan.

Két qua ¢ Hinh 2 ciing cho thiy chu nghia vi chung co tac dong ti€u cuc dén y
dinh mua hang (p=-0,249, p<0,001). Do vay, gia thuyét H3 dugc chap nhan. Hon nita, sy
tuong tac giira bién cha nghia vi ching va danh gia san phim thuwong hiéu ngoai cung co
té& dong tiéu cuc dén ydinh mua hang (B=-0,135, p<0,01). Do vay, gia thuyét H4 duoc
chéap nhan.
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CHUONG 5: KET LUAN VA KIEN NGHI

Bai nghién ctru ndy d&dua ra mo hinh va kiém dinh mdi quan hé giita gin két mang x3
hoi va y dinh mua san phim thwong hiéu ngoai, véi vai trd trung gian cua danh gia san
pham thuong hiéu ngoai va vai trd diéu tiét ciia chu nghia vi ching. Két qua nghién ctu
d3 cho thdy nhiéu phat hién tha vi c6 ¥ nghia quan trong dbi v6i nghién ctru hoc thuat va
quan ly doanh nghiép.

Vé ham y nghién ctru hoc thuat, két qua ctia bai nghién ctru nay da lam rd anh
huong truc tiép vagidn tiép cta gin két mang xa hoi 1én ¥ dinh mua hang cia ngudi tiéu
dCng dbi véi san pham thuong hiéu ngoai. Méi lién hé nay vén V?ln chua dugc lam ro
trong cac nghién ctru trude day. Bai nghién clru nay phat hién ra rang gan két mang x4
hoi khong co tac dong truc tiép & ydmh mua hang. Piéu nay cho thiy khi nguoi tiéu
dung tham gia va gan két mang xa hoi, néu chi thu thap dugc thong tin tir nhidu nguon
kh& nhau vé san pham thuong hiéu ngoai thi nguoi ti€u dung khong nhat thlet hmh
thanh 1& ydinh truc tiép mua hang. Diéu nay trai véi suy ludn trude d&y cho rang nguoi
tiéu dung tham gia sir dung mang xa hoi s& hinh thanh truc tiép ydinh mua hang (Hafeez
& cong su, 2017). Két qua cia bai nghién ciru nay cho thay gian két mang xa hoi s& gian
tiép dan dén ydinh mua hang thong qua co ché trung gian ctia danh gia san pham thuong
hiéu ngoai. Két qua nay cho thiy ngudi tiéu dung s& dwa trén cac ngudn théng tin trén
mang x4 hoi (nhu tu minh tim hiéu, ban bé gidi thiéu, quang cao tiép thi...) dé tién hanh
danh gia va tim hiéu san pham thuong hiéu ngoai, tir 46 mai hinh thanh 1én y dinh mua
hang. Ngod ra, duang nhu du doan va phu hop véi cac nghién ciru cia Nguyén Thanh
Long (2011) vaCao Qubc Viét (2015), chu nghia vi ching tic dong tiéu cuc dén ydinh
mua san pham thuong hiéu ngoai, dong thoi né ciing ddng vai trodiéu tiét tiéu cuc 1én
moi lién hé gitta danh gia thuong hiéu ngoai va y dinh mua hang. Tuy nhién, két qua tha
vi trong bai nghién ctru ndy d6 1a su phat hién vé hai co ché trung gian vadiéu tiét tra
nguoc nhau. Khac voi cac nghién ciru trude day chi khao sat su tac dong thuén chiéu cua
c& yéu té mang xa hoi 1én hanh vi mua hang ciia nguoi tiéu ding (Gunawan & Huarng,
2015; Sohn & Kim, 2020), bai nghién ctru nay 1am rd co ché nguoc chiéu cua hai yeu tb
danh gia san pham thuong hiéu ngoai va chil nghia vi chiing. Piéu nay cho thiy mdi lién
hién gitta gan két mang xa hoi va hanh vi mua hang 13 tuong ddi phirc tap va doi hoi sy
khao sat sau rdng. Do vay, bai nghién ctru nay d(ng g ynghla quan trong cho nghién
ctru hoc thuat gitp cac nha nghién ciru hiéu sau sac hon vé mdi lién hé phirc tap giira gan
két mang xa hoi va hinh vi mua san pham thuwong hiéu ngoai ctia ngudi tiéu dung. Két
qua cua bai nghién ctru nay s€ lam co s& cho nghién ctu trong va ngoai nudc khi ho
nghién ctru vé& dé tai hanh vi nguoi tiéu dung d6i v6i san pham thuong hiéu ngoai trong
khong gian mang xa hoi.

Ngod ra, két qua cia bai nghién ctru nay cting mang lai ham y quan tri cho cac
nha quan ly doanh nghiép. Két qua cho thiy néu cac nha quan ly doanh ‘nghi€p chi tim
cach nang cao gin két mang xi hoi ctia ngudi tiéu dung thi ho chua chéc dacoydmh
mua san pham. Thay vao d6 cac nha quan 1y doanh nghiép va tiép thi marketing can phai
tim cach lam cho nguoi ti€u dung danh gia mét cach chinh xac Vé san pham tir dGnéng
cao ydinh mua hang cua ho. Dbi v6i cac doanh nghiép ngoai quéc thi bai nghién ctru nay
kién nghi rang ho can dung nhleu chién luoc khac nhau dé cung cép day du thong tin va
kién thirc cho ngudi tiéu dung, c¢d vil ngudi tiéu ding so sanh cac san pham thuong hiéu
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ngoai dé ning cao nhan biét vaydinh mua hang cta ho. Nguoc lai, ddi véi doanh nghiép
ndi dia thi ho nén Xxem X& anh hudng cua chu nghia vi ching trong nguoi tiéu dung. Véi
viéc nang cao chu nghia vi chung va tinh than dan toc, doanh nghiép trong nude cé thé
lam suy giam nhéan thtc va ¥ dinh mua hang cta ngudi tiéu dung dbi véi san pham
thuong hi€u ngoai.

Nghién ctru nay van con mot s6 han ché vé mat miu nghién ctru. Mot 1a do
phuong phap chon miu thuan tién nén két qua nghién ctru c6 thé chua khai quat hod cho
tong thé. Hai 1a do phan 16n ngudi tra 151 thudc thé hé tré vi vy nén khong thé dai dién
cho toan b cac thé hé khac. Ba 1a han ché vé mat téng quat hoa khi ma mau duoc thu
thap tai hai thanh phé 1a H5 Chi Minh va Bién Hoa Nghién ctru trong tuong lai nén thuc
hién ldy miu theo phuong phap xac suat va da dang nhom dbi tugng khao sat dé nham
1am rd anh hudng cia tudi tac, va cac thé hé téi y dinh mua hang trén cic nén ting mang
xa hoi.



22

TAI LIEU THAM KHAO

10.

11.

12.

13.

14.

15.

16.

17.
18.

Alhabeeb, M. J. (2002). Perceived product quality, purchase value, and price.
In Allied Academies International Conference. Academv of Marketing Studies.
Proceedinas (Vol. 7. No. 1. n. 9). Jordan Whitnev Enterorises. Inc.

Bailev. A. A.. Bonifield. C. M.. & Elhai. J. D. (2021). Modelina consumer
enoacement on social networking sites: Roles of attitudinal and motivational
factors. Journal of Retailing and  Consumer  Services, 59,  102348.
httns://doi.ora/10.1016/i.iretconser.2020.102348

Brodie. R. I.. Hollebeek. L. D.. Juri¢. B.. & Tlié. A. (2011). Customer engcagement:
Conceptual domain. fundamental oropositions, and implications for research. Journal
of service research. 14(3). 252-271. DOI: 10.1177/1094670511411703

Brodie. R. J.. llic. A.. Juric. B.. & Hollebeek. L. (2013). Consumer enga?ement ina
virtual brand community: An exploratory analysis. Journal business
research. 66(1). 105-114. httns://doi.ora/10.1016/i.ibusres.2011.07.029

Cao Oudc Viét (2015). Ban sic dan tdc. chil nghia hidne neoai. chii nghia vi chung
va hanh vi tiéu diune hane ndi. Tan chi phat trién kinh té 26(9). 65-85.

Chen. W.. Fan. C. Y.. Liu. O. X.. Zhou. Z. K.. & Xie. X. C. (2016). Passive social
network site use and subiective well-beina: A moderated mediation model.
Comnuters Human Behavior, 64, 507-514.
httos://doi.ora/10. 1016/| chb.2016.04.038

Dana. V. T. (2021). Social networkina site involvement and social life satisfaction:
The moderating role of information sharing. Internet Research, 31(1), 80-99.
httns://doi.ora/10.1108/INTR-04-2019-0167

de Oliveira Santini. F.. Ladeira. W. J.. Pinto. D. C.. Herter. M. M.. Sampaio. C. H.. &
Babin. B. J. (2020). Customer enoacement in social media: a framework and meta-
analvsis. Journal of the Academv of Marketina Science. 48. 1211-1228.

Dovaliene. A.. Masiulvte. A.. & Piliarimiene. Z. (2015). The relations between
customer enoaaement. perceived value and satisfaction: the case of mobile
aoplications. Procedia-Social and Behavioral Sciences. 213. 659-664.

Evanschitzkv. H.. v. Wanaoenheim. F.. Woisetschlaoer. D.. & Blut. M. (2008).
Consumer ethnocentrism in the German market. International Marketing
Review, 25(1), 7-32. https://doi.org/10.1108/02651330810851863

Gerbing, D., & Anderson, J. (1988). An updated paradigm for scale development
incorporating unidimensionality and its assessment. Journal of Marketing Research,
25(2), 186. https://doi.org/10.1177/002224378702400412

Gunawan, D.D. and Huarng, K.H. (2015). Viral effects of social network and media
on consumers' purchase intention. Journal of Business Research, 68(11), 2237-2241.
httos://doi.ora/10.1016/i.ibusres.2015.06.004

Hafeez. H. A.. Manzoor. A.. & Salman. F. (2017). Impact of social networkina sites
on consumer purchase intention: An analysis of restaurants in Karachi. Journal of
Business Strategies, 11(1), 1-20.

Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or
CB-SEM: updated guidelines on which method to use. International Journal of
Multivariate Data Analysis, 1(2), 107-123.
https://doi. or?/10.1504/ IJIMDA.2017.087624

Hair, J.F., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). Multivariate data
analvsis: A alobal perspective. 7th ed.. Pearson.

Hair. J.F.. Risher. J.J.. Sarstedt. M.. & Rinale. C. M. (2019). When to use and how to
reoort the results of PLS-SEM. European Dbusiness review, 31(1), 2-24.
httos://doi.ora/10.1108/EBR-11-2018-0203

Henseler. J.. & Sarstedt, M. 82013). Goodness-of-fit indices for partial least squares
path modeling. Computational statistics, 28, 565-580.

Henseler, J., Ringle, C.M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling. Journal of the
éé:%gelmy Marketing Science, 43(1), 115-135. https://doi.org/10.1007/s00180-012-



https://doi.org/10.1016/j.jretconser.2020.102348
https://doi.org/10.1016/j.jbusres.2011.07.029
https://doi.org/10.1016/j.chb.2016.04.038
https://doi.org/10.1108/INTR-04-2019-0167
https://doi.org/10.1108/02651330810851863
https://doi.org/10.1177/002224378702400412
https://doi.org/10.1016/j.jbusres.2015.06.004
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1007/s00180-012-0317-1
https://doi.org/10.1007/s00180-012-0317-1

19.
20.
21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

23

Ho. M. H. W.. & Chuna. H. F. (2020). Customer enaaaement. customer eauity and
renurchase intention in mobile anns. Journal of business research. 121. 13-21.
Hoffman, D. L., & Novak, T. P. (2012). Toward a deeper understanding of social
media. Journal of Interactive Marketina. 26(2). 69-70. 10.1016/i.intmar.2012.03.001
Hsu. J. L.. & Nien. H. P. (2008). Who are ethnocentric? Examinina consumer
ethnocentrism in Chinese societies. Journal of Consumer Behaviour: An
International Research Review. 7(6). 436-447. httns://doi.ora/10.1002/ch.262

Islam. J. U.. Hollebeek. L. D.. Rahman. Z.. Khan. I.. & Rasool. A. (2019). Customer
enoaaement in the service context: An empirical investigation of the construct. its
antecedents and consequences. Journal of Retailing and Consumer Services, 50, 277-
285. httns://doi.ora/10.1016/i.iretconser.2019.05.018

Javalai. R. G.. Khare. V. P.. Gross. A. C.. & Scherer. R. F. (2005). An anplication of
the consumer ethnocentrism model to French consumers. International Business
Review. 14(3). 325-344. httns://doi.ora/10.1016/i.ibusrev.2004.12.006

Karoui. S.. & Khemakhem. R. (2019).. Euronean Research on Manaoement and
Business Economics, 25(2), 63-71. https:/ Consumer ethnocentrism in developing
countries /doi.ora/10.1016/i.iedeen.2019.04.002

Kinra. N. (2006). The effect of country-of-origin on foreign brand names in the
Indian market. Marketing Intelligence & Planning, 24(1), 15-30.
https://doi.org/10.1108/02634500610641534

Klein, J.G., Ettenson, R., and Morris, M.D. (1998). The animosity model of foreign
product purchase: an empirical test in the people’s republic of China. Journal of
Marketing, 62, 89—100. https://doi.org/10.1177/0022242998062001

Korhan, O., & Ersoy, M. (2016). Usability and functionality factors of the social
network site application users from the perspective of uses and gratification theory.

Quality & quantity, 50, 1799-1816.

Kuiur. F.. & Sinah. S. (2017). Engaging customers through online particination in

social networking sites. Asia Pacific Management Review, 22(1), 16-24.

httns://doi.ora/10.1016/i.anmrv.2016.10.006

Lee. J.. & Nauven. M. J. (2017). Product attributes anddpreference for foreign brands

among Vietnamese consumers. Journal of Retailing and Consumer Services, 35, 76-

83. httns://doi.ora/10.1016/i.iretconser.2016.12.001

Liu. H.. Wu. L.. & Li. X. (2019). Social media envv: How experience sharina on

social networking sites drives millennials’ aspirational tourism consumption. Journal

of travel research. 58(3). 355-369. httns://doi.ora/10.1177/0047287518761615

Liu. S. F.. Lee. H. C.. & Lien. N. H. (2021). Do fast fashion consumers orefer foreian

brands? The moderatina roles of sensorv percention and consumer personalitv on

ﬁurchase ~intentions. Asia  Pacific  Management  Review, 26(2), 103-111.
ttps://doi.org/10.1016/j.apmrv.2020.09.001

Liu, X., Min, Q., & Han, S. (2020). Understanding users’ continuous content
contribution behaviours on microblogs: An integrated perspective of uses and
gratification theory and social influence theory. Behaviour & Information
Technology, 39(5), 525-543.

Lona. N. T. (2021). Tinh vi chune tiéu dune va su san lone mua hane ngoai cua
nguoi tiéu dung: truone hop cac mat hang sira bdt, trai cay va dugc pham. Science &
Technoloav. 14(03-2011).

Mai. N. T. T.. & Smith. K. (2012). The impact of status orientations on purchase
preference for foreion products in Vietnam. and implications for policy and
societv. Journal of Macromarketina. 32(1). 52-60. DOI: 10.1177/0276146711421786
Makri. K.. & Schleaelmilch. B. B. (2017). Time orientation and enoacement with
social networking sites: A cross-cultural study in Austria. China and
Uruguay. Journal of Business Research, 80, 155-163.
https://doi.org/10.1016/j.jbusres.2017.05.016



https://doi.org/10.1002/cb.262
https://doi.org/10.1016/j.jretconser.2019.05.018
https://doi.org/10.1016/j.ibusrev.2004.12.006
https://doi.org/10.1016/j.iedeen.2019.04.002
https://doi.org/10.1016/j.iedeen.2019.04.002
https://doi.org/10.1108/02634500610641534
https://doi.org/10.1177/002224299806200108
https://doi.org/10.1016/j.apmrv.2016.10.006
https://doi.org/10.1016/j.jretconser.2016.12.001
https://doi.org/10.1177/0047287518761615
https://doi.org/10.1016/j.apmrv.2020.09.001
https://doi.org/10.1016/j.jbusres.2017.05.016

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.
52.
53.
54.

24

Mehrad, J., & Tajer, P. (2016). Uses and gratification theory in connection with
knowledge and information science: A proposed conceptual model. International

Journal of Information Science and Management (1JISM), 14(2).

Naumann. K.. Bowden. J.. & Gabbott. M. (2020). Exoandina customer enaaaement:
the role of neaative enocaoement. dual valences and contexts. Euronean Journal of
Marketina. 54(7). 1469-1499. httos://doi.ora/10.1108/EIJM-07-2017-0464

Neuvén Thanh Long (2011). Tinh vi chune tiéu dune va su san lone mua hane neoai
ctia neuoi tigu dune: Truone hoo cac mat hane sira bot, dugc pham va trai cay. Tap
chi Phat trién Khoa hoc va Cong nghé, 14(3), 40-55.

Nisar, T.M. and Whitehead, C. (2016). Brand interactions and social media:
enhancing user loyalty through social networking sites. Computers in Human
Behavior, 62, 743-753. https://doi.org/10.1016/].chb.2016.04.042 )

Phuc, T. H., Kién, P. X., & L& Thi, M. X. (2018). Cang Thang Kinh T¢, Tinh Vi
Chung Va banh Gia San Pham Anh Hudng Dén Sy Khong San Long Mua Hang Hoa
Ngoai Nhap Cua Nguoi Tiéu Dung Tp. Ho Chi Minh. Journal of Science and
Technology-1UH, 32(02). https://doi.org/10.46242/jst-iuh.v32i02.353

Podsakoft, P.M., MacKenzie, S.B., Lee, J.Y., & Podsakoff. (2003). Common method
biases in behavioral research: A critical review of the literature and recommended
remedies. Journal of Applied Psychology, 88(5), 879-903.

Ray, A., Dhir, A., Bala, P. K., & Kaur, P. (2019). Why do people use food delivery
apps (FDA)? A uses and gratification theory perspective. Journal of retailing and

consumer services, 51, 221-230.

Roias-Méndez. J. |.. & Kolotvlo. J. (2022). Whv Do Russian Consumers Prefer
Foreign-Made Products and Brands?. Journal of Global Marketing, 35(3), 208-227.
https://doi.org/10.1080/08911762.2021.1968555

Sarkar, A., & Sreejesh, S. (2014). Examination of the roles played by brand love and
jealousy in shaping customer engagement. Journal of Product & Brand Management,
23(1). 24-32. httos://doi.ora/10.1108/JPBM-05-2013-0315

Sedlev. Richard (2010). “4th Annual Online Customer Engagement Renort 20107
(available at httn://issuu.com/richardsedlev/ docs/customer-enaaacement-renort2010/.
See-To. E. W.. & Ho. K. K. (2014). Value co-creation and ourchase intention in
social network sites: The role of electronic Word-of-Mouth and trust-A theoretical
analysis. Computers in human behavior, 31, 182-189.
httos://doi.ora/10.1016/i.chb.2013.10.013

Shankarmahesh. M. N. (2006). Consumer ethnocentrism: an integrative review of its
antecedents and consequences. International marketing review.
https://doi.org/10.1108/02651330610660065

Shimp TA, Sharma S (1987). Consumer Ethnocentrism: Construction and Validation
of the CETSCALE. Journal Marketing Research pp. 280-289.
httos://doi.ora/10.1177/0022243787024003

Siaerson. L.. & Chena. C. (2018). Scales for measurina user engagement with social
network sites: A svstematic review of psychometric properties. Computers in Human
Behavior. 83. 87-105. httns://doi.ora/10.1016/i.chb.2018.01.023

Sohn. J. W.. & Kim. J. K. (2020). Factors that influence burchase intentions in social
commerce. Technology in Society, 63, 101365.
httos://doi.ora/10.1016/i.techsoc.2020.101365

Solomon. M.R. (2018). Consumer Behavior: Buying, Having, and Being. Pearson
Education Limited.

Son. J.. Jin. B., & George, B. (2013). Consumers' Purchase intention toward foreign
brand goods. Management Decision. https://doi.org/10.1108/00251741311301902
Summer WG (1906). Folkways: The Sociological Importance of Usages, Manners,
Customs. Mores. and Morals. New York: Ginn & Co. 0.13.

Thuv Hana Dao. K. N.. & von der Heidt. T. (2018). Whv consumers in developbina
countries orefer foreian brands: a studv of Japbanese brands in Vietnam. Journal of
Promotion Management, 24(3), 398-4109.
https://doi.org/10.1080/10496491.2018.1378307



https://doi.org/10.1108/EJM-07-2017-0464
https://doi.org/10.1016/j.chb.2016.04.042
https://doi.org/10.1080/08911762.2021.1968555
https://doi.org/10.1108/JPBM-05-2013-0315
https://doi.org/10.1016/j.chb.2013.10.013
https://doi.org/10.1108/02651330610660065
https://doi.org/10.1177/0022243787024003
https://doi.org/10.1016/j.chb.2018.01.023
https://doi.org/10.1016/j.techsoc.2020.101365
https://doi.org/10.1108/00251741311301902
https://doi.org/10.1080/10496491.2018.1378307

55.

56.
57.

58.

59.

60.

61.

62.

63.

25

Vithayathil, J., Dadgar, M., & Osiri, J. K. (2020). Social media use and consumer
shopping preferences. International Journal of Information Management, 54, 102117.
httns://doi.ora/10.1016/i.iiinfomat.2020.102117

Vivek. S.D. (2009). A scale of consumer engagement (Doctoral dissertation,
TheUniversitv of Alabhama TUSCALOOSA).

Wana. W.. Chen. N.. Li. J.. & Sun. G. (2021). SNS use leads to luxurv brand
consumpotion: evidence from China. Journal of Consumer Marketing, 38(1), 101-112,
httns://doi.ora/10.1108/JCM-09-2019-3398

Wana. X.. Lin. X.. & Spencer. M. K. (2019). Expolorina the effects of extrinsic
motivation on consumer behaviors in social commerce: Revealing consumers’
percentions of social commerce benefits. International Journal of Information
Manaoement. 45. 163-175. httos://doi.ora/10.1016/i.iiinfomat.2018.11.010

Watson. J. J.. & Wriaht. K. (2000). Consumer ethnocentrism and attitudes toward
domestic and foreign products. European journal of Marketing, 34(9/10), 1149-1166.
httos://doi.ora/10.1108/03090560010342520

Wona. I. A.. Lin. Z.. & Zhana. X. (2023). A techno-exchanae enoacement model of
social media enoaacement: a social exchanae and enaaoement theoretical svnthesis.
Journal of Vacation Marketing, 29(3), 461-475.
httns://doi.ora/10.1177/13567667221101412

Yan. B.. Chen. Y. R.. Zhou. X. T.. & Fana. J. (2019). Consumer behavior in the
omni-channel suoply chain under social networking services. Industrial Management
& Data Svstems. httns://doi.ora/10.1108/IMDS-03-2019-0111

Zhana. M.. Guo. L.. Hu. M.. & Liu. W. (2017). Influence of customer enocacement
with companv social networks on stickiness: Mediatina effect of customer value
creation. International Journal of Information Management, 37(3), 229-240.
httos://doi.ora/10.1016/i.iiinfomat.2016.04.010

Zhou. L.. & Hui. M. K. (2003). Svmbolic value of foreian products in the People's
Republic of China. Journal of international marketing, 11(2), 36-58.


https://doi.org/10.1016/j.ijinfomgt.2020.102117
https://doi.org/10.1108/JCM-09-2019-3398
https://doi.org/10.1016/j.ijinfomgt.2018.11.010
https://doi.org/10.1108/03090560010342520
https://doi.org/10.1177/13567667221101412
https://doi.org/10.1108/IMDS-03-2019-0111
https://doi.org/10.1016/j.ijinfomgt.2016.04.010

Néi Dung Thuyét Minh DPé T&

BO GIAO DUC VA PAO TAO
TRUONG PAI HQOC KINH TE TP.HCM

26

THUYET MINH PE TAI NGHIEN CUU KHOA HQC CAP TRUONG

1. Tén dé tai: SNSs engagement and purchase intention toward | 2. Ma s6 (do QLKH
foreign brand products: The roles of foreign brand product | ghi)
judgment and consumer ethnocentrism

CS-COB-2023-12

3. Thoi han (56 thing)
12 théng

4. Thudc chwong trinh (néu cd):

5. Tén dé tai tiéng Anh: SNSs engagement and purchase intention toward foreign brand

products: The roles of foreign brand product judgment and consumer ethnocentrism

6. Chii nhiém @@ tai: Pang Vin Thac
(Ho va Tén, hoc ham, hoc vi)

bién thoai: 0866566818

Email: thacdv@ueh.edu.vn

7. DPon vi chu tri (Khoa, Vién, Trung tam, Ban, Phong,...): Khoa Kinh doanh quéc té -

Marketing

Dién thoai: 84.8.38.292.170

8. Pon vi va ca nhan phoi hop chinh (néu c)

Fax: 84.8.38.292.170 Email: ibms@ueh.edu.vn

TT Ho va ten ngudi phéy 0" | Dl chi Bitn | Noi dung phihep
op PH. d > | thoai, Email
(Ho va tén, hoc ham, kh’, on Vi
hoc vi) ac...)

9. Abstract:

This study investigates the relationship between social
engagement and consumers’ intention to purchase foreign brand products, with the
mediating role of foreign brand product judgment and the moderating role of consumer
ethnocentrism. This study plans to collect at least 300 questionnaires from users on
different SNSs in an emerging market to analyze the research model. Multivariate
techniques such as confirmatory factor analysis and structural equation modeling will be
used to test the hypotheses in the research model. The results of this study will be expected
to provide implications for both researchers and business managers in understanding and
making decisions regarding consumer behavior toward foreign brand products on SNSs

environment.

networking sites (SNSs)




27

10.Tong quan nghién ciru trong va ngoai nwrée lién quan dén dé tai (t6i thiéu 2.000 tir)

Literature review and hypotheses

Social networking sites (SNSs)

The world has witnessed an explosion of the Internet and digital technology in the last
few decades. The development of the Internet and technology has promoted a rapid
emergence of social networking sites (SNSs) (e.g. Facebook, Twitter, Instagram,
YouTube, etc.). SNSs are virtual communities that allow people to connect, interact, and
establish relationships with other people (Makri and Schlegelmilch, 2017). Due to its
unique characteristics, SNSs attract various people to join and create their own webpage.
SNSs benefit user in many ways. For example, people can connect and communicate
with their friends around the world, build social relationships, search information, and
purchase products on SNSs (Gunawan and Huarng, 2015). Furthermore, business firms
also obtain benefits from SNSs, such as launching marketing campaign, building
relationships with customers, and selling products through SNSs (Hoffman and Novak,
2012). SNSs have gained its importance as one of the most popular online activity
worldwide. GlobalWeblIndex (2016) reported that users spend almost two hours daily on
SNSs and visiting SNSs is the most frequently online activity of internet users. SNSs
provide important platform for people to interact with others, to establish and maintain
their relationships, and to conduct their business activities (Chen et al., 2016).

Academics and practitioners are increasingly studying user’s engagement in SNSs to
understand the effect of SNSs on user (Kujur and Singh, 2017). Studies on SNSs allow
business firms design their webpages that are attractive to customers and provide
products and services that tailor to customers’ needs (Makri and Schlegelmilch, 2017).
Research on SNSs also allows marketers effectively plan and execute marketing strategy
that spreads information quickly and widely (Nisar and Whitehead, 2016). A number of
studies have investigated factors that affect SNSs user’s participation behavior (Sigerson
and Cheng, 2018). For example, Dholakia et al. (2004) defined SNSs user as “active
group” and “passive group”. The former refers to users who engage in SNSs to exchange
opinions, post comments, and share ideas, personal information and knowledge. The
latter refers to users who engage in SNSs to browse, monitor, and observe ongoing
discussions. Furthermore, influence of SNSs on user’s physiological and psychological
health is also a focus of academic interest (Oh et al., 2014).

Consumer engagement on SNSs

Consumer engagement is often viewed as a core factor in the relationship between
consumers and a certain brand/product or a firm (Brodie et al., 2013; Islam et al., 2019).
It is defined as “repeated interactions that strengthen the emotional, psychological or
physical investment a customer has in a brand” (Sedley, 2010, p. 7). Consumer
engagement reflects a consumer’s cognition, emotions, and behaviors toward a brand or a
product (Zhang et al., 2017). Scholars treated consumer engagement as either a single or
multidimensional construct. The former focuses on either the emotional or behavioral
dimension (Kumar et al., 2010), whereas the latter simultaneously refers to cognitive,
emotional, and behavioral expressions (Islam et al., 2019). Notably, Brodie et al. (2011,
p.260) conducted a systematic review of the definition and dimensionality of consumer
engagement. They thoroughly discussed the concept of consumer engagement and
defined it as “a psychological state that occurs by virtue of interactive, cocreative
customer experiences with a focal agent/object (e.g., a brand)...It is a multidimensional
concept subject to a context- and/or stakeholder-specific expression of relevant cognitive,
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emotional and/or behavioral dimensions.” Similarly, Rosado-Pinto and Loureiro (2020)
conducted a systematic review of 144 articles on consumer engagement in the field of
marketing. They concluded that consumer engagement is a complex construct, and there
is a lack of consensus on its conceptualization and measurement scales. They also
suggested several research paths, such as exploring consumer engagement in different
industries, determining actor engagement, examining the relationship between consumer
engagement and other related constructs, and investigating engagement-facilitating
factors.

Informed by prior research (An & Han, 2020; Brodie et al., 2011; Brodie et al., 2013;
Prentice et al., 2019; Rosado-Pinto & Loureiro, 2020) and considering the specific
context of SNSs, this study refers to consumer engagement as their cognitive, emotional,
and behavioral investments toward a SNSs. Accordingly, consumer engagement can be
viewed as a comprehensive concept that comprises three dimensions: conscious
participation, enthusiasm, and social interaction. Conscious participation is the
investment of cognitive efforts. Enthusiasm is the feeling of excitement. Social
interaction is the behavioral participation of consumers (Vivek, 2009; Zhang et al., 2017).
A high consumer engagement indicates that consumers invest tremendous time, energy,
and effort toward the SNSs.

Foreign brand products

A foreign brand product (FBP) refers to the products and brands that are produced and
named by a foreign company (Klein et al., 1998). In particular, FBP reflects that a foreign
company makes the product and gives a foreign brand name for this product (Son and Jin,
2013). For example, consumers in other countries may perceive that Samsung’s
smartphones are made and named by Samsung Company who is a Korea’s brand product.
Consumers in Vietnam and China can realize that MacBook computer is the brand
product from the United States because it is a brand product of Apple Company.
Solomon (2018) stated that consumers often evaluate a product based on its
characteristics and features such as price, quality, style, design, brand name, and country
of origin. Klein et al. (1998) and Kinra (2006) suggested that consumers tend to link the
high quality of a product with its brand name and country-of-origin. That is, consumers
are likely to rate a high quality and good attributes of a product that has a foreign brand
name and made in a foreign country. As a result, consumers’ decision-making is often
determined by their perceptions of foreign brand product or domestic brand product (Son
and Jin, 2013; Lee and Nguyen, 2017).

Consumer ethnocentrism

Ethnocentrism is defined as “...the view of things in which one’s own group is the center
of everything, and all others are scaled and rated with reference to it... Each group
nourishes its own pride and vanity, boasts itself superior, exalts its own divinities and
looks with contempt on outsiders” (Summer, 1906, p. 13). On the basis of ethnocentrism,
Shimp and Sharma (1987) identified consumer ethnocentrism (CE) as a subset of
ethnocentrism. CE refers to “a unique economic form of ethnocentrism that captures the
beliefs held by consumers about the appropriateness and indeed morality of purchasing
foreign-made products” (Shimp and Sharma, 1987, p. 280). In particular, when
consumers are ethnocentrism they tend to have a high tendency to distinguish between
domestic and foreign brand products. They are more likely to buy domestic product and
avoid purchasing foreign brand products (Shankarmahesh, 2006). Prior studies have
investigated the issue of consumer ethnocentrism and found its effect on consumer
purchase decision. For example, Waton and Wright (2000) reported a positive
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relationship between consumer ethnocentrism in New Zealand and purchase intention
toward products from similar culture. Klein et al. (1998) found a negative influence of
consumer ethnocentrism in China on purchase intention toward Japan products.
Hypotheses

Based on the literature review and theoretical foundation from prior literature, this study
develops a research model that explains the relationship between SNSs engagement and
foreign brand product purchase intention, with the mediating role of foreign brand
product judgment and the moderating role of consumer ethnocentrism. The research
model is shown in Figure 1.

Consumer
ethnocentrism
4
SNSs R Foreign brand product v | Foreign brand product
engagement g judgment g purchase intention

A

Figure 1. Research model

The hypotheses of the research model are intended to develop as follows.

H1. SNSs engagement is positively related to foreign brand product purchase intention.
H2. Foreign brand product judgment positively mediates the relationship between SNSs
engagement and foreign brand product purchase intention.

H3. Consumer ethnocentrism is negatively related to foreign brand product purchase
intention.

H4. Consumer ethnocentrism negatively moderates the relationship between foreign
brand product judgment and foreign brand product purchase intention.

We will develop these hypotheses after conducting a systematic review of prior studies to
find out appropriate theories. The research model and relationships between variables
will be adjusted when suitable theoretical foundation is established.

11. Nhu ciu/sy can thiét nghién ctru (300 dén 500 tir)

With the explosion of the Internet and information technology, social networking sites
(SNSs) have become a popular phenomenon in the last few decades (Dang, 2021). Billions
of people around the world join and use SNSs everyday. SNSs not only become social
platforms for people to share, connect, and engage in social interaction, but also attract
business firms and consumers to engage in different economic exchanges (Makri and
Schlegelmilch, 2017; Gunawan and Huarng, 2015). Many firms use SNSs to sell products
and many consumers buy products through SNSs. As more and more people use SNSs as a
daily activity, they get more familiar with foreign brands and products because activities on
SNSs are not affected by geographic locations (Hoffman and Novak, 2012). That is, people
can easily search and get information about a certain foreign brand and product through
SNSs. Furthermore, the popularity of marketing and advertising also provides rich and
useful information such that consumers are easily exposed to and get familiar with foreign
brands and products. Unfortunately, although several studies have investigated the issue of
consumer behavior and purchasing behavior on the SNSs environment (Bailey et al., 2021;
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Yan et al., 2019; Wang et al., 2019; Wang et al., 2021), several research gaps exists in the
curren literature. First, a few studies have explored how consumers’ engagement on SNSs
leads to their decision-making toward foreign brand products, specifically in the context of
emerging markets. This lack of research provides very little evidence and insights for
academic researchers and business managers in understanding and making decisions
regarding promoting foreign brand products for consumers in emerging markets. Second,
the mediating and/or moderating mechanisms in the relationship between SNSs
engagement and consumer behavior toward foreign brand products has been
underdetermined and unclear in the extant literature. Specifically, some tension
mechanisms may exist in the link between SNSs engagement and purchase intention of
foreign brand products. That is, SNSs engagement may lead to an increasing in consumers'
intention to purchase through their perceptions and evaluations about foreign brand
products. However, this relationship may be reduced by consumer ethnocentrism, given
that enthnocentrism reflects consumers' propensity to protect and support domestic brand
products. In this case, a positive and a negative mechanism may interact to influence
consumers' intention to purchase foreign brand products. For these reasons, it is necessary
to investigate the effect and mechanisms that consumer engagement on SNSs leads to their
intention to purchase foreign brand products.

12. Cau héi nghién ctru / Muc tiéu nghién ctru / Gia thuyét nghién ctru / Pham vi
nghién ciru (200 dén 500 tir)

To fill the research gaps in the current literature that provides very little evidence on the
relationship between SNSs use and consumer behavior toward foreign brand products, the
purpose of this study is to investigate the influence of SNSs engagement on consumers’
intention to purchase foreign brand products, with the mediating role of foreign brand
product judgment and the moderating role of consumer ethnocentrism. More specifically,
this study intends to answer to following research questions.

RQI1: What is the relationship between SNSs engagement and consumers’ purchase

intention toward foreign brand products?

RQ2: What is the role of consumers’ judgment of foreign brand products in the

relationship between SNSs engagement and foreign brand product purchase intention?

RQ3: How does consumer ethnocentrism interact with consumer judgment to affect

purchase intention toward foreign brand products?

13. Tém tit ndi dung dé tai (cac chuong, muyc, tiéu muc)

The structure of this study is organized as follows. The first section states the background,
research gaps, and the purpose of the study. The second section reviews prior literature and
develops hypotheses. The third section discusses methodology and data collection
procedure. The fourth section shows the empirical results. The final section discusses the
theoretical and managerial implications of the study. Details of the structure of the study
are as follows.

1. Introduction

2. Literature review and hypotheses

2.1. Social networking sites (SNSs)

2.2. Consumer engagement on SNSs

2.3. Foreign brand products

2.4. Consumer ethnocentrism
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2.5. SNSs engagement and purchase intention toward foreign brand products
2.6. The mediating role of foreign brand product judgment

2.7. The moderating role of consumer ethnocentrism

3. Methods

3.1. Measures of variables

3.2. Questionnaire design and data collection procedure

3.3. Analysis methods and control variables

4. Results

4.1. Results of confirmatory factor analysis

4.2. Results of reliability and validity

4.3. Results of testing common method variance and non-response bias
4.4. Results of hypothesis testing

5. Discussion and conclusions

5.1. Discussion of main findings

5.2. Theoretical implications

5.3. Practical implications

5.4. Limitations and future research

References

14. Phwong phap nghién ciru (ti thiéu 1.000 tir)

Methodology
Measures of variables

This study adopted existing measurement scales from prior studies. The reason to select
measures in the extant liteature is that these scales have been widely used and validated
to have high reliability and validity. In particular, SNSs engagement was measured using
the 10-item scale developed by Vivek (2009) and validated by Zhang et al. (2017).
Foreign brand product judgment was measured using a 6-item scale developed by Klein
et al. (1998). Consumer ethnocentrism was measured using a 5-item scale from Klein et
al. (1998). Purchase intention was measured using 2 items from Sarkar and Sreejesh,
(2014). All items were evaluated using a 5-point Likert type scale, ranging from 1
(strongly disagree) to 5 (strongly agree). Details of the constructs and items are present in

Table 1.

Table 1. Measures of variables

SNSs engagement Vivek (2009), validated by Zhang et al. (2017)
Enthusiasm

1. 1 spend a lot of my discretionary time on

SNSs (e.g., TikTok, WeChat)
2. 1 'am heavily into SNSs.
3. | am passionate about SNSs.

4. My days would not be the same without

SNSs.

Conscious participation

1. Anything related to SNSs grabs my

attention.



32

2. | like to learn more about SNSs.
3. | pay a lot of attention to anything about
SNSs.

Social interaction

1. | love participate in SNSs with my
friends.

2. | enjoy using SNSs more when | am
with others.

3. SNSs are more fun when other people
around me use it too.

Foreign brand product Klein et al. (1998)

judgment

1. Foreign Dbrand products often have
higher quality than domestic brand
products.

2. Foreign brand products often show a
very high degree of technological
advancement.

3. Foreign brand products are usually
reliable and seem to last the desired
length of time.

4. Foreign brand products are usually a
good value for the money.

5. Foreign brand products are carefully
produced and have fine workmanship.

6. Foreign brand products usually show a
very clever use of color and design.

Consumer ethnocentrism Klein et al. (1998)
1 Rinina faroinn hrande iec nnt a ernrrocrt
Purchase intention Sarkar and Sreejesh, (2014)

1. 1 would like to buy foreign brand.

Questionnaire design and pilot test

The questionnaire in this study is designed based on the forward-backward translation.
The research team translates the questionnaire from English to the local language and
translates it back into English. Furthermore, a pilot test will be conducted with the
participation of approximately 50 consumers. The purpose of this pilot test is to ensure
the wording and meaning of the items in the questionnaires.

After the questionnaire is ensured by the pilot test, we will conduct a formal survey. The
target sample of this study is consumers who are using SNSs and purchasing products
through SNSs. Our research team will distribute the questionnaires via two main channels.
The first channel is the online SNSs such as Facebook, TikTok, Zalo, YouTube, etc. The
second channel is offline such as supermarkets. Our research team will approach
consumers at different supermarkets in Hanoi and Ho Chi Minh Cities. Respondents will
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be asked if they are using SNSs to join the survey. The sample size is determined based
on the rule of thumb n/p proposed by Kline (2010). Accordingly, the sample size should
be at least 1/10 (1 item needs 10 questionnaires). Thus, the sample data for this study will
be at least 230 valid questionnaires (the total items in this study is 23 items).

Analysis methods and control variables

This study intends to use two different statistical techniques and software to analyze the
sample data. First, SPSS version 24 will be adopted to check the quality of the data and
analyze descriptive statistics and reliability. Second, structural equation modeling with
AMOS version 24 and SmartPLS version 3 will be used to perform a confirmatory factor
analysis, check the validity of the measures, and test the hypotheses in the research model.
Finally, some respondents’ demographical characteristics will be included in the
hypothesis testing. These characteristics (gender, age, education, income, marital status,
and using experience) will be controlled in the analysis due to their potential impact on
the model.

15. Hiéu qua (200 dén 500 tir)
» Hiéu qud kinh té - xa héi: Theoretical implications

= This study intends to contribute to the current literature by clarifying the direct and
indirect effect of SNSs engagement on consumer purchase intention toward foreign
brand products, which has been unexplored in the current literature. The findings of
this study will provide new insights and knowledge for researchers to understand the
mechanisms that SNSs engagement leads to purchase intention of foreign brand
products. Specifically, this study will demonstrate the tension in the relationship
between SNSs engagement and purchase intention. This may benefit researchers who
are investigating the issue of consumer behavior and foreign brand products on the

SNSs environment.
= Practical implications

= The findings of this study also provide implications for business managers. It is
suggested that business managers of international companies should have appropriate
marketing strategies to enhance consumer purchase behavior toward their foreign
products. Business managers can make better decisions based on their understanding

about the findings of the research model in this study.
»  Hiéu qua gido duc — dao tao:

» 80 san phdam khoa hoc cua dé tai dw kién cong bo
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TT San pham S6 Chit lwong ) , )
lwong | (mo ta chi tiét chat luwong san pham
dat duvoc nhu noi dung, hinh thuec,
cdc chi tiéu, thong so ky thudt, hang
tap chi...)
San pham bit budc:
1 bao cao tong hop két qua nghién ciru
cua dé tai
2 bai bao khoa hoc 1 ABDC (B ranking or above) or
Scopus (Q3 or above)
San pham khac (néu cé)
hé thong thong tin dir lidu duoc thu thap
4 san phém dao tao (sinh vién cao hoc,
nghién ctru sinh)
5 san pham khac (ghi rd)
Ghi chu

16. Kinh phi thwe hién dé tai (triéu dong):

17. Noi dung va tién d9 thue hién

1. Béo cdo tong hop két qua nghién ctru cua dé tai c6 toi thi€u cac ndi dung sau:

a. Mo dau (bao gdm muc tiéu, cau hoi hodc gia thuyét nghién ctru, pham vi

nghién ctru), Tong quan, Phuong phap nghién ctru, Két qua nghién ctru va

thao luan), Két luan, Danh muc tai liéu tham khao, Phu luc s6 liéu thong ké.

b. D6 dai t6i thiéu 15 ngan tir (khong ké Muc luc, Danh muc tai liéu tham

khao va Phu luc s6 liéu théng ké).

2. San pham bai bao khoa hoc: phai dang trén cac tap chi chuyén nganh trong danh
muc cua Hoi déng Churc danh gido su nha nudc duge tinh 0,5 dén 1 diém; hoic
phai dang trong Ky yéu hoi thao khoa hoc cap truong trd 1én.

TT Noi dung nghién ciru San pham dat dwoe | Thoi gian
(tw ngay dén
. ngay ...)

1 | Thiét ké questionnaire, thu thap va ph&n tth | 300 questionnaires va| 20/03~20/04 nam
dir liu két qua phén tich 2023

2 | Literature review Bang tong  quan | 20/04~20/05 nim
nghién clu 2023

3 | Viét ban thao Hoan thién ban thao | 20/05~20/06 nim
2023

4 | Viét hoan thién Hoan thién ban cudi | 20/06~30/06 nam
ctng 2023

5 | Nop bai Nop bao qudc té 01/07 nam 2023

tré di ndp bai
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