Nghién ciu moi quan hé giira
gan két khach hang va danh tiéng
cong ty trén kénh truyén thong

mang xa hoi
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Tém tit

Nghién citu nay duoc thuc hién trén quy mé mau 220 nguoi la nhitng khdch hang thuong xuyén
tuong tdc va mua hang thoi trang cong s& trén facebook. Két qud cho thdy, cé su gia ting miic
do cam két ciia khdch hang thong qua su tham gia ciia thuong hiéu trén mang xa hoi va su giao
tiép ciia thuong hiéu trén mang xa hoi, tiv dé gép phdn xdy dung va bdo vé danh tiéng ciia cong
ty. Viéc tham gia va giao tiép vdi khdch hang thuong xuyén trén mang xa hoi la bién phdp hitu
ich dé cong ty dat duoc loi thé canh tranh. Do dé, phdt hién ciia nghién citu cé thé giip cdc
cong ty qudn Iy t6t hon cdc phuong tién truyén thong xa hoi ciia minh.

T khéa: gdn két, danh tiéng, danh tiéng cong ty, truyén thong xa hji

Summary

This study conducts a survey of 220 customers who often interact and buy office clothes on
facebook. The results show that there is an increase in the level of customer commitment
through the brand’s participation and communication on social networks, thereby contributing
to building and protecting business reputation. Engaging and communicating with customers
regularly on social networks is a useful measure for companies to gain competitive advantage.

The study’s findings could therefore help companies better manage their social media.

Keywords: commitment, reputation, business reputation, social media

GIOI THIEU

Nhin chung, trong bdi cdnh mang xa
hoi va internet phat trién nhanh nhu hién
nay, doanh nghiép nao cé thé tham gia
mot cach chi dong, tich cuc trong viéc
ti€p xic v6i khach hang, thi doanh nghiép
d6 c6 thé thanh cong. Tinh dén thsi diém
hién tai, c6 rat it nghién ctu thuc nghiém
xem xét moi quan hé truc ti€p gilta mic
dd cam két ctia khdch hang véi danh
ti€ng ctia doanh nghiép qua mang xa hoi.
Nhiing nghién cttu dién hinh gin day ciing
chua tap trung vao danh ti€ng cong ty, ma
chi lién quan dén c4c khdi niém, nhu niém
tin va tinh cam ctia khdach hang anh hudng
dén thdi do doi véi thuong hiéu. Trong
nghién ctiu ndy, tdc gid mong muodn riang
nhitng khach hang theo doi hoat dong cla
doanh nghiép thudng xuyén qua mang
xa hdi s& ¢6 nhitng cam nhén tich cuc vé
danh ti€ng ctia doanh nghiép.

*Trudng Pai hoc Thuay Igi

CO_SG LY THUYET VA PHUONG PHAP
NGHIEN cUU

Cd s6 1y thuyét

Su tham gia cia thuong hi¢u trén mang xa hoi

Su tham gia ctia thuong hiéu va s cam két clia thuong
hiéu c6 lién quan chit ché vé6i nhau, vi ¢4 hai déu 1a cic
bién quan hé nhim du dodn hanh vi clia ngudi ding
(Evrard va Aurer, 1996; Hollebeek va cdng su, 2014).
Tuy nhién, c6 mot s6 khic biét trong hai khai niém nay,
su tham gia cta thuong hiéu thudng dugc dinh nghia
g6c do nhan thdc, tinh cdm, dong c¢o hodc mic do lién
quan dugc nhin thic (Vivek va cong sy, 2012), con mic
d6 cam két thi cao hon va thé hién mdi quan hé tuong tic
va chi dong gitra ngudi tiéu dung va thuong hiéu (Brodie
va cong su, 2011). Nhu dd phan tich & trén, mot s& hoc gia
da thira nhan anh hudng tich cuc sy tham gia ctia thuong
hiéu do6i v6i su cam két clia ngudi tieu dung (Harrigan va
cong su, 2017; Hollebeek va cOng su, 2014).

Su giao tiép cia thuong higu trén mang xa hoi

Su giao ti€p hay truyén thong thuong hiéu da dudc
cong nhan la mot trong nhitng yéu t& quyét dinh gid
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HINH: MO HINH NGHIEN c{u PE XUAT

Su tham gia cua
thuong hiéu trén
mang xa hoi

Danh tiéng cia
cong ty

Cam két cua
khach hang

Su giao tiép ctia
thwong hiéu trén
mang xa hoi

tri thuong hi€u (Simon va Sullivan, 1993). Cac nghién
cifu gan day ciing thira nhan tic dong cda truyén thong
mang x4 hoi d6i véi tai san thuong hiéu. Su phat trién
ctia cong nghé da cho phép nguodi ti€u dl‘mg chu dong
hon trong viéc phan u’ng lai nhlrng gl ma doanh nghiép
cung cap ma khong can dua vao mdt bén thit ba. Gid
day, bat ctt ai chi cAn mot chiéc dién thoai thong minh
12 ¢6 thé tiém can dudc vdi khdn gid tiém ning trén
toan thé€ gidi (Cormode va Krishnamurthy, 2008). Hon
nita, khach hang ciing thay d6i hanh vi tir viéc tim ki€m
thong tin vé& sdn pham va doanh nghiép tif cic 4n phdm
sang viéc tim ki€m thong qua ngudn chia sé trén mang
internet (e WOM) nhu mang xa hdi. Trong khi mtc do
4nh hudng cla cdc kénh truyén thdng theo hinh thifc
truyén thong ngdy cang gidm di, thi khach hang lai c6
xu huéng dwa vao y ki€n clia nhitng ngudi mua tudng
tu trén mang internet dé€ ra quyét dinh (Gligorijevic va
Luck, 2012).

Trong bdi cidnh nay, cidc doanh nghiép budc phdi
thay d6i cach ti€p can vdi khach hang. Cic cong ty can
c6 ging gianh dudgc sy tin nhiém va cam két clia khdch
hang thdng qua viéc st dung mang xa hoi trong chién
ludc giao ti€p vdi cong chiing muc tiéu. St dung mang
x4 hdi con gilp doanh nghiép tao dung niém tin, xay
dung thdi do doi vé6i thuong hiéu va cam két sit dung
san phdm ctia khach hang (Van Noort va Willemsen,
2011; Weinberg va Pehlivan, 2011). Theo dd, doanh
nghiép sé dat dugc muc tiéu bdo vé danh ti€ng clia
minh thdng qua mang internet.

Tsai va Men (2017) giéi thich, “mang truyén th()ng
xa hoi khong chi dung dé twong tdc ma con tham gla
cOng tdc, cd nhan va mang tinh cong ddng, cung cip
mot con du’o‘ng giup cdc cong ty tu’o'ng tac vé6i khach
hang va xay dung mdi quan hé ¢6 nghla Theo do,
phuong tién truyén thong xa hdi déng vai trd nhur mot
cong cu manh mé lam trung gian hd tr¢g doanh nghiép
va ngudi tiéu dung trong viéc tuong tic vdi nhau.
Trong nghién cu nay, tdc gia si dung dinh nghia cia
Brodie va cdng su (2013) vé su gin két clia ngudi
tiéu dung nhu 12 “mot khéi niém da chiéu, bao gém:
nhin thifc, cdm xic va/hodc hanh vi, ddng thdi déng
vai tro trung tdm trong qua trinh trao ddi ndi ma cic
khdi niém vé quan hé 1a tién tuong tdc hodc hé qua
tuong tdc lip lai trong cdc quy trinh cla cdng dong
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thuong hiéu”. Ciing cin luu ¥ ring, cam
két thuong hiéu va mdi quan hé thuong
thyc hanh yéu cau mot s6 mic dd cam
két cia ngudi dung (Hudson va cong su,
2016). Xem xét tinh da chiéu clia cau
tric cam két thuong hiéu (bao gom ci
tam 1y, x4 hoi va hanh vi), cong ty bt
budc phdi nim bit dudc y dinh chién
ludc cia gidn két thuong hiéu xa hoi va
ning cao mdi quan hé véi khdch hang,
ki€n thic thuong hiéu, y dinh st dung
va chia sé thong tin trén nén tdng sd héa
(e-WOM) (Abrantes va cong su, 2013;
Habibi va cdng su, 2014; Hollebeek
va cOng su, 2014; O’Brien va cOng su,
2015; Wang va cong su, 2016).

Mo hinh nghién citu dé xuat

Dua vao nhitng 1y thuyét néi trén, tac
gi4 dé xuAt mo hinh nghién cttu nhu Hinh.

Céc gid thuy€t nghién citu dugc dua
ra nhu sau:

H : Sy tham gia cla thuong hiéu trén
mang xa hdi c¢6 dnh hudng tich cuc tdi
Cam két ctia khdch hang

H,: Su giao ti€p ciia thuong hiéu trén
mang xa hdi c¢6 dnh hudng tich cuc tdi
Cam két ctia khdch hang

H,: Cam két clia khach hang c6 anh
hlrdng tich cuc t6i Danh ti€ng clia cOng ty

Phuong phap nghién citu

Quy trinh nghién cttu dugc thyc hién
qua 2 budc chinh:

Nghién citu dinh tinh: Tdc gid ti€n
hanh thu thap thdng tin va phan tich cic
nghién ctu lién quan dén cdc nhan t6 va
mdi quan hé gifta cdc nhan t6 thong qua
cdc nghién cttu true day, tir d6 dé xuit
md hinh nghién citu ban diu. Sau khi
tham khdo y ki€n cdc chuyén gia, tdc gia
dé xuat thang do va bang hdi s bd. Qua
trinh phdng van thit va pilot test gitp tdc
giad hoan thién bdng ciu hdi chinh thic
dé thyc hién nghién ctu chinh thiic trén
dién rong.

Nghién citu dinh luong: PE 1am sing
t6 hon van dé nghién ciu, tic gid lya
chon khdo sdt nhém khach hang quan
tAm dén mit hang thdi trang cong s&
trén facebook. Cac cong ty thdi trang
xuat hién trén facebook dang tich cuc sit
dung cdc nén tdng truyén thong xa hoi
va do dé 1a mdt nganh c6 mitc do tuong
tic thuong hiéu trén mang xa hoi kha
cao. Khdo sdt dugc thuc hién tr thing
6-7/2021. SO lugng phi€u gui di 1a 285,
thu vé 220 phi€u hgp 1& dugc dua vao
phan tich bdi phan mém SPSS 20.0 va
AMOS 20.0 nhdm x1 ly thong tin thong
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qua cic budc, nhu: thong ké mo ta, kiém
dinh Cronbach’s Alpha, phan tich nhan
t6 kham phd (EFA), phan tich nhan t6
khflng dinh (CFA) va phan tich m6 hinh
cau tric tuy€n tinh SEM.

KET QUA NGHIEN cUU

Phan tich hé s6 Cronbach’s Alpha

K&t qud 6 Bang 1 cho thdy, cdc thang
do déu c6 hé s6 Cronbach’s Alpha > 0,6,
nén déu dam bio di do tin ciy dé phan
tich EFA & budc tiép theo.

Phan tich EFA

K&t qud phan tich EFA cho thdy, hé
s6 KMO = 0,803, kiém dinh Bartlett c6
y nghia thdng ké va tong phuong sai trich
1a 66,57%. Hé s6 tai nhan to déu thda
min diéu kién > 0,5 va cdc bién quan sit
khong c6 nhiéu sy x40 tron, nén tén cla
cdc nhan t6 ban diu déu dugc giit nguyén.

Phan tich CFA

K&t qua vé dd phu hgp clia mo hinh
dugc thé hién trong Bang 2.

Két qua & Bang 2 cho thdy, mic du
chi s6 NFI chua thda min, nhung cdc
chi tiéu do luong khic théa man so véi
thong s6 tiéu chuan. Piéu nay ching 4
mod hinh nghién ctu phu hgp véi dir liéu
diéu tra thi trudng.

Ngoai ra, k&t qué phan tich CFA cho

thdy, cdc hé sO tai hay gid tri trong sO

nhan t& chuin héa déu dat gia tri > 0,5,
t6ng phuong sai trich thda min diéu kién
> 0,5 va do tin ciy téng hgp déu > 0,6.
Sau khi phan tich CFA, bd thang do dugc
duwa vao phan tich md hinh c4u tric SEM
nhim kiém dinh cdc gid thuyét danh
ti€ng clia cong ty thoi trang.

Ki€m dinh mé hinh SEM

K&t qua kiém dinh su phit hop ctia md
hinh cho thay, c4c thong s& déu thda min
tiéu chudn dit ra bao gom: hé s6 CMIN/
df, céc chi s& NFI, CFI, TLI, RMSEA. K&t
qué kiém dinh gid thuy&t dugc thé hién
trong Bang 3 (xét véi mic ¥ nghia 5%).

KET LUAN VA DE XUAT

K&t qud nghién ctu cho thdy, su
gia ting mic do cam két clia khédch
hang thong qua sy tham gia clia thuong
hiéu trén mang xa hoi va su giao ti€p
ctia thu’dng hiéu trén mang xa hoi,
tr do gép phan xay dung va bdo vé
danh ti€ng clia cdng ty trong boi cdnh
truyén thong mang xa hdi ngay cang
phdt trién. Nghién cttu ciing gép phan
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BANG 1: PHAN TiCH HE SO CRONBACH’S ALPHA

. |Bign| Trung binh | Phuong sai | H¢ s0 Heé so
Nhan to e Ehang d? : thang d? péu tll'?'l’lg quan Cron’bachfs f&!pha
néu loai bién| loai bién | bién tong néu loai bién

Cronbach’s Alpha = 0,890
Suf tham gia cia TG1 12,51 6,834 0,763 0,859
thuong hiéu |TG2 12,57 6,496 0,706 0,874
trén E?i“g Xa |TG3 12,48 6,813 0,748 0,862
TG4 12,61 6,730 0,763 0,859
TGS 12,59 6,785 0,690 0,876

Cronbach’s Alpha = 0,793
GT1 12,83 6,545 0,682 0,654
Sy giao ti&p |GT2 12,95 7,112 0,684 0,676
clia thudng hicu/ g 12,94 6,559 0,639 0,664

trén mang xa

hoi GT4 12,90 6,985 0,679 0,675
GT5 12,94 6,527 0,752 0,658
GT6 12,83 6,545 0,782 0,754

Cronbach’s Alpha = 0,856
CK1 20,30 22,084 0,578 0,842
CK2 20,40 22,449 0,554 0,845
Cam k&t cia |CK3 20,64 22,701 0,556 0,844
khich hang |ck4 20,80 21,961 0,634 0,834
CK5 20,53 21,823 0,601 0,338
CK6 20,35 20,426 0,705 0,823
CK7 20,18 20,691 0,708 0,822

Cronbach’s Alpha = 0,878
Danh tiéng DT1 12,51 6,334 0,763 0,859
ctia thuong |DT2 12,57 6,496 0,706 0,874
hiéu DT3 12,48 6,313 0,748 0,362
DT4 12,61 6,730 0,763 0,360

BANG 2: KET QUA PANH GIA SU PHU HGP cdA MO HINH

STT | Théng sé tiéu chuin K&t qua phan tich Danh gia
1 NFI>0,9 0,872 Khong théa man
2 TLI>0,9 0,917 Thda man
3 CFI>=0,9 0,921 Thda man
4 CMIN/df <3 2,917 Thoéa man
5 RMSEA <0,08 0,048 Thda man

BANG 3: KET QUA KIEM DINH GIA THUYET

- e 2 Trong s6 hdi quy
Moéi quan hé giita cac nhan to chuén héa P-value
Cam két cita khach hang |<--- }Sl.‘-ftha‘}l gia cuia thudng 0,505 0,000
iéu trén mang xa hoi
Cam k&t cia khéch hang |<-—|>Y 8180 tiép cua thuong 0349 0,067
hiéu trén mang xa hoi
Danh ti€ng ctia cong ty |<---|Cam két ctia khdch hang 0,682| 0,023
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cung cip nhitng hi€u biét mdi vé thuong hiéu va sy  néi chung c6 thé gia ting cdc hoat dong,
giao ti€p hai chiéu ciia thuong hiéu trén kénh truyén  tuong tic véi khdch hang thudng xuyén,
thong mang x4 hoi. Dua trén két qud nay cdc cong hiéu qua nhim x4y dung hinh 4nh, tao
ty thoi trang néi riéng va cdc cong ty, doanh nghiép dung uy tin trong mit khdach hang.Q
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