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Received: 17/04/2026  The study investigates the relationship between KOC source credibility and

) Gen Z’s purchase intention on TikTok Shop in Ho Chi Minh City,
Revised: 11/05/2026 demonstrating that the dimensions of KOC credibility exert indirect effects
Accepted: 04/08/2026  on purchase intention through FOMO. Grounded in the Source Credibility
Model, the research investigates four key dimensions, including expertise,
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trustworthiness, attractiveness, and similarity. A quantitative approach was
Published: 28/08/2026  employed, using 272 valid responses collected from Gen Z users (born
KEYWORDS be.tween. 1997 and 2012) who are cuITent.ly living or studying in Ho Chi
Minh City. The data were analyzed using SPSS and AMOS through
KOC; techniques such as Cronbach’s Alpha, EFA, CFA, SEM and Bootstrap for

mediation testing. The results indicate that all four dimensions of KOC
credibility have positive and statistically significant effects on FOMO, with
FOMO; trustworthiness (f = 0.418) exerting the strongest influence. Furthermore,
Source credibility; FOMO (f=0.652) is found to have the most substantial impact on purchase
intention and serves as a key mediating mechanism linking KOC credibility
to Gen Z’s consumer behavior.
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THONG TIN BAI BAO TOM TAT

Ngay nhén bai: 17/04/2026 ~ Nghién ctru thyuce hién phén tich tac dong cua cac thanh phan db tin cay cua
nguoi tiep thi lién két (KOC) dén y dinh mua hang ciia Gen Z trén TikTok
Shop tai Thanh phé H6 Chi Minh, cac tac dong nay khong dwoc xem xét
Ngay chdp nhan dang: 04/08/2026  theo hudng tryc tiép ma dwoc truyén dan thong qua vai tro trung gian cua
tam Iy FOMO. Dya trén mo hinh do tin cdy ngudn thong tin, nghién ciru
xem xét bdn thanh ph??m ddc lap g6m su chuyén mon, sy tin cdy, su thu hat

Ngay hoan thién: 11/05/2026

Ngay dang tryc tuyén:  27/08/2026

Ngay xuét ban: 28/08/2026  va mot bién ma rong 1a sy twong ddng. Phuong phap dinh lugng dugc ap
TU KHOA dung voi 272 mau hop 1é thu thap tir ngudi dung Gen Z (1997 and 2012)

dang sinh song hodc hoc tap tai Thanh pho H6 Chi Minh. Dit li¢u dugc
KOC; phén tich qua SPSS va AMOS véi cac ky thuat Cronbach's Alpha, EFA,
Y dinh mua hang; CFA, SEM va kiém dinh trung gian bang Bootstrap. Ké:t qua cho thiy ca

bon thanh phan deu tac dong tich cuc va c6 y nghia thong ké dén tam ly
FOMO; FOMO, trong d6 su tin cdy (8 = 0.418) ¢6 tic dong manh nhit. FOMO
PG tin cay ngudn thong tin; (B = 0.652) duoc xac nhan 14 yéu t6 anh huéng 16n nhit dén ¥ dinh mua

hang, ddng thoi déng vai trd trung gian quan trong trong co ché tic dong

TikTok Shop. tir @ tin cay KOC dén hanh vi tiéu ding ciia Gen Z.
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1. Gi6i thiéu

Thuong mai dién tir toan cau dang trai qua sy chuyén dich siu sic ca vé quy mo 14n ban chat. Su
thay d6i nay lam bién doi cach nguoi tiéu dung tiép can va ra quyét dinh mua sam. Dac biét, trén cac
nén tang tich hop giira ni dung va thuong mai d hinh thanh mét mé hinh tiéu ding méi duge goi 1a
social commerce, tiéu biéu 1a TikTok. Su ra doi cta TikTok d3 tai dinh nghia hanh trinh mua sdm bﬁng
mo hinh "shoppertainment" khi khong con 13 qua trinh tim kiém chu dong, hanh vi mua sam ngay cang
dugc din dit boi ndi dung ngan, tinh xu hudng va cac kich thich cam xtc trong qua trinh luét xem. Tai
Viét Nam, TikTok Shop ghi nhan tdc d6 ting trudng manh va nhanh chéng tré thanh mét trong nhiing
kénh thuong mai dién tir quan trong. Trong d6, thé hé Gen Z déng vai tro trung tam [1] khi vira 1a nhém
ngudi ding chinh, vira 1a d6i twong chiju anh hudng manh tir cac ndi dung danh gia san pham trén nén
tang. Quyét dinh mua hang cia nhom nay khong chi dua trén thong tin san phdm ma con chiu tic dong
dang ké tir cam nhén vé ngudi chia sé ndi dung [2], [3].

Cac nghién ctru truge day da chi ra rang do tin cdy cta ngudn tin tir 1au da duoc chimg minh 13 nén
tang cot 16i dinh hinh y dinh mua sam cta nguoi tiéu dung [4], [5]. Hién nay, cac influencer va KOL,
KOC tlep tuc thé hién vai trd anh huong nay bang céch tac dong dén hanh vi khach hang théng qua ba
yeu t6 1a chuyén mén, sy tin cy va st hap dan [2], [3], [6]. Khong dung lai 0 1y tri, cac nghién ctru
gan day con nhan manh vai tro cong huong manh mé cua tam ly FOMO bién ndi s bo 15 trai nghiém
thanh dong lyc thuc ddy nhirg y dinh mua sim trc thi trén cic nén tang mang xa hoi [7]-[9].

Tuy nhién, van con mot s6 diém chua duge 1am rd trong cac nghién ctru hién c6. Thi nhat, phan 16n
cac cong trinh tap trung vao influencer hoac KOL noi chung [3], [6], trong khi KOC v6i déc trung la
ngudi tidu ding tham gia tiép thi lién két lai chua duge xem xét nhiéu trong cac mo hinh nghién ctru
riéng biét [10], [11]. Thir hai, nhiéu nghién ctru chu yéu kiém dinh tac dong truc tiép ctia do tin cay dén
¥ dinh mua hang, trong khi vai trd clia cac yéu to tim 1y trung gian nhu FOMO chua dugc phan tich day
du [7], [8]. Ngoai ra, trong bdi canh TikTok Shop véi dic diém nodi dung ngin va hanh vi mua mang
tinh nhanh va cam xuc, co ché tac dong thong qua FOMO can dugc xem xét cu thé hon.

Tir nhimg khoang tréng d6, nghién ciru nay duoc thuc hién nham phan tich tac dong ctia cac thanh
phan do tin cay cia KOC (Su chuyén mon, Su tin cdy, Sy thu hut va Sy tvong dong) dén tam Iy FOMO,
tir d6 thuc day hinh thanh y dinh mua hang. Trong tdm ctia nghién ciru 1a danh gia anh huong ciia tim
ly FOMO dén y dinh mua hang ctia Gen Z. Nghién ctru stt dung phuong phap dinh luong théng qua
khao sat ddi tugng Gen Z tai Thanh phd HO Chi Minh (TP.HCM) va ép dung cdc k§ thuat phén tich nhu
EFA, CFA va SEM dé kiém dinh mé hinh nghién ctru. Két qua ky vong gop phan 1am 1 co ché tac dong
trong bdi canh social commerce va cung cap co s& thuc tidn cho doanh nghiép va nguoi lam tiép thi
trong viéc xay dung chién luoc phu hop.

2. Co s 1y thuyét
2.1. Thé hé Z (Gen Z)

Gen Z (Generation Z) 1a nhom thé hé sinh ra trong khoang tir naim 1997 dén 2012, dwoc xem 1a thé
hé dAu tién 16n 1én cing su phat trién cua internet, thiét bi di dong va mang xa hoi [12]. Khac véi cac
thé hé trudc, dic trung tiéu dung cua Gen Z khong chi dung lai ¢ gid tri sir dung ma con dua trén su
thim dinh tr ndi dung sd va cac tuong tac tryc tuyén. Ho c6 xu hudng dé cao tinh chéan thuc, d& bi tac
dong boi cac yéu té tm 1y nhu "ndi so bo 13" (FOMO) va dic biét tin tudng vao cic kénh mua sim x3
hoi [1].

2.2. Khai niém KOC (Key Opinion Consumer)

KOC (Key Opinion Consumer) la ngudi tiéu ding chia sé danh gia san phim trén mang xa hoi dua
trén trai nghiém c4 nhan. Uy tin cia KOC dén tir tinh chan thyc va su twong tac gan giii, gitp giam rao
can tam ly gilra thuong hi¢u va khach hang [10]. Trong h¢ sinh théi thuong mai dién tur hién dai, KOC
con dong vai tro trung gian gitra doanh nghiép va ngudi tiéu dung thong qua hoat dong tiép thi lién két,
gop phan thac day y dinh mua hang [13]. Nguoc lai, KOL (Key Opinion Leader) la chuyén gia hodc
nguoi noi tiéng c6 quy mo nguoi theo ddi 16m va tao anh hudng dua trén tham quyén [13], con Influencer
1a bat ky ca nhan nao c6 kha ning tac dong dén hanh vi ctia nguoi khac trén khong gian mang [2].
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2.3. San thwong mai di¢n tir TikTok Shop

Social commerce la md hinh thuong mai dién tur tich hop tuong tac xa hdi, chia sé ndi dung va danh
gia nguoi dung vao qua trinh mua sim, qua d6 nhan manh trai nghiém xa hoi va anh huong cong dong
hon so véi e-commerce truyén théng [14].

TikTok Shop 13 nén tang social commerce tich hop truc tiép trén TikTok, cho phép mua sim qua
video ngin, livestream va gian hang truc tuyén ma khéng cin chuyén hudng trung gian [15]. Van hanh
dua trén thuat toan c nhan hoa ndi dung [16], TikTok Shop tdi wu hoa twong tac va thuc day chuyén
d6i mua hang tu nhién tur viéc xem giai tri. So vdi Facebook Marketplace hay Instagram Shopping,
TikTok Shop ndi bat nhd su két hop dong bo gitra video ngén, thuat toan dé xuat va mua sim truc tiép
[11], tir &6 dé kich hoat cam xuc tirc thoi va tam ly FOMO, dic biét & nhom Gen Z [7].

2.4. Y dinh mua hang

Y dinh mua hang chi mac d6 sin sang cta nguoi tiéu dung trong viéc thuc hién hanh vi mua san
phém trong tuong lai, duoc hinh thanh tir sy twong tac gitra nhan thuc, yéu t6 xa hoi va dac diém ca
nhan [17]. Trong moi truong truc tuyén y dinh mua hang con chiu anh hudng tur gia tri cam nhén va
ngudn thong tin ma nguorl tiéu dung tiép nhan [18]. Noi dung tir nguoi c6 anh hudng cé thé cing ¢d y
dinh mua thong qua viéc gia tang d0 tin cay va giam rdi ro cam nhan. Trong nghién clru nay, y dinh mua
hang duoc hiéu I xu hudng cé ¥ thirc ciia Gen Z trong viéc can nhic va thuc hién mua sam trén TikTok
Shop khi tiép xuc véi nodi dung tir KOC.

2.5. M6 hinh @ tin cdy nguon tin (Source Credibility Model)

Téc gia C. 1. Hovland and W. Weiss [4] cho rang hi¢u qua thuyet phuc cua thong diép phu thude vao
muc do ma nguoi tiép nhan tin trong vao ngudn truyén tai. K& thira nén tang nay, nghién ciru [5] da
phat trién mé hinh véi ba thanh phan chinh gdm: chuyén mén (expertise), su tin c@y (trustworthiness)
va stc hap dan (attractiveness). Trong b01 canh ti€u dung hién dai, ba yéu t6 nay dugc cho la anh huong
dén cach nguoi tiéu dung danh gia va tiép nhan thong tin tir ngudn truyén tai. Mot nguon tin hoi tu du
nang luc chuyén mon va sy chan thanh s€ giam bot cac rao can tam ly trong qua trinh tiép nhan thong
tin, tir 46 chuyén hoa thai do tich cyc thanh y dinh hanh vi mua sam.

2.6. FOMO (Fear of Missing Out)

FOMO la trang thai tam 1y lo ngai vé viéc bi bo lai phia sau trudc nhiing trai nghiém hodc co hoi gia
tri ma cong dong dang thu huong. Hé qua cua trang thai nay 1a nhu cau manh liét trong viéc duy tri két
ndi lién tyc va dua ra nhimg hanh dong d€ khong bi tut hdu so v6i xu hudng chung [9]. Trén cac nén
tang thuong mai dién tir, FOMO khong chi la mot hién tuong tdm ly don thuan ma da tr¢ thanh mot co
ché tam ly c6 kha nang thic @éy hanh vi mua. Cac tip hiéu vé su 1’<han’ hiém, xu huépg thinh hanh va
hi¢u img dém dong dugc khuéch dai manh me, truc tiép tac dong dén tién trinh ra quyét dinh cua khach
hang. Khi d6, viéc mua sam khong chi nham thoa man nhu cau st dung, ma con la phuong thirc dé ca
nhan ¢6 kha nang bat kip nhip song so [7].

2.7. M6 hinh nghién ciru dé xudt va gii thuyét

Mo hinh nghién ctru dé xuat dugc trinh bay trong Hinh 1. KOC thé hién hiéu, biét sau vé san pham
va uy tin chuyén mon, tao ra khoang cach thong tin khién nguoi xem cam thay thiéu kién thirc va lo ngai
b6 15 san pham phu hop. Nghién ctru [4] va [5] khang dinh chuyén mén 1a yéu to cot 18i cua do tin cdy
nguon tin. Khi KOC thé hién chuyén mon cao, nguoi ti€éu dung c6 xu hudng tin vao khuyén nghi va
hinh thanh FOMO [6].

H1: Sy chuyén mén ciia KOC tac dong tich cwe dén FOMO ciia Gen Z trén TikTok Shop.

Su tin cdy cua KOC dugc hiéy 1a tinh chén thyc, trung thuc lam giam sy hoai nghi cua nguoi tiéu
dung, khién thong diép v€ san pham dugc ti€p nhan tich cuc hon, tir 6 khuéch dai FOMO [2].

H2: Sy tin ciy ciia KOC tic dong tich cue dén FOMO ciia Gen Z trén TikTok Shop.

Sy thu hut tir ngoai hinh, phong cach ciia KOC tao hiéu img hao quang, lam téng strc hép din cua
san pham duoc gioi thi¢u va kich thich FOMO qua co ché so sanh xa héi [5].
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Hinh 1. M6 hinh nghién cieu d@é xudt.

H3: Sy thu hut ciia KOC tac dong tich cwe dén FOMO ciia Gen Z trén TikTok Shop.

Khi nguoi tiéu ding nhan thiy KOC c6 dic diém twong dong v6i ban than (16i sdng, so thich, hoan
canh), ho dé dong nhat hanh vi va hinh thanh FOMO mang tinh xa hoi [10], [19].

H4: Sy twong dong giira KOC va Gen Z tic dong tich cwe dén FOMO trén TikTok Shop.

Cac dgc tinh cia KOC 6 thé kich hoat tim Iy FOMO ¢ ngudi tiéu dung Gen Z. Khi xudt hién cam
giac s¢ bo 16 xu hudng hodc trai nghiém dang dugc cong dong quan tam, nguoi ti€u dung s€ de hin}l
thanh ¥ dinh mua hang hon [7]. Vi vay, nghién ctru ky vong FOMO dong vai tro trung gian trong moi
quan hé gitra cac dac tinh ciia KOC va y dinh mua hang trén TikTok Shop.

H5: FOMO doéng vai trd trung gian trong mdi quan hé giira cac diic tinh ciia KOC va y dinh
mua hang ciia Gen Z trén TikTok Shop.

Su chuyén mén ciia KOC 1am gia ting FOMO, tir d6 thuc day y dinh mua hang ctia ngudi tiéu dung.

H5a: FOMO do6ng vai trd trung gian trong mdi quan hé giira sy chuyén mén ciia KOC va y
dinh mua hang cia Gen Z trén TikTok Shop.

Su tin cay qcfla KOC lam tang FOMO do nguoi ti€u dung tin tudng hon vao thong tin dugc chia sé,
qua do thuc day y dinh mua hang.

H5b: FOMO déng vai trd trung gian trong moi quan h¢ giira d9 tin cy va y dinh mua hang
ciia Gen Z trén TikTok Shop.

) Su thu hat cua KOC lam gia ting FOMO thong qua hiéu tmg hao quang va so sanh xa hoi, tir do thuc
day y dinh mua hang.

H5c: FOMO doéng vai trd trung gian trong mdi quan hé giira sw thu hit va y dinh mua hang
ciia Gen Z trén TikTok Shop.

Sy tuong dong gitta KOC va ngudi tif:u dung lam gi? taing FOMO khi ho mong mudn bit kip xu
hudng va trai nghiém cia nhém tham chi€u, tir d6 thic day y dinh mua hang.

H5d: FOMO déng vai tré trung gian trong mdi quan h¢ giira sy twong déng va y dinh mua
hang ciia Gen Z trén TikTok Shop.

FOMQ la trang thai tam ly s¢ bo 16 trai nghiém hozflf: xu hudng dang dugc nguoi k’héc quan tam [9].
Trong boi canh social commerce, FOMO c6 thé thuc day nguoi tiéu dung dua ra quyé€t dinh mua nhanh
hon [7].

H6: FOMO tac dong tich cwe dén y dinh mua hang ciia Gen Z trén TikTok Shop.

Ngl}ién ctru tap trung kiém dj’nh co ché tac dong gian tiép ,thf)ng qua FOMO, do d6 khong xem xét
cac moi quan hé tac dong truc ti€ép tir cac déc tinh cia KOC dén y dinh mua hang.
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3. Phwong phap nghién ciru
3.1. Thu thdp dir liéu

Dit liéu duogc thu théap tir 272 ca nhan thudc thé hé Gen Z (18-29 tudi, gdm sinh Vien va nguoi di lam)
tai TP.HCM, d4p g quy md mau tbi thiéu cho phan tich SEM [20]. Tiéu chi chon mau goém: (1) tir 18-
29 tudi, (2) sir dung TikTok va thuong xuyén tlep can ndi dung tur KOC, (3) da tung mua hang trén
TikTok Shop. Bang khao sat tich hop ciu hoi kiém tra sy chii ¥ (attention check) dé loai bo phiéu khong
hop I¢.

MAu nghién ciru ghi nhan ty 1& nit gidi chiém 63,9% va nhom 18-22 tudi chiém cao nhat (39,3%).
Vé nghé nghiép, ty 1¢ sinh vién (43,4%) va ngudi di 1am (43,0%) twong dwong nhau. Pang chi y, 67,3%
nguoi tham gia dung TikTok trén 1 gio/ngay va 55,6% thuong xuyén tham khao KOC trudc khi mua
sdm, phan anh tinh dai dién cao cho bdi canh nghién ctru (xem Phu lyc B).

3.2. Phwong phdp xi ly dii liéu

Dir lidu sau khi thu thap s& duoc phén tich qua hai phin mém SPSS va AMOS. Trong d6, SPSS duoc
sir dung dé danh gia d tin cy thang do qua hé sé Cronbach's Alpha va phan tich nhan t6 kham pha
(EFA). Tiép theo, AMOS duoc str dung dé thyc hién phan tich nhan t6 khang dinh (CFA) nham kiém tra
mirc d6 phu hop ciia mé hinh do ludng. Sau d6, mé hinh céu trac tuyén tinh (SEM) dugc sir dung dé
kiém dinh cac gia thuyét nghién ctru. Pong thoi kiém dinh vai tro trung gian ctia bién FOMO trong mé
hinh bang phuong phap Bootstrap.

3.3. Xdy dwng thang do nghién ciru

Nghién ciru ké thira va hiéu chinh cac thang do tir cac cong trinh trude nham dam bao do tin cay va
phii hgp véi bbi canh TikTok Shop tai Viét Nam va hanh vi tiéu dung ctia Gen Z (xem Phu luc A). Cac
khai niém trong md hinh duwgc do ludong bang thang Likert 5 mirc do, bao gdbm: Su chuyén mén (CM1-
CM4) do lwong mic do hiéu biét va kinh nghiém san pham, Sy tin cdy (TC1-TC4) phan anh tinh trung
thyc, Sy thu hat (TH1-TH4) danh gi4 ngoai hinh va phong cach, Su twong dong (TD1-TD3) do luong
murc do twong dong vé 16i séng va gia tri cia KOC véi ngudi tiéu dung, S FOMO (FO1-FO4) phan
anh cam giac s bo 15 co hdi va Y dinh mua hang (YD1-YD3) do luong xu huéng thuc hién hanh vi
mua sam. Ngoai ra, bang khao sat bd sung mot bién kiém tra sy chii ¥ nham nang cao chat lugng dir
liéu.

4. Két qua va thao luin
4.1. Kiém dinh do tin cdy thang do (Cronbach’s Alpha)

Dé kiém tra mirc do tin ciy cua thang do, phuong phap phén tich Cronbach’s Alpha d duoc thuc
hién. Két qua kiém dinh cho th?iy tat ca cac thang do déu dat do tin cay voi Cronbach’s Alpha > 0,7 [21].
Su tin cdy c6 gia tri cao nhit (a = 0,892), trong khi Y dinh mua hang thap nhit (a = 0,811) nhung van
dat ngudng chap nhan [22]. Cac bién quan sat déu dat hé sb twong quan bién-tong phu hop va dugc gitr
lai. Do d0, cac thang do du diéu kién dé tiép tuc phén tich EFA. (xem Phu luc C)

4.2. Phan tich nhén to khdm phd (EFA)
Bing 1. Kiém dinh KMO and Bartlett's Test.

KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0,832
Approx. Chi-Square 3085,478
Bartlett's Test of Sphericity Df 231
Sig. 0
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Két qua kiém dinh KMO dugc thé hién ¢ Bang 1 dat 0,832 clng gia tri sig ctia Bartlett = 0 khing
dinh dit li¢u phu hop va céac bién quan sat co su tuong quan chét ché dé thyuc hién phan tich nhan td.
Nghién ctru da trich xuat thanh céng 6 nhan t6 (Eigenvalues > 1), theo tiéu chi Eigenvalue > 1 ciia [23].
Véi tong phuong sai trich dat 63,965%, mé hinh dam bao kha ning giai thich trén 50% su bién thién
cua dir lidu gdc, dap tmg tiéu chuan khat khe vé do tin cay cua [21]. Két qua phén tich dugc trinh bay
tai Phu luc D.

Bing 2. Ma trn tai nhdn t6 sau xoay.

Nhin to
1 2 3 4 5 6
TC1 0,828 -0,052 0,023 0,036 -0,033 -0,009
TC3 0,826 0,006 0,018 0,018 -0,022 0,047
TC2 0,812 -0,002 -0,092 0,003 -0,013 0,011
TC4 0,799 0,018 0,046 0,049 0,058 -0,071
TH2 0,030 0,870 -0,008 -0,049 -0,090 0,005
THI 0,006 0,797 -0,024 0,068 0,105 -0,029
TH3 -0,010 0,766 0,058 -0,027 0,018 -0,016
TH4 -0,059 0,744 -0,018 0,052 -0,035 0,033
CM1 0,059 0,036 0,825 0,111 -0,009 0,147
CM3 0,027 0,000 0,804 -0,088 0,046 -0,020
CM2 -0,029 0,003 0,767 0,060 -0,014 -0,015
CM4 -0,065 -0,027 0,732 0,168 -0,035 -0,123
FOI 0,018 -0,004 0,021 0,841 -0,035 0,001
FO2 0,066 -0,042 -0,010 0,727 -0,015 0,043
FO4 0,008 0,067 -0,018 0,725 -0,008 0,036
FO3 -0,003 0,024 0,023 0,687 0,080 0,038
TD2 0,049 0,010 0,006 0,031 0,850 -0,066
TD1 0,009 -0,029 0,048 -0,062 0,816 0,085
TD3 -0,069 0,009 -0,061 0,039 0,755 -0,010
YDI 0,093 0,085 -0,030 -0,084 0,026 0,847
YD3 -0,030 -0,002 -0,012 0,125 -0,025 0,694
YD2 -0,108 -0,110 0,030 0,132 0,001 0,686

Theo két qua tir Bang 2, 22 bién quan sat hoi tu hoan toan vao dang 6 nhan t6 nhu ky vong tir mo
hinh 1y thuyét, khong xuét hién hién tuong tai chéo dang ké hoic bi loai do khong dat ngudng 0,5. Cac
bién déu c6 hé sb tai nhan td (Factor Loading) 16n hon 0,6, thdm chi nhiéu bién dat trén 0,8, cho théy
mire d6 hoi tu tot cua cac thang do. Két qud nay kh.'fmg dinh mé hinh du diéu kién dé thuc hién phan tich
CFA va SEM & budc tiép theo.
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4.3. Phén tich nhén té khéing dinh (CFA) ,
Bdng 3. Kiém dinh mirc d¢ phu hop ciia mé hinh (Model fit).

Chi s6 Gia tri thye té Tiéu chuin danh gia
Chi-square/df (CMIN/df) 1,274 <3
GFI 0,925 >0,9
CFI 0,982 >0,9
TLI 0,979 >0,95
RMSEA 0,032 <0,06
PCLOSE 0,998 >0,05

Két qua kiém dinh murc d6 pht hop ctia mé hinh dugce trinh bay trong Bang 3. M6 hinh dat 6 phu
hop tot voi dir liéu nghién ctru khi cac chi s6 déu dap ing ngudng khuyén nghi. Cu thé, chi sé6 CMIN/df
dat 1,270 (< 3) [25], cac chi s6 GFI = 0,926 [21] va CFI = 0,982 déu 16n hon 0,9 [24]. Dong thot,
RMSEA dat 0,032 (< 0,06) [25] va PCLOSE = 0,998 (> 0,05), cho thiy mé hinh c6 mrc sai s6 thip va
phu hop t6t v6i dit liéu nghién ctu.

Bdng 4. Gia tri hoi tu va gia tri phdn biét cua cac thang do.

CR AVE MSV TC TH CM FO TD YD
TC 0,892 0,675 0,169 0,821
TH 0,873 0,633 0,060 -0,027 0,796
CM 0,862 0,610 0,111 0,0005 0,079 0,781
FO 0,859 0,604 0,427 0,411 0,244 0,333 0,777
TD 0,848 0,651 0,078 -0,055 0,050 0,063 0,279 0,807
YD 0813 0,591 0,427 0,161 0,177 0,306 0,654 0,232 0,769

Két qua CFA dugc trinh bay trong Bang 4 cho thdy cac thang do trong mé hinh dat do tin cdy va gia
tri hoi tu tot. Hé s6 do tin cay tong hop (CR) dao dong tur 0,813 den 0,892, déu vuot ngudng 0,7 [21].
Gia tri AVE nam trong khoang tir 0,591 den 0,675, 16n hon mirc t6i thiéu 0,5 [26]. Piéu nay cho thay
cac bién quan sat co kha nang giai thich tét cho bién tiém 4n tuong tmg [26].

Gi4 tri phan biét ciing duge dam bao khi cin bac hai ciia AVE 16n hon hé s6 twong quan giira cac
bién [21], dong thoi tiéu chi MSV < AVE duoc théa man. Nhu vay, cac khai niém nghién ciru c6 sur
phéan biét 10 rang va khong xay ra hién tugng trung ldp ndi dung do ludong. Do d6, md hinh do luong
dugc xac nhan 1a phi hop véi dir lidu, du diéu kién dé tiép tuc kiém dinh mé hinh ciu tric tuyén tinh
(SEM) trong budc tiép theo.

4.4. Phén tich mé hinh céu triic tuyén tinh (SEM)

Két qua phan tich cho thdy mé hinh SEM duoc trinh bay trong Hinh 2 dat d6 phu hop t6t v6i dit liéu
nghién ctru theo cac ngudng khuyen nghi ctia [21]. Cac hé sd tai chuan hoa va hé s6 hoi quy déu dat
mirc chép nhan, dong thoi cac mdi quan hé giita cac bién trong mo hinh phu hop véi cac gia thuyét
nghién ciru dé xuat.

Két qua kiém dinh cac gia thuyét trong mé hinh SEM duoc thé hién trong Bang 5. Phan tich SEM
cho théy cac mbi quan hé trong m6 hinh déu ¢ ¥ nghia théng ké khi P-value < 0,001, _dap ung tiéu
chuan kiém dinh trong mé hinh cAu trac tuyén tinh [21]. Cac thanh phan ciia KOC bao gdm sy chuyén
moén (CM), sy tin cdy (TC), su thu hat (TH) va sy tuong dong (TD) deu ¢6 tac dong cung chiéu dén
FOMO. Trong do, su tin cdy (TC) c6 anh hudng manh nhat (8= 0,418), tiép dén 14 su chuyén mén (CM)
(B =0,306), su twong ddng (TD) (8 = 0,278) va su thu hut (TH) (£ = 0,220). Diéu nay cho thiy muc do
tin cay va tinh chuyén mén cia KOC dong vai tro quan trong trong viéc kich hoat tam Iy FOMO & nguoi
tiéu dung Gen Z.
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Hinh 2. Két qua mé hinh cdu triic tuyén tinh (SEM).
Bing 5. Két qua kiém dinh cdc gid thuyét trong mé hinh SEM.
Gia thuyét Heé sb hoi quy chuan héa (8) P-value Két luan
(Méi quan hé)
CM = FO 0,306 0,000 Chap nhan H1
TC = FO 0,418 0,000 Chap nhan H2
TH - FO 0,220 0,000 Chap nhan H3
TD - FO 0,278 0,000 Chap nhan H4
FO 2> YD 0,652 0,000 Chap nhan H6

Bién FOMO c6 tac dong tich cuc va manh mé dén y dinh mua hang (8 = 0,652), cho théy khi cam
gidc s¢ bo 16 gia tang, ngudi tiéu dung c6 xu hudng hinh thanh quyét dinh mua nhanh hon. Két qua nay
g01 ¥ vai trd trung gian cia FOMO, duogc kiém dinh cu thé & phan tiép theo

Bing 6. Danh gid hé s6 xdc dinh R>.

Bién R?
FO 0,405
YD 0,425

Sau khi kiém dinh cac mdi quan hé giita cac bién trong mé hinh, kha ning giai thich cia mé hinh
duoc tiép tuc danh gia thong qua hé s6 R2 vai két qua dugc trinh bay trong Bang 6. Ning luc giai thich
ctia md hinh duoc danh gia thong qua hé sd R% Két qua cho thay bién trung gian FOMO c6 R? = 0,405,
cho th?iy cac dac tinh cua KOC giai thich dugc 40,5% su bién thién cua trang thai nay. Déi véi y dinh
mua hang, R? dat 0,425, cho théy mo hinh giai thich dugc 42,5% su bién thién cua y dinh mua hang.
Theo [21], cac gia tri ndy thudc muc trung binh, cho thdy mé hinh c¢6 ning luc giai thich twong dbi tot.

4.5. Kiém dinh bién trung gian FOMO

Két qua danh gia thong qua ky thuat Bootstrapping v6i 1000 mau ldp voi khoang tin cay 95% (Bias-
corrected) theo khuyén nghi ctia [27] cho thay ton tai hiéu ing trung gian cia FOMO. Cac két qua kiém

JTE, Volume 21, Issue 03(V), 08/2026 74


mailto:jte@hcmute.edu.vn

JTE TAP CHi KHOA HQC GIAO DUC KY THUAT
Truong Pai hoc Cong nghé Ky thuat Thanh pho H6 Chi Minh

Website: https://jte.edu.vn

ISSN: 1859-1272 Email: jte@hcmute.edu.vn

HCM-UTE

dinh duoc thé hién trong Bang 7, trong d6 tat ca cac hiéu ing gian tiép déu 0 y nghia thong ké (P-value
< 0,05), v&i khoang tin cay 95% khong chira 0. Tt ca cac hiéu tmg gian tlep déu c6 ¥ nghia thong keé
(P-value < 0,05), v61 khoang tin cdy 95% khong chura 0. Diéu nay cho thdy FOMO dong vai tro bién
trung gian trong mdi quan h¢ giira cac didc tinh cia KOC va ¥ dinh mua hang, cho thiy tac dong cua
KOC dugc truyén din théng qua co ché tim Iy ciia nguoi tiéu dung mot cach rd rang va dang tin cay.

Bing 7. Kiém dinh tac dong trung gian bang Bootstrapping.

Mobi tac dong H¢ s6 tac dong P-value Lower Upper Két luén
CM > FO-> YD 0,192 0,002 0,117 0,282 Chap nhan H5a
TC > FO > YD 0,249 0,001 0,175 0,356 Chap nhan H5b
TH - FO > YD 0,130 0,001 0,068 0,204 Chap nhan H5c
TD - FO > YD 0,180 0,002 0,094 0,289 Chap nhan H5d

Xét vé muc d6 anh huong, sy tin cdy (TC) co tac dong gian tiép manh nhat d¢én y dinh mua hang
(B = 0,249), tiép theo 1a sy chuyén mén (CM) (8 = 0,192) va su tuong dong (TD) (B = 0,180). Mac du
¢6 mirc d6 anh huong thip hon, sy thu hut (TH) van ghi nhén tic dong gian tiép co y nghia (4= 0,130).
Két qua nay cho thdy muc dé tin cdy va chuyén mon ciia KOC déng vai trd then chdt trong viée kich
hoat FOMO, tir d6 thiic day hinh thanh ¥ dinh mua hang.

4.6. Thao lugn két qud nghién civu

Trong bon dic tinh KOC, sy tin c@y (TC) c6 anh huong manh nhét &én FOMO (8=0,418; P—value <0,001)
va tao ra tac dong gian tiép cao nhat dén y dinh mua hang (8=0,249). Két qua nay cung ¢d quan diém
ctia [6] vé vai tro ¢t 16i cua sy tin cay, dong thoi chi ra co ché tic dong chii yéu thong qua tam 1y FOMO
phu hop véi dac trung mua sam tirc thoi trén TikTok Shop. Sy chuyén mén (CM) ciing tac dong dang
ké dén FOMO (B = 0,306), mo rong hudng tiép can tir [11] khi ching minh kién thirc chuyén sau c6 thé
kich hoat cam giac so bo 15 do khoang cach thong tin. Yéu t6 su tuong dong (TD) (B = 0,278) khang
dinh vai tro hinh thanh FOMO mang tinh xa hoi thong qua su dong nhat trai nghiém [10], [19]. Trong
khi d6, sy thu hat (TH) ¢6 mirc anh huéng thap nhét (8 = 0,220) tac dong gian tiép (8=0,130), cho thay
yeu t hinh anh cha yéu thu hat sy cha y ban dau chir khéng mang tinh quyét dinh bang noi dung, twong
ddng véi [28].

FOMO tac dong manh nhét dén y dinh mua hang (8 = 0,652) va thé hién rd vai tro trung gian trong
toan bo md hinh, phan anh chinh xac co ché cam xtc tirc thoi thay vi thai d hay niém tin nhu cic nghién
ctru truyén thong. Véi hé s xac dinh R’ cia FOMO dat 0,405 va y dinh mua hang dat 0,425, m6 hinh
dat mirc d¢ giai thich trung binh kha [21], khang dinh 16 co ché tac dong ciia cac dic tinh KOC thong
qua FOMO trong mo6i truong social commerce.

5. Két luan va ham y quan tri
5.1. Két lugn

Nghién ctru nay duoc thuc hién nham 1am 16 co ché tac dong cua cac dic tinh KOC (su chuyén mén,
su tin cdy, su thu hut va su trong ddng) dén tim Iy FOMO, tir d6 thuc ddy ¥ dinh mua hang cua thé hé
Gen Z trong bi canh TikTok Shop. Dua trén phan tich dinh lugng tir 272 miu khdo sat hop 1€, két qua
nghién ctru xac nhan toan bd cac gia thuyét déu dugc tng h. Cu thé, cac thudc tinh ciia KOC déu co
anh huong tich cuc dén trang thai tim Iy FOMO, trong do su tin cdy dong vai tro 14 yéu td then chdt va
¢6 tac dong manh nhét. Bén canh do, trang thai tam ly FOMO thé hién anh hudng truc tiép vuot troi dén
y dinh mua sam, dong vai tro 1a bién trung gian quan trong truyén dan toan b tac dong tir cac thudc tinh
KOC dén hanh vi tiéu dung.

Véi mire d6 giai thich & murc kha cho cac bién phu thudc, mé hinh nghién ctru d phan anh rd nét
dic trung cua moi trudng social commerce, hanh vi mua sdm két hop giai tri khong chi xuét phat tir cc
danh gia 1y tinh hay niém tin truyén thdng, ma con chiu su chi phéi manh m& béi cac phan tng cam xuc
tic thoi va tam 1y s¢ bo 15. Phat hién nay khang dinh vai tro cau ndi cua KOC trong viée tac dong dén
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trang thai tim 1y nguoi xem, dong thoi dit co s¢ thuc nghiém quan trong cho viée xdy dung cac chién
lugc tiep thi phu hop véi dac di€m hanh vi cua nguoi ti€u dung tré.

5.2. Dong gop ciia nghién cviru

V& mit 1y thuyét, nghién ciru md rong mo hinh d6 tin ciy ngudn tin [5] bing cach bd sung yéu tb Su
tuong dong [19], kiém dinh FOMO nhu mét co ché trung gian tam 1y [6] va xac 1ap KOC 1a dbi twong
nghién ctru doc 1ap véi KOL hay Influencer. V& mit thuc tién, nghién ctru cung cép co s& dé doanh
nghiép lwa chon KOC dura trén chit lugng ndi dung thay vi s6 lwong nguoi theo ddi, dong thoi tan dung
hiéu tmg FOMO dé t6i wu hoa ty 18 chuyén d6i. B6i voi KOC, két qua nhin manh viée duy tri niém tin
tir cong dong théng qua su chan thyuc va gan giii.

5.3. Ham y qudn tr§
5.3.1. Poi véi doanh nghiép va nha ban hang

Dua trén két qua nghién ctru, doanh nghiép va nha ban hang nén wu tién hop tac véi KOC dya trén
do tin cdy, sy hiéu biét san pham va tinh tuong dong voi khach hang muc tiéu ‘thay vi cac chi sO bé noi.
Doanh nghiép nén cho phép KOC danh gia khach quan va chi dong cung cap thong tin ky thuét cho
KOC. Bén canh d6, can long ghep ndi dung KOC vei cac cong cu tao sy cAp bach (gi6i han thoi gian,
vu dai livestream) dé thuc ddy hanh déng mua sim tirc thoi.

5.3.2. Boi véi KOC

Can duy tri tinh chan thuc bang cach chia sé trai nghiém thuc té va danh gia da chiéu. KOC nén tap
trung phat trién chuyén mon sau trong linh vuc cot 161, chu dong xay dung su gan giii qua trai nghiém
doi song va duy tri su thu hut trong cach truyén tai ndi dung nhung ddm bao tinh nhat quan véi hinh anh
ca nhan.

5.4. Han ché nghién ciru

Nghién ctru con mot s6 han ché, kich thude mau twong ddi nhé duogc thu thap theo phuong phap
thuan tién, pham vi khao sat gidi han tai TP.HCM va trén nén tang TikTok Shop, mo6 hinh chua kiém
dinh dong thoi tac dong tryc ti€p va gian ti€p va chua phan tach anh hudng theo ting nganh hang cu
the.

5.5. Huong nghién curu twong lai

Céc nghién ctru tiép theo nén mo rong quy moé mau, thuc hién so sanh giita cac nén tang social
commerce va phan tich dir liéu theo chuoi thoi gian. Ngoai ra, viéc tich hop thém cac bién tién d¢ (chat
luwgng ndi dung, tinh xac thuc), blen trung gian (thai do dbi voi nhin hang) hodc cac bién diéu tiét (loai
san pham, ning lyc tai chinh, tin suat sir dung) s& gitip hoan thién khung giai thich hanh vi ngudi tiéu
dung.

Lo&i cdm on

Nhom tac gia xin bay t6 long biét on sdu sic dén Trudng bai hoc Cong nghé Ky thuat TP.HCM
(HCM-UTE) d4 tao diéu kién thudn loi va méi trudng hoc tap tét nhét cho nghién ctru nay. Cubi cung,
xin chan thanh cam on cac cd nhén dé danh thoi gian tham gia khdo sat va cung cap nguén dir liéu quan
trong dé hoan thanh bai viét.

Xung dot lgi ich

Céc tac gia tuyén bd khong c6 xung dot loi ich.
Tuyén bé dix liéu sin cé

Dir liéu va tai lié:u bd sung cua nghién ctru dugc cung cip trong phan Phu luc va c¢6 thé duoc truy cap
thong qua duong dan sau:

https://drive.google.com/drive/folders/1 EBEGGMdm4hHkZQtY 8wQsnxKIGD7myZAT?usp=drive li
nk
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