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hort video marketing on social media platforms such as Facebook, Youtube, Tiktok, Instagram,

Zalo,... has changed the way businesses approach online market and brand building. Research
conducted in Ho Chi Minh City with a sample of 300 consumers and analyzed using Smart PLS 3.0 and
SPSS 26.0 has demonstrated that short video marketing on social media significantly indirectly influences
the intention to purchase online cultural products. Four key factors influencing attitudes and purchase
intentions include interesting content, scenario-based experiences, perception of information credibility
and information usefulness. This research holds significant managerial implications for cultural product
marketers aiming to attract target customer segments in the digital age.
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1. Dit van dé

Ngay nay, khi cong ngh¢ va céc tién ich tao ra
t cong nghe da tro thanh mot phan khong thé thiéu
trong cudc sdng con ngu0’1 thi nhiing video trén moi
tmong truc tuyen c6 vai tro tao ra cam quan truc
glac rat 1on, tac dong truc t1ep dén thi giac va cam
XUc cia con ngu0’1 Trong vigc dinh huong san xudt
va tiéu dung cac san pham ¢6 tinh chét van hoa thi
video ngan trén cac nén tang truc tuyen dang tré
thanh mdt trong nhitng yéu cau khong thé thiéu.
Cung voi cac thudt todn dugc tao ra trong hoat dong
quang cao trén nén tang mang xa hoi, thir c6 thé dy
doan cua nguoi ticu dung trong mdi trudng tuong
tac va do vay no vira c6 tinh dinh huéng nhung cling
¢6 vai tro dén dat trong y dinh lya chon san pham.

Video ngan da tr¢ thanh mot phuong tién quan
trong trong chién lugc tiép thi ctia cac doanh nghiép
va t0 chirc van hoa. Tuy nhién, hi¢u qua cua video
ngan trong vi¢c thuc ddy hanh vi tiéu dung sin
pham van héa nhu sach, phim, nhac, thoi trang va
nghé thuat dang la mot dé tai dang quan tam. Céc
yeu to nhu ndi dung, cach trinh bay, phuong tién lan
truyén cia video ngan c6 thé anh huong dén, quyet
dinh mua sam va tiéu dung cua khan gia. Diéu nay
mo ra nhleu co hoi nghién ciru ve cach ma video
ngan co thé duoc toi uu hoa dé tang cuo’ng hi¢u
qua tiép thi va thiic day hanh vi tiéu dung san pham
van hoa.

2. Tong quan nghién ctru
San pham van hoda, giong nhu cdc tic pham
ngh¢ thuat, sach, phim, am nhac va cac sang tao
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van hoéa khac, cling dang dbi ‘mit véi moi truong
canh tranh khoc liét va thay doi khong ngung Cac
nha nghlen cau nhu Zhang, Yang, Yang va Gao
(2022) va Sun, Liu va Jiang (2023) d3 nhin manh
rang thanh cong cua san pham van hoéa thuong phu
thudc vao kha nang cua doanh nghiép hiéu sdu sic
vé nhu cdu va mong mudn cua khach hang. Theo
Jindal va Chavan (2023) viéc phat trién chién lugc
kinh doanh dya trén viéc dap tmg nhu ciu va thi
hiéu ctia khach hang 1a vo cung quan trong. Hiéu
0 nhiing sé thich va mong muodn tiém an trong tAm
tri ciia khach hang sé gitip doanh nghiép dy bao va
ung pho vai sy bién dong trong thi truong. Theo do,
Yu (2023) Ahmed va déng nghiép (2022) da chung
minh rang vi¢c du doan y dinh tiéu dung cua khach
hang 1a chia khoa dé thanh cong cho san pham van
hoa. Cac doanh nghlep ¢6 thé st dung cac phuong
tién nhu nghién cuu thi truong, theo doi xu hudng,
phan tich dir liéu, tuong tac va phan h01 tu khach
hang dé diéu chinh va phat trién san pham vin hoa
mot cach hiéu qua.

Céc nghién ctru trude da chimg minh tim quan
trong cua vi¢c kich thich y dinh tiéu dung trong boi
canh thi truong ban 1¢ néi chung (Minh, Nhu, Sang,
Huy va Bao, 2023) va thi truong san phém van hoa
noi riéng (Llra va Costa, 2022), nhung cac phuong
thirc tiép cén tmyen thong dan tro nén kém hap dan
va khong tao duoc strc hut d01 v6i khach hang. Vi
vay, dé hiéu duoc cach thire tlep can tot hon d6i véi
ndi tam khach ha‘lng, nghién clru nay tép trung khai
thac cac khia canh cta tlep thi video ngin va co ché
anh huong cia né dbi véi cu tric nhén thtc cua
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nguo1 tiéu dung. Thong qua khdm pha cac méi quan
hé nay, nghlen ctu bo sung hiéu biét vé su twong
tac cua ndi dung video ngan voi hing thi, dong luc,
thai d§ va cudi cung 1a y dinh mua sam san pham
van héa cua nguoi tiéu dung.

Dua trén cac 1ap luén, nghién ctru nay duoc thuc
hién nham muc tiéu kham pha cic yéu to céu thanh
cua y dinh tiéu dung san pham van hoa cua nguoi
dan. Day la su tiép can mai d01 vOi san pham mang
tinh truyén thong va gbp phan can bang gilta viéc
phat huy gia tri van hoéa song song v6i1 phat trién
kinh té. Dua trén két qua nghién ctru, nha chinh
sach, nha kinh doanh c6 the dé ra cac chién luoc
phat trién kinh doanh san phdm nay hiéu qua hon.

3. Phuong phap nghién ciru

Nghién ciru nay ké thira cac thang do tuong g
cua cac nghién ctiu trudc cua Liu va ctg (2019)
Yiiksel (2016), Hewei (2022) voi timg khai niém
tiém an Thang do so bd c6 tong cong 31 bién quan
sat. Dé co thé dam bao su tuong thich cta céc thang
do voi b01 canh ngh1en clru tai Viét Nam, céc cuc
phong van mo véi 5 chuyén gia qudng céo video
ngan va 15 nguoi tiéu dung truc tuyen da dugc thuc
hién nham hiéu chinh noi dung cac bién quan sat
trong thang do Likert tir 1 dén 5. Sau khi hi€u chinh,

¢6 23 bién quan sat dugc chon dé xay. dung bang
cau hoi chinh thtc nghlen cliru san pham van hoa
danh cho khach hang tiém nang.

Theo cach truyen thdng, Tabachnick va Fidell
(2007) cha trong dén su da dang cua dit li¢u va tinh
dai dién cia mau trong tong thé. Pbi voi ki thuat
PLS-SEM, Hair, Risher, Sarstedt va Rlngle (2019)
cho blet ¢& mau 200 la phu hop d6i v6i danh gia
cac hé sb duong dan hay mé hinh do luong, mdc du
cac nguyeén tac vé danh gid sb luong gap 10 lan sb
dudng dan trong md hinh hodc so luorng blen quan
sat nhidu nhat trong mé hinh cau triic co thé dugc
ap dung. Theo do, nhom tac gia da 1ap ké hoach ¢&
mau t6i thiéu 1a 200.

Vigc thu thap dir liéu dugc tién hanh bang
phuong phap phi xac sut, 1ay mau dinh mic (quota
sampling) nham dam bao s6 lugng dinh mirc dé so
sanh gitta 4 nhom khac biét. Viéc phat phleu khao
sat truc tiép da dlen ra tai mot s6 dia dlem thudc
khu vuc thanh phé H6 Chi Minh bao gdm cac toa
nha lam viéc, truong dai hoc - cao dang, trung tdm
thuong mai, rap chi€u phim, khu cong nghlep Co
330 phiéu khao sat dwoc phat ra, thu vé duogc 315
ph1eu trong dé co 15 phleu khong hop 1&. Cubi
cung c6 300 phiéu phan h01 cua cac dap vién dap
g du diéu kién. Qui mo mau n=300 duogc sir dung
cho phan tich sau hon bang kiém dinh thong ké cua
phan mém SPSS va Smart PLS.

4. Két qua nghién ciru

4.1. Pdc diém méu nghién citu

. Bang 1 chtra thong tin cd nhan vé gidi tinh, nhom
tudi, thu nhap, trinh do hoc véan va nghe ngh1ep cua
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cac dap vién. Cudc khdo sat cho thdy su da dang
trong trinh d§ hoc van cua ngudi tham gia, voi ty
1& cao nhat 1a nguou co trinh do phé thong trung
hoc (43.7%) va mot sb luong dang ké dang theo
hoc cao hon (22 3%). Phan nira mau nghién ctru la
nhan vién vdn phong va quan ly (59.7%), ké dén
la sinh vién (22 3%), cac nghe khac nhu lao dong
phod thong, noi tro chiém ty 1¢ thép. Ve thu nhép,
ty 1¢ 16n nam trong nhom tr 5 tri¢u dén dudi 10
tri¢u dong (36.3%) va nhém thu nhép tir 10 tri¢u
dén duai 20 tri¢u ddng (39.0%). Thong tin Ve mau
nghlen ctru thé hién sy da dang trong dac diém cua
nguoi tiéu dung quan tim dén san pham van hoa
trén mang xa hoi.
Bang 1. Dic diém méu nghién ciru

Pic diém Tinsé | Tilé
Gis¢i | Nam 150 50%
tinh | Nt 150 50%
Pho thong trung 131 43.7%
hoc
Trinh | Trung cép 32 10.7%
dd | Caoding 19 6.3%
Pai hoc 113 37.7%
Sau dai hoc 5 1.7%
Sinh vién 67 22.3%
Nhan vién van 159 53.0%
phong
Nghé | Quadnly 20 6.7%
nghié o 5
ghicp Lao dong pho 45 15.0%
thong
Noi trg 1.0%
Khac 6 2.0%
Duéi 5 triéu 34 11.3%
5 trigu den <10 109 | 36.3%
Thu tricu
nl:ap 1QAtr1¢u den <20 117 39.0%
Dong) | tricu
20 tri€u — 30 triéu 31 10.3%
Trén 30 triéu 9 3.0%

4.2. Pdnh gid mé hinh do lwong bang dp tin
cdy, gia tri hgi tu va gia tri phdn biét

Bang 2 cho théy 27 chi bao déu dat dugce mirc do
tin cdy voi hé sO tai ngoai dao dong trong khoang
cao nhét 0.97 va thap nhét 0.83. Hé s tin cdy tong
hgp CR va h¢ s6 Cronbach’s Alpha ctia timg bién
tiém 4an da chira rang tat ca cac bién nay vuot qua
tiéu chuan 0.7. Piéu nay chirng minh rang cac thang
do dam bao do tin cay tot. Bong thoi, cac gia tri
AVE cua timg khai niém tlem an déu lon hon 0.5
nén co thé két luan rang tat ca cac tap chi bao déu
dat sy chinh xac vé mirc d6 hoi tu ctia thang do.
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Bang 2. Danh gia do tin cdy va d6 hoi tu cua thang do

H¢
Ngudn Tém tit thang do s6 tai gf 0}111; CR AVE
ngoai P
IC - N§i dung thu vi 0.91 0.93 0.78
IC1 - Video ngén vui vé 0.89
Liu va ctg | 1C2 - Video ngin tha vi 0.83
(2019)
IC3 - Tri tuéng tugng bay bong 0.86
IC4 - Video ngén d& hiéu 0.95
SE - Trai nghiém trén kich ban 0.93 0.95 0.82
SEI - Tinh hudng tiéu ding rat doi thuong 0.89
Ll(l;g ? 9C)tg SE2 - Tinh hubng khién nhu thuc su dang trai nghiém 0.92
SE3 - Nang cao trai nghiém cuia nguoi tiéu dung 0.91
SE4 - Kich ban san pham kich thich sy lién tuong 0.90
PC - D tin ciy ctia thong tin 0.96 0.97 0.89
PC1 - Thong tin 1a dang tin cay 0.94
Yiiksel N X
(2016) PC2 - Thong tin thuyét phuc 0.93
PC3 - Thong tin 1a chan thuc 0.98
PC4 - Thong tin ¢ su uu ai san pham 0.94
PU - Su hiru ich ciia thong tin 0.93 0.95 0.83
PU1 - Gitp hiéu rd hon vé san pham trude khi mua 0.92
é%lisg)l PU2 - Pap tmg mbi quan térfl nguoi mua 0.91
PU3 - Giup lya chon san pham phu hop 0.91
PU4 - Gitip tiét kiém thoi gian va tién bac khi mua 0.91
CBA - Thai d9 dbi véi nhin hang 0.93 0.95 0.82
CBA1 - Gitp ghi nhé nhan hang 0.92
L‘(‘;g f‘gc)tg CBA2 - Nim duogc nhidu thong tin hon vé nhan hang |  0.89
CBA3 - Cam thiy ua thich nhan hang 0.90
CBAA4 - Kich thich va théi thuc mua nhan hang 0.91
CPI - Y dinh mua hang truc tuyén 0.87 092 | 0.79
CPII - Tiép tuc xem tiép thi video ngin dé mua san 0.89
pham vin héa ’
Hewei - ; -
(2022) CP;IZ - Uu tién mua san pham vén hoa qua video 0.88
ngan
CPI3 - Ru r€ ngudi than cung mua san phim vin hoa 0.90
qua video ngan )
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Bang 3 bleu hién két qua HTMT cuia cac khai
niém tiém an déu nho hon 0.85 nén dap ung da diéu
kién cua bang chi bao do luong d phan biét gitia
cac khai ni¢m nay. Noi cach khac, thang do da dat
duoc gla tri phan biét theo dé xuit cua Henseler,
Ringle va Sarstedt (2015).

d6 lién quan den cac bién khac. Thanh phan tuong
g cua hai bién phu thugc (CPI va CBA) déu nam
trong khoang 0.25 dén 0.50 cho thdy mo hinh nay
¢6 tinh dy doan chinh xac ¢ mirc trung binh.

2 . 1A AD2 D2 s A2
Bang 4. Bao cao hé sO R%, R*  vaQ

Béang 3. Danh gia gia tri phan biét bang hé s6 HTMT R Q? (=1-SSE/
R Square | Square
p SSO)
CBA | CPI | IC | PC | PU | SE Adjusted
CBA CBA 0.46 0.45 0.37
CPI | 0.68 CPI 0.38 0.37 0.29
1C 026 | 0.29 4.4. Danh gia cac tac dpng truc tiép va két lugn
PC 0.48 0.33 | 0.07 gid thuyét nghién cuu
PU | 033 0.36 | 0.07 | 0.05 Bang 5 cho thay, vai tro g1a1 tthh cao nhat cho

4.3. Danh gm mo hinh cdu tric bang cdac hé s6
R%, 02, £ va hé sé héi qui

Bang 4 cho thay, khd nang gidi thich bién CBA
la 45% (boi 4 nhan t6 IC, SE, PC, PU) va kha ning
gidi thich cho bién CpPI1 la 37 % ch1 boi mot nhan
t0 CBA. Ket qua the hién sy lién quan dy bao Q2
dbi voi tat ca cac cAu trc 16m hon 0 (0. 37vao. 29)
nghia 14 bién phu thudc trong mé hinh déu c6 muc

Trong khi CBA la1 dong vai tro giai thlch cao cho
CPI (f* = 0.60). Tét ca cac bién thudc cac yeu t6
cua ti€p thi video ngan (IC, SE, PC, PU) déu tac
dong tich cuc dén bién thai do d01 v6i nhan hang
(CBA), va CBA tac dong dang ké dén bién y dinh
mua hang (CPI) ¢6 y nghia thong ké véi P < 0.05.
Ky thuét Bootstrapplng 5,000 1an mau khang dinh
nam gia thuyct dé xuat (tu’ H1 dén H5) déu duoc
ing ho bang tap di liéu thu thap duoc.

Bang 5. Danh gia cac tac dong truc tiép va két ludn gia thuyét nghién ciru

chunhin0 | || Mieyngmp |
IC -> CBA 0.25 0.12 5.60 0.00 Chap nhan H1
SE -> CBA 0.28 0.14 5.67 0.00 Chap nhén H2
PC > CBA 0.47 041 | 1221 0.00 Chap nhan H3
PU -> CBA 0.33 0.20 6.97 0.00 Chap nhan H4
CBA -> CPI 0.61 0.60 | 14.63 0.00 Chap nhéan H5

5. Théo luén

Viéc phan tich chi tiét vé tac dong tich cuc cua
thai do dbi voi nhan hang trong video ngan dén y
dinh mua san pham van hoa da duoc kiém chung
manh mé&. Két qua nay da cing cd moi lién két tich
cuc gitra thai d§ va y dinh mua san pham van hoa
thong qua video ngan. Nhitng video ngan khong chi
don thuan 1a cong cu dé truyen dat thong diép mot
cach nhanh chong, ma con dong vai tro quan trong
nhu mot cau ndi tinh té gilra thuong hiéu va khach
hang trong linh vuc san pham van hoa. Vi thé can
dua ra nhing giai phap hiru hi¢u dé dam bao sy phat
trién hanh vi tiéu ding san pham van hoa:

Mot la, dam bdo do tin cdy va sy hitu ich cua
thong tin trong video ngan.

Két qua khao sat cho théy, nguoi tiéu dung van
con hoai nghi vé thong tin san pham trong video
ngan can tang cuong viéc nghién ciru va kiém
chung thong tin trudc khi san xuat va phat hanh
video. Doi ngii san xuat video can phai lam viéc
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chat ch€ vai cac chuyén gia trong linh virc van hoa
dé dam bao rang thong tin duoc trinh bay 1a chinh
Xac va dang tin cay. Bé ddm bao tinh tin cdy cua
thong tin nén lya chon ngudn thong tin uy tin va
c6 do chuyen mon cao. Viéc trich dan nguon thong
tin tor cac nghién curu, bao céo cua cac to chuc uy
tin s€ lam tang tinh hiru ich cua video. Video can
tap trung vao viéc cung cap thong tin chinh x4c va
hitu ich vé san pham glup khach hang hiéu rd hon
vé tinh ning, uu diém va kha ning so sanh véi cac
san pham tuong tu trén thi tru:ong Dong thot, video
cling can dé cap den cach sir dung san phim mot
cach tién lgi va tiét kiém thoi glan Théng qua viéc
cung cap thong tin chinh xac va hitu ich, video co
thé tao ra sy tin tuong va sy tuong tac tich cuc tur
phia khach hang Diéu nay giup tang cuong y dinh
mua hang cia ho va xay dung moi quan hé lau dai
v6i nhan hang.

Hai la, nang cao ch,at luong trai nghiém dya trén
kich ban qua video ngan.
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Nha quan tri can duy tri yeu td nay bang cach tao
video ngan tai hién tinh huong thuong gap, thac day
tuong tac tich cuc tir nguoi tiéu dung va g1up ho dé
dang lién tuong cach sir dung va hi¢u qua sir dung
san pham. Kich ban sang tao s€ thuc day nguol tiéu
dung tim hiéu san pham mua dung thtr va trd thanh
khach hang trung thanh.

Ba la, ning cao chat luong ndi dung thu vi.

Dé nang cao hi¢u qua tlep thi video ngin vé san
pham vin hoa. Trudc hét, viéc xay dung mdt cau
chuyén sau sic xung quanh san pharn giap két ndi
tot hon voi khan gia. Dong thoi, viéc thé hién cac
trai nghiém cd nhan va da dang tr nguoi str dung
san pham ciing tao ra sy gan giii va chén thyc. St
dung cac phong cach biéu dién sang tao nhu hoat
hinh, hai hudc hodc phong cach nghé thuét doc dao
sé thu hat sy chil ¥ cua khan gia. Két hop voi viée
sir dung 4m nhac, mau sic va hinh anh dé tao cam
xtic manh mé trong video. Pong thoi, viée thic day
sy tuong tdc cua khan gia thong qua cac cau hoi,
tham do y kién hodc tht thach cung la mdt cach
hi¢u qua Viéc tao ra cac video ngan mang tinh gido
duc vé san pham giup khéan gid_ hiéu 0 hon vé lich
str, y nghia va gia tri cia san pham Cubi cung, viée
t6i wu hoa video cho cac nén tang mang xa hoi cling
dam bao rang san pham dugc tiép can mot cach
rong rai va hi¢u qua.

Boén la, thong tin mturc d anh huong tich cuc dén
y dinh tiéu dung san pham van hoa.

bo 1a su tao dung niém tin vao cac dic dlem ca
nhan di duoc sang loc huéng toi tinh ca thé hoa.

Nguoi tiéu dung co xu huorng tin rang cac video
ngan tuén theo cac thong so ky thuat cua céc trang
web ma chung xuét hién, vi vay neu mot nguol luot
web tin tuéng mot trang web cu thé, ho co thé cho
rang cac cam két va bao dam lién quan dén trang
web do 1a phu hop. Doi lai, ho d& bi tén thuorng hon
d6i vai cac trang web dang tin cay. Sy song dong la
murc 0 ma mot video ngan kich thich cac glac quan
khac nhau. Céc tai liu cho thay suc song cua mot
video ngan trén mdi trudng quang cdo truc tuyen
da gop phﬁn vao phan rng cam xuc cua nguoi tiéu
dung. Su song dong bao gom d9 10 nét cua hinh
anh, giap cdi thién dang ké sy hiéu blet cua nguo‘1
tiéu dung vé san pham, nang cao niém tin cua ho,
trai nghiém 4o cua ho tuong thich v6i hanh vi mua
sam thyc té cta ho va cai thién nlem vui mua sim
cua hg. Do do, su song dong c6 thé anh huong tich
cuc den y dinh mua hang va thai do cua nguoi ti€u
dung dbi véi cac san pham vin hoa.

6. Két ludn

Bai bdo nay giup cac nha quan tri hiéu biét
phuong thirc tiép thi video ngén anh hu()ng dén thai
d6 va y dinh mua tryc tuyén san pham van héa cua
nguol tiéu dung Mire do tac dong clia cac yéu td
tiep thi video ngan dén thai do nguol tiéu dung theo
thir ty tam quan trong: (1) Do tin cdy ctia thong tin,
(2) Thong tin hitu ich, (3) Su trai ngh1em theo kich
ban, (4) Noi dung thi vi. Két qué nghién ctru cho
thdy nam gia thuyet dua ra ban dau déu duoc chap
nhén, trong d6 co thai do tich cuc dbi v6inhén hang
qua V1deo ngan ciing tac dong 16n dén ¥ dinh mua
san pham vin hoa.
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NGHIEN CU’U ANH HUONG CUATIEP THIVIDEO NGAN
TRUC TUYEN DEN HANH VI TIEU DUNG SAN PHAM VAN HOA

Ha Pinh Hung*
Tran Nguyén Hong Hai®

Truong Dai hoc Van hoa, Thé thao va Du lich Thanh Hoa
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Tlep thi video ngén trén cac nen tang xa hoi nhu Facebook, Youtube, Tiktok, Instagram, Zalo,... da
thay d01 cach doanh nghlep tiép can thi trudng truc tuyén va xay dung thuong hi¢u. Nghién ctru tai
Thanh pho H6 Chi Minh voi mau 300 nguoi tiéu dung va dir liéu dugc phan tich bang Smart PLS 3.0 va
SPSS 26.0 da chimg minh rang tlep thi video ngan trén mang xa hdi anh huong gian tlep dang ké dén y
dinh mua tryc tuyen san pham van hoa. Bén yéu t6 quan trong anh huong dén thai do va dén y dinh mua
hang bao gdm noi dung thi vi, trai nghlem dua trén kich ban, nhan thirc d6 tin cay cua thong tin va sy hitu
ich ctia thong tin. Nghién ctru nay mang y nghia quan tri quan trong cho nhitng nguoi [am tlep thi san phdm
van héa nham thu hut dugc cac phan khuc khach hang muc tiéu trong thoi dai k§ thuat sb.

Tir khéa: San pham van héa; Y dinh mua hang truc tuyén; Tiép thi video ngan; Thdi do doi véi
nhdan hang.
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