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Nghién cru nay déng gdp vao co s& ly thuyét hién tai bang cach xem
xét vai tro diéu tiét cia hoi chiing ndi sa bi bd 16 (Fear of Missing Out
- FOMO) trong anh hudng cla sy tiép xdc vdi ngusi c6 anh hudng
(Influencer) dén y dinh mua hang, dong thai cling xem xét vai tro anh
hudng clia FOMO dén y dinh mua hang thdng qua cac yéu t6 tam ly.
Phan tich di liéu tir han 207 mau khao sat cac sinh vién tai Da Nang
cho thdy FOMO tac déng dén y dinh mua hang thong qua ba bién
trung gian: sy phan khich dugc mong dgi, va su tu ndng cao ban than
va chi phi héi tiéc du kién. Trong do, hai bién dau tién cing ¢é y dinh
mua hang con chi phi héi tiéc du kién lam suy yéu y dinh mua hang
cua sinh vién. Nghién cltu nay con cho thdy maoi quan hé tich cuc gitra
su tiép xc vai influencer va y dinh mua hang, théng qua viéc thic day
mong muén bat chudc va chi nghia vat chat. Tuy nhién, két qua nghién
clu khong cho thdy vai tro diéu tiét cia FOMO dai véi tac dong clia su
ti€p xdc vdi influencer dén chl nghia vat chat va y dinh mua hang. Cac
ham y thuc tién cua két qua nghién clu cling dugc thao luén.

Abstract

This study contributes to the extant literature by examining the
moderating role of Fear of Missing Out (FOMO) in the relationship
between influencer exposure and purchase intention while also
investigating the effect of FOMO on purchase intention through the
mediating roles of psychological factors. Data analysis from 207 survey
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samples collected from university students in Danang shows that
FOMO affects purchase intentions through three mediating variables:
anticipated excitement, self-enhancement, and anticipated expense
regret. The first two variables strengthen purchase intentions, whereas
anticipated expense regret weakens purchase intentions. This study
also shows a positive relationship between exposure to influencers and
purchase intentions through two mediating variables: desire to mimic
and materialism. However, the results do not establish the moderating
role of FOMO on the impacts that exposure to influencers has on
materialism and purchase intentions. Practical implications of the
research results are also discussed.

1. Dit van de

Trong ky nguyén s6 hién nay, sy bung nd ciia cac nén tang mang xa hoi (MXH) d thay ddi cach
thirc con ngudi tiép can thong tin va tuong tac. Mot hién twong ndi bat 1a “Fear of Missing Out”
(FOMO) — hiéu tmg khi ngudi dung lo ngai rang ho s& bo 15 nhimg trai nghiém hay thong tin quan
trong ma nguoi khac dang co (Przybylski va cong su, 2013). Pac biét, FOMO ngay cang pho bién
trong gidi tré, nhimng ngudi dé bi anh hudng boi ndi dung cua nhitng nguoi ¢ sic anh hudng trén
MXH (thuong duoc goi 1a Influencer). Vi kha ning thu hiit va tao dung 1ong tin tir nhidu ngudi theo
ddi, Influencer c6 thé thiic ddy hanh vi mua sim thong qua viéc chia sé cac san phim va dich vu ma
ho sir dung nén di tro thanh mot yéu t6 quan trong trong cac chién dich tiép thi trén MXH
(Duffet, 2017).

Su tuong tac gitta FOMO va su tiép xuc v6i Influencer dong vai trd quan trong trong viéc hinh
thanh y dinh mua hang cta ngudi tiéu dung tré. Khi ¢6 cam giac FOMO, nguoi tiéu ding dé dang bi
cudn hat vao nhitng bai dang thé hién trai nghiém ddc dao hodc san phém méi la Influencer chia sé
ma ho cam théiy minh dang bo 1§ (Lou & Yuan, 2019; Hudders va cong sy, 2020; Audrezet va cong
su, 2020). Diéu nay din dén ap luc xa hoi thoi thuc viée s¢ hitu cac san pham dang 13 xu huéng dé

A0

khong bi cam giac “bi tut hau” (Przybylski va cong sy, 2013), dan dén y dinh mua hang ting cao.

Bai bao niay xem xét anh hudng cua su tiép xtic v6i Influencer va FOMO ciing nhu sy twong tac
giita hai yéu t6 nay dén y dinh mua hang cua sinh vién. Dinh va cong su (2023) da nghién ciru anh
huong cta su tiép xuc voi Influencer dén y dinh mua hang va vai tro diéu tiét cia FOMO trong mdi
quan h¢ nay. Trong bai bdo nay, nhom tac gia md rong mo hinh ciia Dinh va cong sy (2023) va xem
xét FOMO khong chi dudi vai tro mot bién diéu tiét ma con 1a mot bién anh hudng dén y dinh mua
hang théng qua cac yéu t tam 1y tiéu dung, diéu da dugc cac nghién ciru trude day chi ra (Good &
Hyman, 2021; Dwisuardinata & Darma, 2023).

Ngoai ra, viéc nghién ctru cho truong hop sinh vién tai Viét Nam ciing la mgt dong gop cuia nhom
tac gia vao dong nghién ctru vé chu d& nay. Tai Viét Nam, ngudi tré, dic biét 1a sinh vién, ngy cang
danh nhiéu thoi gian trén MXH va bi cudn hiit boi cac xu huéng méi hay cac san pham thoi thuong
duogc gidi thi¢u boi nhiing Influencer ma ho yéu thich (Nguyen va cong su, 2022). So véi sinh vién
cac nude khéc, sinh vién Viét Nam chiu anh huong rat 16n tir Influencer trong viée hinh thanh ¥ dinh
mua hang. Ho dé tin vao 1&i khuyén tir Influencer, thim chi ca nhitng ngudi nbi tiéng khong phai 1a
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chuyén gia trong linh vuc (Le & Nguyen, 2024; Pham va cong su, 2021). Ngoai ra, muc thu nhap
trung binh ctia nguoi Viét Nam (4.282 USD/niam) 14 thap hon so véi cac nudce khac (trung binh 13.170
USD/ndm) nén sinh vién Viét Nam thuong can nhic k§ vé tai chinh khi mua hang (Vu va cong su,
2019). Vi nhitng 1y do nay, cac co ché anh huéng cia FOMO va Influencer dén ¥ dinh mua hang cua
sinh vién tai Viét Nam c6 thé co nhiing dac diém khac biét so v6i cac nude khac. Do do, nghién ctru
chu dé nay cho bdi canh Viét Nam 1a hét strc can thiét, dé tir 6 c6 thé phat trién nhiing chién luoc
tiép thi MXH phu hop véi ddc diém thi truong trong nude.

2. Co sé ly thuyét va cac gia thuyét nghién ciru

2.1.  Anh hwéng cia sw tiép xiic véi Influencer dén y dinh mua hang

2.1.1.  Anh huong truc tiép

Theo ly thuyét vé tiép xtic don thuan ciia Zajonc (1968), viéc con nguoi lap di 1ap lai tiép xuc voi
mdt kich thich s& lam tang thai do tich cuc d6i véi didu d6. Trong bdi canh MXH, khi ngudi ding
nhiéu lan théy Influencer st dung hoac d& xuat mot san phém, nhén thirc tich cyc va y dinh mua san
pham s& gia ting, ngay ca khi khong c6 tuong tac truc tiép (Bornstein & Craver-Lemley, 2022). Theo
mo hinh vé chip nhén thong tin ctia Sussman va Siegal (2003), ngudi tiéu ding s& c6 xu hudng tiép
nhén va hanh dong theo cac thong diép ma ho cho 1a hitu ich va dang tin cdy. Influencer, vdi vai tro
1a nguoi ¢o trai nghiém thyuc té nén c6 thé cung cip cac ndi dung duoge ngudi theo ddi xem 1a xac
thuc, tir d6 ting kha ning tiép nhan thong tin va chuyén hoa thanh y dinh mua hang (Lou & Kim,
2019; Nguyen va cdng sy, 2022; Dinh va cong su, 2023; Jamil va cdng su, 2024). Dya trén nhiing lap
ludn trén, gia thuyét H; sau dugc dé xuit:

Gid thuyét Hy: Sy tiép xiic véi Influencer anh hirong tich cyee dén ¥ dinh mua hang.

2.1.2.  Anh huong thong qua mong muon bt chuée va chii nghia vt chat

Ly thuyét hoc tap xa hoi (Bandura & Walter, 1977) cho rang con ngudi hoc théng qua quan sat va
bét chude nhitng nguoi ho ngudng mo. Trong bdi canh MXH, khi ngudi tiéu dung thy Influencer sir
dung san pham trong cac tinh hubng hip din gin vai su thanh cong, 16i sbng phong cach hodc sy ndi
tiéng, ho c6 xu hudng lién két hanh vi tiéu dung véi nhimg gié tri tich cuc d6 (Ki & Kim, 2019; Cheng
va cong sy, 2021). Didu nay c6 thé 1am gia ting mong mudn bét chudc va chi nghia vat chét.

Thir nhét, nhidu nghién ctru da chi ra ring sy yéu thich dbi véi 16i séng hodc hanh dong cua
Influencer ¢6 thé thuc déy mong muén bit chude (Desire to Mimic) (Ruvio va cdng sy, 2013; Ki &
Kim, 2019). Ky vong c6 dugc trai nghiém tuong tu hodc cam gidc duoc hoa nhap véi cong dong
nguoi theo ddi ciia Influencer thiic day nguoi tiéu ding mo phong hanh vi cia Influencer bang cach
mua cac san phém duoc ho giodi thiéu (Aral & Walker, 2011; Ki & Kim, 2019). Tu nhiing 18p luan
nay, nhom tac gia dé xuét gia thuyét Ha, Hs, va Hy nhur sau:

Gia thuyét Ha: Sy tiép xiic véi Influencer anh hwong tich cuc dén mong muén bt chuée.

Gia thuyét Hy: Mong muon bdt chuée anh hwong tich cwc dén y dinh mua hang.

Gid thuyét Hy: Sw tiép xiic véi Influencer dnh hieong tich cwe dén y dinh mua hang thong qua
mong mudn bdt chiée.
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Viéc coi trong chu nghia vét chat (Materialism) ciing 13 yéu té trung gian quan trong trong moi
quan hé gitra sy tiép xuc voi Influencer va ¥ dinh mua hang (Kim va cong su, 2021). Chii nghia vat
chat phan 4nh niém tin rang s& hitu vét chat Ia chia khoa mang lai hanh phiic va thanh céng (Richins,
2011). Nhitng nguoi coi trong cht nghia vat chat thuong danh gia ban than va ngudi khac qua nhiing
gi ho so hitu (Lou & Kim, 2019), va yéu t6 nay da dugc ching minh 1a ¢6 anh huong dang ké dén
hanh vi tiéu dung (Brown va cdng su, 2016; Koay va cong su, 2022). Nhu da ndi o trén, thong qua
hoc tap xa h¢i, nhiing ndi dung hfip dan vé viéc sur dung cac san phém thé hién 16i séng thanh dat
dugc Influencer dang tai co thé khién ngudi tiéu ding tin rang viéc s¢ hitu nhitng san phdm nay s&
dugc danh gia cao trong xa hoi, tir d6 kich thich mong mubn s hitu ching (Dinh va cong su, 2023;
Davila & Casabay6, 2024; Duan & Brechman, 2024). Do d6, nhom tac gia dé xuét gia thuyét Hs, Hg,
va H7 nhu sau:

Gid thuyét Hs: Sy tiép xiic véi Influencer anh hieong tich cue dén chii nghia vt chat.

Gid thuyét Hs: Chii nghia vt chdt anh hwong tich cuc dén y dinh mua hang.

Gid thuyét Hy: Su tiép xiic véi influencer anh hiong tich cwe dén y dinh mua hang théng qua chii
nghia vat chat.

2.2, Vai tro diéu tiét ciia FOMO doi véi anh hwéng ciia s tiép xiic voi influencer dén y dinh

mua hang

FOMO biéu thi “ndi lo s¢ lan rong rang nhitng ngudi khac c¢6 thé c6 dugc nhimng trai nghiém bd
ich ma minh khong c6” (Przybylski va cong su, 2013). Tir dién Cambridge dinh nghia FOMO nhu
“mot trang thai cam giac lo ling rang ban c6 thé bo 1& nhimg sy kién thi vi ma ngudi khac sip tham
du, déc biét 1a do nhiing diéu ban théiy trén MXH”!. FOMO xuét phat tir nhu cau x4 hoi co ban la
duogc két ndi va thudc vé mot nhom (Baumeister & Leary, 1995). MXH lam gia ting hién tuong niy
khi c4 nhan dé dang so sanh ban than véi nguoi khac, dic biét 1a véi Influencer (Fox & Moreland,
2015; Dinh & Lee, 2022). Khi trai nghiém FOMO, ngudi tiéu ding d& bi cudn hut boi cac ndi dung
cuia Influencer va mong muén tham gia vao nhiing trai nghiém ma ho cam thdy minh dang bo 15. Diéu
nay lam tang anh huong cua Influencer dén y dinh mua hang (Przybylski va cong su, 2013; Dinh va
cong su, 2023). Hon nita, FOMO c¢6 thé lam ngudi tidu dung lién tuc so sanh minh v&i nguoi khac,
dic biét 1a voi Influencer (Dinh & Lee, 2022). Khi thay Influencer s& hitu nhimg san pham dit tién
va thoi thugng, ho cam thdy can phai bit kip va s¢ hiru nhitng san pham tuong ty dé khong bi tut hau
(Xi va cong sy, 2022). Khi d6, anh hudng cua Influencer dén chu nghia vat chét 12 manh m& hon
(Dinh va cong sy, 2023). Tir nhing 1ap luan trén, cac gia thuyét Hg va Ho dugc dé xuét nhu sau:

Gia thuyét Hs: Moi quan hé tich cuec giita suw tiép xiic voi Influencer va chii nghia vt chdt la manh
mé hon khi FOMO cao hon.

Gid thuyét Ho: Moi quan hé giita su tiép xiic véi Influencer va y dinh mua hang la manh mé hon
khi FOMO cao hon.

" Tham khao thém tai: https://dictionary.cambridge.org/dictionary/english/fomo?q=FOMO. Trong nghién c(tu nay, nhém téac gia st
dung thang do FOMO, phat trién dua trén Przybylski va céng su (2013) va Good va Hyman (2020), da bao gém nhiing dac diém nay
ctia FOMO.
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2.3, Anh huéng ciia FOMO dén y dinh mua hang

2.3.1.  Anh huéng thong qua sw phdn khich dwoc mong doi
Su phan khich dugc mong doi (Anticipated Elation) 13 trang thai tAm Iy ma c4 nhan cam thay hao
hing va mong doi vé mot trai nghiém sip dién ra. Sy phéan khich nay c6 thé 1am ting dong luc va y
dinh tham gia vao hoat dong d6 (Good & Hyman, 2020). Khi nguoi ti€u dung trai qua cam giac
FOMO, ho thudong cam thay hao himg va mong doi vé nhiing trai nghiém ma ho lo ngai s& bo 1&
(Good & Hyman, 2021; Munawar va cong su, 2021). Su phan khich nay lam ting dong luc cua ho dé
tham gia vao cac hoat dong ma ho cam thay minh dang bo 15 (Alt, 2015). Vi du nhu mét ngudi c6 thé
tuong tuong vé phan tng tich cuc ma ho nhan duoc khi ¢6 duge mot mén ¢6 ma minh mong mudbn
hay khi tding mot mén qua thoi thuong cho gia dinh, ban be. Chinh vi thé FOMO s& 1am ho dat nhiéu
ky vong vé gia tri ciia nhimg mén hang mua dugc trong twong lai (Mandel & Nowlis, 2008). Biéu d6
kich thich ¥ dinh mua hang ctia nguoi tidu ding. Do d6, nhom tac gia dé xuit cac gia thuyét Hyo, Hyy,
va Hiz nhu sau:
Gid thuyét Hyp: FOMO dnh huéng tich cue dén si phan khich dwge mong doi.
Gid thuyét Hyi: Sw phan khich diege mong doi anh hwong tich cwe dén y dinh mua hang.
Gid thuyét Hyy: FOMO danh hwong tich cuc dén y dinh mua hang théng qua sw phan khich dwoc
mong doi.
2.3.2.  Anh huéng thong qua sw tw ndng cao ban than
Theo 1y thuyét v& su tyr ndng cao ban than (Self-elevation), con ngudi ¢6 xu hudng gan cho minh
nhitng phdm chét tich cuc va d& cao thanh cong ca nhan, bat ké didu d6 c6 phan anh dung thyc té hay
khong (Rogers, 1963; Alicke & Sedikides, 2009). Ly thuyét nay duwa trén gia dinh rang mdi ngudi
thuong danh gia ban than dwa trén cach ho nghi ngudi khac s& nhin nhan va phan héi lai minh. Xu
huéng nay co thé thic ddy nhu cau so hiru cac san pham dit tién hay tham gia vao nhiing hoat dong
thé hién déng cp dé khing dinh thanh tyu ca nhan (Dufner va cong sy, 2019). Trong bdi canh mang
x4 hoi, FOMO lam gia ting so sanh xa hoi theo chiéu huéng “nhin 1én”, khién ca nhan cam thay cudc
séng ctia minh thiéu thén hodc kém tron ven va thac déy céc hanh vi nham cai thién hinh anh x3 hoi
ciia minh, chiang han nhu mua sim cac san pham thoi thuong do Influencer gi6i thidu (Tandon va
cong su, 2021; Good & Hyman, 2021). Do dé, nhém tac gia dé xuat cac gia thuyét His, Hya, va Hys
nhu sau:
Gia thuyét Hys: FOMO danh hiong tich cuc dén sw tu ndng cao ban than.
Gia thuyét Hyy: Sw tw ndng cao ban than anh hwong tich cuc dén y dinh mua hang.
Gia thuyét Hjs: FOMO dnh huong tich cuc dén ¥ dinh mua hang théng qua sw tw ndng cao
ban than.
2.3.3. Anh huong thong qua sw héi tiéc vé chi phi di kién
Su héi tiéc v& chi phi dy kién (Anticipated Expense Regret) 1a trang thai tim 1y khi c4 nhan cam
thay héi tiéc hodc lo ngai vé nhimg chi phi hodc co hoi ma ho ¢ thé bo 1§ trong tuong lai khi ding
n6 vao viéc mua sam (Celik va cong su, 2019; Good & Hyman, 2021). Diéu nay thudng xuit hién khi
c4 nhan phai dua ra quyét dinh ma ho khong chic chin vé két qua. Sy héi tiéc vé chi phi du kién
thuong lién quan dén cam giac lo ling va khong hai l1ong v6i quyét dinh hién tai. N6 khién mot c4
nhan can nhic k¥ ludng trudc khi dua ra quyét dinh va tim cach giam thiéu rai ro vi ngudn luc ngan
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sach cua ho 1a hitu han (Simonson, 1992). Khi ngudi tiéu dung trai qua cam giac FOMO, ho thuong
bi 4p luc dé khong bo 15 nhimg gi ngudi khac dang c6 va diéu nay dan dén sy gia ting héi tiéc vé chi
phi du kién (Pieters & Zeelenberg, 2007). Good va Hyman (2021), Munawar va cong su (2021), va
An va Ahn (2025) déu cho thdy anh huéng cia FOMO dén y dinh mua hang c6 thé duoc giam thiéu
khi khach hang can nhic ky ludng hon vé chi phi dy kién. Tir nhimng 1y do nay, céc gia thuyét Hie,
Hi7, va His dugc dé xudt nhu sau:

Gid thuyét His: FOMO dnh hieong tich cyee dén suw hoi tiéc vé chi phi di kién.

Gid thuyét Hyz: S hoi tiéc vé chi phi dy kién anh hieong tiéu cuee dén ¥ dinh mua hang.

Gid thuyét His: FOMO dnh hwdng tiéu cuc dén y dinh mua hang théng qua sw héi tiéc vé chi phi
du kién.

Tir céc gia thuyét trén, mé hinh nghién ctru dé xuét nhu Hinh 1.

Sw phén khich Hi ™
dugc mong doi
R His (1)
Su tw ning cao
ban than
FOMO
Su héi tiéc v’é chi Hr ()
phi dw kién
Wl
Hs ()
Mong mudn bit
chuéc
4,
e ¢ sie no Y e
huéng hang
x)
@ w0
(%)

Chi nghia vt
chat

Hinh 1. M6 hinh nghién ctru dé xuét
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3. Phuong phap va dir liéu nghién ciru

Béng c4u hoi nghién ciru gdm c6 2 phéan, phan 1 bao gém céc cu hoi vé thong tin ca nhan co ban
(gi6i tinh, trinh d¢ hoc van, va thu nhap) ciing nhu cau hoi sang loc ddi tugng nghién ciru. Nhom tac
gia chi str dung bang tra 10 tir nhimg dap vién c6 theo ddi mot hodc nhiéu Influencer va di timg mua
hang tryc tuyén trén cic nén ting MXH nhu Tiktok, Facebook... va loai bo nhiing bang tra 15i con
lai. Phan 2 1a cac cau hoi ciia cac bién nghién ciru: FOMO gom 5 cau hoi dua trén Przybylski va cong
su (2013) va Good va Hyman (2020); Su tiép xtic v6i ngudi co anh huéng (EI) gdm 5 céu hoi dua
trén Dinh va cong su (2023); Y dinh mua hang (IP) gdm 4 cau hoi dya trén Khan va cong sy (2019);
Su tu nang cao ban than (SE) gdm 4 cau hoi; Su héi tiéc vé chi phi du kién (AER) gém 4 cau hoi; Su
phan khich dugc mong doi gdm 4 cau hoi, dua trén Good va Hyman (2020); va Mong mudn bét chudce
(DM) gdm 5 c4u hoi va Chu nghia vat chit (ML) gdm 5 cau hoi dya trén Dinh va cong su (2023), La
Ferle va Chan (2008), va Richins (2011). Thang do Likert 5 (tir 1 — Hoan toan khong dong y, dén 5 —
Hoan toan dong ¥) dugc st dung. Thang do so bo duge giri cho 2 hoc gia chuyén nghién ciru vé
marketing MXH va 10 sinh vién d¢ 1iy y kién va dugc tinh chinh sau khi nhan dugc phan hoi, gop ¥
tir nhitng nguoi nay.

Sau khi thang do dwgc hoan thién, dit liéu nghién ctru dugc thu thap béng bang khao sat tryc tuyén
trén ing dung Biéu mau cia Google (Google Forms) giri dén cac sinh vién dai hoc trén dia ban thanh
phé Da Ning, sir dung phuong phéap 1y mau thuan tién (théng qua cac dién dan va cic trang cong
ddng cua sinh vién trén MXH). Sau 2 tuan khao sat, nhom nghién ctru thu vé duge 207 bang két qua
hop 16 trén tong sb 237 bang phat ra, chiém ty 18 87,34% (30 bang két qua khong hop 1€ 1a do khong
dung dbi twong nghién ctru hodc tra 101 cing mot mue cho tit ca cac cau hoi). Trong d6, nam chiém
30,4% va nit chiém 69,4%. 16,4% la sinh vién nam tht nhit, 52,2% nam hai, 17,4% nam ba va 14%
nam cubi. Thu nhap hang thang dudi 5 triéu VND chiém 91,3% va trén 5 triéu VND chiém 8,7%.

Sau khi lam sach dir liéu, phén mém SPSS 29 duoc st dung cho phan tich d6 tin cay Cronbach’s
Alpha va phan tich nhan t6 kham pha (Exploratory Factor Analysis — EFA). Tiép d6, SmartPLS 4
dugc sir dung cho phan tich nhan t6 khang dinh (Confirmatory Factor Analysis — CFA) va phan tich
mo hinh ciu trac tuyén tinh (Structural Equation Modeling — SEM). PLS-SEM duoc sir dung vi muc
tidu nghién ciru chu chdt 1a kham pha mé hinh méi hon 14 cac bién thé mo hinh va sb lwong mau dir
lidu 1a khong qué 16n (Hair va cong sw, 2019). Hon nita, cac nghién ctru trude day di chi ra rang trong
nhiéu tinh hudng, két luan nghién ctru khong bi anh huéng nhiéu boi viéc chon giita PLS- hay CB-
SEM (Hair va cong su, 2014; Sarstedt va cong su, 2014).

4. Két qua nghién ciru

4.1. Phdn tich Cronbach’s Alpha va phan tich EFA

Phan tich Cronbach' Alpha dugc thyc hién nham kiém tra do tin cay cua céac bién trong mo6 hinh
nghién ctru. Két qua trong Bang 1 cho thay tit ca thang do déu c6 hé s6 Cronbach' Alpha 16n hon 0,6.
Ngoai ra, h¢ $6 tuong quan bién téng cua tAt ca cac bién déu 16n hon 0,3. Do do, thang do cua céc
bién nghién ctru déu c6 do tin cdy pht hop (Nunnally, 1978; Hair va cong su, 2019). Tiép do6, phan
tich Bartlett (v6i chun hoa Kaiser) cho thdy hé s6 KMO = 0,843 > 0,5 va p-value < 0,001. Do d6, dit
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lidu 12 phii hgp dé phén tich EFA. Két qua phan tich EFA v&i phép quay Varimax cho thay tat ca cac
bién quan sat hoi tu phi hop vao 8 nhan td, cac hé sd tai nhan té déu 16n hon 0,5 va tong phuong sai
trich 1a 70,605% > 50%. Nhu vay, c6 thé thay thang do 1a phu hop (Hair va cong su, 2019).
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Két qua phan tich Cronbach’s Alpha va EFA

D6 Huong Thuy va cdng su (2025) JABES 36(3) 108-123

FM

El

DM

AE

ML

AER

SE

1P

Cronbach’s Alpha =
FM4
FM3
FM2
FMS5
FM1

0,825
0,800
0,783
0,708
0,702
0,661

0,754

0,855

0,765

0,774

0,684

0,727

0,814

EI3
EIl
El4
EI2

EIS

0,710
0,708
0,704
0,649
0,621

DM1
DM3
DM4
DM2
DM5

0,771
0,752
0,746
0,727
0,711

AEl
AE2
AE3
AE4

0,759
0,702
0,672

0,577

ML3

ML2

ML1

MLA4

ML5

0,695
0,636
0,607
0,606

0,582

AER4
AER3
AER2
AER1

0,765
0,763
0,612
0,507
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FM EI DM AE ML  AER SE P
SE2 0,743
SE4 0,627
SE3 0,623
SE1 0,588
P2 0,822
IP1 0,804
IP3 0,797
P4 0,789

4.2.  Phan tich CFA va SEM

Két qua phan tich CFA trong Bang 2 cho thdy phuong sai trung binh trich (Average Variance
Extracted — AVE) cta cac bién déu 16n hon 0,5; dam bao tinh hoi tu. Ngoai ra, can bac 2 cia AVE
déu 16n hon tuong quan giita cac bién. Do d6 tinh phan biét duge dam bao (Hair va cong sy, 2019).
Két qua phan tich SEM trong Bang 3 cho thiy 16 trong s6 18 gia thuyét cia mé hinh nghién ctru (trir
Hs va Ho) dugc chip nhan véi mirc y nghia théng ké tir 5% tré 1én. Cac chi s6 vé sy phu hop ciia mo
hinh (chi-square/df, CFI, TLI...) déu cho thiy mé hinh cé tinh phu hop cao.

Bang 2.
Két qua phan tich CFA
Tuong quan giita cic bién AVE
P FM AE AER SE EI DM ML
P 0,742 0,550
FM 0,548 0,735 0,542
AE 0,460 0,466 0,834 0,697
AER 0,249 0,300 0,458 0,779 0,607
SE 0,543 0,536 0,506 0,463 0,845 0,714
El 0,689 0,538 0,344 0,279 0,464 0,852 0,728
DM 0,622 0,600 0,370 0,332 0,484 0,611 0,760 0,578
ML 0,570 0,560 0,528 0,391 0,524 0,471 0,547 0,789 0,622

Ghi chii: Can bac 2 cia AVE nam trén dudng chéo.
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Bang 3.
Két qua phan tich SEM

Gia thuyét  Mbi quan hé Hé s6 tac dong chudn hoa (B)  t-value p-value  Két qua
Hi El — IP 0,396%** 5,618 0,000 Chap nhén
H EI - DM 0,624%%* 15,220 0,000 Chép nhan
Hs DM — IP 0,186%* 2,694 0,007 Chap nhén
Ha El - DM — IP 0,116%* 2,610 0,009 Chap nhén
Hs EI - ML 0,257%** 3,915 0,000 Chap nhén
Hs ML — IP 0,177* 2,569 0,010 Chap nhén
H El - ML — IP 0,045% 2,065 0,039 Chép nhén
Hs FM x EI - ML -0,071 -1,726 0,084 Béc bo

Ho FM x EI — IP 0,044 1,020 0,308 Béc bo
Hio FM — AE 0,473%*%* 8,131 0,000 Chap nhén
Hu AE — IP 0,131%* 2,113 0,035 Chép nhén
Hiz FM — AE — IP 0,062* 2,013 0,044 Chép nhén
His FM — SE 0,543 %% 10,463 0,000 Chap nhan
His SE — IP 0,152* 2,406 0,016 Chép nhan
His FM — SE — IP 0,082* 2,433 0,015 Chéip nhén
His FM — AER 0,373%%* 6,570 0,000 Chép nhén
Hi AER — IP -0,132% 2482 0,013 Chép nhan
Hig FM — AER —IP  -0,049% 2219 0,027 Chép nhan

Ghi chit: ***, va *** chi { nghia thdng ké & mirc 5%, 1%, va 0,1%.

5. Thao luan

Cac két qua cua nghién ciru nay chi ra ca anh huong truc tiép va gian tiép (thong qua vai tro trung
gian cia mong mudn bét chude va cha nghia vat chét) cia su tiép xuc véi Influencer dén ¥ dinh mua
hang. Trong d6, anh hudng tryc tiép c6 mirc d9 1on nhét (B=0,396), tiép theo la anh hudng théng qua
mong mudn bit chude (B=0,116) va théng qua chii nghia vat chit ($=0,045). Két qua nay la tuong ty
nhu két qua cua cac nghién ciru trude day (Lou & Yuan, 2019; Dinh & Lee, 2022; Dinh va cong su,
2023) va khing dinh vai trd quan trong cta viéc tiép xuc véi Influencer dbi v6i y dinh mua hang cua
nguoi theo doi trén MXH.

Két qua ciing cho thiy viéc tiép xtic véi Influencer s& lam ting mong mudn bét chude, tir 46 din
dén y dinh mua hang. Piéu nay tvong dong vai két qua ctua Ruvio va cong su (2013) va Ki va Kim
(2019), nhirng nghién ctru da cho thy khi nguoi theo ddi tiép xtic thuong xuyén véi cac ndi dung ma
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influencer chia s¢, ho s& c6 xu hudng tiéu dung huéng dén mo phong lai nhiing thoi quen, phong cach
song cua Influencer.

Mot yéu t6 nira truyén dan anh hudng cua viée tiép xtic voi Influencer dén y dinh mua hang duoc
ghi nhan trong két qua 1a chii nghia vét chat. Koay va cong su (2022) va Davila va Casabay6 (2024)
cho théy viéc tiép xtic thudng xuyén véi 16i séng cua Influencer sé dan dén viée follower s& dan hinh
thanh niém tin rang so hitu vat chit s& mang lai hanh phiic, dia vi x4 hoi, va thanh cong c4 nhan. Diéu
nay s€ nang cao y dinh s& hitu nhitng thtr Influencer c6 (Dinh va cdng sy, 2023; Dinh & Lee, 2022).
Két qua cua chiing t6i cung cép thém bang chimg thuc nghiém vé diéu nay.

Két qua ciia nghién ctru nay vé anh hudng cia FOMO dén ¥ dinh mua hang cing ¢ thém két qua
cua cac nghién ciru trude ddy. Thir nhit, két qua chi ra FOMO c6 tac dong tich cuc dén y dinh mua
hang thong qua su phan khich dwoc mong doi. Piéu nay tuong dong vai két qua ctia Good va Hyman
(2021) va Munawar va cong su (2021), cho théiy FOMO khong chi tao ra lo s¢ bi bo lai phia sau, ma
con khoi day cam xuc hao hirc, ky vong tich cuc néu ngudi theo ddi cho rang ho duoc tham gia vao
xu huéng tiéu dung dang thinh hanh. Tht hai, két qua x4c nhan FOMO c¢6 tac dong tich cuc dén y
dinh mua hang thong qua sy tw nang cao ban than. Good va Hyman (2021) tim thiy diéu twong tu
nhung Munawar va cong su (2021) khong tim thay anh huéng nay. Phat hién cia nghién ciru nay
cung ¢d két luan ciia Good va Hyman (2021) rang khi trai nghiém FOMO, c4 nhan cam thay “tut hau”
s0 v6i ngudi khac va c6 xu hudng bu dép bang cach tiéu ding cac san phim do Influencer gidi thiéu
nham thé hién rang ban than khong chi bat kip, ma c6 thé con ndi bat hon. Cudi cing, két qua chi ra
su héi tiéc vé chi phi du kién 13 yéu t6 trung gian 1am giam di sy anh hudng cia FOMO dén ¥ dinh
mua hang. Két qua nay twong dong véi két qua ctia Good va Hyman (2021), Munawar va cong su
(2021), va An va Ahn (2025).

Khac v6i nghién ctru cia Dinh va cong sy (2023), két qua cua nghién ctru nay khong cho thdy vai
tro diéu tiét cia FOMO trong mbi quan hé giita sy tiép xtic véi Influencer voi chii nghia vat chat va
¥ dinh mua hang. C6 thé giai thich diéu nay qua hai Iy do. Tht nhat, sinh vién dai hoc, nhém c6 thu
nhap thip, thudng wu tién mua sim nhimg san pham thiét thuyc hon 1a chay theo xu huéng do
Influencer goi y. Do d6, FOMO khong phai 1a yéu t6 tién quyét hinh thanh y dinh mua hang khi ho
tuong tac voi cac ndi dung cia Influencer. Thir hai, v6i tim thé cua nhitng nguoi tré dang khao khat
thanh cong, ho d& bi hdp dan boi hinh anh hao nhoang tir Influencer. Trong truong hop ndy, niém
khao khat vat chat c6 thé duoc kich hoat truc tiép, bét ké muc 46 FOMO cao hay thép. Viéc bi cudn
hat vao thé giéi hoan hao va mong mudn sé hitu nhitng san phim c6 thé gitp thé hién ban than duong
nhur 12 phan tmg tu nhién vé mit cam xuc, du cho ¢6 trai nghiém FOMO cao hay thip. Do d6, khi tap
trung vao nhom sinh vién dai hoc — mot nhém c6 dic diém tdm 1y va hanh vi riéng — vai tro diéu tiét
ctia FOMO c6 thé khong rd rang nhur trong cac nghién ciru trudc day.

6. Két luan

Nghién ciru nay dong gop vao co so 1y thuyét hién tai bang cach xem xét mot cach toan dién anh
huéng cia FOMO dén ¥ dinh mua hang, thong qua vai tro diéu tiét anh hudng cua sy tiép xtc vé6i
Influencer dén y dinh mua hang ciing nhu anh hudng cia FOMO dén ¥ dinh mua hang théng qua cac
yéu t6 tam 1y. Cu thé, nhom tac gia tim thdy FOMO c6 thé kich thich ¥ dinh mua hang bang cach thuc
day su phan khich duoc mong doi va sy tw nang cao ban than cua nguoi tidu dung hodc 1am suy yéu
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¥ dinh mua hang bang cach gia ting su hdi tiéc vé chi phi du kién. Céc két qua nay 1am rd hon co ché
tam 1y ndi tai ctia nguoi tiéu ding khi chiu tic dong boi FOMO. Ngoai ra, nghién ciru nay cho thay
su tiép xtic véi Influencer ¢6 anh hudng manh mé dén y dinh mua hang, va sy mong mudn bét chudc
va chu nghia vat chét 13 trung gian bd sung anh hudng nay. Diéu nay dong gop cho dong 1y thuyét vé
anh hudng va so sanh xa hoi trong tiéu dung (Ki & Kim, 2019; Lou & Kim, 2019), dong thoi bd sung
gdc nhin cy thé vao vai tro ciia Influencer trong viéc hinh thanh gia tri tiéu dung & thé hé tre.

Phan tich ctia nghién ciru nay chi ra ring FOMO khong déng vai tro diéu tiét trong anh huong cua
su tiép xuc v6i Influencer dén y dinh mua hang va chu nghia vat chat d6i véi truong hop sinh vién
dai hoc tai Viét Nam. Diéu nay co ¥ nghia 1y thuyét dang ké, vi goi y rang FOMO khong phai liic nao
cling lam ting tic dong cua Influencer ma c6 thé phu thudc vao bdi canh. Pay 1a co sd dé cac nghién
clru sau nay tiép tuc kham pha sau hon vé diéu kién, bdi canh, va yéu t6 c4 nhan anh huéng dén vai
tro diéu tiét cia FOMO.

Nhimg phat hién ciia bai béao niy cung cdp ¥ nghia thuc tién quan trong cho cac Influencer va
doanh nghiép mudn sir dung cac Influencer trong chién luoc tiép thi. Thir nhat, dé nang cao strc anh
huong, Influencer c6 thé gia ting tin sut dang bai cling nhu mic do tuong tac hai chiéu nhu tra 10
binh luan hodc tin nhén (Sokolova & Kefi, 2020; Kim, 2022). Viéc st dung da dang dinh dang ndi
dung (bai viét, nhat ky ngan — Story, hay phat song truc tiép — Livestream...) va xuét hién dong thoi
trén nhiéu nén tang (Instagram, TikTok, va Youtube...) ciing c6 thé gitip nang cao tan suit tiép can
(Lou & Yuan, 2019).

Thir hai, viéc tiép xtuc v6i Influencer s& lam ting mong mudn bét chude va cha nghia vat chat —
hai yéu t6 thuc ddy ¥ dinh mua hang. Do d6, cac chién dich tiép thi c6 thé nhin manh su so sanh ciing
nhu yéu t6 “bat chude duge” (vi du nhu “Hay sdng nhu Influencer A dang sdng”) va gin san pham
véi cac gia tri dugce xa hdi cong nhan nhu thanh cong, déng cép, va tu tin.

Thir ba, FOMO c¢6 thé lam tang y dinh mua hang bang cach thuc ddy su phan khich dugc mong
doi va su ty nang cao ban than. Do d6, doanh nghiép co thé khai thac FOMO nhu mét cong cu kich
thich cam xtic mua hang bang cach tao ra su khan hiém hay goi ¥ xu huéng dang ndi. Ngoai ra, cb
thé dinh vi san phém nhu mot cach dé thé hién ban than va hop tac vai cac Influencer truyén cam
himg thanh cong, khién nguoi theo ddi cam thiy viéc mua va trai nghiém san pham gidng Influencer
ddng nghia véi viéc nang tam hinh anh c4 nhén.

Thir tur, FOMO qua mirc ¢ thé phan tac dung, khién nguoi tiéu dung lo ling va do du khi chi tién.
Vi vdy, cac chién dich cin can bang mirc d6 FOMO, dong thoi minh bach vé gia tri san phim hodc
cung cap chinh sach bao dam (vi du: “100% hoan tién néu khong hai long”) dé giam cam giac hi tiéc
va tang su an tam khi mua hang.

Dbi v6i sinh vién, dé han ché tic dong tiéu cuc cuia FOMO va Influencer nhu lo ldng hay tiéu
dung qua mirc, can giam tan suit theo ddi cac Influencer trén MXH. Quan trong hon, sinh vién nén
nhén thic rd anh hudng cia FOMO dén hanh vi tiéu dung, tir d6 quan ly cam xuc, xac dinh muc ti€u
tiéu dung thyc chét thay vi chay theo xu hudng vi so bi tut hau. Ddng thoi, cdn phat trién tu duy phan
bién khi tiép nhan noi dung tir Influencer, hiéu rang hinh anh va 16i séng ho chia sé khong luén phan
anh thuc té va khong nhét thiét 1a tiéu chuan phu hop, tranh roi vao xu hudng ton thd chu nghia
vat chat.

Nghién ciru ndy van con mot s6 han ché nhu sau. Thir nhét, kich ¢& mau khéo sat 1a 207 sinh vién.
Mac du con ) nay la dat yéu clu trong viéc tién hanh phan tich nhan té, nhung van con tuong ddi
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nho. Hon nita, phuong phap 1dy mau thuén tién va pham vi nghién ciru giéi han & sinh vién tai Da
Ning c6 thé anh hudng dén tinh khai quét ciia két qua nghién ciru. Cac nghién ctru tiép theo co thé
nang cao quy mo khao sat, sir dung phuong phép chon mau ngau nhién va khao sat tai nhicu dia
phuong. Ngoai ra, cling nén xem xét mé rong ddi tugng nghién ctru sang cac nhom nguoi tré khac
nhu lao dong tré hay thanh nién nong thon dé so sanh véi nhom sinh vién va c6 cai nhin toan dién
hon. Thir hai, anh huong cta Influencer va FOMO dén ¥ dinh tiéu ding co6 thé 1a khong dong nhat
tiy theo loai san pham hodc dich vu (vi du nhu 4m thyc so v6i cong nghé, hay phéan khiic pho thong
s0 v6i cao cap). Cac nghién ctru twong lai ¢6 thé tap trung vao ting loai san phim hodc phéan khic cu
thé dé kham pha rd hon vé mirc d va co ché tac dong cua Influencer va FOMO trong timg bdi canh.
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