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Tém tit

Quéng cao qua tin nhan di dong (Quang cao SMS) da va dang thu
huat sy chu y cia nhitng nguoi 1am Marketing va cac cong ty nho tai
VN. Nghién ctru nhiam kiém dinh anh huéng cta cac nhan t6 tam li
dén thai do déi véi quang cdo SMS, dua trén mé hinh TAM
(Technology Acceptance Model). Két qua nghién ciru cho thdy cac
nhan t6 anh huéng dén thai do ddi v6i quang cdo SMS gdm: Sy tin
tuong, sy hirng thii cam nhén, sy lam phién cam nhan, loi ich cam
nhan, trong d6 su tin tuong c6 anh hudng manh nhét. Pham vi
nghién ciru tip trung vao gidi tré tai thi truong Pa Ning. Dé thu hut
thi truong nay, nhitng giai phap hiru ich nham thiét ké chuong trinh
quang cao SMS da dugc dé xuat cho cac nha quan tri Marketing.

Abstract

Advertising through mobile messages (SMS) has attracted the
attention of marketers and small companies in Vietnam. The main
purpose of the study is testing the influence of psychological factors
to attitudes toward advertising via SMS based on TAM (Technology
Acceptance Model). The results showed that the factors affecting
attitudes towards SMS advertising are: perceived trust, perceived
excitement, perceived irritation, and perceived utilities, in which the
perceived trust has the strongest effect. The scope of the study
focused on the youth in Pa Nang market. To attract this market
segment, useful solutions to design of advertising programs via SMS
has been proposed for marketing executives.
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1. GIOI THIEU

Quang c4o qua di dong dang duoc xem 1a mot cong cu hitu ich va sang tao dé tiép
can khach hang muc tiéu. Hiép hdi Mobile Marketing (MMA, 2009) dinh nghia
Marketing trén thiét bi di dong 1a viéc su dung cac cong cu khong day, thiét bi di dong
dé truyén tai ndi dung va tuong tac voi khach hang. Nhu vy, quang cao SMS 1a mot
dang ctia Mobile Marketing. Ghartner (2012) du doén cac nudc chau A dang gia ting
viéc chi tiéu cho quang cdo SMS. Diéu nay c6 thé 1i giai do sé lwong ngudi st dung
dién thoai di dong dang gia tang; va viéc chép nhén dién thoai di dong cao hon so voi
mang xa hoi, tivi ki thuat s6, va Internet (Smith, 2008).

C6 rat nhiéu loi ich ma quang cdo SMS mang lai cho doanh nghiép. So véi cac
cong cu Marketing truyén théng nhu TV, thu tin, radio..., quang cdo SMS cho phép
doanh nghiép tiép can khach hang bat ctr thoi gian nao, tai bat cir ddu véi cac ndi dung
va thong tin dap mg nhu ciu cta timg khach hang. Hon nita, SMS 1a mot kénh quan
hé khach hang hi€u qua va duy tri long trung thanh cua khach hang cho doanh nghiép
qua su tuong tac hai chiéu. Cheng & cong su (2009) phat hién ti 1¢ hoi dap ciia quang
c40 qua tin nhan cao hon 5 1an so v6i thu va email. Tin nhin quang céo ting dy dinh
mua cua khach hang 36%, xay dung nhén thic thuong hi¢u thanh cong hon 50% so
v6i tivi va 130% so véi radio (Bamba & Barnes, 2007). Khong gidng nhu email hay
thu truc tiép, 94% khach hang c6 xu hudng doc tin nhén ngay khi ho nhan dugc
(Kotler & cong sy, 2008). V&i cac cong ty quy md nho, tin nhin quang cdo 1a mot
cong cu chi phi thip dé tiép can véi sd lugng 16n khach hang muc tiéu cia ho.

Ngudi tiéu dung tré tir 12 dén 30 tudi 1a d6i tuong chinh trong cac chién dich quang
cdo trén dién thoai. Khach hang tré thuong sir dung di¢n thoai di dong vdi nhiéu muc
dich nhu nhan va giri tin nhin, nghe nhac va ludt Internet; ho ¢6 cudc sdng ning dong,
mirc do chép nhan cong ngh¢ mdi nhu dién thoai di dong va Internet cao hon. Péc biét,
gidi tré rat kho tiép can voi nhitng kénh quang céo truyén thong (Zabadi & cong su,
2012).

Tai VN, dién thoai di dong la kénh truyén thong duoc yéu thich vuot ca truyén hinh
va may tinh dé ban (In Mobi, 2011). Hon 805 quang cdo dugc giri dén thiét bi di dong
mdi gidy (We are social, 2011). S6 lwong ngudi str dung dién thoai di dong hon 120
triéu, chiém hon 75% tong dan sd; trong d6 hon 30% ngudi str dung dién thoai dang s
hiru dién thoai thong minh (Vecita, 2012). Nguoi su dung dién thoai di dong dang 1a
khach hang muc tiéu cua nhiéu thuong hi€u cao cép. Viéc st dung dién thoai di dong
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dé truy cap Internet, kiém tra email, trong tac voi ban bé trd nén phd bién voi ngudi
tiu dung tré VN (Masso, 2014). Vi vay, quang cdo trén di¢n thoai di dong hay qua
SMS dugc xem 1a mot kénh quang cdo tiém ning va dang gia tang tai thi truong VN.
Tuy nhién, quang cdo SMS tai VN van chua dugc cac cong ty quan tAm dung mirc va
viéc trién khai cac chién dich quang cdo SMS con nhiéu kho khan. Nhiéu doanh nghiép
lam dung spam tin nhan, lra d4o... tir @6 anh huong dén niém tin ctia ngudi tiéu ding
vé loai hinh quang céo ndy. Theo nghién ctru cta Nielsen (2013), ngudi tiéu ding VN
va cac nudc chau A-Thai Binh Duong khéc it tin vao quang cao SMS nhat so véi cac
phuong tién quang cao khac.

Nhitng nam gan ddy, viéc nghién ctru thai do cta ngudi tiéu dung véi quang céo
SMS khé phd bién ¢ mot s6 nudc chau A va mot sé nudc phat trién khac nhu Trung
Quéc, New Zealand, Uc, An D¢, Jordan, Iran, Pakistan, Nam Phi, Thai Lan, My va
Anh. Tuy nhién, & VN noi chung va Da Néang néi riéng, cic cong trinh nghién ctru han
1am vé thai do cia ngudi tiéu dung d6i v6i quang cao SMS it duge cong bd. VEé mit
thuc tién, cic nghién ciru vé thai do dbi v6i quang cao SMS duoc tién hanh boi cac
cong ty nghién cuu thi truong, tuy nhién cac thong tin chi gidi han viéc mo ta su yéu
thich, niém tin va loai hinh quang cao. Do d0, bai viét nay nham nghién ctru: (1) Cac
nhan t6 anh hudng dén thai 46 ctua ngudi tiéu dung ddi v6i quang cdo SMS; va (2) Kha
ning du doan ¥ dinh hanh dong bai thai do cua ngudi tiéu ding dbi voi quang céo
SMS. Pham vi nghién clru tip trung vao gidi tré tai thi truong Pa Nang. Két qua
nghién ciru s& gitp van dung ti da hiéu qua tin nhin quang cdo SMS vao cac chién
dich quang cdo dé tiép can phan khuc gi6i tré - thi truong muc tiéu tiém ning cho
nhiéu nganh hang t5t hon.
2.CO SO Li THUYET VA PHUONG PHAP NGHIEN CUU

2.1. Co sé li thuyét

2.1.1. Thdi d¢ d@éi véi quang cdo

Theo Allport Gordon W. (1935), thai d6 1a khuynh hudéng duoc hoc hoi dé phan
ung mot cach tich cuc hay ti€u cuc ddi voi mot dbi tugng. Ca nhan hinh thanh thai do
thong qua trai nghiém va su twong tac véi d6i tugng. Thong qua thai do, nha nghién
ctru ¢6 thé du doan y dinh hanh dong.

Théi d6 d6i voi quang cdo SMS s& anh huong dén thanh cong cia chién dich quang
c40 va y dinh mua cta ngudi nhan quang cdo (Waldt & cong su, 2009). Thai do d6i
v6i quang cdo co hai dang: Thai d6 ddi v6i quang céo chung va thai do ddi véi mot
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dang quang c4o cu thé. Nhin chung, khach hang c6 thai do tiéu cuc d6i véi quang céo
hon 1a tich cuc sau nhitng nam 1970, ngoai trr quang céo trén Internet (Tsang & cong
sw, 2004). Hau hét cac nghién ciru gan day tap trung vao cac nhan tb tac dong dén thai
d6 ddi voi quang cao cu thé, d6 1 anh hudng cua su tin tudng, gia tri thong tin, gia tri
giai tr, gid va gia tri san pham dén thai d6 dbi voi quang cdo (Suher & cong su, 2011).
Mot s6 nghién ctru trude dy cho thiy thai do ddi véi quang cao chung s& anh huong
truc tiép dén thai @6 voi loai quang cao cu thé, vi du nhu quang cao trén dién thoai di
dong, SMS, tivi v.v..

2.1.2. Thdi do doi véi quang cdo SMS

Nén tang mo hinh nghién ctru thai d6 dbi v6i quang cao SMS dwa mo hinh nghién
ctru thai do cia ngudi tiéu dung dbi v6i quang céo Internet (Ducoffe, 1996) hoic
quang cdo trén website va d6i véi quang cao chung (Waldt & cong su, 2009). Ducoffe
(1996) di phat trién mo hinh nghién ctru gdm 4 nhan t6 anh huong: Giai tri
(Entertainment), thong tin (Informativeness), su lam phién (Irritation) va su tin tudng
(Credibility) dé xac dinh thai d6 cua nguoi tiéu dung d6i v6i quang cao trén Internet,
sau d6 Brackett & Carr (2001) da sir dung mo hinh va bd sung thém cac yéu t6 nhan
khau hoc dé nghién ctru vé quang cdo trén website. Sau nay, moé hinh dugc st dung
phd bién tai mot sé nude cho Marketing trén thiét bi di dong va quang céo truc tuyén
nhu Pai Loan (Tsang & cong su, 2004), Nam Phi (Waldt & cdng su, 2009), Pakistan
(Muzaffar & Kamran, 2011), Jordan (Zabadi & cong su, 2012), Bangladesh
(Chowdhury & cong su, 2010), Iran (Javid & cong sy, 2012), Nhat va Uc (Liu & cong
su, 2012).

Ngoai ra, mot s nha nghién ciru da st dung thuyét chip nhan cong nghé (TAM)
(Davis, 1989), thuyét lan téa cong nghé méi (Diffusion of Innovation Theory), thuyét
hanh dong hop li (TRA) va thuyét hanh vi dy dinh (TPB) dé kham pha thai d6 nguoi
tiéu dung dbi v6i quang cao SMS. Hon nita, nhitng li thuyét nay ciing duoc sir dung
dé nghién ciru sy chap nhan va nhan thirc ctia ngudi tiéu dung ddi véi quang cdo SMS.
Cu thé, thai do va y dinh hanh ddng dugc nghién ctiru béng viéc su dung thuyét TAM
tai An Do (Bamoriya & Singh, 2012), Nam Phi (Radder & cong su, 2010), Trung
Qudc (Yang & cong sy, 2010) va thuyét TPB tai Iran (Ranjbarian & cong su, 2012)
(Bang 1). Tsang & cong su (2004) tiép tuc sir dung md hinh cia Brackett & Carr
(2001) va thuyét TRA (Fishbein & Ajzen, 1975) gém sy giai tri, thong tin, sy lam
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phién, su tin tudng, cac bién nhan khiu hoc, va y dinh hanh dong dé kiém dinh thai do

cua nguoi tieu dung doi véi quang cdo qua di dong tai Dai Loan.

Bang 1. Cic nghién ciru vé thai d9 ddi véi quang cao SMS

& mdt s6 nwée dang phat trién

Tac gia Nuée M6 hinh Két qua nghién ciru
Zabadi & Jordan TAM
cong sy (2012)  (n=130) ~ MOTONE  (C4c nhén td 4nh hudng dén thai do déi v6i quang
Van der Waldt TAM cao: T.il:lh giéi wtri, th’6ng tin, cac yéu t6 nhan khau
& cong s Nam Phi e hoc, gia tri quang cao.
mo ron,
(2009) ne
Céc nhan t6 anh huong dén thai do dbi véi quang
Ranjbarian & Iran TAM cao: Tinh giai tri, thong tin, sy lam phién cam nhéan,
cong sy (2012)  (n=240) mé rong su tin tuong, kha ning chon quang c4o tin nhin yéu
thich, chuan xa hoi.
Bamoriya & An Do TAM L({i ich ’cémA nhém; tinh’('ié ?ﬁ (‘h_u‘lg (féni nhg}n, su 'tin
. A tuong tac dong dén thai do va tir d6 dan dén y dinh
Singh (2012) (n=242) mo rong . .
hanh dong.
Trung . x .
Yang & cong su Qu bc TAM Loi ich cam nhan, tinh dé sir dung cam nhan, sy tin
(2010) mo rong tudng, chuén x4 héi dy doan y dinh hanh dong.
(n=262)
Théng tin, 1o ich hoc tip cam nhan tac dong dén ¥
] dinh hanh dong.
Radder & Nam Phi ., N N A .
. TAM Loi ich thong tin cdm nhan, 191 ich hoc tdp cam nhén
cong su (2010)  (n=480) L an R S ,
tac dong thai d6 doi voi quang cao SMS.
Loi ich x4 hoi cam nhan anh hudng dén kién thirc.
Giadi tri, su tin tudng, co hoi, chuén xa hoi tac dong
dén thai d6 d6i voi quang cdo SMS.
Ranjbarian & I TPB Su lam phién va kiém soat tac dong ti€u cuc thai do
ran :
cong su (2012) doi véi quang cao SMS.

Théng tin va kha nang chon tin nhén yéu thich khong
anh huong dén thai d6 dbi véi quang cao SMS.

Nguon: Két qua thong ké cua tac gia
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2.2. M6 hinh nghién ciru dé xuat

Trén co s& tim hiéu cac moé hinh nghién ctru thai d6 dbi véi quang cao SMS sir
dung md hinh TAM (Davis, 1989) tai cac nudc dang phat trién (Bamoriya & Singh,
2012; Ranjbarian & cong su, 2012; Yang & cong su, 2010; Tsang & cong su, 2004),
bai viét sir dung m6 hinh TAM m¢ rong dé dé xudt mé hinh nghién ctru tai VN (Hinh

1).

Loi ich cam nhan
1+
Hs+ H
Su hirng th cam nhan 2+ ] . o
Thai d6 doi véi H Y dinh
wt quang cao SMS 5| hanh
4+ déng
Su tin tuong

Su cho phép va kiém soat

[

Su lam phién cam nhéan

Hinh 1. M6 hinh nghién ctru dé xuit

Loi ich cam nhan: Theo Rabiei & cong su (2012), lgi ich cam nhan la sy cam nhéan
lgi ich, nang sudt va hiéu qua cua khach hang khi sir dung cac thong tin cia quang cao
SMS trong viéc mua hang hoa, dich vu. Néu nguoi tiéu dung hiéu loi ich cia quang
cdo SMS, ho san sang d6n nhan no6 (Kavassalis & cong su, 2003). Mot s6 nha nghién
ctru ciing nhan manh rang loi ich cam nhan c6 lién quan dén tinh gidi tri va thong tin
(Bamoriya & Singh, 2012; Tsang, 2004). Mot trong nhitng muc dich cua quang céo la
truyén dat va nhic nhd nguoi tiéu ding vé thong tin ciia hang héa, dich vu hoic thuong
hiéu. Thong tin quang cao SMS 1a mét yéu t6 quan trong vi khach hang c6 thé sir dung
nhimng thong tin cu thé tir quang cao khi ho can. Do d6, loi ich cam nhan co thé gia
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tang khi thong tin dugc cung cép kip thoi va lién quan dén nhu cau cia ngudi tiéu
dung. Mot s6 nghién ciru da chig minh c¢6 mdi quan hé duong gitra loi ich cam nhan
va thai do d6i vai quang cdo trén di dong (Chang & cong sy, 2013; Bamoriya & cdng
su, 20125 Tsang & cong su, 2004). Gia thuyét duogc phat trién nhu sau:

H: Loi ich cam nhdn tac dong tich cuc dén thdi do doi véi quang cdo SMS (+)

Su htrng thti cam nhan: Sy hung thu hodc tinh gii tri cdm nhén lién quan dén kha
ning quang cdo dap tng nhu cau ciia khach hang vi no tao ra tinh giai tri va cam xtc
(Leung & Cheung, 2004). Nguoi tiéu ding s& c6 nhimng trai nghiém khac nhau d6i véi
tung dang quang cdo. Vi du, sy hung thu, cdm nhan va trai nghiém cua nguoi tiéu dung
s& khac nhau giita quang céo trén truyén hinh va quang cio SMS. Khach hang thuong
c¢6 tam 1i yéu thich nhiing tin nhin vui va tha vi. Cac nghién ctru trudc chi ra rang su
htng thl véi quang cdo s€ tao ra thai dg tich cyc, va nhu vay gia thuyét duoc dua ra
nhu sau:

H>: Sy hirng thu cam nhan tac dong tich cuc dén thai dé doi véi quang cao SMS

Sw tin twomg: Su tin twong duoc dinh nghia 1a su kif vong lac quan vé két qua cua
mot sy kién hay hanh vi ctia con nguoi (Zhang & Mao, 2008) hoac 1a nhéan thic cta
ngudi tiéu dung vé tinh trung thuc va do tin ciy ciia quang cdo va cac nha quang céo
n6i chung (Bamoriya & Singh, 2012). Sy tin tudng c6 thé lién quan dén su ki vong cta
ngudi tiéu dung ring cac nha quang céo va cong ty nén str dung thong tin ¢4 nhan cta
ngudi tiéu ding dung muc dich. Ho ciing mong doi cac nha quang cao nén biét vé luat
sir dung thu rac hodc tin nhin réc va tranh lam dung théng tin ctia nguoi tiéu dung.
Mot s6 nghién ctru trong linh vuc quang céo trén dién thoai di dong da chimg minh sy
tin tudng anh huong dén viéc chap nhan tin nhin quang céo, va tac dong truc tiép ciing
nhu gian tiép dén thai d6 dbi voi quang cdo thong qua loi ich cdm nhdn va su hing thi
cam nhan (Bamoriya & Singh, 2012; Tsang & cdng su, 2004). Vi thé, cac gia thuyét
duoc dua ra nhu sau:

Hs: Sy tin tuéng tdc dong tich cye dén thdi dp doi voi quang cdo SMS (+)

Hu: Sy tin twéng tac dong tich cue dén sw hieng thii cam nhdn (+)

Hs: Su tin twong tdac dong tich cuc dén loi ich cam nhdn (+)

Su cho phép va kiém soat: Lién quan dén ba dic diém: thoi gian va dia diém, thong
tin, c4 nhan hoa (Suher & cong su, 2011). N6 lién quan dén sy dong ¥ va kiém soat cia
ngudi tiéu dung vé viéc chap nhan tin nhan quang cio khi nao, & dau va nhiing thong
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tin ma nguoi tiéu ding mudn hodc tir chdi nhan qua dién thoai (Bamba & Barnes,
2007). C6 hai loai chién lugc quang cao SMS 1a kéo va day. Néu & chién lugc kéo,
ngudi tiéu dung chu dong tim kiém cac thong tin thi truong, thi trong chién luoc day,
tin nhin khong mong mudn dugc giri dén nguoi tiéu dung (Bamba & Barnes, 2007). Vi
vay, chién lugc thir hai dan dén cac van dé vé su cho phép va kiém soat nhan tin nhin.
Theo Nantel & Sekhavat (2008), 80% khach hang phan tng tich cuc véi tin nhan
quang céo néu n6 di dugc dong ¥ va kiém soat trude do, ddng thoi s& gitp ngudi tiéu
ding giam thiéu nhitng cam xtc kho chiju do bi lam phién. Nhu viy, cac gia thuyét
dugc phat trién nhu sau:

Hs: Su cho phép va kiém sodt tac dong tich cye dén thai dé doi véi qudng cdo SMS (+)

H7: Sw cho phép va kiém sodt tac dong nguwoc chiéu dén sw lam phién cam nhdn (-)

Su lam phién cam nhan: Cam xdc tiéu cuc tir quang cdo do6 1 quang cdo tao ra sy
kho chiu, 1am phién va quang cao thuong noéi qua. Su 1am phién tao ra thai do tiéu cuc
d6i v6i quang céo. N6 lién quan dén thoi diém trong ngay ma ngudi sir dung dién thoai
nhan dugc tin nhin quang cdo hodc tin suit cta tin nhan khuyén méi (Tsang & cong
su, 2004). Nhu vay, gia thuyét duoc dua ra nhu sau:

Hs: Su lam phién cam nhdn tdac dong tiéu cuc dén thdi do doi véi quang cao SMS (-)

Théi d¢ va y dinh hanh dong:

Khach hang c6 thai do tiéu cuc v6i hinh thire quang cdo SMS & mdt sé nude nhu
bai Loan (Tsang & cong su, 2004), Bangladesh (Chowdhury & cong su, 2010), Hy
Lap (Drossos & cong su, 2007); va Uc (Haghirian & Madlberger, 2005). Theo md hinh
TAM (Davis, 1989), thai do anh huong dén y dinh hanh dong. Y dinh hanh dong 1a ké
hoach tham gia vao cac hanh vi trong tuwong lai. Y dinh hanh dong trong nghién ctru
nay gém y dinh st dung tin nhin quang cdo qua dién thoai trong viéc mua hang hoa,
dich vu hodc tham gia vao cac sy kién, dich vu duoc dé cap trong quang cao ciing nhu
du dinh tiép tuc nhan tin nhin quang c4o trong twong lai. Y dinh hanh dong s& du doan
hanh dong thuc sy (Fishbein & Ajzen, 1975; Tsang & cong su, 2004), thé hién & gia
thuyét sau:

Ho: Thai dg doi véi quang cdo tac dong tich ciee doi véi y dinh hanh dong (+)

2.3. Phwong phap nghién ciru

Str dung phuong phéap diéu tra qua mang Internet, voi bang cau hoi duoc thiét ké
trén google.doc. Céac dap vién dugc moi tham gia trd 101 bang cau hoi duge gui qua
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mail va mang xa hoi Facebook vao thang 7/2013. Vi nguoi tra 101 1a sinh vién dai hoc
nén hau hét ¢ d6 tudi 18-25, da timg nhan quang cio SMS. Ti 18 phan hdi kha cao, sb
bang cau hoi phat di 1a 230, chi c6 8 ngudi khong phan hdi (3,47%), 11 bang cau hoi
khong hop 18 bi loai (chiém 4,59%), con lai 211 bang dugc dua vao phan tich, trong d6
ti 16 nam va nir gan twong déng nhau (nam 100 nguoi, nit 111).Thang do cac khai niém
nghién ctu dugc dya trén cac nghién cuu trudc day (Bang 2). Thang do khai niém
Likert 5 diém: (1) 1a rat ddng y dén (5) rat khong dong .

Bang 2. Thang do khai niém nghién ctru

Cac khai niém nghién ctru Nghién ctru ¢6 trwée
Loi ich cam nhén (PU) Wang & Wu (2004), Radder & cong su (2010), Tsang (2004).
Su hirng thti cam nhan (PE) Tsang (2004), Cheng & Wan (2009)

Su tin tuong (PT) ]"l;:tlr;% ((é(():(;i)é Is\ilre(rziji)\;(; '& cong su (2007), Bamoriya (2012),
Sy cho phép va kiém soat (PRC) Merisavo & cdng su (2006).

Su lam phién cam nhan (PI) Tsang (2004), Cheng &Wang (2009).
Thai do d6i vé6i quang céo (ATT) Tsang (2004)

Y dinh hanh dong (BI) Bamoriya & Singh (2012), Tsang (2004).

Nguon: Theo théng ké cua tac gia

Tién trinh phan tich dir liéu dugc thuc hién theo cac bude sau: (1) Tinh loc va danh
gia do tin cay thang do bang hé so Cronbach’s Alpha va phan tich nhan t6 kham pha
EFA (Exploratory Factor Analysis); (2) Phan tich nhan t6 khing dinh CFA
(Confirmation Factor Analysis) dé¢ kiém chung thang do; (3) Kiém dinh moi quan hé
nhan quéa ctia mo hinh nghién ctru dé xuat bang phan tich SEM (Structural Equations
Model). Cac phan tich nay thyuc hién trén phan mém SPSS 18.0 va AMOS 18.0.
3. KET QUA VA THAO LUAN

3.1. Két qua nghién ciru

3.1.1. Céc nhén t6 anh huong dén thdi dé va du dinh hanh vi

Phén tich Cronbach’s Alpha va phan tich nhan t6 kham pha EFA

Theo Nunnally & Burnstein (1994), trong kiém dinh Cronbach’s Alpha, cac bién
quan sat c6 hé sb twong quan bién-tong < 0,3 va twong quan giita cic bién quan sat
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<0,5 s& bi loai va tiéu chuén chon thang do khai ni¢m 14 Cronbach’s Alpha phai tur 0,6
tré 1én. Trong nghién ctru nay, cac thang do déu dam bao do tin cdy cho phép (Bang 3).
Mit khac, KMO = 0,886, Sig. = 0,000 la diéu kién dé thuc hién phén tich EFA. Téng
phuong sai trich (hay tong bién thién dugc giai thich) bang 75,472 % c6 nghia 1a 7
nhan t6 da giai thich duoc 75,472% muc do bién thién cua dir liu. Két qua nay c6
duogc 14 do thang do cac khai niém nghién ctru da duoc kiém dinh bai nhiéu nghién ciru
trudc day (Bang 2).
Bang 3. Két qua phén tich nhan t6 (EFA) va Cronbach’s Alpha

Rotated Component Matrix?*

Component

1 2 3 4 5 6 7

PU3 0,836
PU4 0,776
PU2 0,702
PU1 0,697
PU5 0,660

BI3 0,836
BI2 0,812
BI1 0,766
BI4 0,638
BIS 0,624

PI3 0,906
P12 0,884
PI1 0,874
P14 0,844

PE2 0,814
PE1 0,777
PE4 0,761
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PE3 0,689

PT4 0,819
PT3 0,752
PTI 0,752
PT2 0,721

PRC4 0,894
PRC3 0,876
PRC2 0,870
PRCI 0,708

ATTI1 0,783
ATT2 0,758

Cronbach’s Alpha 0,878 0,897 0,906 0,896 0,856 0,869 0,906

Téng phuong sai trich 75,472

Nguon: Theo két qua phan tich cia tac gia

Thai d6 ddi véi tin nhin quang cdo qua dién thoai

Sau khi ding kiém dinh One Sample T _test dé phan tich thai d6 chung ctia nguoi st
dung dién thoai, thang do Likert tir 1 “rat dong y” dén 5 “rat khong dong y” cho hai
bién quan sat cua thai do, ta théy nguoi st dung dién thoai di dong co6 thai do ti€u cuc
véi quang cdo SMS (Bang 4).

Bing 4. Gia tri trung binh cia thai do doi véi quang cio SMS

N Mean Std. Deviation Std. Error Mean
ATTI1 211 3,3223 1,22297 0,08419
ATT2 211 3,2749 1,22291 0,08419

Nguon: Két qua phan tich cia tac gia

Phan tich CFA

Két qua phan tich CFA (Hinh 2) cho thdy mé hinh ¢6 Chi-binh phuong = 594,120
(p=0,000), Chi-square/df= 1,806 (1<R?*/df<3), TLI = 0,921 (>0,9), CFI =0,931 (>0,9),
RMSEA= 0,062 (<0,08), GFI = 0,829. Céc trong s0 deu dat yéu cau; tuy nhién trong
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nghién ciru nay 0,8<GFI <0,9. Theo Zikmund (2003), GFI <0,9 khong c¢6 nghia ring
d6 phu hop ctia mé hinh véi dit lidu thi truong 14 kém. Do d6, GFI > 0,8 1a chip nhan
dugc (Anuwichanont, 2011). Vi vy mo6 hinh phu hop (twong thich) véi dir lidu thi
truong. TAt ca cac bién quan sat duoc giit lai vi ¢6 trong sé chuan hoa déu cao hon 0,5
va ¢ y nghia thong ké (p<0,05) (Gerbing & Anderson 1988).

Theo Bang 5, hé s6 tin cdy tong hop (Composite Reability —CR) cua cac khai niém
nghién ciru déu 16n hon 0,5; hé sb phuong sai trich trung binh (Average Variance
Extracted- AVE) cua cac khai niém nghién ctru ciing déu 16n hon 50%. Nhu vay, cac
khai niém nghién ctru déu dat gia tri hoi tu. Hé sé twong quan giita cac khai niém déu
nho hon 0,85 (p<0,05), dat gia tri phan biét.

Bang 5. Hé s6 CR va AVE

Cic thanh phén Hé s6 tin cdy tong hop CR  Phuwong sai trich AVE (%)
Loi ich cam nhén 0,8789 0,5933
Su hing thii cam nhan 0,8969 0,6854
Su tin tudng 0,8553 0,5972
Su cho phép va kiém soat 0,8733 0,6353
Su lam phién cam nhén 0,9059 0,8281
Thai d6 d6i v6i quang cao 0,9073 0,7103
Y dinh hanh dong 0,8974 0,6366

Nguon: Két qua phan tich cua tac gia
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Chi-square= 594.120; df= 329 ; P= .000 ;

PU1-50 Chi-square/df= 1.806 ;
e GFI =.829 ; TLI= .921 ; CFI = .931 ;
2 SEA = .062
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Hinh 2. Két qua phén tich CFA

Phan tich SEM

Két qua phéan tich SEM (Hinh 3) cho thiy mé hinh nhan qua c6 340 bac ty do véi
gi4 tri théng ké Chi-binh phwong 13 640,193 (p=0,000). Céc tiéu chi danh gia muc phu
hop khéc ciing dat yéu clu (Chi-binh phuong/df = 1,883 (< 2); TLI = 0,913 (>0,9),
CFI=0,922 (>0,9), RMSEA =0,065 (<0,08), GFI = 0,818 >0,8 dat mirc chip nhan).
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Chi-square= 640.193; df= 340 ; P= .000;
Chi-square/df= 1.883 ;
GFl =.818 ; TLI= .913 ; CFl = .922 ;
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Hinh 3. Két qua phén tich SEM
Theo két qua kiém dinh gia thuyét nghién ctru & Bang 6, cac nhan t6 anh hudng co
¥ nghia (p<0,05) dén thai d6 dbi voi quang cao SMS la: Sy hing thii cam nhan, sy tin
tudng, sy lam phién cam nhéan, trong d6 sy tin tudéng anh hudéng manh nhét (0,461).
Loi ich cam nhéan anh hudng dén thai d6 & muc ¥ nghia p = 0,062<0,1; sy cho phép va
kiém soat khong anh huéng dén thai do (p=0,699>0,1). Thai d6 anh hudng co ¥ nghia
dén y dinh hanh dong & mirc cao (0,608). V& mdi quan hé giita cac khai niém khéc, sy
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tin twong anh hudng manh va c6 ¥ nghia dén su hing thi cam nhan (0,623) va loi ich
cam nhan (0,625), su cho phép va kiém soat khoéng anh huoéng dén sy lam phién cam
nhén (p=0,120>0,1).

Bang 6. Kiém dinh gia thuyét nghién ciru

Gia thuyét Trongsé S.E. C.R. P Két luan
H:Loi ich cam nhan > Thai d6 0220 0118 1867 0062 Chap nhan
(p=0.1)
Ha: Su himg tht cam nhan - Thai do 0,271 0,115 2,354 0,019  Chip nhan
Hs: Su tin tuong > Thai do 0,461 0,108 4276 ¥ Chép nhan

Ha: Sy tin tuéng = Sy himg thii cam nhan 0,623 0,085 7,328 *kk Chéip nhan
Hs: Su tin tuéng - Loi ich cam nhan 0,625 0,084 7,465 wkok Chfip nhan
He: Su cho phép va kiém soat = Thai do 0,028 0,073 0,386 0,699 Tix chdi

H7: Sy cho phép va kié it > Su 1a .
72 SU CHO PICP VA KB SOaL = SWAM 116 0075 1,557 0,120 Tur chéi
phién cam nhén

Hs: Sy 1am phién cam nhan = Thai do -0,179 0,074 -2,414 0,016  Chip nhan
Ho: Thai d6 = Y dinh hanh dong 0,608 0,062 9,802 ik Chép nhan

Nguon: Két qua phén tich cia tac gia

3.2. Thio luin két qua nghién ciru

Muc tiéu chi dao ctia nghién ciru 12 tng dung mé hinh TAM mé rong nham xem
xét mdi quan hé giira cic nhan t6 dén thai d6 ddi v&i quang cao SMS. Két qua phan
tich SEM cho thdy sy tin twong anh huong manh nhat dén thai do so v6i cac nhan t6
khac. Két qua nay ciing tim thidy & cac nghién ctru ciia Bamoriya & Singh (2012),
Zabadi (2012), Abadi & cong sy (2011), Muzaffar & Kamran (2011), Van der Waldt &
cong su (2009). Bén canh do, su tin twong co mbi quan hé tich cuc véi hung tha va loi
ich cam nhén, tuong dong véi nghién ctru ctia Okazaki & cong sy (2012), Zang & Mao
(2008). Ngoai ra, sy hung thti cdm nhén anh hudng tich cuc dén thai do, tuong ty nhu
cac nghién ctru cua Tsang & cong su (2004) & Pai Loan, Zabadi & cong su (2012) &
Jordan, Van der Waldt & cong sy (2009) & Nam Phi. Nghién ctru ¢ Dai Loan, Nam Phi
cling cho théy su lam phién cam nhan anh hudng ti€u cuc dén thai do. Loi ich cam
nhan anh hudng tich cuc & mic ¥ nghia 10%, ciing twong dbi nhat quan véi nghién ctru
ctia Bamoriya & Singh (2012); Yang & cong su (2010). Piéu gy ngac nhién 1a su cho
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phép va kiém soat khong anh huong dén thai d6. Két qua nay twong tu véi nghién ctru
cua Ranjbarian & cong su (2012); nhung ngugc véi cac nghién cuu trudc day cua
Chen & cong su (2013), Noor & cdng su (2013).

4. KET LUAN VA NHUNG HAM Y CHO NHA QUAN TRI

Nghién ctru nay tap trung vao ngudi tidu ding tré. Két qua nghién ctru cho thiy y
dinh hanh dong ctia ngudi tiéu dung bi anh hudng manh boi thai d6 dbi véi quang céo
SMS, vi thé thai d6 13 nhan td then chdt can tac dong dé dan dén y dinh tiép tuc sur
dung quang cdo, mua va gidi thiéu san phim dugc quang céo cho ngudi khac. O day,
ngudi tidu ding tré c6 thai do tiéu cuc ddi voi quang cdo SMS. Piéu nay ciing dong
nhit voi cac nghién ctiru & Pai Loan (Tsang & cong sy, 2004), Anh (Bamba & Barnes,
2007), Nam Phi (Van der Waldt & cong su, 2009), Jordan (Zabadi & cong su, 2012).
Nhu vay, s€ rat kho tao ra nhan thirc ciia san phém hoac dich vu khi str dung quang cao
SMS vi nguoi nhan c6 thé s& 1o di va khong quan tdm dén thong tin ciia quang cio.
Dua trén két qua nghién ctru, nhitng nguoi 1am quang co trude tién can xac dinh rd
khach hang muc tiéu cta minh 13 ai, ddng thoi ndm bat dugc cac yéu to tim 1i cia
khach hang, tir d6 tac dong nham gia ting thai do cta khach hang dbi véi quang céo
SMS thong qua céc giai phép sau:

- Tang cudng sy tin tuong cam nhan cta khach hang d6i voi doanh nghiép va noi
dung tin nhan. Long tin 13 nhan té rat quan trong trong viéc thiét 1ap mdi quan hé giita
khach hang va cong ty. Cac nha tiép thi can phai dam bao rang thong tin ca nhan cia
khach hang khong bi lam dung va duoc st dung diing muc dich. Cung cdp cho ngudi
tiéu dung nhitng thong tin trung thuc vé& san pham va dich vu cua cong ty. Theo Rettie
& cong su (2005), quang cao SMS duogc coi la dang tin cay va an toan hon so voi cac
quéang cdo truyén thong, bai vi khach hang c6 thé quyét dinh doc hay khong doc, hoic
c6 thé ngan chin cac tin nhin quang cio ma ho khong thich. Mit khac, sy tin tuong 1a
nhan t§ quan trong tac dong truc tiép dén sy hing tha cam nhan va loi ich cam nhan.

- Tang cuodng sy himg tht cam nhan ddi véi tin nhidn quang cdo bang cach ting murc
d6 giai tri va thi vi ctia tin nhan. SMS chi c¢6 160 ki ty nén thong tin dugc truyén tai
thudng bi han ché. Do d6, cac nha tiép thi c6 thé giri ndi dung vui nhon véi nhimng hinh
anh dé thu hat sy td mo cta nguoi st dung dién thoai, hoac co thé str dung céc tin nhén
da phuong tién MMS.
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- Tang cudng lgi ich cam nhan ddi véi tin nhan quang cdo théng qua viéc cung cip
nhiing thong tin thiét thuc, co gia tri, dung thoi diém c6 nhu cau vé san phém, gia ca,
khuyén mai va diém ban cho ngudi tiéu ding muc tiéu.

- Giam su 1am phién cam nhan thong qua gdi tin nhan trong ngay vai sd lugng hop
li va vao thoi diém phi hop. Drossos & cong su (2007) khuyén céo cac cong ty quang
c40 nén guri tin nhan quang céo tir 09:00 sang va 19:30 tdi vao cac ngay trong tuan, cho
sinh vién nén sau 13 gid. Ngoai ra, s6 luong cac thong diép quang céo nén tir 2 dén 4
tin nhan mdi tudn dé tranh sy nhan thic phién va buc tirc ciia ngudi tiéu ding.
Dickinger (2005) ciing dong ¥ viéc giri tin nhdn SMS trong thdi gian ranh s& ¢6 hiéu
qua hon, ngudi str dung dién thoai di dong s& dé dang bo qua cac tin nhan quang céo
SMS khi ho dang ban ron.

- Nghién ciru van ton tai mot s6 han ché nhu: Quy mé mau nho, chu yéu tap trung
vao gidi tré tai Da Néang, chi xem xét anh hudng cua cac nhan té tdm 1i. Do d6, cac
nghién ciru trong tuong lai nén mé rong dbi voi quy moé mau, cac phan khuc thi trudng
khac nhau, & pham vi dia lisasngy hon va bd sung thém cac nhan té anh hudng khac
nhu vin hoa, 161 sdng va nhan khau hocl
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