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TOM TAT: Nghién cieu nay nham muc dich nhdn dang cdc tién 16 anh huong dén mitc dp chap nhan

ciia nguoi tiéu ding tré Viét Nam d@6i véi hinh thire quang cdo qua SMS trén dién thoai di dong. Két qua

nghién ciru thuc nghiém cho thdy 04 yéu t6: “chudn chi quan”, “nhdn thirc vé sie hitu dung”, “nhén

thikc vé tinh dé sir dung”, “niém tin déi vdi quadng cdo qua SMS” ¢o anh huong Ién y dinh thuc hién

hanh vi nhuw goi y ciia théng diép quang cdo qua SMS; trong do hai yéu 16 “chudn chi quan”va “nhdn

thirc vé sy hitu dung” c6 mikc anh huwong manh hon.

Tir khoa: Quang cao qua SMS, chudn chii qguan, nhdn thirc vé su hitu dung, nhan thirc vé tinh dé

sir dung, niém tin doi voi quang cdo.

1. GIGI THIEU

Hinh thirc quang cdo théng qua viéc gui
céc tin nhin vao dién thoai di ddng ciia khach
hang (goi tit 1a quang cdo qua SMS) la mot
hinh thitc quang cdo phat trién manh tai Nhat.
My, Chau Au trong thip ky vira qua. Tai Viét
Nam, mdc du chua phat trién thanh mét nganh
riéng, viéc gui thong tin vé san ph:im hay dich
vu qua tin nhin SMS cia cic nha khai thic
mang di dong ciing d3 dugc s dung khd phé
bién. Ngoai cac nha cung cép dich vu mang, co
1& ngén hang la nganh th{r hai tich cuc sir dung
SMS nhu mot céng cu marketing hitu hiéu.
Nhiéu ngan hang di sir dung tin nhiin SMS dé
théng béo céc théng tin nhu: 13i suit tién giri,
nhic han tra ng tién vay, cdc chuong trinh
khuyén mai, cdc dich vu tai chinh méi, v.v. Xa
hon nita, cdc ngdn hang ciing da cung cdp dich
vu truy vin théng tin tai khoan va thanh todn
tién qua SMS (Bui Thi Duyén, 2008).

Tuy nhién, néu nhu trén thé gidi, hinh thuc
quang cdo thong qua SMS trén dién thoai di
ddng dugc xem la mét hinh thirc kha phé bién
(Pang Huén, 2008), thi tai Viét Nam, nguoi
tiéu ding van con bd ngd khi nhan duogc tin
nhin quang cdo qua SMS. Vé mit hoc thuat,
méc dii dd c6 mot sé nghién ciru vé muc do
chép nhan cua nguoi tiéu ding & cée nude khac
nhau trén thé gidi d6i vdi hinh thirc quang cdo
qua SMS, thi & Viét nam hdu nhu chua c6
nghién ciru ndo dugc cong bd vé van dé nay.

Nhén thirc duge tiém nang cia loai hinh
quang cdo qua SMS ¢ Viét nam, cling nhu nhu
cdu hidu biét vé thai 46 va hanh vi cua khach
hang ddi véi loai hinh quang cdo mdi mé nay,
nghién ctru nay dugc thuc hién nham xéc dinh
nhimg yéu 8 cé anh huong déng ké dén mic
d4 tiép nhan cua nguoi tidu ding dbi véi quang
cédo qua SMS. O diy, mic do tiép nhan cac

thong diép quang cdo qua SMS dugc thé hién &
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viée doc cdc tin nhin quang cao, sau do thuc
hién theo goi y cua cic théng diép quang cdo
do.

2.COSOLY THUYET

2.1. Cic hoc thuyét co sé

Dé 1am nén tang cho viéc xay dung mo
hinh nghién ctru, thuyét hanh dong hop 1y TRA
(Ajzen & Fishbein, 1975), hanh vi hoach dinh
TpB (Ajzen, 1991) va thuyét chép nhén cdng
nghé TAM (Davis & Ctg, 1989) dugc sir dung
trong nghién citu nay.

Thuyét hanh déng hop Iy TRA cho ring
hanh vi cia cd nhan duoc dinh hudéng bai y
dinh. Theo d6, y dinh la két qua cua thai do cua
c4 nhan ddi véi hanh vi va cic chudn chii quan
xung quanh biéu hién cia hanh vi d6. Theo
thuyét nay, niém tin cia mét nguoi tiéu dung
vé két qua ctia mot hanh vi 13 yéu té giai thich
cho thdi d6 cia ngudi nay ddi véi hanh vi dé.
Théi d6 nay cling véi chudn chii quan sé giai
thich cho y dinh ciia hanh vi nay.

Hoc thuyét chdp nhan céng nghé TAM
duge xdy dung dva trén nén tang cia TRA,
dung cho viéc giai thich hanh vi cua con ngudi
trong linh vuc céng nghé. TAM chi ra mbi
quan hé nhin qué giita cdc yéu té nhu: nhén
thirc vé& sy hiru dung (Perceived usefulness),
nhén thirc vé tinh dé sir dung (Perceived ease
of use) va thai dé cua ngudi st dung (users’
attitude), y dinh (intention) va hanh vi thuc su
dién ra trén thiét bj cong nghé.

TPB (Ajzen, 1991), dugc phat trién tir
TRA, gia dinh ring mot hanh vi cé thé duge
giai thich bai céc v dinh thyc hién hanh vi d6.
Céc ¥ dinh bao gdm cac nhén t6 c6 anh huéng

dén hanh vi, va duoc dinh nghia nhu 1a mirc do
nd luc ma moi nguoi ¢ ging dé thuc hién
hanh vi 6.

2.2. Céc nghién ciru trude diy

Mt s nghién ctru c6 lién quan dugc cdng
bd gan ddy nhu nghién clru cia Bauer & ctg
(2005), Merisavo & ctg (2008) ciing nhu Yang
& Mao (2008). Pa sé céc tic gia déu huéng vé
viéc nghién ciru mirc d6 chdp nhan cia ngudi
tiéu ding ddi véi céc hinh thirc quang céo trén
dién thoai di dong. Nhin chung yéu té “cam
nhin vé sy hiru dung” duge héu hét cic nha
nghién ciru dé cdp va chimg minh méi quan hé
tich cuc cia nd lén mirc do chép nhdn cua
ngudi tiéu ding d6i véi quang cdo qua dién
thoai néi chung hay quang cdo qua SMS néi
riéng (Bauer, 2005; Merisavo, 2008; Yang &
Mao, 2008). Sy tin tuong (Trust) hay cam nhén
vé mirc 6 nii ro ciing dugc cic nha nghién ciru
dé cip (Bauer & ctg, 2005; Merisavo & ctg,
2008; Yang & Mao, 2008) cho thdy méi quan
h¢ gitra thdi d va hanh vi cua ngudi tiéu dung
déi vai hinh thirc quang céo qua dién thoai di
dong, trong khi Bauer & ctg (2005) chi nghién
ciru théi 9 cla ngudi tiéu dung d6i v6i hinh
thirc quang cdo trén dién thoai di dong dé bidu
thi cho “muc do chép nhin”. Piém méi cua
Merisavo & ctg (2008) la bao quat cac yéu td
anh huéng lén mirc @6 chdp nhén cua ngudi
tiéu dung, dong thoi dé xuit yéu t6 “ngilt canh”
anh huédng tich cuc 1én mirc d6 chdp nhan cia
nguoi tiéu dung. Yang & Mao (2008) tdp trung
nghién ctru chi yéu trong linh virc quang cdo
qua SMS va dinh nghia mirc d6 chip nhan cua

ngudi tiéu ding chi yéu qua “hanh vi sir dung
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théng diép cua tin nhin quang cdo qua SMS”.
Nghién clru ndy dugc xem la kha mdi me va
chi tap trung vao hiéu qua thuc té clia hinh thic
quang cao qua SMS.

2.3. Mé hinh nghién ciru & gia thuyét

Tir céc phén tich néu trén, nghién clru ndy
rit ra cac yéu td dé khao sat: cam nhén vé su
hitu dung (Perceived usefulness) va cam nhén
vé tinh dé sir dung (Perceived ease of use) tir
md hinh TAM, chuin chi quan (Subjective
norms) trong mé hinh TPB, va sy tin tuéng doi
véi quang cdo qua SMS (Trust) trong cdc md
hinh nghién citu trude (Bauer, 2005; Merisavo,
2008; Yang & Mao, 2008).

| Nii thire vé sy biru dyng
(Perceived usefulness)

Nhi thire v Hl

sir dé ding sir dung
(Perceived ease of use)

Y diub sif dyng théug dicp
H2 { quing edo qua SMS trén dién

thog di dong
. - (Behavioral mtention to use
Niem tin doi von hinh thie 0 SMS Advertising)

quang cao qua SMS
(Trust)

H4

Chusn chil quan
{Subjective nonus)

Hinh 1. M6 hinh nghién ciu

Cam nhin vé sy hiru dyng va tinh dé sir
dung

Y dinh sir dung cac thong diép quang céo
qua SMS 1a mic d0 ma ngudi st dung dién
thoai di dong sau khi doc tin nhén s& xuét hién
y dinh thuc hién nhu tin nhin da goi y (Yang &
Mao, 2008). Nhu da phén tich & trén, y dinh sir
dung théng diép quang cdo qua SMS la mét
hanh vi tu nguyén dua trén sy danh gia mot
cach than trong va duy ly vé nhimg loi ich ma

nhiing théng diép quang cdo bing SMS dem
lai. Do d6, tir nhiing nghién ciru phi hop véi
hoc thuyét TAM cho ring cam nhén vé su hiru
dung (Perceived usefulness— PU) ciia mét san
pham/dich vy, cé ngudn gbc quan trong trong ¥
dinh sir dung no; ta c6 gia thuyét sau:

HI: Cam nhdn vé mirc do hitu dung cé
dnh huong tich cwc lén y dinh si dung cdc
théng diép quang cdo qua SMS.

Cam nhan vé mirc d6 dé sir dung duge thé
hién & sy cim nhin vé nd lwe ma ho duge yéu
cAu thyc hién dé sir dung tin nhin quang céo
SMS (Yang & Mao, 2008). Déi véi ngudi tiéu
dung, hinh thirc quang cdo qua SMS khéc vai
nhimg hinh thirc quang cdo khac nhu TV hodc
béo chi. No6i chung, quang cdo qua SMS yéu
chu su cd géing vé nhan thirc tir nhiimg ngudi sir
dung dién thoai di dong. Ngudi tiéu ding phai
kiém tra va nhan tin nhéin quing céo bing cach
chon (g dung tir bang diéu khién, sau d6 doc
va hiéu théng tin ciia SMS, va cudi cing 1 wde
lugng mot cach nhanh chong la thong tin nay
c6 gia tri hay khong (vé& mat thoi gian hay két
qua) dé thuc hién hanh dong, vi du nhu cung
cap nhan xét cia hg cho mdt san phdm nao do.
Tir d6, néu nhu ngudi tiéu dung nhan thirc ring
viéc sir dung quang cdo qua SMS cang dé dang
thi ho cang d& hon trong viéc thuc hién hanh
dong dugc goi ¥ tir tin nhén do.

H2: Cam nhdn vé mirc do dé sir dung co
anh hwéng tich cuc lén y dinh sir dyng cdc
thong diép quang cdo qua SMS.

Niém tin

Niém tin (Trust) déng mdt vai trd quan

trong trong cac nghién cliu vé quang cdo, xét
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vé tinh trung thuc hodc céc dia chi lién hé.
Yang (2008) da chi ra ring niém tin anh huéng
1én y dinh thuc hién cdc hanh dong theo céc goi
y cua thong diép quang cdo qua SMS. Ngoai ra,
niém tin duge xem nhu 13 mét sy ky vong lac
quan ciia mot ca nhan vao két qua ctia mot su
viéc hay mét hanh vi cia con ngudi (Hosmer,
1995; din theo Yang, 2008). Do d6, niém tin
hay su tin cdy duge xem nhu mgt yéu td then
chét trong viéc gitp ngudi st dung dién thoai
di dong vugt qua nhimg nhin thirc tiéu cuc
(McKnight & ctg, 2002; dén theo Yang, 2008).
Tir d6, gia thuyét nghién ciru dugc dé ra nhu
sau:

H3: Su tin tuong déi véi quiang cdo qua
SMS c6 anh huong tich cuc lén y dinh sir dung
cdc théng diép quang cdo qua SMS.

Chuén chii quan

Chuén chi quan (Subjective norms) la
khai niém lién quan dén anh huong cia bdi
canh xa hoi (social context) Ién y dinh hanh vi
cua ngudi tiéu dung (Behavioral intention). Cu
thé, chuin chii quan phan 4nh ¥ nghi ctia ngudi
tiéu ding vé mirc d6 tng hd/can tro cla nhitng
than trong gia dinh, ban bé, déng nghiép (hay
nhiing ngudi ¢6 anh huong khéc) ddi véi mot
hanh vi nao d6 cua minh (Fishbein & Ajzen,
1995). Béi v6i quang cdo qua SMS & Viét nam,
do con méi mé, hiu hét ngudi tiéu ding chua
¢6 nhiéu trai nghiém céa nhan. Do d6, ho co xu
hudng tham khao va chiu anh huéng tir nhitng
ngudi thin trwde khi thuc hién hanh vi sir dung
théng diép quang cdo. Thém vao do, dac thu
vin héa tip thé (collectivism) cia ngudi Viét

nam ciing 14 mét co s& khac dé giai thich cho

anh huong cta chudn chi quan dén ¥ dinh hanh
vi cia ngudi tiéu ding. Do do, gia thuyét
nghién ciru s& la:

H4: Chudn chi quan ¢é anh hwong tich
cuc lén y dinh s dung cdc thong diép quang
cdo qua SMS
3. PHUONG PHAP

3.1. Quy trinh nghién ciru va mau

Nghién ciru duoc tién hanh theo phuong
phap dinh lugng. D@ li¢u dugc thu thdp qua
mot cude khdo sat vai questionnaire duge gui
dudi dang dudng link qua email. Ddi tugng tra
161 1a nhimg cé nhan c6 tudi tir 21-35 va ¢6 sir
dung dién thoai di dong.

Thang do cac khai niém duoc thiét ké dya
theo cdc nghién ciru trude diy. Thang do “nhén
thirc vé su hitu dung” dugc xdy dung tir thang
do ctua Bauer & ctg (2005). Thang do “nhén
thitc vé tinh dé sir dung” cia cac thong diép
quang cdo qua SMS co ban dya trén Karahanna
& ctg (1999). Thang do vé niém tin trong trong
quang cdo qua SMS dugc dua trén Bauer & ctg
(2005), Gefen & ctg (2003). Thang do chuin
chii quan dya trén Karahanna & ctg (1999).
Thang do “y dinh thuc hién hanh déng theo
nhu goi y cla cac thong diép quang cdo qua
SMS” dua trén Bauer va cong su (2005) va
Shimp va Kavas (1984). Cac bién trong céc
thang do déu dugc do bing thang do Likert 5
diém.

4. KET QUA

4.1 Théng ké md ta dir li¢u

Téng cong cé 325 nguoi tra 1oi. Sau khi
loai di céc ban khéng phil hop (chu yéu do tubi
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trén 35 tudi hay dudi 21 tudi), 296 cases dugc
dua vao phin tich.

Ngudi tiéu dimg nim trong 9 tudi tir 26 —
30 tudi chiém nhiéu nhit: 58.8% téng luong
mau; d6 tudi 21 — 25 chiém 25.7%, con 31 - 35
tudi chiém 15.5%. Nhin chung, ty 1§ cdc do
tudi trén kha phd hop cho @& tai nghién ctru.
Béi vi hinh thitc quing cdo qua céc tin nhin
SMS trén dién thoai di dong la mét hinh thirc
quang céo khd méi mé dbi véi Vigt Nam. Do
d6, d tudi thich hop cho nghién ctru 1a d¢ tudi
¢6 trinh d6 nhén thirc dé phén biét dwoc dau 12
mdt tin nhin quang cdo thue su (chir khéng lAm
1&n tin nhin quang cdo va tin nhin rdc). Xét vé
gidi tinh, ty 1& nam gi¢i tham gia khao sat
chiém 53.7% bén canh ty 1€ nit 14 46.3%, dugc
xem 12 khd ddng déu. Tir ty 1& vé d¢ tudi sé kéo
theo ty 1& vé hoc vin & muc dai hoc va sau dai
hoc dat 97%, tir d6 ty 1é thu nhip twong ung
trén 5 triéu 1a 58.4%. Xét vé nghé nghiép, ty 1¢
miu phan bd nghé nghigp gom cé: 13.9% la
sinh vién, 58.4% la nhan vién van phong,
17.6% la quéan ly/truéng phong va nghé nghiép
khéc la 10.1%.

4.2 Danh gia thang do

Sau khi kiém tra tinh don hudéng va dd tin
cdy cia mdi thang do, 19 bién quan sit bao
quat ca 4 khai niém nghién ciru dugc dua vao
phén tich nhén t6 EFA. Sau khi loai trir 02 bién
khéng phit hop (PU3ent, T4), con lai 17 bién
théa man cdc yéu cdu va duge chia thanh 04
nhén t6 twong tmg v6éi 04 khai niém nhu ban
dau.

Bén nhan t6 trich dugc tong phuong sai 12

61.4%. Céc hé sb tai nhan td ndm trong khoang

tir 0.42 dén 0.83, 16n hon so véi gia tri ngudng
cta hé sé tai 1a 0.40. Nhu viy cac thang do dat
yéu cdu vé do gia trj hoi tu va phén biét.

Béng 1.Hé s6 Cronbach alpha ciia cac thang do

Khii niém So bien | Alpha
Su hitu dung (PU) ) 7 .836
Tinh dé st dung (EOU) 3 660
Niém tin di véi QC SMS (T) 4 733
Chuan chu quan (SN) 3 .854
Y dinh sir dung (BI) 3 894

4.3 Kiém dinh gia thuyét
Phuong phédp st dung dé kiém dinh mo
hinh nghién ctru va céc gia thuyét 1a phén tich
hdi quy da bién.
Bang 2. Tom tit két qua hdi quy

Mo R R Adjusted R
hinh | Square | Square
1 .706 499 492

Bang 3.Hé s6 hdi quy cho céc nhén t6

M hinh Beta Sig

(Constant) 836
PU .243 .000
EOU .108 .019
T 194 .000
SN 331 .000

Bién phu thugc: BI

Két qua phén tich hdi qui cho thay ca 4
yéu t6 “nhdn thirc vé sy hitu dung” (PU),
“nhan thire vé tinh d& sir dung”(EOU), “sy tin
twéng ddi voi quang cdo qua SMS” (T) va
“chuén chii quan” (SN) déu c6 anh huong tich
cuc ¢6 ¥ nghia théng ké (p < 0.05) dén “y dinh
sir dung céc théng diép quing cdo qua SMS”

_ Trang 56



TAP CHi PHAT TRIEN KH&CN, TAP 13, S0 02 - 2010

(beta chuén héa lan luot 1a 0.243, 0.108, 0.194,
0.331). Do d6 gia thuyét H1, H2, H3, H4 déu
duoc ing ho. Hé s r2 diéu chinh = 0.49 cho
théy 4 yéu tb nay giai thich dugc 49% phuong
sai ciia bién phu thudc. Két qua kiém tra ciing
cho the“iy khéng c6 hién tugng da cong tuyén
dang ké giira cac bién doc lap trong phan tich
hdi quy.

4.4 Théo ludn

Tir két qua phan tich trén cho thiy ca 04
gia thuyét phat bidu déu dugc ung ho. Hé sé
beta chuin héa cia ciac mdi quan hé trong
nghién ctru ndy cho thiy mirc d6 anh huéng
cia cac yéu t xép theo thir tw giam dan nhu

”

sau: “chudn chi quan”, “nhédn thirc vé sy hiu
dung”, “su tin tuéng dbi quang cdo qua SMS”
va cubi cling 14 “nhén thirc vé tinh dé sir dung”.
Mic du hinh thitc quang cdo qua tin nhin SMS
trén dién thoai di dong la mdt hinh thirc méi &
Viét Nam, nhung két qua nay ciing phit hop véi
nghién ctru di trude cua Yang & Mao (2008).
Yéu t5 “chudn chi quan” cé anh huéng
nhiéu nhét 1én “y dinh sir dung céc thong diép
quing cdo qua SMS”. Diéu nay cho thiy, mac
ddi thong thuomg tudi tré duge cho la dé tiép
cén cong nghé méi va dé& thay ddi hanh vi tiéu
dung, ho van chiu anh hudéng bai ¥ kién cia
nguoi thin hay ban bé cua ho khi thuc hién
hanh dong nhu goi y theo thong diép quang céo
qua SMS. Tiép theo d6, anh huéng cua “nhan
thirc vé su hitu dung” ciing déng mot vai trd
déng ké so véi hai yéu t con lai 1a “su tin
twéng” va “nhan thirc vé tinh dé sir dung”. Piéu

nay cho thiy mirc 4§ quan tdm cta ngudi tidu

wa  dung tré Viét nam dbi véi nhimg gié trj hap din

ma ho ¢6 thé nhin duoc néu thuc hién theo
huéng dan ciia tin nhin quang cdo. Mot khac
biét nho 1a “Nhén thic vé su hitu dung” trong
nghién ciru cua Yang (2008) va Bauer (2005)
duge do trén ba khia canh: thong tin, giai tri va
su hitu dung vé mit xa hoi; trong khi cam nhan
vé su hitu dung trong nghién ctru tai Viét Nam
chi dugc do trén mit thong tin va mat giai tri.
Sur tin tuong vé tinh trung thuc cia quang céo
trong nghién clru cua Yang (2008) 1a sy tin
tudng dbi véi thong diép quang cdo qua SMS;
trong khi nghién ciru nay, su tin twong dugc
xdy dung la su tin tuong ddi véi thong diép
quang cdo qua SMS, cdng voi su tin tuong vao
viéc khong bi lam dung théng tin ca nhan. Cubi
ciing, tinh d& sir dung cé anh huéng it nhét
dwoc giai thich 1a do ddi tuong nghién ciru la
gidi tré. Qua trinh nhan thirc (doc hiéu) va thuc
hién theo cac hudéng din khéng co gi la kho
khan va phirc tap mét khi ho da quan tim va
thich thd véi nhiing loi ich ma ho s& nhan
duoc.
5.KET LUAN

5.1 Két qua nghién ciru

Két qua nghién ciru cho thdy 04 yéu té
“nhén thirc vé sy hitu dung”, “nhén thic vé
tinh d& sir dung”, “niém tin di vdi quang cdo

qua SMS” va “chudn chu quan” déu anh hudng

A ks,

tich cuc 1én nhén to *y dinh sir dung cac théng
diép quang cao qua SMS”, du vdi cac muc do
khéc nhau. Két qua ndy kha phu hop véi céc
mé hinh TRA (Fishbein & Ajzen, 1975) va
TBP (Ajzen, 1991) cho ring “cic gid tri vé
niém tin” va “chudn chi quan” c6 anh huong
nhat dinh 1én ¥ dinh thyc hién hanh vi cta
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A

ngudi tiéu dung. Bén canh d6, hai yéu t6 “cam
nhan vé su hitu dung” va “cam nhan vé tinh dé
str dung” anh hudng 1én “y dinh thye hién hanh
vi” cua ngudi tieu dung theo mé hinh TAM
ciing dugc khang dinh.

5.2 Ham y quan tri

Két qua cua nghién ctru dem lai mot sb
ham ¥ vé mit tiép thi va quan ly. Pdi véi cic
nha quan ly trong linh vuc vién théng
(Vinaphone/ Mobifone/ Viettel...), cudc phi
thu dwge tir viéc giri tin nhiin quang cdo qua
SMS 1a mét ngudn thu khéng nho. Chinh vi
vy, dé nganh tiép thi qua dién thoai di dong
hay tiép thi qua SMS phat trién manh va di
dung hudng, cdc nha quan ly cic mang thué
bao di dong can phai cé nhimg chinh sich phu
hop.

Thir nhét, yéu t6 chuin chu quan ¢6 anh
hudng manh nhit. Do vay, viéc truyén miéng
tir cac ca nhin da trdi nghiém thanh céng theo
thong diép quang cdo SMS s& vb clng c6 gid
tri cho nha mang. Pé lam dugc diéu nay, hinh
thic quang cdo kép trén nhiéu phwong tién
truyén thong ddng thdi nén dugce sir dung trong
giai doan dau dé khuyén khich thir nghiém.
Thém vao d6, cac khau xir Iy nhim thyc hién
cam két trong quang cdo SMS ciing phai dugc
t6 chirc that tot nhim tao 4n tuong va su tin cdy
noi khach hang.

Thir hai, cAn ¢6 nhimg quy dinh cla nha
nude dé kiém soat viéc ngudi tiéu ding phai
nhan céc tin nhin réc khong mong mudn. C6
nhu thé thi nhan thirc vé tinh hitu ich cua céc
tin nhiin quang cdo méi dugce ning cao va hip

din hon véi ngudi tiéu dung. Ngodi ra, viée

quan trong 1a phai c6 dugc co so dir liéu hop
Iy, nghia 14 cdc don vi mudn thuc hién quang
cdo qua SMS phai c6 budc chudn bj danh sach
s6 dién thoai ciia nhimg ngudi tiéu ding that sy
quan tim dén san pham hay dich vu cua ho.

Cudi cung, cdc nha quan ly thué bao di
dong ciing nén thiét ké tin nhin sao cho ngudi
tiéu dung c6 thé dé dang nhan biét va dé dang
thuc hién theo huéng din, mét khi ho da quan
tdm va cd y dinh thuc hién theo.

5.3 Han ché va huéng nghién ciu tiép
theo

Nghién ctru nay khong tranh khoi mét sb
diéu han ché. Trudc tién, “Niém tin” trong
nghién ciru ndy duoc don gian hoa tdi da. Thue
té, n6 ¢6 thé bao gdm niém tin déi véi théng
diép quang cdo qua SMS va niém tin trude
nhitng rii ro ma ngudi tiéu ding c6 thé gip
phai trong viéc chip nhan hinh thitc quang céo
nay. Do d6, cé thé mo réng niém tin nhw 1a mot
khai niém da huéng gém cé: khuynh huéng
ctia niém tin (Disposition to trust), niém tin dya
trén céc thé ché (institution-based trust), sw
dang tin cdy (trusting beliefs) va su chi y trong
niém tin (trusting intentions) (McKnight et al.,
2002; Yang & Mao, 2008).

Thi hai, nghién ctru nay chi thuc hién
khdo sat v&i nguoi tiéu ding tré trén dia ban
thanh phé H6 Chi Minh véi phuong phép chon
mau thudn tién. Do d6, cac nghién ctu lip lai
trong tuong lai véi pham vi liy miu 1én hon
duoce thue hién trén cac dia phuong khic nhau
trong ci nude 1a cin thiét nhim lam ting kha

nang tong quat hoa cia két qua.
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Thit ba, nghién ciru nay chi khao sit 4 yéu

t6. Vin con mét sb yéu t6 khic c6 thé duge tiép

tuc dwa vio dé ting thém kha nadng giai thich

cua md hinh nghién ciru.

ANTECEDENTS OF SMS ADVERTISING ACCEPTANCE AMONG YOUNG
VIETNAMESE CONSUMERS

Pham Ngoc Van Anh, Le Nguyen Hau
University of Technology, VNU-HCM

ABSTRACT: This study aims to investigate the impact of four antecedent factors on the

acceptance of SMS advertising among young Vietnamese consumers. The empirical results indicate that

“perceived usefulness”, “perceived ease of use”, “trust” and “subjective norms” have significant

influences on the intention to use SMS advertising. Of these factors, “subjective norms” and “perceived

usefulness” have stronger influences than the other two factors.

Keywords: SMS advertising, perceived usefulness, perceived ease of use, trust, subjective norms
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