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TOM TAT

Nghién ciru nham tim hiéu tac dong ctia Buzz Marketing dén nhan thtrc thuong hiéu vi Momo ciia
Gen Z tai Thanh phé HS Chi Minh. Bang su két hop phuong phap nghién ciru dinh tinh va nghién ctru
dinh luong dé kiém dinh méi quan h¢ va mc d¢ anh hudng cia cac bién doc lap thudc Buzz Marketing
nhu: Tinh méi, Tinh twong tac, Tinh bit ngd, Tinh sang tao, Kha ning lan truyén dén nhan thirc thuong
hiéu vi Momo théng qua chién dich cu thé. Két qua chi ra rang cac gia thuyét déu phu hop khi cac bién
déu c6 y nghia thong ké, bién Kha nang lan truyén dugc tim ra 1a ¢6 tic ddng manh nhat dén nhan thic
thwong hiéu, trong khi Tinh twong tac lai c6 tic dong yéu nhat so vdi cac bién con lai. Trén co so do,
mot s6 ham ¥ quan tri duoc d& xuat nham hd tro MoMo va céc thuong hi€u cong ngh¢ tai chinh khac.
Cu thé, MoMo nén tiép tuc uu tién phat trién ndi dung c6 kha nang lan truyén cao, nhu da thanh cong
v6i chién dich Lic Xi va cac tinh ning chia s¢ thuong. Dong thoi, can nang cao chét lugng twong tac
béng cach tich hop gamification sdu hon va ca nhan hoa trai nghiém ngudi ding, giup tinh trong tic phat
huy hiéu qua manh mé hon trong viéc cling ¢d nhén thirc thuong hiéu lau dai dbi voi thé hé Gen Z.

Keywords: Buzz Marketing (Tinh méi, Tinh bat ngo, tinh sang tao, tinh twong téc, kha ning lan truyén),
vi Momo, Gen Z.

1. GIOI THIEU

Theo R. D. Ahuja va cong sy [1] Buzz Marketing 1a mot qua trinh giao tiép da dién, trong d6
thong di€p duoc phan phéi va lan téa tir cac tac nhan tao ra “buzz” dén nhém dbi tuong muc tiéu. Cach
tiép can nay nhan manh vai tro cua sy lan truyén ¢ dinh huéng, nham tiép can nhiing ca nhan c6 mdi
quan tdm hodc nhu cau twong ddng ddi véi thwong hiéu va san pham.

Tai Viét Nam, chuyen ddi sb dang dién ra manh mé, thanh toan khong ding tién mit tré thanh xu
huéng tat yéu, duge Chinh phu va Ngan hang Nha nude thue day nham xay dung kinh té s6. Theo Ngén
hang Nha nuéc, gia tri thanh toan khong dung tién mat nim 2024 dat trén 295,2 triéu ty dong (gap 26
lan GDP); dén quy 1/2025, s6 lugng giao dich ting 44,43% so véi cung ky, trong d6 vi dién tir n6i bat
nho tinh tién loi, dé tlep can va su dung [2]. Thi truong vi dién tir canh tranh khéc liét gitta cac thuong
hiéu 16n (MoMo, ZaloPay, ShopeePay, Viettel Money, VNPAY, v.v) qua dau tu hé sinh thai, vu dai va
truyén thong sang tao.

Mic du cac bao cao nganh tir Buzzmetrics cho thdy MoMo thuong din dau vé khéi lugng thao
luén trén mang x& hdi nho cac chién dich nhu Lac Xi, nhitng phan tich nay chii yéu mang tinh mo ta va
chua kham pha moi quan hé nhan qua gitra Buzz Marketing v6i nhan thirc thuong hiéu [3,4]. Viéc chon
thé hé¢ Gen Z lam dbi tuong nghién ctu Xuét phat tir ddc trung cia nhém nay: muc d¢ tiép can cong
nghé va sir dung vi dién tir cao nhat, dong thoi 1a khach hang chinh ciia MoMo. Gen Z thudng khét khe
v6i ndi dung tiép thi, uu tién yéu té moi la, ca nhan hoa, giai tri cao va hanh vi thay ddi nhanh chéng,
doi hoi thuong hiéu phai lién tuc doi méi dé duy tri ste hut.

Trong bbi canh d6, Buzz Marketing n6i 1én nhur chién luge then chdt nho kha nang tao ndi dung
ddc dao, bat ngo, hai hude hodc giau cam xuc, tir d6 khoi goi twong tac va lan truyen nhanh trén moi
truong s6 — dic biét phu hop v6i Gen Z. Buzz khong chi ting tiép can ma con c6 thé tac dong truc tiép
dén nhan thirc thuong hiéu.
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Cu thé, positive buzz gop phéan cing ¢ nhan thirc tich cuc va thai d¢ thuan loi, dic biét qua cac
chién dich gamification hodc twong tc tryc tuyén. Ngugc lai, negative buzz — xut phat tir lo ngai bao
mat, sy ¢b giao dich hay tranh cii chi phi — c6 thé 1am suy giam niém tin va gay phan cuc nhan thirc
thuong hiéu, tic dong rd nét hon trong linh vuc fintech, noi dd nhay cam véi rui ro tai chinh cao.

Tai Viét Nam, mdi quan h¢ giita Buzz Marketing va nhén thire thuong hiéu chua dugc phan tich
toan dién. Cac nghién clru trude chu yeu tap trung vao e-WOM intention hodc brand awareness ngan
han qua gamification, chua dé cap dén mdi quan hé nhan qua gilra positive/negative buzz voi cac chidu
canh cy thé cua brand perception (nhén biét, ghi nh¢, danh gia, an twong téng thé) va brand equity lau
dai. Khoang trong niy dic biét rd trong nganh vi dién tir va nhom Gen Z tai TP. HO Chi Minh (TP.HCM)
— phan khuc tiéu dung ning dong, dan dit xu hudng nhung it dugc nghién ctru chuyén sau vé hiéu tng
lan truyén tir Buzz. Hién chua c6 nghién ctru nao tmg dung truc tiép mo hinh Buzz Marketing dé phan
tich tac dong dén nhan thirc thuong hiéu trong phan khuc vi dién tir canh tranh gay gat nhu MoMo,
ZaloPay va ShopeePay.

2. COSOLY THUYET VA MO HINH NGHIEN CUU

2.1. Co s6' Iy thuyét
Buzz Marketing

Theo C. Leila and G. Abderrazak, Buzz Marketing c¢6 co ché lan truyén tuong tu nhu sy 1ay nhiém
ctia vi-rat, khi thong diép truyén thong dwoc phat tin nhanh chong tir ngudi nay sang ngudi khac. Trong
qua trinh d6, nguoi tiéu dung khong chi 1a di twong tiép nhan thong tin ma con trd thanh tac nhan
truyén tai lai thong diép, qua d6 gop phan khuéch dai mirc do tiép can va cing ¢ hinh anh thuong hiéu
trong tam tri cong chung [5].

Nhan thirc thwong hiéu

Theo D. A. Aaker, “nhan thtrc thuong hiéu 1a kha niang cuia khach hang tiém ning trong viéc ghi
nhé va nhan ra mdt thuong hiéu thugc mdt loai san phém nhat dinh” [6], K. L. Keller cling c6 dinh
nghia “nhén thic thuong hiéu thé hién sttc manh cia thuong hiéu trong tam tri khach hang, bao gdm
kha nang nhan biét va kha niang goi nhé [7].

Ly thuyét khuéch tan sw doi méi

Ly thuyét khuéch tan sy doi méi duge phat trién boi E. M. Rogers vao nam 1962 [8]. Ly thuyet
giai thich cach ma sy d6i méi lan toa trong mot hé thdng xa hoi qua thoi gian, thong qua cac kénh truyén
thong. Tdc do khuéch tan phy thudc vao 5 dic tinh chinh cta sy d6i moi: loi thé tuong d6i, kha ning
tuong thich, do phuc tap, kha nang dung thtr va kha néng quan sat. Ngoai ra, ly thuyét nhin manh vai
trd ctia cam nhéan vé sy d6i mai va qua trinh quyét dinh chap nhan. Trong do6, tinh méi va tinh sang tao
lam ting cam nhén su d6i méi, khién ndi dung Buzz Marketing s& khéc biét hon (d6i méi) so véi quang
c4o thong thuong. Didu nay 1am cho Gen Z nhanh chéng chu ¥ va thir nghiém. Tinh twong tac 1am ting
kha nang tuong thich voi 16i séng sb ciia Gen Z anh hudng dén toc do chip nhan. Bén canh do, kha
nang lan truyén s& lam ting kha ning quan st cht ¥ ctia moi ngudi, tao nén hiéu ing qua cau tuyét, day
nhanh qua trinh khuéch tan, diéu nay gitip ndng cao nhan thirc thuong hiéu.

Ly thuyét can bang giita si ngac nhién va tinh quy ludt trong sang tao qudng cdo

Ly thuyét vé su cAn bang giita tinh bat ngo va tinh quy luat trong sang tao quang cao dugc phat
trién boi J. Goldenberg and D. Mazursky [9] trong cac nghién ciru cong bd vao nam 1999 va phat trién
nam 2002. Bay dugc coi la ly thuyét lam nén tang dé nbi cac Iy thuyet khac lai v6i nhau. Ly thuyet nay
cho ring sang tao khong phai 1a sy ngau nhién vé dinh ma 1a sy két hop giita cac yéu td méi la, bt ngd,
sang tao, kha ning lan truyén, tinh twong tac ciia Buzz Marketing lai v6i nhau dé dat dugc hiéu qua goi
1a sy kich thich. Ching kich hoat cam xtic t0 mo, tich cuc hay trang thai ndi tdm cua Gen Z dé thuc déy
nhan thirc thuong hidu. Viéc duy tri sy cing thing tich cyc giita tinh méi la va cac quy tic gitip quang
céo vuot qua dugc su tim thuong ma khong tré nén qua ky di, tir d6 tang cudng kha ning ghi nhé va
thai d¢ tich cuc cua nguoi tiéu dung.
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LYy thuyét vé tinh lan truyén ciia ndi dung truec tuyén

Ly thuyét giai thich sy lan truyén ctia ndi dung truc tuyén thong qua muc d¢ kich thich sinh ly
dugc phat trién boi J. Berger and K. L. Milkman [10]. Theo d6, mirc d6 kich thich sinh 1y 13 mot trang
thai huy dong nang luong thiic ddy con nguoi thuc hién cac hanh dong cu thé, bao gdm cé viéce chia sé
thong tin. Nhimng ndi dung khoi goi cam xuc ¢6 mirc d6 kich thich cao, bat ké 14 tich cuc (nhu sy kinh
ngac) hay tiéu cuc (nhu gian dir, lo lang), déu c6 kha ning lan truyén manh mé hon. Nguoc lai, nhiing
cam xuc c¢6 murc do kich thich thip hodc mang tinh trc ché nhu ndi budn s& lam giam xu huéng chia s¢
ctia nguoi dung. Pidu nay ciing c6 thé 1y giai cac dic tinh cia Buzz marketing c6 thé tao ra cam xiic
hung phan, kich thich cao, lam cho ndi dung dé& duoc chia s¢, kha nang lan truyén tang din dén tiép xtc
1ap lai v6i thuong hiéu Momo, tir d6 ciing ¢6 nhén thirc thuong hi¢u.

Ly thuyét hieng phdn vé sw té mo va hanh vi khéam pha

Ly thuyét hung phan vé sy td mo va hanh vi kham pha cua D. E. Berlyne [11]. Noi vé tac dong
cua gia tri cam xuc va dong co tu thé hién ban than ddi voi viée chia sé nodi dung cling dugc. Nghién
ctru chi ra rang ndi dung mang tinh tich cuc thuong c6 kha niang lan truyén cao hon ndi dung tiéu cuc
vi moi nguoi thich dugc nhin nhan 14 nhitng nguoi chia sé nhitng diéu lac quan va mudn cai thién tam
trang ctia ngudi khac. Bén canh do, viéc chia sé con dugc thic déy boi gia tri trao ddi xa hdi, noi con
ngudi truyén di nhitng théng tin hitu ich, thuc t& hodc thi vi dé xay dung uy tin ca nhan va tao ra su gin
két xa hoi. Nhu vay, sy lan truyén khong chi phy thudc vao ban chét cua noi dung ma con chiu anh
huong siu sic tir nhu ciu dinh hinh ban sac va duy tri mbi quan hé cta ngudi giri. Pay chinh 1a hanh vi
kham pha theo Berlyne: hanh vi tim kiém thong tin dé thoa man to mo. Tir hanh vi kham pha tryc tiép
tang nhan thirc thuong hiéu vi mdi 1an kham phé déu lam ting sw quen thudc va nhan thie thwong hiéu.

2.2. Cac nghién ctru lién quan

Nghién ctru “Tdc déng ciia Buzz Marketing dén y dinh E-WOM ciia khdch hang: Mt nghién ciru
thwe nghiém tai Viét Nam”, Chi Minh Le va cong sy [12] dé phan tich sy tac dong cua cac yéu td trong
chién dich Buzz Marketlng dén y dinh thyc hién truyén miéng dién tir (e-WOM) ciia khach hang théng
qua bién trung gian 1a niém tin vao thong diép. Thong qua phuong phap m6 hinh hoa cau trac tuyen
tinh (SEM) vé&i ¢& mau 367 ca nhan tai Viét Nam, nghién ciru da xac dinh duge ba nhan td chinh céu
thanh Buzz Marketing c6 anh hudng tich cuc dén niém tin ctia ngudi dung mang xa hoi, bao gdm: tinh
sang tao, su 1o rang trong théng diép va tinh hai hudc. Nghién ctru tap trung vao cic yéu tb cia Buzz
marketing hi€u qua trong viéc kich thich e-WOM chi khi thong dié€p sang tao, hai hudc va rd rang, thong
qua viéc xdy dung long tin. Két qua chi ra rang khi nguoi tiéu dung cam thiy thong diép Buzz Marketing
sang tao, dé hiéu va mang tinh giai tri, ho s& c6 muc d9 tin tuong cao hon, tir d6 truc t1ep thic ddy y
dinh chia sé, binh ludn hodc gidi thiéu Ve san pham/dich vu trén cac nén tang truc tuyén. Tuy nhién
nghién ciru khong dé cap rd rang dén mdi quan hé gitra Buzz Marketing dén nhan thirc thuong hiéu.

Nghién ctru ctia C. Leila and G. Abderrazak [5] voi dé tai “Tdc dong ciia hiéu qua chién dich tiép
thi lan tmyén dén hinh dnh, nhén dién thwong hiéu va quyét dinh mua hang: Vai tro diéu tiét ciia sw
gdn két” da thiét 1ap mbi lién hé tryc tiép gitra buzz marketing v&i cac bién sé nhu hinh anh thuong
hiéu, nhén thtrc va quyét dinh mua hang, ddng thoi nhin manh vai tro diéu tiét cua mac d6 gin két
khach hang. Nghién ciru cho thdy Buzz Marketing dugc xem 1a cong cu truyén thong tuong tac méi,
két hop tiép thi dudng phd va tiép thi lan truyén tao “truyén miéng” ¢6 chu dich. Trong d6, cic tic gia
nhin manh Buzz Marketing gitp ngudi tiéu dung trd thanh “ngudi lan toa” (buzz actors) thay vi chi la
nguoi nhan tin. Buzz Marketing hiéu qua khi nguoi ti€u dung dugc tham gia ty nguyén, sang tao va
khong bi thao ting. Day 1a co sd 1y thuyét dé cho cac nha truyén thong quang cio hay cac cong ty hiéu
1 hon vai tro cta buzz trong quang cao.

Nghién ctru “Sir dung hiéu qud Buzz Marketing dé chdp nhdn thuwong hiéu va vai tro trung gian
ciia sw twong tdc voi khach hing giita thé hé Millennials va Centennials” ctua P. V. Kumar and C.
Srivastava [13] v6i muc tiéu kham pha vai tro ciia Buzz Marketing trong viéc thic ddy su chdp nhén
thuong hiéu thong qua su tham gia cua khach hang gitra hai thé hé Millennials va Centennials. Nghién
ctru chi ra rang Buzz Marketing la cong cu thay thé hiéu qua cho quang céo truyén thong thong qua cac
yéu td tinh doc ddo, tinh gy tranh cai, bi mat va dac biét kha nang lan truyén co tac dong t6i chap nhan
thuong hiéu nhung lai bo qua nhén t6 nhan thirc thuong hiédu (thuong dugc coi 1a trung gian gitta Buzz
va chap nhan thuong hi¢u). Thong qua phén tich, nghién ctru xac dinh vai tro trung gian ctia sy gén két

108



Téc déng ctua Buzz Marketing dén nhén thirc thuong hiéu vi MoMo cta Gen Z tai TP. H6 Chi Minh

d6i v6i viée chap nhan thuong hiéu, dong thoi phat hién ra rang thé hé Centennials (Gen Z) hoat dong
tich cuc hon trong viéc tao ra cac thong tin lan truyén va ty sang tao ndi dung so véi thé hé Millennials

Nghién ctru “Digital Buzz: Phdn tich tac dong cua E-WOM, hinh anh thwong hiéu va long trung
thanh véi thwong hiéu doi véi Y dinh mua hang trong cudc canh tranh dién thoai théng minh Oppo va
Vivo ctia Indonesia trén Shopper” ctia J. Ela and J. A. S. Rana [14] da phan tich sy tac dong ctia truyén
miéng dién tir (E-WOM), hinh anh thuong higu va long trung thanh thwong hiéu dbi véi y dinh mua
sam dién thoai thong minh Oppo va Vivo trén nén tang Shopee tai Indonesia. Tuy nhién, nghién ctru
chi ra sy khac biét gitta hai thuong hiéu: trong khi long trung thanh thuong hiéu chi c6 tac dong dang
ké dén y dinh mua Oppo, thi E-WOM lai chi dong vai trd 14 yéu t6 du bao quan trong ddi véi y dinh
mua Vivo. Nghién ciru khang dinh ring Buzz Marketing k¥ thuat s6 (Digital Buzz) gitup thuong hi¢u
tiép can nhanh va tao dung hinh anh thwong hi¢u trong tam tri nguoi ding tré.

Nghién ciru cua tac gia Hennig-Thurau T., va cdc cong sy [15] vdi ti€u dé “T ruyén miéng dién tur
théng qua cdc nén tang ldy y kién nguwoi tiéu dung Dleu gi thiic ddy nguwoi tiéu ding thé hién ban than
trén Internet? " tap trung vao viéc tim hiéu cac yeu t6 thuc ddy nguoi tiéu dung thuc hién truyén miéng
dién tir (eWOM) trén cac nén tang truc tuyen Tuy trong tam 1a eWOM, nhung 6ng nhin manh rang sy
cha dong chia sé ndi dung c6 tinh lan truyén 1a déu hiéu cho thiy thuong hiéu di tac dong manh dén
nhén thirc ctia nguoi dung.

So v6i cac nghién cuu trudc, trong nghién ctiru nay da tap trung vao nhan thirc thuong hi¢u lam
bién phu thude chinh; Mé rong cac chiéu cua Buzz Marketing; Nghién ctru dugc thuc hién trong boi
canh dich vu di chuyén Xanh SM tai Viét Nam, cac nghién ctru trude da khong lam rd vai tro cia cac
dic tinh Buzz Marketing d6i véi nhan thirc thwong hiéu trong cung linh vuec.

Tém lai, nghién ctru nay khong chi kiém tra vai tro trung gian hay diéu tiét ma con tap trung lam
16 co ché tac dong truc tiép cua cac dic tinh ¢t 16i ciia Buzz Marketing dén nhan thire thuong hiéu, tu
d6 dong gop vao 1y thuyét Buzz Marketing va marketing dich vu sé tai Viét Nam.

Bang 1. Téng hop cac yéu té anh hudng dén nhan thirc thwong hidu tir cac nghién ctru trude

STT | Cac yéu tb anh huong dén nhan thirc thwong hiéu Céc tac gia

1 Kha ning lan truyén [8]; [9]; [10]; [11]; [12]; [13]; [15]
2 | Tinh méi [8]; [9]; [13]; [15]

3 | Tinh bt ngd [9]; [11]; [12]; [13]

4 | Tinh sang tao [8]; [9]; [12];

5 | Tinh tuong tac [8]; [9]; [13]; [15]

Nguon: Nhém tac gid tong hop
2.3. M6 hinh nghién ciru

Mo hinh dugc thiét ké duya trén 1y thuyét Khuéch tan sy doi moi cua E. M. Rogers [8] cho thay
ndi dung Buzz chi lan toa manh khi ¢6 lgi thé twong d6i va tinh twong thich cao véi 16i sbng Gen Z.
Bén canh dé 1y thuyét can biang gilra sy ngac nhién va tinh quy luat trong sang tao quang cao cua J.
Goldenberg and D. Mazursky [9] bd sung ndi dung phai két hop tinh méi la vi cdu trac quen thuge dé
vira doc déo vira d& chap nhan, tranh ky di. Hai 1y thuyét cua J. Berger and K. L. Milkman v& tinh lan
truyén ndi dung truc tuyén [10] va D. E. Berlyne 1y thuyét hung phan vé sy to mo va hanh vi kham pha
[11] giai thich dong lyuc lan truyén: kich thich sinh 1y cao thiic day chia s¢ nhanh chong, trong khi dong
co tur thé hién ban than va gia tri trao ddi xa hoi (chia sé ndi dung tich cuc, hitu ich) giup nguoi ding
xdy dung hinh anh c4 nhan va gin két cong dong.

Tir két qua khao sat chuyén gia, thao ludn nhém két hop vdi co so ly thuyét cung cac nghién
clru trude, nhom tac gia dé xuat gia thuyét cho 5 nhan t6 cua Buzz Marketing gém c6 (1) Tinh md&i,
(2) Tinh bat ngd, (3) Tinh twong tac, (4) Tinh sang tao, (5) Kha ning lan truyén co tic dong dén nhan
thure thuong hiéu.
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Hinh 1. M6 hinh nghién ctru dé xuét
(Nguon: nhom tac gia dé xuat)

Tinh méi phan 4nh mirc 6 doc ddo va khac biét cia ndi dung truyén thong trong chién dich Buzz
Marketing so véi cac thong di€p quang cao thong thuong trén thi truong. Theo nghién ctru cua Jacob
Goldenberg va David Mazursky [9], khi thong diép truyén thong s hitu tinh méi cao, no kich hoat co
ché tim kiém sy méi la ty nhién trong ndo bd ngudi tidu dung, gitp ting kha nang thu hut su chi ¥ ngay
tir gidy dau tién va tao ra an tugng nhan thirc ban dau cyc ky manh mé vé thuong hiéu, twong dong vai
nghién ctru cua P. V. Kumar and C. Srivastava [13].

Gid thuyét (H1): Tinh méi c6 tac dong tich cuc dén nhan thirc thuong hiéu cua vi MoMo

Tinh bat ngo trong Buzz Marketing déng vai tro 1a yéu td cam xuc then chdt, tao ra sy kinh ngac
va kich thich tri td mo, tir d6 tang kha nang chia sé thong di¢p mot cach ty nhién va nang cao nhén thic
thuong hiéu dang ké. Nghién ctru ciia C. Leila and G. Abderrazak [5], K. Efrat va cong sy [30] hiéu qua
cua chién dich Buzz Marketing c6 tac dong tich cuc truc tiép dén nhan thuc thuong hiéu, déc biét qua
céc yéu t bat ngo gitip ndi dung lan téa nhanh chéng trong cong ddng ngudi tiéu dung tré.

Gid thuyét (H2): Tinh bit ngd c6 tac dong tich cuc dén nhan thic thwong hiéu ciia vi MoMo

Tinh tuong tac déng vai trd quan trong trong viéc két ndi thuong hiéu voi nguoi tiéu ding mot
cach chu dong. Theo P. V. Kumar and C. Srivastava [13], su tuong tac hai chiéu trong Buzz Marketing
gitp nguoi tiéu dung cam thay dugc lang nghe, dugc tham gia va tir d6 hinh thanh cam xuc tich cuc voi
thuong hiéu.

Gid thuyét (H3): Tinh tuong tac c6 tic dong tich cuc dén nhan thic thwong hiéu ciia vi MoMo

Tinh sang tao d& cap dén cach thwong hiéu trinh bay thong diép mot cach doc ddo, hap dan va
khac bi¢t. Chi Minh Le va cong su [12] nhan manh rang tinh sang tao trong néi dung Buzz Marketing
¢6 anh hudng tich cuc dén hinh anh thuong hi¢u, von 1a mot khia canh quan trong ctia nhan thirc thuong
hi€u. Su sang tao khong chi tang kha nang chia sé ma con giap thuong hi¢u khac hoa ban sac riéng
trong tam tri nguoi ti€u dung.

Gid thuyét (H4): Tinh sang tao co tac dong tich cuc dén nhan thirc thuong hiéu cia vi MoMo

Kha nang lan truyén thé hién mirc d6 d& chia sé ciia ndi dung marketing. Chi Minh Le va cong sy
[12] nhan dinh rang ndi dung c6 kha nang lan truyén cao s€ giap thuong hiéu ti€p can rong rai va thuong
xuyén hon dén ngudi ti€u dung, tir 6 cung co mirc 46 nhan biét. Pong thoi, nghién ctu cua J. Ela and
J. A. S. Rana [14] ciing chi ra rang kha nang lan truyén 1a dong luc cot 18i trong viéc hinh thanh hinh
anh thuong hiéu manh trong méi trudng so.

Gid thuyét (H5): Kha nang lan truyén co tac dong tich cuc dén nhan thic thuong hi¢u cua vi MoMo.
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3. PHUONG PHAP NGHIEN CUU

Nghién ctru dugc thuc hién thong qua sur két hop phuong phap nghién ctru dinh tinh (thu thép tir cac
nghién ctru lién quan dén Buzz Marketing, thlet ké thang do, phong van chuyén gia, phong van nhom,
v.v). Céc ngudn thong tin nay gitp lam 16 nén tang 1y thuyét va co sé khoa hoc ctia mé hinh nghién ciru,
va nghién ctru dinh luong nham thu thap thong tin, phan tich dit liéu phuc vu cho muc dich nghién ciru.

Trong nghién ctru nay, nhom tc gia s dung phuong phép thuén tién chon mAu phi xac suit dé
thu thap dir liéu, dam béao tinh dai dién cia mau va han ché sai léch trong qué trinh thu thap dir liéu.
Theo d6, dbi tugng khao sat 1a nguoi tiéu dung tai TP.HCM, nhiing nguoi da timg tiép xtic véi chién
dich “Léc Xi” ciia MoMo hodc ¢6 quan tim dén vi dién tir. Theo Hair J. F. Hair va cong su [17], kich
thudc miu tdi thiéu cho phan tich nhan té nén 1a 5, hodc t6t hon 13 10 1an sb bién quan sat trong bang
hoi. Ty 1& quan sat/bién do ludng 1y twong 14 5:1 [18]. Di vdi phan tich hoi quy, kich thudc mau cén
thoa man cong thirc n > 50 + 8p, trong d6 n 1a kich thudc mau t01 thiéu, p 1a s6 blen doc 1ap trong mod
hinh [5]. Nghién ctru nay st dung bang cau hoi ¢6 30 phat biéu gom 25 phat biéu vé cac yéu tb thudc
Buzz Marketing va 5 phat biéu thudce nhan thie thuong hiéu. Pé dam bao phan tich EFA hiéu qua va
dép tmg yéu cau nghién ctru, kich thuéc mau tdi thiéu can thiét 1a 160.

Théng tin dir liéu duoc thu thap thong qua khao sat cac ca nhan thudc thé hé Gen Z dang sinh
séng, hoc tap va lam viéc tai TP.HCM va da ting tiép can hodc st dung vi dién tir MoMo. Mau diéu tra
trong nghién ciru chinh thirc dwoc thuc hién bang phwong phap dinh lwong véi dir liéu thu thap thong
qua khao sat truc tuyén va truc tiép, sau khi sang loc, thu dugc 530 phiéu hop 1. Khao sat dugc tién
hanh bang bang c4u hoi voi thang do Likert 5 mic do. Sau khi thu thap dir lidu, nhom tac gia st dung
phan mém SPSS dé phan tich voi cac ki thuét: Théng ké mo ta, kiém dinh do tin cdy thang do thong
qua hé sb Cronbach’s Alpha, phén tich nhan td kham pha (EFA), CFA, phén tich tuong quan Pearson
va phan tich hdi quy tuyén tinh nham xac dinh murc d6 tac dong cua cac yéu t6 Buzz Marketing (tinh
moi, tinh bat ngd, tinh sang tao, kha ning lan truyén va tinh tuong tic) dén nhan thirc thwong hiéu vi
MoMo cua Gen Z tai TP.HCM.

4. KET QUA NGHIEN CUU VA THAO LUAN

4.1. Két qua nghién ctru
Thong ké mé td va Kiém dinh thang do Cronbach’s Alpha

Mau nghién ciru duge thu thap théng qua khao sat truc tiép va truc tuyén nham phuc vu cho viée
danh gi4 tac dong ctia Buzz Marketing dén nhan thic thuong hiéu vi MoMo cua Gen Z tai TP.HCM.
Quy mé mau duoc lya chon dam bao du 1é6n dé thuc hién cac phén tich dinh luvgng va nang cao dd tin
cdy cua két qua nghién ciru. Sau qua trinh sang loc va lam sach dit liéu, 530 bang tra 10i hop 1é duoc
giit lai dé dua vao phan tich chinh thic.

Trong tong s6 530 ngudi tham gia khao sat, nam gidi chiém ty 1¢ cao nhat véi 360 ngudi (67,9%),
tiép dén l1a nir gioi voi 164 ngudi (30,9%) va 6 nguoi thude gidi tinh khac (1,1%). Tat ca ngudi tham
gia déu thudc thé hé Gen Z, la nhirg nguoi sinh trong giai doan 1997-2012 theo nghién ctru cia M.
Dimock [19] va cac ngudn uy tin nhu Library of Congress [20] va Britannica [21]. Két qua nay cho thay
su phan b6 gidi tinh trong mau khao sat, trong d6 nam giGi chiém da sd. Vé thu nhép, trong tong 56 530
nguoi tham gia, co ciu duge phan bd nhu sau: 51 ngudi (9,6%) c6 thu nhap dudi 3.000.000 dong; 102
ngudi (19,2%) c6 thu nhap tir 3.000.000 ddng dén dudi 8.000.000 dong; 29,1% cod thu nhdp trén
8.000.000 ddng; va 42,1% chua c6 thu nhap on dinh. Nhin chung, phan 16n ngudi tham gia khéo sat c6
thu nhép thap hodc chwa én dinh (chiém 51,7%), phan 4nh dic diém dién hinh ciia nhom Gen Z.

Két qua thong ké mo ta cho thay 87,3% ngudi tham gia khéo sat x4c nhan rang ho da timg nghe
hodc biét dén ‘thuong hiéu vi dién tir MoMo, phan anh mirc d6 nhén dién thuong hiéu twong dbi cao
trong nhom dbi tuong Gen Z tai TP.HCM. bang cha y, 65,3% ngudi duge khao sat cho biét ho biét dén
MoMo théng qua cac video hodc clip lan truyén trén cic nén ting mang xa hoi nhu TikTok, YouTube
va Facebook, cho thay vai tro ndi bat cuia cic ndi dung mang tinh lan truyén trong chién lugc Buzz
Marketing cua thuong hiéu.
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Két qua kiém dinh 25 thang do cho 05 nhém yéu té tac dong dén nhan thirc thuong hiéu vi MoMo
ctia Gen Z tai TP.HCM, véi thude do Likert 5 ¢6 gid tri trung binh (Mean) thap nhat la 3,48 va 16n nhat la
3,60 véi d6 1éch chuan > 0,6, tirc 1a cac thang do déu dugc chap nhén trong mo hinh nghién ctru [17, 18].

Két qua phan tich yéu t6 kham phd EFA

Bdng 2. Phan tich nhan t6 kham pha EFA cho thang do c4c bién doc 1ap

Hé sb tai nhan td

Mai hoa ,
Nhén t6 3

Nhan t6 1 Nhan t6 2 Nhan t6 4 Nhan t6 5
0,851
0,839
0,832
0,831

0,829

NO4
NO3
NO5
NO2
NO1
UN2
UN4
UN3
UNS5
UNI1
VI3
VI1
VI5
VI2
VI4
CR1
CR5
CR3
CR2
CR4
IN4
IN3
IN1
IN2
IN5

0,855
0,845
0,821
0,820
0,817

0,842
0,828
0,827
0,824
0,813

0,846
0,838
0,832
0,808
0,796

0,826
0,821
0,820
0,816
0,811

Nguon: Két qua nghién ciru ciia nhém tic gia (2026)

Bdng 3. Két qua phén tich chi s6 EFA

Nhén tb

Chi sb

1

2

3

4

Eigenvalue

4,114

3,688

3,430

3,201

2,824

Tdng phuong sai trich (%)

16,455

31,205

44,926

57,732

69,027

Nguon: Két qua nghién ciru ciia nhém tic gia (2026)
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Bang 4. Kiém dinh KMO v& tinh phit hop ciia viéc 14y miu KMO and Bartlett's Test

Kiém dinh Kaiser-Meyer-Olkin vé& sy thich hop ciia miu 0,872
Gia tri Chi — Square 6867,825
df 300
Sig. .000

Kiém dinh Bartlett's v& cdu
hinh cia mau

Nguon: Két qua nghién civu ciia nhom tdc gia (2026)

Hé s6 KMO = 0,872 (0,5 < KMO < 1) dat mirc t6t va dam bao diéu kién tdi thiéu. Thong ké Chi-
Square ctia kiém dinh Bartlett’s c6 gia tri 6867,825 v6i mirc ¥ nghia Sig.= 0,000 cho thy céc bién quan
st co twong quan voi nhau, qua do khang dinh dit liéu pht hop dé tién hanh phén tich nhan t6 [22]. Két
qué phan tich EFA cho thay tong phuong sai trich dat 69,027% (> 50%), dong nghia voi viée giai thich
dugc 69,027% su bién thién cia cac b1en quan sat, cho thy céac nhan t6 duoc trich c6 kha nang khai
quat hoa dir liéu 6 mirc d9 tuong dbi tt. Biém dig khi rat trich cac yéu to voi Eigenvalues 1a 2,824 >
1, cho két qua phan tich yéu to 1a phu hop. Cac bién quan sat co hé s6 tai yéu té dat yéu cau > 0,5, khong
¢6 bién quan sat nao co hé s tai 1én dong thoi trén ca hai nhan td, nghia la cac thang do dat gia tri hoi
tu. Két qua phan tich yéu té kham pha (EFA) cho thay cic nhom yéu t6 kham pha déu phu hop voi mo
hinh nghién ctu.

Bdng 5. Két qua phan tich chi s CFA

Chi-squared/df 0,968
GFI 0,956

CFI 1,000

TLI 1,002
RMSEA 0,000

Nguén: Két qua nghién ciru ciia nhém tac gia (2026)

Két qua phan tich CFA cho thdy mé hinh do ludng dat yéu cau. Cu thé, mé hinh dat d6 phu hop
t6t v6i cac chi s6: CMIN/Af = 0,968 cho thiy su khac biét giita mo hinh Iy thuyét va dit liéu quan sat Ia
rit nho. GFI = 0.956, vuot ngudng chip nhén, cho thdy mé hinh do ludng c6 muc do phu hop tét khi
xem xét tong thé cdu triic md hinh. Pdng thoi, cac chi s6 CFI = 1,000; TLI = 1,002 phan 4nh mé hinh
CFA cai thién r0 rét so voi mo hinh doc lép, thé hién mirc do pht hop cao cia mo hinh do ludong. Chi
s& RMSEA = 0,000 cho thay sai s xp xi ctia mé hinh 1a khong dang ké [17].

Phdn tich hoi quy tuyén tinh

Tir két qua & bang 1, tt ca cac bién doc 1ap (Tinh mdi, Tinh sang tao, Tinh bit ngd, Kha ning lan
truyén, Tinh twong tac) déu c6 mic y nghia théng ké Sig. = 0,000 (< 0,05), cho théy ching déu c6 tac
dong co y nghia dén nhan thirc thuong higu vi MoMo ctia Gen Z tai TP.HCM. H¢ s6 phong dai phuong

sai VIF (dao dong tir 1,004 dén 1 ,032) <2, cho thdy khong xay ra hién tugng da cong tuyén va khong co
mdi trong quan chit ché giita cac bién doc lap.

Bdng 6. Két qua kiém dinh hdi quy da bién (Model Summary)

Model R R? R? hiéu chinh | Std. Error of the Estimate | Durbin - Watson
1 0,746 0,556 0,552 0,5368 2,149

Nguon: Két qua nghién civu ciia nhom tdc gia (2026)

Danh gia két qua: Két qua trong bang Model Summary® sau khi phan tich hoi quy cho thay chi
s6 R? hiéu chinh ciia mé hinh = 0,552, ¢6 thé giai thich 1a cac bién doc 1ap dwa vao trong phén tich
hdi quy anh hudng dén 55,2% su bién thién cua bién phy thudc, 44,8% con lai duoc giai thich boi
céc bién khac bén ngoai mé hinh ciing nhu cac sai s6 ngau nhién. Ciing trong bang nay, chi sé Durbin-
Watson 1 2,149, nam trong khoang tir 1,5 dén 2,5 nén khong vi pham gia dinh tu tuong quan chudi
béc nhét [23, 24].
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Bdng 7. Két qua phan tich phuong sai (ANOVA)

Model Téng binh phuong df Mean Square F Sig.
Hbi quy 189,310 5 37,862 131,394 | < 0,001P
1 Phén du 150,994 524 0,288
Téng 340,304 529

Nguon: Két qua nghién ciru ciia nhém tac gia (2026)

Két qua phéan tich ANOVA cho thiy mé hinh hdi quy boi dat mure y nghia thong ké rat cao voi F
(5, 524) = 131,394 va p < 0,001. Piéu nay chimg t6 nim yéu té cia Buzz Marketlng cung nhau glal
thich mot phan quan trong ctia bién thién ctia nhan thirc thuong hiéu MoMo. Véi tong binh phuong hdi
quy dat 189,310 so v6i binh phwong phan du chi 150,994, mé hinh cho thiy céc bién doc 1ap c6 kha
nang dy bao rd rét ddi véi nhan thie thuong hiéu trong nhom Gen Z dugc khao sat. Két qua khang dinh
rang tap hop cac yéu td Buzz Marketing khong phai ngau nhién ma thuc sy 6 mdi lién hé chat ché voi
céch nguoi tré hinh thanh nhan thic vé thwong hiéu MoMo.

Bdng 8. Két qua kiém dinh hdi quy tuyén tinh

He s6 kh(?ng chuin He s6 ,ChUén . Collinearity Statistics
hoa hoa t Sig.
B Std. Error Beta Tolerance VIF
(Constant) -1,515 0,227 -6,686 0,000
NO 0,360 0,029 0,364 12,321 0,000 0,969 1,032
CR 0,281 0,031 0,269 9,121 0,000 0,973 1,028
UN 0,307 0,030 0,303 10,353 0,000 0,990 1,010
VI 0,377 0,030 0,371 12,711 0,000 0,992 1,008
IN 0,271 0,030 0,260 8,902 0,000 0,996 1,004

Nguon: Két qua nghién ciru ciia nhom tdc gia

Tir két qua trén, ta c6 phuong trinh chua chudn hoa thé hién cac yéu t6 tac dong (Xi) dén Y — nhan
thirc thuong hi¢u vi Momo cua Gen Z tai TP.HCM, nhu sau:

Y =0,377*VI+0,360*NO+0,307*UN+0,281*CR+0.271*IN + ¢
Sau khi chuan héa ta con lai phuong trinh
Y =0,371*VI+0,364*NO+0,303*UN+0,269*CR+0.260*IN

Ddng thoi, hé s6 phong dai phuong sai VIF cia cac bién deu rat thdp (dao dong tir 1,004 dén
1,032), cho thdy mé hinh khong vi pham hién tugng da cong tuyén.

4.2. Thao luan

Két qua cho thiy ca 5 gia thuyét déu dugc chip nhan, khing dinh ring nam thanh phan cbt 15i cua
Buzz Marketing déu c6 tac dong tich cuc dén nhan thiac thuong hi¢u cia MoMo trong nhom Gen Z tai
TP.HCM. Trong d6 bién kha ning lan truyén c6 hé sé Beta chudn hoa = 0,371 cho thdy day 1a yéu t6
c¢6 muc do anh hudng manh nhat dén nhén thirc thuong hiéu, tiép theo 1a tinh mé&i Beta = 0,364; tinh
bat ngd Beta = 0,303; tinh sang tao Beta = 0,269 va tinh tuong tac Beta = 0,260.

Kha ning lan truyén ndi 1én 1a yéu tb then chét nhét, cho thay khi chién dich MoMo tao dugc hiéu
{mg lan toa rong ri trén mdi truong so, thwong hiéu s& xuat hién thuong xuyén hon trong tim tri nguoi
tiéu dung tré, tir d6 cing c¢6 manh mé mirc d6 nhéan biét va ghi nhé. Két qua nay phu hop véi nhidu
nghién ciru trude day khi khing dinh tinh lan truyén 14 dong luc chinh thiic day nhén thic thuong hiéu
va tai san thuong hiéu [28]. Trong bdi canh MoMo, cac chién dich Lic Xi thanh cong chinh nho kha
nang lan truyén cao qua co ché chia sé va hiéu img mang.

Tinh méi ciing 12 yéu t6 c6 tac dong tich cuc va kha manh dén nhén thirc thwong hiéu Momo. Diéu
nay khang dinh rang viéc dua ra nhiing y tuéng, ni dung va hinh thirc truyén thong méi mé giap ting
cuong sy cht y va ghi nhd thuong hiéu trong tam tri Gen Z. Do thé hé nay d& nham chan véi noi dung
lap lai, do d6 tinh méi giip MoMo tao ra su khéac biét va duy tri sttc hut trong méi truong $6 canh tranh
cao. Két qua nay phu hop v6i nghién ctru ciia R. R. Ahmed va cong su [29], K. Efrat va cong su [30]
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v6n nhan manh rang yéu t6 novelty 1a dong lyc quan trong thuc day sy lan toa va hinh thanh an tuong
thuong hiéu trong chién lugc Buzz Marketing.

Tinh bat ngo cling thé hién tac dong dang ké dén nhan thirc thwong hiéu (0, 303). Khi chién dich
tao ra nhitng yéu t6 bat ngd, dot pha so véi ky vong thong thuong, nguoi dung Gen Z dé bi thu hat manh
mg hon, tir d6 néng cao mirc d6 nhan biét va danh gia tich cuc vé ' thuong hi¢u. Trong bdi canh MoMo,
céc yéu t6 bit ngd trong chién dich Lic Xi (phan thuong dot xuat, hiéu ing bat ngd) da gop phan tao
cam giac hung thu va tang kha nang ghi nhé.

Tinh sang tao c6 anh hudng tich cuc dén nhan thirc thuong hiéu MoMo (0,269), du mirc d6 tac
dong thip hon so v6i ba bién kia. Két qua phan anh rang nhiing y tudng sang tao trong cach thé hién va
trién khai chién dich giup MoMo xdy dung hinh anh thuong hiéu hién dai khac biét va dé dang khac
sau trong nhan thirc clia ngudi tidu dung tré. Tuy nhién, tinh sang tao can duogc két hop hai hoa véi tinh
lan truyén va tinh méi thi méi phat huy t6i da hiéu qua. Két qua nghién ctru nay nhat quan véi nghién
ctru trude cua K. Efrat va cong sy [30] von khang dinh sang tao 1a yéu t6 hd tro quan trong trong viéc
xay duyng nhan thuc thuong hiéu thong qua Buzz Marketing.

Pang chu y, tinh tuong tac di c6 tac dong tich cuc Beta = 0,260 nhung lai 1a yéu t6 yéu nhat trong
mo hinh. Két qua nay cho thdy viéc tao moi truong dé nguoi dung tham gia, phan hdi (thir thach truc
tiép...) van gop phan nang cao nhan thirc thuong hiéu, song hiéu qua thap hon so v6i kha nang lan
truyén va tinh mi la. Trong bdi canh truyén thong hién dai, viéc duy tri twong tac hai chiéu gitra MoMo
va nguoi dung Gen Z van 1a mot manh ghép quan trong dé hoan thién sirc manh cta Buzz Marketing

Tong thé, két qua nghién ctru khing dinh Buzz Marketing 1a cong cu hiéu qua dé xay dung nhan
thirc thuong hiéu cho vi dién tur tai Viét Nam, dac biét khi cac thanh phan duoc két hop dong bo. So vai
céc nghién ctru trude chi yéu tap trung vao positive buzz va brand awareness ngan han, nghién ctru ndy
d 1am rd muc d6 anh huong tuong ddi cua timg thanh phan trong bdi canh fintech va Gen Z — mot
khoang tréng ma it nghién ciru trong nuéc khai thac sau.

5. HAM Y QUAN TRI NANG CAO NHAN THUC THUONG HIEU Vi MOMO CUA GEN Z
TAI TP.HCM

Nghién ctru nay di lam sang t6 tac dong ctia Buzz Marketing dén nhén thie thuong hiéu. Céac bién
déu c6 tac dong dén nhan thirc thwong hidu. Két qua chi ra bién kha ning lan truyén c6 tic dong manh
nhét, trong khi tinh twong tac lai co tac dong yéu nhét. Hiéu duoc co ché tao Buzz kiém soat bén virng
thong qua cac chién dich nhét thoi (dién ra hang ndm nhu chién dich Lic Xi cia Momo). Cuy thé:

Péi véi tac dong ciia Kha ndng lan truyén: (1) Thiét ké noi dung khoi goi cam xtic manh dé thiic
day lan truyén ty nhién. Tép trung xay dung chién dich video/storytelling trén TikTok, Facebook,
Instagram véi cac yéu t bt ngd, hai hudc hodc cam xtc sau. Cach tiép can nay ting toc do lan truyén
tu nhién, nang cao nhan thirc thuong hiéu véi chi phi quang céo thap. (2) Tang cuong chat lugng, s6
luong va do tin cdy cia eWOM. Hop tac minh bach voi KOLs/influencer dé tao noi dung chan thyc, cé
strc anh hudng 16n. (3) Xay dung chuyén muc “Review about us” trén website/Facebook, khuyén khich
khach hang chia sé qua vu ddi nhé (voucher sau review). Téi vu SEO va trang dich dé review hién thi
cao trén Google. Pdng thoi, cung cap dich vu xuét sic cung trai nghiém dang nhé nhiam thic ddy chia
sé tu nguyén, bién eWOM thanh “vii khi” tu nhién nang cao nhén thuc thuong hiéu.

Doi véi tinh méi: thi nén phat huy tinh méi dé duy tri sy cht . Tinh méi c6 anh hudng tich cuc
dén nhan thic thuong higu trong bdi canh truyén thong s6 bio hoa va canh tranh tai chinh s6 cao. MoMo
nén lién tyc d6i méi ndi dung, hinh thirc truyén thong va gan két véi cac xu hudng so nhu video ngan,
ca nhan hoa trai nghiém hodc tich hgp cong nghé méi. Piéu nay gitp duy tri hinh anh thuong hiéu ning
dong, hién dai trong tam tri Gen Z.

Doi véi tinh bdt ngo: nén khai thac yéu td bat ngy mot cach kiém soat. Tinh bat ngd gitip gia ting
kha ning ghi nhé thuong hiéu, MoMo nén tao nhiing bat ngd tich cuc nhur vru dii ngau nhién, hoat dong
tuong tac sang tao, dong thoi dam bao minh bach thong tin dé tranh rui ro truyén thong. Ngoai ra MoMo
¢6 thé tich hgp co ché “bat ngd ca nhan hoa” qua Al trong giao dich hang ngay (vi du: ting khoan dau
tur vi mo ngau nhién hoic insight tai chinh bét ngo dya trén hanh vi thanh toan), gidi han 6 nhom khach
hang méi hoac thu nhap thép dé tranh lam dung. Diéu nay truc tiép phuc vu st ménh “Trg thu tai chinh
vGi AI” va chinh sach tai chinh toan dién.
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Poi véi tinh sdng tao: nén tap trung diy manh sang tao gan véi gid tri thyuc té&. Mac di mic tac
dong khong cao nht, tinh sang tao van déng vai trd quan trong trong viéc xay dyng hinh anh khac biét.
Céc chién dich c6 thé két hop yéu td giai tri véi loi ich chirc nang rd rang, gitip nguoi ding vira himg
thii vira hiéu rd gia tri sir dung cua san pham tai chinh sd.

Paéi véi tinh twong tdc: nén tich hop cac cong cu twong tac trén cac nén tang Tiktok, Facebook,
Instagram... dé khuyén khich ngudi ding tham gia tryc tiép, trao d6i y tuong va phan hoi thoi gian thye.
Ngoai ra con khuyén khich ngi dung do nguoi dung tao (UGC) va cong dong tuong tac. Xay dung cong
dong tryc tuyén hodc thir thich UGC (vi du: khach hang chia sé trai nghiém san phdm véi hashtag
thuong hi¢u), két hop véi phan hdi nhanh chéng tir thuong hi¢u dé tang tinh chén thyc va do tin cdy.
Diéu nay bién ngudi ding thanh "dai st" ty nguyén, hd trg xay dung moi quan h¢ lau dai va néng cao
nhan thirc thuong hiéu thong qua ewom. Str dung mot s6 nén tang chuyén nghiép dé t6 chirc webinar,
thao ludn nhom hodc hop tac ndi dung, noi khach hang tham gia dong sang tao gia tri.

Ngoai ra MoMo can nang cap tro 1y Al thanh nén tang twong tic hai chiéu thoi gian thyc (real-
time co-creation session), cho phép nguoi dung cung Al xdy dung ké hoach tai chinh c4 nhén trong Vi
tra sau hodc dau tu, két hgp gamification nhe va chia sé két qua vdi cong ddng. Chinh sach nay phi hop
v6i chién luge siéu tng dung va hop tac chinh phu [2]. Tinh tuong tac cao thuc ddy hanh vi lap lai va
lan truyén, n6 con nhin manh mé hinh ddng sang tao tai chinh c4 nhan hoa trong hé sinh thai MoMo,
tan dung quan hé déi tac ngan hang dé dam bao tinh chinh théng.

Han ché cuia d& tai: Mac di mé hinh do luong da dugc kiém dinh chat ché bang phan tich yéu té
xac nhan (CFA), cac mdi quan hé céu tric trong nghién ctru nay duoc kiém tra bang phuong phap
ANOVA thay vi mé hinh phwong trinh ciu trac (SEM). Viéc khong 4p dung SEM xudt phat tir tinh chat
cua dé tai la nghién ctru khoa hoc cua sinh vién dai hoc, véi thoi gian thyc hién han ché, trinh do dao
tao va nhan thirc vé phuong phap luan méi & bac dai hoc. Mic du ¢& mau 530 quan sat 1a du 16n cho
phan tich ANOVA, viéc thuc hién SEM day du doi hoi thém nhiéu thoi gian cho viée xdy dung md
hinh, kiém tra nhan dang va danh gia d6 pht hop nang cao — nhimg budc vuot qua pham vi va thdi han
cua dé tai.

Do do, du CFA da xac nhén tinh tin cdy va gia tri cia cac thang do, cac gia thuyét cAu trtc chi
dugc kiém tra bing ANOVA. Chung toi thira nhan day 1a mot han ché vé phuong phéap, vi ANOVA
chua thé ddng thoi wée lwong tit ca cac mbi quan hé va kiém soat 151 do luong nhu SEM. Tuy nhién,
két qua CFA viing chéc van dam bao chét luong do luong, va cac phat hién van cung cip nhirng hiéu
biét co ¥ nghia trong khudn khd mot dé tai sinh vién. Cac nghién ctru tiép theo nén sir dung SEM (CB-
SEM hoic PLS-SEM) dé kiém dinh toan dién hon khung 1y thuyét dé xuat.

Loi cam on: Nghién ctru nay do Truong Dai hoc Cong Thuong Thanh phé Hb Chi Minh bao tro va cip
kinh phi theo Hop dong s6 198/HD-DCT ngay 01 thang 7 nam 2025.
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ABSTRACT

THE IMPACT OF BUZZ MARKETING ON BRAND AWARENESS
OF MOMO E-WALLET AMONG GEN Z IN HO CHI MINH CITY

Vo Thi Yen Mi, Nguyen Dinh Tu, Pham Thi Le Hoa"
Ho Chi Minh City University of Industry and Trade
*Email: hoaptl@huit.edu.vn

This study aims to examine the impact of Buzz Marketing on brand awareness of the MoMo e-
wallet among Generation Z consumers in Ho Chi Minh City. A mixed-methods approach was employed,
combining qualitative and quantitative research methods to test the relationships and the degree of
influence of independent variables within Buzz Marketing—namely, Novelty, Interactivity, Surprise,
Creativity, and Virality—on MoMo's brand awareness through specific campaigns. The results indicate
that all proposed hypotheses are supported, with each variable demonstrating statistical significance.
Among them, Virality had the strongest positive impact on brand awareness, while Interactivity had the
weakest influence among the variables. Based on these findings, several managerial implications are
proposed to support MoMo and other fintech brands. Specifically, MoMo should continue prioritizing
the development of highly viral content, as successfully demonstrated through its Lic Xi campaign and
reward-sharing features. Simultaneously, the company needs to enhance interaction quality by
incorporating deeper gamification elements and personalizing user experiences. This strategy will allow
the interactivity factor to deliver greater impact in building and strengthening long-term brand
perception among Generation Z consumers.

Keywords: Buzz Marketing (Novelty, Surprise, Creativity, Interactivity, Virality), MoMo e-wallet, Gen Z.
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