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HtE= Lovelock & Patterson(2015)9] %, Al&E2] 7HA]+= 71543 2]
7] Qe AH|AY 7= A A AAEAEA Ao ZHA7E vk 74
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7 Agor ARt AFe] AAH THxeF wWEts Zolshs Aol Hi® o]
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EZ2qMe] anAet HEAEe vzl AR tg A2E g dnt
U e Zevh e olelet Mt wuase nAs g oug
AQNE WY s B APe thew 2L A A 9T 2AS 4Astn
Q72 APstect
(@F A ABRANY Lzt AEAES AF FIWAE
GEE, ASEER A7t YT
(AT BAD ABRAMY 2u|2e} gEatgo] Lulzte] A2
el mAE GRS AR FAWAE, HEE,
A5E)| uet Aol QTP

(AT BAZ QBRAM] 2r|Ze AEAG] X2k A
AE A AR FAol et Lulat Aol
ofwst e WAL}

1.3 38 @50t golo] z27 Aol

AEFAAM = adu|Hofo] T4l SNS AREAE HES|Aststal AR
S SHHAIZ O 24 (Barabasi & Albert, 1999), AH|Z} Q1243 4 H] SFo 4
FS ulAoh( Aol 9, 2017). o5 Higog E Aoy AMuto] <=
FAMHE FHF 4Tl 7t adnyoldolA SNS AMEAE tides
AZol Tet AHE Aoty S4tA o= AHZF Q1AM AH] P g
Fe HAlE AL Ao R A oSt



ASFAME SNSFS enyed =golzt AlE AHE Aub(Watts &
Dodds, 200724 HEE dEstal stste oA 2vare] )l4jolt
Psol dFS & 5 v FHHS 2 tHRogers, 1995). kA JAESF
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Fol A =" & AESP7ZIAY] ARt AuE IdER =947, 4%
7], A&7, AE7|IE oA vErd Zolt(Harrell, S. G. & D. Taylor,
1981). BFF2002)= AEe 7Isd22 Ui gdsH 27T =+ UL
L, Faode Al 71 Jid, & AAIE, dSE, AsFeE Wil
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1.3.4 AZFel digt 22" 717

salAE AES AR Bolele] £4E FuSE & e AL A
A EACIH(Sweeney et al., 1996). Et AHAIF 2| Zsh= Al
get e 1 AEes e WaslE dd, 19T 88 g o
FEA g@riel wooltH(Lovelock & Patterson, 2015). ©|AH AH|ZA= X
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2.1.1 &4nHo] AEFAA EAT {3

OIEYl 7]&o] WAy Ae AnfEED Zho AmtE rlHbo]A AR-9]
HA% Z7tet @A &4 HEYI AMHAGSNS) AHEAE Er|Hog F7HA|
Zom, 2uztelA gt ARE HAEste 715S okl ek oAl &HA
52 AAutelE AHgste] Aol g JRE g whE ohkgh SNS
ZPEo] T =& FFo] 2loH, SNS AHgoEr E5t =t}

ool wat SNS SHEo| SNSHA oA FEata SNS AH87H5el
A7 e SNsAel emuel @yt SASATHESA, 2019). vR2 of
SNSAOl emUel E7t SR ol T5S SNSAN Be BRelS
23 2L FASAY ARE Sbste do] G WAste oddE
Ao|chol e, Auled, FallE, 2011 FE 2019)

ABRANL dvHow BRYST W 455 AR Be £9, @

=2 1
oel, SNS AeF S o072 <lAlx] QIth(KOTRA, 2017).

QAEFANE A ABS Wolsh] ST AE B AR, & AUES
g AZHA AgotT AETHE Gl FHE Aeefold g £
S, 2018). ABFANY FEHY 5L SNS AGAE|A oAz
B3t 2GS JFS WAL = IEL A4 AR G Y
B A7, AR A4, PRE NS AGAENA AFHT FH5H e 5

SNS A-gAtel et AFHS LG,
S (2018) ABFAN] & 3
ey 5ol v A Wea 2ge] MXE gFe At 1k

2oAA 0] AHElA gt oz sjeldoe] AERolMd Tt 4n|z

Anps!

O

mlm _l



Birol 244 dd= vlAH, JASFAAM Hiet 28] B AlE Tl
O 7

s Tk gk
ST AFQO2DE AHlAe] ABEAN] e AZE EALE A
Ao Ausgol GFE AL FPAUA, ABTAA AR, AU,
S, RAVE, A%40] ANl Az A8 PAIT skt

ot &AL A7 ABFAMC] Y A7tE EALL wE FHaol

d

OIRE e leu AHARRe] wREEo] Fou|et JjkE wXt
(Avcilar & Ozsoy, 2015; Kambiz, & Saber, 2013)=

o},

Yo7t Gan & Wang(2017)2 AH|ZEE] QIEFAA ] digt QX3 2)7h, =
AB[A7E JIEFAA disl 2= 77 AdsE S50 o A F

Asrct.

o509 NS ABFAME AFuTe] Atfe] ool ek
AEFANSE Mg 7 FIF 2Fol FFSSIRE AulAst ZAH T
of ZBsot, ATTAL A4S oie] et ang IS SE U

4, 2021).

2.1.2 QlZ2ei Mo 4uzte} Aszte
Q59 £HAL ekl xAute] YEYT, = SNSo| B AR &
oSt glom, Apalo] TzS .

Aojziet.



o|A¥ SNSE& Ft AlFE et 48] EEo] BAStHUA ASFAMY &
HlAbe] oA AHRR AlE A H=et AlEe] AT s Sl
FFS nx= F9 WHelozA AFto] FEEI tH(Cui, Wnag & Xu,
2010).

AeAge ditdor ofwdt miZiAE Folo] Ay a%cte odd
PFoz HoJgd 4 glor(Lombaard & Snyder-Duch, 2001), FH Az}
F AH gAY &HRPTE AR FAS IS fls AE&AR] 4&F
Aol s, Y 7+ AT 7o Fr(e]dA], HFE, 2012).
oebd Joagoldt o] SAtAT IolA dojum, o] olopr|E
FATORA Mo Aghs wWehste= AN LA He oA £Ho| ddHE
ojgty & & St wEtA ISR A AB[Atel JoAgS JIE

=3
2
avztel BAE 22 MR AFSHY dE File Y BAS

)

4 o A (Es9, 2021).
Q5d SNS Aol o] JIEFAA Fa uAG A= AlE A
FAY Aol QJEFAACZ] wigol] 4HAEL dFE AFAQ A
AR ED @] e Tk BAQ JIEFAA B nHEe F
3 A& FuiE Z2AS hHKempe, Kleinberg, Tardos, 2003).

59 AHZtE FHO Qe IFE H Al=Fstal FHjof] SloiME 1E
o] oJAS w2 Aol <t Keller®t Berry(2003)= 7142 UAFofA
SNSGollA dFd= 71 JEFAAME e Ao A= LA Fastt

I 5t Brown D., ¥ Hayes N.,(2008)= 2529 7|YE2 AH|[Z o7 H
&

B GFEe ud 5 b Az e Zotok shrka Fashet.
W7 Qmel B Aol @ Aol PR T ARt 3RE A

_9_



it

O__d‘
5]
e

°

°

SIEERRIR
e gozuy

o

omue eolt watA

1

—

o

o 7he W AuRe]A] A

1
=2

-

oF

o

7|4 oF

2

1
—

T uA"A Fas AL exyd 4y

=
=

¢t (Kotler & Keller, 2012).

O

=]
|

st QA oH(Griffith, 2011).

s AlAlE AJE7E Hpol

O!

[¢)

= b&

Aol 9
130 A A R

o
1A e}

=
e

A

az
=

15

=

(<]

o}

=
2okl WAE FHOR ot

olgty ZEHOoR
ol ABRANY o7z ARE FA

7o ¢l
Apef 7|

S

oldel Bhe A AT
Folg

)

W

o
-

=
=
T

A=A

5 aviAst 4

o] &ML B} Fuf oo

I, AERIMY Aol Aulge] HRE o] 3
=240 wjelyol u) olwe] 7bg

1=

[e]
FdFS ©

1

o

N
s

i~

ol

1 9%

33l

27 ool 3

Al
™

_10_



]

N

A

H(

oL

1:1\‘
(N

g , 2022)¢ THE QJIEFAAZE aH|RoA] mR]= Gl diRt ¥4
o] Eth. Ut ofAZIAE QIEFOIA 9 ofy 7tx] FElH JF 2ol 4
o AFEA ¢ Utk

59] B2 AH[AREC] SNSE Bl AlFgs FHlishe Bl soludA
NEFAA G AR} o282 AH[A FojH ko] JF= vlAl= F2F
Qo2 £EIIH(Cui, Wnag & Xu, 2010).

JAEFAAL anztet Aoabggdolgt & Oti2 JAEFAACL 4H[ALe]
BANA AFE 9ol dojub= ohFet d9l(Lombaard & Snyder—Duch,
2002 Ao, o]=gt QJIEFAA S AuAet A, & AL
AEE AlFcte JAEFAA} AH 828 LM S ot vHE 47
Qlaff FARIZEE AEeiA Fude Y-S 7[EoR FrRo]dA], HFE
2012).

Wiliam & Rogers(1988)+= AF

L oA, H2st olopr]g Fo| WL 3
Zebx shgh. HTA(2000 olefet FEAgA o] Fio] FHH IFL
i zZ7og §

[e)
g o Qo FASk, ERE ASFAATE 2Rt S
=
=

=~
Lynch, Weitz, Janiszewski, Lutz, Sawyer & Wood, 1997)= 3

olgfet FHY FFH2 2= Al UM <



22 FolmAol 2t A 43

2.2.1 A&e] o] mAtolE

AEE A8e 71 A3 sid7iAlz dAdo] it AlEe] A& #oluA
FH I e opd dizpx] o] Bgo] lolnt. RE AR o] d¥e A=
AL e w5l "o o7 % A E48 571 (Product Life Cycle : PLC)
2tal stal, ofof et o225 AEFT] olEeltal FrHFHH, 1995).

ZAzrel Alg2 AEe <% 7]7} Mz t2o BgE AIZke] ok A
2 o=n. Algelu A &4, 2 Ao wet O fRETle 449
o7t EEinh. Aol Yz AlE2 Aol d7Aom EASHH Huls]

© Zo] ofyet dA Alzto] AU APFoA ARRFRITE 11 o]f= ABH[AEY
AlFol izt &+ ¥ish B MEL 7le AFe FeR Q1% =g A
= Edd7] dizoltt

AEZTET71 Aol AFel =45 & AEsh7 |74 9] At AE 72t
geg TR Uebd Aoltk(Harrell, S. G. & D. Taylor, 1981). A=
THF= EY7, A7), A7), AEZIE U, I oAl BEE
=71t AT A, As717F AW, AEZI7E et Aoleta sl

_12_



ZY71E Holt ARNel olzd, AF Wujzpe] FAs Frldch AFol
Solt}, AuHe] BAE A} Eobx|
5ol 487} Lol AFC] WofF k=AY FRA FEA AL

A7) AYBD AR Qe AFS FHT e A AvAE )

S5 AES PG 4PoR Fa EaHolth A Fant: gAse

g gk ) 2 W Z7p} Estslel 9 52 WE
= Eqvu

9, 415)7]
NAAGET AR} Holith, A&7 o] A= WolA] Lulzte] A

2 18 877} AekAy] AZela ujEo] ZOHAEZ, 1993),

2 olF oYF YIS Wole
A 21000)E AFY ol mAolF,  FHFII) whet 471 4
A

%719 AE-E dHFFOIFL sto] AH|RFEC] YR Hoto AdHEo=z A



lo

SERC
2.3 AZ gt 282 A2 7]

2.3.1 MR 2ZF 7HA]

A B we olf AR BEE 4 o, of
AHHEH ABRRe] ZhA] Q142 b F a5t
AB[ZFY] 7ER] QA AlFoly AH|A9 ARAHQl 7R E Hrksto] a8
A3t & U= A2 Addste AN EAgs AAl olFol AT
(Sweeney et al., 1996).

A} QAskE HlE 2 ol 5 AR ol 2 4 Stk

AR e AFutct d2A EAske AFE AAS] WAZ 7Hx]elal, 4= B
27F AAskE 7HR7L ofd AH|RE A ZbehE AlES] Zhx] o]t

At om AB|ZZL A|Ztehes AlE, T AH|2o] High 7= 1 AlEolut
AE|Ag QIs] TASH= dElolyt 1o wE ST H|-gof Tt AH|RE9
g mwaor AHolHEth(Lovelock & Patterson, 2015).

Zeithaml(1998)2 AH|Z} 7FA]E 129 Y| 7HA]2 E=25}4c}.

AR, 32 714 NEY 7HA, 24, 2% JEe 7HA, AlA, 91 HE diH]
4 e 7HA], UA, ARE 8, e Eo94 €A He 7HA] Solth

olget ¥l 7kx] 7HAE st $9E Ndom gofstd Al Az 7}
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), Tohe) AH GeEie Wsks Asld Ay, SR AsE gl
SShs 4R P, AE 40 REHE A4 &7 FEnt So4 #
o 53 BAY AAY A AR EFSHe oAEY Ado s

S| & SHATHEFATFA SRxhA, 2023)

2ol Fulje]l S mlAlE AFl it aB[Ake] 24 743 F
E 02 s AEY 483 ANt g2 2Ae AdolthAvdlar &
Ozsoy, 2015). °] 4% HAA2 Holbrook & Hirschman(1982)7} *-&2=2
At AAA 7HA] g e mA, 1 7HA7F AR ABARY] WEGE AX
THGan & Wang, 2017). Holbrook & Hirschman(1982)&= Al&-S AH|[ZS]

2791 ANH AUL FEATNE sow R

J

E71% B2 Hobt AfEA] g T2 FHE AScte S8ttt A
S h(Dawson, Bloach & Richway, 2002). Al&o] 713 A-82 7px]Hat
otlzl A4 7HAE SAHcr A5 wwolt. ol =& dHAQl
AF A" Z2A|27F obd AHES] 7g2] wado] ot AolA|nt oA 9l
T2AA7E A" HDoyle & Stern, 2006). o9 T2 4ol 7tx] F &7
&2 AHARO] Ao et Bk whgomA AHR; ZRA] Q1AS FASHE
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olgigt SHAA £ IAANA AFo et HAF 7HAE FoAd 4 AL
L avge] 7 GES SUT 4 e BAA 2ot 43L
Q35 2A4|tH(Albert Merunka, & Florence, 2009).

AAE 2EA AP e fushe Avaeh A

(Gentile, Spiller & Noci, 2007).

oz Blzo] QBTN 4] HTAE ool med, 3 AN

7} AH|Rpof| A ofut AlEftor dupt £A AEe 7Hx|E A]Zst
Jo

=7Fel wtet Ff FEel mAe dde] e & ke Aotk
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3.3 A Falz

2 AT FAF oz Ey F 433%0lqloy, JIEFUATT wsh=
AES et B0l /v A2 SHAES AR 94 1847, o4 969 &
% 280WS §aHARE0Z st A BAS AAskALt
thS o] (FE1)oA Hi uviel Zro] Aubd Algte| sl AmHEH AHe G4

o] 65.7%% TEES 2AsIT AL 343%0]ct. e 20tr}
Holgly, th2 o2 30ul7} 31.4%, 404 o]Ato] 7.1% <=o]glth.

2E sHEH2 et Agto] 60.0%= HHE-ES ZA|ot9al, theh Y 38.6%,
1=, gk Edol 4 0.7% <=°]Att. AS2 200-3009HY H|gho]
47.9%= 1t Jhrto]l E9al, 300-400%HY uwgto] 41.4%, 400-500%HY

A1,
njgto]  7.9%, 2009+ m|wE 5009HY o|Ato] ZFZt 1.4% <4=o|3lth.

N=280
Hl e HAE
. A 184 65.7
°= o] 4] 96 343
20th 172 61.4
A 30th 88 31.4
40Tj o)At 20 7.1
E 2 i
Aot tfs}t Zjst, =9 168 60.0
e st ¢ 108 38.6
st =< 2 7
2009+ o]t 4 1.4
200-3005+ m|qt 134 47.9
UL E 300-4009H m)gt 116 41.4
400-500%F wjqt 22 7.9
500%H o)A 4 1.4
A 280 100.0

(F1) A} FolAe] durd e
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1 2 3 |&54|Alpha

AE] Fuf 2H E=S F 816 | 145 | 187 | 722
AES 1S 5 Adg 7521 253 | 132 | .647
AEol wet Ha, 717 34AY .731 | 258 | .147 | 623
Ag 38 21 & .728 | .163 | .190 | .593 | .889
AES AlE AT Ad .676 | 266 | .150 | .551
AES FHARA F4T A .654 | 279 | .238 | .562
AE= Fuishkal 4 .614 | 393 | .163 | .559
A& g TS A e 226 | 772 191 | .683
AZHE B2 B SRS 7HA7 Sl 258 | 754 | .152 | .659
FE2e 2w 7|7t 9l 210 | .741 | 240 | .651
ZItiet ATE Fw23 7HA7F Sl 272 | 717 | 188 | .623 | .867
7tAe| Hl& 5ol ot Bag 385 | .518 | 168 | .445
GHET FHo] o Wopy gt 329 | .507 | .365 | .498
ot thy AYZ}et 398 | .501 | .386 | .558

ole] AEe] A3A

1 11—

f
olo
l
el

214 178 | 726 | .604

AH|Z}O] O]AS ZIZAH o7 wHholE<] 185 | .104 | .719 | .562
tizo] digh ¥hg& ot wE 088 | 276 | .653 | 511 | .751
AEFAA} SJALAFo] 7o 178 | .074 | .610 | 410

AE AEE Av|zbA 25 F59 101 | 292 | .594 | 448

IS4y 8.073|1.603|1.232
A E AT 42;‘8 8.434 | 6.482
P 42.48150.92 | 57.40

9 4 6

KMO = 936
Bartlett' Test of Sphericity = 2487.364(df=171, sig.=.000)
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AL KMO SE& 312 936, Bartlett®] 794 #A4A& 2487.364, -9
Z2=Zz0 0002 Zto: QolBAMo] Astsl Aoz et Qo2 Est
Ak uA A%, A2 H, AERdAe guagon 37 shelaglel

_4

EEEo], & Bl AWl 57406%= UERgth @919 Z4zbo] et Al
T @AoA 0.7 oldolet mie w2 Hol| &SHA| Hi=t] JIEFAA

2+-9-(.889), AZrH 7Fx|(867), AH|AL FF(751) o7 HF o =2

1o

1= HAE
ATt 280 64.7
Ak 153 35.3
A 433 100.0

@3) BTN Bfels AE] Fu) AY olR

(E3DAA He v o] JAEFAA7E Buliste AlF 7 F9d o+l
3]

defl AwEe Aol gtk Sl 64.7%2 RS AAtAL 7
o

B oAt QE2dA )l Bulsl AEe] Ful Ado] f= 1539L

Al & ) Aol i 2808 E e B

HE HAE
A =F 196 70.0
= 62 22.1
HEE 22 7.9
A 280 100.0

(B ) AF 79
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SHA, o] A& G332 (EHoA HE Hiel Zo] AlE fdof ds] &
HEH AAZo] 70.0%2 HEE|QYT theoz tiEFEo] 22.1%, HEZO]

7.9% %=°]3itt.

= = pis
N=280
Aagt | Adw | Be | meed
JIEFAA Y FoaE 1 7 4.68 1.087
275l 7} 1 7 4.50 1.107
AHA P= 1 7 473 1.161
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N M SD F p  |Scheffe
A A Fa 196 4.89 997 17919°
FFb 62 4.36 729 . .000 |a>b>c
A& 22 370 | 1.782
T pC001

(E6) AlF 7ol e AEFAM 4228 2ol 4%

EOYOIA Hi Hiet Zo] JIZEFAA 9] Foatg o] AFo| sl A
A AAIEo] 4.897, dFEC] 4367, MEEo] 37082 AAlFe] A&
FAA ] FoA-gol 7P E=A yEhsth(F=17.219, p<.001)

Scheffe®] AFEHZ ATt MEFET fFFo|, HFFHET AAF IS
FAA 9] dsArgol fofnlstA =A ekt

et (AT M 1-1D AEFAAQ MRt A5Hge AE 49

AAIE, dEE, A5l ot do] & Aot <A 7Hd 1-2) Q1E
g2 Au7t A2 AAE] Hert AR g2 o
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tha2 A 7H2 2> Al 7HA]ell die HS Aol

ro

1o

a2

ww ey | EhE N B o
=2 104 5.14 1.025

AAEF S 92 4.36 .750
A 196 4.77 .984

=2 27 4.25 .882

i iy 35 4.10 .603
Rl 62 4.16 735

== 6 3.89 1.177

AEE ey 16 2.73 1.613
A 22 3.05 1.571

=9 137 491 1.081

A s 143 4.11 .989
A 280 4.50 1.107

ETD AF 79, AEFAAY 228 iE 27 714

@7 7H 21 QERANY suael HTAGE AE AAWAE
VS

ol wE 2B 27 7Rl Al

(G 7 2-2) QJIEFANY Avatet Foage FH7E 22 AAFo]

ARt @e OFE, ATBRCG Auge] AZ4H A

(@F 7H 2-3) ABFAMY 2u|Ae} 4EAEe 71
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o] &2 Hoto] 514¥og w2 ko] 436HKETt o =A UEY dF
FoAME JAZFAAS Fozgo] &2 Hrho] 42580z o o]
41085 o =4 Uethth Bl HERANE AEFAA] F52rgo]
=2 Ado] 3807 o7 o Aok 2738 ET ¢ EA Uehgy AAHo
2L AESFAAN 9 HJoAgo] w2 o] 491702 w2 ool 4114
Bt o E=A UEEh
A #9 # o
P EETTE L »
A 3 43.401 2 21.700 24.989™ .000
AEFFAA Y FE 4§ 13.836 1 13.836 15.933" .000
AE 3
olZ ol AJEag 5.697 2 2.849 3.280 .039
ozt 237.940 274 .868
A 6019.583 280
"p<.05,7" p<.001

(B8 AlF 79, dEFIM9 =228l we #2rd 7k 2ol

Ztel 712 Zpelofl dis) AWEW AF ol weEtde FAHCR {oRt
Zpol7b Sl Aoz uEht AlAlFel A7 ZHA7E 7PE A e
(F=24.989, p<001) IEFAALY Foz-go] metae FAHo=R Foit

A7k e ALer yey AEFAAMY] duatge] ¥ HuRn w2 4
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Bang khao sat

Xin chao moi ngudi. Minh [a Lé Thj Ha Thanh dang hoc thac si tai khoa
Truydn théng mdi tai trudng dai hoc Hansung. Hién tai minh dang viét luan
vian t6t nghiép va dang cin lam phiéu khdo siét d& hoan thanh ludn van
tét nghiép. Két qud khdo sat hoan toan dugc bdo mat va s& chi s dung
cho muc dich lam théng ké cho viéc vidt ludn vin nay. Trong bang khao
sat nay khong c6 cau trd 10i nao la ddng hoan toan nén mong moi ngudi
hdy trd 10i thanh that theo suy nght cla badn than minh. Xin tran trong

cam on!

Thang 6 nam 2023

Truong dai hoc Hansung cao hoc hé chinh quy
Khoa quang céo truyén théng méi

Sinh vién cao hoc Lé Thi Ha Thanh

Gido su hudéng dan Myung Kwang Joo
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<Thir nhat, khdo sat lién quan vé quang cédo tir nhitng ngudi cé6 anh
huéong>
Pay 13 bang khdo sit nhan thirc cla nguwdi tiéu dung vé viéc quang cdo cla ngudi

cé anh hudng (Influencer)

Ban d3 bao gio® mua bat ki san pham nao sau diy théng qua quang cdo tir nhirng
ngudi c¢6 anh huwéng (Influencer) chwa? Vui long dién vao 6 twong (ng & duédi day
@ San pham méi ()

@ San pham théng dung ()

® San pham truyén théng ()

1. T6i cé6 kinh nghiém mua san phdm dwoc ban béi nhitng nguwdi cé6 dnh huédng
trén mang x3 hoi

® co

@ Khong

2. S4n pham méi yéu cau thong tin san pham chi tiét hon san pham hién cé
@ Can thiét
@ Khoéng can thiét.

3. Cac san phadm dit tién hon can nhiéu thong tin hon cic san pham ré tién hon
@ Can thiét
@ Khéng can thiét

4. Théong tin chi tiét vé san phidm gitp lam ting dd tin twdng vé san pham dé
hon

@ bung

@ Khéng dung
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5. San pham c6é nhiéu thong tin giip quyét dinh mua hang dé dang hon san pham
c6 it thong tin

@ bung

@ Khoéng dung

6. Quyét dinh mua hang dé dang hon khi ban c6 nhiéu sy tin twédng vao san
pham dé

@ bung

@ Khéng dang

7. So véi hang ré tién khi mua hang dat tién ban sé& can than hon
@ bung
@ Khong dung

<Th& 2, D3y la khdo sat vé tinh twong tdc clia ngudi cé anh huwdng trén mang x3
hoi>

Pay la khado sat vé tuong tdc cla ngudi cd anh hudng trén mang xa héi vdi tw

cach la nguoi tiéu dung

Cé khad nidng giao ti€p véi nhitng

8 ngudi ¢ anh hudng trén mang D @ ® @ & ® @
xa hoi

9 Tra I&i binh luan nhanh @® @ ® @ 6 6 O
Tich cuwc trd 10i ciac cidu héi cda

10 e a ® @0 ® 6 6 O
nguoi tiéu dung
Tich cyc tiép thu y kién cla

11 e ceE hep Y » @03 @ ®6 O
ngudi tiéu dung
Thuong xuyén chia sé thong tin

12 _,one Ve €ha s€ Thone © @ ® @ 66 O
san pham vé&i nguoi tiéu dung




<Th& 3, bang ciu hoi vé gid tri cdm nhan>
Pay 13 bang ciu hdi vé suy nghi cla ngudi tiéu dung sau khi nghe théng tin san

pham théng qua nguwdi cé anh hudng trén mang x3 hoi.

Xt&ng dang véi nhitng nd luc
ho bé ra

14 Pang dé bd thoi gian xem

15 X&ng dang véi gid phai tra

X&ng dang vd&i nhitng gi ban
mong doi

T6i nghi c6 nhiéu wu diém
hon nhuwoc diém

T6i nghi rang nd cung cap
gid tri hitu ich

T6i nghi ridng cac tinh ning
tot so véi gid ca

® 6 6 6 e o 0
®» M M 8 ®®
@ © @ ©® @ @ ©
® ® ® ® ® ® ®
@ © © @© © © o
@ ®© @ @ @ @ ©
@ @ & @ @ @ 0

<Th& 4, Khdo sat vé hanh déng cla ngudi tiéu dung>

Pay 1a bang ciu hdi vé y dinh mua sdn phidm cla ban khi ban d3 nghe gidi thich

vé san phdm tir ngudi cé dnh huwdng trén mang xa hoi.
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20 Ban quan tdm dé&n san pham
21

pham

mua san pham
23 Ban muén mua san pham

4 46

gid tich cuc vé san pham

cho nguoi khac

Ban c6 thé tin twdng vao san

2Giup ban duwa ra quyét dinh

Ban lién tuc s dung sdn pham
Pua ra nhitng nhan xét va danh

Ban sé& gidi thiéu sadn phdm doé

©@ 6 006 00
® © &0 e
@ @ @ e @
® ® ® 66 ®®
@ © © e @
©@ @ @@ @ @

@ Q 0 @

<Th& 5, Khado sét lién quan dén dic diém chung cla ngudi trd 1o cdu hoi>

Sau day 13 bang ciu hoi vé ban vdi tw cach 13 ngudi tiéu dung.

27. Gidi tinh cta ban

@ Nam
@ N

28. Do tudi cua ban
@ 20 tudi

@ 30 tudi

® 40 tuéi tré 1én

29. Trinh d6 hoc tap cla ban?

(D T6t nghiép trung hoc phé thong
@ Sinh vién dai hoc

@ D3 tot nghiép dai hoc

@ P3 tot nghiép thac st

30. Thu nhdp hang thang cla ban?
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@ Duéi 10 triédu

@ Tir 10 triéu dén 20 triéu
(® Tir 20 triéu dén 30 triéu
@ Tu 30 triéu dén 40 triéu
(B Cao hon 40 triéu

C3dm on cac ban da giup minh trd l&i bang khao sat.
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ABSTRACT

Advertising Effects of Influencer—Consumer Interactions
in Influencer Advertising and Marketing

— Changes in Perceived Value and Advertising Effects
by Product Type According to the Lifecycle —

Le Thi Ha Thanh
Major in New Media Advertising

Promotion
Dept. of New Media Advertising

Promotion

The Graduate School

Hansung University

Influencer advertising and marketing is a groundbreaking purchasing channel
in the new media age. Influencers explain product information to consumers
through wvarious forms of social media. The ideal role of influencers is
contributing to product sales by bringing consumers and products closer together.
In this regard, the key role of influencers is communicating through close
interactions with consumers. This is the competency gap in influencer
interactions, which results in advertising effects.

This study verified how influencer interactions with consumers affect changes
in perceived value of products and product sales (product types: new products,

mass products, traditional products). For research, a literature review and a
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survey were conducted. The results are summarized and provided in the order of

the research questions.

First, to discover whether influencer interactions with consumers vary by product
type (new products, mass products, traditional products), the following
hypotheses were set up and tested: 1) influencer interactions with consumers
may have different effects depending on product type (new products, mass
products, traditional products), and 2) influencer interactions with consumers will
have a greater effect on new products with little information than on mass
products and traditional products with much information. The results showed
that the effects of influencer interactions with consumers on advertising effects
varied by product type (new products, mass products, traditional products), and
influencers had a greater effect on new products with little information than
mass products and traditional products with relatively much information.

Second, to investigate whether the effects of influencer interactions with
consumers on perceived value of consumers vary by product type(new products,
mass products, traditional products), the following hypotheses were set up and
tested: 1) influencer interactions with consumers may have different effects on
perceived value of consumers depending on product type(new products, mass
products, traditional products), 2) influencer interactions with consumers will
have a greater effect on perceived value of consumers for new products with
little information than mass products and traditional products with much
information, and 3) influencer interactions with consumers will have a greater
effect on perceived value of consumers for expensive products than inexpensive
ones. The results showed that the effects of influencer interactions with
consumers on perceived value of consumers varied by product type(new
products, mass products, traditional products), and influencer interactions with
consumers had a greater effect on perceived value of consumers for new
products with little information than mass products and traditional products with

much information. Moreover, influencer interactions with consumers had a
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greater effect on perceived value of consumers for expensive products than
inexpensive ones.

Third, to discover how the effects of influencer interactions with consumers on
perceived value affect consumer behavior according to product type, the
following hypotheses were set up and tested: 1) the effect of influencer
interactions with consumers on perceived value according to product type will
have difference effects on consumer behavior, 2) the effect of influencer
interactions with consumers will have a greater effect on consumer behavior
according to product type for products with high perceived value than products
with low perceived value, and 3) the effect of influencer interactions with
consumers will have a greater effect on consumer behavior according to product
type for expensive products with high perceived value than inexpensive products
with low perceived value. The results showed that the effect of influencer
interactions with consumers on perceived value according to product type had
different effects on consumer behavior, and products with high perceived value
had a greater effect on consumer behavior than products with low perceived
value. Moreover, expensive products with high perceived value had a greater

effect on consumer behavior than inexpensive products with low perceived value.

The findings of this study supports the fact that greater consumer value
toward influencers leads to greater satisfaction as argued by Gan & Wang(2017)
and that advertising effects can be maximized depending on influencer empathy,
interrelations, or interactions with consumers as claimed by Son & Kim(2017),
which reconfirm that consumer attitudes towards and interactions with
influencers are closely related to their acceptance of product information or
purchase intentions and even have positive effects. This also proved once again
that these factors are key variables affecting purchasing attitudes or repurchase
behaviors of consumers as argued by Cui, Wnag & Xu(2010).

This study also supports the argument by Song(2021) that consumers who feel

they are more smoothly interacting with influencers tend to have more positive
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attitudes toward the influencers, which is why influencers selling products must
constantly keep up direct conversations with consumers and can increase
purchase intentions of consumers.

Today, as the focus is on online media attaching importance to influencer
advertising and marketing, companies will have to find new ways of interaction
through influencers that can influence more consumers, while influencers must
strengthen their ability to interact, such as draw consumer attention and connect
with consumers.

This is because influencer interaction is what promotes purchase intentions,
brand attitudes, and advertising attitudes of consumers and gives them a friendly
and positive image of the products, and also because influencer interaction is a

critical source of strength that has a positive effect on consumer behavior.

Meanwhile, there are arguments by Lovelock & Patterson(2015) that product
value perceived by consumers is defined by their evaluation or judgment, by
Zuwenjuen(2023) that products have emotional value perceived by consumers
aside from functional values, and by Avcilar & Ozsoy(2015) that one of the
important values perceived by consumers that affect product purchase online is
enjoyable experience, which is different from the utilitarian value of products.
These arguments are in line with the emotional value of products first proposed
by Holbrook & Hirschman(1982). In this respect, these arguments proved the
fact that the emotional values of products must be enhanced, in line with the
argument by Holbrook & Hirschman(1982) that influencer interactions with
consumers are the means to satisfy consumer needs and emotional experiences
for the product, and the argument by Dawson, Bloach & Richway (2002) that
the enjoyable experience of influencer interactions online provokes unplanned
impulse buying.

The arguments reconfirmed that influencer interactions with consumers must give
emotional values of products and emotional stimulations that induce consumer

purchase behavior(Albert Merunka, & Florence, 2009). Influencer interactions can
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induce purchase behavior only when consumers have built trust and can perceive

even the emotional values of products.

The results of this study have the following limitations. First, the empirical
survey of this study is just a simple survey based on questionnaire items without
using actual methods of influencer advertising and marketing. Accordingly, there
may be some differences from actual influencer advertising and marketing survey
results and schedules.

Second, the participants of the empirical survey might be insufficient as random
groups representing all of Vietnam.
Third, the empirical survey of this study was conducted just once instead of

multiple times, the results may be different from repeated survey results.

[Keywords] influencer advertising and marketing, influencer interactions, product

type, perceived product value, consumer behavior, advertising effect
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