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�EV�UDF���This�study�aims�to�analyze�digital�marketing�factors�that�a�ect�customers’�
cosmetics�purchasing�behavior�in�Ha�Noi�City.�Through�conducting�online�and�o�ine,�the�
DXWKRUV� FR��HFW� LQIRUPDWLRQ� RI� ���� FXVWRPHUV� DERXW� �WKH� LPSDFW� RI� GLJLWD�� PDUNHWLQJ� RQ�
FXVWRPHUV�� FRVPHWLFV� SXUFKDVLQJ� EHKDYLRU� LQ� +D� 1RL� &LW���� 7KH� UHVX�WV� RI� GDWD� DQD��VLV�
VKR��WKDW�WKHUH�DUH����IDFWRUV�LQ�FXVWRPHUV��FRVPHWLFV�SXUFKDVLQJ�EHKDYLRU��6RFLD��0HGLD�
Marketing,� Search� Engine� Marketing,� Content� Marketing,� Email� Marketing,� A�liate�
0DUNHWLQJ��DQG�0REL�H�0DUNHWLQJ��6RFLD��0HGLD�0DUNHWLQJ�DQG�6HDUFK�(QJLQH�0DUNHWLQJ�
are,�respectively,�the�two�most�in�uential�factors�a�ecting�the�purchasing�behavior�of�cosmetic�
consumers� in� Hanoi.� The� results� of� this� study� o�er� valuable� implications� for� cosmetic�
businesses.�Speci�cally,�companies�should�prioritize�investment� in�social�media�strategies�
DFURVV�S�DWIRUPV�VXFK�DV�)DFHERRN��,QVWDJUDP��DQG�7LN7RN���KL�H�VLPX�WDQHRXV���RSWLPL�LQJ�
search� engine� tools� such� as� SEO� and� Google�Ads� to� e�ectively� reach� and� attract� target�
FXVWRPHUV��)XUWKHUPRUH��WKH�GHYH�RSPHQW�RI�HQJDJLQJ�DQG�SHUVRQD�L�HG�FRQWHQW��D�RQJ��LWK�
the�promotion�of�meaningful�digital� interactions,�can�signi�cantly�contribute�to�enhancing�
EUDQG�D�DUHQHVV�DQG�VWLPX�DWLQJ�FRQVXPHU�SXUFKDVLQJ�EHKDYLRU�LQ�WKH�GLJLWD��HUD�

.H��RUGV��FRVPHWLFV��SXUFKDVLQJ�EHKDYLRU��GLJLWD��PDUNHWLQJ��VRFLD��PHGLD�PDUNHWLQJ��FRQWHQW�

marketing,�search�engine�marketing,�a�liate�marketing,�email�marketing,�mobile�marketing.
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,��3UREOHP�VWDWHPHQW

,Q� UHFHQW� �HDUV�� HVSHFLDOO�� VLQFH�

WKH�R�WEUHDN�RI�WKH�&29,�����SDQGHPLF�

DW� WKH� HQG� RI� ������ RQOLQH� E�VLQHVV� DQG�

H�FRPPHUFH�KDYH�H[SHULHQFHG�UHPDUNDEOH�

JURZWK�ZRUOGZLGH��LQFO�GLQJ�LQ�9LHWQDP��

$FFRUGLQJ� WR� D� UHSRUW� E�� WKH� 9LHWQDP�

(�FRPPHUFH� $VVRFLDWLRQ� �9(&20��� E��

WKH�HQG�RI�������WKH�Q�PEHU�RI�HQWHUSULVHV�

RSHUDWLQJ� RQ� H�FRPPHUFH� SODWIRUPV� LQ�

9LHWQDP� KDG� V�USDVVHG� �������� ZLWK� DQ�

DQQ�DO� JURZWK� UDWH� RI� RYHU� ���� DQG� D�

PDUNHW� VL]H� H[FHHGLQJ� ��� ELOOLRQ� 86��

�9(&20�� ������� 6LP�OWDQHR�VO���

+RRWV�LWH��������UHSRUWHG�WKDW�����RI�WKH�
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9LHWQDPHVH� SRS�ODWLRQ� �VHV� DW� OHDVW� RQH�

VRFLDO� PHGLD� DFFR�QW�� DQG� ������ KDYH�

PDGH� S�UFKDVHV� WKUR�JK� WKHVH� SODWIRUPV�

YLD�PRELOH�GHYLFHV�

7KLV� UDSLG� GLJLWDO� WUDQVIRUPDWLRQ�

KDV�OHG�WR�SURIR�QG�FKDQJHV�LQ�FRQV�PHU�

EHKDYLRU�� SDUWLF�ODUO�� LQ� WKH� FRVPHWLFV�

VHFWRU�� ZKHUH� YLV�DO� DSSHDO�� �VHU�

H[SHULHQFH�� DQG� SHUVRQDOL]DWLRQ� WUHQGV�

SOD�� D� YLWDO� UROH�� ,Q� PDMRU� �UEDQ� DUHDV�

V�FK�DV�+DQRL��FRQV�PHUV�DUH�LQFUHDVLQJO��

DWWHQWLYH�WR�EHD�W��FDUH�DQG�DFWLYHO��VHHN�

V�LWDEOH�FRVPHWLF�SURG�FWV�WKUR�JK�RQOLQH�

platforms.� Faced�with� �erce�competition�

IURP� ERWK� GRPHVWLF� DQG� LQWHUQDWLRQDO�

EUDQGV�� E�VLQHVVHV� DUH� FRPSHOOHG� WR�

T�LFNO��DGDSW�DQG�RSWLPL]H�WKHLU�PDUNHWLQJ�

VWUDWHJLHV�� LQ� ZKLFK� �LJLWDO� 0DUNHWLQJ�

SOD�V�D�FU�FLDO�UROH�

%DVHG� RQ� WKLV� SUDFWLFDO� FRQWH[W��

WKH� UHVHDUFK� WHDP� KDV� FKRVHQ� WKH� WRSLF�

�$� 6W�G�� RQ� WKH� ,PSDFW� RI� �LJLWDO�

0DUNHWLQJ� RQ� WKH� &RVPHWLF� 3�UFKDVLQJ�

%HKDYLRU� RI� &RQV�PHUV� LQ� +DQRL�� WR�
H[SORUH� WKH� UHODWLRQVKLS� EHWZHHQ� �LJLWDO�

0DUNHWLQJ�IDFWRUV�DQG�FRQV�PHU�EHKDYLRU�

in� this� speci�c� industry.� The� objective�

RI� WKH� VW�G�� LV� WR� LGHQWLI��ZKLFK��LJLWDO�

Marketing� factors� in�uence� cosmetic�

S�UFKDVLQJ�GHFLVLRQV�DQG�WR�GHWHUPLQH�WKH�

H[WHQW�RI�WKHLU�LPSDFW�

,,��7�HRUHWLFDO�EDVLV

2.1.�Digital�Marketing

�LJLWDO�0DUNHWLQJ� UHIHUV� WR� WKH��VH�

RI�GLJLWDO�SODWIRUPV�V�FK�DV�VRFLDO�PHGLD��

VHDUFK�HQJLQHV��RQOLQH�FRQWHQW��DQG�PRELOH�

GHYLFHV� WR� SURPRWH� SURG�FWV� RU� VHUYLFHV��

,WV�SULPDU��REMHFWLYH�LV�WR�LQFUHDVH�EUDQG�

DZDUHQHVV��E�LOG�FRQV�PHU�WU�VW��DQG�GULYH�

S�UFKDVLQJ�EHKDYLRU�WKUR�JK�SHUVRQDOL]HG��

PHDV�UDEOH��DQG�ZHOO�WDUJHWHG�FDPSDLJQV�

,Q� WKH� FRVPHWLFV� LQG�VWU��� �LJLWDO�

0DUNHWLQJ�SOD�V�D�SLYRWDO�UROH�E��HQDEOLQJ�

E�VLQHVVHV� WR� UHDFK� FRQV�PHUV� GLUHFWO��

and�e�ectively.�Research�by�Dara�(2016)�

LQGLFDWHV� WKDW�WRROV�V�FK�DV�6RFLDO�0HGLD�

0DUNHWLQJ�� &RQWHQW� 0DUNHWLQJ�� 6HDUFK�

Engine� Marketing,� A�liate� Marketing,�

(PDLO�0DUNHWLQJ�� DQG�0RELOH�0DUNHWLQJ�

all�exert�a�positive�in�uence�on�consumer�

EHKDYLRU�

������RQVXPHU�SXUFKDVLQ��EHKDYLRU

$FFRUGLQJ� WR� 3KLOLS� .RWOHU��

�FRQV�PHU�EHKDYLRU�LV�WKH�VW�G��RI�KRZ�

LQGLYLG�DOV�� JUR�SV�� DQG� RUJDQL]DWLRQV�

VHOHFW�� S�UFKDVH�� �VH�� DQG� GLVSRVH� RI�

JRRGV��VHUYLFHV��LGHDV��RU�H[SHULHQFHV�WR�

VDWLVI�� WKHLU� QHHGV� DQG� GHVLUHV��� ,Q� WKH�

RQOLQH� HQYLURQPHQW�� +l�EO� DQG� 7ULIWV�

(2000)�de�ne�online�purchasing�behavior�

DV� WKH� LQWHUDFWLRQ� EHWZHHQ� FRQV�PHUV�

DQG� HOHFWURQLF� VWRUHIURQWV� YLD� ,QWHUQHW�

FRQQHFWHG� GHYLFHV�� &KDUDFWHULVWLFV�

RI� RQOLQH� VKRSSLQJ�� V�FK� DV� ODFN� RI�

IDFH�WR�IDFH� LQWHUDFWLRQ�� SHUVRQDOL]HG�

LQIRUPDWLRQ�� DQG� LQVWDQW� IHHGEDFN��

KHLJKWHQ� WKH� SHUFHLYHG� ULVN�� WKHUHE��

PDNLQJ�WU�VW�D�SDUWLF�ODUO��FULWLFDO�IDFWRU�

LQ� S�UFKDVLQJ� GHFLVLRQV� �$OED� HW� DO���

������$ULHO���������

7KLV� UHT�LUHV� E�VLQHVVHV� WR�

FRQWLQ�R�VO�� LPSURYH� WKHLU� GLJLWDO�

LQWHUIDFHV²WKH� SULPDU�� SRLQW� RI�

LQWHUDFWLRQ� ZLWK� FRQV�PHUV� DQG� WR� E�LOG�

EUDQG� UHS�WDWLRQ� LQ� RUGHU� WR� VWUHQJWKHQ�

WU�VW�DQG�VWLP�ODWH�S�UFKDVLQJ�EHKDYLRU�

,,,�� 5HVHDUF�� PRGHO� DQG�

PHW�RGROR��

�����5HVHDUFK�PRGHO�DQG�K�SR�KHVHV

%DVHG� RQ� WKHRULHV� RI� S�UFKDVLQJ�

behavior� and� factors� in�uencing�

S�UFKDVLQJ�GHFLVLRQV��WKH�D�WKRU�SURSRVHV�

D� UHVHDUFK� PRGHO� H[DPLQLQJ� WKH� LPSDFW�

RI� �LJLWDO� 0DUNHWLQJ� IDFWRUV� RQ� WKH�

S�UFKDVLQJ� EHKDYLRU� RI� DSDUWPHQWV� LQ�
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+R� &KL�0LQK�&LW��� 7KLV� UHVHDUFK�PRGHO�

IRF�VHV�RQ�WKH�IROORZLQJ�IDFWRUV�

•�)DFWRU���6RFLDO�0HGLD�0DUNHWLQ��

6RFLDO� 0HGLD� 0DUNHWLQJ� LV� WKH�

SURFHVV� RI� PDUNHWLQJ� FRQWHQW� DQG�

information� to� achieve� high� tra�c� or�

DWWHQWLRQ� WKUR�JK� VRFLDO� QHWZRUNLQJ�

VLWHV� �.ULVKQDP�UWK�� �� 6LQ�� �������

6RFLDO� 0HGLD� 0DUNHWLQJ� SODWIRUPV�

LQFO�GH� )DFHERRN�� 7ZLWWHU�� <R�7�EH��

/LQNHG,Q�� 6QDSFKDW�� 3LQWHUHVW��

4�RUD�� DQG� ,QVWDJUDP�� DPRQJ� RWKHUV��

7KHVH� SODWIRUPV� SURYLGH� PDUNHWHUV�

ZLWK� YDULR�V� RSWLRQV� WR� PDUNHW� WKHLU�

SURG�FWV�� LQFO�GLQJ� E�VLQHVV� GDWD��

di�erent� customer� groups,� and� diverse�

FRPP�QLFDWLRQ�PHVVDJHV�

Social�Media�Marketing� in�uences�

FRQV�PHUV� LQ� P�OWLSOH� ZD�V�� V�FK� DV�

WKUR�JK�UHFRPPHQGDWLRQV�IURP�IULHQGV�RU�

DGYHUWLVHPHQWV�RQ�VRFLDO�QHWZRUNV��ZKLFK�

HQFR�UDJH� S�UFKDVHV��$W� WKH� VDPH� WLPH��

6RFLDO� 0HGLD� 0DUNHWLQJ� KHOSV� H[SDQG�

UHODWLRQVKLSV�ZLWK�F�VWRPHUV�E��IRVWHULQJ�

FRQQHFWLRQV�EHWZHHQ�WKHP�

6RFLDO� 0HGLD� 0DUNHWLQJ� LV� ZLGHO��

�VHG� E�� PDQ�� LQGLYLG�DOV� WR� VKDUH�

SHUVSHFWLYHV�DQG�FRUSRUDWH�DFKLHYHPHQWV��

,WV� PDLQ� UHDVRQ� IRU� SRS�ODULW�� OLHV� LQ�

LWV� H[WHQVLYH� FRQQHFWLYLW��� +RZHYHU�� LI�

businesses�want�to�use�this�tool�e�ectively�

WR�UHDFK�F�VWRPHUV�� WKH��P�VW�SD��D�IHH��

:KHQ� �VHUV� FOLFN� RQ� WKHVH� SURPRWLRQV��

WKH�� DUH� UHGLUHFWHG� WR� WKH� PDUNHWHUV��

ZHEVLWHV��7KLV�SURFHVV�SURYLGHV�SRWHQWLDO�

F�VWRPHUV� ZLWK� DGGLWLRQDO� LQIRUPDWLRQ�

DER�W� WKH� SURG�FWV� RU� VHUYLFHV� WKH�� DUH�

VHDUFKLQJ�IRU��,I�WKH�SURG�FWV�DQG�VHUYLFHV�

PHHW�WKHLU�QHHGV��WKH��PD��GHFLGH�WR�PDNH�

D�S�UFKDVH�

��SRW�HVLV� ���� 7KH� 6RFLDO� 0HGLD�

Marketing� factor� positively� in�uences� the�

S�UFKDVLQJ�EHKDYLRU�RI�FRVPHWLFV�LQ�+DQRL�

•��)DFWRU���6HDUF��(Q�LQH�0DUNHWLQ��

6HDUFK� (QJLQH� 0DUNHWLQJ� LV�

FRQVLGHUHG�DQ�HVVHQWLDO�GHPDQG� IRU�PRVW�

F�VWRPHUV� RQ� DQ� KR�UO�� EDVLV�� 7KH��

IUHT�HQWO��VHDUFK�IRU�PLOOLRQV�RI�NH�ZRUG�

based� queries� on� search� engines� to� �nd�

UHOHYDQW� LQIRUPDWLRQ� DER�W� SURG�FWV� DQG�

VHUYLFHV��,Q�WKH�F�UUHQW�PDUNHW��Q�PHUR�V�

sellers�o�er�a�wide�range�of�goods�or�even�

WKH� VDPH� SURG�FWV�VHUYLFHV�� $V� D� UHV�OW��

PDUNHWHUV� IDFH� LQWHQVH� FRPSHWLWLRQ� IURP�

WKHLU�ULYDOV�

6HDUFK�(QJLQH�0DUNHWLQJ��6(0��LV�

DQ� ,QWHUQHW�EDVHG� PDUNHWLQJ� PRGHO� WKDW�

LQYROYHV� UHVHDUFKLQJ� DQG� �VLQJ� YDULR�V�

PDUNHWLQJ�PHWKRGV�WR�HQV�UH�D�E�VLQHVV�V�

ZHEVLWH�UDQNV�DW�WKH�WRS�RI�VHDUFK�HQJLQH�

UHV�OWV��6HDUFK�(QJLQH�2SWLPL]DWLRQ��6(2��

LV� FRQVLGHUHG� D� SDUW� RI� 6(0� �1DER�W��

6NLHUD�� 6WHSDQFK�N�� �� *HUVWHQPDLHU��

������� 6(0� LQYROYHV� NH�ZRUG� UHVHDUFK��

FRPSHWLWLYH� DQDO�VLV�� DQG� RWKHU� VHDUFK�

engine� services� to� increase� search� tra�c�

GLUHFWHG�WR�D�E�VLQHVV�V�ZHEVLWH�

��SRW�HVLV�����7KH�6HDUFK�(QJLQH�

Marketing� factor� positively� in�uences�

WKH� S�UFKDVLQJ� EHKDYLRU� RI� FRVPHWLFV� LQ�

+DQRL�

•��)DFWRU���&RQWHQW�0DUNHWLQ��

&RQWHQW�0DUNHWLQJ�LV�D�VWUDWHJLFDOO��

GULYHQ� DSSURDFK� WR� UHDFKLQJ� F�VWRPHUV��

7KLV�PHDQV� &RQWHQW� 0DUNHWLQJ� FRQWDLQV�

YDO�DEOH� SURG�FW�VHUYLFH� HYDO�DWLRQV� DV�

ZHOO� DV� UHOHYDQW� LQIRUPDWLRQ� WR� DVVLVW�

SRWHQWLDO� F�VWRPHUV� LQ� PDNLQJ� GHFLVLRQV�

PRUH�HDVLO���&RQWHQW�0DUNHWLQJ�LV�ZLGHO��

�VHG�WKUR�JK�EORJV��ZKLFK�SURYLGH��VHI�O�

FRQWHQW� WR� SRWHQWLDO� F�VWRPHUV� EDVHG�

RQ� WKHLU� LQWHUHVWV� DQG� GHPRJUDSKLF� GDWD�

�5DNLF��%HED����0LUD��������

&RQWHQW� 0DUNHWLQJ� LV� KLJKO��

e�ective� in�attracting�customers�who�are�
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VHDUFKLQJ�IRU�SURG�FWV�WR�PHHW�WKHLU�QHHGV�

E�W� DUH� �QFHUWDLQ� DER�W� WKHLU� FKRLFHV��

:KHQ� F�VWRPHUV� UHDG� EORJV� DQG� SRVWV��

if� they� �nd� them� appealing,� they� may�

FOLFN�RQ�WKH�OLQNV�SURYLGHG�E��WKHVH�VLWHV��

This� approach� increases� tra�c� to� those�

websites�signi�cantly.

��SRW�HVLV� ���� 7KH� &RQWHQW�

Marketing� factor�positively� in�uences� the�

S�UFKDVLQJ�EHKDYLRU�RI�FRVPHWLFV�LQ�+DQRL�

)LJXUH����3URSRVHG�5HVHDUFK�0RGH�

�6RXUFH��3URSRVHG�E��WKH��XWKRU�

•�)DFWRU���(PDLO�0DUNHWLQ��

(PDLO� PDUNHWLQJ� LV� RQH� RI� WKH�

WUDGLWLRQDO� �LJLWDO� 0DUNHWLQJ� WRROV��

,W� LV� D� IRUP� RI� GDWDEDVH� PDUNHWLQJ� LQ�

ZKLFK� DQ� HPDLO� GDWDEDVH� LV� SUHSDUHG� E��

RQOLQH� PDUNHWHUV� RU� �LJLWDO� 0DUNHWLQJ�

SURIHVVLRQDOV�� DQG� HPDLOV� DUH� VHQW� WR�

LQGLYLG�DOV� ZKR� PD�� EH� LQWHUHVWHG� LQ�

S�UFKDVLQJ� SURG�FWV� �&KDGZLFN� ��

�RKHUW���������

6HYHUDO� NH�� DVSHFWV� FRQWULE�WH� WR�

WKH� V�FFHVV� RI� HPDLO� PDUNHWLQJ�� V�FK� DV�

HPDLO� RSHQ� UDWHV�� HPDLO� UHVSRQVH� UDWHV��

OHDG�JHQHUDWLRQ��DQG�OLQN�FOLFNV�ZLWKLQ�WKH�

HPDLO�� (PDLO� PDUNHWLQJ� LV� RIWHQ� FDUULHG�

R�W��VLQJ�VRIWZDUH�V�FK�DV�0DLOFKLPS�DQG�

�ULS�WR�DFKLHYH�IDVWHU�UHV�OWV��

Email� Marketing� o�ers� more�

DGYDQWDJHV� FRPSDUHG� WR�RWKHU�SODWIRUPV��

V�FK� DV� D� ORQJHU� GLVSOD�� WLPH� LQ� WKH�

UHFLSLHQW�V� LQER[�� DOORZLQJ� F�VWRPHUV�

WR� UHYLVLW� WKH� FRQWHQW� DW� DQ�� WLPH� LQ� WKH�

I�W�UH��$GGLWLRQDOO���HPDLO�FRQWHQW�LV�RIWHQ�

PRUH� GHWDLOHG� DQG� FRPSOH[� WKDQ� FRQWHQW�
RQ�RWKHU�RQOLQH�SODWIRUPV�

��SRW�HVLV� ���� 7KH� (PDLO�

Marketing� factor� positively� in�uences�
WKH� S�UFKDVLQJ� EHKDYLRU� RI� FRVPHWLFV� LQ�

+DQRL�

•�Factor:�“A�liate�Marketing”

A�liate�Marketing�is�a�promotional�

model� in� which� a�liates� or� advertisers�

OHYHUDJH� WKHLU� H[SHUWLVH� DQG� NQRZOHGJH�
WR� H[HF�WH� PDUNHWLQJ� VWUDWHJLHV� WKDW�

DWWUDFW� DQG� SHUV�DGH� SRWHQWLDO� E��HUV� WR�

S�UFKDVH� D� V�SSOLHU�V�SURG�FW� RU� VHUYLFH��

In� return,� a�liates�or� advertisers� receive�
FRPPLVVLRQV� IURP� WKH� V�SSOLHU� IRU� HDFK�

V�FFHVVI�O� WUDQVDFWLRQ� �(GHOPDQ� ��

%UDQGL��������

A�liate�Marketing�takes�advantage�

RI� WKH� FDSDELOLWLHV� RI� WKHVH� VWDNHKROGHUV�

to� develop� more� e�ective� marketing�
VWUDWHJLHV�

��SRW�HVLV�����A�liate�marketing�

factors�positively�in�uence�the�purchasing�
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EHKDYLRU� RI� FRVPHWLFV� FRPSDQLHV� LQ�

+DQRL�

•�)DFWRU���0RELOH�0DUNHWLQ��

0RELOH� 0DUNHWLQJ� LV� WKH� SURFHVV�

RI� PDUNHWLQJ� FRQWHQW� DQG� LQIRUPDWLRQ� WR�

UHDFK�FRQV�PHUV� WKUR�JK�PRELOH�GHYLFHV�

V�FK� DV� VPDUWSKRQHV� DQG� WDEOHWV��0RELOH�

0DUNHWLQJ�SODWIRUPV�LQFO�GH�606��006��

PRELOH� DSSOLFDWLRQV�� PRELOH� GLVSOD�� DGV��

PRELOH�RSWLPL]HG� HPDLO� PDUNHWLQJ�� DQG�

VRFLDO�PHGLD�DGYHUWLVLQJ�

7KHVH� SODWIRUPV� SURYLGH�PDUNHWHUV�

ZLWK�YDULR�V�RSWLRQV�WR�HQJDJH�F�VWRPHUV��

LQFO�GLQJ� ORFDWLRQ� GDWD�� PRELOH� �VHU�

EHKDYLRU�� DQG� SHUVRQDOL]HG� PDUNHWLQJ�

PHVVDJHV�

Mobile� Marketing� in�uences�

FRQV�PHUV� WKUR�JK� P�OWLSOH� FKDQQHOV��

V�FK� DV� EUDQG� PHVVDJHV�� LQ�DSS�

advertisements,� or� push� noti�cations.�At�

WKH� VDPH� WLPH�� 0RELOH� 0DUNHWLQJ� KHOSV�

VWUHQJWKHQ� UHODWLRQVKLSV� ZLWK� F�VWRPHUV�

E�� PDLQWDLQLQJ� FRQWLQ�R�V� HQJDJHPHQW�

DQG�SHUVRQDOL]LQJ��VHU�H[SHULHQFHV�

��SRW�HVLV� ���� 7KH� 0RELOH�

Marketing� factor� positively� in�uences�

WKH� S�UFKDVLQJ� EHKDYLRU� RI� FRVPHWLFV� LQ�

+DQRL�

�����5HVHDUFK�0H�KRGROR���

7KLV�VW�G��HPSOR�HG�D�T�DQWLWDWLYH�

UHVHDUFK� PHWKRG�� �DWD� ZHUH� FROOHFWHG�

WKUR�JK�D�VWU�FW�UHG�T�HVWLRQQDLUH��VLQJ�D�

��SRLQW�/LNHUW�VFDOH��UDQJLQJ�IURP�VWURQJO��

GLVDJUHH� WR� VWURQJO�� DJUHH��� $� WRWDO� RI�

���� T�HVWLRQQDLUHV� ZHUH� GLVWULE�WHG�� RI�

ZKLFK�����YDOLG�UHVSRQVHV�ZHUH�FROOHFWHG��

DFFR�QWLQJ� IRU� �������� 7KH� VDPSOLQJ�

PHWKRG��VHG�ZDV�FRQYHQLHQFH� VDPSOLQJ��

WDUJHWLQJ� F�VWRPHUV� ZKR� KDG� SUHYLR�VO��

S�UFKDVHG� FRVPHWLFV� WKUR�JK� GLJLWDO�

SODWIRUPV�LQ�WKH�+DQRL�DUHD��7KLV�DSSURDFK�

LV�FRPPRQ�DQG�DSSURSULDWH�IRU�H[SORUDWRU��

UHVHDUFK�RQ�FRQV�PHU�EHKDYLRU�LQ�UDSLGO��

FKDQJLQJ� GLJLWDO� HQYLURQPHQWV� �0DOKRWUD�

�� %LUNV�� ������� $IWHU� GDWD� FOHDQLQJ��

GHVFULSWLYH�VWDWLVWLFV�ZHUH��VHG�WR�DQDO�]H�

WKH�FKDUDFWHULVWLFV�RI�WKH�UHVHDUFK�VDPSOH��

7KH� UHOLDELOLW�� RI� WKH�PHDV�UHPHQW� VFDOH�

ZDV� DVVHVVHG� �VLQJ� &URQEDFK�V� $OSKD�

coe�cient,� and� construct� validity� was�

H[DPLQHG� �VLQJ� ([SORUDWRU�� )DFWRU�

$QDO�VLV� �()$��� 9DULDEOHV� ZLWK� IDFWRU�

ORDGLQJV� EHORZ� ���� ZHUH� JUDG�DOO��

HOLPLQDWHG�� 7KH� VFDOH� ZDV� GHHPHG�

DFFHSWDEOH�ZKHQ�WKH�.DLVHU�0H�HU�2ONLQ�

�.02�� YDO�H� UDQJHG� EHWZHHQ� ���� DQG� ��

�2WKPDQ���2ZHQ���������WKH�(LJHQYDO�H�

ZDV�JUHDWHU�WKDQ����DQG�WKH�WRWDO�YDULDQFH�

H[SODLQHG� ZDV� HT�DO� WR� RU� JUHDWHU� WKDQ�

�����*HUELQJ���$QGHUVRQ��������

5HJDUGLQJ�GHPRJUDSKLF�FKDUDFWHULVWLFV��

WKH� VDPSOH� FRQVLVWHG� RI� ������ IHPDOH�

DQG�������PDOH�UHVSRQGHQWV��3DUWLFLSDQWV�

�QGHU�WKH�DJH�RI����DFFR�QWHG�IRU��������

WKRVH� DJHG���� WR����PDGH��S� ����������

WR����DFFR�QWHG�IRU������DQG�WKRVH�RYHU�

45� comprised� 6.6%,� re�ecting� the� core�

FRQV�PHU�JUR�S�LQ�WKH�FRVPHWLFV�LQG�VWU��

WRGD���,Q�WHUPV�RI�RFF�SDWLRQ��������ZHUH�

students,�25%�were�o�ce�workers,�26.6%�

ZHUH� VHOI�HPSOR�HG� RU� LQ� E�VLQHVV�� DQG�

������UHSRUWHG�RWKHU�RFF�SDWLRQV��,QFRPH�

ZLVH��������RI�SDUWLFLSDQWV�HDUQHG��QGHU�

��PLOOLRQ�91��SHU�PRQWK��������HDUQHG�

IURP���WR����PLOOLRQ�91���������HDUQHG�

IURP� ��� WR� ���PLOOLRQ�91��� DQG� ������

HDUQHG�RYHU����PLOOLRQ�91���2YHUDOO��WKH�

FKRVHQ�UHVHDUFK�PHWKRGRORJ��DQG�VDPSOH�

FKDUDFWHULVWLFV� HQV�UHG� UHOHYDQFH� DQG�

UHSUHVHQWDWLYHQHVV�ZLWKLQ�WKH�VFRSH�RI�WKH�

VW�G���FRQWULE�WLQJ�UHOLDEOH�GDWD�IRU�WHVWLQJ�

WKH� K�SRWKHVHV� UHJDUGLQJ� WKH� LPSDFW� RI�

�LJLWDO�0DUNHWLQJ�RQ�FRQV�PHU�EHKDYLRU�

LQ�WKH�FRVPHWLFV�VHFWRU�LQ�+DQRL�
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IV.�Research��ndings

������DF�RU�DQDO�VLV�DQG�UHOLDELOL���

DVVHVVPHQ�

7KH�PHDV�UHPHQW�VFDOHV�LQ�WKLV�VW�G��

ZHUH� DVVHVVHG� �VLQJ� &URQEDFK�V� $OSKD�

reliability� coe�cient,� and� the� test� results�

DUH� SUHVHQWHG� LQ� 7DEOH� ��� 7KH� &URQEDFK�V�

$OSKD�DQDO�VLV�VKRZHG�WKDW�DOO�PHDV�UHPHQW�

scales� had� a� coe�cient� greater� than� 0.6�

�UDQJLQJ�IURP�������WR���������)�UWKHUPRUH��

WKH� FRUUHFWHG� LWHP�WRWDO� FRUUHODWLRQV� RI� DOO�

YDULDEOHV�H[FHHGHG�WKH�WKUHVKROG�RI������ZLWK�

WKH� ORZHVW� YDO�H� EHLQJ� ������� 7KHUHIRUH��

WKHVH� PHDV�UHPHQW� VFDOHV� ZHUH� GHHPHG�

UHOLDEOH��1�QQDOO����%�UQVWHLQ��������DQG�

ZHUH� �VHG� LQ� WKH� V�EVHT�HQW� ([SORUDWRU��

)DFWRU�$QDO�VLV��()$��

7KH� ()$� UHV�OWV� IRU� WKH� IDFWRUV�

in�uencing� cosmetic� purchasing�

EHKDYLRU� LQ� +DQRL� LQGLFDWHG� WKDW� DOO�

��� REVHUYHG� YDULDEOHV� IURP� WKH� VL[�

identi�ed� factors� were� extracted� into�

WKH� RULJLQDO� VL[� IDFWRUV� DV� SURSRVHG� LQ�

WKH� UHVHDUFK� IUDPHZRUN�� 7KH� DQDO�VLV�

�LHOGHG�DQ�(LJHQYDO�H�RI������������DQG�

D� WRWDO� YDULDQFH� H[SODLQHG� RI� ��������

(>50%),� con�rming� that� all� observed�

YDULDEOHV�PHW�WKH�UHT�LUHG�IDFWRU�ORDGLQJ�

DQG� GLVFULPLQDQW� YDOLGLW�� FULWHULD��

$GGLWLRQDOO��� WKH� .DLVHU�0H�HU�2ONLQ�

(KMO)� coe�cient� was� 0.731,� and� the�

signi�cance�value�(Sig.)�was�very�small,�

GHPRQVWUDWLQJ� WKDW� WKH� IDFWRU� DQDO�VLV�

UHV�OWV�ZHUH�VWDWLVWLFDOO��UHOLDEOH�

7DE�H����&URQEDFK�V���SKD�DQG�()��UHVX�WV�IRU�PHDVXUHPHQW�VFD�HV��

LQ�WKH�UHVHDUFK�PRGH�

)DFWRU &RGH
&URQEDF��V�

�OS�D
)DFWRU�
ORDGLQ�

6RFLDO�0HGLD�0DUNHWLQ�� 600 �����

,�IUHT�HQWO���VH�DW�OHDVW�RQH�VRFLDO�PHGLD�SODWIRUP� 600� �����

,��VH�VRFLDO�PHGLD�WR�H[SORUH�FRVPHWLF�SURG�FWV� 600� �����

,�YLVLW�RQOLQH�UHWDLOHUV��ZHEVLWHV�WR�H[SORUH�LQIRUPDWLRQ�DER�W�FRVPHWLF�SURG�FWV� 600� �����

,�WU�VW��VHU�UHYLHZV�DQG�IHHGEDFN�RQ�VRFLDO�PHGLD�ZKHQ�GHFLGLQJ�WR�S�UFKDVH�FRVPHWLFV� 600� �����

,�RIWHQ�FOLFN�RQ�DGYHUWLVHPHQWV�IRU�FRVPHWLFV�RQ�VRFLDO�PHGLD� 600� �����

,�KDYH�S�UFKDVHG�FRVPHWLFV�GLUHFWO��IURP�VRFLDO�PHGLD�DGYHUWLVHPHQWV�RU�SRVWV� 600� �����

6HDUF��(Q�LQH�0DUNHWLQ�� 6(0 �����

7KUR�JK�VHDUFK�HQJLQHV��,�GR�QRW�KHVLWDWH�WR�S�UFKDVH�FRVPHWLFV�IURP�UHWDLOHUV� 6(0� �����

6HDUFK�HQJLQHV�GLVSOD��WKH�PRVW�UHOHYDQW�UHV�OWV�DW�WKH�WRS� 6(0� �����

I�usually�click�on�the��rst�3-4�search�results�when�looking�for�information. 6(0� �����

Through�search�engines,�I��nd�relevant�information�about�cosmetic�products. 6(0� �����

&RQWHQW�0DUNHWLQ�� &0 �����

,�RIWHQ�FOLFN�RQ��PRUH�LQIR��RU��OHDUQ�PRUH��OLQNV�LI�D�SRVW�EORJ�LV�LQWHUHVWLQJ� &0� �����

,�HQMR��VHDUFKLQJ�IRU�LQIRUPDWLRQ�RQ�FRVPHWLF�SURG�FWV�WR�FRPSDUH�DQG�FKRRVH� &0� �����

,�UHDG�UHYLHZV�RQ�RQOLQH�UHYLHZ�SODWIRUPV�DER�W�WKH�FRVPHWLF�SURG�FWV�,�ZDQW�WR�E��� &0� �����

,�FOLFN�RQ�OLQNV�LQ�EORJV�RU�H�FRPPHUFH�VLWHV�WR�JHW�LQIRUPDWLRQ�DQG�UHYLHZV�DER�W�FRVPHWLFV� &0� �����

(PDLO�0DUNHWLQ�� (0 �����

,�UHDG�HPDLOV�VHQW�E��RQOLQH�UHWDLOHUV� (0� �����

,�FOLFN�RQ�OLQNV�IURP�RQOLQH�UHWDLOHUV��HPDLOV� (0� �����

,�DP�LQWHUHVWHG�LQ�SURPRWLRQDO�HPDLOV�IURP�RQOLQH�UHWDLOHUV�UHODWHG�WR�FRVPHWLFV� (0� �����

Emails�from�online�retailers�sometimes�in�uence�me�to�purchase�their�cosmetics. (0� �����

A�liate�Marketing �0 �����

,��VH�RQOLQH�GLVFR�QW�FR�SRQV�IURP�YDULR�V�ZHEVLWHV�ZKHQ�E��LQJ�FRVPHWLFV� $0� �����

,�FOLFN�RQ�SURG�FW�RU�UHWDLOHU�OLQNV�ZKLOH�UHDGLQJ�EORJV�WR�DFFHVV�FRVPHWLF�SURG�FW�SDJHV� $0� �����

,�FOLFN�RQ�SURG�FW�RU�UHWDLOHU�OLQNV�LQ�RQOLQH�UHYLHZV�WR�DFFHVV�FRVPHWLF�SURG�FW�SDJHV� $0� �����

,�YLVLW�FRVPHWLF�SURG�FW�ZHEVLWHV�E��FOLFNLQJ�OLQNV�SURYLGHG�E��H[SHUWV�RU�FRPP�QLWLHV� $0� �����
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)DFWRU &RGH
&URQEDF��V�

�OS�D
)DFWRU�
ORDGLQ�

0RELOH�0DUNHWLQ�� 00 �����

,�FOLFN�RQ�OLQNV�LQ�606�RU�HPDLO�PHVVDJHV�IURP�EUDQGV�WR�OHDUQ�PRUH�DER�W�FRVPHWLFV� 00� �����

,�FOLFN�RQ�LQ�DSS�DGYHUWLVHPHQWV�WR�DFFHVV�FRVPHWLF�SURG�FW�SDJHV� 00� �����

I�receive�push�noti�cations�from�shopping�apps�and�click�to�view�cosmetics. 00� �����

I�scan�QR�codes�from��yers,�billboards,�or�products�to�visit�a�brand’s�website. 00� ����

&RQVXPHU�SXUF�DVLQ��EH�DYLRU�RI�FRVPHWLFV�LQ��DQRL� �0 �����

:KHQHYHU�SRVVLEOH��,�S�UFKDVH�FRVPHWLFV�WKUR�JK��LJLWDO�0DUNHWLQJ�WRROV� �0� �����

%��LQJ�FRVPHWLFV�YLD��LJLWDO�0DUNHWLQJ�WRROV�LV�WKH�IDVWHVW�ZD�� �0� �����

,�UHFRPPHQG�WKDW�RWKHUV�S�UFKDVH�FRVPHWLFV�WKUR�JK��LJLWDO�0DUNHWLQJ�WRROV� �0� �����

�6RXUFH���XWKRU�V�GDWD�DQD��VLV�UHVX�WV�

�����0XO�LSOH�UH�UHVVLRQ�DQDO�VLV

7DE�H����5HJUHVVLRQ�DQD��VLV�UHVX�WV

9DULDEOH Unstandardized�Coe�cient Standardized�Coe�cient 6L��
&RQVWDQW ����� �����
6RFLDO�0HGLD�0DUNHWLQJ� ����� ����� �����
6HDUFK�(QJLQH�0DUNHWLQJ� ����� ����� �����
&RQWHQW�0DUNHWLQJ� ����� ����� �����
(0DLO�0DUNHWLQJ� ����� ����� �����
A�liate�Marketing ����� ����� �����
0RELOH�0DUNHWLQJ� ����� ����� �����
5� ��������$GM�VWHG�5�� ����������UELQ�:DWVRQ�6WDWLVWLF� ������

�6RXUFH���XWKRU�V�GDWD�DQD��VLV�UHVX�WV�

$IWHU� FRQG�FWLQJ� WKH� H[SORUDWRU��

IDFWRU� DQDO�VLV�� P�OWLSOH� UHJUHVVLRQ�

DQDO�VLV� ZDV� SHUIRUPHG�� 7KH� UHV�OWV�

VKRZ� WKDW� WKH� )�VWDWLVWLF� YDO�H� RI� WKH�

model� is� 181.355,� with� a� signi�cance�

OHYHO� RI� VLJ��  � ������ �� ������ LQGLFDWLQJ�

WKDW� WKH� P�OWLSOH� OLQHDU� UHJUHVVLRQ�

PRGHO� LV�DSSURSULDWH� IRU� WKH�GDWDVHW�DQG�

FDQ� EH� �VHG�� 7KH� DGM�VWHG� 5��  � �������

GHPRQVWUDWLQJ� WKDW� WKHVH� IDFWRUV�H[SODLQ�

������RI� WKH�YDULDWLRQ� LQ� WKH�GHSHQGHQW�

YDULDEOH�� 7KH� ��UELQ�:DWVRQ� VWDWLVWLF�

IRU�WKH�PRGHO�LV��������DQG�WKH�9DULDQFH�

In�ation� Factor� (VIF)� <� 2,� con�rming�

WKDW�WKHUH�LV�QR�P�OWLFROOLQHDULW��LVV�H�LQ�

WKH�PRGHO�

•�6WDQGDUGL�HG�UH�UHVVLRQ�HTXDWLRQ��

�0� �������600���������6(0���

������$0���������&0���������00���

������(0

%DVHG�RQ�WKH�UHV�OWV�RI�WKH�DQDO�VLV��

D� RQH��QLW� LQFUHDVH� LQ� 6RFLDO� 0HGLD�

0DUNHWLQJ� �600�� OHG� WR� D� �������QLW�

LQFUHDVH�LQ�FRQV�PHU�S�UFKDVLQJ�EHKDYLRU�

IRU�FRVPHWLFV�LQ�+DQRL��6LPLODUO���6HDUFK�

(QJLQH� 0DUNHWLQJ� �6(0��� &RQWHQW�

0DUNHWLQJ� �&0��� (PDLO� 0DUNHWLQJ�

(EM),� A�liate� Marketing� (AM),� and�

0RELOH�0DUNHWLQJ� �00�� DOVR� SRVLWLYHO��

LPSDFW� FRQV�PHU� S�UFKDVLQJ� EHKDYLRU� DW�

FRUUHVSRQGLQJ�OHYHOV�

9��&RQFOXVLRQ�DQG�UHFRPPHQGDWLRQV

������RQFOXVLRQ

This� study� clari�es� the� signi�cant�

LPSDFW�RI��LJLWDO�0DUNHWLQJ�RQ�FRQV�PHU�

EHKDYLRU�LQ�WKH�FRVPHWLFV�VHFWRU�LQ�+DQRL��

ZLWK� SDUWLF�ODU� HPSKDVLV� RQ� WKH� UROH� RI�

6RFLDO�0HGLD�0DUNHWLQJ�DQG�6HDUFK�(QJLQH�

0DUNHWLQJ��$OWKR�JK�RWKHU�FKDQQHOV��V�FK�

as�A�liate�Marketing,�Content�Marketing,�
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0RELOH�0DUNHWLQJ��DQG�(PDLO�0DUNHWLQJ��

also� exert� in�uence,� their� impact� is�

FRPSDUDWLYHO��OHVV�V�EVWDQWLDO�

Based� on� the� research� �ndings,�

SURSRVHG� VRO�WLRQV� IRF�V� RQ� RSWLPL]LQJ�

�LJLWDO� 0DUNHWLQJ� VWUDWHJLHV�� LQFO�GLQJ�

DFF�UDWHO�� LGHQWLI�LQJ� WDUJHW� F�VWRPHUV��

enhancing� the� e�ectiveness� of� social�
PHGLD� DQG� VHDUFK� HQJLQH� FKDQQHOV��

LPSURYLQJ� FRQWHQW� T�DOLW��� HQV�ULQJ�

FUHGLELOLW�� DQG� VHF�ULW�� RQ� H�FRPPHUFH�

SODWIRUPV�� DQG� VWD�LQJ� �SGDWHG� ZLWK� WKH�

ODWHVW� WUHQGV� LQ��LJLWDO�0DUNHWLQJ��7KHVH�

PHDV�UHV� DLP� WR� VWUHQJWKHQ� F�VWRPHU�

WU�VW��SURYLGH�WUDQVSDUHQW�LQIRUPDWLRQ��DQG�

HQKDQFH� WKH� RQOLQH� VKRSSLQJ�H[SHULHQFH��

WKHUHE��VWLP�ODWLQJ�S�UFKDVLQJ�EHKDYLRU�

+RZHYHU�� WKLV� UHVHDUFK� LV� V�EMHFW�

WR� FHUWDLQ� OLPLWDWLRQV�� )LUVW�� WKH� V�UYH��

VFRSH�ZDV�OLPLWHG�WR�+DQRL��D�UHJLRQ�ZLWK�

GLVWLQFW� GHPRJUDSKLFV�� WHFKQRORJLFDO�

DFFHVV��DQG�FRQV�PHU�EHKDYLRU�FRPSDUHG�

WR� RWKHU� DUHDV� DFURVV� WKH� FR�QWU��� 7KLV�

PD�� FRQVWUDLQ� WKH� JHQHUDOL]DELOLW�� RI�

the� �ndings� to� the� broader� Vietnamese�

PDUNHW��6HFRQG�� WKH� VW�G�� IRF�VHV�VROHO��

RQ�WKH�FRVPHWLFV�LQG�VWU���ZKLFK�LV�KHDYLO��

in�uenced� by� emotional� and� visual�

factors,�thus�not�fully�re�ecting�the�impact�

RI��LJLWDO�0DUNHWLQJ�RQ�RWKHU�VHFWRUV�V�FK�

DV�IDVKLRQ��IRRG��WHFKQRORJ���RU�VHUYLFHV�

7KHUHIRUH�� I�W�UH� UHVHDUFK� VKR�OG�

H[SDQG�WKH�V�UYH��VFRSH�WR�LQFO�GH�RWKHU�

SURYLQFHV� DQG�FLWLHV� LQ� RUGHU� WR�FRPSDUH�

di�erences�in�consumer�behavior�and�the�

in�uence� of� Digital� Marketing� channels�

DFURVV� UHJLRQV�� $GGLWLRQDOO��� DSSO�LQJ�

the� research� model� to� di�erent� product�

FDWHJRULHV� ZR�OG� DOORZ� IRU� D� PRUH�

FRPSUHKHQVLYH� HYDO�DWLRQ� RI� �LJLWDO�

Marketing� e�ectiveness.� Finally,� to�

HQKDQFH�WKH�GHSWK�DQG�UHOLDELOLW��RI�GDWD��

I�W�UH� VW�GLHV� PD�� LQWHJUDWH� T�DOLWDWLYH�

PHWKRGV� V�FK� DV� LQ�GHSWK� LQWHUYLHZV��

REVHUYDWLRQ�RI�DFW�DO�EHKDYLRUV�RQ�GLJLWDO�

SODWIRUPV�� RU� ELJ� GDWD� DQDO�VLV� WR� EHWWHU�

H[SORUH� SV�FKRORJLFDO� DQG� EHKDYLRUDO�

IDFWRUV�LQ�WKH�GLJLWDO�HQYLURQPHQW�

�����5HFRPPHQGD�LRQV

������� 5HFRPPHQGDWLRQV� IRU� WKH�

*RYHUQPHQW

��)LUVWO��� LPSURYH� UHJ�ODWRU��

SROLFLHV� IRU� �LJLWDO� 0DUNHWLQJ� LQ�

WKH� FRVPHWLFV� LQG�VWU��� (VWDEOLVK�

FOHDU� SURG�FW� LQIRUPDWLRQ� GLVFORV�UH�

UHT�LUHPHQWV�RQ�GLJLWDO�SODWIRUPV��PRQLWRU�

DGYHUWLVLQJ�FRQWHQW��HVSHFLDOO��ZKHQ��VLQJ�

KOLs/KOCs;� clearly� de�ne� the� legal�

UHVSRQVLELOLWLHV�RI�H�FRPPHUFH�SODWIRUPV�

UHJDUGLQJ� FR�QWHUIHLW� DQG� LPLWDWLRQ�

SURG�FWV�

��6HFRQGO��� VWUHQJWKHQ� FRQV�PHU�

SURWHFWLRQ�� ,PSOHPHQW� SURG�FW�

D�WKHQWLFDWLRQ� WHFKQRORJLHV� �H�J��� 45�

FRGHV�� EORFNFKDLQ��� GHYHORS� V�VWHPV�

IRU� RQOLQH� FRPSODLQW� UHFHSWLRQ� DQG�

UHVRO�WLRQ�� LVV�H� UHJ�ODWLRQV� RQ� SHUVRQDO�

GDWD�SURWHFWLRQ�DQG�FRQWURO�RYHU�FRQV�PHU�

LQIRUPDWLRQ�FROOHFWLRQ�DQG��VDJH�

��7KLUGO��� WLJKWHQ� V�SHUYLVLRQ�

RI� RQOLQH� E�VLQHVV� DFWLYLWLHV�� 8WLOL]H�

$,� WHFKQRORJLHV� WR� GHWHFW� IUD�G�� IDOVH�

DGYHUWLVLQJ�� DQG� WKH� VDOH� RI� FR�QWHUIHLW�

JRRGV�� HQV�ULQJ� D� KHDOWK�� E�VLQHVV�

HQYLURQPHQW�

��)R�UWKO��� V�SSRUW� GLJLWDO�

WUDQVIRUPDWLRQ� DPRQJ� HQWHUSULVHV��

Organize� training� and� provide� �nancial�

DQG� WHFKQLFDO� DVVLVWDQFH�IRU�60(V� LQ�WKH�

FRVPHWLFV� VHFWRU�� HQFR�UDJH� SDUWQHUVKLSV�

EHWZHHQ�ODUJH�DQG�VPDOO�E�VLQHVVHV�WR�VKDUH�

NQRZOHGJH��HQKDQFH�FRPSHWLWLYHQHVV��DQG�

LPSURYH�PDUNHW�DFFHVV�

��)LIWKO��� SURPRWH� VPDUW�

FRQV�PSWLRQ�DZDUHQHVV��&ROODERUDWH�ZLWK�

DVVRFLDWLRQV� DQG� RUJDQL]DWLRQV� WR� OD�QFK�

FDPSDLJQV�DLPHG�DW�HG�FDWLQJ�FRQV�PHUV�
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RQ�SURG�FW�D�WKHQWLFLW���ULJKWV�SURWHFWLRQ��

DQG�RQOLQH�GDWD�VHF�ULW��

������� 5HFRPPHQGDWLRQV� IRU�

(QWHUSULVHV

��)LUVWO���HQKDQFH�WKH�T�DOLW��RI��LJLWDO�

0DUNHWLQJ� FRQWHQW�� �HYHORS� FUHDWLYH��

HQJDJLQJ� FRQWHQW� WKDW� FRPELQHV� YDO�DEOH�

LQIRUPDWLRQ� ZLWK� SURG�FW� SURPRWLRQ��

e�ectively� leverage� video� platforms,�

OLYHVWUHDPV��DQG�LQ�GHSWK�DUWLFOHV�

��6HFRQGO��� RSWLPL]H� F�VWRPHU�

H[SHULHQFH��%�LOG�&50�V�VWHPV��FKDWERWV��

DQG� D�WRPDWLRQ� WRROV� WR� LPSURYH� VHUYLFH�

e�ciency�and�increase�conversion�rates.

��7KLUGO��� SURYLGH� FRPSOHWH� DQG�

FRQVLVWHQW� SURG�FW� LQIRUPDWLRQ�� (QV�UH�

�QLIRUPLW�� DFURVV� DOO� GLJLWDO� SODWIRUPV��

maintain�transparency�regarding�certi�cations�

DQG�SURG�FW�WHVWLQJ�WR�IRVWHU�F�VWRPHU�WU�VW�

��)R�UWKO���HQV�UH�GDWD�VHF�ULW��DQG�

E�LOG� EUDQG� FUHGLELOLW��� ,QYHVW� LQ� VHF�UH�

WUDQVDFWLRQ�V�VWHPV��S�EOLFO��GLVFORVH�GDWD�

�VDJH� SROLFLHV� DQG� FRPPLW� WR� SURWHFWLQJ�

SHUVRQDO�LQIRUPDWLRQ�

��)LIWKO��� RSWLPL]H� ZHEVLWHV� DQG�

VHDUFK� HQJLQH� SHUIRUPDQFH�� $SSO�� 6(2�

VWUDWHJLHV�� HQKDQFH� �VHU� H[SHULHQFH��

GHYHORS� KLJK�T�DOLW�� FRQWHQW�� DQG� E�LOG�

e�ective�link�systems.

��6L[WKO��� VWD�� �SGDWHG� ZLWK� QHZ�

�LJLWDO� 0DUNHWLQJ� WUHQGV�� 3URDFWLYHO��

DGRSW� $,�� 95�$5� WHFKQRORJLHV�� FRQWHQW�

personalization,�and�In�uencer�Marketing�

VWUDWHJLHV�WR�LPSURYH�FRPSHWLWLYHQHVV�DQG�

F�VWRPHU�HQJDJHPHQW�

������� 5HFRPPHQGDWLRQV� IRU�

&RQVXPHUV

��(QKDQFH� DZDUHQHVV� DQG� VNLOOV�

LQ� HYDO�DWLQJ� LQIRUPDWLRQ�� $SSURDFK�

DGYHUWLVLQJ� FRQWHQW� VHOHFWLYHO��� YHULI��

SURG�FW� RULJLQV� DQG� LQJUHGLHQWV� EHIRUH�

PDNLQJ�S�UFKDVHV�

��3ULRULWL]H� WUDQVSDUHQW� EUDQGV�ZLWK�
SRVLWLYH�IHHGEDFN��&KRRVH�SURG�FWV�IURP�

brands� with� e�ective� customer� service�

DQG�FOHDU�SROLFLHV�

��6KDUH� KRQHVW� IHHGEDFN� DQG�

DFWLYHO�� SURWHFW� WKH� FRPP�QLW��� 3URYLGH�
JHQ�LQH� SURG�FW� UHYLHZV� DIWHU� �VH�� DQG�

UHSRUW� YLRODWLRQV� WR� D�WKRULWLHV� WR� KHOS�

E�LOG� D� WUDQVSDUHQW� DQG� VDIH� FRQV�PHU�

HQYLURQPHQW�
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NGHIÊN�CỨU�TÁC�ĐỘNG�CỦA�DIGITAL�MARKETING�
ĐẾN�HÀNH�VI�MUA�MỸ�PHẨM�CỦA�KHÁCH�HÀNG�

TRÊN�ĐỊA�BÀN�THÀNH�PHỐ�HÀ�NỘI

Nguyễn�Thị�Hồng�Nhung�,�Phạm�Xuân�Hòa�,�Nguyễn�Thị�Thu�Hương†

Tóm�tắt:�Nghiên�cứu�này�nhằm�phân� tích�các�yếu� tố�Digital�Marketing�ảnh�hưởng�

đến� hành� vi� mua� mỹ� phẩm� của� khách� hàng� trên� địa� bàn� thành� phố� Hà� Nội.� Thông� qua�

khảo�sát�trực�tuyến�và�trực�tiếp,�nhóm�tác�giả�đã�thu�thập�được�dữ�liệu�từ�256�khách�hàng�

về� tác� động�của�Digital�Marketing�đối�với�quyết�định�mua�hàng�của�họ.�Kết�quả�nghiên�

cứu�chỉ�ra�rằng�có�06�yếu�tố�chính�ảnh�hưởng�đến�hành�vi�của�người�tiêu�dùng,�bao�gồm:�

6RFLD��0HGLD�0DUNHWLQJ��6HDUFK�(QJLQH�0DUNHWLQJ��&RQWHQW�0DUNHWLQJ��(�0DL��0DUNHWLQJ��

A�liate�Marketing;�Mobile�Marketing.�Trong�đó,�Social�Media�Marketing�and�Search�Engine�

Marketing�lần�lượt�là�hai�yếu�tố�có�tác�động�mạnh�nhất�đến�hành�vi�mua�mỹ�phẩm�của�khách�

hàng�trên�địa�bàn�thành�phố�Hà�Nội.�Kết�quả�của�nghiên�cứu�này�mang�lại�những�gợi�ý�hữu�

ích�cho�các�doanh�nghiệp�mỹ�phẩm.�Cụ�thể,�doanh�nghiệp�nên�ưu�tiên�đầu�tư�vào�các�chiến�

lược�truyền�thông�xã�hội�trên�các�nền�tảng�như�Facebook,�Instagram�Yj�TikTok,�đồng�thời�tối�

ưu�hóa�các�công�cụ�tìm�kiếm�như�SEO�Yj�Google�Ads�để�tiếp�cận�và�thu�hút�khách�hàng�mục�

tiêu�một�cách�hiệu�quả.�Bên�cạnh�đó,�việc�xây�dựng�nội�dung�hấp�dẫn�và�cá�nhân�hóa,�cũng�

như�thúc�đẩy�tương�tác�số�có�ý�nghĩa�sẽ�góp�phần�nâng�cao�nhận�diện�thương�hiệu�và�thúc�

đẩy�hành�vi�mua�sắm�của�người�tiêu�dùng�trong�kỷ�nguyên�số.

Từ�khóa:�mỹ�phẩm,�hành�vi�mua,�digital�marketing,�social�media�marketing,�content�marketing,�

search�engine�marketing,�a�liate�marketing,�email�marketing,�mobile�marketing.

��Sinh�viên�Trường�Đại�học�Mở�Hà�Nội

†�Trường�Đại�học�Mở�Hà�Nội


