563

CAC LY THUYET NEN TANG TRONG NGHIEN CUU
VE TAC PONG CUA NQI DUNG DO NGUOI DUNG
VA NHA TIEP THI TAO RA PEN HANH VI MUA HANG

Nguyén Ngoc Minh An', Dwong Thity Linh’,
D6 Phit My', Nguyén Thi Thu Phwong’
Email: nnman@hou.du.vn

Ngay toa soan nhan dugc bai bao: 30/09/2025
Ngay phan bi¢n danh gia: 30/10/2025
Ngay bai bdo dugc duyét dang: 17/11/2025

DOI: 10.59266/houjs.2025.974

Tém tit: Trong boi canh truyén thong sé phdt trién manh mé, néi dung do nguoi
diing tao ra (User-Generated Content - UGC) va ni dung do nha tiép thi tao ra (Marketer-
Generated Content - MGC) dang tré- thanh hai yéu t6 trong yéu anh hiréng dén hanh vi mua
hang ciia ngueoi tiéu dimg. Nghién ciru ndy nham hé thong héa va phan logi cdc Iy thuyét nén
tang dwoc sir dung trong cdc céng trinh khoa hoc quoc té vé tac dong ciia UGC va MGC dén
hanh vi nguoi tiéu ding, qua dé nhdn dién xu hudng tich hop giita cac khung Iy thuyét truyén
théng va hién dai trong boi canh kinh té so. Bang phuong phdp tong quan tai liéu c6 hé thong
(Systematic Literature Review - SLR), bai viét phdn tich hon 120 céng trinh nghién ciru duwoc
cong bé giai doan 2008-2024 thudc cdc linh viee marketing, truyén théng va hanh vi nguoi
tiéu ding. Két qud cho thdy bon nhém 1y thuyét phé bién: (1) Nhém hanh vi va nhdn thik
(TPB, TRA, TAM, UGT); (2) Nhém xd hdi va quan hé (SIT, SET); (3) Nhém truyén théng va
thuyét phuc (Nguon tin cdy, ELM); va (4) Nhém gid tri va dong sang tao (Service-Dominant
Logic, Customer Engagement). Nghién ciru gop phan bé sung nén tang Iy ludn cho linh viec
marketing sé va dwa ra ham ¥ quan tri cho doanh nghiép trong viéc xdy dung chién luoc néi
dung hiéu qud nham thiic ddy hanh vi mua hang trong méi trieong truec tuyén.

Tir khéa: néi dung do nguoi ding tao ra (UGC), ndi dung do nha tiép thi tao ra (MGC), Iy
thuyet nén tang, hanh vi mua hang, truyén thong so

I. Pit van dé moi trudong nay, ndi dung do ngudi dung
Su phat trién manh mé cia truyén tao ra (UGC) va ndi dung do nha tiép thi
thong s6 va mang xi hoi da lam thay doi tao ra (MGC) tr¢ thanh hai ngudn thong
can ban cach ngudi tiéu dung tiép nhan, tin quan trong dinh hinh nhan thirc, thai do
danh gia va ra quyét dinh mua hang. Trong va y dinh mua cua nguoi tiéu dung. UGC
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mang tinh xac thuc, phan anh trai nghiém
thuc té, trong khi MGC gitp thuong hiéu
kiém soat thong diép va cting ¢ hinh anh.
Tuy nhién, cac nghién ciru hién nay van
thiéu mot khung 1y thuyét tong hop dé 1y
giai 16 co ché anh huong cua hai loai noi
dung nay ddi v6i hanh vi tiéu dung trong
bbi canh truyén thong so.

Xuét phat tur thuc tién do, nghién
ciru nay duoc thuc hi¢n nham hé théng
hoa va phan loai cac 1y thuyét nén tang
dugc tmg dung phd bién trong cac cong
trinh nghién ctru vé tac dong ciia UGC
va MGC dén hanh vi mua hang. Nghién
ctru huéng dén viéc lam rd nhitng khung
tiép can hoc thuat chu dao nhu ly thuyét
hanh vi, 1y thuyét xa hoi, Iy thuyét truyén
thong va dong sang tao gia tri, tir d6 dé
xudt mot khung tich hop lién nganh phuc
vu cho nghién ctru va thuc hanh marketing
sO. Két qua ky vong s& déng gop vé mit
ly luan bang viéc cing cb nén tang hoc
thuat cho nghién ctru hanh vi nguoi ti€u
ding trong mdi truong sd, dong thoi dong
gop thue tién thong qua ham y xay dung
chién luogc noi dung hiéu qua nham thic
day hanh vi mua hang va gan két khach
hang trong ky nguyén kinh té sd.

II. Co sé 1y thuyét

2.1. Khai niém va sw khdc biét giira
UGCva MGC

Trong moi truong truyén thong sd,
nguoi tiéu dung va doanh nghiép cung
tham gia sang tao ndi dung, hinh thanh
hai dang chinh: ndi dung do nguoi dung
tao ra (User-Generated Content - UGC) va
n6i dung do nha tiép thi tao ra (Marketer-
Generated Content - MGC). Hai loai noi
dung nay tuy khac biét vé ngudn gdc va
muc tiéu, nhung déu c6 vai trd quan trong
trong viéc dinh hinh nhan thirc, cdm xuc
va hanh vi mua hang ctia nguoi tiéu dung.

Cung voi su phat trién manh mé cua
mang xa hoi va nén tang chia sé ndi dung,
ndi dung do nguoi dung tao ra (User-
Generated Content - UGC) ngay cang thu
hat sy quan tdm cua gidi nghién ctru va
doanh nghiép. Cac vi du dién hinh cho
UGC bao gém cac video duge ngudi ding
dang tai trén YouTube, TikTok, Youku
hay cac bai danh gid, chia sé trai nghi¢ém
trén Facebook va dién dan truc tuyén.
Tuy nhién, dén nay van chua c6 mét dinh
nghia thong nhit vé khai niém nay trong
gi61 hoc thuat.

Theo OECD (2007), UGC la ndi
dung dugc nguoi dung khong chuyén tao
ra va cong khai trén Internet, thé hién tinh
sang tao, quan diém hodc trai nghi¢m cé
nhan, khong nhim muc tiéu thuong mai
tree tiép. Zhao, Fan & Zhu (2012) mo
rong khai niém nay, cho ring UGC bao
gém nhiéu hinh thirc nhu bai viét, hinh
anh, video, binh luan hay déanh gia, phan
anh cam xtuc that va trai nghiém thuc té
cta nguoi tiéu dung.

Nguoc lai, Colicev, Kumar &
O’Connor (2019) dinh nghia MGC la cac
thong di¢p hodc ndi dung do doanh nghiép
tao ra va kiém soat, nhdm cung cap thong
tin san pham, cung cd hinh anh thuong
hiéu va thuc ddy hanh vi mua hang. Tuong
tu, Schivinski & Dabrowski (2016) xem
MGC 1a ngudn thoéng tin chinh thic c6
dinh hudng chién lugc, dam bao tinh
thong nhit cua thong diép va hinh anh
thuong hiéu trén cac nén tang so.

Nhu vay, c¢6 thé hiéu mot cach khai
quét rang UGC 14 ndi dung sé do ngudi
dung sang tao va chia sé cong khai, phan
anh trai nghiém, y kién hodc cam xuc ca
nhan, dong thoi déng vai trd quan trong
trong viéc hinh thanh nhan thuc va hanh vi
mua hang trong mdi truong truyén thong



s6. Con MGC déng vai tro ngudn thong
tin chinh thure va c6 tinh dinh hudng cao,
cho phép ngudi tiéu dung tiém ning cé
dugc nhan thic toan dién va truc quan
hon vé san pham, tir d6 hinh thanh dénh
gid so bo vé kha ning dap ng nhu ciu ca
nhan (Malthouse et al., 2016).

2.2 So sanh dic diém ciia UGC va
MGC trén cdc nén ting truyén thong ky
thudt sé

Trén cac nén tang truyén thong sd
ngdy nay, ndi dung do nha tiép thi tao ra
(MGC) va ndi dung do nguoi dung tao ra
(UGC) cung ton tai, trong tac va bo trg
14n nhau trong viéc hinh thanh nhan thirc
va hanh vi mua hang ctia nguoi tiéu dung
(Goh, Heng & Lin, 2013).

UGC 1a noi dung dugc tao ra mot
cach tu nguyén bdi nguoi tiéu dung hodc
ngudi ding truc tuyén, phan anh kinh
nghiém, cam xac va danh gid cd nhan
vé san phém, dich vu hoac thuong hi¢u
(Daugherty, Eastin & Bright, 2008). UGC
bao gdm nhiéu hinh thirc nhu bai ding, binh
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luan, video danh gid, hinh anh trai nghiém,
hashtag challenge hodc review san pham,
thuong dugc chia sé trén mang xa hoi hoac
cong dong truc tuyén. So véi MGC, UGC
cO tinh xé&c thyc va mic do tin cdy cao
hon vi né xuat phét tir trai nghiém that va
danh gid khach quan, gitp nguoi tiéu dung
khac cam thay gan giii va dé déng cam hon
(Schivinski & Dabrowski, 2016).

Nguoc lai, MGC thudong c6 mirc
do kiém soat cao, duoc xay dung c6 chu
dich véi cdu tric ré rang, trinh bay qua
vin ban, hinh anh, video, am thanh, d6
hoa hodc quang cao tuong tdic. MGC giup
doanh nghiép dam bao tinh nhit quan cua
thong diép, thé hién gia tri thuong hiéu, va
thuong duoc sir dung ¢ giai doan dau cua
hanh trinh khéach hang (customer journey)
dé tao nhan thuc thuong hi¢u (brand
awareness) va thuc diy y dinh mua hang
(purchase intention) (Meire et al., 2019).

Duya trén nghién ctru cua Benlian
(2012) va tong hop céac cong trinh gan day,
c6 thé tom tit sy khac biét giira hai loai
ndi dung nhu sau:

Bang 1. So sanh dic diém cia UGC va MGC

UGC - N¢i dung do nguoi

MGC - Noi dung do nha tiép thi

hién quan diém cé nhan

Dic trung dung tao ra tao ra
Chi thé tao Nguoi tiéu dung, khach hang, Doanh nghiép, nha phan phéi, nhan
noi dung nguoi dung mang xa hoi vién marketing
Muc tiéu Chia s¢ trdi nghi¢m, danh gi4, thé | Tang nhan di¢n thuong hi¢u, cung cap

thong tin san pham, thuc day doanh sd

Tinh nguyén ban
cua ndi dung

Nguyén ban, xuat phat tir trai
nghiém that

Co¢ tinh dinh hudng, dugc bién tap
chuyén nghiép

Pinh dang thé hién

Chu yéu 14 binh ludn, bai dang,
anh/video ca nhan

Van ban, hinh anh, video,.v.v.

Mirc do kiém soat

Thép, phu thudc nguoi ding

Rét cao, doanh nghiép kiém soat

Mirc dg tin cay
cam nhan

Cao, mang tinh xac thuc, tu nhién

Trung binh, c6 yéu to quang cdo
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Nhu vay, MGC dong vai tro la
nguodn thong tin chinh thic gitip nguoi
tiéu dung nhan biét thuvong hiéu va hiéu
vé san pham, trong khi UGC mang lai goc
nhin khach quan va xac thyc, anh hudng
manh dén niém tin, cam xtc va hanh vi
mua hang. Viéc két hop hai loai ndi dung
nay giup doanh nghiép tdi uu hoa chién
luoc truyén thong, vira duy tri sy kiém soét
thong diép, vira gia tang tinh tin cdy va
mirc d6 gan két cuia khach hang (Rahman
et al., 2024).

I11. Phuwong phap nghién ctru
3.1. Phuong phdp tiép cin

Nghién ctru nay dugc thuc hién theo
hudng phuwong phap tong quan tai liéu c6
h¢ thdng (Systematic Literature Review -
SLR) nham tong hop, phan loai va phan
tich cac cong trinh nghién cuu lién quan
dén UGC (User-Generated Content) va
MGC (Marketer-Generated Content)
trong mdi quan hé v6i hanh vi mua hang
ctia nguoi tiéu dung.

Céch tiép cén nay cho phép danh
gia toan dién nén tang 1y thuyét, xu hudng
phuong phap va két qua nghién ctru hién
hanh, tir 46 x4c dinh khoang trong nghién
ctru va dé xuat mo hinh khung 1y thuyét
tich hop phu hop véi bdi canh truyén
thong ky thuat s6 tai Viét Nam.

3.2. Pham vi va nguén div liéu

Nguén dir liéu nghién ctru duoc
thu thap tir cac co s¢ dir liéu khoa hoc
qudc t& c6 uy tin nhu Scopus, Web of
Science, Emerald Insight, ScienceDirect,
SpringerLink, va Google Scholar, trong
giai doan 2008-2024.

Tir khoa tim kiém bao gdm: “User
Generated Content,” “Marketer Generated
Content,” “Digital Marketing,” “Purchase

Intention,” “Brand
“Consumer Behavior.”

Engagement,”

Téng cong 125 cong trinh dugc
chon loc ngoai dap g cac ti€u chi:

(1) C6 ndi dung lién quan tryuc tiép
dén UGC hoic MGC;

(2) Phan tich tac dong dén hanh vi,
thai do, hodc y dinh mua hang;

(3) Puoc cong bb trong tap chi khoa
hoc trong va ngoai nudc hodc hdi thao
qudc té co phan bién.

3.3. Quy trinh chon loc va phdn
tich tai liéu

Quy trinh SLR duoc tién hanh theo
ba budc:

(1) Sang loc ban dau: loai bo cac
nghién ctru trung lap, khong lién quan
hodc chi mo ta hién tuong.

(2) PBanh gid ndi dung: doc toan
vin dé trich xudt thong tin vé 1y thuyét sir
dung, md hinh nghién ctru, phuong phap
va két qua chinh.

(3) Phan loai va téng hop: nhém
cac nghién ctru theo bon cum 1y thuyét
nén tang chinh - (i) hanh vi & nhan thic
(TPB, TAM, UGT), (ii) xa hoi & quan hé
(SIT, SET), (iii) truyén thong & thuyét
phuc (Nguon tin cdy, ELM), va (iv) dong
sang tao gia tri (Service-Dominant Logic,
Customer Engagement).

Viéc phan loai dugc hd tro béng
phéan tich ndi dung dinh tinh (qualitative
content analysis) dé xac dinh tan suit va
mirc d6 img dung cua ting 1y thuyét trong
cac cong trinh.

3.4. Phwong phdp téng hop va
trinh bay két qua

Céc dir lidu dinh tinh dugc tong hop
va ma hoa thu cong theo phuong phap
thematic synthesis, chia thanh cac chi dé



Iy thuyét (theoretical themes) va phuong
phép luan (methodological trends).

Két qua dugc trinh bay dudi dang
bang thong ké tan suat ing dung 1y thuyét,
so d6 mé hinh tich hop UGC-MGC, va cac
luan diém so sanh giita cac nhom nghién
ctru theo bdi canh (phuong Tay, chiu A,
Viét Nam).

Phuong phdp nghién ctru nay gitp
dam bao tinh khach quan, minh bach va
tai lap duoc, dong thoi cung cip co so
khoa hoc cho viéc dé xuit mé hinh nghién
ctu thyc nghi€ém trong céc nghién ctu
tiép theo.

IV. Két qua nghién ciru va thio luin

4.1. Két qud tong hop mé ta

Tong quan 125 cong trinh khoa hoc
qudc té (2008-2024) cho thay nghién ctru
vé User-Generated Content (UGC) va
Marketer-Generated Content (MGC) dang
chuyén tir huéng mé ta hién tuong sang
hudng 1y thuyét tich hop da nganh, két nbi
giita marketing, tdm Iy hoc hanh vi, truyén
thong va cong nghé.

Trong sb 125 nghién ctru:

43% thudc nhom 1y thuyét hanh vi -
nhén thirc (Behavioral & Cognitive).

27% thudc nhom xa hoi - cong déng
(Social & Relational).

18% dya trén nhom truyén thong
- thuyét phuc (Communication &
Persuasion).

12% con lai tiép can tir Iy thuyét dong
sang tao gia tri (Value & Co-creation).

Ty 18 nay phan anh sy thay ddi xu
hudng nghién ctru:

(1) Giai doan 2008-2014, cac cong
trinh tdp trung vao dong co hanh vi va
chép nhan cong nghé (TPB, TAM, UGT);
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(2) Giai doan 2015-2020, cac nghién
ctru nghiéng vé anh huong xa hoi va gin
két cong dong (SIT, SET, CE);

(3) Giai doan 2021-2024, ndi bat
xu huéng dong sang tao gia tri (co-
creation), gin UGC-MGC véi customer

engagement, trust va purchase intention
(Rahman et al., 2024; Meire et al., 2019).

Nhin chung, UGC dugc xem Ila
yéu té tac dong manh m& hon MGC dén
thai do va hanh vi mua hang, nho tinh
chan thuc, cam xtc va déng cam xa hoi.
Nguoc lai, MGC van déng vai trd quan
trong trong dinh huéng thong diép, kiém
soat hinh anh va tao niém tin ban dau cho
nguoi tiéu dung.

4.2. Téng hop cdc Iy thuyét nén
tang trong nghién cuu UGC va MGC

Su phat trién manh mé cua truyén
thong k¥ thuat s6 va mang xa hoi da dan
dén su gia ting dang ké cac nghién ctru
vé nodi dung do ngudi ding tao ra (User-
Generated Content - UGC) va ndi dung
do nha tiép thi tao ra (Marketer-Generated
Content - MGC). Hai loai ndi dung nay
khong chi thay dbi cach thic doanh
nghiép truyén thong thuong hiéu ma con
dinh hinh lai hanh vi ti€u dung, niém tin
va y dinh mua hang trong moi trudng truc
tuyén.

Dé 1y giai co ché tac dong cua UGC
va MGC, céc hoc gia da van dung nhiéu
khung 1y thuyét nén tang khac nhau, phan
anh sy da chiéu trong cach tiép cén: tir
hanh vi ¢4 nhan, tuong tac xa hoi, co ché
truyén thong, cho dén dong sang tao gia
tri. Dua trén két qua tong quan 125 cong
trinh quc té giai doan 2008-2024, nghién
ctru nay phén loai va tong hop bén nhom
ly thuyét chinh dugc Gmg dung phd bién
trong linh vuc UGC-MGC, gom:
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(1) Nhém 1y thuyét hanh vi va nhdn
thice (Behavioral & Cognitive Theories) -
tap trung vao dong co, thai do va y dinh
hanh vi cua nguoi ti€u dung;

(2) Nhém Iy thuyét xa héi va céng
dong (Social & Relational Theories) -
nhan manh vai tro cta tuong tac va ban
sdc xa héi trong hanh vi chia sé ndi dung;

(3) Nhém 1y thuyét truyén thong
va thuyét phuc (Communication &
Persuasion Theories) - giai thich co ché
tac dong cuia thong diép va ngudn phat dén
thai d¢ nguoi nhan;

(4) Nhém 1y thuyét gid tri va dong
sang tao (Value & Co-Creation Theories)
- 1am 13 cach UGC va MGC cung kién tao
gia tri thuwong hiéu thong qua su gan két
cua khach hang.

Céac nhom 1y thuyét nay khong ton
tai doc 1ap ma tuong hd va bd sung cho
nhau, tao nén khung nén virng chéc giup
Iy giai sy chuyén doi tir truyén théng mot
chidu (one-way marketing) sang twong
tac hai chiéu va dong kién tao gia tri
(interactive co-creation) trong bdi canh
truyén thong so.

Bang 1. Tong hop cac 1y thuyét nén tang trong nghién ctru UGC va MGC

Nhémly | Ly thuyét | Tacgias| , . |Ungdungtrong ) Vidy thyuc
thuvét ticu bitu Nim Y nghia chinh nghién ciru nghi¢m tieu
Y UGC/MGC biéu
Goh et al.
Theory of . Hanh viduge hinh | ooy iy o ginn | (2013): TPB
Ajzen thanh tur thai do, NN gidi thich
Planned 2 .. .. |tao, chia sé hodc lan ,
. (1985, chuan muc xa hoi |~ .. UGC anh
Behavior 1R s toa ndi dung thuong |, J
1991) va kiém soat hanh |, ., huéng dén
(TPB) . « higu. L s
vi cam nhan. y dinh mua
hang.
Islam &
Technolo Y dinhhanhvi | Giai thich muc Rahman
Acce taniz Davis phu thudc vao tinh |do chép nhan nén (2017): TAM
I. Hanh vi & Mod g (TAM) (1986) hitu ich va désir  |tang tao UGC nhu | dung dé do
Nhan thirc dung. TikTok, YouTube. |murc d¢ gin
(Behavioral két
& Cognitive) o Malthouse
Nguoi dung chon et al. (2016):
Uses & phuong tién dé Xéc dinh dong co .
i, Katz et al. . X ) o . |UGC thoa
Gratifications (1973) théa man nhu cau |sang tao, tiéu thu va méin nhu ciu
Theory (UGT) thong tin, gidi tri, |lan téa UGC. A A
PO xa hoi va ca
the hién ban than. A
nhan.
Hai con dudng Giai thich vi sao
Elaboration | Petty & thuyét phuc: UGC (cam xtc, Schivinski &
Likelihood Cacioppo |trung tam (logic) |trdi nghiém) c6 Dabrowski
Model (ELM) |(1986) & ngoai vi (cam | hi¢u tng manh hon |[(2016).
XUc). MGC
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Nhémly | Ly thuyét | Ticgia/| , . | Ungdungtrong| Vidy thuc
thuyét ticu bitu Nim Y nghia chinh nghién ciru nghi¢m tieu
UGC/MGC biéu
. C o, Giai thich viée Muniz &
Taifel & Hanh vi chia s¢ neudi tidu dun 0’Guinn
Social Identity J xuat phat tir nhu % u e ;g A I
Theory (SIT) Turner cAu thude vé con dang UGC thé hién |[(2001): cong
v (1979) don i 8 | ban she thuong dong thuong
& hi¢u. hicu Apple.
. Con nguoi hanh Pl}an U?h dong C(‘)
Social n n dong gop UGC vi :
B Blau dong dua trén trao |, danh ting s5” Bourdieu
II. Xa hoi & |Theory (SET) (1964) iﬁl lgé;cthh’ulglllan hgéc uy tin cong (1986)
Cong ddng AP & |déng
Social &
g{el ational) | Social Hanh vi chiu anh | MGC lan téa
Influence Kelman  |hudng bdi dong  |thong qua KOLs, |Rahman et al.
Theo (1958) thuan, tuan tha va |influencer (2024).
vy ndi tam hoa. marketing.
. NI o pochiten |
Social . so sanh ban than . . |al. (2021):
. Festinger . w11s. 12 |tuongreview hodc .
Comparison voi nguoi khac dé |, v TikTok
Theo B | ah i en | LGSR e
v el gt ed | oham UGC. N
nhan campaigns
Source Mirc do thuyét | UGC dang tin cay
Credibili Hovland et | phuc phu thudc hon do phat tur Colicev et al.
Theo ty al. (1953) |vao d¢ tin cdy cua |nguoi tiéu dung doc |(2019).
ry nguon phat lap.
T Travd Narrative Green & N.gLI(zl tle‘p nhAan G12}1 thich hlgu
- lruyen Transportation | Brock bi cuon vao cdu | qua storytelling Goh et al.
thong & Theo P (2000) chuyén dé bi trong UGC video/ [(2013).
Thuyét phuc ry thuyét phuc hon  |review.
(Communi- Katz & Thong tin lan téa | MGC két hop véi
cation & E;ZO-%:[EEO Lazarsfeld |qua nguoi anh UGC tir KOLs dé ?2%11;1)3 netal
Persuasion) WY 11955) | huong KOLs ting dg lan toa. ‘
Cin-aing Do
Framing Entman khung” thong tin " £ tlong Meire et al.
\ . . diép trong MGC,
Theory (1993) anh huong nhéan N (2019).
, N nguoi tiéu dung tu
thirc ngudi doc.

khung lai trong UGC.
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Nhomly | Ly thuyét | Tacgia/| , . | Ungdungtrong| Vidy thuc
thuvét ticu bitu Nim Y nghia chinh nghién ciru nghi¢m tieu
Y ’ UGC/MGC biéu
. Gia tri duoc kien |CaUGC va MGC | Hollebeek
Service- Vargo & oo o
. tao chung gitra tham gia vao chu | (2014);
o Dominant Lusch T 1 AA
IV.Gia tr1 & Logic (SDL) | (2004) doanh nghi¢p va | trinh dong séng tao |Rahman et al.
Déng sang g khéch hang. gif tri, (2024).
tao (Value & |Consumer- Gia tri thuong Két n61i UGC-MGC
Co-Creation) |Based Brand |Keller hiéu dua trén nhan |véi mie d6 nhan Colicev et al.
Equity (1993) thirc va lién tuoéng |biét & trung thanh | (2019).
(CBBE) khach hang. thuong hiéu.

Phan tich tong hop cho thiy cac
nhom 1y thuyét tiép can van dé UGC-
MGTC ttur nhitng goc nhin khac nhau nhung
c6 xu hudng hoi tu va bd sung 13n nhau
trong viéc 1y giai hanh vi va gan két ngudi
tiéu dung.

Thir nhat, nhom 1y thuyét hanh vi va
nhén thic tap trung vao dong co, thai do
va y dinh ca nhan cta nguoi tiéu dung khi
tao hoac tuong tac véi ndi dung thuong
hiéu. Pay 1a nhém 1y thuyét dugc st dung
phd bién nhat nhd kha ning dy bao hanh
vi o rang va d& kiém dinh dinh luong.
Tuy nhién, cic khung nay con thiéu yéu
t0 xa hdi va cam xtc - hai ddc diém cot 16i
cua UGC trong mdi truong mang xa hoi.

Thir hai, nhom 1y thuyét xa hoi va
cong ddng mo rong goc nhin hanh vi sang
bdi canh tuong tac xa hoi va ban sic nhom.
Nguoi tiéu dung khong chi hanh dong vi
loi ich c4 nhan ma con vi mong mudn két
ndi va duoc cong nhan trong cong dong
thuong hi¢u. Nhoém nay ly giai hiéu qua
hién tuong lan tdba UGC va su hinh thanh
cong dong sb (vi du “VinFast Family” hay
“Shopee Mom Club”), song viéc do luong
cac bién xa hdi van 14 thach thirc déi voi
nghién ctru dinh luong.

Thit ba, nhom 1y thuyét truyén thong
va thuyét phuc tip trung vao qua trinh xur
Iy thong tin va sitc manh thuyét phuc cua

thong diép. Trong khi MGC thuong di
theo “duong trung tm” - logic, kiém soét
cao, thi UGC kich hoat “duong ngoai vi” -
cam x1c, déng cam va tinh xac thuc. Nho
d6, UGC thuong ¢ hiéu qua thuyét phuc
cao hon trong giai doan cén nhéc va quyét
dinh mua hang.

Thir tr, nhém 1y thuyét gia tri va
ddng sang tao phan anh xu huéng hién
dai, coi ngudi tiéu ding 1 dong tac gia cia
gia tri thwong hiéu. Thay vi chi truyén tai
thong tin, UGC trd thanh ngudn luc chién
lugc gitip thuong hi¢u tao dung long tin
va sy gan bo. Du kho dinh lugng, nhom 1y
thuyét nay dang dugc md rong manh mé
trong bdi canh kinh té sd va trai nghiém
khéch hang.

Tong thé, xu hudng hién nay la
két hop da 1y thuyét dé mo ta tron ven
chudi quan hé¢ UGC-MGC — Gén két
(Engagement) — Y dinh mua hang
(Purchase Intention). Su tich hop gitra
khung hanh vi (TAM, TPB), truyén thong
(ELM), va dong sang tao (SDL) cho phép
giai thich day du hon tir dong co ca nhén,
qua trinh tiép nhan thong tin, dén gia tri
thuong hiéu duoc kién tao chung. Diéu
nay mo ra huong nghién ctu ti€ém cén
hon véi thuce tién, dic biét trong bdi canh
doanh nghiép Viét Nam dang chuyén minh
manh mé& sang cac md hinh marketing s6
1y ngudi dung 1am trung tam.



4.3. Ham ¥ nghién civu, thuc tién
va khuyén nghi

Két qua tong hop céc 1y thuyét va
nghién ciru qubc té cho thiy, noi dung
do nguoi dung tao ra (UGC) va ndi dung
do nha tiép thi tao ra (MGC) di tr& thanh
hai thanh té trung tim trong hé sinh thai
truyén thong sd. Ca hai khong hoat dong
tach ro1 ma tac dong qua lai trong vi¢c
dinh hinh nhén thtrc, niém tin, su gén Kkét
va hanh vi mua hang ctia nguoi tiéu dung.
Vi bdi canh Viét Nam - noi nguoi tiéu
ding s6 tang nhanh, mang xa hoi phd cap
va thuong mai dién tir bung nd - viéc hiéu
16 co ché twong tac gitta UGC va MGC ¢6
y nghia ca vé mat hoc thuat 1an quan tri
thuc tién.

(1) Ham y hoc thudt trong boi canh
nghién curu tai Viét Nam.

Két qua nghién ctru cho thdy, linh
vuc UGC-MGC dang chuyén dich ro rét
tir nhitng tiép can hanh vi truyén thong
sang mo hinh da 1y thuyét tich hop, phan
anh xu huéng tiép can toan dién hon giita
hanh vi, xa hoi va cong nghé.

Tht nhat, bai viét ndy gép phan
dinh hinh huéng tiép can tich hop dau
tién trong bdi canh Viét Nam, khi dé xuat
két hop cac nhom 1y thuyét hanh vi - xa
hoi - truyén thong - dong sang tao (TPB/
TAM, ELM va SDL) dé giai thich tron
ven hon chudi tic dong UGC-MGC —
Engagement — Purchase Intention. Cach
tiép can nay khong chi ké thira cac khung
Iy thuyét qudc té ma con mé ra huéng ban
dia hoa cho nghién ctru marketing s tai
Viét Nam.

Thtr hai, nghién ctru nhan manh can
ap dung cac phuong phép thuc chirng hién
dai, nhu phan tich dit li¢u 16n (Big Data
Analytics), khai pha van ban (text mining),
phan tich cdm xtc (sentiment analysis) va
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hoc may (machine learning), dé do luong
tac dong thuc té ctia nodi dung s6 trong thi
truong Viét Nam - noi hanh vi nguoi tiéu
dung dang chiu anh hudéng manh mé tu
mang xa hoi va thuong mai dién tir.

Thtr ba, bai viét khang dinh tim
quan trong cta nghién ciru bdi canh hoa
Viét Nam, dé xuit xem xét sdu hon nhiing
yéu td van hoa - x3 hoi ddc thu nhu tinh
cong déng, niém tin cam xuc, vai tro
nhém tham chiéu va hiéu ing “ddng thuan
xa hoi” (social proof). Vigc dua cac dac
trung nay vao khung phan tich khong chi
gitip bo sung khoang tréng 1y thuyét tai
Viét Nam, ma con cung cp nén tang cho
cac nghién ctru thuyc nghiém trong tuong
lai vé& marketing dua trén trai nghiém va
ndi dung ddng sang tao.

(2) Ham y thiee tién doi véi doanh
nghiép Viét Nam

Tir goc nhin quan tri, cac két qua
nghién ctru chi ra bén huéng tmg dung
ndi bat:

Két hop hai hoa UGC va MGC:
UGC tao niém tin va lan téa x3 hoi, trong
khi MGC giup duy tri tinh chuyén nghiép,
kiém soat hinh anh va thong diép. Mot
chién lugc marketing hiéu qua nén tich
hop hai loai ndi dung theo hanh trinh
khach hang: MGC cho giai doan nhan
biét, UGC cho giai doan can nhic va duy
tri long trung thanh.

Thiic ddy dong sang tao ndi dung:
Doanh nghiép c6 thé tao co ché khuyén
khich khach hang tham gia sang tao
(minigame, hashtag challenge, review
campaign), bién khach hang thanh “dai st
thuong hi¢u tu nhién”.

Quan tri cong dong s hiéu qua: Can
xdy dung hé théng quan 1y cong dong truc
tuyén (digital community management)
nham duy tri twong tac, xir Iy phan hoi va



572

bién cac kénh mang xa hoi thanh “khong
gian dong sang tao gié tri”.

Tan dung dir li¢gu UGC cho phan
tich hanh vi: Céc binh ludn, danh gia va
chia s¢ cua khach hang 1a “ngudn dir liéu
cam xuc” gitip doanh nghiép hiéu sau hon
nhu cau thi trudng va cai thién san pham.

(3) Khuyén nghi cho chinh sich va
gido duc

Co quan quan ly cin xay dung
khung phap 1y 1o rang cho hoat dong sang
tao ndi dung s, bao gdm bao vé quyén s
hiru tri tu¢, minh bach thong tin quang céo
va dinh hudng dao dac trong UGC.

Pong thoi, cac co so dao tao va
vién nghién clru nén tang cudng tich hop
ndi dung vé UGC, MGC, Al Marketing
va Co-Creation trong chuong trinh dao
tao marketing, truyén théng va quan tri
thuong hiéu. Viéc két hop 1y thuyét véi
{rmg dung thuc té s& gitup hinh thanh ngudn
nhan lyc c6 kha nang phan tich dir licu,
sang tao ndi dung va quan 1y cong dong sd
chuyén nghiép.

(4) Két lugn va dinh huéng nghién
ciru tiép theo

Nghién ctru nay goép phan hé thong
hoa céac 1y thuyét nén tang trong linh vuc
UGC-MGC va dé xuat khung khai niém
tich hop phan anh mdi quan hé¢ UGC/MGC
— Engagement — Purchase Intention.

Két qua cho thiy, UGC thuong ¢
tac dong manh hon MGC trong vi¢c xay
dung 1ong tin va gan két cam xuc, trong
khi MGC van déng vai trd dinh huéng va
duy tri hinh anh thuong hiéu. Su két hop
hi¢u qua gitra hai loai ndi dung s€ giap
doanh nghiép chuyén dbi tr marketing
dua trén quang cdo sang marketing dua
trén trai nghiém va cong dong.

Céac nghién ctru tiép theo nén tap
trung vao: (1) kiém dinh dinh luong mé
hinh d& xuét trén cac nganh hang cu thé
nhu thoi trang, hang tiéu dung nhanh,
ngan hang s6; (2) phan tich hanh vi tiéu
dung theo vung van hoa Viét Nam; va
(3) tmg dung Al va mo6 hinh dy bao cam
xuc (affective computing) dé do luong tac
dong dai han cia UGC-MGC déi voi gia
tri thuong hiéu.

Tom lai, nghién ctru khing dinh
rang UGC va MGC khéng chi 1a cong cu
truyén thong, ma 1a hai co ché dong séng
tao gia tri - nén tang quan trong gitp doanh
nghiép Viét Nam phét trién thuong hiéu
bén vimg trong ky nguyén truyén thong
k¥ thuat sd.
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THEORETICAL FOUNDATIONS IN RESEARCH ON
THE IMPACT OF USER- AND MARKETER-GENERATED
CONTENT ON CONSUMER PURCHASE BEHAVIOR

Nguyen Ngoc Minh An', Duong Thuy Linh’,
Do Phu My', Nguyen Thi Thu Phuong’

Abstract: In the digital communication era, user-generated content (UGC) and
marketer-generated content (MGC) have become two critical drivers influencing consumer
purchase behavior. This study aims to systematize and categorize the major theoretical
foundations used in international research examining the impact of UGC and MGC on
consumer behavior, thereby identifying emerging trends in the integration of traditional
and modern theoretical perspectives in the digital economy. Using a systematic literature
review (SLR) approach, this paper analyzes more than 120 peer-reviewed studies published
between 2008 and 2024 in marketing, communication, and consumer behavior fields. The
findings reveal four dominant theoretical clusters: (1) behavioral and cognitive theories
(TPB, TRA, TAM, UGT), (2) social and relational theories (SIT, SET), (3) communication
and persuasion theories (Source Credibility, ELM), and (4) value and co-creation theories
(Service-Dominant Logic, Customer Engagement). The study contributes to strengthening
the theoretical foundations of digital marketing and provides managerial implications for
developing effective content strategies that stimulate purchase intentions and enhance
customer engagement in online environments.

Keywords: user-generated content (UGC), marketer-generated content (MGC), theoretical

foundations, purchase behavior, digital communication
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