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Tac dong cua cac yéu to trai nghiém thue té 40
deén hi¢u qua chién dich marketing bén virng:
Vai tro cua su nhap vai, tinh twong tac, cam xuc va ndi dung giao duc

Nguyén Hoang Phan*
Trudng Pai hoc Cong thuong Thanh phd H6 Chi Minh, Viét Nam

TU KHOA TOM TAT

Thyc té 4o, Cong nghé thyc té a0 (VR) dang ngay cang duoc timg dung trong marketing bén viing, tuy nhién
Su nhép vai, van thiéu mot m hinh tich hgp dénh gi4 tic dong cia cac yéu to cu thé trong trai nghiém VR
Tuong tac, dén hiéu qua chién dich. Nghién ctru nay phat trién va kiém dinh mo hinh danh gia anh huong
Cam xuc, ctia bdn yéu td: su nhap vai, tinh twong tac, cam xtc dugc kich hoat va ndi dung gido duc dén
Noi dung gido duc. hiéu qua chién dich marketing bén virng. Dit liéu tir 745 nguoi tham gia dugc phan tich bing

md hinh phuong trinh c4u trac (SEM), x4c nhén tac dong tich cuc ctia ca bon yéu t6 voi mire do
anh huong giam dén: tinh twong tac (B = 0,329), ndi dung gido duc (B = 0,318), cam xtc dugc
kich hoat (f =0,303) va sy nhap vai (f = 0,287). M6 hinh giai thich 78,2% phuong sai hi¢u qua
chién dich. Nghién ctru cung cap khung thiét ké thyc tién cho nha marketing nham ti wu hoa
trai nghiém VR, thu hep khoang cach thai do-hanh vi trong bdi canh bén vimng.

1. Giéi thiéu

Trude tinh trang khﬁng hoéng khi hau va suy
thoai moi tmorng toan cau ngay cang nghiém trong
marketmg bén vimng di trd thanh chién lugc thiét yeu
ctia nhiéu doanh nghiép tién phong. Theo bao céo cua
Nielsen (2023), 85% nguorl tiéu dung toan cau da thé
hién quan tdm dén cac san pham bén viing, tuy nhién
chi c6 43% thuc sy chi ti€u cho cac lya chon than
thién v6i moi trudng. Thach thire then chot trong linh
vuc nay la lam sao thu hep khoang cach dang ke g1u?a
nhan thirc mdi trudng va hanh dong thuc té cua ngudi
ti€u dung (White & cong su, 2019). Phucmg phap
marketmg truyen thong thuong thiéu hiéu qua trong
viéc tao ra thay d6i hanh vi bén Vung dai han, chu yéu
do khong tao dugc két nbi cam xtic manh mé va kho
truc quan hoa nhung tac dong moi truong von kha triru
tuong (Bande & cong su, 2021).
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Cong ngh¢ thyc té a0 (VR) d xuit hién nhu mot
phuong ti¢n day htra hen cho marketing bén Vu’ng,
mang dén kha ning tao ra trai nghlem dam chim, glau
tuong tac va dam tinh cam xtc. VR cho phep nguoi
dung ‘trai nghi¢ém” tryc tiép cac thach thirc moi truong
va giai phap bén vimg trong moi trudng an toan nhung
chan thyc (Zaalberg & Midden, 2013). Gan day,
cac thuong hi¢u nhu Patagonia, IKEA va National
Geographic da trlen khai chién dich VR nhiam nang
cao nhan thirc vé bién d6i khi hau, 6 nhidm dai duong
va suy giam da dang sinh hoc (Laguado & cong su,
2021).

Tuy nhi€n, cic nghién ctru hién tai van ton tai
ba khoang trong chinh. Thu nhat phan 16n nghién
clru tdp trung vao tic dong tong thé cua VR trong
marketing chung, ma chwa phan tich chi tiét trong boi
canh rnarketmg bén ving (Flavian & cong su, 2019;
Yim & cong su, 2017). Tha hai, cac nghién clru trude
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day thuong xem xét mot hodc hai khia canh cua trai
nghiém VR riéng 1€ nhu sy nhép vai (Ahn & cong su,
2014) hodc cam xuc dugc kich hoat (Herrera & cong
su, 2018) ma chua so sanh mtrc d§ anh huong tuong
dbi gura cac yéu to. Thur ba, Van thiéu mot mo hinh tich
hop giup nha marketing hiéu 16 cach phan bd nguon
lye hi€u qua khi thiét ké trai nghiém VR cho ch1en dich
marketlng bén viing, dic biét khi chi phi phat trién VR
van con cao.

Nghién ctru nay nham g1a1 quyet nhiing khoang
tréng do bang cach phat trién va klem dinh mo hinh
tich hop vé tac dong cua bbn yeu t6 chinh trong trai
nghiém VR dén hiéu qua chién dich marketing ben
virng. Chung t6i dat ra ba cau hoi nghién ctru cu thé:

(1) Céc yeu t6 trai nghiém VR (su nhap vai, tinh
tuong tac, cam xuc dugc kich hoat va ndi dung gido
dyc) c6 tac dong tich cuc dén hiéu qua chién dich
marketing bén vimg khong?

(2) Murc do anh hu0’ng tuorng dbi ciia mdi yéu to
nay 14 bao nhi€u, va yéu t6 nao dong gop manh nhit
vao hiéu qua ch1en dich?

(3) Lam thé nao dé téi uu hoa th1et ké trai nghi¢ém
VR dya trén mac do anh huong ctia bon yéu té nay?

Nghién ctru nay dong gop cho linh vuc marketlng
bén vimng theo ba hudng chinh: (1) phat tnen mo hinh
tich hop danh g1a tac dong cua cac yeu t6 VR khac
nhau, (2) cung cap bang chung thue ngh1em vé muc
dd anh huong tuong doi cua moi yeu t0, va (3) de
xuit khung huéng dan thuc tién cho viéc thiét ké trai
nghiém VR tdi uu.

2. Tong quan tai li¢u va phat trién gia thuyét

2.1. Marketing bén vieng va théich thirc trong thay déi
hanh vi

Marketing bén Vung de cap dén qua trinh tao ra,
truyén thong va cung cap gia tri cho khach hang theo
cach thac day cac muc tiéu kinh té, xd hoi va moi
truong bén vimg (Kemper & Ballantine, 2019). Thach
thirc 16n nhét trong linh vuc nay la khoang cach g1u’a
thai do va hanh vi (attitude-behavior gap), khi nguoi
ti€u dung bay t6 quan tim dén Van dé bén ving nhung
khong bién thanh hanh dong cu thé (Carrington & cong
su, 2014).

Theo mé hinh ABC (Attltude Behavior-Context)
cua Stern (2000) hanh vi khong chi bi chi phdi boi
thai d6 ma con boi cac yéu t6 ngir canh, bao gorn
nhu’ng rao can tdm ly nhu khoang cach tam ly ddi voi
cac van dé bén vimg. Ly thuyét ve khoang cach tam
ly (psycholog1cal dlstance) cho rang con ngudi ¢ xu
hudng xem céac van dé moi tmorng nhu bién d6i khi hau
1a xa x6i vé khong gian, thoi gian, xa hdi va tinh g1a
dinh, [am giam dong lyc hanh dong (Spence & cong
su, 2012) Bande va cong sy (2021) goi y rang dé vuot
qua rao can nay, can nhing phuong phap tiép can dot
pha c6 thé tao ra trai nghiém ca nhan hoa, sinh dong va
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kich thich cam xuc.
2.2. Cong ngh¢ thwc té do trong marketing

Thyc té a0 (VR) la cong nghe cho phép nguorl
ding dam chim trong mdi truong mo phong k¥ thuat so
thong qua thiét bi deo nhu kinh VR hodc nén tang 360
do (Boyd & Koles, 2019). VR dugc phan loai thanh
ba cap do: (1) VR khong dam chim, (2) VR ban diam
chim, va (3) VR dam chim hoan toan (Flavian & cong
su, 2019).

VR mang lai nh1eu uu diém doc dao $0 v&i cong
cu marketing truyén thong. Tussyadlah va dong nghiép
(2018) nhan thay VR tao ra “hi€u tng hién dién”
(presence effect), gitip vuot qua khoang cach tdm ly
dbi v6i cac van dé triru tuong. Céc nghién ctu da
chimg minh VR ¢6 tic dong tich cuc dén nhan thirc
thuong hiéu, y dinh mua hang va gin két cam xtic (Yim
& cong sy, 2017; Flavian & cong sy, 2019).

Trong bdi canh marketing bén Vu’ng, Ahn va cong
su (2014) phat hién trai nghlem chit cay rung do lam
tang hanh vi tiét kiém gidy trong thuc té. Twong tu,
Markowitz va cong sy (2018) chu’ng minh trai nghiém
VR vé acid hoa dai duong lam gia tang mdi quan tam
d6i voi van d& bién doi khi hau. Tuy nhién, nhung
nghlen clru nay chwa phan tich cu thé cac yeu t6 nao
cua trai nghiém VR dong gép vao hi€u qua nay.

2.3. Cdc yéu t6 chinh ciia trdi nghi¢m VR va co sé Iy
thuyét

2.3.1. Sw nhdp vai (Immersion)

Su nhép vai dé cap dén muc do ngucn dung cam
thdy dugc bao quanh bdi moi tnmng 40, tao cam giac
hién dién va tach biét khoi thé gidi thuc (Witmer &
Singer, 1998). Theo Slater va Wilbur (1997) hién dién
1a “trang thai tdm ly khi nguoi dung cam thiy minh
dang & trong moi trudng 4o, du biét rang ho khong thue
sy ¢ d6”. Mirc d hién dién cao hon lién quan dén phan
mg cam xuc manh mé hon, gh1 nhé tt hon, va kha
nang thay doi thai d6 va hanh vi cao hon (Tussyadiah
& cong su, 2018).

2.3.2. Tinh twong tac (Interactivity)

Tinh twong tac dé cép den muc do ngucn dung co
thé tuong tac v6i va thay doi moi truong 4o (Steuer,
1992). M6 hinh tuong tac ngudi-mdy cua Hoffman va
Novak (1996) nhan manh rang tuong tac hai chiéu tao
ra trang thai “dong chay” (ﬂow) dan dén muc d6 tham
gia cao hon va y dinh hanh vi manh m& hon. Trong bdi
canh bén viing, Perkins va cong su (2021) gh1 nhan
khi ngudi dung twong tac trong moi trudng mo phong
vé van dé moi truong, ho phat trién cam giac tic nhan
(agency) va ty hiéu qua (self-efficacy) cao hon.
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2.3.3. Camxuc dwoc kich hoat (Emotional Engagement)

Cam xuc trong marketing dé& cip dén phan tmg
tinh cam dugc kich hoat boi trai nghiém thuong hi¢u
hodc chién dich truyén thong (Holbrook & Batra,
1987). Theo mo hinh xur 1y thong tin hai hé thong ciia
Kahneman (2011), cam xtc (Hé thdng 1) thudong co
tac dong manh mé& va nhanh choéng hon nhan thuc hop
ly (Hé thong 2) Morris va cdng su (2019) chung minh
thong diép moi truong gy ra cam xuc tich cyc hig¢u
qua hon trong viéc thuc day hanh vi bén vimng so véi
cam xuc tiéu cuc.

2.3.4. Noi dung giao duc (Educational Content)

Noi dung gido duc d& cap dén thong tin, dir ligu
va cau chuyén dugc tich hop vao trai nghiém nhim
nang cao hiéu biét vé cac van dé bén vimg (Kemper &
Ballantine, 2019). Ly thuyét hoc tap trai nghlern clua
Kolb (1984) lam nén tang cho vai tro ciia ndi dung giao
duc trong VR. Harrison va Qureshi (2022) lap luan
rang thleu hiéu biét vé cac van dé bén vung la rao can
chinh d6i v6i hanh vi than thién v&i méi truong.

2.4. Phdt trién gid thuyét nghién ciru

Dua trén tong quan ly thuyét, ching toi phat trién
bén gia thuyét:

HI1: Su nhép vai (IMM) ¢6 tac dong tich cuc dén
hiéu qua chién dich marketing bén viing (HEQ).

H2: Tinh tuong tac (INT) ¢6 tac dong tich cuc dén
hiéu qua chién dich marketing bén viing (HEQ)

H3: Cam xuc duoc kich hoat (EMO) ¢6 tdc dong
tich cyc dén hiéu qua chién dich marketing bén viing
(HEQ).

H4: Noi dung giao duc (EDU) c6 tac dong tich cuc
dén hiéu qua chién dich marketing bén vimg (HEQ).

3. Phuwong phap nghién ciru
3.1. Thiét ké nghién citu

Nghlen ctru nay st dung két hop thiét ke chéo va
doc, voi dit liéu dugce thu thap tai hai thoi diém: ngay
sau trai nghlem VR (T1) va ba thang sau trai nghiém
(T2). Thiet ke nay cho phép danh gia ca tac dong ngan
han va dai han cua trai nghiém VR dén nhan thirc va
hanh vi bén vimg.

3.2. Dir li¢u va quy trinh thu thdp

Nghién ctru dugce tién hanh tir thang 3 dén thang
11 nam 2023 tai Viét Nam, st dung két hop phuong
phap lay mau xéc suét (lay mau ngau nhién phéan tang
va lay mau cum) voi ky thuat ldy mau theo muc dich.
Mau nghién ctru gém 1,200 nguoi tham gia tir cac
nhém tudi (12-17, 18-24, 25-34, 35-44, 45-54, 55-64)
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va trinh d6 hoc van khéac nhau (trung hoc co s¢, trung
hoc phé thong, cao dang/dai hoc, sau dai hoc), dam bao
tinh dai dién va da dang.

Dt liéu dugc thu thap qua bang hoi tryc tuyén (T1)
va phong vén truc tiép (T2) Ngoai ra, nghlen ctru cling
st dung dir li€u hanh vi thyc t€ tir bdo cdo mua hang
cla ngu(n tham gia (voi sy ddng y ciia ho) dé danh gia
hanh vi tiéu ding bén viing sau trai nghiém VR.

3.3. Do luwong bién sé

Tt ca bién duoc do luong bang thang do Likert 7
cap do.

Su nhap vai (IMM) duoc do hrong bang bn muyc hoi:

e IMM1: D§ chan thyc cia moi tnrong VR

* IMM2: Thoi g1an tuong tac voi moi truong VR

* IMM3: Ty I€ cam giac “dam chim” trong trai nghiém

« IMM4: S6 lan tuong tac voi cac yéu tb 40 trong
moi truong

Tinh twong tac (INT) dugc do ludng bang bon muc hoi:

« INT1: S6 lugng hanh dong/nhiém vu c6 thé thyc hién

* INT2: Mtic d6 ca nhan hoa trai nghiém

* INT3: Ty 1€ hoan thanh nhiém vu/thach thac

« INT4: Mirc d6 phan hoi tirc thi khi twong téc

Cam xtc duge kich hoat (EMO) dugc do luong
bang bon muc hoi:

* EMO1: Cuong d6 cam xuc dugc trai nghiém

* EMO2: Xu huoéng chia sé trai nghiém trén mang
x4 hoi .

* EMO3: Muc d6 dong y voi cam gidc trach nhiém
sau trai nghiém

* EMO4: Thoi gian thao ludn vé trai nghiém sau
khi két thuc . )

Noi dung gido duc (EDU) dugc do luong bang bon
muc hoi:

« EDU1: S lugng thong tin/dit kién/cau chuyén vé
bén viing duoc tich hop

« EDU2: Ty 1¢ tra 1oi diing trong bai kiém tra kién
thire sau trai nghiém

« EDU3: Mtic d rd rang va dé hiéu cua thong diép
bén viing

« EDU4: Tan suat tim kiém thém thong tin vé chu
dé bén vitng sau trai nghiém

Hiéu qua chlen dich marketing bén ving (HEQ)
dugc do luong bang bon muyc hoi:

« HEQI: Ty 1¢ chuyén d6i hanh vi xanh sau trai
nghiém VR

« HEQ2: Mirc d9 thay d6i nhan thirc vé van dé moi
truong

* HEQ3: Mtrc d¢ trung thanh véi thuong hi¢u sau
chién dich

* HEQ4: Gia tri cam xuc tich cyc vdi thong diép
bén viing

Phan tich d¢ tin cay ban dau cho thay tit ca cac
thang do deu c6 d0 tin cdy cao, vdi Cronbach’s Alpha
tir 0,732 dén 0,926.
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3.4. Phuwong phdp phén tich

Nghién ciru sir dung két hgp mo hinh phuong trinh
céu trac (SEM) va phan tich da nhém (MGA) dé kiém
dinh cac gia thuyet va so sanh sy khac biét gilia cac
nhom nhén khau hoc. Phéan tich dir liéu duoc thyc hién
bang phan mém SPSS, AMOS va SmartPLS 4.

4. Két qua
4.1. Thong ké mé ti

Mau nghlen cuu cubi cung bao gdém 1,200 nguoi
tham gia vi ddc diém nhan khau hoc da dang. D6 tudi
trung binh 14 35,6 (SD = 14,2), v6i 48,2% nix va 51,5%
nam. V& trinh d6 hoc van, 12,3% c6 trinh do trung hoc
co s, 30,1% trung hoc phd thong, 42,8% cao dang/dai
hoc, va 14,8% sau dai hoc.

Bang 1 trinh bay thong ké mod ta cho cac blen
nghlen clru, bao gom gla tri trung binh, d6 1éch chuén,
do xién va do nhon cua phan ph01 Gia tri trung binh
cua cac blen dao dong tir 4,83 dén 5,41 (tren thang do
Likert 7 dlem) cho thay nguoi tham gia c6 danh gia
twong dbi tich cyc vé cac khia canh trai nghiém VR.
Céc gia tri 6 xién va d§ nhon déu nam trong khoang +
2, chira rang dit liéu khong vi pham nghiém trong gia
dlnh vé phan phdi chuin (George & Mallery, 2019).

Bang 1. Théong ké mé ta cac bién nghién ciru

Bién  Trungbinh D¢ léch chudn Do xién D6 nhon
IMM 5,12 1,24 0,73 0,35
INT 5,41 1,18 -0,92 0,68
EMO 527 1,31 0,85 0,44
EDU 4,96 1,27 -0,62 0,29
HEQ 4,83 1,15 0,41 0,26
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Ghi chu: IMM = Sw nhdp vai; INT = Tinh twong tac; EMO = Cam xuc
dwoc kich hoat; EDU = Noi dung gido duc; HEQ = Hiéu qua chién dich

marketing bén vimg

Gia tri trung binh cua cac blen dao dong tir 4,83
dén 5,41 (tren thang do Likert 7 diém), cho thay nguoi
tham gia c6 danh gia tuong dbi tich cuc vé cac khia
canh trai nghi¢ém VR. Céc gia tri d§ xién va do nhon
déu nam trong khoang +2, chi ra rang dir liéu khong
vi pham nghiém trong gia dinh vé phan phdi chuan
(George & Mallery, 2019).

4.2. Phédn tich dj tin cdy thang do

Két qua phan tich d tin cay thang do cho thay
tat ca cac thang do déu c6 do tin cdy cao. Cronbach’s
Alpha cho IMM 1a 0,925 (95% CI: 0,916-0,934), INT
1a 0,926 (95% CI: 0,917-0,934), EMO 1a 0,925 (95%
CI:0,916-0,934), EDU 14 0,920 (95% CI: 0,910-0,929),
va HEQ 1a 0,732 (95% CI: 0,701-0,764). Tuong quan
bién tong clia tat ca cac muc hoi déu vuot qué 0,5, tir
0,491 dén 0,840.

Bing 2. Két qua phin tich d9 tin ciy thang do

Tangdo  UETomal o g
IMM 0,925 0,916-0,934 0,815-0,840
INT 0,926 0,917-0,934 0,817-0,838
EMO 0,925 0,916-0,934 0,820-0,829
EDU 0,920 0,910-0,929 0,803-0,823
HEQ 0,732 0,701-0,764 0,491-0,552

4.3. Phdn tich nhén té kham phd (EFA) va khing
dinh (CFA)

Phén tich CFA cho thdy mé hinh ¢6 d6 phu hop tot
v6i dir ligu (* = 129,758, df = 160, p = 0,0362). Tat
ca cac hé sb tai chudn hoa déu c6 ¥ nghia thong ké va
vuot qua 0.7. Phuong sai trich trung binh (AVE) cho
modi khai niém vuot qué 0,5 (IMM: 0,774, INT: 0,774,
EMO: 0,775, EDU: 0,760, HEQ: 0,557). B¢ gia tri
phén biét cling dugc xac nhan thong qua viéc so sanh
AVE v6i binh phuong cta cac twong quan.

Két qua EFA ting ho cdu tric nim nhan t6 voi tong
phuong sai trich duge 76,8% (KMO = 0,912; Bartlett’s
test p < 0,001). Két qua CFA ciing x4c nhan mé hinh do
luong phu hop voi dir liéu (y*/df = 2,37; CF1 = 0,964;
TLI=0,958; RMSEA = 0,049).

4.4. M6 hinh phwong trinh ciu tric (SEM)
Két qua SEM cho thay m hinh c¢6 d6 phu hop tot

voi dir ligu (x*/df = 2,14, CFI = 0,975, TLI = 0,968,
RMSEA = 0,046, SRMR = 0,031). Tt ca bon gia
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thuyét deu duogc tng ho, voi cac hé sé duong din co y
nghia thong ké (p <,001).

Cu the tinh tuong tac (INT) c6 tac dong tich cuc
manh nhét dén hiéu qua chién dich marketlng bén viing
(B = 0,329, p <,001), tiép theo 1a ndi dung gido duc
(EDU) (B = 0,318, p <,001), cam xuc dugc kich hoat
(EMO) (B = 0,303, p <,001), va sy nhap vai (IMM)
(B = 10,287, p <,001). M6 hinh giai thich dugc 78,2%
phuong sai trong hiéu quéa chién dich marketing bén
vimg (R*=0,782).

Mo hinh ciu trac thé hién mbi quan hé gitra bbn
bién doc lap (IMM, INT, EMO, EDU) va b1en phu
thude (HEQ) Cac duong lién nét thé hién mbi quan hé
truc tiép, kém theo h¢ so B chuén hoa va muc y nghia
thong ké (p-value). Gia tri R = 0,782 ¢ b1en HEQ cho
thay 78,2% phuong sai trong hi¢u qua chién dich duoc
giai thich boi bon yéu t6 trai nghiém VR. Céc chi sb
thich hop ctia mo hinh: ¥*/df = 2,14, CF1 = 0,975, TLI
= 0,968, RMSEA = 0,046, SRMR = 0,031.”

Cu thé, tinh tuong tac (INT) c6 tac dong tich
cuc manh nhat dén hiéu qua ch1en dich sustainable
marketlng (B =0,329, p <,001), tiép theo 1a ndi dung
giao duc (EDU) (B = 0,318, p <,001), cam xuc dugc
kich hoat (EMO) (B = 0,303, p < ,001), va sy nhap
vai (IMM) (B = 0,287, p< ,001). M6 hinh giai thich
dugc 78,2% phuong sai trong hi¢u qua chién dich
sustainable marketlng (R?=0,782), cho thdy sttc manh
giai thich cao ciia mé hinh.

Bang 3. Két qua kiém dinh gia thuyét

Giathuyét Mbiquanhé Hésép S.E. p-value Kétqua
HI IMM — HEQ 0287 0,025 <,001  Ungho
H2 INT—-HEQ 0,329 0,024 <,001 Ungho
H3 EMO —HEQ 0,303 0,025 <,001  Ungh¢
H4 EDU —HEQ 0318 0,026 <,001  Ungho

4.5. Phdn tich da nhom (MGA)

Két qua MGA cho thiy sy khac bi€t co y ngh1a
thong ké vé mirc do tac dong cua cac yéu t6 VR g1u’a
cac nhom tu01 (Ay? = 38,42, Adf = 12, p < 0,001) va
trinh d6 hoc van (AX =29,16, Adf =9, p <0,001). Sy
nhép vai va cam xuc anh huéng manh hon dén nhoém
12-24 tudi (B 0,362 va 0,341) so v6i nhom 35-64 tudi
(B=0,268 va 0,276). Ngugc lai, ndi dung gido dyc tac
dong nhiéu hon dén nhom 35-64 tudi (B 0,372) so voi
nhém 12-24 tudi (B = 0,281). Nhom c6 trinh d6 sau dai
hoc cho thay anh huong 16n hon cua tinh tuong tac (B
=0,389) va ndi dung giao dyc (B = 0,402) so v6i nhom
¢6 trinh d6 thap hon (B = 0,312 va 0,292).

4.6. Phén tich bé sung

Phan tich dir li¢u hanh vi mua hang cua nguoi
tham gia trong 3 thang sau trai nghiém VR cho thiy

82 Tap chi Phat trién va Hdi nhap sb 84 (2025)

mdi tuong quan thuan c6 y nghia thong ké gitra c'henl
trai nghiém VR va ty 1€ chi tiéu cho san pham ben
vimg (r = 0,296, p <0,001). Két qua hdi quy cho thiy
trai nghlern VR c6 the du doan 8,8% phuong sai trong
hanh vi mua hang bén vimg (B = 0,296, p < 0,001).

5. Théo luén
5.1. Dién gidi két qud chinh

Két qua nghlen clru m¢ rong hiéu biét vé co ché
tac dong cua cic yeu t6 VR dén hiéu qua chién dich
marketlng bén Vung Su khac bigt vé muc do anh
huong cua céc yeu t6 gitra cac nhom tudi va trinh do
hoc van cho thay tdm quan trong cua viéc dleu chinh
thiét ké trai nghiém VR cho phu hop v6i dbi tuorng
muyc tiéu. Trong khi nhom tré tudi va trinh d6 hoc van
thap hon ¢6 thé dugc thu hit boi sy nhép vai va cam
xuc, nhom 16n tudi va trinh d cao hon lai danh gia cao
tinh tuong tac va ndi dung gido dyc. Viée trai nghiém
VR c6 thé du doan hanh vi mua hang bén vimg thuc té
ung ho hi¢u qua cua VR trong viéc thuc day tiéu dung
ben virng, dong gép vao muyc ti€u chung ciia marketing
bén viing.

5.2. Pong gop Iy thuyét

Nghién ctru nay dong gop vao ly thuyét marketlng
bén viing bang cach cung cap bang chung veé hi¢u qua
cua VR trong vigc thay ddi nhan thirc va thuc day hanh
vi bén vimng. Két qua MGA _mang lai hiéu biét sau hon
vé su khéc biét trong co ché tac dong cua VR gifra cac
nhoém nhan khau hoc, mé rong ly thuyét vé su tuong
tac gitra cong ngh¢ va dac diém c4 nhan trong bdi canh
marketlng bén vitng. Nghién ctru cling dong gbp vao ly
thuyét vé trai nghlern khach hang bang cach chi ra vai
trd quan trong cua su nhap vai, twong tac, cam xuc va
hoc tap trong viéc hinh thanh trai nghiém VR hi¢u qua.

5.3. Ham y thuec tién

Két qua nghién cuu cung cap hudng dan thiét
thyc cho viéc thiét ké trai nghiém VR trong chién dich
marketing bén vung Nha marketing nén uu tién tinh
twong tac va ndi dung gido duc khi nham muc tiéu vao
nhém khach hang 16n tubi va co trinh d§ hoc van cao,
trong khi tap trung vao su nhap vai va kich thich cam
xuc dé thu hit nhom tré tudi va trinh d6 hoc Van thap
hon. Sy két hop can bang giita bon yéu td c6 the tao ra
trai nghiém VR t6i wu, thuc day hiéu qua chién dich.
Cac thuong hiéu bén vimg nén xem x¢ét tich hop VR
nhu mot cong cu chién luoc dé thu hep khoang cach
giita nhan thirc va hanh vi bén vimng ctia khach hang.

5.4. Han ché va huéng nghién civu trong twong lai

Maic du nghién ciru da khéc phuc mot s6 han ché



dua trén ¥ kién phan bién, van con mot s6 diém can
cai thién trong tuong lai. Thir nhat mac du da mo rong
pham vi mau, nghién ctru chi tién hanh tai Viét Nam,
do d6 can than trong khi suy rong két qua sang cac bdi
canh van hoa khac. Thir hai, mé hinh nghlen ciru tap
trung vao bon yeu t6 VR chinh, trong khi céac yeu to
khac nhu dac diém c4 nhan, dong co bén viing va yéu
t6 ngit canh ciing co thé dong vai tro quan trong. Cac
nghlen clru trong twong lai nén kiém tra mo hinh trong
cdc nén van hoa khic nhau, dong thoi mo rong m6 hinh
bang cach xem xét cic bién tiém an khac va mdi tuong
tac gitra chung. Bén canh do, thiét ké thuc nghiém vai
nhém ddi chimg ciing co thé gitp xac nhan chac chan
hon tac dong nhan qua cta trai nghiém VR dén nhén
thirc va hanh vi bén viing.

6. Két luan

Nghlen clru nay da phat trién va kiém dinh thanh
cong mo hinh tich hgp déanh gia tac dong cua bén yéu
to chinh trong trai nghiém VR (su nhap vai, tinh tuwong
tac, cam xuc duge kich hoat va ndi dung giao duc)
den hiéu qua chién dich rnarketlng ben vung Ket qua
khang dinh vai tro quan trong ctia ca bon yeu t6, trong
do tinh twong tac va ndi dung gido duc c6 anh hudng
manh nhat. Nghién ciru cung chi ra sy khac biét dang
ke vé muc do tac dong cua cac yéu t6 giita cac nhom
tudi va trinh d6 hoc van, dong thoi xdc nhan tac dong
tich cuc cua trdi nghiém VR dén hanh vi mua hang bén
viing thue té.

Vé mit ly thuyét, nghién ctru dong gbp vao vigc
m¢ rong md hinh ABC trong boi canh marketing bén
viing, cung cép hiéu biét sau hon vé co ché tac dong
da chiéu ciia VR, va lam phong phu thém ly thuyeét vé
su tuong tac gilra cong nghé va dac dlern c4 nhan. Vé
mt thyc tién, két qua nghién clru cung cap huéng dan
chi tiét cho viéc thiét ké trai nghlern VR t61 vu phu hop
véi ting phan khae khach hang, giap céc thuong hi¢u
bén vitng tan dung hiéu qua cong ngh¢ VR dé thuc day
nhén thirc va hanh vi tiéu dung ben viing.

Trong bdi canh phat trién ben Vlrng trd thanh mot
trong nhu’ng thach thirc 16n nhét cia thoi dai, nghién
ctru nay khang dinh tiém nang to 16n ctia VR nhu mot
cong cy dot pha cho marketing bén viing. Bang cach
tao ra trai nghlem dam chim, tuorng tac, glau cam xuc
va mang tinh gido dyc cao, VR ¢o thé glup thu hep
dang ke khoang cach giltra nhan thirc va hanh dong,
thuc day su chuyén doi hudéng t6i 161 sng va ticu dung
ben vitng hon. Nghi€n ctru mé ra hudng phat trién moi
day hua hen cho linh vie marketing bén viing trong ky
nguyén sd.

Trong thoi dai thach thirc m6i truong ngdy cang
cép bach, cong ngh¢ thue té 40 v6i kha nang tao ra trai
nghlem dam chim, tuong tac, gidu cam xuc va co tinh
giao duc, dai dién cho céng cu day htra hen dé thu hep
khoang cach gitra nhén thirc bén viing va hanh dong
bén vimng.

Nguyén Hoang Phan
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The Impact of Virtual Reality Experience Factors on Sustainable
Marketing Campaign Performance: The Role of Immersion,
Interaction, Emotion and Educational Content

Nguyen Hoang Phan
Ho Chi Minh City University of Industry and Trade, Vietnam

Abstract

While virtual reality (VR) is recognized as a promising tool in sustainable marketing, there remains a lack of
understanding about how specific elements of VR experiences impact campaign effectiveness. This study develops
and tests an integrated model evaluating the influence of four key factors: immersion, interactivity, emotional
engagement, and educational content on sustainable marketing campaign effectiveness. Applying structural
equation modeling (SEM) to data from 745 participants who experienced sustainability-focused VR applications,
results confirm the positive impact of all four factors. Notably, interactivity had the strongest influence (f = 0.329,
p <.001), followed by educational content (B =0.318, p <.001), emotional engagement (f =0.303, p <.001), and
immersion (f = 0.287, p <.001). The model explains 78.2 % of variance in campaign effectiveness, providing
practical design guidelines for marketers to optimize VR experiences and narrow the attitude-behavior gap in

sustainability contexts.

Keywords: Virtual Reality, Immersion, Interactivity, Emotional Engagement, Educational Content.
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