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Tom tat:
ghién ciru dwoc thue hién nham kiém dinh dnh hwéng ciia nguoi tiéu ditng
Ndoz voi viéc cam nhdn dong co nguot g théng tin danh gia san pham dén
viéc chdp nhdn thong tin truyen khdu tai VN — Truong hop khdo sat tai
TP.HCM. Sit dung ky thudt diéu chinh, kiém dinh cdc thang do va mé hinh 1y thuyét biéu
dién moi quan hé giita cdc yéu t6 anh hwéng. Dia trén mau nghién ciru gom 512 nguoi
tiéu ding cé sie dung Internet dé tim kiém thong tin truée khi mua hang. Nghién civu
diing mé hinh cdu triic tuyén tinh (SEM) d@é kiém dinh moi quan hé giita cac khai niém.
Két qua nghién civu cho thdy thang do cho cdc khdi niém: Chat lwong thong tin, PJ tin
cay nguén tin, Cam nhdn tinh hitu dung cua thong tin, Cam nhdn dong co, Cam nhdn do
tin cdy ciia théng tin, Chap nhdn théng tin truyén khau dién tir déu dat dwoc gid tri va
do tin cqy trong nghzen cieu. Két qud nghién ciru ciing cho thdy Chat lu’ong thong tin, Do
tin cdy ciia nguon tin, Cam nhdn déng co déu cé tac dong gian tiép dén viéc chap nhan
théng tin truyén khdu dién tir thong qua Cam nhdn tinh hitu dung cia théng tin va Cam
nhdn do tin cdy cua thong tin.
Tir khéa: Chét lwgng thong tin, cim nhin tinh hitu dung ciia théng tin, cdm nhén
dong co, cim nhin dg tin cdy ciia théng tin, chdp nhéan théng tin truyén khiu dién
tir.

Abstract:

A study is conducted to test the influence of consumers on the perception of the
senders’ motivation to the acceptance of electronic word-of-mouth (eWOM). Using
adjustment techniques, inspecting the scales and a theoretical model represent the
relationship among the influential factors. The research is based on a sample of 512
consumers who use the Web to search for product reviews and used Structural Equation
Modeling (SEM) to test the relationships among the variables. The study results show
that the scales of the variables: Message quality, source credibility, perceived message
usefulness, perceived senders’ motivation, perceived message credibility, information
adoption attain the validity and reliability in the research. The results also show
perceived message usefulness, perceived message credibility, information adoption are
directly and indirectly affected by message quality, source credibility and perceived
senders’ motivation.
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