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Tom tit:
ghién civu anh hwéng ciia qudng cdo TikTok dén Y dinh mua thoi trang cia
Ngio'i tré tai TP. Tra Vinh. Mau nghién ciru dwoc khao sdt tir 310 nguoi dang
s dung mang xa hoi TikTok thong qua phwong phap danh gia do tin cdy
Cronbach’s Alpha, phan tich nhan té kham phd (EFA) va phén tich hoi quy da bién. Két
qud cho thay, tinh gidi tri, tinh théng tin, @6 tin cdy, sw wu ddi va sw phién nhiéu la nhitng
Yéu 16 gidi thich gid tri ciia qudng cdo. Trong khi d6, chi c6 tinh gidi tri, tinh twong tdc,
tinh phién nhiéu va sw wu dai tac dong toi thai dé doi voi quang cdo. Ngodi ra, nghién
cibu ndy con chi ra sy dnh hwéng ciia gid tri quang cdo va thai dé doi véi quang cdo dén
¥ dinh mua san pham thoi trang ciia gici tré. Tir két qua nghién civu, tac gia dé xudt cac
ham y quan tri nham giup cdac doanh nghiép quang ba dich vu va kinh doanh san phdm
thoi trang thong qua quang cdo TikTok sé hiéu ré hon vé cdch thire quang cdo dnh hirong
dén y dinh mua thoi trang ciia gidi tré & TP, Tra Vinh.
Tir khoa: Qudng cdo TikTok, gioi tré, y dinh mua, thoi trang, gid tri qudng cdo,
thdi d¢ doi véi quing cdo, TP. Tra Vinh.

Abstract:

Researching the influence of TikTok advertising on the fashion purchase
intention of young people in Tra Vinh city. The research sample was surveyed from 310
people using the social network TikTok through Cronbach’s Alpha reliability assessment
method, exploratory factor analysis (EFA) and multivariate regression analysis. The
results show that entertainment, information, reliability, incentives and distractions
are the factors that explain the value of advertising. Meanwhile, only entertainment,
interactivity, distraction, and preference affect attitudes towards advertising. In addition,
this study also shows the influence of advertising value and attitude towards advertising
on young people s intention to buy fashion products. From the research results, the author
proposes administrative implications to help businesses that promote their services and
fashion products business through TikTok ads to better understand how advertising
affects intentions buy fashion of young people in Tra Vinh City.
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