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Nhirng dong gép méi ciia ludn an

Thir nhat, ludn an bo sung cach tiép can va van hanh hoa Digital Marketing (DM) trong linh
vuc khach san theo hudng tich hop da diém cham tir goc nhin cta khach du lich. Thay vi xem
xét riéng 1é timg cong cu DM hoic tiép can DM tir mirc d6 dau tu va trién khai ciia doanh
nghié¢p, luan an khai niém héa DM nhu mot cau tric bac cao dang cAu thanh, phan anh nhan
thirc tong hop cia khach du lich vé bay hoat dong va diém cham sb, gdm website, marketing
qua mang xa hdi, marketing cong cu tim kiém, marketing qua thu dién tir, quang céo hién thi,
marketing ndi dung va truyén miéng dién tir (electronic Word-of-Mouth — eWOM). Két qua
nghién ctru cho thiy ca bay ciu phan déu dong gop co y nghia thdng ké vao ciu trac DM tong
thé. Cach tiép can ndy goép phan 1am rd ranh gidi gitta DM duoc khach du lich cam nhén véi
mitc d6 trién khai DM thuc té tir phia doanh nghiép, dong thoi phan anh ban chat tich hop cia
cac hoat dong va diém cham s trong hanh trinh khach hang.

Tht hai, luan 4n 1am rd co ché lién hé gitta DM, danh tiéng thuwong hiéu (Brand Reputation —
BR) va khuynh hudng lura chon khach san (Hotel Choice Intention — HCI) thong qua viéc xem
xét dong thoi cac moi quan hé tryc tiép va gian tiép. Két qua thuc nghiém cho thdy DM c6
quan hé truc tiép c6 ¥ nghia théng ké voi HCI, dong thoi cé quan hé gian tiép voi HCI thong
qua BR. Tuy nhién, hiéu @mg trung gian cia BR chi chiém 11,6% téng anh huong, cho thay
BR 13 mét co ché truyén dan bo trg, khong phai co ché trung tim hodc con duong chi phdi
mdi quan hé DM-HCI. Phat hién nay bo sung bang chimg cho thiy mdi quan h¢ DM—BR—
HCI khong nén duoc dién giai nhur mot chudi tuyén tinh bat budc; bén canh con dudng thong
qua BR, DM vén c6 mdi quan hé truc tiép ddng ké véi HCL

Th ba, luan 4n b sung bang chig vé do tin ciy cam nhén cua thong tin truc tuyén (Perceived



Online Information Credibility — POIC) nhu mét diéu kién nhan thirc trong qué trinh khach
du lich tiép nhan va danh gia cc tin hiéu DM dé hinh thanh BR. Két qua nghién ctru cho thay
POIC c6 quan hé duong véi BR va dong thoi diéu tiét tich cuc mdi quan hé¢ DM—BR. Qua do,
cung mot mirc dé cam nhan vé DM c¢6 thé ga"ln vo1 mire do danh gia BR khéc nhau tuy thude
vao muc dg khach du lich cdm nhén thong tin truc tuyén la dang tin cdy, chinh xac va co thé
dia vao dé ra quyét dinh. Két qua nay dong thoi 1am rd ranh gidi giita POIC va eWOM:
eWOM la diém cham thong tin xa hoi chii yéu do ngudi dung tao ra, trong khi POIC phan 4anh
danh gia cuia nguoi tiép nhan vé do tin cdy cua thong tin truc tuyén. Qua do, POIC dugc xac
dinh nhu mot diéu kién nhén thirc gop phan 1am rd qua trinh hinh thanh BR trong méi trudng
thong tin sb.

Th@ tu, ludn 4n bo sung bang ching thie nghiém vé cac didu kién bién ctia nhitg mdi quan
hé trong mé hinh nghién ciru. Két qua khong ung ho vai tro diéu tiét ciia loai khach du lich
d6i v6i mbi quan hé DM—-HCI & mirc y nghia 5%. Dong thoi, phan tich da nhom chua ghi
nhan sy khéc biét c6 y nghia thong ké ciia cac mbi quan hé DM->BR, DM->HCI va BR>HCI
giita cac nhom khach theo muc dich Iuu trii. Két qua nay cho thay, trong pham vi mau nghién
ctru, chwa c6 du bang ching dé khang dinh cac méi quan hé ot 18i ctia mé hinh phan hoa theo
loai khach du lich hodc muc dich luu tri. Phét hién nay gép phan xac dinh r& hon pham vi va
diéu kién bién ciia moé hinh, dong thoi cho thy viéc khong phat hién khac biét c6 ¥ nghia
thong ké khong dong nghia vdi viéc cac nhom khach hoan toan twong dong.
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New Contributions of the Dissertation

First, the dissertation extends the conceptualisation and operationalisation of Digital
Marketing (DM) in the hotel context by adopting an integrated, multi-touchpoint perspective
from the tourist’s viewpoint. Rather than examining individual DM tools separately or
approaching DM in terms of firms’ investment and implementation levels, the dissertation
conceptualises DM as a higher-order formative construct that reflects tourists’ overall
perceptions of seven digital marketing activities and touchpoints, namely website, social
media marketing, search engine marketing, email marketing, display advertising, content
marketing, and electronic word-of-mouth (eWOM). The findings show that all seven
components make statistically significant contributions to the overall DM construct. This
approach helps clarify the distinction between DM as perceived by tourists and the actual level
of DM implementation by firms, while more appropriately reflecting the integrated nature of
digital activities and touchpoints throughout the customer journey.

Second, the dissertation clarifies the mechanism linking DM, Brand Reputation (BR), and
Hotel Choice Intention (HCI) by simultaneously examining both direct and indirect
relationships. The empirical findings indicate that DM has a statistically significant direct
relationship with HCI and an indirect relationship with HCI through BR. However, the
mediating effect of BR accounts for only 11.6% of the total effect, indicating that BR functions
as a complementary transmission mechanism rather than the central mechanism or dominant
pathway in the DM—HCI relationship. This finding provides further evidence that the DM—
BR-HCI relationship should not be interpreted as a mandatory linear sequence; in addition to
the pathway through BR, DM retains a substantial direct relationship with HCI.

Third, the dissertation provides additional evidence on Perceived Online Information
Credibility (POIC) as a cognitive condition in the process through which tourists receive and
evaluate DM signals in forming BR. The findings show that POIC is positively related to BR
and also positively moderates the DM-BR relationship. Accordingly, the same level of
perceived DM may be associated with different evaluations of BR depending on the extent to



which tourists perceive online information as credible, accurate, and sufficiently reliable for
decision-making. The findings also clarify the conceptual distinction between POIC and
eWOM: eWOM represents a social information touchpoint generated primarily by users,
whereas POIC reflects recipients’ evaluation of the credibility of online information. In this
regard, POIC is identified as a cognitive condition that contributes to a clearer understanding
of the formation of BR in the digital information environment.

Fourth, the dissertation provides further empirical evidence regarding the boundary conditions
of the relationships in the research model. The findings do not support the moderating role of
customer type in the DM—HCI relationship at the 5% significance level. At the same time,
multi-group analysis reveals no statistically significant differences in the DM->BR,
DM->HCI, and BR>HCI relationships across groups classified by purpose of stay. These
results indicate that, within the study sample, there is insufficient evidence to conclude that
the core relationships in the model vary according to customer type or purpose of stay. This
finding contributes to a clearer delineation of the scope and boundary conditions of the model,
while also demonstrating that the absence of statistically significant differences should not be
interpreted as evidence that the customer groups are entirely homogeneous.
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