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PHAN L. PAT VAN DE
1. Tinh cip thiét cia vin dé

Qua trinh s6 hoa dang thay d6i cach khach du lich
tim kiém, danh gia va lya chon dich vu luu tra, 1am gia tang
vai tro cua cac diém cham truc tuyén. Pdi voi khach san 5
sao, tinh v6 hinh cta dich vu khién khach du lich phu thude
nhiéu hon vao thong tin s dé giam bat dinh.

Marketing s6 (Digital Marketing - DM) can dugc
tiép can nhu hé théng hoat dong va diém cham tich hop.
Tuy nhién, y nghia ciia DM khong chi ndm ¢ mic do trién
khai ctia khach san ma con & cach khach du lich tiép xuc va
danh gia cac hoat dong nay. Danh tiéng thuong hiéu (Brand
Reputation - BR) c6 thé hd trg giam bat dinh, trong khi do
tin cAy cam nhan cuia thong tin truc tuyén (Perceived Online
Information Credibility - POIC) anh hudng dén cach cac tin
hiéu s6 duogc tiép nhan.

Tai Thanh phé Hué, su phuc hoi du lich, md rong
phan khiic Iuu tri cao cdp va canh tranh ting 1am noi bat
nhu cau nghién ctu DM trong méi lién hé véi BR va
khuynh huéng lya chon khach san (Hotel Choice Intention
- HCI). Tuy nhién, bang chirg vé DM nhu c4u tric tich hop
tir nhan thirc ctia khach du lich, vai tro truyén dan cta BR
va vai tro cua POIC trong bdi canh khach san 5 sao tai Hué
con han ché.

2. Muc tiéu nghién ctru
2.1. Muc tiéu tong qudt



Phan tich anh hudéng cia DM theo nhan thirc cua
khach du lich dén BR va HCI; 1am rd vai tro trung gian cta
BR, anh huéng tryc tiép ciia POIC dén BR, diéu tiét POIC
d6i v6i DM—BR va loai khach du lich d6i véi DM—HCI; tir
d6 dé xuit ham y quan tri nang cao hiéu qua DM tai cac
khéch san 5 sao & Hué.

2.2. Muc tiéu nghién civu cu thé

Hé théng hoa co sé 1y luan vé DM, BR, POIC va
HCI; danh gia ciu phan DM, dong goép twong ddi vao DM
tong thé; kiém dinh DM—BR-HCI va trung gian cua BR;
kiém dinh anh huéng POIC dén BR, diéu tiét POIC trén
DM-BR va loai khach trén DM—HCI; so sanh quan hé ciu
trac theo muc dich luu tri; dé xuat ham ¥ quan tri cho khach
san 5 sao tai Hué.

3. Cau héi nghién ciru

Sau cau hoi: khach du lich danh gia cac céu phan
DM va déng gop tuong ddi vao DM tong thé ra sao; DM
anh huéng dén BR va HCI, BR dén HCI thé nao; BR co
trung gian DM—-HCI va mirc d6 ra sao; POIC anh huong
dén BR, diéu tict DM-BR thé nao; loai khach c6 diéu tiét
DM-HCI hay khong; quan hé cau triic c6 khac biét giita cac
nhom muc dich luu trtt hay khong.

4. Pbi twong va pham vi nghién ciru
4.1. Poi twgng nghién civu

Péi tugng nghién ctru gdm quan hé giita DM, BR,

POIC va HCI tai khach san 5 sao & Hué: anh hudng truc
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tiép; trung gian ciia BR; anh huong cia POIC dén BR va
diéu tiét DM-BR; diéu tiét loai khach dbi véi DM-HCI;
khac biét quan hé cau tric theo muc dich lvu tri. Pon vi
phan tich la c4 nhan khach du lich luu tra tai khach san 5
sao, da tiép xuc hodc tham khao thong tin truc tuyén khi tim
kiém, danh gia hodc lya chon dich vu.
4.2. Pham vi vé nji dung

Pham vi gdm DM dudi goc do nhan thirc ciia khach
du lich, BR, POIC va HCI. HCI phan anh khuynh hudng
can nhic, wu tién lya chon va sin long gioi thi¢u, khong
phai hanh vi dat phong thyc té. DM phan anh nhén thirc vé
hoat dong, diém cham sb d3 tiép xtic hodc nhén biét, khong
do nang luc ndi bo hay hiéu qua kinh doanh khéch quan.
BR thé hién d6 dang tin cay, su thira nhan va vi thé uy tin
trong ddi cua thuong hiéu; POIC phan anh thong tin truc
tuyén dugc cam nhan 1a dang tin cdy, chinh xac va cé thé
dua vao dé ra quyét dinh.
5. Pong gop cua luan an

Vé 1y thuyét, luan an tiép cAn DM nhu ciu trac tich
hop da chiéu phan 4nh nhan thirc cua khach du lich vé cac
diém cham sb, thay vi ting coéng cu riéng 1. Nghién ctru
lam 16 BR 14 co ché truyén dan b trg giita DM va HCI;
POIC vira anh huéng dén BR vira diéu tiét DM-BR; bd
sung bang chimg tai khach san 5 sao & Hué.

Vé phuong phép, luan an hiéu chinh thang do theo
nhén thtc cia khach du lich; md hinh héa DM thanh cau
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trac bac cao dang cu thanh va 4p dung phuong phap hai
giai doan. Nghién ctru kiém dinh quan hé truc tiép, trung
gian, diéu tiét, du bao ngoai mau, twong duong do ludng va
khac biét da nhom, qua do danh gid DM va dong gop tuong
dbi cua cac cdu phan.

Vé thyc tién, két qua cung cip cin ctr dé khach san
phéi hop diém cham DM, bao dam thong tin nhét quan,
dang tin cdy, quan tri phan hoi s, cing c¢b BR va hd tro
HCI. Trong sb cau phan khong phai cian cir xép hang hiéu
qua; két qua ciling chua hd tro chién luge DM phan hoa
manh theo loai khach hoac muc dich luu tru.

6. Két ciu ciia luin 4n

Luan an gém ba phan va bon chuong. Phan I trinh
bay tinh cép thiét, muc tiéu, cau hoi, ddi tuong, pham vi va
dong gop. Phan IT gdm: Chuong 1 trinh bay co so Iy thuyét,
téng quan, khoang trng, mé hinh, gia thuyét va thang do;
Chuong 2 trinh bay dia ban va phuong phap; Chuong 3
trinh bay két qua, kiém dinh gia thuyét va phén tich b6 sung;
Chuong 4 thao luan va ham ¥ quan tri. Phan III trinh bay
két luan, han ché va hudng nghién ctru tiép theo.



PHAN II. NOI DUNG VA KET QUA NGHIEN CUU
CHUONG 1. CO SO LY THUYET VA TONG QUAN
NGHIEN CUU

1.1. Cac khai niém nghién ciru cot 15i

1.1.1. Digital Marketing trong linh vwc khach san

DM la qué trinh dat muc ti€u marketing thong qua
phuong tién sb, dir liéu va cong nghe¢, trong do cac diém
cham duoc phéi hop. Luan an do luong DM tur nhén thuc
ctia khach du lich vé website, marketing qua mang xa hoi,
marketing trén cong cu tim kiém, email marketing, quang
c4o hién thi, marketing ndi dung va truyén mi¢ng dién tur.
Truyén miéng dién tir ¢ vi tri ddc thu vi chu yéu do nguoi
dung tao ra va khong hoan toan do khach san kiém soat.
DM duoc md hinh hoa nhu ciu tric bac cao dang cAu thanh;
trong s6 ngoai phan anh muc dong gop twong ddi vao DM
téng thé, khong phai tac dong nhan qua dén BR hodc HCL

1.1.2. Danh tiéng thwong hi¢u khdch san

BR 1a danh gia tong hop va twong d6i on dinh cta ca
nhan vé do dang tin cdy, su thira nhan va vi thé uy tin cua
thuong hiéu. BR c6 thé giup giam bat dinh khi chét luong
dich vu khé kiém chung trudc tiéu dung. Diém dénh gia,
thtr hang, binh luan va truyén miéng dién tu 1 tin hi¢u gop
phan hinh thanh BR, khong ddng nhat véi BR. Luan an do
BR tir nhan thirc c4 nhan va kiém dinh vai tro trung gian
giita DM va HCI, khong mic dinh day 1a co ché trung tam.

1.1.3. Sw lwa chon cua khdch du lich
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Su lya chon dugc phan biét gitra hanh vi thuc té va
khuynh huéng lwa chon khach san (HCI). Hanh vi thuc té
la giao dich da xay ra; HCI phan anh khuynh hudng hanh
vi ddi voi khach san. Luén 4n van hanh hoa HCI theo nghia
rong gdm can nhic, tiép tuc wu tién va sin sang gidi thiéu.
Do ngudi tra 101 dang luu tri, HCI 13 két qua tu bao céo,
khong phai ¥ dinh truéc mua thuan tay hay hanh vi dat
phong da quan sat.

1.1.4. P tin cdy cdm nhin ciia thong tin trwe tuyén

POIC 1a murc khach du lich cdm nhan thong tin truc
tuyén vé khach san 13 déng tin cdy, chinh x4c va co thé dwa
vao dé ra quyét dinh. POIC 1a danh gia chi quan ctia ngudi
tiép nhan, khong phai do chinh xac khach quan cua thong
tin. Trong moé hinh, POIC anh hudng truc tiép dén BR va
diéu tiét DM-BR.

1.2. Tong quan nghién ctru lién quan

1.2.1. Nghién ciru ngoai nwéc

Nghién ctru qudc té vé DM, danh tiéng thuong hiéu
va hanh vi lga chon khéach san da phat trién theo nhiéu
huéng. Tuy nhién, phan 16n van tiép can DM theo ting
kénh riéng 1¢, thiéu mé hinh tich hgp xem DM nhu cu tric
da chiéu, da diém cham tir nhan thirc khach du lich. BR
thuong duoc xem la bién két qua hoac bién doc lap, trong
khi vai tro trung gian gitta DM va hanh vi lya chon chua
dugc kiém dinh ddy du. Cac nghién ciru hanh vi ciing con
phan ménh, chua két néi day du thong tin, nhan thirc va tin

6



hiéu s trong cing khung phan tich.

1.2.2. Nghién cvwu trong nwdc

Tai Viét Nam, nghién ctru chu yéu xem xét website,
mang x hoi, OTA hodc eWOM va tac dong dén ¥ dinh dat
phong, su hai 10ng. Cach tiép can nay con phan manh so
v6i xu hudéng xem DM nhu hé sinh thai da kénh gin véi
hanh trinh khiach hang. Nhiéu nghién ciru tap trung vao
quan hé truc tiép, chua lam rd day du co ché trung gian va
diéu tiét. Vi vay, can phat trién mo hinh tich hop da kénh,
1am 16 vai tro BR va cac diéu kién anh hudng trong bbi canh
chuyén d6i s6 cua nganh luu tra Viét Nam.

1.3. Khodng trong nghién ciru

Téng quan xac dinh bon khoang tréng chinh. Thir
nhat, vé tiép can va do luong, DM thudng duoc nghién ctiru
theo tirng cong cu, chua phan anh nhan thirc tong hop cia
khach du lich trong méi truong da diém cham; vi tri dac thu
cua truyén miéng dién tir cling can duoc lam r5. Vi vay, can
mo hinh héa DM nhu cau trac tich hop da thanh phan va
danh gia mirc dong gop twong ddi cua timg cau phan.

Tht hai, vé noi dung mo hinh, cac quan h¢ DM, BR
va HCI thuong duoc nghién ciru tach biét. Can kiém dinh
dong thoi DM-BR, BR-HCI, DM—HCI va trung gian cta
BR; anh huong ctia POIC dén BR, diéu tiét POIC d6i véi
DM-BR, diéu tiét loai khach dbi véi DM-HCI va so sanh
bd sung theo muc dich luu tru.

Thit ba, vé van hanh héa va phuong phap, bay cu
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phan DM c6 chirc ning khac nhau, phit hop véi cdu triic bac
cao dang cu thanh gdm cac cAu phan bic thip dang phan
anh. Can phan biét trong s6 ngoai, phan anh mirc dong gop
vao DM, véi hé s6 tac dong dén BR hodc HCI; dong thoi
hiéu chinh thang do theo bdi canh va kiém dinh do luong,
ciu tric, trong duong do ludng va khac biét da nhom.

Tht tw, vé bdi canh, bang ching vé DM nhu céu tric
tich hop trong khach san cao cép tai Viét Nam con han ché,
dic biét tai Thanh phd Hué. Vi vy, can kiém dinh mé hinh
trong bdi canh khach san 5 sao tai diém dén di san va xay
dung ham y quan tri phu hop.

1.4. Co s6 Iy thuyét nén ting

Luan an tich hop ba 1y thuyét theo logic “ciu triic—
tién trinh—co ché”. Ly thuyét Kich thich—Chii thé—Phan tng
(Stimulus—Organism—Response - S-O-R) giir vai tro khung
cAu trac: DM 14 kich thich, BR dugc cam nhan & cép ca
nhan 13 trang thai danh gia cua chu thé, HCI 1a phan Gng
hanh vi du kién. Thang bac anh hudng bo trg vé tién trinh,
giai thich sy chuyén dich tir tiép nhan thong tin dén danh
gi4 va hinh thanh khuynh hudng hanh vi. Ly thuyét tin hiéu
1am 16 ban chét tin hiéu sd, bat can xtng thong tin va cach
khéch du lich st dung tin hiéu dé danh gia dich vu. Ba ly
thuyét ¢6 chire nang phan biét nhung bé trg nhau, giup giai
thich DM—BR-HCI va vai tro ctia POIC trong céch tin hi€u
DM lién hé véi BR.

1.5. Gid thuyét va mé hinh nghién ciru
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Trén co s& tong quan va nén tang 1y thuyét, ludn an
xay dung mé hinh kiém dinh anh hudng cia DM d&én BR
va HCI; anh hudng ciia BR dén HCI; vai tro trung gian ctia
BR trong quan hé DM—HCI; anh hudng tryc tiép ciia POIC
dén BR va vai tro diéu tiét cia POIC ddi v6i DM-BR; vai
trd diéu tiét cua loai khach du lich déi véi DM-HCI; dong
thoi so sanh bd sung khac biét cac quan hé cdu truc giira
nhom khach theo muc dich luu trt.
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Hinh 1.1: Mé hinh nghién ciru dé xuét
Nguon: Pé xudt cua tdc gia (2025)



CHUONG 2. TONG QUAN DPIA BAN VA PHUONG
PHAP NGHIEN CUU

2.1 Tong quan dia ban nghién ciru

2.1.1. Béi canh phat trién du lich va thi truong luu
trii tai Hué

Thanh phd Hué 13 diém dén di san vin hoéa, du lich.
Su phuc hoi du lich lam gia ting canh tranh ¢ phan khiic luu
tr cao cap, tao bdi canh phu hop dé nghién ctru DM, BR,
POIC va HCI.

2.1.2. Thuc trang ung dung Digital Marketing tai
cdc khdch san 5 sao trén dia ban Thanh phé Hué

Khao sat 11 quan 1y cho thiy DM dugc trién khai qua
website, SMM, eWOM/OTA, SEM, DAds, CM va email
marketing; trong d6 eWOM/OTA va SMM dugc uu tién.
2.2. Co s6 triét Iy va dinh hwéng phwong phap luin cia
nghién ciru

2.2.1. Triét ly nghién ciru

Luén an dya trén triét 1y hau thuc chung, két hop dinh
tinh va dinh lugng; dinh lugng giitr vai tro trung tdm, dinh
tinh ho trg van hanh va hiéu chinh thang do.

2.2.2. Cdch tiép cén nghién ciru

Nghién ciru theo cach tiép can dién dich chu dao, tir
Iy thuyét xac 1ap mo hinh, gia thuyét va thang do, sau d6
kiém dinh bﬁng dit liéu khao sat; dinh tinh hd trg hiéu chinh
thang do theo bbi canh.

2.3 Thiét ké va quy trinh nghién ciru
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Thiét ké hdn hop trinh tu kham ph4, thién vé dinh
lwong, gdbm bdn giai doan: tai liéu; dinh tinh va chuyén gia;
so bg; dinh lugng chinh thirc. Muoi1 ba chuyén gia (11 quan
1y marketing khéch san, 2 quan ly dich vu DM) hi¢u chinh
thang do. Phén tich tha bic md bd trg wu tién ciu phan,
khong thay thé mé hinh phuong trinh céu trac binh phuwong
nho nhat ting phan (Partial Least Squares Structural
Equation Modeling - PLS-SEM). So b6: 100 bang hoi; dinh
lugng chinh thirc: 651 bang hop I¢€.

GIAI POAN . o
NGHIEN CUU Tong quan tai liéu
TAI LIEU

GIAI POAN
NGHIEN cUU Nghién ciru dinh tinh

DINH TINH

.| Danh gia chuyén gia biing
FAHP

GIAI DPOAN
NGHIEN CUU Thir nghiém so bi
SO BO

GIAI POAN
NGHIEN CUU Thio ludin kit qui
DINH LUQNG

Phiin tich dir liéu PLS-SEM }' Khio sat chinh thirc

Hinh 2.1: Quy trinh thwc hién nghién ciru
Nguén: Tong hop va dé xudt ciia tdc gid (2025)
2.4 Nghién cvru tai liéu
Trac lugng thu muc, tong quan hé théng xac 1ap mo
hinh, gia thuyét, thang do. Dir liéu 2.237 cong bd Scopus,
sang loc theo Cac myc béo cdo uu tién danh cho tong quan
hé théng va phan tich gop (Preferred Reporting Items for
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Systematic Reviews and Meta-Analyses - PRISMA 2020)..

2.5 Nghién cvru dinh tinh

Nghién ctru dinh tinh ra soat bay cau phan DM, hiéu
chinh chi bao theo nhan thirc khach du lich. Mau goém 13
chuyén gia dugc chon cha dich. Phéng van ddi chiéu ly
thuyét dé diéu chinh thang do. Phan tich thir bic md bd tro
danh gia wu tién, khong xac dinh trong s6 ngoai cia DM.

2.6 Nghién ciru so bg

Nghién ciru so bd véi 100 bang tra 161 hop 18 nham
kiém tra d6 ro rang, kha nang hiéu, cu trac bang hoi va do
tin cdy ban dau trudc khao sat chinh thic.

2.7 Nghién cvru dinh lwong

Khao sat 651 khach du lich tai 11 khach san 5 sao &
Hué da tiép xuc thong tin truc tuyén, chon mau phi x4c suit
theo han ngach; g@)m 489 khach quéc té va 162 khach noi
dia. Dit liéu phan tich bang thong ké mé ta va PLS-SEM hai
giai doan dé d4nh gid mo6 hinh do ludng, DM bic cao ciu
thanh va mo hinh cau tric. Bootstrapping kiém dinh anh
hudng truc tiép, trung gian va diéu tiét; PLSpredict danh gia
du béo; kiém dinh tuong duong do luong xem xét bat bién
theo ngon nglr va muc dich luu trg; phan tich da nhom so
sanh khac biét quan hé cau tric gitta nhém muc dich luu tru.
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CHUONG 3. PHAN TiCH ANH HUONG CUA UNG
DUNG DIGITAL MARKETING DPEN DANH TIENG
THUONG HIEU VA SU LUA CHON CUA KHACH
DU LICH TAI CAC KHACH SAN 5 SAO TREN DPIA
BAN THANH PHO HUE

3.1 Pic diém miu

Nghién ctru st dung 651 bang héi hop 1€ tur khach
du lich dang luu tra tai 11 khach san 5 sao ¢ Thanh phd
Hué. Mau gém 341 nam va 310 nit; nhom 3245 tudi chiém
ty trong 16n nhat (42,86%), tiép dén nhom 46-60 tudi
(37,48%). V& loai khach, c6 489 khach qudc t& va 162
khach néi dia. Theo muc dich luu trfl, cong tac/cong viéc
g6m 207 trudng hop, nghi dudng 204 truong hop, tham gia
su kién/hoi nghi 189 truong hop va muc dich khac 51
truong hop.
3.2 Phan tich va danh gia nhan thirc cia khach du lich
vé mirc dd wng dung cic kénh va hoat dong Digital
Marketing ciia cac khach san 5 sao tai Thanh pho Hué

Mic d6 img dung DM dugc danh gia tir nhéan thic
ctia khéach du lich vé hoat dong va diém cham sb da tiép xuc
khi tim kiém, danh gia, lya chon dich vu luu tra. Nhan thac
nhin chung tich cuc, song khac nhau giira ciu phan. Truyén
miéng dién tu hd tro hinh dung chit lugng va tang ty tin khi
danh gia khach san. Marketing qua mang x3 hoi ndi bat vé
ndi dung hép dan va thong tin hd trg lya chon, nhung tuong
tac hai chiéu thap hon. Marketing trén cong cu tim kiém
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duoc danh gid tich cuc vé mirc pht hop cua két qua va kha
nang tiép can thong tin hiru ich. Website cung cép thong tin
day du, song trai nghiém tim kiém chua thuén tién. Email
marketing cung cap thong tin 1 rang, c6 gia tri nhung mirc
phu hop theo nhu cau con thip. Quang céo hién thi thé hién
tinh chuyén nghiép, nhat quan nhung mc d& nhan biét, dé
hiéu thap hon. Marketing ndi dung cung cip nhiéu thong
tin va nhat quan, song kha niang gitp khach hiéu rd hon vé
khach san con han ché. Nhin chung, mang xa hoi, cong cu
tim kiém, website va mot sd khia canh cua truyén miéng
dién tir noi bat hon.
3.3 Phan tich anh hwéng ciia nhin thirc vé img dung
Digital Marketing dén danh tiéng thwong hiéu va sw lra
chon ciia khach du lich tai cac khach san S sao trén dia
ban thanh pho Hué

3.3.1 Kiém dinh sai léch phwong phdp chung

Do dit liéu duoc thu thap bang bang hoi tu bao cdo
tir cing mot ngudn, nghién ciru kiém dinh sai léch phuong
phap chung bang da cong tuyén toan phan. Hé s phong dai
phuong sai dao dong tur 1,006 dén 2,933, déu thép hon
ngudng 3,3. Két qua khong cho thay dau hiéu déng ké cua
sai 1éch phuong phap chung, nhung khong loai trir hoan
toan nguon sai 1éch ma kiém dinh nay khong phan anh.

3.3.2 Pdnh gid tinh bét bién do lwong theo nhém
ngon ngir va muc dich luu tru

Kiém dinh twong dwong do ludng (Measurement
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Invariance of Composite Models - MICOM) duogc thyc hién
theo ngdn ngit va muc dich luu tra. DM, BR va HCI dat bat
bién do luong toan phan giira tiéng Viét véi tiéng Anh, tiéng
Trung, nhom ngén ngtr khac dugce bao cdo va gitra ba nhom
nghi dudng, cong tac/cong viée, su kién/hoi nghi. Két qua
theo ngdn ngit bo sung bang chimg nhat quan do luong; két
qua theo muyc dich luu tra tao co s& cho phan tich da nhom.

3.3.3 Danh gia mo hinh do lwong phdn anh bac 1

ciia nhén thicc khdach hang vé trng dung Digital

Marketing

Bay ciu phan DM bic thap déu dap Gmg yéu ciu vé
do tin cay va gid tri do ludong. Hé s tai ngoai dao dong tir
0,730 dén 0,857; Cronbach’s alpha tur 0,704 dén 0,797; 36
tin cdy tong hop tir 0,834 dén 0,867; phuong sai trich trung
binh tir 0,557 dén 0,680. Ty 18 dic diém di biét - dic diém
don nhat dao dong tir 0,283 dén 0,831, déu dudi 0,85; tiéu
chuan Fornell-Larcker ciing dat yéu cau. Két qua tao co s&
udc lugng DM nhur cdu tric bac cao dang cau thanh.

3.3.4 Ddinh gid mé hinh do lwong ciu thanh béc 2

ctia nhén thicc khdach hang vé teng dung Digital

Marketing

DM dugc mé hinh hdéa nhu ciu tric bac cao dang
ciu thanh gém bay ciu phan. Tit ca trong sb6 ngoai déu
dwong va c6 ¥ nghia théng ké (p < 0,001). Marketing trén
cong cu tim kiém (Search Engine Marketing - SEM) dong
gop 16n nhét v4i 0,277; marketing qua mang xa héi (Social

15



Media Marketing - SMM) 0,251; truyén miéng dién tu
(Electronic Word-of-Mouth - eWOM) va quang céo hién thi
(Display Advertising - DAds) cung 0,215; email marketing
0,209; marketing noi dung (Content Marketing - CM)
0,170; website 0,121. Hé s6 phong dai phuong sai dao dong

1,289-2,032, khong gy trd ngai da cong tuyén. Céc trong

sd phan anh mirc dong goép tuong ddi vao DM tong thé,

khong phai tac dong nhan qua riéng dén BR hoic HCI.

Bang 3.1. Mirc déng gbp ciia cic cAu phan vao DM

Ciu phan Trong s
SEM 0,277
SMM 0,251
eWOM 0,215
DAds 0,215
Email 0,209
CM 0,170
Web 0,121
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Hinh 3.1. Két qué wéc lwgng md hinh nghién ciru

Nguon: Két qua khdo sat (2025)
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3.3.5. Panh gid mé hinh céu tric va kiém dinh gid
thuyét nghién ciru

Céc hé s6 phong dai phuong sai trong mé hinh céu
trac dao dong tir 1,006 dén 3,275 va déu dudi 5, nén khong
ghi nhan da cong tuyén nghiém trong. M6 hinh c6 mirc giai
thich cao: R? ciia BR dat 0,769 va cua HCI dat 0,846, nghia
1a cac bién du bao giai thich twong tng 76,9% va 84,6%
bién thién cta hai cdu trac trong mau nghién ciru.

Bang 3.2. Két qua kiém dinh cic quan hé chinh

Quan hé B p Két ludn
DM->BR 0,584 | <0,001 | Coy nghia
DM->HCI 0,730 | <0,001 | C6 y nghia
BR—>HCI 0,165 |<0,001 | Coéynghia
POIC->BR 0,345 |<0,001 | Coéynghia
POICxDM->BR 0,125 |<0,001 | Coy nghia

Loai khachxDM->HCI | 0,061 | 0,078 Khoéng c6 y nghia

Nguon: Két qua khdo sat (2025)

Bootstrapping cho thdy DM anh hudng duong dén

BR (B =0,584; p < 0,001) va HCI (§ = 0,730; p < 0,001);
BR anh hudng duong dén HCI (B=0,165; p<0,001). POIC
anh huong duong dén BR (B =0,345; p < 0,001), con twong
tac POICxDM ciling duong va c6 ¥ nghia (f = 0,125; p <
0,001), tng ho vai tro diéu tiét tich cuc déi véi DM—BR.
Loai khach khong c6 anh huéng truc tiép c6 ¥ nghia dén
HCI (B =-0,030; p = 0,396), va tuong tac loai khachxDM
khong dat y nghia 5% (B = 0,061; p = 0,078); do do6 chua
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du bang chimg két luan loai khach diéu tiét DM—HCL. Két
qua PLSpredict cho thdy mé hinh cé gia trj du bao ngoai
mau d6i voi BR va HCI, véi Q?predict 1an luot 13 0,754 va
0,837.

3.3.6 Kiém dinh vai tro trung gian ciia danh tiéng
thwong hiéu

Bootstrapping cho thiy DM anh huong gian tiép dén
HCI qua BR (B = 0,096; p < 0,001), nén H4 dugc ung ho.
POIC c6 hiéu tng gian tiép qua BR dén HCI (B = 0,057; p
< 0,001); tuong tic POICXDM c6 hiéu tng gian tiép qua
BR (B =0,021; p < 0,001). Do khong xay dung gia thuyét
trung gian c6 diéu kién, két qua twong tac chi 1a bang ching
bd sung. Anh huong truc tiép DM = HCI va gian tiép DM
> BR > HCI déu c6 y nghia, nén BR 14 trung gian ban
phan. Ty 1é anh huéng gian tiép trong tong anh hudng dat
11,6%, cho thdy murc trung gian han ché; DM cha yéu anh
huoéng HCI truc tiép, con BR giit vai tro truyén dan bd trg.

3.3.7 Phén tich da nhom

Phan tich da nhom theo muc dich luu tri duoc thuc
hién dé so sanh hé s6 DM = BR, DM - HCI va BR >
HCI gitra ba nhom nghi dudng, cong tac/cong viéc va su
kién/hoi nghi. Tat ca gié tri p hai phia déu 1én hon 0,05, nén
chua du bing ching théng ké dé két luan cac quan hé cau
trac khac biét giita cac nhém & mirc 5%. Két qua khong
ching minh cac nhom gidng nhau hodc mé hinh cé thé khai
quat cho moi khéch du lich.
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CHUONG 4. THAO LUAN VA HAM Y QUAN TRI
4.1 Théo luin két qua nghién ciru

4.1.1 Tom lwgc cdac phat hién chinh cia ludn an

Két qua cho thdy DM tir nhan thic khach du lich, 1a
ciu truc tich hop lién hé v6i BR va HCL M6 hinh giai thich
76,9% bién thién BR va 84,6% bién thién HCI. Bay cau
phan déu dong gbép co ¥ nghia vao DM; SEM c¢6 trong sd
16n nhat (0,277), tiép dén SMM (0,251), eWOM va DAds
(0,215), email marketing (0,209), CM (0,170) va website
(0,121). Cac trong sd phan anh mirc déng gop twong doi,
khong phai tdc dong nhan qua riéng.

DM c6 quan h¢ duong véi BR (B =0,584) va HCI (B
= 0,730), va co kich thudc anh hudong 16n. BR c6 quan hé
duong voi HCI (B = 0,165) nhung kich thudc anh hudng
nho. Hiéu tng gian tiép DM = BR = HCI dat p = 0,096;
ty 16 anh hudng gian tiép trong tong anh hudng 11,6%, xac
nhan BR 14 trung gian ban phan nhung mtc truyén din han
ché. Vi vay, BR 14 co ché truyén dan bo tro, con phan 16n
anh huong DM dén HCI nam & duong truc tiép.

POIC c6 quan hé duong véi BR (B = 0,345) va diéu
tiét tich cuc DM = BR (B =0,125). Khi thong tin duoc cam
nhan dang tin cdy, chinh x4c va c6 thé dya vao dé ra quyét
dinh, quan h¢ DM-BR manh hon; tuy nhién, hi¢u ung
tuong tac nho. He khong dugc ung hd & mirc 5%; phan tich
da nhém theo muc dich luu tra chua phat hién khac biét co
¥y nghia d6i v6i DM = BR, DM - HCI va BR = HCI. Két
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qua khong chimg minh cac nhém gidng nhau.

Téng thé, két qua phu hop véi S-O-R: DM 1a kich
thich, BR 14 trang thai danh gia, HCI 1a phan tng. Ly thuyét
tin hiéu giai thich tin hiéu sé trong diéu kién bt can xing
thong tin; Thang bac anh hudng b tro tién trinh tir tiép
nhén thong tin dén khuynh huéng hanh vi.

4.2 Ham y quan tri tir két qua nghién ciru doi voi cac
khach san 5 sao tai thanh phé Hué

Céac khach san can quan tri DM nhu h¢ théng diém
cham tich hop gin véi hanh trinh khach hang, bao dam nhat
quan giita website, mang x3 hoi, nén tang dit phong truc
tuyén, cong cu tim kiém, email va méi trudng danh gia.
Nguén lyc can phan bo theo chitc ning, myc tiéu, chi phi
va dir liéu; khong dung trong s6 ngoai nhu bang xép hang
hiéu qua hay cin ctr truc tiép phin bo ngan sach. Mdi diém
cham can dugc tdi uu theo chirc ning cung cip thong tin,
tuong tac, tiép can, duy tri quan hé va hd tro lya chon.

Pbi voi eWOM, khach san can khuyén khich chia sé
trai nghiém xac thuc, theo ddi va phan hdi danh gia chuyén
nghiép, xtr 1y khiéu nai c6 cin ctr va chuyén phan hoi thanh
cai tién dich vu. BR nén 1a muc tiéu quan tri dai han gén
v6i DM va chét lugng cung tng, nhung khong phai muc
tiéu duy nhat. POIC can dugc cing cb bang thong tin minh
bach, chinh xac, cap nhat, nhét quan va co thé kiém ching
giita cac diém cham.

Do Hes khong dugce ung hd va phan tich da nhém theo
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muc dich lwu tri chua phat hién khac biét c6 ¥ nghia, két
qua chua tao co sé cho chién lugc DM phan héa manh theo
loai khach hodc muc dich luu trt. Khach san duy tri nén
tang DM va dinh vi nhat quan, dong thoi ca nhan héa theo
nhu cdu, ngdn ngir va giai doan hanh trinh. Tai Hué, noi
dung co thé két ndi dich vu, thuong hi€u va gia tri diém dén,
nhung day 13 bdi canh van dung.
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PHAN III. KET LUAN VA HAN CHE CUA NGHIEN
cUu

Luén an nham lam 1 cac mdi quan h¢ gitta DM, BR,
POIC va HCI dudi géc dd nhan thire cua khach du lich tai
cac khach san 5 sao & Thanh phd Hué. Tur khoang trong vé
cach tiép cdn DM nhu cdu trac tich hop, vai trd ciia BR va
POIC, luan an xay dyng va kiém dinh mé hinh lién két bon
cAu trac nay. DM dugc mo hinh héa nhu cAu tric bac cao
dang cu thanh gdm bay cau phan, phan anh nhan thic vé
cac hoat dong va diém cham sb, khong phai muc trién khai
khéch quan cua khach san.

Két qua cho thdy DM c6 quan hé duong v6i BR va
HCT; BR ciing c6 quan hé duong véi HCI. HCI phan anh
khuynh huéng hanh vi tich cyc gdm can nhic lya chon, uu
tién trong twong lai va san long giéi thiéu, khong phai hanh
vi dat phong da xay ra. DM c6 hiéu g gian tiép d¢én HCI
qua BR; VAF 11,6% cho thiy mtc trung gian han ché. Vi
vay, BR 13 co ché truyén din bd tro, con phan 16n tong anh
hudng cia DM dén HCI ndm ¢ duong truc tiép. Dit liéu cit
ngang khong xéc lap trinh tu nhan qua theo thoi gian.

POIC c6 quan hé duong véi BR va diéu tiét tich cuc
DM-BR. Khi thong tin dugc cdm nhan dang tin cay, chinh
xéac va co thé dya vao dé ra quyét dinh, quan hé DM-BR
manh hon, du hiéu ing twong tdc nho. Luan an khong kiém
dinh POIC = HCI nén khong két luan anh huéng tryc tiép
dén HCI. Hiéu tmg POIC x DM = BR > HCI 4 hiéu tng
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gian tiép cta bién twong tac, khong phai co ché trung gian
6 diéu kién doc lap. Hs khong duoc ung ho & muc 5% va
phén tich da nhoém theo muc dich luu tra chua ghi nhan khac
biét c6 y nghia; diéu nay khong chimg minh cac nhém
gidng nhau.

Vé dong gop, luan an nhan manh ban chét tich hop
ctia DM; 1am 18 BR nhu co ché truyén dan c6 y nghia nhung
han ché; x4c dinh POIC vira lién hé véi BR vira dicu tiét
DM-BR. S-O-R cung cap cau trac DM—BR-HCI; Iy thuyét
tin hiéu giai thich tin hiéu s6 trong diéu kién bt can xing
thong tin; Thang bac anh huéng hd trg tién trinh tir tiép
nhan thong tin dén khuynh huéng hanh vi. Vé phuong
phap, luan &n mo6 hinh héa DM béac cao dang cAu thanh va
két hop PLS-SEM hai giai doan, PLSpredict, MICOM va
phan tich da nhém. Hué bd sung bang ching nhung khong
cho phép khang dinh céc co ché 1a dic thu ciia Hué hoic
khach san 5 sao.

Luén an con mot sé han ché. Nghién ctru gidi han &
khach san 5 sao tai Hué va ding chon mau phi xac suat theo
han ngach nén kha ndng suy rdng bi gidi han. Dir li¢u cit
ngang, tu bao cao khong xac lap chac chan quan hé nhan
qua va khong loai trir hoan toan sai 1éch phuong phép.
Nguoi tra 161 dang luu tri nén danh gia c6 thé chiu anh
huong cua trdi nghiém hién tai hoac hop ly hoa sau lya
chon; HCI c6 ndi ham rong, gém ca san long giGi thiéu.
Mbt sb chi bao DM gén v6i ndi dung lya chon, tao nguy co
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chdng 14n voi HCI; BR chi duoc do bang ba khia canh; mo
hinh chua bao quat toan bo yéu td c4 nhan, dong co, trai
nghiém va bdi canh x3 hoi, van hoa. Nghién ctru tiép theo
c6 thé mo rong dia ban, phan khuc, st dung thiét ké theo
chiéu doc hodc dit liéu hanh vi, khao sat trudc dat phong,
tinh chinh thang do va kiém dinh thém bién, tiéu chi phan
nhom phu hop.
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PART I. INTRODUCTION
1. Rationale for the Study
Digitalisation is transforming how tourists search for,
evaluate, and select accommodation services, increasing the
importance of online touchpoints. For five-star hotels, the
intangible nature of services makes tourists more reliant on
digital information to reduce uncertainty.
Digital Marketing (DM) should be conceptualised as an
integrated system of activities and touchpoints. However, its
significance lies not only in the extent to which hotels
implement these activities, but also in how tourists encounter
and evaluate them. Brand Reputation (BR) can help reduce
uncertainty, while Perceived Online Information Credibility
(POIC) shapes how digital signals are received and
interpreted.
In Hue City, tourism recovery, expansion of the upscale
accommodation segment, and intensifying competition
underscore the need to examine DM in relation to BR and
Hotel Choice Intention (HCI). However, evidence remains
limited regarding DM as an integrated construct from the
tourist perspective, the mediating role of BR, and the role of
POIC in five-star hotels in Hue.
2. Research Objectives
2.1. General Objective
To analyse the effects of tourist-perceived DM on BR and
HCI; clarify the mediating role of BR, the direct effect of
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POIC on BR, the moderating effect of POIC on the DM—BR
relationship, and the moderating effect of customer type on
DM-HCI; and propose managerial implications for
improving DM effectiveness in five-star hotels in Hue.

2.2. Specific Research Objectives

To systematise the theoretical foundations of DM, BR,
POIC, and HCT; assess the DM dimensions and their relative
contributions to overall DM; examine the DM-BR-HCI
relationships and the mediating role of BR; test the effect of
POIC on BR, the moderating effect of POIC on DM—BR,
and that of customer type on DM—-HCI; compare structural
relationships by purpose of stay; and propose managerial
implications for five-star hotels in Hue.

3. Research Questions

The study addresses six questions: How do tourists evaluate
the DM dimensions and their relative contributions to overall
DM? How does DM affect BR and HCI, and how does BR
affect HCI? Does BR mediate the DM—HCI relationship, and
to what extent? How does POIC affect BR and moderate the
DM-BR relationship? Does customer type moderate the
DM-HCI relationship? Do structural relationships differ
across groups by purpose of stay?

4. Research Focus and Scope

4.1. Research Focus

The research focuses on the relationships among DM, BR,
POIC, and HCI in five-star hotels in Hue, including direct
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effects; the mediating role of BR; the effect of POIC on BR
and its moderation of DM—-BR; the moderating effect of
customer type on DM-HCI; and structural differences by
purpose of stay. The unit of analysis is the individual tourist
staying at a five-star hotel who has encountered or consulted
online information when searching for, evaluating, or
selecting accommodation services.

4.2. Scope of Content

The scope covers DM from the tourist perspective, BR,
POIC, and HCI. HCI reflects tendencies to consider,
prioritise, and recommend a hotel rather than actual booking
behaviour. DM captures perceptions of digital activities and
touchpoints encountered or recognised, rather than internal
capabilities or objective business performance. BR reflects
the brand’s perceived trustworthiness, recognition, and
relative reputational standing, while POIC reflects the extent
to which online information is perceived as trustworthy,
accurate, and reliable for decision-making.

5. Contributions of the Thesis

Theoretically, the thesis conceptualises DM as an integrated
multidimensional construct reflecting tourists’ perceptions
of digital touchpoints rather than isolated tools. It clarifies
BR as a complementary mediating mechanism linking DM
to HCI, shows that POIC both affects BR and moderates the
DM-BR relationship, and provides additional evidence from
five-star hotels in Hue.



Methodologically, the thesis refines the measurement scales
from the tourist perspective, models DM as a formative
higher-order construct, and applies a two-stage approach. It
examines direct, mediating, and moderating relationships,
out-of-sample predictive performance, measurement
invariance, and multigroup differences, thereby enabling
assessment of DM and the relative contributions of its
dimensions.

Practically, the findings provide a basis for hotels to
coordinate DM touchpoints, ensure consistent and credible
information, manage digital feedback, strengthen BR, and
support HCI. Dimension weights should not be interpreted
as rankings of effectiveness; nor do the findings support
strongly differentiated DM strategies by customer type or
purpose of stay.

6. Structure of the Thesis

The thesis comprises three parts and four chapters. Part I
presents the research rationale, objectives, questions, focus,
scope, and contributions. Part II includes four chapters:
Chapter 1 presents the theoretical foundations, literature
review, research gaps, model, hypotheses, and measurement
scales; Chapter 2 describes the research setting and
methodology; Chapter 3 reports the results, hypothesis
testing, and supplementary analyses; and Chapter 4 discusses
the findings and managerial implications. Part I1I presents the
conclusions, limitations, and directions for future research.
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PART II. RESEARCH CONTENT AND FINDINGS
CHAPTER 1. THEORETICAL FOUNDATIONS AND
LITERATURE REVIEW

1.1. Core Research Concepts

1.1.1. Digital Marketing in the Hotel Industry
DM is the process of achieving marketing objectives through
digital media, data, and technologies, with coordinated
touchpoints. The thesis measures DM through tourists’
perceptions of hotel websites, social media marketing, search
engine marketing, email marketing, display advertising,
content marketing, and electronic word-of-mouth (eWOM).
eWOM occupies a distinctive position because it is primarily
user-generated and not fully controlled by hotels. DM is
modelled as a formative higher-order construct; outer weights
indicate each dimension’s relative contribution to overall DM
rather than a causal effect on BR or HCI.
1.1.2. Hotel Brand Reputation

BR is an individual’s overall and relatively stable evaluation
of a brand’s trustworthiness, recognition, and reputational
standing. BR can help reduce uncertainty when service
quality is difficult to verify before consumption. Ratings,
rankings, reviews, and eWOM are signals that contribute to
BR formation but are not equivalent to BR itself. The thesis
measures BR at the individual perceptual level and examines
its mediating role between DM and HCI without assuming
that it is the central mechanism.
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1.1.3. Tourists’ Hotel Choice
Tourists’ hotel choice is distinguished between actual
behaviour and HCI. Actual behaviour refers to a transaction
that has already occurred, whereas HCI reflects a
behavioural inclination towards a hotel. The thesis
operationalises HCI broadly to encompass consideration,
continued preference, and willingness to recommend.
Because respondents are already staying at the focal hotel,
HCI represents a self-reported outcome rather than a purely
pre-purchase intention or observed booking behaviour.

1.1.4. Perceived Online Information Credibility
POIC refers to the extent to which tourists perceive online
hotel information as trustworthy, accurate, and reliable
enough to support decision-making. It represents the
recipient’s subjective evaluation rather than the objective
accuracy of the information. In the research model, POIC
directly affects BR and moderates the DM—BR relationship.
1.2. Review of Related Studies

1.2.1. International Studies
International research on DM, brand reputation, and hotel
choice behaviour has developed along several streams.
However, most studies still examine DM through individual
channels, with limited use of integrated models that
conceptualise DM as a multidimensional, multi-touchpoint
construct from the tourist perspective. BR is commonly
treated as either an outcome or an independent variable, while

6



its mediating role between DM and choice behaviour remains
insufficiently examined. Behavioural research also remains
fragmented, with information, perceptions, and digital signals
rarely integrated within a single analytical framework.

1.2.2. Studies in Vietnam
In Vietnam, research has mainly examined websites, social
media, online travel agencies (OTAs), or eWOM and their
effects on booking intentions and satisfaction. This approach
remains fragmented compared with the broader view of DM
as a multichannel ecosystem embedded in the customer
journey. Many studies focus on direct relationships without
adequately  explaining mediating and moderating
mechanisms. An integrated multichannel model is therefore
needed to clarify the role of BR and the conditions shaping
these relationships amid the digital transformation of
Vietnam’s accommodation sector.

1.3. Research Gaps
The review identifies four major research gaps. First, in
terms of conceptualisation and measurement, DM is
commonly examined through individual tools and does not
adequately capture tourists’ overall perceptions in a multi-
touchpoint environment; the distinctive role of eWOM also
requires clarification. DM should therefore be modelled as
an integrated multidimensional construct, with the relative
contribution of each dimension explicitly assessed.
Second, regarding model specification, the relationships
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among DM, BR, and HCI are often examined separately. The
DM-BR, BR-HCI, and DM-HCI relationships and the
mediating role of BR should be tested simultaneously,
together with the effect of POIC on BR, the moderating
effect of POIC on the DM—BR relationship, the moderating
effect of customer type on the DM—HCI relationship, and
supplementary comparisons by purpose of stay.
Third, regarding operationalisation and methodology, the
seven DM dimensions perform distinct functions, supporting
a formative higher-order construct composed of reflective
lower-order components. Outer weights, which indicate
contributions to DM, must be distinguished from structural
path coefficients representing effects on BR or HCL
Measurement scales should also be adapted to the research
context, followed by assessment of the measurement and
structural models, measurement invariance, and multigroup
differences.
Fourth, contextually, evidence on DM as an integrated
construct in Vietnam’s upscale hotel sector remains limited,
particularly in Hue City. The model therefore needs to be
tested in five-star hotels within a heritage destination to
derive contextually relevant managerial implications.

1.4. Theoretical Foundations
The thesis integrates three theories through a “structure—
process—mechanism” logic. The Stimulus—Organism—
Response (S-O-R) framework provides the structural
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foundation: DM represents the stimulus, individually
perceived BR represents the organism’s evaluative state, and
HCI represents the intended behavioural response. The
hierarchy-of-effects  perspective ~ complements  this
framework at the process level by explaining the progression
from information exposure to evaluation and the formation
of behavioural inclinations. Signalling theory clarifies the
nature of digital signals, information asymmetry, and how
tourists use signals to evaluate services. Although serving
distinct functions, the three theories are complementary in
explaining the DM—BR—-HCI relationships and the role of
POIC in shaping how DM signals relate to BR.
1.5. Research Hypotheses and Model
Drawing on the literature review and theoretical foundations,

the proposed research model is presented in Figure 1.1.

Vlectronic ™

Digital
Marketing
(DM)

. Higher-Order Construct

| Nominal Variable

H. Mediating liilect

Figure 1.1. Proposed Research Model

Source: Proposed by the author (2025)
9



CHAPTER 2. OVERVIEW OF THE RESEARCH
SETTING AND METHODOLOGY

2.1 Overview of the Research Setting

2.1.1. Tourism  Development  and  the
Accommodation Market in Hue
Hue City is a cultural heritage tourism destination. Tourism
recovery has intensified competition in upscale
accommodation, providing an appropriate context for
examining DM, BR, POIC, and HCI.

2.1.2. Current Digital Marketing Practices among
Five-Star Hotels in Hue City
A survey of 11 managers indicates that hotels employ
websites, social media marketing, eWOM/OTAs, search
engine marketing, display advertising, content marketing,
and email marketing, prioritising eWOM/OTAs and social
media marketing.
2.2. Philosophical Foundation and Methodological
Orientation of the Study

2.2.1. Research Philosophy
The thesis adopts a post-positivist philosophy integrating
qualitative and quantitative methods. Quantitative analysis is
central, while qualitative inquiry supports construct
operationalisation and scale refinement.

2.2.2. Research Approach
The study primarily adopts a deductive approach, deriving
the model, hypotheses, and measurement scales from theory
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and subsequently testing them with survey data. Qualitative
inquiry supports context-specific scale refinement.
2.3 Research Design and Procedure

The exploratory sequential mixed-methods design, with a
quantitative emphasis, comprises four stages: literature
review; qualitative research and expert consultation; pilot
study; and main quantitative study. Thirteen experts (11
hotel marketing managers and two DM service managers)
refined the scales. The fuzzy analytic hierarchy process
supported dimension prioritisation but did not replace Partial
Least Squares Structural Equation Modelling (PLS-SEM).
The pilot study yielded 100 questionnaires, and the main
quantitative study yielded 651 valid responses.

DOCUMENTARY
RESEARCH Literaturc Review
STAGE

QUALITATIVE

RESEARCH i s Expert Evaluation Using
STAGE Qualitative Rescarch FAHP

PILOTSTUDY . <
STAGE Pilot Testing

QUANTITATIVE - ) )
RESEARCH Discussion of Findings PLS-SEM Data Analysis Main Survey

STAGE

Figure 2.1. Research Process
Source: Compiled and proposed by the author (2025)
2.4 Documentary Research

Bibliometric analysis and a systematic review informed the
11



model, hypotheses, and scales. A dataset of 2,237 Scopus
publications was screened following PRISMA 2020.

2.5 Qualitative Research
The qualitative study reviewed the seven DM dimensions
and refined indicators from the tourist perspective. Thirteen
experts were purposively selected. Theory-informed
interviews guided scale refinement. The fuzzy analytic
hierarchy process supported priority assessment but did not
determine DM outer weights.

2.6 Pilot Study
A pilot study using 100 valid responses assessed item clarity,
comprehensibility, questionnaire structure, and initial
reliability before the main survey.

2.7 Quantitative Research
The survey involved 651 tourists at 11 five-star hotels in Hue
who had been exposed to online information, using non-
probability quota sampling; 489 were international and 162
domestic tourists. Data were analysed using descriptive
statistics and two-stage PLS-SEM to assess the measurement
model, formative higher-order DM construct, and structural
model. Bootstrapping tested direct, mediating, and
moderating effects; PLSpredict assessed predictive
performance; measurement invariance testing examined
invariance across language and purpose-of-stay groups; and
multigroup analysis compared structural relationships across
purpose-of-stay groups.
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CHAPTER 3. ANALYSIS OF THE EFFECTS OF
DIGITAL MARKETING ON BRAND REPUTATION
AND TOURISTS’ HOTEL CHOICE AT FIVE-STAR

HOTELS IN HUE CITY
3.1 Sample Characteristics
The study used 651 wvalid questionnaires from tourists
staying at 11 five-star hotels in Hue City. The sample
comprised 341 men and 310 women; respondents aged 32—
45 represented the largest group (42.86%), followed by those
aged 4660 (37.48%). By customer type, 489 were
international and 162 domestic tourists. Regarding purpose
of stay, 207 travelled for business/work, 204 for leisure, 189
for events/conferences, and 51 for other purposes.
3.2 Assessment of Tourists’ Perceptions of Digital
Marketing Activities and Channels at Five-Star Hotels
in Hue City
Tourists’ perceptions of DM were assessed based on the
digital activities and touchpoints encountered during
accommodation search, evaluation, and selection. Overall
perceptions were positive but varied across dimensions.
eWOM enhanced confidence in evaluating hotel quality;
social media marketing was rated positively for content
appeal and decision support, although interaction was
weaker. Search engine marketing was valued for relevant
and useful information, while websites were informative but
less convenient to navigate. Email marketing, display
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advertising, and content marketing were generally perceived
positively, although limitations remained in personal
relevance, noticeability, clarity, and support for
understanding the hotel. Overall, social media, search
engines, websites, and selected aspects of eWOM were more
prominent.

3.3 Analysis of the Effects of Perceived Digital
Marketing on Brand Reputation and Tourists’ Hotel
Choice at Five-Star Hotels in Hue City

3.3.1 Assessment of Common Method Bias
Because data were collected through self-reported
questionnaires from a single source, common method bias
was assessed using full collinearity testing. Variance
inflation factors ranged from 1.006 to 2.933, all below the
3.3 threshold. The results indicate no substantial evidence of
common method bias, although they cannot completely rule
out sources of bias not captured by this diagnostic.

3.3.2 Assessment of Measurement Invariance
Across Language and Purpose-of-Stay Groups
Measurement Invariance of Composite Models (MICOM)
was assessed across language and purpose-of-stay groups.
DM, BR, and HCI achieved full measurement invariance
between Vietnamese and each of English, Chinese, and the
reported other-language group, and across the three leisure,
business/work, and event/conference groups. The language-
based results provide additional evidence of measurement
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consistency, while the purpose-of-stay results establish a
basis for multigroup analysis.

3.3.3 Assessment of the First-Order Reflective

Measurement Model of Tourists’ Perceptions of

Digital Marketing
All seven lower-order DM dimensions met the requirements
for reliability and measurement validity. Outer loadings
ranged from 0.730 to 0.857; Cronbach’s alpha from 0.704 to
0.797; composite reliability from 0.834 to 0.867; and
average variance extracted from 0.557 to 0.680. Heterotrait—
monotrait ratios ranged from 0.283 to 0.831, all below 0.85,
while the Fornell-Larcker criterion was also satisfied. These
results support estimating DM as a formative higher-order
construct.

3.3.4 Assessment of the Second-Order Formative

Measurement Model of Tourists’ Perceptions of

Digital Marketing
DM was modelled as a formative higher-order construct
comprising seven dimensions. All outer weights were
positive and statistically significant (p < 0.001). Search
Engine Marketing (SEM) contributed most strongly at
0.277, followed by Social Media Marketing (SMM) at
0.251; eWOM and Display Advertising (DAds) each at
0.215; email marketing at 0.209; Content Marketing (CM) at
0.170; and website at 0.121. Variance inflation factors
ranged from 1.289 to 2.032, indicating no problematic
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multicollinearity. These weights represent each dimension’s
relative contribution to overall DM rather than its separate
causal effect on BR or HCI.

Table 3.1. Relative Contributions of Digital Marketing

Dimensions
Dimension Weight
SEM 0.277
SMM 0.251
eWOM 0.215
DAds 0.215
Email 0.209
CM 0.170
Web 0.121

Source: Survey results (2025)
- N\ 1./
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Figure 3.1. Estimated Research Model

Source: Survey results (2025)

3.3.5. Assessment of the Structural Model and
Hypothesis Testing
Variance inflation factors in the structural model ranged
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from 1.006 to 3.275, all below 5, indicating no serious
multicollinearity. The model showed high explanatory
power: R? was 0.769 for BR and 0.846 for HCI, meaning that
the predictors explained 76.9% and 84.6% of the variance in
the two constructs, respectively, within the study sample.
Table 3.2. Results of the Main Structural Relationship

Tests

Relationship B p Conclusion
DM - BR 0.584 <0.001 | Significant
DM - HCI 0.730 <0.001 | Significant
BR - HCI 0.165 <0.001 | Significant
POIC = BR 0.345 <0.001 | Significant
POIC x DM - BR 0.125 <0.001 | Significant
CT x DM - HCI 0.061 0.078 | Not significant

Source: Survey results (2025)
Bootstrapping showed positive effects of DM on BR (B =
0.584; p<0.001) and HCI (B =0.730; p <0.001), and of BR
on HCI (B=0.165; p < 0.001). POIC positively affected BR
(B=0.345; p<0.001), while the POIC x DM interaction was
also positive and significant (B = 0.125; p < 0.001),
supporting a positive moderating effect on the DM-BR
relationship. Customer type had no significant direct effect
on HCI (B =-0.030; p = 0.396), and the customer type x DM
interaction was not significant at the 5% level (B = 0.061; p
= 0.078). Thus, there is insufficient evidence that customer
type moderates the DM-HCI relationship. PLSpredict
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indicated out-of-sample predictive relevance for BR and
HCI, with Q*predict values of 0.754 and 0.837, respectively.

3.3.6 Assessment of the Mediating Role of Brand

Reputation
Bootstrapping showed that DM indirectly affected HCI
through BR (=0.096; p <0.001), supporting H4. POIC also
had an indirect effect on HCI through BR (f = 0.057; p <
0.001), while the POIC x DM interaction had an indirect
effect through BR (B = 0.021; p < 0.001). Because no
moderated mediation hypothesis was specified, the
interaction result is treated as supplementary evidence. Both
the direct DM - HCI effect and the indirect DM - BR >
HCI effect were significant, indicating partial mediation by
BR. The indirect effect accounted for 11.6% of the total
effect, indicating limited mediation: DM primarily
influences HCI directly, while BR serves as a
complementary mediating mechanism.

3.3.7 Multigroup Analysis
Multigroup analysis by purpose of stay compared the DM ->
BR, DM - HCI, and BR = HCI coefficients across the
leisure, business/work, and event/conference groups. All
two-tailed p-values exceeded 0.05, providing insufficient
statistical evidence that the structural relationships differ
across groups at the 5% significance level. These results
neither demonstrate that the groups are equivalent nor
establish that the model generalises to all tourists.

18



CHAPTER 4. DISCUSSION AND MANAGERIAL
IMPLICATIONS

4.1 Discussion of Research Findings

4.1.1 Summary of the Main Findings of the Thesis
The findings show that tourist-perceived DM,
conceptualised as an integrated construct, is positively
associated with BR and HCI. The model explains 76.9%
of the variance in BR and 84.6% in HCI. All seven
dimensions contribute significantly to DM; SEM has the
largest outer weight (0.277), followed by SMM (0.251),
eWOM and DAds (0.215 each), email marketing (0.209),
CM (0.170), and website (0.121). These weights indicate
relative contributions rather than separate causal effects.
DM is positively related to BR (f = 0.584) and HCI (B =
0.730), with large effect sizes. BR is positively related to
HCI (B = 0.165), but with a small effect size. The indirect
DM - BR > HCI effect is B = 0.096, accounting for
11.6% of the total effect and confirming partial mediation
with limited transmission. Thus, BR functions as a
complementary mediating mechanism, while most of
DM’s effect on HCI operates through the direct path.
POIC is positively related to BR (f =0.345) and positively
moderates the DM - BR relationship ( = 0.125). When
information is perceived as trustworthy, accurate, and
reliable for decision-making, the DM—-BR relationship
becomes stronger, although the interaction effect is small.
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Hs 1s not supported at the 5% significance level, while
multigroup analysis by purpose of stay reveals no
significant differences in the DM - BR, DM - HCI, or
BR > HCI relationships. These findings do not
demonstrate that the groups are equivalent.

Overall, the findings are consistent with S-O-R: DM
represents the stimulus, BR the evaluative state, and HCI
the response. Signalling theory explains digital signals
under information asymmetry, while the hierarchy-of-
effects perspective complements this account by
explaining the progression from information exposure to
behavioural inclination.

4.2 Managerial Implications for Five-Star Hotels in Hue
City

Hotels should manage DM as an integrated system of
touchpoints aligned with the customer journey, ensuring
consistency across websites, social media, online booking
platforms, search engines, email, and review platforms.
Resources should be allocated according to function,
objectives, costs, and data; outer weights should not be
treated as effectiveness rankings or direct criteria for
budget allocation. Each touchpoint should be optimised
according to its role in providing information, facilitating
interaction, expanding reach, maintaining relationships,
and supporting choice.

For eWOM, hotels should encourage authentic experience
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sharing, monitor and respond professionally to reviews,
address substantiated complaints, and translate feedback
into service improvements. BR should be managed as a
long-term objective linked to DM and service delivery
quality, but not as the sole objective. POIC should be
strengthened through transparent, accurate, updated,
consistent, and verifiable information across touchpoints.
Because Hg is not supported and multigroup analysis by
purpose of stay reveals no significant differences, the
findings do not provide a basis for strongly differentiated
DM strategies by customer type or purpose of stay. Hotels
should maintain a consistent DM foundation and
positioning ~ while  personalising = communications
according to needs, language, and journey stage. In Hue,
content may connect hotel services and brands with
destination values, although this represents a context-
specific application.
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PART III. CONCLUSIONS AND RESEARCH
LIMITATIONS

The thesis seeks to clarify the relationships among DM,
BR, POIC, and HCI from the perspective of tourists
staying at five-star hotels in Hue City. Addressing gaps
concerning DM as an integrated construct and the roles of
BR and POIC, the thesis develops and tests a model
linking these four constructs. DM is modelled as a
formative higher-order construct comprising seven
dimensions that capture perceptions of digital activities
and touchpoints rather than hotels’ objective level of
implementation.

The findings show that DM is positively related to BR and
HCI, while BR is also positively related to HCI. HCI
reflects positive behavioural inclinations, including
consideration, future preference, and willingness to
recommend, rather than completed booking behaviour.
DM has an indirect effect on HCI through BR; variance
accounted for (VAF) of 11.6% indicates limited mediation.
BR therefore serves as a complementary mediating
mechanism, while most of DM’s total effect on HCI
operates through the direct path. The cross-sectional data
do not establish a temporal causal sequence.

POIC is positively related to BR and positively moderates
the DM—BR relationship. When information is perceived
as trustworthy, accurate, and reliable for decision-making,
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the DM—BR relationship becomes stronger, although the
interaction effect is small. The thesis does not test the
POIC - HCI relationship and therefore draws no
conclusion about a direct effect on HCI. The POIC x DM
- BR > HCI effect represents an indirect effect of the
interaction term rather than an independent moderated
mediation mechanism. Hs is not supported at the 5%
significance level, and multigroup analysis by purpose of
stay identifies no significant differences; this does not
demonstrate equivalence across groups.

In terms of contributions, the thesis emphasises the
integrated nature of DM, clarifies BR as a significant but
limited mediating mechanism, and identifies POIC as both
related to BR and a moderator of the DM—BR relationship.
S-O-R provides the structural framework for DM—BR-
HCI; signalling theory explains digital signals under
information asymmetry; and the hierarchy-of-effects
perspective supports the progression from information
exposure to behavioural inclination. Methodologically, the
thesis models DM as a formative higher-order construct
and combines two-stage PLS-SEM, PLSpredict, MICOM,
and multigroup analysis. Evidence from Hue extends the
empirical base but does not establish that these
mechanisms are unique to Hue or five-star hotels.

The thesis has several limitations. The study is confined to
five-star hotels in Hue and uses non-probability quota
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sampling, limiting generalisability. Cross-sectional, self-
reported data cannot firmly establish causality or fully
eliminate common method bias. Because respondents
were already staying at the hotels, their evaluations may
have been influenced by current experiences or post-
choice rationalisation; HCI is also broadly defined and
includes willingness to recommend. Some DM indicators
are conceptually close to choice-related content, creating
potential overlap with HCI; BR is measured through only
three dimensions; and the model does not encompass all
individual factors, motivations, experiences, or social and
cultural contexts. Future research could extend the
geographical and market scope, use longitudinal designs
or behavioural data, survey tourists before booking, refine
the measurement scales, and test additional variables and
appropriate grouping criteria.
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