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ABSTRACT

With This study examines the relationship between product placement in short-form TikTok videos
and the purchase intentions of young Vietnamese consumers, focusing specifically on small and
medium-sized enterprises (SMEs) in the food and beverage (F&B) industry. The research inves-
tigates how various attributes of product placements—including resemblance, aesthetic appeal,
popularity, professionalism, and user interaction—affect consumer purchase intentions by elicit-
ing emotional responses. Emphasizing the importance of emotional engagement, the study seeks
to understand the psychological and emotional mechanisms underlying consumer behavior. A
mixed-methods approach is employed, incorporating qualitative data collected via online ques-
tionnaires. The target sample consists of 256 Vietnamese respondents, selected from Facebook
groups, with particular attention paid to the demographic profile of young consumers. Data col-
lection and analysis are guided by robust statistical techniques, including exploratory factor analysis
(EFA) and structural equation modeling (SEM), to identify key factors and assess the relationships
between product placement attributes and consumer purchase behavior. Central to the research is
the exploration of positive emotions triggered by strategic product placements and their potential
to enhance purchase intentions. The study aims to provide actionable insights for SMEs in the F&B
sector by examining the interaction between emotional engagement and specific product place-
ment attributes. These insights are expected to assist businesses in designing more effective and
emotionally resonant social media marketing campaigns. The findings highlight the critical role of
emotional engagement in shaping consumer purchase intentions, demonstrating how attributes
such as beauty, resemblance, and interaction contribute significantly to the effectiveness of prod-
uct placements. The study underscores the need for SMEs to leverage these attributes strategically
to strengthen consumer connections and drive purchasing behavior. This research contributes to
the broader field of digital marketing by offering valuable perspectives on using emerging plat-
forms like TikTok for consumer engagement, with practical implications for enhancing marketing

effectiveness in the F&B industry.

Key words: Product placement, brand placement, branded entertainment, in-program sponsor-

ing, entertainment marketing

 INTRODUCTION

2 The growing trend of digitalization has resulted in the
widespread incorporation of mobile devices into daily

w

IS

activities, and they are becoming essential to the exe-

«

cution of routines, especially in shoppiong activities,
as the retail sector undergoes a shift towards digital-

o

ization. With the help of smartphones, people now

~

©

perform a range of shopping-related activities like re-
searching products and stores, making shopping lists,

©

browsing shopping blogs, checking product availabil-

=

ity, comparing prices, and more, whether theyre on
the go or inside a store !. The shift to digital platforms

~

facilitates e-commerce and is a fundamental to corpo-

@

=

rate development and economic vibrancy. It increases
market presence, fortifies competitive advantage, and

ol

expands company opportunities 2,

In the empirical research on global entrepreneur-
ship, discussing the development of international e-
commerce in retail SMEs suggests that SMEs may ex-
pand their reach by utilizing e-commerce to get access
to unexplored client groups and growing market op-
portunities®. E-commerce is referred to by the term
“trading of goods or services over computer networks
such as the Internet”. Thanks to its growth, numer-
ous retail companies can not only encroach on new
international markets but also achieve cost savings .
E-commerce has recently brought about a total revo-
lution in the retail industry in recent times. Due to
this change, customers now have access to an enor-
mous range of options, unrivalled ease, and flexibil-
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ity, people can shop and make purchases from almost
anywhere at any time because of the widespread use
of computers, cellphones, and tablets. Mainly due to
several variables, such as the COVID-19 pandemic’s
effects, changing demographics, and more compe-
tence with digital technology, the trend toward online
purchasing has only accelerated .

Regarding these-days popular marketing method -
product placement, which is known as a part of In-
tegrated Marketing Communication (IMC), all of the
definitions agree that it is the advertising messages are
either prominently or covertly placed in the entertain-
ment programs namely movies, TV shows, songs, dia-
logues, computer games, virtual reality, dramas, etc 5,
Product placement is preferred nowadays and view-
ers seem more comfortable observing this trendy plat-
form because while traditional advertisements con-
stantly aim to grab viewers' attention, the desired
message will be delivered in a less intrusively, which
looks more comfortable for viewers. As a result, the
avoidance rate decreased relative to typical commer-
cial viewing®.

Pew Research defines Gen Z as those who were born
in 1997 or later. However, because the authors con-
tend that this age group uses social media more often
than those under the age of 16°, that is why my re-
search only looks at Gen Z participants born between
1997 and 2006. This group frequently has easy access
to technology, frequently with little parental supervi-
sion. In addition, people between the ages of 16 and
25 usually have a higher level of cognitive growth than
younger people. This age group also tends be some-
what financially independent, influencing their atti-
tudes and actions even more®.

Therefore, this study will be limited to the Genera-
tion Z population and will mostly target students in
Vietnam’s universities, concentrating on those in Ho
Chi Minh City. The study intends to get further un-
derstanding into this demographic segment’s distinct
viewpoints, habits, and difficulties encountered by
this demographic segment by limiting the parameters
to this particular group and geographic area. Under-
standing the preferences, beliefs, and requirements of
Generation Z students at HCMC institutions may be
gained by understanding their experiences and atti-
tudes. This will enable more focused and efficient
approaches to tackling relevant concerns within this

group.
THEORETICAL

ABC theory framework

This research will adopt the ABC (Attitude-Behavior-
Context) Theory framework, which encompasses at-
titude variables, behavior variables, and contextual

variables to comprehensively examine the correlation
between the attitude and contextual factors that in-
fluence consumer purchase intention, which is the
behavioral variable. According to the ABC theory,
context (C) refers to the external factors that influ-
ence behavior, along with consumers’ perceptions of
these factors. Attitude (A) encompasses consumers’
internal beliefs, emotions, and intentions when en-
countering stimuli. Additionally, behavior (B) de-
notes the observable actions consumers take in re-
sponse to these stimuli”. The ABC theory claim that
“behaviour is an interactive product of contextual fac-
tors and attitudinal variables”$. Also, Guagnano et al.
have asserted that according to ABC theory, behav-
ior (B) results from a combination of attitudinal (A)
and contextual factors (C)°. This study uses the ABC
theory to apply to the complex web of factors influ-
encing customer purchase intention through product
placement in short-form videos. The goal is to pro-
vide advertisers and marketers with valuable insights
to help them optimize their strategies in the digital
media landscape.

Short-form videos

Short videos, those little internet snippets that run un-
der five minutes, have a certain allure of their own.
They fit into those little periods of downtime and are
ideal for today’s hectic lifestyles. Their ability to truly
start conversations online and their ease of sharing
makes them incredibly cool. It is also really simple
to build, so anyone can join in on the fun. In addi-
tion, when people watch and share them, they kind of
dissolve the boundaries that separate producers and
consumers, giving people all a sense of belonging.
Short videos therefore unite people and keep the dig-
ital world humming, whether it is for a quick chuckle
or a dose of inspiration '°.

According to Shaun’s research, the number of Viet-
namese TikTok users increased to around 28 million
in 202211, According to Shaun’s study, the number of
Vietnamese TikTok users increased to around 28 mil-
lion in 2022. It can be seen that online behaviors have
significantly changed as a result of this exponential in-
crease, especially for teens who are 15 years of age and
older. On average, these teenagers now spend, on av-
erage, 91 minutes a day interacting with TikTok con-
tent. This number significantly outweighs the amount
of time people spend on YouTube, which is 51 minutes
a day on average!!. The significant difference in us-
age demonstrates TikToK’s rising appeal among young
Vietnamese people and its position as a major player
in the digital entertainment and social media space.
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Rationale of Research

The emergence of concise online videos has revolu-
tionized how younger consumers engage with brands,
with platforms like TikTok serving as powerful mar-
keting tools. These videos are widely consumed and
eagerly shared via social media, blogs, text messages,
and instant messaging, creating a self-reinforcing cy-

cle of brand promotion 2.

Social media platforms,
as emphasized by Dedeoglu et al., play a pivotal role
in shaping consumers’ brand awareness and purchas-
ing behaviors 13 Product placement, often termed in-
tegrated or embedded marketing, has been a long-
standing promotional strategy, with its dual benefits
of enhancing brand visibility and offsetting produc-
tion costs appealing to entertainment companies '4.
Empirical evidence indicates a robust correlation be-
tween heightened brand awareness and increased
purchase intent, underscoring the effectiveness of this
marketing technique.

TikTok, particularly in its international iteration, ex-
emplifies the seamless integration of e-commerce
into entertainment. Influencers frequently collabo-
rate with merchants to showcase products in engaging
videos, allowing viewers to purchase items directly via
embedded links '°. Compared to its Chinese counter-
part Douyin, TikTok has no strict age restrictions and
boasts broader accessibility, making it a global hub for
entertainment, discovery, and e-commerce. Its audio-
visual appeal—featuring short videos enhanced with
trending music—has solidified TikTok’s position as
a prime destination for digital marketing and cross-
promotion activities '°.

In Vietnam, TikTok has become a dominant platform,
especially in the Food and Beverage (F&B) sector,
where street food garners the highest interest among

users 15.

These videos often showcase Key Opin-
ion Leaders (KOLs), who leverage their expertise and
credibility to influence purchasing decisions. KOLs
play a critical role in increasing brand awareness, im-
proving video quality, and driving conversion rates,
a phenomenon known as the “Internet celebrity/KOL
effect”’.

ences, KOLs foster trust and loyalty among their fol-

By sharing authentic insights and experi-

lowers, amplifying their impact on consumer behav-
ior 8.

This study investigates the relationship between prod-
uct placement in TikTok videos and young Viet-
namese consumers’ purchasing intentions, with a spe-
cific focus on small and medium-sized enterprises
(SMEs) in the F&B industry. Utilizing the ABC The-
ory framework, the research aims to provide action-

able insights for SMEs to optimize their marketing

strategies on TikTok. By understanding how product
placement influences consumer behavior, SMEs can
effectively leverage TikTok to engage their target au-

dience and enhance their market presence °.

RESEARCH MODEL AND
HYPOTHESIS DEVELOPMENT

Similarity

According to Bekk et al, similarity or relevance is
stated as “the degree to which consumers perceive an
object to be self-related or in some way instrumental
to achieving their personal goals and values” 2. Prod-
ucts that fit customers’ personalities are preferred?’.
Advertisers also pay attention and enhance making
the advertising match as much as possible with cus-
tomers, when Alalwan also unveiled how personal-
ization influences customers’ purchase intentions, as
well as their trust and satisfaction levels, customers
demonstrate heightened interest in advertisements
when they perceive them to align more closely with
their individual preferences?!.

In another authors view, likeability or similarity
are closely related concepts when researching the
similarity-based perspective on likeability. =When
seen in others, these qualities align with an individ-
ual’s sense of self, increasing the probability of like-
ability?2. Customers are more likely to accept and
interact with things that are presented in a relatable
way on social media. Thus, this phenomenon is es-
pecially crucial there. This idea is supported by exist-
ing research, which shows that people likelier to find
something likeable in someone they relate to or find
1?2, When dealing with fa-
miliar and relevant components, people typically feel

relatable in the materia

more at ease and cheerful. Thus, this sense of connec-
tion and resemblance creates pleasure and emotion.
Hence, the following hypothesis is proposed.

HiI: Similarity of product placement’s KOLs in short-
form videos positively correlates to pleasure emotion

Attractiveness

The complex quality of attractiveness was evidenced
to have a big influence significantly how viewers see
things and behave. It is impacted by several things,
including as how people seem on the outside, their in-
nate traits, and how they interact with others. And
as this research proves, the power to attract view-
ers significantly impacts buying decisions. According
to research, ads with visually appealing aspects have
a higher chance of persuading customers, which in-
creases their openness to the information or goods be-
ing advertised !°. In addition to influencing viewers’
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first impressions, this beauty also elicits and arouses
feelings of pleasure. Customers who find an adver-
tising physically and emotionally appealing are more
likely to accept and interact with the promoted infor-
mation, which increases viewers’satisfaction.
Attractiveness was also a factor mentioned by Ri-
zomyliotis et al. that has a significant impact on how
audiences perceive information. It blends the infor-
mation source’s personality with physical attractive-
ness, increasing the source’s credibility and level of
engagement?®, This particular combination of char-
acteristics may result in a more positive response to
the message being conveyed. When the information
source is seen favorably, it can raise its credibility,
affecting how customers feel about the message and
heightening their desire to buy (PI). When it comes
to influencers, this relationship is apparent. In ad-
dition to drawing greater attention, an appealing in-
fluencer is also more likely to be seen as reliable and
reputable. This credibility is based on a psychologi-
cal bias that links beauty to other desirable attributes
like honesty, competence, and intellect on a subcon-
scious level. Consequently, customers are more likely
to have favorable opinions about the goods or services
that appealing influencers promote, they find it easier
to relate to attractive people because they see them as
perfect examples of what they should strive to be. As
a result, the following hypothesis is proposed.

H2: Attractiveness of product placement’s KOLs in
short-form videos positively correlates to pleasure emo-
tion

Popularity

Popularity measures how well-known and accepted e-
commerce anchors are among the general population.
An individual’s capacity to influence customer atti-
tudes and preferences regarding items increases with

their level of recognition '°.

Advertising is popular
depending on the influence, achievements, and rep-
utation suitable for each field. As the popularity of
anchors increases, their negotiating power, credibil-
ity, and access to resources also grow, thereby dimin-
ishing risks for customers and elevating their shop-
ping pleasure?*. Consequently, the emotion of plea-
sure of viewers tends to form positively when watch-
ing renowned e-commerce anchors.

By researching about the injunction norm and de-
scriptive norm in the social norm theory, Kim et
al. also convinced that there is a considerable im-
pact on consumer behavior when employing popular-
ity signals as descriptive norms2°. This can success-
fully persuade people to make purchases when they

are online shopping. This strategy makes use of so-
cial proof, the idea that customers are more inclined
to purchase products that seem popular among their
peers, which raises e-commerce sales and conversion
rates. Furthermore, they also indicate that viewers of
commercials with popularity indications had a signif-
icantly greater inclination to buy the promoted brand
than those without such cues. This effect highlights
the psychological impact of social proof, which holds
that a brand’s or product’s perceived popularity may
significantly impact consumers’ attitudes and inten-
tions. Advertisers may increase a product’s attractive-
ness and credibility by demonstrating that it is favored
or regularly purchased by others.

Additionally, the idea of brand popularity supports
the premise that individuals frequently choose what
is right by considering what other people think is cor-
rect. Consumers frequently base their brand deci-
sions on the choices of other consumers, and this phe-
nomenon explains why popularity might make people
feel more satisfied. It is reassuring and affirming to
know that a brand is well-liked, which enhances the
satisfaction of the buying experience. Therefore, the
following hypothesis is proposed in this research.
H3: Popularity of product placement’s KOLs in short-
form videos positively correlates to pleasure emotion

Professionalism

The professionalism of an advertisement is demon-
strated by the adeptness in conveying relevant knowl-
edge, expertise, and skills to the audience during live
streams. It was compared with the online trans-
actional scenario that “the level of professionalism
of e-commerce operators is a crucial indicator for
measuring service quality”, and consumers preferred
purchasing from those businesses with good service
quality!®.  Professionalism was highlighted as the
paramount attribute among the characteristics of an-
chors that notably influences consumers’ perceptions
of utilitarian and hedonic value2®. Furthermore, the
pleasure emotion would also be formed, , and satisfac-
tion was improved by quickly and effectively acquir-
ing professional product-related information?’.

Alalwan also supports the idea that companies are
more credible when influencers use their knowledge
than when they participate in sponsored content?®.
This implies that endorsements that are viewed as
sincere and knowledgeable are more trusted by cus-
tomers than those that are driven just by financial
gain. Influencers can improve a business’s perceived
authenticity and attract more consumers by using
their knowledge and authority. Consequently, the fol-
lowing hypothesis will be proposed in this study.
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H4: Professional of product placement’s KOLs in short-
form videos positively correlates to pleasure emotion

Interactivity

There are a variety of definitions of interactivity. In-
teractivity can be defined as the gauge of a medium’s
capacity to empower users to shape the content
and/or structure of mediated communication. It il-
lustrates how the communicator and the audience
address each other’s communication requirements >’
Advertising involves sharing personal stories and en-
dorsing products in a contextualized manner, while
also engaging with consumers’ comments by provid-
ing feedback and responses during the session '°. In-
teractivity emerges as a crucial aspect of the new me-
dia landscape, anticipated to revolutionise advertis-
ing methodologies and redefine its influence on con-

30, Increased inter-

sumers opinions and attitudes
action between consumers and e-commerce anchors
correlates with a higher likelihood of fostering posi-
tive emotions toward the anchors>!.

According to studies on consumer behavior, the halo
effect significantly impacts on how people see ads and
companies. People who see positive evaluations and
high ratings, they are more likely to have positive at-
titudes about advertising due to this cognitive bias.
Customers are more inclined to believe that a prod-
uct is reliable and helpful when it becomes more vis-
ible, as indicated by the number of watchers, reviews,
and ratings®. This improvement in perception hap-
pens as a result of social proof - positive customer re-
views - which supports the notion that the product
is of a high calibre. Advertisements and businesses
with a high level of positive interaction such as re-
sponses to comments as Van Tuan et al. have shown
may thus take use of this impact to increase attention
and strengthen customer pleasure emotion®. Also in
their research, they have shown that a positive atti-
tude may be formed by users more easily, and they are
more engaged they are according to Nguyen et. al., 2.
Therefore, the following hypothesis will be proposed.
Hb5: Interactivity of product placement’s KOLs in short-
form videos positively correlates to pleasure emotion

Pleasure emotion

Pleasure emotion, often a transient psychological re-
action, typically involves positive attitudes such as
feelings of well-being, relaxation, and pleasure 19
Studies indicate that favorable emotions, like con-
sumer gratitude directed toward a brand, can poten-
tially enhance consumer trust in the brand*. Con-

sumption experiences and product usage can elicit

emotional responses from customers, both during
and after consumption. These emotions subsequently
influence customers’ decisions to make purchases and
their behaviors after the purchase?®. Consequently,
the more pleasure customers feel for a brand, the more
trust they feel and the more frequently they will return
and purchase that brand.

Positive affect greatly aids trust, defined as customers’
emotional attachment and favourable sentiments to-

ward retailers3?.

Personalized service, sympathetic
conversations, and memorable client experiences ef-
fectively foster this emotional connection. In addi-
tion, the second element, affective trust, is charac-
terized by customers’ when interacting with the mer-
chant. Affective trust derives from emotional expe-
riences and fulfilment, as opposed to cognitive trust,
which is predicated on rational assessment. Increased
customer loyalty and enduring connections result
from making customers feel important and emotion-
ally linked to a store. By analyzing two components,
they claim that the positive emotions or pleasure emo-
tion of customers through online product placement
will affect their emotional trust in brand or product.
Additionally, a 1993 research by Al-Ekam et al. also
found that consumer satisfaction with a company’s
dependability, public relations, and expertise are the
main drivers of trust>. Therefore, the following hy-
pothesis will be proposed for this research.

Heé: The leasure emotion of customers positively affects
their emotional trust.

Emotional trust

Emotional trust (ET) refers to the confidence estab-
lished through emotional bonds and shared under-
standing among individuals, fostering a more pro-
found sense of belonging, security, and satisfaction 35,
Itis also suggested that trust is more than just credibil-
ity; italso includes competence, confidence, kindness,
and dependability. In addition, there must be a readi-
ness to rely on one another and a shared emotional
t3. The establishment of brand trust
holds significant importance as it can positively im-

involvemen

pact on various marketing metrics, including brand
satisfaction and consumer loyalty>3. Though easy,
online purchasing carries several dangers including
malware, fraud, and system problems, which signif-
icantly impact customer confidence and transaction
purposes. Many customers rethink or cancel their
online purchases due to the widespread possibility
of fraud, which includes identity theft and money
scams>’. The public’s top priorities are thus the se-
curity and quality of their online buying experiences.
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Thus, the success or failure of online transactions is
heavily dependent on trust. Consumer engagement
and transaction completion are positively correlate
with an online platform’s perceived reliability, secu-
rity, and customer service. Customer trust is signif-
icantly impacted by the information displayed on a
seller’s website. E-commerce companies must thus
guarantee the dependability and credibility of their
transaction and content such as the advertisements.
They may encourage customers to finish transactions
and make purchases by doing this and building their
confidence. As a result, the following hypothesis will
be proposed.

H8: Emotional trust of customers positively affects their

ass purchase intention.
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Purchase intention

The intent to buy a particular product or purchase in-
tention has proven to be a reliable predictor of actual
purchasing behavior. In the relationship between at-
titude and behavior, the intention is shaped by the
perceived level of effort required to carry out the be-
havior?®. Purchase intention is a significant predic-
tor of an individual’s purchasing behavior. In my
study, the definition of purchase intention is the user’s
plan to purchase a product after viewing an integrated
marketing video featuring the product on TikTok.
When someone desires to buy something, this inten-
tion prompts them to proceed with the actual pur-
chase. Moreover, purchase intentions can translate
into purchasing behavior when individuals believe in
using those kinds of products?. Therefore, the aim
should be aimed to investigate how consumer per-
ceptions of viral video advertising affect their buying
propensity.

When it comes to shopping, good feelings are im-
pacted by mood, disposition, and surroundings, re-
sulting in more satisfaction and better evaluations.
When consumers are feeling well, they make deci-
sions more quickly and efficiently*®. Positive emo-
tional states influence customers’ product evalua-
tions, decision-making speed, and level of satisfac-
tion with their selections. Since happy consumers are
more likely to make purchases and feel satisfied with
their choices, it stands to reason that establishing a
good and happy retail atmosphere may boost sales and
improve customer satisfaction. Therefore, the follow-
ing hypothesis will be put out.

H7: Pleasure emotion of customers positively affects
their purchase intention

H9: Pleasure emotion plays a mediating role in affect-
ing customers’ purchase intention

Proposed research model (Figure 1).

RESEARCH METHODS

This study employs a quantitative methodology,
which uses empirical procedures and findings to re-
search social issues. This study gathers data through a
Google Form survey conducted over the Internet in
May and June 2024. Using this method, numerical
data from a sizable sample may be gathered and an-
alyzed, yielding statistical proof of linkages and pat-
terns. The influence of product placement can be pre-
cisely analyzed by using surveys and structured ques-
tionnaires to quantify customer attitudes, actions, and
purchase intentions. Furthermore, quantitative anal-
ysis may be used to find significant trends and con-
nections, giving SMEs practical advice on how to use
TikTok for marketing. In the fiercely competitive food
and beverage sector, the objectivity and scalability of
quantitative approaches provide solid, generalizable
results that may guide strategic choices and maximize
marketing initiatives.

A Google Form survey was created to gauge customer
views on online shopping and its possible impact on
online purchase intention in order to validate the data
gathered and modify the variables to the Vietnamese
context of online purchasing through product place-
ment. The survey’s variables were adapted to fit the
particular setting and improved upon in light of ear-
lier research.

Our study will make use of a 5-point Likert scale.
Likert scales, which include five points and go from
“strongly disagree” to strongly agree,” are a useful
tool for measuring how strongly people feel about
something. Because of its accessibility and ease of
use, respondents are more likely to reply, improv-
ing the data quality. It also lessens biases, improves
measurement validity and reliability, and is adaptable
to many study environments. Its simple nature also
makes it perfect for investigations involving different
cultures, since it encourages consistency and compa-
rability across findings (Table 1).
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Figure 1: Proposed research model (Source: Authors, 2024)



Table 1: Variables measurement

Variable
Similarity (SI)

Attractiveness (AT)

Popularity (PO)

Professional (PR)

Interactivity (IN)

Pleasure emotion (PE)

Label
SI

AT

PO

PR

IN

Code
SI1
SI2
SI3
AT1
AT2
AT3
PO1

PO2
PO3

PR1
PR2
PR3
PR4
IN1
IN2
IN3
IN4
PE1
PE2

PE3

PE4

Measurement questionnaire item

The personal characteristics, interests and habits of KOLs are similar to mine.

Product suggestions from KOLs that suit your needs and preferences.

KOLs tend to choose and trust products that have the same properties as their priority criteria.
KOL: attractive appearance or acting makes me love the video more.

The way KOLs express their attractive personalities makes me more interested in watching videos.
I feel more attracted to videos if the KOL has an attractive voice.

KOLs are known to everyone in the video industry, which makes me more interested in watching
videos.

KOLs have many fans and strong charisma that makes me enjoy watching their videos.

People are more likely to like watching that video if this KOL regularly appears on news spots of
various media.

KOL clearly understands the product’s characteristics and audience, which makes me curious
about the product.

KOLs have a deep understanding of the product’s benefits and other related knowledge that will
make them confident in using the product according to the explanation provided.

KOLs have professional skills in introducing products and related fields and can provide me with
valuable information that will make me feel more excited when watching those videos.

KOLs can persuade followers to buy and use products as suggested.

KOL enhances viewers viewing interest through diverse acting styles.

I love participating in online product-related discussions that take place on KOLs TikTok ac-
counts.

I like interacting online with KOLs who have the same thoughts about the product.

I will find more videos from other KOLs to get more information and reviews about the product.
TikTok makes me enjoy shopping.

I feel excited when KOLs promote products and people buy together.

I feel excited when KOLs promote products and people buy together. TikTok’s dynamic and en-
gaging content makes me excited.

I feel comfortable watching KOLs” TikTok videos, including product promotions.
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Table 1 continued

Emotional trust (ET)

Purchase
(PI)

intention

ET

PI

ET1
ET2
ET3
ET4
ET5

PI1

P12

PI3

I believe in the authenticity and reliability of the recommended products.

I believe that they will prioritize consumers’ preferences and welfare above all else.

I believe the product received will be as advertised.

I trust that KOL will assist consumers in placing orders without any hesitation or inconvenience.
Videos featuring product advertisements are a reliable source of information about product qual-
ity and performance.

I want to buy products advertised on TikTok.

When I see KOLs putting products in videos, I think about how the displayed products can be
useful to me.
I would like to recommend products that famous people include in their posts to others.
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DATA ANALYSIS & RESULTS

Frequency Analysis

The study collected a total of 489 valid answer sheets,
both meeting the research sample size and ensuring
diversity for the research results. In particular, infor-
mation about the survey respondents was processed
using descriptive statistical methods in SPSS software
and showed the following typical results (Table 2).

Testing research hypotheses

To evaluate the impact relationships between several
variables in the research model, the study will test
the research hypotheses using the test results obtained
from the Bootstrap integration, based on the two lead-
ing indicators: Original Sample and P Value (Fig-
ure 2).

The results shown in Table 3 confirmed that all re-
search hypotheses were found to have P Values that
satisfy the required condition of being less than or
equal to 0.05. In terms of the "Original Sample” value,
it can be seen that the ”Standardized Impact Coeffi-
cients” of these research hypotheses are all positive co-
efficients, proving that these impacts are all positive.
Regarding the direct effects, the order of impact of the
variables is arranged from most significant to most
minor as follows: H6: Pleasure emotion of customers
positively affects their emotional trust (0.512) > H8:
Emotional trust of customers positively affects their
purchase intention. (0.362) > H3: Popularity of prod-
uct placement positively correlates to pleasure emo-
tion (0.325) > H1: Similarity of product placement
positively correlates to pleasure emotion (0.281) >
H7: Pleasure emotion of customers positively affects
their purchase intention (0.233) > H4: Professional
of product placement positively correlates to plea-
sure emotion (0.232) > H2: Attractiveness of prod-
uct placement positively correlates to pleasure emo-
tion (0.140) > H5: Interactivity of product placement
positively correlates to pleasure emotion (0.107). Re-
garding mediating effect, “H9: Consumers’ pleasure
emotion plays a mediating role in the effect on con-
sumers’ purchase intention” was also accepted with a
Sig. value of 0.000 and an Original Sample of 0.186,
confirming the significant and positive correlation.

R square

Before testing the research hypothesis, the study tests
the Quality Criteria in the final step to describe the
explanatory level of the independent variable for the
dependent variable, including R square and f square.

Regarding R square, indicating the variance explained
in each of the endogenous construct, the require-
ments set out are: R Square > 0.75 = substantial; R

10

Square > 0.50 = moderate; R Square > 0.25 = weak; R
Square < 0.25 = super weak.

The results shown in Table 4. proved that the R-square
value of PE is 0.511, which is the only moderate R
square found in this study. On the other hand, the
R-square values of ET and PI are 0.262 and 0.272, re-
spectively, which are both weak.

Effect size f square

Finally, the study will use the value “Effect size f
square” to evaluate the role and importance of inde-
pendent variables in the research model. Based on
the required conditions given by author Cohen, the
f Square index table will be evaluated as follows: f
Square < 0.02 = the impact level is extremely small or
has no impact 0.02 < f Square < 0.15 = small impact
level 0.15 < f Square < 0.35 = average impact level f
Square > 0.35 = high impact level.

Table 5, the data processing results have shown the fol-
lowing conclusions about the effect size f square: First
of all, towards PE, the PO variable has the most signif-
icant impact on the PE variable. With f square value
of 0.168, the effect size of this variable on PE is con-
sidered the average impact level. Meanwhile, small
impact levels belonged to these variables, such as: SI
(0.127) > PR (0.079) > AT (0.036) and IN (0.023). Re-
garding PI, the ET has most significant impact with f
square value of 0.133, followed by PE with 0.055, all
considered as small impact levels. Finally, relation-
ships between variables PE and ET are the only high
impact level found in this study, with a f square effect
size of 0.356.

CONCLUSION, DISCUSSION AND |
MPLICATION MANAGERIAL

Conclusion

To sum up, the final research results show that out
of the nine hypotheses set out above, all research hy-
potheses were accepted in this study. With the Sig.
value smaller than 0.05, the latent variables in the re-
search model all significantly impact on each other.
With Beta values greater than 0, the relationships be-
tween variables are proven to be positive, for example:
With regards to contextual variables, the results con-
firmed that all five dependent variables have a signif-
icant and positive effect on pleasure emotion, con-
firming H1, H2, H3, H4, and H5. Among them, the
level of correlating to customer pleasure emotion is
arranged in order from the most significant influence
to the smallest effect, as follows: H3: Popularity of
product placement positively correlates to pleasure
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Table 2: Frequency Analysis

role in the effect on consumers’ purchase intention.

Information Frequency Per cent

Gender Others 31 6.3
Male 273 55.8
Female 185 37.8

Age <18 41 8.4
18-22 282 57.7
23-25 133 27.2
>25 33 6.7

Occupation Part-time jobs 72 14.7
Full-time jobs 110 225
Students/ University students 241 49.3
Freelancers 66 13.5

Monthly income Under 2 million VND 110 225
2 - 6 million VND 195 39.9
7 - 10 million VND 124 25.4
Over 10 million VND 60 12.3

Total: 489 100

Source: Authors, 2024.
Table 3: Testing research hypotheses

Correlation Original sample (O) P values Conclusion

H1: Similarity of product placement positively cor- ~ 0.281 0.000 Accept

relates to pleasure emotion

H2: Attractiveness of product placement positively ~ 0.140 0.000 Accept

correlates to pleasure emotion

H3: Popularity of product placement positively cor-  0.325 0.000 Accept

relates to pleasure emotion

H4: Professional of product placement positively ~ 0.232 0.000 Accept

correlates to pleasure emotion

H5: Interactivity of product placement positively — 0.107 0.000 Accept

correlates to pleasure emotion

He6: Pleasure emotion of customers positively affects ~ 0.512 0.000 Accept

their emotional trust.

H?7: Pleasure emotion of customers positively affects ~ 0.233 0.000 Accept

their purchase intention.

H8: Emotional trust of customers positively affects ~ 0.362 0.000 Accept

their purchase intention.

H9: Consumers’ pleasure emotion plays a mediating ~ 0.186 0.000 Accept

Source: Authors, 2024

11



Science & Technology Development Journal - Economics - Law and Management 2025, ():1-16

g
R
Ef“
2
£58 g3 g2 gs8's
¥ v ¥ AR R v v N e
B B R BE BB B BRI B B

Figure 2: Saturated model (Source: Authors, 2024)
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Table 4: R square

R-square R-square adjusted
ET 0.262 0.261
BB 0.511 0.506
PI 0.272 0.269
Source: Authors, 2024
Table 5: f square
AT ET IN PE PI PO PR SI
AT 0.036
Bl 0.133
IN 0.023
PE 0.356 0.055
PI
PO 0.168
PR 0.079
SI 0.127
Source: Authors, 2024.
emotion (0.325) > H1: Similarity of product place-  (0.233).

ment positively correlates to pleasure emotion (0.281)
> H4: Professional of product placement positively
correlates to pleasure emotion (0.232) > H2: Attrac-
tiveness of product placement positively correlates to
pleasure emotion (0.140) > H5: Interactivity of prod-
uct placement positively correlates to pleasure emo-
tion (0.107).

In respects of attitude variables, the results also de-
fined that all two intermediate variables have a sig-
nificant and positive effect on each other and on the
behavior variable, which is consumer purchase inten-
tion, confirming H6, H7, and H8. Among them, the
level of correlating to other intermediate variables and
a dependent variable is arranged in order from most
significant influence to the smallest effect as follows:
Hé6: Pleasure emotion of customers positively affects
their emotional trust (0.512) > H8: Emotional trust of
customers positively affects their purchase intention
(0.362) > H7: Pleasure emotion of customers posi-
tively affects their purchase intention (0.233).

Last but not least, the only mediating relationship in
this study also found to have a significant and posi-
tive effect on the behavior variable, confirming the last
research hypothesis H9. In other words, consumers’
pleasure emotion is confirmed to not only have a me-
diating role in the effect on consumers” purchase in-
tention (0.186), but also have a direct effect on emo-
tional trust (0.512) and onsumers’ purchase intention

The research results show similarities with previous
studies by Montgomery et al., Dedeoglu et al., Eagle et
al,, Tran et al., Harker, Tran et al., Niu et al., Luong et
al,, Li et al 1271, However, the research results show
that there is no fundamental difference between the
Tiktok platform and the purchase intention of young
Vietnamese consumers compared to other countries
in the world, although the level of impact is different
from previous studies.

Managerial Implications

Following the analysis above, it can be seen that to in-
crease customer purchase intention, food and bever-
age small & medium-sized enterprises, as well as Tik-
Tok platforms, need to access both emotional trust
and pleasure emotion of customers towards product
placement in short-form videos on TikTok. However,
in order to access those attitude variables to improve
behavior variables of Vietnamese gen Z consumers,
the most important thing is that these food and bev-
erage small & medium-sized businesses need to pay
attention to several contextual variables that belong
to product placement’s KOLs in short-form videos on
Tiktok channels. KOLs that are chosen to take part in
short-form videos on Tiktok channels about food and
beverage fields should have a vast number of fans, and
build a strong charisma towards the local customer,
in order to make them enjoy watching their videos on
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online channels. Moreover, these KOLs should reg-
ularly appear on news spots in various media , such
as magazines, newspapers, and social networks, to
ensure high public recognition, thereby helping the
brand become more popular in the market.

Concerning the similarity of product placement in
short-form videos on TikTok platforms, food and
beverage small & medium-sized businesses should
choose KOLs that have a similar image to the personal
characteristics, interests and habits of Vietnamese
Gen Z consumers nowadays, which are usually also
famous people of the Gen Z generation with a free, dy-
namic, and creative spirit similar to the purchasing in-
tentions of young customers. Secondly, KOLs chosen
to advertise by food and beverage small & medium-
sized businesses also need to experience these food
and beverage products first before posting them on
Only
KOLs choosing and trusting food and beverage prod-

social networking platforms for consumers.

ucts that have the same properties as their priority cri-
teria can create empathy with customers. In addition,
choosing KOLs with images associated with the food
and beverage brand is also extremely necessary, since
product suggestions from KOLs that suit customers’
needs and preferences can attract customers’ purchas-
ing behavior more effectively.

Towards professional of product placement in short-
form videos on TikTok platforms, KOLs are required
to clearly understand the product’s characteristics and
audience, by memorizing and clearly explaining the
ingredients, properties, and materials contained in
these food and beverage products on their social me-
dia platforms, in order to make the customer more
curious about the product. In other words, food and
beverage small & medium-sized businesses should
choose KOLs that have a deep understanding of the
product’s benefits and advantages for using, as well
as knowing other related knowledge to the food and
beverage products, to make these KOLs and their
customers more confident in introducing and using
the product according to the explanation provided in
short-form videos on TikTok platforms. Especially in
a market full of harsh competition between numer-
ous KOLs and a variety of different brands like re-
cently, these KOLs should have a high ability to per-
suade their followers to buy and use products that they
promoted and suggested on their social media plat-
forms by creating attractive points for both KOLs and
brands that are different from other competitors in the
market. One of the differentiation solutions to solve
that problem is that these chosen KOLs should have
professional skills in introducing products and related
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fields, in order to provide their customers with valu-
able information about the food and beverage prod-
ucts and make them feel more excited when watching
those videos.

Lastbut not least, to increase the attractivenss of prod-
uct placement in short-form videos on TikTok plat-
forms, food and beverage small & medium-sized busi-
nesses should choose a KOL that has an attractive ap-
pearance or acting, as well as an ability to express
their attractive personalities, in order to make cus-
tomers more interested in watching videos, loving
the advertisements more, and feeling more attracted
to short-form videos on TikTok platforms by these
KOLs’ attractive voice. In order to enhance the in-
teractivity of product placement in short-form videos
on TikTok platforms, these chosen KOLs need to cre-
ate harmonious interactions and connections for their
customers on short-form videos uploaded on TikTok
channels in the following ways: (1) Enhancing view-
ers’ viewing interest through diverse acting styles; (2)
Creating a chance for customers to participate in on-
line product-related discussions that take place on
KOLs TikTok accounts; (3) Creating favorable condi-
tions for customers to communicate and interact on-
line with KOLs who have the same thoughts about the
product on the channels; and (4) Using a large num-
ber of different KOLs in various business fields related
to food and beverage products to help customers in-
teract and communicate many times with the brand,
thereby both improving brand recognition in the mar-
ket and making customers easily remember the brand
compared to other competitors in the same industry.

Limitation and Future research

Limitation

The study only limited the survey subjects to the group
of Gen Z customers currently living and working in
Ho Chi Minh City. In addition, because of time con-
straints, the research is also limited the research scope
to only small & medium-sized food and beverage en-
terprises and short-form videos on TikTok platforms.
Meanwhile, it can be said that the Tiktok channel is
now a social media tool that can be used by numer-
ous different target customers in various countries,
has several different forms of image development, and
develops various industries and business fields in this
platform.

Future research

(1) Expanding the target customer group of differ-
ent ages or even other countries, instead of only sur-
veying gen Z consumers currently living and working
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in Vietnam generally and Ho Chi Minh city particu-
larly, in order to discover customer purchase inten-
tion in each other region and compare the new re-
search findings with surveyed provinces and cities; (2)
Expanding the business scope to large-scale food en-
terprises, or conducting small & medium-sized enter-
prises operating in other popular business areas on
Tiktok platforms, such as clothing or cosmetics, in or-
der to serve numerous different industries and busi-
ness fields; and finally (3) Developing other forms on
Tiktok besides short-form videos, such as long videos
and live streams; (4) Exploring short-form videos on
other social media platforms, such as Youtube Shorts,
or Instagram, Facebook Reels, in order to develop
more and more effective communication and market-
ing tools for both local and global businesses on online
platforms.
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TOM TAT

Nghién cru nay xem xét méi quan hé gitta viéc dt sén phdm trong cac video TikTok ngdn va y
dinh mua hang clia ngudi tiéu dung tré Viét Nam, tap trung cu thé vao cac doanh nghiép vira va
nho (SME) trong nganh thuc phdm va d6 uéng (F&B). Nghién ctu diéu tra cach cac thudc tinh khac
nhau ctia viéc dat san phdm - bao gém su giéng nhau, stc hdp dan vé mat thdm my, su phd bién,
tinh chuyén nghiép va tuong tac clia ngudi dung - anh hudng dén y dinh mua hang clia ngudi tiéu
dung bang cach goi ra phan Uing cdm xtc. Nhan manh tdm quan trong clia su gan két cdm xuc,
nghién ctu nay tim céch hiéu cac co ché tam ly va cdm xdc co ban trong hanh vi clia ngudi tiéu
dung. Mot phuong phép tiép can hén hop dugc st dung, két hop dir liéu dinh tinh dugc thu thap
thong qua bang cau hai truc tuyén. Mau muc tiéu bao gdém 256 ngudi Viét Nam dugc chon tir cac
nhom trén Facebook, dac biét chi y dén hé so nhan khau hoc clia ngudi tiéu dung tré. Viéc thu
thap va phan tich dit liéu dugc huéng dan baéi cac ki thuat théng ké manh mé, bao gébm phan tich
nhan t6 khdm phé (EFA) va mo hinh phuong trinh cdu tric (SEM), dé xéc dinh cac yéu té chinh va
danh gia méi quan hé gitra cac thudc tinh clia viéc dat sdn phdm va hanh vi mua hang clia ngudi
tiéu dung. Trong tam clia nghién cdu la khdm pha nhiing cdm xuc tich cuc dugc kich hoat bdi viéc
dat san pham chién lugc va tiém ndng clia ching trong viéc nang cao y dinh mua hang. Nghién
cliu nay nham muc dich cung cdp nhiing hi€u biét c6 thé hanh dong cho cac doanh nghiép visa
va nho trong linh vuc F&B bang cach xem xét su tuong tac gilra su gan két vé mdt cam xuc va cac
thudc tinh cu thé cdia vi tri san phdmBang cach xem xét su tuong tac gitia su gan két vé mat cdm
xUc va cac thudc tinh cu thé cla vi tri sdn pham, nghién cu nay nham muc dich cung cép nhiing
hiéu biét cé thé hanh déng cho cac doanh nghiép vira va nho trong linh vuc F&B. Nhiing hiéu biét
nay du kién sé ho trg cac doanh nghiép thiét ké cac chién dich tiép thi truyén thong xa hoi hiéu
qué hon va c6 stic tdc dong vé mat cdm xuc hon. Cac phét hién nay lam néi bat vai trd quan trong
clia su gan két vé mat cam xuc trong viéc dinh hinh y dinh mua hang clia nguai tiéu dung, chiing
minh cach cac thudc tinh nhu vé dep, su giéng nhau va su tuong tac déng gop dang ké vao hiéu
qua cla viéc dat san phdm. Nghién clru nhan manh nhu cau cac doanh nghiép vira va nho phai
tan dung céc thudc tinh nay mot cach chién luge dé cling cd két ndi vai ngudi tiéu dung va thic
dédy hanh vi mua hang. Nghién ctu nay déng gép vao linh vuc tiép thi ki thuat s6 rong hon bang
cach cung cdp cac goc nhin co gid tri vé viéc strdung cac nén tang mdi néi nhu TikTok @€ thu hut
ngudi tiéu dung, vdi nhimg ham y thuc té dé nang cao hiéu qua tiép thi trong nganh F&B.

Tu khoa: Dit san pham, dat thuong hiéu, gidi trf co thuong hiéu, tai trg trong chuong trinh, tiép
thi gidi tri

Trich dan bai bao nay: Sinh H D, Duy D T, Minh P N. Kiém tra méi quan hé giita viéc dat san pham trong
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