TAC PONG CUA UNG DUNG DIGITAL MARKETING TRA PHi PEN SU LUA
CHON CUA KHACH HANG TAI KHACH SAN 5 SAO O HUE

Tém tit

Trong bi canh hanh vi du lich chuyén manh sang méi truong sd, viée 1am 13 vai tro ctia Digital Marketing tra phi
(Paid Digital Marketing - PDM) d6i v6i su lya chon khach san mang ¥ nghia 1y luan va thyc tidn quan trong.
Nghién ctru nay dénh gia tac dong ciia PDM trong phan khuic khach san 5 sao tai Hué, dong thoi kiém dinh PDM
nhu mdt cau trac bac hai gdm ba thanh phan: marketing cong cu tim kiém (SEM), quang cdo hién thi (DAds) va
marketing qua mang xa hoi (SMM). Nghién ciru tham chiéu logic ciia khung Kich thich-Chu thé-Phan tmg (S-O-
R) d¢ dién giai co ché anh huong cia PDM dén hanh vi lya chon ctia khach hang. Dir liéu khao sat 651 khach du
lich dwoc phan tich bang mé hinh PLS-SEM véi cu tric bac hai phan anh-cdu thanh. Két qua cho thiy ca ba
thanh phan déu dong gop c¢6 ¥ nghia vao PDM, trong d6 SMM 1la yéu t6 manh nhét, va PDM tac dong tich cuc
dén su Iya chon khach san (R2 = 0,703). Nghién ctru gop phan 1am 13 cdu trac PDM trong bdi canh khach san cao
cAp tai thi truong dang phat trién va ham y rang cac khach san 5 sao & Hué nén uu tién SMM, dong thoi tbi wu
SEM va DAds dé nang cao hiéu qua thu hat khach truc tuyén.
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THE IMPACT OF PAID DIGITAL MARKETING APPLICATIONS ON CUSTOMER

CHOICE IN FIVE-STAR HOTELS IN HUE

Abstract

In the context of the rapid shift of tourism behavior toward digital environments, clarifying the role of Paid Digital
Marketing (PDM) in hotel choice has both theoretical and practical significance. This study examines the impact
of PDM in the five-star hotel segment in Hue, Vietnam, and conceptualizes PDM as a higher-order construct
consisting of three components: search engine marketing (SEM), display advertising (DAds), and social media
marketing (SMM). The study draws on the logic of the Stimulus—Organism—Response (S-O-R) framework to
interpret the mechanism through which PDM influences customers’ hotel choice behavior. Survey data from 651
tourists were analyzed using PLS-SEM with a reflective—formative higher-order structure. The results indicate
that all three components significantly contribute to the formation of PDM, with SMM exerting the strongest
effect. Furthermore, PDM has a significant positive impact on hotel choice (R? = 0.703). This study contributes
to a clearer understanding of the structural composition of PDM in the context of upscale hotels in an emerging
market. The findings also suggest that five-star hotels in Hue should prioritize SMM while optimizing SEM and
DAds to enhance the effectiveness of online customer attraction.
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