
? ' Anh hu'O'ng cua truyen thong xa h<)i 
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Du ljch ta niQt trong nhilng ngiinh mUi nhqn de' phdt tri[n kinh ti' tren the' giJi n6i chung va J 
Vi¢t Nam n6i ri&ng. Nghien ctiu dii xdc djnh cdc iinh luriJng cUa truy&n thOng xii hQi de'n Quy&'t 
d,inh ch911 TP. Cdn Tho lil diC'm di/n du ljch cUa du khdch g6m c6 5 nhtin tO'.· ( l) Truy&n thOng 
truygn n1ifng; (2) Tfl cluJc qudn lY di[m dC'n; (3) Ngll&i c6 dnh h11Jng trCn mQng xii hQi (MXH); 
(4) Nf)i dung !(10 bJi nguiJi dUng va (5) Qudng cdo ngoili trifi. Tri!n cd sd ke't qud nghiCn cUu, 
1nQt sO' hiln1 Y qudn trf cilng di1tjc di xu{if cha chinh quyin, cling nhlf cdc cOng ty du lich dl thu 
hUt du khdch dC'n TP. C&n Thd. 

1'it kh6a: du fjch, quyC't djnh du Zich, truy&n thOng xa hQi, dnh hilling, du khtich, TP. C6n Thu 

Summary 
Tourism is one of the key industries for economic development in the ivorld in general and 
in Vietnan1 in particular. This study points out five components of social 1nedia affecting 
tourists' decision to chou~-e Can Tho city as a destination, which are (I) Word of' 1nouth, (2) 
De~·tination manage1nent, (3) Social media influencers, (4) User-generated content, and (5) 
Out(foor advertising. Front this finding, some governance in1plications are suggested.for the 
government as -w·ell as tourism com1Janies to attract tourists to Can Tho city. 

Keywords: tourism, travel decision, social media, influence, tourists, Can Tho city 

ca sa LY THUYET vA M6 HiNH 
NGHIEN CUu 

Cd si'J IY thuye't va gi3 thuye't 
nghien cti'u 

Truyen th6ng truyen tni~ng (Word 
of Mouth - WOM) c6 tac dQng tich cifc 
de'n '; djnh du ljch cUa du kh<i.ch (Albarq, 
2013); d~t duqc hi¢u qua khi cQng khii 
niing trUi rQng ciia giao tie'p kY thu~t sO 
vOi mile dQ tin tu'dng ciia nguYJi nghe 
(Weinberg va Pehlivan, 2011; Tham vi't 
ct)ng Slf, 2013, Hernandez-Mendez va 
cQng slf, 2015). Theo ke't quii nghien cd'u 
ciia Andajani vi't Rahayu (2020), truyen 
th6ng truyen n1i~ng trlfc tuye'n e-WOM 
c6 t:ic dQng tn~nh de'n ctic ye'u t6 nhli: 
Th<ii dQ, J-finh Jnh ve thi'tnh ph6, Y djnh 

• PGS, TS., TnJO"ng D~i h9c Cltu Long 
.. , ··-, ... ., ...... ·····-, TrliOng D~i hQc C8n Thd 

du ljch va Bi6m dc'n du ljch. Y djnh du ljch cling c6 t:ic 
dQng rftt !On dc'n di€m de'n du ljch. Tren cd sd d6, nh6m 
tac giii o.e xua't gi<l thuye't: 

HI: Truyen th6ng truyen mi$ng (WOM) 3.nh hu'dng 
thu~n chieu de'n Quye't djnh chqn TP. Cfin Thd lil di€m 
de'n du lich. 

NQi dung du'<;fc tl,}O bdi ngu'Cfi dilng (User Generated 
Content - UGC) ngi'ty c3.ng xuit hi~n nhi@u hefn vOi khi't 
niing truy c~p internet ngay ci'tng di§, ·uGC c6 th€ dtfc;lc 
t~o ra ngay trong chuye'n di hay chia se thCfi gian thlfc 
vCli ngu'Cfi theo d6i (Sotiriadis vii Van Zyl, 2013). Theo 
Lo va cQng slf (20 I 1 ), UGC, nhit Ia cac blog vh bi'ti d<inh 
gi<i, c6 iinh hu'dng de'n quye't djnh lien quan de'n llfa ch9n 
diEm de'n. cac t6 chUc marketing cling dii nh~n tha'y du'cjc 
ctieu nay va biltdffu sii'd1,1ng c:ic UGC lien quan de'n hlnh 
3nh ciia dta di~m trong c:ic chie'n dfch truy@n thOng xa 
hQi ciia ht;J (Xiang va Gretzel, 2010; Jacobsen va Munar, 
2012; Hudson va Thal, 20.13). Cox va cQng S\f (2009) 
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I! Ngu6n: Nh6m nghll!n cU\J d~ xu6t 

BANG: BANG K~T QUA PHAN TfCH CRONBACH'S ALPHA 

l~hn.~~~ 
Truy!n 
th Ong 
truyCn 
mi¢ng 

NQi dung 
d~t;,tn 
bdi ngtfC'Ji 

dilng 

T6 ch(l'c 
qudnlY 
di~m dc'n 

Quang 
clio ngoili 

trlfi 

Ngll'Oi 
c6 inh 
hU'd'ng 
trl!n 

MXH 

Ch9n TP. 
d.nThd 
Ill dit!m 
dln du 

ljch 

Ttt11ng Cronbach's' 
Bl<!'n qunn sDl qunn hi€n Alpha n€11 

- ·---·- . td'nP . bl lonl : 
Nc)i dung chin sC trt!n c.ic trnng MXH .dnh ,585 ,776 
hll'dnl! de'n V dinh du lich 
NQi dung chia sC trCn cdc trnng f\1XH ilnh 
htfann de'n hlnh !nh vt! TP. C~n Thd 

,737 .616 

NQi dung chi11 ~ ~ cil.c trnnE MXH !nh 
htfl'm(! dCn th.ii dA "CU lhfch v. TP. Ci1n ThC1 .601 ,764 

11;. slf Cronboch 's Alnho ciio nhlln tff: 0 796 
Hlnh Rnh dllnl! bdi nn:llll'i diln2 khdc 67' 873 
Video d!in<> bdi n<>ll't'li diln" khl'ic 834 814 
ThOnc tin dllne blli clic cOnc Iv du lich 781 833 
NOi dun" di'ln" bdi cil.c KOI~~ 697 870 
Hf> s/{ Cro11bach ·~ Alnha t'iia nhlin tlf: 0 881 
C:ic thOng tin v~ TP. d.n Thd tn!n enc 

,672 ,720 
tranl! MXH 

,, 
NAi dun<> cUa enc dit!m tham nuan du lich 590 748 
Cdc sU' kiCn lli hOi danl! holic sdn dilin rn 541 764 
Dill'•l dta d.c kMch pin \'ll nhll h1ln<> 521 769 
Clic thOn2 lin trl!n cl'ic website 540 764 
HP stf Cronbat'h 's Afnha t'lia nhlin tfi: 0 793 
NOi dun2 cUa die b.'in" nuan2 d.o n200i trhi 732 .771 
ThiCt ke' ctia clic bltn u:\n" d.o nPolli lriJi 749 750 
(j n<li sinh sOng c6 bllng quil.ng clio the' 
hit\n hlnh il.nh TP. C~n Thd 

,664 ,835 

/IP stf Cronbach 's Afnha c1ia nhlin tfi: 0 846 
NgU'Oi n6i 1i6ng mil nnh/chj thco dOi dil 
ho!l.c (Ian!! di (IC'n TP. C4n Thd 

.742 ,802 

Ngll'lJi n6i tiCng mil anh/chj thco d~i c6 
dilm tlJ't1no d6no vdi TP. C4n Thd 

,777 ,768 

NgU'Oi nOi tic'ng ml! anh/chi thco dOi hay 
.697 .843 

nhll'c de'n TP. CSn ThCJ trl:n MXH 
lies/{ Cmnbach 's A.In ha cUa nhlin td: 0.862 
Du lich dln TP. Cfin Thd khi c6 di~u kii!n 679 711 
Chll'c chll'n se di du lich d€n TP. Cdn Thd 

,634 ,758 
1ronl! 1wn2 lai • r 
Gidi thi¢u c!lc nCt di;p cUo. TP. C4n Thd 
vdi n<>U'lJi 1hnn ban ~ d6n<> n<>hi"- .652 ,739 

Iii .fd Cmnbach 's A In ha ciia nhlin tfi: 0.807 

If Ngu6n: K~t qu6 phtin tich (2021) 

nh~n tha'y rling. UGC tren MXH chll ye'u dU'<JC sU' d\lng 
lJ giai do:,i.n tlm ki<fm thOng tin vi! l(1p kl!' ho:,i.ch du ljch. 
Trt:n cd' slJ d6." nh6m t~c gi3. d~ xua't gi3. thuye'1: 

H2: NQi dun9 dltQ'c t:,i.o bd'i nglfC:li dUng (UGC) anh 
hU'lJng thu~n chicu dCn QuyCt djnh chQn TP. C~n Thd' 
13. dit!'m de'n du ljch. 
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T6 chitc qu3.n I)' dii!1n dC'n (l)cstination 
Management Organization • DMO) phfit 
tri6n va quang b:'i diCm de'n thflng qua 
di~u phOi vi'I. qu3.n I)' ct'ic ho:;tt d(lng thiC't 
yC'u: cha't IU'Q'ng thOng tin c6 3.nh hltbng ldn 
nha'1 dC'n vit;c hfa chQn t1ii'Sm t1e'n cUa du 
kh~ch (Namho Chung vi'I. c()ng sl,(. 2015). 
Du kht'ich rfit quen thu~ v(fi vit;c dUng c:'ic 
trang MXH dC lt!n kc' ho:,i.ch cho chuyC'n 
t1i, vl tinh chff't ti¢:n d\lng. d~ sU'd\lng. tho3.i 
m:'ii (Ayeh vi'I. c()ng sl,(, 2013) vi'I. d:'ing tin 
c~y (Fotis vi'I. cl)ng sl,l'. 2012). TrCn cd slJ 
(16, nh6n1 t:'ic gi:\ dlta ra gi:\ thuyC't: 

H3: T6 chitc qu<i.n IY di6m d(n (DMO) 
:\nh hl!dng thu~n chieu t1€n Quye't djnh 
chQn TP. C~n Thd 13. diC'm dc'n du l!ch. 

Qu<lng c:'io ngoi'l.i trCJi (Out·Of·Home 
• OOH) c6 thC dlt<Jc sit d\lng nhll ml)t 
chic'n djch truyt!n th6ng mang !:,ii IQ'i thC 
cho c~c nh3 qu:\ng c:'io, vl c:'ic IQ'i ich clla 
n6 (Wirawan vi'I. Hapsari. 2016). TU' <16, 
gi:\ thuyc't dl!Q'c dU'a ra nhlf sau: 

H4: Quang c:'io ngoi'l.i tr(Ji (OOH) :\nh 
hltdng thuQn chieu cle'n Quye't t1inh chQn 
TP. C~n Thd' 13. di~m de'n du ljch. 

Theo kC't qua nghiCn cltu clla Rinka 
vi'I. Pratt (2018). nglf(fi c6 3.nh hlllJng trCn 
MXH (Social Media Influencers • SMls) 
c6 sl,l' llfdng dOng giil'a nglfC:li chUTig lhl,(c · 
ngU'Cli tiCu dUng cUa SM Is vi'I. sl,(tlfdng d0ng 
giil::i nglfC:li xt'ic nh~n • diCm dCn c6 t:'ic t1Qng 
tich c\[c de'n y djnh truy c~p d6i vdi c~c 
diCm dC'n. Gi3. lhuyCt t1lf(,1c dtta ra nhlfsau: 

HS: Nglf(Ji c6 :\nh hU'lJn.f trCn MXH 
(SMJs) !i.nh hlflJng thu~n chicu dc'n Quy€t 
dinh chQn TP. Ctin Thd 13. diCn1 dCn du ljch. 

MO hlnh nghiCn cm. 
DU'a trCn (Ifie dit'.!m cUa dit'.!m dC'n TP. 

can ind. Cd' ~(j IY thuyc't va e:'ic nghiCn 
e(tu di tntdc, nh6m t:'ic gi:\ di! xua't mO hlnh 
nghiCn cltu anh hlflJng clla truy~n thOng xa 
h(>i dc'n QuyC't djnh chQn TP. cin Thd 13. 
diCm dCn du ljch clla du kh:'ich nhU'Hlnh. 

Phu'dng phlip nghiCn cm. 
NghiCn cll'u djnh IU'i;Jng dl!!Jc thl,l'c 

hien di phiin tfch s6 li{:u kh3.o sat 307 du 
kh:'ich dCn TP. can Thd du ljch vi'l.o nfi1n 
2021. S6 li¢u thu dlf(,:k: 13 307 phie'u hQ'p 
1¢. DiJ li¢u dU'Q'C dU'a vi'l.o phiin tich bhng 
ctic phlfd'ng phfip, nhtt: Cronbach's Alpha. 
phfin tich nh5n 16 kh:'im ph:'i (EFA), tlfdng 
quan Pearson va h6i quy da biCn. 

Kifr QUA NGHl~N cau 
Ki~m djnh thang do 
Kc't qu3. kiCm (fjnh dQ tin cQy clla 

thang do cho 1hfi'y. c:1c nhli.n t6 3nh 

Kinh tt »A Olf bi(I 



httd'ng ciia truyen th6ng xii hQi dc"n 
Quye't djnh ch9n TP. C:in Thd l:l di€m 
de'n du ljch ciia du kh<i.ch d<J,t tlr 0,793 
de'n 0,881. Nhu' v~y, cac nhiin t6 cteu c6 
y nghia th6ng ke, vi h~ s6 tlfdng quan 
bie'n t6ng aeu > 0,3 va he s6 Cronbach 's 
Alpha ct@u > 0,6 (Bring). 

Phfin ti ch EF A 
Ph/in dch EFA cho ctic biin di)c lij.p 
Ph&n tfch EFA 5 bie'n dQc 1$p du'cjc 

th\[c hi~n vdi giii thuye't HO. Ke't quii cho 
thffy: Ki€m djnh Bartlett: Sig. = 0,000 
< 5o/o, chllng tO cac bie'n quan sat trong 
phftn tich EFA c6 tu'dng quan vdi nhau. 
Vi v~y, b<ic bO gi<l thuye't HO. H~ s6 
KMO = 0,801 > 0,5, cho tha'y vi~c phfrn 
tich nhiin t6 la thich hcjp vdi cac dU' li~u. 
C6 05 nhiin t6 du\1c nit trich tU phfin tich 
EFA vdi: Gia tri EigenValues ciia cac 
nhiin t6 cteu > I ,0, d<J-t yeu cilu; Gia tr! 
tt5ng phu'dng sai trich = 70,389% > 50o/o, 
cho tha'y phiin tfch EFA d<:tt yeu cilu. Vi 
v~y, 5 nhfin tO du'c;fc rUt trfch giiii thfch 
cho 70,389o/o bie'n thien ciia dli' lieu. 

Khiic bic:;:t v~ he sO t3.i nh§.n ·to ell a 
cac bie'n quan sat gicra cac nhan tO ct~u > 
0,3 cho tha'y, cac nh§.n tO c6 gia tri ph§.n 
biet Cao, nen c<ic bie'n quan s<it tie'p tQC 
du'i;1c slt dl,lng trong m6 hinh nghien cti't1. 

Phdn tfch EF A cho bitn phf.' thui)c 
Ke't qua ph§.n tfch cho tha'y: 3 bie'n 

quan sat du\"fc nh6m thanh 1 nh§.n tO; He 
sO tai nh§.n tO (Factor loading) d~u > 0,5, 
nen chUng c6 Y nghia thie't thi,tc; M6i bie'n 
quan sat c6 sai biet v6 h~ sO tai nh§.n tO 
d~u =::: 0,3, nen diim biio slf phiin biet gilla 
cac nhfin tO; H~ sO KMO = 0,711 > 0,5 
cho tha'y, phiin tfch nhiin tO la thich hc;lp 
cho dU li(':u; Th6ng ke Chi-square ciia 
ki8m djnh Bartlett d:,i.t gia ttj mile Y nghia 
Sig. = 0,000, do v~y, cac bie'n quan sat c6 
tu'l1ng quan vdi nhau xet tren ph<j.m vi t6ng 
th8; Phu'Cfng sai trfch dQ.t 70,619% th8 
hi~n rling 1 nhii.n tO nlt ra gicii thich dU"Qc 
72, 171 % bie'n thien ciia dU li{:u, n&n thang 
do nlt ra du'Qc cha'p nh~n; Rllt trich nhfin 
t6 vdi Eigenvalue= 2,165 d<;tt yeu cftu. 

Dlfa vfto ke't quii phii.n tich EFA, cac 
nhiln t6 rllt trfch ra ciia c<ic gi<l thuye't 
nghien c(tu chinh aeu dl,l.t yeu cfiu. 

Phfin tfch tttdng quan 
Ke't qua phfin tich tliefng quan d11<;1c 

thlfc hi¢n giUa bie'n phµ thuQc vft c<ic bie'n 
dc)c l~p bhng phu'Cfng ph<lp ch<;ty Pearson 
cho tha'y, 5 bie'n dQc l~p c6 tu'Cfng quan 
tuye'n tinh kh3 m;:_inh vdi bie'n phµ thuQc, 
cac h{: s6 tll"Cfng quan d&u c6 Y nghia th6ng 
ke. M6i lien he tu'Cfng quan giUa c<ic bie'n 
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lffn lu'Qt Ia 0,467; 0,271; 0,251; 0,288; 0,419. Tuy nhiCn, 
ke't qua phil.n tich tu'Cfng quan cUng cha tha'y, h~ sO tu'Cfng 
quan giUa cac bic"n dQc l~p Cf mile tUCfng quan kha m:,i.nh, 
nen cftn quan til.m de'n hien tu'c;lng da cQng tuye'n khi 
philn tlch h6i qui" da bie'n. 

Phan tich hOi quy da bie'n 
Philn tich h6i guy du'c;lc tie'n hanh v6i 5 bie'n dQc l~p 

theo cac bu'dc nhu' sau: 
Btinh gia di) phU ht/p ciia mO hinh. Dlfa tren ke't 

qua phftn tich cha tha'y, m6 hlnh nghien cllu c6 R2 hi(':u 
chinh la 0,349, nghia 1a 34,9% sµ"bie'n thien ciia Y djnh 
chqn TP. Cftn Thd lil di€1n de'n du ljch du'c;lc gi<li thlch 
bOi S\l' bie'n thien ciia cac thanh philn bie'n d(ic l~p. 

Kiim dinh giii thuyei vi sr/ phU ht/p ciia mO hinh 
va; gia thuye't HO: p1 = p2 = p3 = ll4 = ps = o (tit 

ca ht_': so' h6i quy = 0) 
Gia trj Sig(F) = 0,000 <mile Y nghia 5%: gici thuye't 

HO bj b<ic bO. Bi8u d6 c6 Y nghia Ill, slf ke't hc;l_r cUa 
c<ic bie'n dQc l~p hi~n c6 trang m6 hlnh c6 the giai 
thich du'Qc slf bie'n thien ciia bie'n phµ thuQc. M6 hlnh 
h6i quy tuye'n tfnh cta xay dlfng Ia phU hc;lp v6i t~p dU 
lieu hien c6 . 

. Ph-dmig trinh h,1i quy vll f nghia ctic hf sf{ hOI. quy 
Dµ'a tren th6ng s6 th6ng ke ciia cac bie'n trang mO hlnh 

h6i guy, phu'dng trinh h6i guy d11<;1C xac dinh nhli sau: 
QB = 0,301 'TITM + 0,204'TCQLBB + 

0, J 98'NCAHTMXH + 0, 17 3 'NDTBND + 0, I 3 I 'QCNT 
Qua m6 hinh h6i quy thu du'c1c cho tha'y, ca 5 nh6m 

nhiin tO ciia m6 hlnh nghien cllu d8u c6 anh hu'Cfng 
(du'dng) de'n Quye't djnh chqn TP. C&n Thd la di€n1 de'n 
du ljch ell.a du kh<ich di,ta tren h¢ s6 Beta, theo mile 
dQ giam dftn lil: Truy8n th6ng truy8n mi¢ng; T6 chilc 
quan IY di€m de'n; Ng11Cfi c6 anh hu'Cfng tren MXH; NQi 
dung t:,i.a bdi ngu'Cfi dilng va Quiing caa ngoi'li trCfi. 

~~''''' 
KET LU"'N VA HAM Y CHINH SACH 

Qua ke't qua khiia sat c6 th€ chi ra rfi.ng, MXH Ja 
mt?t trong nhllng n~n t:ing mi.I. ngay nay du kh<ich slr 
dµng d6 tlm kic'm cac th6ng tin ve siin phffm, djch vµ 
du ljch va tU d6 d<inh gi;i th6ng qua nhUng guan di€m 
va kinh nghi(:1n rieng cUa b8.n than. Di8u d6 c6 sllc 
cinh hu'Cfng de'n hi\nh vi du ljch cUa nhctng du kh<ich 
khac. Ke't qua nghiCn cllu cOn cha tha'y, 5 nhiin t6 d8u 
8.nh h11Cfn~ thu~n chi8u vdi quye't djnh chqn TP. Cftn 
Thd Ja diem de'n du ljch ell.a du kh<ich. Trong d6, nhfin 
t6 thuQc v8 Truy8n th6ng truy8n mi(:ng c6 <lnh hu'dng 
caa nha't. 

Tren cef si'I ke't qua nghien cUu, d8 nfing caa slf thu 
hUt cUa du kh<ich de'n du lich tai TP. Cffn Thef, nh6m tac 
gia dii dua ra mQt s6 ham· y chinh s<ich nhu' sau; 

ThU nha't, da'y mQ.nh Ung dlJ.ng cOng nghl; th6ng 
tin trong cOng tac qu3ng b3. TQ.a ra mQt website chinh 
thUc d8 qu3.ng ba hlnh anh du ljch de'n v6i du kh<ich la 
mQt each thilc hieu quii. Dam b<io th6ng tin ve cac s8.n 
phftm, djch vµ du ljch du'c;lc c~p nh~t thu'Ong xuyen va 
chfnh xac, cac ngu6n th6ng tin hip dfin va dffy dii se 
thu hilt du'£,.1c slf guan tan1 cUa du kh<ich. Ciic t6 chilc 
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quin 15' di€m de'n nen ph<it tri€n hdn v~ m~t thie't ke' 
cho website, chU tr9ng tfnh ddn giin h6a d€ du khach 
c6 th€ d~ dang Om kie'1n cac th6ng tin. 

Thti' hai, nAng cao chit htqng dfch V\J. du lich iJ 
cllc khu di tich ljch sit. B3.o v~ cho du'Q'c hanh Jang 
di tfch va nhilng vllng Jan c*n d<i.p Ung cic tieu chi ve 
c3.nh quan, m6i tru'(Jng, m6i sinh. C<i.c dtch Vl,I kem theo 
d€ ph1,1c v1,1 nhu c&u cUa du kbach, nhu': h~ th6ng du'ling 
giao th6ng, nha v~ sinh, gill xe, qua h.tu ni~m ... Cic 
c6ng ty du lich quan tam dao t<J.o, b6i duang dQi ngll 
can bQ chuyen m6n, dQi ngi1 thuye't minh t<:ti cic di tich 
Jjch sU - viin h6a da du'Q'c xe'p hi,ing. Di.le bi~t. cfin tang 
cu'C1ng c6ng tac quin l)r l~ hQi ti,ii cac di tich ljch sU -
van h6a, nhu: d3.m bio an ninh tr~t tl,f, phOng cho'ng 
ch3.y n6, v~ sinh m6i tru'Cfng t<:ti cac di€m di lich. Kjp 
thCfi phri.t hi~n, xU I:Y nghiem c<ic hUnh vi vi phi,im theo 
quy dtnh nhfim l~p Ii.ti tr~t hf, k)' cu'dng, n~ ne'p, h).O m6i 
truCfng du ljch an toiin vii thiin thi~n. 

ThU ha, thllc da'y dQng cd di ciic 
nh6m tham kh3.o tang ctiOng tuyen 
truy@n v@ diim de'n. Thie't l~p cac cQng 
d6ng tren cri.c MXH, nhu': Facebook, 
Zalo ... nhiim tl,lo ra mQt "ng6i nha chung" 
Jam nen ting cho th6ng tin truy8n th6ng; 
Ph<it tri€n cQng d6ng du Itch tn/c tuye'n. 

Thll tti, khuye'n khich du kh3.ch tham 
gia th3.o lu(in trong cQng d6ng trlfc 
tuye'n. L5.nh dl,lO th3nh ph6 cUng nhu' c<i.c 
c6ng ty du ljch cfin t;to ra nhieu chU ae ban 
lu~n ve cac dja di€m du ljch, vltdn sinh 
thai. .. va cac dieu d:Jc bi~t cUa vi~c du ljch 
t~i TP. Cfin Thd th6ng qua cri.c forum, h9i 
nh6m, fanpage. Ch9n 19c cac kenh dam 
lu~n uy tin va c6 nhi@u ngu'Cfi tham gia d€ 
qu:lng b<i. DOng thCfi, qu3.ng ha l<;fi ich cUa 
viec tham gia vao cQng d6ng trl,l'c tuye'n.D 
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