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Tom tit: Lién tuong thwong hiéu diém dén du lich (Destination Brand Associations — DBAs) la yéu t6 cot 16 trong tai
san thuwong hiéu duoi goc dé khach hang (CBBE) va anh huong truc tiép dén nhan thike, thai do va hanh vi lya chon diém
dén. Tuy nhién, trong béi canh chuyén doi so, cdc phirong phdp tzep can tmh truyén thong chiea phan dnh day di tinh déng
va da chiéu ciia mang hrm nhén thire du khdch. Nghién ciru nay tién hanh tong quan hé thong 58 bai bdo (2018-2025) theo
PRISMA 2020, két hop nén tang 1y thuyét ciia Aaker va Keller véi phdn tich mang lui lién tuwong va tri tué nhan tao. Két
qua chi ra ba khoang trong 16n va dé xudt khudn khé ba giai doan tich hop Al khai thac lién twong tir UGC, déanh gid chat
lwong lién tuwong, va phan tich cdu triic mang hedi. Khuon kho nay mo réng mé hinh CBBE théong qua 16p “Mang ludi lién
twong ky thudt s6”, hé tro DMOs quan tri thwong hiéu theo thoi gian thrc.

Tir khoa: Lién twong thuong hiéu diém dén, Mang lwoi nhdn thire, Chuyén doi s6, Tri tué nhdn tao, UGC, Tai san
thwong hiéu.

TOURISM DESTINATION BRAND ASSOCIATIONS:
INTEGRATING COGNITIVE NETWORKS AND ARTIFICIAL INTELLIGENCE

Abstract: Destination Brand Associations (DBAs) are a core element of customer-based brand equity (CBBE) and
directly influence destination perception, attitudes and behavior. However, in the context of digital transformation, traditional
static approaches have not fully reflected the dynamic and multidimensional nature of tourist cognitive networks. This study
conducted a systematic review of 58 papers (2018-2025) according to PRISMA 2020, combining the theoretical foundation
of Aaker and Keller with association network analysis and artificial intelligence. The results pointed out three major gaps
and proposed a three-stage framework for integrating Al: association mining from UGC, association quality assessment,
and network structure analysis. This framework extends the CBBE model through a “Digital Association Network” layer,
supporting DMOs in real-time brand management.

Keywords: Destination brand association, Cognitive network, Digital transformation, Artificial intelligence, UGC,
Brand equity.
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I. PAT VAN PE
Trong boi canh canh tranh toan cau ngay cang Nghién c1’ru nay hudng tdi viée phat trién mot

gay gé,t, thuong hi¢u Qiém dén da tro thanh cong  khuén khé tiép can moi dua trén ly thuyét mang
cu chién lugc then chét giup cac quoc gia va dia  ludi nhan thirc va cong nghé Al nham giai quyét
phuong tao sy khac biét (Kladou & Kehagias, cac khoang tréng nghién ciru hién hitu va cung
2014; Qu et al., 2011). Lién tuong thwong hiéu cip cong cy thyc tién cho quan tri thuong hidu
diém dén (DBAs) 1a cac két noi tinh than trong  #iém dén.
tam tri du khach, dong vai tro quyét dinh trong viéce II. NOI DUNG NGHIEN cUU
hinh thanh nhan di¢n, thai d9, y dinh quay lai va 2.1. Co sé ly thuyét vé Tai sian thwong hi¢u
hanh vi truyén miéng tich cyc (Boo et al., 2009).  y3 Mang lu6i nhan thic )

~ Su bung n cua Dai dich COVID-19 cing lan - aaker (1991) va Keller (1993) xéc dinh lién
song chgyen qOI SO da thay inl can bifl‘l cach du 140 throng higu 1a “trai tim” cta Tai san thuong
khdch tiép nhn va tao ra thong tin. NOi dung do ;s Gya trén khach hang (CBBE). Céc lién tudng
ngudi dung tao (User-Generated Content - UGC) nay dugc danh gia qua ba tiéu chi cdt 15i: stc
trén cdc nen tang mang xa hoi, dénh gid tryc tuyen manh (strength), mic d yéu thich (favorability)
va metaverse hién dongkval. ’fro Ch,u dao trong V,I?C va tinh doc déo (uniqueness). Trong linh vuc du
h};nl;l t?an}; \{a 21?)33‘[.1‘ucyhen 1126382?0?‘% ﬂrlllﬁ?:ng Iﬁﬁu lich, Qu et al. (2011) nhdn manh riang hinh dnh
(, uhatls ¢ Al 20535 e.n’: , )- Tuy , leI,l’ P .im doc dao chinh 1a loi thé canh tranh quan trong
16n cac nghién ciru hién tai van sir dung cac cach tiép nhat cia mot didm dén
can tinh (nhu khao sat bang hoi truyén thong) hoac Fua me a1 A A

L s X an , Céc phuong phap do luong truyén thong nhu

tuyén tinh, chua phan anh duoc cau tric dong, phac . _ 5 . X s n
tap va moi lien két da chidu eitia céc lidn tud ky thuat lién tudng ty do hay Ban d6 khai niém
ap vamot lien ket da chicu giura cac 1en tuong trong h hidu (Brand C ¢ M d 4
méi truong sb (Marine-Roig & Huertas, 2020). thuong hi¢u (Brand Concept Maps) dang dan
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nhuong chd cho phan tich mang luéi lién tudong
va Umg dung AI (Law et al., 2024). Ly thuyét
mang lu6i nhan thirc cho rang kién thirc trong bd
nhd con nguodi dugce td chuc dudi dang cac nut
(nodes - cac khai niém) va cac lién két (links - mdi
quan h¢). Khi mgt ntit dugce kich hoat, ndng lugng
s& lan truyén sang cic nat khac, hinh thanh nén
nhan thirc tong thé.

2.2. Phuong phap nghién ctiru

Nghién ctru nay dugc thuc hién dua trén téng
quan hé thong tai litu (Systematic Literature
Review) theo huéng dan PRISMA 2020 (Page et
al., 2021).

Ngudn dit liéu: Scopus va Web of Science Core
Collection.

Giai doan tim kiém: 2018-2025.

Chudi tim kiém Boolean: (“destination brand*”
OR “place brand*”’) AND (association®* OR image
OR perception) AND (network OR “associative
network” OR Al OR “artificial intelligence” OR
digital OR “user-generated content”).

- Két qua sang loc: Tir 2.184 ban ghi ban dau,
sau khi loai bo trung 1dp va 4p dung céc tiéu chi
loai trir nghiém ngit, 58 nghién ciru phut hop nhét
da duoc dua vao phén tich tong hop.

2.3. Két qua nghién ciru

2.3.1. Cac khoéng tréng nghién ctru
(Research Gaps)

Tong quan tai liéu cho thiy ba khoang trong
16n trong nghién ctru hién tai (Bang 1):

(1) Thiéu mo hinh héa ciu trac dong: 71% sb
bai bao van xem xét hinh anh diém dén ¢ trang thai
tinh, bo qua sy bién dbi lién tuc cua dit liéu sb.

(2) Han ché trong tich hop Al thoi gian thyc:
Mic du Al d3 dugc ung dung, nhung phan 16n
chi ding lai & phan tich héi quy, chwa khai
thac kha nang dy bdo xu hudng (Predictive
Analytics).

(3) Su 10i rac giita 1y thuyét va cong nghé:
Thiéu mot khuon khd két ndi chit ché giita ly
thuyét CBBE c6 dién ciia Keller v6i cac ki thuat
phan tich mang xa hdi (SNA) hién dai.

Bang 1. Tong hop cac khoang trong nghién ciru giai doan 2018-2025

Khoang trong S6 bai dé cap | Ty 18 (%) TAc gia tiéu biéu
Y S A Marine-Roig & Huertas (2020),
Thiéu mo hinh dong 41 71 Xi et al. (2024)
Chua tich hop Al thoi gian thuc 38 66 Law et al. (2024), Chen (2024)
Chura két ndi CBBE va network analysis 45 78 H.)Eahlm . A& }?lborsaly (2022),
hién nghién clru

Chua két n6i CBBE va network analysis 45
78Ibrahim & Elborsaly (2022), hién nghién ctru

2.3.2. Pé xudt khuén khé ba giai doan tich hop Al

Pé khic phyc cac khoang tréng trén, nghién
ctru dé xuat quy trinh ba giai doan:

Giai doan 1: Khai thdc lién tuwong goc

(Data Mining)

Thu thap dir li¢u UGC tu TikTok, Instagram,
TripAdvisor, Google Reviews bang k¥ thuat Web
Scraping. Dir liéu bao gdm van ban, hinh anh
va video trong toan bg hanh trinh cua du khach
(trudc — trong — sau chuyén di).

Giai doan 2: Panh gia chat lwong lién twong
(Ouality Assessment) Ap dung ba tiéu chi ciia
Keller (1993) duwoc s6 héa:

Strc manh (Strength): Po luong bang tan suat
xuét hién cua tir khoa/hinh nh.

Mtic do yéu thich (Favorability): Do ludng
bang Phan tich cam xtc (Sentiment Analysis)
st dung cac mo hinh ngon ngt 16n (LLMs) nhu
BERT, RoBERTa hodac PhoBERT.

Tinh doc dao (Uniqueness): Po ludng bang chi
s6 TF-IDF so sanh véi cac diém dén canh tranh.

Giai doan 3: Phdn tich cau tric va dw bdo
(Network Structure & Prediction)

Str dung Ly thuyét do thi (Graph Theory) va
Mang no-ron d6 thi (Graph Neural Networks -
GNN) dé m6 hinh héa mbi quan hé giira cac lién
tuong. Cac chi s6 mang ludi nhu Centrality (d6
trung tam), Density (mat d0), Modularity (tinh
module) duoc sir dung dé xac dinh cac lién tuong
c6t 18i va dy bao xu huéng lan truyén thong tin.

2.4. Théo luan: 16p mang luéi lién tuwdéng ky
thuit s6

Nghién ctu mé rong md hinh thap CBBE cua
Keller bang cach bo sung “Lép Mang ludi lién
tuong ki thuat s6” (Digital Associative Network
Layer), bao phti va tuong tac voi ca bon ting nhan
thirc ctia kim ty thap. Cau tric CBBE gdom bon
tang tir dudi 1én: (1) Do ndi bat (Salience) — cac
cong cu tim kiém va hé thong goi y t6i wu bang Al
giup tang cuong mirc do hién dién va kha nang goi
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nh¢ thuong hiéu thong qua ndi dung cé nhéan hoa;
(2) Hiéu suat/Hinh anh (Performance/Imagery)
— chc phan tich dva trén Al cung cip insight vé
nhén thic va hinh anh thuong hiéu, hd tro doanh
nghiép theo ddi va nang cao hiéu qua thuong hiéu;
(3) bPanh gia/Cam xuc (Judgments/Feelings) —
phan tich cam xuc gitp nhan dién cdm nhan va
danh gi4 ciia ngudi tidu ding dbi v6i thuong hiéu;
va (4) Su cong hudng (Resonance) — Al hd tro ca
nhan hoéa trai nghiém, tir d6 thuc diy long trung
thanh va sy ung h¢ thuong hiéu. Lép mo rong bén
phai, dugc minh hoa béng cac miii tén hai chiéu,
thé hién vai tro cia Al trong viéc hinh thanh céc
mang luéi lién tuong thuong hiéu c6 tinh két nbi
cao trong khong gian s, qua d6 lam phong pha va
nang cao trai nghiém cia ngudi tiéu dung.

II. KET LUAN

Nghién ciru da phét trién mot cach tiép can

hién dai, tich hgp tri tué nhan tao vao phan tich
mang ludi lién tuong thuong hiéu diém dén.
Khuén kho nay khong chi bd sung chiéu sau cho
ly thuyét CBBE ma con mé ra mot hudng phuong
phép luan mdéi cho céc nghién ctru du lich trong
bdi canh chuyén dbi sd.

Thir nhét, ting cuong theo doi thoi gian thyc.
DMOs can chuyén tir bao céo dinh ky sang
dashboard thoi gian thyc dé phét hién sém céc tin
hiéu tiéu cyc va nguy co khung hoang.

Tha hai, t8i wu hoa nguén luc. Dya vao phan
tich mang ludi lién tuéng, can uu tién ngén sach
cho céc “ntt lién tudng trung tdm” c6 kha nang
lan téa cao nhét do Al x4c dinh.

Thir ba, ¢4 nhan hoa thong di¢p. Dit liéu mang
ludi cho phép xay dung thong diép truyén thong
phu hop hon véi tirng phan khuic, nang cao hi¢u
qua tuong tac cua du khéch.

TAI LIEU THAM KHAO

Aaker, D. A. (1991). Managing brand equity. New York: The Free Press.
Boo, S., Busser, J., & Baloglu, S. (2009). A model of customer-based brand equity and its application to multiple

destinations. Tourism Management, 30(2), 219-231.

Buhalis, D., Leung, R., & Lin, M. (2023). Metaverse as a disruptor of the current tourism and hospitality industry.
International Journal of Contemporary Hospitality Management, 35(10), 3406-3426.
Chen, Y. (2024). Branding tourism destinations in the metaverse. Journal of Tourism Futures. Advance online

publication.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. Journal of Marketing,

57(1), 1-22.

246 | Tap 31 s6 12 ki 1 (thang 12/2025)



