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LOI CAM POAN

T6i xin cam doan ludn 4n “Téc dong ciia nhan thirc vé marketing vi muyc tiéu xa
hoi dén truyén miéng tich cuc va y dinh mua hang lip lai: Nghién ctu hang tiéu ding
nhanh tai Viét Nam” 1a cong trinh nghién ciru cuia riéng tdi va tap thé giang vién huéng
din. S6 lidu thu thap va céc két qua duoc trinh bay trong ludn 4n 13 trung thuc. Noi dung
ctia luéin 4n chua timg duge ai cong bd trong bét ky cong trinh nao.

T6i hoan toan chiu trach nhiém vé khia canh dao ddc va tinh phép ly trong qua
trinh nghién ctru dé hoan thanh luan 4n nay.
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LOI CAM ON

Véi niém xtic dong sdu séc, t6i mudn bay to 1ong biét on dén nhimg ngudi da hd
tro toi trong sudt qua trinh thyuc hién ludn 4n tién sinay.

PAu tién, toi xin bay t6 1ong biét on sdu séc dén Truong Pai hoc Lac Hong, noi
d3 tao diéu kién cho t6i hoc té_ip', trau ddi k§ ning nghién ciru va mé rong kién thirc clia
minh. T6i chan thanh cam on tat ci cic giang vién, ngudi phan bign va cac hoi ddng lién
quan di c6 nhitng gép ¥ chan thanh, quy gi4 va ¥ nghia dé t6i hoan thién luin an hon
nita. T6i xin giri 10i cam on tdi Ban giam hi¢u Nha trudng, va Lanh dao, Chuyén vién
Khoa dao tao Sau dai hoc dd hd tro tdi rat nhidu trong viée hoc tip va chuén bi hd so
bao vé dé tai céc cAp. Quan trong nhit, t6i xin bay to 1ong bibt on sbu sfc t&i tp thé
ngudi huéng din nghién ciu cua t6i chinh 13 PGS.TS. Nguyén Hai Quang va
TS. Lit Phi Nga. Quy Thiy, C6 khong chi 13 nguoi thiy tin tim, ma con 12 nguoi ludn
ddng hanh va dong vién t61 d& c6 thé hoan thanh lufin 4n mét céch tot nhat,

Thir hai, t6i xin cdm on cac chuyén gia va cac dong tac gia di thao ludn va dua
ra nhitng nhén xét gitip t6i c6 nhitng chinh sira va bd sung quan trong lién quan dén dé
tai.

Tht ba, t8i xin cAm on Linh dao don vi va céc dong nghiép noi tdi dang cong téc
di tao moi didu kién thudn l¢i va ting hd t6i trong sudt qua trinh hoc tap va nghién ciru.

Thi tr, con dudng hoc tap cia tbi s& khong thé tron ven néu khong c6 su quan
tam, dong vién va thong cam cua gia dinh. Cam on dai gia dinh da ludn thau hicu, ton
trong nhirng quyét dinh cia t6i va ludn bén canh cung ti vugt qua nhirng thoi diém thir
thach nhét.

Cubi cung, t6i mubn cam on ban than minh vi da chua bao gir bd cude va cb
géng theo dudi niém dam mé hoc tap va nghién ciru ciia minh. Ti biét on va tw hio vi
minh d3 luén nd lyc dat duge myc tidu minh dit ra, du thanh cong hay khong, thi vin
c6 ging dé hoan thién ban than hon mdi ngay.

Poéng Nai, Ngaydthang 5nim.2 02 6

Nghién ctru sinh

iy

Nguyén Thanh An
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TOM TAT LUAN AN

Luén 4n tién si "Téc dong cua nhan thic vé marketing vi muc ti€u xa hoi dén
truyén miéng tich cuc va y dinh mua hang lip lai: Nghién ctru hang tiéu ding nhanh tai
Viét Nam" tap trung nghién ctru vai trd ctia nhan thirc vé marketing vi muc tiéu xa hoi
(nhan thirc CRM) trong viéc tac dong dén hanh vi tiéu ding trong nganh hang tiéu dung
nhanh (FMCQG) tai Viét Nam. V61 muyc ti€u chinh 1a kham phé tac dong cia nhan thirc
vé CRM dbi vé6i hinh anh thwong hiéu, tinh yéu thuong hiéu va hanh vi truyén miéng
tich cuc, tir d6 thuc day y dinh mua hang lap lai cia nguoi tiéu ding, nghién ciru ciing
dong thoi danh gia vai tro diéu tiét cia nhém tudi (Gen Z, Gen Y so voi Gen X, Baby
Boomers) va ving mién (mién Béc, mién Trung, mién Nam). Phuong phap nghién ciru
hdn hop di duogc st dung, bao gdm phén tich dinh tinh dé tong quan tai liéu va xac dinh
cac khung 1y thuyét, cung v6i phan tich dinh lugng bang phuong phap PLS-SEM (Partial
Least Squares Structural Equation Modeling) trén mau khao sat 515 nguoi tiéu dung tai
cac thanh pho 16n nhu Ha Noi, Pa Nang, TP.HCM va Can Tho. Két qua nghién ciru chi
ra rang nhan thirc vé CRM c6 anh hudng tich cuc dén hinh anh thuong hiéu, tinh yéu
thuong hiéu va hanh vi truyén miéng tich cuc, trong d6 hinh anh thuong hiéu, tinh yéu
thuong hiéu va truyén miéng tich cyc dong vai tro trung gian quan trong thuc day y dinh
mua hang 13p lai. Ngoai ra, su khac biét giira cac nhém tudi va ving mién ciing duoc
xac nhan tuy khong manh, nhung ciing cho thiy phan nio cach phan img khac nhau ctia
ngudi tidu dung voi CRM. Vé mat 1y thuyét, nghién ctru bd sung khung 1y thuyét vé
CRM trong bdi canh thi truong mai ndi nhu Viét Nam, trong khi vé mit thyc tién, luan
an cung cap co s¢ dé cac doanh nghiép FMCG t6i wu hoa chién lugc CRM nham xay
dung hinh anh thuong hiéu bén viing va gia ting long trung thanh ctia khach hang.

Tuy nhién, luan 4n ciing van con mot s6 han ché. Thr nht, pham vi khao sat chu
yéu tap trung tai bon thanh phé) 16m, chua bao quat toan bd cac khu vuc dia ly cua Viét
Nam. Thir hai, mot sb yéu td nhu van hoa tiéu dung va mdt sb dic diém nhan khau hoc
chua dugc khai thac va phan tich sau. Do do, nghién ctru trong tuong lai nén mé rong
pham vi khdo sat dé dam bao tinh dai dién cao hon, d@)ng thoi xem xét thém cac yéu tb
van héa va nhan khau hoc khac ngoai nhém tudi va viing mién nham lam r& hon anh

huong ctia chung dén hiéu qua cia CRM. Luan 4n khong chi dong gop quan trong cho
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linh vyc nghién clru ma con mang lai gié tri thuc tién 16n trong vi¢c dinh hudng chién
lwge marketing bén virng cho cac doanh nghiép tai Viét Nam.
T khoa: Cause Related Marketing, Repurchase intention, Word of Mouth,

Brand Image, Brand Love



ABSTRACT

The doctoral dissertation titled "Impact of perception of cause-related marketing
on positive word-of-mouth and repurchase intention: A study of fast-moving consumer
goods in Vietnam" focuses on examining the role of perception of Cause-Related
Marketing (CRM) in influencing consumer behavior within Vietnam's fast-moving
consumer goods (FMCG) sector. The main objective of the research is to explore how
perceived CRM impacts brand image, brand love, and positive word-of-mouth,
subsequently fostering consumers' intention to repurchase. Additionally, the study
evaluates the moderating effects of age groups (Gen Z, Gen Y versus Gen X, Boomers)
and geographic regions (Northern, Central, and Southern Vietnam). A mixed-method
research approach was employed, combining qualitative analysis for literature review
and theoretical framework identification with quantitative analysis using Partial Least
Squares Structural Equation Modeling (PLS-SEM) on a sample of 515 consumers from
major cities such as Hanoi, Da Nang, Ho Chi Minh City, and Can Tho.

Research findings indicate that perception of CRM positively influences brand
image, brand love, and positive word-of-mouth behavior. Notably, brand image, brand
love, and positive word-of-mouth serve as significant mediators promoting consumer
repurchase intentions. Although differences across age groups and regions were
confirmed, their effects were relatively modest yet suggest meaningful variations in
consumer reactions to CRM. From a theoretical perspective, the study enriches the CRM
framework in the context of emerging markets like Vietnam. Practically, the dissertation
provides a foundation for FMCG enterprises to optimize CRM strategies, thereby
developing sustainable brand images and enhancing customer loyalty.

Nevertheless, the dissertation acknowledges certain limitations. Firstly, the
survey scope primarily concentrated on four major cities, which may not adequately
represent the broader geographic diversity of Vietnam. Secondly, certain elements such
as consumer culture and specific demographic characteristics were not deeply explored
or analyzed. Therefore, future research should expand survey coverage to achieve
greater representativeness and incorporate additional cultural and demographic factors
beyond age and regional differences to further elucidate their effects on CRM

effectiveness. Ultimately, this dissertation not only makes significant contributions to
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the field of research but also provides substantial practical value by guiding sustainable
marketing strategies for businesses in Vietnam.
Keywords: Cause Related Marketing, Repurchase intention, Word of Mouth,

Brand Image, Brand Love
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CHUONG 1: GIOI THIEU LUAN AN NGHIEN CUU

Giéi thiéu chwong 1

Chuong 1 cung cap ndi dung tong quan vé chu dé nghién ctru cta lun an, lam rd
tinh cap thiét ctia nghién ctru thong qua bdi canh thyc tién, bdi canh Iy thuyét, va khoang
trng nghién ctru can dugc khai thac. Trén co s¢ do, trinh bay muc tiéu nghién ctru va
céc cau hoi nghién ctiru mot cach cu thé. Pong thoi, dbi twong nghién ctru, phuong phap
nghién ctru cling duoc gidi thidu nhim xac dinh cach tiép cin cta luan an. Cudi cung,
chuong nay trinh bay y nghia nghién ctru va két cdu cua luan an, gitp dinh huéng rd
rang cho cac phan tiép theo.

1.1. Tinh cip thiét ciia ludn an
1.1.1. B6i canh Iy thuyét

Trong hon hai thap ky qua, nhan thic xa hdi ctia cac bén lién quan, dic biét 1a
nguoi tiéu dung, da gia ting dang ké, dit ra yéu cau ngay cang cao di véi trach nhiém
xa hoi cua doanh nghiép (CSR). Khi ngudi tiéu dung ngay cang quan tim dén cac van
dé xa hoi va moi truong, ho mong doi cdc doanh nghié€p khong chi tap trung vao loi
nhuan ma con dong gop tich cuc cho cong dong. Xu hudng nay da thuc day sy phét trién
manh mé& ctia CSR va kéo theo sy quan tdm 16n tir g161 hoc thuat, dac biét la vé tac dong
clia cac hoat dong CSR ddi vé6i hinh anh thuong hiéu, 1ong trung thanh ctia khach hang
va hiéu qua kinh doanh ctia doanh nghiép.

Mic du nghién ctru vé CSR chi thuc sy bung nd trong hon hai thap ky gan day,
linh vuc nay van cho théy su da dang dang ké va chua dat duoc su théng nhat hoan toan
vé cach tiép can. Theo Kotler, Hessekiel va Lee (2012), CSR c¢6 thé duoc doanh nghiép
trién khai thong qua sau phuong thirc chu dao, trong d6 marketing vi muc tiéu xa hoi
(cause-related marketing-CRM) duoc xem nhu mot chién luwoc quan trong gitip doanh
nghiép dong thoi thuc thi trach nhiém xa hoi va tao 1ap loi ich kinh doanh. V& ban chit,
CRM dugc mo ta 1a hoat dong marketing ma & d6 doanh nghiép cam két trich mot phan
doanh thu hoac loi nhuan tir viéc ban san phém/dich vu dé hd tro mot muc tiéu xa hoi
cu thé, qua do6 tao gié tri cho cong déng déng thoi thac drfly doanh sb va gia tang nhan
dién thuong hiéu. Twong thich véi quan diém kinh dién, CRM ciing dugc dinh nghia
nhu mot chuong trinh marketing trong d6 doanh nghiép cam két dong gép cho mot

“nguyén nhan/muc tiéu” xa hoi va mirc déng gdp duoc kich hoat truc tiép boi giao dich
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ctia khach hang (mua hang/ding ky), phan anh rd “co ché giao dich” nhu diéu kién then
chét cia CRM (Varadarajan & Menon, 1988; Kotler & Lee, 2005). So v61 CSR theo
nghia rong bao quat trach nhiém kinh té - phap 1y - dao dtic - tir thién (Carroll, 1991),
CRM la mot dang CSR “hudng thi trudong”; khac véi tir thién doanh nghiép ¢ chd phu
thudc vao doanh sd, va khac véi CSR chién lugc/ESG & mure it duoce tich hop vao tai
cAu tric chudi gid tri dai han (Porter & Kramer, 2006), dong thoi tao anh hudéng dang ké
thong qua nhan thirc va phan irng cua nguoi ti€u dung (Sen & Bhattacharya, 2001; Mohr
va cong su, 2001).

Lich sir cia CRM bit dau tir nhitng nam 1980 véi chién dich ndi tiéng cua cong
ty American Express nham hd tro du an phuc hoi Tuong Nir than Ty do. Ké tir 36, CRM
da phat trién manh mé& va trd thanh mot chién lugc marketing phé bién, dugc nhiéu
thuong hiéu 16n trén thé gidi 4p dung nham xay dyng hinh anh doanh nghiép c6 trach
nhiém va tao su két n6i v6i khach hang. Trong nhiing ndm gan day, voi su phat trién cia
cong nghé va truyén thong k¥ thuat s, CRM ngay cang md rong pham vi va hinh thtc
thuc hién, dac biét 1a thong qua cac nén tang mang xa hoi va thuong mai dién ti.

Mic du CRM da thu hut sy quan tAm 16n tir cac nha nghién ctru, nhung van con
nhiéu cau héi chua duoc gidi dap, dac biét la vé vai trod ctia nhan thirc va cam xuc cia
nguoi tiéu dung trong moi quan hé gitta CRM va y dinh mua hang 13p lai. Cac nghién
ctru chi yéu tap trung vao phan tng ban dau cua ngudi tiéu dung di véi cac chién dich
CRM, tac dong cia CRM dén hinh anh thuong hiéu va loi ich doanh nghiép, nhung chua
1am 1 cach thirc nhan thic ctia nguoi tiéu diung vé CRM va thuong hiéu ¢ thé anh
huong dén quyét dinh mua hang trong dai han. Cam xuc cua ngudi tiéu dung khi tham
gia vao mot chién dich CRM ching han nhu su tin twéng, ddng cam hay cam giac gin
két v6i thuong hiéu c6 thé dong vai trd quan trong trong viée xdy dung 1ong trung thanh
va thuc day hanh vi mua hang lap lai. Do d6, can c6 thém cac nghién ctru dé kham pha
co ché tam 1y ma qua d6 CRM tac dong dén nhan thirc, cam xtc va hanh vi tiéu ding,
cling nhu xem xét sy khac bi¢t gitra cac nhom khach hang, nganh hang va khu vuc dia
Iy dé danh gia mirc d6 hiéu qua cia CRM trong cac bdi canh kinh doanh khac nhau.

Két qua téng quan bang phudng phap bibliometric cho thiy sy gia ting dang ké
cua céac nghién cuu vé CRM, dic biét tir nam 2018 tré di. Diéu nay phan anh muc do
quan tim ngay cang 16n cua cong dong hoc thuat ddi véi chii dé nay. Trong hon hai thap

ky qua tir 1997 dén 2023, CRM da phat trién thanh mot linh vuc nghién ctru quan trong
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trong marketing va CSR, v6i s6 luong bai bao ting manh trén cac tap chi hang dau trén
thé gigi. Két qua phan tich tong quan vé CRM con cho thiy su phan bd rong khip, véi
dir lidu dugc thu thap tir 55 qudc gia, trong d6 Hoa Ky dan dau voi 129 bai bao (36.85%),
tiép theo 1a An Do (11.7%), Anh Qudc (8.85%), va Trung Qudc (6.28%). Piéu nay cho
thiy phan 16n cac nghién ciru tap trung vao bdi canh cac nude phat trién, trong khi cac
thi truong dang phat trién van chua duoc khai thac ddy du. Bén canh d6, két qua tong
quan bang k¥ thuat két ndi thu muc (Bibliographic Coupling) da gitip xac dinh bén nhom
chu dé chinh trong nghién ctru CRM, bao gdm: (1) CRM va truyén thong x3 hoi, tap
trung vao tac dong cla cac nén tang k¥ thuat sé ddi voi hiéu qua cac chién dich CRM;
(2) CRM trong kinh doanh qudc té, nghién ciru vé vai trd cia CRM trong chién lugec mo
rong thi truong va xay dung thuong hiéu toan cau; (3) CRM va su tham gia ciia nguoi
tiéu dung, xem xét cac yéu té thuc day mirc do twong tac va gan két ciia nguoi tiéu dung
v6i CRM; va (4) CRM va y dinh mua hang trong bdi canh da vian hoa, danh gia sy khac
biét trong phan mg ciia nguoi tiéu dung ddi véi CRM tai cac thi truong khac nhau.
Nhitng nhém chu dé nay phan anh xu huéng mé rong cia CRM khong chi trong
marketing truyén théng ma con sang cac linh vire nhu hanh vi tiéu dung, chién luoc kinh
doanh toan cau, va tng dung coéng nghé sd trong marketing.

Két qua phan tich 4 nhom chil dé trén da chi ra mot sé6 hudng nghién ciru tiém
ning trong twong lai nhdm mé rong tri thirc vé CRM va tbi wu hoa chién luge tng dung
ctia nd trong thuc té.

Thi nhit, cac nghién ctru trong tuong lai can tip trung vao cac yéu td anh huong
dén hiéu qua ctia CRM, vi hién nay phan 16n tai liéu chi dé cap dén su phu hop giita
thuong hiéu va nguyén nhan, trong khi cic yéu té quan trong khac nhu tinh minh bach
cta chién dich, dong lyc tam ly cua nguoi tiéu dung, va muc do cam két cta doanh
nghiép van chua dugc nghién ctru dﬁy du (Christofi va Cong su, 2020; Lafferty, Lueth
va McCafferty, 2016).

Thir hai, cdn c6 thém cac nghién ciru vé vai tro cia CRM trong chién lugec mé
rong thi truong quéc té, dac biét tai cac nén kinh té méi ndi, noi CSR va CRM c¢6 thé
tao ra loi thé canh tranh bén virng cho doanh nghiép (Singh va Pathak, 2020).

Thi ba, nghién ctru CRM hién nay chil yéu tip trung vao cic nudc phat trién,
trong khi céc thi truong méi ndi nhu An Do, Trung Quéc, Brazil van chua duoc kham

pha day di. Su khac biét vé khung phap 1y, vin héa, va hanh vi tiéu ding c6 thé anh
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huong 16n dén hiéu qua cua CRM tai cac thi trudng nay (Burgess va Steenkamp, 2006).
Do d6, can c6 thém cac nghién ctru dé dénh gia sy khac biét nay va tim ra mé hinh trién
khai CRM phu hgp cho turng khu vuc.

Tht tu, trong khi cac nghién ctru trude ddy chu yéu tép trung vao y dinh mua
hang, thi cAn mé rong pham vi nghién ctru dé xem xét anh huong cia CRM dén 1ong
trung thanh thwong hiéu, truyén miéng, va su hai 1ong cta khach hang (Singh va Pathak,
2020). Nhitng yéu t6 ndy co6 thé dong vai trd quan trong trong viéc do luong hiéu qua
lau dai cta cac chién dich CRM.

Thir nam, sy khac biét van héa cé thé tac dong dang ké dén cach ngudi tiéu dung
tiép nhan va phan hoi cac chién dich CRM (Donthu, Kumar, Pattnaik va Pandey, 2021).
Céc nghién ciru trong twong lai can so sanh phan ng ciia ngudi tiéu ding giita cac nén
van hoa khac nhau dé xac dinh cach thirc ti uu trién khai CRM trong bdi canh da van
hoa. Ngoai ra, vai tro ciia yéu té ton gido trong CRM ciing 1a mot chu dé it dugce nghién
ctru nhung c6 thé anh hudng 16n dén nhan thic va hanh vi cia ngudi tiéu dung tai cac
khu vic ¢6 nén tang tin ngudng manh mé.

Thtr sdu, su phat trién ctia thuong mai dién tir va ban 1€ truc tuyén dat ra nhu cau
can nghién ciru vé cach CRM c¢6 thé duoc ti vu hoa trong méi trudong ki thuat s6 (Singh
va Pathak, 2020). Trong khi phan 16n cac nghién ctru hién nay tip trung vao cac nganh
hang tiéu dung nhanh, thi cdc nén tang thuong mai dién tir va kinh doanh tryc tuyén van
chua duoc khai thac triét dé (Ellen, Mohr va Webb, 2000). V&i sy phat trién nhanh chong
ctia cong nghé, viéc tmg dung CRM vao mdi trudng sb c6 thé mang lai nhitng co hoi
m&i cho doanh nghiép trong viéc xay dung thuong hiéu va thiic ddy twong tac v6i khach
hang.

Tom lai, tong quan tai liéu bang phuong phap bibliometric da giup xac dinh cac
xu huéng nghién ctru chinh trong linh viee CRM, két qua cho thay sy gia tang dang ké
trong nghién ctru tir ndm 2018 trd di. Cac nghién ciru chi yéu tip trung vao tac dong
cia CRM dén hanh vi tiéu dung, vai trd ctia sy phii hop thuong hiéu véi nguyén nhan,
va anh hudng cta truyén thong xa hoi. Tuy nhién, van con nhiéu khoang tréng nghién
ctru can duogc lép dﬁy, dic biét 1a vé tac dong cia CRM tai céc thi truong moi ndi, anh

huong cua yéu t6 van hoa, va cach CRM c6 thé tang loi thé canh tranh toan cau.



1.1.2. Bdi canh thue tién

Nganh hang ti€éu dung nhanh (Fast-Moving Consumer Goods — FMCG) tai Viét
Nam déng vai trd quan trong trong nén kinh té, khong chi dép tmg nhu cau thiét yéu cua
ngudi dan ma con 1a dong luc ting trudng qudc gia. Nganh FMCG 1a mét trong nhitng
linh virc phat trién s6i dong va cé tée do ting trudng cao nhit trong khu viuc Pong Nam
A. Nganh FMCG bao gdm cac san phdm c6 gia tri thip, chu ky tiéu dung ngén, tiéu thu
nhanh va duoc mua sim thudng xuyén nhu thuc pham, d6 udng, san pham chiam soc ca
nhan va chim soc gia dinh (Kantar, 2023). Trong bdi canh kinh té toan cau day bién
dong, Viét Nam di ghi nhan muc ting truong GDP dat 5.05% trong nam 2023 (Tong
cuc Théng ké, 2023), vé1 nhitng ky vong tich cuc vé su hoi phuc manh mé cua nén kinh
té. Tuy nhién, tang truong kinh té khong dong nghia véi su 6n dinh trong hanh vi tiéu
dung. Thi trudng ban 16, mot phan quan trong cua nganh FMCG, chi ting trudng 9.6%
trong nam 2023, giam nhe so v&i cac nam trude d6 (Kantar, 2023). Piéu nay cho thay
nguoi tiéu dung dang ngay cang than trong hon trong chi tiéu, tap trung vao céac san
pham thiét yéu va tim kiém gia tri cao hon trong timg giao dich.

Nganh FMCG tai Vi¢t Nam da dat muc tang trudng 7.1% & khu vuc thanh thi,
phan 16n nhd vio sy gia ting gia san pham, trong khi khdi luong tiéu dung thyc té ¢6 xu
huéng giam (Kantar, 2023). Xu huéng niay phan anh mot thach thirc 16n ddi véi cac
doanh nghiép: khong chi duy tri doanh s6 ma con phéi xdy dung va cung cd long trung
thanh ctia khach hang. Nguoi tiéu dung ngay cang chi trong dén cac yéu td nhu trach
nhiém x4 hoi va cam két bén viing cua thuong hi¢u, vuogt ra ngoai cac ti€u chi truyén
théng nhu gia ca va chat lugng san pham (Le, Tiwari, Behl va Pereira, 2022).

Ngay nay dac biét 1a sau dai dich Covid 19, marketing vi muc ti€u xa hgi (CRM)
13 mot trong nhirng chién lugc quan trong gitup doanh nghiép xay dung hinh anh thuong
hi€u tich cuc va tao dung su gén b6 cam xuc voi khach hang. Theo bao cao cua Kantar
(2023), ngudi tidu ding Viét Nam ngay cang quan tim dén nhitng thuong hiéu thé hién
trach nhiém x4 hoi, dic biét trong bdi canh cac van dé vé moi truong va strc khoe nhan
dugc sy chi ¥ cao. Cac chién luoc nay khong chi gitip ting cuong nhan thire thuong
hiéu ma con tao ra loi thé canh tranh bén virng trén thi trudong.

Bén canh do, hanh vi tiéu dung tai Viét Nam hién nay cho théy su khac biét ro
rét gitra cac nhom tudi va viing mién. Theo cac nghién ctru cua Williams va Page (2011),

Ordun (2015), Lissitsa va Kol (2016) thé hé nguoi tiéu dung thudéc nhom Gen Z va Gen
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Y thudng uvu tién cac thuong hiéu c6 trach nhiém x3 hoi, trong khi thé hé nguoi tiéu
dung thuéc nhém Gen X va Baby Boomers lai cha trong hon dén chat lwong va tinh
kinh té ctia san pham. Pong thoi, dic diém dia Iy va vin héa ving mién ciing anh huéng
16n dén hanh vi tiéu ding (Geiger-Oneto, Nguyen, va Munch, 2023; Nguyen va Cung,
2019). Chang han, ngudi tiéu dung khu vuc mién Bic thuong wu tién cac san pham co
thwong hiéu manh va uy tin, trong khi nguoi tiéu dung mién Nam lai c¢6i mé hon véi
cac thuong hiéu méi nhung gia tri tot (Delteil, Francois, Mai va Seong, 2021).

Trong bdi canh cic xu huéng tiéu dung va thi truong bién d6i nhanh chéng, viée
nghién ctru tac dong cua cac yéu té nhu marketing vi muc tiéu x3 hoi, hinh anh thuong
hiéu, tinh yéu thuong hiéu va truyén miéng tich cuc dén ¥ dinh mua hang 13p lai 1a vo
cung can thiét. Dic biét, viéc xem xét vai tro diéu tiét ciia nhom tudi theo thé hé va kiém
soat theo viing mién s& gitip 1am r& hon cac yéu t6 dinh hinh hanh vi tiéu ding trong
nganh FMCG. Theo bédo céo cua Kantar (2023), long trung thanh cua nguoi ti€u dung
dang bi suy giam nghiém trong, doi hoi cac doanh nghiép phai d6i méi chién luge tiép
can, nang cao hinh anh thuong hiéu va xay dung cac gia tri xa hoi tich cuc dé dap ung
ky vong cua khach hang.

Nghién ctru ndy s& cung cap mét co sé thuc tién quan trong, giup cac doanh
nghiép FMCG tai Viét Nam t6i uu hoa chién lugc marketing, dong thoi thic day su phat
trién bén viing trong bdi canh canh tranh ngay cang gay gt va hanh vi tiéu dung khong
ngimg thay doi.

1.1.3 Khoang tréng nghién ciru

Tur két qua téng quan tai li¢u hé théng, luan an xac dinh ba nhém khoang tr6ng
nghién ctru chinh, bao gém: (i) khoang trong vé mit Iy thuyét va phuong phéap luan; (ii)
khoang trong vé mé hinh va bién sd; va (iii) khoang trong vé bdi canh nghién ctru. Viée
nhan dién 16 cac khoang trong nay 14 co s& quan trong dé xay dung muc tiéu, cau hoi
nghién ctru va mé hinh 1y thuyét cua luan an.

(i) Khoang trong vé mat 1y thuyét va phuong phéap luan: mac du chi dé marketing
vi muc tiéu xa hoi (CRM) di dugc nghién ciru trong nhiéu bdi canh khac nhau, song
hién nay van chua c6 nhiéu nghién ctru di sau vao mdi quan hé giira nhan thirc vé CRM
va hanh vi mua hang ctia ngudi tiéu dung, dic biét trong bdi canh da vin héa va tai cac
thi treong méi ndi nhu Viét Nam. Phan 16n cac nghién ctru tap trung & cac nén kinh té

phat trién, trong khi dac diém van hoa, cau truc xa hdi va hanh vi tiéu dung tai céc thi
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trudong moi ndi c6 nhiéu khac biét dang ké. Tai Viét Nam, CRM van con 12 mot khai
niém tuong ddi méi mé va chua c6 nghién ctru nao danh gia toan dién murc dd nhan thuc
clia nguoi tiéu dung vé CRM, ciing nhu cach thirc nhan thirc nay dnh huéng dén y dinh
mua hang 1ap lai va cac co ché trung gian lién quan. Dic biét, sy khac biét vé chi nghia
cd nhan — chu nghia tap thé, h¢ gia tri cong déng va muc do phat trién kinh té c6 thé lam
thay doi cach nguoi tiéu dung tiép nhan va phan tng véi CRM. Tuy nhién, cic yéu tb
nay chua dugc tich hgp mot cach hé thong trong cac mé hinh 1y thuyét hién co. Bén
canh do, viéc phat trién va van dung chién lugc CRM phu hop voi dac diém van hoa va
hanh vi tiéu dung ndi dia van chwa dugc khai thac ddy du trong cac nghién ciru trudc
day. Do d6, can thiét phai mo rong khung 1y thuyét CRM theo huéng gin voi bdi canh
van hoa va dic diém tiéu dung tai Viét Nam, nham cung cap bang chtng thuc nghiém
cho mot thi truong mai noi.

(2) Khoang tréng vé mo hinh va bién sé: cac nghién ctu trude day thudng tap
trung vao cac bién truyén théng nhu hinh anh thuong hiéu va long trung thanh thuong
hiéu, nhung it xem xét dén cac yéu té cam xuc sau hon ciia nguoi tiéu dung trong moi
quan h¢ vd1 CRM. Trong khi do, tai cdc xa hoi mang tinh cOng déng cao nhu Viét Nam,
yéu td cam xuc va mdi quan hé xa hoi dong vai trd quan trong trong viée dinh hinh hanh
vi tiéu ding. Do d6, can thiét phai mé rong mé hinh nghién ctru bang cach tich hop céc
bién thudc vé cam xuc véi thuong hiéu nhu tinh yéu thuong hiéu va cac hanh vi ing ho
tu nhién cua nguoi ti€u dung nhu truyén miéng, dac biét la truyén miéng tich cuc
(TMTC). Viéc nghién ctru anh hudng cia CRM dén tinh yéu thuong hiéu giup 1am 1
co ché chuyén hoa tir nhan thic sang gan két cam xuc, thay vi chi ding lai ¢ thai do
hodc long trung thanh. Déng thoi, viéc xem xét truyén miéng tich cuc nhu mot két qua
hanh vi hodc co ché trung gian gitip 1y giai cach thuong hiéu duoc ung ho va lan toa mot
cach tu nhién trong cong déng, dac bi¢t trén moi truong mang xa hoi. Nhu vay, cac
nghién ctru trude chua xay dung mot mé hinh tich hop diy du gitra nhan thie CRM —
hinh anh thurong hiéu — tinh yéu thuong hiéu — truyén miéng tich cyc — y dinh mua hang
lap lai trong cung mot cdu tric phan tich. Pay 1a khoang tréng quan trong vé mit mo
hinh va bién s6 ma luan an can bo sung.

(iii) Khoang tréng vé& bdi canh nghién ctru: mic du cac nghién ciru vé CRM va
hanh vi khach hang d3 duoc tién hanh trong nhiéu linh vyc nhu d6 thé thao, FMCG,

may mic, vién thong, dugc pham, thoi trang va du lich sinh thai, song chua c6 nhiéu



nghién ctru chuyén sau vao nganh hang tiéu dung nhanh (FMCG) tai Viét Nam. Dac
biét, sau dai dich COVID-19, thi truong FMCG tai Viét Nam da c6 nhiéu thay d6i déng
ké vé théi quen va hanh vi mua sam, song cac bang chimg thuc nghiém cap nhat trong
bdi canh nay con han ché. Ngoai ra, sy khac biét vé van hoa va hanh vi tiéu dung theo
nhom tudi va ving mién tai Viét Nam van chua dugc khai thac ddy di trong cac nghién
clru trude ddy. Trong khi do, viéc phan ting theo thé hé (Gen Z, Gen Y, Gen X, Baby
Boomers) va theo khu vuc dia Iy ¢6 thé cung cap cai nhin sau sic hon vé su khac biét
trong nhan thirc va phan tng ddi véi CRM. Do d6, ludn 4n tap trung nghién ctru trong
bbi canh thi truong FMCG tai Viét Nam, dong thoi phan tich sy khac biét theo nhém
tudi va ving mién nhiam cung cip bang ching thuc nghiém toan dién hon vé tac dong
ciia CRM dén hanh vi mua hang lap lai. Piéu nay khong chi bo sung khoang tréng trong
bdi canh nghién ctru ma con déng gop vao viée xay dung chién luoc CRM phu hop véi
dic diém tiéu dung noi dia.

Tu nhitng khoang tréng nghién ctru trén, viéc thyc hién mdt nghién ctru xem xét
tac dong clia marketing vi muyc tiéu xa hoi dén y dinh mua hang lap lai ciia nguoi tiéu
ding, xem xét vai tro trung gian cac yéu t6 hinh anh thwong hiéu, tinh yéu thuong hiéu
va truyén miéng tich cuc, cling nhu vai tro diéu tiét cua yéu té nhom tudi, vai tro kiém
soat clia yéu to viing mién ciia ngudi tiéu dung ddi véi nganh hang tiéu dung nhanh tai
Viét Nam 14 that su can thiét trong bdi canh hién nay.

1.2. Muc tiéu va cau héi nghién ciru
1.2.1. Muc tiéu nghién ciru

Muc tiéu nghién ciru tong quat

Muc tiéu téng quat cua luan an nham kiém dinh vai trd cta nhan thic vé
marketing vi muc tiéu x4 hoi ctia nguoi tiéu dung tic dong dén hinh anh thuwong hiéu,
tinh yéu thuwong hiéu va truyén miéng tich cyc tir d6 thuc day y dinh mua hang lap lai
ctia ngudi tiéu dung. Ngoai ra, nghién ctru con nham muc tiéu danh gia vai tro diéu tiét
ctia nhém tudi dugc phan loai theo thé hé tudi tré va tudi gia (nhém tudi tré bao gom
Gen Z va Gen Y, nhom tudi gia bao gdm Gen X va Baby Boomers) va sy khac nhau vé
¥ dinh mua hang 1ap lai cia ngudi tiéu dung giita cic nguoi tiéu dung theo ving mién
(Mién Bic, Mién Nam so v6i Mién Trung). Qua d6, nghién ctru dé xuat cac ham y quan
tri trong viéc xay dung chién luoc marketing vi muc ti€u xa hoi nham thac déy y dinh

mua hang lap lai ciia nguoi ti€u dung.



Muc tiéu cu thé

- Nghién ctru nham muc dich kiém dinh vai trd va co ché tac dong ctia nhan thirc
vé marketing vi muc tiéu xa hoi dén hinh anh thuong hiéu, tinh yéu thwong hiéu, truyén
miéng tich cuc ciia ngudi tiéu dung, qua d6 thuc day ¥ dinh mua hang lap lai cua nguoi
ti€u dung.

- Nghién ctru kiém dinh vai tro diéu tiét cia nhom d6 tudi khach hang dya trén
khoang cach cac thé hé (nhém Gen Z va Gen Y so v6i nhom Gen X va Baby Boomers)
d6i voi cac mdi quan hé cua cac bién trong mé hinh nghién ctru.

- Nghién ctru su khac biét vé y dinh mua hang 13p lai cta cdc nhém ngudi tiéu
dung thudc cac ving mién sinh séng khac nhau (Mién Bic, Mién Nam so véi Mién
Trung).

- Pé xuét cac ham ¥ quan tri cho doanh nghiép va cac bén lién quan trong viéc
xay dung va trién khai chién luoc Marketing vi muc tiéu xa hoi (CRM) mot cach hi¢u
qua, nham ting cudng nhan thirc ca nguoi tiéu dung va thuc ddy y dinh mua hang lap
lai.

1.2.2. Cau héi nghién ctru

bé dat duoc cac muc tiéu nghién clru cu thé, tac gid s€ tra 101 cac cau hdi nghién
clru sau:

- Vai trd ctia nhan thirc vé marketing vi muc ti€u xa hoi tac dong dén hinh anh
thuong hiéu, tinh yéu thuong hiéu va truyén miéng tich cyc thuc ddy y dinh mua hang
lap lai ciia nguoi tiéu dung nhu thé nao?

- Nhém tudi theo thé hé (nhom tudi tré “Gen Z va Gen Y”, nhom tudi gia “Gen
X va Baby Boomers) diéu tiét cac mdi quan hé cua cac yéu té trong mé hinh nhu thé
nao?

- Sur khac biét vé y dinh mua hang lap lai cia nguoi tiéu dung giita Mién Bac,
Mién Nam so véi Mién Trung nhu thé nao?

- Lam thé nao dé doanh nghiép va cac bén lién quan xay dung va trién khai chién
lugc CRM mét cach hiéu qua nham thic ddy ¥ dinh mua hang lip lai ciia nguoi tiéu
dung?

1.3. Pdi twong va pham vi nghién ctru

1.3.1. Pdi tweng nghién ciru
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Nghién ctru nay tap trung vao cic yéu td chinh, bao gdm nhén thirc vé Marketing
vi myc tiéu xa hoi1, y dinh mua hang ldp lai, hinh a&nh thuong hiéu, tinh cam thuong hi¢u,
va truyén miéng tich cuc cta ngudi tiéu ding.

1.3.2. Péi twong khao sat

Nghién ctru nay khao sat ngudi tiéu dung tai Viét Nam thudc cac thé hé Gen Z,
Gen Y, Gen X va Baby Boomers, 14 nhirng ngudi c6 nhén thirc vé Marketing vi muc tiéu
x4 hoi (nhan thic CRM) va da ting mua, tiéu dung san pham thudc nganh hang tiéu
dung nhanh (FMCG). Mau khao sat duoc thu thap tai bdn do thi 1on gdm Ha Noi, Ba
Néng, Thanh phd H6 Chi Minh va Can Tho, véi tiéu chi phan loai theo noi cu tr va bdi
canh mua sim thyc té cua nguoi trd 101. Trén co s& do, cac dia ban dugc quy udc theo
phan b6 dia 1y Béc - Trung - Nam, twong ung Mién Bac (Ha Noi), Mién Trung (Pa
Néng) va Mién Nam (Thanh phé H6 Chi Minh, Can Tho). Viéc lia chon nhém dbi twong
va dia ban khao sat nay dua trén cac ly do sau:

Thi nhat, ngudi tiéu dung di c6 trai nghiém véi cac hoat dong CRM va thudng
xXuyén mua sim céac san pham FMCG s& c6 hiéu biét sau hon vé cac chién dich marketing
gan v4i trach nhiém xa hoi, tir d6 c6 thé dua ra phan hoi chinh xac va phi hop voi ndi
dung khao sat.

Tht hai, nghién ctru lya chon bdn d6 thi 16n dai dién cho ba mién gom Ha Noi
(Mién Bic), Pa Nang (Mién Trung), Thanh phd Ho Chi Minh va Can Tho (Mién Nam).
Viéc lua chon 02 dia ban tai Mién Nam khong nham tao thién 1éch vung mién ma xuét
phat tir yéu cau phuong phép luan khi ludn an so sanh Mién Bic va Mién Nam “so v6i”
Mién Trung: (i) Mién Nam c¢6 quy mé dan sé d6 thi va thi truong FMCG 16n, muc do
hién dién CRM cao, nén viéc b sung thém maot d6 thi (Can Tho) giup ting tinh dai dién
ndi ving va giam phu thudc vao mot diém do duy nhat; (ii) trong khi d6, Mién Trung
dugc st dung nhu nhom d6i sanh véi mot trung tam do thi tiéu biéu (Pa Ning) nhim
bao dam tinh kha thi trong thu thap dit liéu va tinh nhat quan cua bdi canh tiéu dung.
Noi cach khac, “vung” 1a don vi phan tich so sanh, con “thanh phé” 1a diém thu thap dir
liéu duoc chon dé dai dién cho mdi vung trong diéu kién nguén lyc nghién ctru, tranh
danh dong ving mién véi dic trung nhay cam vé van hoa - xa hoi.

Tht ba, viéc lva chon cac nhém tudi Gen Z, Gen Y, Gen X va Baby Boomers dé
thuc hién khao sat 1a hoan toan c6 co s¢ khoa hoc va phu hop véi muc ti€u nghién curu.

Céac nhém tudi trén 1a nhitng nhom tudi da truong thanh, c6 kha nang doc 1ap tai chinh
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va tham gia diy du vao qua trinh ra quyét dinh tiéu dung, dic biét trong linh vuc hang
tiéu ding nhanh (FMCG), tir d6 ¢6 thé dua ra nhan dinh khach quan va chinh xéac vé céc
hoat dong marketeing gan vé&i trach nhiém xa hoi. Pong thoi, méi nhém tudi mang
nhirng dac diém tam 1y xa hoi, hé gia tri, thai do va nhan thic khac nhau, tir 6 hinh
thanh cac hanh vi tiéu dung khac nhau. Viéc khao sat cac nhom tudi nay cho phép phan
tich va so sanh su khac biét trong nhan thirc va phan Gng cta ngudi tiéu dung ddi véi
CRM, qua d6 1am 13 vai tro cua yéu té nhém tudi trong nghién ctru hanh vi tiéu ding
hién dai. Bén canh d6, cac nhom tudi nay ciing c6 muc do tiép xuc cao voi truyén thong
marketing va thuong 1a d6i trong muc tiéu cta cac chién dich CRM, nén ¢6 kinh nghiém
thuc té dé dua ra phan hdi phu hop vé1 nd1 dung khao sat. Vi vay, viéc lua chon Gen Z,
Gen Y, Gen X va Baby Boomers khong chi dam bao tinh dai dién ctia mau khdo sat ma
con gop phan nang cao gia tri phan tich da chiéu cho nghién ctru. Ngoai ra, nghién ctru
khong lya chon nhom tudi Gen Alpha (sinh tir ndm 2012 trd vé sau) dé diéu tra khao sat
vi ddy 1a nhom tré em chua c6 kha ning tu chi tai chinh va chua tham gia day da vao
qua trinh ra quyét dinh tiéu dung ca nhan, dic biét d6i vi cac san pham gan voi thong
diép trach nhiém xa hoi nhuw CRM. Céc hanh vi tiéu dung ctia nhom tudi nay phan 16n
do cha me hodc nguoi gidm ho quyét dinh, nén viéc khao sat truc tiép s€ khong phan
anh dang nhan thure va hanh vi tiéu dung c4 nhan trong tdm cia nghién ctru. Hon nira,
viéc khao sat tré em dat ra nhidu yéu cau khat khe vé dao dtrc nghién ctru va sy dong ¥
cua nguoi gidm hg, gdy kho khan trong thu thép dir li¢u dai tra. Do dd, nghién ctru khong
thue hién khao sat nhom tudi Gen Alpha 1 phu hop vé mit phuong phap luan, dao dirc
nghién ctru va dadm bao tinh dai dién ctia mau khao sat.

Thtr tu, ngoai hai tiéu chi phan nhém chinh 1a vung dia 1y va thé hé, khao sat con
thu thap cac dac diém nhan khau hoc quan trong khac nhu gidi tinh, trinh d§ hoc van,
thu nhap. Viéc phan chia cac khoang thu nhap hang thang dugc xay dung trén co s&
khoa hoc va thyc tién nhim phan anh khac biét vé kha nang chi trd va mac do nhay cam
gia trong tiéu dung FMCG, ddng thoi phu hop vé6i bdi canh thu nhap tai Viét Nam. Cu
thé, cac ngudng thu nhdp duoc xac 1ap dua trén céac mdc tham chiéu vi mé nhu thu nhap
binh quan va ngudng thu nhap nén cua lyc lugng lao dong.

1.3.3. Pham vi nghién ctru

- Pham vi vé ngi dung nghién ciru
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Lu4n 4n ndy chi tip trung nghién ctru cac yéu té lién quan dén nhan thic vé
marketing vi myc tiéu xa hoi, hinh anh thuong hiéu, tinh yéu thuong hiéu, truyén miéng
tich cyc va y dinh mua hang lap lai cia nguoi tiéu dung ddi véi nganh hang tiéu dung
nhanh tai Viét Nam.

- Pham vi vé khong gian, thoi gian

Pham vi khao sat ciia nghién ctru 1a tai céc si€u thi hodc cac trung tdm thuong
mai tai 4 thanh phd 16n 1a Ha Noi, Pa Ning, Ho6 Chi Minh va Can Tho noi ma ngudi
tiéu dung c6 nhiéu kha ning tham gia mua cac san phdm cac san pham thudc nganh hang
tiéu dung nhanh va c6 nhiéu kha nang xuat hién nhiéu cac hoat dong lién quan marketing
vi muc tiéu xa hoi.

Thoi gian thuc hién khao sat dién ra trong giai doan 2024-2025.

1.4. Phwong phap nghién ciru

Phuong phap nghién ctru hdn hop (dinh tinh két hop dinh luong) duoc st dung
trong luan an dé dat duoc cac muc tiéu nghién curu trén, cy thé:

(i) Giai doan nghién ciru tong quan va phat trién thang do

Trong giai doan nay, tac gia sir dung két hop cic phuong phap phan tich tai liéu
va kham pha nham xay dung co so 1y thuyét va dé xuat mé hinh nghién ctru.

Trude hét, phuong phap phan tich trac lwong thu muc (Bibliometric analysis), cu
thé 1a k¥ thuat phan tich két ndi thu muc (Bibliographic Coupling), dugc str dung dé
phan tich dir lidu thir cip tir cac co so dit liéu khoa hoc qudc té. Phuong phép nay dua
trén cac chi sd dinh luong nhu sb lugng trich dan, mdi lién két tai liéu tham khao chung
va phén tich mang lu6i nham xac dinh cdc cum nghién ciru, xu hudng phat trién va céc
huéng tiép can chu dao trong linh vuc nghién ctru. Do d6, bibliometric duoc xem 14
phuong phéap phan tich dinh luong thir cap trong tong quan tai lidu.

Bén canh 4o, tac gia thyc hién téng quan tai li¢u co6 h¢ théng (Systematic
Literature Review — SLR) nhdm phan tich siu cac nghién ctru lién quan dén ¥ dinh mua
hang 13p lai va cac bién s trong mé hinh. Phuwong phép nay gitip xac dinh ly thuyét nén,
hé théng hoa khai niém va phat hién khoang tréng nghién ctru.

Ngoai ra, phwong phap phong van tay d6i duoc tién hanh nham diéu chinh va
hoan thién thang do cho phu hop véi bdi canh nghién ctru tai Viét Nam. Phuong phap
nay mang tinh dinh tinh khdam ph4, hd trg hiéu chinh ndi dung thang do trude khi tién

hanh khao sat dinh lugng.
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(ii) Giai doan nghién cvru dinh lwong:

- Nghién ctru dinh lugng so bg (n=150): Thang do dugc hinh thanh & budce dinh
tinh s& dugc khao sit so bd 150 nguoi tiéu dung theo phuong phap chon mau thuan tién.
Két qua khao sat s& dugc dung dé phan tich do tin cdy theo Cronbach’s Alpha va phan
tich nhan t6 kham pha (EFA) dé hiéu chinh thang do ctia cac khai niém. Tir d6, cac thang
do dugc hoan chinh va hinh thanh thang do chinh thuec.

- Nghién ctru dinh lugng chinh thitc (n=515): thong qua phan mém Smart-PLS,
tac gia danh gid mo hinh do ludng va mo hinh céu trac véi cach tiép can theo binh
phuong tdi thiéu timg phan PLS SEM (Partial Least Squares SEM) dé kiém dinh cac
gia thuyét nghién ctru. Bén canh d6, sau khi danh gi4 tinh hop 1é cia mé hinh co so,
phuong phap do luong su bat bién cia mo hinh tong hgp (MICOM) va phan tich da
nhém (multi-group analysis) duoc st dung dé kham pha vai tro diéu tiét ctia bién phan
loai nhom tudi theo thé hé (nhom tudi tré (Gen Z va Gen Y) va nhom tudi gia (Gen X
va Baby Boomers).

1.5. Y nghia ciia nghién ciru
1.5.1. Y nghia vé 1y thuyét

Trudc tién, nghién ciru ndy khang dinh rang nhan thirc vé marketing vi myc tiéu
xa hoi (nhan thirc CRM) c6 tac dong tich cuc va dang ké dén hinh anh thuong hiéu, tinh
yéu thuong hiéu, va truyén miéng tich cuc. Nhimng phat hién nay khong chi cung cb co
so 1y thuyét hién c6 ma con lam sang to mot s khia canh quan trong trong bdi canh Viét
Nam.

Dau tién, két qua ctia nghién ctru chi ra rang nhan thitc CRM gdp phan ning cao
hinh anh thuong hiéu. Piéu nay hoan toan phu hop véi cac nghién ctu trude day nhu
Dean (2003), Nan va Heo (2007), va Moosmayer va Fuljahn (2010), khi cé4c tac gia da
nhan manh rang CRM c6 thé xay dung hinh anh thwong hiéu tich cuc thong qua viéc
lién két thuong hiéu véi cac gia tri x3 hoi. Tuy nhién, mot diém dang chi ¥ tir nghién
clru nay 14 tai Viét Nam, yéu to van héa c6 anh huong manh mé dén cach ngudi tiéu
dung danh gia CRM. Cu thé, nguoi tiéu dung Viét Nam uu tién cac chién dich CRM tap
trung vao cac van dé cong dong, nhu bao vé méi truong hoic hd trg gido duc. Piéu nay
khac biét dang ké so vdi cac nghién ctru & phuong T4y, noi ma loi ich tai chinh truc tiép
tir cac chién dich CRM thuong dugce danh gid cao hon (Koschate-Fischer, Stefan va

Hoyer, 2012).
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Hon nita, két qua nghién ctru dd khang dinh ring nhan thic CRM c6 tac dong
tich cyc dén tinh yéu thuong hiéu, phu hop vé6i 1y thuyét trao d6i xa hoi (Blau, 2017) va
cac nghién ctru thuc nghiém nhu cua Carroll va Ahuvia (2006), Bergkvist va Bech-
Larsen (2010). Cac nghién ctru nay chi ra rang khi ngudoi tiéu dung nhan thiy doanh
nghi¢p thuc hién cac hoat dong xa hoi co trach nhiém, ho thuong c6 xu hudéng phat trién
tinh cam tich cyc d6i voi thuong hiéu. Tuy vy, nghién ciru ndy b sung thém mot diém
quan trong, tai Viét Nam tinh yéu thuong hiéu khéng chi duoc thuc day boi cac gia tri
6t 151 ctia san pham ma con boi su twong tac x4 hoi va truyén théng, dic biét trén cac
nén tang mang xa hoi. Pac diém nay ndi bat & nhom Gen Z va Gen Y, bo sung thém goc
nhin méi ma cac nghién ctru trude day it dé cap.

Ké tiép, nghién ctru nhan manh rang nhan thitc vé CRM thuc day truyén miéng
tich cuc (TMTC), mdt phat hién phu hgp vdi cac nghién ciru ciia Karjaluoto, Munnukka,
va Kiuru (2016) va Dam (2020). Truyén miéng tich cuc, vén dugc coi 1a mot trong
nhimng két qua quan trong ctia CRM, gitip lan téa thong diép thwong hiéu mot cach hiéu
qua. Tuy nhién, trong bbi canh Viét Nam, truyén miéng tich cuc khong chi xay ra qua
cac kénh giao tiép truc tiép ma con duoc khuéch dai manh mé trén cac nén tang mang
xa hoi. Piéu nay khéac biét v6i cac nghién ciru & cac nude phat trién, noi truyén miéng
tich cuc thuong tap trung vao cac mbi quan hé ca nhan tryc tiép hon (Liu va Gal, 2011).

Déi v6i vai tro trung gian cia hinh anh thuong hiéu va tinh yéu thuong hiéu, két
qua nghién ctru khang dinh rang hinh anh thuong hiéu déng vai tro trung gian quan
trong, chuyén hoa nhan thirc CRM thanh y dinh mua hang 13p lai va truyén miéng tich
cuc. Két qua nay phu hop voi nghién ciru cia Vanhamme, Lindgreen, Reast va van
Popering (2012), noi hinh anh thuong hiéu tich cuc dugc xac dinh 13 yéu té tao dung
niém tin va thiic day hanh vi tiéu dung tich cuc. Pang chu ¥, trong bbi canh Viét Nam,
hinh anh thuong hi¢u khong chi phan 4nh chat lwong san pham ma con dai dién cho cam
két x4 hoi cta thuong hiéu ddi véi cong dong. Pay 1a mot bd sung gid tri cho hé thdng
1y thuyét hién tai, dic biét trong cac thi trudng méi noi.

Ngoai ra, tinh yéu thuong hiéu, von duge coi 1a mot yéu t& cam xic manh mé,
tiép tuc dugc chirg minh 1 cau ndi hiéu qua dé thic day y dinh mua hang lap lai. Diéu
nay hoan toan phu hop vi cac nghién clru trede nhu cia Carroll va Ahuvia (2006) va
Batra, Ahuvia va Bagozzi (2012). Tuy nhién, nghién ctru ndy mé rong thém rang tai Viét

Nam, tinh yéu thuong hiéu khong chi xuat phat tir chat lugng san phadm ma con tir cam
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két x3 hoi cua thuong hi¢u. Su gén b6 cam xUc nay dac biét manh mé & nhém Gen Z va
Gen Y, nhan manh tdm quan trong cta cam xtic xa hdi trong viéc xay dung long trung
thanh thuong hi¢u.

Déi v6i vai tro cua truyén miéng tich cuc va y dinh mua hang lip lai, nghién ctu
tiép tuc nhdn manh rang truyén miéng tich cuc khong chi 1a mot két qua hanh vi ma con
12 mot yéu t6 trung gian quan trong giup lan toa théng diép thuong hiéu. Két qua nay
phu hgp voi1 cac nghién ciou cua Arndt (1967) va Hennig-Thurau, Gwinner, Walsh va
Gremler (2004), truyén miéng tich cuc dugc coi 1a mot phuong thirc hidu qua dé tao
dung long tin va thuc day tiéu dung. Tuy nhién, diém nhan dic biét trong nghién ciru
nay la tai Viét Nam, truyén miéng tich cuc chu yéu dién ra trén cac kénh truyén thong
xa hoi, tao ra sy lan toa nhanh chong va rong rdi hon so voi cac kénh truyén thong. Cudi
cung, nghién ctru cho thiy ¥ dinh mua hang lip lai khong chi xuit phat tir chat luong
san pham hay gia ca ma con tir su cam két xa hoi ma thuong hiéu thé hién. Két qua nay
phu hop v6i cac nghién clru trude nhu cua Davidow va Leigh (1998) va Chaudhuri va
Holbrook (2001). Tuy nhién, nghién ctru nay bd sung thém rang tai Viét Nam, y dinh
mua hang l3p lai khong chi 1a mot hanh vi tiéu ding ma con 1a sy thé hién cam két cta
ngudi tiéu dung dbi véi cac gia tri x3 hoi ma thuong hiéu dai dién. DPiéu nay 1am sang
to thém vai trd cia y dinh mua hang 13p lai trong céac thi truong noi gié tri xa hoi va cam
xuc dong vai tro quan trong.

Két qua nghién ctru khong chi xac nhan mé hinh S-O-R ma con mé rong mé hinh
nay khi tich hop thém cac yéu t6 nhan khau hoc, cu thé 1a nhom tudi va ving mién. Day
1a mot dong gop 1y thuyét quan trong, 1am 1 cach cac yéu tb nay diéu tiét moi quan hé
gitra kich thich (nhén thiee CRM), cam xtic (hinh dnh thuong hi€u, tinh yéu thuong hi¢u)
va hanh vi (truyén miéng tich cuc, ¥ dinh mua hang lap lai).

Dbi véi vai tro diéu tiét cia nhom tudi, nghién ctru cho thdy nhom Gen Z va Gen
Y c6 xu hudng phan trng tich cuc hon voi céac chién dich CRM, dic biét 1a nhiing chién
dich c6 tinh sang tao va lién quan dén cc van dé xa hoi néng nhu méi truong va binh
dang x3 hoi. Didu nay phan anh su nhay cam cao cta cac thé hé tré véi trach nhiém xa
hoi va sy ky vong vao vai tro ctia doanh nghiép trong viéc cai thién cong dong. Nguoc
lai, Gen X va Baby Boomers c6 xu hudng quan tim hon dén cac yéu té truyén thong
nhu chit lvong san pham hodc do tin cdy cua thuong hiéu. Diéu nay bo sung thém vao

1y thuyét nhan khau hoc trong hanh vi ngudi tiéu dung. Két qua nay hoan toan tuong
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ddng voi nghién ctru cua Solomon, Russell-Bennett va Previte (2012) va Hair, Hult,
Ringle, va Sarstedt (2021).

Hon thé nita, nghién ctru ciing chi ra rang phan tmg cta nguoi tiéu dung d6i voi
CRM c0 sy khac biét rd rét giira cac ving mién. Diéu nay phu hop véi Iy thuyét vin hoa
(Hofstede, 1984), nhung nghién ctru nay di sau hon khi giai thich rang nhitng khéc biét
nay khong chi 1a vin hoéa ma con phan anh sy phat trién kinh té va cac dic diém xa hoi
dac thu cua tirng khu vyc tai Viét Nam.

1.5.2. Y nghia vé thuec tién

Luan 4n khéng chi cung cép co s& 1y thuyét viing chic vé marketing vi muc tiéu
xa hoi (CRM) trong nganh hang tiéu ding nhanh (FMCG) mé con mang dén nhiéu dong
g6p thuc tién quan trong, gitp doanh nghiép toi wu héa chién lugc marketing va nang
cao hi¢u qua kinh doanh.

Thi nhat, lun 4n cung cép bang chtng thuc nghiém vé tic dong ciia nhan thirc
vé CRM dén y dinh mua hang 1dp lai ciia nguoi ti€u dung, dac bi¢t vai vai tro trung gian
clia cac yéu to nhu hinh anh thuwong hiéu, tinh yéu thuong hiéu, truyén miéng tich cuc
va y dinh mua hang lip lai. Két qua nghién ctru cho thdy nhan thirc vé CRM cua nguoi
tiéu dung c6 thé gitp doanh nghiép nang cao hinh anh thuong hiéu, tao dung mdi quan
hé cam xuc manh mé& hon véi khach hang tir d6 thuc day 1ong trung thanh cta ho. Piéu
nay dic biét quan trong trong bdi canh canh tranh ngdy cang gay git, khi khach hang
khong chi quan tdm dén chat lugng san pham ma con danh gia cao nhiing thuong hiéu
¢0 trach nhiém xa hoi.

Thi hai, luan an giap doanh nghiép hiéu ré hon vé hanh vi ciia tirng phan khic
khach hang khi tiép can cac chién dich CRM. Két qua nghién ctru chi ra ring nhom
khach hang tré tudi (Gen Z, Gen Y) ¢ xu hudng ung ho cac thuong hiéu c6 chién dich
CSR va CRM 10 rang, minh bach, trong khi nhém khach hang 16n tudi hon (Gen X,
Baby Boomers) quan tdm nhiéu hon dén tinh x4c thuc va loi ich ma chién dich mang
lai. Dya trén phét hién nay, doanh nghiép c6 thé ca nhan héa thong diép marketing, thiét
ké chién dich phii hop véi timg nhom khach hang dé t6i wu hoa mire do tiép nhan va tac
dong cua CRM.

Thi ba, ludn 4n 1am rd vai tro cta cac yéu td trung gian va diéu tiét trong mbi
quan hé giita nhan thitc vé CRM va ¥ dinh mua hang lip lai ciia ngudi tiéu dung. Céc

yeu t0 nhu sy tin twong vao thuong hi€u, muc do gan két c4 nhan véi nguyén nhan, va



17

nhan thic vé dong co cua doanh nghiép déng vai trd quan trong trong viéc quyét dinh
mirc d6 hiéu qua cta chién dich CRM. Piéu nay goi y rang doanh nghiép khong chi can
dau tu vao céac chién dich marketing vi muc ti€u xa hgi ma con can dam bao tinh chan
thuce, tranh bi khach hang danh gia 1a chiéu trd marketing hodc loi dung CSR chi dé ting
doanh sb.

Tht tu, luan 4n cung cip dinh hudng rd rang cho cac doanh nghiép trong viée
xay dung chién lvgc CRM dai han, thay vi chi tap trung vao cac chién dich ngén han
nham thu hut sy cht . Két qua nghién ciru chi ra rang cac chién dich CRM c6 sy lién
két manh mé véi gia tri ot 16i cua thuong hiéu s€ co tac dong bén viing hon, gitp doanh
nghiép khong chi gia ting doanh s trong ngan han ma con xay dung long trung thanh
thuong hiéu va su gin bo dai han tir khach hang.

Cudi cung, ludn &n con c6 gia tri tham khao cho cac nha hoach dinh chinh sach
va céac to churc phi loi nhuan trong viéc hop tac voi doanh nghiép dé trién khai céc
chuong trinh CRM hiéu qua hon. Viéc hiéu rd cach khach hang phan tmg voi CRM c6
thé gitp cac bén lién quan thiét ké cac chuong trinh hop tac pht hop hon, t6i wu hoa tac
dong xa hoi cua chién dich, déng tho1 mang lai 191 ich kinh doanh bén viing cho doanh
nghiép.

1.6. Két cau ciia luin an

Chuong 1. Tong quan van dé nghién ctru. Chuong 1 trinh bay vé tinh cip thiét
ctia dé tai, muc tiéu va cau hoi nghién ctru, di twong va pham vi nghién ctru, so luge vé
phuong phap nghién ctru va y nghia cua nghién ctru.

Chuwong 2. Co sé ly thuyét va mé hinh nghién ciru. Noi dung cta chuong 2
trinh bay tong quan cac nghién ctru lién quan thong qua 2 phuong phap gdm bibliometric
va tong quan tai liéu c6 hé thong (systematic review) nham tong hop va tim ra khe hong
nghién ciru. Tir 46, tac gia lua chon 1y thuyét nén va xay dung céc gia thuyét nghién ciru
va d& xuit mé hinh nghién ctru.

Chuong 3. Thiét ké nghién ciru. Chuong 3 trinh bay quy trinh nghién ciru tong
quat, bao gdm cac budc thyc hién nghién ctru dinh tinh va dinh lvong. Trong d6, phuong
phép thu thap dir liéu, kich thuéc cia mau, chon mau, phuong phap xir 1y dit liéu ciing

duogc trinh bay chi tiét trong phan nay.
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Chuong 4. Két quéa nghién ciru va thdo luin. Chuong 4 s& trinh bay két qua
thong ké mo ta mau, phan tich, kiém dinh cac thang do, kiém dinh cac gia thuyét nghién
ctru, va cudi cung 13 thao luan két qua nghién ctru.

Chuwong 5. Két luan va ham y quan tri. Noi dung cta chuong 5 trinh bay két
luan cho nghién ctru, dong thoi ddi chiéu va dé xuat cac ham y quén tri cho cac bén lién
quan. Cudi cing, trinh bay nhitng han ché va huéng nghién ciru tiép theo trong twong
lai.

Tai liéu tham khao: Liét ké cac tai liéu tham khao duoc trich dan trong luan an.

Phu luc: Phan nay trinh bay céc ndi dung bd sung va chua duoc thé hién trong
bai.
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CHUONG 2. COSOLY THUYET VA MO HINH NGHIEN CUU

Gidi thiéu chwong 2

Chuong 2 duogc xay dung véi muc tiéu xac dinh cadc xu hudng nghién curu hién
tai, nhan dién nhitng khoang tréng trong nghién ctru lién quan va 1am co s& cho viée xay
dung gia thuyét cling nhur dé& xuat mé hinh nghién ctru cta ludn an. Dé dat duoc muc
tiéu nay, dau tién, tic gia tién hanh tong quan nghién ctru nham xac dinh cac xu hudng
nghién ctru ndi bat trong linh viwc Marketing vi muc tiéu x3 hoi (Cause-Related
Marketing - CRM) bang phuong phéap phan tich tric lugng thu muc (bibliometric
analysis), cu thé 12 phuong phép lién két thu muc (bibliographic coupling). Két qua tir
qua trinh nay giup nhan dién cac chu dé nghién ciru trong tdm ciing nhu su phat trién
cua linh vuc qua thoi gian.

Tiép theo, tir nhitng xu hudng nghién ctru chinh dugc nhan di¢n, luan an lya chon
mot huéng nghién ciru ¢6 tiém ning va tién hanh tong quan c6 hé thong (systematic
literature review) nham xac dinh rd cac khoang trong nghién ciru. Viéc xac dinh céc
khoéng tréng nay khong chi gitp dinh hudéng rd hon cho ludn 4n ma con cung cap co s&
khoa hoc cho viéc phat trién mo hinh nghién cuu.

Sau khi x4c dinh khoang tréng nghién ciru, ludn an xac dinh khung 1y thuyét bang
cach Iya chon cac nén tang 1y thuyét phu hop, tir d6 phat trién cac gia thuyét nghién ciru
va dé& xuit moé hinh nghién ctru cho luan an. M6 hinh nay dugc ky vong s& dong gop
dang ké vao 1y thuyét CRM ciing nhu mang lai gia tri thuc tién trong viéc trién khai
chién lugc marketing vi muc tiéu x3a hoi cua doanh nghiép.

2.1. Tong quan va phan tich cic xu hwéng nghién ciru vé Marketing vi muc tiéu xa
hoi
2.1.1 Phén tich tric lwong thw muc

Trong nghién ctru nay, phuong phap phan tich tric luong thu muyc (bibliometric)
dugc st dung nhu mét cong cu phan tich dinh lugng dir li¢u thu muc nham hd tro qua
trinh téng quan 1y thuyét. Khac véi tong quan tai liéu truyén thdng (Narrative review)
hay tong quan tai liéu c6 hé thong (Systematic Literature Review), von tip trung vao
phan tich va dién gidi n01 dung hoc thuét, bibliometric dua trén cac chi s6 dinh luong

nhu s6 14n trich dan, lién két thu muc (bibliographic coupling), dong trich dan (co-
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citation) va phan tich mang lu6i dé nhan dién cdu truc tri thirc, cac cum nghién ctru va
xu huéng phat trién cta linh vuc.

Trong luan 4n nay, k¥ thuat phan tich két ndi thu muc duoc lya chon nham xéc
dinh muc d6 lién két giira cac cong trinh thong qua sd luong tai liéu tham khao chung.
Céch tiép can nay cho phép nhdn dién cac cum nghién ciru, xac dinh nhom tac gia va
cac truong phai hoc thudt cé anh hudng, dong thoi phat hién cac huéng nghién ctru méi
va xu huéng phat trién cta linh vuc theo thoi gian. Do d6, bibliometric trong luan an
dugce xem 13 phuong phép phan tich dinh luong thir cAp, dong vai trd hd tro tong quan
Iy thuyét bang cach cung cip nén tang khach quan dé xac dinh khoang tréng nghién ctru
va dinh huéng xay dung mo hinh 1y thuyét.

Dt liéu phuc vu phan tich dugc thu thap tir co s¢ dit 1i€éu Web of Science (WoS)
voi tu khoa “Cause-Related Marketing” xuét hién trong ti€u dé, tom tat hodc tir khoa
clia bai bao, gidi han trong cac cong bd khoa hoc bang tiéng Anh giai doan 1997-2023.
Sau qua trinh sang loc nham loai bé cac nghién ctu trung 1dp va khong lién quan, tong
cong 350 bai bao déap tng ti€u chi lya chon dugc dua vao phan tich. Qua trinh xtr 1y dir
lidu dugc thue hién bang phin mém VOSviewer, cho phép truc quan hda mang ludi trich
dan, xac dinh cac nhom tac gia ¢ anh hudng, cac chu dé nghién ctru chinh va sy phat
trién cua linh viee CRM theo thoi gian.

Két qua phan tich bibliometric cung cip cai nhin hé thong vé ciu trac tri thirc va
tién trinh phat trién ctia nghién ctru CRM, ddng thoi 1am co s dé xac dinh xu hudng
nghién ctru hién tai va nhitng khoang trng can tiép tuc khai thac. Trén nén tang do, tac
gia tiép tuc thuc hién tong quan tai lidu ¢ hé thong nham phan tich ndi dung cac cong
trinh tiéu biéu, hé théng hoa co sé 1y thuyét va xay dung khung khai niém phuc vu dé
xuét md hinh nghién ctru. Noi dung chi tiét vé quy trinh va k¥ thuat phan tich duoc trinh
bay tai Phu luc 2.

2.1.2 Két qua phén tich tric lwong thw muc

(1) Két qua phan tich

Két qua phan tich bibliometric (Phu luc 2) cho thiy su gia ting dang ké cua cac
nghién ctru vé Marketing vi muc tiéu xa hoi (Cause-Related Marketing - CRM), dac biét
tir nam 2018 tr¢ di. Pidu nay phan danh mic do quan tdm ngay cang 1on cua cong dong
hoc thuat dbi véi chu dé nay. Trong hon hai thap ky qua tir 1997 dén 2023, CRM da phat

trién thanh mot linh vuc nghién ctru quan trong trong marketing va trach nhiém xa hoi
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doanh nghiép (CSR), v6i sb luong bai bao ting manh trén céc tap chi hang dau nhu
Journal of Business Ethics, Journal of Business Research, International Marketing
Review, Psychology and Marketing, va International Review on Public and Nonprofit
Marketing. Trong d6, Journal of Business Ethics 1a tap chi c6 s lwong trich din cao
nhat, cho thdy mutrc d6 4nh hudng rong rii cia cac nghién ciru CRM duge cong bd trén
tap chi nay. Bén canh d6, két qua phén tich trich dan ciing chi ra ring 10 bai bdo hang
dau vé CRM c6 tong sb trich din vuot 2100, trong d6 tap trung vao tac dong cia CRM
dén hanh vi tiéu dung, vai trd cta sy phu hop gitra thuong hiéu va nguyén nhan, va anh
huong cta cac chién dich CSR dén hinh anh doanh nghiép. M6t s nghién ciru tiéu biéu
bao gébm The Influence of Cause-Related Marketing on Consumer Choice: Does One
Good Turn Deserve Another? (Barone, Miyazaki va Taylor, 2000) voi 491 trich dan, A
Typology of Consumer Responses to Cause-Related Marketing: From Skeptics to
Socially Concerned (Webb va Mohr, 1998) véi 480 trich dan, va Consumer Responses
to Corporate Social Responsibility (CSR) Initiatives: Examining the Role of Brand-
Cause Fit in Cause-Related Marketing (Nan va Heo, 2007) v&i 472 trich dan. Nhiing
nghién ctru nay di dit nén tang quan trong cho sy phat trién cia CRM va tiép tuc duoc
trich dan rong rii trong cac nghién ctru sau nay.

Két qua phan tich vé CRM con cho théy su phan bd rong khép, vo1 dir liéu duoc
thu thap tir 55 qudc gia, trong d6 Hoa Ky dan dau v6i 129 bai bao (36.85%), tiép theo
12 An D6 (11.7%), Anh Qubc (8.85%), va Trung Qudc (6.28%). Piéu nay cho thiy phan
16n cac nghién ctru tap trung vao bdi canh cac nudce phat trién, trong khi cac thi trudng
dang phat trién van chua dugc khai thac day di.

Bén canh d6, két qua phan tich con cho thiy thong qua viéc 1ap ban do khoa hoc
thong qua k¥ thuét két ndi thu muc di gitp xac dinh bén nhom cha dé chinh trong nghién
ctru CRM, bao gdm: (1) CRM va truyén thong xa hoi, tap trung vao tic dong ciia cac
nén tang k¥ thuét sé déi voi hiéu qua cac chién dich CRM; (2) CRM trong kinh doanh
qudc té, nghién ciru vé vai trd cia CRM trong chién lugc mé rong thi trudng va xay
dung thuong hiéu toan cau; (3) CRM va su tham gia cia nguoi tiéu dung, xem xét cac
yéu t6 thuc day mirc d6 twong tac va gan két cia ngudi tiéu dung véi CRM; va (4) CRM
va ¥ dinh mua hang trong béi canh da vin hoa, danh gia su khac biét trong phan tng
clia nguoi tidu dung d6i véi CRM tai céc thi truong khac nhau. Nhirng nhém chu dé nay

phan anh xu hudéng mo rong cia CRM khong chi trong marketing truyén théng ma con
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sang cac linh vuc nhu hanh vi tiéu dung, chién luoc kinh doanh toan ciu, va tng dung
cong nghé sb trong marketing.

(2) Mot s6 xu huéng nghién ciru hién tai vé CRM

Két qua phan tich bibliometric (Phu luc 2) dé chi ra mot s huéng nghién ctru
tiém ning trong tuong lai nham mé rong tri thire vé CRM va t6i wu hoa chién luoc tng
dung cta no trong thuc té. Thir nhat, cac nghién ciru trong twong lai can tip trung vao
cac yéu t6 anh huong dén hiéu qua ciia CRM, vi hién nay phan 16n tai liéu chi dé cap
dén su phu hop giita thurong hiéu va nguyén nhén, trong khi cac yéu td quan trong khéc
nhu tinh minh bach cua chién dich, dong luc tdm 1y cua nguoi tiéu dung, va mic do cam
két ctua doanh nghi¢p van chua dugc nghién ctru déy du (Christofi va Cong su, 2020;
Lafferty va cong su, 2016).

Thi hai, can c6 thém cac nghién ctru vé vai trd cia CRM trong chién luoc mé
rong thi trudng quéc té, dic biét tai cac nén kinh té méi ndi, noi CSR va CRM c6 thé
tao ra loi thé canh tranh bén virng cho doanh nghi¢p (Singh va Pathak, 2020).

Thir ba, nghién ctru CRM hién nay chil yéu tap trung vao cic nudc phat trién,
trong khi céc thi truong maéi ndi nhu An D9, Trung Quéc, Brazil van chua dugc kham
pha day du. Su khac biét vé khung phép 1y, vin hoa, va hanh vi tiéu dung c6 thé anh
huong 16n dén hiéu qua cia CRM tai cac thi truong nay (Burgess va Steenkamp, 2006).
Do d6, can c6 thém cac nghién ctru dé danh gia sy khac biét ndy va tim ra mé hinh trién
khai CRM phu hgp cho tirng khu vuc.

Tht tu, trong khi cac nghién ctru trude ddy chu yéu tép trung vao y dinh mua
hang, thi cAn mo rong pham vi nghién ciru dé xem xét anh huong cia CRM dén 1ong
trung thanh thuong hiéu, hanh vi truyén miéng (word-of-mouth), va sy hai 1ong cua
khach hang (Singh va Pathak, 2020). Nhirng yéu t6 ndy c6 thé dong vai trd quan trong
trong viéc do luong hiéu qua lau dai ctia cac chién dich CRM.

Thtr ndm, sy khac biét van hoa c6 thé tac dong dang ké dén cach nguoi tiéu dung
tiép nhan va phan hdi cac chién dich CRM (Donthu va cong su, 2021). Cac nghién ciru
trong tuong lai can so sanh phan tng cta ngudi tiéu dung giita cac nén vin hoa khéc
nhau dé xac dinh cach thirc t6i wu trién khai CRM trong bdi canh da vin héa. Ngoai ra,
vai tro ctia yéu t6 ton gido trong CRM ciing 1a mot chu dé it duoc nghién ctru nhung c6
thé anh huong 16n dén nhan thirc va hanh vi ciia ngudi tiéu dung tai cac khu vire ¢6 nén

tang tin ngudng manh me.
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Thir sdu, su phat trién cua thuong mai di€n tir va ban 1¢é truc tuyén dit ra nhu cau
can nghién ciru vé cach CRM c6 thé duoc ti vu hoa trong méi trudong ki thuat s6 (Singh
va Pathak, 2020). Trong khi phan 16n cac nghién ctru hién nay tap trung vao cac nganh
hang tiéu dung nhanh, thi cdc nén tang thuong mai dién tir va kinh doanh tryc tuyén van
chua duoc khai thac triét dé (Ellen va cong su, 2000). Véi su phat trién nhanh chong
ctia cong nghé, viéc tmg dung CRM vao mdi trudng sb c6 thé mang lai nhitng co hoi
m&i cho doanh nghiép trong viéc xay dung thwong hiéu va thiic ddy twong tac v6i khach
hang.

Tom lai, tong quan tai liéu bang phuong phéap bibliometric da giup xac dinh cac
xu hudng nghién ctru chinh trong linh vuec CRM, két qua cho thay sy gia ting dang ké
trong nghién ciru tir ndm 2018 tro di. Cac nghién ciru chil yéu tap trung vao tac dong
cia CRM dén hanh vi tiéu dung, vai trd ctia sy phii hop thuong hiéu véi nguyén nhan,
va anh hudng cta truyén thong xa hoi. Tuy nhién, van con nhiéu khoang trong nghién
ctru can duoc lép déy, dic biét 1a veé tac dong cua CRM tai cac thi truong maoi ndi, anh
huong ciia yéu t6 vian hoa, va cach CRM c6 thé tang loi thé canh tranh toan cau.

2.2 Tong quan tai liéu lién quan dén mdi quan hé giira Marketing vi muc tiéu xa
hoi va y dinh mua hang lap lai cia nguwoi tiéu dung

Trong phan 2.2 ndy, nghién ctru tién hanh tong quan tai liéu c6 hé théng
(Systematic Literature Review — SLR) nham phén tich siu mbi quan hé giita Marketing
vi muc tiéu xa héi (CRM) va hanh vi nguoi ti€u dung. Viéc thuc hién SLR dugc dat trén
nén tang két qua phan tich tric luong thu muc & phén 2.1, v&1 muc tiéu lam rd cac
khoang tréng nghién ctru quan trong, tir d6 dé xuat huéng nghién ctru pht hop va dong
g6p bd sung vao tri thirc hién co, dong thoi hd tro cac doanh nghiép trién khai CRM
hiéu qua trong bdi canh Viét Nam.

Cu thé, két qua tong quan bang phuwong phap bibliometric d xac dinh bon nhém
chu d& nghién ctru chinh va sau xu huéng nghién ctru tiém ning trong linh vire CRM.
Trong s6 d6, chii d& “CRM va y dinh mua hang trong béi canh da van héa” dugc danh
gia 1a dac bi¢t phu hop véi bdi canh Viét Nam sau dai dich COVID-19.

Tht nhét, chu dé nay nhan dugc sy quan tdm dang ké tir cac nha nghién clru trong
giai doan 2010-2023, cho thiy gia tri hoc thuat va thuc tién ngdy cang gia ting. Tht hai,
cac tai liéu hién c6 tiép can mdi quan hé gitta CRM va hanh vi nguoi tiéu dung tir nhiéu

goc do 1y thuyét va mo hinh khai niém khac nhau, phan anh tinh phirc tap cia yéu t6
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vin hoa trong viéc dinh hinh phan tng ctia nguoi tiéu dung dbi véi CRM. Tht ba, cac
nghién ctru trude ddy da xac dinh nhiéu bién trung gian c6 kha ning tic dong dén mdi
quan hé giira CRM va hanh vi tiéu dung, cho thdy chu dé niy co cau tric da chiéu va
con nhiéu khia canh can tiép tuc lam ro.

Trén co s& do, viée trién khai SLR trong phan nay nham tong hop c6 hé thong
cac két qua nghién ctru trude day, phén tich cac cach tiép can Iy thuyét, cac bién sd trung
gian va diéu tiét, ciing nhu x4c dinh nhimg khoang tréng nghién ctru con ton tai. Nhimng
phat hién nay s& 1a co s quan trong dé xdy dung khung 1y thuyét va mé hinh nghién
curu cua luan an.

2.2.1 Phén tich tong quan tai li¢u c6 hé thong

Dé phan tich cac nghién ciru vé chu dé Marketing vi muc tiéu xa hoi va y dinh
mua hang trong bdi canh da vin ho4, tic gia di tién hanh danh gia tong quan tai lidu.
Tong quan tai liéu gitp tong hop kién thirc va xac dinh hudng nghién ciru trong tuong
lai (Xia, Zou, Griffin, Wang va Zhong, 2018). Quy trinh nghién ctru ndy dugc thé hién
tai Hinh 2.1.

Giai doan 1. Tim kiém tai liéu. Cac bai bdo trong nhéom 4 tir phan tich
Bibliographic coupling s& duoc ra soat lai va bd sung tir cac nguén Web of science. Cac
cum tu TS = (“cause related marketing” AND “*purchase* intention*””) OR (“CRM"
AND “*purchase* intention*”), dwogc tim kiém trong nhiing co s& dit lidu da dé cap
phia trén. Thoi gian tim kiém céc nghién ciru dén 02/2024.

Giai doan 2. Panh gia so bd. Tac gia doc k¥ cac tiéu dé, tom tat va tir khoa cua
céc bai bao da dugc tim kiém trong giai doan 1 dé loai bo cac bai bao triung 1ap va nghién
ctru khong lién quan dén chu dé nghién ctru va giit lai cac bai bao va nghién ciru c6 lién
quan dé tién hanh phan tich noi dung.

Giai doan 3. Phan tich ndi dung. Ky thuat phan tich ndi dung nay c6 kha nang
xéc dinh cac linh vyuc chinh ctia chu dé nghién ctru (Elo va Kyngis, 2008; KrippendorfT,
2018). Dya vao danh sach céc bai bao tir budc hai, tic gia tién hanh phan tich, ddnh gia

va phan nhom cac bai bao theo cadc nhém chu dé nghién ctru cu thé.
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Muc dich

Budéc 1

A A

Tim kiém tai liéu

- Tt khoa tim kiém trong tén bai
bao, tom tit va tir khoa: “cause
related marketing”, “CRM",
“*purchase* intention*”’

- Nguon dit iéu: Web of Science

Két qua

Y

- Loa1 tar liéu: Bai bao khoa hoc
- Thot gian: tiwede 02/2024.
- Ngon ngit: Tieng Anh.

Buwoc 2

h 4

banh g1a 50 bo

- Loai bé cac nghién ctru tring lép.
- Loa1 bo cac nghién ctru co lién

115 bai viéet

A4

quan long léo va khong thuoc chu de
nghién ctru.

Buoc 3

A 4

Phan tich né1 dung

- Mi hoa.

40 bai viet

Y

- Téng hop

Hinh 2.

1: Quy trinh thuc hién tong quan tai liéu

- Thong ké mo ta
- Phan tich né1
dung.

2.2.2 Két qua tong quan tai li¢u vé marketing vi muc tiéu xi hgi va y dinh mua

hang lap lai

(1) Két qua tong quan ti liéu

Tur két qua cua bude 2 danh gid so bd cac cong trinh nghién ciru véi 40 bai viét,

tac gia tién hanh phan tich ndi dung cua cac bai viét nay két qua cho thdy cac bai viét

dugc phan thanh ba nhom nghién ciru ¢ lién quan véi nhau (bang 2.1). Bao gom:

“Nhoém 1. Vai tro ctia cac yéu to thuong hiéu trong mdi quan hé cia CRM va y dinh mua

hang’ (gdm 18 nghién ciru); “Nhom 2. Thai do va nhén thire ciia ngudi tiéu ding trong

moi quan hé cia CRM va y dinh mua hang” (gém 22 nghién ciru); “Nhom 3. Béi canh

da vin hoa trong méi quan hé ciia CRM va y dinh mua hang” (gdm 8 nghién ciru).

Bang 2.1: Danh muyc va cac chii dé nghién ctru vé CRM

Tén nhoém

Chul dé nghién ciru

Nhoém 1: Vai tro cua cac

yéu té thuong hiéu trong

Trung thanh thwong hiéu (1) ; Hinh anh thuong hiéu
(5); Thuong hiéu toan cau, phu hop thuong hiéu (3);
nhén biét thwong hiéu (2);hinh anh cong ty (2); Su ndi
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mbi quan hé ctia CRM | bat thuong hiéu (1); danh tiéng thuwong hiéu (2); nguoi
va ¥ dinh mua hang (18) | ndi tiéng chtng thuc (2); tai san thwong hiéu (2);

Sy hai 1ong (2); long trung thanh (1); nhén thirc vé
CRM (1); Nhén thirc vé 1ong vi tha (2); Nhan thic vé

Nhoém 2. Vai tro cua thai . ;
gia tri (1); Niém tin (2); Sy am ap (2); thai do thuong
do va nhan thuc cua
o hi¢u (3); su hoai nghi (2); Gia tri thuong hiéu cdm nhan
nguol tiéu dung trong . . ‘
, (1); Thai d6 (5); Nhan thurc vé sy phu hop gitta nguyén
moi quan hé cua CRM , . .
nhan va thuong hiéu (1); Ty hi€u, dong cam va ban sac
va y dinh mua hang

22) dao duc (1); Sy rong luong gilra cac ca nhan va khuynh

hudng ing hd xa hoi (1); Nhan thirc cua nguoi tieéu dung

(1); nhan thirc vé dong co thwong hiéu (2)

Nhém 3. Vai trd ctia bdi | Pa van héa (2); Thé hé tré (2); Gia tri vin hoa (1); Mo
canh van hoa trong méi | hinh 1y thuyét (1); Thi trudong phat trién (1); Thi trudng
quan hé cia CRM va y | mdindi (1)

dinh mua hang (8)

*S6 lwong nghién ctiru dugc thé hién trong ngodc don
Nguén: tdc gid tong hop

Nhom 1: Cac yéu t6 thuong hiéu trong mébi quan hé cia CRM va y dinh mua
hang’ (gdm 18 nghién ciru)

Nhitng nghién ciru trong nhom nay nhan manh tam quan trong dic biét cua cac
yéu t6 thuong hiéu khac nhau d6i véi sy thanh cong ctia cac chién dich CRM. Bang cach
nang cao chién lugc hinh anh, nhan thuc, long trung thanh va tinh cach thuong hiéu
thong qua CRM, céc thuong hiéu c6 thé thu hit ngudi tiéu dung mot cach hiéu qua, ting
doanh sb ban hang va xay dung mdi quan hé lau dai. Nhém nghién ctru nay nhin manh
su can thiét cua cac thuong hi¢u trong viéc xem xét can than céch cac nd luc CRM cua
doanh nghiép pht hop va nang cao cac yéu t6 thuong hiéu cdt 15i dé t6i da hoa tac dong
clia cac chién lugc marketing. Trong linh vyc marketing, kham pha marketing vi muc
tiéu xa hoi (CRM) va tac dong cua nd déi véi hanh vi nguoi tiéu dung 13 mot mang
nghién ctru dang ngay cang phat trién. Nhiéu nghién ctru da chi ra raing CRM khéng chi
ting cuong ¥ dinh mua hang va cai thién hinh anh thwong hiéu ma con thuc day 1ong

trung thanh cua khach hang. Hunjra, Rauf va Humayoun (2012) nhan dinh ring CRM
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c6 tac dong tich cuc dang ké 1én doanh sb ban hang thong qua viéc ning cao hinh anh
thuong hi¢u, lam cho céac thuong hiéu nay dugc nhén thirc 1a ¢6 trach nhiém xa hoi hon,
qua d6 ting niém tin va 10ng trung thanh ciia nguoi tiéu dung. Trong khi d6, Baek, Song,
Kim va Byon (2020) tap trung vao thé hé Millennials, phat hién ra ring CRM lam ting
1ong trung thanh véi thuong hiéu dic biét trong nhom dan sb nay, vén uu tién cao cho
su tham gia ctia thuong hi¢u vao cac hoat dong xa hoi. Shabbir, Kaufmann, Ahmad va
Qureshi (2010) ciing dé cap dén tam quan trong ctia nhan biét vé thuong hiéu va hinh
anh cong ty trong viéc nang cao y dinh mua hang qua CRM. Hyllegard, Ogle, Yan va
Attmann (2010) di sdu vao anh huéng ctia CRM ddi v6i nhan thirc ciia Thé hé Y vé cac
thuong hiéu may mic, cho thay viéc diéu chinh gia tri thuong hiéu phu hop véi ky vong
ciia nhém dan s6 nay co thé nang cao stc hip dan cia thuwong hiéu. Cudi cung,
Mastromartino, Wear, Naraine va Reifurth (2022) khdam pha mot hudng tiép can doc dao
trong CRM lién quan dén dich vy nhom, thdy rang cac chién dich sang tao co thé tai
dinh nghia tinh cach thuong hiéu va 1am né tré nén hap dan hon. Nhiing phat hién nay
minh hoa ring CRM khéng chi 1a mot cong cu marketing ma con 1a mot chién luoc xay
dung thuong hi¢u manh mé, c6 kha nang tao ra su két ndi cam xuc va long trung thanh
lau dai vo1 nguoi tiéu dung.

Nhém 2. Thai d6 va nhan thie cta ngudi tiéu ding trong mdi quan hé cia CRM
va y dinh mua hang” (gdm 22 nghién ctru)

Nhitng nghién ctru thuéc nhom nay lam sang té6 moi twong tac phirc tap giira
chién lugc thuong hiéu va nhan thirc clia nguoi tiéu ding trong bdi canh CRM. Chung
nhan manh tam quan trong cua tinh xac thuc, sy nhay cam vé van hoa va su gén két vé
mit cam xac trong viéc tao ra cac chién dich CRM hiéu qué c6 thé gitp ting cuong
niém tin, 1ong trung thanh ctia ngudi tiéu dung va cudi cing 1a thanh cong trén thi trudng.

Nghién ctru vé thai do va hanh vi ctia nguoi tiéu dung ddi véi cac thuong hiéu
tham gia Marketing vi muc tiéu x4 hoi (CRM) d3 mé ra nhiéu hiéu biét sdu sic vé tam
quan trong cta viéc cac chién dich CRM phu hop véi gia tri va ky vong ciia dbi tuong
muc tiéu. Cac nghién ciru da di sau vao tdm 1y nguoi tiéu dung va chi ra rang viéc ning
cao nhan thirc va muc d§ tuong tic voi thuong hiéu thong qua CRM yéu cau doanh
nghiép phai c6 cac chién luoc da ting. Vi du, Back va Cong su (2020) kham pha anh
huong ciia CRM dén hanh vi mua sim va nhdn manh tim quan trong cua viéc cac thong

diép marketing phan 4nh chan thanh nhitng nd luyc tir thién, tir &6 ning cao su sin long



28

mua hang cua ngudi tidu ding nhd vao tinh xac thuc cia cac sang kién CRM. Nghién
ctru ctia Heidarian (2019) cung cép cai nhin sau sic vao niém tin nguoi tiéu dung va
céch nén tang van hoa va gidi tinh anh huéng dén niém tin nay, nghién ctru nay goi y
rang cac thuong hiéu cn cha ¥ dén cac sic thai van hoa khi xay dung chién lugc CRM
dé nuoi dudng niém tin va dap tng ky vong cua cac phan khic khac nhau. Tuong tu,
Hyllegard va Cong su (2010) cho thdy nhén thirc cua thé hé Y vé nd luc CRM c6 anh
huong 16n dén quyét dinh mua hang cua ho. Christian, Sarofim, Gordon va Bobkowski
(2022) bd sung rang su 4m 4p cam nhan dugc thong qua CRM c6 thé ting cudng két ndi
cam xuc cua ngudi tiéu dung voi thuong hiéu, 13 yéu t quan trong dé ting cuong su
tham gia va long trung thanh lau dai véi thuong hiéu. Cudi cing, Mastromartino va
Cong su (2022) kham phéa anh hudng cia cac du 4n dich vu nhom dén hinh anh thuong
hiéu va 10ng vi tha, chi ra ring ngudi tiéu dung cam nhan thuong hiéu c6 1ong vi tha hon
khi nhan vién tham gia vao hoat dong phuc vu cong dong, diéu nay lai nang cao long
trung thanh va&i thuong higu.

Nhom 3. Bbi canh da vin hoa trong mdi quan hé cia CRM va y dinh mua hang
(8)

Nhirng nghién ciru trong nhom nay cung cap ci nhin toan dién vé vai tro nhiéu
mit cta van hoa trong viéc dinh hinh sy thanh cong cta cic sang kién CRM. Chiing
cung cip nhitng hiéu biét sau sic quan trong cho cac nha marketing mudn tan dung
CRM nhu mét cong cu dé xay dung thuong hiéu c6 dao dic va su gén két cua nguoi
tiéu dung trong mot thi truong toan cau da dang vé van hoa. Cac nghién ctru cta Shetty,
Chaudhuri va Sheaf (2021) cho thay thé hé Millennials & cac nén kinh té méi ndi dic
biét ua chudng cac thwong hiéu tich cuc tham gia vao trach nhi¢ém xa hoi, voi nhéan thirc
tang vé cac thuc hanh dao dirc lam ting sirc hdp dan cta thuong hiéu va thuc day quyét
dinh mua hang. Piéu nay cho thdy cac cong ty tai cic thi trudng mdi ndi cé thé ting
cudng loi thé canh tranh va long trung thanh cua khach hang bang cach hoa nhép céc
gia tri dao duc vao mo hinh kinh doanh va chién lugc marketing cua minh. Vazifehdust,
Nikoomaram va Saberi (2012) nhin manh su can thiét ctia viéc phu hop vin hoa trong
marketing, chi ra rang cac chién dich CRM phu hop véi dic diém vian héa dia phuong
c6 xu hudng nang cao gia tri cdm nhan cua thuong hi€u. Bén canh do, nghién ctru cua
Shanbhag, Pai, Kidiyoor va Prabhu (2023) phat trién mot mé hinh dinh luong tac dong

cua CRM dén hanh vi nguoi ti€u dung, cung cap cong cu cho cac nha marketing dé dieu
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chinh chién dich hiéu qua hon. Cung véi do, Ferraris va Cong su (2020) va Bae (2017)
déu néu bat tim quan trong cua vi¢c thich ing va tich hop chién lvgc CRM véi muc tiéu
tong thé cua cong ty, dam bao riang cac chién dich khong chi phu hop vé mat vin hoa
ma con goép phan vao thanh cong kinh doanh chung cta cong ty.

(2) Tong hop cac han ché cia tirng nhém chi dé

Dua trén két qua dénh gid tong quan tai liéu trén, tac gia tién hanh phén tich va
xéc dinh cac khe hong nghién ctru trong tng véi timg nhoém chu dé, cu thé nhu sau:

Nhém 1: Vai trd cta cac yéu té thuong hiéu trong mdi quan hé cia CRM va y
dinh mua hang

Thir nhét, cac nghién ctru trude day thuong tap trung vao hinh anh thuong hiéu
va 10ng trung thanh ma it xem xét dén nhiing yéu t6 cam xtic ciia ngudi tiéu dung, noi
cac yéu t6 cong dong va mdi quan hé ca nhin dong vai trd quan trong trong hanh vi cta
nguoi tiéu dung. Do d6 cac nghién ctru trong tuong lai cé thé xem xét cac yéu to thudc
vé cam xuc véi thuong hiéu nhu tinh yéu thuong hiéu va su tng ho ty nhién cua nguoi
tiéu dung nhu 1 truyén miéng (WOM). Viéc hiéu duoc caich CRM anh huéng dén tinh
yéu thuong hiéu c6 thé gitp cac nha marketing x4y dung chién dich khong chi thac day
doanh s ngin han ma con ting cudng 1ong trung thanh lau dai. Viéc nghién ctru anh
huong ciia CRM dén WOM c6 thé cung cip céi nhin sau sic vé cach thirc thuong hiéu
dugc ung hd mot cach ty nhién va chia sé qua mang xa hoi, gitp tang pham vi tiép can
va cung ¢6 tinh xé4c thuc cla thuong hiéu.

Th hai, trong bdi canh céc thi truong méi ndi, nghién ciru vé marketing vi muc
tiéu xa hoi (CRM) va anh hudng ctia né dén cac yéu té thuong hiéu chua duge khai thac
day du. Do d6 cac nghién ctru trong twong lai c6 thé tip trung vao cac thi trudng méi
ndi noi ma nhan thirc va hanh vi ciia ngudi tiéu dung vé CRM van con han ché va c6
nhiéu su khac biét so véi cac thi truong phat trién dé cung cép cai nhin toan dién hon vé
tac dong cia CRM dén hanh vi ctia ngudi tiéu duing.

Nhom 2: Thai d6 va nhan thic ctia nguoi tiéu dung trong mdi quan hé cia CRM
va y dinh mua hang

Thir nhat, mot huéng nghién ciru twong lai quan trong trong CRM 1a kham pha
thai do va nhan thic ctia nguoi tiéu dung ddi v6i tinh xé4c thuc caa cac chién dich CRM
va tac dong cta n6 dén ¥ dinh mua hang. Huéng nghién ciru nay c6 thé tap trung vao

viéc phan tich cach nguoi tiéu dung danh gia tinh chan thanh cta cdc nd lyc CRM ciia
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thuong hiéu va xem xét lidu nhitng nhan thirc ndy c6 dan dén su gia ting long trung
thanh va mua hang hay khong.

Thi hai, thai d6 va nhén thirc cia ngudi tiéu ding vé CRM c6 thé thay doi rat
16n tiy thudc vao bdi canh van hoa. Huéng nghién ciru nay cé thé kham pha cach cac
yéu t6 van hoa anh hudng dén cach nhan thirc va phan Gmg cta ngudi tiéu ding tir cac
thi treong khac nhau dbi v6i cac chién dich CRM. Céc nha nghién ciru c6 thé sir dung
phuong phap nghién ciru da qudc gia dé so sanh va phén tich cach thai do cuia nguoi tiéu
dung dbi voi CRM khéc nhau giita cac nén vin hoa va két ndi nhitng thai do nay véi cac
m6 hinh mua hang cu thé. Két qua c6 thé cung cp cai nhin sau sic vé cach cac thuong
hiéu c6 thé tuy chinh chién dich CRM cta minh dé phu hop hon véi gié tri va ky vong
van héa cua khach hang muyc tiéu.

Thir ba, can c6 mot nghién ctru c6 thé kham pha mdi quan hé giita cam xuc tich
cuc ma ngudi tiéu ding cam nhan tir thuong hiéu va sy san sang cta ho dé dau tu vao
san pham hodc dich vu cta thuong hiéu d6. Phuong phap c6 thé bao gdm cac thir nghiém
truong hop va phan tich tim 1y dé hiéu rd hon vé cach thirc ma cac gia tri va hinh anh
duogc truyén tai qua CRM anh hudng dén quyét dinh mua hang. Két qua tir nghién ciru
nay c6 thé hd tro cac thuong hiéu trong viée thiét ké cac chién dich CRM c6 kha ning
gay dung mdi quan hé sau sic hon véi khach hang.

Nhom 3: Boi canh da van hoa trong méi quan hé cia CRM va ¥ dinh mua hang

Nghién ctru trong tuong lai c6 thé kham pha tic dong cia CRM trén pham vi
nhén khau hoc rong hon, bao gém cac nhém tudi khac nhau, tinh trang kinh té x3 hoi va
trinh d6 hoc van. Hiéu cach CRM tac dong dén cac phan khuic nhan khau hoc khac nhau
c6 thé gitip diéu chinh cac chién lugc marketing hiéu qua hon nhim dap tng nhu ciu va
gia tri da dang cua nhiéu déi twong hon. Mot nghién ctru sau hon ¢6 thé cung cip mot
cudc kiém tra rd hon vé cach cac yéu to van hoa cy thé anh huong dén hicu qua cua cac
chién lugc CRM. Piéu nay bao gém viéc xem xét cac khia canh van héa nhu chi nghia
c4 nhén so voi chi nghia tap thé, sy tranh né sy khong chic chan va khoang cach quyén
luc ciing nhu cach cac khia canh nay diéu chinh phan tng ctia nguoi tiéu dung ddi véi
céc chién dich CRM. Bang cach giai quyét nhimg khoang trong nghién ciru ndy, cac
nghién ciru trong twong lai c6 thé cung cip nhimng hiéu biét sau sic va hiru ich hon dé
gitip cac nha marketing t6i wu hoa cac chién luoc CRM dé c6 ning lyc vin héa va hiéu

qua hon trong céc thi trudng toan cau da dang.
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(3) X4c dinh khoang trong nghién ciru cho luin an

Thong qua két qua phan tich cac diém han ché ctia cic nhém chil dé néu trén, tac
gia di xac dinh duge mot s6 khoang trong nghién ctru quan trong can dugc khai thac
cho luan 4n nay, bao gom:

Thi nhat, vé ddi tuong nghién ctru, mic di Marketing vi muc tiéu xa hoi (CRM)
khong phai 12 mot khai niém méi, nhung chi trong nhirng nim gan day, chu dé nay méi
thyc sy thu hit sy quan tam rong rai tr gi61 hoc thuat va doanh nghiép do xu hudng tiéu
dung c6 trach nhiém va su gia ting ky vong ctia ngudi tiéu dung ddi v6i trach nhiém xa
hoi ctia doanh nghiép. Tir két qua téng quan tai liu cho thiy sy gia ting dang ké cua
céc nghién ctru vé CRM ké tir nam 2018, phan anh muc do quan tim ngay cang 16n doi
v6i linh vuc nay. Tuy nhién, phan 16n cac nghién ctru trude day chil yéu tap trung vao
mo hinh trién khai CRM, sy phu hop giita thuong hiéu va nguyén nhan, hodc cac tac
dong ngin han cia CRM ddi v6i hanh vi mua hang. Trong khi d6, tac dong cia CRM,
dic biét 12 nhan thirc vé CRM, dén hanh vi mua hang ctuia nguoi ti€u dung chua duogc
khai thac day du.

Nhén thirc vé CRM déng vai trd quan trong trong quyét dinh mua hang cta ngudi
tiéu dung, dic biét 1a y dinh mua hang lip lai, boi né phan anh mirc d6 hiéu biét, thai do
va niém tin ctia ho d6i véi cac chién dich CRM ctia doanh nghiép. Néu ngudi tiéu ding
¢6 nhan thuec tich cuc vé CRM, ho ¢ xu hudong tham gia vao cac chién dich nay, gia
tang long trung thanh voi thuong hi€u va duy tri hanh vi mua hang lau dai. Nguoc lai,
néu nhan thirc cia ho con mo hd hodc mang tinh hoai nghi, diéu nay c6 thé 1lam suy
giam hiéu qua cia CRM va han ché tac dong ctia n6 dén quyét dinh mua hang.

Tuy nhién, hién nay chua c6 nhiéu nghién ctru di sdu vao mdi quan hé giira nhan
thirc vé CRM va hanh vi mua hang cta ngudi tiéu dung, dic biét 1a trong bdi canh da
van hoa va tai cac thi trudng moi ndéi nhu Viét Nam. Cac nghién ctru hién c6 chu yéu
duoc thuc hién tai cac quéc gia phat trién, noi CRM d tré thanh mot cong cu marketing
pho bién va ngudi tidu dung c6 mirc d6 hiéu biét nhat dinh vé hinh thirc marketing nay.
Trong khi do, tai Viét Nam, CRM van con kha m&i mé va chua co nghién ctru nao danh
gia toan dién mirc do nhén thirc ciia ngudi tidu dung vé CRM, cach thirc nd anh huong
dén y dinh mua hang lip lai, cling nhu cac yéu td trung gian c6 thé tic dong dén mdi

quan h¢ nay.
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Do do, luan an nay xac dinh CRM déac biét 1a nhan thuc vé CRM va tac dong cua
n6 dén y dinh mua hang 13p lai cua nguoi tiéu dung, 1a khoang trong nghién ciru quan
trong can duogc khai thic va 1ap day. Viéc nghién ciru sdu hon vé mdi quan hé nay khong
chi dong gop vao hé théng 1y thuyét vé CRM ma con mang lai gia tri thuc tién quan
trong, giup doanh nghiép xay dung cac chién luge CRM hiéu qua hon, nang cao nhin
thirc ctia ngudi tiéu dung, tir d6 t6i wu hoa tac dong cia CRM ddi v6i hanh vi mua hang
trong dai han.

Th hai, cic nghién ctru trude ddy vé CRM thudng nhidn manh céc két qua mang
tinh nhan thirc nhu hinh dnh thuong hiéu va long trung thanh thuong hi€u, trong khi
chua chu ¥ twong xtng dén cac co ché cam xtic ctia nguoi tiéu dung, dic biét trong bdi
canh ma cac yéu t6 cong dong va mbi quan hé ca nhan co vai trd ndi bat trong viéc dinh
hinh hanh vi tiéu dung. Vi vay, luan éan can mo rong cach tiép can theo hudng xem xét
cac bién cam xtic d6i voi thuong hiéu nhu tinh yéu thwong hiéu, dong thoi bo sung céc
biéu hién tng hd mang tinh ty nhién cia ngudi tiéu ding nhu truyén miéng (WOM), dic
biét 1a truyén miéng tich cuc (positive WOM). Viéc lam rd co ché nhan thitc vé CRM
tac dong dén tinh yéu thuong hiéu c6 y nghia thyc tién quan trong vi gitip nha marketing
thiét ké chién dich khong chi tao hiéu ing doanh s6 ngan han ma con nudi dudng gan
két dai han va khuynh hudng trung thanh bén viing. Bén canh d6, nghién ctru CRM ddi
v6i truyén miéng tich cuc cho phép 1y giai cach thuong hiéu dugce nguoi tiéu dung tu
nguyén tng ho va chia s¢, qua d6 khuéch dai anh huong cua chién dich vuot ra ngoai
kénh truyén thong tra phi. Pang cht ¥, trong bdi canh Viét Nam, WOM ngay cang duoc
s6 hoa manh mé& va chiu tac dong truc tiép tir mang xa hoi, noi ngudi tidu ding thuong
xuyén tim kiém, danh gia va lan truyén trai nghiém mua sim thong qua cac nén tang
mang x3 hoi va cac cong dong truc tuyén. Co ché lan truyén nay 1am cho WOM khong
chi dién ra trong cdc quan hé than quen ma con mé rong theo mang ludi xa hoi s6, vai
tdc d6 khuéch tan nhanh, pham vi tiép can rong va kha nang tao hi¢u irng chuin myc x4
hoi rd rét. Do d6, viéc dua positive WOM vao mé hinh nghién ctru 1 pht hgp dé phan
anh ding dac thu hanh vi truyén thong ciia nguoi tiéu dung Viét Nam va giup giai thich
day du hon con duong ma CRM c6 thé chuyén hoa thanh sy ung ho thuong hiéu mot
cach x4ac thuc trong ky nguyén mang xa hoi.

Thtr ba, trong bdi canh céc thi trudong moi ndi dic biét 1a tai Viét Nam, nghién

ctru v€ nhan thuc vé CRM va anh hudng cia n6 dén cac yeu to thai do thuong hi¢u, cam
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xuc v6i thuong hiéu va hanh vi mua hang cua ngudi tiéu dung chua duoc khai thac day
du. Do d6 luan 4n nay can tap trung vao nghién ctru tai thi trudng Viét Nam noi ma thai
d6, nhan thtrc va hanh vi ctia nguoi tiéu ding vé CRM van con han ché va ¢ nhiéu su
khac biét so voi céc thi trudng cac nude phat trién vé chil nghia ca nhén, chi nghia tap
thé trong thai do, hanh vi dé cung cép mét cai nhin toan dién hon vé tac dong cia CRM
dén hanh vi mua hang cta nguoi tiéu dung tai Viét Nam.

Thir tu, két qua tong quan tai liéu cho thay cac nghién ciru vé CRM va hanh vi
khach hang di duogc trién khai trong nhiéu linh vuc nhu d6 thé thao, FMCG, may mic,
vién thong, dugce phim, thoi trang va du lich sinh théi, qua d6 cung cdp bang chimg vé
tac dong cia CRM dén sy trung thanh va hanh vi mua lap lai trong nhiing bdi canh
nganh khac nhau. Luén 4n nay lya chon tap trung vao nganh hang tiéu dung nhanh
(FMCG) tai Viét Nam vi ddy 1a nhom san pham c6 tan sut mua cao, muc do tiép xtic
thuong hiéu thuong xuyén va quyét dinh mua mang tinh lap lai, do d6 dic biét phu hop
dé quan sat sy hinh thanh ¥ dinh mua 1ap lai du61 anh hudng cua cac chién dich CRM.
Quan trong hon, thi truong FMCG Viét Nam c6 tinh diic thu & chd hanh vi tiéu dung
thudng gin véi cac gia tri cong dong va khuynh huéng chii nghia tap thé, thé hién qua
viéc nguoi tiéu dung cé xu hudng danh gia tich cuc cac thuong hiéu dugce nhin nhén la
“co trach nhiém”, “déng gop cho cong ddng” va “hai hoa loi ich ca nhan véi loi ich x4
hoi”. Trong bdi canh vin héa coi trong cac chuin muc x4 hoi, su déng thuan va tinh gén
két cong déng, CRM khong chi duogc tiép nhan nhu mdt hoat dong khuyén khich mua
hang ma con nhu mot tin hiéu dao duc va sy phu hop chuin myc, lam gia tang niém tin,
thién cam va khuynh huéng duy tri quan hé véi thuong hiéu, tir d6 c6 thé ciing cb y dinh
mua Idp lai. Bén canh do, sau dai dich COVID-19, cac mbi quan tam vé stc khoe, an
sinh x3 hoi va “tinh than twong tro” dugc nhdn manh hon trong doi sdng xa hoi, khién
cac thong diép CRM trong FMCG c6 diéu kién lan téa manh qua truyén thong va tuong
tac x4 hoi, qua d6 1am rd hon vai trd clia cac gia tri cong dong trong co ché tac dong tir
CRM dén hanh vi khach hang tai Viét Nam.

Cubi cung, viéc nghién ctru va phat trién chién luoc CRM phu hop véi dic diém
van hoa va hanh vi tiéu dung van chua dugc khai thac ddy du trong cac nghién ctru trude
day. Do d6, luan an nay tap trung vao vi¢c phan tich su khac biét vé van héa va hanh vi
tiéu dung cta ngudi tiéu dung Viét Nam, dic biét theo nhém tudi dwgc phan ting theo

thé hé va ving mién. Nghién ctru nay khong chi cung cip nén tang khoa hoc gitip doanh
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nghiép xay dung cac chién lugc CRM hiéu qua, ma con déng gop vao su phat trién bén
viing cua thi truong hang ti€u dung nhanh (FMCG) tai Viét Nam.

Tir nhitng khoang trong nghién ctru trén, viéc thuc hién mot nghién cliru xem xét
tac dong ctiia marketing vi muc tiéu x3 hoi dén y dinh mua hang lip lai ciia ngudi tiéu
ding, xem xét vai tro trung gian cac yéu t6 hinh anh thuwong hiéu, tinh yéu thuong hiéu
va truyén miéng tich cuc, cling nhu vai tro diéu tiét cua yéu té nhom tudi, vai tro kiém
soat ctia yéu td viing mién cia ngudi tiéu dung ddi véi nganh hang tiéu dung nhanh tai
Viét Nam la that sy can thiét trong bdi canh hién nay.

2.3 Cac ly thuyét lién quan dén ludn an
2.3.1 Tong quan cac ly thuyét nén cé lién quan

Lién quan dén mdi quan hé gitta cac yéu tb Nhan thirc vé marketing vi myc tiéu
x4 héi, hinh anh thuong hiéu, tinh yéu thuwong hiéu, truyén miéng tich cuc va y dinh mua
hang 13p lai trong cidc mo hinh nghién ctru trudc day da co rat nhiéu ly thuyét khac nhau
dugc cac nha nghién ciru sir dung dé giai thich cho cac mdi quan hé cua cac khai niém
nghién ctru trén. Sau khi phan tich va tong hop cac nghién ciru lién quan, tac gia da phan
loai cac 1y thuyét lién quan thanh 2 nhém 16n, bao gom (i) nhom 1y thuyét vé hanh vi ca
nhan, (i) nhom 1y thuyét xa hoi vé hanh vi.

(i) Nhéom Iy thuyét vé hanh vi cd nhén

Ly thuyét vé hanh vi ¢6 ké hoach (Ajzen, 1991) cho phép du doan va giai thich
hanh vi ctia con nguoi trong cac bdi canh cy thé. Theo 1y thuyét nay, ¥ dinh thyuc hién
cac hanh vi thudc cac loai khéc nhau ¢6 thé duge du doén tir thai do déi véi hanh vi,
chuan muc chii quan va nhan thuc vé kiém soat hanh vi; va nhiing ¥ dinh nay, cing véi
nhan thirc vé kiém soat hanh vi ¢6 thé giai thich cho su khac biét dang ké trong hanh vi
thuc té. Ly thuyét vé hanh vi ¢6 ké hoach dit ra cAu trac cua niém tin vé nang luc ban
than hodc nhan thic vé kiém soat hanh vi trong mot khuén khd chung hon vé mbi quan
hé giita cac niém tin, thai do, ¥ dinh va hanh vi. Cac yéu t6 nay duoc chuan hoa thanh
ba yéu td ¢t 18i bao gom thai dd, chuan muc chii quan va nhan thirc vé kiém soat hanh
vi. Thai do d6i v6i hanh vi 1a cam xtc tich cuc hay ti€u cuc cia mdt ¢4 nhan bi anh
hudng boi cac yéu t tim 1y va tinh hudng nhét dinh khi thyc hién hanh vi. Chuan muc
chu quan 1a nhan thirc cua mot cd nhan vé ap luc xa hoi dé thyuc hién hoac khong thuc
hién hanh vi dang duoc xem xét. Chudn muc cha quan dé cap dén nhing ap luc cua gia

dinh, ban bé va nhitng ngudi quan trong khac. Nhan thtrc vé kiém soat hanh vi dong mot
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vai trd quan trong trong 1y thuyét vé hanh vi theo ké hoach, né dé cap dén nhén thirc cia
moi nguoi vé su dé dang hodc khoé khan trong viéc thuc hién hanh vi quan tam.

Ly thuyét vé& hanh vi c6 ké hoach cho rang nhan thirc vé kiém soat hanh vi cting
v6i ¥ dinh hanh vi c6 thé dugc sir dung truc tiép dé du doan két qua hanh vi. Tam quan
trong twong d6i ctia chiing trong du doan hanh vi du kién s& khac nhau giita céc tinh
hudng va trén cac hanh vi khac nhau. C4 hai ¥ dinh va nhan thitc vé kiém soat hanh vi
c6 thé dong goép dang ké cho viéc du doan hanh vi, tuy nhién trong ting tinh hudng cu
thé thi mot trong hai yéu t6 c6 thé quan trong hon va trén thyc té, chi can mot trong hai
yéu t6 du doan.

Ly thuyét Kich thich- Chii thé- Phan héi (Stimuli-Organism- Response) dugc ap
dung trong cac nghién ctru cua Carlson, Rahman, Voola va De Vries (2018) va Cheung
va To (2021). Theo mé hinh nay, cac kich thich tir méi truong (S) tac dong dén phan
g cam x1ic bén trong (O), tir d6 thiic day hanh vi phan hoi (R) cua khach hang.

Ly thuyét quy két (Attribution theory) cho rang mot nguoi ¢b gang hiéu hanh vi
ctia ngudi khac bang cach gan cam xuc, niém tin va y dinh cho ho (Harvey va Weary,
1984). Ly thuyét quy két tap trung vao viéc tao ra mot thai dd tich cuc dua trén cac yéu
t6 bén trong va bén ngoai, do d6 né cé thé gitp hiéu rd hon vé phan tng hanh vi cta
nguoi tiéu dung. Nguoi tiéu dung dénh gia cac san pham/ dich vu dya vao nhan thirc
ctia ho ddi véi thuong hiéu, cong ty va nhiing trai nghiém ctia ho. Theo Thomas, Kureshi,
va Vatavwala (2020), Iy thuyét quy két dugc coi 1a Iy thuyét phd bién dé hiéu hién tuong
CRM tir quan diém ciia nguoi tiéu dung vi né cung cip nén tang khai niém cho nhan
thire va hanh vi cta ngudi tiéu dung ddi voi CRM.

M¢6 hinh Chdp nhdn Céng nghé (Technology Acceptance Model — TAM) do
Davis (1989) dé xuat nham giai thich hanh vi chap nhan va sir dung cong nghé ctia nguoi
dung, véi hai yéu t6 chinh 1a nhan thtc vé tinh hitu ich va nhan thuc vé tinh dé sir dung.
Theo mo6 hinh nay, ngudi dung s€ hinh thanh thai do tich cuc néu ho tin rr;“mg cong nghé
mang lai 1¢i ich va dé sir dung, tir &6 anh hudéng dén y dinh va hanh vi st dung thyc té.
TAM 1a mot mo hinh Iy thuyét pho bién, dic biét hitu ich trong viéc du doan mirc do
chap nhan cac hé thong thong tin va tng dung céng nghé méi.

(ii) Nhom Iy thuyét xi héi vé hanh vi

Ly thuyét qud trinh kép (Petty va Cacioppo, 1979) mé ta sy thay doi cua thai do.

Trong bdi canh CRM, khi mirc d6 tham gia ctia ngudi tiéu ding cang cao thi mic do
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nhan thirc cia ngudi tidu dung cang sau sic. Doi v6i nguoi tiéu dung da trai nghiém
nhirng hoat dong CRM trude do cua thuong hiu, thi mirc do tham gia cua ho vé sau sé
cang cao hon néu thuong hiéu thuc hién nhat quan chién lwoc CRM, gin két thuong
hiéu v&i van dé cu thé cua xa hdi, tao 4n tuong sau sdc va nhat quan trong tam tri nguoi
tiéu dung. Theo d6, ho nhan thdy muc tiéu CRM cutia doanh nghiép 1a rit quan trong va
phu hop véi ban than ho.

Ly thuyét anh hwong xd hoi dé xuat rang y thirc, khai niém vé ban than ctia mot
ngudi bat ngudn tir cac nhém ma ngudi dé thude vé (Tajfel va Turner, 2004). Trong boi
canh ciia CRM, 1y thuyét nhan dang xa hoi c¢6 y nghia khi nguoi tiéu dung ty nhan dang
ho v&i mot t6 chirc. Theo dé, ho trd nén quan tim dén nhirng thanh cong va thét bai cia
t6 chirc. Trong boi canh nghién ctru nay, khi chuwong trinh CRM duoc nguoi tiéu ding
nhan thuce 1a phu hop va dugc thuc hién nhét quan, thuong xuyén, trén cd s¢ ton trong
quyén ctia nguoi tiéu dung, sé tao ra sy két ndi cam xuc va gan két nguoi tiéu ding véi
doanh nghiép, thuong hiéu, va san pham CRM. Khi d0, ho s& sin sang tham gia vao cac
hoat dong CRM va dong gop vao su thanh cong cua cac chién dich CRM néi chung
(Cornwell va Coote, 2005; Gupta va Pirsch, 2006).

Ly thuyét hanh vi iing hé xd héi dai dién cho mot loat cac hanh vi hudng dén muc
dich mang lai loi ich cho ngudi khic. Nhitng hanh vi nay bao gém “gitup d5”, “hd trg”,
“chia s&”, “quyén gop” (Bar-Tal, 1976), cic hanh vi nay dugc thyc hién trén tinh than
tu nguyén nham mang lai nhing loi ich thiét thuc cho xa hoi. Ly thuyét cho rang bon
yéu t6 lién quan dén qu4 trinh nay bao gém (1) cac bién sé ca nhan nhu “ddc diém nhan
khau hoc va dic diém tinh cach”, (2) cac bién tinh huéng, dic diém cua tinh huéng cu
thé va trang thai tim 1y tam thoi ctia nguoi c6 ¥ dinh giup d5, (3) cac bién s dic trung
cho ngudi ¢6 nhu cau, (4) cac bién sé van hoa bao gdm cac chuan muc. Trong bdi canh
CRM, san phém CRM c6 thé duge xem nhu mot hinh thirc mua ban thuong mai c6 lién
quan dén cac gia tri xa hoi. Pong thoi, nguoi tiéu dung c6 thé coi CRM 1a sy két hop
gilta quyét dinh mua hang va mot sb loai hanh vi ing ho xa hoi (Ross, Patterson, va
Stutts, 1992).

Ly thuyét phén ting thé hé (Mannheim, 2005) 1a mot 1y thuyét nén tang trong
viéc hiéu cach thé hé anh huéng dén hanh vi, gia tri va quan diém xa hoi. Ly thuyét nay
dugc st dung rong rai trong céc linh vuc xa hoi hoc, tdm 1y hoc, va nghién ctru ti€u

dung, dac biét trong viéc phan tich su khac biét vé hanh vi mua hang gitra cac thé hé.
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Ly thuyét vé khu viee va khéng gian dia 1y (Scott va Storper, 2003) tip trung vao
mdi lién hé gifra sy phat trién kinh té khu vuc, toan ciu héa, va cac dong luc khong gian
dia ly, nhan manh vai trd cua su tuong tac gilta cac yéu td kinh té, x3 hdi, va vin héa
trong khong gian dia 1y. Ly thuyét nay duoc sir dung dé giai thich sy khac biét vé& hanh
vi mua hang ctia nguoi tiéu dung giita cac khu vuc trong mot qubc gia hodc trén toan
cau.

Ly thuyét tin hiéu (Spence, 1973) dé xuét rang théng tin ma mot ca nhan tiép can
duoc xem nhu 14 tin hiéu, co thé huong Iua chon cua ho theo hudng ma céc tin hiéu
mang dén thong tin cho ho, cac théng tin nay 13 rat can thiét dé ho danh gia cac khia
canh ma ho khong quan sat dugc. Vi dy, nguoi tiéu dung mudn ¢6 thong tin dé giup ho
“phan biét giita nguoi ban san pham chat lugng cao va nguoi ban san pham chat lugng
thip”. Dé giai quyét van dé thong tin nay, cac nha tiép thi thuong sir dung céc tin hiéu
truéc khi mua hang dé truyén dat chat lugng san pham cta ho tir 46 nang cao hinh anh
thuong hiéu cia to chirc. Trong bdi canh CRM, céc thong tin truyén théng trong céac
chién dich CRM c6 thé duoc xem 1a cac “tin hiéu caua doanh nghi¢p” nhim dén nguoi
tiéu ding muc tiéu véi muc dich giup ho c6 co sé danh gia cac san pham CRM cua
doanh nghiép (Anuar & Mohamad, 2012).

2.3.2 Ly thuyét nén dwoe chon van dung ciia luin an

Luan 4n lua chon van dung 1y thuyét S-O-R 1am 1y thuyét chinh thay vi 1y thuyét
hanh vi truyén théng nhu 1y thuyét hanh vi ¢ ké hoach (TPB) hay TAM xuit phat tir
dic thu cta bdi canh nghién clru va myc tiéu kham pha co ché tac dong tam ly, cam xuc,
va hanh vi cia nguoi tiéu ding trude cac chién dich marketing mang gia tri xa hoi. Trong
khi 1y thuyét hanh vi c6 ké hoach (Ajzen, 1991) chu yéu tap trung vao cac yéu t6 1y tri
nhu thai d6, chuin muc chi quan va nhan thurc kiém soat hanh vi dé du doan hanh vi ¢
chu dich, thi m6 hinh S-O-R cho phép di sau hon vao vai tro cua cdm xuc va nhan thue
xa hoi, yéu t6 trung tim trong marketing vi muc tiéu xa hoi (CRM). TPB khong giai
thich day du dugc cach thirc cac kich thich bén ngoai (nhu thong diép xa hoi ctia thuong
hi¢u) tac dong dén trang thai ndi tai (vi du nhu cam xuc yéu thuong thuong hiéu), von
dong vai tro quyét dinh trong viée thuc day hanh vi mua lap lai hodc truyén miéng tich
cuc.

Bén canh d6, m6 hinh TAM (Davis, 1989) thuong dugc ap dung trong nghién

ctru hanh vi chip nhan cong nghé ciing chu yéu thién vé cac yéu t6 1y tri nhu tinh hitu
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ich va tinh d& st dung, thiéu tinh bao trum dé giai thich cac hanh vi tiéu ding mang tinh
cam xuc va dao duc nhu trong bdi canh CRM. Nguoc lai, m6 hinh S-O-R cung cép mot
khuon kho phu hop hon dé 1y giai méi quan hé giira cac kich thich dao dirc bén ngoai
(marketing gin v6i trach nhiém x4 hoi), trang thai cam xtc ndi tai (nhu tinh yéu thuong
hiéu) va phan tng hanh vi x4 hoi (truyén miéng tich cuc, ¥ dinh mua hang lap lai).

Dic biét, trong bdi canh cac nganh hang tiéu dung nhanh tai Viét Nam dang
chuyén minh theo xu hudng két hop gitra tiéu dung va trach nhiém xa hoi, viéc sir dung
moét 1y thuyét c6 kha ning giai thich ca chiéu kich cam xuc va gia tri dao dtrc nhu S-O-
R s€ gitip mo6 hinh nghién ctru khong chi dg doan hanh vi ti€u dung ma con giai thich ro
dugce dong luc xa hoi diéu ma cac 1y thuyét 1y tinh nhu TPB hay TAM chua thuc hién
hiéu qua. Vi vay, S-O-R duogc Iya chon nhu mot nén tang ly thuyét toan di¢n va phu hop
nhat cho luan an, dong thoi gop phan mé rong tmg dung Iy thuyét nay trong nghién ciru
tiéu dung tai cac thi truong mai noi.

Theo d6, 1y thuyét S-O-R giai thich rang kich thich x4 hoi anh hudng dén phan
g tam 1y ctia mot ngudi, tir 46 anh huong dén phan tng hanh vi ciia ho. Ly thuyét nay
dugc Mehrabian va Russell (1974) dé xuét 1an dau tién trong nghién ctu vé linh vuc
ban 1é. Ly thuyét tap trung vao giai thich mdi lién hé giita cac tac dong bén ngoai dén
chu thé va phan hdi duoc hinh thanh. Theo Mehrabian va Russell (1974), mé hinh S-O-
R tiép can theo hai hudng: tich cuc va ti€u cyec. Tiép can tich cuc bao gSm cac hanh
dong nhu mong mudn kham pha, ghi nhd va tuong tac véi thuong hiéu, trong khi tiép
can tiéu cuc dién hinh 13 né tranh tat ca cac yéu td tr tinh huéng. Islam va Rahman
(2017) cung v6i Moon, Javaid, Kiran, Awan va Farooq (2018) da st dung md hinh 1y
thuyét nay dé chtirng minh rang nhan thitrc va cam xuc s& hinh thanh phan @ng hanh vi
cua nguoi tiéu dung.

M5 hinh 1y thuyét S-O-R duoc coi 1a mét Iy thuyét ndi tiéng trong viéc kich thich
mua hang. Theo d6, mé hinh S-O-R d3 duoc phat trién trong linh virc marketing, va
nhiéu nha nghién ciru khang dinh rang cac thudc tinh riéng biét ciia méi truong dong vai
tro 1a tac nhan bén ngoai kich thich, tic dong dén trang thai tdm ly cia cac chu thé, va
huéng khach hang dén phan tng hanh vi (Koo va Lee, 2011). Roy, Eshghi va Sarkar
(2013) ciing chtrng minh rang cam xuc thwong hiéu (tinh yéu thuong hiéu) c6 vai tro
trung gian giira cac kich thich marketing va hanh vi mua hang, cing ¢ tinh tng dung

ctia mo hinh S-O-R trong béi canh hanh vi ngudi tiéu dung. Vi, Thuong va Nhan (2018)
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trong nghién ctru vé tranh né quang cdo va nhan thirc thuong hiéu trén mang xa hoi caa
gidi tré tai TP. HO Chi Minh ciing 4p dung mo hinh S-O-R. M hinh S-O-R cho phép
két ndi giita chu thé hinh thanh cam xtic va nhan thirc véi phan tmg hanh vi ma khong
phan biét tac nhan kich thich. Nghién ctru ndy s& van dung ca 1y thuyét va thuc nghiém
ctia md hinh S-O-R dé phan tich cic yéu t6 nhan thirc va cam xuc (trung gian) tic dong
dén hanh vi mua hang l3p lai cua khach hang.

Thanh phan dau tién 13 “Kich thich” (Stimulus - S) trong 1y thuyét S-O-R dugc
do luong bang nhan thic ctia ngudi tiéu ding vé marketing vi muc tiéu xi hoi. Cac nhan
t6 kich thich tir mdi truong khoi dau cho qua trinh tao ra hanh vi ciia nguoi tidu ding,
d6ng thoi di vao nhan thirc ciia ho nham khoi day sy to mo din dén hanh dong c6 y thic
hodc tir tiém thirc, tir d6 cac gidc quan duoc kich thich va goi 1én cam xtic. Mdi giac
quan duoc do luong bang truc giac va ky vong cua khach hang trong qua trinh twong
tac (Roschk, Loureiro va Breitsohl, 2017; Holder, 2008). Ngoai ra, Ismail va Spinelli
(2012) cho thiy rang cac yéu td cam nhan thuong hiéu nhu tinh cach va trai nghiém cam
xuc ciing ¢ thé dugc xem 1a kich thich (S) c¢6 kha ning khéi tao cam xtic thuong hiéu.

Thanh phan thi hai 13 “Chu thé” (Organism - O) trong 1y thuyét S-O-R dé cép
dén qua trinh can thiép bén trong, giita cac yéu t6 kich thich va phan tng ctia nguoi tiéu
dung. Pay 1a qua trinh ma nguoi tiéu dung chuyén d6i cac kich thich bén ngoai thanh
thong tin c6 ¥ nghia va st dung né dé hiéu méi trudng, trudc khi dua ra bat ky phan
doan hodc két luan nao. Cha thé (O) duoc do luong bang cac yéu té nhu hinh anh thuong
hiéu va tinh yéu thuong hiéu. Nhiing yéu t6 nay thé hién cam xuc cta khach hang, dong
vai tro trung gian trong méi quan hé giita nhan thirc vé marketing vi muc tiéu xa hoi va
¥ dinh mua hang I3p lai. Nhidu nghién ctru d khang dinh méi quan hé nay, chang han
Ismail va Spinelli (2012) va Roy va cong su (2013) cho rang hinh anh thuong hiéu va
tinh yéu thuong hi¢éu chinh la nhiing phan tng cam xtc dac trung cho giai doan
“Organism” trong mo hinh S-O-R.

Thanh phan cubi cung trong 1y thuyét S-O-R 1a “Phan hoi” (Response - R), thé
hién cac phan ting tdm ly hoac hanh vi ctia khach hang (Koo va Lee, 2011). Cac hanh vi
phan hoi nay cé thé bao gom sy san long gidi thidu thuong hiéu cho ngudi khac hoic ¥
dinh tiép tuc mua hang véi mot thuong hiéu. Theo Westbrook (1987) va Roy et al.
(2013), cac phan g cam xuc tich cuc dan dén long trung thanh va hanh vi truyén miéng

tich cyc la biéu hién dién hinh ctia thanh phan Response (R) trong mé hinh S-O-R. Trong
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nghién ctru nay, thanh phan “Phan héi” duoc do ludng bing yéu té truyén miéng tich

cuc va y dinh mua hang 1dp lai ciia khach hang.

Kich thich (Stimulus - S) Chii thé (Organism - O) Phin hoi (Response - R)
Nhan thirc vé marketing vi | - Hinh éanh thwrong hiéu =1 ruyén miéng tich cuc
muc ticu xa hoi - Tinh yéu thuong hiéu - Y dinh mua hang lap lai

Hinh 2.2: Ly thuyét Kich thich - Chu thé - Phan tng (S-O-R)
(Nguén: tac gid tong hop)

Bén canh d6, vai tro diéu tiét ciia nhom tudi theo thé hé va vai trd kiém soét ciia
yéu t6 ving mién di voi y dinh mua hang cua nguoi tiéu dung duoc giai thich boi cac
Ly thuyét phan tang thé hé (Mannheim, 2005) va Ly thuyét vé khu vuc va khong gian
dia 1y (Scott va Storper, 2003).

Ly thuyét phdn tang thé hé 1a mot 1y thuyét nén tang trong viéc hiéu cach thé hé
anh huong dén hanh vi, gid tri va quan diém xa hoi. Ly thuyét nay dugc stir dung rong
rai trong céac linh vuc xa héi hoc, tdm 1y hoc, va nghién ctru tiéu dung, dac biét trong
viéc phan tich su khac biét vé hanh vi mua hang gitra cac thé hé Gen Z (1997-2012),
Gen Y (1996-1981), Gen X (1965-1980) va Baby Boomers (1946-1964). Mannheim
(2005) dinh nghia thé hé 1a mot nhoém ngudi sinh ra va 16n 1én trong cing mot khoang
thot gian, cung trai nghiém cac sy kién lich s, xa hoi va van hoa quan trong. Nhitng
trai nghiém nay tao ra sy gan két va anh huong sau sic dén hanh vi, quan diém, va gia
trj cia mdi thé hé. Mdi thé hé mang dic diém riéng biét, hinh thanh tir bdi canh lich sir
va xi hoi ma ho trai qua trong giai doan trudng thanh, diéu nay dinh hinh y thirc thé hé
ctia mbi nhom tudi dan dén su khéc biét trong tu duy va hanh vi giira cac thé hé. Sy khéc
biét gitra cac thé hé khong chi dya trén tudi tic ma con gén lién v&i hoan céanh lich s,
cong ngh¢, va van hoa.

Ly thuyét vé khu viee va khéng gian dia Iy tap trung vao mdi lién hé gitra su phat
trién kinh té khu vuc, toan cau hoa, va cac dong luc khong gian dia 1y, nhan manh vai
trd clia su tuong tac gitta cac yéu t6 kinh té, x3 hoi, va van hoa trong khong gian dia 1y.
Ly thuyét nay duoc sir dung dé giai thich sy khac biét vé hanh vi mua hang cta nguoi
tiéu dung giira cac khu vuc (Mién Béc, Mién Trung, Mién Nam) trong mot qudc gia

hoac trén toan cau.
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Tir cac nén tang 1y thuyét da trinh bay, luan an lya chon mo hinh S-O-R lam
khung 1y thuyét tong quéat dé cau trac cac mdi quan hé trong mé hinh nghién ctru. Theo
d6, cac kich thich marketing tir phia doanh nghiép (Stimulus) tic dong dén trang thai
ndi tim, cam xac va nhan thirc ciia ngudi tiéu dung (Organism), tir d6 dan dén cac phan
mg hanh vi cu thé (Response). Céac Iy thuyét nhu 1y thuyét quy két, Iy thuyét anh huong
x3 hoi hay 1y thuyét hanh vi c¢6 ké hoach dugc st dung nhu cac co ché bo tro nham giai
thich sau hon qua trinh chuyén hoa tir Organism sang Response, ddc biét trong viéc hinh
thanh tinh yéu thuwong hiéu, truyén miéng tich cuc va y dinh mua hang 1ip lai. Do d6, S-
O-R khong thay thé cac 1y thuyét ndy ma dong vai tro khung tich hop, gitip dam bao
tinh nhat quan va chit ché trong viéc xdy dung hé gia thuyét.

2.4. Cac khai niém trong mo hinh nghién ciru

(1) Khai niém Nhan thirc vé marketing vi muc tiéu xa hdi (perceived Cause-
Related Marketing)

Khai ni¢m Marketing vi myc ti€u xa hdi (Cause-Related Marketing — CRM) da
duogc gidi hoc thudt quan tdm va phat trién tir nhitng nam 1980. Theo dinh nghia kinh
dién cua Varadarajan va Menon (1988), CRM 13 mét hinh thirc lién minh chién luoc
gitra doanh nghi¢p va mot td chure phi loi nhuan nham muc tiéu hd trg mot nguyén nhan
xa hoi cu thé, thong qua viéc cam két trich mot phan doanh thu tir tiéu dung san pham
dé dong gop vao hoat dong d6. Mo rong dinh nghia nay, Christofi, Leonidou va Vrontis
(2015) cho rang CRM khong chi 1a mot cong cu gay quy don thuin ma con 1a mot chién
lugc trach nhiém x3 hoi tich hop giira cac muc tiéu kinh doanh va loi ich cong dong.
Pong thoi, Fiandrino, Busso va Vrontis (2019) nhan manh rang CRM chinh 1a su két
ndi giira gia tri xa hoi va chién lugc marketing, tao nén mot hinh thic truyén thong co
trach nhiém mang lai gia tr1 1au dai cho thuong hi¢u.

Trén co s& do, nhan thac vé marketing vi myc ti€éu xa hoi dugc hiéu 1a me do
cam nhan ctia ngudi tiéu dung vé cac chién dich CRM ma doanh nghiép trién khai, bao
gom: su 16 rang vé dong co cua doanh nghiép, mic do phu hop giita san pham/thuwong
hiéu v&i van dé xa hoi duoc hd trg, va mire do tin cay hay thiét thuc cua chuong trinh
(Le va Cong su, 2022; Barone va Cong sy, 2000). Khéi niém ndy phan anh sy danh gia
chu quan ctia ngudi tiéu dung va 13 yéu t6 trung tdm quyét dinh hiéu qua cta hoat dong
CRM trong viéc hinh thanh thai d0 tich cuc va hanh vi ti€u dung xa hoi c6 trach nhi€ém

(Koschate-Fischer va Cong su, 2012; Robinson, Irmak va Jayachandran, 2012).
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Trong nganh hang ti€u dung nhanh (FMCG), noi dic trung boi sy canh tranh cao
va vong doi san pham ngan, CRM duoc xem 1a mot cong cy marketing hiéu qua dé xay
dung hinh anh thuong hi¢u va long trung thanh ctia khach hang (Chatterjee, Adhikary,
Sen va Kar, 2018). Khi nguoi ti€u dung cdm nhan dugc su minh bach, dong co chan
thanh va tinh phu hop cua cac chién dich CRM, ho s& gia tang niém tin vao thuong hiéu,
nang cao murc do yéu thich va c¢6 xu hudéng mua lai san phdm (Dean, 2003; Nan va Heo,
2007).

Trong nghién ctru nay, khai ni€ém nhan thirc vé marketing vi muc tiéu xa hdi duoc
ké thira tir m6 hinh do ludng cia Le va Cong su (2022), bao gom cac thanh phan: (1)
dong co cam nhén cua doanh nghiép, (2) sy tuong thich thuong hiéu—van dé x3 hoi, va
(3) cam nhan vé gia tri va tinh hiéu qua cia chuong trinh CRM. Thang do duoc thiét 1ap
theo thang Likert 5 muc do, da duogc kiém dinh d6 tin cay trong cac nghién ctru tai thi
truong Viét Nam va cac nudc dang phét trién. Viéc lya chon khai niém nay phu hop véi
muc tiéu nghién ctru nham danh gia mbi quan hé giita nhan thirc CRM vdi cac hanh vi
nguoi tidu ding nhu yéu thuong hiéu, truyén miéng tich cuc va y dinh mua hang lap lai
von 14 cac yéu to cdt 16i trong linh vuc hang tiéu dung nhanh.

Bang 2.2. Tong hop cac dinh nghia khai niém CRM va perceived CRM

Téac gia (nam) Dinh nghia Ghi chu
) CRM 1a mét chién lugc lién minh giira doanh nghiép | Pinh nghia

Varadarajan , o . .

va to chuc phi lgi nhuén, trong dé6 doanh nghiép cam | nén tang,
va Menon . . L ‘
(1988) két tai trg mot phan doanh thu dé ho trg mot muc tiéu | dugc trich

xd hoi cu thé. dan rong rai

Nhan manh

CRM éanh hudng dén thai do nguoi tiéu dung néu ho .,
) _ y€u to cam
Dean (2003) | cam nhén dugc tinh minh bach va dong co thi¢n chi
nhan dao
tr doanh nghiép.
dtec.

Nghién ctru

CRM c6 thé gia tang nhan thuc tich cuc vé thuong | thuc nghiém
Nan va Heo

(2007) hi¢u, dac biét khi co su phu hop gitra thuong hiéu va | trong  linh

muc tiéu xa hoi. vuc  quang

cao
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Tac gid (nam) binh nghia Ghi chu
o _ | bat nén
Nguoi ti€éu dung chi phan ting tich cuc vo1 CRM khi
Barone, o , mong  cho
. . ho nhan thirc dugc tinh phu hop va gia tri thuc té cua _ _
Miyazaki va khai  niém
chuong trinh, cling nhu dong co chan thanh cua doanh _
Taylor (2000) . "perceived
nghiép.
CRM".
Koschate- . ' o ' ,
Fisch CRM hiéu qua khi nguoi tiéu dung danh gid cao su | Tong quan
ischer, .
phu hgp gitra chién dich véi thuong hiéu, va khi ho tin | meta-
Stefan va ‘o d i " vsi
rang dong gop co tac dong thuc su. analysis
Hoyer (2012)
Christofi, , ' _ Huéng tiép
CRM la mot dang cu thé ctia trach nhiém xa hoi doanh
Leonidou va _ _ _ , |can CSR —
_ nghi¢p (CSR), tich hop cac muyc ti€u xa hdi vao chién .
Vrontis _ . _ _ marketing
lugc marketing nham nang cao hi¢u qua thuong hi¢u.
(2015) tich hop
Fiandrino, . o ‘ ., Nhin manh
CRM la mdt cau noi gitra gia tri xa hoi va chién lugce .
Busso va _ . tinh  chién
. marketing, khong chi la cong cu truyén thong ma la
Vrontis , B , . lugc cua
thanh phan chién lugc bén viing ctia doanh nghiép.
(2019) CRM
Ap dung
Chatterjee va | Trong nganh FMCG, CRM gitp doanh nghiép tao su | trong  bdi

cong su khac biét vé mat cam xuc, thuc day long trung thanh | canh nganh
(2018) va dinh vi thuong hiéu. hang tiéu
dung nhanh
Mo hinh
‘ o TTXH 4p
Nhan thitc CRM gdém ba yéu t6 chinh: dong co doanh
Le va cong su . . ' . dung trong
nghi¢p, su phu hgp gitta thwong hiéu va myc tiéu xa | ]
(2022) _ o boi canh thi
ho1, va gia tri cdm nhan tir chuong trinh. .
truong Vit
Nam.

Nguon: tdc gid tong hop
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Qua bang trén, c6 thé thay khai niém CRM di chuyén tir mot cong cu don thuan
phuc vu marketing (Varadarajan va Menon, 1988) sang mot chién luoc tich hop sau rong
vo1 CSR (Christofi va cdng sy, 2015; Fiandrino va cong su, 2019). Déng thot, khai niém
"nhén thirc v& marketing vi muc dich xa hoi" dong vai trd then chdt trong viée 1y giai
hiéu qua chién dich tir géc nhin ngudi tidu dung. Tinh chil quan trong nhan thirc, bao
gdém dong co cam nhén, tinh pht hop va gia tri cam nhan, 14 yéu t6 quyét dinh hanh vi
ti€u dung tich cuc (Barone va cong su, 2000; Le va cong su, 2022).

(2) Khai niém Y dinh mua hang Lip lai

Y dinh mua hang lap lai (Repurchase Intention) dugc dinh nghia 1a xu hudng
hodc kha ndng ma mdt khach hang dy dinh tiép tuc mua lai mot san phém hoac dich vu
cu thé tir cing mot thuong hiéu hodc nha cung cap trong tuwong lai (Hellier, Geursen,
Carr va Rickard, 2003). Khac v6i hanh vi mua lai thuc t& vén duoc hiéu 1a viée khach
hang thuc su 13p lai hanh dong mua san pham tir cing nha cung cip nhiéu lan (Akhter,
2010; Aron, 2006) thi y dinh mua lai la mot trang thai tdm 1y chii quan mang tinh du bao
hanh vi tiéu dung (Davidow va Leigh, 1998; Trasorras, Weinstein va Abratt, 2009). Viéc
duy tri khach hang hién tai thong qua gia tang ¥ dinh mua lap lai khong chi gitp doanh
nghiép giam chi phi thu hat khach hang méi ma con gép phan tao dung mot tap khach
hang 6n dinh, c¢6 xu hudng it nhay cam hon véi chién luoc gia ctia ddi thi va trung thanh
hon vo1 thuong hi¢u.

Gan day, Le va cong sy (2022) da tiép tuc md rong ndi ham khai niém nay bang
cach nhdn manh ring ¥ dinh mua hang lip lai khong chi 1a chi bao vé 1ong trung thanh,
ma con 1a mot phan tng hanh vi va cam xtc duoc thiic day boi nhan thirc tich cuc cia
ngudi tiéu dung vé cac hoat dong marketing vi muc tiéu xa hoi (CRM). Cu thé, ¥ dinh
mua hang 13p lai duoc hinh thanh khi khach hang c6 trai nghiém hai long v6i san pham,
¢4 nhan thiec tich cuc vé hinh anh thuong hi€¢u va danh gia cao dong co xa hoi ma thuong
hi¢u dang theo dudi. Trong bdi canh d6, CRM dong vai trdo nhu mdt tin hi¢u dao duc
dugc truyén tai dén khach hang, giup nang cao nhan thirc xa hoi va kich thich hanh vi
mua 1ap lai.

Pic biét, Le va cong su (2022) di dé xuat do luong ¥ dinh mua hang 1ap lai theo
4 cap @6 hanh vi ting dan: tir y dinh mua lai, y dinh mua lai sém, y dinh mua lai nhiéu
lan, dén ¥ dinh tiép tuc tng ho cic chuong trinh CRM trong twong lai. Diéu nay cho

thdy y dinh mua lai khong chi 1a két qua tiéu dung c4 nhan, ma con phan anh hanh vi xa
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hoi tich cuc khi nguoi ti€u dung chu dong lua chon san phém c6 trach nhiém xa hoi dé

dong gop cho cong dong. Do d6, trong bdi canh cac doanh nghiép nganh hang tiéu dung

nhanh tai céc thi truong méi ndi nhu Viét Nam dang déy manh hoat dong CRM, y dinh

mua hang 13p lai 14 chi bao chién luge quan trong phan anh hiéu qua 1au dai cta thuong

hi¢u va dinh hudéng phat trién bén viing. Tu cac 1ap luan trén, lun an lga chon dinh

nghia ctia Le va cong sur (2022) do su tich hop giita goc nhin hanh vi va yéu t6 xi hoi,

cam xac, phit hop véi 1y thuyét S-O-R va bdi canh cac doanh nghiép tiéu dung nhanh

tai Viét Nam.

Béng 2.3. Tong hop cac dinh nghia khdi niém Y dinh mua hang lap lai

Tac gia (nam)

Dinh nghia

Ghi chu

Davidow va

Y dinh mua hang lap lai 1a kha ning chil quan

cua nguoi tiéu dung trong vi¢c mua lai cung

Tam 1y tiéu

dung, Quan h¢

mua hang lap lai phan 4&nh mong muodn va cam

két hanh vi trong tuwong lai.

Leigh (1998) modt sdn pham hoac dich vu tir cuing mdt nha
, _ khach hang
cung cap trong tuong lai.
Y dinh mua hang 1dp lai la xu hudéng hanh vi
_ . _ . Hanh wvi tiéu
Hellier va cong | thé hién y dinh cuia khach hang ti€p tuc mua san
. _ dung, Duy tri
su (2003) pham/dich vu tr cung mot thuong hi¢u hodc .
. moi quan hé
nha cung cap.
Mua lai 1a hanh vi thuc t€ cua khach hang khi
, Phan biét hanh vi
thyc hién giao dich 13p lai, trong khi Y dinh )
Akhter (2010) thuc té va y dinh

chu quan

Trasorras va

cong su (2009)

Duy tri khach hang dai dién cho cam két tam 1y
ctia khach hang ddi véi viéc tiép tuc sir dung
san pham/dich vu, thuong lién quan dén sy hai

long va long trung thanh.

Marketing dich
vu, Hai

khéch hang

long

Le va cOng su

(2022)

Y dinh mua hang lap lai trong bdi canh CRM 1a
phan tng hanh vi cua khach hang dugc hinh
thanh tor nhan thic xa hoi, su déng cam voi

chién dich trach nhi¢m xa héi cua thuong hiéu.

Marketing vi
muc tiéu xa hoi,
Cam x1tic va niém

tin

Nguon: tdc gid tong hop
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(3) Khai niém Hinh anh thwong hi¢u

Khai niém hinh anh thuong hiéu (Brand Image) da duoc tiép can va dinh nghia
theo nhiéu gdc dg khac nhau trong tai li¢u hoc thuat. Theo Levy (1999), hinh anh thuong
hiéu phan anh tap hop cac nhén thuc, lién tuéng va y tudng ma ngudi ti€u dung gan cho
mot thuong hiéu, thé hién cach ho cam nhan, hiéu va dinh vi thuong hi¢u trong tam tri.
Tiép can nay dugc mé rong boi Saleem va Raja (2014), cho rang hinh anh thuong hiéu
la cach nguoi ti€u dung ghi nhé va danh gia thuong hiéu thong qua cac trai nghiém ca
nhan truc tiép hodc qua cac thong tin gian tiép. Mot hinh anh thwong hiéu manh thuong
dugc dac trung bo1 mire d khéc biét cao, d& nhan dién, va kha nang tao 1ap niém tin, tir
d6 nang cao loi thé canh tranh cho doanh nghiép (Hsieh, Pan va Setiono, 2004; Lahap
va cong sy, 2016). Ngoai ra, hinh anh thuong hiéu con dong vai tro nhu mét bién trung
gian then chét trong viéc chuyén héa cac nd luc marketing thanh phan img hanh vi tich
cuc tir phia khach hang, chang han nhu 1ong trung thanh, tinh yéu thuong hiéu, hoic y
dinh mua lai (Le va cOng su, 2022).

Trong nghién ctru ndy, hinh anh thuong hiéu duoc tiép can theo khung 1y thuyét
S-O-R (Stimulus-Organism-Response), trong d6 cac yéu t6 kich thich tir méi trudng bén
ngoai nhu cac chién dich Marketing vi muc tiéu xa hoi déng vai tro 13 “Stimulus”, hinh
anh thuong hiéu 1a két qua cua qué trinh xu 1y tdm 1y ndi tai cia nguoi tiéu dung
(Organism), va cac phan tng hanh vi nhu long yéu thuong hi¢u, chia sé tich cuc hay y
dinh mua lai dugc xem 1a “Response”. Viéc dat hinh anh thuong hiu trong vai tro trung
gian gitp giai thich cach thirc thong tin marketing tac dong dén thai ¢ va hanh vi cua
nguoi tieu dung.

Dua trén cac lap luan trén, nghién ciu ké thira khai niém va thang do hinh anh
thuong hiéu ciia Le va cong su (2022). Tac gia cho rang hinh anh thuong hiéu 1a phan
anh téng thé nhan thuc tich cuc cua nguoi tiéu dung vé thuong hi€u, dugc hinh thanh
thong qua qua trinh twong tac voi truyén thong thuong hiéu va trai nghiém san pham,
dic biét trong bdi canh nganh dich vy va tiéu dung nhanh. Khéc véi cac thang do truyén
thng chu yéu tap trung vao thudc tinh chirc ning hodc biéu tuong (Keller, 1993), thang
do ctia Le va cong su (2022) tich hop yéu t6 cam xac, méi lién hé tdm 1y va mirc 46 gan
két c4 nhan nhitng yéu t6 nay co y nghia dic biét trong cdc nganh ma cam xac va gia tri
xa hoi dong vai tro ndi bat nhu FMCG.

Bang 2.4. Tong hop cac cac dinh nghia vé Hinh dnh thuong hiéu
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Tac gia (Nam) binh nghia Ghi chu
Hinh 4nh thuong hi€u la tap hgp cac hinh anh, y

Levy (1999) tréng ma ngudi tiéu dung lién két v6i thuong | Vin hoa, Xa hoi
hi¢u.

Hinh anh thuong hi€u 1a tap hop céac lién tudng
Keller (1993) | trong tri nhd nguoi tiéu dung, phan &nh nhan thic | Nhan thic

vé thuong hiéu.

Hinh anh thuong hi€u giup nguoi tiéu dung xu ly
Hsieh, Pan va Tam 1y hoc ti€u
thong tin, phan biét thuwong hicu, va tang sy tu tin
Setiono (2004) , dung
khi lya chon san pham.

Hinh anh thuong hi€u 1a cdch nguoi tiéu dung ghi

Saleem va Raja . Hanh wvi, Trai
nhd va cdm nhén vé thuong hi€u qua céc trai

(2014) nghi¢ém
nghiém.
Hinh anh thuong hiéu 1a sy phan anh tong thé ve

Le va cong su ) Trai nghi¢m,
cam nhan tich cuc cia khach hang doéi voi thuong

(2022) Cam xuc

hi¢u, dac biét trong nganh dich vu.

Nguon: tdc gid tong hop
(4) Khai niém Tinh yéu thwong hi¢u
Khai niém Tinh yéu thuong hiéu (Brand Love) di dugc tiép can va phat trién
rong rii trong linh vic marketing tiéu dung, phan anh mi quan hé cam xuc sau sic va
tich cuc gitra nguoi tiéu dung va thuong hi¢u. Theo Carroll va Ahuvia (2006), tinh yéu
thuong hiéu 1a mirc do gin bo tinh cam manh 1iét ma ngudi tiéu dung danh cho thuong
hiéu ho yéu thich, vuot qua sy hai 1ong thong thudng dé tré thanh mot mbi quan hé gan
giii, than mat. Bén canh do, Gomez-Suarez va cong su (2017) va Joshi va Garg (2021)
cho rang tinh yéu thuong hiéu khong chi 14 sy yéu thich don thuan ma 1a két qua cua
trai nghi¢ém cam xuc, sy cam két va danh gia tich cuc kéo dai theo thoi gian. Ahuvia,
Batra va Bagozzi (2008) d& xuat cdu triic ba chiéu gdm: tinh yéu nhan thirc (cognitive
brand love), tinh yéu cam xtc (affective brand love) va tinh yéu hanh vi (conative brand
love), cung cip mot nén tang 1y thuyét viing chic cho viéc do ludong khai niém nay.
Tiép ndi hudng tiép can nay, Huang (2017) d4 khai quat tinh yéu thuong hiéu nhu

mot trang thai tam 1y da chiéu, bao gdm: yéu t6 nhan thirc (niém tin va su danh gia tich
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cuc vé thuong hiéu), yéu t6 cam xtc (su vui vé, hanh phuc va thoai mai khi tuong tac
v6i thuong hiéu), va yéu té hanh vi (cam két tiép tuc mua sam, chia sé va gi6i thiéu
thuong hiéu). Mo hinh ba chiéu nay khong chi ké thira cach tiép can 1y thuyét cua
Ahuvia, Batra va Bagozzi (2008) ma con duogc kiém dinh thuc nghi¢m véi do tin cdy va
gid tri cao trong nhiéu bdi canh tidu dung tai chau A.

Trong nghién ciru nay, tac gia lya chon tiép can khai niém tinh yéu thuong hiéu
tir m6 hinh ba chiéu cia Huang (2017), bao gdm niém tin, cam xtic va hanh vi cam két
d6i v6i thuong hiéu. M6 hinh nay ké thira day du khung 1y thuyét ctia Ahuvia va cong
su (2008), déng thoi duge kiém dinh thuc nghiém ving chic trong bdi canh cac quéc
gia chau A c6 dic diém tiéu dung twong ddng véi Viét Nam. Ngoai ra, khai niém tinh
yéu thwong hiéu nay pht hop vi mé hinh 1y thuyét S-O-R, trong dé tinh yéu thuong
hiéu dong vai tro 1a phan Uing tam 1y ndi tai (Organism) trude kich thich marketing vi
muc tiéu x4 hdi (Stimulus), dan dén cac hanh vi tiéu dung tich cuc nhu y dinh mua hang
lap lai va truyén miéng (Response).

Viéc st dung khai niém va thang do tinh yéu thuong hiéu theo Huang (2017) 1a
c6 co so 1y luan va thyc nghi¢m viing chic, dam bao kha nang do luong chinh xac, tinh
ap dung cao va phu hop véi cdu triic mé hinh S-O-R trong nghién ctru. Khai niém nay
khong chi phan anh diing ban chit ciia mbi quan hé cam xuc giita ngudi tiéu ding va
thuong hiéu, ma con tao diéu kién Iy tudong dé phan tich vai tro trung gian cua tinh yéu
thuong hiéu trong mdi quan hé giita marketing vi muyc tiéu xa hoi va hanh vi tiéu ding
tich cuc tai Viét Nam.

Bang 2.5. Tong hop céc cac dinh nghia vé Tinh yéu thuong hiéu

Tac gia Dinh nghia Ghi chu
Tinh cam don
Carroll va Mirc d6 gdn bo tinh cam ndng nhiét ma nguoi | chidu, gin voi su
Ahuvia (2006) | tiéu dung danh cho thuong hi¢u hai long va gia tri
ca nhan
_ . | Cau trac ba chiéu
Albert, Mot trang thai cdm xtc manh li¢t va lau dai doi .
. . . — nén tang cho do
Merunka va v6i thuong hi¢u, bao gdm ni€ém tin, cdm xtic va
. . luong thuc
Valette- cam két hanh vi

nghiém
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Tac gia binh nghia Ghi chu
Florence
(2008)
Ahuvia, Batra , . , ,
_ Cau tric gobm nhan thue, cdm xuc va cam két | Khung ly thuyét
va Bagozzi o _ '
hanh vi d61 voi thuong hi¢u toan di¢n
(2008)
DPugc kiém dinh
Su két hop gitra danh gid nhan thac, cam xtc | thuc nghiém tai
Huang (2017) o _ ,
tich cyc va hanh vi ti€p tuc st dung thuong hi¢u | Chau A, phu hop
S-O-R
. Tinh yéu thuong hiéu 14 két qua ctia trai nghiém | Nhan manh vai tro
Joshi va Garg . , . . _
thuong hiéu tich cuc, tao ra cam x0c sau sac va | trdi nghiém tiéu
(2021)
hanh vi trung thanh dung

Nguén: tac gid tong hop
(5) Khai niém Truyén miéng tich cuc
Truyén miéng tich cuc (TMTC) 12 mot khai niém then chdt trong linh vuc hanh
vi nguoi tidu ding va marketing truyén miéng, phan anh qué trinh trong d6 khach hang
chu dong chia s¢ nhirng trai nghiém, cdm nhan va danh gia tich cuc vé san phém, dich
vu hodc thuong hi€u véi nguoi khac. Theo Westbrook (1987), TMTC 1a mét dang giao
tiép khong chinh thirc nhung c6 anh hudng manh mé, boi duoc thuc day tir trai nghiém
thuc té va cam xtic c4 nhan. Khac véi cac hinh thire truyén thong c6 kiém soat, truyén
mi¢ng dién ra mot cach tu nhién, c6 tinh xac thuc cao va tao dugc long tin noi nguoi
nhan thong tin (Khraim, 2011; Berger, 2014; Huete-Alcocer, 2017). Trong ky nguyén
ky thuat s6, truyén miéng khong chi dién ra qua kénh truyén théng (tryc tiép) ma con
thong qua cic nén tang truyc tuyén nhu mang xd hoi, blog va dién dan tiéu dung
(Karjaluoto va cong su, 2016). Bén canh d6, Price va Arnould (1999) nhan manh ring
TMTC la hanh vi tu nguyén, mang tinh lan toa xa hdi, trong d6 nguoi ti€u dung chia sé
thong tin tich cyc nham anh huong dén nhan thirc va hanh vi cia ngudi tiép nhan,
Trong bdi canh nghién ctru nay, TMTC dugc tiép can theo huéng hanh vi phét ra
clia ngudi tiéu dung, tire 12 hanh dong chi dong gidi thiéu, néi tot hoic khuyén nghi

thuong hiéu dén nguoi khac. Cach tiép can nay pht hop v6i mé hinh Iy thuyét Stimulus—
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Organism—Response (S-O-R), trong d6 TMTC duoc xem la phan tng hanh vi
(Response) cua nguoi tiéu dung sau khi trdi nghiém céac kich thich tor hoat dong
marketing vi myc tiéu xa hoi (Stimulus) va dugc trung gian bai cac yéu té tim 1y nhu
hinh anh thuong hi¢u va tinh yéu thuong hi¢u (Organism). Bén canh dod, cac nghién ctru
thuc nghiém gan day nhu caa Lii, Wu, va Ding (2013), Lii va Lee (2012) va Joshi va
Garg (2021) ciing cho thdy TMTC 1a mot két qua hanh vi rd nét ctia khach hang khi ho
cam nhan gia tri xa hoi, dao dic hoac nhéan van tur chién dich thuong hicu.

Khac véi cach tiép can xem truyén miéng nhu mot ngudn thong tin bén ngoai tic
dong dén quyét dinh mua, nghién ctru ndy nhdn manh TMTC nhu mot biéu hién hanh
vi hdu tiéu dung, phan anh mirc d6 gan két va cam két cua khach hang ddi véi thuong
hiéu. Hanh vi nay khong chi c¢6 ¥ nghia lan téa thong tin trong cong dong ma con co thé
ctiing c¢d niém tin va sy trung thanh ctia chinh nguoi thue hién hanh vi thong qua co ché
nhat quan nhan thuc. Viéc ké thira thang do ctia Price va Arnould (1999) 1 phut hop ca
vé 1y luan va thyc tién, dic biét trong bdi canh nganh hang tiéu dung nhanh tai Viét Nam,
noi yéu té cam xuc, cong dong va su lan toa xa hoi dong vai tro quan trong trong hanh
vi mua ldp lai.

Béng 2.6. Tong hop cac cac dinh nghia vé Truyén miéng tich cuc

Tac gia (Nam) Dinh nghia Ghi chu
Truyén miéng tich cuc 1a qué trinh khach | Tiép cén hanh vi hoc ¢
Westbrook hang truyén dat dén nguoi khac nhitng danh | dién, tap trung vao phan
(1987) gia va trai nghiém tich cuc lién quan dén | Gng tiéu dung tu nhién va
thuong hi¢u. mang tinh cam xtc.
Dugc s dung rdng rai
. ‘ _ trong nghién ctru dich vu,
Truyén miéng tich cuc la hanh vi khach ‘
. ' ‘ dac biét trong nganh du
Price va hang tu nguyén chia sé thong tin tich cuc va | .
, o _ , _ lich, ban 1¢ va tiéu dung
Arnould khuyén nghi vé thuong hi¢u dén ngudi khac, Panh
) nhanh.
(1999) qua dé anh huéng dén long tin va hanh vi | .
_ Tiép can theo hudng trai
mua cua nguwoi nhan. . . ,
nghiém dich vy, nhan
manh tinh tu nguyén,
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Tac gia (Nam) binh nghia Ghi chu

tinh truyén cam va anh

huong xa hoi.

. _ Tiép can cong nghé
Truyén miéng tich cuc la danh gia, nhan xét .
. .| truyén thoéng, chl trong
Karjaluoto va | cua khach hang vé thuong hi€u trén cacnén | . ,
. . vai tro moi truong s va
cong su (2016) | tang truc ti€p hodc truc tuyén, dudi hinh

thirc chia sé trai nghi€ém ti€u dung. o
thong tin tiéu dung.

mang xa hoi trong lan téa

Truyén miéng tich cuc la két qua cua cac

Ny hoat dong marketing vi muc ti€u xa hdéi | Tiép can hanh vi vai tro
Lii, Wu va

, (CRM), duoc thiic day boi niém tin va thai | md rong cua khach hang,
Ding (2013)

do tich cuc cua khach hang dbi véi thuong | gan véi mo hinh S-O-R.

hi¢u.

Nguon: tdc gid tong hop

2.5. Céc gia thuyét nghién ciru va mé hinh nghién ciru

Dua trén khung 1y thuyét S-O-R, cac bién trong mé hinh nghién ctru duoc phan
loai theo ba tﬁng cau trac. Cu thé, Nhan thtc vé Marketing vi muc tiéu xa hoi dugc xem
1a yéu t6 kich thich (Stimulus) tir mdi trudng marketing. Hinh anh thuong hiéu va Tinh
yéu thuong hiéu phan anh trang thai noi tim ctia nguoi tiéu dung (Organism), bao gom
nhan thirc va cam xtc ddi véi thuong hiéu. Truyén miéng tich cuc va Y dinh mua hang
1ap lai dugc xem la cac phan ing hanh vi (Response).

Céu tric nay cho phép giai thich tién trinh tdm 1y dén hanh vi ctia ngudi tiéu ding
theo logic: tir kich thich marketing dén bién d6i noi tim sau d6 dén phan tng hanh vi.
Trén co s& do, cac gia thuyét nghién ctru duoc phat trién theo trinh ty phii hop véi cau
trac S-O-R.
2.5.1. Moi quan hé truwe tiép ciia cac yéu t6 Nhan thirc vé marketing vi muc tiéu xa
hoi, hinh anh thwong hi¢u va tinh yéu thwong hi¢u

Céac thwong hiéu toan cdu ngay cang hiéu rd hon vé gia tri cac chién lugc
marketing vi myc tiéu xa hdi (CRM), chién lugc CRM c¢6 kha nang mang lai hi¢u qua
ngan han va dai han cho doanh nghiép, dong thdi cai thién mirc d6 trung thanh véi

thuong hiéu va cai thién hiéu suat tong thé (Chaudhuri va Holbrook, 2001). Bén canh
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d6, trong bdi canh x4 hoi nhiéu bién dong nhw hién nay, ngudi tiéu dung ngay cang quan
tam dén nhiing van dé vé xa hoi, do d6 cac doanh nghiép thuc hién CRM s¢€ dugc nguoi
tiéu dung quan tam hon va danh gia cao hon, theo d6 nang cao hinh anh thuong hi¢u
(Moosmayer va Fuljahn, 2010). Van den Brink, Odekerken-Schréder va Pauwels (2006)
cho ring cac sang kién CRM c6 thé c6 anh hudng dén trung thanh thuong hiéu boi vi
khach hang cam nhan duoc sy lién quan cua ho trong qua trinh déng goép cho cac van
dé cua x4 hoi. Theo Dean (2003) va Nan va Heo (2007) nhén thic cua ngudi tiéu dung
vé CRM c6 mbi quan hé tich cuc v6i trung thanh thuong hiéu.

Theo khung S-O-R, mdi quan hé nay phan anh qué trinh chuyén hoéa tir yéu to
kich thich marketing (Stimulus) sang trang thai ndi tam cta nguoi tiéu dung (Organism).
Do d6, gia thuyét H1 duoc dé xuat:

Gia thuyét HI. Nhdn thirc ve Marketing vi muc tiéu xa hoi co tac dong tich cuc
dén hinh anh thirong hiéu. (+)

Nhiéu nghién ctru thyc nghiém hd tro quan diém cho rang ngudi tiéu ding hinh
thanh 4n tugng vé mot thuong hiéu dya trén cac hinh thiic truyén thong bén ngoai, ca
dugc kiém soat (do cong ty tai trg) va khong duoc kiém soét (truyén miéng) (Garg,
Mukherjee, Biswas va Kataria, 2015; Roy, Eshghi va Sarkar, 2013). Néi cach khac,
nhirng giao tiép bén ngoai ndy dong vai tro 1a tin hiéu dé nguoi tiéu dung phat trién
nhirng nhan thirc nhat dinh va gin ¥ nghia v6i thuong hiéu mac du ho chua c6 bat ky
trai nghiém tryc tiép nao voi thuong hi€u. CRM dugce xem 1a mot torng nhirng hoat dong
truyén thong bén ngoai va do d6 c6 kha ning s& c6 nhirng anh hudng nhéat dinh dén tinh
yéu thuong hiéu (Varadarajan & Menon, 1988). Ngoai ra, theo 1y thuyét trao doi xa hoi,
cac mbi quan hé dugc hinh thanh va duy tri dua trén sy cin bang giita phan thudng va
chi phi trao ddi gitra hai ca nhan (Blau, 2017). Cac mdi quan hé trao doi x4 hoi thanh
cong dugc dac trung bdi muc do trung thanh va tin cdy cao gilra cac bén (Gould-
Williams, 2007). Do d6, c6 thé khi mot doanh nghiép cam két véi nhiing cac hoat dong
lién quan dén x4 hoi hodc méi truong, nhiéu kha nang ho s€ nhan lai dugc tinh yéu cia
ngudi tiu dung véi thuong hi€u cua minh.

Theo khung S-O-R, mbi quan hé nay phan 4nh qué trinh chuyén hoéa tir yéu t6
kich thich marketing (Stimulus) sang trang thai ndi tam cua nguoi ti€u dung (Organism).

Do d6, gia thuyét H2 dugc dé xuat:
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Gia thuyét H?2. Nhdn thirc vé Marketing vi muc tiéu xa hoi co tac dong tich cuc
dén tinh yéu thwong hiéu. (+)

2.5.2. Mdi quan hé truc tiép ciia cac yéu t6 hinh anh thwong hiéu, tinh yéu thwong
hi¢u va y dinh mua hang lap lai

Trong bdi canh canh tranh toan ciu ngady cang gay gat, cac thwong hiéu khong
chi tap trung vao viéc tdi vu hoa chat lugng san pham ma con ngay cang chu trong dén
cac chién luoc xay dung gid tri cam xtc, trong d6 chién luoc marketing vi myc tiéu x4
hoi (Cause-Related Marketing — CRM) dong vai tro ngay cang quan trong. Cac nghién
ctru d4 chi ra rang cac thuong hiéu toan cau dang nhan thirc rd hon vé gia tri dai han ma
céc chién dich CRM mang lai, dac biét la trong viéc nang cao hinh anh thuong hiéu,
tang muc do trung thanh va cai thién hiéu qua kinh doanh tong thé (Koschate-Fischer
va cong su, 2012; Robinson va cong sy, 2012; Chaudhuri va Holbrook, 2001; Andrews,
Luo, Fang va Aspara, 2014).

Hinh anh thuong hi¢u, dugc dinh nghia 1a tap hgp cac nhan thic, lién tuong va
an tuong ma khach hang hinh thanh trong qua trinh twong tac véi thuong hiéu (Keller,
1993), da duoc xem 1a mot yéu t6 nén tang anh hudng dén cam xac va hanh vi ciia nguoi
tiéu dung. Cu thé, mot hinh anh thuong hi¢u tich cuc c6 thé khoi go1 nhirng trai nghiém
cam xuc tich cuc, tao ra mdi lién két tam 1y gilta ngudi tiéu ding va thuong hiéu, tir 46
dan dén tinh yéu thuong hiéu, mot trang thai gan bo tinh cam sau sic ma ngudi tiéu dung
cam nhan ddi véi thuong hiéu (Carroll va Ahuvia, 2006). Cac nghién ctru thuc nghiém
ctia Bergkvist va Bech-Larsen (2010) va Ismail va Spinelli (2012) d3 khang dinh vai tro
du bao manh mé cua hinh anh thuong hi¢u ddi voi tinh yéu thuong hiéu, khi nguoi tiéu
dung cam thiy thuong hiéu phan anh gia tri ca nhan, dang tin cdy va truyén cam hing,
ho ¢6 xu hudng phat trién tinh cam yéu thich manh mé hon d6i v6i thuong hiéu do.

Trong cau tric S-O-R, ddy 1a qua trinh chuyén dbi tir trang thii ndi tdm
(Organism) sang phan tng hanh vi cu thé (Response). Do d6, gia thuyét H3 duoc dé
Xuat:

Gid thuyét H3: Hinh dnh thwong hiéu c6 tac ddng tich cwc dén tinh yéu thuwong
hiéu. (+)

Bén canh tac dong cam xuc, hinh anh thwong hiéu con dong vai tro thiét yéu trong
viéc dinh hinh hanh vi ti€u dung (Nguyen va LeBlanc, 1998; Kandampully va
Suhartanto, 2003). Theo Hur, Ahn va Kim (2011), mot hinh anh thuong hiu rd rang,
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tich cuc c6 thé khuyén khich khach hang gin b6 dai han va giam thiéu sy chuyén huéng
sang ddi thu canh tranh, qua d6 duy tri loi nhuan va ting truong bén virng. Mirzaee, Rad
va Molavi (2013) nhdn manh rang hinh anh thuong hiéu c6 kha ning nang cao nhan
thire gid tri cua nguoi tidu dung d6i v6i san pham, diéu nay thic day long trung thanh
va y dinh mua lai. Ngoai ra, nhiéu nghién ctru d chirng minh mdi quan hé truc tiép va
cO y nghia gitra hinh anh thuong hi¢u va hanh vi mua hang 1ap lai hoac y dinh duy tri st
dung dich vu (Nguyen va LeBlanc, 1998; Kandampully va Suhartanto, 2003; Espinosa
va cong su, 2018). Ching han, Ricadonna, Saifullah va Prasetyoningrum (2021) chi ra
rang nguoi tiéu dung cd xu hudng tai mua san pham tir thuong hiéu ma ho danh gia cao
vé mit hinh anh, cho rang thuong hiéu d6 phu hop voi phong cach sdng, gia tri c4 nhan
va ky vong xa hoi ctia ho qua d6 ciing ¢6 cac hanh vi lap lai.

Trong cdu trac S-O-R, ddy la qua trinh chuyén dbi tir trang thai ndi tim
(Organism) sang phan (mg hanh vi cu thé (Response). Do d6, gia thuyét H4 dugc dé
Xudt:

Gid thuyét H4: Hinh danh thwong hiéu c6 téc dong tich cwc dén y dinh mua hang
lap lai. (+)

2.5.3. Méi quan hé trye tiép ciia cac yéu té Tinh yéu thwong hiéu va y dinh mua
hang lap lai

Tinh yéu thuong hiéu bao gdm su sin sang thé hién tinh yéu véi thuong hiéu va
12 minh chting cho thai do tich cuc hay su hai 10ng vé thuong hiéu (Karjaluoto va Cong
su, 2016). Khi khach hang yéu thuong mot thuong hi€u, ho ¢6 xu hudng trung thanh va
duy tri moi quan hé 1au dai voi thuong hiéu d6. Carroll va Ahuvia (2006) tiét 16 rang
tinh yéu thuong hiéu 14 tién dé ctia 10ng trung thanh thwong hiéu va 1am ting ty 1é mua
hang 1ap lai ctia khach hang. Su yéu thich thuong hi¢u dong mot vai tro quan trong trong
viéc giam ty 1& roi bo khach hang, vi nhing khach hang c6 két ndi vé mit cam xic it ¢6
kha nang chuyén sang cac thuong hi€u canh tranh (Zhang va cong sy, 2020). Ho coi
thuong hiéu 13 mot phan khong thé thiéu trong cudc song ciia ho, khién cac d6i thu canh
tranh kho 16i kéo ho hon. Piéu nay din dén ty 18 giir chan khach hang duoc cai thién va
mo hinh kinh doanh bén vitng hon.

Tinh yéu thuong hiéu (brand love) 1a mot trong nhimng yéu t6 cam xuc then chdt
gitip thuc ddy mdi quan hé bén ving giita khach hang va thuong hiéu. Theo dinh nghia

ctia Carroll va Ahuvia (2006), tinh yéu thwong hiéu dugc hiéu 1a mtc do gin b tinh
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cam sdu sic, tich cuc ma ngudi tiéu dung danh cho mét thwong hiéu ho cho 1a phu hop
vO1 gia tri ca nhan. Tinh cam nay khong chi phan anh sy hai long vugt trgi ma con bao
g@)m ca su san sang thé hién thai d6 tich cuc va bao vé thuong hicu trudce cac tac dong
bén ngoai (Albert va Merunka, 2013). Karjaluoto va cong su (2016) ciing khang dinh
rang tinh yéu thuong hiéu thé hién ¢ hanh vi cam két, sy ddnh gia cao va cam giac coi
thwong hiéu nhu mot phan trong danh tinh ca nhin cua ngudi tiéu dung.

Tinh yéu thuong hi¢u déng vai trd nén tang trong viéc hinh thanh long trung
thanh hanh vi, dac biét 1a y dinh mua hang lap lai — mdt yéu td quan trong ddi véi su
ting trudng bén viing cua doanh nghiép. Nghién ciru ciia Carroll va Ahuvia (2006) da
cung cip bang chimg thuc nghiém cho thiy ngudi tiéu dung c6 mirc do tinh yéu thuong
hiéu cao s& c6 kha nang mua lai san pham cuia thuong hiéu d6 nhiéu hon so véi nguoi
tiéu dung khong c6 su gin két tinh cam. Zhang va cong su (2020) mé rong khai niém
nay bang cach chiing minh rang khach hang c6 méi lién hé cam xuc sau sac voi thuong
hi¢u thuong c6 xu hudng duy tri mbi quan h¢ dai han, it bi &nh hudng béi cac chién luoc
canh tranh va c6 kha nang tr¢ thanh dai st thuong hiéu khong chinh thue.

Hon nita, theo mo6 hinh S—O-R (Stimulus—Organism—Response), tinh yéu thuong
hiéu c6 thé duoc xem 1a phan ung tdm 1y ndi tai (Organism) xuét hién khi khach hang
trai nghiém nhirng yéu t6 kich thich tich cuc tir thuwong hiéu (Stimulus), chang han nhu
sur déng diéu vé gia tri, trai nghiém thuong hiéu vuot ky vong hodc cac hoat dong
marketing vi muc tiéu x4 hoi. Phan Gmg nay tiép tuc dan dén cic hanh vi dap tng
(Response), dién hinh 1a y dinh mua hang ldp lai, mdt trong nhitng biéu hién ro rang
nhat ctia 10ng trung thanh hanh vi (Batra va cong su, 2012). Ngoai ra, Magano va cong
su (2024) d3 ching minh rang tinh yéu thuong hiéu c6 thé déng vai trd nhu mot bién
trung gian manh mé&, gitp chuyén hoa cac dic diém thuong thanh nhitng hanh vi tiéu
dung tich cuc nhu ¥ dinh mua hang 13p lai hodc hd trg thuong hiéu bén viing.

Trong cdu truc S-O-R, ddy 1a qua trinh chuyén dbi tir trang thai nodi tim
(Organism) sang phan (mg hanh vi cu thé (Response). Do d6, gia thuyét H5 dugc dé
Xuat:

HS5: Tinh yéu thieong hiéu cé tac dong tich cuc dén y dinh mua hang ldp lai. (+)
2.5.4. Mbi quan hé true tiép ciia cac yéu td hinh anh thwong hiéu, tinh yéu thwong

hi€u va truyén miéng tich cuc
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Hinh anh thuong hiéu d3 dong vai trd quyét dinh trong qua trinh quyét dinh mua
hang cua nguoi tiéu dung. Thong thuong, mot hinh anh thwong hiéu cao hon cho thay
chét luong san pham vuot qua mot mic d6 ky vong nhét dinh. Nguoc lai, hinh anh
thuong hiéu thap hodc thiéu ndi 1én rang ngudi tiéu dung thiéu long tin vao san pham
(Keller, 1993; Erdem va Swait, 2004; Shen va Ahmad, 2022). Néu céc san phém va dich
vu ciia mot cong ty lién tuc duy tri mot hinh anh thwong hiéu tich cuc trong cong dong,
n6 c6 kha nang dat duoc vi tri tot hon trong nganh cong nghiép, duy tri lgi thé canh tranh
va chiém duoc thi phﬁn hodc hiéu suét 1én hon. Hinh anh thuong hi¢u dai dién cho téng
hop cac nhan thire, lién két va 4n tuong ma nguoi tiéu dung co6 vé mot thuong hiéu
(Keller, 1993; Lee, James va Kim, 2014). Khi mot thuong hi¢u xay dung dugc mot hinh
anh manh mé& va tich cuc, n6 ting cudng 1ong trung thanh, niém tin va sy hai long cia
nguoi tiéu dung, tir d6 din dén truyén miéng tich cuc (Khoirunnisa va Albari, 2023).
Ngoai ra, hinh anh thuong hiéu tich cuc la dong luc cho viéc ing hd cua nguoi ti€u
dung. Khi cd nhan nhan thirc mot thuong hi¢u mdt cach tich cuc, ho c6 xu hudéng chia
s¢ kinh nghiém ctia minh v&i ban be, gia dinh va nguoi quen. Truyén miéng tich cuc nay
khong chi cting ¢b niém tin ctia nguoi tiéu dung hién tai ma con thu hat khach hang tiém
nang tin tuéng vao dé xuat tir ban beé (Schlesinger, Cervera-Taulet va Wymer, 2023).
Céc nghién ctru trude dy cho thay hinh anh thuong hiéu du doan WOM tich cuc va co
anh huong tich cuc dén WOM tich cuc (Anggraeni, 2015; Islam va Rahman, 2016).

Trong céu tric S-O-R, ddy la qua trinh chuyén d6i tir trang thai ndi tam
(Organism) sang phan (mg hanh vi cu thé (Response). Do d6, gia thuyét H6 dugc dé
Xuét:

Gid thuyét H6. Hinh danh thirong hiéu cé téc dong tich cwe dén truyén miéng tich
cuc. (+)

Tinh yéu thuong hi¢u dé cap dén mirc d0 ma mot ca nhan c6 mot mdi quan hé
cam xuc siu sic va tich cuc voi mot thuong hi¢u cu thé. Khi mot nguoi yéu thuong mot
thuong hi€u, ho thuong cé xu hudng chia sé kinh nghiém tich cuc cia minh véi nguoi
khac (Karjaluoto va Cong su, 2016). Diéu nay c6 thé 1a do ho mudn chia sé niém vui va
hanh phtic v6i nguoi khéc, hoac do ho muén gidi thi¢u thuong hi¢u ma ho tin tuéng va
yéu quy cho nhitng ngudi xung quanh. Cac nghién ciru di chi ra rang sy tich cuc vé
thuong hiéu c6 thé kich thich viéc chia sé truyén miéng, dic biét 1a khi ngudi tiéu dung

cam théy manh m& vé mbi quan hé ca nhan cua ho véi thuong hi¢u (Dam, 2020;
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Niyomsart va Khamwon, 2015). Tinh yéu thuong hi¢u khong chi 1a viéc c6 cam xuc tich
cuc vé mot thuong hi¢u, ma con la mot yéu td quan trong trong viéc xay dung mbi quan
hé sau sic va trung thanh véi thuong hiéu d6. Khi mot ngudi yéu thuong mot thuong
hiéu, ho thuong c6 xu hudng tré thanh nhitng dai st ty nhién cta thuong hiéu do, truyén
di nhitng cau chuyén tich cyc va danh gia 161 khen nggi vé san phém hoac dich vu cua
thuong hiéu d6 (Rodrigues va Branddo, 2021). Diéu nay tao ra mot hiéu tng lan truyén
tich cuc, khién thong diép tich cuc vé thuong hiéu duoc lan truyén tir nguoi ndy sang
nguoi khac, va tir d6 tang cuong uy tin va hinh anh tich cyc ctia thuong hi¢u.

Trong cdu trac S-O-R, ddy la qua trinh chuyén dbi tir trang thai ndi tim
(Organism) sang phan tmg hanh vi cu thé (Response). Do d6, gia thuyét H7 dugc dé
XUuAt:

Gid thuyét H7. Tinh yéu thuwong hiéu c6 tac dong tich cuc dén truyén miéng tich
cuc. (+)

2.5.5. Mdi quan hé true tiép ciia cac yéu to truyén miéng tich cwc va y dinh mua
hang lap lai

Truyén miéng tich cyc (TMTC) duoc xem 13 mot trong nhitng biéu hién hanh vi
quan trong cua nguoi tiéu dung sau khi trai nghiém thuong hi¢u. Khi khach hang cam
nhan duoc gia tri tich cuc tir san phém hodc tir cac hoat dong marketing vi muc ti€u xa
hoi cua doanh nghi¢p, ho c6 xu hudng chi dong chia sé nhitng danh gia, cam nhén va
khuyén nghi tich cyc vé thuong hiéu voi ngudi khac (Westbrook, 1987; Price & Arnould,
1999). Hanh vi nay khong chi mang ¥ nghia lan téa thong tin trong cong dong tiéu dung
ma con phan anh mirc d6 hai 10ng, niém tin va sy gin két cua ca nhan dbi véi thuong
hiéu.

Trong nghién ctru nay, TMTC dugc tiép can theo hudng hanh vi phat ra cia ngudi
tiéu dung, tic 1a hanh vi chu dong chia sé thong tin tich cyc vé thuong hiéu dén nguoi
khac. Theo quan diém cua thuyét nhit quan nhén thirc (Cognitive Consistency Theory)
va 1y thuyét bat hoa nhén thirc (Cognitive Dissonance Theory), c4 nhan c¢6 xu hudng
duy tri sy nhit quan giira thai d6, 16i n6i va hanh vi ctia minh. Khi mot nguoi chi dong
gidi thiéu hodc noi tot vé mot thuong hi¢u, ho ¢6 xu hudng cling ¢ niém tin va cam két
ctia chinh minh dbi v6i thwong hiéu d6 nham dam bao sy nhat quan ndi tai (Festinger,
1972). Do d6, hanh vi truyén miéng tich cuc khong chi tac dong dén ngudi nhan thong

tin ma con co thé gia ting ¥ dinh mua hang 1ap lai cta chinh ngudi thyc hién hanh vi.
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Bén canh do, cac nghién ctru thuc nghiém cho théy TMTC 14 biéu hién ctia muc do ga"m
két cao voi thuong hiéu va co lién hé chit ché véi hanh vi trung thanh (Karjaluoto va
cong su, 2016; Dam, 2020). Khi khach hang tr¢ thanh “dai st ty nhién” ctua thuong
hiéu, viéc lan téa nhirng thong diép tich cuc ddng thoi 1am ting su gin bo va xu huéng
tiép tuc lyra chon thuong hiéu d6 trong twong lai. Pac biét trong nganh FMCG, noi hanh
vi mua lip lai dién ra thuong xuyén, TMTC c6 thé déng vai trd nhu mot co ché cing cb
quyét dinh tiéu dung.

Do d6, c6 thé 1ap luan ring hanh vi truyén miéng tich cuc clia nguoi tiéu ding sé
lam gia tang ¥ dinh mua hang 13p lai ctia chinh ho thong qua co ché cing cb thai d6 va
duy tri sy nhat quan hanh vi.

Gid thuyét HS. Truyén miéng tich cuc c6 tac dong tich cuc dén ¥ dinh mua hang
lap lai. (+)

2.5.6. Moi quan hé truec tiép ciia cac yéu t6 nhan thirc vé marketing vi muc tiéu xa
héi va truyén miéng tich cuc

Marketing vi muc tiéu xa hoi (CRM) 1a chién luoc marketing ma céc cong ty két
hop cac san phém hodc dich vu cia minh v&i1 céc hoat dong xa hdi nhu bao vé moi
truong, tur thién, hodac hd trg cac van dé xa hoi. Khi nguoi tiéu dung nhan thirc réng
thuong hi€u co6 1ién quan dén mot muc tiéu xa hoi cao ca, ho co thé cam théy thuong
hiéu dé c6 trach nhi¢m xa hoi va dang tin cdy. Theo nghién ctru cua Batra va Cong su
(2012), khi nguoi tiéu dung danh gia cao nhitng nd luc cua thuong hiéu trong viéc tham
gia vao cac hoat dong xa hoi, ho c6 xu hudng truyén mi¢ng nhitng trai nghiém tich cuc
d6 cho ban bé va ngudi than. Truyén miéng tich cuc 13 hanh dong ma nguoi tiéu dung
chia sé nhirng danh gia tot vé san phém hodc dich vu cua mot thuong hi¢u véi nhitng
ngudi xung quanh, va nd duoc xem 12 mot trong nhitng yéu td quan trong nhit trong
viéc lan toa sy tin tudng vé thuong hiéu, dic biét trong moi truong truyén thong xa hoi
(Hennig-Thurau va Cong su, 2004).

Sy nhan thirc ciia nguoi tiéu diing vé CRM c6 thé thuc day truyén miéng tich cuc
thong qua viéc tao dung cam giac ty hao rang ho dd ung hé mot thuong hiéu cé trach
nhi¢m xa hoi (Coleman, Royne va Pounders, 2020; Antonetti va Maklan, 2014). Liu va
Gal (2011) cho thdy rang ngudi tiéu dung thuong cam thay hanh dién khi ho mua san
pham tir nhitng thwong hiéu c6 dong gop cho cic nguyén nhan xa hoi. Hanh dong truyén

miéng tich cyc nay khong chi giup thuong hiéu gia ting uy tin ma con thiic day long
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trung thanh cua khach hang (Sang, 2022; Tran, 2022). Dic biét trong bdi canh Viét Nam,
nguoi tiéu dung ngay cang quan taim dén cac van dé moi truong va xa hoi, viéc thuong
hiéu gin lién véi cac chién dich xa hoi ¢ thé khién ngudi tiéu dung chia sé thong tin
tich cuc nhiéu hon vé thuong hiéu véi ngudi khac (Ngd va Cong su, 2024).

Hanh vi truyén miéng tich cuc ndy ciing phan anh su twong tac giita nhan thirc
va cam xtc cia ngudi tiéu dung. Khi ngudi tiéu dung cam thiy thuong hiéu c6 nhiing
hanh dong xa hdi tich cuc, hg khong chi danh gia cao thuong hi¢u ma con cam th?iy co
dong luc dé chia sé trai nghiém tich cuc d6 voi ban bé va nguoi than (Keller va Fay,
2012). CRM tao ra mot Iy do ¥ nghia dé nguoi tiéu dung chia sé thong tin vé thuong
hiéu, boi vi ho khong chi cam thiy san pham c6 gia tri ma con cam nhan dugc rang ho
da tham gia vao mot hoat dong tot cho xa hoi.

Theo m6 hinh S-O-R, phan tng hanh vi thuong dugce hinh thanh thong qua trang
thai noi tam. Tuy nhién, cac nghién ctru vé xir Iy thong tin cho thdy trong mot sb truong
hop, kich thich marketing c6 thé tac dong truc tiép dén hanh vi thong qua co ché xir 1y
thong tin theo 16i suy luan kinh nghiém (Petty & Cacioppo, 1986; Chaiken, 1980), tirc
la nguoi tiéu dung dya vao cac tin hiéu gia tri ndi bat dé dua ra quyét dinh nhanh ma
khong can toan bo qua trinh cam xuc trung gian. Do d6, gia thuyét H9 duogc dé xuét:

Gia thuyét H9: Nhdn thitc ve marketing vi muc tiéu xda hoi co tac dong tich cuc
dén truyén miéng tich cye. (+)

2.5.7. Moi quan hé true tiép ciia cac yéu t6 nhan thirc vé marketing vi muc tiéu xa
hoi va y dinh mua hang lap lai

Y dinh mua hang 13p lai 1a mot chi s6 quan trong vé 10ng trung thanh ciia ngudi
tiéu dung d6i voi thuong hiéu. Khi ngudi tiéu dung nhan thirc rang thuong hiéu tham
gia vao cac hoat dong xa hoi c6 ¥ nghia, ho c6 xu hudng quay lai mua san pham cua
thuong hi¢u do. Theo nghién ctru cuia Kotler va Lee (2005), nguoi tiéu dung thuong cam
thiy ho khong chi mua mot san phidm, ma con dang dong gdp vao nhitng hoat dong x4
hoi 16n hon, chang han nhu bao vé mdi truong hodc gitp d& cac cong dong kho khan,
Diéu nay tao ra mot dong luc manh mé dé ngudi tiéu dung tiép tuc mua lai san pham tir
thuong hiéu.

Hon nita, Lafferty va Goldsmith (2005) chi ra rang khi thuwong hiéu duoc lién két
v6i cac chién dich x3 hoi c6 ¥ nghia, ngudi tiéu dung c6 xu huéng danh gia cao thuong

hiéu d6 hon so vé6i nhitng thuong hiéu khong tham gia vao cac hoat dong nhu vay. Diéu
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nay lam ting su tin tudéng va dan dén ¥ dinh mua lai san pham tir thuvong hiéu. Nguoi
tiéu dung cam thay rang bang cach mua san pham, ho khong chi dat duoc loi ich ca nhan
ma con tham gia vao mgt hoat dong c6 loi cho cong déng, diéu nay lam tang y dinh mua
lai cua ho (Schamp, Heitmann, Bijmolt, & Katzenstein, 2023).

Trong bdi canh marketing hién dai, cac chién dich CRM khong chi 1a phuwong
tién dé thu hat sy chu ¥ cia nguoi tiéu dung ma con la mat chién lugc dai han nham xay
dung 1ong trung thanh. Khi ngudi tiéu dung nhan thic rang thuong hiéu c6 gia tri xa
hoi, ho c6 xu huéng phat trién 1ong trung thanh sau sic hon véi thuong hiéu. Sen va
Bhattacharya (2001) cho thay rang ngudi tiéu dung ¢ thé trd nén gan két vé6i thuong
hiéu hon néu ho tin ring thuong hiéu d6 dai dién cho cac gia tri ma ho tng ho. Piéu nay
gitip thuong hiéu duy tri méi quan hé 1au dai voi khach hang va dam bao rang ho sé&
quay lai mua san pham trong twong lai.

Theo mo hinh S-O-R, phan tng hanh vi thuong dugc hinh thanh thong qua trang
thai noi tam. Tuy nhién, cac nghién ctru vé xtr Iy thong tin cho thy trong mot sb truong
hop, kich thich marketing c6 thé tac dong truc tiép dén hanh vi thong qua co ché xir ly
thong tin theo 16i suy luan kinh nghiém (Petty & Cacioppo, 1986; Chaiken, 1980), tirc
l1a nguoi tiéu dung dya vao cac tin hiéu gia tri ndi bat dé dua ra quyét dinh nhanh ma
khong can toan bo qua trinh cam xuc trung gian. Do d6, gia thuyét H10 duoc dé xuat:

Gia thuyét HI10: Nhén thirc vé marketing vi muc tiéu xa hgi co tdac dong tich cuc
dén y dinh mua hang lap lai. (+)

2.5.8. Vai tro diéu tiét ciia bién phan loai nhém tudi theo thé hé ddi véi cac mdi
quan hé trong m6 hinh nghién ctru

Nhom tudi 13 mot yéu t& nhan khau hoc quan trong, dugc dinh nghia bdi cac
khoang thoi gian cu thé va chiu anh huodng tir cac bdi canh vin hoa, x3 hoi, va cong ngh¢
khac nhau. Theo Ly thuyét phan tang thé hé ciia Mannheim (2005), mdi thé hé nhu Gen
Z, Gen Y, Gen X, va Baby Boomers phat trién céc gia tri, thai do, va hanh vi ti€éu dung
dic trung, tao ra su khac biét trong cach ho phan g véi cac yéu to marketing. Ngoai
ra, Ly thuyét nhan dang xd hoi cta Tajfel va Turner (2004) ciing chi ra rang cac nhom
xa hoi, bao gdm cac nhém tudi, dong vai tro diéu tiét hanh vi ca nhan thong qua sy dong
nhat xa hoi va so sanh xd hoi. Cac nghién ctru gan day cho thay su khac biét rd rét trong
cach céc thé hé tiép nhén chién dich CRM, hinh anh thuong hiéu, va truyén miéng tich

cuc, tir d6 anh huéng dén y dinh mua hang lip lai trong nganh FMCG tai Viét Nam
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Nguyen, Phan va Nguyen, 2024; Long va cong su, 2024). Viéc phan tich sy khac biét
giita cac nhom tudi trong md hinh khong chi gitp hiéu & hanh vi tiéu dung theo timg
thé hé ma con cung cip thong tin dé tdi wu hoa chién lugc marketing (Sarstedt, Hair,
Pick, Liengaard, Radomir va Ringle, 2022). C4c thuong hiéu c6 thé tiy chinh chién dich
CRM phu hop, huéng dén tinh sang tao va phong cach séng cho Gen Z va Gen Y, trong
khi tap trung vao chét luong va gi trj 1au dai cho Gen X va Baby Boomers. Diéu nay
dam bao tinh chinh xac ctia md hinh va nang cao hiéu qua thyc tién trong bdi canh thi
truong Viét Nam.

Nhan thitc vé CRM phan anh cach ngudi tidu ding danh gia cac chién dich lién
két gitra thuong hi¢u va cadc muc ti€u xa hdi. Gen Z va Gen Y, dugc hinh thanh trong
thoi ky phat trién manh mé& cua truyén thong xa hoi, thuong nhay cam hon véi cac chién
dich CSR (Corporate Social Responsibility). Ho danh gid cao cac thuong hi¢u tham gia
vao cac van dé xa hoi nhu bao vé moi truong hodc hd trg cong dong, diéu nay khong
chi cai thién hinh anh thuong hiéu ma con thiic dy tinh yéu thuong hiéu, truyén miéng
tich cuc, va y dinh mua hang 1ap lai (Kotler va Lee, 2005). Nguoc lai, Gen X va Baby
Boomers, mdc du cling coi trong trach nhiém xa hoi, nhung thuong khong xem do la
yéu t6 quyét dinh chinh, thay vao dé tap trung vao gia tri san phdm nhu chét luong va
do6 tin cay (Nguyen va Cong su, 2021). Trong nganh FMCG tai Viét Nam, Gen Z va Gen
Y dé dang ung ho cac thuong hi¢u néu ching lién két v&i cac chién dich x4 hdi tich cuc.
Gen X va Baby Boomers thuong danh gia cao cac thuong hi¢u lau doi, va tap trung vao
gia tri thuc té thay vi cac chién dich CRM.

Trong mé hinh S-O-R mo rdng, cac bién diéu tiét duge xem 13 yéu td bdi canh
c6 kha ning lam thay doi cuong do hodc huéng tic dong giita Organism va Response.
Su khéc biét vé nhom tudi cé thé anh hudng dén cach nguoi tiéu dung xir 1y thong tin
marketing va biéu hién phan tng hanh vi. Do d6, viéc kiém dinh vai tro diéu tiét gitip
lam 13 tinh linh hoat cia m6 hinh trong cac bdi canh nhan khau hoc khac nhau.

Gid thuyét Hlla: Nhom tudi déng vai tro diéu tiét moi quan hé giita Nhdn thic
vé Marketing vi muc tiéu xa hoi va Hinh anh thuong hiéu

Gid thuyét H11b: Nhém tudi dong vai tro diéu tiét méi quan hé giita Nhdn thirc
vé Marketing vi muc tiéu xd héi va Tinh yéu thuwong hiéu

Gid thuyét Hllc: Nhém tudi diéu tiét moi quan hé gita Nhin thirc vé Marketing

vi muc tiéu xa hoi va Truyén miéng tich cuc.
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Gid thuyét H11d: Nhém tudi dong vai tro diéu tiét moi quan hé gita Nhdn thirc
vée Marketing vi muc tiéu xa hoi va Y dinh mua hang lap lai.

Bén canh do, hinh anh thuong hi¢u c6 thé tac dong manh hon dén Gen Z va Gen
Y boi ho thudng coi thuong hiéu 1a mét phan ban sic ca nhan. Nghién ciru cia Solomon
va Cong sy (2012) chi ra rang cac thé hé tré, dac biét 13 Gen Y, dong nhat hinh anh
thuong hiéu véi phong cach sdng ciia ho. Diéu nay khong chi anh huong dén tinh yéu
thuong hiéu ma con thuc day hanh vi truyén miéng tich cuc va ¥ dinh mua hang 1ap lai
(Batra va cong sy, 2012; Islam & Rahman, 2016). Nguoc lai, Gen X va Baby Boomers
thudng danh gia hinh anh thuong hiéu dya trén yéu tb truyén thong, do tin cay va lich
su lau doi (Parment, 2013; Brosdahl & Carpenter, 2011). Tai Viét Nam, Gen Z va Gen
Y thuong yéu thich cac thuong hiéu tré trung, sdng tao va chiu anh huéng manh cua
mang xa hoi/hoat dong xa hoi cua thuong hi¢u, trong khi Gen X va Baby Boomers thién
vé gia tri str dung, uy tin 1au nam (Ngo va cong su, 2024; Long va cong su, 2024).

Gid thuyét Hlle: Nhém tuéi diéu tiét moi quan hé giiva Hinh dnh thwong hiéu va
Tinh yéu thwong hiéu.

Gid thuyét H11f: Nhém tudi diéu tiét moi quan hé giita Hinh anh thiong hiéu va
Truyén miéng tich cuc.

Gid thuyét H11g: Nhém tudi diéu tiét méi quan hé giita Hinh dnh thwong hiéu va
Y dinh mua hang lap lai.

Ngoai ra, tinh yéu thuong hiéu ciing c6 thé tic dong manh mé& hon dén hanh vi
cua Gen Z va Gen Y do ho dé dang bi thu hut bo1 cac gia tri cdm xtc ma thuong hiéu
mang lai (Escalas va Bettman, 2005) . Theo Batra va Cong su (2012), cac thé hé tré
thudng phat trién tinh yéu thuong hiéu dya trén trai nghiém c4 nhin va mutc d6 phu hop
ctia thuong hiéu v6i phong cach séng cua ho. Nguoc lai, Gen X va Baby Boomers, du
c6 tinh yéu thuong hiéu, nhung quyét dinh ctia ho thuong chiu anh hudng tir yéu t6 thuc
té nhu gia tri san phém va muc do tién lgi (Brosdahl va Carpenter, 2011; Eastman va
Liu, 2012; Parment, 2013).

Gid thuyét H11h: Nhém tuéi diéu tiét moi quan hé giiva Tinh yéu thiong hiéu va
Truyén miéng tich cuc.

Gid thuyét H11i: Nhém tudi diéu tiét méi quan hé gitka Tinh yéu thwong hiéu va

Y dinh mua hang lap lai.
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Truyén miéng tich cuc c6 thé dong vai trd ciing cd manh hon d6i véi ¥ dinh mua
hang ldp lai ctia Gen Z va Gen Y, do ho ¢6 xu hudng thé hién ban than va khing dinh
gia tri cd nhan thong qua hanh vi chia sé trén mang xa hoi (Ngo va cong su, 2024).
Nghién ctru ctia Gvili va Levy (2018) chi ra ring cac thé hé tré d& bi anh hudng béi cac
danh gia truc tuyén. Nguoc lai, Gen X va Baby Boomers, méc du cling coi trong truyén
miéng, nhung y dinh cua ho chu yéu dugc dinh hinh boi trai nghiém ca nhan va cac mbi
quan h¢ tryuc tiép (Parment, 2013; Brosdahl va Carpenter, 2011).

Gid thuyét H11j: Nhém tudi diéu tiét moi quan hé giiva Truyén miéng tich cuc va
Y dinh mua hang lap lai.

2.5.9. Vai tro trung gian cua hinh dnh thwong hi¢u va tinh yéu thuwong hiéu

Hinh 4nh thuong hi¢u dong vai trd quan trong trong viéc xac dinh cach ma thuong
hiéu duoc nguoi tiéu dung nhan biét va danh gia. Cac chién lugc CRM thong minh ¢o
thé tao ra nhiing trai nghiém tich cuc va gdy an tugng sau sic ddi véi khach hang, tir d6
cing ¢b va cai thién hinh anh thwong hiéu (Vanhamme va Cong su, 2012). Khi ngudi
ti€u dung cam nhan dugc mot hinh anh thuong hiéu tich cuc thong qua cac hoat dong
CRM, ho c6 xu hudng tré thanh nhitng nguoi ung hg thuong hi¢u va chia sé trai nghiém
tich cyc cua minh véi nguoi khéac va ho c6 xu hudng tao ra y dinh mua hang 1ap lai, boi
vi ho tin tudng va cam thay hai 10ng vé6i thuong hiéu (Surianto, Setiawan, Sumiati va
Sudjatno, 2020). Mit khéc, tinh yéu thuong hiéu 1 két qua cia mot mbi quan hé cam
XUc sdu sic gitra khach hang va thuong hiéu. Cac chién lugc CRM c6 thé tao ra nhiing
kich thich cam xuc tich cuc va ting cudng su gin két cua khach hang véi thuong hiéu,
tir d6 tao ra tinh yéu thuong hiéu. Khi ngudi tiéu dung phat trién tinh yéu thuong hiéu,
ho tr¢ thanh nhirng nguodi ung hd trung thanh va c6 kha nang chia sé trai nghi¢m tich
cuc vé thuong hiéu véi nguoi khac va ho tré thanh nhitng ngudi tng ho trung thanh va
c6 kha nang tao ra y dinh mua hang lap lai cao (Batra va Cong su, 2012).

Ludn 4n dé xuét ré“mg qua viéc tao ra va duy tri mét hinh anh thuong hiéu tich cuc
va kich thich tinh yéu thuong hi¢u, CRM khong chi l1am tang cuong hinh anh thuong
hiéu ma con 1am ndy sinh tinh yéu thwong hiéu, tir d6 thuc ddy su tan thanh va truyén
miéng tich cuc vé thuong hiéu. Theo logic S-O-R, bién trung gian déng vai trod 1a co ché
ndi tAm gitp truyén din tac dong tir kich thich marketing dén phan tng hanh vi. Do do,

gia thuyét H11, H12 duoc dé xuat:
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Gid thuyét H12: Hinh anh thuwong hiéu va tinh yéu thuwong hiéu lam trung gian
dong thoi tac déng ciia nhan thike CRM dén y dinh mua hang 1dp lai.

Gid thuyét H13. Hinh anh thwong hiéu va tinh yéu thiong hiéu lam trung gian
dong thoi tac déng ciia nhén thire CRM dén truyén miéng tich cuc.

2.5.10. Vai tro kiém soat ciia bién Ving mién

Phén tich su khac biét giita cic ving mién ctia ngudi tiéu dung (Mién Bic, Mién
Trung, Mién Nam) ¥ dinh mua hang lip lai 1a mot budc quan trong dé 1am 13 vai tro
kiém so4t cua khu vuc trong nghién ctru hanh vi tiéu dung. Nhirng khac biét ndy c6 thé
duogc giai thich dua trén cac 1y thuyét nén tang nhu 1y thuyét khu vuc va khong gian dia
Iy (Scott va Storper, 2003), va 1y thuyét anh huong xa hoi (Tajfel va Turner, 2004). Viéc
hiéu duoc nhitng khac biét nay khong chi gitp ting cudng tinh chinh xac ctia mo hinh
nghién ctru ma con hd tro tdi vu hoa chién luge marketing phtt hop véi dic diém ting
khu vuc trong boi canh Viét Nam.

M3di viing mién c6 bdi canh kinh té, vin hoéa va xa hoi khac nhau, dan dén su
khéc bi¢t trong cach nguoi ti€u dung nhan thirc CRM va hinh thanh y dinh mua hang
1ap lai. Phan tich sy khac biét nay gitp 1am rd cac yéu td dic thu ca ting khu vue, tir
dé cung cép thong tin chinh xac hon cho cac doanh nghiép trong vi¢c hoach dinh chién
luge marketing. Bén canh dé, viéc hiéu rd su khac biét giita cac khu vyc sinh sdng giup
cac doanh nghiép thiét ké va trién khai cac chién dich CRM phu hop v6i nhu cau va
mong doi ctia nguoi tiéu dung tai ting dia phuong. Cudi cung, phan tich su khac biét
giira cac khu vuc sinh séng giup kiém tra xem mé hinh nghién ctru c6 thé 4p dung rong
rdi cho tat ca cac khu vuc hay can diéu chinh dé phu hop vé6i béi canh dia phuong. Piéu
nay dam bdo tinh chinh x4c va ing dung thuc tién cao hon ctia mo hinh.

Bén canh do, theo 1y thuyét anh hudng xa hoi cia Tajfel va Turner (2004), ¥ dinh
mua hang 1ap lai cua nguoi ti€u dung chiu tdc dong 1on tir cac nhoém xa hoi ma ho thude
vé. Tai mién nam, cac nhom xa hoi hién dai, ndng dong va sir dung mang xa hoi manh
mé thuong dong vai trd thiic day ¥ dinh mua hang lap lai tir cac thuong hiéu pho bién
hodc lién tuc cap nhat xu hudéng. Trong khi do, tai mién bic, cdc nhom x3 hoi truyén
thong, voi sy tap trung vao gi tri 6n dinh va bén viing, thudng tao ap luc dé ngudi tiéu
dung duy tri hanh vi mua hang tir cdc thuong hiéu dang tin cay. O mién trung, ¥ dinh
mua hang 1ap lai c6 thé chju anh huong manh tir cac chuén muyc x4 hoi lién quan dén gia

tri cong déng.
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Gid thuyét H14: Y dinh mua hang Idp lai ciia ngudi tiéu ding sé khdc biét doi
VGi cdc nhém nguwoi tiéu dimg tai cdc vimg mién sinh séng khdc nhau.

Tir cac khai niém va cac gia thuyét néu trén, tac gia dé xuat mo hinh nghién ctru
du kién duoc thé hién qua hinh 2.3, bao gé)m mot bién doc 1ap do 1a “Nhan thtrc vé
marketing vi muc ti€u xa hoi - Nhan thirc CRM”; mot bién phu thudc do 1a “Y dinh mua
hang lip lai”; ba bién trung gian bao gém “Hinh anh thuong hiéu”, “Tinh yéu thuong
hiéu”, va “Truyén miéng tich cuc”; mot bién diéu tiét dang bién phan loai l1a “Nhom

tuo1”; va mat bién ki€m soat 1a “Vung mién”.

"
Fit (\ Nhém tudi ) H11 Vung mién

A

Hinh anh >
thwong hiéus
(HATH)

Truyén miéng
tich cuc
(TMTC)

Nhan thirc

CRM
(TTXH)
_/\\

2 hang lap lai
. (om

Tinh yéu
thwong hiéu
(TYTH)

] H10 (+)
| ) | J | J
Y Y Y
Kich thich Phan &ng chi thé Phan &ng hanh vi
(Stimulus) (Organism) (Response)

Hinh 2.3: M6 hinh nghién ctru dé xuit

Nguén: tac gid dé xudt

Tém tit chwong 2
Chuong 2 di trinh bay tong quan nghién ciru va co s 1y thuyét duge st dung dé
giai thich cho mé hinh nghién ctru. Cu thé, tir tong quan nghién ctru biang phuong phap
bibliometric, tdc gid xac dinh dugc bon chu dé nghién curu vé marketing vi muc ti€u xa
hoi, va cha dé vé “marketing lién dén nguyén nhan va y dinh mua hang lap lai trong bdi
canh da van hoa” 1a mot hudng nghién ctru méi va tiém nang. Sau do, tac gid thuc hién
tong quan nghién ctru c6 hé thong (systematic literature review) vé chu dé marketing vi
muc tiéu xa hoi va ¥ dinh mua hang 13p lai, két qua di tong hop duoc ba nhom chi dé
cung voi cac khai niém nghién ctru lién quan dén thudc timg nhoém chu dé, mot sd 1y

thuyét nén lién quan duogc tic gia nhom thanh hai nhom 1a cac 1y thuyét vé hanh vi ca
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nhan va cac 1y thuyét v& hanh vi xi hoi. Qua do, tac gia xac dinh duoc khe hong nghién
ctru va xay dyng mo hinh nghién ctru méi cho luéan an.

Tir khe hong nghién ctru trén, tac gia lap luan viéc tich hop céc 1y thuyét nén gém
S-O-R, 1y thuyét phan ting thé hé va 1y thuyét vé khu vuc va khong gian dja 1y dé bién
luan cho mo hinh 1y thuyét trong luan an. Noi dung cdt 16i ciia mo hinh S-O-R da gitp
bd sung hiéu biét vé qué trinh tac dong ctia cac nhan t6 kich thich (bao gdbm nhén thirc
vé marketing vi muc tiéu x4 hoi) sé anh hudng dén phan (mg bén trong chu thé (gdm
hanh anh thuong hiéu va tinh yéu thuong hiéu) va dan dén cac két qua thuc diy hanh vi
c4 nhan (truyén miéng tich cyc va y dinh mua hang lap lai). Cubi cung, tac gia di bién
luan mdi quan hé giira cac khai niém nghién ctru théng qua cac gia thuyét nghién ciru

va tdm tat mo hinh nghién ctru dé xuat.
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CHUONG 3. THIET KE NGHIEN CUU

Gidi thiéu chwong 3

Chuong 3 mb ta bdi canh nghién ctru va phuong phap nghién ctru dugc thuc hién
dé dat duoc muc tiéu nghién ciru. Phan dau tac gia trinh bay so do tom tat quy trinh
nghién ctru tong quat va co s& hinh thanh, diéu chinh thang do cta cac khai niém trong
mo hinh nghién ciru. Tiép theo, ddi tuong khao sat va quy trinh chon mau ciing duoc
xac dinh dé thu thap dit liéu nghién ctru. Cubi cing, cach thirc kiém dinh mé hinh 1y
thuyét ciing cac gia thuyét nghién ctru ciing dugc trinh bay trong chuong nay.

3.1. Quy trinh nghién ciru

BUOC 1
- Bbi canh/Y nghia
nghién cuu Pidu
- Vin dé& nghién ctru Thang . z . )
- Muc tiéu nghién ctru do nhap Phong van tay doi »|  chinh
- Co s0 ly thuyeét
Thang do nhap
cuoi cung
BUOC 2
v
Nghién ctru dinh ~ | Phan tich Cronbach’s Do tin cay
Iugng so bo (n=150) " Alpha thang do
Phan tich nhan t5 EFA | Tinh gié tri
thang do
Thang do chinh thtc
BUGC 3

Nghién ctru dinh lugng
chinh thirc (n=515)

A 4

Danh gia mo hinh do luong
Kiém dinh mé hinh c4u trac
Kiém dinh tac dong bién diéu tiét
va khac biét

PLS-
SEM

A\ 4

Théo luén két qua nghién clru
Y nghia hoc thuat va thyc tién
Ham y quan tri

Hinh 3.1: Quy trinh nghién ciru tong quat
Nguon: tdc gid tong hop
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Budc 1: Hinh thanh thang do va nghién ctru dinh tinh

Sau khi thuc hién hai tong quan nghién ctru (gdm: phuong phap bibliometric va
systematic review) nham chtng minh dwoc chu dé nghién ciru méi va xac dinh duoc
khe hdng nghién ctru, tac gia phat trién 1y thuyét va xdy dung gia thuyét nghién ctru
cling nhu dé xuat cac nhan t6 cho mé hinh nghién ciru thuc nghiém. K& thira tir cac thang
do cua cac nghién ctru trudc, tac gia thira hudng thang do nhép cho cac khai niém trong
mo hinh. Dé c6 duoc thang do nhap bang tiéng Viét dam béo tinh hop 18, tac gia 4p dung
phuong phéap dich nguoc. Sau dé, phuong phap nghién ctru dinh tinh duoc tac gia su
dung 13 phuong phép phong véan tay doi (voi ca chuyén gia va nguoi tiéu dung — ddi
tuong khao sat) nham khang dinh sy can thiét cua nghién ctru va ghi nhan cac gop y dé
b sung cac bién quan sat ciing nhu diéu chinh tir ngit cho pht hop véi bdi canh nghién
ctru tai Viét Nam. Két qua ctia bude 1 s& hinh thanh thang do nhap cudi cung.

Budc 2: Nghién ctru dinh lugng so bo

Sau khi hoan thanh thang do nhép, tac gia thuc hién nghién ctru dinh lugng so bo
dé danh gia do tin cdy va tinh gia tri cia thang do thong qua cac budc: (i) phan tich do
tin cay cta thang do bang hé sé Cronbach’s Alpha va (ii) phan tich nhan t6 kham pha
(EFA). Mau khao sat trong nghién ctru dinh luong so bo 14 150 ngudi tiéu dung. Két qua
cua budc 2 s€ hinh thanh thang do chinh thtrc.

Budc 3: Nghién ctru dinh lugng chinh thuc

Sau khi xac dinh dugc thang do chinh thirc, tac gia tién hanh diéu tra chinh thirc
v6i c& mau 1a 515. Tiép theo, tac gia thong ké mé ta miu nghién ciru theo cac dic diém
nhan khau hoc nhim dam béo su da dang vé déi tuong khao sat va khong bi sai 1éch do
mau. Dé kiém dinh cac gia thuyét nghién ctru, phuong phap phan tich ciu tric tuyén
tinh dya trén binh phuong t6i thiéu ting phan (PLS-SEM) duoc str dung, gdm danh gia
mo hinh do luong, kiém dinh mé hinh cdu tric, ddnh gia tic dong ciia bién kiém soat.
Ngoai ra, phuwong phap do luong su bat bién ciia mé hinh téng hop (MICOM) va phan
tich da nhém dugc dung dé danh gia vai tro diéu tiét ciia bién phan loai nhém tudi theo
thé hé.

Cubi cung, dya trén két qua nghién ctru, tac gia tién hanh thao luan két qua va dé

xuat cac ham y quan tri.
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3.2. Nghién ctru dinh tinh
3.2.1 Muc dich va quy trinh nghién ctru dinh tinh
3.2.1.1 Muc dich ctia nghién ctru dinh tinh

Trudce khi tién hanh nghién ctru dinh lugng, viéc thuc hién nghién ctru dinh tinh
dong vai trd quan trong trong viéc diéu chinh va hoan thién thang do, dam bao tinh chinh
xac, phit hop va do tin ciy cua cac bién nghién ctru. Muc dich chinh cta nghién ciru
dinh tinh 1a kham pha va xac thuc cac khia canh 1y thuyét va thyc tién lién quan dén
thang do, tir d6 tinh chinh hodc bd sung cac bién quan sat sao cho phan anh dung thuc
té nghién ctru. Thong qua cac phuong phap nhu phong van chuyén gia, thao luan nhom
hodc phan tich noi dung, nghién ctru dinh tinh giup kiém tra tinh phut hop cta cac khai
niém do ludng trong bdi canh cu thé, phat hién va loai bo cac yéu té khong phu hop,
d6ng thoi diéu chinh cach dién dat dé dam bao do rd rang va tinh tng dung cao. Viéc
thuc hién nghién ciru dinh tinh khong chi giup xac dinh nén tang 1y thuyét viing chic
ma con gop phén xay dung mdt thang do khoa hoc, tao tién dé cho cac bude tiép theo
trong qua trinh nghién ctru.
3.2.1.2. Quy trinh nghién ctru dinh tinh

M6 hinh nghién clru va cac thang do nghién ctru nhap dugc xay dung trén co s&
1y thuyét va két qua cta cac nghién ctru truéc ddy. Bén canh dé, nhitng khai niém vé
marketing vi muc tiéu xa hoi van con kha md&i mé tai Viét Nam do d6 viéc danh gia lai
md hinh va céac thang do 13 can thiét dé xem muc d6 phu hop véi bdi canh nghién ctru.
Trong ludn an nay, tac gid thyc hién nghién ctru dinh tinh thong qua phuong phap phong
van tay d6i v6i cac bén lién quan bao gom ba nhom d6i tuong 1a cac nghién ctru vién,
doanh nhén va nguoi tiéu dung. Tir co s 1y thuyét, thang do nhéap 1 cho cac bién nghién
ctru duoc hinh thanh.

Quy trinh nghién ctru dinh tinh bao gém 3 giai doan nhu sau:

Buéc 1 —Dau tién, tir luoc khéo cac nghién ctru lién quan thong qua phuong phap
bibliometric va tong quan tai liéu c6 h¢ thong, tac gia da dé xuat mo hinh va chon loc
thang do nhap. Dé chuyén ngit bang cau hoi, tic gia ap dung phuong phap dich nguoc
cta Brislin (1970) nham dam bao tinh hop 1& cia ban dich. Pau tién, tic gia da dich
bang cau hoi tir tiéng Anh sang tiéng Viét. Sau d6, hai nha ngdn ngir ¢6 kinh nghiém
duge moi dé dich ndi dung tir bang cau hoi tiéng Viét sang tiéng Anh va so sanh véi

bang cau hoi ban dau. Quy trinh ndy gitp dam bao khong c6 bat ky sy khac biét nao
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trong ndi dung giira hai bang cau hoi (tiéng Anh-tiéng Viét). Tiép theo, tir thang do nhap
1 tac gia tién hanh x4y dung dan bai phong van véi cac chuyén gia va cudi cing tac gia
tién hanh xac dinh ddi twong va sé lugng chuyén gia tham gia phong van. Cu thé, cac
chuyén gia tham gia phong van 1a nhirng nguoi ¢ nhiéu kién thirc va kinh nghiém vé
chu dé nghién ctru duoc tac gia nhom thanh 3 nhém véi 9 chuyén gia, bao gom: (1)
Doanh nghié¢p, (2) Nghién ctru vién/Giang vién, (3) Pai dién nguoi tiéu dung.

Doanh nghiép: Chu doanh nghiép, giam ddc marketing, hoic truong phong kinh
doanh dé cung cip quan diém vé viéc ap dung cac khai niém nghién ctru trong thuc té
va chia sé kinh nghiém trong viéc hiéu biét vé khach hang hoic thi trudng muc tiéu

Nghién ctru vién/Giang vién: Cac nha nghién ctru, gidng vién chuyén nganh kinh
té, marketing, quan tri kinh doanh hodc xa hoi hoc cé thé cung cép quan diém hoc thuat,
phan tich Iy thuyét, va goi y vé cach diéu chinh thang do dya trén kién thirc chuyén su..

Pai dién nguoi tiéu dung: Nguoi tiéu dung co kién thirc vé thi truong hodc hanh
vi tiéu ding, c6 kinh nghiém trong linh vuc khao sat dé danh gia tinh d& hiéu va su phu
hop ctia thang do tir quan diém nguoi tiéu ding va giup diéu chinh cac cau héi cho phu
hop voi ngdn ngir va thyc té tidu dung.

Buéc 2 - Tiép theo, sau khi c6 dan bai phong vén, tién trinh phong van duogc chia
thanh 2 giai doan. Pau tién tic gia tién hanh phong van tuan ty cac chuyén gia thudc
nhém dbi twong 12 Doanh nghiép va Nghién ctru vién/Giang vién. Ddi v6i nhom ddi
tuong 1a doanh nghiép, muc tiéu 1 tim hiéu quan diém vé viéc ap dung cac khai niém
nghién ciru trong thyc té va chia sé kinh nghiém trong viéc hiéu biét vé khach hang hoic
thi truong muc tiéu. P6i v6i ddi twong 14 nghién ciru vién/giang vién, myc tiéu 13 tim
hiéu quan diém hoc thuat, phan tich Iy thuyét, va goi ¥ vé cach diéu chinh thang do dua
trén kién thtrc chuyén sau. Tiép theo, tac gia tién hanh phong van dai dién ngudi tiéu
dung dé danh gia tinh dé hiéu va sy phu hop cua thang do tir quan diém ngudi tiéu dung
va giup diéu chinh cac cau hoi cho phu hop véi ngdn ngir va thyc té tiéu dung.

Tién trinh phong van dimng lai khi dir liéu thu thap duoc tir cac dap vién bi bio
hoa. Bio hoa dit liéu xay ra khi phong van khong cung cap thém céac thong tin hodc quan
diém méi c6 y nghia. Sau chuyén gia thir 8-9, khong xuat hién thém ¥ kién méi c6 y
nghia nén dir liéu dugc xem 1a bio hoa va hoat dong phong van dimg lai. S6 luong

chuyén gia tham gia phong véan 14 9 bao gdm: 3 doanh nghiép, 3 nghién ctru vién/ giang
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vién, 3 ngudi tiéu dung. (chi tiét dan bai phong van tay doi dugc trinh bay trong phu luc
3).

Buée 3 — Cudi cung, tir két qua thu dugc tir bude 2, tac gia tién hanh phan tich,
danh gia va dua ra cac két luan dbi voi cac thang do ctia cac bién trong mé hinh nghién
ctru. Nhu vay, két thic qué trinh diéu chinh thang do, tac gia dd c6 ban nhap cubi cing
ctia cac thang do va hoan thién bang ciu hoi trude khi chuyén sang giai doan khéo sat
va danh gia bang phuong phap dinh lugng. Tom tat két qua phong van va diéu chinh
thang do dugc tac gia trinh bay trong phu luc 5.

BUGC 1 - CHUAN BI PHONG VAN PINH TINH
- Xay dung thang do cho cac bien nghién ciru va xay dung dan bai phong
van voi chuyén gia.

- Xac dinh do1 twong va so lwong chuyen gia tham gia phong van.

Y
BUOGC 2 - TIEN HANH PHONG VAN PINH TINH

- Tien hanh phong van vol cac chuyen gia dé danh gia va dieu chinh/ bo
sung thang do cac cho bien trong mo hinh.

A J
BUGC 3 - PHAN TICH KET QUA

- Thao luan va dwa ra cac ket luan do1 vor cac thang do cua cac bien trong

mo hinh nghien cuu.

- Xay dung bang cau hoi cho nghien ctiu so bo dinh lwong.

Hinh 3.2: Quy trinh nghién ctru dinh tinh
Nguon: tdc gid tong hop
3.2.2. Lua chon thang do goc
Céc thang do luong ctia cic nhén td trong mé hinh luan 4n duoc tac gia ké thira
tir cac nghién ciru trude ddy va cac thang do nay s& dugc xem xét va sira doi cho phu
hop véi bdi canh nghién ciru. Ludn 4n sir dung thang do Likert nim diém dé do luong
céc chi s6. Nam thang do duogc ké thira bao gém: Nhéan thic CRM (Le va Cong su,
2022), Hinh anh thuong hiéu (Le va Cong su, 2022), Tinh yéu thuong hi¢u (Huang,
2017), Truyén miéng tich cuc (Price va Arnould, 1999), Y dinh mua hang lip lai (Le va
Cong su, 2022). Cy thé:
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- Thang do Nhén thic vé marketing vi muc tiéu x hi (Le va Cong su, 2022)

Nhan thtrc vé marketing vi muc tiéu x4 hoi (nhan thitc vé CRM) phan anh cach
khach hang danh gia murc d¢ phu hop, tinh minh bach va tac dong xa hdi ctia cac chuong
trinh marketing két hop véi hoat dong thién nguyén (Le va cong su, 2022). Trong pham
vi nghién ctru cta luan an, nhan thirc vé CRM duoc do luong dua trén bon khia canh
chinh: sy phu hop gitra chuong trinh va nguyén nhan xa hoi, tinh minh bach trong hoat
dong quyén gop tir thién, mirc d6 chinh xac ctia chuong trinh trong viéc hd tro xa hoi,
va thai d6 c4 nhan dbi v6i hinh thire tir thién nay.

Thang do nay duoc phat trién dua trén nén tang ctia Ly thuyét Hanh vi khach
hang, Ly thuyét Tin hiéu, va Ly thuyét Hanh vi vi tha, giap 1y giai cach khach hang tiép
nhan va phan Gng véi cac chién luge marketing gan két voi nguyén nhan cta doanh
nghiép.

Véi nén tang 1y thuyét viing chic, tinh tng dung thyc tién va do tin cay di dugc
kiém chirng, thang do nhan thirc vé CRM cua Le va cong su (2022) dugc lya chon trong
nghién ctru nay nham do ludng nhan thic ciia khach hang vé cac chuong trinh marketing
gin két voi nguyén nhén trong bdi canh Viét Nam. Chi tiét ctia cic bién quan sat duoc
trinh bay tai bang 3.1.

Bang 3.1: Thang do Nhan thirc vé CRM

STT | Thang do gbc Thang do chuyén ngi

1 The CRM program is suitable | Chuong trinh marketing ctia cong ty
for the respective social cause phu hop véi van dé cap thiét cua xa hoi

2 CRM campaign is suitable for | Chién dich marketing ctia cong ty phu
the respective social cause hop vé6i van dé cip thiét cua xa hoi

3 This CRM program is precise to | Chuong trinh marketing ciia cong ty ro
charity donation rang 1a dé quyén gép tir thién

4 I love this form of charity To1 yéu thich cach thuc tir thién nay

Nguon: tdc gid tong hop
- Thang do Hinh dnh thwong hiéu (Le va Cong su, 2022)
Hinh anh thuong hiéu (Brand Image) phan anh cach khach hang cam nhén vé gia
tri, uy tin va ca tinh cta thuong hi¢u, tir d6 anh hudng tryc tiép dén marc d6 tin tudng,

su hai long va long trung thanh ctia ho (Le va Cong su, 2022). Thang do nay dugc xay
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dung dua trén sau yéu t6 cbt 16i: su trong sach, chat luong, tinh khac biét, mac dd than
thién, trung thuc va gia tri cdm xuc, nham danh gia toan dién cach thuong hiéu dugc ghi
nhan trong tam tri khach hang.

Dua trén nén tang 1y thuyét vé& nhan thirc thwong hiéu va long trung thanh thuong
hiéu, thang do nay da dugc kiém dinh thuc nghiém, chimg minh tinh 6n dinh va phi hop
trong nghién ctru hanh vi tiéu dung. Do do, viéc ap dung thang do Brand Image cua Le
va Cong sy (2022) trong nghién ctru khong chi dam bao dd tin cdy ma con nang cao tinh
tmg dung va kha ning giai thich mdi quan hé giira hinh anh thwong hiéu va hanh vi
khach hang trong bdi canh doanh nghiép tai Viét Nam. Chi tiét ctia cic bién quan sat
dugc trinh bay tai bang 3.2.

Bang 3.2: Thang do Hinh anh thuong hi¢u

STT | Thang do gbc Thang do chuyén ngit
1 The brand I chose has a clean | Thuong hiéu t6i chon c¢6 hinh anh
image trong sach

2 The brand I chose is for high- | Thuong hiéu t6i chon dai dién cho

quality products san pham chat luong cao
3 The brand I chose is for highly | Thuong hiéu t6i chon dai dién cho
differentiated products san pham c6 tinh khac biét cao
4 The brand I chose is friendly Thuong hiéu toi chon rat than thién
5 The brand I chose 1s honest Thuong hiéu t61 chon rat trung thuc
6 The brand I chose is emotionally | Thuong hiéu t6i chon mang lai cho
very special to me to1 cam xuc dac biét

Nguon: tac gid tong hop

- Thang do Tinh yéu thwong hi¢u (Huang, 2017)

Tinh yéu thuong hiéu (Brand Love) thé hién méi quan hé cam xuc sau sic giita
khach hang va thuong hi¢u, bao gdm niém vui, sy gan b, dam mé va long trung thanh
(Huang, 2017). Thang do nay dugc phét trién dya trén M6 hinh cong huong thuong hiéu
(Keller, 2013), nhdn manh rang tinh yéu thuong hiéu 1a mét trong nhiing yéu t6 cot 16i
thuc day long trung thanh cua khach hang.

Céu trac thang do gdm nam yéu té chinh: hanh phuc, tinh yéu, niém vui thuan

tuy, dam mé va sy gan bo, cho phép danh gia toan di¢n muc do két néi cam xuc gitra
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khach hang va thuong hi¢u. Trong nghién ctru cia Huang (2017), thang do nay da dugc
kiém dinh trong bdi canh thuong hiéu dién thoai di dong, cho thiy tinh yéu thwong hiéu
dong vai tro trung gian quan trong gitra trai nghiém thuong hiéu va long trung thanh ctua
khach hang. Do do, viéc ap dung thang do Brand Love ctia Huang (2017) trong luan &an
s& gitip do ludng chinh xac tac dong cta cam xuc thuong hiéu dbi véi hanh vi tiéu dung,
dac biét trong bdi canh nghién ctru tai Viét Nam. Chi tiét cua cac bién quan sat dugc
trinh bay tai bang 3.3.
Bang 3.3: Thang do Tinh yéu thuong hi¢u

STT | Thang do gbc Thang do chuyén ngit

1 This brand makes me very | Thuong hiéu ny lam toi rat hanh phiic
happy

2 I love this brand T61 yéu thuong hiéu nay

3 This brand is a pure delight Thuong hiéu nay 12 mot niém vui thuan

tay

4 I am passionate about this | Toi dam mé thuwong hi¢u nay.
brand.

5 I am very attached to this | Tdi rat gan bo vdi thuong hiéu nay
brand

Nguén: tdc gid tong hop

- Thang do Truyén miéng tich cwe (Price va Arnould, 1999)

Truyén miéng tich cuc (Positive Word-of-Mouth, WOM) dé cap dén hanh vi
khach hang chia sé thong tin tich cuc vé thuong hiéu v6i ngudi khéac, qua d6 anh huong
dén sy tin twéng va quyét dinh mua ctia khach hang tiém nang (Price va Arnould, 1999).

Thang do niy bao gdm bdn khia canh chinh: sin sang gi6i thiéu thuong hiéu, néi
nhitng diéu tich cuc, khuyén nghi thuong hiéu cho nguoi khac va hanh vi gidi thiéu thuc
té, gitip danh gia toan dién mic do truyén miéng cua khach hang. Pugc xay dung dwa
trén Ly thuyét mdi quan hé Thuong hiéu - Khach hang va Ly thuyét Trao d6i xa hoi,
thang do nay da duoc kiém dinh thuc nghiém, cho théiy do tin cdy cao va tinh 6n dinh
trong nhiéu nghién curu vé thuong hi¢u va dich vu.

Vi kha nang do ludng chinh xac mirc d6 khach hang san sang lan truyén thong

tin tich cuc vé thuong hiéu, thang do Positive WOM cua Price va Arnould (1999) duoc
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lua chon dé danh gia tac dong cua trai nghi¢m thuong hiéu va su hai long dén hanh vi
truyén miéng tich cuc trong bdi canh nghién ctru tai Viét Nam. Chi tiét cta cac bién

quan sat dugc trinh bay tai bang 3.4.

Bang 3.4: Thang do Truyén miéng tich cuc

STT | Thang do gbc Thang do chuyén ngit

1 I would recommend this brand to | Téi mudn gi6i thiéu thuong hiéu
someone who seeks my advice nay cho nhirng ngudi tim kiém 10i

khuyén cua t6i

2 I say positive things about this | Téi noi nhiing diéu tich cuc vé
brand to other people thuong hiéu nay véi ngudi khac

3 I would recommend this brand to | Toi mudn gi6i thiéu thuong hiéu
others. nay cho nguoi khac.

4 Have you recommended this brand | Ban da gidi thi¢u thuong hi¢u nay
to other people? cho nguoi khéac chua?

Nguon: tdc gid tong hop

- Thang do Y dinh mua hang lip lai (Le va Cong su, 2022)

Trong bdi canh nghién ctru cac hoat dong marketing vi muc tiéu xa hoi (CRM)
tai nganh hang tiéu dung nhanh ¢ Vi¢t Nam, luan 4n lga chon thang do “Y dinh mua
hang 1ap lai” (Repurchase Intention) do Le va cong su (2022) phat trién lam thang do
chinh thirc. Khac véi cac thang do truyén thong von chi tap trung vao hanh vi mua lai
mang tinh ca nhan (Hellier va cong su, 2003; Trasorras va cdng su, 2009), thang do cua
Le va cong su (2022) tich hop cac yéu t6 hanh vi, cam xtic va x4 hoi, cho phép do ludong
¥ dinh mua lai nhu mot phan tng tich cuc ciia ngudi tiéu dung d6i voi thuong hidu cé
trach nhiém xa hoi. Cu thé, thang do gdm bén biéu hién theo cp do ting dan: tir y dinh
mua lai, ¥ dinh mua lai sém, y dinh mua 1ap di lap lai, dén y dinh tiép tuc uing ho thuong
hiéu thong qua hanh vi mua khi thuong hiéu tham gia cac chién dich xa hoi. Céch tiép
can nay phu hop véi Iy thuyét S-O-R (Stimulus—Organism—Response), khi hanh vi duoc
thuc day boi kich thich nhan thirc va cam xuc vé thuong hiéu. Do d6, thang do cua Le
va cong su (2022) khong chi phan anh chinh xac hanh vi tiéu dung 13p lai ma con thé
hién muc do gén b6 ctia nguoi ti€u dung véi cac gia tri xa hdi ma thuong hi¢u theo dudi,

dieu dac biét quan trong trong nghién ctru vé hi¢u qua cua cac chién lugc CRM trong
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cac nén kinh t€ mdi n61 nhu Viét Nam. Chi ti€t cua cac bién quan sat dugc trinh bay tai

bang 3.5.
Bang 3.5: Thang do Y dinh mua hang 13p lai
STT | Thang do gbc Thang do chuyén ngit
1 ' _ . T6i s& mua lai sin pham cua
I will buy this brand product again _
thuong hi¢u nay.
2 _ ' T6i chic chin s& mua lai san pham
I will surely repurchase this brand _ _
cua thuong hi¢u nay trong thoi
product early '
gian som.
3 I am willing to repurchase this | Toi sin sang mua lai san pham cuia
brand product repeatedly thuong hiéu nay nhiéu lan.
4 I am always willing to buy more | Téi ludn sin sing mua nhiéu hon
when the brand calls for supporting | khi thuong hié¢u kéu goi ing hd mot
a certain social cause or charitable | muc tiéu xa hoi hoac quyén gop tu
donations thién.

Nguén: tdc gid tong hop

3.3.3. Két qua phéng van tay doi

Sau 9 cudc phong van véi chuyén gia, két qua cho thiy sy dong thuin cao giita
cac chuyén gia vé tinh phu hop cia céc thang do. Céac ¥ kién chil yéu tap trung vao viéc
cai thién ngon ngit va bd sung chi tiét dé ting tinh chinh xac va phu hop vé6i bdi canh
Viét Nam. Khong xuét hién thém y kién méi c6 kha ning thay d6i noi ham cua thang
do, thé hién su bdo hoa dir liéu. Tac gia quyét dinh dung phong van va tip trung vao
viéc phan tich va diéu chinh thang do dya trén cac thong tin hitu ich da thu dugc.

Céc ndi dung phong van véi cac chuyén gia duoc tac gia tong hop, diéu chinh
cac thang do dugc gop ¥ duoc trinh bay cu thé sau day.
3.3.3.1. Thang do “Nhén thirc vé marketing vi muc tiéu xa hoi - TTXH”

Cau hoi 1: Chuyén gia da ting nghe dén khai niém “Marketing vi muc tiéu xa
hoi” chwa? Vi kién thire va kinh nghiém ciia minh Chuyén gia hiéu nhu thé nao vé khai

niém nay?
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Tat ca cac chuyén gia déu c6 hiéu biét sdu vé CRM, nhdn manh tim quan trong
cua viéc két ndi thuong hi¢u v&1 muyc tiéu xa hoi. Ho déng thuan ré‘mg CRM mang lai
loi ich 16n vé& mat xay dung hinh anh thuong hiéu va tao su dong cam véi khach hang.

Bén canh d6 mét sb chuyén gia gbp ¥ tip trung vao viéc can gin két chit ché hon
giita chién dich CRM va gia tri ¢t 16i cuia thuwong hiéu dé tranh tao cam giac "chiéu tro
marketing."

Cau hoi 2: Tac gia cho rang dbi v6i hoat dong kinh doanh thwong mai ciia mot
doanh nghiép, “Nhan thtc vé Marketing vi muc tiéu x hoi” ¢6 vai trd va ¥ nghia hét
sttc quan trong trong viéc gia ting y dinh mua l3p lai san pham/dich vu ctia ngudi tiéu
dung tir d6 gitip doanh nghiép phat trién bén virng hon trong twong lai. Theo kinh nghiém
ctia minh, chuyén gia cho biét quan diém va y kién nhu thé nao vé nhan dinh trén?

Céc chuyén gia déu ddng tinh rang nhan thirc vé CRM c6 thé gia ting y dinh mua
1ap lai, néu khach hang cam nhan dugc tinh chan that va sy minh bach cua chién dich.
Céc chuyén gia nhin manh rang nhan thirc phai chuyén hoa thanh niém tin va cam xuc,
khong chi don thuan 13 biét vé chién dich CRM.

Cau hoi 3: Mtre do dai dién cua cac bién quan sat trong thang do TTXH?

Thang do nhan to “Marketing vi myc ti€u xa hoi dugc nhéan thuc” dugc phat trién
boi (Le va Cong su, 2022) v4i bon bién quan sat, cung véi két qua phong van chuyén
gia, tac gia thu duoc két qua nhu sau:

- Bién quan sat 1: “TTXH1_ Chuong trinh marketing cia cong ty phu hop véi
van dé cap thiét cua x3 hoi.”. 100% chuyén gia dong ¥ bién quan sat ndy c6 gia tri dong
g6p cho thang do TTXH. Khong c6 thay doi vé mit ngit nghia cta bién quan sat.

- Bién quan sat 2: “TTXH2_Chién dich marketing ctia cong ty phu hop véi van
dé cép thiét cua xa hoi”. 100% chuyén gia dong ¥ bién quan sat nay co gia tri dong gop
cho thang do TNXH va c6 7/9 chuyén gia dé nghi thay d6i ndi dung tén bién quan sat
nay vi dé bi nhdm 1an véi ndi dung ciia bién quan sat TTXH1 va dé nghi diéu chinh
thanh "Chuong trinh marketing ndy rat c¢6 ich cho xa hoi.".

- Bién quan sat 3: “TTXH3 Chuong trinh marketing cta cong ty rd rang 1a dé
quyén gop tir thién”. 100% chuyén gia dong y bién quan sat nay cé gia tri déng gop cho
thang do TTXH. Khong c6 thay doi vé mit ngit nghia ctia bién quan sat.
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- Bién quan sat 4: “TTXH4 Téi yéu thich cach thirc tir thién nay”. 100% chuyén
gia ddng y bién quan sat nay co gia tri dong gdp cho thang do TTXH. Khong c6 thay
d6i vé mat ngit nghia cua bién quan sat.

Bang 3.6: Thang do diéu chinh “Nhan thirc vé Marketing vi muc tiéu xa hoi”

M3a héa | Bién quan sat

TTXH1 | Chwong trinh marketing ctia cong ty phi hop v6i van dé cap thiét cua

xa hoi

TTXH2 | Chuwong trinh marketing nay rat c6 ich cho xi hoi

TTXH3 | Chuong trinh marketing cta cong ty o rang 1a dé quyén gop tir thién

TTXH4 | T6i yéu thich cach thic tir thién nay

Nguon: tdc gid tong hop

Cau hoi 4: Trong bdi canh nghién ctru tai thi truong Viét Nam, chuyén gia co gop
¥ diéu chinh va bd sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop
hon voi thi truong Viét Nam?

Dé xuét bd sung bién do ludng sy tin twong ctia khach hang vao hiéu qua thuc sy
ctia chién dich CRM va cam nhan ctia ho vé tinh bén viing cua chién dich.
3.3.3.2. Thang do “Hinh danh thwong hi¢u - HATH”

Cau hoi 1: Tac gia cho rang viéc doanh nghiép tao ra va duy tri mot hinh anh
thuong hiéu tich cuc trong mét ngudi tiéu ding s& lam gia ting cam xuc tich cuc tir d6
thiic day hanh vi mua hang ctia ngudi tiéu ding. Theo kinh nghiém ciia minh, chuyén
gia cho biét quan diém va y kién nhu thé nao vé nhan dinh trén?

Tat ca cac chuyén gia dong ¥ rang hinh anh thuwong hiéu tich cuc 13 yéu tb then
chét trong viéc thuc day hanh vi mua hang va duy tri long trung thanh. Tuy nhién, can
lwu y rang hinh dnh thuong hiéu phai dugc duy tri qua thoi gian va 6n dinh trong tét ca
cac hoat dong cua doanh nghiép.

Cau hoi 2: Mire d9 dai dién cua cac bién quan sat trong thang do HATT?

Thang do nhan t6 “Hinh anh thuong hi¢u” dugc phat trién boi Le va Cong su
(2022) v&i sau bién quan sat, cung voi két qua phong van sau, tic gia thu duoc két qua
nhu sau:

- Bién quan sat 1: “HATH1_Nhén hang t6i chon cé hinh anh trong sach”. 100%
chuyén gia dong y bién quan sat nay co gia tri déng gop cho thang do HATH. Tuy nhién,
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dé nghi diéu chinh thanh "T6i cam nhén thuong hiéu ma t61 chon 1a c6 dao dirc." viéc
diéu chinh nay s& 1am rd ¥ nghia ciia "hinh dnh trong sach" thanh khong gian 1an hoic
khong vi pham dao duc ciia mot thuong hi¢u c6 dao duec.

- Bién quan sat 2: “HATH2 Nhin hang t6i chon dai dién cho san pham chat
luong cao”. 100% chuyén gia dong y bién quan sat nay c6 gia tri déng gop cho thang do
HATH. Dé nghi diéu chinh thanh "San phdm cua thuong hiéu t6i chon dap tng t6t cac
tiéu chuan chat lugng ma t61 mong doi." viée diéu chinh nay sé cu thé hoa "chat lugng
cao" bang cach lién két truc tiép voi ky vong ciia ngudi tiéu dung.

- Bién quan sat 3: “HATH3_ Nhan hang t6i chon dai dién cho san phdm c6 tinh
khac biét cao”. C6 100% chuyén dong y bién quan sat nay c6 gia tri dong gop cho thang
do HATH, tuy nhién chuyén gia cho rang su khac biét cao ctia san pham trong béi canh
nghién ciru phai gan voi trach nhiém cua xa hoi ma chuong trinh marketing san pham
dé mang lai, do dé dé nghi diéu chinh thanh "San phém cua thuong hiéu t6i chon cé
trach nhiém ddi v6i xa hoi." viée diéu chinh nay gitp lam 1 "tinh khac biét cao" bang
cach nhdn manh vao dic diém doc dao cua thuong hiéu 1a ¢6 trach nhiém vai xa hdi so
v6i cac san pham cua cac thuong hiéu khac.

- Bién quan sat 4: “HATH4 Nhan hang t6i chon rat than thién”. 8/9 chuyén gia
khong dong ¥ bién quan sat ny c6 gia tri dong gop va loai ra khoi thang do HATH. Vi
mot sb 1y do sau:

+ Thir nhat, mo ho va kho do ludng: thuat ngir "than thién" trong bdi canh nay
c6 thé mo hd va khong 1 rang, khién ngudi tiéu dung kho c6 thé danh gia mot cach
chinh x4c. "Than thién" c6 thé bao ham nhiéu yéu to tir thai d6 ctia nhan vién dén cach
tiép can marketing cua thuong hiéu, diéu nay lam cho cau hoi khé duoc hiéu mét cach
nhit quan boi tit ca nguoi tra 10i.

+Thr hai, it lién quan dén chat lugng san pham: Trong nganh hang FMCG, céc
yéu t6 quan trong nhét thudng 1a chit luong san pham, gia ca, va sy tién loi. Mic du thai
d6 than thién ctia thuong hiéu co thé tao ra an tuong tich cuc, nhung né khong truc tiép
phan anh chat luong hodc hiéu qua cua san pham. Do d6, cau hoi nay co thé khong cung
cap thong tin hitu ich nhat cho muc dich khao sat hanh vi mua hang.

+ Thir ba, khé phan biét di véi thuong hiéu: Thuong hiéu trong nganh FMCG
thudng duge danh gia qua cac chién dich quang céo va chat lwvong san pham chir khong

phai qua mdi quan hé truc tiép nhu trong dich vu khach hang. Do d6, viéc danh gia tinh
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"than thién" cia mot nhin hang c6 thé khong phu hop hoic thiéu chinh x4c trong mot
s6 truong hop.

+ Tht tu, tap trung vao yéu td quan trong hon: Viéc loai bo cau hoi niy cho phép
cudc khao sat tap trung hon vao cac yéu td c6 tac dong truc tiép dén quyét dinh mua
hang ctia nguoi tiéu dung, nhu gid trj cam nhan cia san pham, do tin cay, va tinh ning
doc ddo cua san pham. Pidu nay gitp ting tinh hiéu qua va chinh xac cta dit liéu thu
thap duoc.

+ Thr ndm, tranh sy nhim 1an: Thay vi st dung mot thuit ngir chung chung va
c6 phan cam tinh nhu "than thién", viéc tip trung vao cac thuat ngir khach quan va dé
do luong hon s€ gitp cai thi¢n chat lugng va tinh kha dung cua dir 1iéu thu thap tir cudc
khéo sat.

Véi nhitng 1y do nay, viéc loai bé cAu hoi vé tinh than thién cua nhin hang sé
gitip nang cao tinh chuyén nghiép va do tin cdy cta cudc khao sat, dong thoi dam bao
rang két qua thu duoc sé& chinh xac hon va phu hop hon véi muc tiéu nghién ctu.

- Bién quan sat 5: “HATHS Nhén hang toi chon rat trung thuc”. C6 100% chuyén
gia dong ¥ bién quan sat ndy co gia trj déng gdp cho thang do HATH. Tuy nhién, dé nghi
diéu chinh thanh "Thuong hiéu ma toi chon cung cap thong tin dang tin cdy vé san pham
ctia ho.". viéc nay gitp lam 1 "trung thuc" bang cach nhdn manh vao tinh chinh xac va
dang tin cay cua thong tin.

- Bién quan sat 6: “HATH6 Nhén hang t6i chon mang lai cho t6i cam xuc dic
biét”. C6 100% chuyén gia dong ¥ bién quan sat ndy co gia tri dong gép cho thang do
HATH. Tuy nhién, dé nghi diéu chinh thanh "Str dung san pham cia thuong hiéu nay
tao ra cam xuc tich cuc cho toi." viée diéu chinh nay thé hién rd rang cam xuc dac biét
la gi, trong trudng hop nay la "tich cuc hoac dang nho".

Béng 3.7: Thang do diéu chinh “Hinh dnh thwong hi¢u”

Ma hoa Bién quan sat

HATHI1 | To6i cam nhan thwong hiéu ma t6i chon la c6 dao duc.

HATH2 | San pham cta thuong hiéu t6i chon dap tng tdt cac tiéu chuin chét

lugng ma t61i mong doi.

HATH3 San phém cua thuong hi¢u t61 chon c6 trach nhiém ddi véi xa ho1
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Ma hoa Bién quan sat

HATH4 | Thuong hiéu ma ti chon cung cip thong tin ddng tin cay vé san pham

cua ho

HATHS | Str dung sén phém cua thuong hiéu nay tao ra cam xuc tich cuc cho

to1

Nguon: tdc gid tong hop

Cau hoi 3: Trong bdi canh nghién ctru tai thi truong Viét Nam, chuyén gia co gop
¥ diéu chinh va bd sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop
voi thi truong Viét Nam?

Céc chuyén gia nhdn manh sy "dong cam vian hoa" va "tén trong gia tri truyén
théng" 13 yéu t6 quan trong trong bdi canh thi truong Viét Nam. Piéu nay cin dugc xem
x€t khi duy tri hinh anh thuong hiéu.
3.3.3.3. Thang do “Tinh yéu thwong hi¢u -TYTH”

Céau hoi 1: Vai tro cia CRM trong viéce tao ra tinh yéu thuong hi¢u?

Céc chuyén gia dong thuan rang CRM c6 kha ning tao ra tinh yéu thuong hiéu
bang cach xay dung mot két ndi cam xtc v6i khach hang thong qua muc tiéu xa hoi.
Tuy nhién, tinh yéu thuong hiéu can duoc nudi dudng lién tuc qua thoi gian, khong chi
dua trén mot chién dich don 16.

Cau hoi 2: Mitc do dai dién ciia cac bién quan sat trong thang do TYTH?

Thang do nhan té “Tinh yéu thuong hiéu” duoc phat trién boi Huang (2017) voi
nam bién quan sat, ciing véi két qua phong van sau, tac gia thu duoc két qua nhu sau:

- Bién quan sat 1: “TYTH1_ Thuong hiéu nay lam tdi rat hanh phac”. 100%
chuyén gia dong y bién quan sat nay co gia trj dong gop cho thang do TYTH. Tuy nhién,
dé nghi diéu chinh thanh "T6i cam thay hanh phiic khi sir dung san pham ctia thuong
hiéu nay." viéc diéu chinh nay s& 1am rd hon cam giac hanh phuc lién quan truc tiép dén
viéc sir dung san phém.

- Bién quan sat 2: “TYTH2_ Tbi yéu thuong hiéu nay”. 100% chuyén gia dong y
bién quan sat nay c6 gia tri déng gép cho thang do TYTH. Dé nghi diéu chinh thanh
"T6i yéu mén thuong hiéu nay." viéc diéu chinh nay van giit nguyén y nghia nhung dién

dat bang tir ngir pht hop hon véi ngit canh tiéng Viét.
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- Bién quan sat 3: “TYTH3 Thuong hiéu ndy 1a mét niém vui thuan tay”. C6
6/9 chuyén gia khong dong y bién quan sat niy co gia tri dong gop va loai ra khoi thang
do HATH. Viéc khong gilr cau héi nay trong thang do 1a vi:

Trong nganh hang ti€éu dung nhanh (FMCGQG) tai Vi¢t Nam, cac cau hdi quan sat
nén tap trung vao cac yéu td c6 thé do luong duoc va co tinh chit thuc tién trong viée
danh gia thai 6 cua ngudi tiéu dung ddi voi thuong hiéu. Cac cau hoéi nhu "Thuong
hiéu nay lam t6i rat hanh phuc" hodc "Thuong hiéu ndy 13 mot niém vui thuan tay" c6
thé khé do luong va it cu thé hon so v6i cac cau hoi khac trong danh sach vé muc do
gin b6 hoic yéu thich.

Cum tir "niém vui thuan tiy" co tinh triru tugng cao va c6 thé khong phan anh
chinh x4c mot cam xtc c6 thé quan sat hay do luong dugc mét cach khoa hoc. Do do,
cau hoi nay c6 thé khong phu hop cho viée phan tich dinh luong trong nghién ciru thi
truong.

- Bién quan sat 4: “TYTH4_ T6i dam mé thuwong hiéu nay”. 100% chuyén gia
dong y bién quan sat nay c6 gia tri dong gop cho thang do TYTH. B¢ nghi diéu chinh
thanh "T6i cam thay rat dam mé vé thuong hiéu nay " viéc diéu chinh nay gitp nhan
manh cam xGic manh mé& hon 1a chi don thuan "yéu thich.".

- Bién quan sat 5: “TYTHS5_ Téi rat gin bo v6i thuong hiéu nay”. C6 100%
chuyén gia dong y bién quan sat nay co gia trj dong gop cho thang do TYTH. Tuy nhién,
dé nghi diéu chinh thanh "T6i cam thdy mot méi gan bé manh mé véi thuong hiéu nay."
viéc ndy giup 1am rd cam giac gan bo khong chi vé mit cam xtic ma con 1a sy trung
thanh voi thuong hiéu.

Bang 3.8: Thang do diéu chinh “Tinh yéu thuong hiéu”

Ma héa | Bién quan sat

TYTHI T6i cam thay hanh phuc khi stir dung san pham cua thuong hiéu nay

TYTH2 | Tbi yéu mén thuong hiéu nay

TYTH3 | Téi cam thay rat dam mé vé thuong hiéu nay

TYTH4 | Tb6i cam thiy mot moi gan bo manh mé véi thuong hiéu nay

Nguon: tdc gid tong hop
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Cau hoi 3: Trong bdi canh nghién ctru tai thi truong Viét Nam, chuyén gia c6 gop
y diéu chinh va bd sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop
voi thi truong Viét Nam?

Chuyén gia dé xut thém bién do ludng vé su ty hao khi s& hitu va sir dung thuong
hiéu, vi day 1a yéu t6 quan trong trong vin hoa tiéu ding cua ngudi Viét.
3.3.3.4. Thang do “Truyén miéng tich cwc - TMTC”

Céau hoi 1: TAm quan trong ctia truyén miéng tich cuc?

Tat ca cac chuyén gia déu khiang dinh rang truyén miéng tich cuc 1a mot trong
nhirng coéng cu marketing hiéu qua nhat. O Viét Nam, truyén miéng 13 yéu t6 quan trong
trong viéc lan toa su tin tudng va anh huong dén quyét dinh mua hang.

Chuyén gia cho rang can tap trung vao tdm quan trong cta tinh chan that trong
chia sé, va truyén miéng tich cyc phai bat ngudn tir trai nghiém thuc té cua khach hang.
Cau hoi 2: Mitc do dai dién ciia cac bién quan sat trong thang do TMTC?

Thang do nhan té “Truyén miéng tich cuc” duoc phaét trién boi Price va Arnould
(1999) v&i bon bién quan sat, cing véi két qua phong van sau, tac gia thu duge két qua
nhu sau:

- Bién quan sat 1: “TMTC1_T6i muén gi6i thiéu thuong hiéu nay cho nhing
nguoi tim kiém 16 khuyén cia t6i”. Co 100% chuyén gia dong ¥ bién quan sat ndy co
gia tri dong gop cho thang do TMTC. Tuy nhién can diéu chinh tir ngit cta cdu hoi thanh
“Tbi s& gidi thiéu san phdm nay cho nhitng ngudi tim kiém 10i khuyén mua hang tir t6i”
viéc diéu chinh tir ngit nay 1am rd hon ddi twong ma ngudi tra 101 s& gidi thiéu va moi
lién hé véi viéc tu vin mua hang.

- Bién quan sat 2: “TMTC2_Téi néi nhirng diéu tich cuc vé thuong hiéu nay véi
ngudi khac”. C6 100% chuyén gia déng ¥ bién quan sat nay co gia tri dong goép cho
thang do TMTC. Tuy nhién can diéu chinh tir ngit ciia cau hoi thanh ”Téi thuong xuyén
n6i nhitng diéu tich cuc vé san phdm nay vai ban bé va gia dinh.” viéc diéu chinh tir ngit
nay lam rd hon d6i twong nghe 13 ban bé va gia dinh dé cling ¢ ngit canh ciia viéc truyén
miéng trong bdi canh gia dinh va xa hoi.

- Bién quan sat 3: “TMTC3_T6i mudn gi6i thiéu thwong hiéu nay cho ngudi
khac.”. 100% chuyén gia dong ¥ bién quan sat nay cé gia trj dong gop cho thang do

TMTC. Tuy nhién can di€u chinh tir ngilt ctia cau hoi thanh “T61 san sang gidi thi€u san
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pham nay cho nguoi khac khi c6 co hoi.” viée diéu chinh tir ngit nay lam rd hon ¥ dinh
va tinh huéng ma nguoi tra 10 c6 thé gidi thiéu san pham.

- Bién quan sat 4: “TMTC4 Ban da gi6i thiéu thuong hiéu ndy cho ngudi khac
chua?”. Co 100% chuyén gia khong dong y gilt cau nay trong thang do TMTC, céc
chuyén gia cho rang ciu hoi ndy cau héi nay 1 dang ciu hoi “c6” hodc “khong” khong
phu hop véi thang do Likert can loai ra khoi thang tho ludng. Bén canh d6 cac chuyén
gia ciing d3 dé nghi b sung thay thé ciu hoi trén bang cau “To6i khuyén khich nhimng
ngudi khac mua san pham ctia thuong hiéu nay”. Cau héi ndy tap trung vao y dinh hanh
vi ctia ngudi tiéu dung, tirc 1a khuyén khich mua hang, diéu nay mang tinh du dodn manh
m& hon vé hanh vi tiéu ding thuc té. Diéu nay giup nghién ctru hiéu rd hon vé tac dong
ctia thuong hiéu dén quyét dinh mua hang cta ngudi tidu ding thong qua viéc dé xuat
cua ho.

Bang 3.9: Thang do diéu chinh “Truyén miéng tich cuc”

Ma3 hoa Bién quan sat

TMTC1 | Téi sé gi6i thiéu san pham nay cho nhirng ngudi tim kiém 15i khuyén

mua hang tur t61

TMTC2 | T6i thudng xuyén noéi nhitng diéu tich cuc vé san pham nay vdi ban

be va gia dinh

TMTC3 | Téi sin sang gidi thiéu san pham nay cho nguoi khac khi c6 co hdi.

TMTC4 | Tbi khuyén khich nhitng nguoi khic mua san pham cta thuong hiéu

nay

Nguon: tdc gid tong hop

Cau hoi 3: Trong bdi canh nghién ctru tai thi trudng Viét Nam, chuyén gia c6 gop
y diéu chinh va bo sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop
voi thi truong Viét Nam?

Cén ting cudng do ludng mirc d6 lan toa ciia truyén miéng tich cuc trén cac nén
tang truyén thong xa hoi, vi day 1a kénh truyén miéng quan trong trong bdi canh hién
nay.
3.3.3.5. Thang do “Y dinh mua hang lip lai - YDML”

Cau hoi 1: TAm quan trong ctia Y dinh mua hang lap lai?
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Y dinh mua hang 13p lai dugc tit ca chuyén gia cong nhan 13 chi sb quan trong
dé danh gia 1ong trung thanh. Viéc khach hang c6 y dinh tiép tuc mua hang cho thay ho
hai 1ong va c6 gan két voi thuong hiéu. Tuy nhién, can phan biét giira y dinh mua hang
1ap lai do thoi quen va do sy cam két véi thuong hi¢u.

Cau hoi 2: Muc do dai dién cua céac bién quan sat trong thang do YDML?

Thang do nhan t6 “Y dinh mua hang lap lai” dugc phat trién boi Le va Cong su
(2022) v&i bon bién quan sat, cung v6i két qua phong van sau, tac gia thu dugc két qua
nhu sau:

- Bién quan sat 1: “YDML1_ Téi s& mua lai san pham cua thuong hiéu nay.”. C6
100% chuyén gia dong ¥ bién quan sat nay co gia tri dong gbp cho thang do YDML.
Tuy nhién, chuyén gia dé nghi diéu chinh cau tir thanh " T6i ¢6 ¥ dinh tiép tuc mua san
pham cua thuong hiéu ndy trong twong lai." dé 1am rd hon vé ¥ dinh mua lai, gitp phan
biét rd rang giita "kha nang" va "y dinh chic chan”. Thang do géc mang tinh khang dinh
hanh vi, d& gdy nham 14n v6i hanh vi thuc té. Viéc chuyén sang “c6 ¥ dinh” giup phan
anh ding ban chat tim 1y du dinh hanh vi, pht hop voi cach tiép can trong 1y thuyét
hanh vi nguoi ti€u dung.

- Bién quan sat 2: “YDML2_ Tbi chic chan s& mua lai san pham ctia thuong hiéu
nay trong thoi gian sém.”. C6 100% chuyén gia dong ¥ bién quan sat nay cé gia tri dong
g6p cho thang do YDML. Tuy nhién dé nghi diéu chinh thanh "Té6i du dinh s& soém mua
lai san pham cua thuong hiéu nay.". Cum tir “chic chan” trong thang do gdc bi loai bo
dé tranh sy cuc doan trong phan hdi. Viéc nhin manh “dy dinh” gitp do luong muc do
du bao hanh vi mot cach linh hoat hon, dong thoi “sém” duge giit lai dé phan anh yéu
t6 thoi gian.

- Bién quan sat 3: “YDML3_ Téi sén sang mua lai san phdm cta thuong hiéu nay
nhiéu 1an.”. C6 100% chuyén gia dong y bién quan sat nay cé gia tri dong gop cho thang
do YDML. Tuy nhién d& nghi diéu chinh thanh "T6i san sang tiép tuc mua lai san pham
ctia thwong hiéu nay trong nhiing lan sau.". Thang do gdc tir “nhiéu lan” dé& gay hiéu
nham 13 hanh vi dd xdy ra trong qua khr. Viéc thay bang “trong nhitng 1an sau” giup
nhan manh tinh du dinh lap lai trong twong lai, dong thoi tang tinh rd rang vé thoi gian.

- Bién quan sat 4: “YDML4 _ Tbi ludn sin sang mua nhiéu hon khi thuong hiéu
kéu goi ing hd mdt muc tiéu xa hdi hoac quyén gop tu thién.”. C6 100% chuyén gia

d6ng ¥ bién quan sat ndy co gia tri dong gop cho thang do YDML. Tuy nhién dé nghi
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diéu chinh thanh “T6i sén sing mua thém san phdm cua thuong hiéu nay khi ho trién
khai cac chuong trinh vi muc ti€éu xa hoi hoac tur thién.”. Trong thang do géc, cum tur
“ludn san sang” va “kéu goi” c6 thé gay hiéu sai vé mirc do ép budc. Viéc diéu chinh
gitip phan anh dung tinh than chi dong va tw nguyén cua ngudi tiéu dung ddi voi cac
chién dich marketing vi muc tiéu xa hoi (CRM).

Bang 3.10: Thang do diéu chinh “Y dinh mua hang lip lai”

M3 hoa Bién quan sat

YDMLI1 | Tbico y dinh tiép tuc mua san pham cua thuong hiéu ndy trong tuong

lai.

YDML2 | T6i du dinh s€ sém mua lai san phém cua thuong hiéu nay.

YDML3 | Téi sin sang tiép tuc mua lai san pham cua thuong hiéu nay trong

nhirng lan sau.

YDML4 | Tbi sdn saing mua thém san pham cua thuong hiéu nay khi ho trién

khai cac chuong trinh vi muc tiéu xa hdi hodc tur thién.

Nguon: tdc gid tong hop

Cau hoi 3: Trong bdi canh nghién ctu tai thi truong Viét Nam, chuyén gia ¢ gop
y diéu chinh va bé sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop
voi thi truong Viét Nam?

Pé xuat thém yéu t6 lién quan dén “su hai 1ong” sau khi str dung san pham va
kha ning dap ing nhu ciu thay d6i cua khach hang theo thoi gian.

Két qua tom tit ndi dung y kién cta cac chuyén gia thong qua phong van tay doi
duogc tong hop va trinh bay tai Bang 3.11.

Bang 3.11: Tong hop két qua phong van chuyén gia

Ty 1é

Bién quan sat dicu

Ky hiéu | Bién quan sat | ddng | Y kién diéu chinh
chinh

y
Thang do Nhan thirc vé CRM (Le va Cong sy, 2022)

Chuong trinh
] Chuong trinh
marketing ctia
TTXHI 100% | Khong co gép y marketing cua
cong ty phu
cong ty phu hop

hop véi van
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Ty 1& > "
. . L, . Bién quan sat dicu
Ky hiéu | Bién quan sat | dong | Y kién diéu chinh
) chinh
y
dé cap thiét vo1 van dé cap thiét
cua xa hoi. cua xa hoi
, 7/9 chuyén gia dé
Chién  dich ]
nghi thay do6i1 noi
marketing ctua y
dung tén bién quan | Chuong trinh
cong ty phu . . ,
TTXH2 o 100% | satnay vidé bi nham | marketing nay rat
hop vo6i van N
., ., lan v6i ndi dung cua | co ich cho xa héi
dé cap thiét .
bién quan sat
cua xa hoi.
TTXHI.
Chuong trinh
. Chuong trinh
marketing ctua _
marketing cua
cong ty 10
TTXH3 , | 100% | Khong co gbp v cong ty rd rang la
rang la dé .
dé quyén gop tu
quyén gop tu
thién.
thién.
To1 yéu thich
To1 yéu thich cach
TTXH4 | cach thuc tur | 100% | Khong c6 gop v _
thure tir thién nay
thién nay.
Thang do Hinh anh thuong hiéu (Le va Cong su, 2022)
bé nghi diéu chinh
ndi dung ndi dung
Thuong hiéu cau hoi dé lam 1o
T6i cam nhan
téi chon co6 hon y nghia cua
HATHI 100% thuong hiéu ma toi
hinh anh trong "hinh anh trong
chon la co6 dao duec.
sach. sach" thanh khong

gian 1an hoac khong

vi pham dao duc cua
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Ty 1& y 3
_ ., . A Bién quan sat dicu
Ky hiéu | Bién quan sat | dong | Y kién diéu chinh
) chinh
y
mot thuong hic¢u co
dao duc.
Dé nghi diéu chinh 7
_ _ ., | San  phdm cua
Thuong hi€u nd1 dung cau hoi dé _ .
_ ) , , | thuong hi¢u to1
toi chon dai cu thé hoa "chat ,
_ . chon dap tUng tot
HATH2 | dién cho san | 100% | lugng cao" bang ' , ,
, ) , ) cac tiéu chuan chat
phim chat cach lién két tryc _
y ' lrong ma t61 mong
luong cao. tiép voi ky vong cua do
ol.
nguoi tiéu dung.
Cac chuyén gia gop
y rang su khac biét
cao cua san pham
trong bdi  canh
Thuong hi¢u nghién ctru phai gan | San  pham  cua
toi chon dai vo1 trach nhiém cuda | thuong hi¢u to1
HATH3 | dién cho san | 100% | xa hdi ma chuong | chon c¢6 trach
pham c6 tinh trinh marketing san | nhiém déi voi xa
khéc biét cao. pham d6 mang lai. | hoi
Can diéu chinh noi
dung dé thé hién rd
cum tu “khac biét
cao” nay
8/9 chuyén gia dé xuét
) loai cau hoi nay ra khoi
Thuong hiéu
_ , thang do vi n6 kha mo o,
HATH4 | t61 chon rat | 11% Loai bién quan sat

than thién.

hd va kho do ludng;
it lién quan dén chat

lugng san pham; kho
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Ty 18 § )
_ ., . A Bién quan sat dicu
Ky hiéu | Bién quan sat | dong | Y kién diéu chinh
) chinh
y
phan biét d6i véi
thuong hiéu.
Dé nghi diéu chinh
noi dung cau hoi dé , .
Thuong hiéu ma to1
. lam r6 hon cym tu ,
Thuong hiéu . chon cung cap
' , "trung thuc" bang ' _
HATHS | t6i chon rat | 100% , thong tin déng tin
cach nhan manh vao . ,
trung thuc. cay vé san pham
tinh chinh xé4c va
_ cua ho
dang tin cady cua
thong tin.
Pé nghi diéu chinh
. noi dung cau hoi dé
Thuong hiéu . )
‘ the hién 10 rang | St dung san pham
t61 chon mang ) )
‘ ‘ “cam xuc dac biét” | cua thuong hi¢u
HATH6 | lai cho to1 | 100%
la gi, trong truwong | nay tao ra cdm xuc
cam xuc dac )
b hop nay 1a "cam xtc | tich cuc cho toi
1€t.
tich cuc hodc dang
nhd".
Thang do Tinh yéu thuong hi¢u (Huang, 2017)
Pé nghi diéu chinh
, noi dung cau héi dé | T6i cam thay hanh
Thuong hiéu ‘ ‘
o lam 0 hon cdm gidc | phic khi st dung
TYTH1 | naylamtoéirat | 100% ' .
hanh phuc lién quan | san  pham cua
hanh phuc T :
truc tiép dén viéc st | thuong hiéu nay
dung san pham.
To1 yéu
. Téor  yéu  mén
TYTH2 | thuong hiéu | 100% | Khong c6 gop y

nay

thuong hi¢u nay
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Ty 1& y "
_ ., . A Bién quan sat dicu
Ky hiéu | Bién quan sat | dong | Y kién diéu chinh
) chinh
y
6/9 chuyén gia dé
nghi loai bién nay ra
khoi thang do, vi
cum tu "niém vui
Thuong hiéu thuan tiy" mang tinh
nay la mot triru tuong cao va c¢6 | Loai bién quan sat
TYTHS3 . 1 33% ,
niém vui thé khong phan 4nh | nay
thuan tay chinh x4c mot cam
xtc c6 thé quan sat
hay kho do luong
duoc mot cach khoa
hoc.
_ Dé nghi diéu chinh . .
T6i dam mé . .| Toi cam thay rat
_ noi dung cau hoi dé
TYTH4 | thwong hiéu | 100% , dam mé thuong
nhin manh cam xuc _
nay. hi¢u nay
manh mé& hon.
Pé nghi diéu chinh
ndi dung ciu hoi dé . ,
L, _ , To61 cam thay mdt
Toi rat gan bo lam rd cam giac gan L,
_ ) moi gan bo manh
TYTHS | v61  thuong | 100% | b6 khong chi vé mat . _
. mé voi thuong hi¢u
hi¢u nay cam xuc ma con la
.| nay
sy trung thanh vdéi
thuong hi¢u.
Thang do Truyén miéng tich cuc (Price va Arnould, 1999)

TMTCI1

T6i mudn gidi
thiéu thuong
hi¢u nay cho

nhiing nguoi

100%

Pé nghi diéu chinh
tur ngt dé 1am 1o hon
doi tuong ma nguoi

tra 101 s€ gidi thi¢u

To1 s& gidl thiéu
san pham nay cho

nhitng nguodi tim
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Ty 18 - .
_ ., . A Bién quan sat dicu
Ky hiéu | Bién quan sat | dong | Y kién diéu chinh
) chinh
y
tim kiém 10i va moi lién hé véi | kiém 16i khuyén
khuyén cua viéc tr van mua hang | mua hang tir toi
to1
Piéu chinh tir ngit
o clia cau hoi dé 1am 6 _
T61 n61 nhitng . To61 thuong xuyén
. hon do1 tugng nghe _ .
diéu tich cyc . noi nhitng diéu tich
. l1a ban b¢ va gia dinh . ,
TMTC2 | vé thuong | 100% , . cuc v€ san pham
_ i dé cung c0 ngt canh _
hi¢u nay véi _ . nay véi ban bé va
_ cua viéc truyén _
nguoi khac . . gia dinh
miéng trong boi canh
gia dinh va xa hoi
Piéu chinh tir ngit
T6i mudn gidi ciia cau hoi dé lamrd | Toi san sang gidi
thiéu thuong hon y dinh va tinh | thiéu san pham nay
TMTC3 ‘ 100% , ‘ _ _
hi¢éu nay cho hudng ma nguoi trd | cho nguoi khac khi
nguoi khac. 161 c6 thé gi6i thiéu | co6 co hoi.
san pham.
9/9  chuyén gia
khong dong y noi
dung cua cau hoi
Ban da gidi nay. Cac chuyén gia . ,
_ . . To1 khuyén khich
thiéu thuong cho rang cau hdi nay _
. . nhitng nguoi khac
TMTC4 | hiéu nay cho | 100% | cau hdi nay la dang

nguoi  khéc

chua?

cau hoi “c6” hoac
“khong” khong phu
hop véi thang do
Likert. Do dé cac

chuyén gia dé nghi

mua san pham cua

thuong hi¢u nay
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Ky hiéu

Bién quan sat

Ty 1¢
ddng

Y kién diéu chinh

Bién quan sat diéu

chinh

bo sung thay thé noi
dung cau héi trén
bang cau  “Téi
khuyén khich nhiing
nguoi khac mua san
pham cia thuong
hi¢u nay”. Cau hoi
nay tap trung vao y
dinh hanh vi cua
nguoi tiéu dung, tirc
1a khuyén khich mua
hang. Piéu nay giup
nghién ctru hiéu rd
hon vé tac dong cua
thwong hiéu dén
quyét dinh mua hang
cua nguoi tieu dung
thong qua viéc dé

xuat cua ho.

Thang do

Y dinh mua hang

lap lai (Le va cong sy, 2022)

YDMLI

T61 s€ mua lai
san pham cua
thuong hiéu

nay.

100%

Cau gbc mang tinh
khing dinh hanh vi,
dé gay nham lan voi
hanh vi thue té. Viée
chuyén sang “co6 y
dinh” gitip phan anh
dung ban chat tim 1y
du dinh hanh vi, phu

T6i c6 y dinh tiép
tuc mua san pham
cua thuong hicu

nay trong tuong lai.
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Ty 1& y 3
_ ., . A Bién quan sat dicu
Ky hiéu | Bién quan sat | dong | Y kién diéu chinh
) chinh
y
hop véi cach tiép can
trong 1y thuyét hanh
vi ngudi tiéu dung.
Cum tr “chic chin”
bi loai bo dé tranh sy
o, , cuc doan trong phan
T61 chac chan o ,
_ hoi. Viéc nhan manh ' '
s€ mua lai san ' _ T61 du dinh s€ som
, “dg dinh” giap do _ ,
pham cua mua lai san pham
YDML2 _ 100% | luong muc do du bao .
thwong hiéu _ cua thuong hiéu
. hanh vi mét cach
nay trong thoi _ . nay.
_ linh hoat hon, dong
gian som. _ _
thoi “sém” dugce gilr
lai dé phan anh yéu
t thoi gian.
Cau gbc “nhiéu lan”
dé gay hiéu nham la
hanh vi da xdy ra
Toi san sang trong qua kh. Viéc | To6i sin sang tiép
mua lai san thay bang “trong | tuc mua lai san
YDML3 | phim cia | 100% | nhirng 1an sau” giap | phAm cta thuong
thuong hiéu nhdn manh tinh du | hiéu nay trong
nay nhiéu lan. dinh lap lai trong | nhitng lan sau
tuong lai, déng thoi
ting tinh rd rang vé
thoi gian.
Toi ludn san Cum “ludn san sang” | T6i san sang mua
YDML4 | sang mua | 100% | va “kéu goi” c6 thé | thém san pham cua

nhiéu hon khi

gay hi€u sai vé muc

thuong hi¢u nay
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Ty 1& s i’
_ 2 . A Bién quan sat dicu
Ky hiéu | Bién quan sat | dong | Y kién diéu chinh

) chinh

y
thuong  hiéu d6 ép budc. Viéc | khi ho trién khai
kéu goi ung diéu chinh giup phan | cac chuong trinh vi
hd mot muc anh dung tinh thidn | muc tiéu x3 hoi
ticu xa hoi chu dong wva ty | hodc tu thién.
hodc  quyén nguyén cua nguoi
g6p tir thién. tiéu dung ddi voi cac

chién dich marketing
vi muc ti€u xa hoi

(CRM).

(Nguén: tac gid tong hop)
3.3.4. Két qua diéu chinh thang do
Sau qua trinh luwoc khao nghién ctru, hinh thanh cic thang do va phong van
chuyén gia dé diéu chinh cac thang do, mé hinh nghién ctru dugc dé xuét bao gém 5
bién nghién ctru. Viéc do ludong tat ca cac khai niém déu duogc dya trén cc nghién ctu
trude day va duge diéu chinh dé phu hop véi bdi canh nghién ctru (d3 duoc trinh bay &
phan trén). Cac khai niém nay dugc do luong theo thang do Likert 5 cip bac véi cac gia
tri ting dan lan lugt tir “1-hoan toan khong dong ¥ dén “5-hoan toan dong y”. Ngoai
ra, bién diéu tiét vé nhom tudi theo thé hé va bién kiém soat vé ving mién 1a hai bién
phan loai. Cuy thé, dbi v4i bién nhom tudi theo thé hé, gi tri 0 twong Ung 13 nhém tudi
tré (Gen Z va Gen Y) va va gid tri 1 1a nhém tudi gia (Gen X va Baby Boomers). Tuong
tu, d6i véi vung mién, gia tri 0 dugc quy udce la Mién Trung vagiatri 1 1a Mién Bic va
Mién Nam.
Bang 3.12: Céc thang do da dugc diéu chinh theo gop ¥ chuyén gia
Ma hoa Thang do Ngudn
NHAN THUC VE MARKETING VI MUC TIEU XA HOI (TTXH)

TTXHI1 Chuong trinh marketing cuia cong ty phu hop véi

van dé cap thiét cua xa hoi.
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Ma hoa Thang do Ngudn
TTXH2 Chuong trinh marketing nay rat c6 ich cho xa | Diéu chinh tir Le
hoi. va Cong su
TTXH3 Chuong trinh marketing cua cong ty rd rang la | (2022)
dé quyén gop tir thién.
TNXH4 To1 yéu thich cach thuce tur thién nay

HINH ANH THUONG HIEU (HATH)

HATHI1 T61 cdm nhan thuwong hiéu ma téi chon 1a c6 dao
dtrc.

HATH2 San pham cua thuong hiéu t6i chon dap tng tot
céc tiéu chuan chat lugng ma toi mong doi.

HATH3 San pham cua thuong hiéu t6i chon co trach
nhiém ddi véi xa hoi

HATH4 Thuong hiéu ma toi chon cung cip thong tin
dang tin cay vé san pham ctia ho

HATHS Str dyng san pham cia thuong hiéu nay tao ra

cam xuc tich cuc cho t61

Diéu chinh tur
Le va Cong su

(2022)

TINH YEU THUONG HIEU (TYTH)

TYTHI T6i cam thay hanh phuc khi st dung san pham
cua thuong hiéu nay

TYTH2 T6i yéu mén thuwong hiéu nay

TYTH3 T6i cam thay rat dam mé thwong hiéu nay

TYTH4 T6i cam thdy mdt mdi gan béo manh mé véi

thuong hi¢u nay

Diéu chinh tu

Huang (2017)

TRUYEN MIENG TICH CUC (TMTC)

TMTCI1 T6i s& gidi thiéu san pham nay cho nhiing ngudi
tim kiém 101 khuyén mua hang tir toi

TMTC2 T6i thudng xuyén néi nhitng diéu tich cyc vé san
phim nay voi ban bé va gia dinh

TMTC3 | Téi sin sang gidi thiéu san pham nay cho nguoi

khac khi ¢6 co hoi.

Diéu chinh tu
Price va

Arnould (1999)
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Ma hoa Thang do Ngudn

TMTC4 | Téi khuyén khich nhitng ngudi khac mua san
pham cua thuong hiéu nay

Y BPINH MUA HANG LAP LAI (YDML)

YDMLI1 Tbi c6 ¥ dinh tiép tuc mua san pham cia thuong | Diéu chinh tir Le
hiéu nay trong tuong lai. va Cong su

YDML2 T61 du dinh s€ sdm mua lai san phém cua thuong | (2022)

hi¢u nay.

YDML3 T6i sin sang tiép tuc mua lai san pham cua

thuong hiéu nay trong nhiing lan sau.

YDML4 | T6i san sang mua thém san pham cua thwong
hiéu nay khi ho trién khai cac chuong trinh vi

muc tiéu xa hdi hoac tir thién.

(Nguén: tac gid tong hop)

3.4. Nghién ctru dinh lwgng so b

Kiém dinh dinh luong so bd nham danh gid do tin cay va tinh gia tri cua thang
do trudc khi tién hanh nghién ctru chinh thirc. Qué trinh nay bao gém kiém tra do tin
ciy bang Cronbach’s Alpha dé loai bo cac bién quan sat co do twong quan thap, dong
thoi thuc hién phan tich nhan t6 kham ph4 (EFA) nham xac dinh ciu triic nhan t6 va
dam bao tinh hoi ty, phan biét ctia thang do. Kiém dinh KMO va Bartlett duoc sit dung
dé danh gia mtrc do phu hop cua dit liéu véi phéan tich nhan t6. Néu phat hién bién c6
tai nhan t6 thip hoic khong phu hop, bién dé s& dugc loai bo hodc diéu chinh. Két qua
kiém dinh so bg giup diéu chinh bang cau hoi, t6i wu héa thang do, dam bao tinh chinh
xac va hi¢u lyc ciia mod hinh nghién ctru trude khi trién khai khao sat chinh thirc véi mau
16n hon.
3.4.1. Thiét ké nghién ciru dinh lwong so bd

Trudce khi tién hanh nghién ctru dinh lwong chinh thic, nghién ctru dinh luong so
bd duoc thuc hién nham kiém tra do tin cdy va gia tri cua thang do, tur do6 diéu chinh va
hoan thién céc bién quan sat dé dam bao tinh phu hop véi bdi canh nghién ctru. Muc
tiéu ctia giai doan nay 1a danh gia so bo cdu trac thang do, kiém tra tinh nhat quan noi

tai va loai bo cac bién khong dap tng yéu ciu vé do tin ciy hodc gia tri phan biét. Dé
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dat dugc muc tiéu nay, nghién ctru st dung phuong phap khao sat thir nghiém vdi mot
mau nho, két hop véi phan tich thdng ké nhu kiém dinh Cronbach’s Alpha va phan tich
nhan t6 kham pha (EFA). Két qua nghién ciru dinh luong so bo s& 1a co sé quan trong
dé tinh chinh mé hinh do luong trude khi tién hanh nghién ctru dinh luong chinh thirc
trén quy mo 16n hon.

3.4.1.1 Miu diéu tra trong nghién ctru so' bd

Sau khi diéu chinh thang do ¢ budc nghién ciru dinh tinh va nhan dugc thang do
nhap cudi cuing, tac gia tién hanh kiém dinh so bd thang do trude khi tién hanh nghién
ctru chinh thirc. Dé tién hanh phan tich nhan t6 kham pha (dwogc giai thich & phan tiép
theo), Hair, Black, Babin va Anderson (2009) dé xuat kich thudc mau tbi thiéu 1a 50 va
tdt hon 1a 100. Bén canh d6, ¢& mau c6 thé duoc tinh dya trén sb bién quan sat voi ty 1€
t6i thiéu 1a 5:1 va tot nhat 1 10:1 (Hair va Cong sy, 2009). Trong mo hinh nghién ciru
g6m 5 nhan t6 (4 bién doc 1ap va 1 bién phu thudc) véi tong cong 21 bién quan sat, nén
kich thudc mau t6i thiéu cho nghién ctru so bo 1a 105 [=21*5].

Phuong phap chon mau thuan tién duoc thyc hién véi ddi tuong khao sat 1a nguoi
tiéu dung c6 tham gia tiéu ding san pham thudc nganh hang tiéu dung nhanh va c6 biét
céc chién dich marketing vi myc ti€éu xa hoi (quyén gop tur thién, c6 ich cho xa hdi,...)
tai cac siéu thi tai Thanh ph6 Thi Dau Mot, Binh Duong. Phuong phap thu thap dit liéu
cho kiém dinh so bo 1a phat phiéu khao sat truc tiép, voi 200 bang hoi duoc phat ra va
nhan vé 150 bang khao sat hop 1¢ dé sir dung cho phan tich.
3.4.1.2 Phan tich dir li¢u so bo

Giai doan phan tich dinh lugng so bo dugc thuc hién theo 2 budc: budc 1- danh
gia d6 tin cdy cac thang do thong qua hé s Cronbach’s Alpha va budc 2 - phan tich nhan
t6 kham pha EFA bang phan mém SPSS 26.

Budc 1. Panh gia do tin ciy cua thang do thong qua hé s6 Cronbach’s Alpha

Céc chi tiéu duogc sir dung dé danh gia do tin cay cua thang do thong qua hé sb
Cronbach’s Alpha bao gom:

- Hé s6 Cronbach’s Alpha tong thé cuia thang do can phai 16n hon 0,6 (Nunnaly
va Bernstein, 1994).

- Hé sb twong quan giita bién so véi tong cta cac bién quan sat (Corrected Item
— Total Correlation) can phai 16n hon 0,3 (Nunnaly va Bernstein, 1994).

Budc 2. Phan tich nhan t kham pha EFA
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Céc chi tiéu duogc str dung dé danh gia cac thang do trong phan tich EFA:

- Tinh tich hgp cua m6 hinh EFA so v&i dit 1iéu thu thap tur thi truong HE s6 KMO
(Kaiser — Meyer — Olkin) dugc str dung dé danh gié tinh tich hop ctia mo hinh EFA véi
dir liéu thu thap tir thi trudng. Hé s6 KMO thoa diéu kién: “0,5 < KMO < 17 thi phan
tich nhan t6 kham pha dugc xem 1a phu hop vaoi dir 1i¢u thi truong (Hair va Cong su,
2009).

- Tinh tuong quan cua cac bién quan sat trong thuéc do dai dién Kiém dinh
Bartlett duoc sir dung dé danh gia cac bién quan sat c6 twong quan véi nhau trong mot
thang do (nhan td). Khi mirc y nghia ciia kiém dinh Bartlett nho hon 0,05 (Sig < 0,05)
thi cac bién quan sat ¢ twong quan tuyén tinh v&i nhan t6 dai dién (Hair va Cong su,
2010).

- Trong sb ctia cac bién quan sat (Factor Loading) can phai 16n hon 0,5 (Gerbing
va Anderson, 1988).

- Mirc d6 giai thich cua cac bién quan sat ddi voi nhan t6. Phuong sai trich (%
Cumulative Variance) duoc sir dung dé danh gia murc do giai thich ctia cac bién quan sat
ddi v6i nhan t6. Bé dat duoc mie do giai thich thi phuong sai trich can phai 16n hon
50% va Eigenvalue phai c6 gia tri 16n hon 1 (Gerbing va Anderson, 1988).

- Trong nghién ctru cia minh, tac gid st dung phuong phap trich PCA (Principal
Component Analysis) v6i phép xoay Varimax dé thuc hién phan tich EFA.

3.4.2. Két qua kiém dinh dinh lwong so bd
3.4.2.1 T6m tit miu nghién ciru so' b

Két qua tai Bang 3.13 thé hién két qua thong ké mo ta miu nghién ciru véi tong
s6 150 quan sat cho thiy su phan bd cta mau theo cac dic diém nhan khau hoc chinh
nhu gi6i tinh, nhém tudi, trinh d6 hoc van, thu nhap hang thang va ving mién.

V& gi6i tinh, mAu nghién ctru co ty 1é nam gidi (53.3%) cao hon nit gidi (46.7%),
cho thiy s can bang twong d6i gitra hai nhém nay.

Vé nhom tudi, thé hé Y (29.3%) chiém ty 1é cao nhat, tiép theo la thé hé X (27.3%)
va thé hé Boomers (23.3%), trong khi thé hé Z chiém 20.0%. Diéu nay phan anh su da
dang vé d6 tudi trong mau nghién ciru, véi trong tdm 1a nhom lao dong trung nién va

tré.
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Vé trinh d hoc vén, phan 16n ngudi tham gia c6 trinh d6 dai hoc (58.7%), trong
khi 28.0% c6 trinh do dudi dai hoc va 13.3% c6 trinh do sau dai hoc. Két qua nay phan
anh muc do hoc vin kha cao ciia nhom mau.

V& thu nhip hang thang, nhém c6 thu nhap dudi 10 triéu VND/thang chiém ty 16
cao nhat (40.0%), tiép theo 1a nhom thu nhap tir 10 dén 15 triéu VND/thang (34.0%).
Trong khi d6, nhém c6 thu nhap tir 15 dén 20 triéu VND/thang chiém 17.3%, va nhom
thu nhap trén 20 triéu VND/thang chi chiém 8.7%. Diéu nay cho thay phan 16n nguoi
tham gia c6 mirc thu nhap trung binh dén kha.

V& phan b ving mién, mau nghién ctru c¢6 sy phan bd twong d6i dong déu gitra
cac khu vue, v6i mién Nam chiém ty 18 cao nhat (44.7%), tiép theo 1a mién Béc (35.3%)
va mién Trung (20.0%).

Tém lai, miu nghién ciru ndy c6 su cin bang vé gidi tinh, phan b hop 1y theo dd
tudi, trinh d6 hoc van va thu nhap, dong thoi phan anh su da dang vé viing mién, gitp
dam bdo tinh dai dién cho nghién ctru dinh lugng so bg.

Bang 3.13 Thong ké cac ddi tugng khao sat

Bién Tan sb Ty 1& %
Nir 70 46.7
Gidi tinh
Nam 80 53.3
Thé hé Z (2012-1997) 30 20.0
Thé hé Y (1996-1981) 44 29.3
Nhém tudi Thé hé X (1980-1965) 41 27.3
Thé hé BOOMERS (1964- 35 23.3
1946)
Duéi Pai hoc 42 28.0
Trinh d6 hoc van Dai hoc 88 58.7
Sau dai hoc 20 13.3
Dudi 10 triéu VND/thang 60 40.0
Thu nhip hing thing Tt 10 dé::n 15 triéu VND/thang 51 34.0
Twr 15 dén 20 triéu VND/théng 26 17.3
Trén 20 triéu VND/thang 13 8.7
Ving mién Mién Bic 53 35.3




100

Bién Tan s Ty 1€ %
Mién Trung 30 20.0
Mién Nam 67 44.7

Nguon: Tdc gida tong hop
3.4.2.2. Két qua kiém dinh Cronbach’s Alpha

Két qua kiém dinh d¢ tin cdy Cronbach's Alpha ciia cic thang do trong nghién
ctru cho thay tinh 6n dinh va nhat quan ndi tai kha tét cho timg khai niém do luong (bang
3.14). Cu thé:

Nhan thac vé marketing vi muyc tiéu xa hoi (TTXH) c6 Cronbach's Alpha la
0.821, thé hién d6 tin cdy cao cia thang do. Cac bién quan sat (TTXHI dén TTXH4)
déu c6 twrong quan bién tong trén 0.6, cho thiy cac bién nay dong gop tich cuc vao thang
do chung. Cronbach's Alpha néu loai bién ciing khong ting dang ké néu loai bo bat ky
bién quan sat nao, ching t6 rang tit ca cac bién quan sat nay déu phu hop dé giir lai
trong thang do.

Hinh anh thuong hiéu (HATH) c¢6 Cronbach's Alpha 1a 0.776, dap (mg yéu cau
vé d6 tin cdy chdp nhan duoc. Cac bién quan sat (HATH1 dén HATHS5) c6 tuong quan
bién tong trén 0.5, phan anh su dong gop tich cuc cua ting bién quan sat vao thang do
chung. Gié tri Cronbach's Alpha néu loai bién cho théy khong co bién nao can loai bé,
vi viéc loai bo bién khong cai thién déng ké d6 tin cay cua thang do.

Tinh yéu thuong hiéu (TYTH) vé&i Cronbach's Alpha 13 0.788 cho thiy thang do
6 do tin cdy tét. Twong quan bién tong cua cac bién quan sat (TYTHI dén TYTH4) déu
trén 0.5, khang dinh tinh lién két ndi tai giita cac bién nay véi thang do chung.
Cronbach's Alpha néu loai bién ciing khong c6 su cai thién dang ké khi loai bo bat ky
bién nao.

Truyén miéng tich cuyc (TMTC) dat gi4 tri Cronbach's Alpha 1 0.891, cao nhat
trong tat ca cac thang do, cho thay mirc do tin cay noi tai rat cao. Cac tuong quan bién
tong cta bién quan sat (TMTC1 dén TMTC4) déu trén 0.7, thé hién sy déng nhat va
dong gop quan trong ciia cac bién nay vao thang do chung. Cronbach's Alpha néu loai
bién ciing khong cé sy cai thién dang ké khi loai bo bat ky bién nao.

Y dinh mua hang 13p lai (YDML) c6 Cronbach's Alpha 14 0.835, dat tiéu chuin
tin cdy tot. Cac bién quan sat (YDML1 dén YDML4) c6 twong quan bién tong tir 0.6 tros



1én, chi ra murc d¢ lién két cao gilra cac bién nay vao thang do chung. Viéc loai bo bat

ky bién quan sat nao trong thang do nay ciing khong cai thién dang ké gia tri Cronbach's
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Alpha, do d6 tét ca cac bién duoc gitr lai.

Nhin chung, tt c4 cac thang do trong bang déu c6 Cronbach's Alpha trén 0.7, dap

g yéu cau vé d tin cdy trong nghién ctru khoa hoc. Piéu nay cho thay thang do dugc

thiét ké c6 do tin cdy cao va nhét quan, phu hop dé sir dung trong phan tich tiép theo.

Bang 3.14: Két qua kiém dinh Cronbach’s Alpha ciia timg khai niém

Bién quan

sat

Trung binh
thang do néu

loai bién

Phuong sai
thang do
néu loai

bién

Tuong
quan bién

téng

Gia tri
Cronbach's
Alpha néu loai

bién

Nhan thire vé marketing vi muc tiéu xa hoi — TTXH (Cronbach’s alpha: 0.821)

TTXHI 11.60 5,276 0,614 0,778
TTXH2 12.00 4.591 0.700 0.735
TTXH3 12.16 4.149 0.664 0.763
TTXH4 11.80 5.584 0.601 0.787
Hinh anh thuong hi¢u - HATH (Cronbach’s alpha: 0.776)

HATH1 15.35 5.277 0.542 0.735
HATH?2 15.41 5.035 0.541 0.737
HATH3 15.11 5.398 0.576 0.724
HATH4 15.17 5.455 0.513 0.744
HATHS 15.31 5.331 0.570 0.726
Tinh yéu thuong hiéu - TYTH (Cronbach’s alpha: 0.788)

TYTHI 12.76 2.546 0.554 0.756
TYTH2 12.53 2.438 0.643 0.712
TYTH3 12.73 2.667 0.543 0.761
TYTH4 12.83 2.287 0.645 0.709
Truyén miéng tich cyc - TMTC (Cronbach’s alpha: 0.891)

TMTCI1 12.00 3.356 0.779 0.852
TMTC2 11.86 3.611 0.748 0.864
TMTC3 11.89 3.457 0.793 0.847
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Phuong sai Gia tri
, Trung binh Tuong
Bién quan , thang do . Cronbach's
thang do néu , quan bién , _
sat ) néu loai . Alpha néu loai
loai bién y tong 2
bién bién
TMTC4 11.85 3.589 0.720 0.874
Y dinh mua hang lip lai - YDML (Cronbach’s alpha: 0.835)
YDMLI 12.13 2.895 0.675 0.788
YDML2 12.04 3.233 0.610 0.816
YDML3 12.07 3.123 0.603 0.820
YDMLA4 12.12 2.724 0.785 0.736

(Nguén: Tac gia tong hop)
3.4.2.3. Két qua phan tich nhéan t6 kham pha (EFA) ciia thang do so b

Phan tich nhan t6 kham pha EFA duoc thuc hién véi su hd tro ciia phan mém
SPSS, céac két qua phan tich EFA d6i voi cac bién doc 1ap va bién trung gian duoc trinh
bay trong bang 3.15.

Tir két qua phén tich nhan t6 kham pha d6i v6i cac bién doc 1ap va bién trung
gian duoc trinh bay trong bang 3.15, ¢ thé thiy ring, cac hé sb tai ciia cac bién quan
sat nam trong khoang tir 0.639 dén 0.858 (16n hon 0.5). Cac bién doc 1ap va bién trung
gian dugc trich tai eigenvalue 1a 1.459 (16n hon 1). Phuong sai tich luy dugc trich tir cac
nhan t6 giai thich dugc 64.598% trén tong phuong sai (16n hon 50%). Bén canh d6 gia
tri KMO duoc xac dinh 1a dat 0.809 (16n hon 0.5) va gia tri Sig 1a 0.000 (bé hon 0.05).

Céc chi so nay cho thay, cac bién doc 1ap va bién trung gian déu thoa dicu kién vé ki€ém

dinh nhan t6 kham pha.
Bang 3.15: Két qua phan tich nhan t6 kham pha dbi vdi cac bién doc 1ap va trung gian
. Yéu to
Bicn quan sat TTXH HATH TYTH TMTC
TNXHI1 0.801
TNXH2 0.820
TNXH3 0.782
TNXH4 0.739
HATHI 0.695
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. Yéu tb
Bién quan sat
TTXH HATH TYTH TMTC
HATH2 0.659
HATH3 0.754
HATHA4 0.639
HATHS 0.739
TYTHI1 0.690
TYTH2 0.787
TYTHS3 0.735
TYTH4 0.798
TMTC1 0.858
TMTC2 0.822
TMTC3 0.832
TMTC4 0.815
Eigen value 1.459
% phuong sai trich 64.598
Gia tri KMO 0.809
Chi—binh phuong 1077.821
Kiém dinh Barlett Bic tu do (df) 136
Sig. 0.000

(Nguon: Két qud phan tich dir liéu tir SPSS)

Phén tich nhdn t6 kham ph4 tiép tuc duoc tién hanh véi bién phu thudc “Y dinh

mua hang lap lai”. Két qua phan tich dugc trinh bay trong bang 3.16, cho thiy, cac hé

s tai nhan t6 d6 véi cac bién quan sat déu 16n hon 0.7 (16n hon 0.5). Céc bién quan sat

duogc trich tai eigen value 1a 2.685 (16n hon 1). Phuong sai trich 1a 67.117% (16n hon

50%). Cubi cung, két qua phan tich ciing cho thiy gia tri KMO 1a 0.781 (16n hon 0.5)

va gia tri Sig 13 0.000 (bé hon 0.05). Nhu vy bién phu thudc “Y dinh mua hang 1p lai”

thoa diéu kién vé kiém dinh nhan t6 kham pha.

Béng 3.16: Két qua phan tich nhan t6 kham pha dbi voi bién phu thudce
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Bién quan sat Yeuto
YDML
YDMLI 0.826
YDML2 0.778
YDML3 0.770
YDMLA4 0.897
Eigen value 2.685
% phuong sai trich 67.117
Gia tri KMO 0.781
Kiém dinh Barlett Chi-binh phuong 239.048
Bac tu do (df) 6
Sig 0.000

(Nguon: Két qud phan tich dir liéu tir SPSS)

Tém lai, két qua kiém dinh dinh luong so bo cho théy mau nghién ctru va cac
thang do dam bao tinh dai dién, do tin cay va tinh nhét quan, du diéu kién dé st dung
trong cac phan tich tiép theo.
3.5. Thiét ké nghién ciru dinh hrong chinh thirc
3.5.1. Chon méiu chinh thirc
3.5.1.1. Kich thwéc mAu khio sat

Trong nghién ctru dinh luong chinh thire, luan an 4p dung phuong phap chon mau
thuan tién dé tiép can ddi trong khao sat 1a nguoi tiéu dung. Cac ca nhan tham gia duoc
phan loai theo cac tiéu chi nhan khau hoc bao gém: gioi tinh, do tudi, trinh do hoc van,
khu vue sinh séng va murc thu nhép.

Dé xac dinh kich thuéc mau tdi thiéu pht hgp véi phuong phap phan tich PLS-

N
A2

SEM, luan 4n tham chiéu hai co s& 1y thuyét chinh. Thi nhat, quy tic “10 1an” dugc dé
xuét boi Hair, Ringle va Sarstedt (2011), mot nguyén tic thue nghiém phd bién trong
PLS-SEM khuyén nghi rang s6 lwong mau t6i thiéu can bang 10 1an s6 bién quan sat 16n
nhét caa mot bién hodc sd duong din 16n nhat dén mot bién phu thudc trong mo hinh.
Thir hai, phwong phap G*Power (Cohen, 1988) dugc sir dung dé bo sung danh gia do
manh thdng ké, véi gia dinh gia tri R? téi thiéu 14 0.10, muc y nghia a = 0.05, va d6 nhay
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thong ké (power) 1a 0.80. Két qua tinh toan cho thiy can thu thap tdi thiéu 325 miu dé
dam bao yéu cau thong ké.

Tuy nhién, dé tdng d0 tin cdy va tinh dai dién cua dir liu theo luat s6 16m, nghién
ctru dd quyét dinh phat ra tong cong 600 bang cau hoi khao sat ngudi tiéu dung. Két qua
thu vé 564 phan hoi. Sau qué trinh kiém tra va 1am sach dir liéu, 49 bang bi loai b6 do
khong dat yéu cau sang loc (vi du: bo qua cau hoi hodc chon mot phuong an duy nhat
cho toan bd bang khao sat). Cudi ciing, 515 bang khao sat hop 18 duoc str dung trong
phan tich chinh thuec.

Kich thudc mau nay khong chi dap Gng yéu cau cia quy tic “10 1an” trong PLS-
SEM ma con théa man tiéu chi tbi thiéu theo phuong phap G*Power v6i R? = 0.10,
power = 0.80, 4p dung cho mé hinh gém 05 bién tiém an va 21 bién quan sat. Do d6, c&
mau duoc thu thap dam bao d¢ tin cay va do manh can thiét cho viéc kiém dinh céac gia
thuyét trong mé hinh nghién ciru.
3.5.1.2. P6i twong khao sat

Trong nghién ciru chinh thirc, d6i twong khao sat 13 nguoi tiéu ding c6 kinh
nghiém st dung cac san phdm thudc nganh hang tiéu ding nhanh (FMCG) va ¢6 nhan
thirc vé cac chién dich marketing vi muc ti€u xa hoi (Cause-Related Marketing — CRM).
Phuong phap thu thap dir liéu duoc trién khai thong qua khao st truc tiép bang bang
hoi ¢6 cu tric, tai cac dia diém mua sdm hién dai voi mat do tiéu dung cao nham dam
bao tinh thyc tién va dai dién cho cac nhom tiéu dung muc tiéu.

Cu thé, phiéu khéao sat dugc phat truc tiép tai cac si€u thi va trung tdm thuong
mai nhitng diém tiép xtc pho bién giita thuong hiéu va nguoi tiéu dung, & bén thanh
phé) 16m dai dién cho cac vung kinh té trong diém cta Viét Nam, bao gé)m Ha No1 (mién
Bic), Pa Ning (mién Trung), Thanh phd H6 Chi Minh va Can Tho (mién Nam). Tai mdi
thanh phé, tir 3 dén 5 siéu thi hodc trung tdm thuong mai dugc lya chon dya trén phuong
phap chon mau thuan tién, thong qua danh muc cac si€u thi da dugc téng hop trude do.

bac biét, nghién clru chu trong dén viéc dam bao phan bo hop 1y cac nhém thé
hé tiéu dung, bao gdbm: Thé hé Z (sinh tir nim 1997-2012), Thé hé Y hay Millennials
(sinh tir 1981-1996), Thé hé X (sinh tir 1965-1980), va Baby Boomers (sinh tir 1946-
1964). Sy da dang nhom tudi ndy phan anh mirc d6 khac biét trong nhan thuc, gi tri
tiéu dung va phan Gng hanh vi ddi véi cac chién dich marketing, qua d6 ning cao kha

nang tong quat héa va hiéu luc bén ngoai cua két qua nghién ctru.
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Viéc tiép can nguoi ti€u dung tai diém ban duoc lya chon khong chi vi tinh thuc
té, ma con nham kiém soat chat lugng dir liéu thong qua sang loc so bd, twong tac quan
sat va loai bo cac trudng hop khong phi hop véi tiéu chi nghién ciru. Cach tiép can nay
g6p phan ting cuong do tin cdy va do xac thuc cua dit liéu trong nghién ctru hanh vi tiéu
dung hi¢n dai tai Viét Nam.

3.5.2. Phén tich dit liéu chinh thic bing phwong phap PLS-SEM

Trong qua trinh phan tich dir li€u chinh thirc, tac gia st dung phuong phap phan
tich c4u truc tuyén tinh dya trén binh phuong tdi thiéu ting phan (PLS-SEM) dé kiém
dinh céc gia thuyét nghién ctru trong mé hinh dé xuat vi cac 1y do:

Pau tién, so voi phuwong phap phan tich dwa trén ma tran hiép phuong sai (CB-
SEM) chu yéu duge dung trong cac nghién ctru khang dinh (confirmatory) véi nén tang
Iy thuyét manh, thi phuong phép phan tich PLS-SEM c6 thé dugc str dung ca trong cac
nghién ctru nham muc dich kham pha (exploratory) (Hair, Hult, Ringle va Sarstedt,
2016), diéu nay phu hop véi truong hop nghién ciru cta luan an nay. Ké dén, khac véi
phuong phép phan tich SEM duya trén hi€p phuong sai (covariance-based SEM hay CB-
SEM), phuong phap PLS-SEM chi yéu cau diéu kién t6i thiéu cho cac thang do, kich
thudc mau va phan phdi phan du dé danh gia mé hinh véi phuong phap 1dy miu theo
bootstrap nhu mot phuong phap tiép can phi tham s6 (Chin, 2010). PLS-SEM cho phép
danh gid nghiém ngit cd4 mo hinh bén trong (mé hinh cau tric) va bén ngoai (mo hinh
do luong), day 1a mot khia canh quan trong can xem xét do mot s thang do ké thira va
can phai xem xét sy pht hop cho nghién ctru. Cudi cung, PLS-SEM dugc xem 1a phurong
phap phan tich dic biét hidu qua trong viéc xtr Iy mo hinh phirc tap gom nhiéu bién don
huéng va da huéng (Hair, Risher, Sarstedt va Ringle, 2019) va danh gia dong thoi cac
bién diéu tiét ciing nhu cac bién trung gian (Henseler, Ringle va Sinkovics, 2009).

Ngoai ra, theo Garson (2012), hién tai PLS-SEM la cach tiép can phé bién va
hiéu qua nhit trong viéc phan tich cac mé hinh ciu trac tuyén tinh gdm nhiéu bién an
(latent variables). Két qua phan tich thu dugc khong chi cho phép danh gia do tin cay
(reliability), gia tri phan bi¢t va hoi tu (discriminant and convergent validity) cta cac
thang do ma con ude tinh cac hé s6 hoi quy duge chuan hoa cho cac mdi quan hé nghién
ciru trong mod hinh. Mirc ¥ nghia ctia cac hé sé hdi quy dugc tinh toan bang
boothstrapping dit liéu ban dau, murc bootstrapping duoc ap dung 1a 5000. PLS-SEM c6

thé khic phuc nhitng han ché cua phuong phap mé hinh phuong trinh ciu tric hiép
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phuong sai dua trén (vi du LISREL va AMOS) 6 chd né c6 thé xir 1y s6 liéu ké ca khi
c6 van dé vé da cong tuyén hay sd liéu phan phdi khong chuan (Ormrod va Henneberg,
2010). PLS-SEM c6 thé phan tich mé hinh phuc tap, véi nhiéu bién tiém an dugc do
ludng bing nhiéu thong sé khac nhau cung mét lac. Vi PLS-SEM, ca mé hinh do ludng
(measurement model) va mé hinh phuong trinh cdu triic (structural equation modeling)
dugc ude lugng cung mot lac, cho phép tranh duoc cic phan 1éch hoic khong phu hop
cho uéc lwong. Phan mém Smart PLS 4.0 duoc sir dung dé phan tich dir liéu. Mirc ¥
nghia cta cic hé sb hodi quy dugce tinh toan bang bootstrapping véi muc bootstrapping
dugc ap dung la 5000.

Cu thé, tac gia thuc hién trinh tu theo céac giai doan sau:

Gian doan 1. Kiém dinh mé hinh do lwong. Mo hinh do luong duoc kiém dinh
thong qua phuong phap cac PLS-SEM algorithm, véi cac tiéu chi nhu 13 d6 tin cay tong
hop (composite reliability - CR), Phuong sai trich (Average Variance Extract - AVE), so
sanh cin bac hai cia phuong sai trich véi hé sb tuong quan dé danh gia d6 phéan biét, hé
s6 tai nhan t6 (Factor Loading) va hé sb tai chéo (Cross Loading) va Heterotrait-
Monotrait ratio (HTMT).

Do tin cdy cua thang duoc kiém dinh thong qua cac tiéu chi gdm Cronbach's o,
d6 tin cay tong hop (composite reliability - CR). Trong nghién ctru khdm pha, Chin
(1998) cho ring hé sb CR phai dat t6i thiéu 0.6. Tuy nhién, véi cac nghién ctru khang
dinh, céc tac gia 1ap ludn ngudng 0.7 1a mirc phu hop cta chi s6 CR va cling dugc nhiéu
nha nghién ctru khac ciing ddng ¥ va danh gia phit hop cho hau hét cac truong hop (Hair,
Ringle va Sarstedt, 2013).

Gié tri hoi tu duoc thé hién qua h¢ $6 phuong sai trung binh duogc trich (AVE),
hé sé nay 13 mot chi bao duoc tinh tir phan trim trung binh cua sy bién thién duoc giai
thich (phuong sai trich dugc) gitta cac bién quan sat cia mot khai niém. Diéu kién cta
AVE dé dat gia tri hoi tu 1a phai dat t6i thiéu 0.5, nghia 12 50% phuong sai ctia bién quan
sat phai dugc dua vao do luong bién tiém an (Hock va Ringle, 2010). Bén canh do, h¢
s6 tai ngoai (outer loading) phai 16n hon 0.7, vi binh phuong cia con sb nay cho biét
bién tiém an phai giai thich it nhat 50% phuong sai ctia cac bién quan sat (Hair va Cong
su, 2013).

Gia tri phan biét thé hién khai niém do luong 13 duy nhit va khac biét so véi cac

khéi niém khac trong SEM (Hair va Cong su, 2009), nghia 1a khai ni€m chi tap trung do
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luong mot hién tugng va khong bi nham 13n so v&i cac khai niém khac trong mé hinh
(Hair, Hult, Ringle va Sarstedt, 2016). Cac hé sé danh gia gia tri phan biét, bao gdbm hé
s tai chéo (cross loading), so sanh cin bac hai ciia AVE véi hé sb twong quan giita cac
khai niém (Fornell va Larcker, 1981), va chi s6 Heterotrait-Monotrait Ratio (HTMT).
Theo diéu kién ctia Fornell-Larcker (1981), can bac hai ciia AVE cho mdi bién tiém an
phai cao hon tit ca twong quan giita cac bién tiém 4n v6i nhau. Dbi véi hé sb tai chéo
(cross loading), mdi hé s6 tai cta bién tiém 4n phai 16n hon tit ca cac hé s tai chéo cia
n6 (Chin, 2010). Tuy nhién, di véi PLS-SEM, mét thuée do chinh xac hon vé gia tri
phan bi¢t dugc Henseler, Ringle va Sarstedt (2015) dé xuit, d6 1a hé sd Heterotrait-
Monotrait (HTMT). Theo d6, diéu kién dit ra 1a chi s6 HTMT phai nhé hon 0,90 va
khoang tin cdy (CI) cuia cac nhan té nay déu khong bao gom gié tri 1 (Henseler va Cong
su, 2015).
Bang 3.17: Cac tiéu chi Kiém dinh mé hinh do ludng

Muc dich Tiéu chi biéu kién Nguon
. Hair va
1. HE s6 do tin cdy | Cronbach's alpha >
Cong su
(Cronbach's alpha) 0.7
(2013)
béanh gid dg tin
) , Hair va
cay thang do 2. D0 tin cdy tong hop
Cong su
(composite reliability - | CR > 0.7
(2013)
CR)
Hock va
3. Phuong sai trich
béanh gid tinh Ringle
. (Average Variance | AVE >0.5
hoi ty thang do (2010)
Extract - AVE)
Danh gia chat A _ Hair va
_, 4. Hé sO0 tai ngoai ]
lugng bién quan . Outer Loading > 0.7 | Cong su
(Outer Loading)
sat (2013)
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Muc dich Tiéu chi Diéu kién Ngudn

banh gia tinh Henseler va
5.Heterotrait Monotrait

phan biét thang ) HTMT <0.,90 Cong su
ratio (HTMT)

do (2015)

(Nguon: Tdc gid tong hop)

Giai doan 2. Kiém tra mé hinh céu tritc. M6 hinh céu tric dugc kiém dinh thong
qua phuong phap Bootstrapping véi cac tiéu chi nhu: tinh da cong tuyén cua cac bién
doc 1ap (VIF), danh gia ¥ nghia quan hé tic dong truc tiép, danh gia y nghia quan hé tac
dong trung gian, hé s6 xac dinh (R?), gia tri du bao Q2 hé so tac dong f binh phuong
(Effect size) dugc trinh bay chi tiét trong Bang 3.18.

Gia tri R2 cho biét nang luc giai thich cia cac bién doc 1ap Ién mot bién phu thudc
trong mau nghién ctru (Hair, Hult, Ringle, Sarstedt va Thiele, 2017), va thong thuong,
d6i v6i cac nghién ctru hanh vi trong linh vyc marketing, gia tri R? can phai 16n hon
0.26, diéu nay cho thay mo hinh c6 kha ning giai thich manh.

Gia tri Q? tir két qua blindfolding dé giai thich va danh gia gia tri du bao cua cac
bién noi sinh trong moé hinh nghién ciru (Hair, Howard va Nitzl, 2020). Cu thé, céc gia
tri Q2 can 16n hon 0.35 dé cho thdy mé hinh nghién ciru kha ning du bao tét va phit hop
dé kham pha tac dong giira cac nhan to.

Bang 3.18: Cac tiéu chi kiém dinh mé hinh cau trac

Muc dich/ Tiéu chi | Diéu kién Nguén

1. Tinh cong tuyén| VIF > 5: kha ning rat cao dang ton tai cong | Sarstedt va

cia cac bién doc 1ap | tuyén, mo hinh bi anh huong nghiém trong. | Cong su
(Collinearity) 3 < VIF < 5: mé hinh c6 thé dang c6 cong | (2022)
tuyén.

VIF < 3: m6 hinh khong gap hién tugng cong

tuyén.

2. Panh gia y nghia | P value < 0.05 14 quan hé c6 ¥ nghia thong | Sarstedt va
quan h¢ tac dong truc | k&, Cong su

tiép P value > 0.05 13 khong c6 ¥ nghia thong ké. | (2022)
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Muc dich/ Tiéu chi

Piéu kién

Ngudn

Hé s6 duong dan Original sample mang dau
duong 13 tic dong thuan chiéu (+), mang dau
am 1a tac dong nghich chiéu (-).

Pé so sanh thir tu tac dong cua cac bién doc
1ap 1én cung mot bién phu thudc, ching ta s&
so sanh bang tri tuyét ddi hé sé Original
sample, tri tuyét d6i 16m hon 1a tac dong manh

hon.

3. Banh gid y nghia
quan hé tic dong

trung gian

- Tac dong gian tiép riéng biét

- Tac dong gian tiép tong hop

Preacher va
Hayes
(2008)

3.1 Téc dong gian

tiép riéng biét

- Original sample: Hé s6 hoi quy chuin hoa
moéi tac dong theo mau gdc. Hé s6 nay 4m hay
duong tuy thudc vao dau hé s6 hoi quy tir
bién doc 1ap 1én trung gian (X—M: hé s hoi
quy la a) va tu trung gian lén phu thudc
(M—Y: hé sé hoi quy 13 b). Néu a*b mang
dau duong thi Original Sample mang dau
duong, néu a*b mang dau am thi Original
Sample mang d4u am.

- P values: Danh gid muc y nghia cua phép
kiém dinh. Néu P value < 0.05, mdi tac dong
gian tiép co y nghia, néu P value > 0.05, mdi
tac dong gian tiép khong c6 y nghia (& do tin
cay 95%).
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Muc dich/ Tiéu chi

Piéu kién

Ngudn

3.2 Téac dong gian
tiép tong hop

Tong ctia mdi quan hé trung gian s& bang tat
ca cac trung gian riéng biét cong lai.

* Luu y rang, mdi quan hé tac dong trong bat
clr phan mém thdng ké nao, du 1a truc tiép,
gian tiép, diéu tiét, tong hop, riéng biét thi
moi tic dong ndo s& co kiém dinh danh gia
moi quan hé d6, khong dugce suy dién kiém
dinh tir tong hop sang thanh phan hoic tir
thanh phan sang tong hop.

3.3 bo ludong mirc do
ma bién trung gian
giai thich tong hiéu
ung cua bién doc lap
l1én bién phu thudc

(VAF)

- VAF <20%: Khong c6 tac dong trung gian
hoic tac dong rat yéu.

- 20% < VAF < 80%: Trung gian mot phan
(partial mediation).

- VAF > 80%: Trung gian hoan toan (full

mediation).

Hair, Hult,

Ringle va

4. Panh gia muc dd
phu hop ctia m6 hinh
bﬁng hé sé xac dinh

(R?)

- R binh phuong tién gan vé 1 nghia la mirc
do giai thich cho bién phu thudc cao, tién gén
vé 0 nghia 1a mtc do giai thich cho bién phu
thudc thap.

- Khong ¢6 ngudng R binh phuong bao nhiéu
la dat, bao nhiéu la khong dat.

- Khi danh gia hé s6 xac dinh, nén dung chi

s6 R binh phwong hiéu chinh.

Sarstedt
(2014)

Hair va
Cong  su,
(2017)

5. Xem xét tim quan
trong cua mat bién
doc 1ap 1én bién phu
thudc bang hé sb tac

dong (%)

- £2< 0.02: murc tac dong 1a cuc ky nhé hodc
khong c6 tac dong.

- 0.02 < 2 < 0.15: mirc tic dong nho.

- 0.15 <2 < 0.35: mirc tac dong trung binh.

- 2> 0.35: murc tac dong 1on.

Chin (1998)
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Muc dich/ Tiéu chi | Diéu kién Ngudn

6. Gia tri du bao Q?| - Q%< 0.02: Dy béo yéu Hair va

(Su dung | - Q*>=[0.02- 0.15]: Dy bao vira Cong su

Blindfolding) - Q*>0.35: Dy b4ao manh (2020)

7. Mttc do phu hop | SRMR <0.08 Henseler,

cua mo hinh (SRMR) Ringle va
Sarstedt
(2016)

(Nguoén: Tac gia tong hop)

Giai doan 3: Kiém tra tdc dong ciia bién diéu tiét, bién kiém sodt

Ngoai muc tiéu khdm phé cac mdi quan hé tryc tiép, trung gian gitta bién trong
mo6 hinh hinh nghién ctru, nghién ctru ndy con danh gia tac dong diéu tiét cta bién phan
loai nhom tudi dya trén khoang cach cac thé hé (nhu Gen Z, Gen Y, Gen X va Baby
Boomers), va su khac bién cua bién vung mién sinh séng (nhu 1a Mién Béc, Mién Trung,
Mién Nam).

- Kiém dinh tic dong ciia bién diéu tiét Nhom tudi:

Dua trén quy trinh dé xuit cua Hair, Hult, Ringle, va Sarstedt (2022), tac gia st
dung phuong phap phan tich da nhém (PLS Multi-Group Analysis hay PLS-MGA) dé
danh gia tac dong cua bién diéu tiét, gdbm cac budc nhu sau:

Buwéc 1: Chudn bi div li¢u

Nghién ctru x4c dinh bién diéu tiét 1a bién phan loai (categorial variable), cu thé,
nhom tudi theo phan nhom thé hé gdm nhom tudi tré (GEN Z va GEN Y) va nhoém tudi
gia (GEN X va Baby Boomers).

Bude 2: Kiém tra tinh bét bién (Test for invariance)

Do ludng tinh bat bién 1a mot van dé quan trong khi tién hanh phan tich da nhom
PLS-SEM. Do d6, nghién ctru dua trén quy trinh danh gia tinh bt bién do ludng ciia méd
hinh tong hop (MICOM - Measurement Invariance of Composite Models) theo dé xuét
ctiia Henseler va Cong sy (2016). Cu thé, quy trinh MICOM yéu cau phan tich cac yéu
t sau: (1) tinh bét bién vé cau tric (configural invariance), (2) tinh bat bién thanh phan
(compositional invariance) va (3) bang nhau vé gia tri trung binh téng hop va phuong

sai (the equality of composite mean values and variances).
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Buwéc 3: Phén tich da nhém (PLS Multigroup analysis) va dién gidi két qua

Phuong phép phan tich phi tham sb theo thir nghiém hoan vi (permutation test)
bang phan mém SmartPLS 4.0 duoc str dung dé phan tich da nhom, ddy ciing 1a k¥ thuat
duogc str dung phd bién va duoc Henseler va Cong sur (2016) dé xuat. Thong qua két qua
phan tich sy khac nhau giita cac nhom phan loai trong mdi quan hé ciia cac bién trong

moO hinh nghién ctru, tac gid c6 thé ching minh vai tro cta bién diéu tiét vé nhom tuoi

theo thé hé.
Bu’é’g 1: ) Khong Po lwong khong bét bién:
Tinh bat bién ™ Khong thé hgp nhat gifta cac nhom:
cau hinh? phan tich da nhém khong c6 ¥ nghia
Cél
Buée 2: Khong Po lwong khong bat bién:
Tinh bat bién q Théph phan dugc hinh thanh khac nhau
thanh phin? gitta cdc nhom: phén tich da nhom
khong c6 y nghia
COl \ A oA \ A
- Do luong bat bién tirng phan:
Khong | Hé s6 chuin hoa cua m6 hinh céu tric
Budre 3: > co thé dugce so sanh giita cac nhom
Twong dwong tri - —— 5
trung binh téng hop Do lwong bat bién togn phan:
vi phwong sai ? c6  |Durliéu ve sy khac nhau gitta cdc nhom
° —P J A A . \ A
c6 thé dugc gop lai (pooled) va phan
tich bién di€u tiét

Hinh 3.3: Quy trinh danh gi tinh bat bién do ludng ciia mé hinh tong hop (MICOM)

Nguon: Henseler va Céng sie (2016)

Tém tit chwong 3
Chuong 3 trinh bay quy trinh nghién ctru va cac phuong phap duoc ap dung dé
xdy dung va danh gia thang do, kiém tra mo hinh do luong, cling nhu kiém dinh mo
hinh c4u trac. Cu thé, chuong nay gi6i thiéu phuong phap nghién ctru dinh tinh, két qua
kiém dinh dinh luong so bo, va thiét ké kiém dinh dinh luwong chinh thirc cho lun an.
Ngoai ra, chuong ciing dé cip dén phuong phap do luong su bét bién ctia mé hinh tong
hop (MICOM) va phan tich da nhém (Multi-Group Analysis - MGA), duoc sir dung dé
kham pha vai tro ctia bién diéu tiét theo nhoém tudi, nham 1am rd su khac biét trong hanh

vi tiéu dung gitra cac nhom doi tugng nghién cuu.
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CHUONG 4. KET QUA NGHIEN CUU VA THAO LUAN

Gidi thiéu chwong 4

No6i dung chuong 4 dugc trinh bay theo 2 phan chinh: (i) théng ké mé ta miu
nghién ctru ctia 515 bang cau hoi hop 18 trong cude khao sat chinh thire; (ii) két qua
nghién ctru thuc nghiém duoc trinh bay theo ciu trac sau: danh gia thang do bang mé
hinh do ludng, kiém dinh gia thuyét bang mé hinh ciu tric, kiém tra vai tro bién diéu
tiét phan loai theo phan tich da nhom va cudi cung danh gia tac dong cua bién kiém soat.
4.1. Gi6i thiéu tdng quan vé nganh hang tiéu dung nhanh tai Viét Nam

Nganh hang tiéu dung nhanh (FMCG) tai Viét Nam dang trai qua nhiing bién d6i
16n trong ca ciu trac thi truong va hanh vi ciia nguoi tiéu dung. Su thay doi vé kinh té
vi mo, xu hudéng nhan khau hoc va dic biét 1a su nhay cam vé gia ca da va dang dinh
hinh lai thi truong FMCG. Nhiing thay doi nay khong chi dit ra thach thic dé cac doanh
nghiép FMCG thich nghi ma con mé ra co hoi dé cac thuong hiéu tao két ndi sau sic
hon véi nguoi tiéu dung thong qua cac chién luge marketing vi muc tiéu xa hoi (CRM
- Cause-Related Marketing). Trén co sd nay, viéc nghién ciru tac dong cia CRM dén y
dinh mua hang 1dp lai cua ngudi tiéu dung trong nganh FMCG tai Viét Nam la mgt bude
di thiét yéu dé hiéu rd hon vé thi truong nay. (Kantar, 2024)

Kinh té Viét Nam trong giai doan sau dai dich Covid-19 d trai qua nhitng bién
dong dang ké. Nam 2023, toc do tang truong GDP giam xudng mirc 5.05%, bi anh hudng
boi cac yéu td kinh t& bén ngoai va nhitng thach thirc ndi tai nhu sy syt giam nhu cau
xuat khau tir cac doi tac thuong mai chu luc nhu Hoa Ky, EU, va Trung Qubc. Du vay,
vé dai han, trién vong kinh té cua Viét Nam van tich cuc, du kién dat tang truong GDP
6% vao nam 2024. Sy ting trudng nay phan anh tiém ning tiéu dung 16n va sy phat trién
manh me¢ cua thi truong nodi dia, mé ra co hdi 1o6n cho nganh FMCG. Hon nira, Viét Nam
d3 vuot qua mbc dan sd 100 triéu ngudi, trd thanh qudc gia déng dan thir 15 trén thé

gidi, hira hen 14 thi trudng tidu dung tiém ning cho cac san pham FMCG. (Kantar, 2024)
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Macroeconomic Indicators
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Hinh 4.1: Tc do tang truéong GDP, CPI tai Viét Nam
(Nguon: Kantar, 2024)
GDP Growth rates among Southeast Asian countries
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Hinh 4.2: Téc d¢ tang trudng GDP cua cac nudc trong khu vuc

(Nguon: Kantar, 2024)

Nguoi tiéu dung tai Viét Nam di va dang thay doi hanh vi mua sdm mot cach

dang ké, dic biét trong bdi canh kinh té bién dong. Mot xu hudng ndi bat 13 thay doi
trong viéc lwa chon va mua sim cac san pham FMCG. Ban dau, ngudi tiéu dung hudng
t61 "uptrading," tic 1a mua cac san pham vé6i sb lugng 16n hon dé tiét kiém chi phi trén
mdi don vi san pham. Tuy nhién, khi 4p luc kinh té gia ting, ho chuyén dan sang
"downtrading," tim kiém cac lya chon gia ré hon va giam khéi lugng mua. Piéu nay
phan anh sy linh hoat trong quyét dinh mua sam ctia ngudi tiéu dung va kha nang thich

ung voi sy bién dong cia nén kinh té. Mac du xu hudng giam chi ti€u xuat hi¢n & mot
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s6 danh muc san pham, nhung ngudi tiéu dung van sin sang chi tra cho nhiing san pham
mang lai gia tri cao vé mat suc khoe, trai nghiém, va tién ich. (Kantar, 2024)

DPong thoi, su phat trién cia ting 16p trung luu dang gép phan lam gia ting nhu
cau d6i vi cac san pham cao cAp va mang tinh ca nhan hoa. Theo du bao cia McKinsey,
dén nam 2035, hon mot ntra dan sé Viét Nam s& gia nhap tang 16p trung luu toan cau.
Diéu nay tao co hoi cho cac doanh nghiép FMCG tép trung phat trién cac san pham da
dang, c6 gia tri gia ting va trai nghiém doc ddo dé thu hut nhom nguoi tidu ding nay.
bac bi¢t, nhom Gen Y, Gen Z va Gen Alpha dang tré thanh luc lugng tiéu dung chinh,
v6i xu hudng tim kiém cac san pham phu hop voi phong cach sdng hién dai, két ndi sd,

va quan tam dén cic van dé xa hoi va moi truong.

Average
Over Household Size

1 OO = 3 (members/household)
Million 28 41 | 3.5

Million Households Urban

Rural

Nearly

38% | 62% e 30%

Urban Rural Generation
(O-14y0) 15-35 yo

are from

Hinh 4.3: Co ciu dan s6 thanh thi, nong thon tai Viét Nam
(Nguon: Kantar, 2024)
Trong boi canh hién nay, marketing vi muc tiéu xa hoi (CRM) déng vai trd quan
trong trong vi¢c xay dung long trung thanh cia nguoi ti€u dung vaoi thuong hiéu va thuc
day y dinh mua hang lap lai. CRM 1a mot chién lugc marketing nham két n6i thuwong
hiéu véi cac gia tri xa hoi, cong ddng, hodc moi trudng ma nguoi tiéu ding quan tam.

Dbi v6i nhém nguoi tiéu dung tré nhu Millennials, Gen Z va Gen Alpha, nhiing chién
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dich marketing mang ¥y nghia xa hoi ngay cang trd nén quan trong, bdi nhom nay danh
gia cao su lién két giira thuong hiéu va cac hoat dong dong gop cho xi hoi hodc moi
truong. Nguoi tidu dung tai Viét Nam ngay cang chu trong hon dén sirc khoe va tinh bén
vitng. Sau dai dich Covid-19, sy quan tam dén céc san phém mang lai loi ich cho strc
khoe va su tién loi trong cudc séng hang ngay da gia ting rd rét. Cac san pham c6 thanh
phan ty nhién, lanh manh, hodc giup giam cing thing dang tré nén phd bién hon. Diéu
nay tao co hdi cho cac thuong hiéu FMCG két hop chién lugc CRM véi cac gié tri san
pham nhu strc khoe va tién ich, nham thu hit nguoi tiéu dung. Vi dy, mot thuong hiéu
o thé tap trung vao vi¢c giam thiéu rac thai nhua, st dung bao bi than thién v61 moi
truong, hodc dong gop cho cac hoat dong xa hoi, tur d6 khong chi thu hat sy quan tdm
cua nguoi tiéu dung ma con xay dung long trung thanh thuong hi¢u. (Kantar, 2024)

Viéc 4p dung cac chién lvgc CRM c6 thé tao ra nhiing tac dong tich cuc dén v
dinh mua hang 13p lai cia nguoi ti€u dung trong nganh FMCG. Khi mot thuong hi¢u
tham gia vao cac hoat dong c6 ¥ nghia xa hoi, nguoi tiéu dung thuong danh gia cao hon
vé hinh anh thuong hiéu, tir 46 ting cuong 10ng trung thanh va y dinh mua hang lap lai.
Céac chién dich CRM nhu hd trg cong d@)ng, bao v¢ moi truong, hodc cac hoat dong tur
thién giup tao su két ndi gitra thuong hiéu va ngudi tiéu dung dya trén cac gia tri ca
nhan, thiic day tinh cam tich cuc va su trung thanh thuong hiéu. CRM c6 thé tac dong
manh dén nhom nguoi tiéu dung trung luu va cé thu nhip cao, nhitng nguoi sin sang
chi tra nhiéu hon cho cac san pham mang lai gia tri x3 hoi hodc méi truong. Pong thoi,
nhém ngudi tidu dung cé thu nhap thap hoic nhay cam vé gid ciing c6 thé bi thu hat boi
CRM néu chién dich duoc két hop voi gia tri kinh té, chang han nhu san pham c6 chat
luong tot v6i gia hop 1y va gin lién véi cac muc dich xd hoi tich cuc. Diéu ndy cho thiy
su két hop gitta CRM va cac yéu t6 nhu chat luong san pham, thong diép marketing hip
dan va gia tri x4 hoi 1a chién lugc hiéu qua trong viéc thuc ddy mua hang lap lai.

Nhin chung, nganh FMCQG tai Vi¢t Nam dang chuyén minh manh m& vé&i nhiéu
thay doi trong hanh vi tiéu dung va xu huéng thi truong. Trong bdi canh nay, marketing
vi muc ti€u xa hoi (CRM) dong vai tro quan trong trong viéc xay dung long trung thanh
v6i thuong hiéu va thuc day ¥ dinh mua hang l3p lai ciia ngudi tiéu dung. Su két hop
gitta CRM va gia tri san pham nhu stic khoe, trai nghiém, va tinh bén vimng 14 huéng di
tiém ning cho cac doanh nghiép FMCG trong bi canh thi trudng ngay cang canh tranh.

Véi sy gia ting cla tng 10p trung luu, su phat trién cua cac kénh ban 18 truc tuyén, va
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s quan tdm dén cac gia tri x3 hoi cia nguoi tiéu dung, chién lvgc CRM hiéu qua s&
gitip thuong hiéu khong chi thu hit sy cht ¥ ma con x4y dung sy tin tudng va gin két
lau dai véi nguoi tiéu dung.

4.2. Tém tit miu nghién ciru

Dé thuc hién viéc nghién ciru méi quan hé giira cac nhan té trong mé hinh nghién
clru, tic gia tién hanh khao sat dén cac c4 nhan c6 lién quan. Cac ¥ kién cua cac dbi
tugng khao sat duoc tac gia thu thip thong qua phiéu khao sat danh gia theo thang do
likert 5 murc d0, tiép theo tac gia nhan lai phiéu khao sat, kiém tra nhitng phiéu khong
hop 1¢, ddng thoi tién hanh 1am sach thong tin, ma hod cac thong tin can thiét trong bang
khao sat, nhap liéu va phén tich di liéu bang phan mém SPSS va SMART PLS.

Tong sb phiéu khao sat dugc giri di khao sat tong cong 1a 600 phiéu. Két qua
nhan lai 564 phiéu, dat ty 1 94.0%, trong d6 c6 515 phiéu hop 1& va 49 phiéu khong hop
18, cac phiéu khong hop 1& d6 1a cac phiéu con bo trong nhiéu thong tin nén khong dam
bao tin cay. S6 phiéu khong hop 16 s& dugc bo ra trude khi dua vao phén tich bang céac
phan mém SPSS, SMART PLS. Cudi cung c6 515 phiéu duge sir dung cho nghién ciu,
dat ty 16 85.8% trén tong sd phiéu phat ra. Do d6, mau diéu tra duoc chon 13 515 phiéu
khao sat hop 1é va va day du thong tin, pht hop voi yéu ciu va mang tinh dai dién cua
mau nén dam bao cho viéc thuc hién nghién cﬁ:u.Théng ké so lugc cac thong tin ca nhan
cta cac ddi tuong khao sat bang phan mém SPSS, ta dugc két qua nhu sau:

Bang 4.1: Thong ké cac ddi tugng khao sat

Bién Tan sb Ty 1& %

Nix 290 56.3
Gidi tinh

Nam 225 43.7

Thé hé Z (1997-2012) 139 27.0

Thé hé Y (1996-1981) 119 23.1
Nhoém tudi Thé hé X (1980-1965) 146 28.3

Thé hé Baby Boomers (1964-

111 21.6

1946)

Dudi Pai hoc 166 32.2
Trinh d6 hoc van Pai hoc 210 40.8

Trén dai hoc 62 12.0
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Bién Tan s Ty 1€ %
Khac 77 15.0
Dudi 10 triéu VND/thang 120 23.3
Thu nhp hing thing Tur 10 d@En 15 triéu VND/thang | 171 33.2
Tu 15 dén 20 triéu VND/thang 156 30.3
Trén 20 triéu VND/thang 68 13.2
Mién Bic 182 35.3
Ving mién Mién Trung 124 24.1
Mién Nam 209 40.6

Nguon: Tdc gid tong hop

Dua trén dir 1iéu khao sat, tac gia tién hanh phan tich dac diém cac doi tuong
khao sat theo cac yéu t gidi tinh, do tudi, trinh do hoc van, thu nhap hang thang va khu
vuc sinh séng.

- Gi6i tinh, trong s6 515 ngudi tham gia khao sat, s6 lwong nit gidi chiém uu thé
v6i 290 ngudi, chiém 56.3%, trong khi nam giéi chiém 43.7% (225 nguoi). Diéu nay
cho thdy mau khao sat c¢6 su chénh léch nhe vé ty 18 gi6i tinh, v6i nit gidi chiém ty trong
cao hon.

- V& @6 tudi, nhom tudi tré (GEN Z, GEN Y) va nhom tudi gia (GEN X, Boomers)
tuong ddi bang nhau. Nhom tudi tré cao hon véi sb luong 1a 258 chiém 50.1%, nhom
tudi gia voi sb lugng 257 chiém 49.9%. Piéu niy cho thidy mau khao sat tap trung phan
déu cho cac nhom tudi thudc cac thé hé khac nhau.

- Vé trinh d6 hoc van, nhom c6 béng Pai hoc chiém ty 1€ cao nhét véi 210 nguoi,
tuong trng 40.8%. Tiép theo 1a nhom co6 trinh @6 dudi Pai hoc (166 nguoi, chiém 32.2%)
va nhom trén Pai hoc (62 nguoi, chiém 12%). Nhom con lai thudc cac trinh d§ khac
chiém 15% véi 77 nguoi. Két qua nay phan 4nh mot mau khao sat v6i mirc do hoc van
kha da dang, trong d6 phﬁn 16n ¢6 trinh do tur Pai hoc tro 1én.

- V& thu nhap, nhom cé mirc thu nhap tir 10 dén 15 triéu dong/thang chiém ty 1&
cao nhat voi 171 ngudi, twong tng 33.2%. Tiép theo 1a nhoém thu nhép tir 15 dén 20 triéu
ddng/thang (156 nguoi, chiém 30.3%) va nhoém dudi 10 triéu ddng/thang (120 ngudi,
chiém 23.3%). Nhom c6 thu nhap trén 20 triéu dong/thang chiém ty 1¢ thip hon, véi
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13.2% (68 ngudi). Mau khao sat nay phan anh mirc thu nhap trung binh dén kha cao cua
d6i twong tham gia.

- V& ving mién, Mién Nam chiém ti 1¢ cao nhat v6i 209 ngudi tham gia, chiém
40.6%. Mién Béc dtng thtr hai voi 182 ngudi (35.3%), cudi cung 1a Mién Trung véi 124
ngudi (24.1%). Sy phan bd nay cho thdy mau khao sat tap trung cha yéu nhiéu hon &
hai ving d6 1a Mién Nam va Mién Bic, phan anh bdi canh dé thi héa va tap trung dan
50.

4.3. Théng ké céc bién

Két qua phan tich cac bién trong mo hinh bang phan mém SmartPLS tai Bang
4.2 cung cip cac thong ké mo ta quan trong vé tap dir liéu khao sat hanh vi tiéu dung,
bao gém gia tri nho nhat, gia tri lon nhét, gia tri trung binh, d¢ 1é€ch chuan va hé sb bién
thién. T4t ca cac bién déu co gia tri nam trong khoang tir 1 dén 5, phu hop voi thang do
Likert 5 mtrc d9, cho théy dir li¢u hop 1€, khong xuét hién gia tri ngoai I¢ hodc bat
thuong.

Gia tri trung binh ctia cac bién dao dong trong khoang tir 3.5 dén 3.8, phan 4nh
xu huéng danh gia tir mérc trung 1ap dén murc ddng ¥ ctia ngudi tham gia khao sat. Diéu
nay cho thiy nguoi tidu ding c6 thai d6 tich cuc & mirc do vira phai ddi véi cac yéu to
duoc do luong trong mé hinh, dong thoi dir 1iéu khong bi thién 1éch manh vé mot phia,
gitip dam bao d tin cdy cua két qua phan tich tiép theo.

Do 1éch chuan dao dong trong khoang tir 0.88 dén 1.08 thé hién muc d6 phan tan
vira phai quanh gia tri trung binh. Trong dé, cac bién thudc nhém Y dinh mua hang lip
lai (YDML) c6 @6 léch chuan cao hon (trén 1.00), cho thay su da dang trong mutc do
ddng thuan cua nguoi tiéu dung d6i véi hanh vi mua lai san pham.

Hé s bién thién (coefficient of variation — CV) dao dong tir 24% dén 31%, voi
muc trung binh khoang 25% dén 28%, nam trong pham vi chép nhan duoc (< 35%),
chtng t6 dit lidu c6 muc d6 bién dong hop 1y va phu hop dé dua vao cic phén tich sdu
hon nhu mé hinh ciu tric SEM. DPic biét, cac bién thudc nhém nhan thic vé marketing
vi muc tiéu xa hoi (TTXH) va truyén miéng tich cuc (TMTC) c6 hé sb bién thién thap
(24%—26%), phan anh muc do 6n dinh cao trong nhan thirc cia nguoi tiéu dung. Ngugc
lai, nhém YDML c6 hé s6 bién thién cao hon (29% —31%), cho thiy su phan hoéa dang
ké trong ¥ dinh mua hang lip lai, c6 thé bat ngudn tir s khac biét trong trai nghiém ca

nhan, do tin tudng vao doanh nghi¢p, hoac anh hudng cua cac chién dich CRM.
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Nhin chung, tip dit liéu ndy dap tng céc tiéu chi can thiét dé thuc hién nghién

ctru kiém dinh thyc nghiém. Viéc phan bd dit liéu dong déu, khong co gia tri ngoai 18 va

c6 murc d6 bién dong hop 1y dam bao tinh dai dién va do tin cdy cua dit liéu. Piéu nay

gitip tao nén tang virng chic cho cac phan tich théng ké tiép theo, ching han nhu kiém

dinh d¢ tin cdy thang do (Cronbach’s Alpha, AVE) hoic mé hinh héa cic mbi quan hé
giia cac bién bang PLS-SEM.

Béng 4.2: Thong ké cac bién

Nhan Bik Gia tri Gia tri Trung bo 1éch Hé s6
. ién , , , .
to nhé nhat 16n nhat binh chuan bién thién
TTXH 1 1.00 5.00 3.7845 0.8899 24%
TTXH 2 1.00 5.00 3.6835 0.9054 25%
TTXH
TTXH 3 1.00 5.00 3.6718 0.9034 25%
TTXH 4 1.00 5.00 3.8058 0.9300 24%
HATHI 1.00 5.00 3.6350 0.9245 25%
HATH 2 1.00 5.00 3.6272 0.9767 27%
HATH |HATH 3 1.00 5.00 3.6816 0.9207 25%
HATH 4 1.00 5.00 3.5223 0.9848 28%
HATH 5 1.00 5.00 3.5301 0.9726 28%
TYTHI1 1.00 5.00 3.5981 0.9499 26%
TYTH 2 1.00 5.00 3.8117 0.9301 24%
TYTH
TYTH 3 1.00 5.00 3.8039 0.9264 24%
TYTH 4 1.00 5.00 3.6563 0.9461 26%
TMTCI 1.00 5.00 3.5961 0.9377 26%
TMTC2 1.00 5.00 3.6136 0.9040 25%
TMTC
TMTC3 1.00 5.00 3.6078 0.9047 25%
TMTC4 1.00 5.00 3.5806 0.9076 25%
YDMLI1 1.00 5.00 3.6641 0.9489 26%
YDML
YDML2 1.00 5.00 3.5379 1.0677 30%
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Nhan » Gia tri Gia tri Trung Do 1éch Hé s6
tb Bien nho nhat | 16n nhét binh chudn |bién thién
YDML3 1.00 5.00| 3.5437 1.0323 29%
YDML4 1.00 5.00| 3.4835 1.0863 31%

Nguon: Két qua Phén tich SMARTPLS
4.4. Panh gia thang do théng qua kiém dinh mé hinh do lwong
Daénh gia thang do théng qua kiém dinh mé hinh do ludng bang PLS-SEM nham
dam bdo do tin cay, tinh hoi tu va tinh phan biét cua céac bién quan sat trong mo hinh
nghién ctru. Trude tién, nghién ctru kiém tra do tin cdy cia thang do bang Cronbach’s
Alpha va Composite Reliability (CR) dé dam bao tinh nhat quan noi tai. Tiép theo, tinh
hoi tu duge danh gia thong qua hé sb tai nhan t6 (Outer Loadings) va phuong sai trich
trung binh (AVE) dé x4c nhan rang cac bién quan sat thuc sy phan anh khai niém nghién
ctru. Pong thoi, tinh phan biét giita cac khai niém duoc kiém tra bang tiéu chi Fornell-
Larcker va HTMT (Heterotrait-Monotrait Ratio), gitip dam bao rang mdi bién tiém an
1a khac biét voi cac khai niém khac. Ngoai ra, vi cdc thang do luong trong mo hinh la
thang do dang két qua (Reflective) nén khong can thyc hién kiém dinh tinh da cong
tuyén (outer VIF) cta thang do (Hanafiah, 2020).
Viéc danh gia thang do bang PLS-SEM gitp dam bao rang cac bién quan sat do
luong dung khai niém nghién ctru, ¢6 do tin cdy cao, va khong bi hién tugng da cong
tuyén hodc chong chéo. Pay 1a budc quan trong dé dam bao két qua nghién ciru c6 tinh

khoa hoc va do chinh xac cao trudc khi ki€ém dinh mo hinh cau truac.
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HATH1 HATH2 HATH3 HATH4 HATHS5

TTXH1

YDML1
TTXH4

YDML2

YDML3

YDML4

TYTH
0834 905 0s32 0832

TYTHY TYTH2 TYTH3 TYTH
Hinh 4.4: Két qua kiém dinh mé hinh do luong
4.4.1. Panh gia tinh hgi tu cia thang do

bé danh gia tinh hoi tu ctua thang do, nghién ctru str dung hai chi s6 chinh: hé sb
tai nhan t6 (Outer Loadings) va phuong sai trich trung binh (AVE - Average Variance
Extracted).

Két qua phan tich (Bang 4.3) cho thiy tat ca cic bién quan sat c6 hé sb tai nhan
t6 (Outer Loadings) dao dong tir 0.83 dén 0.93, dat mirc t6i thiéu 0.7 theo khuyén nghi
ctia Hair va Cong su (2019), cho thay cac bién quan sat c6 dong gdp dang ké vao cac
khai niém tiém an.

Bén canh d6, AVE cua tit ca cac khai niém déu 16n hon 0.6 (dao dong tir 0.68
dén 0.83), dam bao rang hon 60% phuong sai cia cac bién quan sat dugc giai thich bai
bién tiém an, phu hop vdi tiéu chuan cua Fornell va Larcker (1981).

Nhin chung, két qua kiém dinh cho théy tat ca cac thang do trong nghién ctru dat
tinh hoi tu tét, dam bao do tin cay dé tiép tuc phan tich moé hinh céu trac.

Bang 4.3: Panh gia Chét luong bién quan sat (Outer loading)
Céc bién quan sat HATH TMTC TTXH TYTH YDML
HATH (AVE = 0.726)
HATH1 0.860
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Céc bién quan sat HATH TMTC TTXH TYTH YDML
HATH2 0.869
HATH3 0.830
HATH4 0.835
HATHS 0.866
TMTC (AVE = 0.729)
TMTCI 0.863
TMTC2 0.863
TMTC3 0.850
TMTC4 0.839
TTXH (AVE = 0.789)
TTXHI1 0.868
TTXH2 0.905
TTXH3 0.901
TTXH4 0.878
TYTH (AVE = 0.683)
TYTHI1 0.834
TYTH2 0.806
TYTH3 0.832
TYTH4 0.832
YDML (AVE = 0.832)
YDMLI 0.876
YDML2 0.923
YDML3 0.930
YDMLA4 0.920

Nguon: Két qua Phén tich SMARTPLS

4.4.2. Danh gia d¢ tin cay cia thang do

Dé danh gia do tin cdy cua thang do, nghién ctru str dung hai chi s6 Cronbach’s
Alpha va Composite Reliability (CR). Két qua phan tich (Bang 4.4) cho thiy tit ca cac
thang do c6 Cronbach’s Alpha dao dong tir 0.845 dén 0.933, vuot mirc tdi thiéu 0.7 theo

dé xuit cua Nunnally va Bernstein (1994), cho thiy tinh nhat quan ndi tai tot. Pong thoi,
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CR cua cac thang do déu 16n hon 0.7, dap Gng tiéu chuan cua Fornell va Larcker (1981),
chting t6 do tin cay tong hop cao. Vi vay, ¢ thé két luan rang tat ca cac thang do trong

nghién ctru nay dat do tin cay tot va co thé tiép tuc sir dung trong céc budc phan tich

tiép theo.
Bang 4.4: Banh gia d¢ tin cay va tinh hoi tu cac nhan td
Cac nhan Gia tri Cronbach's Do tin cdy téng hop (Composite
t6 Alpha Reliability)
TYTH 0.845 0.896
TMTC 0.876 0.915
HATH 0.906 0.930
TTXH 0.911 0.937
YDML 0.933 0.952

Nguon: Két qua Phan tich SMARTPLS
4.4.3. Danh gia tinh phan biét cia thang do

Dé danh gia tinh phéan biét giita cac khai niém trong mo hinh do ludng, nghién
ctru str dung hai ti€u chi: Fornell-Larcker va HTMT (Heterotrait-Monotrait Ratio).

Mic du tiéu chi Fornell-Larcker 1a mot phuong phap truyén théng duoc sir dung
rong rdi dé kiém tra tinh phéan biét giita cac khai niém, nhung nhiéu nghién ciru gan day
da chi ra rang phuwong phap nay c6 thé khong du nhay dé phat hién mot sb trudng hop
vi pham tinh phan biét. Diéu nay dan dén viéc HTMT (Heterotrait-Monotrait Ratio)
duoc dé xuat nhu mot phuong phap dang tin cdy hon. Cu thé, Henseler va Cong su
(2015) da chtg minh rang phuong phap Fornell-Larcker thudng danh gia qua lac quan
vé tinh phan bié¢t ciia cac khai ni€m, dac biét trong cac mod hinh co cAu trac nhan t6 phuc
tap hodc khi cac bién tiém 4n c6 twong quan cao. Trong khi d6, HTMT c6 d6 nhay cao
hon va cé thé phat hién tot hon cac truong hop thiéu tinh phan biét.

Do d6, nghién ciru nay uu tién st dung HTMT dé danh gia tinh phan biét giita
cac khai niém, ddng thoi van bao cdo tiéu chi Fornell-Larcker dé so sanh. Diéu nay gitup
dam bao tinh chinh x4c cao hon va tranh tinh trang danh gia qua lac quan vé tinh phan
biét khi chi str dung phuong phap truyén thong.

Két qua kiém tra bang tiéu chi Fornell-Larcker (Bang 4.5) cho thay cin béc hai

clia phuong sai trich trung binh (AVE) ctia mdi khai niém déu 16n hon hé s twong quan



gitra khai niém do voi cac khai niém khac, dap tng ti€u chuan ctia Fornell va Larcker

(1981). Piéu nay cho thiy cac bién tiém an trong mo hinh c6 sy phan biét 16 rang véi

nhau.
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Bang 4.5: Kiém tra tinh phan biét cac nhén t theo chi sb cin bac hai AVE

Céc nhan té HATH | TMTC | TTXH TYTH | YDML
HATH 0.852

TMTC 0.641 0.854

TTXH 0.615 0.594 0.888

TYTH 0.318 0.381 0.381 0.826

YDML 0.580 0.564 0.605 0.422 0.912

Két qua kiém tra bang tiéu chi HTMT (Bang 4.6) cho thay tat ca cac gia tri HTMT
giira cac khai niém déu nho hon 0.85 — mirc ngudng dugc khuyén nghi boi Henseler va
Cong su (2015), cho thdy khong c6 van dé vi pham tinh phan biét giita cac khai niém.

bac biét, gia tri HTMT cao nhét trong mo hinh 1a 0.719, van nam trong muc chép nhan

duoc.

Nhin chung, két qua kiém tra tinh phéan biét bang Fornell-Larcker va HTMT xac

nhan rang cac khai niém trong mé hinh do ludng 1a khac biét v6i nhau, dam bao tinh

Nguon: Két qua phan tich SMARTPLS

hop 1& dé tiép tuc kiém dinh mo hinh cau truc.

Bang 4.6: Kiém tra tinh phan biét ctia cac nhén t6 theo chi s6 HTMT

Céc nhan té HATH | TMTC | TTXH TYTH | YDML
HATH

TMTC 0.719

TTXH 0.676 0.664

TYTH 0.362 0.440 0.433

YDML 0.631 0.622 0.656 0.474

Nguon: Két qua Phén tich SMARTPLS

4.5. Kiém dinh gia thuyét thong qua kiém dinh mé hinh ciu tric

Kiém dinh céc gia thuyét thong qua danh gia mé hinh cau tric (Structural Model
Evaluation) nhim x4c nhan va do ludng mirc d6 anh hudng giita cac bién nghién ctru.

Qua trinh nay gitp kiém tra tac dong truc tiép, gian tiép va tong thé giira cac bién thong
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qua hé sb dudng dan (Path Coefficients), dong thoi xac dinh ¥ nghia thdng ké cua cac
gia thuyét bang phuong phap Bootstrap. Do phi hop ctia mé hinh dugc dénh gia thong
qua cac chi s nhu hé s6 xac dinh (R?), gia tri du doan (Q?) va gia tri SMRM gitp dam
bao tinh chit ché cia mo hinh. Ngoai ra, kiém dinh mé hinh c4u trac con giup xac dinh
vai tro trung gian ctia mot bién trong méi quan hé gitra hai bién khac, ciing nhu kiém tra
tac dong diéu tiét cia mot bién thir ba ddi véi cac mdi quan h¢ trong mé hinh. Viéc kiém
dinh nay khong chi dam bao mé hinh nghién ctru ¢6 y nghia thong ké ma con gitp danh
gi4 ¥ nghia thyc tién cua cac phat hién, tir d6 cung cip co so khoa hoc dé dé xuit giai
phap, chinh sach hodc chién luoc kinh doanh phu hop.

Két qua kiém dinh mé hinh ciu trac bang phadn mém SmartPLS dugc minh hoa

trong Hinh 4.5 duéi day,

0.425 (0.000)

0.615 (0.000) Hﬂlt'_______, 0.280 (0.000)

0.298 (0.000) 0.292 (0.000)

0.169 (0.000)

TYTH YDML
Hinh 4.5: M6 hinh céu trtc tuyén tinh PLS- SEM thé hién mdi quan hé cac nhan t6

Nguon: Tdc gia tong hop

4.5.1. Két qua danh gia mirc dd giai thich, du bao ciia cac bién trong mé hinh
Dé kiém tra mé hinh céu truc, nghién ctru xem xét cac gia tri gém: hé s6 xac dinh
(R2); Q? bang phuong phap blindfolding hoic gi tri du bao (Q? predict) bang PLSpredict
va gid tri SRMR dé danh gia do phu hop cia mo hinh (Hair va Cong su, 2021; Sarstedt,

Hair, Cheah, Becker va Ringle, 2019).

Két qua phan tich trong bang 4.7 cho thay mé hinh c6 mirc do giai thich tot d6i
v6i cac bién noi sinh, dic biét 1a truyén miéng tich cuc (TMTC) va ¥ dinh mua hang 1ip

lai (YDML), v6i hé s6 R2 1an luot 13 0.492 va 0.483, cho thiy cac bién doc 1ap trong mo

0.017) 0.233 (0.000) 0.177 (0.000)
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hinh c6 thé giai thich khoang 49.2% va 48.3% phuong sai cua hai bién nay. Trong khi
do, hinh anh thuong hiéu (HATH) cling dugc giai thich kha tdt vai R2 = 0.378, nhung
dang chu y 1a tinh yéu thuong hiéu (TYTH) c6 murc d6 giai thich thap nhat, chi v4i R2
= (.156, cho thdy con nhiéu yéu t6 ngoai mé hinh anh huéng dén bién nay. Bén canh
d6, khi xét vé kha ning dy bao, chi s6 Q? cia mé hinh ciing dat mic tét véi YDML (Q?
= 0.398) va TMTC (Q? = 0.353), trong khi d6 HATH ¢6 mtrc du bao trung binh (Q? =
0.271) va TYTH c6 murc du béo thap nhat (Q? = 0.104), diéu niy goi y rang kha ning
du bao ciia mé hinh ddi véi tinh yéu thuong hiéu chua cao. Tuy nhién, mot diém dang
ghi nhan 13 mé hinh c6 d6 phu hop tong thé rat tét, véi SRMR = 0.039, thip hon mtc
tiéu chudn 0.08, diéu nay chung t6 mo hinh co sy tuong thich tét véi dit liéu thuc té.
Nhu vay, c6 thé két luan rang mo hinh nay c6 kha ning giai thich va du béo tot cho cac
yéu td truyén miéng tich cuc va Y dinh mua hang 13p lai, nhung con han ché trong viéc
giai thich va dy béao tinh yéu thuong hiéu, do dé can xem xét bo sung thém cac yéu t6
c6 thé anh huong dén bién niy dé ning cao d6 chinh xac ctia mo hinh.

Béng 4.7: Gia tri R?, Q? va Q? predict

Cac bién noi sinh Hé sO R? | Muc do du béo Q? <
predict
Hinh anh thuwong hiéu - HATH 0.378 0.271 0.373
Truyén miéng tich cuc - TMTC 0.492 0.353 0.349
Tinh yéu thuong hi¢u - TYTH 0.156 0.104 0.139
Y dinh mua hang lap lai - YDML 0.483 0.398 0.362
D0 phu hgp cua m6 hinh (SRMR) 0.039

Nguon: Két qua phdn tich SMARTPLS
4.5.2. Két qua diém dinh céc gia thuyét nghién ctru trong mé hinh
Cin ctr trén két qua phan tich SmartPLS, tac gia c¢6 dugc két qua mé hinh cau
trac tuyén tinh SEM cho théy dugc mbi quan h¢ gitra cac nhan t6 TTXH, HATH, TYTH,
TMTC, YDML; diéu d6 thé hién qua két qua mo hinh cAu trac tuyén tinh PLS-SEM, cu
thé nhu sau:
Cin ctr vao két qua mo hinh ciu trac tuyén tinh SEM trén SmartPLS, tac gia nhan
thy gid tri Sig. thé hién mdi quan hé gitra cac nhan té déu nho hon 5%, cu thé theo bang

dudi day:
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Bang 4.8: Két qua mo hinh cu trc tuyén tinh PLS-SEM thé hién méi quan hé truc

tiép gitra cac nhan to

Hé so | Bo
, . T P Gia tri
GT Mo6i quan hé ho1 léch VIF
. value | value 2
quy chuan

H1 TTXH->HATH | 0.615 | 0.033 | 18.41 | 0.000 | 1.000 | 0.608
H2 TTXH->TYTH | 0.298 | 0.053 | 5.663 | 0.000 | 1.608 | 0.065
H3 HATH->TYTH | 0.134 | 0.055 | 2.426 | 0.015 | 1.608 | 0.013
H4 HATH->YDML | 0.233 | 0.051 | 4.538 | 0.000 | 1.985 | 0.053
HS5 TYTH->YDML | 0.169 | 0.041 | 4.157 | 0.000 | 1.223 | 0.045
H6 HATH-> TMTC | 0.425 | 0.048 | 8911 | 0.000 | 1.629 | 0.218
H7 TYTH ->TMTC | 0.139 | 0.040 | 3.470 | 0.001 | 1.185 | 0.032
H8 TMTC->YDML | 0.177 | 0.047 | 3.801 | 0.000 | 1.968 | 0.031
H9 TTXH ->TMTC | 0.280 | 0.042 | 6.599 | 0.000 | 1.713 | 0.090
H10 | TTXH->YDML | 0.292 | 0.050 | 5.868 | 0.000 | 1.867 | 0.088

Nguon: Tdc gid tong hop
Két qua kiém dinh mé hinh PLS-SEM trong bang 4.8 cho thdy tit ca cac gia
thuyét (H1 — H10) déu duoc hd trg, voi gia tri p-value < 0.05, khang dinh rang cac mdi
quan hé trong mé hinh ¢ y nghia thong ké. Pang chu ¥, TTXH c6 tac dong manh nhat
dén HATH (B=0.615, p=0.000), cho thay nhan thirc vé marketing vi muc tiéu xa hoi co
anh huong dang ké dén hinh anh thuong hiéu. Bén canh d6, HATH ciing c6 tac dong
dang ké dén TMTC (B=0.425, p=0.000), phan anh rang khi hinh anh thuong hiéu duoc
cing cb, khach hang s& c6 xu hudng truyén miéng tich cuc hon. Ngoai ra, TTXH con
anh huong truc tiép dén TMTC (B=0.280, p=0.000) va YDML (p=0.292, p=0.000), cho
thdy vai trd quan trong ctia nhan thirc CRM trong viéc thiic day hanh vi mua hang lap
lai. Tuy nhién, tac dong cia HATH dén TYTH (B=0.134, p=0.015) va TYTH dén TMTC
(B=0.139, p=0.001) twong ddi thap, diéu nay cho thay tinh yéu thwong hiéu co thé chua
doéng vai tro trung gian manh mé trong mo hinh.
Xét vé mirc do anh hudng, chi s6 {2 cho thady mbi quan hé¢ TTXH — HATH c6
anh hudng manh nhét (2=0.608), tiép theo 1a HATH — TMTC (£2=0.218), trong khi cac

mbi quan hé con lai c6 mac d6 anh hudng trung binh hoic thip (dao dong tir 0.013 dén
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0.090). Diéu nay goi ¥ rang md hinh c6 thé can bd sung thém céc yéu t6 khac dé giai
thich tt hon tinh yéu thwong hiéu. Bén canh dé, kiém tra chi s6 VIF cho thay khong c6
van dé da cong tuyén nghiém trong, voi tat ca gia tri VIF < 5, dam bao rang cac bién
trong mo hinh khong anh huong 1an nhau quéa mic.

Nhin chung, két qua kiém dinh cho thdy mé hinh dugc xdy dung c6 d6 phu hop
tbt, v6i cac gia thuyét quan trong nhue TTXH — HATH, HATH — TMTC va TTXH —
YDML c6 tac dong manh. Tuy nhién, do tac dong cua TYTH dén TMTC va YDML con
yéu, cac nghién ctru tiép theo c6 thé xem xét thém cac yéu t6 khac nhu mire do gin két
thuong hicu, niém tin thuong hiéu hodc trai nghiém khach hang dé lam rd hon vai trd
trung gian cua tinh yéu thuong hi¢u trong moé hinh.

Bang 4.9: Két qua phan tich cac hiéu tng gian tiép trong mo hinh PLS-SEM

Hé s6 | Do Kiém
. . Gia
M0oéi quan hé hoi léch dinh VAF
. tri P
quy chuan T
TTXH -> HATH -> TMTC 0.261 0.033 8.029 | 0.000 | 43.9
TTXH ->TYTH -> YDML 0.050 0.014 3.541 | 0.000 | 8.3
TTXH -> TMTC -> YDML 0.049 0.015 3.328 | 0.001 | 8.1
TTXH -> HATH -> YDML 0.144 0.033 4.334 | 0.000 | 23.8

TTXH->TYTH ->TMTC -> YDML | 0.007 0.003 2.184 | 0.029 | 1.2

TTXH->HATH -> TMTC -> YDML | 0.046 0.014 3.331 | 0.001 | 7.6

TTXH->HATH->TYTH->YDML | 0.014 0.007 1.964 | 0.050 | 2.3

TTXH ->HATH ->TYTH -> TMTC | 0.012 0.006 1.991 | 0.047 | 2.0

TTXH ->HATH -> TYTH -> TMTC
->YDML

0.002 0.001 1.677 | 0.094 | 0.3

TTXH ->TYTH -> TMTC 0.041 0.014 2.932 | 0.003 | 6.9

Nguon: Tdc gid tong hop

Trong mo hinh nghién ctru, ludn 4n dé xuat 02 gia thuyét trung gian chinh lién

quan dén vai tro cua cac bién HATH, TYTH va TMTC trong mbi quan hé gitra TTXH
va YDML. Tuy nhién, trong phan tich PLS-SEM, phan mém SmartPLS ty dong uéc
lrong toan bd cac hiéu tng gian tiép c6 thé hinh thanh trong ciu trac mé hinh. Do do,

Bang 4.9 trinh bay tit ca cac hiéu Gng gian tiép duoc tinh toan, bao gém ca cac dudng
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trung gian phuc vy kiém dinh gia thuyét va cac hiéu tng bd sung mang tinh tham khao.
Viéc trinh bay ndy nham bao d¢am tinh minh bach cua két qua phan tich.

Nhém 1: Cdc hiéu ieng phuc vu kiém dinh gid thuyét trung gian

Két qua kiém dinh cac hiéu Gng gian tiép trong mo hinh PLS-SEM cho théy hai
gia thuyét trung gian chudi trung tdm ctia luan 4n 1a H12 va H13 déu duoc xac nhan vé
mit théng ké, qua d6 cing cb ciu trac 1y thuyét da dé xuét. Cu thé, dbi véi gia thuyét
H12, hiéu tmg gian tiép theo chudi TTXH — HATH — TYTH — YDML dat hé s6 p =
0.014, gia tri T=1.964 va p = 0.050, cho thiy co ché trung gian dong thdi cua Hinh anh
thuong hiéu va Tinh yéu thuong hiéu trong mdi quan hé giita Nhan thirc vé marketing
vi muc tiéu x3 hoi va Y dinh mua hang 13p lai c6 ¥y nghia & ngudng bién. biéu nay ham
¥ rang khi nguoi tiéu dung nhén thic tich cuc vé cac hoat dong CRM, ho trudc hét hinh
thanh danh gia thuan loi vé hinh anh thuong hiéu; hinh anh nay tiép tuc nudi dudng tinh
cam gin bo va yéu thich thuong hiéu, va cubi cing chuyén hoa thanh y dinh mua hang
1ap lai. Tuy nhién, mic d6 anh huong cia con duong trung gian chudi nay twong ddi
nho (VAF thap), cho thay trong bdi canh nganh hang tiéu dung nhanh tai Viét Nam, cam
xuc yéu thuong hiéu chua phai 13 co ché chi phdi manh nhat d6i véi hanh vi mua lap lai,
vbn con chiju anh hudng boi cac yéu t chirc ning va thoi quen tiéu dung.

Tuong tu, d6i véi gia thuyét H13, hiéu ing gian tiép theo chudi TTXH — HATH
— TYTH — TMTC dat B = 0.012, T = 1.991 va p = 0.047, xac nhan réng Hinh anh
thuong hiéu va Tinh yéu thuong hiéu ciing dong vai trd trung gian dong thoi trong viée
chuyén héa nhan thitc CRM thanh Truyén miéng tich cuc. Diéu nay cho thay mot tién
trinh tam 1y nhat quan: kich thich tir CRM trudc hét nang cao hinh anh thuong hiéu,
hinh anh tich cuc 1am gia ting tinh yéu thuong hiéu, va cam xtc nay thuc diy ngudi tiéu
dung chia sé thong tin tich cuc vé thuong hi¢u. Tuy nhién, tuong ty H12, muc do tac
dong cua chudi trung gian nay khong 16n, ham ¥ rang truyén miéng tich cuc trong boi
canh nghién ctru c¢6 thé chiu anh hudéng manh hon tir danh gia nhan thic vé uy tin va
trach nhiém xa hoi ctia thuong hiéu hon 14 tir sy gan bo cam xc su sic.

Téng thé, két qua ddi vai H12 va H13 cho thay ciu tric trung gian hai ting nhan
thirc — cam xtc duge xac nhan vé mit thuc nghiém, song vai tro chi phéi thudc vé tﬁng
nhan thirc (hinh anh thuong hiéu), trong khi tang cam xtc (tinh yéu thuong hiéu) giir
vai trd bd trg, qua d6 1am rd co ché van hanh cta mé hinh theo hudng tiép cén S-O-R

mo rong trong bdi canh thi truong FMCG Viét Nam hau COVID-19.
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Nhém 2: Cdc hiéu ing gidn tiép mé réng

Két qua phan tich vai trd trung gian mo rong cua cac bién trong mé hinh cho thay
rang nhiéu duong din trung gian c6 ¥ nghia thong ké, tuy nhién mirc d6 tac dong cua
chung c6 sy khac biét dang ké. Pang cht ¥, dudong din TTXH — HATH — TMTC ¢6
hé s6 hdi quy cao nhat (B=0.261, p=0.000, t=8.029) va gia tri VAF = 43.9%, cho thiy
rang gan 44% tac dong cua TTXH dén TMTC dugc truyén qua HATH, chiing minh ring
hinh anh thuong hiéu déng vai trd trung gian quan trong trong viéc thuc day truyén
miéng tich cuc. Tuong tu, duong dan TTXH — HATH — YDML (B = 0.144, p= 0.000,
VAF =23.8%) ciing c6 ¥ nghia cao, thé hién rang HATH 1a mét trong nhiing yéu t6 quan
trong gitp chuyén hoa tac dong cia CRM dén ¥ dinh mua hang lap lai.

Ngoai ra, hai duong dan trung gian TTXH — TYTH — YDML (p=0.050,
p=0.000, VAF=8.3%) va TTXH — TMTC — YDML (p=0.049, p=0.001, VAF=8.1%)
¢ y nghia nhung muc d6 anh hudng thap hon, cho thay rang tinh yéu thuong hiéu va
truyén miéng tich cuc co tac dong trung gian nhung khéng qua manh. Piéu nay ciing
phan anh rang TYTH c6 thé chua phai 1a yéu té quyét dinh quan trong nhét trong viéc
thac dfly y dinh mua hang 1ap lai.

Déi voi cac duong din trung gian dai hon nhu TTXH — TYTH — TMTC —
YDML (B=0.007, p=0.029, VAF=1.2%) va TTXH — HATH — TYTH — TMTC —
YDML ($=0.002, p=0.094, VAF=0.3%), két qua cho thiy tac dong gian tiép nay kha
yéu, v6i gia tri VAF rat thap, diéu ndy goi y rang cac chudi trung gian phuc tap co thé
khong dong vai tro quan trong trong mo hinh.

Bén canh d6, duong din TTXH — TYTH — TMTC (B=0.041, p=0.003,
VAF=6.9%) c6 ¥ nghia nhung mtrc d6 tac dong khong qua manh, phan anh ring du
TYTH c6 tac dong dén TMTC, nhung né khong phai 14 yéu tb trung gian manh mé trong
moi quan hé giita CRM va truyén miéng tich cuc.

Nhin chung, két qua phén tich cho thady HATH 1a bién trung gian quan trong nhat,
dac biét trong vi¢c chuyén hoa tac dong cua TTXH dén TMTC va YDML. Trong khi
d6, cac dudng din qua TYTH c6 tac dong yéu hon, cho thiy rang tinh yéu thuong hiéu
khong phai 1a yéu t6 trung gian manh trong mo hinh nay. Diéu nay goi y rang cac nghién
ctru tiép theo c6 thé xem xét thém cac yéu té khac nhu long trung thanh thuong hiéu,
niém tin thuong hiéu hodc su gin két thuong hiéu dé kiém tra vai tro trung gian toan

dién hon.
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Chi tiét két qua phan tich mbi quan hé cua cac bién truc tiép va trung gian dugc
trinh bay tong hop trong bang 4.10 - Tong hop cac két qua mo hinh.
Bang 4.10: Tong hop céac két qua mo hinh

Cic bién ndi sinh Hé s6 R Mirc do du bao Q? Q? predict
Hinh‘énh thuong hiéu (HATH) 0.378 0.271 0.373
Truyén mié€ng tich cuc (TMTC) 0.492 0.353 0.349
Tinh yéu thuong hiéu (TYTH) 0.156 0.104 0.139
Y dinh mua lp lai (YDML) 0.483 0.398 0.362
P06 phu hop ciia mé6 hinh SRMR) 0.039

Gia thuyét Méiquanhe ~ Hés0  Saiso & p- Khoing o o
y q * Beta chuan value value tin cy
H1: Chép nhan TTXH -> HATH 0.615 0.033 18.41 0.000 [(§)’657466]’ 1 0.608
H2: Chép nhan TTXH ->TYTH 0.298 0.053 5.663 0.000 [(5)319960]’ 1.61  0.065
H3: Chép nhan HATH -> TYTH 0.134 0.055 2426 0.015 [(;)’205;]’ 1.61 0.013
H4: Chép nhén HATH -> YDML 0.233 0.051  4.538 0.000 [(;)’31;31]’ 1.99 0.053
HS: Chép nhéan TYTH -> YDML 0.169 0.041  4.157 0.000 [(;)’205901]’ 1.22  0.045
He: Chép nhan HATH -> TMTC 0.425 0.048 8.911 0.000 [(())’531350]’ 1.63 0.218
H7: Chép nhan TYTH -> TMTC 0.139 0.04 3.47 0.001 %)’2016;]’ 1.19 0.032
HS: Chélp nhan TMTC -> YDML 0.177 0.047 3.801 0.000 %)’;):i]’ 1.97 0.031
HO: Chépnhan  TTXH -> TMTC 028 0042 6599 0.000 [00’316939]; 171 0.09
HlO:Chép nhan TTXH -> YDML 0.292 0.05 5.868 0.000 [(;)’318981], 1.87 0.088
Tac dong trung gian VAF
TTXH -> HATH -> TMTC 0.261 0.033  8.029 0.000 [(())’312989]’ 43.9
TTXH ->TYTH -> YDML 0.05 0.014 3.541 0.000 [(5)3)8215]’ 8.3
TTXH -> TMTC -> YDML 0.049 0.015 3.328 0.001 [(5)3)8212]’ 8.1
TTXH -> HATH -> YDML 0.144 0.033  4.334 0.000 [(;)’200798]’ 23.8
TTXH -> TYTH -> TMTC -> YDML 0.007 0.003 2.184 0.029 [(?’(g)losz]’ 1.2
TTXH -> HATH -> TMTC -> YDML 0.046 0.014  3.331 0.001 [(?’(g)7261]’ 7.6
TTXH ->HATH -> TYTH -> YDML 0.014 0.007 1.964 0.05 [(?’(g),;)oz]’ 2.3
TTXH -> HATH -> TYTH -> TMTC 0.012 0.006 1.991 0.047 [(5)3)2042]’ 2
TTXH -> HATH -> TYTH -> TMTC -> [0,000;
VDML 0.002 0.001 1.677 0.094 0,005] 0.3
TTXH -> TYTH -> TMTC 0.041 0.014 2932 0.003 [(?’(g);f]’ 6.9

Nguon: Tdc gia tong hop
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4.6. Két qua danh gia tac dong diéu tiét cia bién Nhom tudi theo thé hé

Pé tra 16i cho cau hoi nghién ciru thir hai “Nhom tudi theo thé hé (nhém tudi tré
“Gen Z va Gen Y”, nhom tudi gia “Gen X va Baby Boomers”) diéu tiét cac méi quan
hé cua cac yéu t6 trong mé hinh nhu thé ndo?” (fwong itng véi cdc gia thuyét H11), tac
gia sir dung phuong phéap phan tich da nhém PLS (PLS-MGA) vi bién nhém tudi theo
thé hé 1a bién diéu tiét phan loai (category moderator). Tuy nhién, trudc khi danh gid su
khac nhau giita hai nhém tudi bang PLS-MGA, tac gia tién hanh do luong tinh bat bién
theo quy trinh MICOM cua Henseler va Cong su (2016). Dua vao quy trinh 3 budc phan
tich MICOM trong hinh 3.3, ddi v6i budc 1-Tinh bat bién cdu hinh, khi sir dung
SmartPLS dé kiém dinh mé hinh PLS-SEM, chuong trinh s€ mac dinh cac thiét 1ap va
nguoi dung khong thay d6i cau hinh, nén khi dir liéu dau vao dat yéu cau, mo hinh
nghién ctru mic dinh duoc hiéu 1a c6 tinh cAu hinh bat bién. Do d6 trong phan tich
MICOM cua SmartPLS, két qua chi trinh bay tir budc 2 va budc 3. Tur bang 4.11, tac
gia tong hop két qua cho thiy mo hinh nghién ctru dua trén tinh do luong bat bién timg
phan va thoa man diéu kién dé phan tich da nhém PLS.

Két qua kiém dinh MICOM cho théy tit ca cac bién trong mé hinh déu dam bao
tinh bat bién thanh phan, nghia 13 cau triic do luong cua cac bién noi sinh khong thay
d6i gitra hai nhom tudi (Gen Z, Y va Gen X, Baby Boomers). Tuy nhién, khi xét dén bat
bién trung binh téng hop va bt bién phuong sai, chi c6 mdt sb bién dat dugc tinh bat
bién hoan toan, trong khi mot s6 khac chi dat tinh bat bién ting phan.

Bang 4.11: Két qua do luong tinh bat bién MICOM cho bién phan loai nhom tudi

Budc 2: Tinh bét bién

Ciu thanh phan Budc 3a: Tuong duong tri Budc 3b: Tuong duong Bat

. trung binh tong hop phuong sai bién
| hinh tim

Nhan t6 | tinh 5% i
bat | Tuong t¢ | Thiét | Chénh | Khoang | Bing | Chénh | Khoang | Bing ptoém

bién | quan | phan | lap 1éch tin cdy | nhau 1éch tin cdy | nhau phin

Vi

, , [-0,159; , [-0,245; N Tung

HATH | Co 1.000 [ 0.999 | Co6 | -0.155 0,182] Co 0.27 0.240] Khong phin
. . [-0,166; , [-0,270; N Tung

TMTC | Co 1.000 [ 0.999 | Co6 | -0.115 0.173] Co 0.284 0.265] Khong phin
. . [-0,173; , [-0,287; . Tung

TTXH | Co 1.000 [ 0.999 | Co6 | -0.116 0.174] Co 0.126 0.289] Co phin
. . [-0,169; , [-0,271; N Tung

TYTH | Co 1.000 1 0.995 | Co | -0.054 0,169] Co 0.368 0.248] Khéng phin
, , [-0,166; o [-0,254; N Tung

YDML | Co 1.000 | 1.000 | Co6 | -0.307 0,183] Khoéng [ 0.689 0.241] Khong phin

Nguon: Tdc gid tong hop
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Cu thé, hinh 4anh thuong hiéu (HATH), truyén miéng tich cuec (TMTC), nhén thirc
vé marketing vi muc tiéu xa hoi (TTXH) va tinh yéu thuong hiéu (TYTH) chi dat bat
bién ting phan, cho thay c6 su khac biét nhét dinh trong cach danh gia ctia hai nhom
tudi vé cac yéu tb nay. Diéu ndy c6 thé phan anh rang Gen Z, Y va Gen X, Baby Boomers
¢6 nhitng nhan thirc khac nhau vé gia tri cia CRM va cac yéu t6 thuong hiéu. Dic biét,
¥ dinh mua hang lap lai (YDML) khéng dat bat bién phwong sai, diéu ndy goi ¥ rang
bién nay co sy khac biét dang ké vé muc do bién thién gitra hai nhom tudi. Nhu vay,
mic di mo hinh c6 thé duoc str dung dé so sanh hai nhom tudi, nhung can luu ¥ rang
mdt sd yéu td c6 thé co su khac biét trong cach danh gia gitra hai nhom.

Két qua phan tich tac dong diéu tiét cia nhom tudi (Gen Z, Y so véi Gen X,
Boomers) tai bang 4.12. cho thdy mot s6 mbi quan hé trong mé hinh c6 su khac biét
dang ké gitra hai nhém, trong khi mét sé khéc lai khong c6 su khac biét 1 rang.

Trude tién, mdi quan hé gitta HATH va TYTH c6 su khac biét c¢6 ¥ nghia thong
ké gitra hai nhom (Bgenz,y=0.237, p=0.003 so v&i Bcenx,Boomers—0.007, p=0.912, p-value
chénh léch = 0.021), cho thay rang hinh anh thuong hiéu anh huong manh dén tinh yéu
thuong hiéu trong nhém Gen Z, Y, nhung khong c6 tac dong dang ké ddi véi nhém Gen
X, Boomers. Piéu nay c6 thé do thé hé tré thuong c6 xu huéng két ndi cam xuc véi
thuong hiéu manh mé& hon so véi thé hé 16n tudi.

Ngoai ra, mdi quan hé gitta TYTH va YDML ciing c6 su khac biét 16n
(BGenz,y=0.233, p<0.001 so V61 PGenx.Boomers=0.069, p=0.159, p—value chénh
16ch=0.032), phan 4nh rang tinh yéu thuong hiéu déng vai trd quan trong hon trong viéc
thuc dy y dinh mua hang lap lai d6i véi nhom khach hang tré. Diéu nay phu hop véi xu
hudng tiéu dung cua thé hé Gen Z, Y, von bi anh hudng nhiéu boi trai nghiém cam xuc
va su két nbi c4 nhan vai thuong hi¢u.

Nguoc lai, mbi quan h¢ gitra truyén miéng tich cuc (TMTC) va YDML khong co
su khac biét dang ké gitta hai nhém (p=0.517), cho thiy rang anh hudng cia truyén
miéng dén hanh vi mua lap lai 12 tuong dong ddi voi ca hai thé hé. Diéu nay c6 thé 1a do
ca Gen Z, Y va Gen X, Boomers déu coi trong WOM tich cuc nhu mot nguén thong tin
dang tin cdy trudc khi ra quyét dinh mua hang.

Dang cht ¥, mdi quan hé gitra TTXH va YDML c6 tac dong manh hon dang ké
o0 nhém Gen X, Boomers (f=0.387, p=0.000) so v&éi nhém Gen Z, Y (=0.251, p=0.000),
nhung sy khac biét nay khong co y nghia thong ké (p=0.170). Piéu nay goi ¥ rang du ca
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hai nhém tudi déu bj anh huong boi chién luge marketing vi muyc tiéu xa hoi, nhung
nhém Gen X, Boomers c6 thé coi trong yéu t nay hon khi dua ra quyét dinh mua hang.

Bang 4.12: Két qua kiém dinh tac dong diéu tiét ciia bién phan loai nhom tudi

Nhom GEN Z, | Nhom GEN X, | Chénh | P-

. Y BOOMERS léch B | value
Moi quan hé _
P- P- gitta 2 | chénh
p p , A
value value | nhom | léch

Hlla | TTXH ->HATH | 0.621 | 0.000 | 0.608 | 0.000 | 0.013 | 0.838
HIlb | TTXH->TYTH | 0.255 | 0.001 | 0.36 0.000 | -0.105 | 0.296
Hllc | TTXH -> TMTC | 0.235 | 0.000 | 0.349 | 0.000 | -0.114 | 0.187
H1ld | TTXH ->YDML | 0.251 | 0.000 | 0.387 | 0.000 | -0.136 | 0.170
Hlle | HATH->TYTH | 0.237 | 0.003 | -0.007 | 0.912 | 0.244 | 0.021
HI11f | HATH -> TMTC | 0.494 | 0.000 | 0.329 | 0.000 | 0.164 | 0.087
Hllg | HATH -> YDML | 0.236 | 0.002 | 0.203 | 0.004 | 0.033 | 0.744
Hllh | TYTH -> TMTC | 0.153 | 0.014 | 0.101 | 0.038 | 0.052 | 0.512
HIli | TYTH ->YDML | 0.233 | 0.000 | 0.069 | 0.159 | 0.164 | 0.032
HI1l; | TMTC -> YDML | 0.147 | 0.034 | 0.208 | 0.001 | -0.06 0.517

Nguon: Tdc gid tong hop
Tom lai, két qua kiém dinh tinh bat bién MICOM cho thidy md hinh c6 thé so
sanh gitta hai nhém tudi, nhung mot s6 bién nhu YDML c6 sy khac biét dang ké vé
phuong sai gitta hai nhom, diéu nay c6 thé anh hudng dén tinh 6n dinh ctia m6 hinh khi
so sanh giira hai thé hé. Pdng thoi, két qua kiém dinh tac dong diéu tiét ctia nhom tudi
chi ra rang Gen Z, Y bi anh huong manh hon béi yéu té cam xtic (TYTH), trong khi Gen
X, Boomers c6 xu hudng coi trong cac yéu td thuc dung hon, chéng han nhu hinh anh
thuong hiéu va CRM. Diéu nay goi ¥ rang cac chién lugc marketing ciia doanh nghiép
FMCG nén duoc tity chinh theo nhom tudi, trong d6 Gen Z, Y ¢6 thé duogc tiép can bang
céc chién dich tao két ndi cam xuc, trong khi Gen X, Boomers nén dugc tiép can br:?mg
cach nhan manh vao uy tin va cam két trach nhiém xa hoi cta thuong hiéu.
4.7. Két qua danh gia tac dong bién kiém soat ciia bién Ving mién
Cau hoi nghién ctru thir ba “Sy khac biét vé y dinh mua hang lap lai cua ngudi

tiéu dung gitra Mién Bac, Mién Nam so v4i Mién Trung nhu thé nao?” dugc giai thich
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thong qua tic dong ctia bién kiém soat “Ving mién”. Két qua phén tich bién kiém soat
tir phan mén SmartPLS (Hinh 4.6) cho thdy yéu t6 ving mién duoc phat hién c6 anh

hudng khac nhau dén y dinh mua hang lap lai trong mé hinh nghién ciru.

0.425 (0.000)

0.615 (0.000)

| 0.280 (0.000)

0.134 (0.015) G252 10.000)

0.139 (0.001) $:16410.000)

0.290 (0.000
0.298 (0.000) ( )

'

0.156

0160 (0.000)

&
TYTH 0.365 (0.000) 0.363 (0.000)
MIEN BAC MIEN NAM
Ghi chu: *** Co y nghia muc 1% Nguon: Tac gia tong hop

Hinh 4.6: Két qua mo hinh cu triic tuyén tinh PLS-SEM

Két qua phan tich (Bang 4.13) cho thiy su khac biét giira Mién Bic va Mién
Trung, ciing nhu giita Mién Nam va Mién Trung trong viéc tac dong dén ¥ dinh mua
hang 1ap lai (YDML) la c¢6 ¥ nghia thdng ké, tuy nhién mirc d6 anh huong cia hai khu
vuc nay la twong ddng nhau. Cy thé, Mién Béc c6 hé sb tac dong p=0,365 va Mién Nam
6 hé s tac dong p=0.363, v6i p-value = 0.000 trong ca hai trudng hop, cho thay rang
khach hang ¢ ca hai khu vuc nay c6 xu huéng mua hang 1dp lai cao hon so véi khach
hang & Mién Trung. Diéu nay co thé phan anh rang cic yéu té nhu mirc do phat trién
kinh té, thoi quen tiéu dung va su san c6 cua thuong hi€u tai hai ving nay c6 tac dong
dén hanh vi mua hang.

Bang 4.13: Két qua tac dong cua bién ki€ém soat v€ vung mién

Hé s6 | Saisb t- p-

Beta | chuén | value | value
MIENBAC -> YDML | 0.365| 0.093 | 3.914| 0.000 | [0.176;0.542] | 0.038
MIENNAM -> YDML | 0.363 | 0.092 | 3.927 | 0.000 | [0.180;0.537] | 0.039
Nguon: Tdc gid tong hop

Mdi quan hé Khoang tin cdy | f?
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Tuy nhién, mic d6 anh hudng cua ving mién khong qua 16n, thé hién qua chi sd
f2 kha thap (0.038 va 0.039), cho thiy rang mic du c6 su khac biét vé hanh vi tiéu dung
theo vung, nhung céc yéu td hinh anh thuong hicu, truyén miéng tich cuc va nhan thirc
vé marketing vi muc tiéu x4 hoi van 13 nhirng yéu td quan trong hon trong viéc thiic dy
Y dinh mua hang 1dp lai. Do do, cac doanh nghi¢p FMCG tai Viét Nam c6 thé ap dung
chién lwgc marketing nhat quan trén pham vi toan qudc, ddng thoi co nhitng diéu chinh
nho theo ting ving dé t6i wu hoéa hiéu qua marketing.

4.8. Thao luin két qua nghién ciru
4.8.1 Thao luin vé mirc d giai thich, dw bao ciia cac bién trong mé hinh

S liéu tai bang 4.7 cung cdp thong tin vé murc do giai thich va du bao ctia mé
hinh nghién ciru d6i vdi cac bién noi sinh, dugc danh gia qua cac chi s R?, Q? predict,
va SRMR. Hé s6 R21a mét chi s quan trong, do luong ty 18 phuong sai ctia cac bién noi
sinh duoc giai thich boi cac bién doc 1ap trong mo hinh. Theo Hair va Cong su (2021),
gia tri R2 duoc phan loai thanh nho (0.02), trung binh (0.13), va 16n (0.26). Trong cac s6
liéu nay, hinh anh thwong hiéu (HATH) c6 R?=0.378, cho thdy 37.8% phuong sai cila
bién nay duoc giai thich, dat muc trung binh cao va phan anh vai trd déng ké cua céc
bién dy doan. Tuong tu, truyén miéng tich cuc (TMTC) c6 R?=0.492, 1a mot mirc giai
thich 16n, cho thiy sy anh hudng manh mé& cua cac yéu t6 du doan. Tuy nhién, tinh yéu
thuong hiéu (TYTH) chi dat R2=0.156, thé hién mirc do giai thich yéu, cho thay phan
anh vai trd du bao cia cac bién du doan trong mo hinh 1a chua cao. Y dinh mua hang
1ap lai (YDML) dat R>=0.483, mot mirc giai thich cao, khéng dinh vai tro cua cac yéu
t6 du doan trong viéc anh huéng dén Y dinh mua hang lap lai.

Chi s6 Q*predict do luong kha ning du bao ctia mé hinh thong qua phuwong phap
PLSpredict, v6i gia tri duong cho thdy mé hinh c6 kha ning du bao tét (Hair va Cong
su, 2021). Cy thé, HATH (Q*=0.373) va TMTC (Q?=0.349) c6 mtrc du bao tdt, phan anh
su phu hop cao ciia md hinh trong viéc du bao cac bién ndy. Trong khi d6, TYTH
(Q*=0.139) c6 kha nang du bao yéu, cho thay rang mé hinh chua dat hiéu qua dy bao
cao ddi v6i bién nay. YDML (Q?=0.362) tiép tuc thé hién kha ning du bao tét, phit hop
v6i mitc R? cao cua bién nay.

Do phu hop tong thé cia mo hinh dugc danh gia thong qua chi s6 SRMR
(Standardized Root Mean Square Residual). Theo Henseler va Cong su (2015), gia tri
SRMR duéi 0.08 cho thdy mé hinh ¢6 mitc d6 phu hop tt véi dir liéu. Trong trudng
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hop nay, SRMR = 0.039, x4c nhan rang mé hinh phu hop véi dit liéu quan sat va khong
cO van dé dang ké vé su khac biét gifta ma tran dy doan va ma trdn quan sat.

Nhin chung, mé hinh ndy c¢6 mirc d6 giai thich va dy bao tot dbi voi cac bién noi
sinh HATH, TMTC, va YDML, véi cac gia tri R? va Q? cao. Tuy nhién, bién TYTH c6
murc giai thich va du bao thap, cho thdy can bo sung cac yéu to du doan phu hop hon dé
cai thién kha nang giai thich.

4.8.2 Thao luin vé két qua kiém dinh cic gia thuyét nghién ctru trong méd hinh

- P6i v6i cac mdi quan hé tac dong true tiép

Bang 4.8 thé hién két qua phan tich mo hinh nghién ctru bang phin mém
SmartPLS d3 kiém dinh mdi quan h¢ gifra nhan thuc vé marketing vi muyc tiéu xa hoi
(TTXH), hinh anh thuong hiéu (HATH), tinh yéu thuong hiéu (TYTH), truyén miéng
tich cuc (TMTC), va Y dinh mua hang lp lai (YDML). Dya trén hé s6 dudng dan (),
murc ¥ nghia thong ké (P_value), mtc do anh huong (f2), va phén tich trung gian (VAF),
cac moi quan hé dugc phan nhom theo mirc do quan trong tir rat quan trong dén it quan
trong. Hi€u qua tdc dong cua cac bién dugc danh gid boi gia tri 2. Dya trén diéu kién
ctia Cohen (1988), trong cac gia thuyét H1-H10, cac gia tri f2 ndm trong khoang tir 0.013
dén 0.608 cho thiy hau hét cac mbi quan hé c6 mirc d6 tac dong tir trung binh tré 1én va
¢ ¥ nghia thong ké ngoai trir mbi quan hé cia HATH va TYTH 1a 0,013 c¢6 murc tac
dong yéu. Cu thé, céc tac dong nhu sau:

(1) Nhom cac yéu td ¢6 hiéu qua tac dong cao

Mot trong nhitng mdi quan hé dang chu ¥ nhat 1a TTXH — HATH (H1). Vi
B=0.615, t=18.41, va 2=0.608, day 1a mdi quan hé c6 anh hudng manh nhét trong mo
hinh. Theo 1y thuyét ctia Varadarajan va Menon (1988), cac chién lugc marketing vi muc
ti€u xa hoi dong vai tro quan trong trong vi¢c xay dung hinh anh thuong hi¢u thong qua
viéc tao ra sy lién két tich cyc gitra thuong hiéu va trach nhiém xa hoi. Diéu nay khong
chi cang cd 1ong tin cua khach hang ma con lam ting muc do nhan biét va ua thich
thuong hiéu. Trong thuc té, cac chién luge nhu bao vé mdi trudng hoic dong gdp cho
cong déng khong chi nang cao nhén thirc vé thuong hiéu ma con tao ra sy khac biét so
v6i d6i tha. Do d6, doanh nghiép can tap trung du tu vao cac chién luge marketing vi
muc tiéu xa hdi nhu mot cong cu chinh yéu dé cung ¢ hinh anh thuong hiu trong dai

han.



140

Lién quan dén anh hudng cta hinh anh thuong hiéu, két qua ciing cho thAdy HATH
— TMTC (H6) c6 mirc d6 anh hudng cao véi f=0.425, t=8.911, va 2=0.218. Piéu nay
phtt hop véi nghién ciru cua (Keller va Fay, 2012), nhdn manh rang khi hinh anh thuong
hiéu tich cuc, khach hang c6 xu hudng chia sé nhiing thong tin tich cuc véi nguoi khac.
Trong thuc té, cac doanh nghiép c6 thé tan dung diéu nay bang cach dau tu vao cac chién
dich marketing tao cam xuc tich cuc va dang nhé. Nhitng thong di€p manh mé va mang
tinh nhan van khong chi gitp cai thién hinh dnh thuwong hiéu ma con khuyén khich khach
hang tré thanh "dai st thwong hiéu", lan truyén nhiing gia tri tich cuc thong qua truyén
miéng.

Ngoai ra, mdi quan hé gitta HATH — YDML (H4) ciing dugc chimg minh 14 rat
quan trong, v6i f=0.233 va £2=0.053. Theo Keller (1993), mot hinh anh thwong hiéu
manh mé khong chi 1am ting nhan dién thuong hiéu ma con truc tiép thuc day long trung
thanh cta khach hang, din dén hanh vi mua hang lap lai. Két qua nay cho thay rang dé
tdi wu hoa hanh vi mua lap lai, doanh nghiép can dam bao hinh anh thuong hiéu duoc
duy tri nhat quan thong qua chat luong san pham, trai nghiém khach hang va thong diép
truyén thong hiéu qua.

(2) Nhom céc yéu té ¢6 hiéu qua tac dong trung binh

Mot mdi quan hé quan trong vira phai khac 1a TTXH — TYTH (H2), v6i B=0.298,
t=5.663, va 2=0.065. Theo nghién ctru ctia Albert va Merunka (2013), cc chién luoc
marketing vi muc ti€éu xa hoi khong chi cai thién nhan thirc vé trach nhiém x3 hoi ma
con khoi goi cam xuc tich cyc ctia khach hang ddi véi thuong hi€u, tao ra tinh yéu
thuong hiéu. Két qua nay cho thay rang khi khach hang nhén thic tich cuc vé cac hoat
dong x3 hoi ctia thwong hiéu, ho c6 xu huéng phat trién cam xtc yéu thich thuong hiéu.
Tuy nhién, mtc d6 anh hudng vira phai ndy goi y rang TYTH khong chi phu thudc vao
trach nhiém xa hoi ma con bi chi phdi béi cac yéu td khac nhu sy hai long hoic gia tri
cam nhan cta khach hang. Trong thuc té, cac doanh nghiép can khai thac két hop cac
chién luge marketing dua trén trach nhiém xa hoi cung voi vige cdi thi¢n chét lugng san
ph'flm va dich vu dé tao ra su gén két cam xuc siu sic hon gitta khach hang va thuong
hi€u. Vi duy, nhitng thuong hi¢u noi tiéng v6i cac chuong trinh cOng d@)ng, nhu ho trg
nguoi lao dong hodc tai trg gido duc, thuong dé dang thu hut dugc cam x1c tich cuc tu
khach hang. Viéc két hop yéu t6 xa hoi véi cac chién lugc ning cao trai nghiém nguoi

tiéu dung c6 thé gitip t6i wu héa tinh yéu thuong hiéu.
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Bén canh d6, TTXH — TMTC (H9) 1a mét trong nhitng mdi quan hé dang chu
¥, voi =0.280, t=6.599 va 2=0.090. Theo Du, Bhattacharya, va Sen (2007), trach nhiém
xa hoi khong chi nang cao nhan thic ctia khach hang ma con khuyén khich ho chia sé
thong tin tich cuc vé thuong hiéu. Trong thuc té, cac chién dich nhan manh vao dong
g6p x4 hoi, chang han nhu hd tro cong dong hoidc gido duc moi truong, c6 thé khoi day
su tu hao cua khach hang, tir d6 ting cuong hanh vi truyén miéng tich cuc. Pay 1a yéu
td dac biét quan trong trong cic thi truong canh tranh, noi khach hang thuong uvu tién
cac thuong hiéu c6 trach nhiém xa hoi cao.

Tuong tu, két qua cling chi ra rang TYTH — YDML (H5) ¢6 anh huong dang ké
v6i B=0.169, t=4.157, va £2=0.045. Theo Carroll va Ahuvia (2006), tinh yéu thuong hiéu
dong vai trd quan trong trong viéc xay dung long trung thanh cua khach hang. Khi khach
hang cam thiy gin bo vé mit cam xuc voi thuong hiéu, ho ¢6 xu hudng duy tri mdi quan
hé 1au dai va thudng xuyén mua hang. Tuy nhién, dé t6i vu hoa mbi quan hé nay, cac
doanh nghiép can xay dung céc trai nghiém khach hang doc dao, tao ra su déng diéu
gifra gid tri thuong hi¢u va gia tri ¢4 nhan cia khéach hang.

Cubi cing, TTXH — YDML (H10) ciing thé hién mirc ¢ anh huong trung binh
voi B=0.292, t=5.868, va >=0.088. Theo Kotler va Lee (2005), cac chién luoc marketing
vi muc tiéu xa hoi tao ra mot nén tang viing chac dé xdy dung long trung thanh thuong
hiéu. Trong thuc té, cac doanh nghiép c6 thé sir dung cac chuong trinh trach nhiém x3
h6i nhu mét chién luge dai han dé khong chi thu hit khach hang méi ma con giir chan
khach hang hién tai thong qua céc gia tri ma thuong hiéu dai dién.

(3) Nhom céc yéu t6 ¢6 hiéu qua tac dong yéu

Trong sd cac mdi quan hé it quan trong hon, HATH — TYTH (H3) cho thay mtrc
d6 anh huong yéu voi p=0.134, t=2.426, va £2=0.013. Theo Batra va Cong su (2012),
mic du hinh anh thuong hiéu tich cuc c6 thé dong gop vao tinh yéu thuong hiéu, nhung
két qua nay cho thiy rang TYTH c6 thé bi chi phdi nhiéu hon béi cac yéu td khac nhu
su hai long, gia tri cdm nhan, hodc trai nghi¢m cam xtc. Diéu nay nhan manh rﬁng dé
tang cuong TYTH, doanh nghiép can khong chi tip trung vao viéc xay dung hinh anh
thuong hi¢u ma con phai dam bao cac yéu to nhu sy nhat quan trong thong diép va chat
lugng dich vu.

Bén canh d6, TYTH — TMTC (H7) ciing thé hién mtc d6 anh huéng nhoé voi
p=0.139, t=3.470, va £2=0.032, cho thay rang mic du tinh yéu thuong hi¢u thic day hanh



142

vi chia sé cam xuc tich cuc, nhung TMTC ciing can dén cac yéu t6 khac nhu su hai 1ong
hodc niém tin cta khach hang dé trd nén hiéu qua hon. Piéu ndy nhdn manh vai tro ciia
viéc két hop gitra gid tri cam xuc va gia tri thuc té trong chién luoc marketing.

Cubi cing, TMTC — YDML (H8) c6 ¥ nghia théng ké (B =0.177, p < 0.05), qua
d6 ung ho gia thuyét H8. Mic di mirc d6 anh hudng & mire thap (f2 = 0.031), nhung két
qua nay khang dinh rang hanh vi truyén miéng tich cuc clia ngudi tiéu dung cé vai trd
trong viéc gia ting ¥ dinh tiép tuc mua san pham trong twong lai. Trong nghién ctru nay,
TMTC dugc tiép cin theo huéng hanh vi phét ra, ttrc 1a hanh vi chii dong chia sé nhirng
danh gia va khuyén nghi tich cuc vé thuong hiéu dén ngudi khac. Két qua nghién ciru
cho thy khi ngudi tiéu dung tich cyc gidi thiéu, néi tét hodc khuyén nghi thuong hiéu,
hanh vi nay khong chi phan 4nh su hai 1ong va gin két ma con gop phan cing cb cam
két c4 nhan ddi v6i thuong hiéu d6. Theo nguyén Iy nhit quan nhan thirc (Cognitive
Consistency), ca nhan c6 xu huéng duy tri sy dong nhat giita thai do, 16i n6i va hanh vi
ctia minh. Khi mot ngudi cong khai thé hién quan diém tich cuc vé thwong hiéu trudc
nguoi khac, ho c6 xu hudng tiép tuc lya chon thuong hiéu do nham duy tri tinh nhét
quan trong nhan thirc va hanh vi tiéu dung. Do d6, hanh vi truyén miéng tich cuc c6 thé
dong vai tro nhu mét co ché tir ciing ¢d, 1am gia ting y dinh mua hang 13p lai cta chinh
nguoi thuc hién hanh vi. Tuy nhién, mitc anh huéng twong ddi thap cia TMTC so véi
céc yéu t6 nhu hinh anh thwong hiéu va tinh yéu thuong hiéu cho thdy y dinh mua hang
lap lai co thé chiu tac dong manh hon tuir cac yéu td cam xtic va nhan thirc noi tai. Diéu
nay ham y rang trong nganh hang tiéu dung nhanh, truyén miéng tich cuc 1a mot biéu
hién cua sy gén két, nhung quyét dinh mua ldp lai van phu thudc dang ké vao trai nghi¢m
san pham, gi4 tri cdm nhan va su phu hop véi nhu cau ca nhan. Nhin chung, két qua H8
ctng ¢ vai tro cia TMTC nhu mot phan tng hanh vi trong mé hinh S-O-R, dong thoi
cho thay rang viéc khach hang tro thanh “dai st ty nhién” ctia thwong hiéu khong chi c6
loi cho doanh nghiép & goc do lan téa thong tin ma con gop phan duy tri hanh vi mua
1ap lai cua chinh ho.

- P6i v6i cac mdi quan hé tac dong gian tiép

Bén canh d6, bang 4.9 thé hién két qua phan tich vai tro trung gian cia cac yéu
t6 hinh anh thwong hiéu (HATH), tinh yéu thuong hiéu (TYTH), truyén miéng tich cuc
(TMTC) trong mbi quan hé ctia nhan thirc vé marketing vi muc tiéu xa hoi (TTXH) dén

¥ dinh mua hang lap lai (YDML) thong qua phuong phép da bién trung gian (the
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multiple mediation analysis). Cu thé, cac duong dan gian tiép tir TTXH dén YDML déu
¢ y nghia thong ké (p<0.05) (trr duong dan TTXH -> HATH -> TYTH -> TMTC ->
YDML c6 p=0.094 > 0.05), khoang tin cay (CI) cia cac tic dong gian tiép (indirect
effects) khong bao gdm gia tri 0 va tong tac dong (Total effect) >=20%. Do d6, theo
Preacher va Hayes (2004), két qua nghién ctru cho thiy HATH, TYTH va TMTC la
nhirng yéu t6 trung gian trong mé hinh dé xuat. Cu thé:

Pau tién, vai trd trung gian cua hinh anh thwong hiéu (HATH): HATH déng vai
trd trung gian quan trong trong viéc chuyén tai tac dong tir TTXH dén YDML va TMTC.
Cu thé, tic dong trung gian tir TTXH — HATH — YDML c6 gia tri VAF=23.8%, phan
anh rang mot phan tac dong ciia TTXH dén YDML dugc chuyén qua HATH. Diéu nay
phtt hop véi 1y thuyét ciia Keller (1993), nhan manh rang hinh anh thuong hiéu manh
mé c6 thé lam ting long tin va sy trung thanh cta khach hang, ddn dén ¥ dinh mua hang
lap lai. Tuong tu, vai tro trung gian cia HATH trong mdi quan hé tir TTXH — HATH
— TMTC c6 gia tri VAF=43.9% rat dang ké, cho thiy rang HATH 14 yéu t6 chinh thtc
day truyén miéng tich cuc. Trong thyc té, diéu nay goi ¥ rang cac doanh nghiép can dau
tu vao viéc xdy dung va duy tri hinh anh thwong hiéu tich cuc dé khong chi anh huéng
dén hanh vi mua lip lai ma con thuc day khach hang lan téa thong tin tich cuc vé thuong
hiéu.

Ké dén, vai tro trung gian cta tinh yéu thuong hiéu (TYTH): TYTH dong vai trd
trung gian yéu hon so vdi HATH, vdi tac dong trung gian tir TTXH — TYTH — YDML
c6 VAF=8.3%. Diéu nay cho thdy rang mic du tinh yéu thuong hiéu 1a mét yéu td cam
xuc quan trong, nhung né khong phai 14 kénh chinh dé truyén tai tic dong tir TTXH dén
hanh vi mua Idp lai. Theo nghién ctru cua Carroll va Ahuvia (2006), TYTH thuong phu
thudc nhiéu vao cac yéu t6 khac nhu sy hai long, gia tr1 cdm nhan hoac trai nghiém dich
vy, chir khong chi dya trén nhén thirc vé trach nhiém x4 hoi. Tuong tu, vai tro trung gian
ciia TYTH trong mdi quan hé tit TTXH — TYTH — TMTC c6 gia tri VAF = 6.9% dong
vai tro trung gian twong ddi yéu. TTXH tao ra su yéu thich thuong hiéu (TYTH), va
TYTH tiép tuc tac dong dén hanh vi chia sé thong tin tich cuc (TMTC). Tuy nhién, két
qua ndy cho thay rang TYTH chwa dong vai trd quan trong trong viéc truyén tai tac dong
tir TTXH dén TMTC. Theo nghién ctru cta Albert va Merunka (2013), TYTH 14 mot
yéu t6 cam xtic, nhung né can duoc cung ¢ boi su hai 10ng va niém tin dé tré thanh mot

kénh trung gian hiéu qua hon. D¢ cai thién vai tro cia TYTH trong chudi tac dong nay,
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cac doanh nghiép can két hop chién luge marketing cam xuc véi viéc nang cao trai
nghiém khach hang cé thé gitp tang cuong su yéu thich thwong hiéu va thiic day khach
hang chia sé thong tin tich cyc hon vé thuong hiéu. Két qua nay cho thay céc chién luoc
marketing khong chi nén tap trung vao viéc khoi goi cam xtic yéu thich ma con can cai
thién cac yéu t6 thyc té nhu chit luong san pham dé t6i wu hoa vai tro cia TYTH trong
mo hinh.

Cubi cung, vai trd trung gian cia truyén miéng tich cuc (TMTC): TMTC ciing
dong vai tro trung gian twong dbi yéu, véi tac dong trung gian tir TTXH — TMTC —
YDML dat gia tri VAF=8.1%. Piéu nay pht hop véi Iy thuyét cua Eastman, Smalley va
Warren (2019), khang dinh ring truyén miéng tich cuc ¢ thé thuc day Y dinh mua hang
1ap lai, nhung mirc do anh hudng phy thudc nhiéu vao mirc do tin tudng cua khach hang
va su nhat quan cua thong diép thuong hiéu. Trong thuc té, két qua nay cho thay ring
dé ting cuong vai trd trung gian ctia TMTC, cac doanh nghiép can dau tu vao viéc cai
thién trai nghiém khéach hang, tao dong luc dé khach hang chia sé thong tin tich cuec.

Ngoai viéc xem xét vai tro trung gian riéng 1, cac moi quan hé trung gian tuin
tu cuia HATH, TYTH, va TMTC ciing dugc phan tich dé 1am rd cach cac yéu to nay phéi
hop truyén tai tac dong tir TTXH dén YDML.

D6i véi mdi quan hé TTXH — HATH — TMTC — YDML: trong mdi quan hé
nay, HATH déng vai tro 13 yéu t6 trung gian dau tién, chuyén tac dong tir TTXH dén
TMTC, sau do TMTC tiép tuc truyén tai tac dong dén YDML. Téc dong tuan tu nay co
gia tri VAF=7.6%, cho thiy rang mic du con dudng niy c6 ¥ nghia, mtc d6 anh hudng
van con khé thap. Theo Keller va Fay (2012), dé ting cuong vai tro cia HATH va TMTC
trong viéc thuc ddy YDML, doanh nghiép can dam bao ring thong diép thuong hiéu
duoc lan toa mot cach nhat quan va lién két chat ché véi gia tri trach nhiém xa hoi.

Péi v6i mdi quan hé TTXH — TYTH — TMTC — YDML: Trong mdi quan hé
tudn tu nay, TYTH dong vai trd trung gian dau tién, chuyén tac dong tir TTXH dén
TMTC, sau d6 TMTC truyén tai tic dong dén YDML. Tac dong nay c6 VAF=1.2%, cho
thdy vai tro trung gian rat nho. Diéu nay phu hop véi cac nghién ctru trude ddy Carroll
va Ahuvia (2006), nhdn manh rang cam xuc yéu thich thwong hi¢u (TYTH) thuong can
duogc cung ¢ boi su hai 1ong va long trung thanh dé tro thanh kénh trung gian manh mé

hon. Trong thuc t€, cac doanh nghiép can dau tu nhiéu hon vao viéc cai thién trai nghiém
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cam xuc cua khach hang va ting cudng cac gia tri cam nhén thuc té dé tan dung tot hon
vai tro cia TYTH trong mbi quan hé tuan tu.

Pbi v6i mdi quan hé TTXH — HATH — TYTH — YDML: Trong mdi quan hé
tuan tuy nay, HATH déng vai tro 14 yéu t6 trung gian dau tién, chuyén tac dong tir TTXH
dén TYTH, sau d6 TYTH truyén tai tac dong dén YDML. Tac dong niy c6 VAF=2.3%,
cho thiy rang HATH la yéu t6 trung gian dang ké, nhung TY TH khong dt manh dé duy
tri tac dong manh mé& dén YDML. Piéu nay cho thay rang mic du hinh anh thuong hiéu
dong vai trd quan trong trong viéc thuc ddy cam xic yéu thich thwong hiéu, nhung
TYTH can dugc cang ¢b boi cac yéu td khac nhu sy hai 1ong hodc trai nghiém mua sim
dé co thé tac dong hiéu qua dén hanh vi mua hang.

Déi v6i mdi quan hé TTXH — HATH — TYTH — TMTC: HATH déng vai trd
trung gian dau tién, chuyén tac dong tir TTXH dén TYTH, sau d6 TYTH déng vai tro
thuc ddy TMTC. Theo ly thuyét cua Keller (1993) va Batra va Cong su (2012), hinh anh
thuong hi¢u tich cuc khong chi tao ra sy yéu thich thuong hi¢u ma con tdng cuong cam
xuc gan bo véi thuong hiéu, tir d6 thiic day hanh vi chia sé tich cyc. Tuy nhién, mutc do
trung gian thap (VAF=2.0%) cho thiy ring mic du TTXH co tic dong gian tiép dén
TMTC qua HATH va TYTH, vai tro ctia TYTH trong viéc két ndi véi TMTC van con
han ché. Két qua nay nhan manh rﬁng cac chién luoc marketing vi muc tiéu xa hoi can
duoc thiét ké dé khong chi cai thién hinh anh thuong hiéu ma con xay dung su yéu thich
thuong hiéu sau sac hon. Piéu nay c6 thé dat dugc thong qua viéc cung cap cic trai
nghi¢m ddc dao va tao ra cac chién dich marketing cam xuc, nham thuc déy mébi lién két
cam xtic manh mé¢ gitra thwong hi¢u va khach hang.

Nhin chung, két qua nghién ctru cho thiy cac yéu t6 nhu TTXH, HATH, va
TMTC c6 vai tro cdt 18i trong viéc thuc ddy TYTH va YDML, dong thoi nhdn manh
tdm quan trong ctia marketing vi muc tiéu xa hoi va hinh anh thuong hiéu. Tuy nhién,
murc d6 anh hudng nhd & mot sé mbi quan hé nhe HATH — TYTH hodc TMTC —
YDML goi y rang can bo sung thém céac yéu t6 khac dé nang cao kha ning dy doan ctia
mo6 hinh. Bén canh dé, cac yéu t6 HATH, TYTH, va TMTC déu déng vai trd trung gian
riéng phan trong viéc chuyén tac dong tir TTXH dén YDML, nhung mirc d6 anh huéng
¢6 su khac biét dang ké. Trong d6, HATH 1a yéu té trung gian manh nhat, dong vai tro
cau ndi quan trong gitta TTXH va ca YDML 1an TMTC, ké dén 1a TYTH va TMTC

dong vai trd trung gian yéu hon.
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Dic biét, két qua kiém dinh con cho thay rang mdi quan hé TTXH — HATH —
TYTH — TMTC — YDML khong c6 y nghia thong ké, v6i hé sé hodi quy rat thip
(B=0.002), kiém dinh t-value = 1.677 va p=0.094, khong dat ngudng y nghia 0.05. Pong
thoi, chi s6 VAF chi dat 0.3%, cho thdy tuyén tic dong gian tiép nay gan nhu khong
dong vai tro quan trong trong mé hinh. Két qua nay c6 thé coi rang 1a mot phat hién
quan trong trong bdi canh nganh hang tiéu dung nhanh (FMCG) tai Viét Nam hau
COVID-19, phan anh rang chudi tac dong tir nhan thirc vé marketing vi muc tiéu xa hoi
(TTXH) d&n y dinh mua hang lip lai (YDML) théng qua hinh anh thwong hiéu (HATH),
tinh yéu thwong hiéu (TYTH) va truyén miéng tich cuc (TMTC) khong co stc anh
hudng dang ké.

Diéu nay thé hién rang hanh vi tiéu ding c6 thé da thay d6i dang ké sau dai dich,
khi ngudi tiéu dung ngay cang wu tién yéu té thiét thyc nhu gia ca, chat luong va tinh
tién lgi hon 1a cam xuc véi thuong hiéu (He va Harris, 2020). Theo nghién ctru cua
(Sheth, 2020), trong bdi canh hdu COVID-19, ngudi tiéu dung cé xu hudng dua ra quyét
dinh mua hang dya trén sy tin tudéng vao chét luong san phém va loi ich thiét thuc, hon
1a dua trén su két ndi cam xtc voi thuong hiéu. Diéu nay khién cho tinh yéu thuong hiéu
(TYTH) trd nén it quan trong hon trong viéc thiic day truyén miéng tich cuc (TMTC)
va Y dinh mua hang lap lai (YDML), dic biét trong nganh FMCG. Bén canh d6, dic thu
ctia nganh FMCG khién TYTH khong phai 13 yéu t quyét dinh quan trong. Cac san
pham tiéu dung nhanh nhu thyc pham, d6 uéng, san pham chim soc ca nhan c6 vong
doi ngan va tinh thay thé cao, khién quyét dinh mua hang cha yéu dya vao gia tri san
phém, su tién 1g1 va trai nghiém st dung, hon la cam xuc thuong hi¢u (Kotler va Keller,
2016). Theo (Oliver, 1999), tinh yéu thuong hi€u c6 xu huéng dong vai tro quan trong
hon trong cac nganh hang xa xi hodc san phdm c6 mirc 46 ca nhan hoa cao, thay vi trong
FMCG, noi khach hang c6 nhiéu Iya chon thay thé. Hon nita, sy bung nd ciia thuong
mai dién tir hdu COVID-19 ciing lam suy giam mbi lién két cam xuc voi thuong hiéu,
khi nguoi tiéu dung dé dang tiép can va so sanh nhiéu san pham khéc nhau trén cic nén
tang mua sam truc tuyén (Yu, 2024). Khi hanh vi mua hang trd nén tic thdi hon va it
mang tinh ca nhan hon, viéc gin bo cam xuc véi mot thuong hiéu FMCG tré nén kém
quan trong, tir 6 1am suy yéu tac dong cua TYTH dén TMTC va YDML. Péng thoi,
vai tro cua truyén miéng truyén thng (WOM) ciing bi suy giam, nhudng chd cho truyén

miéng truc tuyén (eWOM), bao gém dénh gia trén cac nén tang thuong mai dién tir va
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phan hoi trén mang x3 hoi (Cheung, Lee, va Rabjohn, 2008). Theo nghién ctru cua
(Erkan va Evans, 2016), eWOM c6 tac dong manh hon WOM trong nganh FMCG, do
d6 néu khach hang yéu thich thuong hiéu nhung khong cha dong chia sé truc tuyén, tac
dong gian tiép tir TYTH dén TMTC s& khong di manh dé anh huéng dén YDML.

Ttr phat hién nay, cac doanh nghiép FMCG tai Viét Nam can diéu chinh chién
lrge marketing phit hop v6i bdi canh tiéu dung méi, thay vi tip trung qua nhiéu vao viée
xay dung tinh yéu thuong hi¢u (TYTH). Thay vao do, ho nén tap trung vao nang cao
trai nghiém khach hang, cai thién chit lugng san phdm va khai thaic eWOM thong qua
cac nén tang k¥ thuat s6, nham ting mic d6 lan toa thuong hiéu mot cach hiéu qua hon.
Diéu nay dong nghia v6i viéc cac chién luge marketing cAn chuyén tir tip trung vao cam
xUc sang tap trung vao trai nghiém va gia tri thuc té, giup thuong hiéu gia ting muc do
trung thanh ctia khach hang mot cach bén viing hon trong nganh FMCG tai Viét Nam.
4.8.3 Thao luin vé két qua kiém dinh vai tro diéu tiét cia nhém tudi

Két qua phan tich da nhém (MGA) gitta hai nhém tudi tré (GEN Z va GEN Y)
va nhom tudi gia (GEN X va Baby Boomers) cho thay c6 sy khac biét 1 rang trong mot
s6 mbi quan hé giita cdc nhom tudi, phan anh dic diém tiéu dung va hanh vi cta cac
nhom. Cu thé, mbi quan h¢ gitta HATH — TYTH ¢6 su khac bi¢t dang ké gitra hai nhom
(v6i p chénh 1éch = 0.021), voi hé s6 tac dong f=0.237 & nhom tudi tré cao hon dang ké
so voi nhom tudi gia (B=—0.007). Diéu nay cho thay rang hinh anh thuong hiéu anh
huéng manh mé dén tinh yéu thuong hiéu & nhom tudi tré hon, trong khi nhom tudi gia
it bi tac dong boi yéu té nay. Két qua phu hop voi Iy thuyét ciia Carroll va Ahuvia (2006),
nhan manh rang nhém tré thudng nhay cam véi cac yéu té cam xdc va gia tri hinh anh
thuong hi¢u.

Mot sy khac biét khac dugc quan sat & mbi quan h¢ TYTH — YDML, véi p
chénh 1éch =0.032. Hé s6 tac dong & nhom tudi tré (B=0.233) cao hon so voi nhom tudi
gia (B=0.069). Diéu nay khang dinh rang tinh yéu thuong hiéu dong vai trd quan trong
trong viéc thiic day y dinh mua hang lap lai ciia nhom tudi tré, do ho ¢ xu huéng gan
b6 cam xic manh m€ hon vo6i thuong hi¢u. Nguoc lai, nhém tudi gia thuong dua ra
quyét dinh duya trén cac yéu té thuc dung hon nhu gia ca hodc chat luong.

Ngoai ra, mdi quan hé¢ HATH — TMTC ciing c6 su khac biét dang ké (p=0.087).
O nhém tudi tré, hé s p=0.494 cao hon dang ké so voi p=0.329 ¢ nhém tudi gia. Didu

nay cho théy réng nhém tré c6 xu hudng truyén miéng tich cyc manh m€ hon khi ho
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nhan thiy hinh anh thuong hiéu tich cuc. Két qua nay phu hop v6i nghién ciru cua Keller
va Fay (2012), khang dinh rang nhém tré thudng hoat dong manh mé trén cac nén ting
mang xi hoi, noi truyén miéng déng vai tro quan trong trong viéc lan toa thong tin
thuong hi¢u.

Tuy nhién, mot s6 mdi quan hé khac nhu TTXH — HATH, TTXH — YDML, va
TTXH — TMTC khéng c6 su khac biét dang ké giira hai nhém tudi (p>0.05). Diéu nay
chi ra ring nhan thirc vé marketing vi muyc tiéu xa hoi anh huong dong déu dén ca nhom
tudi tré va nhom tudi gia, nhan manh vai tro quan trong cua cac chién dich trach nhiém
xa hoi trong viéc xdy dyng hinh anh thwong hiéu va thuc ddy y dinh mua hang lap lai
trén moi nhom tudi.

Tom lai, su khac biét gitra nhém tudi tré va nhom tudi 1on c6 thé duge ly giai
dué6i goc nhin ctia moé hinh S-O-R. Péi voi nhom Gen Z va Gen Y, kich thich tir hinh
anh thuong hiéu dé dang kich hoat phan rng cam xtic manh do nhém nay c6 xu huéng
st dung thuong hi€éu nhu mot phuong tién thé hién ban sic c4 nhan. Nguoc lai, 6 nhém
Gen X va Baby Boomers, co ché xur 1y thong tin ¢6 xu hudng thién vé danh gia chirc
nang va do tin cdy hon 1a déng nhat ban sic, khién mdi lién hé¢ HATH va TYTH suy
yéu. Theo Iy thuyét ban sic tiéu dung, ngudi tiéu dung tré thuong str dung thuong hiéu
nhu mot phan mé rong cia ban ngd, do d6 hinh anh thwong hiéu c6 kha nang kich hoat
cam xuc yéu thwong hiéu manh hon ¢ nhém nay. Trong khi d6, theo thuyét lya chon
cam xuc xa hoi, nguoi ti€u dung 16n tudi co xu hudng uu ti€n cac muc ti€u 6n dinh, an
toan va thuc dung, do d6 phan tmg cam xac véi hinh anh thuong hiéu c¢6 thé yéu hon.
Bén canh d6, nhom tré hoat dong manh trén mang xa hoi va c6 dong co thé hién ban séc
thong qua hanh vi chia sé, do d6 hinh anh thuong hiéu tich cuc dé duoc chuyén hoa
thanh truyén miéng tich cuc nhu mot hanh vi khang dinh vi thé x4 hoi.

4.8.4 Thao luin vé két qua kiém vai tro kiém soat ciia yéu té viing mién

Két qua phan tich ctia nghién ctru cho thiy c6 su khac biét dang ké vé tac dong
clia ving mién (Mién Bac va Mién Nam, véi Mién Trung 1a nhém tham chiéu) dén y
dinh mua hang l3p lai (YDML). Hé s tac dong ctia nhém Mién Béc (v6i p= 0.365, p =
0.000) va nhom Mién Nam (vi B = 0.363, p = 0.000) déu cho thiy tac dong tich cuc
dang ké dén YDML so v&i nhom Mién Trung. Diéu nay cho thiy rang nguoi tiéu ding

0 nhom Mién Bac va nhém Mién Nam c6 y dinh mua hang 13p lai cao hon so v&i nhom
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Mién Trung mac du su khac biét vé hé s6 tac dong gitta nhoém Mién Béc va nhom Mién
Nam 14 rat nho.

Két qua ndy c6 y nghia khoa hoc quan trong. Mién Bic, v6i hé s6 p=0.365 cho
thiy Y dinh mua hang 13p lai c6 thé bi anh hudéng bai yéu t vin hoéa va sy trung thanh
v6i thuong hiéu manh hon, phtt hop véi céc nghién ctru trude day vé hanh vi tidu ding
tai khu vyuc nay. Twong ty, Mién Nam (B=0.363) ciing cho thiy Y dinh mua hang lip lai
cao hon Mién Trung, phan anh tinh ning dong va sy wa thich d6i méi cua ngudi tiéu
dung khu vuce ndy. Su khac biét nay c6 thé xudt phat tir théi quen tiéu ding, mirc d6 canh
tranh cua thi truong, va dac diém kinh té x3 hoi cta tung vung.

Heé s6 anh huong f2 ciia Mién Béc (2=0.038) va Mién Nam (f2=0.039) ciing khang
dinh rang ving mién co6 tic dong vira phai dén YDML. Véi gia tri p=0.000 & ca hai
nhom, két qua phan tich chtirng minh rang su khac biét giita cac ving mién khong chi
mang tinh 1y thuyét ma con c6 y nghia thyc tién. Diéu nay nhdn manh rang doanh nghiép
can xay dung cac chién luge marketing pht hop véi ting viing mién. Tai Mién Béc, can
tap trung vao cac yéu té nhu sy on dinh va gia tri truyén théng dé duy tri long trung
thanh. Trong khi do, tai Mién Nam, cac chién dich marketing sang tao va dd6i mé&i nén
dugc wu tién dé khai thac tinh ning dong cta thi truong.

Nhu vay, su khac biét trong tac dong cia viung mién dén Y dinh mua hang l1ap lai
c6 thé duoc 1y giai bdi sy da dang van hda, mire d0 canh tranh thi truong, va thoi quen
tiéu dung dic thu cua timg khu vuce. Cac két qua nay cung cap co so vitng chic cho viéc
thiét ké cac chién lugc marketing phit hop nham t6i wu hoa hiéu qua kinh doanh & cac
ving mién khac nhau.

Tom lai, két qua nghién ciru d3 cung cAp nhitng bing chimg khoa hoc rd rang vé
vai tro cia nhan thirc marketing vi muc tiéu xa hoi (TTXH) trong viéc thic ddy y dinh
mua hang 1ap lai, dac bi¢t trong nganh hang tiéu dung nhanh (FMCG) tai Viét Nam.
Thong qua phan tich cc yéu td trung gian, nghién ciru khong chi 1am sang té co ché tac
dong ctia nhan thitc vé CRM ma con nhan manh cac khéc biét quan trong giita cac nhom
nhan khau hoc va ving mién, tao nén tang virg chic dé dua ra cac chién luogc marketing
tuy chinh.

Pau tién, nghién ctru khang dinh mdi quan hé manh mé gitta nhan thie CRM va
hinh anh thuong hiéu. Két qua nay phu hop véi cac nghién ciru truée ddy cia Dean

(2003) va Nan va Heo (2007), nhdn manh rang céc chién dich CRM khéng chi tao ra gia
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tri x4 hoi ma con gép phan dang ké vao viéc xay dung hinh anh thuong hiéu tich cyec.
Hinh anh thuong hiéu duoc danh gia 13 yéu t6 nén tang, tir d6 thac day cac hanh vi tiéu
dung quan trong nhu truyén miéng tich cuc va tinh yéu thuong hiéu. Két qua nay nhin
manh rﬁng trong bdi canh Viét Nam, cac chién dich CRM, chéng han nhu stir dung bao
bi than thién v41 moi truong hodc tai trg cong déng, khong chi dugc khach hang don
nhan ma con 1a cong cu chién lwge dé cac thuong hiéu FMCG gia ting 10ng trung thanh
va nang cao gia tri thuong hi¢u.

Th hai, vai trd trung gian ctia cac yéu té tinh yéu thuong hiéu va truyén miéng
tich cuc trong mdi quan hé giita CRM va y dinh mua hang lap lai cling duoc xac nhan.
Tinh yéu thuong hiéu, von duoc xem 13 mot yéu td cam xuc siu sic, co tac dong dang
ké dén y dinh mua hang 1dp lai, dac bi€t manh m& & nhém khach hang tré nhu Gen Z va
Gen Y. Nhitng thé hé tré nay, von sinh ra va 16n 1én trong méi truong k¥ thuat sd, dé
dang bi thu hit bai cac yéu td cam xtic va thudng chia sé trai nghiém ctia minh qua céc
nén tang mang xa hoi. Nguoc lai, cdc nhém tudi 1én hon nhu Gen X va Baby Boomers,
tuy van chiu anh hudng tir cac chién dich CRM, lai ¢6 xu huéng tap trung hon vao gia
tri thuc t& va tinh bén vimng cua san pham. Piéu nay khang dinh su can thiét cua céac
chién luwoc marketing dugc tiy chinh cho timg nhom tudi dé toi wu hoa hidu qua cia cac
chién dich.

Thtr ba, nghién ctru con chi ra sy khac biét ro rét vé y dinh mua hang 1dp lai gitra
cac viing mién. Mién Béc, v6i van hoa tiéu ding thién vé truyén thong va su 6n dinh,
thé hién y dinh mua hang ldp lai cao hon, dac biét ddi vai cac thuong hi¢u lau doi va co
uy tin. Mién Nam, noi ndi bt véi tinh nang dong va hién dai, lai wa chudng cac chién
dich sang tao va hép dan hon, dic biét 1a nhiing chién dich nhan manh yéu t trach nhiém
x4 hoi. Trong khi 6, Mién Trung cho thiy y dinh mua hang lip lai thdp hon so véi hai
khu vuc con lai, diéu nay c6 thé 1y giai boi cac dic diém kinh té xa hoi dic thu, chang
han nhu muc d6 d6 thi hoa thip, hé thong phan phdi nho 1&, va van hoa tiéu dung thién
vé tiét kiém. Nhitng khac biét ndy nhan manh tdm quan trong clia viéc phét trién cac
chién lugc marketing dugc diéu chinh phu hop véi dic diém vian hoa, kinh té va xa hoi
cua tung khu vuc dia ly.

Cubi cung, cac két qua nghién ciru mang lai ¥ nghia thuc tién siu sic cho nganh
FMCQG tai Viét Nam. V&i nhém Gen Z va Gen Y, cac thuong hi€u nén tap trung vao viéc

xay dung két noi cam xuc thong qua céc chién dich CRM sang tao, két hop véi viée ca
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nhan hoa trai nghiém khach hang. Vi dy, cac chién dich bao vé méi truong hodc tai trg
cong dong co thé duoc quang ba manh mé trén cac nén tang mang xa hoi. Trong khi do,
d6i v6i nhom Gen X va Baby Boomers, cac thuong hiéu can tap trung vao chat luong
san pham va sy 6n dinh trong thong diép marketing, nham xay dung long tin va su gin
bo lau dai. Tuong tu, tai Mién Béc, cac chién dich marketing nén nhan manh tinh én
dinh va truyén thong, trong khi Mién Nam can tap trung vao cdc yéu td sang tao va hién
dai, va Mién Trung nén uu tién cac chuong trinh tiép cin cong dong va gia tri thyc té.

Nhin chung, nghién ctru khong chi lam ro tac dong cua nhéan thitc CRM trong
nganh FMCG tai Viét Nam ma con cung cip cac goi y chién luoc dé doanh nghiép tdi
vu héa hiéu qua marketing, dic biét trong bdi canh ngay cang canh tranh va doi hoi cao
vé trach nhiém x4 hoi. Béng cach két hop cac yéu t6 van hoa, xa hoi va nhan khau hoc,
doanh nghiép c6 thé xdy dung céc chién luoc marketing vira pht hop véi dic diém dia
phuong vira tao ra gia tri lau dai cho khéach hang va xa hdi.
Tém tat chwong 4

Chuong 4 trinh bay két qua kiém dinh thang do va mo hinh nghién ciru thuc
nghi¢m vé tac dong ctia nhan thirc vé marketing vi myc tiéu xa hdi dén y dinh mua hang
1ap lai cuia nguoi tiéu dung ddi véi nganh hang tiéu dung nhanh tai Viét Nam. Két qua
kiém dinh mé hinh do ludng cho thiy tat ca cac thang do ciia cic khai niém dat gi tri
théng ké. Nhin chung, cac thang do pht hop vé6i dir liéu thi trudng, thoa mén gia tri hoi
tu, gia tri phan biét va do tin cay. Vé gia thuyét nghién ciru d6i véi cac mdi quan hé truc
tiép trong mo hinh, tit ca 10 gia thuyét déu duoc chip nhin véi cac muc do tac dong
khac nhau. Bén canh d6, gia thuyét vé tac dong cta bién diéu tiét phan loai theo nhém
tudi, két qua da ching minh rang c6 su khac nhau vé cac mdi quan hé giita nhom tudi
tré (Gen Z va Gen Y) v6i tudi gia (Gen X va Baby Boomers). Cubi cung, gia thuyét vé
tac dong cua bién kiém soat, ¢6 sy khac nhau gitra ba nhdm vung mién (Mién Bic, Mién
Trung, Mién Nam) vé ¥ dinh mua hang l3p lai ciia ngudi tiéu dung. Qua d6, chuong tiép
theo s& trinh bay thao luan két qua nghién ciru, dong goép ciia nghién ciru vé 1y luan va

thue tién, nhitng han ché va hudng nghién ctru tiép theo.
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CHUONG 5: KET LUAN VA HAM Y QUAN TRI

Gidi thiéu chwong 5

Chuong 5 trinh bay nhitng déng gop méi vé mit 1y luén va thyc tién cua ludn an.
Tiép theo dua ra cac ham ¥ quan trj cho cc bén lién quan. Cudi cing néu 1én mot sb
han ché cua nghién ctru va cic huéng nghién ctru tiém ting c6 thé tiép tuc thuc hién
trong tuong lai.

5.1. Két luén

Trudce tién, nghién ctru nay khéng dinh rﬁng nhan thirc CRM c¢ tac dong tich cuc
va dang ké dén hinh anh thuong hiéu, tinh yéu thuong hiéu, va truyén miéng tich cuc.
Nhitng phat hién nay khong chi cing ¢ co sd 1y thuyét hién c6 ma con 1am sang to6 mot
s6 khia canh quan trong trong bdi canh Viét Nam.

Pau tién, két qua ctia nghién ctru chi ra rang nhan thitc CRM g6p phan nang cao
hinh anh thuong hiéu. Piéu nay hoan toan phu hop véi cac nghién ctu trude day nhu
Dean (2003), Nan va Heo (2007), va Moosmayer va Fuljahn (2010), khi céac tac gia da
nhan manh rang CRM c6 thé xay dyng hinh anh thuong hiéu tich cuc thong qua viéc
lién két thuong hiéu véi cac gia tri xa hoi. Tuy nhién, mot diém dang cha y tir nghién
clru nay 13 tai Viét Nam, yéu t6 vin hoa c6 anh hudng manh mé dén cach ngudi tiéu
dung danh gia CRM. Cu thé, nguoi tiéu dung Viét Nam uu tién cac chién dich CRM tap
trung vao cac van dé cong dong, nhu bao vé mdi truong hodc hd tro gido dyuc. Piéu nay
khac biét dang ké so vdi cac nghién ctru & phuong T4y, noi ma loi ich tai chinh truc tiép
tir cac chién dich CRM thuong dugce danh gia cao hon (Koschate-Fischer va Cong su,
2012).

Hon nita, két qua nghién ciru da khang dinh rang nhan thirc CRM c6 tac dong
tich cuc dén tinh yéu thuong hiéu, phu hop vé6i 1y thuyét trao d6i xa hoi (Blau, 2017) va
cac nghién ctru thuc nghiém nhu ctia Carroll va Ahuvia (2006) va Bergkvist va Bech-
Larsen (2010). Cac nghién ctru nay chi ra rang khi nguoi tiéu ding nhan thiy doanh
nghi¢p thuc hién cac hoat dong xa hoi c6 trach nhiém, ho thuong c6 xu hudng phat trién
tinh cam tich cuc d6i véi thuong hidu. Tuy vay, nghién ciru nay bd sung thém mot diém
quan trong, tai Viét Nam tinh yéu thuong hi¢u khong chi dugc thac déy boi céac gia tri

cOt 161 cta san pham ma con boi sy twong tac xa hdi va truyén thong, dac biét trén cac
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nén tang mang xa hoi. Pic diém nay ndi bat & nhdm Gen Z va Gen Y, bo sung thém goc
nhin méi ma cac nghién ctu trude day it dé cap.

K¢é tiép, nghién ctru nhan manh rang nhan thirc CRM thuic day truyén miéng tich
cuc (Positive WOM), mdt phat hién phu hop vdi cac nghién ciru ctia Karjaluoto va Cong
st (2016) va Dam (2020). Truyén miéng tich cuc, vén dugc coi la mot trong nhiing két
qua quan trong cua CRM, giup lan toa thong di€p thuong hi€éu mot cach hi€u qua. Tuy
nhién, trong bdi canh Viét Nam, truyén miéng tich cuc khong chi xay ra qua cac kénh
giao tiép truc tiép ma con duogc khuéch dai manh mé@ trén cac nén tang mang xa hoi.
Diéu nay khac biét voi cac nghién ciru & cic nudc phat trién, noi truyén miéng tich cuc
thudng tap trung vao cac mdi quan hé ca nhan tryc tiép hon (Liu va Gal, 2011).

Déi v6i vai tro trung gian ciia hinh anh thuong hiéu va tinh yéu thuong hiéu, két
qua nghién ctru khang dinh rang hinh anh thwong hiéu déng vai trd trung gian quan
trong, chuyén héa nhan thitc CRM thanh ¥ dinh mua hang 1ap lai va truyén miéng tich
cuc. Két qua nay phu hop véi nghién ciru ciia Vanhamme va Cong sy (2012), noi hinh
anh thuong hiéu tich cuc duoc xac dinh la yéu td tao dung niém tin va thic déy hanh vi
tiéu dung tich cuc. Pang chu ¥, trong bdi canh Viét Nam, hinh anh thuong hiéu khong
chi phan anh chat lugng san phém ma con dai dién cho cam két x3 hoi cua thuong hi¢u
d6i v6i cong dong. Pay 1a mot bod sung gia tri cho hé thong 1y thuyét hién tai, dac biét
trong céc thi truong méi noi.

Ngoai ra, tinh yéu thuong hiéu, von duge coi 1a mot yéu td cam xuc manh mé,
tiép tuc dugc chimg minh 1a cau ndi hiéu qua dé thic ddy y dinh mua hang lap lai. Diéu
nay hoan toan phu hop voi cac nghién ctru trude nhu cia Carroll va Ahuvia (2006) va
Batra va Cong su (2012). Tuy nhién, nghién ctru ndy mé rong thém rang tai Viét Nam,
tinh yéu thwong hiéu khong chi xuat phat tir cht luvong san phim ma con tir cam két xa
héi cia thuong hiéu. Su gén b6 cam xtic nay dac bi¢t manh mé & nhém Gen Z va Gen
Y, nhin manh tdm quan trong ctia cam xuc x4 hoi trong viéc xdy dung long trung thanh
thuong hiéu.

Déi voi vai tro cua truyén miéng tich cuc va y dinh mua hang lip lai, nghién ctu
tiép tuc nhan manh rang truyén miéng tich cuc khong chi 1a mot két qua hanh vi ma con
12 mot yéu t6 trung gian quan trong giup lan toa thong diép thuong hiéu. Két qua nay
phu hop vo1 cac nghién ctru ciia Arndt (1967) va Hennig-Thurau va Cong su (2004),

truyén miéng tich cuc dugc coi 1a mot phuong thirc hidu qua dé tao dung long tin va
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thuc ddy tiéu dung. Tuy nhién, diém nhan dic biét trong nghién ctru nay 13 tai Viét Nam,
truyén miéng tich cuc chu yéu dién ra trén cac kénh truyén thong xa hdi, tao ra sy lan
tda nhanh chong va rong rdi hon so v6i cac kénh truyén thong. Cubi cing, nghién ctru
cho thy y dinh mua hang lip lai khong chi xuat phat tir chat lvong san phdm hay gia ca
ma con tir su cam két x4 hoi ma thuong hiéu thé hién. Két qua nay phu hop véi cac
nghién ctru trude nhu cua Davidow va Leigh (1998) va Chaudhuri va Holbrook (2001).
Tuy nhién, nghién ctru nay bod sung thém ré‘mg tai Viét Nam, y dinh mua hang lap lai
khong chi 13 mét hanh vi tiéu dung ma con 1 sy thé hién cam két cua nguoi tiéu ding
ddi véi cac gia tri xa ho1 ma thuong hi¢u dai dién. biéu nay lam sang té thém vai tro cua
y dinh mua hang 13p lai trong céac thi trudng noi gia tri xa hoi va cdm xiac dong vai tro
quan trong.

Két qua nghién ctru khong chi xac nhan mé hinh S-O-R ma con mé rong mé hinh
nay khi tich hop thém céc yéu t6 nhan khau hoc, cy thé 1a nhom tudi va viing mién. Pay
13 mot dong gop 1y thuyét quan trong, 1am 16 cach cac yéu tb nay diéu tiét moi quan hé
gitra kich thich (CRM), cam xtic (hinh anh thuong hiéu, tinh yéu thuong hi¢u) va hanh
Vi (truyén miéng tich cuc, y dinh mua hang 1ap lai).

Déi voi vai tro diéu tiét cia nhom tudi, nghién ctru cho thiy nhém Gen Z va Gen
Y c6 xu hudng phan ing tich cuc hon voi cac chién dich CRM, dic biét 1a nhiing chién
dich c6 tinh sang tao va lién quan dén cac van dé xa hoi nong hdi nhu méi truong va
binh déng x4 hoi. Diéu nay phan anh sy nhay cam cao cta cac thé hé tré voi trach nhiém
x4 hoi va su ky vong vao vai trd ctia doanh nghiép trong viéc cai thién cong ddng. Nguoc
lai, Gen X va Baby Boomers c6 xu huéng quan tim hon dén cac yéu té truyén thong
nhu chit lvong san pham hodc do tin cdy cua thuong hiéu. Diéu nay bo sung thém vao
Iy thuyét nhan khau hoc trong hanh vi nguoi tiéu dung. Két qua nay hoan toan twong
d6ng voi nghién ctru ctia Solomon va Cong sy (2012) va Hair va Cong su (2021). Tuy
nhién, nghién ctru ndy nhan manh rang yéu t6 cong nghé va mang xa hoi d 1am ting
thém sy nhay cam ciia nhom nay vdi cac gia tri xd hoi, diéu ma cac nghién ciru trude
chua tap trung khai thac day du.

Hon thé nita, nghién ctru ciing chi ra rang phan ing cua nguoi tiéu dung doi véi
CRM c0 su khéc biét rd rét giita cac ving mién. Diéu nay phu hop véi cac Iy thuyét vin

hoa cua (Hofstede, 1984), nhung nghién ctru nay di sdu hon khi gii thich rang nhiing
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khac biét nay khong chi 13 vin hoa ma con phan anh sy phat trién kinh té va cac dic
diém x3 hoi dic thu cua tung khu vyc tai Viét Nam.
5.2. Pong gop méi cia luan an

Trude hét, luan 4n ndy gop phan lam rd vai trd ciia marketing vi muyc tiéu xa hoi
(Cause-Related Marketing CRM) trong viéc hinh thanh va chuyén hoa cac phan tng
thai dg, hanh vi ctia nguoi ti€u dung trong nganh hang ti€u dung nhanh (FMCG) tai Viét
Nam. Dua trén dit liéu dinh lwong quy mé phu hop va cac kiém dinh théng ké nghiém
ngit, nghién ctru chi ra ring nhén thice tich cuc vé& CRM (TTXH) ¢6 tic dong duong va
c6 ¥ nghia dén ba bién két qua quan trong ¢ ting thai d6 bao gdm: hinh anh thuwong hiéu
(HATH), tinh yéu thuong hiéu (TYTH) va truyén miéng tich cwc (TMTC). Tir d6, nghién
ctru gop phan xac 1ap mot tuyén tic dong nhat quan: TTXH dén (HATH/TYTH/TMTC)
dén y dinh mua hang 1ap lai (YDML), phui hop vé6i khung 1y thuyét Stimulus - Organism
- Response (S-O-R) va 1am phong phu thém bang chiing trong bdi canh thi truong méi
ndi.

Diém méi thir nhat va cling 1a trong tdm hoc thuat do la nam ¢ viéc mo ta cau
truc tac dong khong ddng déu giita cac bién trung gian. Khac véi nhiéu nghién ciru trudce
day thudng suy doan rang nhan thitc CRM chu yéu nudi dudng khia canh cam xtc, luin
an cho thay hinh anh thuong hiéu méi 1a bé d& trung tdm trong chudi chuyén héa tir
nhan thirc CRM sang phan Umg hanh vi. Noi cach khac, khi nguoi tiéu dung danh gia
cao tinh phu hgp thuong hi¢u va nguyén nhan, minh bach dong gép va dd tin cay chuong
trinh, diéu ho cung cd dau tién khong chi 14 cam tinh tirc thoi ma 1a nhéan thuce tich cuc
va hé théng vé thuong hi¢u: thuong hi¢u dugc xem la dang tin, c6 trach nhiém, lién
tudng tich cuc tré nén dam nét hon, va vi thé thuong hi¢u trong tam tri nguoi ti€u dung
duoc ning 18n. Trén nén tang nhan thirc d6 truyén miéng tich cuc ¢ diéu kién phat sinh
va lan téa, con y dinh mua lap lai thi tang 1én theo thoi gian. Két qua nay giup tinh chinh
cach hiéu vé co ché CRM bao gébm cam xuc tich cuc (tinh yéu thuong hiéu) vin quan
trong, nhung khong du néu thiéu mot hinh anh thuong hi¢u manh, nhét quan va dang tin
cay lam nén.

Diém méi thi hai 14 1am 6 vai tro twong ddi giira cac bién trung gian. Luan an
ghi nhén cac duong din qua tinh yéu thuong hiéu ¢ ¥ nghia thong ké, nhung cuong do
thip hon so véi duong din qua hinh anh thuong hiéu. Diéu nay cho thiy ring cam xuc

yéu thich vé thwong hiéu c6 thé duoc danh thirc bai cac chién dich CRM giau tinh nhan
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van, song dé cam xtic d6 bén va chuyén hoa thanh hanh vi lip lai, cAn mét 1ép nhan thirc
6n dinh vé chat lwong, uy tin va nhat quan ctia thuong hi¢u. Phat hién nay dong thoi goi
¥ cho cac nghién ciru sau vé chudi trung gian bac hai (HATH dén TYTH dén Phan tng
clia ngudi tiéu dung) va tao tién dé dé thao luan sau hon vé diéu kién du dé cam xuc
chuyén hoa thanh hanh vi trong bdi canh FMCG, noi tinh tién dung, gia tri st dung va
kha dung kénh van déng vai trd nén tang.

Thi ba, luan 4n déng gop vé khung giai thich. Viéc dat CRM trong mé hinh  S-
O-R cho phép thé hién mach lac tir kich thich (tin hiéu dao durc, xa hoi, tinh phu hop
thuong hi¢u va nguyén nhan, minh bach dong gop), qua co ché ndi tai (nhan thic va
cam xuc d6i véi thuong hiéu), dén dép ng hanh vi (truyén miéng tich cuc, y dinh mua
hang 1ap lai). Két qua thuc nghiém phu hop véi ky vong 1y thuyét va quan trong hon 1a
chi ra rang thanh phan ndi tai (Organism) khong don nhat nghia 1a hinh anh thuong hiéu
va tinh yéu thuong hiéu dong thoi van hanh, nhung hinh anh thuong hiéu dong vai tro
18i cau trac con tinh yéu thuong hiéu 13 18i cam xtc. Tuy vao bdi canh nganh hang va
van hoa tiéu dung, hai thanh phan nay c6 thé ting hodc giam trong sb trong viéc dan
hanh vi. Pong gbép nay giup cing cb va khiang dinh mé hinh S-O-R trong bdi canh
marketing vi muc tiéu xa hoi, mo ra khong gian dé cac nghién ctru sau kiém dinh céac
moi quan hé giira hinh anh thuwong hiéu véi tinh yéu thuong hiéu va nguoc lai hoic tac
dong tuong tac giita hai thanh phan cta Organism.

Diém mdi tht tu 13 luan 4n mo rong ranh gidi khai quat hoa khi kiém dinh khac
biét theo nhoém tudi (phan loai theo nhém thé hé) va ving mién. Két qua cho thiy co su
diéu tiét nhat dinh theo nhom tudi (Gen Z/Gen Y so v6i Gen X/Baby Boomers) va theo
khéng gian dja Iy (Bic - Trung - Nam) ddi véi y dinh mua hang 13p lai duéi tac dong
ctia CRM. Vé mit Iy thuyét, didu nay cing cd luan diém rang hiéu tng CRM 1a phu
thudc bdi canh: khac biét trong trai nghiém s6, chuan muc x4 hoi va ky vong vé tinh
chinh danh ctia hoat dong vi cong ddng c6 thé 1am ting hodc giam do nhay cia ngudi
tiéu dung truéc ciing mot kich thich marketing. V& mit hoc thuat, phat hién nay goi y
rang cac mo hinh hanh vi dya trén CRM can tich hop 16p diéu kién hoa dé tranh gia dinh
ngim vé tinh dong nhat cua nguoi tiéu dung. Vé mit thyc nghiém, day 1a bang chimg
ndi dia quy gia giup diéu chinh ky vong von duoc xay dung chu yéu tir bdi canh phuong

Tay.
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Th ndm, luan 4n dong gdp vé do ludng va phuong phap. Mot mit, nghién ctru
chuan hoéa, thich nghi cic thang do TTXH theo ba c4u phan thuong dugc thira nhan
trong cac tai liéu qudc té bao gdm dong co cam nhan, dd phit hop thuong hiéu va nguyén
nhan, va dg tin cay va hiéu luc chuong trinh vao ngit canh Vi¢t Nam. Mat khac, nghién
ctru ciing van dung cac thang do hinh anh thuong hiéu c¢6 nhdn manh dén khia canh cam
xuc, x3 hoi von c6 lién hé chat véi két qua hanh vi hau tiéu dung trong FMCG. Bén canh
do, tinh yéu thuong hi¢u dugc do theo hudng da chiéu (nhan thirc, cdm x1ac, hanh vi chu
¥), gitip phan anh xac thyc hon trang thai gin bo tinh cam thay vi chi do yéu thich don
thuan. Vé phuong phap, viéc sit dung mé hinh cau triac véi kiém dinh db tin cay, do gia
tri, do luong tinh bét bién (khi thuc hién so sanh nhém), va phan tich da nhém d3 tao ra
d6 tin cay nodi tai cho két luan. Nhitng dong gop nay 1am gia ting gia tri tham chiéu cua
b thang do Viét hoa cho cac nghién ciru tiép theo vé CRM, hinh anh thwong hiéu, tinh
yéu thuong hiéu, truyén miéng tich cuc va y dinh mua hang lap lai.

Tht sau, ludn 4n mang lai dong gop bdi canh quan trong cho Viét Nam. Trong
mot thi truong dang tang tdc s6 hoa, mirc do canh tranh cao va do nhay gia cua ngudi
tiéu dung van dang ké, luan an cho thiy cac chuong trinh CRM khong chi tot dé co, ma
c6 thé tao ra khac biét dinh vi néu théa man hai diéu kién d6 1a phu hop that véi ban sic,
thi truong muyc tiéu cua thwong hiéu va minh bach that trong co ché két qua dong gop.
Khi hai diéu kién nay dat ngudng, nhan thirc tich cuc vé CRM khong dirng & thién cam
dao dtrc ma tro thanh loi thé nhan thic vé thuong hiéu, qua d6 giam ma sat trong quyét
dinh mua hang 1dp lai va nuéi dudng truyén mi¢ng tich cuc mot cach tu nhién, bén viing.
Pay 1a mot diém méi quan trong, gitup hiéu chinh céc tranh luan cho rang CRM chu yéu
dem lai hao quang dao dirc ngén han.

Tht bay, xét theo hudng tong hop, luin an dong gbp theo ba truc: mét 1a xac lap
thir ty cuong do tac dong gitta cac bién két qua v6i hinh anh thwong hiéu 13 hat nhén;
hai 1a [am rd vai tro trung gian trdi cua hinh anh thuong hiéu so véi tinh yéu thuong hi¢u
trong viéc chuyén héa nhan thirc CRM thanh truyén miéng tich cuc va y dinh mua hang
1ap lai; va ba 1a cung cap bang chimg diéu kién hoa theo nhom tudi va ving mién trong
bbi canh Viét Nam tir d6 nang sirc khai quat ctia mo hinh trong cac thi truong méi noi.
Ba tryc ndy twong thich va b trg cho nhau trong d6 ciu trac tac dong khong ddng déu
giai thich vi sao can wu tién hinh anh thuong hiéu; vai trd trung gian troi cia hinh anh

thuong hi¢u chi ra don béy thuc chat trong thiét ké can thi€p; con diéu kién hoa nhan
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khau va khong gian (nhém tudi va ving mién) gitp dinh vi pham vi ap dung két qua va
goi v thiét ké nhém ddi ching trong cac thir nghiém trién khai ngoai hoc thuat.

Cudi cung, xét vé gia tri st dung ddi vai cong déng hoc thuat va thuc hanh, luan
an dong vai trd nhu mot nghién ciru gdc phuc vu hai muc tiéu. Mot 1, cung cip bd
chtrng ctr noi1 dia co chét lugng vé mbi quan h¢ cuia CRM, hinh anh thuong hiéu, tinh
yéu thwong hiéu, truyén miéng tich cuc va ¥ dinh mua hang lip lai, gia ¢ cho dong
nghién ctru vé marketing dinh huéng xa hoi trong khu vyc. Hai la, dé xuit mot khung
do ludng va giai thich du chi tiét dé cac nghién ciru tiép theo c6 thé mé rong theo huéng
so sanh nganh (FMCG so véi dich vu), so sanh kénh (truyén théng SO V01 sé), hoac so
sanh dija 1y (thanh thi - néng thon, ving sau - ving xa), cling nhu kiém dinh thém cac
cAu phan khéc ctia Organism (niém tin, hai 1ong) va bién dap tng (gia tri vong doi, gidi
thiéu thuong hi¢u).

5.3. Ham y quan tri

Céac ham ¥ quén tri dugc suy ludn truc tiép tir cac két qua thyc nghiém cua luan
an, bao gdm cac mdi quan hé cé y nghia thong ké trong mé hinh PLS-SEM ¢ Chuong 4
(hé s6 dudng din, murc ¥ nghia va mirc d6 tac dong). Pong thoi, ludn an str dung két qua
kiém dinh tinh bat bién do luong (MICOM) va phan tich da nhém (PLS-MGA) theo
Nhoém tudi, cling nhu kiém dinh sy khac biét theo vung mién, dé lam 16 mtrc 46 khac
nhau cia co ché tic dong giita cic nhom, qua d6 dé& xuat ham y phu hop cho timg ddi
tuong lién quan. Vi vay, cac khuyén nghi khong chi dua trén tac dong trung binh toan
mAu ma con phan anh di biét theo nhém nhan khau hoc va bdi canh dia Iy ctia ngudi tiéu
dung.

5.3.1. P6i véi yéu t6 Nhan thirc vé Marketing vi muc tiéu xa hoi

Két qua kiém dinh mé hinh ciu tric cho thiy Nhan thic vé Marketing vi muc
tiéu xa hoi (TTXH) c6 tac dong tich cuc dén Hinh anh thuong hiéu (HATH), Tinh yéu
thuong hiéu (TYTH) va Truyén miéng tich cuc (TMTC), trong d6 muc d6 anh hudng
dén HATH 1a manh nhat. Pong thoi, cac phan tich trung gian trong Chuong 4 cho thay
TTXH con gian tiép anh huong dén Y dinh mua hang lap lai (YDML) théng qua chudi
co ché HATH — TYTH va HATH — TYTH — TMTC. Diéu nay khang dinh rang
TTXH dong vai tro 1a kich thich khoi phat trong khung S-O-R, kich hoat cac phan tng
nhén thirc va cam xtc, tir d6 dan dén hanh vi. Trén co sé cac két qua kiém dinh mo hinh

céu tric va phan tich trung gian da trinh bay & Chuong 4, ¢6 thé khang dinh rang TTXH
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dong vai tro 13 yéu td khai phat trong chudi tac dong dén hanh vi ngudi tiéu dung, thong
qua viéc cai thién HATH, cing ¢6 TYTH va thiic ddy TMTC. Dic biét, cac két qua cho
thdy TTXH khong chi co tac dong tryc tiép ma con tao ra hiéu Gng gian tiép dén YDML
thong qua cac co ché trung gian cam xuc va hanh vi. Diéu nay ham ¥ rang viéc trién
khai CRM khong chi 14 van dé truyén thong don 1¢é ciia doanh nghiép ma con gan voi
moi trudng thé ché, co ché giam sat xa hoi va hanh vi lya chon cta ngudi tiéu dung.

Do d6, dé bao dam tinh lién két giita két qua nghién ctru va phan khuyén nghi
quan tri, cic ham ¥ dudi ddy duoc phan tach thanh hai nhom: (i) ham ¥ quan tri ddi véi
doanh nghiép — 1a chu thé truc tiép thiét ké va trién khai CRM; va (ii) ham y ddi véi cac
bén lién quan khac bao gdm Chinh phu, t6 chtrc phi loi nhuan va ngudi tiéu dung — 1a
nhirng chu thé gop phan dinh hinh méi trudng minh bach, ciing ¢d niém tin va hd tro co
ché tac dong da dugc kiém dinh trong mé hinh nghién ciru. Viéc phan tich nay nham
1am 6 rang hiéu qua cia CRM khong chi phu thudc vao chién lugc doanh nghiép, ma
con chiu anh hudng bai hé sinh thai tiéu dung va thé ché xa hoi rong hon.

(i) Ham y quan tri d6i véi Doanh nghiép

Két qua nghién ciru cho thdy nhan thirc ctia khach hang vé marketing vi muc tiéu
xa hoi (TTXH) c6 tac dong tich cuc va khac biét dén ba yéu td cam xtc, nhan thie 1a
Hinh anh thuong hiéu (HATH), Tinh yéu thuong hiéu (TYTH) va Truyén miéng tich
cuc (TMTC). Tur do, cac doanh nghi¢p FMCG tai Viét Nam can c6 chién lugc CRM
khong chi mang tinh biéu trung ma phai thuc chat va phu hop véi bdi canh tiéu ding
moi.

- bam bao tinh chan thuc va minh bach trong cac hoat dong CRM.

Trong moi trudong hdu COVID-19, nguoi ti€u dung Viét Nam ngay cang cé xu
huéng hoai nghi cac chién dich mang tinh dao dc chi nhim muc dich quang ba. Do do,
doanh nghiép can cong bd cac bao cao tac dong dinh ky, sir dung minh chimg thuc té va
s6 liéu do luong cu thé vé hiéu qua xa hoi ma céc chién dich CRM mang lai (vi du: sb
lugng cay tréng duoc, hoc sinh duoc hd tro, ving dan cu duge cung cr?ip nudc sach...).
Diéu nay khong chi ting mirc d6 tin cdy ma con cung ¢6 hinh anh thuong hiéu tich cuc
trong tam tri nguoi tiéu dung.

- Két nbi chat ché CRM véi dic diém nganh hang tiéu dung nhanh.

Trong nganh FMCG vén ¢6 chu ky mua lip lai cao, gia tri don hang nho, va canh

tranh khdc liét, yéu td tinh yéu thwong hiéu (TYTH) déng vai tro quan trong nhung lai
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chiu tac dong thip tir CRM néu doanh nghiép khong 1dng ghép CRM vao trai nghiém
tiéu dung thyc t&. Doanh nghiép can dam bao chit luong san pham nhat quan, dong goi
than thién moi1 trudong, nhan mac minh bach, va tich hop thong diép xa hdi vao bao bi
hozc mi QR hudng din ngudi dung theo dbi tién do thuc hién chién dich.

- Tang cudng su tham gia cia ngudi tiéu dung vao chién dich CRM.

Chién dich CRM nén chuyén tir huéng marketing don chiéu sang mé hinh tuwong
tac hai chiéu. Vi dy, cho phép nguoi tiéu dung bo phiéu Iyra chon muc tiéu x3 hoi duoc
tai tro (gido duc, méi truong, y té...), hodc nhan phan hdi vé dong gop cua ho sau mdi
lan mua hang thong qua app, email hodc tin nhan. Cach tiép cin niy tao ra sy dong so
hitu giita thuong hiéu va nguoi tiéu dung, tir d6 ning cao cam giac két ndi va long trung
thanh thuong hi¢u.

- Ca nhan hoa thong diép CRM theo tirng phan khuc khach hang.

Nguoi tiéu dung thudc cac nhom tudi khac nhau nhu Gen Z, Gen Y, Gen X va
Baby Boomers ¢6 cach tiép nhan thong diép xa hoi khac nhau. Doanh nghiép nén tan
dung dit liéu hanh vi ti€u dung dé diéu chinh noi dung chién dich, vi du: Gen Z nhay
cam véi cac van dé méi trudng va mang xi hoi; Gen Y quan tdm dén cong bang xa hoi
va gido duc; con Baby Boomers chu trong gia tri cong dong va truyén thong. Piéu nay
s& nang cao do cong hudng cam xuc, dic biét 1a voi TYTH va hanh vi truyén miéng
(TMTC).

- Tich hgp CRM trong chién lugc dai han, khong chi ngén han.

Thay vi xem CRM nhu mot hoat dong marketing thoi vy, cdc doanh nghi¢p
FMCG nén xay dung chién luoc CRM nhu mot phan trong chién luoc phét trién bén
viing toan di¢n. Viéc dau tu vao céac chuong trinh dai han c6 thé tao nén du 4n x3 hoi
cho thuong hiéu, ting d6 trung thanh cta khach hang va tao loi thé canh tranh dai han
mot yéu t6 then chdt trong nganh tiéu ding nhanh von c6 do phan hoa thuwong higu cao
nhung mirc d6 trung thanh thap.

(i) Him y quan tri d6i véi Chinh phii, T6 chirc phi lgi nhuin va Nguoi tiéu
dung

Viéc dé xuat ham y cho cac bén lién quan ngoai doanh nghiép xuét phat tir chinh
két qua nghién ctru ctia luan an. Cu thé, TTXH 14 bién kich thich c6 anh hudng dén nhan
thirc va hanh vi ngudi tiéu dung; do d6, méi trueong thé ché va xi hoi dong vai tro dinh

hinh muc d6 tin cay ciia nguoi tidu ding dbi v6i cac hoat dong CRM. Khi CRM thiéu
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minh bach hoic bi nghi ngd, chudi tac dong tir TTXH dén HATH va TYTH s& suy giam.
Vi vy, dé co ché tac dong nay van hanh hi¢u qua, can c6 sy tham gia cua cac chu thé
ngoai doanh nghiép.

- Doi véi Chinh phii

Co quan quéan 1y can dua ra cac quy dinh bat budc yéu cau doanh nghiép FMCG
cong khai thong tin vé cac chién dich CSR, dic biét 1a s6 liéu do luong tac dong xa hai.
Diéu nay gitip dam bao tinh minh bach, déng thdi ngan chan tinh trang danh bong hinh
anh khi doanh nghiép chi tuyén bé thuc hién CSR nhung khong c6 hanh dong thuc chét.
Ngoai ra, chinh phii c6 thé cung cap hd tro tai chinh hodc wu dii thué cho cac doanh
nghiép FMCG cam két thuc hién CRM hiéu qua. Piéu nay khéng chi khuyén khich
nhiéu doanh nghiép tham gia vao cac hoat dong trach nhiém xa hoi ma con gop phan
nang cao nhan thirc chung cta cong ddng vé tam quan trong ctia CSR.

- Doi voi To chike phi lgi nhudn

Céc to chirc phi loi nhuan c6 thé dong vai tro trung gian giam sat va dam bao
doanh nghiép thuc hién dung cam két CSR, tranh tinh trang thuong hiéu quang ba sai
1éch vé tac dong x3 hoi ciia minh. Pidu nay giup duy tri 1ong tin ctia khach hang ddi véi
céc chién dich marketing vi muc tiéu xa hdi. Bén canh do, vi¢c td chirc cac hoi thao va
bao cio thuong nién vé CSR s& gitip ngudi tiéu dung c6 thém thong tin dé danh gia murc
d6 cam két cua cac thuong hiéu FMCG, tir 6 dua ra quyét dinh mua sim c¢6 trach nhiém
hon.

- Doi véi Ngwoi tiéu ding

Nguoi tiéu ding can chu dong tim hiéu va danh gia mic d6 minh bach cua cac
chién dich CRM & tranh bi tic dong bai nhitng chién dich marketing mang tinh quang
c40 qua mirc. Mot cach hiu qua 13 kiém tra cac bao cdo tac dong xa hoi do doanh nghiép
cong bd hodc tham khao cac danh gia doc 1ap tir cac to chirc uy tin. Tir d6, khach hang
6 thé truc tiép ung hd cac thuong hi¢u c6 trach nhiém xa hoi béng cach uu tién mua
sam tur nhirng doanh nghi¢p FMCG thuc hi¢n CRM thuc chat. biéu nay khong chi tao
dong lyc dé cac thuong hiéu nang cao trach nhiém xa hoi ma con gop phan xay dung
mot thi truong bén ving va dang tin cay hon.
5.3.2. P6i v6i yéu t6 Hinh anh thwong hiéu

Két qua kiém dinh m6 hinh ciu trac & Chuong 4 cho thiy Hinh anh thuong hiéu

(HATH) c6 tac dong manh mé dén Tinh yéu thuong hiéu (TYTH) va Truyén miéng tich
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cuc (TMTC), ddng thoi tham gia vao cac chudi trung gian dan dén Y dinh mua hang lap
lai (YDML). Piéu nay khang dinh HATH déng vai trd 14 bién nhan thirc trung tim
(organism — thanh t6 nhan thirc trong khung S-O-R), 1am cau ndi giita kich thich tir nhan
thirc vé marketing vi muc tiéu xa hoi (TTXH) va phan tng hanh vi ctia ngudi tiéu dung.
N6i cach khac, di TTXH 14 yéu t6 khai phét, nhung chinh hinh dnh thwong hi¢u méi 1a
co ché chuyén héa nhan thirc xa hoi thanh cam xtGc va hanh vi cu thé. Ddi véi nganh
hang ti€u dung nhanh (FMCG), mét thuwong hi¢u c6 hinh anh manh mé& khong chi giap
duy tri sy trung thanh cua khach hang ma con tao ra hi¢u ung lan toa rong rai trén thi
truong thong qua truyén miéng. Piéu nay dic biét phu hop véi bdi canh tidu dung tai
Viét Nam, noi khach hang thudng dua ra quyét dinh dua trén uy tin thuong hiéu va su
gidi thiéu tir nguoi quen. Trén co s cac bang ching thyc nghiém nay, ¢ thé phan tach
ham ¥ quan tri thanh hai nhém: (i) ham y ddi v6i doanh nghiép — chii thé truc tiép kién
tao va quan tri hinh anh thuwong hiéu; va (ii) ham y d6i v6i cac bén lién quan khac —
nhirng cha thé gop phan dinh hinh méi trudng thé ché va xa hoi anh huéng dén sy hinh
thanh va duy tri hinh anh thuong hiéu.

(i) Ham y quan tri d6i véi Doanh nghiép

Céc ham ¥ duéi day duoc rat ra truc tiép tir két qua cho thady HATH c6 anh hudng
manh dén TYTH va TMTC. Diéu nay dac biét quan trong trong nganh FMCG, noi muc
d6 thay thé thuong hiéu cao va quyét dinh mua thuong dién ra nhanh chéng. Khi hinh
anh thuong hiéu tich cuc dugc cing ¢, no khong chi kich hoat tinh yéu thuong hi¢u ma
con thiic ddy hanh vi lan truyén tich cuc, tir d6 gian tiép gia ting YDML.

- Pinh vi hinh anh thuong hiéu gan véi gia tri xa hoi va ban sic van hoa Viét:

Doanh nghiép can xay dung hinh anh thuong hiéu khong chi xoay quanh chat
luong san pham, ma con phan anh gia tri dao duc, ban sic dia phuong va déng gop xa
hoi. Trong bbi canh ngudi tiéu dung Viét ngay cang cé y thiic cao vé phat trién bén viing
va trach nhiém xa hdi, viéc thuong hi¢u gén lién véi thong di¢p nhu “xanh — sach — vi
cong dong” s& tao ra hiéu ing cam xuc manh, thuc day TYTH va TMTC.

- Tang cudng quan tri trai nghiém thuong hiéu tai moi diém cham.

Hinh 4nh thuong hi¢u trong tam tri khach hang khong chi dugc hinh thanh tur
quang céo, ma tur trai nghiém thyuc té khi mua sam tr bao bi, nhan vién ban hang, hau

méi dén trai nghiém online. Vi ngudi tiéu dung FMCG thudng xuyén mua hang & siéu
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thi, ctra hang tién loi, va cic sin TMDT, doanh nghiép can dam bao sy nhat quan thuong
hiéu & moi kénh, tir cach trung bay, thong diép trén bao bi, dén ndi dung quang céo sd.

- T6i wu héa truyén thong s6 dé khuéch dai hinh anh thuong hiéu.

Nguoi tieu dung Viét, dac biét 1a thé hé Gen Z va Gen Y, c6 xu huong tiép can
thuong hiéu qua mang xa hoi. Doanh nghiép can tan dung ndi dung do ngudi dung tao,
KOLs/Influencers c6 uy tin va cac chién dich “ké chuyén thuong hi¢u” dé tao su lan toa.
Viéc khuyén khich khach hang chia sé trai nghiém, cdu chuyén c nhan lién quan dén
thwong hiéu ciing gbp phan ning cao TMTC va cing ¢ HATH.

- Gan két thuong hiéu véi cong ddng dia phuong théng qua CRM va CSR.

Viéc tham gia hodc khoi xudng cac chuong trinh trach nhiém xa héi (CSR) nhu
hd tro viing ndng san, bao vé mdi trudng, hay gido duc tré em ving khé khin... s& gitp
thuong hi¢u tao ra su déng cam siu sic véi cong déng. Dic biét, néu cac chuong trinh
nay dugc truyén thong hiéu qua va 10ng ghép vao san pham tiéu dung hang ngay, thuong
hiéu s€ dugc ghi nhan khong chi vi chat lugong ma con vi “gia tri xa hdi tich cuc”, tur do
tao TYTH bén viing.

- Bo luong va quan tri hinh anh thuwong hi€éu mét cach chu dong.

Doanh nghiép nén dau tu vao cac chi sé theo ddi thwong hiéu, nhu mirc do nhan
biét, mirc d6 yéu thich, d6 tin cay va kha ning truyén miéng. Ngoai ra, can theo ddi phan
hoi nguoi tiéu dung theo thoi gian thuc trén mang xa hoi dé diéu chinh kip thoi cac yéu
t6 truyén thong hodc chién dich CRM c¢6 nguy co gay hiéu 1am, lam anh huéng dén hinh
anh thuong hiéu.

(i) Him y quan tri d6i véi Chinh phii, T6 chirc phi lgi nhuin va Nguoi tiéu
dung

Viéc dé xuat ham y cho cac bén lién quan ngoai doanh nghiép xuat phat truc tiép
tir két qua nghién ciru cho thdy HATH 1a co ché trung tim chuyén hoa kich thich thanh
hanh vi. Hinh anh thuong hiéu khong chi dugc hinh thanh béi nd luc truyén thong noi
bd cua doanh nghi¢p ma con chiu &nh hudng bdi mirc d§ minh bach, su gidm sat xa hdi
va niém tin cia cong ddng. Do d6, dé co ché tac dong HATH — TYTH — TMTC véan
hanh hi¢u qua, can co su tham gia cua cac chu thé trong h¢ sinh thai tiéu dung.

- Doi véi chinh phii

Pé hd trg khach hang trong viéc nhan dién cac thuong hi€u c6 trach nhiém, chinh

phil ¢6 thé xay dung hé thong ching nhan thuong hi¢u bén viing. Hé thong nay khong
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chi giup nguoi tiéu dung dé dang danh gia mirc do dang tin cdy cua thwong hiéu ma con
tao dong luc cho doanh nghiép cam két manh m& hon véi cac gia tri bén viing.

- Doi vdi to chike phi lgi nhudn

Céc t6 chirc phi loi nhuén c6 thé dong vai tro quan trong trong viéc giam sat va
danh gid mtrc 46 minh bach cta hinh anh thuong hiéu. Viéc xay dung hé théng danh gia
dua trén tac dong thuc té, thay vi chi dya vao chién dich PR, sé& gitp han ché tinh trang
"greenwashing" khi thuong hiéu tuyén b6 cam két trach nhiém xa hoi nhung khong co
hanh dong cu thé. Ngoai ra, ting cudng hop tac voi doanh nghiép ciing 13 mot giai phap
hiéu qua, gitp dam bao rang hinh anh thuong hiéu phan anh ding cac gia tri bén ving.
Bang cach phat hanh cac bao céo dinh ky vé nhimng thwong hiéu c6 trach nhiém xa hoi
cao, to chirc phi loi nhuan ¢ thé cung cap cho ngudi tiéu dung nhitng thong tin dang tin
cdy, giup ho dua ra quyét dinh mua sam dang dén hon.

- Doi véi ngwoi tiéu ding

Nguoi tiéu ding can trd thanh nguoi mua hang thong minh, danh gia hinh anh
thuong hiéu dya trén bang ching thuc té thay vi chi tin vao quang cdo. Mot cach hiéu
qua 1a tham khao thong tin tir cic to chirc danh gia doc 1ap hodc cic nén tang phan hdi
khach hang dé c6 cai nhin toan dién hon. Ngoai ra, khach hang c6 thé tham gia vao céc
nén tang danh gia thuong hiéu c6 trach nhiém xa hoi, gitp thic day doanh nghiép diéu
chinh chién luoc thuong hi¢u theo hudng tich cuc hon. Vi¢c ung ho cac thuong hi€u co
cam két CSR manh mé& khong chi mang lai gia tri cho c4 nhan ma con gop phan tao dong
luc dé doanh nghiép tiép tuc du tu vao phat trién bén virng.
5.3.3. P6i v6i yéu to Tinh yéu thwong hiéu

Két qua phan tich mé hinh c4u trac va kiém dinh trung gian & Chuong 4 cho thy
Tinh yéu thuong hiéu (TYTH) c6 tac dong tich cuc va cé y nghia thong ké dén Y dinh
mua hang 13p lai (YDML) va Truyén miéng tich cuc (TMTC). Pong thoi, TYTH con
tham gia vao chudi trung gian HATH — TYTH — YDML va HATH — TYTH —
TMTC, ciing nhu chudi trung gian ndi tiép tir TTXH dén hanh vi. Diéu nay khang dinh
TYTH la thanh t6 cam xuc cdt 18i trong giai doan “Organism” ctia mé hinh S-O-R, déng
vai tro chuyén héa nhan thirc vé thuong hiéu thanh hanh vi cy thé.

N6i cach khac, néu HATH dai dién cho cdu phan nhan thac thi TYTH dai dién

cho cau phan cam xuc, va chinh yéu t6 cam xic nay quyét dinh muc do bén viing cua
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hanh vi mua 1ap lai. Trén co sé cac két qua thuc nghiém do6, ham y quan tri dugc dé xuit
theo hai nhom chu thé nhu sau.

(i) Ham y quan tri d6i véi Doanh nghiép

Mic du tinh yéu thwong hiéu (TYTH) c6 anh huodng tich cuc dén truyén miéng
tich cuc (TMTC), nhung mutc d6 anh huéng chua manh bang hinh anh thuong hiéu
(HATH). Diéu nay cho thiy doanh nghiép khong chi can tao duyng cam xtc yéu thich
thuong hiéu ma con phai gin két diéu d6 véi trai nghiém thuc té va gia tri san pham cy
thé. Dic biét trong nganh FMCG tai Viét Nam noi canh tranh gay git va ngudi tiéu dung
dé thay d6i hanh vi tiéu dung, viéc nudi dudng TYTH doi hoi mot chién luge bai ban,
lién tuc va ¢ chiéu sau.

- C4 nhan hoa trai nghiém ti€u dung.

Doanh nghiép FMCG nén ap dung cac chién luoc c4 nhan hoa trén nén tang dir
liéu ngudi tiéu dung nhu hanh vi mua hang, khu vuc sinh séng, do tudi,... Vi du: cung
cAp goi qua ting ca nhan hoa, chuong trinh tich diém theo s thich hodc nhin tin chim
soc khéach hang dip sinh nhat. Nhitng tuong tdc nhd nhung dung lac va c6 ¥ nghia s€
kich thich cam xtc tich cuc va gia taing TYTH.

- Tang cudng yéu td cam xuc trong bao bi va quang céo.

Trong FMCG, noi quyét dinh mua hang thuong dién ra nhanh chéng thi yéu to
bao bi cam xuc dong vai trd then chdt. Thiét ké bao bi nén goi 1én cac yéu té gan vai gia
dinh, cong dong hoic ky tc tich cuc. Pong thoi, cac chién dich quang céo nén tap trung
vao gia tri cam xuc thay vi chi thong tin chirc nang. Vi du: quang céo sita gin voi hinh
anh me cham con, hay nudc ria tay gén vO1 su bao vé strc khoe ca nha.

-Ké chuyén thuong hi¢u trén nén tang mang xa hai.

Doanh nghiép can tan dung Facebook, TikTok, YouTube dé chia sé cau chuyén
thuong hi€éu mot cach mach lac, cam dong va nhat quan. Nhiing cau chuyén vé nguoi
sang lap, hanh trinh phat trién san phim, dong gop xi hoi hoic hanh dong thiét thuc
trong COVID-19 c6 thé tao cam himg va ting sy dong cam. Két hop véi nguoi tiéu dung
that dé ké chuyén s€ tang tinh xac thyuc va sy lan toa.

- Géan két chién dich CRM véi yéu t6 ca nhan va cong dong.

Chién dich marketing vi myc tiéu xa hoi (CRM) can duoc thiét ké dé khong chi
thé hién trach nhiém xa hdi ma con khoi goi niém tu hao c4 nhan cho nguoi tiéu dung.

Vi du: ghi tén khach hang 1én san pham khi ho ung ho méot quy gido duc; hay guri thu
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cam on cé nhan tor doanh nghi€p kém ching nhan ung h. Nhitng hanh dong nay giup
nguoi tiéu dung cam théy minh c6 vai tro trong st ménh xa hoi cuia thuong hiéu, tur do
hinh thanh tinh yéu thuwong hiéu bén virng hon.

- Pam bao chét luong san phém va dich vu hau mai.

Du cam xiic 14 yéu td trung tim ciia TYTH, nhung néu san pham FMCG c6 chat
lwong khong 6n dinh, tinh yéu thuong hiéu d& bi lung lay. Do d6, dam bao chat luong
nhat quéan, dich vu khach hang than thién, giai quyét khiéu nai nhanh chéng 1a nhiing
yéu t6 khong thé tach roi dé TYTH thyuc sy chuyén héa thanh hanh vi nhu TMTC hay
mua lai.

(i) Him y quan tri d6i véi Chinh phii, T6 chikc phi lgi nhuin va Nguoi tiéu
dung

Viéc dé xuit ham ¥ cho cac bén ngoai doanh nghiép xuat phat tir két qua cho thay
TYTH la yéu t6 trung gian quan trong quyét dinh hanh vi mua lap lai va lan truyén tich
cuc. Vi TYTH duoc hinh thanh trén nén tang niém tin va sy déng cam xa ho1, nén moi
truong thé ché va chuan muyc xa hoi ¢ vai tro gian tiép nhung quan trong trong viéc
nudi dudng hoidc 1am suy yéu yéu td cam xuc nay.

- Doi véi ngwoi tiéu ding

Nguoi tiéu dung c6 thé duy tri tinh yéu thuong hiéu bang cach chi dong tuong
tac v4i thuong hiéu, chang han nhu tham gia vao cic chuong trinh khach hang trung
thanh, hoat dong cong dong cua thwong hiéu hodc chia sé nhimng trai nghiém tich cuc
vo1 ban bé va mang xa hoi. Tuy nhién, dé tranh bi anh huong boi nhiing chién dich
marketing mang tinh cam xtic don thuan, khach hang nén danh gia tinh yéu thuong hiéu
dua trén trai nghiém thuc té, chéng han nhu chat lugng san phém, dich vu hau mai va
gia tri thuong hi€u mang lai, thay vi chi dya vao hinh anh marketing ma doanh nghiép
tao ra.

- Doi véi chinh phii

Chinh phu c6 thé gian tiép hd tro tinh yéu thuong hiéu théng qua cac quy dinh
vé minh bach trong quang cdo, dam bao rang doanh nghiép xiy dung thuong hiéu mot
cach trung thuc va khong loi dung yéu td cam xuc dé danh lira khach hang. Ngoai ra,
khuyén khich doanh nghiép dau tu vao chat luong san pham va dich vu thay vi chi tap

trung vao marketing cam xuc ciing 13 mot bién phap quan trong. Diéu nay gitp khach
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hang c6 nhing trai nghiém thue té tich cuc voi thuong hiéu, tir d6 thuc day tinh yéu
thuong hi¢u mot cach bén viing.

- Doi vdi to chike phi lgi nhudn

Céc t6 chirc phi loi nhuén c6 thé dong vai tro quan trong trong viéc giam sat va
hop tac véi doanh nghiép, dam bao rang tinh yéu thuong hiéu khong chi dugc xay dung
qua marketing ma con tir nhitng cam két xa hoi thyc chit ciia doanh nghiép. Viéc phat
hanh cac bao cdo minh bach vé thuong hi¢u, danh gia mirc d¢ thuc hién trach nhiém xa
hoi cua doanh nghiép s& giup khach hang c6 céi nhin khach quan hon khi lya chon va
yéu thich mét thuong hiéu. Piéu nay ciing gép phan thic ddy cac doanh nghiép xay
dung tinh yéu thuong hi¢u dya trén gia tri thuc sy, thay vi chi tao ra nhirng chién dich
marketing cam xtic ngin han.

5.3.4. D6i v6i yéu t6 Truyén miéng tich cuc

Két qua kiém dinh mé hinh cho thdy Truyén miéng tich cuc (TMTC) c6 tac dong
manh nhét dén Y dinh mua hang 13p lai (YDML), vuot qua ca Tinh yéu thuong hiéu
(TYTH), dong thoi giit vai trd mat xich cudi trong chudi trung gian TTXH — HATH —
TYTH — TMTC — YDML. Theo logic S-O-R, TMTC dai di¢n cho phan tng hanh vi
chu dong (Response), phan anh viéc nguodi ti€u dung ty nguyén gidi thi€u va lan toa
thuong hiéu trong mang ludi x4 hoi ctia minh. Piéu nay ham ¥ rang hanh vi mua lap lai
khong chi dugc quyét dinh boi nd luc truyén thong ndi bg ciia doanh nghi€p ma con phu
thudc vao co ché lan truyén xa hoi va mirc do tin cdy ctia moi truong thong tin xung
quanh nguoi ti€u dung.

Trong bdi canh nganh hang tiéu dung nhanh (FMCG), noi san pham c6 mirc do
thay thé cao va quyét dinh mua dién ra nhanh, TMTC trd thanh co ché khuéch dai niém
tin va duy tri thi phan hiéu qua hon nhiéu so véi quang cao don chiéu. Tuy nhién, vi
TMTC dién ra trong khong gian xa hoi — dic biét trén nén ting sd va thuong mai dién
tir — nén hi¢u qua cua nd khong chi phu thudc vao chién lugc doanh nghiép ma con chiu
anh hudng boi moi truong thé ché, chuan myc truyén thong va hanh vi chia sé clia cong
ddng. Chinh vi vy, ngoai ham y d6i v&i doanh nghiép, luan 4n dong thoi dé xuit ham
¥ d6i v6i Chinh phil, t6 chirc phi loi nhuan va ngudi tiéu ding nham bao dam rang co
ché lan téa tich cuc nay van hanh minh bach, xac thuc va bén virng.

(i) Ham ¥ quan tri d6i véi Doanh nghiép

- Xem TMTC 1a tai san chién luoc trong thi truong canh tranh cao.
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Trong nganh FMCG, quang céo truyén thdng c6 thé tao nhan biét nhung kho duy
tri trung thanh dai han. Vi quyét dinh mua thuong duogc 13p lai nhiéu lan trong thang,
mdi lan tiép xuc voi thuong hi¢u 1a mot co hoi cing ¢ hodc suy giam niém tin. Do do,
doanh nghiép can xem TMTC nhu mot “tai san lan toa” gitp giam chi phi thuyét phuc
khach hang méi va tang xac suat mua lip lai.

- Tao “céu chuyén tiéu dung hang ngay” dé chia sé.

Khac v6i nganh hang gia tri cao, FMCG khong dé tao cAu chuyén 16n mang tinh
biéu twong. Vi vay, doanh nghiép can tich hop yéu té xi hoi hodc cam xic vao trai
nghiém ti€u dung thuong nhat. Vi du: bao bi than thién méi truong, chuong trinh tich
diém dong gop cong dong, hoidc thong diép gin véi gid trj gia dinh Viét. Nhitng yéu t6
nho nhung gan gili nay giup ngudi tidu ding cé “Iy do” dé ké cau chuyén thuong hiéu.

- Kich hoat lan téa trong khong gian s6 — noi FMCG ngay cang hién dién manh.

Sy phat trién ciia thuong mai dién tir va nén tang mang xa hoi (Shopee, TikTok
Shop, Facebook) khién quyét dinh mua FMCG ngay cang chiu anh hudng boi danh gia
cong dong. Doanh nghiép nén: khuyén khich review thuc té sau mua; tin dung
livestream va KOC thay vi chi KOL; tao thur thach chia sé trai nghiém san phém. Muc
tiéu khong chi la hién thi danh gia ma la kich hoat dong luc chia sé chu dong.

- Bién chiam soc khach hang thanh ngudn tao truyén miéng tich cyc.

Trong FMCG, trai nghiém tiéu cuc nho c6 thé nhanh chong lan truyén. Do do,
phan hdi nhanh va giai quyét khiéu nai minh bach khong chi giam rai ro ma con c6 thé
chuyén héa thanh truyén miéng tich cuc. Mot khach hang duoc xir 1y thoa dang c6 xu
hudng chia sé cau chuyén tich cuc vé cach thuong hiéu phan tng.

- Thiét ké co ché lan téa cong dong.

Céc chuong trinh gigi thiéu nhom, vu dai gia dinh, combo chia sé hodc chién
dich “mua chung vi cong dong” s& phut hop véi dic diém tiéu dung tap thé tai Viét Nam,
noi hanh vi mua FMCG thuong gan véi gia dinh va nhom x4 hoi.

(i) Him y quan tri d6i véi Chinh phii, T6 chirc phi lgi nhuin va Nguoi tiéu
dung

Viéc dé xuat ham ¥ cho cac bén ngoai doanh nghiép xuat phat tir két qua nghién
ctru cho thdy TMTC 1a yéu t6 quyét dinh hanh vi mua l3p lai. Trong thi truong FMCG
— noi thong tin lan truyén nhanh va canh tranh cao — méi trudng thé ché va chuan muc

xa hoi c6 anh hudng truc ti€p dén tinh xac thyc cua truyén miéng.
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- Doi véi chinh phii

Chinh phii can ting cudng kiém soat danh gia gid mao va thao ting truyén thong
trong linh vuc FMCG, dic biét trén nén tang thwong mai dién tir. Khi méi trudong thong
tin minh bach, truyén miéng tich cuc phan anh dung trai nghiém thuc té s& tré thanh
cong cu canh tranh cong bang gitra cac thuong hiéu. Ngoai ra, viéc ban hanh quy dinh
vé minh bach ndi dung quang ba trén nén tang sb s& giup bao vé niém tin tiéu dung —
yéu t6 nén tang ciia TMTC.

- Doi véi to chire phi loi nhudn

Trong nganh FMCG, noi nhiéu thuong hiéu tich hop trach nhiém xa hoi vao san
pham tiéu dung hang ngay, t6 chirc phi loi nhuan cé thé dong vai tro xac thyc cac cam
két xa hoi. Khi thong tin duoc kiém chung doc 1ap, nguoi tidu dung sé tu tin hon khi
chia sé va khuyén nghij thuong hiéu.

- Doi véi ngwoi tiéu ding

Nguoi tiéu dung FMCG c6 vai tro dac biét vi ho thuong 1a ngudi mua cho ca gia
dinh va c6 tan suét tiép xtic cao véi san pham. Viéc chia sé trai nghiém thyc té va danh
gia dwa trén bang ching cu thé khong chi bao vé cong ddng tiéu ding ma con tao ap luc
tich cuc budc doanh nghi¢p duy tri chat lugng va trach nhiém xa hdi.
5.3.5. P6i voi yéu td Y dinh mua hang lip lai

Két qua nghién ctru cho thdy Y dinh mua hang lip lai (YDML) chju anh hudng
manh nhat tir Truyén miéng tich cuc (TMTC) va Hinh anh thuong hiéu (HATH), trong
khi tac dong ctia Tinh yéu thuong hiéu (TYTH) 1én YDML yéu hon. Theo cau tric S-
O-R, YDML dai dién cho phan mg hanh vi cudi cung (Response), duoc hinh thanh
khong chi tir trang thai cam xtic bén trong (Organism — TYTH) ma con chiu anh hudng
dang ké tir yéu t6 x3 hoi va nhan thirc uy tin thuong hiéu (Stimulus va phan tng xa hoi
trung gian — HATH, TMTC). Diéu nay ham y rang trong bdi canh FMCG tai Viét Nam
— noi san pham c6 muc d6 thay thé cao, chu ky mua ngén va quyét dinh mua mang tinh
thuc dung — hanh vi mua Idp lai phu thude nhiéu hon vao su xac nhan xa hoi va do tin
cay thuong hiéu, thay vi cam xuc yéu thich don thuan. Mot thuong hiéu c6 thé duoc yéu
thich, nhung néu khong duy tri duoc hinh anh tich cuc va dong chay truyén miéng thuan
loi, kha nang duy tri mua lap lai s€ suy giam.

Vi YDML 12 bién két qua cudi cung ctia toan bd mé hinh, phan anh hiéu qua hanh

vi thyc té trén thi trudng, cac ham y quén tri khong chi lién quan dén doanh nghiép ma
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con ¢6 lién hé dén moi truong thé ché, chuan muc tiéu dung va hé sinh thai xa hdi xung
quanh hanh vi mua. Do d6, luan 4n dé xuat ham y cho doanh nghiép va cac bén lién
quan khéc dua trén co s¢ thuc nghiém nay.

(i) Ham ¥ quan tri doi véi doanh nghiép

Xuat phét tir két qua cho thay TMTC va HATH 12 hai yéu t6 quyét dinh YDML,
doanh nghiép FMCG cén chuyén trong tdm tir xdy dung “yéu thich thuong hiéu” thuin
cam xuc sang quan tri h¢ sinh thai niém tin va x4c nhan xa hoi. Thir nhat, doanh nghiép
can bao dam chét lugng san pham on dinh va trai nghiém tiéu dung nhét quan. Trong
nganh FMCG, noi gia tri don hang nhé nhung tin suit mua cao, chat luong thuc té va
d6 tin cay dong vai tro ¢t 18i trong viéc duy tri hinh anh thuwong hiéu va kich hoat truyén
miéng tich cuc, tir d6 thuc day mua lap lai. Thir hai, can tich hop CRM véi cac chuong
trinh khach hang trung thanh mang tinh dai han. Cac co ché nhu tich diém, hoan tién,
uu dai ca nhan hoéa hoac uvu dai theo hanh vi mua trude do khong chi gia tang gié tri kinh
té ma con cung cb cam nhan thuong hiéu dang tin ciy. Piéu nay dic biét quan trong
trong bdi canh canh tranh gia khoc liét cia FMCG. Thir ba, doanh nghiép nén duy tri
tuong tac sau mua thong qua nén tang sd va thuong mai dién tir. Viéc ca nhan hoa noi
dung, giri thong tin san phAm méi, cung cap vu dai phu hop véi lich sir tiéu dung s& giup
thuong hiéu duy tri su hién dién trong tam tri khach hang va chuyén doi tir mua thir sang
mua 13p lai. Cudi cung, Gmg dung phén tich dir liéu khach hang dé theo ddi hanh vi mua
theo chu ky, tir d6 t6i wu héa thdi diém kich hoat khuyén mai hoic nhic nhé mua lai.
Trong FMCG, viéc du béo dung thoi diém tdi mua c6 thé mang lai 1oi thé canh tranh
dang ké.

(ii) HAm y quan tri d6i véi Chinh phii, T6 chikc phi lgi nhuin va Nguoi tiéu
dung

Viéc YDML chiu anh hudéng manh tir hinh anh thuong hiéu va truyén miéng tich
cuc cho thdy hanh vi mua 13p lai khong chi 1a két qua cua chién lugc doanh nghiép ma
con chiu tac dong tir mdi truong thong tin va chuan muc xa hoi. Vi vay, cac bén lién
quan khéc ciing déng vai trd quan trong trong viéc duy tri hé sinh théi tiéu dung bén
ving.

- Doi véi Chinh phii

Chinh phu c6 thé xay dung khung chinh sach khuyén khich minh bach thong tin

va bao vé quyén loi nguoi tiéu dung trong méi trudng sd. Khi thong tin thi truong minh
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bach va cac hanh vi quang cao sai léch dugc kiém soat, niém tin thi truong s€ dugc cung
cb, tir d6 tao diéu kién cho céc thuong hic¢u thuc chat duy tri mua Idp lai mot cach bén
vitng. Ngoai ra, viéc khuyén khich doanh nghiép dau tu vao chién lugc kinh doanh bén
vitng va CSR dai han cling gép phan nang cao hinh anh thwong hiéu chung ctia nganh
FMCQG.

- Doi véi to chire phi loi nhudn

Céc to chirc phi loi nhuan c6 thé déng vai tro cau ndi giita doanh nghiép va cong
ddng, dic biét trong cac chuong trinh CSR gén véi san pham tiéu dung. Khi tic dong x4
hoi duge do luong va cong bd doc 1ap, niém tin cia ngudi tiéu dung s& dugc cing cd,
qua d6 gian tiép thic ddy hanh vi mua lip lai d6i v6i cac thuong hiéu c6 trach nhiém.

- Doi véi ngwoi tiéu ding

Nguoi tiéu ding can chu dong danh gia thuong hiéu dua trén bang chimg thuc té
va mic d§ minh bach thong tin, thay vi chi dya vao quang cao. Viéc tham gia cac chuong
trinh khach hang trung thanh gin voi yéu t6 CSR ciing c6 thé tao dong luc cho doanh
nghiép duy tri cam két x4 hoi dai han, gop phan hinh thanh vong lap tich cuc giira niém
tin — lan téa — mua lap lai.
5.3.6. Doi v6i vai tro diéu tiét cia yéu td Nhém tudi

Két qua phan tich da nhom (MGA) cho thdy tic dong ctia Nhan thiuc vé
Marketing vi muc tiéu xa hoi (TTXH) 1én cac bién trung gian (HATH, TYTH, TMTC)
va gian tiép dén Y dinh mua hang lap lai (YDML) c6 su khéac biét dang ké gitra nhom
thé hé tré (Gen Z, Gen Y) va nhom thé hé 16n tudi hon (Gen X, Baby Boomers). Cu thé,
& nhom tré, cac duong tac dong lién quan dén yéu t6 hinh anh va cam xuc thuong hiéu
c6 cuong do manh hon, phan d&nh mtrc 6 nhay cam cao ddi véi gia tri xa hoi va biéu
tuong thuong hiéu. Nguoc lai, & nhoém 16n tudi, cac yéu to mang tinh thuc dung nhu
chét lugng san phém va loi ich ca nhan dong vai tro ndi troi hon. Theo gbc nhin S-O-R,
nhom tudi dong vai trdo nhu mot bién diéu kién lam thay ddi cuong do phan tng
Organism va Response trudc cing moét Stimulus (TTXH). Piéu nay cho thdy CRM
khong van hanh theo co ché ddng nhét giita cac thé hé ma chiu anh hudng béi dic diém
tam ly, hé gid tri va trai nghiém xa hdi cta ting nhém.

Trong bdi canh FMCG tai Viét Nam, noi thi truong ti€u dung c6 sy phan téng thé
hé 13 rét va mirc d6 tiép can cong nghé khac nhau, két qua nay c6 ¥ nghia thuc tién quan

trong. Vi sy khac biét nam & co ché tiép nhan va xur 1y thong tin xa hoi cia tung thé he,
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cac ham ¥ quan tri khong chi dimg & doanh nghiép ma con lién quan dén dinh huéng
chinh sach va gido duc tiéu dung dai han.

(1) Ham y quan tri ddi véi Doanh nghiép

Két qua thuc nghiém cho thiy Gen Z va Gen Y nhay cam hon v6i CRM va ¢6 xu
hudng chuyén hoa nhén thirc trach nhiém xa hoi thanh phan mg cam xtic va hanh vi lan
téa tich cyc manh hon. Do d6, doanh nghiép FMCG can thiét ké chién lugc phan doan
thé hé r6 rang thay vi trién khai CRM theo cach dai tra. D6i véi Gen Z va Gen Y, doanh
nghiép nén wu tién nén tang s nhu TikTok, Instagram, YouTube va thuong mai dién tir.
Noi dung CRM can mang tinh truc quan, minh bach va c6 kha ning tuong tac cao. Cac
chién dich lién quan dén moi trudng, binh ding gidi, phat trién bén viing hodc bao vé
dong vat thuong tao hiéu tng cong hudng manh véi hé gia tri cia nhom nay. Pong thoi,
viéc cong khai dit liéu tac dong va cho phép ngudi tiéu dung theo ddi tién do thyc hién
cam két s& ciing c¢b niém tin va kich hoat truyén miéng tich cuc. Pdi véi Gen X va Baby
Boomers, chién luoc truyén thong nén nhan manh tinh on dinh, chat lugng san phém va
loi ich thuc té. Cac kénh truyén théng nhu truyén hinh, bao chi chinh théng hoac su kién
cong ddng van gitt vai tro quan trong. Cac chuwong trinh CRM lién quan dén y té, gido
duc, an sinh x4 hoi hodc phat trién cong dong dia phuong thudng phi hop hon véi hé
gia tri cia nhom nay. Ngoai ra, doanh nghiép can ca nhan héa ndi dung CRM dua trén
dir liéu hanh vi va lich stir mua hang, bao dam rang thong diép dugc diéu chinh phi hop
v6i tig nhom tudi. Piéu nay khong chi t6i wu hoa hidu qua CRM ma con gitip gia ting
chuyén doi tir nhan thirc x4 hoi sang hanh vi mua lap lai.

(i) Ham y d6i véi cac bén lién quan khac

Viéc nhom tudi didu tiét dang ké mbi quan hé gitta nhan thirc CRM va hanh vi
mua 13p lai cho thiy hanh vi tiéu dung khong chi 13 vAn d& marketing ma con phan anh
dic diém x3 hoi hoc va ciu tric thé hé trong nén kinh té. Do d6, cac bén lién quan khac
cling ¢ vai tro trong viéc dinh hinh moi truong ti€u dung c6 trach nhiém.

- Doi véi Chinh phii

Chinh phu c6 thé hd trg bang cach nghién ciru va cong bd dit liéu tiéu dung theo
nhom thé hé, tir 46 gitp doanh nghiép xay dung chién lugc tiép can phi hgp hon. Pong
thoi, viéc phat trién cac chuong trinh gido duc vé tiéu dung bén virng cho nhiéu nhém
tudi khac nhau s& gop phan thu hep khoang cach nhén thirc giira cac thé hé vé CSR va

phat trién bén viing. Bén canh d6, khuyén khich doanh nghiép minh bach thong tin vé
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CRM théng qua khung hudng din chuin hoa s& gitip nguoi tiéu diung & moi thé hé tiép
can thong tin rd rang va giam thiéu hiéu 1am.

- Déi v6i t6 chire xa hi va phi lpi nhugn

Céc to chirc nay c6 thé dong vai trd cu ndi trong viée truyén tai théng tin vé
trach nhiém xa hoi cua doanh nghiép dén tirmg nhém thé hé theo cach phu hop véi dic
diém tam Iy va van hoa cua ho. Viéc td chitc cac chién dich gido duc cong déng hoac
hop tac v6i doanh nghiép trién khai chuong trinh lién thé hé s& giup gia tang sy dong
thuan xa hoi ddi voi cac sang kién CRM.

- Doi véi ngwoi tiéu ding

Nguoi tiéu ding & cac nhom tudi khac nhau can nang cao nhan thirc vé tic dong
xa hoi cia hanh vi tiéu dung. Viéc Iya chon thuong hi€u c6 trach nhiém khong chi mang
¥ nghia c4 nhan ma con gép phan hinh thanh chuan muc tiéu ding bén viing dai han. Su
chu dong tim hiéu va danh gia thong tin s& giup giam thiéu su phan hoa nhan thuc gitra
cc thé hé.
5.3.7. Poi v6i s khac biét ciia yéu té Viing mién

Nghién ctru cho thdy viing mién c6 anh hudng dén ¥ dinh mua hang lap lai, nhung
murc d6 khong qué 16m. Piéu nay goi y rang doanh nghiép c6 thé ap dung mot chién luoc
marketing dong nhét trén toan qudc, chi can diéu chinh mot s6 yéu td dé phu hop véi
dic diém tiéu dung cta timg khu vuc. Khach hang mién Béc thudng vu tién cac thuong
hiéu c6 uy tin 1au doi, coi trong chat luong san pham hon 1a cac yéu t6 lién quan trach
nhiém xa hoi. Ho ¢6 xu hudng lya chon thuong hi€u dya trén danh tiéng va sy 6n dinh.
Khach hang mién Trung c6 xu hudng trung lap hon, quan tam dén gié tri thuc té cua san
pham va tinh minh bach ctia doanh nghiép trong cac cam két trach nhiém xa hoi. Khach
hang mién Nam c6i mo hon véi cac thuong hiéu méi, dé tiép nhan cac chién dich sang
tao va c6 xu huéng ung ho nhirng thuong higu c6 cam két xa hoi rd rang. Diéu nay chi
ra rang, mic du cac yéu td chung nhu chat luong san pham va uy tin thuong hiéu van
dong vai tro quan trong, doanh nghiép can c6 nhiing diéu chinh linh hoat trong cach tiép
can ting nhoém khéach hang theo viing mién.

- Ham y qudn tri d6i vi doanh nghiép

Doanh nghiép nén trién khai chién lugc marketing thong nhat trén pham vi toan
quéc nhdm dam bao tinh nhat quan thuong hiéu, dong thoi diéu chinh linh hoat theo dic

diém tiéu dung cua tung vung mién. Cu the, tai Mién Bac, thong di¢p marketing can
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nhin manh gia trj truyén thdng, do tin cay, chat lugng san pham va cam két 1au dai cua
thuong hiéu nham cing ¢ niém tin va sy 6n dinh. Di véi Mién Trung, doanh nghiép
nén tap trung cung cip bang chimg cu thé vé tic dong thuc té ciia cac chién dich CRM,
dé cao tinh minh bach trong san phdm va dich vu dé ting cuong su thuyét phuc. Trong
khi d6, tai Mién Nam, céc chién dich sang tao, ddi mai, két hop influencer marketing va
ndi dung tuong tac cao trén nén tang sb s& phu hop hon véi dic diém niang dong va coi
mo ctia nguoi tiéu dung khu vuc ndy. Viée tinh chinh chién luoc theo ting ving mién
s& gitp tdi uvu hoa hiéu qua CRM va gia ting y dinh mua hang lap lai.

- Ham ¥ qudn tri déi v6i chinh phii

Chinh phu c6 thé hd tro doanh nghiép bang cach xay dung chinh sach khuyén
khich cac thuong hiéu trién khai chién dich CRM phu hop véi ting ving mién, gitp
dam bao hiéu qua marketing va nang cao nhan thirc cia ngudi tidu dung vé trach nhiém
xa hoi.

- Ham ¥ qudn tri déi véi té chivc phi loi nhudn

Céc to chirc phi loi nhuan co thé dong vai tro thuc déy cac hoat dong trach nhiém
x4 hoi tai cac khu vue mién Trung va Tdy Nguyén, noi nhan thirc vé CRM chua cao so
v6i cac thanh phd 16n. Pidu nay gitp tao ra su cin bang trong tiép can thong tin vé trach
nhiém xa hoi cuia doanh nghiép, dong thdi nang cao mirc d tham gia ctia cong dong vao
cac sang kién trach nhiém xa hoi.

Tom lai, két qua nghién ctru cung cap nhitng bang chimg quan trong cho nganh
hang tiéu dung nhanh (FMCG) tai Viét Nam, lam 13 cac yéu t6 then chdt anh hudng dén
hanh vi mua sdm cta khach hang. Cuy thé, hinh anh thuwong hiéu va truyén miéng tich
cuc duoc xac dinh 1a hai yéu td tac dong manh nhét dén y dinh mua hang 1ap lai, cho
thdy long trung thanh cua khach hang khong chi dua trén yéu t6 cam xtic ma con phu
thudc vao uy tin va mic do lan téa cua thuong hiéu trong cong dong. Pong thoi, chién
lugc marketing vi muc tiéu xa hdi can duoc trién khai minh bach, thuc chat va diéu
chinh phu hop theo dic diém thé hé va ving mién nham t6i wu héa hiéu qua tac dong.
Doanh nghi¢p can c4 nhan hoa va toi wu hda céac chuong trinh CRM dé taora gia tri thuc
su va ting cudng su gan két dai han voi khach hang, trong khi Chinh phii va cac t6 chirc
phi loi nhuan déng vai trd hd trg quan trong trong viéc dinh hudng, giam sat va thuc day
thue hanh trach nhiém x3 hoi, gop phan xay dung mot nén kinh té tiéu dung bén vimg.

Nhitng ham ¥ nay khong chi gitip doanh nghiép FMCG néng cao loi thé canh tranh trong
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bdi canh hau COVID-19 ma con hd tro ho thich ung hi¢u qua vé1 moi truong thi trudng
ngay cang canh tranh va doi hoi cao vé trach nhiém x4 hoi.
5.4. Han ché ciia nghién ciru va huéng nghién ciru cho twong lai
5.4.1. Han ché ciia nghién ctu

Mic du nghién ciru di dat duoc nhiéu két qua quan trong va déng gop gia tri cho
hé théng ly thuyét cling nhu thuc tién, nhung van con tdn tai mot sd han ché can duge
thira nhan. Viéc x4c dinh nhirng han ché nay khong chi gitp danh gid khach quan nghién
clru ma con dinh huéng cho cac nghién ctru tiép theo.

Dau tién, nghién ciru tp trung vao nganh hang tiéu dung nhanh (FMCG) tai Viét
Nam, von 1a mot nganh c6 ddc thu cao vé hanh vi tiéu dung va chién luoc marketing.
Diéu nay khién két qua nghién ctru c6 thé chua mang tinh khai quat cao khi ap dung vao
cac nganh khac, chéng han nhu linh vyc dich vy, cong nghé, hoac san Xuat cong nghiép.
Hon nita, cac yéu t6 ddc thu ciia nganh FMCG, nhu chu ky mua ngén va gia tri san pham
thap, c6 thé anh huong dén cac mdi quan hé trong mé hinh nghién ctru. Thi hai, nghién
ctru thuc hién thu thap dit liéu théng qua phuong phap 14y mau thuan tién, mic di nghién
clru d3 bao gdm céac ddi twong khao sat tir ba ving mién Bic, Trung, Nam, nhung dit
liu cht yéu dugc thu thip tir cac d6 thi 10n nhu Ha Noi, Pa Ning, TP.HCM va Can
Tho. Piéu nay c6 thé khong dai dién hoan hao va phan anh day du cac hanh vi tiéu dung
tai Viét Nam ddc biét 1a tai cdc khu vuc nong thon hodc vung sau, vung xa, noi ¢c6 dan
s6 16m (62%) va c6 ddc diém van héa kinh té va hanh vi tiéu dung khac biét. Tht ba, dir
lidu trong nghién ciru duoc thu thap thong qua cac bang khao sat tw bao céo. Diéu nay
c6 thé din dén cac van dé nhu thién 1éch trong ciu tra 11 hodc viéc nguoi tra 10i khong
nhé chinh x4c hanh vi ctia minh. Cac yéu t6 ndy c6 thé anh hudng dén tinh chinh xc va
khach quan ctia dir liéu. Thu tu, nghién ctru sir dung phuong phap nghién ctru ct ngang,
chi tap trung vao viéc thu thap dir liéu tai mot thoi diém cy thé. Do d6, chua thé kiém
tra tdc dong dai han cua CRM dén hanh vi tiéu dung, dac biét 1a y dinh mua hang 1dp lai
va sy phat trién 1ong trung thanh thuong hiéu theo thoi gian. Thir nam, nghién ciru tap
trung vao cac yéu td nhu nhan thitc CRM, hinh anh thuong hi¢u, tinh yéu thuong hiéu,
truyén miéng tich cuc va y dinh mua hang lap lai. Tuy nhién, cac yéu t6 khac nhu sy hai
10ng cuia khach hang, niém tin vao thuong hiéu, va anh hudng ctia mang xa hoi ciing co
thé dong vai trd quan trong nhung chwa dugce dua vao phan tich trong mé hinh. Cudi

cung, cac yéu td bdi canh nhu tac dong cua dai dich COVID-19, su bién dong kinh té,
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hodc thay ddi chinh sach quan 1y x3 hoi ciing nhu cac yéu t6 nhan khau hoc khac nhu
thu nhép, trinh d¢ hoc vén thi chua duoc xem xét, mic du ching co thé anh huong 16n
dén nhan thire va hanh vi ciia nguoi tiéu dung.

5.4.2. Huéng nghién ciru tiép theo

Tir nhitng han ché d3 xac dinh, cac hudng nghién ctu tiép theo duwoc dé xuét
nhim khéc phuc nhimg han ché nay va tiép tuc mé rong gia tri ciia nghién ciru trong
linh vyc marketing vi muc ti€éu xa hoi (CRM).

Dau tién, vé pham vi nghién ctru, mot huéng nghién ctiru tiém ning 13 kiém tra
mo hinh tai cac nganh khac nhu dich vu (nha hang, khach san), cong nghé (dién thoai di
dong, phan mém), hodc san xuét cong nghiép. Nhitng nganh nay cé dic diém tiéu dung
va chién lugc marketing khac biét, do d6 c6 thé mang lai cac két qua phong phu hon,
gitip kiém chtmg va mo rong tinh tong quat ciia mo hinh nghién ctru. Bén canh d6, viéc
thuc hién cac nghién ctru so sanh gitta cac qubc gia hodc viing lanh tho s& giup lam sang
t6 cac yéu to van hoa, xi hoi, va kinh té anh hudong dén hiéu qua cia CRM. Vi dy, so
sanh thi trudng Viét Nam véi cac quéc gia trong khu viee Dong Nam A (nhu Thai Lan,
Indonesia) hodc cac qubc gia phat trién (nhu My, Pirc) s& mang lai goc nhin da chiéu va
tang tinh Gmg dung qudc té ciia nghién ciru.

Tht hai, vé phuong phap nghién ctru, viéc trién khai cac nghién ciru theo thoi
gian s& gitip kiém tra su thay d6i trong hanh vi tiéu dung va mc do trung thanh thuong
hiéu, tir d6 cung cép cai nhin toan dién hon vé tac dong dai han cia CRM. Phuong phap
nay ciing gitp phat hién cac xu huéng méi trong hanh vi tiéu ding ma nghién ctru cat
ngang khong thé 1am rd. Bén canh d6, mic du phuwong phap dinh lugng 14 cong cu manh
mé dé kiém dinh mé hinh, nhung viéc bd sung cic phuong phép dinh tinh, nhu phong
van sau hodc nghién ctru tinh hudng, s& cung cip thém thong tin chi tiét vé nhan thirc va
dong co cia nguoi tiéu dung dbi véi CRM. Diéu nay gitip cai thién tinh chinh xac va
chiéu sau ctia nghién ciru.

Thir ba, lién quan dén cac yéu to méi viao mo hinh nghién ciru, trong bdi canh
mang x3 hoi ngdy cang trd nén phd bién, cac yéu td nhu sirc anh huéng cua nguoi ndi
tiéng (KOLs), su lan toa théng diép trén mang xa hoi, hodc twong tac truc tuyén cia
khach hang c6 thé dugc tich hop vao mé hinh. Diéu nay dic biét quan trong d6i véi
nhém Gen Z va Gen Y, vén rit nhay cam voi cac thong diép marketing trén nén tang sb.

Ngoai ra, cac y€u t0 nhu gid tri van hoa, tdm 1y xa hoi, va niém tin vao thuong hi¢u cé
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thé déng vai tro diéu tiét trong mdi quan hé giira nhan thirc CRM va hanh vi tiéu dung.
Viéc nghién ciru thém céc yéu td ndy s& giup mo hinh trd nén toan dién hon.

Cubi ciing, mot hudng nghién ciru tiém nang 1a kiém tra tac dong cia CRM trong
bdi canh khung hoang, ching han nhu dai dich COVID-19 hoic suy thoai kinh té.
Nghién ciru ¢6 thé tap trung vao cach CRM gitip doanh nghiép duy tri long trung thanh
ctia khach hang va xay dung hinh anh thuong hiéu trong nhirng thoi diém kho khin. Bén
canh do, vdi su phat trién cla cong ngh¢, cac g dung nhu tri tu¢ nhan tao (Al), dir licu
16n (big data), va blockchain c6 thé mang lai nhiéu cai tién cho cac chién dich CRM.
Nghién ctru vé cach tng dung nhitng cong nghé nay vao viéc ning cao hiéu qua CRM
s& mo ra nhiéu hudng di méi cho doanh nghiép.

Céc han ché va huéng nghién ciru tiép theo di lam rd cic mat con ton tai cta
nghién ctru, dong thoi dé xuit nhitng giai phap cu thé nham khic phyuc va mo rong.
Nhitng hudng nghién ciru nay khong chi gitp lam sau sic thém cac hiéu biét 1y thuyét
ma con cung cép cac cong cu thyc tién dé doanh nghiép, nha nudc, va cac td chire lién

quan phat trién cac chién luge CRM hiéu qua hon trong twong lai.
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DANH MUC PHU LUC

PHU LUC 1. TONG HOP MQT SO BAI BAO PUQC LUQC KHAO NGHIEN CUU

mediating by

truong dai hoc va t6 chirc

Tac gia Tén bai bdo | Phuong phap nghién ciru Bién tién t6 Bién hau t6 Bién diéu tiét Két qua chinh
Hunjra, Al; | Cause related | St dung bang cau hoi | Cause-Related  Marketing | Sales Chién dich Cause-Related
Rauf-I-Azam; marketing and | khdo sat. | (CRM), Brand Loyalty, Marketing (CRM) c6 4anh
Humayoun, AA | its impact on | Di tugng khao sat la sinh | Consumer Purchase huong tich cuc dén doanh sb
sales: vién va nhan vién tai cac | Intention ban hang cia cong ty.

Méi quan hé giita CRM va

brand loyalty | khac nhau. doanh sb ban hang dugc diéu
and customer | Toéng cong 629 bang khao tiét boi 1ong trung thanh véi
purchase sat hop 1€ duoc thu thap thuong hiéu (Brand Loyalty) va
intention va phéan tich. y dinh mua hang cua nguoi tiéu

Thang do Likert 5 diém
duoc st dung dé danh gia
mirc d6 dong y hoic
khong dong y cia nguoi
tra 101.

dung (Consumer Purchase
Intention).

Ca hai yéu td trung gian nay déu
¢6 tac dong tich cuc dén doanh
sO ban hang.

Baek, WY; | Cause-Related | Khao sat thyc hién trén | Sport Fans' Perceived CRM | Fan Attitude, | Sport Fans' | Sport Fans' Perceived CRM
Song, HS; Kim, | Marketing and | 164 nguoi hAim m bong | Motive Purchase Altruism (diéu tiét | Motive c6 anh huéng tich cuc
DH; Byon, KK | Purchase chay Han Qudc. | Fan Attitude (trung gian giita | Intention for | mdi quan hé giira | dén Fan Attitude va Purchase
Intention Nghién ctru tép trung vao | Perceived CRM Motive va | Team-Licensed Perceived CRM | Intention dbi voi san pham co
toward Team- | bdi canh giai bong chay | Purchase Intention) Products Motive va | ban quyén cua doi bong.
Licensed chuyén nghiép Han Qudc. Purchase Intention, | Fan Attitude c6 tac dong tich
Products: Phan tich tic dong cua cling nhu gitra Fan | cuc dén Purchase Intention.
Moderating dong co CRM dén thai do Attitude va | Sport Fans' Altruism dong vai
Effects of | ciia nguoi ham mo va y Purchase Intention) | tro diu tiét trong hai mdi quan
Sport dinh mua san phim c6 ban hé:
Consumers' quyén cua doi bong. Perceived CRM Motive —
Altruism Purchase Intention
Fan Attitude — Purchase
Intention

Nhitng ngudi ham md cdé muc
do altruism cao c6 xu hudng
danh gia dong co CRM cua doi
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
bong la c6 dinh hudng vi cong
ddng hon, tir d6 ung ho chién
dich CRM nhiéu hon.
Baek, WY; | Millennial Thu thap dir liéu tir mau | Perception of Brand | Purchase Perception of Brand Globalness
Byon, KK; | consumers' thuan tién gém 382 sinh | Globalness Intention for c6 anh huong tich cuc dén
Choi, YH; Park, | perception of | vién dai hoc tai hai truong | Perceived Brand-Cause Fit | CRM Product Perceived Brand-Cause Fit va
Ccw sportswear dai hoc & mot thanh phd | Perception of Firm Motive Perception of Firm Motive, tir
brand I6n  tai Han Qudc. | (dong vai tro trung gian giita d6 tac dong dén Purchase
globalness Nghién ctru xem xét mdi | Perceived Brand-Cause Fit Intention.
impacts quan hé céu trac giita | va Purchase Intention) Perceived Brand-Cause Fit co
purchase nhén thirc clia sinh vién anh huong tich cuc dén ca

intention in
cause-related
product
marketing

th,é hé’Millennials vé cac
yéu t6 trong CRM san
pham thé thao.

Perception of Firm Motive va
Purchase Intention.
Perception of Firm Motive
dong vai tro trung gian mot
phan trong mdi quan hé giita
Perceived Brand-Cause Fit va
Purchase Intention.
Nghién cru m¢é rdng cac phat
hién trude day vé hidu qua cua
CRM va cung cip co sd thuc
tidn cho cac quyét dinh quan 1y
khi trién khai chién dich CRM
trong nganh thoi trang thé thao.
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Téc gia

Tén bai bao

Phuong phap nghién ctru

Bién tién to

Bién hau to

Bién diéu tiét

Két qua chinh

Heidarian, E The impact of | Xay dung mo hinh nghién | Trust Propensity of | CRM  Purchase | GenderCulture(Tac | Trust Propensity of Consumers
trust ctru dé kiém tra mdi quan | Consumers IntentionsFeeling | dong cua hai bién | co tac dong dén cac nhom nguoi
propensity on | h¢ gilta xu hudng tin Good About | nay két hop anh | tidu ding khac nhau theo cach
consumers' tuong cua nguoi tiéu dung Helping a Cause | huong dén mdi | khac nhau.Warm Glow Feeling
cause-related (Trust Propensity), y dinh (Warm Glow | quan hé giita Warm | anh huong dén CRM Purchase
marketing mua hang theo CRM Feeling) Glow Feeling va | Intentions.Culture va Gender
purchase (CRM Purchase CRM Purchase | két hop dong vai tro diéu tiét
intentions and | Intentions) va cdm gidc Intentions) quan trong, anh huong dén tac
the moderating | tst khi gitp d& mot dong cua Warm Glow Feeling
role of culture | nguyén nhan (Warm Ién CRM Purchase
and gender Glow Feeling). Xem xét Intentions.Nghién cuu dua ra

vai tro diéu tiét cia gidi cic ham ¥ thuc tién va hoc

tinh (Gender) va van hoa thuat, dic biét trong viéc nhim

(Culture) trong cac mbi dén cac nhom khach hang dya

quan h¢ nay. trén ddc diém van héa va gisi
tinh.

Shabbir, S; | Cause related | Xay dung md hinh 1y | Cause-Related  Marketing | Consumer CRM Campaigns c¢6 anh huong

Kaufmann, HR; | marketing thuyét tir tai lidu truée d6 | (CRM) Campaigns | Purchase tich cwc dén  Consumer

Ahmad, I; | campaigns and | va kiém chung bang dit | Brand Awareness | Intentions Purchase Intentions.

Qureshi, IM consumer liéu thuc nghiém. | Corporate Image Brand Awareness va Corporate
purchase Thu thap dir liéu khao sat | (Hai bién nay dong vai tro Image dong vai tro trung gian

intentions: The
mediating role
of brand
awareness and
corporate
image

dinh lugng tr 203 sinh
vién tai cac truong dai hoc
o Rawalpindi va
Islamabad, Pakistan.
Str dung phan tich tuwong
quan va hdi quy dé kiém
dinh cac gia thuyét.

trung gian trong moi quan hé
gita CRM Campaigns va
Consumer Purchase
Intentions)

mot phan trong mbi quan hé
gita CRM Campaigns va
Consumer Purchase Intentions.
Két qua nghién ctru hd tro viée
sir dung cac chién dich CRM
trong nganh FMCG tai
Pakistan.

Goi y cac bién phap nang cao
Brand Awareness va Corporate
Image nham tdi uu hoa hiéu qua
cua CRM Campaigns.
Nghién cuu dong gop vao tai
liéu vé CRM bang cach chi ra
vai trd trung gian cua Brand
Awareness va Corporate Image,
vbn chua dwoc nghién ciru k§
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Téc gia
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Phuong phap nghién ctru
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Bién diéu tiét

Két qua chinh

ludng trude day.
Nhin manh khoang trong
nghién cuu thuc nghiém trong
linh vuc nay, dac biét 1a trong
bbi canh cac qudc gia dang phat
trién nhu Pakistan.

Hyllegard, KH;
Ogle, JP; Yan,
RN; Attmann, J

Exploring Gen
Y Responses to
an Apparel
Brand's Use of
Cause-Related
Marketing
Does Message
Matter When It
Comes to
Support for the
Breast Cancer
Cause?

Khéo sat 349 nguoi ti€u
dung thudc thé hé Y (Gen
Y) dé kiém tra phan (g
cua ho véi CRM trong
quang céo thoi trang.Su
dung Ly thuyét Hanh
dong Ly tri (Theory of
Reasoned Action - TRA)
dé dy doan ¥y dinh mua
hang.So sanh mé hinh ¢b
dién voi mé hinh mé rong
c6 thém cac bién ngoai
TRA.Phan tich dit liéu dé
danh gida mac do anh
hudng cua cac yéu t6 dén
thai d0 va y dinh mua
hang.

Awareness of the Apparel
BrandPerception of
CRMEvaluation of the
AdvertisementInvolvement
in the Breast Cancer
CauseGenderSubjective
Norm (trong md hinh c6
dién)

Attitude Toward
the
BrandPurchase
Intention

Attitude Toward the Brand
dugc du doan boi: Awareness
of the Apparel Brand,
Perception of CRM, Evaluation

of the Advertisement,
Involvement in the Breast
Cancer Cause, GenderTrong

mo hinh ¢6 dién (TRA),
Purchase Intention dugc du
doan boi: Attitude Toward the
Brand, Subjective NormTrong
md hinh mé rdng, Purchase
Intention dugc du doan boi:
Attitude Toward the Brand,
Subjective Norm, Awareness of
the Apparel Brand, Evaluation
of the Advertisement,
Involvement in the Breast
Cancer CauseKét qua cho thiy
mod hinh mé rdng c6 kha nang
giai thich t6t hon so voi mo
hinh c¢b dién dya trén F-
ratio.Nghién ciru cung cip hiéu
biét vé cach thé hé Y phan tng
véi CRM trong nganh thoi
trang, tr d6 hd trg doanh nghiép
t6i wru chién lugc marketing.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Christian, RG; | You're getting | Thiét ké thuc nghiém: Mo | Exposure to Cause-Related | Purchase CRM Exposure c6 anh hudng
Sarofim, SN; | warmer: hinh 2 (CRM vs Non- | Marketing (CRM) Initiative | Intention for dén Purchase Intention thong
Gordon, BS; | examining a | CRM) x 2 (Successful | Perceived Team Success | Team-Branded qua hai bién trung gian tuan tu:
Bobkowski, PS | warmth effect | Team vs Unsuccessful | (Moderator) Merchandise Perceived Warmth — Brand

as antecedent | Team) giita cac nhom ddi | Perceived Warmth Attitude — Purchase Intention
to cause- | tugng. Brand Attitude Perceived Team Success dong
related Phan tich MANCOVA dé vai tro diéu tiét trong mé hinh,
purchase kiém tra hiéu mg chinh anh huong dén cach nguoi tidu
intentions for | cta CRM va thanh cong dung phan ung véi CRM.
sport-themed cua doi bong. "Warmth Effect" dong vai tro
CRM M6 hinh trung gian c6 quan trong trong vi¢c hinh
diéu tiét tuan tu dé kiém thanh thai do cua nguoi tiéu
tra vai tro cia Perceived dung dbi véi cac doi thé thao
Warmth va Brand hop tac véi to chuc phi loi
Attitude trong mdi quan nhuan trong chién dich CRM.
hé gitta CRM Exposure Céc két qua nay giup cac nha
va Purchase Intention. marketing thé thao hiéu cach sir
Nghién ctru tép trung vao dung chién lugc CRM dé ting
nguoi tiéu dung trong linh cuong nhan di¢n thuong hiéu va
vuc thé thao. thiic ddy y dinh mua hang cua
nguoi ham mo.
Nghién ctru nhdn manh ring
thoi diém thue hién chién dich
CRM rat quan trong dé t6i wu
héa sy tham gia cia ngudi tiéu
dung.

Shetty, SJ; | The Influence | Phuong phap lay mau: | Cause Purchase Cause Participation c6 anh
Chaudhuri, MS; | of Cause- | Snowball ~ SamplingDdi | ParticipationProduct/Cause Intention huéng truc tiép dén Purchase

Sheaf, A Related tugng khao sat: Nguoi | CongruenceConsumer/Cause Intention.Product/Cause
Marketing on | ti€u dung Millennials tai | IdentificationAttitude (dong Congruence va
Millennials' Karnataka va Kerala, An | vai tro trung gian giira Consumer/Cause Identification
Purchase DPOCS mau: 313 phan hoi | Product/Cause Congruence anh huong tich cuc dén
Intentions: hop 1€Phén tich dir ligu: | va Consumer/Cause Attitude.Attitude dong vai tro
Evidence  of | M6 hinh phuong trinh cau | Identification v&i Purchase trung gian va cé anh hudng tich
CSR from an | traic (SEM) st dung | Intention) cuc dén Purchase
Emerging phuong phap Partial Least Intention. Tinh tuong thich gitra
Economy Squares (PLS) san phim va nguyén nhan xi
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Tén bai bao

Phuong phap nghién ctru

Bién tién to
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Bién diéu tiét

Két qua chinh

hoi ma doanh nghiép hd tro rat
quan trong dé chién dich CRM
thanh cong.Su tham gia cua
nguoi tiéu dung trong cac
chuong trinh CRM c¢6 vai tro
quan trong trong viéc nang cao
hiéu qua chién dich.Nghién ctru
nhin manh tdm quan trong ctia
thai d6 nguoi tiéu dung trong
viéc quyét dinh hanh vi mua
hang trong bdi canh CRM.

Mastromartino,
B; Wear, H;
Naraine, ML;
Reifurth, KRN

Letting the
Dogs Out: The
Impact of
Team Service
Dogs on Brand
Image,
Perceived
Altruism,
Behavioral
Intention

and

Thiét ké thuc nghiém
(Experimental Design) dé
kiém tra anh huéng cua
CRM trong viéc cac tb
chtrc thé thao nhan nudi
va huén luyén cho dich
VUL

Xem xét tac dong cua
mirc d60 nhan thic cua
ngudi tidu dung vé sang
kién CRM 1én Brand

Image, Perceived
Altruism, va Purchase
Intentions.

Consumer Awareness of the

CRM Initiative

Brand
Perceived
Altruism
Purchase
Intentions

Image

Nhan thirc ciia nguoi ti€u dung
vé sang kién CRM c6 tac dong
dén Brand Image, Perceived
Altruism, va Purchase
Intentions.

Viée cac td chirc thé thao nhan
nudi chd dich vu khong chi la
mot hinh thie lién két thuong
hiéu ma con thé hién trach
nhiém xa hoi, giup néng cao
hinh anh thuong hi€u va nhan
thic vé long vi tha.
Chién lugc CRM nay c6 tiém
ning thuc ddy ¥ dinh mua hang
cua nguoi tiéu dung khi ho cam
nhéan duoc gia tri x8 hoi tir hoat
dong nay.
Nghién clru cung cap ham y
thue tién cho cac to chirc thé
thao muén ap dung chién Iuoc
CRM thong qua céc sang kién
c6 tac dong xa hoi tich cyc.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Shih, T; Wang, | Cause-Related | Thiét ké thuc nghiém tryc | Cause-Related ~ Marketing | Corporate Image | Environmental CRM Campaigns c6 tac dong
SS Marketing in | tuyén (4 x 2 design) véi | (CRM) Campaigns | Purchase Values (diéu tiét | tich cuc dén Corporate Image
the Telecom | 1175 nguoi tham gia tai | orporate Image (trung gian | Intentions mdi quan hé gian | va Purchase Intentions.
Sector: bai Loan. | gita CRM Campaigns va tiép gilta CRM | Corporate Image dong vai tro
Understanding | Kiém tra tac dong cua | Purchase Intentions) Campaigns va | trung gian trong méi quan hé
the Dynamics | CRM trong nganh vién Purchase gita CRM Campaigns va
among thong 1én  Corporate Intentions, dac biét | Purchase Intentions.
Environmental | Image va  Purchase d6i voi cac san | Environmental Values diéu tiét
Values, Cause- | Intentions. pham can thiét) mdi quan hé gian tiép giira
Brand Fit, and | Xem xét vai trd trung gian CRM Campaigns va Purchase
Product Type cua Corporate Image va Intentions, ddc biét d6i voi san
vai tro didu tiét cua pham can thiét.
Environmental Values. Mtic d6 phu hop giita thwong
hiéu va nguyén nhan (Cause-
Brand Fit) khong anh hudng
dang ké dén Corporate Image
hay  Purchase Intentions.
Nghién ciru cung cip ham y ly
thuyét va thuc tién vé trach
nhiém x3 hoi doanh nghiép
(CSR) trong viéc thuc day tinh
bén viing mdi trudng thong qua
CRM.
Silva, SCE; | Cause-related Thyuc nghi€ém dugc thuc | Consumer-Cause Online Store | Brand-Cause  Fit | Consumer-Cause Identification
Duarte, P; | marketing in | hién trén mau nguoi tiéu | IdentificationBrand-Cause PerceptionOnline | (diéu tiét mdi quan | c6 tic dong tich cuc dén
Machado, JC; | online dung Bd Pao Nha dé kiém | FitPerceived ValueTrust Purchase h¢ gilra Consumer- | Perceived Value, nhung khong
Martins, C environment: tra phan ung cua ho vdi Intention Cause anh huong tryc tiép dén Online
the role of | CRM trong modi truong Identification ~ va | Purchase Intention.Brand-
brand-cause fit, | tryc tuyén.Di liéu duoc Perceived Value) Cause Fit ¢6 anh huong tich cuc
perceived phan tich bang moé hinh dén Trust va Online Purchase

value, and trust

phuong trinh cadu triic
(SEM).Kiém tra tac dong
cua Cause-Brand Fit va
Consumer-Cause

Identification 1én nhén
thirc vé clra hang truc
tuyén va y dinh mua hang.

Intention.Perceived Value c¢o6
tac dong dén Online Purchase
Intention. Trust du doan
Perceived Value, nhung khong
anh huong tryuc tiép dén Online
Purchase Intention.Brand-
Cause Fit didu tiét mdi quan hé




XXX1

Téc gia

Tén bai bao

Phuong phap nghién ctru

Bién tién to

Bién hau to

Bién diéu tiét

Két qua chinh

giita Consumer-Cause
Identification va Perceived
Value.Nghién ctu lam rd vai
tro quan trong cua Brand-Cause
Fit trong viéc tac dong dén nhan
thirc va hanh vi nguoi tiéu dung
d6i véi chién dich CRM trong
moi truong truc tuyén.

Chaabouni, A;
Jridi, K; Bakini,
F

Cause-related
marketing:
scepticism and
warm glow as

impacts of
donation size
on  purchase
intention

Nghién ctru dinh luong
dua trén thuc nghiém.
Khao sat truc tuyén tu
quan ly voi 300 nguoi
dung Internet.
Kiém tra tic dong cua
kich thude khoan quyén
gop trong CRM dbi véi y
dinh mua hang, dong thoi
xem xét hai phan tmg ddi
lap:

Scepticism (hoai nghi)
Warm Glow (cam giac 4m
ap khi lam viéc thién)

Donation Size in Cause-
Related Marketing (CRM)
Practices

Scepticism (anh hudng tiéu
cuc dén  Warm  Glow)
Warm Glow (anh huong tich
cuc dén Purchase Intention)

Purchase
Intention
Non-Profit
Products

for

Donation Size khoéng anh
huong truc tiép dén Purchase
Intention.

Donation Size cao gy ra
Scepticism (hoai nghi), lam
giam Warm Glow.
Warm Glow c¢6 tac dong tich
cuc dén Purchase Intention.
Scepticism anh huong tiéu cyuc
dén Warm Glow, gian tiép lam
giam  Purchase  Intention.
Nghién ctru khuyén nghi ring
quang céo vé CRM nén rd rang,
trung thuc, tranh phong dai kich
thudc quyén gop dé khong gay
nghi ngd tr nguoi ti€u dung.
Pong gop vao tai liéu CRM
bang cach xem xét cac phan
mg tam 1y trai chiéu cia ngudi
tiéu ding trong bdi canh vin
hoa A Rép, noi nghién ctru vé
chu @& nay con han ché.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Das, N; Guha, | How product- | Hai nghién ctu thyc | Brand Prominence Disparity | Attitude Toward | Positioning of the | Brand Prominence Disparity
A; Biswas, A; | cause fit and | nghiém kiém tra mé hinh (Su khac biét vémic dondi |a CRM  Co- | For-Profit Brand | anh hudng dén  Purchase
Krishnan, B donation trung gian c6 diéu tiét | bat tryc quan giita thuong | Branded Partner (Luxury vs | Intention thong qua trung gian
quantifier (moderated mediation | hiéu vi lgi nhudn va thuong | ProductPurchase | Non-Luxury) cua Attitude Toward a CRM
interact in | model):Study 1: Kiém tra | hiéu phi lgi nhuan trong | Intention Co-Branded Product.Su dinh vi
cause-related vai tro trung gian cua | CRM)Attitude Toward a cua thwong hi¢u vi lgi nhudn
marketing Attitude Toward a CRM | CRM Co-Branded Product (Luxury vs Non-Luxury) déng
(CRM) Co-Branded Product | (trung gian gita Brand vai tro dleu tiét qua trinh nhan
settings: trong mbi quan hé giita | Prominence Disparity va thirx vé& thuong hiéu:Trong

evidence of the
cue
congruency
effect

Brand Prominence
Disparity va Purchase
Intention.Study 2: Kiém
tra vai tro diéu tiét cta
Luxury vs Non-Luxury
Positioning 1én qué trinh
nhén thirc cua ngudi ti€u
ding db6i v6i Brand
Prominence Disparity.

Purchase Intention)

Luxury  Positioning, = mot
thuong hi€u c6 muc dd nhén
dién cao  (loud wvisual
prominence) giup cai thién
Attitude va Purchase Intention
dbi véi san phim CRM co-
branded.Nghién ciu mo rong
hiéu biét vé vai tro cta yéu to
hinh anh thuong hi€u (brand
prominence) trong chién luoc
CRM co-branding.Cung cap
huéng dan thyc tién cho cac nha
marketing, dac biét khi hop tac
v6i cac t6 chirc xa hoi dé quang
ba san pham mang dic diém xa
x1 hodc khong xa xi.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Kim, H; Youn, | The effect of | Dit li¢u thuc nghiém tryc | Attitude Toward CRM (chi | Purchase Corporate  Social | Dbi véi cong ty cb danh tiéng
S; Lee, D corporate tuyén thu thap tir 311 sinh | c6 tac dong khi cong ty c6 | Intention Responsibility CSR tich cuc, Subjective Norm
social vién dai hoc. | CSR tiéu cuc) | Brand Image (bi | (CSR) Reputation | va  Perceived Behavioural
responsibility St dung Ly thuyét Hanh | Subjective Norm | anh huong boi | (Positive vs. | Control (PBC) co tac dong tich
reputation on | vi Dy dinh (Theory of | Perceived Behavioural | Purchase Negative) cuc dén Purchase Intention.
consumer Planned Behaviour - | Control (PBC) Intention) Déi voi cong ty co danh tiéng
support for | TPB) dé phan tich cac yéu CSR tiéu cuc, Attitude Toward
cause-related t6 quyét dinh hd trg CRM. CRM, Subjective Norm, va
marketing So sanh su khac biét giira PBC déu c6 tac dong tich cuc

hai nhom céng ty c¢6 danh
tiéng CSR tich cuc va ti€u
cuc.

dén Purchase Intention.
Affect Toward CRM Support
khong c6 mdi quan hé dang ké
v6i Purchase Intention trong ca
hai nhom cong ty.
Purchase Intention c¢6 anh
huéng tich cue dén su phat trién
Brand Image, bat ké danh tiéng
CSR cua cong ty.
Nghién ciru cho thdy riang cac
cong ty co danh tiéng CSR tiéu
cuc van c6 thé khoi phuc va cai
thién hinh anh thuong hiéu
thong qua CRM.
Céc ham ¥ 1y thuyét va thyc tién
duoc thao luan dé gitp doanh
nghiép tan dung CRM nhim gia
tang thién cam tir ngudi tiéu
dung.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Vazifehdust, H; | Cause related | M6 hinh nghién ctru dugc | Cause-Related ~ Marketing | Consumer CRM Campaigns c6 tac dong
Nikoomaram, marketing xdy dung dua trén tai liéu | (CRM) CampaignsBrand | Purchase tich cwc dén  Consumer
H; Saberi, H campaigns and | truéc d6 va kiém chimg | AwarenessBrand Intentions Purchase Intentions.Cac yéu t&

consumer bang dir liu thuc | ImagePerceived Brand  Awareness, Brand
purchase nghiém.D liéu khao sat | QualityCultural Values(Céc Image, va Perceived Quality

intentions: The
mediating role
of cultural
values and
perceptual
brand equity

dinh lugng thu thap tu
khoang 400 ngudi ti€u
dung tai cac trung tam
mua sim & Tehran,
Iran.Phan tich biang Mb
hinh Phuong trinh Cau
trac (SEM) dé kiém tra
cac gia thuyét.

yéu to nay dong vai tro trung
gian gitta CRM Campaigns
va  Consumer Purchase
Intentions)

dong vai tro trung gian mot
phan trong mdi quan h¢ giita
CRM Campaigns va Consumer
Purchase  Intentions.Cultural
Values ciling dong vai tro trung
gian, diéu nay cho thdy tam
quan trong cua cac yéu t6 van
hoéa trong phan ing cia nguoi
tiéu dung d6i véi CRM.Nghién
clru mé& rong tai liéu vé CRM
bang cach nhin manh vai tro
trung gian cua Cultural Values
va Perceived Brand Equity, von
chua dugc nghién ctru k¥ ludng
trude day.Ham y thyc tién duoc
dua ra dé hd tro cac cong ty va
t6 chire tir thién tai Iran trong
viéc trién khai CRM mdt cach
hiéu qua hon.Két qua nghién
ctru ¢6 thé dugc mo rong ra cic
thanh phd khéc & Iran dé kiém
tra kha ning téng quat hoa cua
cac phat hién.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Chetioui, Y; | COVID-19 Dir liéu khao sat thu thap | Identification with the Cause | Consumer Islamic Religiosity
Lebdaoui, H cause-related tr 561 nguoi tiéu dung tai | Donation Size | Purchase (diéu tiét mdi quan
campaigns and | Morocco. Emotional Arousal | Intention hé gilta Attitude
consumers' Phan tich dit liéu bing M6 | Subjective Norms Toward COVID-
purchase hinh Phuong trinh Céu | Attitude Toward COVID-19 19 Cause
intention: does | trac (SEM) dé kiém tra | Cause-Related ~Campaigns Campaigns va
religiosity cac gia thuyét. | (trung gian gitra cac bién tién Consumer
matter? Kiém tra tac dong trung | t6 va Consumer Purchase Purchase Intention)

gian cua Attitude Toward
COVID-19 Cause-
Related Campaigns va tac
dong diéu tiét cua Islamic
Religiosity.

Intention)
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Rego, MM; | The Mb hinh tong hop phén | Cause-Brand Fit | CRM  Purchase Cause-Brand Fit c6 anh huong
Hamilton, MA | importance of | tich trung gian da cdp | Consumers' Involvement | Intentions manh nhit dén Attitudes
fit: a predictive | (MASEM) trén 81 nghién | with the Cause Toward the  Cause-Brand
model of cause | ctru, véi tong dir lidu tir | Skepticism Alliance B = 0.40).

marketing
effects

25,554 nguoi.
Kiém tra cac mdi quan hé
quan trong gitta cac bién
trong chién dich CRM.
Xéac dinh vai tro trung
gian ciia cac yéu td niém
tin va thai d§ trong anh
huong  dén  CRM
Purchase Intentions.

Perceptions of Cause-Brand
Fit

Attitude Toward the Brand
Attitudes Toward the CRM
Alliance

(Céc bién nay trung gian giita
cac niém tin ctia nguoi tidu
duing va CRM Purchase
Intentions)

Consumers' Involvement with
the Cause va Skepticism dong
vai tro trung gian trong tac dong
dén CRM Purchase Intentions.
Skepticism cé anh hudng ti€u
cuc truc tiép dén CRM
Purchase Intentions.
Ba yéu tb thai d6 dong vai tro
trung gian gitra niém tin cua
nguoi tiéu dung va CRM
Purchase Intentions:
Perceptions of Cause-Brand Fit,
Attitude Toward the Brand,
Attitudes Toward the CRM
Alliance

Ham y thuc tién:
Céc thuong hiéu nén tip trung
vao viéc xay dung sy phu hop
giltta nguyén nhan va thuong
hiu dé cai thién thai do cua
nguoi tiéu dung.
Giam muc d¢ hoai nghi
(skepticism) c6 thé giup nang
cao hiéu qua cua chién dich
CRM.

Su tham gia cua nguoi tiéu
dung voi nguyén nhéan (cause
involvement) c6 thé dong vai
tro thiic day thai do tich cuc hon
d6i v6i thuong hidu va lién
minh CRM.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Gupta, S; | An  analysis | Phuong phap hon hop: | Motivation Toward CRM | Purchase Céc yéu td chinh trong nhan
Chawla, D and inter | Phong van khong céu triic | Attitude Toward CRM Intention Toward thirc ctia ngudi tiéu dung An Do
relationship voi 15 nguoi (8 nam, 7 CRM vé CRM duoc x4c dinh thong
between  the | nit) tir 22-55 tudi dé xac qua phan tich nhan 0.
factors of | dinh cac yéu t6 nhan thirc Mbi quan hé giira Motivation,

perception for
cause-related
marketing
offerings

ve CRM.
Khéo sat dinh luong véi
325 nguoi duge tiép can
tryc tiép va 180 nguoi
tham gia qua mang xa hoi
(tong mau: 505 ngudi).
Phén tich nhan té (Factor
Analysis) dé xac dinh cac
yéu té chinh trong nhén
thirc cua nguoi tiéu dung
vé CRM tai An bo.
Phan tich ANOVA/t-test
dé kiém tra sy khac biét vé
nhan thidc CRM theo
thudc tinh nhan khau hoc.
M6 hinh PLS-SEM dé
kiém tra mbi quan hé giita
céc yéu to do luong.

Attitude va Purchase Intention
dugc kiém ching bang PLS-
SEM.

Co su khac biét vé nhan thirc
CRM theo nhén khéu hoc, duoc
kiém tra bang ANOVA/t-test.
Ham y thuc tién:
Két qua cung cp hiéu biét sau
sdc hon v& nhan thirc ctia nguoi
tiéu dung d6 thi An Do vé
CRM.

Doanh nghiép c6 thé tan dung
yéu t6 dong co va thai do dé cai
thién hi¢u qua cua chién dich
CRM.

Dong gop vao tai liéu hoc thuat
bang cach 1am rd cac yéu td tac
dong dén nhan thirc va hanh vi
tiéu dung lién quan dén CRM
trong bdi canh An Do.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Shanbhag, PR; | Development Phuong phip hon hop | Behavioral Beliefs (anh | Purchase Cic  niém tin  hanh vi
Pai, YP; | and initial | (Mixed Methods | huong dén Attitude) | Intention (Behavioral Beliefs), niém tin
Kidiyoor,  G; | validation of a | Approach): Normative  Beliefs (anh | Towards CRM chuén myc (Normative Beliefs)
Prabhu, N theory of | Df ligu dinh tinh: | huong dén Subjective | Products va niém tin kiém soat (Control

planned Thao luén nhom (Focus | Norms) Purchase Beliefs) co6 tac dong manh mé
behavior Group Discussions) va | Control Beliefs (anh huong | Behavior dén cac yéu t6 trung gian tuong
questionnaire: | bang cau hoi mé véi 62 | dén  Perceived Behavioral ung:

Assessment of | ngudi tham gia dé phat | Control) Behavioral Beliefs — Attitude
purchase trién thang do. | Attitude (trung gian gilta B = 0834, p < 0.001)
intentions Dt liéu dinh luong: | Behavioral Beliefs va Normative Beliefs —
towards Khéo sat 1035 nguoi tiéu | Purchase Intention) Subjective Norms (B = 0.631, p
products dung dé kiém tra do tin | Subjective Norms (trung < 0.001)
associated with | cdy va gia tri ciia thang do | gian gilra Normative Beliefs Control Beliefs — Perceived
CRM bing md hinh phuong | va  Purchase  Intention) Behavioral Control (B = 0.725,
campaigns trinh cdu trac (SEM). | Perceived Behavioral p < 0.001)

Xay dyng va kiém dinh
thang do TPB trong boi
canh CRM tai Nam A.

Control (trung gian giira
Control Beliefs va Purchase
Intention)

Attitude, Subjective Norms va
Perceived Behavioral Control
anh huong dang ké dén
Purchase Intention:
Attitude — Purchase Intention
(B = 0374, p < 0.001) (Tac
dong manh nhét)
Subjective Norms — Purchase
Intention (B =0.218, p < 0.001)
Perceived Behavioral Control
— Purchase Intention (B =
0.320, p < 0.001)
Purchase Intention c¢6 anh
huong manh dén Purchase
Behavior (B=0.530, p <0.001).
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh

Lopes, JM; | Perceived Mb hinh nghién ctru gom | Brand-Cause Fit | Purchase Altruism (diéu tiét | Brand-Cause Fit, Consumer-

Bairrada, CM; | altruism in | 7 gia thuyét duogc kiém | Consumer-Cause Intention anh huong cua | Cause Identification, va Trust

Coelho, AFD cause-related dinh. Identification Life Satisfaction | Corporate Image | in CRM Campaign c6 anh
marketing Dt ligu khao sat truc | Trust in CRM Campaign | Brand Attitude 1én cac bién hau t0) | huong tich cuc dén Corporate

tuyén tir 463 nguoi tiéu | Corporate Image (trung gian Image.

dung tai Brazil va B6 Pao | gita  Brand-Cause  Fit, Corporate Image c6 anh hudng
Nha. Consumer-Cause tich cuc dén: Purchase
Phan tich m6 hinh phuong | Identification, Trust in CRM Intention, Life Satisfaction,
trinh ciu trac (SEM) dé | Campaign va cic bién hau td) Brand Attitude
kiém tra mbi quan hé giira Mirc do Altruism diéu tiét mbi
cac bién. quan hé¢ gitra Corporate Image
Dbi twong nghién ciru 1a va cac bién hau td, cho thay
dong san pham Ekos cua nhitng nguoi ¢6 1ong vi tha cao
thwong  hiéu  Natura ¢6 xu huong danh gia tich cuc
(Brazil). hon vé& chién dich CRM va

thuong hiéu.

Al-Fayad, F How much can | Phén tich m6 hinh phuong | Donation Size | Saudi Donation Size c6 anh hudng
Saudi trinh cdu trac (SEM) sir | Company-Cause Fit | Consumers’ tich cuc dén Purchase Intention,
corporations dung phuong phap Partial | Corporate Reputation | Purchase nhung muc d6 khac nhau cia
benefit  from | Least Square (PLS-SEM). | Corporate Philanthropic | Intention khoan quyén goép khong tao ra
cause-related Dir liéu thu thap to 293 | Involvement su khac biét dang ké trong ¥
marketing? nguoi tiéu dung tai Saudi | Message Content dinh mua hang.
Insights from | Arabia. Company-Cause Fit khong anh
exploring the | Kiém tra anh huong cua huong dén Purchase Intention,
charitable cac yéu t6 lién quan dén cho thdy ngudi tiéu dung Saudi
incentives  of | chién dich CRM dbi véi y it quan tdm dén sy phu hop gitta
Saudi dinh mua hang. cong ty va nguyén nhan tur
consumers St dung Smart-PLS dé thién.

kiém tra mGc do anh
huéng cua cac bién doc
lap 1én Purchase
Intention.

Corporate Reputation,
Corporate Philanthropic
Involvement, va  Message

Content c6 tac dong tich cuc
dén Purchase Intention.
Khach hang Saudi quan tam
dén hanh dong tir thién hon la
dong co cua doanh nghi¢p khi
tham gia vao céc chién dich
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Téc gia

Tén bai bao

Phuong phap nghién ctru

Bién tién to

Bién hau to

Bién diéu tiét

Két qua chinh

CRM.

Thoéng di¢p marketing c6 hiéu
qua hon khi dugc dong khung
theo hudng tich cuc (positive
message framing), voi ndi dung
giau cam xuc, toan dién va co
tinh thuyét phuc cao.

Ferraris, A; Del

Giudice, M;
Grandhi, B;
Cillo, V

Refining  the
relation
between cause-
related
marketing and
consumers
purchase
intentions A
cross-country
analysis

Khao sat tryc tuyén véi
téng cong 398 ngudi tiéu
dung:

234 nguoi tiéu ding Y
(vin hdéa ca nhan chu

nghia - Individualistic
Culture)
164 nguoi ti€u dung

Brazil (vin héa tap thé -
Collectivist Culture)
Phan tich hdi quy tuyén
tinh  (Ordinary  Least
Squares - OLS) dé kiém
tra tac dong diu tiét cua
cac bién duogc gia thuyét.

Cause-Related
(CRM)
Perception of CRM Goal

Marketing

Achievement (GA)
Brand Fit (BF)
Gender

Brand Use
Cultural Differences
(Individualistic ~ Culture -
Italians vs.  Collectivist

Culture - Brazilians)

Consumer
Purchase
Intentions (PI)

bo6i voi nguoi tiéu dung Y

(Individualistic ~ Culture -
Italians):
Perception of CRM Goal

Achievement (GA), Brand Fit
(BF), va Gender c6 vai tro diéu
tiét tich cuc trong mdi quan hé
gita CRM va Purchase
Intentions.

Brand Use khong c6 tac dong
didu  tiét  dang  ké.
Déi v6i nguoi tiéu ding Brazil
(Collectivist Culture -
Brazilians):

Brand Fit (BF) va Gender van
c6 tac dong diéu tiét tich cuec.
Perception of CRM Goal
Achievement (GA) khéng co
tac dong diéu tiét dang ké.
Brand Use c6 tac dong diéu tiét
titu cuc dén  Purchase
Intentions.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Krishnan, SA; | Impact of | Khao sat 1029 nguoi tiéu | Product Eminence | Purchase Celebrity Product Eminence, Brand
Rameshkumaar, | celebrity dung FMCG tai Chennai | Brand Fame | Intention of | Endorsement Fame, va Target Audience co
VP; Prakash, K; | endorsement (lva chon theo phuong | Target Audience | FMCG (trung gian mot | anh huong tich cuc va dang ké
Sugandaran, D | on cause- | phap Purposive | Nature of Cause (trung gian | Consumers phan gitra Nature | dén  Nature of  Cause.

related Sampling). gita Product Eminence, of  Cause  va | Nature of Cause c6 anh hudng
marketing and | M6 hinh phuong trinh cdu | Brand Fame, Target Purchase Intention) | tich cuc dén Purchase Intention.
purchase tric (SEM) va phéan tich | Audience  va  Purchase Celebrity Endorsement dong
intention  of | phwong sai mot chiéu | Intention) vai tro trung gian mot phan giita
FMCG (ANOVA) dugc su dung Nature of Cause va Purchase
consumers in | dé kiém dinh gia thuyét. Intention, cho thay viéc ngudi
Chennai DP6i tugng khao sat la ndi tiéng quang ba cho chién
nguoi ti€u dung thuong dich CRM ¢6 thé lam ting tac
xuyén mua hang FMCG dong cua nguyén nhan tir thién
tai si€u thi va cua hang 1én y dinh mua hang.
béach hoa.
Silva, SCE; | How Dir liu khao sat tir 229 | Company's Perceived | Millennials' Tat ca sau yéu to tién to déu co
Duarte, P; | permeable to | nguoi tiéu dung thé hé | Motivation Purchase anh huéng dang ké dén
Marinho, AFL; | cause-related Millennials. Brand-Cause Fit | Intention in Purchase Intention trong chién
Vlacic, B marketing are | Phan tich m6 hinh khai | Consumer-Cause Cause-Related dich CRM.
millennials? niém bang phin mém | Identification Marketing Gia tri quyén goép tuyét dbi
SPSS va  SmartPLS. | Type of Product | (CRM) (absolute donation values) c6
Kiém tra tac dong ctia sau | Frame of Donation Campaigns tac dong manh mé dén nhan

yéu t quyét dinh dén y
dinh tham gia vao chién
dich CRM cua
Millennials.

thirc cua nguoi tiéu dung vé
chién dich va y dinh mua san
pham.

Két qua cung cd nhitng phat
hién truéc d6 vé sy phu hop
gitta thuong hi€u va nguyén
nhan (Brand-Cause Fit) ciling
nhu mic do ddng nhét giita
nguoi tiéu dung va nguyén nhan
(Consumer-Cause
Identification).




xlii

Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Aghakhani, H; | When partners | Hai nghién ctru thuc | Termination of a CRM | Brand Switching to a New | Cham durt quan hé d6i tic CRM
Carvalho, SW; | divorce: nghiém v&i nguoi tiéu | Partnership Perceptions Cause (mirc d6 phu | ¢6 anh hudng tiéu cuc dén ca
Cunningham, understanding | dung Bic My dé kiém tra Purchase hop gilta thuong | Brand Perceptions va Purchase
PH consumers' tac dong cua viéc chim Intentions hi€u va nguyén | Intentions.

reactions  to | dut quan hé ddi tic CRM. nhan khong anh | Viéc chuyén sang mot nguyén
partnership Study 1: Panh gia tac huéng dang ké) | nhan méi gitp giam thiéu tac

termination in
cause-related
marketing
programs

dong truc tiép cua viéc
cham dat quan hé¢ CRM
dén Brand Perceptions va
Purchase Intentions, dong
thoi kiém tra vai tro cua
switching to a new cause.
Study 2: Xem xét vai tro
didu tiét cua 1y do chdm
dat (Altruistic Vs.
Operational) va bén dua
ra quyét dinh (Sponsoring
Firm Alone vs. Mutual
Decision) dbi v&i phan
Ung cuia nguoi tiéu dung.

Reason for
Termination
(Altruistic VS.
Operational)

Decision-Making
Party (Sponsoring
Firm Alone vs.
Mutual  Decision
with the Cause)

dong tiéu cuc nhung khong thé
loai bé hoan toan anh hudng
tiéu cuec.
Trong trudng hop cham dit vi
Iy do nhan dao (Altruistic
Reason):

Nguoi tiéu dung phan ung tich
cuc hon khi quyét dinh duoc
dua ra bdi cong ty tai trg mot
minh.

Trong truong hop cham dit vi
ly do van hanh (Operational
Reason):

Ngudi tiéu dung cam thay tich
cuc hon néu quyét dinh duoc
thuc hién cung véi to chirc phi
1o1 nhuan.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Le, TT; Tiwari, | Role of | Phuong phap dinh lugng | Perceived Cause-Related | Repurchase Perceived Perceived-CRM c6 anh huong
AK; Behl, A; | perceived (Quantitative Approach) | Marketing (Perceived-CRM) | Intention (CRIN) | Corporate ~ Social | tich cuc dén Repurchase
Pereira, V corporate v6i 395 phan hoi tirkhach | Brand  Image  (BIMA) Responsibility Intention théng qua Brand
social hang trong nganh hang | Customer Satisfaction (Perceived-CSR) Image (BIMA) va Customer
responsibility tiéu dung nhanh (FMCG). | (CSAT) (diéu tiét mdi quan | Satisfaction (CSAT).
in the nexus of | Phan tich dit liéu bang mo hé gilta Perceived- | Brand Image va Customer
perceived hinh phuong trinh céu CRM vo6i BIMA va | Satisfaction dong vai tro trung
cause-related triic PLS-SEM CSAT) gian gilta Perceived-CRM va
marketing and | (SmartPLS 3.3.2). Repurchase Intention.

repurchase
intention in
emerging
markets

Kiém tra tdic dong cua
Perceived-CRM 1én
Repurchase Intention
thong qua cac bién trung
gian BIMA va CSAT,
ddng thoi kiém tra vai tro
didu tiét cua Perceived-
CSR.

Perceived-CSR  diéu tiét mbi
quan h¢ gitra Perceived-CRM
v6i Brand Image va Customer
Satisfaction, cho thay rang khi
nguoi ti€u dung c6 nhan thic
cao vé trach nhiém x3 hoi cua
doanh nghiép, ho c6 xu hudng
danh gia cao hon tac dong cua
CRM d6i véi thuong hiéu va sy
hai long.
Nghién ciru cung cép béng
chtng bd sung vé vai trd quan
trong cua Perceived-CRM va
Perceived-CSR trong viéc xay
dung mdi quan hé bén vimg véi
khéch hang.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Bae, M Matching Phan tich phuong sai da | Culture (High-Context vs. | Attitude Toward Vin héa anh huéng dén higu
cause-related bién (Multivariate | Low-Context Culture) | CRM qua cua thong diép CRM, bao
marketing Analysis of Variance - | Type of CRM Appeal | Credibility gbm thai do d6i voi CRM, nhan
campaign  to | MANOVA) dé kiém tra | (Informational vs. Emotional | Perception thirc vé do tin cay va y dinh mua
culture anh hudng cua loai thong | vs. Combination) | Purchase hang.
diép CRM | Perceived Credibility (trung | Intention Perceived Credibility dong vai
(Informational, gian gitia Cultural trd trung gian gilra Cultural
Emotional, Combination) | Congruence va  Attitude Congruence va  Attitude
theo bdi canh van hoa | Toward CRM) Toward CRM, cho thay rang sy

(High-context vs. Low-
context).

Phan tich m6 hinh dudng
dan (Path Model
Analysis) dé kiém tra vai
trd0 trung gian cua
Perceived Credibility.

pht hop vin hoa co thé ting
cuong dg tin cdy, tir d6 cai thién
thai 46 d6i véi CRM.
Sy két hop giita anh hudng cam
xtc va nhan thac co thé cai
thién hiéu qua cua thong diép
CRM, nhung mtc d6 hi€u qua
thay ddi tuy theo bdi canh vin
hoa.
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Thomas, S; | Investigating ¥ thuyét hanh dong hop 1y | Cause Involvement | CRM  Purchase Attitude Toward Brand c6 anh
Jadeja, A; | the consumers | (Theory of Reasoned | Donation Magnitude | Intention huéng tich cuc dén CRM
Vaghela, K; | attitude toward | Action - TRA) dugc ap | Firm Motive Purchase Intention.
Shreevastava, R | brand and | dung dé phan tich mdi | Attitude Toward Brand Cause Involvement, Donation

purchase quan hé gitra thai do d6i | (trung gian giita Cause Magnitude va Firm Motive déu
intention v6i thuong hiéu va y dinh | Involvement, Donation ¢6 anh huong tich cuc dén
within the | mua hang trong bbi canh | Magnitude, Firm Motive va Attitude Toward Brand, tir do
context of | CRM ciia san pham dugc | CRM Purchase Intention) gian tiép tic dong dén CRM
cause-related pham. Purchase Intention.
marketing Nghién ctru kiém tra tac CRM c6 thé 1a mét chién lugc
campaign for a | dong cua Cause hiéu qua dé dinh vi thuong hiéu
pharmacy Involvement, Donation va tao su khac biét trong nganh
product Magnitude va  Firm duoc phém, mot linh vuc chua

Motive déi véi Attitude
Toward Brand va tac
dong gian tiép cua chung
lén  CRM  Purchase
Intention.

Thu thép dir li€u tir nguoi
tiéu ding lién quan dén
céc san pham dugc pham
tai An Do.

duoc nghién ciru nhiéu trong
boi canh CRM.
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Kim, S; Na, H Sustainability | Po ludng gia tri bén viing | quity of Sustainability of | Purchase Benefit-Sought San pham c6 Equity of
of Sustainable | (Equity of Sustainability) | Sustainable Fashion Product | Intention Segments (diéu tiét | Sustainability cao nhat khong

Fashion clia cac loai san pham thoi | Types mdi quan hé gifta | phai lac nio ciing tao ra ¥ dinh

Products and | trang bén virng. | Brand Names Equity of | mua  hang cao nhit.

Impact of | Phan tich tac dong cua | Cause-Related = Marketing Sustainability, Cause-Related Marketing

Brand Names | Brand Names va Cause- | (CRM) Brand Names, | (CRM) c¢6 anh huong dang ké

and Cause- | Related Marketing CRM va Purchase | dén Purchase Intention ctia mot

Related (CRM) ddi voi Purchase Intention) sO loai san pham bén viing, bat

Marketing on | Intention. ké thuong hiéu nao.

Purchase Kiém tra sy khac biét giita Céc nhoém nguoi tiéu dung theo

Intention cac nhom ngudi ti€u dung phan khuc lgi ich (Benefit-

theo phan khuc loi ich Sought Segments) c6 su khac

(Benefit-Sought biét dang ké vé Equity of

Segments) ddi véi cac yéu Sustainability, Purchase

t6 trén. Intention va tac dong cua Brand

Names va CRM.

Hashem, TN THE Khao sat bang bang cau | Cause-Related ~ Marketing | Brand Image CRM chu yéu duogc st dung dé
INFLUENCE | héi ty quan ly vdi 300 | (CRM) Campaigns Intention to hé trg cac van d tir thién, thé

OF CAUSE | nguoi tiéu dung tai Purchase hién thién chi cua doanh nghiép

RELATED Amman, Jordan vao nam (Solidarity d6i voi cong dong.
MARKETING | 2015. Purchase) Nguoi tiéu dung Jordan cdé muc

(CRM) ON | Mau dugc chon theo Brand Loyalty dd nhan thirc cao vé khai niém

THE BRAND | phuwong phéap thuan tién CRM, hiéu rd y nghia va c6 thé

IMAGE (Convenience Sampling). lién hé CRM véi niém tin va

AMONG Phéan tich phan ung cuta tinh cach cé& nhan cia ho.
CONSUMERS | khach hang Jordan dbi vé6i Nguoi tiéu dung co thai do tich

IN JORDAN | CRM va tac dong ciia no cuc dbi voi CRM, diéu nay co

1én hinh anh thuwong hiéu,
y dinh mua hang va long
trung thanh thuong hiéu.

thé gop phan cai thién hinh anh
thwong hiéu, thuc day ¥ dinh
mua hang vi su doan két
(Solidarity Purchase) va tang
cuong long trung thanh thuong
hiéu.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh

Wei, SQ; Ang, | Doesthe global | Hai nghién ctru thyc | Cause Scope (Global vs. | Perceived RM c¢6 pham vi dia phuong
T; Liou, RS vs. local scope | nghi¢m dugc thuc hién | Local) Consumer (Local-Scoped CRM) duoc
matter? véi nguoi tiéu dung tai | MNC's Origin (Emerging vs. | Effectiveness danh gia tich cuc hon so voi

Contingencies | My dé kiém tra tac dong | Developed Markets) | (PCE) (cam nhén CRM c6 pham vi toan ciu

of cause- | cia Cause Scope, Nguon | Host Market Consumers' | ciia nguoi tiéu (Global-Scoped CRM) ddi véi

related gbc MNC va Cultural | Cultural Orientation | dung vé tac dong cac MNC tir thi trudng méi noi.

marketing in a | Orientation 1én Perceived | (Individualism vs. | cua viéc mua Nguoi tiéu dung c6 dinh hudng

developed Consumer Effectiveness | Collectivism) hang) vin hoa tap thé (Collectivism)

market (PCE) va  Purchase Purchase wa chudng cac chién dich CRM

Intention. Intention c6 pham vi dia phuong hon so

Ung dung Ly thuyét Tac v6i pham vi toan ciu.

dong Xa hoi  (Social Perceived Consumer

Impact Theory) dé phan
tich sy khac biét trong
phan Gng cua nguoi tiéu
ding dbi véi céc chién
dich CRM c¢6 pham vi
khac nhau.

Effectiveness (PCE) dong vai
tro trung gian trong mdi quan hé
gitta Cause Scope va Purchase
Intention, nghia 1a khi nguoi
tiéu dung cam nhén ré‘mg viée
mua hang ctia ho c6 tac dong
thuc su, ho c6 xu hudng mua
san pham dugc lien két voi
CRM nhiéu hon.
Su khac biét vé& van hoa gitta
nhom khach hang c6 dinh
hudng ca nhan (Individualism)
va tap thé (Collectivism) anh
huéng dén phan tng cua ho véi
CRM, cho thdy rang cin co
chién luge CRM khéc nhau cho
ting phan khuc thi truong.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh

Yang, HT; Yen, | Consumer Khéao sat 901 nguoi ti€u | Consumer Self-Construal | Consumer Consumer Self-Construal ¢6 tac
GF responses  to | dung Trung Qubc dé kiém | (Interdependent Self- | Evaluations  of dong tich cuc dén phan tng ciia
corporate tra phan tng cua ho ddi | Construal in Chinese | CRM ngudi tiéu dung ddi véi CRM
cause-related v6i CRM trong bdi canh | Collectivist Culture) | Corporations thong qua trung gian cula
marketing: A | vin  héa tdp  thé | Empathy Purchase Empathy va Moral Identity.
serial multiple | (Collectivist Culture). | Moral Identity | Intentions for CRM c¢6 thé kich thich phan
mediator St dung PROCESS | Consumer Self-Construal — | CRM Goods tmg dong cam (Empathy) &
model of self- | Macro trong SPSS dé | Empathy — Moral Identity nguoi tiéu dung, tir d6 kich hoat
construal, kiém dinh cac gia thuyét | — Consumer Evaluations va Moral Identity va dan dén:
empathy and | vé trung gian da bién va | Purchase Intentions Panh gia tich cyc hon vé doanh
moral identity | trung gian ndi tiép. nghiép thuc hién CRM.
Phan tich m6 hinh phuong Gia tang y dinh mua hang cac
trinh cdu trac (SEM) dé san pham CRM.
x4c nhan két qua nghién Empathy déng vai tro 14 yéu t6
clru. ¢bt 151 trong hé théng dao dirc
va cam xUc cuia con ngudi, do
d6 cac chién dich CRM hiéu
qué nhét khi chung lién két voi

cam xuc xa hoi.
Pandey, PK; | Examining the | Dir li¢u khao sat tir 1,220 | Cause-Related  Marketing | Customer Cause Involvement | CaRM c6 anh huong manh mé
Bajpai, N; | role of cause- | nguoi tiéu ding tai Béc | (CaRM) Purchase (diéu tiét mdi quan | dén y dinh mua hang cta khach
Tiwari, AV related An bo. | Attitude Toward CaRM | Intention (PI) hé giira Attitude va | hang FMCG tai An Do.

marketing  in
influencing the

purchase
intention of
Indian
customers in
the FMCG

sector: the role
of attitude and
cause
involvement

Phan tich m6 hinh phuong
trinh céu trac (PLS-SEM)
dé kiém tra tac dong cua
CaRM dén  Purchase
Intention.

Kiém tra vai tro trung gian
cua Attitude Toward
CaRM va vai tro diéu tiét
cua Cause Involvement.

(trung gian gitta CaRM va
Purchase Intention)

Purchase Intention)

Thai do tich cuc dbi véi CaRM
c6 vai tro trung gian, giip tang
cuong tac dong cia CaRM lén
Purchase Intention.
Cause Involvement didu tiét
mdi quan hé giita Attitude va
Purchase Intention, nghia la
nhitng khach hang c6 muc do
gan két cao véi nguyén nhan xa
héi c6 xu hudng mua hang
nhiéu hon khi tham gia vao
chuong trinh CaRM.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Lin, SC; Lin, | A Study of the | Pbi twong khéo sat: Du | Cause-Related ~ Marketing | Purchase Cause-Related Marketing c6
MTY Effects of | khach tham gia du lich | (CRM) Intention tac dong tich cuc va dang ké
Cause-related | sinh thai (Ecotourism | Brand Image (trung gian gilra dén Brand Image.
Marketing on | Visitors) tai Pai Loan. | CRM va Purchase Intention) Brand Image c6 tac dong tich
Brand Image | C& mau: 500 bang khao cuc va dang ké dén Purchase
and Purchase | sat dugc phan phat, thu vé Intention.
Intention  in | 357 ban hop 1€ (ty 1¢ phan Cause-Related Marketing c6
Ecotourism hoi 71%). tac dong truc tiép va tich cuc
Phan tich mdi quan hé dén Purchase Intention, bén
gitta CRM, Brand Image canh tac dong gian tiép qua
va Purchase Intention dé Brand Image.
kiém tra tac dong cua
CRM trong nganh du lich
sinh thai.
Kim, JE; | The Impact of | Khao sat trén 371 sinh | Moral Emotions: | Purchase Moral Emotions c6 anh hudng
Johnson, KKP Moral vién dai hoc (180 tr My, | Ego-Focused Moral Emotion | Intention for a tich cuc dén Purchase Intention
Emotions  on | 191 tir Han Qudc) dé kiém | (Pride) Social-Cause trong chién dich CRM.
Cause-Related | tra anh hudng ctia Moral | Other-Focused Moral | Product Anh huéng cia Ego-Focused
Marketing Emotions va Cultural | Emotion (Guilt) Moral Emotion (Pride) 1én
Campaigns: A | Orientation dén Purchase | Cultural Orientation (US vs. Purchase Intention manh hon &
Cross-Cultural | Intention trong cac chién | Korea) nguoi tiéu dung My so voi Han
Examination | dich CRM. | Self-Construal (High- Qubc.
So sanh hai nhém van héa | Interdependent vs. Low- Anh huéng cia Other-Focused
(M¥ - nén van hoa canhan | Interdependent) Moral Emotion (Guilt) 1én

cht nghia vs. Han Qudc -
nén van hoa tip thé).
Phan tich anh hudng cua
Self-Construal (murc d0 tu
nhén dién ca nhan hay lién
két voi nhom) 1én mbi
quan hé gita Moral
Emotions va Purchase
Intention.

Purchase Intention manh hon &
nhiing nguoi c6 muc d6 ty nhan
dien tap  thé  (High-
Interdependent) so v6i nhom co
muc d6 tu nhan dién ca nhan
(Low-Interdependent).




Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Hanzaee, KH; | Which can | Khao sat thyc nghiém trén | Corporate Social | Customer CSR c¢6 anh hudng tich cuc dén
Sadeghian, M; | affect more? | 400 sinh vién dai hoc tai | Responsibility (CSR) | Satisfaction Customer Satisfaction, Loyalty
Jalalian, S Cause Pai hoc SRBIA, Tehran | Cause  Marketing (CM) | Customer va Repurchase Intention trong

marketing or | (Iran) dé danh gia tac | Cause-Related  Marketing | Loyalty céc cong ty cung cép san pham
cause-related dong cia CSR, CM, va | (CRM) Repurchase va dich vy tai Iran.
marketing CRM dbi v6i mirc d6 hai Intention Khong c6 sy khac biét dang ké
long, trung thanh va y gitta Cause Marketing (CM) va
dinh mua lai. Cause-Related Marketing
Phan tich sy khac biét (CRM) trong viéc tac dong dén
gitra cac loai hinh cong ty Customer Loyalty va
(san xudt dién thoai di Repurchase Intention.
dong va dich vu khach Customer Satisfaction bi anh
san) trong viéc st dung hudng khac nhau tuy theo loai
CSR va CRM. hinh cong ty, cho thay rang tac
dong cua CSR va CRM c6 thé
thay d6i theo nganh.

Pandey, PK; | Enhancing Khdo sat 1683 nguoi tiéu | Donation Purchase Cause Involvement | CaRM c6 anh hudng tich cuc
Bajpai, N; | Customer dung tai Bic An Do @ | Cause Type | Intention (ting cudng tac | dén y dinh mua hang (Purchase
Tiwari, AV Purchase kiém tra hiéu qua cua | Cause-Brand Fit dong cua CaRM | Intention) trong nganh dugc
Intention Cause-Related Marketing | Product Type [én Purchase | phdm An bo.
Using Cause- | (CaRM) trong nganh | Cause Proximity Intention) Thai do d6i véi cac chuong
Related duogc pham. | Attributed Company Motives trinh CaRM doéng vai trd trung
Marketing: A | Mo hinh 1y thuyét dwoc | Trust gian mot phan trong mdi quan
Study of the | kiém dinh thuc nghiém dé | Corporate Reputation hé gitta CaRM va Purchase

Indian do luong tic dong cua | CaRM  Message Appeal Intention.
Pharmaceutical | chin yéu t6 CaRM lén | Attitude Toward Cause- Cause Involvement dong vai tro
Sector Purchase Intention. | Related Marketing (CaRM) diéu tiét, 1am gia ting hiéu qua

Phan tich vai tro trung
gian cua Attitude Toward
CaRM va vai tro diéu tiét
cua Cause Involvement.

Programs

cia CaRM - nghia 1a nhiing
khach hang quan tam dén
nguyén nhan tr thi¢n s€ c6 ¥
dinh mua hang cao hon khi
tham gia vao chién dich CaRM.
Chin yéu t& cua CaRM
(Donation, Cause Type, Trust,
Corporate Reputation, v.v.) déu
c6 tic dong dén Purchase
Intention, nhung muc d6 anh
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hudng khac nhau.
Cosgrave, D; | Ethical Phuong phap nghién ctru | Ethical Self-Reporting | Purchase Market Type | Co6 su khac biét gilta cac nhom
O'Dwyer, M standards and | dinh tinh (Exploratory | Perceptions of CRM | Intentions (Developed vs. | millennials vé mirc d trung
perceptions of | Qualitative Research | Initiatives Developing thyc trong bdo cao dao duc
CRM among | Method) dé xay dyng nén | Choice Criteria of CRM Markets) (ethical self-reporting), nhén
millennial tang ly thuyét. | Offers thirc vé CRM, tiéu chi lya chon
consumers Phong van ban cau trac | Religious and Ethical Beliefs chién dich CRM va y dinh mua

(Semi-Structured
Interviews) véi 155 sinh
vién dai hoc va sau dai
hoc thudc 17 quéc tich
khac nhau.
Dit liéu thu thap tir hai
khu vuc:
Ireland (Thi truong phat
trién - Developed Market)
United Arab Emirates
(Thi truong dang phat
trién - Developing
Market)

hang.

Méi lién hé gitra niém tin t6n
gido va dao dirc anh huong dén
thai d6 cta millennials ddi véi
CRM, dic biét trong mot s6 khu
vuc nhét dinh.
Gioi tinh khong tao ra sy khac
biét dang ké trong nhan thirc vé
CRM.

Millennials khong phai 1a mot
nhom dong nhit —ho co cac tiéu
chi lya chon khac nhau dya trén
tiéu chuén dao dic ca nhan va
bbi canh van hoa.
Thi trudong phat trién va thi
truong dang phat trién c6 cac
phan tmg khac nhau dbi véi
CRM, diéu nay goi ¥ su cin
thiét phai diéu chinh chién luoc
CRM cho tirng khu vye.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh

Rapert, MI; | The generous | Xdy dung md hinh khai | Pro-Social Consumer | Cause-Related Cac hanh vi ti€u dung vi tha

Thyroff, A; | consumer: niém vé ngudi tiéu ding | Behaviors: Purchase (Pro-Social Consumer

Grace, SC Interpersonal c6 long hao phong | Social Responsibility | Intentions Behaviors) c6 tac dong tich cuc
generosity and | (generous consumer) va | Empathy dén Cause-Related Purchase
pro-social chc yéu t6 anh huong dén | Moral Reasoning Intentions.
dispositions as | quyét dinh mua hang | Self-Report Altruism (SRA) Interpersonal Generosity dong
antecedents to | trong cac chién dich | / Past Helpfulness vai tro trung gian, két ndi cac
cause-related Cause-Related Marketing | Interpersonal Generosity hanh vi vi tha véi su tiép nhan

purchase
intentions

(CRM).

Kiém dinh mé hinh thong
qua phan tich dir liu vé
hanh vi tiéu dung c6 tinh
vi tha va trach nhiém xa
hoi.

(trung gian gilra Pro-Social

Consumer Behaviors va
Cause-Related Purchase
Intentions)

ciia nguoi tiéu dung dbi véi
CRM.

Nhiing ngudi c6 mirc d¢ trach
nhiém xa hoi, dong cam va 1y
luan dao ddc cao cé xu hudng
ung ho cac chién dich CRM
nhiéu hon.
Nhitng nguoi co lich st gitp do
nguoi khac (Past Helpfulness)
c¢6 mic d0 mua hang tir cac
thuong hiéu sit dung CRM cao
hon.
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Ilicic, J; Baxter, | Keepingitreal: | Ba nghién ciou thuc | Celebrity Social | Purchase Consumer  Self- | Celebrity Social Responsibility
SM; examining the | nghiém (Three | Responsibility (Trach nhiém | Intentions of | Transcendence lam ting nhén thirc vé tinh xac
Kulczynski, A | influence  of | Experiments) dé kiém tra | xd hoi ciia nguoi ndi tiéng) | Cause-Related Values (Gia tri | thuc cta quan hé ddng thuong
co-branding tac dong cua Celebrity | Co-Branding  Authenticity | Products vuot 1én ban than - | hiéu (Co-Branding
authenticity in | Social Responsibility dén | (Tinh xac thuc cia dong quan tim dén phiic | Authenticity).

cause-related
marketing

Co-Branding
Authenticity, va tir d6 anh

huong dén  Purchase
Intentions of  Cause-
Related Products.
So sanh gilta Co-

Branding Authenticity va
Co-Branding Fit dé xac
dinh yéu to nao cé tac
dong manh hon dén y

dinh mua hang.
Kiém tra vai trd diéu tiét
cuia Consumer  Self-
Transcendence Values

trong mbi quan hé giita
Co-Branding
Authenticity va Purchase
Intentions.

thuong hiéu)

lgi cia nguoi khac)

Co-Branding Authenticity co
tdc dong manh hon so véi Co-
Branding Fit trong viéc anh
huong dén Purchase Intentions.
Nhiing nguoi tiéu dung cod gia
tri  Self-Transcendence cao
(quan tam dén phuc loi x4 hoi)
¢6 y dinh mua hang cao hon khi
ngudi nbi tiéng duoc xem 1a co
trach nhiém xa hoi va quan hé
ddng thuong hiéu dwoc danh
gia la xac thyc.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Terblanche, The influence | Nghién ctru hén hegp | Product Involvement (Low | Consumer Nguoi tiéu dung Nam Phi co
NS; Boshoff, C; | of cause- | (Mixed-Methods VS. High) | Intentions nhan thic tich cuc vé& CRM
Human-Van related Approach): Donation Recipient (Specific | Consumer trong bdi canh gido duc va ua
Eck, D marketing Nghién ctu dinh tinh: | vs. General) | Attitudes thich cac théng diép chién dich

campaign Thuc hién cac nhom thao | Donation Magnitude (High | Consumer tich cuc, mang tinh x& hoi.
structural ludn (Focus Groups) dé | vs. Low) | Perceptions Céc yéu tb chu tric cua chién
elements  on | thu thdp nhan thic va y | Campaign Message Framing dich c6 anh huong doc lap va
consumers' kién cua nguoi tiéu ding | (Positive/Prosocial vs. Other tuong tac dén y dinh, thai d6 va
cognitive and | Nam Phi vé chién dich | Approaches) nhén thirc cia nguoi ti€u dung.
affective Cause-Related Marketing San pham c6 muc do lién quan
attitudes and | (CRM) trong bbi canh thap (Low-Involvement
purchase giao duc. Product), ngudi nhan quyén
intention Nghién ctru dinh luong: gop cu thé (Specific Donation

Thtr nghiém thyc nghiém
2 x 2 x 2 x 2 factorial
experiment, kiém tra anh
huéng cia bon yéu té clu
trac chién dich 1én phan
Ung cuia nguoi tiéu dung.

Recipient), va khoan quyén gop
thuc t& 16n (High Magnitude
Actual Donation) c6 tac dong
manh nhit d&én phan tng cua
nguoi tiéu dung.
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Téc gia Tén bai bao Phuong phap nghién ctru Bién tién t6 Bién hau to Bién dicu tiét Két qua chinh
Srivastava, R For brand | Khao sat 425 nguoi tiéu | Social Marketing | Brand  Alliance Ca Social Marketing va Cause-
alliance social | dung trong nganh hang | Cause-Related = Marketing | Brand  Attitude Related Marketing déu co tac
or cause related | ti€u dung nhanh (FMCG), | (CaRM) Brand Image dong tich cwc dén Brand
marketing dac biét 1a nguoi dung xa Brand Alliance, Brand Image, Brand
which one is | phong va dau  goi. Recommendation Recommendation, Brand
better? A study | Phan tich tac dong cua Brand Loyalty Loyalty, Consumer Perceptions
in  emerging | Social Marketing va Purchase va Purchase Behavior.
markets Cause-Related Marketing Intentions So voi Cause-Related

(CaRM) 1én  Brand
Alliance, Attitude va
Purchase Intentions.

Str dung quang céo cua ba
thuong hiéu FMCG cho
mdi loai chién lugc
marketing:

Social Marketing: Dove
Soap, Parachute Hair Oil,

Dettol Soap
Cause-Related

Marketing: Fiama Di
Wells  Beauty  Soap,

Vatika Hair Oil, Nihar
Hair Oil

Marketing, Social Marketing
duoc nguodi tiéu dung ua
chudng hon, vi ndé c6 muc do
tac dong manh hon dén thai do
thuong hi¢u (Brand Attitude)
va y dinh mua hang (Purchase
Intentions).

Nguoi tiéu dung thich xem
quang cdo co yéu té Social
Marketing hon so vdi Cause-
Related Marketing.
Ca hai chién luoc marketing
déu thuc diy nguoi tiéu ding
mua san phdm tir cing mot
cong ty va gidi thi¢u cho nguoi
khéc.

Nguon: tac gid phdn tich tong hop
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PHU LUC 2: KET QUA NGHIEN CUU TONG QUAN VE MARKETING Vi MUC
TIEU XA HOI THONG QUA KY THUAT BIBLIOMETRIC REVIEW
1. Gi6i thiéu vé phwong phap tong quan tai li¢u bing phén tich bibliometric

Nghién ctru nay stir dung phuong phap nghién ctru hdn hop dinh tinh va dinh luong
dé thuc hién (Creswell, Clark, Gutmann, va Hanson, 2003). DAu tién nghién ctru tién hanh
phan tich dinh lugng bang phuong phap bibliometric, tiép theo 1a phéan tich noi dung tir
cac tai liéu CRM gan day thong qua k¥ thuat két ndi thu muc (Bibliographic coupling).
Trong giai doan dau tién, mot danh gia tai liéu thu muc (Bibliometric literature review) da
duoc tién hanh theo bon budc: tim kiém tai liéu, danh gia san loc tai liéu, théng ké mo ta
va 1ap ban do khoa hoc. “Cac phuong phap thu vién (bibliometric methods) dd duoc sir
dung dé cung cap phan tich dinh luong ciia cac an pham da cong b6” (Ellegaard va Wallin,
2015). Giai doan nay c6 mo ta vé su da dang cua cac chu dé, nhu 1a cac khia canh thé ché
hodc dia ly, sy phat trién cta linh vuc theo thoi gian, linh vyc nghién ctru hodc thé loai tai
liéu va tac gid. Phan tich bibliometric 1a mot cong cu dé dinh luong cac nghién ctru dugc
thuc hién trong linh vuc nay. Trong giai doan th&r hai, mdt phan tich ndi dung duoc tién
hanh dé lam sang to cac chu dé nghién ctru va linh vyc trong tim cua tai lieu CRM gan
day.
1.1. Tim kiém tai ligu

Phan tich tric lvong thu muc duoc thuc hién béng cach sir dung co so dir liéu Web
of science (WoS) dén 2023. Tir khoa “Cause Related Marketing” 14 cum tir tim kiém c6
trong tiéu dé ctia bai bao dugc stir dung dé tim kiém cac bai bao lién quan di xuat ban bang
bat ky ngdn ngit ndo lién quan dén nghién ctru vé Cause Related Marketing. Annesley
(2010) va Jamali and Nikzad (2011) cho rang, tiéu dé cia bai bao 1a yéu t6 dau tién ma
ngudi doc s& quan sat. Tuy nhién, dé mé rong pham vi tim kiém tac gia lwa chon pham vi
tim kiém theo tiéu dé bai bao, tom tit va cac tir khoa lién quan trong trudng tim kiém tai
liéu thudc trang chit WoS. N6 dai dién cho chu dé lién quan c6 ¥ nghia véi linh vuc nghién
ctru va muc ti€u cua nghién ctru. Qua trinh tim kiém co s& dit 1iéu WoS ban dau tao ra 480
bai viét. S6 lwong bai viét nay dugc xac dinh 1a tir nhiéu nguon tai liéu khac nhau tir nhiéu
nganh khac va c6 nhiéu nghién ctru khong lién quan hodc lién quan 10ng 180 dén nghién
ctru CRM. Do do, cac tac gia da thyc hién mdt danh gia san loc ban dau tir tap hop dir li€u

duoc thu thap tir d6 loai bo nhitng bai viét khong lién quan dén chu dé nghién cuu.
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Tac gia thiy rang c6 nhiéu bai bao khong lién quan truc tiép dén chu dé dang dugc

diéu tra. Do d0, tac gia tién hanh phan tich ndi dung cho céac bai bao thu thap dé chi bao

gb6m nhitng bai bao phi hop v6i chit dé nghién ciru CRM. Dé trich xuat va thao tac dit liéu,

cac phuong phap bibliometric, dya trén phan tich ndi dung, thuong duoc st dung

(Ellegaard va Wallin, 2015). Tét ca 480 bai viét dugc chon dé tién hanh danh gia, tac gia

d3 loai bo 130 bai viét c6 lién quan 10ng 1éo hodc khong lién quan dén chu dé. Két qua 1a,

con lai 350 bai viét l1a mau cudi cung cho nghién ctru nay.

Buwéc

Bwoc 1

Tim kiém tai li€u

Muc dich

Bwoc 2

Panh o1d e hA

A\ 4

- Ttr khoa tim kiém trong tén bai
béo, tom tat va tir khoa: Cause
Related Marketing

- Nguén dir liéu: Web of Science.

- Loai tai liéu: Bai bao khoa hoc

- Thoi gian: trude 15/11/2023.

Két qua

A 4

- Loai bd céac nghién cilru trung
lap.
- Loai bo céac nghién ctru c6 lién

man lano 18n va khAano thnAe

\ 4

480 bai viét

Budéce 3

Phan tich ndi

A 4

- Ma hoa.

- Téng hop

350 bai viét

\ 4

- Thong ké mo ta

- Phan tich ndi

1

Hinh 2.1: So db tim kiém va danh gia san loc bai bao

1.3. Cong cu phén tich

C6 nhiéu phan mém khac nhau c6 san dé thuc hi¢n mdt danh gia bibliometric, vi

du nhu VOSviewer, Citespace, BibEXcel va R. Mdi phﬁn mém déu co nhitng vu diém va

nhuoc diém cua chung (Zupic va Cater, 2015). Phan mém duoc chon cho phén tich

bibliometric ciia nghién ciru nay 1a VOSviewer. N6 1a mot goi phan mém phi thuong mai.

Nguoi ta cho rang phan mém VOSviewer phan tich dir liéu bibliometric thu thap duoc tir

co sO dir li¢u WoS hoac Scopus mdt cach thuc tién, lam tang sy quan tdm cua cac hoc gia

vé phuong phap phan tich Bibliometric trong thoi gian gan ddy (N. Donthu, Kumar,
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Mukherjee, Pandey, va Lim, 2021). VOSviewer co thé hoat dong vai cac dinh dang dir ligu
khac nhau va c6 hop cong cu phan tich tich hop (Van Eck va Waltman, 2010).
2. Két qua tong quan tai liéu bang phwong phap bibliometric
2.1 Thong ké mé ti

(1) Su gia tang nghién ciru theo thoi gian

Céc s6 liéu thong ké ban dau cia bo dit liéu duge thu thap cho phép tac gia xac dinh
co s& kién thirc hién tai cua tai liéu CRM. Tac gid xac dinh khung thoi gian cho viéc thu
thap dir li¢u 1a ndm 1997 dén nam 2023. Sb luong bai bao dugc Xuat ban trong khu vuc tu

nam 1997 dén nam 2023 trong co s& dit liéu WoS dugc minh hoa trong hinh 2 duéi day.
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publications [l Citations
Nguon: tac gid tong hop tir nguon dir liéu WoS
Hinh 2.2: Bai bao khoa hoc vé CRM theo thdi gian va tan suit trich dan

Tir hinh 2.2, ¢6 thé quan sat thdy rang sy quan tdm vé hoc thuat danh cho chu dé

nay da ting Ién trong nhig niam qua. Tuy nhién, sy gia ting dang ké trong cac 4n pham
nghién ctru vé chu dé nay da xay ra ké tir nim 2018. 21 tap chi hang dau d xuat ban hon
4 tai liéu nghién ctru vé CRM dugc trinh bay trong Bang 2.1. Tir bang 2.1, ¢6 thé thay rang
International Marketing Review, Journal of Business Ethics, Journal of Business Research,
International Review on Public and Nonprofit Marketing va Psychology Marketing d4 xuat
ban phan 16n (n > 10) cac bai viét vé CRM. Tuy nhién, Journal of Business Ethics d nhan
duoc su trich din tdi da, tiép theo 1a Journal of Business Research va Journal of

Advertising, vi ho da xuat ban nghién ciru CRM trong nhiéu nam. Mt s6 tap chi ndi tiéng
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trong linh vuc kinh doanh va quan Iy gan ddy da bat dau chu ¥ hoc tip vé chi dé va cong
viéc xuét ban vé CRM.

Bang 2.1: Top 21 tap chi hang dau xuét ban trong linh vuc CRM

ST S6  bai | S6 trich
Tap chi ~
T bao dan
1 International Marketing Review 19 408
2 Journal of Business Research 19 1151
International Review on Public and Nonprofit
3 Marketing 18 160
4 Journal of Business Ethics 17 1443
5 Psychology Marketing 11 569
6 International Journal of Advertising 10 308
7 Journal of Nonprofit Public Sector Marketing 8 56
8 Journal of The Academy of Marketing Science 8 872
9 Journal of Advertising 7 1265
10 Advances in Consumer Research 6 73
11 European Journal of Marketing 6 216
12 Ournal of Product and Brand Managemen 6 79
13 Journal of Retailing and Consumer Services 5 49
14 Journal of Advertising Research 4 122
15 Journal of Consumer Behaviour 4 10
16 Journal of Consumer Marketing 4 58
17 Journal of Marketing Research 4 356
18 Journal of Public Policy Marketing 4 663
19 Journal of Retailing 4 544
20 Sport Management Review 4 47
21 Total Quality Management Business Excellence 4 68

Nguon: tac gid tong hop tir nguon dir liéu WoS

(2) Cac nghién ciru dwoc trich din hang diu
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Top 10 bai bao dugc trich dan hang dau trong linh vuc CRM dugc trinh bay trong
Bang 2.2. Céc bai bao nhan duoc trich dan cao nhét di duoc xuét ban 1a “The influence of
cause-related marketing on consumer choice: Does one good turn deserve another?”, “A
typology of consumer responses to cause-related marketing: From skeptics to socially
concerned”; “Consumer responses to corporate social responsibility (CSR) initiatives -
Examining the role of brand-cause fit in cause-related marketing”; “Doing Right Leads to
Doing Well: When the Type of CSR and Reputation Interact to Affect Consumer
Evaluations of the Firm”; “Cause-related marketing (CRM) - The influence of donation
proximity and message-framing cues on the less-involved consumer” da nhan dugc tong
cong nhiéu hon > 2100 trich din va 1a cac bai bao c6 anh huong hang dau dya trén trich
dan hang ndm (>22.8 trich dan/nim).

Bang 2.2: Top 10 bai bao dugc trich ddn hang dau trong linh vuc CRM

Trung
) Trich
STT | Tiéu dé bai bao Tac gia N binh
dan
nam
The  influence of  cause-related | Barone va
1 marketing on consumer choice: Does | Cong su | 491 20.46
one good turn deserve another? (2000)
A typology of consumer responses to
_ _ Webb  and
2 cause-related marketing: From skeptics 480 18.46
. Mohr (1998)
to socially concerned
Consumer responses to corporate social
X.L.Nan and

responsibility (CSR) initiatives -
3 K. J. Heo | 472 27.76
Examining the role of brand-cause fit in

(2007)

cause-related marketing

Doing Right Leads to Doing Well:
When the Type of CSR and Reputation | Lii and Lee
4 _ 354 29.5
Interact to Affect Consumer Evaluations | (2012)

of the Firm




Ixi

Cause-related marketing (CRM) - The
influence of donation proximity and | Grau and
5 ' 304 17.88
message-framing cues on the less- | Folse (2007)

involved consumer

Barone.
Consumer response to retailer use of
Norman, and
6 cause-related marketing: Is more fit . _ 267 15.71
Miyazaki

(2007)

better?

The role of brand/cause fit in the .
Pracejus and

7 effectiveness of cause-related marketing 262 13.1
_ Olsen (2004)
campaigns
B. A.
Lafferty,

The impact of the alliance on the
8 Goldsmith, 258 12.9
partners: A look at cause-brand alliances

and Hult

(2004)

A framework for understanding
_ o Pirsch,
Corporate Social Responsibility
9 ' Gupta, and | 251 14.76
programs as a continuum: An
Grau (2007)

exploratory study

The relevance of fit in a cause-brand | Barbara A

10 alliance when consumers evaluate | Lafferty 206 12.12

corporate credibility (2007)

Nguon: tac gid tong hop tir nguon dir liéu WoS

Céc tac gid Chang CT, Thomas S, Christofi M, Kim S, Liu G, Olsen GD, Olsen GD

va Pracejus JW da duoc liét ké 1a tac gia c6 nang suat cao nhat va 1a tac gia cia nhiéu hon

5 bai bao trong linh vuc CRM duoc liét ké trong Bang 2.3, trong d6 tac c6 ning suit cao
nhit 1a Chang CT véi 10 bai bao dugc xuét ban.

Béng 2.3: Top céc tac gia c6 nhiéu bai bao hang dau trong linh viec CRM

STT Téc gia S6 luong Tilé %
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1 Chang CT 10 2.857
2 Thomas S 9 2.571
3 Christofi M 7 2.000
4 Kim S 6 1.714
5 Liu G 6 1.714
6 Olsen GD 6 1.714
7 Pracejus JW 6 1.714
8 Adomaviciute K 5 1.429
9 Gupta S 5 1.429
10 Lafferty BA 5 1.429
11 Urbonavicius S 5 1.429
12 Bae M 4 1.143
13 Bhatt V 4 1.143
14 Ko WW 4 1.143
15 Leonidou E 4 1.143
16 Patel R 4 1.143
17 Silva SCE 4 1.143
18 Vrontis D 4 1.143
19 Badenes-rocha A 3 0.857
20 Baghi | 3 0.857
21 Bajpai N 3 0.857
22 Barone MJ 3 0.857
23 Brown NR 3 0.857
24 Chawla D 3 0.857

Nguon: tac gid tong hop tir nguon dir liéu WoS
(3) Cac nghién ciru phéan bd theo dia ly
Céc nha nghién ctru tir 55 qudc gia khac nhau di dong gop vao viéc xuét ban cac
tai liéu dugc truy xuat tir nim 1997 dén nam 2023. 10 quéc gia hang dau dong goép cho
cac nghién ctru dugc liét ké trong Bang 2.4. Hoa Ky dung dau voi tong sb 129 (36.85%)
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nghién ctru, tiép theo 13 An do véi 41 (11.7%) nghién ctru va Anh Quéc véi 31 (8.85%)
nghién ctru.

Béng 2.4: Top cac qubc gia c6 nhidu bai bao hang dau trong linh vuc CRM

STT Qubc gia/Khu vyc S6 lugng Tilé %
1 USA 129 36.857
2 INDIA 41 11.714
3 ENGLAND 31 8.857
4 PEOPLES R CHINA 22 6.286
5 CANADA 21 6.000
6 TAIWAN 19 5.429
7 GERMANY 16 4.571
8 SOUTH KOREA 15 4.286
9 FRANCE 14 4.000
10 ITALY 13 3.714
11 CYPRUS 11 3.143
12 AUSTRALIA 10 2.857
13 SPAIN 10 2.857

Nguon: tdc gid tong hop tir nguon dir liéu WoS
2.2 Ky thudt ldp ban do khoa hoc

Lap ban dd khoa hoc gitp xac dinh mdi lién hé ciu tric gilta cac thanh phén nghién
ctru (Baker, Kumar, va Pandey, 2021; N. Donthu va Cong su, 2021). Viéc lap ban dd khoa
hoc bang phuong phap bibliometric hitu ich trong hai cach chinh: (1) dé gitp cac nha
nghién ctru moi tham gia vao mot linh vyc nhanh chéng nim bét dwgc ciu trac cua linh
vuc do; va (2) dé thé hién su chat ché vé mat dinh luong trong cac bai danh gia tai liéu
truyén thong (Zupic va Cater, 2015).

Phan tich ban dd khoa hoc 1a mot phan tich mang bao gém cac k¥ thuat khac nhau
nhu phan tich trich din, phan tich sy xuat hién dong thoi, két ndi thu vién, va phan tich
dong tac gia. Nhitng k¥ thudt ndy cho phép cic nha nghién ciru x4c dinh ciu tric mang
lu6i bang cach st dung cac yéu td thu muc. Nghién ctru ndy sir dung k§ thuat két ndi thu

muc dé 14p ban do nghién ciru CRM.
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(1) K§ thuit két ndi thu muc (Bibliographic coupling)

Két ndi thu muyc 1a mot ki thuat 1ap ban do xay ra khi hai 4n phim trich dan cing
mot an pham thir ba (Mulet-Forteza, Martorell-Cunill, Merigd, Genovart-Balaguer, va
Mauleon-Mendez, 2018). Vi viée két ndi thu myc, ngudi ta cho rang nhiing tai liéu trich
dan cac tai liéu twong ty nhau thi tip trung vao cing mot chii & nghién ciru (N. Donthu
va Cong sy, 2021). Viéc két hop céc tai li¢u trong bd dir liu thu thdp dugc lam ndi bat
nhirng ch d& nghién ctru quan trong ma cac nha nghién ctru CRM tap trung vao. Hinh 2.3
dai dién cho hinh anh tong quat vé sy két hop thu vién cta cac tac gia. Phan tich cho thiy
bdn cum dugc xac dinh 18 rang va 1am thé nao ching c6 lién quan véi nhiéu trich dan. C6
thé giai thich rang nhitng nha nghién ctru nay dugc nhém vao cling mot nhém vi cong viée
ctia ho tap trung vao céac linh vuc gan day va cac chu dé nghién ciru twong ty trong linh
vuc CRM va ¢6 lién quan véi cac trich dan twong tu (Bang 2.5). Phan tich ciing nhdn manh
rang c6 rat it bai bio gan day duoc phan tan trong cac nhom khac nhau. Cac nhém duoc
nhom dua trén su tap trung gidng hét nhau ciia cong viéc nghién ciru cta ho. Phan tiép
theo cung cip mot phén tich chi tiét vé ndi dung cua cac cum duoc xac dinh théng qua lién

két thu vién, tap trung vao nghién ctru CRM gan day.
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Hinh 2.3: Mang lué1 Bilographic coupling
(2) Phan tich néi dung
Phéan tich nd1 dung dugc thyc hi¢n dé phan loai dit li¢u van ban mot cach cé hé
thong dé tao ra nhitng két luan c6 ¥ nghia (Hsieh va Shannon, 2005). Tong cong c6 113
bai bao nghién cru dugc nhoém lai thanh bdn nhom. Nhom dau tién chira sb lugng bai viét
16n nhét véi 34 an pham, nhom thir hai véi 33, nhom thir ba 1a 26, va nhom thir tu 13 20.
Tac gia da tién hanh phan tich néi dung dé phat hién xu hudng hién tai, linh vuc trong
diém va cac chu dé nghién ctru hién dang 13 trong tAm ctia nghién ctru CRM va cung cap
cac huong cho nghién curu trong tuong lai trong linh vyc nay. Tai li€u trong linh vuc CRM
rat da dang va phan manh dan dén viéc dé xuat mot hudng nghién ctru trong twong lai 1a
rat khé khan va thach thtrc. Ton tai nhimg bang chimg khong chac chan vé mdi quan hé
giita cac bién khac nhau va khong c6 du nghién ctru dé xac dinh cac thiét ké CRM hiéu
qua c6 thé thic dy thanh cong cia CRM (Woo, Kim, va Childs, 2020b). Cac linh vuc
trong tAm cua céc tai liéu dugc xuat ban gan day vé CRM duogc phan loai thanh bon nhém
duoc thao luan chi tiét dudi day.
Bang 2.5: Cac nhom nghién ctru chinh tir phan tich Bilographic coupling
STT | Nhom Tac gia tiéu biéu
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Nhoém l:
Marketing vi
muc tiéu xa
hoi va truyén

thong xa hoi

Anghel, Grigore, and Rosca (2011); M. Bae (2018);
Barone va Cong su (2007); Berger, Cunningham, and
Drumwright (2006); C. T. Chang and Cheng (2015); Choi,
Chang, Li, and Jang (2016); Chowdhury and Khare (2011);
Christofi, Leonidou, Vrontis, Kitchen, and Papasolomou
(2015); Silva, Duarte, Machado, and Martins (2020); D. H.
Dean (2003); Duarte and Silva (2020); Enrique, Rafael,
Ruiz-Maf¢, and Sanz-Blas (2012); Mendini, Peter, and
Gibbert (2018); Mora, Vila-Lopez, and Kiister-Boluda
(2021); S. Singh and Duque (2020)

Nhom 2:
Marketing vi
muc tiéu xa
hoéi va kinh

doanh quéc té

Baghi, Rubaltelli, and Tedeschi (2009); Barone va Cdng
su (2007); C. C. Chang (2012); C. T. Chang and Chen
(2017); Grau and Folse (2007); B. A. Lafferty and
Edmondson (2014); J. Vanhamme va Cong su (2012); D.
Christofi, (2020);
Vrontis, Hulland, Shaw, Gaur, Czinkota, and Christofi
(2021); Webb and Mohr (1998); Woo, Childs, and Kim
(2020a)

Vrontis, and Katsikeas Demetris

Nhoém 3:
Marketing vi
muc tiéu xa
ho1 va sy tham

gia cia nguoi

Broderick, Jogi, and Garry (2003); Chaabane and Parguel
(2016); C. T. Chang and Chu (2020); Christofi va Cong su
(2020); Das, Guha, Biswas, and Krishnan (2016);
Guerreiro, Rita, and Trigueiros (2015); Guerreiro va Cong
su (2016); Howie, Yang, Vitell, Bush, and Vorhies (2018);

Koschate-Fischer, Stefan, and Hoyer (2012); Koschate-

tiéu dung . ‘
Fischer, Huber, and Hoyer (2016); Woodroof, Deitz,
Howie, and Evans (2019); A. Singh and Pathak (2020)

Nhom 4: | Baghi and Antonetti (2017); Baghi and Gabrielli (2018);

Marketing vi
muc tiéu xa
hoi va y dinh

mua hang

L. Bergkvist and Zhou (2019); C. T. Chang, Chen, Chu,
Kung, and Huang (2018); Coleman, Royne, and Pounders
(2020); Fan, Deng, Qian, and Dong (2022); Ferraris va
Cong sy (2020); Eastman, Smalley, and Warren (2019); La
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trong bdi canh | Ferle, Kuber, and Edwards (2013); B. A. Lafferty va Cong
da van hoa su (2016); Santoro, Bresciani, Bertoldi, and Liu (2020); S.
Singh, Kristensen, and Villasenor (2009); Terblanche va
Cong su (2023); Ye, Liu, Gu, and Chen (2021)

Nhém 1. Mdi quan hé ctia marketing vi muc tiéu x4 hoi va truyén thong x3 hoi

Céc nha nghién ctru cho ring viée xdy dung mot mdi quan hé thuong hiéu manh
mé& doi hoi phai truyén dat hinh anh thwong hiéu cho khach hang muc tiéu (Enrique va
Cong su, 2012). CRM la mdt trong nhitng cach ma cac to chirc truyén dat hinh anh ¢
trach nhiém x3 hoi cta ho. Nhitng phat hién ctia Mora va Cong su (2021) cho thdy rang
cac chién dich CRM dugc truyén dat thong qua truyén thong xa hoi c6 tiém nang to 16n dé
anh huong dén nguoi tiéu dung 16n hon va anh huéng téi thai d6 cua ho d6i véi thuong
hi€u, nguyén nhan va lién minh xa hdi. Hon nira, céac chién dich CRM duoc truyén dat
thong qua truyén thong xa hoi va cac kénh k¥ thuat s6 thu hit nguoi tidu dung thé heé tré,
nhiing ngudi dugce coi 1 ngudi tiéu dung ¢ y thirc xa hoi nhat va 1a khach hang myc tiéu
chinh cho cac sang kién CRM (Mendini va Cong su, 2018). Do d6, trong mot nd luc dé
thu hut ngudi tiéu dung tré hon, cac nha marketing phai str dung cac cong cu k¥ thuat s6
trong viéc thiét ké cac chién dich CRM (S. Singh va Duque, 2020).

Nhom 2. Méi quan hé ctia marketing vi muc tiéu x3 hoi va kinh doanh qudc té

Mic du sy quan tim ngay cang ting cua cac cong ty toan cau doi véi CRM, nhung
c6 rat it bang chimg vé méi quan hé gitta CRM va kinh doanh quéc té. Cac nha nghién ctru
d3 kéu goi nghién ctru thém vé van dé nay. Trong cac nghién ctru gan dy, cic nha nghién
ctru khac nhau da c6 gang kham pha linh vuc nghién ctru méi ndi nay (Vrontis va Cong
su, 2020; Vrontis va Cong su, 2021; Woo va Cong su, 2020a). Tuy nhién, nhiing nghién
ctru nay cung cap sy hiéu biét han ché vé cach thirc va 1y do tai sao CRM hitu ich cho kinh
doanh qudc té. Panh gia tai liéu cho thay ring phan tich trong cac bdi canh dia 1y khac
nhau c6 thé cung cép c4i nhin sau sic hon vé viéc xay dung chién dich CRM quéc té, thu
hat nguoi tiéu dung toan cau va mé rong co hdi kinh doanh trén thi trudng qudc té.

Nhom 3. Méi quan hé cua marketing vi muc ti€u xa héi va sy tham gia ctia nguoi

tiéu dung
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Broderick va Cong sy (2003) cho rang sy thanh cong cia CRM phu thudc vao sy
nhén thire, sy tham gia va tham gia cua ngudi tiéu dung vao cac chién dich. Christofi va
Cong su (2020) cho ring nguyén nhan cua su lwa chon dé ngudi tiéu ding dong gop 1a
mot yéu tb thu hit su tham gia cia ngudi tiéu dung. Ngoai ra, A. Singh and Pathak (2020)
dd x4c dinh cac yéu t6 khac nhau (quyén gép, nguyén nhdn cua sy lya chon, phan
thuong/khuyén khich va sy d& dang tham gia) anh huéng dén su tham gia ctia nguoi tiéu
dung vao cac chién dich CRM cua cac nha ban 1é.

Nhom 4. Méi quan hé cia marketing vi muyc tiéu xa hoi va y dinh mua hang trong
bdi canh da van hoa

Tai liu vé CRM cho thdy su da dang vé mdi quan hé giira CRM va y dinh mua
hang. Tuy nhién, phan 16n cong viéc vé CRM tap trung vao thai do cia nguoi tidu dung va
y dinh mua hang (Eastman va Cdng su, 2019; Srivastava, 2020; Surianto, Setiawan,
Sumiati, va Sudjatno, 2020; Terblanche va Cong su, 2023; Ye va Cong su, 2021). Co rat it
tai liéu cho thdy quan diém khac nhau ciia cic qudc gia. Cong viéc cia Ferraris va Cong
su (2020) ¢ ging cung cAp mot cai nhin toan dién trong bdi canh nay. Cac nha nghién ctru
La Ferle va Cong sy (2013) cho rang sy khac biét gitta cac nén vian hod anh huéng dén
nhan thirc va dénh gia ctia ngudi tiéu dung vé chién dich CRM va ¢6 thé ¢ anh huong t6i
y dinh mua hang ctia ho. Tuy nhién, Santoro va Cong su (2020) chi ra rang ngudi tiéu dung
phan tng tich cuc voi CRM bét ké qudc gia xuat xir ciia ho. Nhitng phat hién trdi nguoc
nay thu dugc tr phan tich ndi dung cua tai ligu CRM cho théy co hoi cho nhiing nd luc
nghién ciru trong twong lai trong béi canh nay.

3. Két luan tir két qua tong quan nghién ciru bang phwong phap bibliometric

Céac doanh nghiép ngay cang tich hop cac hoat dong CRM vao chién luoc kinh
doanh cua minh, tao ra mot co hdi quan trong cho cac nha nghién ctru tham gia vao nghién
ctiru CRM. K¢ tir khi Varadarajan and Menon (1988) thuc hién cong viéc chinh trong linh
vuc CRM, cac nha nghién ctru di dong gdp dang ké vao su phat trién cia CRM nhu mot
nganh nghién ctru quan trong. Tuy nhién, sy cha y vé mat hoc thuat da bi han ché dé hiéu
duogc tinh trang hién tai cta linh vuc nay va sy phat trién ctia cau tric kién thirc cia no.
Nghién ciru nay ¢ gang lap ddy khoang trong nay bang cach thyuc hién mot bai danh gia
tai liéu vé thanh tyu CRM hién ¢ cho dén nam 2023. Nhitng phat hién cia phan tich thu

muc lam no1 bat cac xu hudng va mo hinh ctia cac an pham nghién ctru, su hop tac gitra



Ixix

cac tac gia, nhitng 4n pham khoa hoc c6 anh hudng va co ban nhit vé CRM, céc linh vuc
nghién ctru chinh va cac chu dé nghién ciru. M6t sb xu huéng trong tuong lai cta linh vuc
nghién ciru CRM can duoc thao luan thém:

(1) Cac yéu té méi ciia marketing vi muyc tiéu xa hoi

Phén tich sy tring 1ip cho thdy ring trong tim cua cic nghién ctru CRM hién c6 1a
tap trung vao mot tap hop cac yéu té cu thé cta chién dich CRM chang han nhu loai san
pham va phu hop véi thuong hiéu (Fries, 2010). Phan tich nhdn manh sy tip trung tbi thiéu
hoic khong co gi vao cac yéu td quan trong khac ma gan day da duoc xac dinh do ban chat
phat trién cia CRM (Christofi va Cong su, 2020; B. A. Lafferty va Cong su, 2016). Céac
nghién ctru trong twong lai c¢6 thé tp trung sy cha ¥ ctia ho vao nhitng khung méi nay va
thiét ké cac bién s6 cia CRM va tac dong ctia chung dbi voi phan ing ctia nguoi tiéu dung
ddi vé6i céc chién dich CRM.

(2) Tang kha ning canh tranh toan cau thong qua chién luoc marketing vi myc tiéu
xa hoi

Kha ning canh tranh toan cu 13 mot khia canh quan trong ma cac chuyén gia
marketing phai xem xét. Do d6, cac t6 chic budc phai ap dung céc chién lugc cho phép
ho ¢6 dugc su khac biét va lgi thé canh tranh. Phén tich ndi dung cua céc tir khda dugce st
dung trong cac nghién ciru CRM cho thay "loi thé canh tranh" 1a mot trong nhitng tir khoa
noi bat duoc cac nha nghién ciru vé CRM dung trong thoi gian gan day. Piéu ny lam sang
t6 nhitng con duong nghién ctru quan trong trong twong lai trong CRM bang cach xem xét
mbi lién hé gitra chién lugc CRM ctia cac to chire va loi thé canh tranh. Hon nita, danh gia
tai liéu vé CRM cho thiy cac nghién ciru trong twong lai cling ¢ thé xem xét vai tro cua
CRM trong viéc cung cap loi thé ddn dau cho céc to chirc nude ngoai / da qubc gia mudn
tham gia va mé rdng hoat dong kinh doanh cua ho trén céac thi truong mai, dac biét 1a thi
truong dang noi 1én (A. Singh va Pathak, 2020). Piéu nay c6 kha ning gbp phan vao su
phat trién ciia tai liéu CRM trong bdi canh kinh doanh toan cau.

(3) Nghién ctru marketing vi muc tiéu xa hoi trong bdi canh thi truong cac nude
dang phét trién

Nhirng phat hién ctia nghién ctru nay nhin manh rang phan 16n cic tai liéu vé CRM
tap trung vao bdi canh cia cac nude phat trién. Cac nudc dang phat trién, dic biét 1a Brazil,

Nga, An Do, Trung Quéc va cac qudc gia Nam Phi (BRICS), d nhan duoc it s chi y vé
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mat hoc thuat trong bdi canh CRM. Céc nude phat trién va cac nudc dang phat trién khéac
nhau v& khuon khé phap 1y va quy dinh (Burgess va Steenkamp, 2006). Do d6, viéc xay
dung chién dich CRM c6 thé khac nhau & cac qudc gia khac nhau. Hiéu dugc cac quy trinh
cia CRM trong bdi canh cac nudc phat trién va dang phat trién c6 thé cung cap nhimng
dong gop co gid tri cho cac nha marketing va cac chuyén gia. Hon nira, sy hiéu biét vé viéc
xay dung va thuc hién cac chién dich CRM & cac qudc gia khac nhau va phan tng cua
ngudi tiéu dung déi voi nhitng chién dich nay gép phan dang ké vao sy phat trién cia tai
lidu CRM. Do d6, phan tich so sanh c6 thé duogc thuc hién trong cac nghién ctru trong
tuong lai trong bdi canh nay.

(4) Mbi quan hé cua marketing vi muyc tiéu x3 hoi va phan tng ctia nguoi tiéu dung

Panh gia tai liéu hién c6 vé CRM nhén manh rang phan Gng cta ngudi tiéu ding
dbi véi cac chién dich CRM, chrfmg han nhu thai d6 ctia khach hang va y dinh mua hang,
d3 nhan duoc sy chu ¥ dang ké tir cac hoc gia. Tuy nhién, cac yéu té khac lién quan dén
nguoi tidu dung van chua dugc xem xét. Piéu nay tao ra sy can thiét cho nghién ctru thém
dé diéu tra vai tro cia CRM vé y dinh truyén miéng ctia ngudi tiéu dung, su hai long cta
khéch hang va y dinh mua lai ctia nguoi dung (A. Singh va Pathak, 2020).

(5) Nghién ctru vai trd cta yéu té vin hoa trong marketing vi muc tiéu xa hoi

Vai tro ctia van hoa va ton gido trong thai d6 cia ngudi tiéu dung d6i voi CRM bi
bo qua dang ké trong tai liéu CRM. Céc nha nghién ctru cho rang sy khac biét vé van hoa
anh huong dang ké dén phan ing va cam xuc ciia ngudi tiéu dung ddi voi cac dé xuét ciia
cac tO chirc va tac dong cua cac sang kién kinh doanh (Naveen Donthu, Kumar, Pattnaik,
va Pandey, 2021). Do d6, su hiéu biét vé vai trd cta cac yéu td van hoa trong viéc xay
dung va thuc hién chién dich CRM béi cac to chic hoat dong trong cac thi truong khac
nhau vé mat van hod c6 thé mo rong dang ké tai lieu CRM trong bdi canh kinh doanh da
van hoa. Mot nghién ctru so sanh c6 thé diéu tra vai trd cia cac yéu td vin hoa cu thé trong
viéc thuc hién chién dich CRM va phan tng ctia nguoi tiéu ding ddi véi chung.

(6) Mbi quan hé ciia marketing vi muyc tiéu xa hoi va ban 1¢ truc tuyén

CRM di duoc nghién ctru trong nhiéu bdi canh khac nhau. Tuy nhién, hau hét cac
nghién ctru da tap trung vao linh vuc hang tiéu dung nhanh. Trudc day chi c6 mot vai
nghién ctru da xem xét CRM trong bdi canh ban 1é (Ellen, Mohr, va Webb, 2000). Nho vao

cac mo hinh mdi cua cac chién dich CRM sir dung nén tang k¥ thuat s6 va cac cong cu
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truyén thong, cac nha nghién ctru co thé tap trung vao cach cac nha ban 1é tryc tuyén dang
thiét ké va thuc hién cac chién lwgc CRM. Nghién ctru ctia A. Singh and Pathak (2020)
lam sang to tim quan trong cua chién dich CRM trong béi canh ban 1¢ tryc tuyén. Can c6
nhiéu nghién ctru hon trong linh vuc nay.

Nguon: tac gia nghién curu
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PHU LUC 3. DANH SACH CAC THANH VIEN THAM GIA THAO LUAN TAY

1310) |
Ngudi duge phé M@ ta kinh nghiém
SHOLEYE PRONS Vi tri-chire vy
van lién quan

Phé téng giam doc - Cong ty Kinh nghiém 15 nam trong linh
TNHH Bochang Donatours.  vuc quan 1y nhan su, quan 1y du

boi tuwong 1 Chuyén gia Dong Nai Food an, quan ly 'Ahoat ] dong
Industrial Corporation marketing, nghién ctru  thi
(DOFICO) trudng trong va ngoai nudc.

Déi tuong 2

Giam ddoc Kinh doanh - Cong
ty TNHH Hung Pha Phat

Kinh nghiém 20 nam trong
nganh Phéan phdi hang tiéu dung
nhanh

Péi tuong 3

Giam déc - Cong ty Thuong
mai Viét Nhat

Kinh nghiém 25 nam trong linh
vuc marketing va thuong mai
dién tur

Déi tuong 4

Giang vién, Truong Western
Sydney thudc Vién ISB , Pai
hoc UEH

Nghién ctru sdu trong linh vuc
khéi nghié€p, trach nhiém xa hoi
va hanh vi khac hang

Déi tuong 5

Trudng Khoa Cong tac xa hoi,
Truong Luat va Quan ly phat
trién, truong Pai hoc Thu Dau
Mot

Nghién ctru sdu trong linh vuc
xa hoi hoc, nhan khau hoc va
phan tich thi truong.

Déi tuong 6

Truéng bé moén Marketing,
truong Kinh té tai chinh,
truong Pai hoc Thu Dau Mot

Nghién ctru sdu trong linh vuc
khéi nghiép xa hoi, trach nhiém
xa hdi cta doanh nghiép va
hanh vi ngudi tiéu dung

Déi tuong 7

Nguoi tiéu dung

C6 tham gia mua céac sdn pham
FMCQG tai cac Si€u thi, Trung
tam thuong mai.

Déi tugng 8

Nguoi tiéu dung

C6 tham gia mua cac san pham
FMCG tai cac Siéu thi, Trung
tam thuong mai.
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Nguoi dugc phong
vAn

Vi tri-chirc vu

Mo ta kinh nghiém

lién quan

Déi tuong 9

Nguoi tiéu dung

C6 tham gia mua cac san pham
FMCQG tai cac Siéu thi, Trung
tam thuong mai.

Nguon: tdc gid tong hop
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PHU LUC 4. DAN BAI PHONG VAN TAY DPOI

PHAN 1: GIOI THIEU

Xin chao chuyén gia,

Toitén ...... , hién 1a nghién ctru sinh nganh Quan tri kinh doanh tai trudong Pai hoc
Lac Hong. Téi dang thuc hién mét nghién ctiru véi dé tai 1a “Tac dong cua marketing vi
muc tiéu x4 hoi dén hanh vi truyén miéng va y dinh mua hang 13p lai cia khach hang:
Nghién ctru nganh hang tiéu dung nhanh tai Viét Nam”. Dé két qua nghién ctru dat gia tri
va phu hop v6i bdi canh thi truong tai Viét Nam, toi rat han hanh duoc don tiép va nhan
duoc cac gop ¥ ciia chuyén gia cho cac thang do luong cia cac bién trong mé hinh nghién
ctru. Moi ¥ kién déng gop déu mang y nghia va déng gdp quan trong goép phan to 16n cho
su thanh cong cua nghién ctru nay. Toi xin chén thanh cam on.

PHAN 2. NOI DUNG PHONG VAN

Thuc hién phong van chuyén gia nham muc dich kham pha va khang dinh lai vai
tro, y nghia va gia tri cia cac khai niém va cc bién quan sat trong ting thang do luong
clia cac nhén t6 trong trong mo hinh nghién ctru. Cu thé nhu sau:

1. Nhan t6 “Marketing vi muc ti€u xa hoi dugc nhan thue - TNXH”

Duya vao kinh nghiém cta ban than, xin chuyén gia hay cho biét quan diém va y
kién ctia minh vé céc cau héi sau:

(1) Chuyén gia da timg nghe dén khai niém “Marketing vi muyc tiéu xa hoi” chua?
Vi kién thire va kinh nghiém ctia minh Chuyén gia hiéu nhu thé nao vé khai niém nay?

(2) Tac gia cho rang d6i voi hoat dong kinh doanh thuong mai ciia mot doanh
nghiép, “Nhan thirc vé Marketing vi muc tiéu xa hdi” c6 vai tro va ¥ nghia hét sirc quan
trong trong viéc gia ting Y dinh mua hang lap lai san pham/dich vu ciia ngudi tiéu ding
tir 46 gitip doanh nghiép phat trién bén viing hon trong twong lai. Theo kinh nghiém cua
minh, chuyén gia cho biét quan diém va y kién nhu thé nao vé nhan dinh trén?

(3) Thang do TTXH duogc ké thira tir cac tai liéu da nghién ctru trudce (Le va Cong
su, 2022), trong cac bién quan sat/cau hoi khao sat dugc phat biéu dudi day co thé hién

duoc mirc 46 dong gop co gia tri cho ndi dung cua thang do TTXH nhu thé nao?

Gia tri dong gop

STT | Cac phat biéu/ Bién quan sat Khéng Co dai | Paidién

dai dién dién cao
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Chuong trinh marketing cua cong ty phu
! hop vé6i van dé cip thiét cua x3 hoi
Chién dich marketing ctia cong ty phu
2 hop vé6i van dé cip thiét cua x3 hoi
Chuong trinh marketing cuia cong ty ro
. rang 1a dé quyén gop tir thién
4 To1 yéu thich cach thuce tur thién nay

(4) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y dicu
chinh va b6 sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop hon voi thi
truong Viét Nam?

2. Nhan t6 “Hinh anh thuong hiéu - HATH”

(1) Tac gia cho rang viéc doanh nghiép tao ra va duy tri mot hinh anh thuwong hiéu
tich cyc trong mat ngudi tiéu dung s& lam gia ting cam xuc tich cyc tir d6 thuc ddy hanh
vi mua hang ctia nguoi tiéu dung. Theo kinh nghiém ctia minh, chuyén gia cho biét quan
diém va y kién nhu thé nao vé nhan dinh trén?

(2) Bé do ludng nhan té “Hinh anh thuong hiéu”, tac gia ké thira thang do nay tir
cac tai liéu da nghién ctru trude (Le va Cong su, 2022), trong cac bién quan sat/cau hoi
khao sat ciia thang do dugc phat biéu dudi ddy hay cho biét mirc do dong gop gia tri cho

noi dung cua thang do nhu thé nao?

Gia tri dong gop

STT | Cac phat biéu/ Bién quan sat Khoéng Co dai | Pai dién

dai dién dién cao

Thuong hi¢u t61 chon c6 hinh anh trong

1

sach

Thuong hi€u t61 chon dai dién cho san
? pham chat lugng cao

Thuong hi€u t61 chon dai dién cho san
: pham c6 tinh khac biét cao
4 Thuong hiéu toi chon réat than thién

5 Thuong hiéu t6i chon rat trung thyuc
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Thuong hi¢u t61 chon mang lai cho t61

cam xuc dac biét

(3) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y dicu
chinh va bd sung thém cac bién quan sat/cdu hoi khao sat dé thang do pha hop voi thi
truong Viét Nam?

3. Nhén t6 “Tinh yéu thuong hiéu - TYTH”

(1) Tac gia cho rang khi doanh nghiép thuc hién mot chién luoc marketing vi muc
tiéu xa hoi hop 1y co thé tao ra nhitng kich thich cam xuc tich cuc va ting cudng sy gan
két ctia khach hang véi thuong hiéu, tir d6 tao ra tinh yéu thuong hiéu. Khi nguoi tiéu dung
phat trién tinh yéu thuong hiéu, ho tré thanh nhimg ngudi tng ho trung thanh va c6 kha
nang chia sé trai nghiém tich cyc vé thuong hiéu véi nguoi khac va ho tré thanh nhiing
nguoi ung hd trung thanh va c6 kha nang tao ra y dinh mua hang 13p lai cao. Theo kinh
nghiém ctia minh, chuyén gia cho biét quan diém va y kién nhu thé nao vé nhéan dinh trén?

(2) Bé do luong nhén t6 “Tinh yéu thwong hiéu”, tac gia ké thira thang do nay tir
céc tai liéu da nghién ctru trude (Chao-Chin Huang, 2017), trong cac bién quan sat/ciu hoi
khao sat ctia thang do dugc phat biéu dudi day hay cho biét mirc do dong gop gia tri cho

ndi dung cua thang do nhu thé nao?

Gia tri dong gop

STT | Céac phat biéu/ Bién quan sat Khoéng Co dai | Pai dién
dai dién dién cao
1 Thuong hiéu nay 1am t6i rat hanh phuc
2 T61 yéu thuong hi¢u nay
Thuong hiéu nay 1a mot niém vui thuan
: tuy
4 To61 dam mé thuong hiéu nay.
5 T6i rat gan bé voi thwong hiéu nay

(3) Trong bdi canh nghién ctru tai thi trudng Viét Nam, chuyén gia c6 gop y diéu
chinh va b6 sung thém céc bién quan sat/cau hoi khao sat dé thang do phu hop véi thi
truong Viét Nam?

4. Nhan t6 “Truyén miéng tich cyc - TMTC”
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(1) Tac gia cho rang hanh vi Truyén miéng tich cuc 12 hanh dong ma ngudi tiéu
dung chia sé nhitng danh gid tot vé san pham hodc dich vu cia mot thuong hiéu véi nhimng
ngudi xung quanh, va né duoc xem 1a mot trong nhirng yéu té quan trong nhat trong viéc
lan téa sy tin tuong vé thuong hiéu, dic biét trong moi trudng truyén thong xa hoi tir d6
giup gia tang kha nang mua hang cuia nguoi tiéu dung. Theo kinh nghiém ctia minh, chuyén
gia cho biét quan diém va y kién nhu thé niao vé nhan dinh trén?

(2) Bé do ludong nhén t6 “Truyén miéng tich cuc”, tac gia ké thira thang do nay tir
cac tai liéu da nghién ctru trude (Price va Arnould, 1999), trong cac bién quan sat/cau hoi
khao sat cua thang do duoc phat biéu dudi diy hay cho biét mirc do dong gop gia tri cho

noi dung cua thang do nhu thé nao?

Gia tri dong gop

STT | Céac phat biéu/ Bién quan sat Khong Co dai | Pai dién
dai dién dién cao
T6i mudn gidi thidu thuong hiéu nay cho
: nhitng ngudi tim kiém 101 khuyén cia toi
T6i ndi nhirng diéu tich cuc vé thuong
2 hi¢u nay véi nguoi khéc
T6i mudn giéi thiéu thuong hiéu nay cho
. nguoi khac.
Ban da gidi thi¢éu thuong hi¢u nay cho
: nguoi khac chua?

(3) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y dicu
chinh va b6 sung thém céc bién quan sat/cau hoi khao sat dé thang do phu hop véi thi
treong Viét Nam?

5. Nhan té “Y dinh mua hang l3p lai - YDML”

(1) Tac gia cho rang, Y dinh mua hang lp lai ctia ngudi tiéu dung 1a mot chi s6
quan trong vé 1ong trung thanh cta ngudi tiéu dung ddi voi thuong hiéu. Khi ngudi tiéu
ding nhén thtc ring thuong hiéu tham gia vao cac hoat dong xa hoi co y nghia, ho ¢ xu
huéng quay lai mua san pham cta thuong hiéu d6. Theo kinh nghiém ctia minh, chuyén

gia cho bi€t quan diém va y kién nhu thé nao vé nhan dinh trén?
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(2) Bé do ludong nhan t6 “Y dinh mua hang lap lai”, tic gia ké thira thang do nay tir

cac tai liéu da nghién ctru trude (Le va cong su, 2022), trong cac bién quan sat/cau hoéi

khao sat ctia thang do dugc phét biéu dudi day hiy cho biét muc d6 dong gop gié tri cho

ndi dung cta thang do nhu thé nao?

Gi4 tr1 dong gop
STT | Céc phét biéu/ Bién quan sat Khoéng C6 dai | Dai dién
dai dién dién cao
T6i s& mua lai san pham cta thuong hiéu
: nay.
T6i chic chian s& mua lai san pham cia
? thuong hi¢u nay trong thoi gian sém.
T6i san sang mua lai san pham cua
: thuong hiéu nay nhiéu lan.
T6i ludn sin sang mua nhiéu hon khi
4 thuong hi¢u kéu goi ing hd mot muc ti€u
xa ho1 hodc quyén gop tur thién.

(3) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y dicu

chinh va b6 sung thém céc bién quan sat/cau hoi khao sat dé thang do phu hop véi thi

truong Viét Nam?

6. Y kién khac

Pé nghién ctru ndy duoc mang tinh toan dién va phu hop hon trong bdi canh nghién

ctu tai Viét Nam, ngoai nhitng cau hdi thao luan da néu ¢ phia trén, rat mong nhan duoc

thém cac y kién dong gop bd sung khac tir quy chuyén gia. Xin tran trong cam on.
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PHU LUC 5. BIEN BAN PHONG VAN TAY BOI MAU
PHAN 1: GIOI THIEU

Xin kinh chao Quy chuyén gia,

Tbi tén Nguyén Thanh An, hién 1a nghién ctru sinh nganh Quan trj kinh doanh tai
truong Pai hoc Lac Héng. T61 dang thuc hién mot nghién ciru voi dé tai 1a “Tac dong cua
marketing vi muc tiéu x4 hoi dén hanh vi truyén miéng va y dinh mua hang lap lai cta
khach hang: Nghién ctru nganh hang tiéu dung nhanh tai Viét Nam”. Dé két qua nghién
ctru dat gia tr1 va phu hop véi bdi canh thi truong tai Viét Nam, toi rat han hanh duge don
tiép va nhan dugc cac gop ¥ ctia chuyén gia cho cac thang do luong ciia cac bién trong mo
hinh nghién ctru. Moi y kién dong gép déu mang y nghia va déng gép quan trong gdp phan
to 16n cho sy thanh cong cia nghién ctru nay. T6i xin chin thanh cam on.

PHAN 2. NOI DUNG PHONG VAN

Thuc hién phong van chuyén gia nham muc dich kham pha va khing dinh lai vai
tro, y nghia va gia tri cia cac khai niém va cc bién quan sat trong ting thang do luong
ctia cac nhén to trong trong mo hinh nghién ctru. Cu thé nhu sau:

1. Nhan t6 “Nhén thirc vé Marketing vi muc tiéu xi hoi - TTXH”

Dua vao kinh nghiém cta ban than, xin chuyén gia hay cho biét quan diém va y
kién ctia minh vé céc cau héi sau:

(1) Chuyén gia da timg nghe dén khai niém “Marketing vi muc tiéu xa hoi” chua?
Vi kién thire va kinh nghiém ctia minh Chuyén gia hiéu nhu thé nao vé khai niém nay?

Tra 1oi:

T6i di biét dén khai niém "Marketing vi muc tiéu x3 hoi" va da ting tham gia vao
cac chién dich nhu vay. Day 1a hinh thirc marketing ma doanh nghiép gan két thuong hi¢u
v&i mot van dé xa hdi cu thé. Tuy nhién, diéu quan trong la phai hiéu rd murc do anh huong
thuc su cta chién dich CRM nay dén tim 1y va hanh vi mua hang cta khach hang. Doi khi,
néu viéc marketing khong thuc su chan thanh hodc khong dong nhat véi hinh anh thuong
hiéu, n6 co6 thé gy ra hiéu tng nguoc, khién nguoi tiéu dung nghi ngd vé muc dich cua
thuong hi¢u.

(2) Tac gia cho rang ddi v4i hoat dong kinh doanh thuong mai cia mot doanh
nghié€p, “Nhan thic vé Marketing vi muc ti€u xa hdi” c6 vai tro va y nghia hét strc quan

trong trong viéc gia ting Y dinh mua hang lip lai san pham/dich vu ctia ngudi tiéu dung
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tir 46 giup doanh nghiép phat trién bén vitng hon trong twong lai. Theo kinh nghiém cua
minh, chuyén gia cho biét quan diém va ¥ kién nhu thé nao vé nhan dinh trén?

Tra loi:

T6i ddng ¥ raing CRM c6 thé gia ting Y dinh mua hang lap lai, nhung chi khi khach
hang cam nhén duoc sy chan thanh va tinh nhat quan trong cic hoat dong nay. Diéu quan
trong khong phai chi 12 nhan thirc ma con 1a niém tin ctia khach hang d6i véi thuong hiéu.
Néu chién dich CRM bi xem nhu mdt chiéu tro marketing nga"m han, n6 s€ khong tao duoc
su gan két sau sic va khong thuc ddy y dinh mua hang 1ap lai mot cach bén viing.

(3) Thang do TTXH duoc ké thira tir cac tai liéu da nghién ctru trude (Le va Cong
su, 2022), trong cac bién quan sat/cau hoi khao sat dugc phat biéu dudi diy c6 thé hién

duoc mirc 46 dong gop co gia tri cho ndi dung cta thang do TTXH nhu thé nao?

Murc dong gbp
STT | Cac phat biéu/ Bién quan sat (Cao/ C6/ | Piéu chinh
Khong)
1 Chuong trinh marketing cua | Cao Khong c6
cong ty phu hop véi van dé céap
thiét cia xa hoi
2 Chién dich marketing ctia cong | Cao Piéu chinh chir Chién dich
ty phu hop voi van dé cap thiét thanh Chuong trinh cho
cua xa hoi ddng nhat.
3 Chuong trinh marketing cua | Cao Khoéng co
cong ty 1 rang 1a dé quyén gop
tur thién
4 T61 yéu thich céch thire tur thién | Cao Khoéng co
nay

(4) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y dicu
chinh va bd sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop hon véi thi
truong Viét Nam?

Tra 1o1:

Céc bién quan sat nhu “Chuong trinh marketing phu hop véi van dé cap thiét cua
x3 hoi” hay “Chién dich marketing 1 rang 1a dé quyén gop tir thién” kha toan dién. Tuy
nhién, can chu trong dén su nhan thtc cta khach hang vé hiéu qua thuc su cua cac hoat
dong d6. Toi dé nghi thém bién quan sat vé mirc do minh bach trong hoat dong tir thién
hodc hi¢u qua tac dong xa hoi cua chién dich. Bén canh d6, mot bién quan sat quan trong

nén dugc bo sung 1a "mirc d6 cdm nhén vé tinh bén viing cua chién dich CRM." Khach
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hang can tin rang chién dich d6 khong chi 1a sy dong gop tirc thoi ma con c6 ké hoach dai
han dé giai quyét van dé xa hoi.
2. Nhan t6 “Hinh anh thwong hi¢u - HATH”

(1) Tac gia cho rang viéc doanh nghiép tao ra va duy tri mot hinh anh thuong hiéu
tich cyc trong mat ngudi tiéu dung s& lam gia ting cam xuc tich cyc tir d6 thuc ddy hanh
vi mua hang cta nguoi tiéu dung. Theo kinh nghiém cta minh, chuyén gia cho biét quan
diém va v kién nhu thé nao vé nhan dinh trén?

Tra lo1:

Hinh 4nh thuong hiéu tich cuc chic chin 1a yéu t6 then chdt trong viéc thuc day
hanh vi mua hang. Tuy nhién, can xem xét dén khia canh 6n dinh va do tin cay cua hinh
anh thuong hiéu. Viéc tao ra mot hinh anh tich cuc dé dang hon nhiéu so véi duy tri no6
theo thoi gian, dic biét trong bdi canh truyén thong xa hoi phat trién. Hinh anh thuwong
hiéu phai di doi v6i nhirg hanh dong thuc té ciia doanh nghiép.

(2) Bé do ludng nhan t6 “Hinh anh thuong hiéu”, tac gia ké thira thang do nay tir
cac tai liéu da nghién ctru trude (Le va Cong su, 2022), trong cac bién quan sat/cau hoi
khao sat ciia thang do dugc phat biéu dudi ddy hay cho biét mirc do dong gop gia tri cho

noi dung cua thang do nhu thé nao?

Muc  dong
STT | Cac phat biéu/ Bién quan sat SO Diéu chinh
(Cao/ Co/
Khong)
1 Thuong hiéu téi chon c6 hinh | C6 Lam rd y nghia cua "hinh
anh trong sach anh trong sach" thanh
khong gian lan hodc
khong vi pham dao duc
cua mot thuong hiéu cé
dao durc
2 Thuong hi¢u to1 chon dai dién | Cao Cu thé hoa "chat luong
cho san pham chét luong cao cao" bang cach lién két
truc tiép voi ky vong cua
nguoi tiéu dung
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Thuong hi¢u to1 chon dai dién
cho san pham c6 tinh khac biét

cao

Co

Lam rd "tinh khac biét
cao" bang caich nhin
manh vao dic diém doc
dao cua thuong hiéu 1a co
trach nhiém vo1 xa hoi so
v6i cac san pham cua cac

thuong hi¢u khéac.

Thuong hiéu t6i chon rat than

thién

Khong

Loai khoéi thang do vi
thuong hiéu trong nganh
FMCG thuong dugc danh
gia qua cac chién dich
quang cdo va chat luong
san pham chtr khong phai
qua moi quan hé truc tiép
nhu trong dich vu khach
hang. Do do6, viéc danh
gid tinh "than thién" cua
mot nhidn hang c6 thé
khong phu hgp hoic thiéu
chinh xéac trong truong

hop nay

Thuong hiéu téi chon rat trung

thuc

Co

Lam rd "trung thuc" bang
cach nhan manh vao tinh
chinh x4c va dang tin cay

cua thong tin.

Thuong hiéu t6i chon mang lai

cho td1 cam xuc dac biét

Co

Can thé hién rd rang cam
xuc dac bi¢t 1a gi, trong
truong hop nay la "tich

cuc va dang nh¢g".
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(3) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y diéu
chinh va bd sung thém cac bién quan sat/cdu hoi khao sat dé thang do phu hop voi thi
truong Viét Nam?

Tra loi:

Nén thém mét bién quan sat lién quan dén “tinh than thién véi méi trudng va xa hoi
ctia thuong hiéu” vi ddy dang 1a xu hudng quan trong trong hanh vi mua sim cta ngudi
tiéu dung Viét Nam. Nhirng thuong hi¢u c6 trach nhiém xa hoi va moi truong thuong duogc
danh gia tich cuc hon.

3. Nhin t6 “Tinh yéu thuwong hiéu - TYTH”

(1) Tac gia cho rﬁng khi doanh nghiép thuc hién mdt chién lugc marketing vi muc
tiéu xa hoi hop 1y co thé tao ra nhing kich thich cam xuc tich cuc va ting cudng su gan
két ctia khach hang véi thuong hiéu, tir d6 tao ra tinh yéu thuong hiéu. Khi nguoi tiéu dung
phat trién tinh yéu thuong hiéu, ho tré thanh nhimg ngudi tng ho trung thanh va c6 kha
nang chia sé trai nghiém tich cyc vé thuong hiéu véi nguoi khac va ho tré thanh nhiing
nguoi ung hd trung thanh va c6 kha nang tao ra y dinh mua hang 13p lai cao. Theo kinh
nghiém ctia minh, chuyén gia cho biét quan diém va y kién nhu thé nao vé nhéan dinh trén?

Tra 1o1:

T6i dong y, CRM c6 thé kich thich tinh yéu thwong hiéu, nhung diéu nay doi hoi
thuong hi¢u phai thuc su tao dugc gia tri cam xtc. Chi khi khach hang cam théy ho dugc
tham gia vao mot muc dich cao ca théng qua viéc mua hang, ho méi phat trién tinh yéu
thuong hiéu thyc sy. Tuy nhién, khong phai moi chién dich CRM déu dan dén tinh yéu
thuong hi€u; n6 con phu thudc vao su d@)ng di€u gitra gia tri thuong hi¢u va gia tri ca nhan
ctua khach hang.

(2) Bé do luong nhén t6 “Tinh yéu thuong hiéu”, tac gia ké thira thang do nay tir
céc tai lidu da nghién ctru trude (Chao-Chin Huang, 2017), trong cac bién quan sat/cau hoi
khao sat cua thang do duoc phat biéu dudi ddy hay cho biét mirc do dong gop gia tri cho

ndi dung cua thang do nhu thé nao?

Muc  doéng
Ak .| &P U
STT | Cac phat bi€u/ Bién quan sat Diéu chinh
(Cao/ Co/
Khoéng)
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1 Thuong hié¢u nay lam toi rat

hanh phtic

Cao

Can thé hién rd hon cam
giac hanh phuc lién quan
truc tiép dén viéc st dung

san pham

2 T61 yéu thuong hié¢u nay

Cao

Can dién dat bang tir ngir
phu hop hon vo1 nglt canh

tiéng Viét.

3 Thuong hiéu nay 1a mot niém

vui thuan tay

Loai khoi thang do. Cum
tir "niém vui thuan tay" c6
tinh triru tugng cao va co
thé khong phan anh chinh
x4c mot cam xuc cd thé
quan sat hay do luodng

duoc mot cach khoa hoc

4 T61 dam mé thuong hiu nay.

Cao

Can nhan manh cam xuc
manh m¢& hon la chi don

thuan "dam meé".

5 Tbi rat gan bo véi thuong hiéu

nay

Cao

Can lam rd hon cam giac
gin bo khong chi vé mit
cam xuc ma con la su
trung thanh véi thuong

hiéu.

(3) Trong bdi canh nghién ciru tai thi treong Viét Nam, chuyén gia c6 gop y diéu

chinh va b6 sung thém céc bién quan sat/cau hoi khao sat dé thang do phu hop véi thi

truong Viét Nam?

Tra 101:

Nén b sung thém bién quan sat lién quan dén murc d6 gan két cong ddng ciia thuong

hiéu. Nguoi tiéu dung Viét Nam thuong c6 xu huéng yéu thich cac thuong hiéu co sy gin

két chat ché voi cong déng hodc thé hién tinh gﬁn glii, than thién vdi cude séng thuong

ngay cua ho.

4. Nhan t6 “Truyén miéng tich cwe - TMTC”
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(1) Tac gia cho rang hanh vi Truyén miéng tich cuc 12 hanh dong ma ngudi tiéu
dung chia sé nhitng danh gid tot vé san pham hodc dich vu cia mot thuong hiéu véi nhimng
ngudi xung quanh, va né duoc xem 1a mot trong nhirng yéu té quan trong nhat trong viéc
lan téa sy tin tuong vé thuong hiéu, dic biét trong moi trudng truyén thong xa hoi tir d6
giup gia tang kha nang mua hang cuia nguoi tiéu dung. Theo kinh nghiém ctia minh, chuyén
gia cho biét quan diém va y kién nhu thé niao vé nhan dinh trén?

Tra 1o1:

Pung vay, truyén miéng tich cuc 1 yéu t6 quan trong trong nganh FMCG vi né
khong chi gitip lan téa su tin tudng ma con lam tang tdc do tiép can voi khach hang mai.
Tuy nhién, truyén miéng can phai thuc sy 1a trai nghiém thyuc té cua nguoi tiéu dung, khong
nén 1a nhitng thong diép duoc "nhdi nhét" tir thuong hiéu.

(2) Bé do ludng nhén té “Truyén miéng tich cuc”, tac gia ké thira thang do nay tir
cac tai liéu da nghién ctru trude (Price va Arnould, 1999), trong cac bién quan sat/cau hoi
khao sat cua thang do duoc phat biéu dudi diy hay cho biét mirc do dong gop gia tri cho

n6i dung cua thang do nhu thé nao?

Muc  dong

STT | Cac phat biéu/ Bién quan sat soP Piéu chinh
(Cao/ Co/
Khong)

1 T6i mudn gisi thiéu thuong | Cao Can lam rd hon ddi tugng
hi¢u nay cho nhirng nguoi tim ma nguoi tra 101 s€ gidi
kiém 101 khuyén cua toi thiéu va méi lién hé voi

viéc tu vin mua hang.

2 T6i ndi nhirng diéu tich cuc vé | Cao Can 1am rd hon ddi tuong
thuong hiéu nay véi nguoi nghe 1a ban b¢ va gia dinh
khac dé cing cb ngit canh cua

viéc truyén miéng trong
bdi canh gia dinh va xa
hoi.

3 T6i mudn gidi thiéu thuwong | Cao Can 1am 16 hon ¥ dinh va
hi¢u nay cho ngudi khac. tinh huéng ma nguoi tra
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161 c6 thé giéi thiéu san

phim.
4 Ban da gidgi thiéu thuong hiéu | Co Cau hoéi Co/khong 1a chua
nay cho nguodi khac chua? phu hop khi thuc hién

khdo sat. Can diéu chinh
cho phu hop hon. Vi du:
“T6i khuyén khich nhitng
nguoi khac mua san pham

cua thuong hiéu nay”

(3) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y diéu
chinh va bo sung thém cac bién quan sat/cau hoi khao sat dé thang do phu hop voi thi
truong Viét Nam?

Tra 1oi:

Céc bién nhu “T6i mudn gidi thiéu thuong hidu nay cho nguoi khac” hoidc “Tdi néi
nhitng diéu tich cuc vé thuong hiéu” rat phu hop. Tuy nhién, can bd sung thém yéu t6 “tinh
tu phat trong hanh vi truyén miéng”, tirc 12 khach hang chia sé vé thuong hiéu mot cach tu
nhién va khong bi anh hudng béi cac khuyén mai hodc 10i moi goi tir thwong hiéu. Nén
thém bién quan sat lién quan dén murc d6 chia sé trén mang xa hoi. Hién tai, mang xa hoi
la kénh truyén mi¢ng hiéu qua nhat, va nguoi tiéu dung Viét Nam rat tich cuc trong vi¢c
chia sé trai nghiém vé thuong hiéu truc tuyén.

5. Nhan t6 “Y dinh mua hang lip lai - YDML”

(1) Tac gia cho rang, Y dinh mua hang l3p lai cua ngudi tiéu dung 1a mot chi sb
quan trong vé long trung thanh ciia ngudi tidu dung ddi véi thuong hidu. Khi nguoi tiéu
dung nhén thtc ring thuong hiéu tham gia vao cac hoat dong xa hoi co y nghia, ho ¢ xu
huéng quay lai mua san pham cta thuong hiéu d6. Theo kinh nghiém ctia minh, chuyén
gia cho biét quan diém va ¥ kién nhu thé niao vé nhan dinh trén?

Tra 1oi:

T6i déng ¥ rang y dinh mua hang 13p lai 1a chi s quan trong thé hién 1ong trung
thanh, nhung nén xem xét ca yéu t ngan han va dai han. Mot s6 khach hang c6 thé mua
lai vi Iy do khuyén mii ngan han, nhung diéu quan trong hon 1a tinh bén viing cta y dinh

mua hang 13p lai dya trén trai nghiém thyuc té va su hai long véi thuong hiéu.
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(2) Bé do ludong nhan t6 “Y dinh mua hang lap lai”, tic gia ké thira thang do nay tir
cac tai liéu da nghién ctu trude (Le va cong su, 2009), trong cac bién quan sat/cdu hoi
khao sat ctia thang do dugc phét biéu dudi day hiy cho biét muc d6 dong gop gié tri cho

ndi dung cta thang do nhu thé nao?

Mutc  dong
gop

(Cao/ Co/
Khong)

STT | Céac phat biéu/ Bién quan sét Piéu chinh

1 T6i s& mua lai san pham cua | Cao Cau gbc mang tinh khang
thuong hiéu nay. dinh hanh vi, d& gay nham
lan vé6i hanh vi thuc té.
Viéc chuyén sang “co ¥
dinh” gitp phan 4nh ding
ban chat tam 1y du dinh
hanh vi, phu hop véi cach
tiép can trong 1y thuyét

hanh vi nguoi ti€u dung.

2 T6i chiac chan s& mua lai san | Cao Cum tr “chic chian” bi
phém cua thuong hi¢u nay loai bo dé tranh su cuc
trong thoi gian sém. doan trong phan héi. Viéc
nhan manh “dy dinh” gitp
do luong muc do du bao
hanh vi mot cach linh hoat
hon, ddéng thoi “sém”
duoc giit lai dé phan anh

yéu té thoi gian.

3 Tbi sidn sang mua lai san pham | Cao Cau goc “nhiéu lan” dé
cua thuong hiéu nay nhiéu lan. gay hiéu nham la hanh vi
da xdy ra trong qua khu.

Viéc thay bing “trong

nhiing 1an sau” gitup nhan
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manh tinh dy dinh lap lai
trong twong lai, ddng thoi

tang tinh ro rang vé thoi

gian.

4 T6i ludn san sang mua nhiéu | Cao Cum “ludén sin sang” va
hon khi thuong hi¢u kéu goi “kéu goi” c6 thé gy hiéu
ung ho mot muc tiéu xa hodi sai vé& muc do ¢p budc.
hodc quyén gop tir thién. Viéc diéu chinh giup phan

anh dung tinh than chu
dong va ty nguyén cua
nguoi tiéu dung d6i véi
cac chién dich marketing

vi muc ti€éu xa hoi (CRM).

(3) Trong bdi canh nghién ciru tai thi truong Viét Nam, chuyén gia c6 gop y diéu
chinh va bo sung thém cac bién quan sat/cau hoi khao sat dé thang do phi hop voi thi
truong Viét Nam?

Tra loi:

T6i dé xuat bo sung thém bién vé “trai nghiém sau mua hang”, vi sy hai long sau
khi mua hang s& dong vai trd quan trong trong viéc quyét dinh mua lai san pham d6. Diéu
nay bao gom ca dich vu hau mai va chat lugng san pham theo thoi gian.

6. Y kién khac

Pé nghién ciru ndy dugc mang tinh toan dién va pht hop hon trong bdi canh nghién
ctru tai Viét Nam, ngoai nhiing cau héi thao luén da néu ¢ phia trén, rat mong nhan dugc
thém cac y kién dong gop bd sung khac tir quy chuyén gia.

Tra loi:

T6i cho ring nghién ctru nay dang di dung hudng trong viée danh gia cac yéu tb
quan trong anh huong dén hanh vi mua hang va 1ong trung thanh véi thuong hiéu. Tuy
nhién, can cht y dén tinh dai han va nhat quan trong mdi khai niém dé dam bao cac yéu tb
trong thang do khong chi phan anh hién tai ma con c6 tinh bén vimg va phu hop véi xu
hudng thi trudng dang thay doi tai Viét Nam.

Xin chan thanh cam on Chuyén gia d3 dong gop cac ¥ kién quy bao cho nghién ctru.
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PHU LUC 6. TOM TAT KET QUA NGHIEN CUU PINH TiNH PE CHINH SUA
THANG PO CAC KHAI NIEM NGHIEN CUU

Ky Bién quan Bién quan | Ty 18 Y kién diéu Bién quan sat
hiéu | sat (Ban goc) sat (Ban dong chinh di€éu chinh
dich dau y
ti€n)
Thang do Nhan thirc CRM (Le va Cong su, 2022)
Chuong trinh | 100%
The CRM | marketing Chuong trinh
program  is | cua cOng ty marketing cua
TTXHI | suitable for | phu hop voi Khoéng c6 gopy | congty phu hop
the respective | van dé cap voi van dé cap
social cause thi€t cua xa thiét cua xa hoi
hoi.
Chién  dich | 100% | 7/9 chuyén gia d¢
CRM . . rr}arket}ng nghi tha}: doi noi Chuong  trinh
campaign is | cua coOng ty dung tén bién marketing 1
TTXH2 | suitable for | phu hop vdi quan satnay vidé | z, £ Y
: £ N oA R .. | rat co ich cho
the respective | van dé cap bi nham lan véi| . ..
) AL L g . 1.4 | xahoi
social cause | thiet cua xa ndi dung cua bién
hoi. quan sat TTXHI.
3 0
This CRM Chuo‘ng trinh | 100% Chuong trinh
.| marketing . ,
program is | . cong t marketing cua
TTXH3 | precise to| . > Khong c6 gopy | cOng ty rd rang
. 0 rang la dé X A
charity uven ebn tir la dé quyén gop
donation q }: gop tu thién.
thién.
I love this | T6i yéu thich | 100% T6i yéu thich
TTXH4 | form of | cach thuc tu Khong c6 gopy | cach thic tur
charity thién nay. thién nay
Thang do Hinh dnh thwong hi€u (Le va Cong su, 2022)

100% | Bé nghi diéu chinh | T61 cdm nhan
noi dung ndi dung | thuong hiéu ma
cau héi dé lam ro | t61 chon la coé

The brand 1 TAI.w:ong h1¢1,1 tlon v vnghla cta | dao duc.
HATHI | chose has a toi chon co hinh &nh trong
clean imace hinh anh sach" thanh khong
& trong sach. gian lan hoac khong
vi pham dao duc
cia mot thuong
hiéu c6 dao durc.
The brand I .~ | 100% | B¢ nghi diéu chinh | Sdn pham cua
. Thuong hi¢u N NPT A A
chose is for | .. . ndi dung cau héi dé | thuong hiéu to1
HATH2 | .. . to1 chon dai 21 . wak A
high-quality A \ cu thé hdéa "chat | chon dap ung
dién cho san nooLl X . A
products lugng cao" bang | tot cac ti€u
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pham  chat
lugng cao.

cich lién két truc
tiép voi ky vong cua
nguoi tiéu dung.

chuan chat
lugng ma to1
mong doi.

HATH3

The brand 1
chose i1s for
highly
differentiated
products

Thuong hi¢u
té1 chon dai
dién cho san
pham c6 tinh
khac biét cao.

100%

Cac chuyén gia gop
¥ rang sy khac biét
cao clia san phim
trong bdi canh
nghién ctru phai gan
vo1 trach nhiém cua
xa hoi ma chuong
trinh marketing san
phdm d6 mang lai.
Can diéu chinh noi
dung dé thé hién rd
cum tu “khac biét
cao’ nay

San pham cua
thuong hi€u to1
chon c¢6 trach
nhiém dbi véi
xa hoi

HATH4

The brand 1
chose 1S
friendly

Thuong hiéu
t61 chon rat
than thién.

11%

8/9 chuyén gia dé
xudt loai cau hoi
nay rakhoi thang do
viné khamo ho va
khé do luong; it
lién quan dén chat
luong san pham;
kho phan biét dbi
voi1 thuong higu.

Loai bién quan
sat

HATHS

The brand 1
chose is
honest

Thuong hiéu
toi chon rat
trung thyec.

100%

Pé nghi diéu
chinh ndi dung
cau hoi dé 1am o
hon cum tur "trung
thuc" bang cach
nhdn manh vao
tinh chinh xac va
dang tin cay cua
thong tin.

Thuong  hi¢u
ma toi chon
cung cép thong
tin dang tin cdy
vé san pham
cua ho

HATH6

The brand 1
chose 1S
emotionally
very special
to me

Thuong hiéu
to1 chon
mang lai cho
toi cam xuc
dac bict.

100%

Pé nghi diéu
chinh ndi dung
cau héi dé thé
hién rd rang “cam
xuc dac biét” la
gi, trong truong
hop nay la "cam
xuc tich cuc hoac
dang nhd".

St dung san
pham cua
thuong  hiéu
nay tao ra cam
xuc tich cuc
cho t61

Thang do Tinh yéu thwong hiéu (Huang, 2017)
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100% | B¢ nghi diéu ,
chinh ndi dung | T61 cam thay
This  brand | Thuong hiéu cau hoi dé Iam 10 | hanh phuc khi
TYTH1 | makes me | nay lam 6 hon caml — glac | s, dung san
very happy rét hanh phiic hanh phic lién | pham cua
: quan truc tiép dén | thuong  hiéu
viéc st dung san | ndy
pham.
I love this To1 yéu | 100% Té1 yéu mén
TYTH2 brand thuong hi¢u Khong c6 gopy | thuong  hiéu
nay nay
33% | 6/9 chuyén gia d¢
nghi loai bién nay
ra khoi thang do,
vi cum tu "niém
vui thuan tay"
Thuong hiéu mang tinh triru
TYTH3 This brand is | nay 1a mot tugng cao va co | Loai bién quan
a pure delight | niém vui thé khong phan | sitnay
thuan tiy anh chinh xac mat
cam xuc co thé
quan sat hay kho
do Iuong duoc
mot cach khoa
hoc.
0 A . A ,
I am | .. R 100% Bei ngllg. dicu T61i cam thay
assionate Toi dam mé chinh n0i ~dung rit dam mé
TYTH4 |P . | thuong hiéu cau hoi dé nhan ”
about this | , , | thwong  hiéu
nay. manh cam xlc|
brand. 4 nay
manh m¢ hon.
100% | B¢ nghi diéu
Toi it of C?‘nﬁq.?fl‘dun% Toi cim thiy
gan cawhoidélamrd | . “z. ¢ .5
I “am “very bo voi cam giac gan bo mot moi gan b6
TYTHS | attached  to glav & manh mé véi

this brand

thuong hi¢u
nay

khong chi vé mat
cam xuc ma con la
su trung thanh véi
thuong hi¢u.

thuong  hiéu
nay

Thang do Truyén mién

tich cuc (Price va Arn

ould, 1999)

TMTC1

| would
recommend
this hairstylist
to someone
who seeks my
advice

T6i  mubn
gidi thicu
thuong hi¢u
nay cho
nhiing nguoi
tim kiém 1oi

100%

Pé nghi diéu
chinh tr ngir dé
lam rd hon ddi
tuogng ma nguoi
tra 101 s€ gioi

thi€u va moi1 lién

Toi s& gidi
thiéu san pham
nay cho nhiing
nguoi tim kiém
1061 khuyén mua
hang tir t61
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khuyén cua
to1

hé véi viée tu van
mua hang

TMTC2

I say positive
things about
this hairstylist
to other
people

Toi nodi
nhilng  diéu
tich cuc vé
thuwong hi¢u
nay voi
nguoi khac

100%

Diéu chinh tir ngit
ciia cau hoi dé lam
& hon d6i tuong
nghe 1a ban b¢ va
gia dinh dé cung
cd ngit canh cia
viéc truyén miéng
trong boi canh gia
dinh va xa hoi

Toi thuong
xuyén noi
nhing diéu tich
cuc vé  san
pham nay voi
ban be va gia
dinh

TMTC3

| would
recommend
this hairstylist
to others.

Téi  mudn
gidi thiéu
thuwong hiéu
nay cho
nguoi khac.

100%

Piéu chinh tir ngit
ctia cau hoi dé 1am
r0 hon y dinh va
tinh hubng ma
ngudi tra 101 co
thé gi6i thiéu san
pham.

Toéi san sang
gidi thiu san
pham nay cho
nguoi khac khi
cO co hoi.

TMTC4

Have you
recommended
this hairstylist
to other
people?

Ban da gioi
thiéu thuong
hi¢u nay cho
nguoi  khac
chua?

100%

9/9 chuyén gia
khong dong ¥ noi
dung cua cau hoi
nay. Cac chuyén
gia cho rang ciu
hoi nay cau hoi
nay la dang cau
héi  “c6” hoac
“khong”  khong
phu hgp véi thang
do Likert. Do do
cac chuyén gia dé
nghi b6 sung thay
thé noi dung cau
hoi trén bang cau
“Toi khuyén
khich nhitng
nguoi khac mua
san pham cla
thuong hiéu nay”.
Cau hoéi1 nay tap
trung vao y dinh
hanh vi ctia nguoi
tiéu dung, tic la
khuyén  khich
mua hang. Diéu
nay giap nghién
ctru hiéu rd hon

T6i  khuyén
khich  nhiing
nguoi khac mua
san pham cua
thuong  hicu
nay
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vé tic dong cua
throng hiéu dén
quyét dinh mua
hang cua nguoi
titu dung thong
qua viéc dé xuit
cua ho.

Thang do Y dinh mua h

ang lap lai (Le

va Con

su, 2022)

YDMLI1

[ will buy this
brand product
again

To61 s€ mua
lai san pham
cua thuong
hi¢u nay.

100%

Cau gbc mang
tinh khing dinh
hanh vi, dé giy
nham 13n véi hanh
vi thuc té. Viéc
chuyén sang “co y
dinh” gilp phan
anh dung ban chat
tam ly du dinh
hanh vi, phu hop
v6i cach tiép can
trong 1y thuyét
hanh vi nguoi tiéu
dung.

Toé61 ¢6 y dinh
tiép tuc mua san
pham cua
thwong  hi¢u
nay trong tuong
lai.

YDML2

[ will surely
repurchase

this brand
product early

T6i  chic
chin s& mua
lai san pham
cua thuong

hi¢u nay
trong  thoi
gian sém.

100%

Cum tr “chic
chin” bi loai bo
dé tranh su cuc
doan trong phan
hoi. Viéc nhan
manh “du dinh”
gitp do luong
muc d0 du bao
hanh vi mét cach
linh hoat hon,
doéng thoi “som”
dugc gitt lai dé
phan anh yéu t6
thoi gian.

To1 du dinh sé
sdm mua lai san
pham cua
thwong  hi¢u
nay.

YDML3

[ am willing
to repurchase
this brand
product
repeatedly

To6i sin sang
mua lai san
pham cua
thuong hicu
nay  nhiéu
lan.

100%

Cau gbc “nhiéu
lan” d& gy hiéu
nhdm 13 hanh vi
da xay ra trong
qua khu. Viéc
thay bang “trong
nhimg lan sau”
gitip nhan manh
tinh du dinh ldp
lai trong tuong

To6i san sang
tiép tuc mua lai
san pham cua
thuong  hicu
nay trong
nhiing lan sau
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lai, d6ng thoi ting
tinh 0 rang vé

thoi gian.
To61 Iudn san | 100% | Cum “luén san
sang mua sang” va “kéu
nhiéu hon khi goi” cO thé gay
[ am always A Sz .y, Ar S \
or1s thuong hi¢u hiéu sai vé muc | T61 san sang
willing to buy | | . . N o A A \
kéu goi ung do ép budc. Viéc | mua thém san
more  when |, .= &, Y , . 2 ,
hd mot muc diéu chinh giup | pham cua
the brand | .- o A . , A
ticu xa hoi phan anh dang | thuong  hiéu
calls for - A . A o . . X
supporting a hodac quyén tinh  than chu | nay khi ho trién
gop tur thién. dong va  ty | khai cac

certain social A N . .
nguyén cua nguoi | chuong trinh vi

cause or 27T, Lo . A~ A
charitable tiéu dung doi véi | muc ti€u xa hoi

. cac chién dich | hoac tir thién.
donations

marketing vi muc
tiéu Xa hoi1
(CRM).

Nguén: tdc gid tong hop
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PHU LUC 7. BANG CAU HOI KHAO SAT CHIiNH THUC
PHIEU KHAO SAT
S6 phiéu: ...

Kinh chao quy Anh/Chi,

Tbi tén 1a Nguyén Thanh An, hién 1 nghién ctru sinh tai Khoa Quan tri kinh doanh
cua truong Pai hoc Lac Héng. Hién t61 dang thuc hién mdt nghién ctru véi dé tai “Tac
dong cua marketing vi muc tiéu xa hoi dén hanh vi truyén miéng va Y dinh mua hang lap
lai cua khach hang: Nghién cru nganh hang ti€u dung nhanh tai Viét Nam” nham phuc vu
cho d¢é tai luan an tién si cua ti.

Kinh mong quy Anh/Chj danh chat thoi gian hd tro tra 101 gitp t6i mot s6 ciu hoi
khao sat dudi day. Xin luu ¥ véi cac anh/chi rang khong ¢ quan diém danh gia nao ding
hay sai c4, tit ca cac quan diém danh gia ctia cac anh/chi déu c6 gia tri cho nghién ctru cta
t61. Chung t6i cam két thong tin tra 161 danh gia cua anh/chi s& duoc giit bi mat, bang khao
sat nay chi nham muc dich nghién ctu.

Tran trong cam on quy Anh/chi.

Dinh nghia thudt ngir

Sdn phim thujc nganh hang tiéu ding nhanh bao gom toan b cac san phdm
hang héa tiéu ding thiét yéu trong cudc song cua con nguoi. (bao gom cdc san
phdm déng géi, san pham gia dung, thuc pham chite néng, thire phdm va san pham
chdm séc cd nhdn, cdc san pham ding trong vé sinh va gidt vi,...)

Marketing vi muc tiéu xa héi dieoc dinh nghia la mét loai sang kién marketing cé
trach nhiém xa hoi cua doanh nghiép nham gday quy ho tro cac hoat dong co ich
xa hoi hodac moi trwong tw doanh thu cua hoat dong marketing twong ung.

PHAN 1: CAU HOI SANG LOQC

1. Anh/Chi d4 timg mua céc san pham thudc hang tiéu dung nhanh trong vong thoi
gian 12 thang tré vé day khong?

O C6 (Anh/Chi vui long tiép tuc tra 1oi cdc cdu héi khdo sdt tiép theo)

O Khong (Anh/Chi vui long ngieng trd loi khao sat)

2. Anh/Chi c6 biét hoic thy bét ky chién dich marketing nao trong 12 thang tro lai
day hd trg cac nguyén nhan x3 hoi hodc to chirc tir thién khong?

O C6 (Anh/Chi vui long tiép tuc trd 1oi cdc cdu héi khdo sdt tiép theo)
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O Khong (Anh/Chi vui long ngieng trad loi khao sat)

Trong mot sd cac chién dich marketing ndo lién quan dén nguyén nhan tiéu biéu
dudi day, Anh/ Chi bi€t dén chién dich nao? Anh/Chi vui long danh dau X vao céc chién
dich ma anh chj biét (c6 thé chon mot hodc nhiéu déap 4n)

O Chién dich “Ciing nhau bdo vé méi truong” ciia Unilever

Tir nam 2023, Unilever dd hop tac voi cac siéu thi nhu Co.opmart, Big C dé thuc
hién chuong trinh d6i réc thai nhua lay qua ting, nang cao nhan thirc vé bao vé mdi truong
va tai ché.

O Chién dich “Nuéce sach cho twong lai” ciia Procter va Gamble

PvaG di trién khai chuong trinh quyén goép mot phan loi nhuén tir san pham Ariel,
Pampers tai cac siéu thi nhu Lotte Mart, AEON dé cung cip nudc sach cho cac vung thiéu
nudc tai Viét Nam.

O Chién dich “Sita sach cho tré em” cia Vinamilk

Vinamilk d4 t6 chirc cac su kién tai Vincom va Emart dé cung cap sita mién phi cho
tré em nghéo va dong thoi kéu goi sy ung ho tir cong dong.

O Chién dich “Gido duc cho twong lai” ciia Nestlé

Nestlé di hop tac véi cac siéu thi 16n dé quyén gop sach vo va 6 dung hoc tap cho
tré em nghéo thong qua chuong trinh mua san pham Nestlé tir ndm 2023.

O Chién dich “Tdi ché vi méi truong” ciia Coca-Cola

Coca-Cola d3 td chure cac su kién tai cac trung tdm thuong mai nhu Vincom, AEON
dé khuyén khich nguoi tiéu dung tai ché chai nhwa va str dung san pham tai ché tir nim
2023

O Chién dich “Chia sé yéu thwong” ciia PepsiCo

PepsiCo di hop tac voi cac siéu thi dé quyén gop san pham thuc pham cho cac to
chtre tir thién, gitp d& nguoi nghéo tir ndm 2023 dén 2024.

O Chién dich “Vi tré em Viét Nam” ciia Masan

Masan d3 trién khai chuong trinh tai cac siéu thi nhu Co.opmart, Big C dé ting qua
va hd tro tré em mo cdi, nguoi gia neo don tir nam 2023.

O Chién dich “Dinh duéng cho moi nguoi” ciia FrieslandCampina
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FrieslandCampina dd hop tac véi cac trung tAm thuong mai dé to chirc cac budi
kham strc khoe mién phi va tu van dinh dudng cho ngudi tiéu dung tir ndm 2023 dén 2024.

O Chién dich “Béo vé méi truong ciing Kimberly-Clark”

Kimberly-Clark da td churc cac hoat dong tai cac si€u thi 1on dé khuyén khich viéc
str dung san pham tai ché va bao vé moi truong tir nam 2023.

O Chién dich “Hanh phuc cho tré em” cua Johnson va Johnson

Johnson va Johnson di thuc hién chwong trinh quyén gdp mot phan loi nhuan tir
san pham ctia ho dé xdy dung cac khu vui choi cho tré em nghéo, thong qua cac siéu thi

16n nhu AEON, Lotte Mart tir ndm 2023 dén 2024.

II. NOI DUNG KHAO SAT

Anh/Chi vui long danh diu (X) vao lua chon ctia minh tai cot mtrc do déng ¥ turong
g v6i cac phat biéu dudi day. Mdi phat biéu chi c6 mot lya chon vai cac mire do tir hoan
toan khong dong y dén hoan toan dong y. Quy udc tra 1i nhu sau:

1: Rat khong dong ¥; 2: Khong dong ¥; 3: Binh thuong; 4: Pong ¥; 5: Rat dong ¥

M y A A y
TT Chu héi tre dg dong y

12|34 |5

NHAN THUC VE MARKETING VI MUC TIEU XA HOI (TTXH)

1 Chuong trinh marketing ctia cong ty pht hop véi van dé cap
thiét ciia xa hoi.

2 Chuong trinh marketing nay rat c6 ich cho xa hoi.
3 Chuong trinh marketing ctia cong ty rd rang 1a dé quyén gop
tur thién.

4 To1 yéu thich cach thic tir thién nay.

HINH ANH THUGONG HIEU (HATH)

5 T61 cdm nhan thuong hiéu ma t61 chon 1a c6 dao duc.

6 San pham cua thuong hiéu t6i chon dap tng tét cac tiéu
chuan chat lwvong ma t6i mong doi.

7 San pham cua thuong hiéu t6i chon ¢ trach nhiém d6i véi xa
hoi.

8 Thuong hiéu ma t6i chon cung cip thong tin chinh xac va

dang tin cay vé san pham cua ho.

9 Str dung sdn pham cta thuong hi€u nay tao ra cam xtc tich
cuc cho to1.

TINH YEU THUONG HIEU (TYTH)
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. Mirc d§ dong y
TT Cau hoi 1121314 |5
10 | Toi cam thay hanh phuc khi sir dung san pham cua thuong
hi€u nay.
11 T6i yéu mén thuong hiéu nay.
12 | Toi cam thay rat dam mé thuwong hiéu nay.
13 | T6i cam thay mot mdi gan bé manh mé véi thuwong hidu nay.

TRUYEN MIENG TiCH CUC (TMTC)

14 | Toi s& gi6i thiéu san pham nay cho nhiing nguoi tim kiém 10i
khuyén mua hang ttr to1.

15 | T6i thuong xuyén ndi nhitng diéu tich cuc vé san pham nay
v61 ban be va gia dinh.

16 | T6i san sang gi6i thiéu san pham nay cho ngudi khac khi co
co hoi.

17 | Téi khuyén khich nhiing nguoi khdc mua san pham ctia

thuong hiéu nay.

Y BPINH MUA HANG LAP LAI (YDML)

19 | T6i co y dinh tiép tuc mua san pham cua thuong hiéu nay
trong tuong lai.

20 | Toi du dinh s€ sém mua lai san phém cua thuong hi€u nay.

21 T6i san sang tiép tuc mua lai san pham cia thuong hiéu nay
trong nhiing lan sau

22 | Téi san sang mua thém san pham ciia thuong hiéu nay khi ho

trién khai cac chuong trinh vi muc ti€éu xa hdi hoac tir thién.

PHAN 3: THONG TIN CA NHAN

1. Gi6i tinh
O Nam O N

2. Nhom tudi

O Gen Z (1997-2012) O Gen Y (1981-1996)

O Gen X (1965-1980) O Baby Boomers (1964-1946)

3. Trinh do hoc van

O Duédi Paihoc O DPaihoc O Tréndai hoc O Khac: ............

4. Thu nhép binh quan hang thang (triéu déng/ thang)

O Duéi 10 trigu O Tir 10 dén 15 triéu O Tir 15 dén 20 triéu O Trén 20 tricu
5. Vung mién (Noi ma Anh/Chi dang sinh séng)

O Mién Bic O Mién Trung O Mién Nam

Chan thanh cam on Quy Anh/Chi d3 hd trg tra 16i cAu hoi khdo sat. Kinh chic Quy

Anh/Chj strc khoe, may man va hanh phuc.

Nguon: tic gid thiét ké
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PHU LUC 8: KET QUA PHAN TiCH PINH LUQNG SO BO (SPSS)

1. M6 ta mau khao séat so bd

GTINH
Cumulative
Frequency Percent Valid Percent Percent

Valid Nam 70 46.7 46.7 46.7

N 80 53.3 53.3 100.0

Total 150 100.0 100.0

DTUOI
Cumulative
Frequency Percent Valid Percent Percent

Valid Thé hé Z (2012-1997) 30 20.0 20.0 20.0

Thé hé Y (1996-1981) 44 29.3 29.3 49.3

Thé hé X (1980-1965) 41 27.3 27.3 76.7

Thé hé Baby Boomers (1964 35 23.3 23.3 100.0

- 1946)

Total 150 100.0 100.0

TDO
Cumulative
Frequency Percent Valid Percent Percent

Valid Duwéi Dai hoc 42 28.0 28.0 28.0

Pai hoc 88 58.7 58.7 86.7

Sau dai hoc 20 13.3 13.3 100.0

Total 150 100.0 100.0




TNHAP
Cumulative
Frequency Percent Valid Percent Percent
Valid Dwai 10 trieu VNB/thang 60 40.0 40.0 40.0
T 10 dén 15 triéu 51 34.0 34.0 74.0
VNB/thang
Tw 15 - 20 trieu VNB/thang 26 17.3 17.3 91.3
Trén 20 trieu VNB/thang 13 8.7 8.7 100.0
Total 150 100.0 100.0
KVSONG
Cumulative
Frequency Percent Valid Percent Percent
Valid ~ Mién Bac 53 35.3 35.3 35.3
Mién Trung 30 20.0 20.0 55.3
Mién Nam 67 44.7 44.7 100.0
Total 150 100.0 100.0
2. Thang do “Nhéan thirc vé Marketing vi muc ti€éu xa hd1 — TTXH”
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha ltems N of Items
.815 .821 4
Item-Total Statistics
Squared Cronbach's
Scale Mean if  Scale Variance if Corrected Item- Multiple Alpha if Item
Item Deleted Item Deleted Total Correlation Correlation Deleted
TTXH1 11.86 5.276 .614 404 778
TTXH2 12.00 4.591 .700 504 .735
TTXH3 12.16 4.149 .664 462 .763
TTXH4 11.80 5.584 .601 .367 .787
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3. Thang do “Hinh 4nh thuong hi¢éu — HATH”
Reliability Statistics

Cronbach's
Alpha Based on
Cronbach's Standardized

Alpha ltems N of Items

775 776 5

Item-Total Statistics

Squared Cronbach's
Scale Mean if  Scale Variance if Corrected Item- Multiple Alpha if Item
Item Deleted Item Deleted Total Correlation Correlation Deleted
HATH1 15.35 5.277 .542 313 .735
HATH2 15.41 5.035 541 .303 737
HATH3 15.11 5.398 576 .369 724
HATH4 15.17 5.455 513 317 744
HATH5 15.31 5.331 570 .340 726
4. Thang do “Tinh y€u thuong hi¢u - TYTH”
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha ltems N of Items
.788 .788 4
Item-Total Statistics
Squared Cronbach's
Scale Mean if  Scale Variance if Corrected Item- Multiple Alpha if Item
Item Deleted Item Deleted Total Correlation Correlation Deleted
TYTHA1 12.76 2.546 .554 .339 .756
TYTH2 12.53 2.438 .643 437 712
TYTH3 12.73 2.667 .543 334 .761
TYTH4 12.83 2.287 .645 437 .709
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5. Thang do “Truyén miéng tich cuc - TMTC”
Reliability Statistics
Cronbach's
Alpha Based on

Standardized

ltems

Cronbach's

Alpha N of Items

.891 .891 4

Item-Total Statistics

Squared Cronbach's
Scale Mean if  Scale Variance if Corrected Item- Multiple Alpha if Item
Item Deleted Item Deleted Total Correlation Correlation Deleted
TMTCA 12.00 3.356 779 .624 .852
TMTC2 11.86 3.611 .748 .564 .864
TMTC3 11.89 3.457 .793 .636 .847
TMTC4 11.85 3.589 .720 529 .874
6. Thang do “Y dinh mua hang lap lai - YDML”
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha ltems N of Items
.836 .835 4
Item-Total Statistics
Squared Cronbach's
Scale Mean if  Scale Variance if Corrected Item- Multiple Alpha if Item
Item Deleted Item Deleted Total Correlation Correlation Deleted
YDMLA1 12.13 2.895 .675 490 .788
YDML2 12.04 3.233 .610 418 .816
YDML3 12.07 3.123 .603 .376 .820
YDML4 12.12 2724 .785 .623 .736
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7. Phan tich kham pha EFA cho céc bién ddc lap va trung gian

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .809
Bartlett's Test of Sphericity Approx. Chi-Square 1077.821
df 136
Sig. .000

Total Variance Explained

Extraction Sums of Squared

Initial Eigenvalues Loadings

Compone % of Cumulativ % of Cumulativ
nt Total =~ Variance e% Total Variance e%

1 5.074 29.846 29.846 5.074 29.846 29.846
2 2.392 14.071 43.917 2.392 14.071 43.917
3 2.056 12.096 56.013 2.056 12.096 56.013
4 1.459 8.584 64.598 1.459 8.584 64.598
& .837 4.922 69.520

6 .735 4.324 73.844

7 .680 3.999 77.843

8 572 3.365 81.208

9 .509 2.997 84.205

10 490 2.883 87.088

11 427 251 89.599

12 .395 2.326 91.925

13 .355 2.087 94.012

14 .320 1.883 95.895

15 .260 1.527 97.422

16 .228 1.344 98.766

17 210 1.234 100.000
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Rotated Component Matrix?®

Component

TMTC1 .858

TMTC3 .832

TMTC2 .822

TMTC4 .815

HATH3 .754

HATHS .739

HATH1 .695

HATH2 .659

HATH4 .639

TTXH2 .820

TTXH1 .801

TTXH3 .782

TTXH4 .739

TYTH4 .798

TYTH2 .787

TYTH3 .735

TYTH1 .690

8. Phan tich kham pha EFA cho cac bién phu thudc

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .781
Bartlett's Test of Sphericity Approx. Chi-Square 239.048
df 6

Sig. .000
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Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings

Component Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2.685 67.117 67.117 2.685 67.117 67.117
2 574 14.338 81.455

3 471 11.780 93.236

4 271 6.764 100.000

Component Matrix®

Component
1
YDML4 .897
YDML1 .826
YDML2 778
YDML3 770




cvi

PHU LUC 9: KET QUA PINH LUQNG CHINH THU'C (SMARTPLS)
1. M6 ta mau khao sat (SPSS)

GTINH
Cumulative
Frequency Percent Valid Percent Percent

Valid N 290 56.3 56.3 56.3

Nam 225 43.7 43.7 100.0

Total 515 100.0 100.0

DTUOI
Cumulative
Frequency Percent Valid Percent Percent

Valid Thé hé Z (2012-1997) 139 27.0 27.0 27.0

Thé hé Y (1996-1981) 119 231 231 50.1

Thé hé X (1980-1965) 146 28.3 28.3 78.4

Thé hé Z (1964-1946) 111 21.6 21.6 100.0

Total 515 100.0 100.0

TDO
Cumulative
Frequency Percent Valid Percent Percent

Valid Dwé&i Bai hoc 166 32.2 32.2 32.2

Dai hoc 210 40.8 40.8 73.0

Sau Bai hoc 62 12.0 12.0 85.0

Khac 77 15.0 15.0 100.0

Total 515 100.0 100.0
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TNHAP
Cumulative
Frequency Percent Valid Percent Percent
Valid Dwai 10 trieu VNB/thang 120 23.3 23.3 23.3
T 10 dén 15 triéu/thang 171 33.2 33.2 56.5
T 15 dén 20 triéu/thang 156 30.3 30.3 86.8
Trén 20 triéu/thang 68 13.2 13.2 100.0
Total 515 100.0 100.0
VM
Cumulative
Frequency Percent Valid Percent Percent
Valid  Mién Béc 182 35.3 35.3 35.3
Mién Trung 124 241 241 59.4
Mién Nam 209 40.6 40.6 100.0
Total 515 100.0 100.0
2. Mb ta bién nghién ctru (SmartPLS)
Name | No. | Type Missing Mean | Median chle Scale Obse'rved Observed Stal}dgrd
] min max min max deviation
STT 1 | MET 0 258 258 1 515 1 515 148.667
TTXHI1 2 | MET 0] 3.784 4 1 5 1 5 0.889
TTXH2 3 | MET 0 | 3.683 4 1 5 1 5 0.905
TTXH3 4 | MET 01 3.672 4 1 5 1 5 0.903
TTXH4 5 | MET 0 | 3.806 4 1 5 1 5 0.929
HATHI 6 | MET 0 | 3.635 4 1 5 1 5 0.924
HATH2 7 | MET 0| 3.627 4 1 5 1 5 0.976
HATH3 8 | MET 0| 3.682 4 1 5 1 5 0.92
HATH4 9 | MET 0] 3.522 4 1 5 1 5 0.984
HATHS 10 | MET 0] 3.53 4 1 5 1 5 0.972
TYTHI1 11 | MET 0| 3.598 4 1 5 1 5 0.949
TYTH2 12 | MET 0] 3.812 4 1 5 1 5 0.929
TYTH3 13 | MET 0 | 3.804 4 1 5 1 5 0.926
TYTH4 14 | MET 0| 3.656 4 1 5 1 5 0.945
TMTCI 15 | MET 0 | 3.596 4 1 5 1 5 0.937
TMTC2 16 | MET 0] 3.614 4 1 5 1 5 0.903
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TMTC3 17 | MET 0 | 3.608 4 1 5 1 5 0.904
TMTC4 18 | MET 0] 3.581 4 1 5 1 5 0.907
YDMLI1 19 | MET 0| 3.664 4 1 5 1 5 0.948
YDML?2 20 | MET 0] 3.538 4 1 5 1 5 1.067
YDML3 21 | MET 0| 3.544 4 1 5 1 5 1.031
YDMILA4 22 | MET 0] 3.483 4 1 5 1 5 1.085
TTXH 23 | MET 0| 3.736 4 1 5 1 5 0.805
HATH 24 | MET 0] 3.599 3.6 1 5 1 5 0.814
TYTH 25 | MET 0| 3.717 3.75 | 1.25 5 1.25 5 0.774
TMTC 26 | MET 0 3.6 3.75 1 5 1 5 0.78
YDML 27 | MET 0| 3.557 4 1 5 1 5 0.943
GTINH 28 | 01 0] 1.437 1 1 2 1 2 0.496
DTUOI 29 | 0]1 0| 1.499 1 1 2 1 2 0.5
DTUOI1 | 30 | 0]1 0] 0.501 1 0 1 0 1 0.5
DTUOI2 | 31 | 0]1 0 | 0.499 0 0 1 0 1 0.5
TDO 32 | MET 0]2.233 2 1 4 1 4 1.013
TNHAP 34 | MET 0| 3.324 3 1 5 1 5 0.994
VM 35 | MET 0] 2.052 2 1 3 1 3 0.87
VM1 36 | 0]1 0 0.353 0 0 1 0 1 0.478
VM2 37 1 0]1 0] 0.241 0 0 1 0 1 0.428
VM3 38 | 0]1 0 | 0.406 0 0 1 0 1 0.491
1.1. Két qua Algorithm (SmartPLS)
HATH1 HATH2 HATH3 HATH4 HATHS
\0.360 0.869 U-I?'O 0.835 0.86/
| TMTCA
0.863
fn.sea"’ ez
;n.sam,. S
. 0615 0.839
0.868 //// TMTCA
T2 "“n.gof::
gy €001
0.878
TTXH YDML1
TTXH4

TYTH1

TYTH2

TYTH3

TYTH4

0.876
YDML2

YDML3
0.920

YDML4
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1.2. Két qua Bootstrapping (SmartPLS)

HATH1 HATH2 HATH3 HATH4 HATH5

0000 0-000 0000 gogg 460

0.425 (0.000)

0.000
*  Twrcs
0.000
TTXH 0.615 (0.000)
| 0.280 (0.000) —
0.000
2 <0000 0.233 (0.000)
0.177 (0.000)
4-0.000 0.134 (0.015)
0.000 0.139 (0.001)
TTXH ~ YDML1
TTXHE 0.292 (0.000)
0.000
0.298 (0.000)
YDML2
0.000%
0.000—
0.169 (0.000) |
YDML
YDML4
TYTH
0000 ppoo  opoo 0000
TYTH1 TYTH2 TYTH3 TYTH4
A 5 A ’ - A - R ’ <\ < A
1.3. Két qué phan tich bién kiém soat vung mién (SmartPLS)
HATH1 HATH2 HATH3 HATH4 HATHS
\0_000 0.000 U-fiﬂﬂ 0.000 0_00/
0.378
TMTC
Ay 0.425 (0.000) o .
~_0.000"
0.615 (0.000) 0.492 000
— SR Tmea
A 0.280 (0.000) . 0000
< TMTC4
0.000_ 0134 0015) 0.232 (0.000)
, 400007
0.000 0.139 (0.001) 0164 (0.000)
TTXH
TTXH4
AR 0.200 (0.000) p—
YDML2
N 0.160(0.000)
0.156 —
YDML
TYTH YDML4
0.000 g0 0.00\0 0.000 0.365 (0.000)  0.363 (0.000)
TYTH1 TYTH2 TYTH3 TYTH4
an ol
MIEN BAC

MIEN NAM
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1.4. Két qua MICOM (SmartPLS)

. Correlation :
Original . Permutation
. permutation 5.00%
correlation p value
mean
HATH 1.000 1.000 0.999 0.610
TMTC 1.000 1.000 0.999 0.345
TTXH 1.000 1.000 0.999 0.203
TYTH 1.000 0.998 0.995 0.903
YDML 1.000 1.000 1.000 0.040
Difference 1-tailed (Group 1 2-tailed (Group 1 vs
(Group 1 - vs Group 2)p Group 2)p v alue
Group_2) value -
HATH -> TMTC 0.164 0.043 0.087
HATH -> TYTH 0.244 0.01 0.021
HATH -> YDML 0.033 0.372 0.744
TMTC -> YDML -0.06 0.741 0.517
TTXH -> HATH 0.013 0.419 0.838
TTXH -> TMTC -0.114 0.906 0.187
TTXH > TYTH -0.105 0.852 0.296
TTXH -> YDML -0.136 0.915 0.17
TYTH -> TMTC 0.052 0.256 0.512
TYTH -> YDML 0.164 0.016 0.032
Origi | Origi Mean | Mean STD | STD t t p p
nal nal (Grou | (Grou EV EV | value | value | value | value
(Grou | (Grou 1 2) (Grou | (Grou | (Grou | (Grou | (Grou | (Grou
p D [ p2 [P P o p2|ph | p2|ph|p2
HATH ->
TMTC 0.494 | 0.329] 0.495 | 0.33 | 0.066 | 0.068 | 7.427 | 4.808 | 0.000 | 0.000
HATH > - -
TYTH 0.237 | 0.007 | 0.237 | 0.007 | 0.081 | 0.067 | 2.926 | 0.111 | 0.003 | 0.912
HATH ->
YDML 0.236 | 0.203 | 0.234 | 0.205| 0.076 | 0.07 | 3.108 | 2.908 | 0.002 | 0.004
TMTC >
YDML 0.147 | 0.208 | 0.15] 0.209 | 0.069 | 0.063 | 2.124 | 3.305 | 0.034 | 0.001
TTXH > 12.82 | 13.43
HATH 0.621 | 0.608 | 0.622 | 0.61 | 0.048 | 0.045 3 71 0.000 | 0.000
TTXH ->
TMTC 0.235 ] 0.349 | 0.235| 0.348 | 0.055| 0.067 | 4.275 | 5.229 | 0.000 | 0.000
TTXH ->
TYTH 0.255] 0.36 ] 0.258 | 0.365| 0.076 | 0.065 | 3.348 | 5.52 | 0.001 | 0.000
TTXH ->
YDML 0.251 | 0.387 | 0.251 | 0.384 | 0.067 | 0.073 | 3.755| 5.295 | 0.000 | 0.000
TYTH >
TMTC 0.153 | 0.101 | 0.153 | 0.102 | 0.062 | 0.049 | 2.463 | 2.076 | 0.014 | 0.038




TYTH ->

0.233‘ 0.069‘ 0.232‘ 0.07‘ 0.059‘ 0.049‘ 3.948‘ 1.408
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YDML 0.000 | 0.159
1.5. Két qua phan tich bién kiém soat ving mién (SmartPLS)
Original | Sample | Standard
sample | mean | deviation T . P values | f-square
(0) (M) | (STDEV) statistics

HATH -> TMTC 0.425| 0.424 0.047 8.965 0.000 0.218
HATH ->TYTH 0.134 | 0.134 0.055 2.443 0.015 0.013
HATH -> YDML 0.232 | 0.232 0.049 4.704 0.000 0.055
MIEN BAC -> YDML 0.365| 0.362 0.093 3.914 0.000 0.038
MIEN NAM -> YDML 0363 | 0.359 0.092 3.927 0.000 0.039
TMTC -> YDML 0.164 | 0.164 0.046 3.562 0.000 0.028
TTXH -> HATH 0.615| 0.615 0.034 | 18.069 0.000 0.608
TTXH -> TMTC 0.28 0.28 0.043 6.51 0.000 0.09
TTXH ->TYTH 0.298 0.3 0.052 5.69 0.000 0.065
TTXH -> YDML 0.29 0.29 0.047 6.164 0.000 0.091
TYTH -> TMTC 0.139| 0.139 0.041 3.43 0.001 0.032
TYTH -> YDML 0.16 0.16 0.039 4.089 0.000 0.042




