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TOM TAT:

Muc tiéu nghién cttu ctia bai bio nhim xdc dinh, ddnh gi4 cdc yé&u to then chot 4nh hudng dén

y dinh st dung hang hiéu clia gidi tré hién nay, tir 46 huéng t6i muc tiéu cu thé gitp gidi tré hiéu

10 vé gi4 tri hing héa cAn mua va c6 chi tiéu hgp li cho nhu ciu tiéu diing. K&t qua phan tich cho
thay c6 4 y&u td dudc rit ra véi 15 bi€n quan sat. K&t qua phan tich EFA cho thiy 4 y&u t6 déu dat
dudc gi4 tri hoi ty, gia tri phan biét va dd tin cdy. Ta thdy c4c yé&u t& 4nh hudng dé€n xu hudng ticu
diing ctia gidi tré tai thanh phd Budn Ma Thudt (TP. BMT) 1a CCQ (Chuin chii quan), THD
(Th4i @), CLG (Chat lugng) va GC (Gi4 ci) déu dugc danh gid 1a lién quan mat thi€t d&n y dinh
va xu huéng tiéu ding ctia chi thé thuc hién. Vi thé, tic gia cho ring d€ c6 nhan thic t6t hon va
c6 miic do tiéu diing hop 1y d6i v6i cac san phdm hang hiéu, gidi tré nén c6 su so sanh giita chit
lugng va gid ca clia cdc san pham trude khi dua ra quyét dinh chi tiéu.
T khéa: hang hiéu, chi tiéu hgp 1y, gidi tré, thanh phd Budn Ma Thuot.

1. Dt van dé

Viét Nam dang ditng thit 15 trén thé€ gidi trong
bang x&p hang din s§ cic nudc va ving lanh thd
vGi hon 99,2 triéu dan. Song song dé, mic do thu
nhdp cia ngusi din Viét Nam cling dang ting lén.
Theo bdo cdo khdo sat mic song dan cu nim 2021
ctia Téng cuc Thong ké, thu nhip binh quin diu
ngudi/thang cia Viét Nam trong nam 2021 (theo
gi4 hién hanh) dat 4,2 triéu dong, trong khi nim
2016 chi dit 3,049 triéu dong. Mic dit vin con thiap
so v6i cac nude khic nhung qua d6 ciing cho thdy
ring doi song clia ngudi din Viét Nam da ting
d4ng k€. Thu nhap ting, kéo theo chat lugng cudc
song cta ngudi dan ciing khong ngling ting 1én.
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Trong rit nhiéu nganh hang dugc ngudi tiéu dung
quan tam, thgi trang la mot trong nhitng linh vuc
dugc moi ngudi quan tim hang dau. C6 thé thay
diéu d6 qua mifc do tiéu thu hang hiéu clia ngudi
tieu dung tai Viét Nam ding thtt 3 trén thé gidi.
Hiéu dugc diéu d6, khi dit nu6c hoi nhap véi nén
kinh t& th€ gidi, cdc nhin hiéu thdi trang ndi ti€ng
nudc ngodi 1an lugt tin cong sang thi trudng Viét
Nam nhu: Dior, Chanel, Gucci, H&M, Zara,... va da
sO tap trung phat trién & nhitng khu vyc trung tim
cuia thanh phd.

Thdi trang 4nh hudng rat nhiéu d€n moi ngudi
tr suy nghi cho dén 16i sdng clia ho. Bén canh
nhitng ngudi c6 thu nhap 6n dinh, gidi tré ciing bi
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4nh hudng rat nhiéu vé van dé nay. Ho cip nhit,
ti€p can nhitng c4i mdi thong qua mdi trudng xung
quanh, than tugng hodic ban be... Trén cdc phuong
tién truyén thong, bdo dai thudng xuyén cip nhit
vé tinh hinh thdi trang méi cda thé gigi. T do,
moi ngudi nim bit dudc nhitng xu huéng méi
nhat, hién dai nhat. Pic biét, ngudi tré ciing 1a
nhitng ngudi thong minh, nhay bén nén ho ti€p
nhan nhitng c4i méi rit nhanh. Van dé bay gid chi
con nim & viéc ho chi tiéu cho hang hiéu nhu thé
naola hoply.

Hi€u dugc diéu d6, nhim tim hiéu y&u t& anh
huéng dén y dinh st dung hang hiéu cla gidi tré
khu vuc TP. BMT, tac gié ti€n hanh phan tich va do
luding sy tdc dong clia cdc yéu td bén ngoai va bén
trong tdc dong dén hanh vi tiéu ding cla gidi tré,
nghién cttu mot cach c6 hé thong dé€ dua ra nhiing
ddnh gi4d c6 ¢ s§ khoa hoc va thuc tién, tir d6
hu6ng téi muc tiéu cu thé gitp gidi tré hiéu ro vé
gi4 tri hang h6a cAn mua va c6 chi tiéu hop 1y cho
nhu cau tiéu diing.

2. Co'sé 1y thuy€&t va mé hinh nghién citu

2.1. Co'sé Iy thuyét va cdc dé xudt gid thuyét

Chuén chii quan (CCQ) la nhin thic ctia mot
cdc nhan vé chuin muc xa hoi, ap luc ban be, hodc
niém tin clia nhitng ngudi khdc c6 lién quan nhu
ban bé va ngudi than, cho ring ngudi d6 nén thuc
hién hanh vi nhu thé ndo. Xét vé tim 1y hoc, 13i n6i,
hanh dong, théi quen clia ngudi khdc cé anh hudng
khong nhé dén hanh vi clia ¢4 nhian, dong thdi dua
vao thuy€&t hanh dong hdp ly TRA tic gid dua vao
y&u t6 chudn chi quan (CCQ) vao mo hinh nghién
citu va y&u t6 nay dnh huéng truc ti€p dé€n xu huéng
sit dung hang hiéu cta gidi tré. Y&u t& chuin chi
quan xuat phat tr: (1) gia dinh, (2) ngudi xung
quanh, (3) ngudi ndi ti€ng, (4) mang xa hoi,... Tac
gid dua ra gid thuyét sau:

HI “Chudn chii quan” c6é méi quan hé cing
chiéu vdi xu hudng

Gi4 ca(GC) 1a biéu hién biingtiénctiagia trihing
héa, nghia 13 s& lugng tién phai trd cho mot hang
héa, mot dich vy, hay mot tai sdn nao do. Gia ca
ctia hang héa néi chung 13 dai lugng thay ddi xoay
quanhgid tri. Gid c4 1a y€u t6 ma ngudi tiéu dung
luén quan tAm va sé& 4nh hudng t6i quyét dinh mua
hang clia ho, chinh sich gid c4 ctia sin pham chinh
12 nhan t6 ¢6 mifc dd 4nh hudng d&n xu huéng tieu

diing. Y&u t& gid ci bao gdm: (1) gid chénh léch
chinh hing x4ch tay, (2) gid pht hgp véi chat lugng,
(3) gid phl hop vé6i diéu kién tai chinh, (4) gid
chénh 1&ch giita cac thuong hiéu. Tdc gia dua ra gid
thuy€t sau:

H?2 “Gid cd” dnh hudng dén xu hudng tiéu ding

Thuong hi¢u (TH) - Gié tri thuong hi€u la uy tin
hay danh ti€ng clia nha cung cip ddi véi khach
hang (Trout, 2003). P&i véi linh vyc thuong mai
dién t nhan thic vé gid tri thuong hiéu cta khich
hang dugc dinh gia qua danh ti€ng clia cong ty, su
tin tudng vao website doanh nghiép (J#rvenp## &
Tractinsky, 1999; Liu & cdng su, 2013). Dya theo
ly thuyét ctia Philip Kotler va Amstrong (2005), tdc
gid dua yéu t§ thuong hiéu (TH) vdo md hinh
nghién citu va yé&u t& ndy dnh hudng tryc ti€p dén
hanh vi mua sim ctia gidi tré. Y&u td thuong hiéu
bao gom: (1) dd ndi ti€ng va uy tin, (2) diém dic
trung d& nhan biét, (3) thuong hiéu thé hién phong
cdch ding cip ban than, (4) chit lugng thuong hiéu.
T4c gi4 dua ra gid thuyét sau:

H3 “thuong hiéu” c6 moi quan hé cing chiéu voi
xu huong

Chién lugc marketing (MAR) 1a cich d€ t5i vu
héa 1gi ich cia doanh nghiép dua trén thda méan cia
khich hang, bing mot cach nao d6, dé cho khach
hang biét sdn pham cda ban la t6t hon, mot cich
khédch quan, ho s& c6 hanh dong mua nhanh chéng
hon. T4c gid dua vao yéu t6 chién lugc marketing
(CLM) vao md hinh nghién citu va y€u td nay 4nh
hudng tryc ti€p d&€n hanh vi mua sim cda gidi tré.
Y&u t6 chién lugc marketing bao gom: (1) chuong
trinh khuy&n mai hap din, (2) dich vu chim s6c
khach hang t8t, (3) chié€n lugc quing cdo hap dan,
(4) moi ngudi ndi ti€ng 1am dai dién cho thuong
hiéu. T4c gid dua ra gid thuyét sau:

H4 “Chién lugc marketing” cé quan hé ciung
chiéu véi xu hudng

Chat lugng (CLG) la khai niém dic trung cho
kh4 ning théa min nhu ciu clia khich hang. Vi
vay, san phimhay dich vu nao khdng dép tng dudc
nhu ciu clia khach hang sé bi coi 1a kém chat lugng,
cho du trinh d6 cdng nghé sin xuat ra c¢6 hién dai
dén dau di nita. Panh gia chat lugng cao hay thip
phéi diing trén quan diém ngudi tiéu ding. Cling
mot muc dich st dung nhu nhau, sin phim nao thda
min nhu cAu tiéu diing cao hon thi ¢6 chat lugng
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cao hon. T4c gid dua yéu t6 chat lugng

S0 dé 1: Mé hinh nghién clu dé xudt

(CLG) vao md hinh nghién ctu va yéu

Gidi tinh
t0 nay anh hudng truc ti€p dén hanh vi Tinh trang hén nhéin
mua sim clia gi6i tré. Y&u t& chat lugng Ngh;ﬁg“w
bao gdm: (1) c6 xuit xi¥ rd rang, (2) thdi Noi sinh séng

gian st dung 1au bén, (3) chat lugng sin
phdm an toan cho stic khde, (4) sin
phim tao cam gidc thodi mdi. Téic gia
dua ra gid thuyét sau:

H5 “chdt lugng” cé quan hé cing
chiéu véi xu hudng.

2.2. Mb hinh nghién citu dé xudt

Dua trén cd s& 1y thuyét va cic gid
thuyé&t dugc dua ra tic gid dé xuit md
hinh nghién cttu nhu Sg do 1.

M6 hinh bao gdm nhém bién kiém
soat va 5 nhém nhan t6 tic dong dén xu
huéng st dung hang hiéu cla gi6i tré v6i 24 bién
dudc do bing thang do Likert 5 mic do (1: Rat
khong dong y dén 5: RAt dong ¥

2.3. Phuong phdp nghién ciiu

Dya trén co s& 1y thuyé&t va cdc gid thuyét
nghién cu, qud trinh nghién ciu trdi qua 2 giai
doan:

- Giai doan nghién ctu dinh Iugng sd bd thuc
hién sau nghién cttu dinh tinh vao thidng 9/2022 tai
TP. BMT. Trén cd s khdo sat 285 ddi tugng 1a gidi
tré véi muc dich kham ph4, diéu chinh, b3 sung cic
thang do thanh phin khdi niém trudc khi ti€n hanh
nghién cttu chinh thic.

- Giai doan nghién cttu chinh thirc: dugc thuc
hién thong qua khdo sdt 400 ngudi tré tai TP.
BMT. K&t qua nghién ctfu nhim kham phd, diéu
chinh, bS sung cdc thang do thanh phan tic dong
dé&n xu huéng st dung hang hiéu cla gidi tré tai
TP. BMT. Dit liéu dudc x 1y trén phan mém
SPSS 20. Céc thang do dudc ki€m dinh bing hé s&
Cronbach Alpha véi yéu cau >0,6, ki€ém dinh
Bartlett (diing dé€ xem xét ma trin tuong quan) véi
p<5% nghia 1a cdc bi€n c6 quan hé vdi nhau,
ki€ém dinh KMO d€ so sanh d6 16n cta hé so
tuwong quan cdc bi€n v6i KMO chidp nhan phdi
>0,5. Sau d6 ti€p tuc cho chay EFA vé§i phép xoay
Varimax. Sau d6 tdc gia st dung phuong phdp hoi
quy tuy€n tinh @€ d4nh gia mitc do 4nh hudng clia
tirng y&u t6 dén y dinh sit dung hang hiéu ctia gi6i
tré hién nay.
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Y DINH SU DUNG

HANG HIEU

CHUAN CHU QUAN (CCQ)

GIA CA (GC)

THUGNG HIEU (TH)

CHIEN LUGC MARKETING (MAR)

CHAT LUGNG

Nguén: Tdc gid dé xudt

3. K&t qua phan tich thong ké

3.1. Thong ké mé ta

Qua trinh khdo sit dugc thyc hién tUr thang
6/2022 dé&n thang 9/2022. Trong 400 mau khéo sit,
tdc gia thu vé dugc 304 miu hgp 1&. K&t qua, trong
s0 304 phi€u khao st dat yéu c6 138 12 nam (chi€m
ty 1& 45,4%) va c6 166 1a nit (chiém ty 1& 54,6%).
V& tinh trang hdn nhin, s& ngudi doc than chi€m da
sO v6i ty 1é 91,8%. V& nganh nghé, s6 ngudi dang
di hoc chi€m 33,8%, di 1am chiém 66,2%. V& do
tudi, tr 15 d&€n dudi 18 twdi trd 1én chi€m 11,8%,
trén 19 tudi chi€m 88,2%.

3.2. Kiém dinh chét lugng thang do

Nhin vao bang két qua, cdc hé s6 Cronbachs
Alpha déu kh4 cao (> 0,6), 16n nhat 1a thanh phan
CLG (o = 0,854), bé nhit 1a thanh phin TH (o =
0,693), cdc thanh phin con lai CCQ (a = 0,745),
MAR (a = 0,751), GC (o = 0,852) va PTH (a =
0,783) Céc hé s6 a déu 16n hon 0,6 nén ta khong
loai phan ndo. (Bing 1)

3.3. Kiém dinh tuong quan va phan tich hoi quy

St dung hé so tuong quan Pearson d€ ki€m tra
mdi tuong quan tuyén tinh giita cdc bi€n ddc 1ap véi
nhau va giita cdc bi€n ddc 1ap véi bién phu thude
(Béng2).

Sig tuong quan Pearson cdc bi€n doc 1ap PTH,
CCQ, GC, CLG v6i bién phu thuoc TH nhd hon
0,05. Nhu vay c6 mdi lién hé tuyén tinh giita cic
bi€n doc 1ap nay véi TH. Giita TH va PTH c6 mdi
tuong quan manh nhat véi hé s r1a 0,568, gitta TH
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Bdng 1. Két qud Cronbacha Alpha céc yéu té
trong mé hinh nghién clu

STT Nhan t& Cr‘::s::h's Kt luan
1| Chu&nchiquan (CCQ) 0,745 Ch&p nhan
2 | Marketing (MAR) 0,751 Chéap nhan
3 | Thuong hiéu (TH) 0,693 Chéap nhan
4 Giaca (GC) 0,852 Ch&p nhan
5 | Chatlugng (CLG) 0,854 Chap nhan
6 Phu thudc (PTH) 0,783 Ch&p nhan

Nguén: Tdc gid phan tich

Tu k&t qué phan tich & trén, tdc gia da
xdc dinh dudc 4 y€u t6 dnh hudng dén xu
huéng clia ngudi dan d6 1a: Chudn chd
quan, Thuong hiéu, Gid cd va Chat lugng.
Trén cd s 4 y&u td nay, tdc gid ti€n hanh
chay hoi quy vé xu huéng clia gidi tré.

K&t qua phan tich mo hinh hdi quy, R
binh phuong = 0,450 nghia 1a c6 45% bién
thién ctia phu thudc dudgc gidi thich bdi moi
lién hé tuyén tinh v6i 4 nhan t6 CCQ, TH,
CLG, GC. Ngoai ra, ta nhan thdy gia tri
binh phuong di€u chinh = 0,443 nghia 1a
44,3%. (Béng 3)

Phuong trinh hdi quy tuyén tinh véi cic

va GC c6 mdi quan hé tuong quan y€u nhdt véihé  bién c6 hé s beta dd chuin héa c6 dang nhu sau:

s0 r 12 0,260. Sig tuong quan Pearson giita TH va
MAR 16n hon 0,05, do vy, khong c6 mdi tuong
quan tuyén tinh giita 2 bi€n nay. Bi€én MAR s&
dugc loai bd khi thyc hién phan tich hoi quy tuyén

PTH=0,513+0,251TH +0,339CLG

+0,159CCQ + 0,128GC + &i

4. Thao luan két qua nghién citu
Tir md hinh hodi quy, tic gid dua ra nhan xét

tinh boi. Cac cip bién doc lap déu c6 mic tuong nhu sau:

quan khé y€u vé6i nhau, nhu vay, khd niing cao s&

- Ch't lugng (CLG - 0,339) 1a y&u t6 tdc dong

khong c6 hién tuong cong tuyén x4y ra. nhiéu nhat d€n xu huéng tiéu ding hang hiéu clia

Bdng 2. Ma trdn tuong quan

PTH ccQ MAR TH GC CLG
Pearson Correlation 1 ,299 -,022 ,568 ,383 ,510
PTH Sig. (2-tailed) ,000 ,352 ,000 ,000 ,000
N 304 304 304 304 304 304
Pearson Correlation ,299 1 ,079 271 ,218 -,035
ccQ Sig. (2-tailed) ,000 ,086 ,000 ,000 271
N 304 304 304 304 304 304
Pearson Correlation -,022 ,079 1 -,012 -,067 -,103
MAR Sig. (2-tailed) ,352 ,086 ,309 124 ,036
N 304 304 304 304 304 304
Pearson Correlation ,568 271 -,012 1 ,260 ,406
TH Sig. (2-tailed) ,000 ,000 ,309 ,000 ,000
N 304 304 304 304 304 304
Pearson Correlation ,383 218 -,067 ,260 1 ,294
GC Sig. (2-tailed) ,000 ,000 124 ,000 ,000
N 304 304 304 304 304 304

Pearson Correlation ,510 -,035 -,103 ,406 ,294 1

CLG Sig. (2-tailed) ,000 271 ,036 ,000 ,000

N 304 304 304 304 304 304

Nguén: Tdc gid phan tich
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BAng 3. Hé s& hdi quy (PTH)

Hé s& chua chuén héa Haso Théng k& da cdng tuyén
Mb hinh 5 Polach chuan héa t Sig. Pdchdp | Hesdphongdai
chuan Beta nhan phudng sai
Hang s& ,513 ,228 2,247 ,025
TH ,251 ,044 ,283 5,721 ,000 ,752 1,331
1 CLG ,339 ,046 ,356 7,287 ,000 ,769 1,301
CCQ ,159 ,038 ,193 4,152 ,000 ,853 1,172
GC ,128 ,035 ,168 3,623 ,000 ,857 1,167

a. Dependent Variable: PTH

gidi tré, gidi tré khong mudn phdi trd véi mot mic
gid cao cho mot mén dd ma chit lugng cda né
khong thuc sy tuong xing. VAy, tic gid dé xuit
hai bién phdp gitp gidi tré c6 thé ki€m tra chat
lugng clia hang héa minh mudn mua: (1) P6i v6i
viéc mua hang hiéu tryc ti€p tai clra hang: tir
nhitng tiéu chi chat lugng clia nha sin xuat dua ra
ban c6 thé dén tryc ti€p clra hang d€ cdm nhin
xem c6 ding véi miéu td hay khong. (2) Pdi véi
viéc mua hang online trén cdc trang mang truc
tuyé&n: trude khi mua mot mén hang trén céc trang
web dién tif ban nén ki€m tra d9 tin cdy cia trang
web d6 bing cdch mua hang & nhitng website
c6 ti€ng, dudc ddnh gid va phan hdi t6t vé dich
vu nhu Amazon, Nordstrom, Neiman Mercus,
Macys,...

- TH 1a y&u t6 quan trong th@t hai sau CLG, gidi
tré thudng quan tim tGi thuong hiéu clia hang hoa
tru6c khi mua san pham nio d6. Thuong hiéu néi
1én tén tudi va dd uy tin clia hang héa d6, mot

TAILIEU THAM KHAO:

Nguén: Tdc gid phan tich

thuong hiéu ndi ti€ng thudng duge gidi tré uu tién
chon lya.

- CCQ y€u t& quan trong thit ba, gidi tré thudng
bi tdc dong tr nhitng ¥ ki€n xung quanh nhu gia
dinh, ban be, xa hoi... Tdc gid dé xudt phuong phap
gidp gidi tré ¢6 quyét dinh ding dén trong viéc lwa
chon hang hiéu, d6 12 cin c6 chinh ki€n xdc dinh
chinh xdc nhu ciu phit hgp véi tai chinh ctia minh,
khong chay theo nhitng thtr xung quanh, theo trao
luu, dic biét nén tim hiéu va x4c dinh 16 vé phong
cach ctia ban than d€ c6 su lua chon phit hop, tranh
bi cudn hiit béi nhitng yé&u t& khach quan khac.

- GC 1a y&u td cudi cling nhung khong kém phian
quan trong, chit luong di doi véi gia ca nhung doi
khi gid thanh cao khong ddng nghia vdi chit lugng
san pham tot. Trong bai nghién ctu, chat lugng 1a
y&u t& quan trong dau tién, vi viy gid c sé 1a yéu
t0 thit y&u trong tat ca cdc yé&u td trén. Tuy nhién,
gi6i tré cin c6 quyét dinh ding din chi tiéu trong
kha nang cia minh B
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ABSTRACT:

This study is to identify and evaluate the key factors affecting the youth’s intention to use
branded products. This study aims to help young consumers understand the value of products and
adjust their spending appropriately. The study’s results show that there are four factors achieved
convergence value, discriminant value and reliability. The factors affecting the consumption of
young consumers living in Buon Ma Thuot city are subjective norms, attitude, quality and price.
These factors are all closely correlated to the youth’s intention and consumption trends. As a result,
in order to better understand and develop a reasonable consumption for branded products, young
consumers should make a comparison between the quality and price of branded products before
making purchasing decisions.
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