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TOM TAT:

Bai vi€t khdi quat nhitng nhan t& anh hudng d&€n y dinh mua xing dau tai cdc cAy xing tai mot
sO qudc gia trén the gidi va tong k&t mot s6 khao st tai thi trudng Viet Nam. K&t qua khio sit cho
thay c6 su khic biét trong y dinh mua hang do dic diém khac biét giita Viét Nam va cic nuSc
khdc, vi du nhu gi4 cd. Pong thdi nhan thdy mot s6 nhin t& ¢6 4nh hudng d&€n hanh vi clia khach
hang cla c4c tram xing & mot s& nudc trén thé gidi c6 su khac biét, cic nhan t6 d6 1a: dich vu, hinh
4nh, dia di€m, gid, loai sdn phadm, chit luong dich vu, quan ly cAy xing, su thuin tién, toc do dich
vu, khuy€n mai, loai dich vu ngoai tai tram xiing, thdi gian phuc vu.

Tir khéa: xing ddu, mua xing diu, tram xing, ¥ dinh mua, cAy xing, kinh nghiém.

1. Bai hoc tir cac quoc gia trén the gidi

Tir nghién citu tai Gambia chi ra ring tram xing
c¢6 thé k&t hop nhiéu chuong trinh marketing, dich
vu ting thém, hinh anh tram xing, dia diém, gia,
loai sdn pham, chit lugng dich vu va quan 1y tram
xing la nhitng nhan & quyét dinh d&€n uva chudng
cta khach hang v6i tram xing (M. Manneh et al.,
2020). Trong mo hinh nay, nhin t§ 4nh hudng
nhiéu nhit dén sy wa chudng cla khich hang véi
tram xing chinh 12 chuong trinh marketing, rdi dé€n
cac dich vu kem theo. (Hinh 1)

Vi nghién cttu 349 khach hang tai Nam Phi,
quyét dinh ctia khach hang lai phu thudc chinh vao
st thudn tién va tdc dd dich vu (Saini, Y.K. va
Matinise, 2016).
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Qua nghién cttu tai 12 tram xdng tai Kenya,
tong s6 khach hang 14 260, k&t qua thé hién khuyé&n
mai 12 vO cling quan trong va 4nh hudng 16n dén

Hinh 1: Supported hypotheses in Gambia

Data from Manneh, Kozhevnikov, and Chazova, 2020
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quyét dinh Iya tron tram xing vé&i coefficiencts
=0.425, sig = 0.000, t = 6.528 (Mwenda and
Margaret, 2016).

Tai Malaysia, khdo sit v4i 223 khach hang lai
chi ra cdc nhan t6 nhu chat lugng dich vu, khuyén
mai, loai san phAm dnh hudng dé&n 1ong trung thanh
vGi tram xdng ctia khach hang (Dutsenwai et. Al.,
2015). Trong md hinh nghién cu nay, nhan t6 4nh
hudng nhiéu nhit dén long trung thanh ctia khich
hang 13 sy hai 1ong ctia khach hang, nhin t6 c6 tAm
anh hudng thi hai 1a loai sin pham. (Hinh 2)

Hinh 2: Céc nhén t6 dnh huéng dén Iéng
trung thanh cta khdach héng tai Malaysia

<Chat lugng dich vu 0.04
(Khuyé’n mai O 14 k
CLoal san pham >— 0.276 7

Su hailong clia
khach hang

Data from Dutsenwai et al., 2015, case in Malaysia

R?=0.611

Su trung
thanh clia
khach
hang

0.899

Nghién ctu tai An Do, véi s6 miu 130 chi ra
ring sy trung thanh ctia khach hang lai dong bién
v6i mot s6 loai dich vu thém cung cAp tai tram xing
d6 (Suresh and Keerthika, 2019). (Hinh 3)

2. K&t qua khao sat so b ¥ kién tai thi trudng
Viét Nam

Theo khao sat trén 100 khdach hang cia nhém
Nguyén Phugng Anh (2021), cdc nhan t6 khién
khach hang hai long 1a: thoi gian m§ ctta phu hop,
dia diém, v6i R2=0.687. Nhu vay, 2 bién doc lap 1a
hoan toan doc 14p, dua vao VIF nhé. Thdi gian mG
ctra (B = 0.670), ciing nhu dia diém phi hop (B =
0.779) déu vd cung quan trong d6i vdi sy hai long
ctia khach hang. Va trong md hinh hdi quy nay, dia
diém c6 vai trd quan trong hon chiit it so v6i thdi
gian md ctra. (Xem Bang)

Khi chay hdi quy véi thém 1 bi&n sy thuin tién
trong dd xe (vdi sig = 0.279, t = 1,088). Qua phan

Hinh 3: Céac nhén 16’ dnh huéng dén long
trung thénh cda khéch héng tai An bé
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Source: Anli Suresh, Keerthika. R, 2019

tich hdi quy cho thay, viéc thuin tién trong dd xe tai
tram xing lai khong dudc chitng minh c¢6 tAm anh
hudng d€n sy hai long cta khich hang.

Qua phdng van véi 3 qudn 1y cAy xidng tai thi
trudng Ha Noi cho biét dia diém 12 nhan t& vO cling
quan trong trong kinh doanh cdy xdng. Nhu vay, c6
su thdng nhat trong két qua bdo cdo clia nhém
Nguyén Phugng Anh va k&t qud phdng van véi
quéan Iy cay xing.

3. K&t luan

Mot s6 nhan t& ¢6 dnh hudng hanh vi clia khich
hang tram xidng trén thé gidi khdc biét & mot sd
nuéc, cdc nhan t& d6 1a: dich vy, hinh anh, dia diém,
gid, loai sdn pham, chit lugng dich vu, quan Iy cay
dich vu, hinh 4nh, dia di€m, gi4, loai sin phim,
chat lugng dich vu, quén 1y cAy xing, su thuin tién,
toc do dich vu, khuy&n mai, loai dich vu ngoai tai
tram xang.
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BAng. Mé hinh hdi quy

Coefficientsa
B t Sig. VIF
(Constant) 2.086 3.006 .003
1 Thai gian md clia pht hgp 870 4.269 .000 1.239
Dia diém phu hgp v6i nhu cdu 179 5.526 .000 1.239
a. Dependent Variable: Su hai long clia khach hang

Nguébn: Tdc gid tong hop

Sy triing hgp trong hanh vi giita khdo sat ban Nam, nén chua thé thiy su khic biét trong hanh vi
diu tai Viét Nam va khach hing mot s6 nudc trén cua clia nuGe khic nhau.
th€ gi6i do la: Su han ch€ clia céc nghién cttu: hién chua thong
Dia di€m, sy thuin tién déu Anh hudng d€nhanh  nhit bi€n phu thudc trong tit ci cdc nghién cifu,
vi ctia khach hang. nhitng khao sdt tai thi trudng Viét Nam chi 1a khdo
Do chua c6 mdt nghién cdu sdu hon tai Viét sdtban dau va thi€u chuyén siu B
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ABSTRACT:

This study reviews researches on the factors affecting the intention of consumers to
purchase petroleum products in some countries and reviews some related surveys in Vietnam.
The study finds out that the differences in the intention of consumers to purchase petroleum
products are due to the differences in each surveyed country, such as the price of petroleum
products. Some factors affecting the intention of consumers to purchase petroleum products at
petrol station are: service, brand image, location, price, product type, quality of service,
management of service, convenience, speed of service, promotion, types of services, and
service time.

Keywords: petroleum products, buying-related behaviors, consumer behavior.
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