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intentions. Brand equity also has a positive impact on repurchase
intentions. However, sensory marketing does not impact
repurchase intention. Based on the research results, the authors
propose several management implications and marketing
strategies to enhance the customer's brand experience, thereby
increasing brand equity and repurchase intentions.

1. Gi6i thiéu

Theo bao cao cua iPOS (2024) doanh thu nganh F&B Viét Nam nam 2023 da dat hon
590,000 ty ddong. Trong d6, mang dich vu an udng tai quan dong gop 538,500 ty dong, tuong
duong muc ting truong 10.87% so voi ndm trude. Quy Tién té Thé gidi (IMF) dy doan gia tri thi
truong F&B Viét Nam nam 2024 s& dat mbc hon 655,000 ty dong twong duong ting 10.92% va
dén nam 2027, co cau doanh thu du kién s& khong dich chuyén nhiéu cu thé cira hang F&B doc
lap tiép tuc chiém wu thé vai 93.9% thi phan va chudi cira hang F&B s& chiém hon 6% thi phan
(International Monetary Fund [IMF], 2024).

Hién nay, linh vyc kinh doanh nha hang buffet dan dwoc wa chudng va xuét hién nhiéu
thwong hiéu 16n nho trén thi truong véi da dang phong cach am thuc khac nhau. Bé mot Doanh
Nghiép (DN) ton tai va phét trién bén viing thi viéc bat kip thi hiéu, thu hit Khach Hang (KH) va
nang cao loi thé canh tranh trong nganh déng vai trd quan trong. Theo Ta va cong su (2024) cho
rang, DN can khdm phé nhitng cach tiép can sang tao, cuén hut hon dé xay dung dau 4n va dic
trung riéng cua thuong hiéu trong tm tri KH, mang lai sy ca nhan héa nham thiét 1ap nhing trai
nghiém tich cuc, xay dung mdi quan hé bén viing giita KH va thuong hiéu.

Déi voi hoat dong kinh doanh in udng, marketing truyén thong thuong tap trung vao viéc
quang ba moén an hon 14 trai nghiém an udng cua KH khién viéc lya chon caa ho chi yéu dya
trén sy hap dan tryc quan (tic dong téi thi giac va thinh giac) ma bo qua trai nghiém tong thé
(Satti & ctg., 2021). Thém vao d6, Satti va cong sy (2021) con chi ra rang, xa hoi chau A cé xu
hudng coi viéc an udng la mot trai nghiém mang tinh xa hoi hoac giai tri. Biéu nay cho thay thi
hiéu KH khdng chi bi thu hit boi huong vi mon dn, ma 1 chat luong trai nghiém dich vu ciing
g6p phan mang tinh quyét dinh trong viéc xay dung thuong hiéu bén viing.

Chinh vi vy, cac DN can nhan ra su thay d6i trong hanh vi tiéu ding, nhu cau caa KH,
tir d6 tim ra giai phép tdi vu. Mot trong nhitng giai phép hiéu qua duoc dé xuat 1a nghién cau tac
dong caa marketing dya trén Giac Quan (GQ), hudng téi muc tiéu mang dén cho KH trai nghiém
dich vu trén ca nhu cau mong mudn co ban cua ho. Mot trong nhitng yéu té quan trong quyét
dinh sy phat trién bén vitng ma rat nhiéu nha hang kinh doanh dich vu in udng chua that sy cha
trong, quan tdm chinh 14 tac dong cia GQ. Tiép thi dua trén giac quan duoc cong nhan 1a mot
cdng cu thiét yéu dé tang cuong két ndi giita thuong hiéu va nguoi tiéu ding bang céach kich
thich tat ca cac giac quan va tao ra cam xuc (Satti & ctg., 2021).

Mot s6 nghién ctru dé cap dén tac dong cua GQ trong nganh F&B ddi véi thi truong
trong nudc va ngoai nudc, tuy nhién nhitng nghién ctu nay chua dé cap dén ddi twong cu thé
trong nganh. Mat khac, ¢ Viét Nam chua c6 nhidu nghién cau tim hiéu tac dong cua giac quan
dén Tai San thuong hiéu (TS) va y dinh Quay tré Lai (QL) cua khach hang trong nganh F&B,
dic biét 1a cac chudi nha hang buffet. Viéc thuc hién nghién ciu nay 1a can thiét cho thuc tién
cua cac DN kinh doanh trong linh vuc F&B tai Viét Nam.
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2. Co s& 1y thuyét va mé hinh nghién ciru
2.1. Khung khdi ni¢m vé marketing dwa trén gidc quan

Theo Moreira va cong su (2017), tiép thi dua trén giac quan 1a giao tiép véi khach hang
thdng qua cac giac quan: thi giac, thinh giac, vi giac, khiru giac va xtc giac. Bong thoi, Krishna
va cong su (2010) cho rang GQ Ia chién lugc thu hut va tac dong dén hanh vi caa KH thong qua
viéc kich thich cac giac quan. Nhin tir goc d6 quan ly, GQ la cong cu kich thich tiém thuc dinh
hinh nhan thac cia KH vé san pham (nhu sy tinh té, chat lugng, sang trong, di mai, hién dai,
twong tac) tir d6 gbp phan tao dyng tinh cach thwong hiéu. Khung khéi niém vé GQ cua Krishna
(2012) cho thiy gi4c quan la @ng dung khoa hoc vé cam gidc va nhan thac vao linh vuc
marketing. Dy 1a qué trinh bao gdm cAc yéu td cam giac tao nén sy nhan thirc, dan dén cam xdc
nhan thac co can ctr tir d6 dinh hinh thai dg, hoc hoi, ky tc va Hanh Vi Khach Hang (HVKH).
Khung khéi niém tap trung vao mong muén, quan tdm va hanh dong; di sau vao vai tro cta cam
xdc va tiém thac, cam xac duoc hinh thanh trong qua trinh KH trai nghiém tai DN. Ly thuyét
nay rat phi hop véi quan diém marketing hién dai, khi vai trd ciia cam xdc ngay cang duoc chil
trong. Do d6, nhom tac gia chon day 1a mo hinh khung cho nghién cuu.

Mb hinh nghién ctru dé xuit dya trén qua trinh Tao cam giac -> Cam xtc, Nhan thic c6
can cir -> Thai do/Hanh vi, cu thé chuong trinh GQ sé& tic dong vao cam gic (ndm yéu t6 giac
quan) cua KH tao cho ho nhitng cam xdc, nhan thic ¢6 can ctr (trai nghiém thuong hiéu) tir do
hinh thanh thai d¢ va hanh vi (y dinh quay tro lai).

Hinh 1
Khung Khdi Niém vé Marketing dwa trén Gidc Quan
Xuc giac 4i do
J Cam xiic c6 can cir Thai do
g4 Cam xuc
Khtru giac
+ Hoc hoi/Ky ue
Thinh giac
A
Vi gide Hanh vi
oy
o Nhén thirc ¢6 can clr
Thi giac

Nguon: Dit liéu tir “An integrative review of sensory marketing: Engaging the senses to affect perception, judgment
and behavior” bai A. Krishna, 2012, Journal of Consumer Psychology, 22(3), pp. 332-351

2.2. Cdc gid thuyét nghién citu va mé hinh nghién ciru dé xudt
2.2.1. Marketing dwa trén giac quan va trai nghiém thuong hiéu

Brakus va cong su (2009) cho rang Trai Nghiém thuong hiéu (TN) 1 phan ¢ng tam ly
chu quan cua ngudi tiéu dung ddi véi cac kich thich thugc vé thuong hiéu. Nhing kich thich nay
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bao gom thiét ké va nhan dang thuong hiéu, bao bi san pham va truyén théng marketing. Tat ca
cac yéu té nay déu gop phan tao nén nhan thirc va cam xUc cia ngudi tidu ding vé thuong hiéu.
Theo Moreira va cong su (2017), TN da giac quan ho tro tao ra gia tri ca nhan va kich thich KH
phan tng véi céc sang kién cua cong ty. Diéu ndy hd tro qué trinh mua hang va tiéu dung cua
KH théng qua su tham gia cia nam giac quan va tao ra gid tri, trai nghiém va hinh anh thuong
hiéu cua KH (Hultén, 2011). Trong qua trinh mua va s dung san pham, KH s& tiép xdc voi
nhiéu thong tin lién quan dén thuong hiéu nhu mau séic, hinh dang, loai san pham, thiét ké bao
bi, khau hiéu, linh vat va dai sir thwong hiéu (Brakus & ctg.,2009). Nhitng yéu té nay cé thé anh
hudéng dén nhan thirc, cam xdc va hanh vi cua KH dbi véi thuong hiéu. Theo Ebrahim va cong
su (2016) KH thuong tim kiém nhitng thuong hiéu tao ra trai nghiém hap dan ho theo cach cam
tinh va cam xtc. KH s& c6 TN tha vi, néu cac yéu té bén trong nha hang, chang han nhu anh
sang, diéu hoa khdng khi, &m thanh, mui va mau sic co sy lién két (Olavarria-Benavides & ctg.,
2021). Do d6, gia thuyét H1 duoc dé xuat:

H1: Marketing dua trén gidc quan cé tac dong tich cuc dén trdi nghiém thwong hiéu
2.2.2. Marketing dwsa trén giac quan va tai san thuong hiéu

Aaker (1992) cho rang Tai San thuong hiéu (TS) 1a mét tap hop cac tai san vo hinh gan
lién véi tén va biéu tugng ctia mot thuong hiéu, dong vai tro quan trong trong viéc gia ting hoac
giam thiéu gia tri san pham/dich vu di véi ca DN va KH. Theo Wiastuti va Kimberlee (2018),
TS thé hién gia trj gia ting ma san pham/dich vu mang lai, duoc phan &nh trong nhan thirc, hanh
vi va cam xtc cua KH ddi véi thuong hiéu, ciing nhu tac dong caa né dén thi phan, gié ca va su
phat trién caa DN.

GQ thuyét phuc KH nhan thire duoc gia tri doc déo, khac biét cia thuong hiéu, mang lai
nhitng trai nghiém dang nhd, khuyén khich lap lai va chia sé nhitng TN cua ho (Costa & ctg.,
2012). Cac giac quan c6 thé cung ¢ nhitng cam xuc tich cuc, theo co so kinh nghiém, tao ra gia
tri cu thé cho céc ca nhan va dac biét, tao ra hinh anh thuong hiéu (Hultén, 2011). Theo Costa va
cong su (2012), GQ truyén thong diép dén ban cau ndo phai - noi xir ly théng tin cam x{c va tryc
gi4c kich hoat giac quan va tao ra sy két ndi vé cam xdc giira KH va thuong hiéu. Diéu nay gilp
thuong hiéu tao dugc 4n twong sdu sic va lau dai trong tam tri KH. Do d0, gia thuyét H2 duoc
deé xuat:

H2: Marketing diea trén gidc quan cé tac dong tich cuee dén tai san thwong hiéu
2.2.3. Trai nghiém thuwong hiéu va tai san thuong hiéu

Ashraf va cong su (2018) dinh nghia TN la nhan thirc cia KH khi ho twong tac vai mot
thuong hiéu cu thé, cho du théng qua quang cao, lién hé ca nhan hay cach ho duoc dbi xu. Nhan
thic nay bi anh huong bai qua trinh trai nghiém va tuong tac vai thuong hi¢u. Vai tro ciia nam
gi4c quan trong viéc phat trién nhan thie da giac quan vé thuong hiéu lién quan dén cach ma KH
cam nhan, giai thich san pham khi thiéu kinh nghiém va hinh anh caa chung di véi ho. Biéu nay
anh huong dén viéc xay dung thuong hiéu va danh tinh, co s6 KH trung thanh va hinh anh cia
cong ty (Hultén, 2011; Moreira & ctg., 2017). Ngoai ra, TN c6 anh huong dén bén thanh phan
cua TS gom nhan thirc thuong hiéu, lién twong thuong hiéu, chat lugng cam nhan thwong hiéu,
long trung thanh thuong hi¢u (Brakus & ctg., 2009; Dolbec & Chebat, 2013; Keller, 1993). Do
do, gia thuyét H3 duoc dé xuét nhu sau:

H3: Trdi nghiém thwong hiéu ¢6 tac dong tich cuc dén tai san thwong hiéu
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2.2.4. Trai nghiém thuong hiéu va y dinh quay tro lai

Suhaily va Soelasih (2017) cho ring QL cta KH s& dwogc hinh thanh khi KH c6 thai d6
tich cuc voi DN. Trivedi va Yadav (2018) tuyén b rang QL la mét hanh vi tim Iy KH c¢6 mong
muén tiép tuc mua san pham, néu DN c6 thé dap ng nhu cau cua ho va tao dung duoc niém tin
thi co hoi KH quay tro lai s& rit Ion. KH ¢6 QL 1a muyc tiéu caa nhiéu DN t6 chic, bo phan
marketing va san xuat san pham, nhitng nguoi ludn ¢d ging tao ra nhimg thay d6i va phuong
phap mai dé tiép can, dé thu hat va khuyén khich KH mua san phiam caa DN.

Chuchu va cong su (2018) ching minh TN anh huéng tich cuc dén ¥ dinh mua hang.
Theo Satti va cong su (2021), TN ma KH c¢6 duoc bang cac phuong tién giac quan, hanh vi, tinh
cam va tri tué s& anh huong dén y dinh mua hang hodc ghé tham lai cua ho, ciing nhu mirc d6
san sang goi ¥ cho ngudi khac. Do dé, gia thuyét H4 dugc dé xuat:

HA4: Trdi nghiém thwong hiéu c6 tac dong tich cuc dén y dinh quay tro lgi
2.2.5. Tai san thuwong hiéu va y dinh quay tro lai

Moreira va cong su (2017) lap luan rang cac thugc tinh san pham caa mot thuong hiéu cu
thé gop phan manh mé& vao viéc hinh thanh céac lién két thwong hiéu va tac dong tryc tiép dén qua
trinh mua hang hoic tiéu ding. Otero va Wilson (2018) cho rang néu KH 4n tuong véi thuong
hiéu dya trén cac ddc diém, tinh nang va loi ich, thi kha ning quyét dinh mua lai san pham hozic
ghé tham mot dia diém cua ho s& gia ting. Trong nghién ctu cua Vahdati va cong su (2014) TS
duoc ngén hang st dung dudi dang hitu hinh nhu trang tri va quy trinh phuc vy ¢é anh hudng
tich cuc dén QL cua KH. Cac nghién ctru khéc ciing cho thay su anh huéng tich cuc cia TS dén
QL (Akturan, 2018; Moreira & ctg., 2017). Do d6, gia thuyét H5 duoc dé xuat:

H5: Tai san thiwong hiéu cé tac dong tich cuc dén y dinh quay tro lgi
2.2.6. Marketing dwa trén giac quan va y dinh quay tro lai

Céc kich thich giac quan s& dugc ndo bo xtr ly mot cach 1y tinh va cam tinh dé dem téi
“cam nhan” riéng biét ve san pham/dich vu d6 (Krishna & ctg., 2010). Nhiing cam nhan thong
qua glac quan c6 kha ning hinh thanh nén sy yéu thich cia mdi ca nhan, sy tu nhan thac nhirng
nhu cau, mong mubn dugc dap ung. Theo Brakus va cong su (2009) cac yéu td gidc quan nhu
hinh anh, 4m thanh, mui hwong, vi gidc va xic giac c6 anh huong dén cam xuc, suy nghi va
HVKH, tir d6 tac dong dén nhan thic vé thuong hiéu cua ho. Nghién ctru cua Moreira va cong
su (2017) bé sung thém rang viéc sir dung kich thich gidc quan hiéu qua trong nhiéu khia canh
dich vu c6 thé thiic diy cam xdc tich cuc va QL caa KH.

Theo Krishna (2012) sy kich thich duoc tong hop tir cac gidc quan s& tao nén nhiing tac
dong truc tiép dén cam xdc va ly tri, tir d6 co sy tic dong dén thai d6, hanh vi va tri nhé cia KH.
Y dinh hanh vi cuia mot KH s& cho thay duoc su gan két hay tir bé san pham/dich vu duoc cung
cap boi mot DN (Zeithaml & ctg., 1996). Ngoai ra, Oliver (1980) cho rang ¥ dinh hanh vi chinh
1a cach cu xir ciia KH khi wa thich mot san pham/dich vu. Con theo Kim va cong sy (2020) thiy
dinh hanh vi (mUOn mua lap lai) cua KH c6 dugc thong qua viéc tung trai nghiém mua sam va sir
dung san pham/dich vu. Tir nhitng 1y luan trén cho thiy dwoc méi quan hé nhan qua giira nim
kich thich cac giac quan véi QL. Do d6 gia thuyét H6 & nghién ciru duoc dé xuat:

H6: Marketing dua trén gidc quan cé tac dong tich cuc dén y dinh quay tré lai cac chudi
nha hang buffet cua khach hang
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2.2.7. M6 hinh nghién ciru dé xuat
Hinh 2

Tdc DPéng ciia Marketing dwa trén Gide Quan dén Tai San Thuwong Hiéu va Y Pinh Quay Tro
Lai cua Khach Hang o cdc chuoi Nha Hang Buffet trén Pia Ban Thanh pho Ho Chi Minh

Trai nghiém
H1 thuong hiéu H4

H3

Marketing dya H6 Y dinh quay
trén giac quan trd lai

\ 4
\ Tai san H5
thuong hiéu

Nguon: Tac gia dé xuat

\ 4

3. Phuwong phap nghién ctru

C& mau dugc xéac dinh theo wée luong tong thé voi ddi twong nghién ctu 1a nhimg KH da
ting c6 trai nghiém tai cac chudi nha hang buffet lau nudng trén dia ban Thanh phé HS Chi
Minh d6 tudi tir 18 - 55. Vi khdng khong xac dinh duoc quy md tong thé nén nghién ctu nay si
dung cong thirc ciia Yamane (1973) dé xéac dinh kich thudc mau.

n =272 x2XUP) = 1 962 x 232009 _ 3g4 1 (1)
e? 0.052

Trong do:

n: Kich thuéc mau can xac dinh.

Z: Gia tri tra bang phan phdi Z dya vao d6 tin cay lra chon.

p: Ty & wdc luong ¢& mau n thanh cong.

e: Sai s cho phép.

Nhu vay ¢& mau téi thiéu can c6 cua nghién ctu s& 1a 385 mau.
Quaé trinh nghién cttu gdm 02 phuong phap:

Nghién ciru dinh tinh: Dya trén nhitng nghién ciru trude, nhdm tac gia tong hop va dé
xuat dugc thang do so bd. Sau do, thong qua phong van 05 chuyén gia, thang do di duoc ra soét,
hiéu chinh d€ dua vao nghién ctru chinh thuec.

Bang 1
Ki Hiéu va Nguon Thang Po So Bo
Thang do Ky hi¢u Ngudn thang do
Tiép thi dya trén giac quan GQ (Kim & ctg., 2020)
Trai nghiém thuong hi¢u TN (Ryu & ctg., 2008)

(Song & ctg., 2019)
(Han & ctg., 2015)

Y dinh quay tro lai QL (Yrjola & ctg., 2019)

Tai san thuong hi¢u TS

Nguon: Tac gia
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Nghién cu‘u dinh luong: Dit lidu sau khi dwogc thu thip truc tuyén qua Google Form va
tryc tiép qua gidy tai cac dia diém nhu trung tim thwong mai, siéu thi, ... Dé dam bao do tin cay
cling nhu tinh khach quan cta dir liéu khao sat, nghién ctru sé& loai bd tat ca nhirng bang khao sat
thiéu cau tra 161 hodc céc cau tra 101 chi chon cung mdt dap an. Sau do tién hanh loc lai dir liéu va
tién hanh phan tich. Nhimg bang tra 16i day di, khong bi loai bo s& duoc st dung 13 cin cir dé xir
1y dit lidu va chay két qua khao sat thong qua phan mém SmartPLS 4.0.

4. Két qua nghién ctru va thao luin
4.1. Thong tin méu khdo sdt

Thong qua viéc thu thap dir li€u, khao sat thu vé duoc 417 phiéu trd 101 va sau khi gan loc,
¢6 385 mau hop 1é dugc dua phan tich dinh lugng. Mau nghién ciru dugc mo ta thong qua Bang 2.

Bang 2
M6 Td Mdu Nghién Ciu
Gioi tinh Tansd | Ty1é % Thu nhip Tinsé | Ty 1 %
Nam 163 42.3 Duéi 15 triéu dong 323 83.9
Nit 222 57.7 15 - du6i 35 triéu 48 12.5
P tudi Trén 35 triéu 14 3.6
Tir 18 - 25 tudi 274 71.2 Nghé nghié¢p
Tir 25 - 35 tudi 83 21.6 HS/SV 227 59
Tir 35 - 55 tudi 28 7.3 NVVP 75 19.5
Hoc vin Khac 83 21.5
Duéi THPT & THPT 17 4.4
TC & CP nghé, Pai hoc | 368 95.6

Nguon: Két qua khao sat
4.2. Kiém dinh dé tin cdy ciia thang do

Theo Bang 3, tac gia tién hanh phan tich dya trén mo hinh bao gém 03 bién bac hai GQ
(g6m KG, TG, THG, VG, XG), TN (gdm TN va CL), TS (gdm HA, TT va LT) va 01 bién bac 1
1a QL. Cac cu tric khong phai von dd duge mic dinh 1a thang do ciu tao (formative) hay thang
do phan chiéu (reflective), ma dugc xac dinh dya trén khai niém hinh thanh cAu triic va muc dich
ctia nghién ctru (Hair & ctg., 2017). O goc do do ludng, cac khai niém 1y thuyét duoc do luong
bang bién tiém 4n nén chung ta ¢ thé coi bién tiém an bac 2 duoc do ludng da hudng boi cac
bién tiém 4an bac 1 (Vu & Nguyen, 2023). Do d6 tac gia xac dinh bién bac QG, TN va TS ¢ dang
thang do phan chiéu. Diéu nay ciing hop 1y véi quan diém ciia Becker va cong su (2012), khi céu
triic bac cao 1a mot khai niém duoc dai dién béi cac ciu trac bac thép hon thi 1a thang do phan
chiéu. Do d6, mé hinh thanh phan thir bac (hierarchical component models) phan chiéu - phan
chiéu (R_R) dugc 1én y tuong trong nghién ctru nay.

Trong phan phan tich ndy, tic gia sir dung phu’omg phap tiép can hai giai doan tach roi
(Disjoint Two Stage Approach) Phu’orng phép nay ban dau chi xem xét cu tric béc thip trong
mo hinh duong dan, diém s6 clia cac cdu tric bac thip can duogc luu lai va sau d6 duoc sir dung
dé do luong ciu tric bac cao hon (Vu & Nguyen, 2023).
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Do cic ciu triic bic mot dang ¢ dang két qua nén céac tiéu chi danh gia s& gom: chit
lwong bién quan st (chi bao), do tin cdy, tinh hoi tu va tinh phan biét cia cic thang do. Tac gia
tién hanh phan tich PLS Algorithm dé 1y cac bang két qua. Tham khao theo Sabharwal va Bhatt
(2021), trong phan danh gia mo hinh do luong nay tic gia s& danh gia lan luot hé sb tai ngoai
(Outer loadings), d6 tin cdy tong hop (CR) dé danh gia do tin cdy cua cac bién quan sat, phuong
sai trung binh trich (AVE) dé danh gi4 tinh hoi tu cta thang do va hé s6 Fornell and Larcker,
HTMT duoc sir dung dé danh gia gia tri phan biét cua thang do.

Sau khi loai bé 03 bién quan sat XG3, THG1 va TT3 khong dat yéu cdu (vi hé sd
Cronbach’s Alpha < 0.7), tat ca cac bién do luong con lai déu c6 hé sd Cronbach’s Alpha tir
0.731 dén 0.919. Bén canh d6, diém tin cay tong hop (CR) cho mdi ciu tric déu 16n hon 0.7;
gia tri phuong sai trung binh (AVE) d3 duoc bao céo cho ting bién déu dat tir 0.552 dén
0.788 (> 0.5). Két luan thang do c6 d¢ tin cdy nhét quén bén trong cao va gia tri hdi tu tdt.

Sau khi loai bé 03 bién quan sat XG3, THG1 va TT3 khong dat yéu cau (vi hé sb
Cronbach’s Alpha < 0.7), tat ca cac bién do luong con lai déu c6 hé sé Cronbach’s Alpha tir
0.731 dén 0.919. Bén canh d6, diém tin cdy tong hop (CR) cho mdi cau trac déu 16n hon 0.7;
gia tri phuong sai trung binh (AVE) di duoc bao cao cho timg bién déu dat tir 0.552 dén
0.788 (> 0.5). Két luan thang do c6 do tin cay nhat quan bén trong cao va gia tri hoi tu tot.

Bang 3
D6 Tin Cdy va Gia Tri Héi Tu ciia M6 Hinh Do Lwong Cau Tric

et | e LG I g e
) : (CR)

XUc giac XG1 0.834
XG2 0.809
XG4 0.742

0.757 0.724 0.552
Khtru giac KG1 0.898
KG2 0.859
KG3 0.800
KG4 0.798
Tiép thi dua Thinh gidc | THG2 0.710
trén giac quan THG3 0.851
THG4 0.832
Vi giac VG1 0.770
VG2 0.803
VG3 0.731
VG4 0.729
Thi giac TG1 0.858
TG2 0.844
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Che e o b oo el
4 4 (CR)
TG3 0.819
TG4 0.814
Trai nghiém TN1 0.899 0.731 0.881 0.788
thuong hiéu TN? 0786
TN3 0.845
TN4 0.760
Chét luong | CL1 0.875
Trai nghiém dich vu cL2 0.885
thuong hiéu
CL3 0.841
CL4 0.818
CL5 0.845
CL6 0.889
CL7 0.804
Hinh anh HA1 0.866 0.782 0.732 0.584
thuong hiéu HA2 0.789
HA3 0.791
HA4 0.797
Muc dg trung | TT1 0.857
Tai san thuong t;ﬂiﬁg ‘lll?éu TT2 0.798
hi¢u TT4 0.733
Lién tudng LT1 0.884
thuong hi¢u | 5 0.864
LT3 0.851
LT4 0.872
LTS5 0.851
QL1 0.879 0.919 0.939 0.754
) QL2 0.870
Y ?rréhlgi“ay QL3 0.870
QL4 0.859
QL5 0.865

Nguon: Két qua khao sat
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Phuong phéap tiép can hai giai doan tach roi can duoc danh gia bang cach st dung céac
tiéu chuan cai dat trén ca hai giai doan: Mode A cho phép do phan xa va Mode B cho phép do
hinh thanh (Sarstedt & ctg., 2019). Tac gia da xac dinh day la thang do bac cao phan xa - phan
xa (reflective - reflective), do do tac gia thiét 1ap Mode A cho cac ciu tric bac 1 trong giai doan
mét, va ciu tric bac cao GQ, TS, TN ¢ giai doan hai.

Hinh 3
Mo Hinh Do Lwong (Giai Poan 2)

THG <—
VG / =
XG

Nguon: Két qua khao sat

Nghién ctru xac dinh gia tri phan biét cta thang do & hai giai doan bang hé s6 Fornell -
Larcker va HTMT. Nhu két qua & Bang 4 va Bang 5 bén dudi, gia tri phan biét (Fornell-Larcker
Criterion) cho cac cdu trac dd dat dugc boi cac cin bac hai cua cac AVE cao hon so voi cac
tuong quan ngoai dudng chéo. Cu thé chi sd can bac hai AVE cua bién QL, GQ, TN va TS lan
luot 13 0.869; 0.594; 0.888 va 0.695 16n hon tri tuyét ddi twong quan giira cac bién. Dong thoi,
két qua Bang 5 cho thdy chi s6 HTMT cta mdi céu trac déu thap hon 0.90, chi sé cao nhit 1a
0.898. Diéu d6 cho thay cac bién dam bao tinh phan biét véi nhau.

Bang 4
Thong Tin Gia Tri Fornell-Larcker
QL GQ TN TS
QL 0.869
GQ 0.499 0.594
TN 0.663 0.597 0.888
TS 0.622 0.545 0.63 0.695

Nguon: Két qua khao sat
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Bang 5
Hé S6 Heterotrait Monotrait Ratio (HTMT)

QL GQ TN TS

QL

GQ 0.620

TN 0.807 0.831

TS 0.86 0.898 0.852

Nguon: Két qua khao sat

4.3. Kiém dinh mé hinh céu tric

Hair va cong sy (2017) cho rang mé hinh s& c6 hién tuong da cong tuyén néu cac gia tri
VIF trong md hinh 16n hon 5. Trong Bang 6, gia tri VIF nam trong khoang 1.000 dén 1.956 (nho
hon 5) do d6, khong xay ra hién tuong da cong tuyén & céc bién tiém an.

Bang 6
Gia Trj Hé S6 Phurong Sai Phéng Pai VIF
QL GQ TN TS
QL
GQ 1.679 1.000 1.555
TN 1.956 1.555
TS 1.790

Nguon: Két qua khao sat

Bang 7 cho thay 05 gia thuyét dugc chap nhén, véi gia thuyét HI thi GQ 1a mot nhén té
quan trong c6 tac dong manh dén TN véi hé s6 hdi quy 1a 0.597 va p-value = 0.000; gia thuyét
H2 thi GQ chi tic dong nho dén TS khi c6 hé sé hoi quy 1a 0.263 va p-value = 0.000; gia
thuyét H3: TN c6 tac dong trung binh dén TS khi c¢6 hé s6 hdi quy 13 0.473 va p-value = 0.000;
Ngoai ra thi véi gia thuyét H4: TN c6 tac dong trung binh dén QL khi c6 hé sé hdi quy 1 0.416
va p-value = 0.000; gia thuyét H5: TS tac dong nho dén QL khi c6 hé sb hodi quy 1a 0.317 va
p-value = 0.000. Va véi két qua & bang trén ciing cho thiy yéu t6 GQ khong tac dong dén QL
ctia KH tai cac chudi nha hang buffet véi trong sd hdi quy 14 0.077 va p-value = 0.120 (I6n hon
0.05). Do d6, bac bo gia thuyét H6.

Bang 7
Hé Sé Tdac Bong, Gia Tri P va Gia Tr; f2

Gia thuyét M&bi quan hé Hésbé | P-Value | Két qua f2 Mic dd tac dong
H1 GQ -> | TN | 0.597 0.000 Chéap nhan | 0.555 Lén
H2 GQ | > | TS | 0.263 0.000 | Chipnhan | 0.08 Nho
H3 TN > | TS | 0473 0.000 Chéap nhan | 0.258 Trung binh
H4 TN -=> | QL | 0.416 0.000 Chép nhan | 0.182 Trung binh
H5 TS -> | QL | 0.317 0.000 Chéap nhan | 0.115 Nho
H6 GQ -> | QL | 0.077 0.120 Bac bo 0.007 Khong tac dong

Nguon: Két qua khao sat
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Gié tri R? cua cac bién TN, TS va QL 1an luot 13 0.357, 0.441 va 0.512 thudc khoang 0.33
dén 0.67. Chimg t0, m6 hinh dugc giai thich & mirc vira phai, c6 nghia 1a ciu trac c6 anh hudng
16n hon trén mo hinh.

Theo Bang 8, gia tri Q% ciia TN, TS va QL 1an luot 13 0.346, 0.286 va 0.237 (> 0) chi ra
su lién quan du doan cua mo hinh nghién ctru dén bién phu thudc. Do d6, mé hinh cAu trac da
ching minh dugc sy phu hop véi dir li¢u thyc nghiém.

Bing 8
H¢é S6 Xdc Pinh R*va Chi S6 Duw Bdo Q°

R? R? hiéu chinh Q?
QL 0.512 0.508 0.237
TN 0.357 0.355 0.346
TS 0.441 0.439 0.286

Nguon: Két qua khao sat
5. Két luan va khuyén nghi
5.1. Két ludn

Nghién ciru nay cho thdy mirc do tic dong khac nhau gitra GQ, TN, TS, QL cta KH ¢
cac chudi nha hang buffet trén dia ban Thanh phé H6 Chi Minh. Két qua nghién ctru cho thay 05
gia thuyét dugc chip nhan va 01 gia thuyét bi bac bo. Véi két qua H1, H2, H4, H5 dugc chap
nhan tuong ddng véi két qua cua Siraj (2021) khi nghién ctru nay da chi ra ring GQ c6 tac dong
tich cuc dén TN, TS va hai yéu t6 TN, TS cling c6 tac dong tich cuc dén QL. Déng thoi voi két
qua gia thuyét H3 (TN co tac dong tich cuc dén TS) duoc chdp nhdn ciing twong dong voi két
qué ctia (Moreira & ctg., 2017). Két qua nay cho thay trai nghiém ciia KH khi sir dung dich vu
ctia thwong hiéu dugc nang cao thi ti 1é thuan véi viéc TS ciing gia tang, Két qua nghién ctru nay
khong gidng nhu két qua nghién ctru cia Nguyen (2021), khi ma gia thuyét H6 bj bac bo, GQ
khong tac dong dén QL. Sy khéc biét trong két qua giita 02 nghién ctru ¢6 thé duge giai thich 1a
vi su khac nhau vé cach thu thap dit liéu cling nhu dia ban nghién ctru. Trong khi nghién ctru cta
Nguyen (2021) tép trung thu thap dir liéu tryc tiép tir 12 nha hang cua cac khach san tiéu chuan
ba dén bdn sao tai Ha Noi, thi nguoc lai nhém tac gia lai thu thap dit liéu truc tuyén va khao sat
giéy tai mot s dia diém nhu trung tdm thuong mai, siéu thi, cong ty, ... tai Thanh phé Ho Chi
Minh. Ngoai ra vé6i dit liéu thu thap tr mau nghién ciru trong bai ctia Nguyen (2021) thi chi c6
37.8% mau thudc do tudi tir 18 - 25 tudi. Thay vao dé, dir liéu thu thap duoc ctia nghién ciru nay
¢6 dén gan nhu gap 02 lan (71.2%) mau thudc do tudi tir 18 - 28 tudi. Vi nhing KH trong do
tudi nay thudng s& co xu huéng mudn trai nghiém nhimng thuong hiéu méi hodc thich s dung
dich vy theo xu hudng xa hdi hon nén véi su khac nhau vé ti 18 mau trong do tudi cling s€ 1a mot
trong nhiing tac nhan gop phan tao nén su khac biét trong két qua.

Két qua nghién ctru da chi ra yéu td tiép thi dua trén giac quan khong c6 tac dong dén QL
ciia KH. Dua trén két qua nay c6 thé thiy rang, nhitng hoat dong tiép thi dua trén giac quan tai
cac nha hang buffet khong tac dong truc tiép 1am cho KH c¢6 QL nha hang. Ma qua do, tir viéc
nha hang dau tu diy manh tiép thi dua trén gidc quan s& tac dong dén TN tdt va tao nén TS tich
cuc trong tam tri KH. Tur do, KH s€ c6 QL trai nghi¢m, thudng thirc am thuc tai nha hang thém
lan nira.
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Nghién ctru nay gbp phan khing dinh lai tac dong ciia Marketing dwa trén gidc quan dén
trai nghiém thuong hié¢u, tai san thuong hi¢u va y dinh quay lai trong cac nghién ctru trudc. Két
qua ctia nghién ctru ndy c6 gid tri trong ly thuyét va thye tién kinh doanh.

Ciing nhu cac nghién ctru khéc, du tac gia da cb ging rat nhiéu song khong tranh khoi
nhitng han ché nhit dinh. Nghién ctru khao sat tap trung trong mot khoang thoi gian ngin, do d6
huéng nghién ctru tiép theo cin mé rong thoi gian phong van, khao sét tai nhiéu thoi diém trong
ndm. Ngoai ra nghién ciru ndy tip trung thue hién tai thi trudng Thanh phd Hd Chi Minh, két qua
s€ dai dién cho thi truong hon néu nghién ctru dugc thuc hién tai nhiéu tinh thanh khac
trong nudc.

5.2. Mt s6 ham ¥ qudn tri

Dua trén két qua tong thé ciia nghién ciru ndy, nhom tic gia dé xuat mot sd giai phap
nham gia tang tinh hiéu qua cia vi¢c GQ nham gia tang y dinh quay lai cia KH:

Thir nhét, cap lanh dao cua cac nha hang buffet nén chu trong vao GQ. Khong chi chit
lugng san phém, ma qué trinh phuc vu KH cling 1a mot yéu td rat quan trong ma mdi nha cung
cap dich vu nén quan tdm. Cu thé, cac DN can chi trong trong viéc: sap xép thirc an mot céch
hap din nham thu hat thi gidc KH, giup ting TN. Trén céc tai khoan mang xa hoi cia thuong
hiéu va tai cic co so kinh doanh nén trinh chiéu cac TVC quang céo thuong hiéu gitp ting nhan
dién, lién tudng thuong hiéu, gidi thi¢u nhiing dich vy, video mén an hép dan dén nguoi tiéu
dung gitp TS duoc gia ting. Tai cic co sd kinh doanh ciing c6 thé trang bi thém nhitng thiét bi
anh sang, chat lugng am thanh pht hop véi dinh huéng phaét trién va huéng dén nhom KH muyc
tidu. Ngoai ra, cic cip quan 1y nha hang ciing nén sap xép tao khong gian mui huong dic trung
khién KH 4n tugng, ghi nhé trong qua trinh TN.

Thir hai, nha hang buffet nén chu trong vio viéc mang dén cho KH nhiing trai nghiém
dich vu dn udng t6t hon. Cu thé nhu viéc: thuong xuyén kiém tra chét luong nguyén vat liéu dau
vao, phuong phap bao quan, ché bién moén an phi hop, dam bao an toan vé sinh thuc pham; to
chirc nhimg hoat dong thuong nién dé tri an KH nhu bdc thim trang voucher buffet, thé tich
diém, tang qua sinh nhat, hoa cho KH, ...

Thr ba, nha hang buffet nén chu trong vao viéc tao gia tri tai san cho thuong hiéu lén
hon. Tép trung xay dung thuong hi€u thong qua cac tai khoan mang xa hoéi: thuong xuyén cap
nhat hinh anh, video, cadc chuong trinh khuyén mai, ... dé tang d¢ nhan dién thuong hi¢u; tham
gia cac hoat dong thién nguyén, giup do nhimg nguoi kho khan, dong gop nhiéu hon cho xi hoi.

Tai liéu tham khao

Aaker, D. A. (1992). The value of brand equity. Journal of Business Strategy, 13(4), 27-32.
https://doi.org/10.1108/eb039503

Akturan, U. (2018). How does greenwashing affect green branding equity and purchase
intention? An empirical research. Marketing Intelligence & Planning, 36(7), 809-824.
https://doi.org/10.1108/MIP-12-2017-0339

Ashraf, S., Iftikhar, A., Yameen, A., & Younas, S. (2018). Empirical relationship of customer
brand engagement with satisfaction and loyalty through online brand experience. IUP
Journal of Brand Management, 15(3), 23-48.



118 Ngd Thi Lan va cong su. HCMCOUJS-Kinh t€ va Quan tri kinh doanh, 20(2), 105-120

Becker, J. M., Klein, K., & Wetzels, M. (2012). Hierarchical latent variable models in PLS-
SEM: Guidelines for using reflective-formative type models. Long Range
Planning, 45(5/6), 359-394. https://doi.org/10.1016/j.1rp.2012.10.001

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is it? How is it
measured? Does it affect loyalty? Journal of Marketing, 73(3), 52-68.
https://doi.org/10.1509/jmkg.73.3.052

Chuchu, T., Venter de Villiers, M., & Chinomona, R. (2018). The influence of store environment
on brand attitude, brand experience and purchase intention. South African Journal of
Business Management, 49(1), 1-8. https://doi.org/10.4102/sajbm.v49i1.186

Costa, M., Zouein, P., Rodrigues, N., Arruda, J., & Vieira, M. (2012). Sensory marketing:
Consumption experience of the Brazilian in the restaurant industry. International Journal
of Business Strategy, 12(4), 165-171.

Dolbec, P. Y., & Chebat, J. C. (2013). The impact of a flagship vs. a brand store on brand
attitude, brand attachment and brand equity. Journal of Retailing, 89(4), 460-466.
https://doi.org/10.1016/j.jretai.2013.06.003

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand preference and repurchase
intention model: The role of consumer experience. Journal of Marketing Management,
32(13/14), 1230-1259. https://doi.org/10.1080/0267257X.2016.1150322

Hair, J. J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. A. (2014). Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM) (2nd ed.). Sage Publications.

Hair, J. J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or CB-SEM:
Updated guidelines on which method to use. International Journal of Multivariate Data
Analysis, 1(2), 107-123. https://doi.org/10.1504/IIMDA.2017.087624

Han, S. H., Nguyen, B., & Lee, T. J. (2015). Consumer-based chain restaurant brand equity,
brand reputation, and brand trust. International Journal of Hospitality Management, 50,
84-93. https://doi.org/10.1016/j.ijhm.2015.06.010

Hultén, B. (2011). Sensory marketing: The multi-sensory brand-experience concept. European
Business Review, 23(3), 256-273.
https://doi.org/https://doi.org/https://doi.org/10.1108/09555341111130245

International Monetary Fund (IMF). (2024). The risks to global growth are broadly balanced
and a soft landing is a possibility. https://www.imf.org/en/Publications/WEO/Issues/
2024/01/30/world-economic-outlook-update-january-2024

iPOS. (2024). Bao céo th; trwong Kinh doanh dm thuc tgi Viét Nam nam 2023 [Culinary
Business market report in Vietnam in 2023]. https://ipos.vn/thong-cao-bao-chi-ipos-vn-
cong-bo-bao-cao-thi-truong-kinh-doanh-am-thuc-tai-viet-nam-nam-2023/

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity.
Journal of Marketing, 57(1), 1-22. https://doi.org/10.1177/002224299305700101

Kim, W. H., Lee, S. H.,, & Kim, K. S. (2020). Effects of sensory marketing on customer
satisfaction and revisit intention in the hotel industry: The moderating roles of customers’
prior experience and gender. Anatolia, 31(4), 523-535.
https://doi.org/10.1080/13032917.2020.1783692



Ngo Thi Lan va cong su. HCMCOUJS-Kinh t€ va Quan tri kinh doanh, 20(2), 105-120 119

Krishna, A. (2012). An integrative review of sensory marketing: Engaging the senses to affect
perception, judgment and behavior. Journal of Consumer Psychology, 22(3), 332-351.

Krishna, A., Lwin, M. O., & Morrin, M. (2010). Product scent and memory. Journal of
Consumer Research, 37(1), 57-67.

Moreira, A. C., Fortes, N., & Santiago, R. (2017). Influence of sensory stimuli on brand
experience, brand equity and purchase intention. Journal of Business Economics and
Management, 18(1), 68-83. https://doi.org/10.3846/16111699.2016.1252793

Nguyen, Q. H. (2021). Tdc déng Ciia cdc gide quan dén quyét dinh mua hang: Nghién ciu doi
V6i san pham F&B tai cdc diém cung cap dich vu [The impact of the senses on purchasing
decisions: Research on F&B products at service delivery points]. Khoa Hoc Thuong Mai,
155(1), 63-75.

Olavarria-Benavides, H. L., Carassa, A. G. C., & Cordova-Buiza, F. (2021). Travel influencers
as a factor in choosing a tourist destination post Covid-19: Analysis of the national tourist
[Paper presentation]. 2021 IEEE Sciences and Humanities International Research IEEE,
SHIRCON, Lima, Peru.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions.
Journal of Marketing Research, 17(4), 460-469. https://doi.org/10.1177/002224378001700405

Otero, C., & Wilson, G. P. (2018). Effects of brand love and brand equity on repurchase intentions
of young consumers. International Review of Management and Marketing, 8(4), 7-13.

Ryu, K., Han, H., & Kim, T. H. (2008). The relationships among overall quick casual restaurant
image, perceived value, customer satisfaction, and behavioral intentions. International
Journal of Hospitality Management, 27(3), 459-469. https://doi.org/10.1016/}.ijhm.2007.11.001

Ryu, K., Lee, H. R., & Kim, W. G. (2012). The influence of the quality of the physical
environment, food, and service on restaurant image, customer perceived value, customer
satisfaction, and behavioral intentions. International Journal of Contemporary Hospitality
Management, 24(2), 200-223. https://doi.org/10.1108/09596111211206141

Sabharwal, D., & Bhatt, V. (2021). Two-stage approach using PLS-SEM to reanalyze attitude
towards advertising, its antecedent and outcome. Journal of Content, Community and
Communication, 13(7), 154-165. https://doi.org/10.31620/JCCC.06.21/14

Sarstedt, M., Hair, J. F., Cheah, J. H., Becker, J. M., & Ringle, C. M. (2019). How to specify,
estimate, and validate higher-order constructs in PLS-SEM. Australasian Marketing
Journal, 27(3), 197-211. https://doi.org/10.1016/j.ausm;.2019.05.003

Satti, Z. W., Babar, S. F., & Ahmad, H. M. (2021). Exploring the mediating role of service
quality in the association between sensory marketing and customer satisfaction. Total
Quality Management & Business Excellence, 32(7/8), 719-736.
https://doi.org/10.1080/14783363.2019.1632185

Siraj, U. M. (2021). The relationship between sensory marketing, brand experience, and brand
equity  on repurchase intentions at  coffee  shop in Indonesia.
https://dspace.uii.ac.id/handle/123456789/33216

Song, H., Wang, J., & Han, H. (2019). Effect of image, satisfaction, trust, love, and respect on
loyalty formation for name-brand coffee shops. International Journal of Hospitality
Management, 79, 50-59. https://doi.org/10.1016/j.ijhm.2018.12.011



120 Ngd Thi Lan va cong su. HCMCOUJS-Kinh t€ va Quan tri kinh doanh, 20(2), 105-120

Suhaily, L., & Soelasih, Y. (2017). What effects repurchase intention of online shopping.
International Business Research, 10(12), 113-22. https://doi.org/10.5539/ibr.v10n12p113

Ta, T. V., Ho, H. D., Nguyen, T. D., Ho, N. T. T., Truong, N. T., & Ha, H. M. (2024). Anh
huéng cua marketing giac quan dén cam nhan chit luong dich vu va sy hai 1ong cua
khach hang thé hé gen Z khi st dung dich vu am thuc tai cic cira hang an udng tai
thanh phd H6 Chi Minh [The influence of sensory marketing on perceived service
quality and satisfaction of Gen Z customers when using culinary services at B&B
outlets in Ho Chi Minh city]. Tap chi nghién ciu Tai chinh - Marketing, 15(1), 43-57.
https://doi.org/10.52932/jfm.vil

Trivedi, S. K., & Yadav, M. (2018). Predicting online repurchase intentions with e-satisfaction
as mediator: A study on Gen Y. VINE Journal of Information and Knowledge Management
Systems, 48(3), 427-447. https://doi.org/10.1108/VJIKMS-10-2017-0066

Vahdati, H., Mousavi, N., & Moghadam, J. T. (2014). A study on the effect of marketing mix on
the repurchase intention with the consideration of the mediating role of brand equity (Case
study: Ghaem Shahr Refah Bank). Advances in Environmental Biology, 8(21), 467-474.

Vu, T. H., & Nguyen, H. M. (2023). Giao trinh phéan tich dir liégu ap dung md hinh PLS-SEM
[Data analysis curriculum applies the PLS-SEM model]. NXB Dai hoc Quéc gia TP.HCM.

Wiastuti, R. D., & Kimberlee, S. (2018). Pengaruh ekuitas merek terhadap keputusan
pembelian di simetri coffee roaster puri, jakarta. Jurnal Pariwisata, 5(2), 133-146.
https://doi.org/10.31294/par.v5i2.4073

Yamane, T. (1973). Statistics: An introductory analysis (3rd ed). Harper & Row.

Yrjola, M., Rintamaki, T., Saarijarvi, H., Joensuu, J., & Kulkarni, G. (2019). A customer value
perspective to service experiences in restaurants. Journal of Retailing and Consumer
Services, 51, 91-101. https://doi.org/10.1016/j.jretconser.2019.05.030

Zeithaml, V. A, Bitner, M. J., & Dremler, D. (1996). Services marketing (7th ed.). McGraw Hill.

08

©The Authors 2025. This is an open access publication under CC BY NC license.



