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Nghién ciru cac yéu td anh huéng dén ¥ dinh mua lap lai
san pham tri n4m ciia phu nir tai Thanh phé H6 Chi Minh tir d6
dua ra cac dé xut ham ¥ quan tri gitp cho khach hang ciia cac
cong ty nang cao y dinh mua ldp lai san phém tri nam tai Thanh
phd HO Chi Minh. Qua trinh nghién ctru da khao sat 370 nguoi
tai cac ctra hang my pham va da chon loc ra duoc 354 nguoi co
phiéu tra 10i hop 1&. Két qua nghién ctru da phat hién 05 yéu t6
anh huong téi y dinh mua l3p lai san pham tri nAm cta phu ni
tai Thanh phd HO Chi Minh, d6 1a: Nguoi néi tiéng (X1), Gia
san pham (X2), Bao bi san pham (X4), Chit luong san pham
(X5), b6 tudi (X6). Trong d6, X2 (B = 0.281), X6 (B = 192) 1a
hai yéu t6 tic dong manh nhat téi y dinh mua 13p lai san pham
tri nAm ctia phu nit tai Thanh phé H5 Chi Minh. Két qua nghién
ctru da goi y mot sb ham ¥ quan tri quan trong cho cic cong ty
nham nang cao ¥ dinh mua lip lai san pham tri ndm ciia phy ni
tai Thanh phé Ho Chi Minh.

ABSTRACT

The article studies the factors affecting the women’s
intention of melasma product repeat purchase in Ho Chi Minh
City. Thereby, it gives managerial implications to help
customers of companies improve intention of repeatedly buying
melasma products in Ho Chi Minh City. The research process
surveyed 370 people at cosmetics stores and selected 354 people
with valid answer sheets. The research result found that 05
factors affecting the women’s intention of repeatedly buying
melasma products in Ho Chi Minh City, specifically: Celebrity
(X1), Product price (X2), Product packaging (X4), Product
quality (X5), Age (X6). In which, X2 (B = 0.281), X6 (B =.192)
were two factors that had the strongest impact on women’s
intention to repeatedly buy melasma treatment products in Ho
Chi Minh City. The result of the study suggested some
important managerial implications for companies to increase the
women’s intention of repeatedly buying melasma treatment
products in Ho Chi Minh City.
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1. Gié6i thigu

Lam dep 1a mot nhu cau co ban va thiét yéu cua mdi ngudi trong ching ta. Hién nay nhu
cau lam dep dang ngay cang ting cao. Mot trong nhimg phwong tién va phuong phap lam dep
mot cach nhanh chong va tién lgi d6 1a dung m§ pham hodc cac san pham dic tri. Vi su phat
trién cua khoa hoc cong nghé, ngay nay nganh kinh doanh san pham my pham ciing nhu nhing
san pham dic trj vé da thu lai lgi nhuan rat cao.

Hién nay cac bién phap ma nguoi ta dang dung nhiéu theo phuwong phap c6 dién d6 1 boi
hydroquinone, Vltamln A aCId (retanIdS) uong cac vitamin. Theo phuong phap hién dai nguoi ta
ding laser, tiém té bao gbc... két qua mang lai twong ddi t6t. Nhung nhitng phuong phap tri nam
va tan nhang theo kiéu hién dai hién nay chi phi tuong ddi cao va khong phai ai ciing du tai chinh
dé dung cac phuong phap nay. Con ddi voi phuong phap c6 dién hién nay trén thi truong rat
hiém c6 dugc san pham tri nam hiéu qua va chi phi diéu trj thap. Ty 1&é nguoi phu nit tai Thanh
phd HO Chi Minh chiém téi 51.3% (Cuc Thong ké dan sb Viét Nam, 2019). Theo nghién ctu tai
Malaysia (Chin & Md Harizan, 2017) cho thay ty Ié phu nit bi nAm va tan nhang 1a 05 - 46%.

Vi vy dé tai nghién ctru “Cac yéu té anh huong dén y dinh mua lap lai san pham tri nam
cua phu nit Thanh phd H6 Chi Minh” dugc thuc hién nham (1) xac dinh cac yéu té anh huong téi
y dinh mua Iap lai san pham tri nam tai Thanh phd HO Chi Minh; (2) dénh gia muc d6 tac dong
clia cac yéu té anh huong toi ¥ dinh mua 13p lai san pham tri nam tai Thanh phd H6 Chi Minh;
(3) dé xuat ham y quan tri gitip cho cong ty nang cao y dinh mua lp lai san pham tri nam tai
Thanh phé H6 Chi Minh.

Giup cho cac doanh nghi¢p XUt nhap khau ciing nhu cic nha dau tu phat trién san pham
tri nAm c6 mot cai nhin sau sic vé cac yeu t6 anh huong dén y dinh mua lap lai san pham tri nam
ctia khach hang. Nam bét duoc nhu cau cua khach hang, dua ra chinh sach giit chan khach hang
tiém ning, gan bo 1au dai voi san pham ciia cong ty. Gop phan ting sic canh tranh ciing nhu dua
ra mot s6 ham y quan tri dé nang cao hiéu qua kinh doanh cho doanh nghiép.

2. Co s ly thuyét va mé hinh nghién ciru
2.1. Co sé ly thuyét

Theo Wilkie (1994) hanh vi tiéu ding 1a cac hoat dong vé thé chét, tinh cam va tinh than
ma con nguoi phai tral qua trong VICC lwa chon, mua, sir dung va thai hoi san pham hay dich vu
nham théa mén nhu cau va mong muén cua ho. Hanh vi tiéu dung 1a mot tién trinh cho phép mot
ca nhan hay mot nhém nguoi lga chon, mua sam, sir dung hodc virt b6 mot san pham hay dich
vu, nhitng suy nghi dé co, kinh nghiém hay tich liiy, nham théa man nhu cdu hay udc muén cia
ho. (Solomon, Bamossy, Askegaard, & Hogg, 2006).

Y dinh mua c6 thé bi anh huong boi kién thire ctia nguoi tiéu dung, thai d6 ddi véi cac
thuwong hiéu cu thé duoc xem xét va c¢6 ¥ dinh mua trong tuong lai vé san pham va hoic thuong
hiéu d6 (Howard & Sheth, 1969). Dodds va Monroe (1985) cho ring ¥ dinh mua 1a xu huéng
hanh vi cia mot nguoi tiéu dung mua mot san pham.

Engel, Blackwell, va Miniard (1995) tiép tuc cho rang y dinh mua c6 thé dugc chia thanh
mua khong co ké hoach, c6 ké hoach mua mot phén va mua 1én ké hoach déy da. Mua khong co
ké hoach ¢ nghia 1a nguoi tiéu dung quyét dinh mua bat ky mot loai san pham va thuong hiéu
trong mot ctra hang. N6 ¢6 thé duoc coi 1a mot xung hanh vi mua. Mua mot phan ké hoach c6
nghia 12 nguoi tiéu dung chi quyét dinh mét loai san pham va cac dic diém k¥ thuat trudc khi
mua mot san pham c6 thuong hiéu va cac loai 09 san pham khac trong cac cira hang. Mua 1én ké
hoach ddy du c6 nghia 1a ngudi tiéu ding quyét dinh san pham va thuong hiéu dé mua trudc khi
bude vao cua hang.
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Theo Boonlertvanich (2011), y dinh mua 1ap lai don gian la kha nang st dung mot
thuong hi€u mot 1an nita trong twong lai. Ranaweera va Prabhu (2003) dinh nghia y dinh mua lap
lai 1a xu hudng tuong lai cia mot khach hang dé tiép tuc ¢ lai véi nha cung cap dich vu cua ho.

Theo Rosenberg va Czepiel (1984), chi phi cua viéc tao ra mot khach hang mai dugc cho
1a gép khoang “sau 1an” so v6i chi phi cua viéc giit khach hang hién tai. Két qua 13, cac cong ty
dang tai tap trung, nd luc vao viéc giit khach hang hién tai hodc lam cho ho mua lai, thay vi tap
trung hoan toan vao viéc dat dugc cac khach hang méi (DeSouza, 1992).

2.2. M6 hinh nghién cvuu

Tir co s& 1y thuyét bén trén va ké thira tir cac nghién ctu trude, tac gia dé xuat mo hinh
nghién ctru gém 06 bién doc lap va 01 bién phu thudc, cu thé 1a: Nguoi ndi tiéng (Adapted from
Ohanian, 1990), Bao bi san pham (Jaafar, Lalp, & Naba, 2012; Zhao & Zhou, 2012), Hinh anh
thuong hiéu (Erdem & Swait, 2004, Han-Shen, 2011), Gia san pham (Ng, 2005; Qu, 1997), Chat
luong san pham (Anwar & Gulzar, 2011; Ng, 2005; Pettijohn, Pettijohn, & Luke, 1997; Qu,
1997), Bo tudi (Miller & Dick, 1995).

Ngudi ndi ]
tiéng

Bao bi
san pham

Hinh anh Y dinh mua lap
thwong hiéu lai san pham trj
. nam

Gid san phdm

Chit lwong
San pham

Do tudi

Hinh 2. Pé xuit mo hinh nghién ctru
Ngudn: Téc gia (2020)

Ngudi noi tiéng: Nguoi noi tiéng la‘1 nhﬁ’ng nguoi dugc cong chﬁng va truyén théng chuy
(McCracken, 1989) Bén canh do, nguoq nbi tleng thudong co rat nhidu fan yéu thich. Rat nhiéu
nguoi trong s6 nay c6 xu hudng “bat chudc” than twong cua minh. Day la co so dé nhiéu thuong
hiéu str dung nguoi ndi tiéng dé quang ba cho san pham/dich vu ctia minh, nham thu hut sy cha y
tir phia cong chung. Pai dién thuong hiéu (Brand Ambassador) di xut hién tir 1au v6i nhiéu dinh
nghia khac nhau. Trong bai viét How to Become a Brand Ambassador trén trang Brand
Ambassador World cho rz‘?mg “Pai dién thuong hiéu 1a mdt nguoi dugce thué boi mot td chirc hodc
cong ty dé dai dién cho mot thuong hiéu trong mot hinh anh tich cuc gitip ning cao nhan thirc
thuong hiéu va ban hang”. Trén thé gidi di c6 nhitng nghién ctru chi ra sy anh hudng ciia viée sir
dung ngudi ndi tiéng lam dai dién thuong hiéu va xut hién trong cic quang cdo cua doanh nghiép.
Rashid, Nallamuthu, va Sidin (2002) d3 tién hanh mot nghién ctru vé& “Nhan thirc cua ngudi tiéu
ding d6i v6i hinh anh nguoi ndi tiéng tai Malaysia. Vi vay, gia thuyét H1: Nguwoi noi dwoc dé xudt
¢6 tdc dong cing chiéu (+) dén bién phu thudc ¥ dinh mua Idp lai san pham tri ndm.



20 Huynh T. TG, Tran V. Tudn. HCMCOU)JS-Kinh t€' va Quaén tri Kinh doanh, 16(2), 17-29

Bao bi san phﬁm: Bao bi co thé duoc dinh nghia la cac hoat dong thiét ké va san xuét
hop dung hodc gidy goi cho san pham (Kotler, Armstrong, Wong, & Saunders, 2008). Bao bi san
pham di duoc tich hop trong dinh vi va truyén thong thuong hiéu gitra nguoi tiéu dung. Thiét ké
bao bi san pham rat quan trong dé truyén tai hinh anh va chét luong san phim ciing nhu phan
biét thuong hiéu véi cac dbi tac khac (Dileep, 2006). Bao bi san pham ciing c6 thé két ndi nguoi
tiéu dung v6i san pham thong qua tinh cach thuong hi¢u (Schiffman & Kanuk, 2000). Ngudi tiéu
dung thuong gan cam xuc cua ho véi thlet ké va bao bi san pham (Fung, Chong, & Wang, 2004).
Bao bi san pham 12 mot trong nhiing yéu t6 quan trong trong viéc tao ra nhan dién thuong hiéu
va giup danh gia gia tri cdm nhan cia san pham ciing nhu ting kién thirc san phdm (Bhakar,
Bhakar, & Dubey, 2015). Vi vay, gia thuyét H2: Bao bi san phdam dwoc dé xudt c6 tac dong ciing
chiéu (+) dén bién phu thudc y dinh mua Idp lai san pham tri ndm.

Hinh danh thwong hi¢u: Hinh anh thuong hi¢u c6 thé duge dinh nghia l1a nhan thirc ma
ngudi tiéu dung lién két v6i mot thuong hiéu cu thé (Keller, 1993). Hinh anh thuong hiéu 1a mot
trong nhitng yéu td hitu ich trong danh gia ctia ngudi tiéu dung trudc khi mua san pham
(Zeithaml, 1988). Hinh anh thuong hiéu khong chi anh huéng dén cach ngudi tiéu ding xem san
phém ma con giam rui ro mua hang (Loudon & Bitta, 1988) Eze, Tan, va Yeo (2012) phat hién
ra rang hinh anh thuong hi€u c6 anh hudng dang ké dén y dinh mua san pham my pham cua
nguoi tiéu dung nir thé h¢ Y. Vi vay gia thuyét H3: Hinh anh thwong hiéu dwoc dé xudt co tdc
déng ciing chiéu (+) dén bién phu thuéc ¥ dinh mua Idp lai san phdam tri ndm.

Gia san pham: Sy cong bang vé gia c6 thé dugc dinh nghia 1a sy danh gia ctia nguoi tidu
dung va cam xac lién quan dén viéc chénh léch (hoéc thiéu chénh 1éch) giita gia cta ngudi ban
va gia cua mot bén so sanh la hop ly, ¢6 thé chap nhan duoc hay chinh dang (Xia, Monroe, &
Cox, 2004, p. 3). Nguoi ta ciing thdy rang sy cong bang vé gia gop phan hinh thanh nhan thirc vé
gia, tir d6 anh huong dén y dinh hanh vi (Petrick, 2004a; 2004b). Trong mot nghién ciru duoc
thuc hién boi Semuel va Chandra (2014), su cong bang vé gia dugc cho 1a anh huong tich cuc
dén y dinh mua hang cia mot thwong hiéu my pham ¢ Surabaya, Indonesia. Vi vay gia thuyét
H4: Gid san pham dwoc dé xudt ¢6 tic dong ciing chiéu (+) dén bién phu thudc ¥ dinh mua ldp
lai san phcfm tri nam.

Chit lwgng san phim: Chat lwong cam nhan c6 thé duoc dinh nghia 1a danh gia cia
ngudi tiéu ding vé sy xuat sic chung cia thuong hiéu duwa trén noi tai (hiéu suat va do bén) va
tin hiéu bén ngoai (tén thuong hiéu) (Asshidin, Abidin, & Borhan, 2016) cung cip gia tri cho
nguoi tiéu dung, 1y do dé mua va phan biét thuong hi€u voi cac thuong hi¢u canh tranh. Chat
luong cdm nhan cia mdt san phém da duoc tim théy cO anh huong tich cuc dang ké dén y dinh
mua hang (Saleem, Ghafar, Ibrahim, Yousuf, & Ahmed, 2015). Bén canh d6, Asshidin va cong
su (2016) ciing nhan thiy rang chit lwong cam nhan anh hudong dang ké dén y dinh mua hang
ctia nguoi tiéu dung ddi véi cac san pham ciia My va dia phuong theo hudng tich cuc. Vi vy gia
thuyét H5: Chat heong san pham dwge dé xudt cé tic dong cing chiéu (+) dén bién phu thudc y
dinh mua Idp lai san pham tri ném.

bo tudi: Theo Day Va Landon (1976); Beardon va Mason ( 1984) Heung va Lam (2003)
hanh vi mua san pham chii yéu dién ra ¢ nhiing ngudi tré tu01 ¢6 hoc vén cao va thu nhap cao.
Theo Mayer va Morganosky (1987) Tronvoll (2007b) cho rang su hinh thanh hanh vi mua san
pham duoc chia thanh nam yéu té chinh d6 1a (i) nhu’ng yeu t6 tinh hudng (vi du tim quan trong
ctia dich vu hodc san pham véi khach hang); (ii) cac yéu t6 khach hang (dic diém nhan khau hoc:
nhu d6 tudi va trinh d6 hoc van); (iii) thai do va kinh nghiém lién quan dén khiéu nai hanh vi; (iv)
cAu trac nganh san Xuét; va (V) cac dac diém cua ngudi ban hodc nha san Xuét (vi du nhu kha
nang thanh cong). Nhu vay, cac yéu td nhan khau hoc c6 anh hudng quan trong dén hanh vi cia
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khach hang. Quan tri hanh vi ctia khach hang gitp doanh nghiép phan tich dugc sy khac nhau vé
hanh vi nay gitta cac nhom khach hang theo dac diém nhan khau hoc, qua d6 gitip cac nha lam
marketing cd chién lugc quan tri hanh vi nham gia tang lugng khach hang cho doanh nghiép.

Tudi tac anh hudng rat 16n dén qua trinh quyét dinh sir dung san pham tri nam, theo céc
nghién ctru trude cho thay, nAm thudng xuat hién & nhimg Itra tudi tir 25 tudi tré' 1én nén day 1a
mot yéu t6 c6 thé tac dong toi qua trinh quyét dinh mua san phdm tri nam. Vi vy gia thuyét H6:
D6 tuoi anh hwong dwoe dé xudt cé tdc dong ciing chiéu (+) dén bién phu thudc ¥ dinh mua lip
lai san phdm tri nam.

3. Phuwong phap nghién ctiru

Nghién ctru dinh tinh: phuong phap nghién ctru dinh tinh dugc ching t6i thyc hién qua
k¥ thuat thao luan tay d6i vé tit ca cac khai niém lién quan dén dé tai nay nhu: nguoi ndi tiéng,
bao bi san phém, hinh 4nh thuong hiéu, gia san phém, chét lugng san phém, do tudi. Noi dung
phong van duoc ching t6i ghi chép lai, tong hop va hiéu chinh cac bién quan sat cho phi hop
trong thang do. S6 lugng khach ma ching toi moi t6i dé thao luan 13 15 ngudi, c6 do tudi tir 25
tudi tré én, va la nhitng phu nit sir dung san phém tri nam tai Thanh phé Ho Chi Minh. Mau
duogc ching t6i chon theo phuong phéap phi xac xuat. Cac khach moi tra 1oi mot cach thoai mai
va hoan toan tu nhién, theo suy nghi ctia ho. Thoi gian mat khoang 15 - 20 phuat cho mdt 1an
phong van.

Nghién ciru dinh lwong: duoc thuc hién bang phuong phap dinh luong thong qua bang
cau hoi khao sat va ap dung phuong phap phi xac suat thuan tién trong qué trinh phat bang cau
hoi khao sat, nghién ciru sir dung thang do Likert voi 5 mirc @6 (v6i 1. Hoan toan khong dong ¥,
2. Khong ddng ¥, 3. Binh thuong 4. Pong ¥, 5. Hoan toan dong ¥), gdm c6 sau bién doc lap (véi
tong so bién quan st 1a 30) anh huong dén bién phuy thudc. Kich thude mau phi hop theo Hoyle
(as cited in Nguyen, Phan, & Nguyen, 2018) kich thuéc mau tir 100 dén 200 1a dat yéu cau. Con
Tabachnick va Fidell (1996) cho rang, d6i v4i phan tich hdi quy da bién: ¢& mau t6i thiéu can dat
dugc tinh theo cong thire 1a N > = 50 + 8*m (m: s bién ddc lap). Dy phong nhiing bang cau hoi
khao sat khong hop 1& vi thé tac gia giri bang cau hoi khao sat cho 370 can bd nhan vién tai cac
phong ban, sau do tién hanh sang loc dugc 354 phiéu trd 101 phu hop, dat 95.67%. Nhu vay, véi
kich thudc mau nay 1a dat yéu cau khi phén tich hoi quy da bién.

4. Két qua nghién ctru va thao luan
4.1. Phdn tich d¢ tinh cdgy Cronbach Alpha

Bang 1
Cronbach Alpha cua cac thang do
Ly en So biél,l So biél,l HE 50 Hé s6 twong quan bién-
Thang do Ky hiéu | quan iat quan Si.lt Cronbach téng thap nhit
ban dau con lai Alpha
Ngudi ndi tiéng NT 5 5 0.821 0.537
Bao bi san pham BB 5 5 0.904 0.734
Hinh anh thuong hiéu HA 5 5 0.839 0.607
Gia san pham GSP 5 4 0.920 0.655
Chét lwong san phidm CL 5 5 0.928 0.795
Do tudi DT 5 5 0.887 0.626

Ngudn: Xir Iy tir dir liéu khao sat (2020)
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Tt ca cac thang do déu c6 hé sé Cronbach Alpha 16n hon 0.6 nén dat yéu cau (Hoang &
Chu, 2005). Rleng cac thang do “Gié san pharn c6 mot bién quan sat GSP4 ¢co két qua kiém
dinh cho thdy bién quan sat GSP4 c6 hé sé twong quan bién tong la 0.433 > 0.3. Gia tri
Cronbach’s Alpha if Item Deleted ciia GSP4 1a 0.920 > 0.882, “Chét lugng san pham” c6 két qua
kiém dinh cho thiy bién quan sat CL4 c6 hé sé twong quan bién tong 13 0.672 > 0.3. Gi4 tri
Cronbach’s Alpha if Item Deleted cua CL4 1a 0.928 > 0.922. Theo Nunnally va Burnstein (1994)
tiéu chuan dé danh gia mot bién quan sét co thyc su dong gop gia tri vao nhan t6 hay khong thi
hé sb twong quan bién tong phai 16n hon 0.3, hai bién nay déu co gia tri Cronbach’s Alpha if
Item Deleted 16n hon hé sé Cronbach’s Alpha tong. Nhu vay, néu gia tri twong quan bién 16n
hon gia tri Cronbach’s Alpha tong. Khong dat yéu cau nén phai loai bién quan sat nay ra khoi
thang do.

4.2. Phén tich khdam phd EFA
Bang 2
Két qua phan tich kham pha EFA

Component
1 2 3 4 5 6

GSP3 905
GSP5 .868
GSP1 .848
GSP2 .828
GSP4 763
CL2 811
CL5 782
CL3 174
CL4 71
CL1 731
BB3 .843
BB2 .788
BB4 162
BB1 745
BB5 .698
NT1 .807
NT2 .801
NT3 182
NT4 137
NT5 725
TH3 136
TH1 702
TH2 691
TH4 .680
TH5 561
DT1 .826
DT2 162
DT3 .676
DT4 .602
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Yéu t6 cAn danh gia Gia tri bang So sanh
Hé s6 KMO 0.899 0<0.881<1
Gia trj Sig trong kiém dinh Bartlett 0.000 0.000 < 0.05
Phuong sai trich 71.77% 71.77% > 50%
Gia tri Eigenvalue 1.147 1.147>1

Ngudn: Xt 1y tir dir lidu khao sat (2020)

Thuc hién phén tich nhan t§ theo phuong phap principal components voi phép quay
Varimax thu duogc cac gia tri Eigenvalue > 1, tong phuong sai trich = 71.77% > 50% cho thay ¢6
sau nhan t6 duoc rat ra. Tat ca cac bién déu co hé sb tai > 0.5. Mit khac, két qua xoay nhan t6
hdi tu trong sdu nhom va tuong tng vi sdu khai niém trong mo hinh nghién ctru ma khong co6 su
dich chuyén bién quan sat ndo.

4.3. Phan tich twong quan Pearson

Kiém dinh hé sb twong quan pearson ding dé kiém tra mdi lién hé tuyén tinh giita cac
bién doc 1ap va bién phy thudc trudc khi phan tich hoi quy. Trong phan tich twong quan Pearson,
khong c6 su phan biét gitra bién doc lap va bién phu thuoc ma tat ca cac bién déu dugc xem xét
nhu nhau. Xem xét ma tran twong quan giita cac bién, cho thay bién HA ¢6 Sig 0.141 > 0.05 véi
bién YD nén loai bién nay. Con lai tat ca cac bién doc lap NT, GSP, BB, CL, va DT déu c6
turong quan voi bién phy thude YD (hé sb twong quan > 0 va Sig < 0.05). Tién hanh dua tit cac
cac bién doc 1ap vao phan tich mé hinh hdi quy.

4.4. Phén tich hoi quy bji

Phan tich hdi quy bdi vdi sau bién doc 1ap bao gdm: Ngudi ndi tiéng, bao bi san pham, gia
san pham, hinh anh thuong hiéu, chat luong san pham, d tu6i nham xac dinh méi quan hé tuyén
tinh giira cc bién nay vé&i bién phu thudc. Két qua phén tich thu dugc cac gia tri sig anova =
0.000 < 0.05, R? 12 0.563 va R? diéu chinh 1a 0.557 nén mé hinh héi quy boi 1a phi hop véi tap dit
liéu duoc khao sat. Nhu vay, mo hinh giai thich dugc 55.7% tac dong cua cac yéu té tic dong dén
y dinh mua ldp lai san phém tri ndm cua phu ntr tai Thanh phé Hd Chi Minh. Tuy nhién, m6 hinh
hoi quy bdi bang phuong phap OSL dugc thuc hién va mo hinh chi thyc sy c6 y nghia khi cac gia
dinh nay dugc dam bao. Do vay, dé dam bao cho dd tin cay cua mo hinh, vi¢c do tim sy vi pham
cac gid dinh 1a can thiét. Tac gia 1an luot thue hién kiém tra cac gia dinh hoi quy nhu sau:

Gia dinh phwong sai ciia sai s6 khong ddi: biéu do Scatter Plot cho thiy cac gid tri
phan du phan tan mot cach ngiu nhién trong mot pham vi quanh truc 0 (gia tri trung binh ctia
phan du), nghia 12 phuong sai cia phan du khong doi va chimg té rang khong bi vi pham gia
dinh lién hé tuyén tinh.

Gié dinh vé phan phdi chuin ciia phin dw: biéu d6 histogram xuit hién dudng cong
hinh chudng, tic 1a duong phan phdi chuan, mit khac gi tri trung binh mean 1a -3.30E-15 xap xi
=0 va dg 1éch chuan Std.Dev. = 0.993 xap xi = 1. Do do, co6 thé két luan rang gia dinh phan phoi
chuén ciia phan du c6 phan phdi chuan khong bi vi pham.

Pa cong tuyén: hé sd phong dai phuong sai VIF nho hon 3, do d6 trong mé hinh khong
c6 da cong tuyen.

Mb hinh hdi quy bdi v6i hé sé chuin héa nhw sau: Y dinh mua l3p lai san pham trj
nam = 0.110* Ngudi ndi tiéng + 0.281* Gid san pham + 0.183* Bao bi san pham + 0.186* Chét
lwong san pham + 0. 192* D¢ tudi
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4.5. Kiém dinh gid thuyét
Bang 3
Bang tong hop két qua kiém dinh gia thuyét
Cic gia thuyét Téac dong Hé sb B Sig. | Két qua kiém dinh
X1: Ngudi nbi tiéng ciing chiéu (+) 110 .000 Chap nhén
X2: Gi4 san pham cung chiéu (+) 281 .000 Chép nhan
X4: Bao bi sin pham cung chiéu (+) 183 .000 Chép nhan
X5: Chat luong san phadm cung chiéu (+) 186 .000 Chap nhan
X6: Do tudi cung chiéu (+) 192 .000 Chap nhan
Ngudn: Xt ly dit liéu khao sat nam (2020)
Bang 4
Heé sb twong quan cta cac bién
YD(Y) | NT(X1) | GS(X2) | HA(X3) | BB(X4) |CL(X5)| DT(X6)
Pearson Correlation 1 S557** | 652** .078 592** | 495** | 616**
YD(Y) | Sig. (2-tailed) .000 .000 141 .000 .000 .000
N 354 354 354 354 354 354 354
Pearson Correlation| .557** 1 561** 012 582*%* | 324*%* | .634**
NT(X1)| Sig. (2-tailed) .000 .000 822 .000 .000 .000
N 354 354 354 354 354 354 354
Pearson Correlation| .652** | .561** 1 -.002 B559** | .488** | .607**
GS(X2)|  Sig. (2-tailed) .000 .000 965 .000 .000 .000
N 354 354 354 354 354 354 354
Pearson Correlation| .078 012 -.002 1 -071 .031 .039
HA(X3)| Sig. (2-tailed) 141 822 965 180 557 469
N 354 354 354 354 354 354 354
Pearson Correlation| .592** 582*%* | 559** | -.071 1 359*%* | .630**
BB(X4)| Sig. (2-tailed) .000 .000 .000 180 .000 .000
N 354 354 354 354 354 354 354
Pearson Correlation| .495** | .324** | 488** .031 .359** 1 367**
CL(X5)| Sig. (2-tailed) .000 .000 .000 557 .000 .000
N 354 354 354 354 354 354 354
Pearson Correlation| .616** .634** | .607** .039 630** | .367** 1
DT(X6)| Sig. (2-tailed) .000 .000 .000 469 .000 .000
N 354 354 354 354 354 354 354

Ngudn: Xir Iy dir liéu khao sat nam (2020)
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Hinh anh thuong hiéu theo két qua Bang 4 thi bién nay khéng cé tac dong 1én bién phu
thuéc YD: Y dinh mua lap lai san phém tri nam cua phu nit Thanh phé HO Chi Minh. Hinh anh
thuwong hiéu cho mot thuwong hiéu khong anh hudng téi quyét dinh mua lap lai san pham tri nam.
Theo thuc té thi khach hang ho khong quan tdm t&i hinh anh thuong hiéu san phdm nhu thé nao,
ho quan tam t6i gid san pham, chit luong, bao bi san pham hon so véi hinh anh thuong hiéu, ma
khach hang ho chi quan tdm tdi chit luong san phdm n6 cé tot khong, dap tng dugc nhu cau cua
ho hay khong, str dung trong bao lau thi cé hi¢u qua, cé thé tri hét nam cho ho hay khong, san
pham c6 an toan véi ho hay khong, gia ciia san phadm d6 co phu hop véi ti tién cua ho hay
khong, san pham d6 thudc thwong hiéu nao, ¢ uy tin hay khong, nhitng yéu té d6 quyét dinh téi
viéc ho c6 mua ldp lai san phdm d6 hay khong chir khong phu thudc vao d6 13 hinh anh thuong
hiéu ctia san pham do.

Trén thue té khi dit minh vao mdt vi khach hang cAn mua san phém tri nam cho ban than,
thi déu dau tién khi lya chon mua d6 13 gia cua san phim d6 c6 phu hop vdi tai tién ctia minh
hay khong, chat luong san pham c6 dap ung duoc nhitng diéu ma ban than dang can dé diéu tri
t6t nam trén guong mit. Ciing xem xét cac phan hoi tir cic trang mang xa hoi vé nhan hang nay.

5. Két luan va ham y quan tri
5.1. Két lugn

Két qua nghién ctru xac dinh duoc nam yéu t6 quan trong c6 anh hudng manh nhét dén y
dinh mua 13p lai san phém tri nam cua phu nt tai Thanh phé HO Chi Minh, d6 1a: Nguoi ndi
tiéng, gia san pham, chat lugng san pham, bao bi san pham, d6 tudi. Trong d6, Gia san pham (B
=0.281), bo tudi (B =0.192) 1a hai yéu td tac dong manh nhét dén y dinh mua ldp lai san phém
va tac dong thap nhat 1a yéu t6 nguoi ndi tiéng (B = 0.110). Két qua hoi quy da bién con cho thiy
md hinh ¢ hé sé xac dinh R? 14 0.563 va R? diéu chinh 14 0.557. Nhu vdy, mo hinh giai thich
duogc 55.7% tac dong cua cac yéu td tac dong dén y dinh mua 1dp lai san phém tri nam.

5.2. Ham y qudn tri

Tir két qua nghién ctru trén, tac gia dé xuit mot s ham y quén tri dé dé tang y dinh mua
1ap lai san pham tri ndm cua nguoi tiéu dung trén dia ban Thanh phd H6 Chi Minh nhu sau:

Gia san pham (Bl = 0.281): Nhu vay cac nha tiép thi nén c6 mot chién luoc gia phu hop
cho san pham tri nam dé c6 thé tang s lwong khach hiang mua san pham ciia minh. Tang sirc
canh tranh cta san phadm minh trong nganh. Khach hang s& san sang tra tién cho nhiing san pham
c¢6 mirc gid phu hop va dap ung duoc nhu cau cua ho.

Nhiéu mirc gia vé san pham tri nam dé khach hang c6 thé chon Iya nhiing san pham phu
hop v&i minh, ting lugng khach hang sir dung san pham cua cong ty minh. Chia ra san pham cao
cap, san pham tam trung, san pham thuong. Thyc hién nghién ciru khao sat vé mirc thu nhap cua
khach hang dua ra gia ban phu hop cho ting d6i twong khach hang.

P tudi (B1 = 0.192): Do tudi theo két qua nghién ctru thi ndm trong khoang 30 - 40 tudi
1a Iwgng khach hang san sang mua lap lai san pham trj nam. Ciing nhu theo tim hiéu thi khach
hang nam trong d6 tudi nay rat dé bi nam vi ting nodi sic td trong co thé 1én. Nén cac nha quang
c4o ciing nén xem xét dua cac dbi tugng nay vao dé quang cao san phim ctia minh.

C6 mot sy diéu tra va thdng ké s6 lwong ngudi nam trong do tudi d6 cua timg khu vuc dé
c6 su phan bd hang hoa ciing nhu chién luoc marketing phu hop cho tirng khu vuc. Ciing nhu lra
chon kénh quang cao cho pht hop véi nhitng kénh ¢ lugng théng ké ngudi xem 1a nhitng nguoi
nam trong do tudi trén.
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Chit lwong san pham (Bl = 0.186): Qua két qua nghién ctu ta thiy chét luong san
pham anh huong t6i ¥ dinh mua lap lai san phdm tri nAm. Chinh vi vy, nguyén vat liéu ciing
nhu ngudn gbc xudt xir san pham can dugc thé hién rd trén chai lo san pham, va c6 gidy to kiém
nghiém, kiém dinh 13 rang, cong bd cho khach hang duogc biét t6i.

Kiém tra chit luong san pham khi dem ra ban cho ngudi tiéu dung dé khong xay ra cac
trudng hop hang sip hét han hodc bi 16i ma van trung bay ban. Bén canh dé nha may san xudt
san pham phai dat tiéu chuin dam bao vé chit luong san pham, ddy chuyén san xudt cua nha
may can duogc kiém tra, bao tri, bio dudng thudng xuyén.

Bao bi san pham (B1 = 0.183): Vi sy canh tranh trong nganh my pham tri ndm hién nay
ngdy cang gay gt day 1a mot thir thach cua cac cong ty nhu vay, van dé dit ra 1am sao dé khach
hang ludn tin tuéng va yéu mén thuong hiéu cia minh. Cong ty nén ngay cang mo rong hon nita
cac chi nhanh, tang cuong quang cdo trén cac phuong tién thong tin dai ching, tham gia hoi chg,
trién 1am dé ngu0’1 dan ngay cang biét dén va gitip an sau trong tam tri ctia khach hang Glup cho
khach hang c6 thé tiép can v6i san pham nhin mac ciia san pham tri ndm nhiéu nhat co thé.

Cong ty can thiét ké cac mau san pham dep, bit mét thé hién day du thong tin san pham,
cling nhu thé hién duoc dic trung clia san pham trén bao bi san pham tri nam. Cong ty phai luén
tuan tha nhitng cam két vé cht lugng san pham ciing nhu cham soc khach hang chu dao. Pé khong
vi mot van dé nhd ma mat uy tin ctia mot thuong hiéu 16n. Ludn 1iy khach hang 1am trong tim.

Ngudi ndi tiéng (B1 = 0.110): Cong ty nén c6 sy lra chon ngudi mau c6 khudn mit dep,
khong bi tan nhang hay nam, da mat min mang, cuon hat nguoi khac, khong nhitng cudn hit véi
nam ma ca nit gidi nita. Gilp cho su lan tod vé sdn pham madt ngay manh hon.

Khach hang ho s€ nhin vao nguoi dai dién cho san ph'flm cua cong ty that sy la dep va co
lan da mat dep, s€ d& cudn hut khach hang va tao cho hg c6 sy mo udc c6 dugce lan da nhu viy.
Lua chon nhitng nguoi that sy c6 doi séng tot, tao duoc niém tin cho ngudi tidu dung, ngudi cd
strc anh huong manh ddi véi dbi twong khach hang ctia san pham.
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	2.2. Mô hình nghiên cứu

	3. Phương pháp nghiên cứu
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