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Nghién ciru ndy xac dinh anh huéng truc tiép cia marketing
hdn hop dén sy hai long va 1ong trung thanh ctia khach hang ciing
nhu anh huong gian tiép ctia marketing hdn hop dén 1ong trung thanh
thong qua su hai 1ong ctia khach hang ddi véi dich vu an ubng tai cc
nha hang & Thanh phd H6 Chi Minh. Tir viéc xay dung thang do,
khao sat 316 khach hang va phan tich dir liéu bang cac k¥ thuat dinh
luong nhu kiém dinh thang do bang hé sé6 Cronbach’s Alpha, phan
tich nhan t6 kham pha (EFA), phan tich nhan t khang dinh (CFA)
va kiém dinh céc gia thuyét bang mé hinh ciu tric tuyén tinh (SEM)
cho thdy marketing hdn hop c6 vai tro tich cuc dén sy hai long va
1ong trung thanh ctia khach hang ddi voi dich vu an uéng. Thém nira,
su hai 1ong ctia khach hang con c6 vai tro trung gian déng ké doi véi
anh huong cia marketing hdn hop dén 1ong trung thanh ctia khach
hang. Nhiing phat hién nay goi ra nhitng ham y trong viéc chu trong
phat trién chuong marketing hon hop cho cac nha hang dé nang cao
su hai long va long trung thanh cua khach hang.

ABSTRACT

This study aims to determine the direct influence of the
marketing mix on customer satisfaction and loyalty as well as the
indirect influence of the marketing mix on loyalty through customer
satisfaction for food service at restaurants in Ho Chi Minh City. From
building the scale, surveying 316 customers, and analyzing data by
quantitative techniques such as testing the scale by Cronbach’s Alpha
coefficient, Exploratory Factor Analysis (EFA), Confirmatory Factor
Analysis (CFA), and hypothesis testing by Structural Equation
Modeling (SEM) show that marketing mix has a positive role to
customer satisfaction and loyalty for food service. Furthermore,
customer satisfaction plays a significant mediating role in the
influence of the marketing mix on customer loyalty. These findings
suggest implications for focusing on developing a marketing mix for
restaurants to improve customer satisfaction and loyalty.
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1. Gi6i thi¢u

Ly thuyét vé marketing dd khong ngig dugc hoan thién va phat trién trong bdi canh khac
nhau trong nhiéu thap Ky vira qua. Trong d6, marketing hdn hop duwoc xem nhu 1a nhitng ké hoach,
chuong trinh cdt 16i cua hoat dong marketing. N6 cung cap cho cac doanh nghiép tiéu chuan phan
bo nguon luc dé 1ap ké hoach marketing dra trén cac tiéu chi da chon va thuc hién hiéu qua cac
muc tiéu da dé ra. Khi cac yéu té cua marketing hdn hop két hop véi nhau mét cach hiéu qua s&
dap ung duoc nhu cau cua ngudi tiéu ding hoic nhu cau cua toan thi truong. Mot chuong trinh
marketing hdn hop phil hop sé& gitip khach hang hai 1ong véi san pham, dich vu caa doanh nghiép va
diéu nay gitp khach hang c6 xu huéng mua lai va trung thanh véi san pham. Vi vay nghién ciiu vai
trd cuia marketing hon hop déi vai su hai 1ong va trung thanh caa khach hang néi chung va trong
tirng bdi canh cu thé ludn 1a mot van dé dugc sy quan tdm cua ca nha nghién ciu 1an doanh nghiép.

Marketing hdn hop trong nganh dich vu an udng c6 nhitng dic trung riéng ctia nganh dich
vu bén 1¢, kho c6 thé phat huy lgi thé theo quy mé va mot sé hoat dong marketing hdn hop ciing
thé hién phd hop véi linh vuc ndy. Do vay dén nay di c6 mot sé nghién ctiru thuc nghiém vé van
dé nay trong céc bdi canh khac nhau, chang han nhu nghién ctiu tac dong ciia marketing hdn hop
dén su hai 1ong va trung thanh caa khach hang tai nha hang ga (Lee & Kim, 2015); ddi véi cac
loai @6 udng ép lanh (Mustagimah, Hartoyo, & Nurmalina, 2019); di véi cac san pham thyc pham
va db ubng (Sudari, Tarofder, Khatibi, & Tham, 2019). Bén canh dé, c6 nhitng nghién ciru chi tap
trung vao anh huong cia marketing hdn hop dén long trung thanh ciia khach hang trong nganh
dich vu dn ubng (Amofah, Gyamfi, & Tutu, 2016; Erlina & Hermawan, 2021). Tuy nhién qua xem
Xét, tac gia chua tim thay nghién citu méi quan hé nay trong linh vuc an udng ¢ Viét Nam ma chi
thdy & cac linh vuc khac, chang han nhu dich vu ngan hang ¢ Techcombank (Do, 2016); khach du
lich noi dia tai Bén Tre (Pham, 2020); du khach dén Thanh phé Can Tho (Nguyen, Vo, & Ho,
2020). Viéc nghién ciru méi quan hé nay trong linh vuc dn uéng & Viét Nam s& tim ra nhiing biéu
hién cu thé trong diéu kién caa Viét Nam. Nhiing van dé nay 1a dong luc dé tac gia thuc hién
nghién ciru vé mdi quan hé nay ddi véi dich vy in udng trong nha hang va lay Thanh phd H6 Chi
Minh lam dia ban nghién ciru. Day 1a thanh phd c6 dan cu va kinh té phat trién nhat trén ca nudc
nén dich vu an udng tai nha hang ciing rat phat trién.

Viéc thuc hién nghién ciru nay sé cho thay vai trd cua marketing hdn hop ddi véi sy hai
Iong va long trung thanh cua khach hang, cling nhu vai tro trung gian cua sy hai long cua khéch
hang trong tac dong cua marketing hdn hop dén long trung thanh caa khach hang ddi vai dich vu
an udng & cac nha hang tai Thanh phd HO Chi Minh. Két qua nghién ciru sé& 14 co s& dé xuat cac
ham y phét trién chuong marketing hdn hop cho cac nha hang néi chung ¢ Viét Nam va Thanh
phd H6 Chi Minh ndi riéng.

Trong phan 2, bai béo trinh bay co s& ly thuyét va md hinh nghién ctru. Phuwong phap
nghién ctru duoc trinh bay trong phan 3 bang viéc xay dung thang do va thu thap dit liéu khao sét.
Két qua nghién ctru va thao luan duoc béo céo trong phan 4, bao gém danh gia thang do, danh gia
su phu hop caa mé hinh, kiém dinh cac gia thuyét va thao luan. Cudi cuing, phan 5 cung cap mot
két luan toan dién, nhitng dong gbép va nhiing han ché ciia nghién cuu.

2. Co s& 1y thuyét va mé hinh nghién ctru
2.1. Co sé ly thuyét
2.1.1. Marketing hén hop

Marketing hdn hop 1a tap hop nhitng cong cu marketing ma doanh nghiép st dung dé theo
dudi nhitng muc tiéu caa minh trén thi trudng muc tiéu (Kotler & Armstrong, 2010). Ban dau céc
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cdng cu marketing hdn hop duoc McCarthy va Perreault (1960) dua ra gdm 04 yéu t6 1a san pham,
gia ca, dja diém va xuc tién, goi 1a 4P can ban cho san phan hitu hinh (hang hoa). Sau d6 né dugc
Boom va Bitner (1981) bé sung thém 03 yéu t6 1a con ngudi, quy trinh va phuong tién hiru hinh
dé tro thanh 7P cho san pham vé hinh (dich vu). Nhin chung, Kent va Brown (2006) cho rang
trong nganh dich vy, marketing 7P mang tinh toan dién, chi tiét va phu hop vi n6 xem xét dén ca
moi truong bén trong 1an méi trudng bén ngoai doanh nghiép. Bac biét né rat phi hop khi ap dung
marketing trong linh vuc nha hang va khach san (Oh, 2009). Vi thé n6 di dwoc nhiéu nghién ciu
st dung trong nganh nha hang hay in udng (Ahmad & Mason, 2015; Amofah & ctg., 2016; Lin,
2011). Trong linh vyc dn ubng, marketing hdn hop ciing c6 nhiéu dic diém riéng caa dich vu ban
I, ddc biét 1a xtc tién chu yéu tap trung vao truyén thong.

2.1.2. Su hai long cua khach hang

Sy hai 10ng cia khach hang luén déng gbp maot vai tro then chdt cia marketing va kinh
doanh. Viéc tao ra sy hai 1ong cua nguoi khach hang s& mang lai nhiéu loi ich, bao gdm ca mdi
quan hé hai hoa gitra doanh nghiép va khéach hang, tao co s¢ tot dé mua lai va tao long trung thanh
cua khach hang. Sy hai 1ong caa khach hang duoc hiéu theo nhiéu khia canh khac nhau. N6 la
“phan tng ctua nguoi tiéu dung ddi vai viée dap ang nhitng mong mudn cua ho” (Oliver, 2014, tr.
6), hay 1a “két qua cua viéc danh gia mat tich cuc va tiéu cuc gitra cac trai nghiém khac nhau”
(Kozak & Rimmington, 2000, tr. 261). Kotler va Keller (2007) cho rang sy hai long 1a cam giac
thich thi hoac that vong cia mot ngudi nao dé xuat hién sau khi so sanh hiéu suat (két qua) cua
san pham véi suy nghi vé hiéu sut (két qua) mong doi. Mic di cac nha nghién ctu dua ra cac cach
do sy hai 1ong khac nhau nhung nhimg diém chung nhat 12 cam nhan sau trai nghiém dich vu so véi
mong doi hay 1y tuéng mong mudn cua tirng dich vy hay dich vy tong thé.

2.1.3. Long trung thanh cua khach hang

Long trung thanh caa khéach hang 1a mét trong nhiing yéu té thanh cong then chét dé cac
doanh nghiép c6 dugc kha ning canh tranh bén viing (Lee & Cunningham, 2001) va 1a mot yéu té
quan trong trong marketing vi né c6 thé xac dinh thi phan caa mot doanh nghiép. Long trung thanh
cua khach hang duoc mé ta la hanh vi mua hang lap lai cac san pham ciaa doanh nghiép sau khi
danh gia san pham va cam thay hai long (Salem & Chaichi, 2018). N6 lam cho viéc mua hang lap
lai nhiéu hon va s& tao ra thu nhap cao hon cho doanh nghiép. Theo Griffin (1995), c¢6 hai diéu
kién quan trong lién quan dén 1ong trung thanh Ia gitr chan khach hang va téng thi phan cua khéach
hang, ma trong do giit chan khach hang la ty 1& phan tram s6 lugng ma khach hang da mua lai
trong mot khoang thoi gian xac dinh. Long trung thanh cua khach hang khong chi giup doanh
nghiép giir chan dugc khach hang cii ma con tim kiém dwoc nhitng khach hang mai nha hiéu tng
tir truyén miéng cua khach hang nhu ho néi tét vé san pham va doanh nghiép hay ho giai thiéu véi
ban bé va nguoi than vé san pham va doanh nghiép.

2.2. Gid thuyét va mo hinh nghién ciu

M&i quan hé gitra marketing va sy hai long cua khach hang duoc nhiéu nha nghién ctu dé
cao (Zineldin & Philipson, 2007). Marketing hdn hop ¢ tac dong tich cuc dén hai long cua khéch
hang dd duoc minh chang trong nhiéu linh vuc (Anderson & Srinivasan, 2003; Bestoon, Amran,
Nuno, & Zana, 2020; Marlina, Wardi, & Patrisia, 2019; Saidani & Sudiarditha, 2019) va linh vuc nha
hang, 3n udng ciing khong phai ngoai 1& (Mustagimah & ctg., 2019; Sudari & ctg., 2019). C4c thanh
phan caa marketing hdn hop nhu san pham, gia ca, dia diém, xGc tién, con ngudi, quy trinh cung cip
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dich vu va phuong tién hitu hinh do doanh nghiép sé hiru va cung cp cang tét thi s& c¢6 kha nang anh
huong dén sy hai 10ng cua khach hang cang cao. Vi vay gia thuyét thi nhat duoc dé xuat:

H1: Marketing hdn hep c6 dnh hweng tich cuee d@én sw hai long cia khach hang

Muc tiéu cua marketing 1a thu hat khach hang mai, déng thoi gii chan va phat trién khach
hang hién tai bang cach mang lai su hai long (Kotler, 2011). Khi khach hang hai long vai san pham
ho s& c6 xu huéng mua lai va trung thanh véi thuong hiéu san pham. Biéu nay thé hién ¢ nhiéu
linh vuc (Anderson & Srinivasan, 2003; Bestoon & ctg., 2020; Kwon, 2011) va trong ca nganh an
uéng (Amofah & ctg., 2016; Erlina & Hermawan, 2021; Mustagimah & ctg., 2019; Sudari & ctg.,
2019). Do d6, gia thuyét tiép theo dwoc dé xuit:

H2: Marketing hon hop ¢6 dnh hwong tich cuee d@én suw 10ng trung thanh cua khach hang

Khi khach hang c6 duoc mirc d6 thoa mén cao hon trong khi mua mét san pham, ho sé& lap
lai viéc mua cling mot san pham d6 (Reichheld, 1996) va ciing s& gigi thiéu san pham dé cho nguoi
khéc (Oliver & Swan, 1989). Tac dong tich cuc cua sy hai long dén long trung thanh 12 mot vén
dé ro rang va duoc minh ching ¢ cac bdi canh khac nhau cua linh vyc dn udng nhu trong nha hang
ga & Han Qudc (Lee & Kim, 2015) hay d6 ubng ép lanh & Jabodetabek (Mustagimah & ctg., 2019).
Hon nita, sy hai 1ong cua khach hang con c6 vai tro trung gian trong tac dong cia marketing hon
hop dén 1ong trung thanh cua khach hang (Lee & Kim, 2015; Sudari & ctg., 2019). Do vy gia
thuyét cudi cung dugc dé xuat:

H3: Sir hai long cia khach hang c6 dnh huong tich cue dén 10ng trung thanh cia khach hang

M6 hinh nghién cau tir ba gia thuyét duoc dé xuat trong nghién ciru nay thé hién ¢ Hinh 1
du6i day.

San pham

Hai long cua

khéach hang

Gia

Pia diem

H1 (+)

Xuc tién Marketing H2 (+)
hdn hop

Long trung
thanh cua
khach hang

) 4

Con ngudi

Quy trinh

Phuong tién hitu hinh

Hinh 1. M6 hinh nghién ctu
Ngudn: Dé xuét cua tac gia
3. Phwong phap nghién ciru
3.1. Thang do lwong

Thang do cac thanh phan marketing hdn hop cho nha hang dugc dua trén thang do cua
Ahmad va Mason (2015), ¢6 bé sung thang do ciia Cengiz va Yayla (2007) di vai thanh phan xdc
tién; thang do vé su hai 1ong va thang do vé long trung thanh duoc duya trén thang do ciia Anderson
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va Srinivasan (2003). C4c bién quan sét cua bay thanh phan makerting hdn hop, su hai Iong va
long trung thanh caa khach hang dugc trao doi, thao luan véi 05 chuyén gia va khach hang thuong
xuyén sir dung dich vu nha hang. Theo d6, 02 bién gia ca hop Iy va pham vi gia tét duoc diéu
chinh thanh bién gia pha hop véi chét lugng; bo bién ving lan can xung quanh ¢ thanh phan dia
diém vi khong phu hop; bién chat luong cua noi dung truyén thdng va quang céo giau tri tudong
tugng/sang tao dugc gop thanh ndi dung truyén thong phong phu va cé chat luong; bién 1am viéc
theo nhém va dao tao trong thanh phan con nguoi dugc gop thanh dao tao va lam viéc theo nhom;
khéng st dung bién menu dé hiéu trong thanh phan quy trinh vi n6 kha twong dng véi vai bién
thiét ké menu trong thanh phan vat chit; khdng st dung bién chat liéu logo va thwong hiéu ma
thay bang bién thiét bi va khéng gian; bién chat lvgng noi dung trong truyén thdng va bién su sang
séng tao trong thanh phan x(c tién duoc gop thanh noi dung truyén thong phong phu va chit luong.
Trong thang do sy hai 10ng va trung thanh caa Anderson va Srinivasan (2003), cac bién c6 noi
dung kha tuong dong hodc dbi nghia nhau duoc loai bo hoac gop lai va diéu chinh cho phu hop
véi dich vu an udng tai nha hang (Bang 1). S6 bién sau nghién ctru dinh tinh 1a 33 cho 09 khai
niém lién quan dén 03 yéu té trong md hinh nghién ctru. Trén co s& d6 bang hoi duoc phét trién
bang thang do Likert 5 mirc do.

Bang 1
Toém tét cac bién duge diéu chinh sau thao luan

Thang do gbc s
— - Thang do dwoc dieu chinh
Bien Nguon
Reasonable Pricing Ahmad va Mason (2015) | == o
- - Gia phu hop vaéi chat lugng
Good Price Range Ahmad va Mason (2015)
Neighborhood around RFC Ahmad va Mason (2015) |Bo6 vi khéng phu hop

High quality of content in bureau

communications Cengiz va Yayla (2007) ' |Noi dung phong phi va cé chét

luon
Imaginative/creative bureau adver | Cengiz va Yayla (2007) g
Teamwork Ahmad va Mason (2015) |pao tao va k§ ning lam viéc
Training Ahmad va Mason (2015) |nhom
Ahmad va Mason (2015) |Bo vi twong dong vai bién thiét
Easy to Understand Menu ké menu trong thanh phan vat
chat
Logo and Brand Material Ahmad va Mason (2015) |Thiét bj va khong gian
If 1 had to purchase again, | would| Anderson va Srinivasan ’
feel differently about buying from (2003) Su khé&c biét khi dén nha hang
this Web site
Feel badly regarding the decision to| Anderson va Srinivasan B vi déi nehia
buy from this Website (2003) &
| am unhappy that | purchased from| Anderson va Srinivasan oy gAs 1
this Website (2003) B vi doi nghia

Nguon: Ké thira tir c4c nghién ciru va két qua thao luan véi cac chuyén gia
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3.2.

D ligu

Do tong thé cac khach hang cua nha hang ¢ Thanh phé Ho Chi Minh khong thé xac dinh mot
céch chinh xé&c nén khong thé xac dinh dugc xac suat tham gia cua mau. Vi vay phuong phap chon
mau phi x&c suit thuan tién duoc lya chon. Dir liéu dugc khao st truc tiép tai mot sé nha hang 16n
ciing nhu truc tuyén qua biéu mau Google va Email vé mot nha hang cu thé ma ho da an tai Thanh
phé HO Chi Minh. Sé phiéu khao sat hop 1& dugce dwa vao phan tich 13 316 bang phan mém
SPSS/IBM 20 véi sy hd trg cia AMOS 24. Diac diém cia mau duoc tom tit & Bang 2 dudi day.

Bang 2
Toém tat mau
] Giéi tinh
Tong
Pic diém miu Nam N
S6 Ty lé S6 Ty lé S6 Ty lé
lwgng | (%) | lweng | (%) | lweng | (%)
Dudi 30 tudi 213 67.4 129 70.1 84 64.7
Do tudi Tir 30 dén 40 77 24.4 42 22.8 35 26.5
Trén 40 26 8.2 13 7.1 13 9.8
Dudi 10 trigu 115 36.4 65 35.3 50 37.9
Thu nhap/ ]
) 10 - 20 triéu 125 39.6 83 45.1 42 31.3
thang
Trén 20 triéu 76 24.1 36 19.6 40 30.3
Tinh trang hon| PO than 197 62.3 118 64.1 79 59.8
L C6 gia dinh 119 37.7 66 35.9 53 40.2
Téng cong 316 100.0 184 100.0 132 100.0

Ngudn: Phan tich tir két qua khao sat

4. Két qua nghién ciru va thao luin

4.1.

Danh gia thang do

Do céc bién c6 mot s6 diéu chinh sau nghién ctru dinh tinh nén thang do trong nghién citu
nay duoc danh gia ddng thoi qua qua hé sé Cronbach’s Alpha, EFA va CFA. Két qua phan tich
thang do, kiém dinh céc gié tri hoi tu va phan biét cua thang do duoc trinh bay tom tit & Bang 3

va Bang 4.
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Bang 3
Két qua kiém dinh thang do
EFA
(%2] R s -
iz Théna ké md ta | = Tong trich rut
Yeu tof Ma : S 8| caatai binh | CFA
thaPh Bien hoa 2o phuong Hé sb (Hg:-so
phan o< tai | tai)
Trung | Phuwong | ©  |% phwong Tich
binh sai sai liy %
Huong vi thom ngon PRD1 3.51 0.572 0.507| 0.710
San Thyc don da dang va phong phi PRD2 3.43 0.533 0.971| 0.813
2 R 0.763 2.553| 54.634
pham  Bay tri dep mét va sach s& PRD3 3.42 0.543 0.602| 0.660
Chit luong cao va tét cho sirc khoe | PRD4 3.35| 0.568
Gia phu hop véi kha nang PRI1 3.35 0.559 0.607| 0.769
Gia Gia pht hop véi chat lugng PRI2 3.32 0.538| 0.741 2.170| 56.804| 0.691| 0.675
Gia canh tranh PRI3 3.36 0.544 0.751| 0.645
Toa lac tai vi tri thuan tién PLA1 3.39 0.625 0.865| 0.822
dDiléam Toa lac gan cac dia diém tha vi PLA2 3.30 0.586| 0.799 3.160| 52.081| 0.520| 0.675
Trang tri d& nhan dién PLA3 3.40 0.557 0.808| 0.787
Nhiéu kénh truyén thong PRM1 345/  0.633 0.915| 0.888
XGc |Pho bién thong tin méi vé dichvy | PRM2 |  3.45)  0.607 0.585| 0.649
-z - — 0.845 5.499| 40.683
tién Noi dung phong pht va chat lugng | PRM3 3.40 0.585 0.875| 0.895
Noi dung quang cao trung thuc PRMA4 3.41 0.577 0.546| 0.605
Phuc vu khach hang chu ddo PEO1 3.46 0.524 0.508| 0.598
Ifg"l?éi DPao ta0 va lam viéc theo nhém PEO2 | 347 0536|0695 1.970 58.775| 0.824| 0.767
K ning giao tiép va than thién PEO3 3.45 0.535 0.543| 0.620
Thoi gian dit mon an PRC1 3.39 0.560 0.702| 0.715
t?ll% Thoi gian cho ra mon an PRC2 3.41 0.554| 0.762 3.329| 48.921| 0.716| 0.776
Quy trinh dich vu chung PRC3 3.35 0.547 0.719| 0.664
Trang tri nha hang PHY1 3.39 0.555 0.900{ 0.860
Phuong — -
tien bong phyc nhén vién PHY2 3.34 0.532 0.644| 0.772
N . 0.895| 27.852| 27.852
E}fuh Thiét ké bang menu PHY3 3.40 0.527 0.871| 0.796
in :
Thiét bi va khdng gian PHY4 3.36 0.550 0.788| 0.869
Hai 1ong chung v& nha hang SAl 3.25 0.636 0.791| 0.806
si |\Voi quyét dinh chon nha han SA2 3.21 0.604 0.636| 0.718
Su hai | 17 AT G on T A 0.864|  7.333| 35.184
long  |sang suét khi dén nha hang SA3 3.24 0.637 0.764| 0.765
Khac biét khi dén nha hang SA4 3.25 0.610 0.894| 0.851
Ut thich nha hang LO1 3.34 0.512 0.832| 0.804
Long |y tien lwa chon nha hang LO2 3.27 0.506 0.640| 0.649
trung — . 0.815 4.909| 45.592
thanh  [NOi tot vé nha hang LO3 338  0.537 0.771| 0.743
Gi6i thiéu cho ngudi than LO4 3.37 0.545 0.663| 0.706

Ghi chti: Phuong phép trich Principal Axis Factoring vai phép xoay Promax with Kaiser Normalization dugc st dung
trong EFA; EFA cho Kaiser-Meyer-Olkin (KMO) = 0.877, Sig. = 0.000
Ngudn: Ket qua phan tich Cronbach’s Alpha, EFA va CFA
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Bang 3 cho hé s6 Cronbach’s Alpha ctia cac thanh phan marketing hdn hop, su hai long va
long trung thanh tir 0.695 dén 0.895 nén dam bao duoc tinh nhat quan va phan biét (Fornell &
Larker, 1981). Két qua phan tich EFA lan thtr nhat cho bién PRD4 c6 hé s tai 1a 0.456 (nhé hon
0.5) nén bi loai va khong dugc dua vao cac budc phan tich tiép theo. Hé s6 KMO trong phan tich
EFA lan 2 12 0.877 v&i ¥ nghia & mirc 0.000 va cac bién déu co hé sé tai voi bién tong dat trén 0.5.
Theo d6 cac bién quan sat déu duoc nhdm vao 09 khai niém ban dau véi tong tai binh phuong
duoc trich rat 1a 58.775% > 50%.

Bang 4
Hé sé twong quan gitra c4c yéu té trong mé hinh
s | P | P
caytong | IO EE EE I MaxR(H) | SA LO MM
hep (CR) in 6n nhit
- (AVE) | (MSV)
SA 0.866 0.619 0.238 0.874 0.786
LO 0.817 0.529 0.106 0.827| 0.326*** 0.727
MM 0.878 0.513 0.238 0.884| 0.487***| 0.311*** 0.716

Ghi cht: *** 13 y nghia ¢ muic 0.01

Bang 3 cho hé s6 tai trong phan tich CFA tir 0.598 dén 0.895, déu 16n hon 0.5; CR va AVE
trong Bang 4 lan luot tir 0.817 dén 0.878 va tir 0.513 dén 0.619, déu 16n hon 0.7 va 0.5. Diéu nay
cho thay su hoi tu ciia cac khai niém. Bén canh d6, Bang 3 con cho thy cac hé s6 tuong quan giita
céc khai niém déu co gié tri 16n 0.5, cac gia tri MSV déu nhé hon AVE va cac gi tri dudi duong
chéo déu nho hon gia tri & dudng chéo nén thoai méan d6 phan biét (Gerbing & Anderson, 1988;
Hair, Black, Babin, & Anderson, 2010). Két qua phén tich trén day chi ra ring thang do ctia ca cac
khai niém déu dat duoc su hoi tu va cé tinh phan biét.

4.2. Panh gid sw phu hep ciia mo hinh

M6 hinh ciu tric tuyén tinh (SEM) duoc dénh gia su phi hop théng qua cac chi sé quan
trong va duogc thé hién trong Bang 5. Theo d0, cac chi s6 déu dam bao theo tiéu chuan cho phép
nén SEM dam bao su phu hop.

Bang 5
Céc chi sé danh gia sy phu hgp cua mé hinh

Chi s6 Tiéu chuan Gié tri thong ké
(Hair & ctg., 2020) cua SEM
Mtc y nghia (p) Nhé hon 0.05 0.000
CMIN/df Nho hon 3.00 1.718
Chi s6 Tucker & Lewis (TLI) Tir 0.9 dén 1.0 0.920
Chi s thich hop so séanh (CFI) T 0.9 &n 1.0 0.932
Chi s6 RMSEA Tir 0.03 dén 0.08 0.048

Nguon: Két qua phan tich SEM
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4.3. Kiém dinh céc gia thuyét

Céc gia thuyét nghién ctru duoc kiém thong qua wdc lugng chudn héa va chua chuin hoa
céc tham sb. Két qua udc lugng duoc tém tit & Bang 6. Theo do6, cac hé sé woc lugng déu cb gia
tri dwong Vi ¥ nghia & mirc 1% hoic 5% nén céc gia thuyét nghién ctiru khong bi bac bo.

Bang 6

Két qua wdc lwong cac tham sb trong md hinh
U'6c lrgng chwa chuin hoa Uédc | Két
Gia . an lwgng | qua
thuyét Tac dong He sb Saj léch CR Mirc y nghia | chuian | kiém
* 7" |chuan (SE) (Sig.) héa | dinh
pp |Marketing hon hop tac| ) g 0.125| 6.632 0.000| 0.87| C"P
dong dén sy hai long nhan
Hp |[Marketing hon hep tac| ooy 0.107| 2.537 0.011| 0.200] EheP
dong den long trung thanh nhan
Ha |Ou hai long tic dong dén| g, 0.107| 2.537 0.003| 0228 Chap
long trung thanh nhan

Ngudn: Két qua phan tich SEM

Két qua ude luong caa mau duoc so sanh vai két qua kiém dinh bootstrap vai mau lap lai
la 1,000. Két qua & Bang 7 cho thiy do chéch (Bias) giita udc lugng bang bootstrap va ude luong
ctia mau ciing nhu sai 1éch chudn cua do chéch (SE- Bias) la rat thap. Diéu nay 1am ting do tin cay
cua cac két qua ude lugng trong mé hinh nghién cuu.

Bang 7
So sanh uéc lwong Bootstrap va mau
U'éc Két qua Bootstrap So sanh
Huwéng tac dong lwgng
ctia mau SE SE-SE | Mean Bias SE-Bias

SA <--- MM 0.487 0.082 0.002 0.478 -0.009 0.003
LO <---  |MM 0.200 0.093 0.002 0.203 0.003 0.003
LO <--- |SA 0.228 0.079 0.002 0.222 -0.006 0.002

Ghi chi: SE-SE la sai léch chuan cua sai léch chuan; Mean 1a gid tri wéc Iugng trung binh

Mtic tac dong gian tiép cua marketing hdn hop dén 1ong trung thanh caa khach hang duoc
danh gia mdi quan hé trung gian trong SEM. Theo d6 udc luong tac dong gian tiép thu duoc hiéu
{mg gian tiép chuan héa co Sig. = 0.001 < 1% nén ton tai mdi quan hé gian tiép tir marketing hon
hop 1én long trung thanh cta khach hang. Hé s tic dong gian tiép chuan hoa thu dugc 1a 0.111.
Nhu vdy, su hai 10ng cia khach hang c6 vai tro trung gian mot phan trong tac dong cua marketing
hén hop dén 16ng trung thanh caa khach hang. Uéc luong cua tac dong tdng hop cua marketing
hén hop dén long trung thanh cua khéach hang 1a 0.200 + 0.111 = 0.311.
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4.4. Thdo lugn

Két qua ctiia nghién ciru ndy cho thiy marketing hdn hop trong dich vu an udng c6 tic dong
tich cuc dén sy hai 1ong va trung thanh caa khach hang. Céac hé sé duoc ude luong tir két qua
nghién ciru 12 biéu hién cy thé trong dich vu an udng tai nha hang & Thanh phd H6 Chi Minh. Phat
hién tir nghién ctru ang ho phan 16n cac két qua nghién ctu vé van dé nay ¢ cac béi canh khac
nhau, chang han nhu nha hang ga & Han Quéc (Lee & Kim, 2015), 6 udng ép lanh & Jabodetabek
cua Indonesia (Mustagimah & ctg., 2019); thuc pham va d6 ubng cua céc doanh nghiép vira va
nho ¢ Malaysia (Sudari & ctg., 2019).

Phu hop véi nghién ctu cua Sudari va cong su (2019), hay Mustagimah va cong su (2019),
hoat dong marketing hdn hop trong nghién ciru nay c6 tac dong tich cuc dén su hai long trong dich
vu dn udng. Hé sb tac dong caa marketing hdn hop dén sy hai long caa khach hang chi ra rang khi
lam ting su hai 10ng cua khach hang d6i vai cac hoat dong marketing hdn hop 1 don vi s& lam
tang su hai 10ng chung vé dich an udng 0.487 don vi. Hé s6 tac dong kha cao nay cho thiy
marketing hdn hop c6 vai trd quan trong dén su hai 1ong ciia khach hang vé dich vu an udng tai
nha hang & Thanh phé H6 Chi Minh vi cac thanh phan cua marketing hdn hop nhu san pham, dia
diém, con ngudi, quy trinh va phwong tién hitu hinh phan anh phan 16n céc thanh phan chat lwong
dich vu an uéng nhu phuong tién hitu hinh, tin cay, dap tng, ning luc phuc vu va cam thdng. Két
qua nay ngu Y rang cac nha hang can chi trong hoat dong marketing hdn hop va coi chiing l1a cac
thanh phan quan trong cua dich vu dn udng ma khach hang cam nhan.

Hé s tac dong cua su hai long dén 1ong trung thanh cua khach hang trong nghién ciu nay
ciing phtt hop véi cac két qua nghién ciru caa Lee va Kim (2015), Mustagimah va cong sy (2019)
hay Sudari va cong sy (2019). Cu thé khi ting 1 don vi vé su hai long ciia khach hang ddi véi dich
vu dn udng s& 1am ting 10ng trung thanh ctia khach hang 0.228 don vi. Bén canh do, tac dong tich
cuc truc tiép cua marketing hdn hop dén long trung thanh cta khach hang trong linh vic dn udng
da duoc chi ra trong nhiéu nghién cau (Amofah & ctg., 2016; Erlina & Hermawan, 2021;
Mustagimah & ctg., 2019; Sudari & ctg., 2019) va nghién ciru nay da phong pha thém cho tac
dong nay. Khi ting 1 don vi vé su hai 10ng cua khach hang d6i véi dbi véi cac hoat dong marketing
hon hop sé lam ting long trung thanh cua khach hang 0.200 don vi. Ngoai ra, nghién ciru nay con
cho thdy su hai 10ng caa khach hang c6 vai trd trung gian dang ké gitra tac dong cua marketing
hén hop dén 1ong trung thanh cua khach hang nhu mét s6 nghién ciu trong dich vy in ubng da chi
ra (Lee & Kim, 2015; Sudari & ctg., 2019) nhung nghién ctru nay da chi ra vai tro trung gian cu
thé ctia né ddi vai dich vu in udng tai nha hang & Thanh phd H6 Chi Minh. Vai trd trung gian nay
da gitip cho tac dong tong hop cua marketing hdn hop dén long trung thanh ting 1én dang ké o V4i
tac dong truc tiép. Miac du tac dong gian tiép khong cao nhung ciing 13 co so nhét dinh dé cac nha
hang thiy duoc dé ting 1ong trung thanh cia khach hang, ho khéng chi chd trong vai tro truc tiép
cua marketing hdn hop ma con phai xem xét ca vai trd gian tiép qua su hai 1ong cua khach hang.

Cudi cung mtc tac dong khdng cao caa marketing hdn hop va su hai long caa khach hang
dén 1ong trung thanh cua khach hang cho thay 1ong trung thanh cua khach hang con dugc tao boi
nhiéu yéu t6. Biéu ndy ham y rang, dé tang 1ong trung thanh caa khach hang, cac nha hang khéng
chi chi trong hoat dong marketing hon hop va sy hai long cua khach hang ma con phai chi trong
céc yéu t6 khac.

5. Két luan

Xem xét anh hudng marketing hdn hop dén su hai 16ng va long trung thanh caa khéch hang
trong linh vuc dn udng tai cc nha hang tai Thanh phé HO Chi Minh 1a mét van dé c6 ¥ nghia ca
vé mit Iy luan Ian thue tidn vi n6 cung cap nhiing biéu hién caa cac yéu td nay va vai tro cua ching
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trong linh vuc an udng tai nha hang néi chung, 1am co s& dé xuét cac ham y kinh doanh cho dich
vu dn udng & cac nha hang. Tir viéc phat trién ly thuyét, xay dung cac gia thuyét, khao séat va phan
tich dir liéu, nghién ciru nay da diéu chinh va danh gia thang do cho cac khai niém trong diéu kién
dich vu an udng tai cac nha hang ¢ Thanh phd H6 Chi Minh. Bén canh d6 nghién ciru ndy da cung
cap minh chtng cho thiy marketing hdn hop (7P) c6 vai trd quan trong ddi véi sy hai long cua
khach hang va dang ké dén 1ong trung thanh cua khach hang, bao gdm ca tac dong truc tiép va tac
dong gian tiép thdng qua su hai 1ong caa khach hang. Theo hiéu biét tét nhit cua tac gia day la
nhitng phéat hién dau tién trong béi canh cua Thanh phé H6 Chi Minh & Viét Nam. Két qua tir
nghién ciru ndy ciing da goi ra nhitng ham y cho cac nha hang trong viéc chu trong dén hoat dong
marketing hdn hop nham nang cao sy hai long va 1ong trung thanh cia khach hang nhu dé ting
long trung thanh caa khach hang ngoai viéc chd trong vai tro truc tiép cua marketing hdn hop, can
phai xem xét ca vai trd gian tiép thong qua su hai long caa khach hang, ngoai ra cac nha hang ciing
khong chi chi trong hoat dong marketing hdn hop va sy hai long caa khach hang ma con phai chd
trong ca dén céc yéu té khac.

Mic du da thu duoc nhitng két qua ¢ gia tri nhung nghién ciu ndy méi chi khao sét tai
cac nha hang & Thanh phé H6 Chi Minh ma chua khao st ¢ cac thanh phd 16n khac nhau ¢ Viét
Nam dé thay duoc su khac biét giira cac khu vuc ndy. Mt khéc, nghién ciru nay ciing chua xem
Xét vai tro cua tirng thanh phan marketing hon hop I&n su hai long va 1ong trung thanh cua khach
hang. Nhiitng diéu nay c6 thé 1a nhitng khoang tréng cho nhing nghién citu thém vé cha dé nay.
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