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Tém tiit:

Nghién cuu nay khdam phd vai tro trung gian cua chat lwong thiwong hiéu nhén thire boi ngudi
tiéu dimg (goi tdt la chat heong nhan thire thuong hiéu- perceived brand quality) doi véi moi
quan hé gifta tinh toan cdu cia thiwong hiéu nhan thirc boi nguoi tiéu dimg (tinh toan cdu
rhuong h;fem perceived brand g!obalness) va xu, hirong tiéu dung thiwong hiéu. Dua trén Iy
rkmer vé Ihuong hiéu, nghién citi nay dé nghi rang tinh toan cau thuong hiéu gop phan tryc
tiép va gian tiép (qua trung gian chat liwong nhan thire thiwong hiéu) vao viéc lam tang xu hudng
tieu ding thuwong hiéu. Kiém dinh véi mau 308 nguoi tiéu dung tai Thanh pz'?(i Ho6 Chi Minh cho
thdy chat hrong nhdn thire thuong hiéu lam chitc ndng trung gian toan phan (full mediator) giita
moi quan hé gitia tinh toan cau thiwong hiéu va xu hudng tiéu ding thiwong hiéu. Vivay, cdc nha
quan tri thuong hiéu can chii y dén vai tré ciia tinh toan ca thiwong hi¢u trong qua trinh dinh
vi thuong hiéu cua minh trén thi truong.

Tir khéa: Tinh toan ciu thuong hicu; chét luong nhén thie; bién trung gian toan phz"in

Perceived brand globalness and purchase intention: The mediating role of perceived
brand quality

Abstract:

This study investigates the mediating role of perceived brand quality in the relationship between
perceived brand globalness and purchase intention. Based on the literature on branding, the
study proposes that perceived brand globalness will have dirvect and indirect (mediated by per-
ceived brand quality) on purchase intention. An empirical test with a sample of 308 consumers
in Ho Chi Minh City indicates that perceived brand quality fully mediates the relationship
between perceived brand globalness and purchase intention. Thus, brand managers should pay
more attention to the role of brand globalness in their brand positioning strategy.

Keywords: Perceived brand globalness; perceived brand quality, full mediator.

1. Gidi thi¢u

Tai cac thi truong cac nudc dang phat trién nhu
Viét Nam, nguoi tiéu dung ¢ xu hudng tiéu dung
céc thuong hiéu qubc té thay vi cac thuong hiéu noi
dia tuy rang chinh phi cta cic nuée nay c¢b ging
khuyén khich ngudi tiéu dung str dung hang ndi dia;
vi du: Chuong trinh “Nguoi Viét dung hang Viét’ tai
Viét Nam (Nguyen & cong su, 2008; Tho & cong su,
2016). Trong nhiéu nim qua, cdc nha nghién ctru
trén thé gioi da tép trung kham pha cac yéu tb tic
dong vao xu huodng tiéu dung thuong hiéu noi dia

hay quéc té; vi du: do nhav van hm tinh vi chung
cua nguoi ticu dung, qudc gia xudt xu, quic gia sin
xuét, tinh toan cdu cta thuong hleu (brand global-
ness), chit lugng thwong hiéu qudc té.... (Batra &
cong sy, 2000; Davvetas & cong su, 2015;
Kamaruddin & cong su, 2002; Kaynak & Kara,
2002; Klein & cong sy, 1998; Neuyen & cong su,
2008; Ozomer, 2012; Sichtmann & Diamantopoulos,
2013; Suh & Kwon, 2002; Shimp & Sharma, 1987).
Vé mat tiéu dung cac thuong hi¢u quéc té, mot trong
cac yéu t& duge cac nha nghién ctru quan tam 1a tinh
toan cau cua thuong hidu nhan thirc béi ngudi tiéu
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ding (goi tit la tinh toan cau thuong hiéu).

Mot van dé ma cac nha nghién ctu tiép tuc quan
tam 14 tinh toan ciu thuong hi¢u ¢6 tac dong truc
tiép vao xu hudng tiéu dung thuong hiéu hay phai
qua mdt sd trung gian khac? Nghién ctru ndy gia
thuyét rang tinh toan cau thuong hiéu cé tac dong
truc tiép va gian tiép vao xu hudng tiéu ding thuong
hiéu. Cu thé nghién ctru nay cho riang chit luong
thuong hiéu nhén thirc boi nguoi tiéu ding (goi tt
la chat luong nhan thirc thuong hiéu) la mét trong
céc yéu td chinh lam tang xu huéng tiéu dung va nd
dong vai tro trung gian cho mdi quan hé gitra tinh
toan ciu thuong hiéu va xu hudng tiéu dung thmmg
Incu Cac mbi quan hé nay duge kiém dinh vdi miu
308 ngudi tiéu dimg va két qua cho thiy tinh toan
céu cua thuong hiéu chi tac déng vao xu hudng tiéu
dung théng qua trung gian cia chét lugng nhén thire
thuong hiéu. Két qua nay gitp cac nha quan tri
thuong hiéu chi ¥ dén vai tro cua tinh toan cau
thuong hi¢u trong chuong trinh dinh vi thuong hiéu
cta minh. Tuy nhién, khong thé bo qua yéu 16 chat
lugng cua thuong hiéu nhédn thirc boi nguoéi tiéu
dung. Cac phén tiép theo trinh bay co so ly thuyét
va gia thuyét, phuong phap, két qua va ham y cua
nghién cuu.

2. Co sé 1y thuyét va gia thuyét

M6 hinh nghién ctru va gia thuyét duoc trinh bay
trong Hinh 1. Trong md hinh nay, tinh toan céu
thuong hiéu ¢ tac dong truc tiép va gian tiép -thong
qua chat lugng nhan thirc thuong hiéu- vao xu
hudng tiéu dung thuong hi¢u.

Khai niém vé thuong hi¢u quéc @ va thurong hi¢u
toan cau chua duoc théng nhét trong 1y thuyét mar-
keting (Steenkamp & cong su, 2003). Mdt cach téng
quat, cac nha marketing thudng cong nhan rﬁng mot
thuorng hiéu qudc té 1a mot thuong hiéu hién dién tai
nhiéu mrcrc khac nhau. Mot thuong hiéu dugce goi la
toan cau khi ngudi tidu dung c6 thé tim né trén
nhiéu thi truomg khac nhau cung véi nhiig hoat
dong marketing tuong ty nhu nhau (vi du:
Steenkamp & cdng su, 2003). Piém giéng nhau
gitra thuong hiéu toan cdu va thuong hiéu qude té 1a

nguoi tiéu ding ¢6 thé tim né 6 tai nhidu thi truong
khac nhau. Ching khac nhau ¢ cac hoat dong mar-
keting cua né. Hoat dong marketing cua thuong
hiéu quéc té, nhu cdc chinh sach vé san phé“im, gia
ca, vé quang cdo,... thuong duge diéu chinh khac
nhau tai nhiing nude khac nhau. Trong khi do, hoat
dong marketing cta thuong hiéu toan cdu hau nhu
eiéng nhau tai cac thi trudmg nd hién dién. Tuy
nhién, sy phan bi¢t nay mang tinh chét fuong déi,
chua ¢6 mot ranh giGi 13 rang vé thuong hiéu toan
cu va thuong hiéu quéc . Vi vay, khai niém
thuong hiéu québc & va thuong hiéu toan cau thuong
duogc sir dung thay thé cho nhau (Battra & cdng su,
2000). Trong nghién ctru nay khai ni¢m thuong ‘meu
quoc té duoc ding dé chi cho ca thuong hiéu quic
té va thuong hiéu toan cau.

Néu mét thuong hidu duoe ngudi tiéu ding nhan
thire 1a thuong hi¢u toan clu, no s& dem lai nhiéu lgi
ich cho cong ty vi ngudi tiéu dung trén thé gigi luén
gén lién thuong hiéu nay voi hang loat nhirng thude
tinh tich cuc nhu c6 chét luong cao, luén sang

. (Battra & cong sy, 2000; Holt & cong su,
2004; Steenkamp & cong sy, 2003), trong d6, chat
lugng nhén thirc boi nguoi tiéu dung luén dong vai
tro trung tam (vi du: Aaker, 1996). Ngudi tiéu dung
s& tin tuong vao chat lvong cia thuong hiéu toan
céu hon 1a thuong hi¢u ndi dia. Nhu vy, tinh toan
cdu cta thuong hiéu dong vai tro quan trong trong
vige tao nén thai do va hanh vi tich cuc ctia nguoi
tiu dung dbi voi thuong hiéu (vi dy: Battra & cOng
suw, 2000; Davvetas & cong su, 2015; Ozsomer,
2012; Sichtmann & Diamantopoulos, 2013). Do
vay,

H1: Tinh toan cau thirong hiéu c¢6 méi quan hé
cling chiéu véi xu fweong tiéu ding thirong hiéu.

Khi ngudi tiéu ding tin rang mot thuong hiéu nao
d6 1a thuong hidu toan cau thi ho ¢é xu hudng cho
ring né ¢6 chit hegng toan ciu va mic do toan cau
ctia thuong hiéu cing cao thi chét lugng clia né cang
cao (Davvetas & cong su, 2015; Holt & cong su,
2004; Steenkamp & cong su, 2003). Cac nghién ctu
truede dy cling cho thay khi ngudi tidu dung so hitu

Hinh 1. M6 hinh nghién ciru
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Xu hudng tiéu dung
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mot thuong hiéu toan cdu thudng di kém vai hai yéu
t6 co ban, d6 1a vi tri ctia ho trong xd hoi ciing voi
mdt sy dam bao vé chat luong, dic biét la déi vai
ngudi tidu dung tai cac nwde dang phat trién (vi du:
Batra & cdng su, 2000; Davvetas & cong su, 2015;
Ozsomer, 2012; Sichtmann & Diamantopoulos,
2013). PBbi v6i ho, cac thuwong hiéu toan cau luon di
kém vai hinh anh cua su tinh vi, hién dai, sang tao
va hop v&i xu hudng thoi trang cia thé gisi (Zhou
& Hui, 2003). Vi vay, khi mot thuong hiéu dugce
ngudi tiéu ding danh gia c¢é tinh toan cu cao thi
nguoi tiéu ding s& ¢6 xu hudng danh gia cao cht
lwong ctia né, va két qua 1a xu hudng tiéu dung cia
ho dbi voi thuong hiéu ciing tang theo (Aaker,
1996). Do vay,

H2: Tinh toan cdu thwong hiéu cé moi quan hé
ciing chiéu véi chat liwong nhan thive thirong hiéu,

H3: Chat hrong nhdn thire thieong hiéu cé moi quan
hé cling chiéu voi xu huedng tiéu dimg thuong hiéu.

3. Phwong phap

3.1. Min

Mot mau thudn tién ¢6 kich thude 308 ngudi tidu
ding mot s thuong hiéu quéde té tai Thanh phd Hb
Chi Minh dugc phong van théng qua bang cau hoi
dé kiém dinh gia thuyét. Cac thuong hiéu quéc té
duge nghién ciru bao gdm ti vi Samsung, dau may
DVD Toshiba, may tinh Compaq, bit bi Parker,
giay thé thao Nike va nudc khoing LaVie. Céc
thuong hiéu nay dugc chon vi ching phé bién tai thi
trudng Thanh phd HO Chi Minh va da dang mire gia
(gia tuong dbi cao nhu ti vi, may tinh, trung binh

nhur gidy thé thao va thip nhu nudc khoang). Trong
mau ¢6 tong u“)ng 156 (50.6%) nit va 152 (49.4%)
nam. V& do tudi, c6 229 (74.4%) nguoi nho hon 30
tudi va 79 (25.6%) ngudi & do tudi tir 30 trg 1én.

3.2. Thang do

C6 ba khai niém nghién ctru, dé 1a, tinh toan ciu
thuong hiéu, chat lugng nhan thirc thuong hiéu, va
xu hudng tiéu dung thuong hi¢u. Thang do tinh toan
cAu thuong hidu duge do ludng bang bon bién quan
sat, dua theo thang do ctia Steenkamp & cong su
(2003). Chat luong nhan thirc thuong hiéu ciing
duoc do ludng bang bén bién quan sat dya theo
thang do cua Klein & cong su (1998). Cubi cimg, Xu
huong ticu ding lhuong hiéu dugc do luong bing
ba bién quan sat diéu chinh tir Sucharita & Morwitz
(2005). Cac bién quan sat duge do luong bang thang
do Likert 5 diém, vl 1: hoan toan phan ddi va 5:
hoan toan dong y. Chu ¥ 1a dé tranh xu hudng ddng
y (acquiescence) ¢ thé gay ra chéch do phuong
phap (common method bias), cac bién do luong
(quan sat) dugc xép ngiu nhién trong bang ciu hoi
va (2) phuong phap dich nguge (back translation)
dugc st dung trong chuyén ngir cac thang do (Anh
—Viét—Anh).

3.3. Danh gid thang do

D6 tin cay Cronbach alpha va phuong phap phan
tich nhian t khiam pha EFA (exploratory factor
analysis) duge st dung dé danh gia cac thang do.
Phép trich principal axis factoring v&i phép quay
khéng vudng goéc promax duoe sur dung vi ching
phan anh ciu tric dir liéu phu hgp hon trong dénh
gi4 thang do (Gerbing & Anderson, 1988). Két qua

Bing 1: Chi so thong ké co' bin cic thang do

KhAi ni¢m va bién do luong (*) | M [ sD |
Chat luong nhan thirc thiong hiéu (a = 0.82)
Ti vi Samsung c6 chat lugng cao hon ti vi mang thuong hi¢u Viét Nam 326 | 0983 ] 0381
Ti vi Samsung cd chat lugng dang tin cdy hon ti vi mang thuorng hiéu Viét| 3.43 | 0911 0.86
Nam =1 -
[;]Fi vi Samsung ¢6 kiéu dang dep hon may tinh mang thuong hiéu Viét) 3.39 | 0.883 054 °
am
Tivi Sarnqung rat dang dong tién hon i vi mang thuong hiéu Viét Nam 3.08 | 0.861 | 0.62
Tinh toan cdu thuwong hicu (¢ = (0.83)
T6i tin rang ti vi Samsung dirge ban khap moi noi trén thé gisi 349 | 0.867 | 0.64
Téi tin rang c6 rat nhiéu nguoi trén thé gidi bit (i vi Samsung 3.69 | 0.804 | 0.76
Téi tin rang c6 rat nhi¢u ngudi trén thé gidi thich mua ti vi Samsung 3.15 10832 0.73
Toi tin rang ti vi Samsung rat noi tiéng trén thé gioi 341 | 0.855| 0.83
AXu huong tiéu dimg thuong hiéu (a = 0.63)
Neéu mua tivi t61 ¢6 xu huéng mua thuong hiéu Samsung 3.05 | 0783 | 0.41
T6i s€ mua ti vi Samsung néu nd ¢d mit trén thi truong 2.65 | 1.005 | 0.73
Mua ti vi Samsung la uu tién hang dau cua toi 2.37 10899 | 0.64

Ghi chi: M: trung binh; SD: d9 léch chuan; 2: trong s6 EFA; (*) vi du cho truong hop ti vi ‘5‘1]11‘?11“5,
cac thuong hiéu khéc dugc thay thé cho phu hgp trong bang ciu hoi.
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Cronbach alpha cho thay d9 tin ciy cia cic thang do
déu chap nhan dugc: Rii woan iy = 0:83, CH —
nhin thirc) =0.82, va a{\” hudng tiéu ding) . =10.63. Két qua

I:I*A cho théy céac thang do dat yéu cdu nhan t trich,
tong phuong sai trich va trong s6 nhén t6 cua cac
bién quan sat: tong phuong sai trich = 50.95%
(eigen-value = 1.17) va trong sé EFA déu > 0.4
(Gubmg & Andcrson 1988) Chu y thém la ngoai
viéc sap xép ngdu nhién bién quan sat (khic phuc
hién tugng chéch do phuon phap thong qua thiét
ké) trong bangD cau hoi, két qua EFA cho thay khong
¢6 nhan t6 nao chiém qué nhiéu phwong sai trich
(kiém dinh Harman dé danh gia chéch do phuong
phap). Bang | trinh bay cac chi s6 thdng ké co ban
cta cac thang do.

4. Két qua kiém dinh gia thuyét

M4 hinh héi qui tuyén tinh v&i phuong phap uée
luong binh phuong bé nhat (OLS%ordinary least
squares) dugc sir dung dé kiém dinh gia thuyét. Dé
str dung m6 hinh hdi qui, bién trung binh (trung binh
céc bién do ludmg) cua cac khai niém duoc sir dung
(Gerbing & Anderson, 1988). M& hinh nghién ciru
6 ba khai niém: mot bién doc 1ap X (tinh toan céu
thuong hiéu), mot bién phu thude Y (xu hudng tidu
diing thuong hiéu) va mot bién tr ung gian M (chat
luong nhan thirc thuong hiéu). Bé ude luong mod
hinh nghién ctru v6i bién trung gian, ba mé hinh hoi
qui duge st dung (Baron & Kenny, 1986) nhu sau:

E(Y) = a, + beta X (1)

E(M) = a, + beta,X (2)

E(Y)=a, + beta,X + beta4M 3)

Thyc sy chiing ta chi cAn udce lugng md hinh hdi
qui (2) va (3) dé xic dinh sy hién dién cua bién
trung gian M. Chung ta khéng can ude luong mé

Bing 2: Két qua hdi quy

hinh héi qui (1) nhu 1a mét diéu kién dé bién trung
gian hién dién nhu dé nghi cia Baron va Kenny
(1986). Ly do 1a dé cho bién trung gian M hién dién,
khong nhat thiét X phai co tac dong vao Y (xem, vi
du: Zhao & cs, 2010). Tuy nhién, nghién ctru nay
wée luong ca ba md hinh hdi qui (theo qui trinh cua
Baron va Kenny, 1986) voi muc dich tham khio.

Dé kiém dinh moi quan hé gitra tinh toan céu X
(gid thuyét H1) va xu hudng tiéu dung Y, hdi qui
don dugc sir dung, va két qufi udc Iucmg OLS cho
mo hinh hoi qu1 (1) cho thay trong s hoi qui beta,
cO y nghia thonﬂr ké (B = 0.17, p < 0.01; Bang 2)
Nhu vay, khi chua cé bién trung gian (chat lugng
nhan thitc thuong hiéu) thi tinh toan ciu thuong
hi¢u c6 tac dong truc tiép vao xu hudng tiéu dung
thuong hiéu. Két qua udce lugng OLS cho mé hinh
hoi qui (2) cho tlléy tinh toan cau thuong hiéu co
quan hé duong véi chit luong nhén thice thuong
hiéu (gia thuyét H2: B = 0.40, p < 0.001; Bang 2).
Két qua woc lugng OLS cho md hinh hdi qui (3)
cling cho thay chit lugng nhan thire thuong higu co
quan hé duong v61 xu hudng tiéu dung thwong hiéu
(gia thuyét H3: B = 0.38, p < 0.001; Bang 2). Piém
cha ¥ ctia két qua la khi ¢6 bién trung gian (chét
luong nhan thie thvong hi¢u) tham gia vao mo
hinh, mdi quan h¢ gifra bién doc 1ap X (tinh toan cau
thuong hiéu) va bién phu thude Y (xu huéng tiéu
dung thuong higu) khong con ¢o v nghia thong ké
(B =0.02, p>0.75; Bang 2).

Ciing cht y thém la trong s6 hdi qui beta cua
X—Y khi c6 M khong con y nghia théng ké nén
chiing ta khéng can so sanh gifia beta khi c6 M va
khi khéng c6 M. Khi can so sanh ching v6i nhau
(néu ca hai beta nay déu co y nghia théng ké), ching
ta ¢ thé dung kiém dinh Freedman & Schatzkin.

Ma hinh hoi qui Udc luong . Gid trit| Giatrip
e e i ol B SE B
) Hang sd ‘ 2.11 0.197 “ 10.71 [ 0.000
X: Tinh toan ciu ctua thuong hiéu 0.17 0.056 0.17 3.02 0.003
Bién phu thuge Y: Xu hutdng tiéu dimg, R” = 0.03 (sig F < 0.01)
(2) [Hang 50 .92 | 0.199 - 9.64 | 0.000
X: Tinh toan ciu cua thuong hiéu 040 | 0.057 037 | 7.04 | 0.000 ‘
Bién phu thuc M: Chit !uoragj_an thic; R‘ = 0 14 (515, F < 0.001) |
Hang s0 1.38 0.208 5 6.64 | 0.000 |
X: Tinh toan ciu thuong hiéu 0.02 0.056 0.02 032 | 0753 |
) M: Chat lugng nhan thire cua thuong : : i ‘
. . : 4 0.38 0.052 0.41 7.27 0.000

Biénpku thudc Y: Xu huong tiéu ding; R°=0.17 (sig F < 0.001)

Ghi cha: B: trong so hoi qui beta chua chuan hoéa;

f: trong s6 hoi qui beta da chuan hoa; SE: sai léch

chuén. Nhu da ghi chi, ching ta khong can kiém dinh mé hinh héi qui (1), & day trinh bay chi mang

tinh tham khao.
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Tuy nhién, nhu di ghi chu trén day, viée nay khong
can thiét vi trong s6 beta ctia X — Y khi khéng cd6 M
chinh 1a hé sb twong quan giita X va Y va ciing chinh
la tong tac dong cua X vao Y khi ¢c6 M. Tuong tu
nhu vdy, cho tac dong gian tiép X—M—Y, vi trong
nghién clru nady, ca hai beta (X—M va M—Y) déu co
y nghia théng ké nén chung ta khong can kiém dinh
tich cua chiing. Néu mot trong hai beta nay khong c6
¥ nghia, ching ta co thé dung kiém dinh Mackinnon
& cong sy (2002) dé kiém dinh tich cua ching (xem,
vi du: Nguyén Dinh Tho, 2013).

Tom lai. két qua hdi qui cho thiy (1) bién doc lap
X (tinh toan cau thuong hiéu) giai thich duge bién
thién cia bién trung gian M (chat luong nhén thire
thuong higu), (2) bién trung gian M giai thich dugc
bién thién ctia bién phu thude Y (xu hudng tiéu dung
thuong hiéu), va (3) khi co bién trung gian thi moi
quan h¢ gitra bién doc lap X va bién phu thuée Y
giam. Nhu vay, chat lugng nhén thic thuong hiéu
dong vai tro trung gian todn phan (Baron & Kenny,
1986). Vi vay gia thuyét H2 (Tinh tocn cau thuong
hiéu ¢6 méi quan hé ciing chiéu véi chat lwong nhdan
thire thieong hiéu) va H3 ( Chdt lirong nhan thire
thirong hiéu co moi quan hé cung chiéu véi xu
hong tiéu dimg thiong hiéu) LTLrOrC chap nhan. Tuy
nhlen gia thuyét H1 (Tinh toan ca thirong hiéu co
méi quan hé cing chieu véi xu heong tiéu ding
thirong hiéu) bi tu chéi.

5. Y nghia va két luin

Muc dich chinh ctia nghién ctru nay 1a kham pha
vai {ro trung gian ctia chat lugng nhan thic thuong
hi¢u trong moi quan hé gifra tinh toan cau thuong
hiéu va xu huéng tiéu dung thuong hiéu. Két qua
nghién ctru cho thay chat luong nhan thirc thu‘ofng
hiéu 1am chirc nang trung gian toan phan trong moi
quan h¢ nay. Ké&t qua nay cho ching ta mot s6 ham
y vé mat Iy thuyét, nghién ciru va thyc tién,

Mét 1a, vé mat Iy thuyét, két qua nghién ctu
khang dinh vai tro cta tinh toan cau thuong hiéu,
mot thanh phan gép phan tao nén gia trj thuong hiéu
chua dugc xem xét trong cac mo hinh gia tri thuong
hiéu, dic biét 1a tai cac nén kinh té chuyén doi nhu

Tai liéu tham khao

viét Nam. Hai 13, v& mit nghién ctru, két qua nghién
clru cting g6p phan danh tin hi¢u cho cdc nha nghién
clru vé vai trd ciia céc bién trung gian, dac biét la
céc bién trung gian toan phan nhu chat lugng nhan
thire thuong hiéu trong nghién ciru nay. Cac bién
nay hién dién s€ lam tac dong cua bién doc lap vao
bién phu thude khong con y nghia nira. Vi vay, cdc
nha nghién ctru can chi ¥ kham pha céc bién nay dé
¢6 thé kham pha duge mdi quan hé phirc tap cla cac
bién marketing trong thi frudng.

Cubi cling, vé mat thuc tién, két qua cuia nghién
ctru dem lai mot sé ham y cho cac nha quan tri
thuong hidu Viét Nam va qudc té. Tinh toan cau
thuong hiéu 1a mot yéu t6 can xem xét trong qué
trinh dinh vi thuong hiéu. Nhiéu thuong hiéu trén
thé gidi da thuc hién viée nay, vi du nhu dao cao rau
Gillette gigi thiéu cho nguoi tiéu dung vé tinh toan
ciu ciia n6 thong qua thong diép vé sur hién dién cua
no tai cac thanh phé 16n trén thé gidi nhu Rome,
London, New York, Paris,... Vi vdy, cdc nha quan
tri céc thwong hiéu Viét Nam cin chd y ting bude
xdy dung va quang ba tinh toan cau cho thuong higu
cua minh.

Nghién clru nay c6 mot s6 han han ché. Thir nhat
1a, nghién ctru nay chi dugc thyc hién cho mot $O
thuong hiéu qudc té. So sanh vai tro coa tinh toan
cdu thuong hiéu giita thwong hiu néi dia (Viét
Nam) va thuong higu qudc té dbi voi xu hudng tiéu
dung la mot huong nghién clru tiép theo vi lam diéu
nay s& giap ching ta danh gia rd hon vé tinh toan
cau cua thuong hiéu. Hai 14, nghién ctru nay chi xem
xét mot bién trung gian (chit lugng nhan thic
thuong hiéu), cac nghién ctru tiép theo nén kham
phd nhimng bién trung gian khéc. Cudi cung la
nghién cliru nay st dung dit liéu tai mot thoi diém
(cross-sectional data), vi vay, rat kho khin dé kham
pha mbi quan hé nhan qua cling nhu co céu nhan
qua (causal mechanism) cua cac bién. Cac nghién
ctru tiép theo nén str dung phuong phap theo doi qua
trinh (pathway analysis; Weller & Barnes, 20]4) két
hop gitra dinh tinh (nghién ciru tinh huéng) véi dinh
lugng sé& gitp ching ta kham pha co cdu nhan qua
ro rang hon.(J
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