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BQi viC't chia se kC't quii. nghiCn ctiu mUc dq iinh huOng cUa cdc nhtin ti/ tdc df)ng vllo thj gidc 
(Visual Marketing) din f djnh mua hiing thiJi trang nhanh cUa giOi trC th6ng qua vifc khiio 
sdt 459 sinh viCn de'n tit cdc tritiJng d{ti hqc t(li Vift Nam. KC't quil nghi&n citu cho thdy, cdc 
nht1n 16:· Bili tri bdn hdng; Ten thitdng hi?u: Hf thiJ'ng nhiJ,n difn t<Ji di€

0

m bdn (POSM) c6 dnh 
huOng d&'n Y djnh mua thili trang nhanh cUa sinh viCn Vift Nam. TU d6, mQt s(/ ki€'n nghi dll(fc 
di xudi cho cdc doanh nghifp khai thdc Visual Marketing de' gia tdng f djnh mua va si't d1;1ng 
thili trang nhanh cUa sinh viCn Vi?t Nam. 

Tit kh6a: marketing th; gidc, mua hilng thl!i trang nhanh, sinh vien Vift Nam 

Summary 
The article analyzes the influence of Visual Marketing factors on young people's intention 
of buying fast fashion through a survey of 459 Vietnamese college students. Research result 
points out some determinants which are Visual merchandising; Brand name; Point of sale 
materials (POSM). Based on this finding, a number of recommendations are proposed for 
businesses to take advantage of Visual Marketing to increase Vietnamese students' intention 
of buying and u~·ing fast fashion. 
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GIGI THl~U 

Trong nhi1ng n<lm gftn dfiy, Vit$t Nam ta m(it trong 
nhi1ng qu6c gia c6 t6c di) tang tru'Ong kinh te' cao 
tren the' giOi. CUng vOi xu hu'dng toan cftu h6a, ngu'O'i 
tieu dUng Vit$t Nam cllng chi tieu m~nh tay hdn cho 
ngb.nh hang thCJi trang. Trong qua tr1nh mua s<im, 
cam xUc chi ph6i m<J.nh me de'n h,ta chqn clla ngu'CJi 
tieu dUng va Ung d1,1ng marketing tac d(ing vao giac 
quan (Sensory Marketing) chinh Ia chie'n Iuqc dLtqc 
ngay cang nhieu doanh nghit$p quan tfim nhtim thu 
hilt kh<ich hang bting vit$c tac d()ng vao 5 gi<ic quan 
clla ngu'Oi tieu dUng. Trong d6, marketing thj gi<ic 
(Visual Marketing) la phu'dng thli'c duqc u'a chu()ng 
nha't, d~c bit$1, vdi llnh vlfc thOi trang, khi quan die'm 
clla ngu'Oi tieu dUng ph1,1 thu(ic vao cam nh~n th6ng 
qua thj gi<ic clla hQ. Vi v~y, d6i vOi cac thU'dng hit$u 
thOi trang nhanh, vai trO clla "Visual Marketing" 
trong hol,lch djnh vii xfiy dlfng chie'n llfqc marketing 
la v6 cllng ldn. 

', ··, ···, ····, •••• ., ······, TnJO'ng E)~i hQc Kinh te Qu6c d<ln 

Gidi tre, d:;tc bit$t Ia sinh vien lu6n 
c~p nh~t nhllng xu hu'dng thOi trang 
mOi, thay d6i v:l sang tl,l.O de' hlnh thb.nh 
phong each rieng cho bin than. E>i&u 
d6 khie'n cho cac thlidng hit$u thOi trang 
phii lien t1,1c nghien cUu de' tha'u hie'u va 
ph1,1c Vl,l nhu cftu lu6n thay ct6i clla nh6m 
ctOi tu\'fng nay. Vdi mile d(i tlidng tac 
cao va khi n<ing thich Ung vdi cac c6ng 
ClJ truyen th6ng va m<J,ng xii hQi, cllng 
nhu c§.u the' hit$n bin thiin cao va mong 
mu6n kham ph<i, tr<ii nghit$m, khi n<ing 
chi tril kh6ng cao, sinh vien trd thb.nh thj 
tru'O'ng tiem nang cho cac doanh nghit$p 
thOi trang nhanh khai thric dt!a tren vit$c 
tac dQng th6ng qua cac nh3.n to' thu(ic 
Visual Marketing. 

Nghif:n cUu nay du'Q'c thlfc hit$n vdi 
ml,lc tieu do llfOng tftm <lnh huO'ng clla 
cac nh:ln to' tac d(ing vao tht gi<ic tdi 
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hanh vi mua th(fi trang nhanh 'ell.a sinh 
vien Viet Nam; tU d6, d~ xuilt mQt sO 
khuye'n nghi giUp ciic doanh nghiep thbi 
trang nhanh thu hilt sinh vien "iet Nam 
de'n v(1i thu'dng hi~u ell.a minh. 

T6NG QUAN VA PHllC1NG PHAP 
NGHIEN c(J'u 

Cd sd IY thuylt 
ThC:li trang nhanh dtiQ'c dinh nghia ta 

mQt m6 hinh kinh doanh cung ca'p cac xu 
hudng thCli trang mdi nhilt cling vdi viec 
dap ll'ng nhanh ch6ng nhu cfiu ciia nguCli 
tieu dllng vdi gici ca hqp ty. MO hlnh kinh 
doanh thCli trang nhanh mang t<.J.i tu6ng 
gi6 mdi vao nganh c6nf nghiep d~t may 
toan cftu va thlfc te' Ia hau he't ciic c6ng ty 
th(fi trang nhanh vu'Qt trQi hdn so vdi ciic 
hi'ing th(fi trang di'i chi ra slf thanh c6ng 
va sll'c thu hilt cUa ciich tie'p c~n nay (Jin 
Su, Aihwa Chang, 2017). 

Vahidreza Mirabi va cQng slf (20t5) 
cho rAng, c6 5 nhiln t6 tac dQng de'n Y 
dtnh mua cUa nguC:ri tieu dllng, g6m: Ten 
thtiefng hieu; Chilt tuqng cUa sin phifm; 
Bao g6i sin phifm; Gi3. ci; Quing ccio v~ 
sin phffm. Trang d6, c6 2 nhiln t6 thuQc 
Visual Marketing Ia Ten thu'dng hieu va 
Bao g6i cUa sin phffm. 

Nghien cltu cUa Han Gia Vuong va 
Minh Tan Nguyen (2018) cho ke't qua v~ 
cic nhiln t6 c6 3.nh hu'dng de'n Y djnh mua 
hang thCli trang nhanh g6m 7 nhan t6: Gia 
cam nh~n; Cha't h.rqng cam nh~n; Nh~n 
thllc v~ thlidng hieu; Nh#n thllc v~ thCfi 
trang; Gia ttj mua s~m Hedonic; Kh6ng 
khi t<;ii ctYa hang; Xilc tie'n ban. Trang d6, 
nhiln t6 iinh hu'dng J(jn nha't de'n Y dinh 
mua hllng d6i vd'i cac siin phffm thC:ri trang 
nhanh ta: Nh~n thUc v~ thbi trang; Xilc 
tie'n ban va Kh6ng khl t<:i-i cii'a h3.ng. 

Gill thuylt va m6 hlnh nghien cUu 
Theo nghien cltu cUa Nicholas H. Lurie 

va Mason (2007), nh#n thUc trlfc quan va 
th6ng tin thu du'Qc qua thj giac lu6n 13.. 
mQt nhiln t6 trong viec ra quyi.!'t djnh va 
ti;io di/Ilg nen slf h3.i !Ong cU.a khcich h3.ng. 
Michel Wedel-Rk Peters (2007) sau khi 
t6ng quan ra't nhi~u nghien cUu dii ke't 
lu#n rling, nhiln t6 quan tr9ng ca'u thanh 
nen Visual Marketing la thii.!'t ke' thlfc cU.a 
hlnh iinh dli<;jc truy~n th6ng (logo, bao g6i, 
thie't ke' quiing cao ... ) va gfin day nha't c6 
them thie't ke' he th6ng nh~n ctien online 
clla thu'dng hieu (page, website ... ). 

Trong nghien cltu nay, cac nhin t6 
ca'u th3.nh Visual Marketing dtiQ'c nh6m 

Econon1y and Forecast Review 

tac gi3. d~ c~p de'n bao g6m: BQ nh#n <lien thtiefng hieu; 
B3.i tr! b3.n h3.ng. Trang d6: 

BQ nhQn difn thlhlng hifu. Theo Barnett, Jennier 
v3. Lafferty (2006), BQ nh#n di¢n thttdng hieu ta di;ic 
di~m c6t t5i ciia thll'Cfng hieu va n6 xac djnh thu'dng 
hi¢u d6 tren thi tru'Ong. Cbn Balmer va Greyser (2006) 
cho rhng, BQ nh#n <lien thtiefng hieu ta mQt nh:ln t6 ca'u 
th3.nh ben trong, thu'O'ng du'(jc thie't ke' trttdc khi thU'Cfng 
hieu ra m~t vOi c6ng chllng va du'(jc qu3.n IY bdi ban 
quan ttj thu'Cfng hieu trong c6ng ty. Nh6m nghien cltu 
bQ nh4n <lien thu'dng hit';u tren 5 phu'dng <lien: Logo 
cUa thttdng hieu; Ten thttefng hi¢u; Thie't ke' bao g6i 
s3.n phfim va He th6ng nh#n di¢n tren internet. 

Logo cUa thuang hifu ta mQt nhiln t6 v6 cllng quan 
tr9ng (Henderson va Cote, 1998), vi ch-Ung du'<;Jc coi la 
da'u hieu nh~n d<).ng thu'Cfng hi~u n6i b#t nha't va c6 <lnh 
hu'dng ding k€ de'n nh#n thUc, tlnh ciim va th<ii dQ d6i 
vdi thu'dng hieu (Jiang va cQng slf, 2016). Tlld6, nh6m 
nghien cUu d€ xua't giii thuye't: 

Hia: Logo cU.a thu'dng hieu c6 iinh hu'dng trlfc tie'p 
de'n Y djnh mua thbi trang nhanh cUa sinh vien Viet Nam. 

Ten thlldng hi?u nen hilp dftn, truy~n t3.i dtiQ'C gici tri 
thu'dng hieu va dip Ung du'<;fc nhu cftu ciia th! trttb'ng. 
Sau cling, ten thu'dng hieu nen mang nhUng y nghia, 
gQ'i ra nhUng lien tu'Ong va hlnh 3nh thu'dng hi(:u d6, 
vi(:c llfa ch9n ten thu'dng hieu phU hQ'p ra't quan tr9ng 
trong viec xay dlfng nh~n ctien thu'dng hi$u (Lennan 
va Garbarino, 2002). TU d6, nh6m nghien cltu d~ xua't 
gi<i thuye't: 

Hib: Ten thu'dng hi$u c6 3.nh httdng trlfc tie'p de'n 
Y djnh mua thbi trang nhanh cila sinh vien Viet Nam. 

Bao g6i Ia hlnh thUc tie'p xllc dftu tien cUa ngubi tieu 
dllng de'n thu'dng hieu v3. 13. mQt trong nhUng nhfi.n t6 
anh hu'dng de'n y d!nh mua (Magnier va Crie, 2015). 
Kh6ng chi v~y, bao g6i cOn ph3.n anh sin phffm va th€ 
hien dli<;Jc dinh vi thttdng hi$u (HellstrOm va Nilsson, 
20t 1). TU d6, nh6m nghien cltu d~ xua't gi3. thuye't: 
, Hie: Thie't ke' bao g6i c6 inh hu'dng tnfc tie'p de'n 
Y djnh mua thbi trang nhanh ciia sinh vien Vi~t Nam. 

H~ thO'ng nhi},n difn tren internet. Hi(:n nay, ngttCli 
dllng ngay c3.ng c6 xu hudng ch9n tlfa va mua s~m 
online, do v~y, h~ th6ng nh~n di$n tren internet ci1ng 
da du'<;1c nhieu thu'dng hieu quan tiim hdn. He th6ng 
nh#n di~n tren internet thlib'ng bao g6m cac nhan t6, 
nhli: giao dien website, thie't ke' fanpage ... hay tilt ca 
nhUng gl tren internet tam ngu'O'i dllng xac djnh dliQ'c 
mQt thttefng hieu. Th6ng qua ciic trang website ciia mQt 
c6ng ty, c6 th€ xac dinh mQt bQ nh~n di~n m<:i-nh me va 
cha't lu'<;Jng (Madhavaram, Sreedhar; Badrinarayanan, 
Vishag; McDonald, Robert E, 2005) ... TU d6, nh6m 
nghien cUu d~ xua't gii thuye't: 

Hid: He th6ng nh~n ctien tren Internet c6 3.nh 
hu'dng tnfc tie'p de'n Y djnh mua thb'i trang nhanh cUa 
sinh vien Viet Nam. 

Bili tri bcin hilng (Visual Merchandising). Theo 
Mehta vft Chugan (2013), Bai tri ban hang ta ho:,i.t 
dQngphiln lo<:ii h3..ng d€ sip xe'p hang h6a vao dilng v! 
tri, de khich hftng cte dang tie'p c#n vao dilng thbi di€m 

103 



I 
ST'I' 

I 

2 

3 

4 

5 

6 

7 

' 
9 

HlNH 1: MO HlNH NGHl~N c{JCJ o! XCJAT 
- ·- -

BO ntitn di~ ·~ hitu -
Logo cm~ bltu 

... 
Thi lllucq ltleu "" 
Thi&~ i.e.~ "" 

It~ ~ nhtn <lien - lftlnnet "" 
11e 11"""8 .., ~,.;<lib bola~ "'" - . - - , 

- - - - --
I "!" dinh IDUI 

Bii lff ba'.t ~ CVl-1 Mm:handhini) 

J..nh ~ ,.;.....,,~ '"• 

act. """' bily dn pbAm "'" 
Trq nf !fl ab. ....., "" 

Ngu6n: D~ 11u!t cUo nh6m t6c gld (2021) 

BANG I: KfT QCJA Kl~M DINH D¢ TIN c,; Y THANG DO 

S6 "~'6- I 
Bl6n~ 

!hang Cronhnch'.~ t1tdng '!J•nn 

•• Alphn hi(n tOng 
hlltng nhO nh!ft .. 

Logo ci.ia thttdng hiCu (Logo) 5 0.752 0.38 

Tl!n 1httdng hi(!u (Ten) 6 0.715 0.359 

ThiC1 ke°hao gt'ii (TK) 5 0,8Z6 0 . .534 

He th6ng nh~n dien U).i dilm b<ln POSM 3 0.747 0 . .504 (POSM) 

HI,! th6ng nh~n di(!n trCn internet (NDTI) 3 0.697 0.417 

/.,nh sling qii clra h3ng (AS) 3 0.798 0.585 

C<lch tntng b3y siin phll'm (TrungBay) 4 0.833 0.638 

Trang trf 1::-i elm hi'lng (TrnngTri) 5 0.841 0.610 

Y djnh mua (YDr.1) 4 0.797 0.581 

Ngu6n: Nghft:n cVU cUo nh6m t6c gl6. 2021 

trong qua trinh tnua. nhh1n mi.ic dich llnh ht!d'ng d€n 
vit;c 1nua cUa ngt!Cli tiCu dUng. ~11;1c tiCu cUa bi'li tr! ban 
hD.ng 13. 16i da h6a hit;u qua bhng each t:).O ra ml)t mOi 
trt!Clng n1ua s~m. 16 chUc hi¢u qua hhng h6a trong ct'ta 
hhng va khac bi¢t h6a c:'ic thtld'ng hi¢u dl doanh s6b:'in 
hhng t:'ing ICn (Ki1n. 2013). Kh:'ich hang ngay chng kh6 
tinh hd'n va it !rung thftnh hd'n, do d6 bD.i tri b:'in hllng 
cang nCn dU'<;Jc sii' d1;1ng d€° khd'i d~y nghiCn cUu. t~o 9 
djnh va hftnh dQng (Damminga, Wu va Johnson, 2012). 

Theo Hussain va c(lng Slf (2015). :'inh s:'ing. c:'ich 
tntng bay san ph:fn1 va !rang tri c6 llnh ht!d'ng Heh ClfC 
dCn Y djnh mua ciia ngt!Cli tiCu dUng. Trang d6, anh 
s:'ing ta 111Qt nhiin 16 ra't quan tr9ng quye't djnh dc"n 
1nOi trt!Clng, bCli n1l)t c!!.n phbng ttld'i sang sC kfch thich 
hd'n nhllng can phbng thiCu :'inh s:'ing. BCn C:).nh d6. 
nghiCn cUu ciia Ann Marie Fiore. Xinlu Yah. Eunah 
Yoh (2000) cho r~ng, each tnJng bay slln ph:fm 13. trlnh 
bi'iy va stfp xe"p c:'ic san ph:fm. hang h6a h<;Jp IY a m(lt 
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ho!!.c nhieu khu vtlc nhfi"t dinh, tl! d6 Ihm 
n6i b(it (cac) sa~ phfim ~a 1:).0 ra llnh 
htllfng tlch clfc dC'n phlln Ung ciia ngt!Cli 
til!u dUng. Sau khi tOng quan nhi~u cOng 
trlnh nghiCn ct1u trtldc d6. Cant va Hcfcr 
(2012) chi ra rhng. trang tri gia tang nh(in 
thUc ciia ngt!CSi tiCu dUng vC hlnh :1nh va 
d~c diCn1 ciia cli'a hang. tl! d6 x:'ic dinh Y 
djnh mua hftng d6i vdi cac s3.n phU'm thCSi 
trang. Tl! d6. nh6m nghiCn cUu dt: xua't 
c:'ic gi:1 thuyCt: 

H2a: Anh s:'ing tai cli'a hang c6 :lnh 
ht!lfng tnfc tiC"p dC'n. Y djnh mua hang 
thb'i trang nhanh cUa sinh vien Vi{:t Nam. 

H2b: each tntng bar s:ln phU'm c6 3.nh 
ht!d'ng tnfc ti€p de'n Y djnh mua hang 
thCSi trang nhanh cUa sinh vien Vi(,H Nani. 

H2c: Trang tri t:).i ,cli'a hi\ng c6 llnh 
ht!d'ng tnfc tic'p dC'n Y djnh mua hhng 
thb'i trang nhanh cUa sinh vien Vi{:t Nani. 

Ben c:.inh d6, trong qua trlnh phOng 
vfi"n nh6m nghiCn ctfu khai th;ic dU'<;fC j 
djnh rnua hi'lng thbi trang nhanh ciia sinh 
viCn Vit;1 Nam cbn bj tlnh httdng dang 
kE bd'i he th6ng nh(in di.;n t~i diCm ban 
(POSMJ cUa c:'ic thtld'ng hi(!u thCli !rang 
nhanh • mQt nhftn 16 thu(lc bQ nh(in di(!n 
tht!O'ng hi.;u. Cac nhUn t6 dU'<;fc nh~c de'n 
thuQc biCn s6 c6 tht! kl! aCn lh c:'ic banner 
t:).i die'm ban. cac bien qu3.ng c:'io khuyc'n 
n15.i (wobbler. dangler) va poster ciia 
thU'd'ng hi(!u. Dlfa trCn kC"t qua nghiCn 
cUu djnh tlnh, nh6m tac gi:l ti€n hi'lnh 
hit;u chinh, xfiy dlfng gi:l thuyCt va thang 
do cho bie'n sO mdi It! Hti: th6ng nh4n di(!n 
t:).i diCn1 b:'in (POSM) va dt1a bic'n s6 vao 
mO hlnh nghiCn ct1u mdi. Gi3 thuyC"t HI c 
dU'!JC ph<it bie'u: 

Hie: Hi; th6ng nh(in dit;n t~i dilin1 b:in 
c6 llnh ht!d'ng lf\!c tiC'p dc'n Y djnh nlua 
thb'i trang nhanh ciia sinh vi!n Vi{:t Na111. 

Dl)'a trCn c:ic nghiCn ct1u c6 lit!n quan. 
nh6m t:'ic gill de xu1l't mO hlnh nghiCn cttu 
nhtl Hlnh I. 

l'h1fO'ng ph3 p nghi~n cUu 
Vdi pht!d'ng ph:'ip chc;in n1~u thu(in 

ti¢n, vdi t6ng thC nghiCn ct1u Ill nhllng 
kh:'ich hang trong ntldc dii va dang tr3.i 
nghi(:1n, sli'd1;1ng c:'ic s3.n phti'n1 thbi trang 
nhanh. bllng hOi dtli;Jc gli'i qua c:'ic fanpage 
c{ic tntb'ng d:).i hQc d Hi'i NQi, TP. H6 Chi 
Minh. E>h Nitng, nd'i c6 slf xufit hi(:n ciia 
cac thtldng hi.;u thbi trang nhanh. ThOng 
tin dtlc;fc thu th~p trong kho:\ng thCli gian 
tlrth:'ing 9/2021 dCn th:'ing 1212021. M5u 
khllo s:'it vdi quy nlO 1nfiu 500 dtt<)c lhlfc 
hi~n. sau rU so:'it, c6 459 phiCu kh3o s:'it 
c6 gi:'i Ir! cha phftn tich. Ph~n 1nCm SPSS 
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'' . 
du't;Jc sli' d1;1ng di! khai th:ic dU' li(:u (BO.i 
viCi si~ dt;1ng cdch viC't sf/ th{jp JJhtin then 
chudn q116"c ti!). 

KET QUA NGHIEN Clfu 

Kil!'m djnh d(I tin cGy thang do 
KC't quil ki<fm djnh Cronbach·s Alpha 

(Bilng I) cho tha'y, ta't c:l cUc tiCu chi do 
h/Clng bic'n s6 dCu d:.it tiCu chufi'n vi: dQ 
tin c4y (vdi chi s6 Cronbach'.s Alpha :::: 
0.6). H~u hc't cac tiCu chi do hJClng dCu 
c6 chi .s6 Cronbach ·s Alpha:::: 0.7. chU'ng 
16 thang do dl.fc;fc sli' d9ng 161. d6ng g6p 
vi\o vi¢c do llfb'ng bic'n s6. H¢ s6 tlfdng 
quan biCn tOng (Corrected ltcn1 - Total 
Correlation) d~u trCn mli'c tiCu chud'n 
(~ 0.3). Do v4y, ta't c& thang do cteu d:.i.1 
di~u ki¢n va khOng c6 thang do ni\o bi 
lo:;ti bO sau quti trlnh kil!1n djnh dQ tin 
c(iy ci.ia thang do. 

Phfin Heh nhfin t6 kh!lm ph:I (EFA) 
Nhlim nit gQn t(ip h<;fp gOm nhiCu til!u 

chi do h.tbng cUa nh6m thilnh mQt t~p hc,fp 
bic'n nhO hdn. nhLlng vfin di~n d:_i.t du'<;fc 
dfiy dU Y nghia cUa nh6m bic'n quan s:it 
ban dgu. nh6m dii thlfc hi¢n phdn Heh 
EFA. Phdn tich EFA cho 8 bie'n dQc l~p 
va l bic'n ph1,1 thut)c cho ra kc't qua. nhlt: 
Ki/Sm djnh KM0v3. Banlctt =0.928, nhm 
trong kho:lng cho ph~p tU 0.5-1.0. BCn 
c:_i.nh d6, sau khi th\fc hi¢n lo:,ii biC'n xff'u. 
biC'n d(ic l~p "HI; th6ng nh4n di(:n trCn 
internet·· dfi bj loi,ii bO. D6ng thbi. gQp 3 
biC'n 13.: "Anh s:ing ti,ii elta h3.ng'', ';CD.ch 
tntng b3.y s:ln phifm .. v3. "Trang tri ti,ii cU'a 
h3.ng" thiinh mQt biCn mdi mang tCn ';Bili 
tri ban h3.ng ··do c:ic bie'n trf:n dCu h(>i t1;1 
v3.o cling 1nQt nh!in 16 kh:im ph:i. Sau khi 
lo:.ii biCn kh6ng phU h<;fp va gQp biCn, 1n6 
hlnh cOn l:.ti 32 bie'n quan s:it h(li 11;1 v3.o 6 
nh!in 16 c6 giD. ttj Eigenvalue ldn hdn I v3. 
gitli 1hlch dltc,1C 59.378% slfbiCn 1hiCn cUa 
dcr lieu (Bang 2). 

Qua phfin tfch EFA, nh61n xfty dl.{ng 
du'Qc gi:1 thuye't H2 mdi va lo<,ii bO gia 
thuyCt Hld. MO hlnh nghiCn cd'u cuOi 
cllng nhlt Hinh 2. 

H2: Bi'ti tri b:in hi'tng (Visual 
Merc~andising) c6 anh hu'd'ng tnfc tic'p 
dc'n Y d!nh mua thCli trang nhanh cUa 
sinh viCn Vit;t Nan1. 

Phlin tich IU'dn~ quan Pearson 
Kc't qua phfin tich tltdng quan (Bang 

3) cho thfiy. mttc Y nghia cUa cac h(: s6 
d~u ra't nhO (Sig. = 0 < 0.05), n€n ta't 
ca c:ic h¢ s6 tu'<fng quan dCu co y nghia 
thfing kC va phll hQp di! du'a vao ph!in 

F.conomy nnd Forecu~ Re\'icw 

eANa 2: KET QaA PHAN TicH EFA 

I Nhlln ta' I, 

' I 2 3 4 5 6 I 

AS3 0.713 

AS2 0.708 

Trnnl!Tri2 0.697 

ASI 0.683 

TrangTri3 0.675 

Trunl!Bay3 0.671 

Trnnl!Tri4 0.668 

TrnngTril 0.636 

Trun1?Bav4 0.632 

TruncHav2 0.607 ' 
TrunJ,!Bayl 0.601 

Tranl!Tri5 0.598 

TK3 0.680 

TK2 0.676 

TKI 0.635 

TK5 0.606 

TK4 0.541 

J...ogo4 0.732 

Loi!03 0.687 

Lo!.!02 0.650 

Lo1.!o5 0.646 

YDl\11 0.740 -
YDl\13 0.736 

YDl\12 0.735 

YDM4 0.730 

Tcn5 0.771 

Ten4 0.609 

Tcn3 0.591 

Tcn6 0.550 

POS/'o.11 0.780 

POSl\12 0.720 

POS/'o.13 0.589 

HlNH 2: MO HlNH NGHl@.N c{Ju cu61 cUNa 

BO .... ditl> -,. liifu 

i.o,o ma ~ blta '" 
Ta.~wtu "' 
™6Utioor:6i "' 

[ IJtMo:r-..~,.;olil..-(l'O!IM)I '" 

r 
. 

I t~-

DtittlWn liq " (\'inal M<rtliomili1111) 

Ngu6n: Nghi!n cUU cUe nh6m t6c g16. 2021 

tich h6i quy. NgoUi ra. c:ic c:'):p bie'n d6u c6 S\t' tll'dng 
quan tuye'n tfnh d 1nU'c tin c4y dc'n 99o/'(l (lltefng ttng 
vdi mt!c Y nghia 1% = 0.01). l)o v4y, c6 thC kCt lu~n. 
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... 

I 
II 

BANG 3; KET QUA PHAN TiCH TddNG QUAN PEARSON 
-·-- ·-·· 

Logo I \'1\1 Teo rosM "i'Dl\1 TK 

Pearson 1' I 0.32R .. 0.514"" 0.436" 0.665" 0.561"" 

VM Sig. n 0.000 0.000 0.000 0.000 0.000 

N 459 459 459 459 459 459 

Pearson 0.328'" I 0.362'" 0.395 .. 0.431"" 0.410'" 

T<0 Sig. 0.000 0.000 0.000 0.000 0.000 

N 459 459 459 459 459 459 

Pearson 0.514"" 0.362'" I 0.399 .. 0.468'" 0.386 .. 

rosr.1 Sig. 0.000 0.000 0.000 0.000 0.000 

N 459 459 459 459 459 459 

Pearson 0.436"' 0.395"" 0.399"' I 0.332"" 0.25\"" 

YDM Sig. 0.000 0.000 0.000 0.000 0.000 

N 459 459 459 459 459 459 

Pearson 0.665'" 0.431"' 0.468'' 0.332'' I 0.593'' 

TK Sig. 0.000 0.llOO 0.000 0.000 0.000 

N 459 459 459 459 459 459 

Pearson 0.561" 0.410" 0.386'' 0.251'' 0.593'' I 

Logo Sig. 0.000 0.000 0.000 O.llOO 0.000 

N 459 459 459 459 459 459 

II 
eANG 4: K~T auA PHAN TfcH H61 auv TuvEN TiNH LAN 2 

I 

-HeS6h6!<i\i):·· llC sri h6i quy Thlfng k~ 
chlin ("huli'n h6a chu!n h6n 

MG hlnh 
Snls6 

T Sig. 
dn ct)ng tuy~n 

R Hctn 
1\1.tc dO \'IF 

chufi'n ddng 5· 
(H~ng s6} 0.927 0.194 4.775 0.000 

VM 
Teo 

POSf\.1 

0.292 0.052 0.267 5.664 0.000 0.712 1.404 

0.238 0.042 0.244 5.643 O.llOO 0.842 1.188 

0.171 0.047 0.174 3.644 0.000 0.694 1.441 

II Ngu6n: Nghlt!n cU'u cUti nh6m t6c giii, 2021 

ta't ca nhITTtg bie'n dQc l~p d~u c6 m6i tlf<fng quan vdi 
biCn ph1,1 thuQc va kh6ng c6 hi¢n tlfQng da cQng tuyCn 
xdy ra. If' 

Phfin tfch h6i quy 
Kc't qua phfin tich h6i quy tuye'n tinh 1an I cha 

th!fy. 3 bie'n .Ten thl!dng hi(:u, He th6ng nh~n dit;:n 
t1).i di~m ban'' (POSM) vi\ Bi\i tri b:in hi\ng (Visual 
Merchandising) c6 h¢ s6 h6i quy chU'a chufin h6a 1an 
h!Qt la 0.360, 0.268. 0.181. thtla man h< so's;g_ < 0.05. 
E>Oi vdi 2 bic'n dQc l~p 1a Logo thU'dng hit;u va ThiCt 
ke'bao g6i, h¢ s6 Sig.> 0.05. nen vdi cO m~u h/a chQn. 
chU'a thC kc"t lu~n dU'(,fc m6i quan h¢ giO'a 2 bie'n s6 nay 
vll bie'n ph9 thuQc. Vl vqy, gid thuye't Hla vi\ Hlc bi 
loi:,i bO. Vdi 3 bic'n s6 du'Q'c hfa ch9n. nh6m thi,tc hi¢n 
phfin Heh h6i quy tuyc'n tfnh Jlin 2. 

Ke't qui ph5n tich h6i quy llin 2 (B3.ng 4) cho tha'y, 
h¢ s6 h6i quy chufin h6a llin h.1\1t c6 ke't quii Ill 0.267, 
0.244, 0.174, h¢ s6Sig. < 0.05. H¢ s6VIFcUa c:ic bic'n 
s6 dCu < I 0. ke't h<;1p vdi d6i chie'u d b:lng phftn tich 
tU'Cfng quan chUTig tO mO hlnh kh6ng xiy ra hi¢n tU'<;fng 
da cQng tuye'n. Ccic ht$ sO hOi quy cUa 3 bie'n d()c 14p 
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dU'(1c hfa chQn dCu mang d!lu (+). thC 
hif;n n16i quan h~ 1hu4n chit!u cUa 3 bie'n 
s6 d6 d6i vdi bic'n ph1;1 thuQc. 

KR LU(.N VA KIEN NGH! GIAl PHAP 

KIS't luQn 
Kc't qua nghiCn cU'u cho th£i"y. khi 

nfi.o nguCJi 1iCp xUc vdi nhO'ng hlnh :lnh 
mang tinh thOng tin dOng bQ va l;:tp di 
l~p l:;ii nhit':u Id.n, hQ sC c6 xu hU'dng htu 
gill va hlnh dung l:)i chUng khi dLt<;1c 
nh~c nhd. E>Oi khi, chic'n lLt<;fc thl!dng 
hieu va ke" ho:;ich truyCn th6ng khOng 
ph:li mo'i quan t!im hi'tng d3u cU.a khUch 
hi'tng. nhltng hQ sC ghi nhd th6ng qua 
nhO'ng IU'dng tUc vi't dil!m ch:;im clla hQ 
vdi thll'dng hi(,!u. D6i vdi cUc thll'dng 
hit$u lht'Ji 1rang nhanh, vi(:c sd hU'u nhO'ng 
chic'n llf<;1c Visual Marketing ht:;fp 19 Ja 
bl!dc tiC'n v6 cling quan trQng lrong vi¢c 
thu hilt kh:ich hang va t:;io dlfng d!lu fin 
riCng cho thl!Cfng hi#;u. 

Nghif:n cU'u c6 9 nghia trong vi(:c chl 
ra :lnh hU'd'ng clla Visual Marketing de'n 
9 dinh mua clla gidi trC n6i chung va sinh 
viCn Viet Nam d6i vdi nganh thb'i trang 
nhanh. Trong d6, TCn thltdng hieu; Ht; 
th6ng nh4n dien 1:;ii dil!m bUn; Bili tri ban 
hang c6 :lnh hu'dng d€n Y d!nh mua hang 
tht'Ji trang nhanh cUa sinh vil!n Vi¢t Nam. 
CUC nh!in 16 trf:n d~u c6 :lnh hu'CJ'ng lnfC 
tiCp dC'n 9 djnh mua; trong d6. nh!in 16 
83.i lri bUn hang (Visual merchandising) 
c6 3.nh hll'O'ng m:)nh nh!lt, sau d6 13 Ht:: 
th6ng nh4n di(:n t:;ii diCm ban (POSM) 
va TCn thl!dng hi¢u. CUc nh!in 16: Logo 
cUa thu'Cfng hi¢u; Thic't kc' bao g6i va H¢ 
th6ng nh~n dien tren internet du'<;1c kc't 
Juan Ia chu'a thC d:inh gill m6i quan h¢ 
vdi Y d!nh mua dl}'a trC:n quy mO mliu 
dU't:;fc llfa ch9n. 

MQt s6 giili ph3p 
Dlfa trf:n ke't qu:1 nghif:n cU'u, nh6m 

tac gill d~ xua't mQt s6 gi:li ph3.p g6p 
phan thilc dily y dinh mua hi'tng cUa sinh 
viCn Vi(:t Nam d6i vdi ng3.nh hAng th(Ji 
trang nhanh. Ct.i tht1 13.: 

MQt ltl, c3.c thu'dng hieu th(Ji trang 
nhanh c~n chU trong vil;c x!iy dlfng tCn 
thll'dng hil;u. Sinh vif:n Viet Nam thu'(Jng 
b! thu hilt blfi nhU'ng tCn thl!dng hieu dC 
dQC, ffn tU'(,1ng, t:)O du'<;1C kh:l nling liCn 
tu'lfng t6t. Vl v~y. cjc thll'dng hil$u th(Ji 
trang nhanh mdi c6 9 djnh gia nh~p th! 
tntbng c6 the' 3.p d1;1ng nhl1ng 9 tu'dng trCn 
vf: tCn thll'dng hieu di! thu hUt 1ep khUch 
h3.ng sinh viCn Vi(H Nam. 

Kinh 16 vll D1f h.1n 



Hai ill, ctic thu'Ong hiGu thOi trang 
nhanh cftn chti tr9ng phtit tri€n hG th6ng 
nh4n di¢n t<).i di~m bin vdi banner, 
standee ... mQt ctich dQc dtio va thu htit. 
H9 c6 th€ slr d1,1ng cOng ngh¢ hiGn d<.ii 
tip d1,1ng vao h¢ th6ng nh4n di¢n t<_li di€m 
btin, gitip gia tiing SI/ chti Y clla khtich 
hh.ng tre, d~c bi¢t Ia d6i tu'Q"ng sinh vien 
- tGp khtich hi'tng c6 dQ ph<in Ung cao d6i 
vdi khfa C<J.nh trl/c quan. 

Ba iii, ctic thu'dng hiGu thOi trang 
nhanh t<).i ViGt Nam cftn t4p trung x5.y 

dl/ng chie'n lu'c;1c nh~m khai thtic triGt d€ nh:ln t6Biii 
tri btin h<lng trong vi¢c thu htit khtich h<lng. H9 nen 
thie't ke' d<ln 3.nh sting t<).i cUa hh.ng vdi mau s:l:c, mti'c 
dQ sting d~ chju vdi m&t ngu'Oi diing. Anh sting cftn 
duqc thie't kc' phii hQ"p vdi y tuOng s<in phifm clla 
thu'ong hi¢u. Trang trf t<).i cll'a hiing cftn du'Q"c thie't 
ke' vdi mau s&c hh.i hOa va d6ng bQ vdi nhau tit ben 
ngoiii viio ben trong gitip thu htit khtich hiing bu'Oc 
vao cll'a hilng va gill hQ 0 l<J.i l:lu hon. Siin phffm 
tru'ng bay t<_ti cll'a hang cUng ciin du',Jc sifp xe'p ml)t 
each hQ"p lY d€ t<_to slf thu~n ti¢n va ha'p dfi.n de'n 
kh3ch hh.ng.D 

--1:ALI-ItU_THAM.KHAO ___________________ _ 

J. Balmer, J. M. T. and Greyser, S. A. (2006). Corporate marketing: Integrating corporate 
identity, corporate branding, corporate communications, corporate image and corporate reputation, 
European Journal of Marketing, 40(7/8), 730-741 

2. Barnett, Jermier, and Lafferty (2006). The Definitional Landscape, Cotporate Reputation, 9, 26-38 
3. Cant, M. C., and Y. Hefer (2012). Visual Merchandising Displays: Waste Effort or Strategic Move? 

The Dilemma Faced By Apparel Retail Stores, Journal of Applied Business Research, 28(6), 1489-1496 
4. Damminga, Wu., and Johnson (2012). The Effect of Lifestyle and Shoppable Fashion Product 

Displays on Consumers, Approach and Avoidance Behavior, 3(3), 108-118 
5. Han Gia Vuong and Minh Tan Nguyen (2018). Factors Influencing Millennials' Purchase 

Intention towards Fast Fashion Products: A Case Study in Vietnam, International Journal of Social 
Science and Humanity, 8(8), 235-240 

6. Henderson and Cote (1998). Guidelines for Selecting or Modifying Logos, Journal of 
Marketing, 62(2), 14-30 

7. Hellstrom, D., and Nilsson, F. (2011). Logistics-driven packaging innovation: a case study at 
IKEA, International Journal of Retail & Distribution Management, 39(9), 638-657 

8. Hussain, Riaz and Ali, Mazhar (2015). Effect of Store Atmosphere on Consumer Purchase Intention, 
International Journal of Marketing Studies, 7(2), retrived from http://dx.doi.org/J0.2139/ssrn.2588411 

9. Jin Su and Aihwa Chang (2017). Factors affecting college students' brand loyalty toward fast 
fashion: A consumer-based brand equity approach, International Journal of Retail & Distribution 
Management, 46(3), 90-107 

10. Jin, B., Chang, H.J., Matthews, D.R., and Gupta, M. (2012). Fast fashion business model: 
what, why and how?, in Choi, T.-M. (Ed.), Fashion Supply Chain Management: Industry and 
Business Analysis, IGL GLobal, Hershey, PA, 193-211 

11. Kim, J. (2013). A Study on the Effect that VMD (Visual Merchandising Design) in Store 
Has on Purchasing Products, International Journal of Smart Home, 7(4), 217-223 

12. Lerman, D., and Garbarino, E. (2002). Recall and recognition of brand names: A comparison 
of word and nonword name types, Psychology & Marketing, 19(7-8), 621-639 

13. Madhavaram, Sreedhar., Badrinarayanan, Vishag., and McDonald. Robert E. (2005). Integrated 
marketing communication (imc) and brand identity as critical component<> of brand equity strategy: A 
Conceptual Framework and Research Propositions, Journal of Advertising, 34( 4 ), 69-80 

14. Magnier, L., and Cri.6, D. (2015). Communicating packaging eco-friendliness: An 
exploration of consumers' perceptions of eco-designed packaging, International Journal of Retail 
& Distribution Management, 43(4/5), 350-366 

15. Mehta and Chugan (2013). The Impact of Visual Merchandising on Impulse Buying Behavior of 
Consumer: A Case from Central Mall of Ahmedabadlndia, Universal Journal ofMaMgement, 1(2), 76-82 

16. Michel Wedel and Rik Pieters (2007). Goal Control of Attention to Advertising: The Yarbus 
Implication, Journal of Consumer Research, 34, 224-233 

17. Nicholas H. Lurie., and Charlotte H. Mason (2007). Visual Representation: Implications for 
Decision Making, Journal of Marketing, 71 (I), 160-177 

18. Vahid Reza Mirabi., Ebrahim Samiey (2015). Perceived brand value and its impact on 
purchase intention, Asian Journal of Research in Business Economics and Management, 5(3), 165, 
DOI: 1 0.5958/2249-7307.2015.0006 7 .5 

Economy and Forcca>t Review 107 

., 


