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SU'TAC DPONG CUA NHAN BIET THUGNG HIEU DEN CHAT LUONG
CAM NHAN, YEU THICH THUONG HIEU VA DU DINH MUA:
KHAO SAT TAI THI TRUONG MAY TiNH XACH TAY VIET NAM

Trwong Bi Thanh*, Trin Trung Vinh**

Bai viét véi muc tiéu nghién ciru mé hinh cdu tric tupén tinh giita nhén biét thuong higu (BAW),
chit lugng cam nhdn (PQ). yéu thich thuong hiéu (BP) va du dinh mua (PI). Mau duopc thu thap
r 329 khach hang la chu so hieu cac logi may tinh xdch tay tai thi lrmimg Viét Nam. Kér qud chi
ra rang: (1) nhan biét thwong higu cé sw tdc dong truc 1iép, tich cwc dén chét lumrg cdm nhén, yeu
thich thuomg hiu va diw dinh mua; (2) chat lwong cam nhin c6 su tac dpng triec nep tich cuc dén
yéu thich lhuang hiéu va dy dinh mua; (J) yéu thich thuong hiéu cting c6 su 1ac dgng thugn chiéu
vd truc tiép dén di dinh mua. Dya vio két qud nghién ciru, tic gié ggi y mét s ham y chinh sdch
cho céc nha san xudt va kinh doanh mdy tinh xdch tay tai thj truémg Viét Nam.

Tir khda: nhén biét thuomg higu, chét luong cam nhén, yéu thich thuong hiéu, du dinh mua

1. Djt vin ad

Nhimg nam gan day, vi viéc dinh vi va quing ba
thuong hiéu ngay mot réng vé luong, siu vé chét
cua cac thuong hiéu mdy tinh xach tay tai thi tnromng
Viét Nam; vi thé cua timg thuong hiéu din dinh
hinh va dugc phan dnh khong chi thong qua nhimg
con sb ¢6 the dinh lugng dugc nhu thj phan, doanh
s6... ma no con duge khic siu trong tam tri cba
khéch hang. Nhé d6, thuong hiéu trg thanh cdng cu
g6p phin 1am dom gian héa quyét dinh mua va hanh
vi khach hang dan chuyén sang mua thuong hiéu,
thay vi san phim nhu truée day (Nguyén Binh Tho
& Nguyén Thi Mai Trang, 2008). Trong théi gian
16i, sy canh tranh gilra c4c thuong hiéu méy tinh
x4ch tay von da gay gét cang trd nén chat chdi khi
thi truémg nay cb nfu}ng tin hiéu co hep lai truée sy
bing né cua dién thoai théng minh (smartphone) va
may tinh bang (tablet) thi vai tré quan trong cua
thuong hi¢u lai cang duge phat huy 15 nét hon bao
gidr hét.

Khi khach hang lua chon may tinh xach tay, ho
thudmg quan tam dén chat lugng; tuy vay, dé cam
nhén duge chat luong thi buoc khach hang phai
nhan biét dugc thuong hiéu. Dén lugt minh, chét

luomg cam nhan giup khach héng dénh gia chi quan
vé chat lugng thyc coa san pham, giup né tré nén
khac biét va trés thanh thuong higu dugc yéu mén,
dugc lya chon trong thai d l3n hanh vi cua khich
héng. Trén co s6 do, myc dich ciia nghién ciu nay
nhim khdo st thuc té: (1) su tac dong cua nhan biét
thuong hiéu dén chét lugng com nhin, yéu thich
thuong higu va dy dinh mua; (2) su tic dong cla
chat lugng cim nhén déi véi yéu thich thuong higu
va du dinh mua; (3) sy tic dong cia yéu thich
thuong hiéu dén dy dinh mua. Két qua rit ra tir
nghién ciru nay sé gép phan gitp cho cac nha sin
xuét va kinh doanh méy tinh xach tay tai thj rudng
Viét Nam cé cai nhin toan di¢n hon, chinh x4c hon
vé vai tro cia nhin biét thuong higu ciing nhur sy the
dong ciia n6 dbi véi chit lugng cam nhén, yéu thich
thuong higu va dy dinh mua. Py dugc xem la mft
trong nhimg cin cir quan trong cho céc doanh
nghiép trong qua trinh xay dung va phat trién cdc
chinh sach Jién quan dén thuong higu.

2. Co s& Iy thuyét vd mé-hinh nghién cru

2.1. Céc khdi ni¢m nghién ciru

Nhin biét thwong higu (Brand awareness):
nhin biét thuong higu dé cip dén kha ning cia
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khich hang cé thé nhin ra hofic nhé dén thuong
bigu (Aaker, 1991). Theo Keller (1993) thi nhan biét
thuong higu bao gdm 2 thanh té: ggi nhé thuong
higu (brand recall) va don nh4n thuong hi¢u (brand
recognition). Gei nhé thuong hiéu 14 khi kbach
hang nhin thdy mt loai sin phim, bo c6 thé nhé lai
tén thuong hiéu mdt céch chinh xac. Poén nhan
thuong higu lién quan dén kha ning cia khich hang
nhén ra mt thwong higu nao d6 da biét treée diy
khi céc goi ¥ vé mucng hlgu d6 durge dua ra, nghia
1a khéch bang cé thé cho biét mjt thuong higu méz
cach chinh x4c néu ho di hh:g nhin bodc nghe Lhay
Nhin biét thuong hiéu c6 thé 13 ddu hiéu cua chit
lugng va cam két, n6 gitp khach hing tré nén quen
thugc véi thuong hiéu va khich hang tbudomg chon
mua cc thuong hi¢u ma minh d4 biét ky cing vi ho
cam thdy yén tdm vi an toan hon (Macdonald &
Sharp, 2000).

Chit lrgng cim nhin (Perceived quality): chit
lugng cim nhén 1a nhan thirc va dénh gia cia khach
hang vé toan by chit lugng sin pbam (Zeithaml,
1988; Dodds & ctg, 1991). N6 1a s chénh 1¢ch giira
tdog gid tri ma khach hang nhén dugc véi nhimg gi4
tri ma ho mong dgi & mét san pham khi quyét dinh
mua tai m$t mirc gia ndo dé. Chit Tugmg cam nhéan
cao cung cdp cho khich hang mét 1y do dé mua
thuong hi¢u, dac biét 1a trong trudng hq’p khi ngudi
mua khong thé hoac khong c6 dong lyc dé phﬁn tich
mdt cach chi tiét vé sin phdm. Cin luu y ring chét
lugng cim nhan khéng dong nhét voi chat huemg
thyc cua san phém. Chét lugmg cdm nhén dugce can
clr dua vao sur danh gia cia khich hang; trong khi
d6, cht fugng thyc cua sin pham dugc xic dm.h
trén co s& san phim hofic dinh hudng san xudt
(Garvin, 1983).

Yéu thich thwong hi¢u (Brand preference):
yéu thich thuong higu 13 mic d§ yéu thich cia
khéch hang ddi v&i mbt thuong hiéu cy thé so voi
cac thuong higu khéc (Sirgy & ctg, 1997). Dya trén
céc thuong hiéu da biét, khach hang thuémg 50 sanh
céc thuong higu véi nhau truée khi ra quyét dinh
mua. Néi cach khac, yéu thich thuong hl:;u 1a két
qua cia sy dénh gid, phan tich va yéu mén mt
thuong hi¢u pdo dé cua khich hang so voi céc
thuong hi¢u canh tranh. Khich hang thuémg cheo
mua nhimg thong hi¢u ma minh yéu thich hon.

Dy dinh mua (Purchase iotention): dy dinh
mua dé cap dén kha ning khich hang s& mua lai
thuong higu trong twong lai (Cronin & ctg, 2000;
Tolba & Hassan, 2009). Theo Engel & ctg (1995),
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du djnh mua cb thé chia thanh 3 cap d$ chinh: mua
khéng co ké hoach (unplanned buying), mua ¢6 ké
hoach nbung khong hoan toan (partially planned
buying) va mua véi ké hoach diy du (fully planned
buying). Mua khong cé ké hogch 1a khich hang ra
quyét dinh mua san phdm va thwong higu cy thé tai
ctra hang; va hanh vi mua nidy dugc xem 1d ny
h\mg Mua cd ké hogch nhung A'hﬁng hoan toin
aé cép dén viée khach hang da quyét dinh lya chon
sin phim véi nhimg dic diém ky thuat truge khi
mua va thuong higu dugc mua s& duge quyel dinh
tai ctra hing sau d6. Mua véi ké hoach ddy dii nghia
1a khach hang da quyét dinh san phim va thuong
bigu dé mua truc khi budc vio cira hang. Dy dinh
mua dugc xem la mot khuynh huong chu quan d6i
voi mot thuong hiéu va cé thé 12 mot chi sb quan
trong dé dy do4n hanh vi tiéu ding.

2.2. Méi quan h¢ giira cdc khdi nigm nghién
ctiru va md hinh nghién ciru

Aaker (l991) cho ring gitra nhén biét thuong
higu va chit Im:mg cam nhan c6 moi quan h¢ lhuén
véi nhau, Két qué clia nhidu nghién ciru thye 1é
ciing da trung ra Két qua réng cang co nhiéu thong
tin vé thuong hiéu thi cht lugng cam nhin cia
khach hang cé xu huéng ting Ién nhu céc nghién
ciru cua Hoyer & Brown (1990); Grewal & ctg
(1998); Chi & ctg (2009) Bén canh do, khi khich
hang caog cé nhiéu hiéu biét va than thujc véi
thuong hiéu thi mirc d¢ yéu mén thuong hi¢u dé
ciing tang lén (Dodds & ctg, 1991; Grewal & ctg,
1998). Ngoai ra, nhan biét thuong hi¢u déng vai tro
quan trong dén dy dinh mua vi khach hang c6
khuynh huéng mua thuong hi¢u ma ho thin thue
(Farquhar, 1989; Milne & Macdonal, 1998). Ly
thuyét khoa hoc nay phi hop véi cdc két qua nghién
clru ctia Macdonald & Sharp (2000); Chi & ctg
(2009); Moisescu (2009); Jalilvand & ctg (2011).

Chét lugng cam nhén 13 yéu 16 ¢6 anh huong tich
cyuc dén yéu thich thuong hiéu (Aaker, 1991; Keller,
1993). Két qud nghién clu cba cdc tac gia nhu
Myers (2003); Tolba & Hassan (2009) dd phan anh
diéu ndy. Bén canh anh huong den yéu thich thuong
hiéu, chét lugng cim nhan 1a yeu 16 quan trong c6
sy tac dong tich cyc dén quyex dinh mua bdi chat
lugng 12 mét trong nhimg 1y do chinh dé khach hang
mua mét thuong higu nao do6 (Aaker, I99l) Két qua
nhimg céng trinh nghién cuu thye tién cua Chi &
ctg (2009); Jalilvand & ctg (2011) di chimg minh
diéu nay.

Nhiéu cong trinh nghién ciru thyc té da cho két
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Hinh 1: M6 hinh dé nghj nghién ciru

| Chét luong cam nbén (PQ) ‘

m/'

[ Nhin biét thuomg higu (BAW) |

H5
v

Hé6

H4

H2 \*| Yéu thich thuong hiéu (BP) |

qua riing yéu thich thuong higu duoc phin 4nh trong
duyr dinh mua va cb tic dong thuan chiéu dén dy dinh
mua cia khach hang nbu két qua nghién ciru clia
Chen & Chang (2008); Chang & Liu (2009); Mora-
di & Zarei (2011).

Dua trén mbi quan hé gida cdc khai niém, nhom
tac gia dua ra mo hinh dé nghj nghién ciru d6 1a moi
quan h¢ gira nhan biét thuong bigu, chit luong cam
nhan, yéu thich thuong hiéw va dy dinh mua (hinh
1). Tir mé hinh d& ngbj nghién clru, céc gia thuyét
tin lugt nhu sau:

H1: Nhén biét thuong hiéu tac dong truc (iép, tich
cuc dén chit lugng cam nhan

H2: Nhén biét thuong hién téc djng true tiép, tich
cue dén yéu thich thuong hiéu

H3: Nhan biét thuong hiéu tac déng trurc liép, tich
cyc dén dy dinh mua

Ha: Chit lugng cam nhan tc dong truc tiép, tich
cye dén yéu thich thuong higu

HS:I Chit lugng cam nhan tac dong truc liép, tich
cye dén du dinh mua

Ngudn: M hinh dé nghi nghién ciru cua tdc gia

H6: Y éu thich thuong hiéu tic dong truc 1iép, tich
cuc dén dy dinh mua

3. Phwong phép nghién ciu

Miu didu tra: Miu diéu tra dugce chon 12 khich
hang dang s& hitu céc thuong hiéu may tinh xich
tay. Miu dugc chon theo phuong phép thufn tign
dua trén sy gidi thigu clia phén tu ndy dén phin tir
khic. Ngudi duge hoi s& tra 1o cho thuomg higu
méy tinh xach tay ma minh dang s& hiru. Mau duge
thu thap fir thang 1 dén théng 4 ndm 2013. S6 lugng
ban cu hoi phét ra 1a 400; tuy vay, sé lugng thu vé
va hop 1¢ chi con lai 329 ban. Kich thuéc va phan
b6 ciia miu duoc thé hién & bang 1.

Thang do: Céc bién quan st ctia hai thang do
Nhgn biét thuong higu (BAW) vi Chit legng cim
nhdn (PQ) duge didu chinh tir nghién ciru clia Tong
& Hawley (2009). Trong khi d6, thang do dugc Yéu
thich thiong higu (BP) sé dugc ké thira tir nghién
ciru ciia Moradi & Zarei (2011) va céc bién quan sat
cua thang do D djnh mua (PI) s& dugc trich nx
thang do cua Cronin & ctg (2000). Céc thang do sit
dung Likert bic 5 {diém 1: hoan toan khong déng ¥;

Bing 1* Miu va phan bd miu
, ) Khu vire Dj tudi Gidi tinh
Thuomg higu rp Da Nang & TP < | > | Nam| Na
Ha Ng1 Quang Nam | Hé Chi Minh | 40 | 40
Asus: 59
HP: 58
Dell: 58
Acer: 47 86 149 94 24] | 88 195 | 134
Lenovo: 45
Toshiba: 34
Sony: 31

Nguon: Thing ké ctia tdc gid dra trén mau thu thip
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Bing 2: Két qua Cronbach’s Alpha, d¢ tin cdy tdog hgp va tdng phuong sai trich cia cic khi nigm
nghién ciru
Nhin biét thuong hi¢u (a = .806; CR = 807; AVE = 581) |
BAWI: Mét s6 déc tinh cua X dén tam tri 16 mét cach nbanh chorg kbi dugc nhic dén
BAW2: Téi co thé nhin ra nhanh chong san pham cia X gifra céc thuong hi¢u khac
BAWS3: Téi than thudc véi thuong hién X
Cam nhio chat lugng (« = 813; CR = 823; AVE = .611)

Q1 T6i hoan toan tin tuéng vao chat lugng cta thuong bicu X

QZ: San pham cua thuong hidu X ¢4 chit lugng 16t

IPQ3: San phim cia thong hiéu X c6 nhimg tinh nang tbi

Yéu thich thwong hiéu (2 =.631; CR = .670; AVE = .514)
BP1: Toi cam thay ring thuong hi¢u X hap dan voi 16i

BP2: Tai yéu thich thuong hiéu X hon cic thuong hiéu khic

Dy dinh mua (¢ = .720; CR =.722; AVE = .465)
[PI1: Néu duoc phép lua chon lai, t6i van s¢ mua thuong hi¢u X

[P12: X4c suht 11 tiép tuc mua thuong hiéu X la cao

IPI3: T6i sé gidi thiéu ban bé mua throng higu X

a. Cronbach’s Alpha: CR. Pg nn céy tong hop. 4V E: Tong phirong sai trich

Nguén: Tinh toén cia tdc giG dwa trén két qua phdn tich

diém S: hoan toan ddng §). 4.1. Kién dinh cdc thang do

Kiém dinh thang do: Cic thang do lan bror dugc
kiém dinh théng qua ba phuong phap chinh. D6 1,
hé s6 tin cdy Cronbach’s Alpha; phan tich nhan té
Kkham pha (EFA) va phan tich nhan t6 khing diah
(CFA).

Kiém djnh md hinh nghién ctru. M6 hinh dé
nghj nghién ctu dugc kiém dinh bang phuong phip
phén tich mé hinh cdu tric tuyén tinb (SEM) véi
phin mém AMOS 18.

4. Két qua nghién ciru va binh lujn

4.11 Kiém dinh cdc thang do bang Cronbach
Alpha

Cic thang do déu c6 Cronbach’s Alpha dat yéu
cAu do 16n hon 0.6 (Nunnally & Bumstein, 1994)
(bang 2) v cac hé s6 tuong quan bién téng cua cic
bién quar sat trong timg thang do déu cao hom so
voi mic giéi han 0.3. Vi thé. cac bién quan sit cia
cac thang do dugc gilr cho phén tich EFA.

4.1.2 Kiém dinh cac thang do bang phdn tich
nhdn 16 kham pha (EFA)

Bing 3: Két qua phén tich nhin té kham phd EFA

Nhan 16

Bién quan sht

2 3

BAW] .825

BAW2 .790

BAW3 .833

PQ1

856

PQ2

.833

PQ3

769

BP1

729

BP2

887

Pl

.788

PI2

753 i

P13

752

Eigenvalue 4.109

1.420 1.212 1.068

Phuong sai trich 37357

12.907 11.019 9.705

Nguon: Tinh toan cua tic gic diea trén ket qud phen tich
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Phan tich nhén té kham phé (EFA) bing phuong
phap trich yéu té Principal componem vai phép
quay Varimax. Ké qua cho thdy c6 bdn nhan 16
dugc trich tai eigenvalue 12 1.068 (bang 3); téng
phuong sai trich = 70.989% (> 50%); hé s6 KMO =
809 (> 0.5); ¥ nghia thong ké clia kiém dinh Bartlett
véi Sig =.000 (< 0.05). Déng thoi, hé s6 ti nhan té
cia chic bién déu 16n hon 0.5. Vi vy, 14t c4 c4c bién
quan sét nay déu duoc gt lai cho phén tich nhan té
khing dinh (CFA).

4.1.3. Kiém dinh thang do béng phan tich nhén 16
khdng dinh (CFA)

Vé mitc do phu hop chung, két qua phan tich
nhan t khéng dinh (CFA) cho thiy mo hinh ndy c6
gi4 tri théng ké chi binh phuong 14 43.608 véi 37
béc t do va gid tri p =.211. Chi binh phuong tuong
dbi theo bac tr do CMIN/df 1a 1.179 (< 2). Céc chi
tiéu khac nhu TLI = 0.992 (> 0.9), CFI = 0.994 (>
0.9) v RMSEA = 0.023 (< 0.08). Do d6, mé hinh
nay phi hop véi dir lidu th trudmg.

V& tinh don huéog, md hinh ndy phi hop véi dit
lidu thi tnrémg nén day 13 diéu kién cin va di dé két
luén cc bién quan sat dat tinh don hudng.

v gid tri hoi ty, cac trong 6 chuén héa cua cac
thang do déu > 0.5 v cb ¥ nghia théng ké p < 0.05,
do d6 cac thang do dat dugc gia trj hoi ty.

Céc khai niém nghién ciru déu dat yéu clu vé 4o
tin cay téng hop (CR) lén hon muc tdi thiéu 0.6
(Bagozzi & Yi, 1988) va phuong sai trich (AVE) lén
hon mirc d& nghi 0.5 (Hair, 1998) (bang 2), ngoai
trir khai niém dy dinh mua c6 phuong sai trich hoi
thdp. Ngoai ra, méi quan h¢ giira cac khai niém
nghién ciru déu khac 1, do do cac khéi niém nghién
ciru dat gid tri phéan biét.

4.2. Kiém djnh mé hinh nghién ciru

Mb hinh dé nghj c6 bén khai niém nghién ciru.
Trong dd, c6 mét khai niém doc 1ap 1a nhan biét

thuong hiéu (BAW); va ba khai niém phy thude
gdm chit lugng cam nhan (PQ), yéu thich thong
higu (BP) va dy dinh mua (P1). Két qua phan tich
chu tric tuyén tinh SME, mé hinh ndy ¢6 gia tri
théng ké chi binh phuong 1a 49.525 véi 38 bc tr do
(p = .100). Chi bink phuong tuong dbi theo bic ty
do CMIN/Af 13 1.303 (< 2). Cac chi tiéu khéc nhwr
TLI=0.986 (> 0.9), CFI = 0.990 (> 0.9) vi RMSEA
=0.030 (< 0.08). Do 46, mé hinh nay dat d$ tuong
thich véi dir liéu thi trudmg.

Két qua uéc lugng (chudn hoa) cia cac tham sb
chinh trong md hinh nghién ciru (bang 4) cho thiy
chc mdi quan bé déu co y nghla théng ké (p < 0. 05)
Né1 cach khac, cac gia !huyet tir H1 dén H6 déu
dugc chﬁp nhan.

5. Két lufn va goi y adi véi cac doanh nghigp

Két qua nghién cir chi ra ring nban biét thuong
hidu 6 sy thc dong truc tidp, tich cuc dén chit
lugng cam nhén, yéu thich thuong hiéu va dy dinh
mua. Diéu nay ham ¥ rang tai thi trudng méy tinb
xach tay Viét Nam, néu thuong hidu cia mét sin
pham cang than thuc, cang d ahan biét bai khach
hang, n6 s& cé nhidu co hdi duge khic siu trong
cam nhin cta ho vé mét chit lugug thuc sy vugt
tdi; ddy Ién long yéu mén danh cho thuong hiéu va
dic biét 1am ting 1én ¥ dinh mua thuong hi¢u noi
kbéch hang. Do d6, cc nha san xuat va kinh doanh
may tinh x4ch tay phai xay dyng va nang cao yéu 0
nhan biét thuong higu thdng qua cac chuong trinh
quang céo, khuyén méi va cic hoat dng tiép thi
khéc.

Nghién ciru ciing cho thiy chat lugng cam nhan
¢6 sy thc dong truc tiép, tich cuc dén yéu thich
thuong hiéu va du dinh mua. Vi vdy, cic nha san
xuéit cin chu dong danh nhidu ngu&n luc phim néng
cao chit lm:mg thuc cia san pham, day 1a yéu t cbt
151 tao nén chit lugng cam nhan. Thong qua kinh

Bing 4: Mdi quan h¢ nhan qua va két qua céc gia thuyét nghién cira

Mbi quan h¢ Estimate SE Gié trip Két qua cac gia thuyét

PQ € BAW (H1) 430 079 016 Chiép nhin
BP € BAW (H2) 329 082 .000 Chap nhan
PLE€BAWMH3) | 299 071 000 Chap nhin
BP & PQ (H4) 323 065 .000 Chip nhin

Pl € PQ (H5) 185 054 000 Chép nhin

| PI € BP (H6) 300 077 003 Chép nhin

Estimate: Gia trj uoc lupng; SE: Sai léch chudn

Nguc‘;n: Tinh todn cua tdc gia dua trén két qua phan tich
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nghi¢m mua sim va sir dung sin phim, mét khi
khach hang c6 cim nhan t6t vé chit lugng cua mot
thuong bigu nao dé thi 1ong yéu mén ma ho danh
cho thuong higu s& dugc cai thign va xdc suit chon
lai thuong biéu hiéo tai cho nbirg 1in mua ké tiép
sé ting lén.

Nghién ciu cling ghi nhan sy tdc dong thuan
chidu, tryc tiép cia yéu thich thuong biéu dén dv
dinh mua. Két qua nay phan 4nh ring cling véi nhan

NGHeN v - 1800 )

thich thuong hiéu 1a yéu 6 quan rong ¢6 anh hudng
dén hanh vi mua lap lai thu(mg hi¢u cua khich
hang. Vi thé, c6 su phan b ngudn lue hop Iy cho
yéu 16 nay 1a diéu cin quan tim cua cac nha quan ly.
Tuy véy, nén chi § muén ting Ién long yéu thich
thuong hi¢u & khich hapg thi cang cin phai tap
trung quan tim dén chinh sich chét lugng va nhin
biét thuomg hiéu vi hai yéu (6 ndy c6 sy tdc ding
tryc tiép, thugn chiéu dén yéu thich thuong hiéu nhu

biét thuong hiéu va cbit lugng cam nhén thi yéu
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The impact of brand awareness on perceived quality, brand preference and purchas‘e intention:
Empirical evidence from the laptop market in Vietnam

Abstract:

The purpose of this paper is to study a structural equation modeling among such factors as brand aware-
ness (BAW), perceived quality (PQ), brand preference (BP) and purchase intention (PI). Samples were col-
lected from 329 customers who are owners of laptops in the Vieinamese market. Results indicated that: (1)
brand awareness has significant positive and direct impacts on perceived quality, brand preference and
purchase intention; (2) perceived quality has significant impacts on brand preference and purchase inten-
tion; (3) brand preference has a significant positive, direct impact on purchase intention. Based on the
results, the paper suggested some managerial implications for facturers and gers in the Viet-
namese laptop market.
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