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Tom tit

Nghién citu nay dwoc thyc hién nham phan tich twong tac giita khuynh hwéng mua
ngau hing, viéc xem leét va mua ngau hitng trong méi trieong sén bay Tan Son Nhdt. Dir
lieu thu thdp tir 166 ddp vién da mua hang tai san bay, bang bdng cau héi cdu tric. Phan
tich hoi quy, t-test va ANOVA dwoc sir dung d@é kiém dinh mé hinh dé xuat. Két qua nghién
cieu cho thdy méc dit khuynh hiréng mua ngau hu"ng 6 tac dong nguroC chiéu mua ngau
hing, tuy nhién, nguoi cé khuynh hu"O’ng mua ngau hitng cao thi ¢é y dinh xem lwét nhiéu
hon. Tir d6, hanh dong xem leét 14 rat pho bién tai san bay, nhung khéng han sé dan dén
mua ngau hitng. Piéu nay goi mo nhiéu ¢ng dung cho nhiing nha bén ¢ san bay.

Tir khoa: ban lé san bay, hanh vi mua hang cia khdch hang, khuynh hwéng mua ngau
hizng, mua ngau hing, xem Leot

Impulse buying at Tan Son Nhit international airport
Abstract

The present study has been undertaken to analyze the interrelationship between impulse
buying tendency, browsing and impulse purchase in the Tan Son Nhat Airport environment.
The data was collected from 166 respondents who had made a purchase at the airport using
a structured guestionnaire. Regression analysis, t-test and ANOVA was applied to test the
proposed model. The results of the study indicate that although impulse buying tendency
was found to have a negative association with impulse purchase, the people having high
impulse buying tendency were likely to browse more. This suggests that browsing activity
is common in the airport environment, but it may not necessarily lead to impulse purchase.
The results provide several important implications for the airport retailers.
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1. Gioi thi¢u

Bén 1¢, dudi nhiéu hinh thirc, hién dang
la mot thanh phén chu luc cua nén kinh té
Viét Nam, dong gop khoang 8% GDP (P
Nga, 2020). Bén 1¢ tai san bay la mdt hinh
thirc ban 1¢ khac biét so vo1 nhirng kénh tiéu
thu hang ngay khéac. Tuy nhién, ban 1¢ san

bay (airport retailing) van dugc xem 1a thi
truong ngach va dang phat trién (Omar va
Kent, 2001; Thomas, 1997; Walsh va
McColl, 1994). Vi vay, ngay nay, san bay
khong con bi coi 1a mot noi budn chan, ma
chuyén sang 13 dia diém rat ning dong. Thé
hé hanh khach méi dugc chiéu chudng bang
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moi cach, va tir do, ban 1€ san bay ciling
chuyén sang khuynh hudng méi. Trong
nhitng nam gan day, viéc thuong mai hoa
san bay da dién ra toan cau, vi vay, hanh
khach c6 xu hudng tiéu tién nhanh chong tai
sin bay. Céac san bay dang chuyén dan tir
trang thai mgt vai ctra hang dd luu niém dia
phuong cho du khach trong nhiing phut
cudi sang mot hé thdng cira hang day du
dich vu lon.

Céc san bay tré nén rat hip dan cho cac
nha ban 1 vi kha ning phat trién, doanh s
cao, va cac khan gia “tu nhan” la cac hanh
khéch phai ¢ lai trong mot méi truong cho
dugc goi 1én méy bay véi rét it, hoic khong
c6 gi khéac ngoai cac cua hang. Lich bay
cho phép nha ban 1¢ du doan duoc qudc
tich, do tudi, va nhitng s¢ thich cua cac
khach hang tiém ning tai cac san bay. Tir
6, diéu chinh chudi san pham ban phu hop,
va cho phép nhitng hoat dong marketing
nhim dén thi truong muc tiéu tdt hon
(Newman va Lloyd, 1999). Tuy vay, trong
ban 1¢ san bay, khach hang tiém ning
duong nhu kha giéng nhau, ho thuong co
cam giéc lo léng, bon chon, phén khich,
khién cho ho phan mg theo nhiing cich
khong binh thudng, va didu nay cé tac dong
cuc ky quan trong dén hanh vi mua hang
cua ho. Hi¢n tai, trong san bay Tan Nhat,
SASCO Shop 1a hé théng cira hang bach
héa va luu niém — my nghé nam & ca ga
quéc ndi va ga qubc té dap tng tdi da nhu
ciu ctia hanh khach véi hon 30.000 mit
hang mang nét dac trung van hda cia tung
ving mién Viét Nam.

2. Phwong phap nghién ciru

2.1. Co sé ly thuyét

Céc nghién ctru gan diy vé hanh vi
khach hang (Dittmar va cong su, 1996;
Tauber, 1972; Rook, 1987) da chi ra ring
mac du khach hang da tré nén vo cung phirc
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tap, da $6 quyét dinh cua ho lai theo huéng
thoi thuc mua hang mot cach khé cudng lai
dugc. Trong bbi canh nay, nhidu nha nghién
ctru d3 tim ra rang “thoi thiic mua (urge to
shop)” nhu 13 mot dong luc dé di day di do
(Heung va Qu, 1998). “C6 thé nghién ciru,
kiém tra, cam nhdn va suy nghi vé niém vui
co dwoc tir viec mua mot mon hang von la
niém vui véi hang triéu nguoi, va doi véi ho,
do chinh 1a Iy do, thdm chi la Iy do chinh dé
di do ddy” (Lundberg, 1980). Do do, khi da
dién ta duoc quan hé giita du khach va mua
sdm, cdc nha 1am chinh sach cho céc san
bay khong con coi viéc hanh khach di
chuyén tir diém nay dén diém khac 1a Iy do
duy nhat cua san bay dan dén viéc cac san
bay n6i 1én nhu nhitng trung tam ban 1é toan
cau. Pa sb céc cira hang thuong mai thudng
thdy & cac san bay la cac ctra hang tién loi,
d6 luu niém, cira hang mién thué, cac dich
vu dn udng, quay phuc vu hanh khach, quay
giai tri, quang cdo san bay hay céc dich vu
vién thong.

C6 nhiéu minh chtng cho thay viéc
mua hang ngiu htng tai sin bay chiém ty
trong 16n, ma néu cac nha ban 1é hiéu ro, va
bam sat vao, s€ co loi cho vi¢c ting doanh
sO. Ai ciing biét da s6 viéc mua hang san
bay la khong du dinh trudc, Crawford va
Melewar (1973) wéc tinh dén 70% la mua
ngau himg. Cac nha nghién ctru ciing chi ra
rang tac dong mua ngiu himg rat khac nhau
qua cac phan khuc khach hang, do boi ca tac
dong tam 1y tr kinh nghiém di lai, lan su
hién dién cua cac dic diém quy pham
(normative traits) khac nhau.

Mua ngiu himg 12 mot dic diém chiém
nhiéu sy chil ¥ cta cac nghién ctru mua
ngau himg. Gia dinh ciin ban ctia cic nghién
ctru nhu vay 1 con nguoi rat khac nhau vé
khuynh huéng mua ngau hing (Jones va
cong su, 2003; Weun va cong su, 1998).
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Khuynh huéng mua ngiu hing (impulse
buying tendency - IBT) la mot trong nhirng
nhan té quan trong thuc day khach hang
mua ngau hing (Beatty va Ferrell, 1998).
Ngudi mua ngau hing cao thudng phan tmg
nhanh véi kich thich mua hang (buying
stimuli), va thuong cdi md hon voi cac y
tuong mua hang khong dy tinh trude; vén
duogc kich hoat ngay khi tiép can voi mot
san phdm mong doi; ho ciing bi hip din
cam xuc voi san phim ciing nhu sy hai long
tac thoi. Tuy vay, ngay cd nhitng khach
hang ngau himg cao ciing khong phai dap
g cho moi kich thich mua hang, vi nhiéu
nhén td khac can thi€p vao nhu 1a tinh trang
kinh té, dia vi xa hoi, hay ap luc thoi gian
can thiép vao qua trinh chuyén bién tir ky
vong ngau hung (impulsive desire) dén
hanh vi ngau htng (impulsive behavior)
(Rook va Fisher, 1995). Piéu nay, do boi
thuc té 13 tai sdn bay, hanh khach thudng ¢
cam giac 14n 10n gitra cang thang, lo lang va
phan khich, 1a diéu ho thuong khong co.
Trong moéi truong san bay, hanh khéach
thuong c6 hanh vi xem ludt (browsing
behavior), mic du didu nay khong chic 1a
dan dén mua ngiu himg.

Xem ludt trong ctra hang chinh 1a viéc
Xem qua cic mit hang ban 1é¢ nham c6

thong tin hay tiéu khién ma khong hé c¢6 y
dinh mua ngay (Bloch va cong su, 1986).
Céc nghién ctru da cho thiy xem luét ma
khong c6 du dinh gi c6 thé tao ra mot kinh
nghiém mua linh tinh rat tha vi (MacInnis
va Price, 1987). Hon nita, diéu nay ciing
anh huong khuynh huéng mua ngau himg
va c6 mot tac dong tich cuc dén kich thich
mua ngau hung (Beatty va Ferrel, 1998).
Nghién cuu cua Foroughi va cdng su
(2011) tim ra quan hé tich cuc gitra khuynh
huéng mua ngau himg, niém vui mua sim,
xem luét trong cira hang va mua ngiu
hting. Hanh vi mua ngau hing nhan duoc
nhiéu cha ¥ trong 1y thuyét marketing va
tam 1y trong khi c6 khong nhiéu nghién ctru
kiém dinh tac dong ctia xem ludt dén hanh
vi mua ngau hung, dic biét trong moi
truong san bay. Mo hinh nghién ciru dé
xuat (Hinh 1) nham tim hiéu quan hé giita
khuynh huéng mua ngau himg, xem luét va
mua ngau htg.

Xem ludt cing 1a mot dong luc xa hoi
can phai tim hiéu. Piéu quan trong 13 cac
nha ban 1¢ can hiéu ré qué trinh suy nghi ma
khach hang trai qua trude khi ho quyét dinh
mua mot san pham ndo d6, bao gom ca
nhiing diém ma ho nhay cam véi cac thong
di€p marketing.

Khuynh huéng

Xem ludt

Mua ngau hing

mua ngau hing

Hinh 1. M6 hinh khuynh huéng mua ngau himg, xem luét va mua ngau himg

Nhiéu nghién ctru da duogc thuc hién
nhim giai thich hanh vi mua ngiu hing
(Burroughs, 1996; Piron, 1993; Youn va
Faber, 2000). Cic nha nghién cau
marketing va ban 1¢ da phéan loai hanh vi
mua ngau himg nhu mot tac nhan hién thuc

va day quyén ning trong quy trinh hanh vi
mua cua khach hang (Bayley va
Nancarrow, 1998; Hausman, 2000). Mo
hinh quy trinh ra quyét dinh mua cua khach
hang (Engel va Blackwell, 1982) cé 5 giai
doan: nhéan biét vin d&/ nhu cau, tim kiém
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cac giai phap kha thi, va danh gia cac giai
phap, mua va str dung sau mua va danh gia
lai viéc chon gidi phap. Coley (2002) cho
rang md hinh nay thiéu giai doan mua ngau
htng, va dé& xuit giai doan nay xuit hién
ngay sau giai doan nhan dién van d&/ nhu
cau, sau d6 di thang dén cac giai doan mua
hang, bd qua céac giai doan tim va danh gia
giai phap. Cac nha nghién ctru cling dé xuét
rang nhan thérc (cognitive) va tinh cam
(affective) cling cung tac dong cach thirc va
muc d§ ma cac cam xuc hay cic nguyén
nhan dan dén tinh ngau hing.

Theo Jones va cong su (2003), mua
ngau himg 12 mua hang ngay, ma khong can
nhic, danh gia nhiéu. Chien-Huang va
Hung-Ming (2005) mo ta& mua ngau hing
nhu hanh vi mua hang ngay, khong du dinh,
it can nhic, va khong cudng lai dugc. Mua
ngau himg giéng nhu khi khach hang kich
thich mua ngiu himg ngay roi sau d6 méi
danh gia viéc mua c6 phu hop khong. An
sau tinh ty phat, mua ngau htrng 1a mot kich
thich mua cao trio, day kich dong ma khong
can nhic dén hau qua cta quyét dinh mua.

Omar va Kent (2001) giai thich mua
ngau hing nhu mot khai niém nghién ciru
c6 y nghia la khuynh huéng cua nguoi mua
suy nghi va mua theo céach riéng cua ho:
hién hitu, tu phat, khong suy nghi, va ngay
1ap tirc. Sharma va cong su (2010), Kacen
va Lee (2002) khai niém hanh vi mua ngau
himg nhu 1a viéc mua khong co ké hoach,
c6 tinh chat ra quyét dinh kha nhanh chéng,
thién 1éch chu quan dé s hitu ngay 1ap tirc.
Gutierrez (2004) m6 ta mua ngau hing 1a
mua ngay khi khach hang khong thuc su tim
mua san pham, va khong hé dy dinh mua.

Mot trong nhimg nhan t quan trong tac
dong dén hanh vi mua ngiu hing 1a moi
truong, trong do khach hang dap Umg véi
kich thich (Ha Nam Khanh Giao va Duong
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Lé Phuong Uyén, 2018). Tinh dap ung nay
thay d6i theo dic tinh c4 nhan, mdi ngudi
c6 mot khuynh huéng mua ngiu hing
riéng, mot s6 nguoi co thién hudéng phan
{mg cao v6i mua ngiu himg, trong khi sb
khac lai ching c6 phan Gng gi voi cac kich
thich nhu vay. Nhu vay, khuynh huéng mua
ngau hing 13 murc d6 ma mot nguoi thudng
hay mua hang tuy phat, khong du dinh va
khong chic dap tmg nhu cau (Lin va
Chuang, 2005). Khuynh huéng mua ngiu
htng ciing dugc xem 1a biéu thi cua tinh
ngau hing (Rook va Fisher, 1995; Kacen va
Lee, 2002; Weun va cong su, 1998; Youn
va Faber, 2000; Cobb va Hoyer, 1986).
Jones va cong su (2003) mo rong khai ni¢m
khuynh huéng mua ngau htng tir chd tinh
chat c4 nhan sang cic bién lién quan san
pham hon, cho thdy khuynh hudéng mua
ngiu himg mot san pham nhat dinh 1a két
qua cua khuynh huéng mua ngiu hing
chung va tinh lién d6i san pham (product
involvement).

Khong nhu mdé hinh quy trinh mua
hang dy dinh ctia Churchill va Peter (1998),
quy trinh mua ngiu hing bét dau bang viéc
nhan thirc san pham (product awareness).
Nguoi mua ngiu hing bat dau xem ludt ma
khéng co du dinh gi vé viéc mua bat ky san
pham nao hay ghé vao bat ky mot cira hang
nao. Khi xem luédt, ngudi mua bi kich thich,
dan dén phat dong viéc mua ngau himg. Két
qua 13, nguoi mua ra quyét dinh mua ma
khong tim kiém thong tin nao hay danh gia
cac lgya chon, chi cam giac kho cudng lai
viéc mua (Giao va Mo, 2018).

C6 thé thdy rang xem ludt trong cira
hang thudng 1am ting kha ning mua ngiu
hting, nghia 14 khach hang cang xem ludt
ctra hang lau hon, thudng ho két thuc bang
viéc mua ngau himg (Beatty va Ferrell,
1998). Bau khong khi trong cira hang c6 vai
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trd quan trong trong viéc hap dan khach
hang ¢ trong ctra hang lau hon: trung bay
san pham, cac dau hiéu, quiy ké, trung bay
dic biét, khuyén mai (Abratt va Goodey,
1990). Jarboe va McDaniel (1987) cho thiy
nguoi xem ludt thuong mua hang khong du
dinh hon nhiing nguoi khong xem ludt.
Omar va Kent (2001) nghién ctru tai san bay
Gatwick cho thiy marketing va méi truong
déu c6 tac dong dén mua ngiu hing cia
khach hang (35% hanh khach c6 xem ludt
s€ mua hang).

2.2. Muc tiéu nghién ciu va gia
thuyét nghién ciu

Céc muc tiéu chinh cua nghién clru la
(1) Kiém tra quan hé giita khuynh huéng
mua ngiu himg va mua ngau hung, (2)
Nghién ctru tdc dong ctia khuynh hudéng mua
ngau hing dén xem ludt trong cira hang, (3)
Phan tich vai tro cua xem ludt trong cura
hang dbi v6i mua ngau himg, (4) Phan tich
anh huong cac yéu td nhan ching dén mua
ngiu himg. Céc gia thuyét bao gom:

Hi: C6 quan hé tich cuc gitra khuynh
huéng mua ngau himg va mua ngau hing

Hz: Khuynh huéng mua ngiu hing
cang cao thi xem luédt trong cura hang cang
cao

Hs: Xem ludt trong cura hang cang cao

Bang 1. Thong ké m6 ta mau

thi mirc mua ngau hiimg cang cao

Ha: Co su khéac biét giita cac yéu tb
nhéan ching trong viéc mua ngau hing

2.3. Phuwong phap thu thap va phan
tich dir li¢u

Nghién ctru chu yéu dung dir liéu so
cap, duoc thu thap bang bang ciu héi ciu
tric. D liéu duoc thu thap tr 166 dap vién
c6 mua hang & san bay. Bang cau hoi gom
cac thanh phan cta 3 nhan t6 mua ngiu
himg, xem luét va khuynh huéng mua ngau
hing. Bang cau hoi sir dung thang do Likert
5 khoang, véi 1 1 hoan toan khong dong y
cho dén 5 1a hoan toan ddng y, cho 2 bién
doc 1ap xem ludt va khuynh hudéng mua
ngiu hing, riéng bién phy thudéc mua ngau
hing dung thang do 3 diém gém 1 (ludn
luén) dén 3 (ching bao gid). Nghién ciru
dinh lugng so b thuc hién vai 35 dap vién.
Khuynh huéng mua ngau htng trich tir
thang do chuan cta Rook va Fisher (1995),
thang do xem luét trich tir nghién ctu cua
Baron va Wass (1996). Phan mém SPSS
dugc st dung. Phan tich hoi quy dé kiém
dinh trong d6 bién doc 1a mua ngiu himg, t-
test va ANOVA dugc sir dung dé phan tich
su khac biét vé tudi, gidi tinh, thu nhap
trong mua ngau htmg. Thong ké mo ta mau
trong Bang 1.

bac trung S6 lugng Phan tram (%)

Logi sén pham mua

Ruou, bia, thudc 14 42 25,3
Sach bao 68 41

Db ding vé sinh 5 3

Quan 4o 19 11,4

Db an udng 127 76,5

Do dién, dién tu 27 16,3
Linh kién 55 33,1

B4 linh tinh 11 6,6
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bac trung S6 lugng Phan tram (%)
Gigi tinh
Nam 88 53
N 78 47
Dj tudi
18-24 39 24,4
25-34 73 45,6
35-45 28 17,5
Trén 45 20 12,5
Thu nhdp
T6i 10 tridu dong/thang 59 35,5
Trén10 dén 25 triéu dong/thang 58 34,9
Trén 25 triéu déng/thang 49 29.5
Logi hanh khach
Bay thuong xuyén 40 24,1
Bay thinh thoang 126 75,9
Total 166 100

Kiém dinh do tin cdy bang hé s
Cronbach’s alpha. Cronbach’s alpha cua
khuynh huéng mua ngau hirng 12 0,788 va

Bang 2. Kiém dinh d¢ tin cay

cua xem ludt 1a 0,704, dat yéu cau (Bang
2) (Ha Nam Khéanh Giao va Bui Nhat
Vuong, 2019).

Nhan to Cronbach’s alpha
Xem ludt 0,704
Khuynh huéng mua ngau htng 0,788

3. Két qua va thao luan

3.1. Két qua

Muc tiéu 1: Kiém tra quan hé giira
khuynh huéng mua ngau himg va mua
ngiu himg, Bang 3 cho thidy khuynh
huéng mua ngiu himg tac dong truc tiép

Bang 3. Hoi quy giita IBT va mua ngiu htng

dén mua ngiu htng cta hanh khach tai san
bay Tan Son Nhat, R? hiéu chinh = 0,147
cho thay 14,7% mua ngau hung 1a do tac
dong cua khuynh huéng mua ngiu hing,
B =-0.390 cho thdy quan hé ngugc chiéu
giita 2 nhén t4.

M6 hinh Hé sé chua chuan hoa ch?éénsf?éa - Sig. Théngtlllé/ éia cong

B  Saiséchuan  Beta Do chap nhan  VIF
1 (Constant) 2,669 0,198 13,487 0,000 0,566 1,768
Ibt -0,234 0,043 -0,390 -5,428 0,000 0,394 2,536
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Bién phu thudc: mua ngau hing
R? hiéu chinh: 0, 147

F: 29, 459

Sig: 0,000

Durbin — Watson: 2, 875

Muc tiéu 2: Nghién ctu tac dong cua
khuynh huéng mua ngiu himg dén xem
lu6t trong ctra hang, Bang 4 cho thiy IBT
¢ tac dong tich cuc dén xem ludt (B =

Bang 4. Hoi quy giita IBT va xem luét

0,521; p = 0,000), R? = 0,267 cho thiy
27,2% xem ludt do tac dong cua IBT. Nhu
vay, hanh khach c6 IBT cao hon s€ xem
lu6t nhiéu hon tai cc cira hang san bay.

. - Hé s Théng ké da con
M6 hinh Hé so chua chuan héa chuén héa T Sig. gtuyén ong
B Saisd chuan Beta Do chap nhan  VIF
1 (Constant) 2,380 0,278 8,559 0,000 0,360 2,779
Ibt 0,474 0,061 0,521 7,825 0,000 0,396 2,524

Bién phu thudc: mua ngau hing
R? hiéu chinh: 0,267

F: 61,232

Sig: 0,000

Durbin — Watson: 3, 254

Muc tiéu 3: Phan tich vai tro cia xem
luét trong ctra hang ddi véi mua ngiu
hting, Bang 5 cho thdy xem luét tic dong
nghich chiéu d¢én mua ngau himg (p = -

0,322, p = 0,000), R? hiéu chinh = 0,099
cho thiy 9,9% mua ngau hung 1a do tac
dong xem ludt trong cura hang, tic dong
nay nho.

Bang 5. Hoi quy giita xem ludt va mua ngiu hing

. . . Hesé Théng ké da con
M6 hinh Hé so6 chua chuan hoa chué{n hea T Sig. gtuyén ong
B  Saiséchuin  Beta Do chap nhan  VIF
1 (Constant) 2,579 0,224 11,513 0,000 0,489 2,045
Ibt -0,213 0,049 -0,322  -4,363 0,000 0,527 1,898

Bién phu thudc: mua ngau hing
R? hiéu chinh: 0,099

F: 19,035

Sig: 0,000

Durbin — Watson: 1, 982
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Muc tiéu 4: Phan tich anh huong cac  tinh dén mua ngiu hung. Bang 6 cho thay p
yéu t6 nhan ching dén mua ngauhung, t-test  value = 0,918 > 0,05, khong co6 su khéac biét
duoc dung dé kiém dinh tac dong cia giéi  trong mua ngiu hing gitta nam va ni.

Bang 6. Kiém dinh sy khac biét theo gigi tinh

Kiém dinh Levene's t-test gia tri trung binh
Khac _ ... Do tin cay
. ... Sai biét i :
A & 0
F Sig. T pf  SI9@ DR PN
chieu)  trung chuan Thap Cao
binh hon hon

Gia dinh

phuong sai 1,273 0,261 0,103 164 0,918 0,010 0,093 -0,175 0,194
Mua bing nhau
ngau Gia dinh
hitng phuong sai

khong bang

nhau

0,102 156,904 0,919 0,010 0,094 -0,176 0,195

ANOVA moét chiéu duoc st dung @& va p value = 0,657 > 0,05, nghia 1a khong
phan tich tac dong ctia nhém tudi va thu  c6 sy khac biét giita cac nhom tudi va cac
nhap dén mua ngiu himg (Bang 7 va Bang  nhom thu nhdp trong mua ngiu hing tai san
8). Két qua lan lugc p value = 0,326 > 0,05 bay.

Bang 7. Kiém dinh sy khac biét theo nhom tudi

Mua ngau hirng
Trung binh

Tong binh

phuong Df binh phuong F Slg.
Gitra cac nhom 1,246 3 0,415 1,163 0,326
Trong cac nhém 57,845 162 0,357
Tong 59,090 165
Bing 8. Kiém dinh sy khac biét theo thu nhap

Mua ngau hing
Tong binh Trung binh .

phuong Df binh phuong Sig.
Gitra cdc nhom 0,303 2 0,152 0,420 0,657
Trong cac nhém 58,787 163 0,361
Téng 59,090 165
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Kiém dinh gia thuyét

Céc gia thuyét nghién ctiru duoc kiém dinh nhu trong Bang 9.

Bang 9. Cac gia thuyét nghién ctru va kiém dinh

Gia thuyét

Kiém dinh

Hi: C6 quan hé tich cyc giita khuynh huéng mua ngau himg va mua ngau

hirng

Hz: Khuynh huéng mua ngau hing cang cao thi xem ludt trong cira hang

cang cao

Hs: Xem luét trong cira hang cang cao thi mitc mua ngau himg cang cao
Has: C6 su khéc biét gifra cac y€u to nhan chung trong viéc mua ngau hing

Bac bo

Chap nhan

Chap nhan
Bac bo

3.2. Thao luan

Két qua nghién ctru cho thiy khuynh
huéng mua ngau hung tic dong nguoc
chiéu dén mua ngdu hing, nhu vay, ngudi
mua ngau himg khong han di mua ngau
hung tai san bay. Phat hién 1y thu nay c6
thé do, tai san bay, hanh khach chiu tac
dong boi hai khuynh huéng cam xuc dén
hanh vi mua hang ctia ho (Thomas, 1997):
mot 13 sy ting cao mirc cing thang do ho
ro1 khoi nhiing viée hang ngay ctiia minh,
hai 1a taing muc mic phan khich. Ngoai ra,
phat hién 1y thii nay c6 thé do nhiing tac
dong da chiéu cua dai dich Covid-19, l1am
cho cac hanh vi tiéu dung thay d6i, ma chua
dugc cap nhat trong 1y thuyét ciing nhu
kiém dinh trong thyc té; theo do, ngudi co
khuynh huéng mua ngau hung cang cao,
cang phai chuyén hudng sang cac phuong
thire thwong mai khéc, thay vi mua ngiu
hirng tai ctra hang, ma dac biét 1a trong moi
truong san bay.

Ngudi c6 khuynh huéng mua ngiu
hing cang cao thi xem ludt trong cira hang
cang cao. Xem ludt 1a hanh dong thuong
thay tai cac san bay, vi nhiéu 1y do, ma Iy
do hién nhién nhét 13 hanh khach thuong
chiu 4p lyc thoi gian, do vay, xem ludt
chinh 14 céch dé tranh bét ap luc d6. Thoi
gian san c6 chinh 1a mot tac nhan tinh huéng

(Belk, 1975). Trong khoang thoi gian c¢6
san, hanh khach thuong chon xem lu6t hon
1a ngdi chd mot cach budn chan (Hirshman
va Holbrook, 1982). Xem ludt khong han
dan dén mua hang, do do, kich thich hoat
dong xem ludt 1a phat hién chinh cua nghién
ctu ndy. Anh huéng cua kich thich bén
ngoai va tinh trang bén trong (hanh khach)
la diém noi bat & cac san bay (Omar, 2002).
Céc cudc phong van ngian véi hanh khach
tai san bay cho thiy ho thuong kich dong
cao, lo lang nhiéu vé chuyén bay sap dién ra
(suy nghi vé viéc xa nha, cac thu tuc bay,
coi ching hanh 1y, can than vé va cac gidy
to can thiét nhu chimg minh nhan dan hay
ho chiéu, tim ding cong bay, va 1én may
bay dung gio, ...), nhitng viéc nay tdc dong
nhiéu dén hanh vi mua hang. Ngoai ra, cac
yéu t6 nhan ching khong anh hudng gi dén
hanh vi mua ngau himg.

Mua ngau htng dién ra trong ctra hang,
nhung nhiéu minh chimg cho thiy d6 khong
phai hinh thtrc chinh cta hanh vi mua hang.
Do vay, cac nha ban 1¢ can chu trong thuc
day giay phit kich thich mua hang (spur of
moment purchases), can ting cudng gi6i
thiéu nhiing gi khong mong doi (Newby,
1993) giita nhimng thuong hiéu ndi tiéng,
can tang cuong khong khi 18 hoi bang cach
thiét ké bau khong khi dich vu hap dan, ting
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cudng cac yéu td bat ngd, cudn hut (Peter
va Olson, 1994), can thiét ké cach dan dat
sang tao gitta cac mén hang, can trung bay
hép din cho nhu ciu mua cam giac (hedonic
needs). Mudn vy, nha ban 1¢ can kich thich
mua ngau hung dya trén viéc phan khuc
khéch hang, c6 thé do chinh ho nghién ctru,
hay dya vao nhimg t6 chic nghién ctru
chuyén nghiép. Cac nha quan 1y san bay
Tan Son Nhit c6 thé nghién ctru thém cach
lam ciia ddng nghiép tai sdn bay Incheon
(Han Qudc) trong viéc to chirc nhimg dong
tac marketing bang nhitng doan dién vién
trong trang phuc truyén théng di vong khép
cac nha ga, va tap trung trinh dién mot vai
tiét muc gi6i thiéu truyén thong tai nhiing
noi mua ban sam uét nhét cac nha ga, vao
nhitng khung gio nhat dinh, thu hiat dong
dao ngudi xem; ciing c6 thé nghién ctru
cach lam cua san bay Chang-gi (Singapore)
trong vi€c tao ra mdi truong thién nhién
trong cac nha ga.

Nghién ctru ciing cho thdy chi riéng
xem luét khong dan dén mua ngiu himg,
ma 1a mot phtrc hop cac yéu té moi trudng
va tam ly bén trong hanh khach. Do vay, cac
nha ban 1¢ san bay nén nhan biét tinh trang
tam 1y ctia nhiéu loai hanh khach khac nhau
va ¢d ging tao ra moi trudng cé thé lam
giam cang thang ciia hanh khach, hay it
nhit, duy tri d6 phan kich binh thuong,
trong khi van tao dong luc mua ngau hing
bang viéc giam hay loai bo cac tré luc mua
hang. Nghién ctru nay dugc thuc hién trong
nhiing thang dau nam 2021 tai sdn bay Tan
Son Nhat, khi ma ndi lo ling vé tinh trang
bung phat dich bénh Covid-19 van con, nhét
la sau khoang thoi gian gitra thang 1/2021
dén cubi thang 2/2021, sin bay Tan Son
Nhat duoc canh béo nguy co 1ay nhiém do
su ¢b duong tinh cua mdt vai nhan vién, roi
dén giira cudi thang 4/2021, khi lugng hanh
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khach ting dot bién do cac chwong trinh
kich cau du lich, hanh khach mét méi, lo
lang vi nhiing thu tuc phong chong dich
bénh nhu khai bao y té, dam bao khoang
céch, lai con thém viée don & khéch tai cac
quﬁy thu tuc, kiém tra an ninh, soi chiéu tai
san bay Tan Son Nhat (Ha Mai, 2021), xem
ludt khong con 1a xem ludt nhu trude day,
ma chi 14 voi va ludt qua cac quay hang trén
duong tim dén cac cong ra may bay cho kip
gio. Tat nhién, xem lu6t nhu vay s& khong
dan dén hanh vi mua ngiu himg tich cuc
nhu két qua cta cac nghién ctu trude co
lién quan.

Newmann va Jones (1999) tim ra ty 1¢
hanh khach viéng tham ctra hang tai san bay
la khoang 50%, trong d6 xem luét khong du
dinh 13 15%, va chi 35% trong s6 nay mua
ngau hirmg. Do vay, cic nha ban 1¢ san bay
can trang bi cac chién lugc nham lam ting
muc d§ xem ludt, va du dinh mua hang.
Trong bbi canh ciia sin bay Tan Son Nhit,
nha ban 1¢ SASCO chi ¢6 thé lam tat ca
nhimg gi c6 thé, bén canh dé, ciing rt can
su hd trg ctia cac don vi khéac c6 lién quan
trong san bay nhu Tong cong ty Cang hang
khong Viét Nam (ACV) xay dung ké hoach
va trién khai ting cuong cong tac bao dam
an ninh, an toan hang khong, chat luong
dich vu va phong chdng dich Covid-19, sap
xép thém lyc lwong thanh nién tinh nguyén
da dugc huan luyén dé hd trg khach hang tir
ctra ra/ vao cho t6i khi khach vao qudy
check-in. Bén canh d6, ACV can lam viéc
v6i diéu hanh bay, phdi hop véi cac co
quan, don vi ra soat cong tac diéu phdi slot
(luot cat ha canh), diéu chinh s6 luong slot,
phan bd dan déu slot trong tat ca khung gio
dé dam béo cac hing khong dé tring gid cat
canh, don nhiéu chuyén bay vao cung thoi
diém gy tinh trang tic nghén cuc bo (Ha
Mai, 2021).
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4. Két luan

Ban Ié san bay dang ngay cang phat
trién. Hanh vi mua ngau hang tai san bay
van chua dwgc chd y nhiéu trong ly thuyét,
dac biét tai san bay Tan Son Nhat. Md hinh
nghién ctru dé xuat bao gom 03 thanh phan
chinh: mua ngau himg, xem luét va khuynh
huéng mua ngau himg, duoc kiém dinh lién
quan trong moi truong san bay. Két qua
phan tich cho thay khuynh huéng mua ngau
hémg cao hon chwa han dan dén mua ngau
himg cao hon, nhung din dén xem luét
trong ctra hang cao hon tai san bay Tan Son
Nhat. Ngoai ra, két qua ciing cho thdy muc
d6 mua ngau himg ciing khong ting cing
xem ludt tai san bay Tan Son Nhat. Kiém
dinh khac biét khdng cho thay cac bién nhan
chang c6 anh huéng dén mua ngiu hang tai
san bay Tan Son Nhat. Phan tich dit liéu cho
thiay moi trudng 1a nhan t6 quan trong dan
dén mua ngau hang. Tur d6, nghién ctu
cling d& xuat mot sb ham y quan tri dén cac
nha ban I¢ tai san bay Tan Son Nhéat, nham
nang cao mua ngau hing. Theo dé, can ting
cuong xem ludt theo cach co thé khuyén
khich mua that sy tai san bay, va khéng can
lwu y nhiu dén tudi, gisi tinh, thu nhap cua
hanh khach mua ngau hing.

Mic du d3 hoan thanh cic muc tiéu dé
ra, nghién ctru van c6 nhitng han ché nhat
dinh: (1) Thu thap dix liéu bang bang hoi tai
san bay Tan Son Nhat chua han 1 phuong
phap tét, khi hanh khach déu c6 chung tam
trang bon chén, khdng ch tam, s& c6 nhiing
cau tra loi qua loa, thién léch, (2) Phuong
phap chon mau thuan tién, 1am cho do tin
cay va khai quat hoa chua cao, (3) Mot s6
nhan t khac tac dong dén mua ngau hing:
moi truong, van hoa, tm trang, cam xuc, ...
dac biét trong moi truong san bay, chua
dugc dé cap trong nghién ctu nay, (4) Céc
ly thuyét nén cting céc nghién ciru d6i sanh

dugc dé cap trong nghién ctu déu cé thoi
gian dang tai trudce dai dich Covid-19, trong
khi nghién ctru duoc thuc hién trong nhirng
thang dau 2021, c6 thé nhiéu hanh vi tiéu
ding, dic biét 1a mua ngiu hing da co
nhitng thay ddi, va chua dugc cap nhat vao
ly thuyét, cling nhu chua duoc kiém dinh
thuc té, (5) Phuong phap hdi quy tuan tu dé
giai quyét tirmg muc tiéu riéng Ié chua cho
thdy bdi canh tac dong chung cung lc cua
cac nhan té, can sir dung phuong phap mo
hinh cdu trdc tuyén tinh (Structural
Equation Modelling - SEM) dé giai quyét
t6t hon. P6 ciing chinh 1a nhitng d& xuat cho
cac nghién curu trong tuong lai.
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