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Tém tat. Dé ddy manh san pham rau qua an toan nham thim nhap vao thi truong can phai thong qua hop
tac marketing trong nong nghi¢p. Trd ngai lon d6i vai cac hinh thirc hop tac trong nong nghiép la giai quyet
dau ra cho san pham (nhu rau qua). Nghién ciru duoc thyuc hién thong qua nghién ctru dinh tinh két hop
dinh lugng. Dbi tuong tham gia khao sat la cac nong dan san Xuit rau qua voi 228 mau Phan mém Smart
PLS duoc ap dung dé phan tich va xir Iy dir liéu thu thap. Tir két qua nghién ctru, cac yéu t6 lién quan anh
hudng dén su tham gia hop tac marketing ctia nong dan gdm: H3 trg nhan dién, h5 tro san xuat, loi ich kinh
té dau ra va quan ly. Tir két qua nghién ctru, tac gia dé xudt nhimg ham ¥ quan tri dbi voi cac hop tac xa,
céc cap chinh quyén nham tao diéu kién day manh hop tac marketing va ting cudng tiéu thy rau qué trén
thi truong.

Tir khéa. H3 trg nhan dién, hop tac marketing, loi ich kinh té dau ra, quan ly.

1. GIOI THIEU

Tinh trang dwoc mua, mat gia anh huéng dén déu ra dbi véi san phdm ndng nghiép dbi véi nhidu ho noéng
dan. Tai Viét Nam, cac gia dinh san xuét rau quéa phén 16n dya trén quy moé nho (MARD, 2017) nén kho ky
két hop dong vGi nha phan phéi (Binh, 2013). Pdng thoi, san pham rau qud hau nhu khong nhan mac nén
bj cac mdi 1ai chén ép gid, kho tham nhap cac kénh phan phdi hodc tiép can tryc tiép ngudi tiéu dung (Tivet
et al., 2000).

Trong nhitng nim gan day, tang 16p trung luu thay d6i nhanh chéng, tir 12 triéu (2012) dén 33 triéu (2020)
(Dezan, S., 2014; HSBC, 2016). Do viy, hoat dong san xuét can thay ddi tir tip quan nhé 1&, manh man
sang san xuat c¢6 hop tac, dam bao an toan cho ngudi tiéu dung (Morgan, K. et al., 2000).

Tuy nhién, viéc lién két trong canh tac rau qua thoi gian qua gap nhitng kho khan nhu: Lién két san xuét
néng nghiép & quy mé nho; chi phi san xuét ting cao; lgi ich va trach nhiém cta cac bén chwa 6n dinh
(Cudng va cong s, 2019). Hon nita, cac hinh thic lién két ciing chua chu trong vao ddy manh cac bién
phap giai quyét dau ra cho rau qua. Bén canh do, vai tro quan 1y cua hop tac xa con han ché nén viéc giai
quyét dau ra con gip kho khan. Sy han ché vé hop tac marketing dan dén chénh Iéch gia ban gitra rau qua
an toan va rau qua thong thuong khong dang ké, trong khi chi phi dau tu cho san Xut rau qua an toan cao
hon. Viéc thiéu hop tac marketing nén cac hinh thirc lién két san xuit van kho tim cac nha trung gian dé
dua san pham vao hé thong phén phdi, bi ép gia hodc khé tim kiém cac nha xuat khau.

Dbi vi cac nudc dang phat trién, hop tac marketing trong linh vure thyuc pham (nhu rau  qua) Van la mét chu
d& méi ndi trong tai lidu hoc thuat. C6 mét s6 nghién ctru vé hop tac clia nong dan vé san xuit san pham
nong nghiép véi nhing yéu t6 lién quan nhu: Co so ha ting, san pham, nhan mac, thong tin lién lac, hd trg
k¥ thuat, su phtt hop dau ra, diéu khoan hop dong, méi quan hé hop tac (Banaszak, I., 2006; Kreps, 1996;
Pattana Jierwiriyapant et al., 2012). O trong nudc, cac nghién ctu vé hop tac trong ndng nghiép chi dirng
& muc hop tac san xuat va chua cé nhitng nghién ctru dé giai quyét dau ra cua san pham. Riéng déi véi
nghién ctu cua nhom tac gia Nga va cong su (2020) dé cap hop tac tiéu thu néng san c6 phuong phap
nghién citu con han ché do khdng c6 khao sat hogc thiéu s6 liéu minh hoa kém, két luan thicu co s¢ khoa
hoc va thiéu ham Yy quan tri. Hon nra, cac nghién ctru ciing chua dé cap dén hop tac marketing dé giai quyet
dau ra cho san pham rau qua. Do vay, can co nhirng nghién ctru day di hon dua trén két qua khao sat ddi
Véi cac ho ndng dan nham danh gia nhitng yéu té anh huong dén y dinh tham gia hop tac marketing va ham
y quan tri dua trén két qua dang tin cay.

Tir nhitng 1y luan trén, muyc tiéu ciia nghién ciru nham: Péanh gia cac yéu td anh huong dén y dinh tham gia
hop tac marketing; do luong mirc d6 quan trong clia cac thanh phan anh huéng trong mé hinh va dé xuat
cac ham ¥ quan tri lién quan su tham gia hop tic marketing ciia néng dan. Théng qua nghién ciru nhim
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tang cuong cac hinh thirc hop tic marketing, giai quyét tinh trang dugc mua mét gia trong ndng nghiép,
kich thich nguoi dan sir dung phuong thitc canh tac san pham an toan va tao diéu kién san pham rau qua
ti€u thu trén thi trudong trong va ngoai nude thudn loi.

2. CO SO LY THUYET VA LUQC KHAO CAC NGHIEN CUU THUC NGHIEM LIEN
QUAN

2.1. Co s& 1y thuyét

2.1.1. Rau qué an toan

Rau qua an toan bao gém cac loai thyc phérn rau: 1, than, cu hodc hoa, qua, hat...dugc san xuét, thu hoach,
so ché, bao goi, bao quan dya trén cac tiéu chudn k§ thuat; bio dam ngin ngira hoa chét doc hai dudi mirc
cho phép (Cudng va cong su., 2019). Theo thong tu 59 cia Bo Nong Nghiép va Phat trién Nong thon, rau
qua an toan phai dam bao cac tiéu chuan tai Viét Nam nhu: Rau qua dat tiéu chudn k¥ thuat vé an toan thuc
pham; rau qua c6 quy trinh san xudt theo chtng nhdn an toan thuc pharn rau qua dat tiéu chuin VietGAP
hodc tuong duong (Thong tu s6 59, 2012). Hon nita, cac tiéu chuan bd sung vé rau qua an toan 1a: Du lugng
chat bao vé thuc vat; nguon nudc tudi an toan; phong ngura sdu bénh; thu hoach va bao quan Tuy nhién,
cac nude phat trién c6 tiéu chuan quy dinh rau an toan kha rd trong khi & Viét Nam, cac tiéu chuan nay
chua duoc ap dung cu thé (Cudng va cong su., 2019).

2.1.2.'Y dinh hop tac marketing ctia nong dan

C6 nhiéu hinh thic hop tac hoac lién két gitra néng dan véi doanh nghiép hoic hop tac gitra cac ho gia dinh
trong cac hop tac xa tai Viét Nam. Véi cac hinh thuc lién két nhu vay tao diéu kién hinh thanh cac canh
ddng mau gan véi chudi san xuat va tiéu thy thuan loi hon. Dén nam 2018, c6 6.800 md hinh lién két khip
ca nude voi 1 tridu ha trong san xuat néng nghiép (MARD, 2017). Tuy nhién, hinh thirc hop tac marketing
dé giai quyét dau ra cho rau qua van con han ché ¢ Viét Nam. C6 mot s 1y thuyét duogc ap dung trong mo
hinh nghién ctru hanh vi cia néng dan trong ndng nghiép nhu: Ly thuyét vé hanh vi c¢6 ké hoach nhu y dinh,
quyét dinh, niém tin, nhan thirc, thai do,..(TPB) (Ajzen, 1., 1991); Iy thuyét doi méi (DIT)( Aubert et al.,
2012) dé cap dén hanh vi ndng dan trong dé c6 b6 sung cac thanh phan nhu quy trinh mdi, cong ngh¢ mdi,
phwong phap san xuét moi... Trong s6 cac ly thuyét, TPB duoc ap dung de nghién ctru vé hanh vi cia nong
dan trong hop tac san xuat nong nghiép (nhu hop tac marketing) voi ba yéu t6 tac dong dén sy hop tac ciia
nong dan: thai 6 ddi véi san pham méi, chuin myc chi quan va kiém soat nhan thirc hanh vi (Krueger et
al, 2000; L€apple et al, 2013). Do vay, tac gia 4p dung mé hinh TPB dé danh gia cac yéu td anh huéng dén
¥ dinh hop tac marketing ctia néng dén trong san xuét rau qua an toan.

2.2.Céac yéu t6 anh hwéng dén y dinh hgp tac marketing ciia nong dan

Loi ich kinh té dau ra

Loi ich kinh té dau ra anh hu'ong manh dén su hop tac cua nong dan trong san xuit nong nghiép (Phalbun
Yanakittkul et al, 2020) nhu giup ha gié thanh, dam bao gié ca dau ra. Hop tac marketing cling tao didu
kién nong dan it phu thudc vao cac kénh trung gian nho 1¢, d& tiép can kénh phan phdi va do vay anh hudng
tich cuc y dinh tham gia hop tac marketing (Banaszak, I., 2006). Su hop tic van dam bao ngudi dan so hitu
dét cua riéng va huong loi ich tir két qua lam viée cua gia dinh ho. Gia ca dau ra 1a yéu t6 quan trong anh
hudng dén hanh vi cua néng dan quyét dinh tham gia hop tac hodc tim t6 chirc khac thay thé (Fulton et al.,
1999). Theo Hollaway et al. (1999), thong qua hop tac giita cdc thanh vién trong hop tac xa s& tao diéu kién
tap hop khdi lugng san pham va thyc hién tiép thi dau ra véi gia ca tét hon, Tir d6, gia thuyét duoc dé xuat
nhu sau:

Gia thuyét H1: Loi ich kinh té dau ra anh hwong tich cwc dén y dinh tham gia hop tac marketing ciia nong
dan..

HO trg nhan dién

Nhitng nghién ctru khac nhau ching minh viéc khuyén khich ngudi nong dan tréng nhiéu loai cdy khac
nhau va chinh sach hd trg kém theo s& thic ddy qua trinh hop tic ctia nong dan (Dang et al., 2014). Tuong
tu, Ephrem Dejene and Dereje Getachew (2015) phat hién ra rang chinh sach hd tro nhu ddng ky ching
nhén, huéng dan céc tiéu chuén nhén dién thuong hiéu (tén, logo, bao bi) anh hudng dén hop tac cua nong
dan trong cac hoat dong nong nghi¢p. Morone et al. (2019) ciing chimg minh tinh hiéu qué thong qua hop
tac dau tu, hd trg cho nhitng hoat dong canh tic néng nghiép quy mé nho, 1a dong luc phat trién mo hinh
hop tac tidu thu thuc phdm an toan. Viéc hop tac trong ndng nghiép phai théng qua hd tro tiéu chuin nhan

17


http://refhub.elsevier.com/S2405-8440(19)36698-8/sref25
http://refhub.elsevier.com/S2405-8440(19)36698-8/sref25

CAC YEU TO ANH HUONG DEN Y PINH. ..

dién (logo, déu hiéu, nguén géc xuét x{r nham tao thuan loi xay dung thuong hi€u rau qua an toan, qua do
tang loi thé trén thi truong va ting gia ky két giita nha phan phdi va nong dan (Ephrem Dejene and Dereje
Getachew, 2015).

Gid thuyét H2: Ho tro nhdn dién c6 anh hwong tich ciee dén y dinh hop tac marketing ciia néng dan.

Hoat dong quan ly

Theo Banaszak and Beckmann (2006), mdi trudng quan 1y va cau trac hoat dong ctia nhom c6 thé gay tro
ngai cho hop tac hodc khé chiu tir ngudi tham gia. Pong thoi, nang lyc va danh tiéng ctia nguoi quan ly
dong vai tro tich cyc dén sy tham gia va duy tri sy tin tuong cua thanh vién tham gia hop tac (Bianco et
al.,1990). Doi ngii quan 1y hd trg va dam bao tinh cong khai vé cac thoa thuan s& thu hit hop tc cua thanh
vién khac (Binh, 2013). Hon nira, vi¢c dam béao thong tin day du gitra cac thanh vién cling tac dong tich
cuc dén niém tin cta cac thanh vién vé hoat dong quan tri cua t6 chirc hop tac (Menard, C., 2006). Dya vao
nhing 1y ludn trén, gia thuyét duoc dé xuat nhu sau:

Gid thuyét H3: Hoat dong quan Iy anh huong tich cwe dén y dinh tham gia hop tic marketing ciia néng
dan.

Anh hudng xa hji

Nhirng hoat dong tuyén truyén, van dong tir chinh quyén va cac to chirc khac ciing anh hudng thai d6 va
hanh vi hop tac cua cac ho néng dan (Kreps, D.M., 1996). Trong qua trinh hop tic c6 thé déi mit nhimng
tinh hubng kho khian nhu mot thanh vién trong nhom tir bo s& anh hudng thai do tiéu cuc cac thanh vién
khac. Dbi v6i cac nhoém hop tac quy md nho, hiéu tmg niy tac dong manh dén thai d6 tiéu cuc nhung nguoc
lai cling giup tac dong sy hop tdc cdc thanh vién nhanh choéng hon (Kreps, D.M., 1996). Hansmann (1996)
1ap ludn rang, cdc thanh vién co nhiéu mdi quan tim chung hon va 1a yéu to can thlet dé hop tac thanh cong.
Ong ctng chi ra rang cac nhom dong nhét véi nhitng diém twong déng vé quyén luc va loi ich tiém ting
v6i cac dbi tac co nhidu kha nang dat dugc ty 1¢ thanh cdng cao hon (Hansmann, H., 1996). Tir nhing 1y
ludn trén, gia thuyét duoc dé xuat nhu sau:

Gid thuyét H4: Anh huéng xd héi anh huong tich ciee dén ¥ dinh tham gia hop tdc marketing ciia néng dan.
HO tro san xuz'lt

H0 tro san xuat ¢ vai tro quan trong trong canh tac néng nghi¢p cua cac ho nong dan (Kreps, D.M., 1996).
Ngudi san xuét khi tham gia vao hop tac san xuét thudng cAn nhic hanh vi cta ho lién quan nhitng kho
khan khac nhau trong canh tac nong nghiép (Ephrem Dejene and Dereje Getachew, 2015). Ho thuong tim
hiéu vé hoat dong hd tro trong néng nghiép nhu thiy loi, ky thuat cham soc (Osterberg, P., & Nilsson, J.,
2009). Bbi v6i san phdm ndng nghi¢p, thanh phan ky thuét lién quan trong, cham soc va ap dung cong nghe
thu hoach 14 quan tim hang dau ctia nong dan. Phuong phép san xuat dam bao hat c6 gia cao, it sau bénh
tac dong tich cuc dén y dinh tham gia ciia néng dan (Pattana Jierwiriyapant et al., 2012). Cac khoan hd trg
hodc cac khoan vay cling tang cuong sy hop tac cua cac thanh vién. Do vay, gié thuyét dugc dé xudt nhu
Sau

Gid thuyét H5: Ho tro san xudt cé anh huong tich cuc dén y dinh tham gia hop tic marketing ciia néng
dan..

3. PHUONG PHAP NGHIEN CcUU

Bai bao duoc thuc hién qua nghién ctru dinh tinh va dinh lugng. Nghién ciu dinh tinh dung dé sang loc va
hoan thién c4c thanh phan va bién quan sét trong mé hinh nghién ctru. Sau khi diéu chinh, mé hinh nghién
ctru gdm céc yéu t6 anh hudng truc tiép dén ¥ dinh hop tac marketing rau qua bao gdm: Loi ich kinh té dau
ra, hd trg nhan dién, hoat dong quan ly, anh huong xa hoi va hd trg san xuat (Hinh 1). Dé do ludng lgi ich
kinh té, 5 bién quan sat duoc tham khao tir Fulton (1999), Hollaway et al. (1999). H) trg nhén dién dugce
tham khdo tr Ephrem Dejene & Dereje Getachew (2015), Banaszak 1. (2008). Yéu té hoat dong quan ly
gdm 5 muc dugc tham khao tir Hendrikse (2007), Bianco va Bates (1990). Anh hudng xa hoi voi 4 bién
quan sat dugc tham khao tir Kreps (1996), Morgan, K. (2000). Yéu td hd trg san xuat véi 5 bién quan sat
dugc tham khao tir Osterbeg et al. (2009), Ephrem Dejene & Dereje Getachew (2015). Cudi cung, ¥ dinh
hop tac marketing v6i 3 bién quan sat dwoc tham khao tir Phaibun Yanakittkul (2020) va Manoela et al.
(2017) . Ttr md hinh nghién ctru, bang cau hoi v6i cac bién quan sat cta timg yéu t6 duoc diéu chinh tir cac
nghién ctru trude déy, két hop bd sung va didu chinh qua nghién ctru dinh tinh. Phuong phap thuc hién
thong qua thao luan tay doi két hop thao luan nhom véi 14 dai dién ho nong dan, 2 dai dién quan 1y hop
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tac x& va 4 chuyén gia. Thang do Litkert 5 diém duoc st dung véi 1 12 hoan toan khong dong y va 5 la
hoan toan dong y.

V& nghién ctru dinh lugng, dit lidu dugc thu thap théng qua khao sat nhitng nong dan tir cac hop tac xa
néng nghiép tai Long An va Tién Giang do cac dia phuong cung cip. Viéc lua chon cac tinh ¢ dong bang
song Ciru Long 1am dai dién do noi ddy c6 cac hinh thirc hop tic san xuat nhidu nhat vai 427.000 ha (chiém
73,9% dién tich ca nudc) (Nguyén Vian Cudng va cong su., 2019). Bé dat kich thudc miu, 270 bang cau
hoi duoc phat ra, thu vé 242, sé mau khong hop 18 14, s6 mau hop 16 228.

Loi ich kinh t& ddura NH1(+)

HO tro nhan dién

Y dinh tham gia
hop tac marketing

Hoat dong quan ly

Anh huong x3i hoi

HJ trg san xuét

Hinh 1: M6 hinh y dinh tham gia hgp tac marketing

Sé liéu thu thép duoc ma hoa, xur Iy trén phan mém SPSS. Cac thang do dugc dua vao phan tich m6 hinh
cau trdc tuyen tinh v6i phan mém Smart PLS 3.0. Cac ket qua phan tich md hinh do ludng lién quan nhu
do tin cay Cronbach Alpha, d6 tin cay tong hop, AVE va da cong tuyén déu dugc xem xét, danh gia.

4. KET QUA VA THAO LUAN
4.1. Pic diém miu nghién ctru

V& Itra tudi: Tudi tir 31-40 chiém ty trong cao nhat vdi 47,4%, do tudi tir 20-30 chiém ty trong cao thir hai
v6i 29,4%, ltra tudi trén 50 chiém ty trong thép nhit v6i 0,4%. Vé dic diém gido duc: tbt nghiép cip hai
chiém ty 18 cao nhét (61,8%), trung hoc phé thong chiém ty 18 cao tht hai (20,6%), tiép den trinh do cép
mot voi 14,9% va thip nhat 1a trinh do trung cép trd 1én chi 0,4%. Vé kinh nghiém san xuat: thoi gian tir
5-10 nam chiém ty 1€ cao nhét voi 57,0%, tir 11-20 ndm chiém ty 1€ cao thur hai voi 25,0%, thoi gian canh
tac 30 ndm trd 1én chiém ty 16 thip nhét v6i 0,4%. V& mic thu nhap hang thang: Tir 10 -15 triéu chiém ty
1¢ cao nhat (51,8%), tiép dén thu nhap tir 5-10 triéu chiém ty trong cao thr hai v6i 33,3% va thu nhap ho
gia dinh trén 20 triéu chiém ty 1¢ thip nhat véi 1,8%.

Béng 1: Dic diém miu nghién ctru

Théng tin nhan khiu hoc Tﬁp Ty 1¢
suat (%)
20-30 67 29.4
31-40 108 47,4
Lira tudi 40-50 52 22,8
>50 1 0,4
Tong 228 100,0
Dic diém Khoéng di hoc 5 2,3
hoc vén Trudng cAp mot 34 14,9
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Truong cip hai 141 61,8

Trung hoc phd thong 47 20,6
Trung cép hoidc cao hon 1 0,4

Téng 228 100

Duéi 5 nam 30 13,2

_ 5- 10 nim 130 57,0

Kinh 11-20 nam 57 25.0
nghiém 21-30 nam 10 4.4
san xuat Trén 30 nam 1 0.4

Tong 228 100
Duéi 5,000,000 dong 13 5.7

5,000,001—10,000,000 dong 76 333

Thu nhap 10,000,001-15,000,000 dong 118 517
ho gia 15,000,001-20,000,000 ddng 17 75
dinh moi Trén 20,000,000 dong 4 18

thang Téng 228 100,0

Nguon: Két qua xtr 1y dir liéu cia cac tac gia

4.2. Panh gia m6 hinh nghién ctru

Theo Hair et al. (2013), kiém dinh d9 tin cdy gom kiém dinh d§ nhat quan ndi tai, gia tri hoi tu va gid tri
phan biét. K€t qua kiém dinh thé hién cac thang do dam bao d¢ nhat quan ndi tai (Cronbach’s Alpha déu
16n hon 0,7 va d9 tin cdy tong hgp cua céac thang do déu 16n hon 0,7). Déng th“oi, cac hé s@ tai nhan §6 déu
16n hon 0,5 (Béng 2). Theo Fornell and Larcker (1981), cac thang do d€ xuat déu dugc chap nhén. Ve phan
tich nhan t6 khang dinh: Theo Hair et al. (2011), cac thang do ¢6 ti€u chi h¢ s0 tai nhén t6 AVE <0,5 s& bi
loai bo. Qua kiém dinh, tat ca cac nhan to déu dam bao diéu kién AVE > 0,5 nén khong loai bd bién nao &
budc nay.

Bang 2: Thang do, d6 tin cay va gia tri

Hé so tai Cronbach’

Yéu té Bién quan sat nhin to Alpha AVE
Mang lai doanh thu t&t hon so véi chi phi
bo ra 0.800 0.901 0.885
Loiich kinhy | Gidm bdt cac chi phi gidi quyét dau ra 0.905
té dau ra Dam bao gia d4u ra cao hon 0.895
(LD) D& tham nhap vao céc kénh phan phdi. 0.899
Giam phu thudc vao cac thuong lai thu
mua 0.683
H) trg dau hiéu ching nhan chét luwong 0.868 0.900 0.653
HO tro dich vu tur vén label san phém an
HG tro nhan toan — 0.863
dién (ND) HO tro chimg nhén ngudn goc xuat xr
’ san pham 0.874
HJ trg vé tap huén kién thire marketing
dau ra 0.849
Danh tiéng va nang lyc quan 1y 0,618 0.891 0.809
Tinh cong khai minh bach vé cac thoa
Hoat don thuén 0.894
quan 1y ((%L) Thay dugc nhing kho khan cua cac thanh
Y vién 0.874
Théng tin diy da vé hoat dong quan ly 0.827
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Giai quyét duoc diu ra thuan loi 0.865
Huén luyén phuong phap chdm séc rau
qua dat nang suat cao 0.905 0.922 0.875
Hb trg san phim rau qua dap Gng tiéu

H5 tro sin chuan thiNtru(‘mg ' 0.914

xuht (SX) Hu('?*IAlg dan k¥ thuét va chia se kinh
nghiém 0.896
HO tro k§ thuat phong ngira bénh cho
rau qua 0.734
Thay thanh cong cua nong dan khac 0.829 0.615 0.700
Su dong vién tir gia dinh, nhitng ngudi
nong dan khac (lang giéng, ban bé) 0.838

Anh huéng Su khich 16 tir cac t6 chire, quan chire dia
Thanh vién khac goi y va chia s€ tham
gia hop tac 0.900
Thong tin tuyén truyén tir cac kénh
truyén thong 0.623
T61i s& tham gia hop tac marketing db6i

Y dinh hop vOi san xudt rau an toan 0.803 0.734 0.672

tac To6i s€ gidi thiéu nguoi khac cung tham
marketing gia hop tac marketing 0.794
(YD) Tbi s& nd luc tham gia hop tic marketing
cho san pham rau qua an toan 0.827
CR—Composite Reliability; AVE—Average Variance Extracted

Nguon: Két qua xir Iy dir liéu cua cac tac gia
Kiém dinh gia tri phan biét cho thay c6 su khac biét. Theo Henseler et al. (2009), gia tri cin bac 2 cia AVE
timg yéu t6 dugc xac dinh dé kiém ching gia tri phan biét (bang 2). Gia tri twong quan giita cac cap khai
niém tir 0,107 dén 0,581 déu nho hon gia tri cin bac hai nho nhat cuia AVE (0,808) (Bang 3) nén cac ciu
truc khai niém dat dugc gia tri phan biét.

Bang 3: Tuong quan giita cac cau truc khai niém nghién ctru

QL SX AH YD LI ND
Hoat dong quan ly (QL) 0.900

HO tro san xuat (SX) 0.498 0.936

Anh huéng xa hoi (AH) 0.440 0.581 0.836

Y dinh hop tac marketing (YD) 0.180 0.384 0.345 0.820

Loi ich kinh t& dAu ra (LI) 0.175 0.411 0.422 0.107 0.941

H3 tro nhan dién (ND) 0.358 0.537 0.465 0.340 0.197 | 0.808

Ghi ch(: Cén bac hai cia AVE nam trén duong chéo chinh
4.3. Két qua phén tich mé hinh céu tric
Hé sb phong dai phuong sai (VIF) duoc sir dung dé danh gia hién tuong da cong tuyén Hair et al. (2013).
Qua phan tich két qua nghién cru, gia tri VIF cua timg nhén t6 tir 1,041 dén 1.200 nho hon 5, chirng t6 hién
tuong da cong tuyén khong anh huéng dén ciu trac cia mé hinh. Kiém dinh Bootstrap duoc 4p dung dé
danh gia d9 tin cay ctia wdc lugng cac hé sb hoi quy voi 228 miu va sé lan 1dp lai 1a N = 1.000. Két qua
cho thiy Bootstrap dap umg yéu cau do cac gié tri ¢ t-value > 1,96 (Hair et al., 2011).
Déi v6i y dinh hop tac marketing, h¢ s6 x4c dinh R? (Rquare) 13 0,495 va R? diéu chinh (Adjusted R-quare)
la 0,486, nghia 1a mo6 hinh tuyen tinh da xay dung phu hop voi tap dir liéu dén mirc 48,6% (hay m hinh da
giai thich duoc 48,6% su bién thién ctia bién phy thudc y dinh hop tac marketing).
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4.4. Kiém dinh cé4c gia thuyét nghién ciru

Béng 4: Két qua kiém dinh gia thuyét trong mé hinh nghién ctru

Trong so . . .
.z ke wrks R (Path Sai so Tri s0 Gia trij Két
Gia thuyet- Mi quan h¢ Coefficient) chuén T P luidn
H1. Loi ich kinh té daura -> Y dinh hop i
tac 0.160 0.027 | 5.953 0 Ung ho
H2. Hd tro nhan dién -> Y dinh hop tac 0.237 0.034 | 6.975 0 Ung hd
H3. Hoat dong quan ly -> Y dinh hop ,,
tac 0.091 0.027 | 3.372 0.001 Ung hd
) ) Khong
H4. Anh huong xa hoi -> Y dinh hop tac 0.070 0.042 | 1.671 0.095 ing ho
H5. HJ tro san xuat -> Y dinh hop tac 0.191 0.029 | 6.548 0 Ung ho

Nguon: Dt liéu trich xuat tir phan mém Smart PLS cua tc gia

Két qua kiém dinh cho thiy cac yéu té tac dong tich cuc dén y dinh hop tic marketing ctia nong dan bao
gom: Yéu td hd tro nhan dién c6 tac dong manh nhét v6i (3=0,237, p=0.000); yéu td hd tro san xuit co tac
dong manh thtr hai véi (8=0,191, p=0.000); yéu t6 1oi ich kinh té dau ra tic dong manh thtr ba voi (3=0,160,
p=0.000) va cudi cung 1a yéu té hoat dong quan ly tac dong tich cuc véi (3=0,091, p=0.001). Két qua uéc
lugng md hinh nghién cau cho thay méi quan hé duoc gia thuyet trong md hinh nghién ctru c6 y nghia
thdng ké vi cac gia tri P déu nho hon 0,05; dat mic y nghia can thiét & do tin cay 95% nén céc gia thuyét
trong md hinh nghién ctu tir H1, H2,H3, H5 déu dugc chap nhan. Riéng yéu t6 anh hudng xi hoi khong
tac dong dén hop tac marketing v6i (R=0,070, p=0.095). (Bang 4).

5. THAO LUAN VA HAM Y QUAN TRI

5.1. Thao luén

Thong qua nghién ctru nham kham pha céc yéu t6 lién quan ¥ dinh hop tac marketing, qua d6 tim ra nhitng
khac biét so voi nhitng nghién cau trude day trong cung linh vyc trong san Xuit ndng nghiép, cu thé:
Truéc hét, anh huong x& hoi khdng anh hudng dén thai do hop tac marketing cua néng dan. Két qua nay
trai v6i nhitng nghién ctiru khac nhu hop tac trong san xuat néng nghiép ¢ Thai Lan (Pattana Jierwiriyapant
et al., 2012; Phaibun Yanakittkul et al., 2020). Thuc té, ngudi nong dan thuong tich lity kién thic, kinh
nghiém va gop v tir nguoi khac, cac thanh vién hop tac hoic tir mbi quan hé xa hoi dé dam bao tin tuong
vao su thanh cong khi tham gia hop tac ndng nghiép. Tuy nhién, & Viét Nam ciing gidng nhu cac nudc Lién
Bang X0 Viét va chau Phi, cAc ndng dan ting trai qua thét bai trong hop tic marketing trong néng nghiép
nén y dinh tham gia hop tac marketing chii yéu do ho quyét dinh va kinh nghiém tir cac thanh vién khac chi
mang tinh tham khéao (Hendrikse, G.W.J., 2007).

Nhiing yéu t6 khac trong mo hinh déu co tac dong tich cuc dén y dinh hop tac marketing ctia ngudi nong
dan trong viéc san xuat thyc pham an toan nhu: Ho tro nhan dién, hd trg san xuat, loi ich kinh té, quan ly.
H& tro nhan dién ciing 1a yéu t6 tac dong tich cuc dén hop tac marketing cia nong dan. Diéu ndy pha hop
vai két qua nghién ciru ciia Dang et al. (2014), trong d6 yéu t6 hd trg biéu tugng, thiét ké, bao bi, dang ky
nhan hi¢u cling c6 tac dong tich cuc dbi véi hop tac marketing cia nong dan trong san XUét nong nghiép.
O cac nuge dang phat trién voi tiém nang to 1on Ve ndng nghi¢p nhu Viét Nam chua duoc hd tro vé& nhan
dién nén yéu té nay cang quan trong dé giai quyét dau ra, anh huong dén thai do hop tac marketing cua
nong dén theo hudng tich cuc. Két qua cua Osterbeg et al. (2009) xac nhan nguoi ndng dan cling can dugc
hd tro ddu hiéu nhan biét san phiam dé tham nhap kénh phan phéi d& dang.

HJ tro san xuat 1a thanh phan anh huong tich cuc dén ¥ dinh hop tac marketing cua nong dan. Diéu nay
phu hop vei nghién ciru cua Dang et al. (2014), qua d6 cac yéu t6 hd trg san xuat duge dé cap c6 anh huong
tich cuc dén hop tac trong san xuat ndng nghiép nhu dich vy, tai chinh, ky thuat, dao tao. Két qua cua
Osterbeg et al. (2009) ciing cho rang ngudi ndng dan can duoc hd trg dé doi mai ky thuat, cai tién cong
nghé.
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Loi ich kinh t& dau ra ciing anh hudng tich cuc dén hop tac marketing. Két qua nay phu hop vei két qua
nghién ctu cua Pattana Jierwiriyapant et al. (2012) trong do hop tac néng dan trong san xuat nong nghiép
¢ Thai Lan giap dam bao viéc lam, thu nhap t6t hon. Két qua nghién ctru cia Ephrem Dejene et al. (2015)
ciing chi ra rang viéc tao diéu cho san pham dugc tiép can thi truong thuan lgi khi ngudi dan tham gia hop
tac nong nghiép tai Ethiopia giup giam chi phi thuong luong, phan phéi.

Yéu t quan ly anh huong tich cuc dén thai do tham gia hop tac marketing. Theo nghién ctru Banaszak and
Beckmann (2007), d6i ngii quan 1y c¢6 anh hudng quan trong d6i néng dan trong viéc tham gia hop tac dai
han, dac biét doi ngii 1anh dao c6 anh huong tich cuc dén hop tac marketing san pham ndng nghiép tai
BalLan. Nghién ctru khac vé hop tac san xuat hat diéu tai Chau Phi, trong d6 tinh hiéu qua va kha ning tao
ra két qua tir hoat dong quan ly c6 anh huong tich cyc dbi voi hop tac cua ndng dan. Hop tac cua ngudi
néng dan ciing can ¢ cau tric quan ly tot dé ban duoc san pham ra thi truong (William T. et al., 1990).

5.2. Ham y quan tri

Dua trén két qua nghién ctru, mot s6 ham ¥ quan tri duoc dé xuit dé ung dung cho céac hop tac xa, cac ban
nganh, cac hiép hoi thuc pham nhu sau:

Vé hd tro nhan dién, cc vién nghién ctiru can dinh hudéng nhiing giéng rau qua co chét lugng va hd trg nhan
dién cho cac hop tac xa, cac to chirc hop tac vé bao bi, tén, logo hoac dau hiéu nhan dién lién quan quy
trinh san xuét an toan. Viéc ding ky chimg nhén tiéu chuin ciing can thun loi nham xay dung thuong hiéu
rau qua an toan, qua do tang loi thé trén thi truong, giam gia thanh san Xuit va tang gia ky két gilia nha
phan ph01 va nong dan. V& hd tro san xuét, cac cip chinh quyen cin dau tu ha tang néng nghiép, hd tro
trang thiét bi cling nhu k¥ thuat tham canh. C4c ban nganh cin phdi hop véi cac hop tac xa thuc hién chuyén
moén hoa va ap dung khoa hoc k¥ thuat, dam bao san xuat rau qua chat luong cao an toan. V& lgi ich kinh
té dau ra, nhimg d6i mai vé chinh sach caa chinh quyén va cac hiép hoi can hd tro nhimng kho khin cua hop
tac xa nhu phuong thirc quan tri marketing, ban hang sao cho giai quyét duoc diu ra san phém rau qua. Pac
biét can hd tro tmg dung khoa hoc ky thuét vao quan 1y, gilp giam gia thanh san pham V& quan 1y, nhitng
nguoi quan ly cac hop tac xa nong nghiép Viét Nam c6 diac diém tir thoi bao cap xuit phat tir nhirng nguoi
néng dan c6 thé c6 kinh nghiém trong san xuit nhung chua c6 kinh nghiém marketing dé giai quyét dau ra
cho san phidm ndng nghiép. Do vdy, cic td chtc chinh quyén can phdi hop véi cac hiép hoi, cac vién nghién
clru va cac truong dai hoc dé huan luyén kién thirc quan 1y va marketing ciing nhu cach thirc Iya chon doi
ngil quan 1y co kién thirc giai quyét ddu ra cho cac hoi nong dan. Nhitng thu tuc va cach thirc van hanh va
hoat dong ciing dugc hudng dan cho nong dan va cac hiép hoi dé ho co thé hop tac va phéi hop va quan 1y
hi¢u qua.

6. KET LUAN

Nghién ctru duge thyc hién nham danh gia cac thanh phan tac dong dén y dinh tham gia hop tac marketing
clia cac ho san xuat. Két qua nghién cau thé hién cac yéu td tac dong dén hop tac marketing tir cao dén thap
1a hd tro nhan dién, hd tro san xudt, loi ich kinh té va quan ly.

Nghién ciru nay dong gop vao ly thuyét hop tac marketing hién tai va la tai liéu tham khao cho cac ban
nganh, cac hop tac xa va cac hiép hoi dé co giai phap nham thay déi hop tac san xuat va marketing trong
san xuét rau qua an toan tai Viét Nam.

Nhiing han ché tir nghién ctru nay la di liéu khao sat phan b mot vai tinh dong bang séng Ciru Long nén
chua c6 tinh dai dién cao trong ca nuéc, nhitng noi c6 tip quan va hanh vi san xuét cia nong dan thay doi.
Trong twong lai, nghién ctru cin mé rong hon nhu: danh gia dya trén so sanh cac nhom giira hop tac
marketing va khong hop tac dé tim ra két qua tich cuc nhu thé ndo. Nghién ciru ciing c6 thé dé cap dén
nhitng thanh phan gay can tré hop tac marketing cua céc ho néng dan.
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Abstract. Marketing cooperation to promote safe products is necessary in agriculture. A major obstacle
for cooperative forms is to deal with outputs for products (such as vegetables). The study was carried out
through a combination of qualitative and quantitative research. The subjects participating in the survey
were vegetable farmers with 228 samples. Smart PLS software is applied to analyze and process the
collected data. From the research results, relevant factors affecting farmers' participation in marketing
cooperation include: Identificative support, production support, output economic benefits and
management. From the research results, the author proposes governance implications for cooperatives,
authorities to facilitate marketing cooperation and increase consumption of vegetables in the market.
Keywords: Identification support, productive support, output economic benefits, management.
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