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Tém tat. Nghién ciru duoc thyc hién nham kham pha tac dong cua marketing da giac quan, gom thi giac,
vi giac, thinh giac, khiru giac, xuc giac, dén y dinh quay lai cta khach hang d6i voi cac chudi cira hang ca
phé & Tp. HO Chi Minh duéi vai tro trung gian cuia cadm xtuc tich cuc. Dt li€u nghién ctru dugc thu thép
thong qua khao sat 329 khach hang da timg trai nghiém dich vu tai cac chudi cira hang ca phé ¢ Tp. H6 Chi
Minh. Phan mém SmartPLS dugc sir dung dé kiém dinh gia thuyét nghién ctru, thdng qua mé hinh ciu trac
binh phuong nho nhét timg phan(PLS-SEM). Két qua nghién ctru cho thiy marketing da glac quan c6 anh
hudng tich cuc d&én ¥ dinh quay lai cua khach hang. Pong thoi, cam xuc tich cuc dong vai trd trung gian
mot phan phan anh tac dong cua marketing da gidc quan dén hanh vi khach hang thong qua co ché cam
xuc. Ket quéa nghién ctru khong chi cing ¢b co sé thuc nghiém vé _marketing da giac quan ma con la co s¢
dé xuat cac ham y quan tri gop phan nang cao y dinh quay lai chudi ca phé tai TP. H6 Chi Minh.

Tir khéa. Cam xuc tich cuc, chudi cira hang ca phé, marketing da giac quan, SOR, y dinh quay lai.

1. GIOI THIEU

Mic du bj anh huong boi bién d6i khi hau va dich bénh, thi trudng ca phé toan cau van ghi nhan
su tang truong manh mé. Cu thé, xuat khau ca phé trong thang 12/2023 dat 12,2 triéu bao, ting 13,6% so
vai cung Ky nam trudc (Vietnambiz, 2024). Tai Viét Nam, quy md thi truong ca phé nam 2024 udc dat
511,03 triéu USD, va du béo s& dat 763,46 tri¢u USD vao nam 2029, véi ty 1€ tang truong kép hang nam
dat 8,13% trong giai doan 2024-2029 (Mordor Intelligence, 2024). S6 lwong quéan ca phé tai Viét Nam ciing
tang truong, dat 317.300 cira hang vao cudi nam 2023, ting 1,26% so véi nam 2022, trong d6 TP.HCM dén
dau vai gan 40% tong sb ctra hang trén ca nude (iPOS, 2023). Bdng thoi, trong nim 2023, thi truong F&B
va thi trudng quan ca phé da ting truong 10,87% so véi nam 2022, dat tong doanh thu 539 nghin ty dong.
Cu thé, doanh thu tir thi truong quéan ca phé ting 13,3%, dat 1,46 ty USD, trong khi ngudi tiéu dung Viét
Nam d3 chi nhiéu hon tir 5-10% cho viéc an udng ngoai nha. Bic biét, co dén 14,9% khach hang chi trén
100.000 dong cho bita toi hang ngay, gp 3,5 1an so v&i nam 2022 (Vietdata, 2024).

V6i tiém ning tang truong manh, thi truong ca phé Viét Nam dang trg thanh chién truong khc liét
gitra cac thuong hiéu 16n nhu Trung Nguyén Legend, Highland Coffee, Phuc Long va cac thuong hiéu mai.
DEé ton tai va phét trién, cac doanh nghiép phai lién tuc d6i méi, nang cao chat lwgng san pham, dich vu va
trién khai chién lugc marketing hiéu qua dé thu hut khach hang. Diéu ndy tao ra mot méi truong canh tranh
s0i dong trong thi truong chudi ca phe tai Vit Nam (Vietdata, 2024).Theo bao cao cua iPOS (2023), Thanh
pho Ho Chi Minh dan dau ca nude vé sé lwong quan ca phé, chiém 39,78%, gap gan ba lan Ha Noi. Tan
suit ngudi Viét di ca phé ciing ting, voi hon 30% ngudi tiéu ding thuong xuyén di ca phé 1-2 1an mai tuan,
SO V&i 23% ndm 2022. Thi truong ca phé Viét Nam dang phat trién manh mé& ca vé sé lugng cira hang 1an
muc do tiéu thy. Bén canh chit lugng san pham, nguoi tiéu duing ngay cang chu trong vao trai nghiém. Do
do, cac doanh nghiép phai lién tuc d6i méi va ap dung cac chién lugc marketing hi¢u qua dé tang cuong su
hién dién va gitr chan khach hang, dap ung su thay d6i nhanh chéng cua thi hiéu (Intelligence, 2024).

Ngay nay, su canh tranh gay git budc cac doanh nghiép phai tao sy khac biét voi cac ddi thu. Vi
vay, cac doanh nghiép phai tao ra chién luge doc dao nham thu hat khach hang mua lai (Moreira & ctg,
2017). Mot nghién ctru cho thy chién luoc tlep thi dya trén trai nghiém giac quan la mdt trong nhirng chién
lwoc khién khach hang quay lai mua hang, tiép thi trai nghiém giac quan bao gdm nim giac quan, d6 1a: thi
giac, thinh giac, khiru giac, vi giac va xuc giac(W.-H. Kim & ctg, 2020; Kumar & Kumar, 2017). Nguoi ta
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cling nhén thiy ring viéc mua lai cta khach hang bit ngudn tir sy hai 1ong ctia ho ddi voi nhitng gi ho da
nhan duge trude d6 (Nica, 2013). Pong thdi, giidc quan cua con ngudi co anh hudng 16n dén quyét dinh
mua hang ctia ngudi tiéu dung (W.-H. Kim & ctg, 2020). Pay duoc xem la cong cu quan trong dé cung cd
mdi quan hé giita san pham va ngudi tiéu dung. Cac gidc quan ciia con ngudi, cac tin hidu cam giac nhu thi
giac, &m thanh, khtru giac, vi giac va xtc gidc déu cé thé anh huong dén sé thich, ky trc va lya chon cia
nguoi tiéu dung (Krishna, 2012).

Chién lugc tiép thi dua vao giac quan tao ra sy khac biét giira cac thwong hiéu, cu thé 1a bang cach
gop phan tao nén nhan dang va hinh anh thuong hiéu ctia ngudi tiéu ding (Holbrook & Hirschman, 1982).
Pong thoi, nam giac quan (thi giac, thinh giac, khiru gidc, vi gidc va xtc giac) 1a mot phan ctia marketing
gidc quan anh huong dén hanh vi mua hang ciia nguoi tiéu dung (Natalia & ctg, 2023). Khi khach hang
budc vao cira hang, toan bo qua trinh bén trong c6 thé dugc coi 1a mot trai nghiém giac quan; cu thé 1a cac
tin hiéu thi giac, thinh giac, xtic giac, khiru gidc va vi gidc c6 anh huong dén y dinh va trai nghiém mua
hang cta khach hang, tham chi ca dong co quyét dinh mua hang (Krishna, 2012).

Tai Viét Nam, C4c cong trinh nghién ctru chuyén sdu vé marketing da giac quan trong linh vic F&B
con rat han ché (Pang Thi Thiy An & ctg, 2021). Theo két qua lugc khao cua nhém tac gia, cac tai lidu
tham khao vé marketing da gidc quan d6i voi y dinh quay lai cira hang ca phé ciing con kha it. Bén canh
d6, cac nghién ctru trudc ciing chua 1am rd vai trd ctia cam xuc tich cyc trong mdi quan hé giita marketing
gidc quan va y dinh quay lai cta khach hang. Do d6, nghién ciru duoc thyc hién dé tra 1oi cau hoi nghién
ctru vé viéc c6 hay khong tac dong cua cia marketing da giac quan dén y dinh quay lai cua khach hang tai
cac chudi ctra hang ca phé & Thanh phd H6 Chi Minh. DPong thoi, kiém dinh co hay khong vai tro trung
gian clia cam xuc tich cuc trong mdi quan hé giira marketing da gidc quan va ¥ dinh quay lai cua khach
hang hay khdng, va nhitng ham y quan tri nao pht hop véi bdi canh nghién ctru.

2.COSO LY THUYET
2.1 Ly thuyét nén
2.1.1 M6 hinh kich thich — cam xUc — phan @ng (Stimulus-Organism-Response Model — SOR)

M@ hinh kich thich — cam xtc — phan @ng (SOR) do Mehrabian va Russell phét trién vao nim 1974,
giai thich méi quan hé gitra cac yéu t6 kich thich tir méi truong, qué trinh nhan thirc va hanh vi con ngudi.
Theo Kotler (1973), khi méi truong ban hang duoc thiét ké mot cach phu hop, né s& tic dong dén cam xic
Cua ngudi tiéu dung va tang kha nang mua hang. Cac nghién ctru cua Daunt & Harris (2012), Lin (2004)
va Wong & ctg (2012) ciing khéng dinh rang céc kich thich tir méi trueong ¢0 anh huong truc tiép dén phan
g cua khach hang. Ngoai ra, mot s6 nghién ciru khac da xac dinh ndm yéu té trong tiép thi giac quan co
tac dong tich cuc dén sy hai long cua khach hang (H.-W. Jang & Lee, 2019; Kamil & ctg, 2023; Yang,
2023). Céc nghién ctru trude day ciing chi ra rang khi cac kich thich tir méi truong tac dong tich cuc dén
C4c giac quan cta con ngudi, ngudi tiéu ding s& c6 hanh vi tich cuc, nguoc lai, néu nhiing kich thich nay
tiéu cuc, hanh vi cta ho sé bi anh hudng theo hudng khéng thuan lgi (Jacoby, 2002; Torabi & ctg, 2021).
Do d6, md hinh SOR chi ra rang hanh vi cia chiing ta khdng chi don gian la phan ang truc tiép vai cac kich
thich tir moi truong bén ngoai ma con bi anh huong bai qué trinh nhan thic, cam xic va dong co ndi tai, tir
do6 tac dong dén cac hanh dong thuc té. Viéc ap dung md hinh SOR theo cé4ch tiép can nay mang lai hai
dong gop quan trong: (1) Cuang cb co s6 ly thuyét vé marketing giac quan bang céch chi ra rang tac dong
cuia cac kich thich méi trudng khdng phai 1a tuyén tinh ma bi diéu tiét bai yéu té cam xuc; (2) Cung cap co
s& thyc tién cho nganh F&B, gitip cac thuong hiéu t6i wu hoa khong gian va trai nghiém khéach hang, tir do
nang cao su hai long va thuc day y dinh quay lai.

2.2 C4c khéi ni¢m lién quan dén deé tai
2.2.1 Y dinh quay lai

Y dinh quay lai 1a y dinh st dung lai cling mét san pham hozc thuong hiéu nao d6 mac du khéng
c6 mdi quan hé tinh cam (Kotler & Armstrong, 2013). Dong thoi, y dinh quay lai la mot dang y dinh hanh
vi khi khach hang c6 mong muén quay lai thim mét dia diém hay diém dén nao d6, nhan duoc loi truyen
miéng tich cuc, & lai 1au hon va mua hang nhiéu hon dy kién (Azizah & ctg, 2020). Hay theo Mufhtie va
ctg (2022) thi y dinh quay lai 1a su sin long cia khach hang dé quay lai dia diém cii hoic quay lai dé mua
hang tai dia diém do.

114



Tac gia: D6 Kim Anh va Nguyén Th; Bich Ngoc

2.2.2 Cam xuc tich cuc

Cam xUc tich cuc 1a sy dénh gia ciia mot ngudi vé mdi trudng xung quanh ho théng qua nhiéu muc
d6 kich thich khac nhau nhu: cam giéc tich cuc, niém vui, hanh phic va sy hai long (Lazarus, 1991). Bng
thoi, cam xc tich cuc dé cap dén tinh trang thé chit, nhan thire va cam xdc cua nhitng nguoi dang c6 tim
trang hai 1ong hozc trai qua nhitng cam xdc tich cuc nhu tinh yéu, hanh phc, quan tam, biét on, cam hing,
binh tinh, hy vong, tu hao va kinh so (Fredrickson & Losada, 2005). Cam x(c tich cuc (niém vui, sy thich
thi, su hai 10ng) ciing duoc dinh nghia 1a trang thai tinh than thoang quan mang lai cam giac dé chiu
(Fredrickson, 1998). Nhiing nguoi ¢6 cam xUc tich cuc thuong don gian hoa qua trinh ra quyét dinh va
danh it thoi gian hon dé can nhac mét lya chon cu thé so véi nhitng ngudi mang cam x(c tiéu cuc (Lee &
ctg, 2008). Khi cam x(c tich cuc duoc hinh thanh thi ¢6 thé 1am ting sy hai long va long trung thanh cua
nguoi tiéu dung (Heri & ctg, 2022).

2.2.3 Marketing da giac quan (Multi-Sensory Marketing)

Theo Krishna (2012), marketing giac quan la hinh thirc marketing tac dong dén cac giac quan cua
nguoi tiéu ding, tir d6 anh hudng dén nhan thire, danh gia va hanh vi cta ho (Krishna, 2012). Theo dinh
nghia cta Hiép hoi Tiép thi Hoa Ky, marketing da giac quan “la cac k¥ thuat tiép thi nham muyc dich quyén
rii nguoi tiéu dung bang céch sir dung cac gidc quan dé tac dong dén cam xdc va hanh vi cua nguoi tiéu
dung”. Nhu vy, marketing da gidc quan 1a giao tiép véi nguoi tiéu dung, thdng qua nim giac quan bao
gom: thi giac, thinh giac, khttu giac, x(c giac va vi giac (Pareek & ctg, 2025; Tek & Ozgiil, 2008).

Thi giac

Thi giac 1a mot trong nim giac quan ctia con ngudi, lién quan dén kha nang nhan thic va xir ly
thong tin thdng qua mét. Thi gidc dwoc xem la gidc quan hiéu qua nhét khi truyén dat cac thong diép
Marketing khac nhau (H.-W. Jang & Lee, 2019). Cac yéu t5 vat ly bao gom trang tri, co s& vat chat, mau
sac, anh sang va cach bd tri cira hang c6 thé tac dong thi giac, va dem dén su hai long cho khach hang ciing
nhu sy thich tha tong thé (Ryu & Jang, 2007). Thong qua kich thich giac quan, thi gic c6 thé nang cao
nhan thirc vé& thuong hiéu va nang cao nhan thirc vé& san pham hoic thuong hiéu, tir d6 cai thién trai nghiém
cua nguoi tiéu dung (Utama, 2022).

Thinh giac

Thinh giac |a kha nang tiép nhan va xu ly am thanh cua con ngudi, con ngudi tiép nhan mot luong
Ién théng tin qua thinh gic (Hultén & ctg, 2009). Am thanh c6 thé khoi goi cam xuc, thay d6i tam trang
va tham chi anh huong dén quyét dinh mua hang caa khach hang (Alpert & ctg, 2005; Lindstrém, 2005).
Vi giac

Theo Hultén va céc tac gia (2009), vi giac 1a mot trong nhitng giac quan cam xdc rd rang nhat,
mang tinh c4 nhan va duoc kiém soét boi tuyén nudc bot ciia con ngudi thdng qua qua trinh trai nghiém
huong vi. Trai nghiém huong vi s& thuyét phuc khach hang ¢ lai ctra hang lau hon, tir d6 dan dén muc tiéu
dung cao hon (Hultén & ctg, 2009). Trong cugc séng hang ngay, vi giac dugc thé hién rd nét nhat qua viéc
miéu ta vé vi cia mon an, thirc udng "dang, cay, man, ngot" va khi trai nghiém hwong vi, con ngudi thudng
sir dung dong thoi ca nam giac quan (Elder & Krishna, 2010).

Khiru giac

Khtu giac hay cam giac vé mui dugc coi la kha ning phan biét cac mui khac nhau, tuy nhién, lai
chua duoc tan dung triét dé trong viéc tao ra trai nghiém da chiéu cua khach hang (Bell & Bell, 2007). Theo
Braga (2012), khttu giac tao ra nhitng anh huong lau dai boi con nguoi ludn gin ting loai huong thom véi
ting cam xuc hay trai nghiém cu thé. Khiu gidc c6 sy twong tac mat thiét véi cam xdc va anh huéng sau
sac dén hanh vi ciia con ngudi (Maymand & ctg, 2012).

Xdc giac

Xuc giac la kha nang cam nhén cua da dbi véi céac kich thich tir méi truong, xtc giac lién quan dén
nhan biét cac kich thich co hoc, bao gdm tiép x(c, ap luc va va cham trén da (Marin & ctg, 2019). Theo do,
Xuc giac thong qua cam giac cham tr lan da, chung ta c6 thé cam nhén duoc sy tiép xUc cua moi trudng va
cac vat thé xung ‘quanh (Hultén & ctg, 2009). Dong thoi, xGc giac rat quan trong khi khach hang cam nhan
san pham va chat lugng cua nd, tir d6 co thé dan dén trai nghiém dé chiu hodc khé chiu (Hultén & ctg,
2009).
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3. GIA THUYET VA MO HINH NGHIEN CUU

3.1 Marketing da giac quan va cam xuc tich cuc caa khach hang

Marketing da gidc quan dwa trén kich thich nim giac quan c6 thé anh huong tich cuc dén hoat dong
tiéu dung cua mot ca nhan. (Hultén, 2015). Marketing da gidc quan tao ra nhitng cam XUc tich cyc ma cudi
cuing dan dén cac phan tmg hanh vi nhu mua  hang hodc quay lai (Krishna, 2012). Dong thoi, marketing da
gi&c quan tao ra su kICh thich dua trén cac yéu té moi truong bén ngoai co thé thu hat giac quan cia ngudi
tiéu dung. Nhiing yeu t6 moi truong bén ngoai nay khong chi anh huéng dén cam xuc cua nguoi tiéu dung
ma con anh huong dén viéc danh gia san pham hoic thuong hiéu; do d6, nhitng yéu té nay cudi cling co thé
anh huong dén y dinh va hanh vi mua hang cua khach hang (Erdil, 2015).

Céc kich thich ciia méi trudng bén ngoai tac dong dén ca 5 giac quan cua con ngudi (Lindstrom,
2006). Trong d6, 99% thuong hiéu két nbi vai khach hang qua hinh anh va &m thanh (thi giac va thinh giac),
va viéc khai thac thi gidc dung cach co thé tao sy gan két cam xdc hiéu qua giita nguoi tiéu dung va san
pham hozc thuong higu (Lindstrom, 2005). Khi khong gian cira hang duoc thiét ké dé kich thich thi giac,
khéach hang c6 thé lién hé véi tinh tham my va thiét ké cua khong gian, diéu nay s& tac dong thuan chiéu
dén cam xuc cua ho (Miao-Que & Yi-Fang, 2010). Bau khong khi cira hang ciing anh huong dén cam xuc
cua khach hang (Jang & ctg, 2012; Jang & Namkung, 2009; Kim & Moon, 2009). Bdng thoi, &m thanh
ciing 1a yéu t6 quan trong trong viéc két ndi thuong hiéu voi ngudi tiéu dung. Am nhac pha hop c6 thé tao
ra tac dong tich cyc 1én cam xuc va hanh vi cta khach hang (Baker & ctg, 1992). Khiru giac dong vai tro
quan trong trong viéc tac dong dén cam xuc, vai 75% cam xac duoc kich hoat boi mii huong (Lindstrém,
2005). Mui hwong c6 thé Iuu lai trong tri nhé 1au hon so vé6i hinh anh, vi ngudi tiéu dung cé thé nhé mui
huong v6i do chinh xac 1én dén 65%, trong khi chi nhé dugc 50% hinh anh sau ba thang (Lindstrém, 2005).
Vi vay, khitu giac ¢6 anh huong manh mé dén cam x(c cta nguoi tieu dang. Mac du vi giac thuong duoc
xem la gi4c quan yéu nhat, nhung né lai ¢c6 mbi quan hé chat ch& vai khau gidc. Mui huong co thé duoc
cam nhan qua miii hoc ca miii va miéng, do d6 hai giac quan nay phdi hop véi nhau dé tac dong manh mé
dén cam xuc cua nguori tiéu dung (Lindstrom, 2005). Ngudi tiéu dung danh gia san pham khong chi qua thi
giac va khuu giac, ma con qua cam giac khi cham vao san pham. Mbi  nguoi o phan ang khac nhau déi voi
su tiép xtic ndy, va d6 ciing 1a mot yéu té quan trong trong viéc quyét dinh cam xuc cua ho (Grohmann &
ctg, 2007).

Nhu vy, marketing da gidc quan c6 thé gilip 6n dinh, thu gidn va cai thién cam xdc cua ngudi tiéu
dung (Soars, 2009). Khi tat ca cac gidc quan dugc kich thich mot cach hop 1y va ddng b, nd s& tao ra mot
trai nghiém manh mé va sau séic, nang cao su két ndi gifra nguoi tiéu dung va san pham/thwong hiéu. Tur
cac phan tich trén, cac gia thuyét nghién ciru sau dugc dé xuét:

Gia thuyét Hla+ : Thi giac tic dong thuan chidu dén cam xuc tich cuc cua khach hang.

Gia thuyét H2a+ : Thinh gi4c tac dong thuan chiéu dén cam x(c tich cuc cua khach hang.

Gia thuyét H3a+ : Vi giac tac dong thuan chiéu dén cam x(c tich cuc cua khach hang.

Gia thuyét H4a+ : Khitu giac tac dong thuan chiéu dén cam xuc tich cyc cua khéch hang.

Gia thuyét H5a+ : X(c giac tac dong thuan chidu dén cam xuc tich cuc cua khach hang.

3.2 Marketing da giac quan va y dinh quay lai caa khach hang

Marketing giac quan dong vai trd quan trong trong viéc tic dong dén trai nghiém khach hang va thiic day
¥ dinh mua hang 1ap lai (Kim & ctg, 2020; Kumar & Kumar, 2017; Moreira & ctg, 2017). Cac nghién ctru
da chi ra rdng cac yéu té giac quan, dic biét 1a khiru giac va thi giac, c6 anh huong 16 rét dén hanh vi mua
hang cua khach hang, dac biét trong cac méi truong kinh doanh nhu quan ca phé. Theo do, khiru giac dong
vai trd quan trong trong viéc tao ra su két ndi cam xtic va tac dong dén qua trinh ra quyét dinh mua hang
(Grybs-Kabocik, 2018). Mui huong dé chiu tir ca phé hay cac mon an tai quan cd thé kich thich sy thém in
va khién khach hang cam thdy thoai mai, tir d6 thic diy quyet dinh mua hang. Bén canh do, kich thich thi
giac, thong qua cac yéu tb nhu thiét ké khong gian, mau sic, anh sang va cach bd tri san pham, ciing c6 anh
huéng manh mé dén hanh vi mua hang ctia khach hang. Thi giac khong chi tac dong dén sy cha ¥ ctia khach
hang ma con lién quan dén cac yéu to nhu sy dé dang trong viéc lua chon san pham va sy hai long tong thé
trong trai nghiém mua sam (Hultén, 2020). Cu thé, cac yéu td thi giac co thé 1am ting su hap dan cua san
pham, thiic day doanh sé ban hang, gia ting sd lugng mua va khuyén khich khach hang lva chon san pham.
Thém vao d6, trai nghiém thi giac lién quan dén tién nghi va méi truong bat mat trong khong gian ciia quan
ca phé ciing c6 thé anh huéng dén ¥ dinh quay lai ciia khach hang. Mot khong gian dé chiu, hai hoa va hap
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dan s& tao ra 4n tugng tich cuc, giup khach hang cam thay thoai mai va c6 kha ning quay lai trong nhitng
lan sau (Chen & Lin, 2018). Méi truong truc quan dep mit khong chi gitip nang cao trai nghiém khach
hang ma con gop phan duy tri 10ng trung thanh va thuc day hanh vi tiéu dung lau dai. Tir cac 1ap ludn trén,
cac gia thuyet nghién ctru sau dugc dé xuit:

Gia thuyét H1b+ : Thi giac tac dong thuan chiéu dén y dinh quay lai cua khach hang.

Gia thuyét H2b+ : Thinh giac tac dong thuan chiéu dén y dinh quay lai caa khach hang.

Gia thuyét H3b+ : Vi gi4c tac dong thuan chiéu dén y dinh quay lai cia khach hang.

Gia thuyét H4b+ : Khitu giac tac dong thuan chiéu dén y dinh quay lai cua khach hang.

Gia thuyét H5b+ : X(c giac tac dong thuan chiéu dén y dinh quay lai cua khach hang.

3.3 Cam xuc tich cue va y dinh quay lai ctia khach hang

Khéng khi trong cira hang c6 thé tac dong tich cuc dén cam xuc cta nguoi tiéu dung, tir d6 thiic day ho chi
tiéu nhiéu hon (Babin & Darden, 1995). Khi khach hang cam thay hai long voi trai nghiém tai cira hang,
ho c¢6 xu huéng & lai 1au hon va chi tiéu nhiéu hon, diéu ndy khéng chi giup ting doanh thu ma con gop
phan xay dung hinh anh thuong hiéu tich cuc (Babin & Attaway, 2000). Hon nita, cam x(c tich cuc khéng
chi nang cao gié trj cam nhan cua khach hang ma con anh hudng manh mé dén cac y dinh hanh vi tiéu ding
cua ho (Hightower Jr & ctg, 2002). Cac nghién ciru khac ciing xac nhan riang cam xdc tich cuc c6 tac dong
dang ké dén y dinh va hanh vi tiéu dung, gép phan thiic day hanh dong mua sim va gia ting 1ong trung
thanh ctia khach hang (Jang & ctg, 2012; Jang & Namkung, 2009; Liu & Jang, 2009; Ryu & Jang, 2007).
Ttr c4c phan tich, nhom tac gia dé xudt gia thuyét nghién ctru nhu sau:

Gia thuyét H6+: Cam x(c tich cuc tac dong thuan chiéu dén y dinh quay lai ciia khach hang khi mua hang
tai cac chudi ctra hang ca pheé.

3.4 Vai tro trung gian cia cam xuc tich cuc

Khi khach hang c6 cam xtc tich cyc tai cira hang ca phé, ho thudng c6 xu hudng quay lai trong nhing lan
tiép theo. Piéu nay 1a do cam xuc tich cuc tao ra sy gan két manh mé véi thuong hiéu, khién ho cam thay
thoai mai va hai 1ong khi sir dung dich vu. Theo d6, marketing da giac quan c6 thé dong vai tro quan trong
trong viéc tao ra mot moi truong thu gian, on dinh va dé chiu, qua d6 cai thién cam xuc cua nguoi tiéu dung
(Soars, 2009). Bang cach kich thich cac gidc quan nhu thi giac, thinh giac, khiru giac va xtc gic, marketing
da giac quan c6 thé mang dén mot trai nghiém toan dién, giup nguoi ti€u dung cam thdy thoai mai va vui
ve, tir d6 nang cao murc dg hai long va tao ra nhing 4 4n tuong 1au dai. Nghién ctru cua Krishna (2012) chi
ra rang marketing da giac quan khong chi tao ra nhitng cam xc tich cuc ma con thac day cac phan ung
hanh vi cu thé, chiang han nhu quyét dinh mua hang, quay lai cira hang hodc tham chi gidi thiéu cira hang
cho nguoi khac. Nhu vy, khi khach hang trai nghiém céc kich thich gidc quan phu hop, ho s& cam thay
gin két hon v6i khong gian va thuong hiéu, tir 46 lam tang kha ning quay lai va duy tri sy trung thanh trong
dai han. Dua vao céac lap luan trén, cac gia thuyét nghién ctru dugc dé xuat nhu sau:

Gia thuyét H7 (H7a+, H7b+, H7c+, H7d+, H7e+): Cam xdc tich cuc dong vai trd trung gian trong moi
quan hé gitra marketing da giac quan (thi giac, thinh giac, vi giac, khiru giac va xuc giac) va y dinh quay lai
cua khach hang.

3.5 M6 hinh nghién ciu
Dua vao cac lap luan trén, md hinh nghién ctu dé xuat duoc thé hién & Hinh 1.
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KHAM PHA TAC DPONG CUA MARKETING DA GIAC QUAN DEN Y DINH...
Hinh 1: M6 hinh nghién ctru dé xuét

4. PHUONG PHAP NGHIEN CUU
4.1 Phwong phép nghién ciu

Phuong phép nghién ctru dinh tinh: Nhom tac gia tong hop thdng tin tir cac nghién ctru trude day,
tai liéu chuy@n nganh, va cac an pham uy tin dé xac dinh céc blen va moi quan h¢ gitra chung. Dya trén do,
nhom tac gia xay dung mo hinh ban dau va thang do, sau d6 tién hanh phong van chuyén sau véi cac chuyén
gia dé hoan thién mé hinh va thang do, ¢dam bao tinh chinh xac va phu hop thuc té.

Phuong phap nghién ciru dinh lwong: Nhém tac ta tién hanh nghién ciru dinh lwong théng qua khao
sat 329 khéach hang da tung trai nghiém dich vu tai cac chudi cira hang ca phé & TP.H6 Chi Minh bang hinh
thirc khao sat truc tiép va truc tuyén. Theo Hair va céc tac gia (2021), dé dat duoc két qua phan tich PLS-
SEM déng tin cdy, kich thuéc mau trén 300 quan sét Ia phil hop. Dt ligu thu vé duoc xir Iy bang phan mem
Smart PLS nham kiém dinh cac gia thuyét trong mé hinh nghién ciru, bang mo hinh phwong trinh cau tric
binh phuong t6i thiéu ting phan (Partial Least Square Structural Equation Modeling — PLS SEM).

4.2 Thang do nghién cau
Thang do nghién ctru gom 22 bién quan sat, gom 5 bién doc lap, 1 bién trung gian va 1 bién phu
thudc dugc ké thira tir c&c nghién ciru ¢6 lién quan, cu thé & Bang 1.
Bang 1. Tong hop thang do nghién ciru

STT Thang do M3 hoa S6 bién quan sét Nguén
1 | Thigiac VI 3
2 Thinh giac AU 3
3 Khuu giac OL 3 (H.-W. Jang & Lee, 2019)
4 Vi giéc TA 3
5 XUc giac HA 3
6 Cam xuc tich cuc PE 4 (S. S. Jang & Namkung, 2009)
7 | Y dinh quay lai RE 3 (Mufhtie & ctg, 2022)

Nguon: Nhom tac gia tw tong hop

5. KET QUA NGHIEN CUU
5.1 Théng ké mo ta

Két qua khao sat 329 nguoi tiéu dung da timng trai nghiém dich vu tai cac chudi cira hang ca phé &
Thanh ph H6 Chi Minh, cho thiy: s6 nguoi tham gia c6 gidi tinh nam 1a 146 nguoi (chiém 44,4%), gidi
tinh nit c6 183 ngudi (chiém 55,6%); ngudi tiéu dung cé c6 nam sinh tir 1997 — 2012 (gen Z) chiém ty 1&
cao nhit véi 170 ngudi (tuong tng 51,7%), tiép dén 12 nhém khach hang gen Y ¢6 niam sinh tir 1981 — 1996
¢6 101 ngudi (chiém 30.7%) va chiém ty 1& thap nhat 1a nhém khach hang gen X c6 nam sinh tir 1965 —
1980 c6 58 ngudi (trong wng 17,6%); vé thu nhap, nhém “Tir 3 tridu dén 4.5 triéu” chiém ty & cao nhat
v6i 101 nguoi (chiém 30.7%), tiép dén 1a nhém khach hang cé thu nhap “Tir 7.5 dén 15 triéu” véi 94 ngudi
(twong mg 28,6%), ké dén 1a “Tr 4.5 dén 7.5 tridu” voi 86 nguoi (chiém 26,1%), nhém khach hang c6 ty
|& thap nhap chiém 14,6% tuong (ing Vi 48 nguoi 1a nhom “Tir 15 trigu trer 1én”; DOi v6i tan suat di ca phe,
c6 151 nguoi di ca phé “1 dén 2 1an” mdi thang chiém ty I¢ cao nhat (45,9%), tlép dén 1a c6 104 ngudi di
ca phé “tir 3 dén 4 lan” mdi thang (chiém 31,6%) va c6 74 ngudi di ca phé “5 1an tro 1én” (chiém 22,5%).

5.2 Panh gia mo hinh do lwong

5.2.1 Panh gia chit lwong bién quan sat caa cac nhan to
Dé bién quan sat dat y nghia cao, h¢ s6 tai ngoai (outer loading) can dat tir 0.7 tré 1&n (Hair Jr &
ctg, 2021) . Theo két qua tir Bang 2, hé sd tai ngoai outer loading cua cac bién quan sat c0 gia tri tir 0.782
dén 0.865 déu vuot ngudng 0.7, cho thiy cac bién quan sat c6 y nghia théng ké tét. Do vay, khong cé bién
quan sat nao bi loai bo. ’ q ’ ’
Bang 2: Két qua kiém dinh chat lugng bién quan sét
Thang do M3 hoa | Hé sb tai ngoai Thang do Ma héa | Heé so tai ngoai
Thi giac VIl 0.881 Vi giac TA3 0.866
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VI2 0.819 OL1 0.883
VI3 0.869 Khiru giac OL2 0.830

AU1 0.840 OL3 0.804

Thinh giac AU2 0.847 PE1 0.798
AU3 0.842 Cam xdc tich cuc PE2 0.798

HA1 0.863 - PE3 0.807

Xlc giac HA2 0.877 PE4 0.826
HA3 0.850 RE1 0.822

Vi gidc TA1L 0.869 Y dinh quay lai RE2 0.815
- TA2 0.852 RE3 0.825

Nguon: Nhom tac gia téng hop tir phan mém SmartPLS 3.0
5.2.2 Két qua kiém dinh d tin ciy va gi tri hgi tu ciia thang do (Reliability)

Chi s6 phurong sai trung binh duoc trich AVE (Average variance Extracted) cia thang do dat tir 0.5
tro 1én thi thang do dat gia tri hoi tu (Hock & Ringle, 2010). Theo Nunnally (1978), dé xac dinh tinh twong
thich cuia mé hinh véi do tin cay cua thang do, cac tiéu chuan duoc &p dung la: hé s tin cay tong hop (CR)
> 0.7, phuong sai trich trung binh (AVE) > 0.5 va hé s6 Cronbach’s Alpha > 0.6 (Hair Jr & ctg, 2021).

Bang 3: Két qua kiém dinh d6 tin cay va gid tri hoi tu cta thang do

R A A AR Chi s6 phwong sai
Nhan tb Ma héa Cr('::bﬁch s He Sﬁ tin (é'g tong trung binph du’q’f trich

pha op (CR) (AVE)
Thi giac VI 0.819 0.892 0.734
Thinh giac AU 0.798 0.880 0.711
XUc giac HA 0.830 0.898 0.746
Vi giac TA 0.828 0.897 0.744
Khtu giac oL 0.793 0.877 0.705
Cam xuc tich cuc PE 0.757 0.861 0.673
Y dinh quay lai RE 0.764 0.862 0.675

Nguon: Nhom tac gia téng hop tir phan mém SmartPLS 3.0
Két qua ¢ Bang 3 cho thay hé sé tin cdy tong hop (CR) cua 8 nhan t6 c6 gia tri tir 0.861 dén 0.898 déu >
0.7 va gia tri Cronbach’s Alpha déu c6 gié tri > 0.7. Do vay, cho thay cac thang do déu dat do tin cay cao.
Ddng thai, chi sb phuong sai trung binh dwgc trich (AVE) c6 gia tri tir 0. 673 dén 0.746 déu I6n hon 0.5.
Do d6, thang do dat gia tri hoi tu.
5.2.3 Két qua kiém dinh tinh phan biét thang do
Tinh phan biét cua thang do duoc dam bao khi hé s6 HTMT dudi 0.85, va muc tir 0.85 dén 0.9 duoc coi la
ngudng chap nhan dugc (Henseler & ctg, 2016). ‘

Bang 4: Két qua kiém dinh tinh phan biét thang do bang HTMT

AU HA OL PE RE TA Vi
AU
HA 0.337
OL 0.164 0.368
PE 0.553 0.418 0.442
RE 0.694 0.490 0.515 0.805
TA 0.601 0.358 0.453 0.642 0.824
VI 0.251 0.143 0.162 0.465 0.434 0.260

Nguon: Nhom tac gid tong hop tir phan mém SmartPLS 3.0
Tir Bang 4 ta thdy, toan bo gia tri HTMT déu c6 nho hon 0.9 nén thang do dat gia tri phan biét tét va cé
dong gop dang ké cho mé hinh.
5.2.4 Panh gia tinh da cong tuyén cia bién quan sat
Theo Hair va céc tac gia (2019), hé s6 VIF > 5: kha ning rat cao xay ra hién tugng da cong tuyén,
m6 hinh bi anh huong nghiém trong; 3 < VIF < 5 mé hinh c6 thé dang gap da cong tuyén; VIF < 3: m hinh
khong xuat hién hién tuong da cong tuyén (Hair & ctg, 2019). Tir két qua phan tich tir phan mém SmartPLS
3.0, hé s6 VIF cua cac bién quan sat déu co gia tri nho hon 5, nhu vay khong xay ra tinh trang cong tuyén
giita cac bién quan séat trong md hinh.
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5.3 Panh gia mé hinh ciu tric
5.3.1 Két qua kiém dinh tinh da cong tuyén caa cac bién doc lap
Hé s6 VIF > 5: kha ning rat cao xay ra hién tuong da cong tuyén, mé hinh bi anh hugng nghiém trong; 3 <
VIF < 5 mb hinh c6 thé dang gip da cong tuyén; VIF < 3: md hinh khong xuét hién hién twong da cong
tuyén (Hair & ctg, 2019). Két qua cho thay, thay cac bién doc 1ap cua PE, SA va RE déu khong xay ra hién
tugng da cong tuyén do toan bo gia tri VIF déu nho hon 3.
5.3.2 Y nghia cac quan hé tic dong trong mo hinh )

Bang 5: Két qua kiém dinh cac gia thuyét caa mé hinh

Hé so tac | Trong so . e
Gia Méi ha dong trung IP% Gk'% tri Mirc y Két 1ua
thuyét orquan he chuan binh hgcx .lerr]n nghia P et luan
hoa (Mean) | Chuan dinh t
Két qua kiém dinh mi quan hé tryc tiép
Hla | VI—> PE 0.242 0.243 0.043 2.488 0.013 Chap nhan
Hilb | VI=> RE 0.107 0.107 0.047 2,164 0.031 Chép nhan
H2a | AU > PE 0.212 0.216 0.057 3.740 0.000 Chép nhan
H2b | AU > RE 0.208 0.206 0.055 3.785 0.000 Chép nhan
H3a TA > PE 0.273 0.268 0.058 4.676 0.000 Chép nhan
H3b TA > RE 0.317 0.317 0.055 5.805 0.000 Chép nhan
H4a OL-> PE 0.168 0.172 0.055 3.031 0.003 Chép nhan
H4b OL-> RE 0.123 0.123 0.044 2.779 0.006 Chap nhan
Hb5a HA = PE 0.127 0.125 0.049 2.579 0.010 Chap nhan
H5b HA-> RE 0.100 0.099 0.039 2.557 0.011 Chép nhan
H6 PE 2 RE 0.251 0.254 0.054 4.664 0.000 Chép nhan
Két qua kiém dinh méi quan hé trung gian
H7a | VI> PE > RE 0.061 0.062 0.018 3.368 0.001 Chép nhan
H7b | AU > PE > RE 0.053 0.055 0.020 2.699 0.007 Chép nhan
H7c TA > PE 2> RE 0.069 0.068 0.021 3.235 0.001 Chép nhan
H7d OL > PE=> RE 0.042 0.043 0.016 2.563 0.011 Chap nhan
H7e HA = PE 2 RE 0.032 0.032 0.015 2.175 0.030 Chép nhan

Nguon: Tac gid tong hop tir phan mém SmartPLS 3.0

Phap bootstrapping véi khodng tin cay 95% dugc thyc hién. Tir Bang 5 ta théy, cac gia thuyét tur
H1 dén H6 déu dwoc chap nhan va c6 y nghia thdng ké khi P < 0.05. Hé s6 hdi quy chudn hda cta cac bién
cho thay mirc do tac dong cuia cac yéu té dén cam xdc tich cuc va y dinh quay lai, dién hinh 1a khi cai thién
thi giac 1 don vi, thi cam xUc tich cuc va ¥ dinh quay lai ciia khach hang ting lan luot 12 0.242 va 0.107
don vi. Vi giac cling dong vai tro quan trong, khi tang 1 don vi thi cam xdc tich cuc tang 0.273 don vi. Nhin
chung, khi cai thién céc yéu té nay s& gilp cho doanh nghiép tao ra trai nghiém khach hang hiéu qua, s& thu
hat va gitr chan khach hang tét hon.

Xét c4c gia thuyét H7a, H7b, H7c, H7d, H7e ta thiy, cam xdc tich cuc dong vai trd trung gian giita
cac yéu tb thi giac, thinh giac, vi giac, khiru giac, xuc giac dén y dinh quay lai cuia khach hang khi tac dong
truc tiép déu dat yéu cau vi co gia tri Sig < 0.05 (Hair & ctg, 2019). Nhu vay, tit ca cac mdi quan hé trong
mo hinh 1a thuan chiéu va c6 y nghia thong ké, do d6 tat ca cac gia thuyét déu dwoc chap nhan. Bong thoi,
qua d6 cho thay cam xuc tich cyc dong vai trd trung gian mot phan trong trong cac méi quan hé trong md
hinh. Trong d6, vi giac c6 anh huang manh nhat (0.069), tiép theo la thi giac (0.061) va thinh giac (0.053).
Khtru giac (0. 042) va xuc giac (0.032) ciling c6 tac dong dang ké nhung thap hon.

5.3.3 Panh gia hé sb xac dinh R binh phuong (R2) va hé sb tic dong f binh phwong (fz)

Giatri R? dao dong tir 0 d&én 1, véi gla tri cang gan 1 cho thay muc do giai thich caa bién doc Iap
dbi véi bién phy thude cang cao, nguoc lai, gia tri cang gan 0 cho thiy kha ning giai thich cua c4c bién nay
dbi véi bién phu thuoc la rat tha“ip (Hair & ctg, 2019). Tir két qua phan tich cho thay:

- R2 hiéu chinh cta cam xuc tich cuc (PE) bang 0.432, nhu vay céc bién doc lap tac dong vao né gdbm VI,
AU, OL, HA, TA d giai thich dwoc 43.2% sy bién thién cua bién phu thudc PE.
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- R? higu chinh cuia y dinh quay lai (RE) bang 0.599, nhu vay céc bién doc lap tac dong vao né gom VI,
AU, OL, HA, TA va PE da giai thich duoc 59.9% sy bicn thién caa bien phu thuoc RE.
Bang 6: Két qua kiém dinh hé sb tac dong f2

Bién phu thugc PE Bién phu thuéc RE
2 au_ pe= 0.058 f2ra_pe=0.086 2 au— re= 0.075 f21a _re=0.152
f2 ua —pe=0.024 2 vi— pe = 0.098 f? a —re = 0.021 fZV]_>RE: 0.025
f2 OL — PE = 0.041 fZOL_>RE= 0.030 fz PE > RE — 0.089

Nguon: TAc gia tong hop tir phan mém SmartPLS 3.0

Tir két qua Bang 6 cho thay, hé s s6 f2 ciia cac mdi quan hé tac dong 1én bién phu thudc PE va RE

déu 16n hon 0,02 va bé hon 0,15 cho thiy nhitng mbi quan hé nay c6 tac dong yéu. Riéng hé sb 2 cua bién

doc 1ap TA dén RE c6 gia tri 12 0.152 16n hon 0.15 va bé hon 0.35, cho thiy méi quan hé nay c6 mirc tac
dong trung binh (Cohen, 2013).
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Hinh 2: Két qua mé hinh nghién ciu tir pham mém SmartPLS 3.0
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5.4 Thao luan

Két qua nghién ciru (Hinh 2) chi ra rang yéu t thi giéc, thinh giéc, vi giac, khitu giac va xdc giac
déu c6 tac dong thuan chiéu dén cam xdc tich cuc va ¥ dinh quay lai cia khach hang di véi cac chudi cira
hang ca phé & TP.HCM. Bién trung gian “Cam x(c tich cuc” dong vai tro trung gian mot phan trong méi
quan hé gitta marketing da giac quan va y dinh quay lai ciia khach hang. Cu thé:

Gia thuyét Hla, H2a, H3a, H4a va H5a déu duoc chap nhan va chi ra ring yéu t6 thi giac, thinh
giac, vi giac, khiru giac va xdc giac cd tac dong thuan chiéu dén cam xuc tich cuc caa khach hang khi mua
hang tai cac chudi ctra hang ca phé. Két qua nghién ciru nay tuong tu véi nghién ciru cia Chen va Lin
(2017), Torabi va cac tac gia (2021), Fernando va Mulyono (2023) . Biéu nay cho thay, cac giac quan khi
dugc kich thich dung cach, ludn dong vai trd quan trong trong viéc nang cao cam xuc tich cuc va cai thién
trai nghiém mua sam cua khach hang, bat ké sy khac biét vé van hoa, thoi gian hay bdi canh nghién cuu.

Gia thuyét H1b, H2b, H3b, H4b va H5b déu duoc chip nhan va chi ra rang yéu tb thi gic, thinh
giac, vi giac, khitu gi4c va xuc giac co tac dong thuan chidu dén y dinh quay lai cua khach hang. Két qua
nghién ctru nay tuong tu vdi cic nghién ctru cta (Chen & Lin, 2018; Isaac & ctg, 2023; Nasharullah &
Ernawadi, 2024; Sirirak & ctg, 2021). Tuy nhién két qua nghién cau nay khéc so véi nghién cau cua
(Fernando & Mulyono, 2023) khi nghién cutu chi ra rang marketing da giac quan khong c6 tac dong truc
tlep dén y dinh quay lai cua khach hang va cam xuc khach hang dong vai tro trung gian toan phan trong
moi quan h¢ gitra marketing da gidc quan va y dinh quay lai. Diéu nay cho thay, marketlng da giac quan
khong phai luc nao ciing c6 hi¢u qua giong nhau trong moi bdi canh. N6 c6 thé phu thudc vao nhiéu yéu tb
khac nhau nhu dic diém van hoa, thi truong, déi twong khach hang, théi quen tiéu dung hoic cach thac
trién khai marketing da giac quan.

Gia thuyét H6 dugc chap nhan, cho thidy Cam xuc tich cuc cua khach hang c6 tac dong thuan chiéu
dén Y dinh quay lai cira hang ca phé cua khach hang. Két qua bai nghién ctru trong tu véi nghién cau cia
ctia Chen va Lin (2017) va Torabi va céc tac gia (2021), diéu nay cho thay cam x(c tich cuc ctia khach hang
dong mot vai trd quan trong trong viéc thuc day y dinh quay lai cra hang ca phé. Viéc tao ra trai nghiém
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tich cuc khdng chi gilip nang cao sy hai long ma con tao ra mdi quan hé lau dai voi khach hang, gitp cac
doanh nghiép trong nganh ca phé duy tri va phét trién luong khéach hang trung thanh.

Céc gia thuyét H7a, H7b, H7c, H7d, H7e déu duoc chap nhan, cho thiy yéu té thi giac, thinh giéc,
vi giac, khiru gidc va xuc gidc c6 tac dong tich cuc dén Y dinh quay lai cia khach hang dudi vai tro trung
gian cia Cam xdc tich cuc. Két qua nghién ciru nay twong tu véi két qua nghién ctru cua Fernando va
Mulyono (2023), Chen va Lin (2017). Du dugc thuc hién trong béi canh quédc gia khac nhau, cac nghién
ctru déu chi ra rang cam xuc tich cuc 1a yéu té then chét gén két cac trai nghiém cam giac véi y dinh quay
lai ciia khach hang. Diéu nay cho thiy trai nghiém cam giac trong khdng gian quéan ca phé cé kha niang gay
anh hudng tuong ty nhau trén quy mé toan cau. Sy giéng nhau nay cho thay nhu cau cia khach hang vé
mot khong gian ca phé tac dong dén da giac quan khong chi Xuat phat tir vian hoa ma con tir nhu cau vé cam
xuc va sy hai long, tir d6 thiic day khach hang quay lai 1an sau.

Két qua nghién ctiu khang dinh vai trd quan trong cia marketing da giac quan trong viée tac dong
dén cam x(c tich cuc va y dinh quay lai cua khach hang tai cac chudi cira hang ca phé & TP.HCM. Céc yéu
t6 thi giac, thinh giac, vi giac, khiru giac va xuc gidc déu c¢6 anh huong thuan chiéu, véi cam xdc tich cuc
dong vai trd trung gian mot phan trong mdi quan hé nay. Trong do, vi gidc ¢ tac dong manh nhat dén cam
x(c tich cyc va y dinh quay lai, phan dnh tam quan trong ctia chat luvgng d6 udng trong trai nghiém khéch
hang. Thinh giac va thi giac ciing c6 anh huong dang ké, cho thay khéng gian thiét ké va am nhac trong
quan gop phan nang cao trai nghiém. Khiru giac va xuc giac c6 tac dong thip hon nhung van giir vai trd hd
trg, nhan manh tam quan trong ciia mui hwong ca phé va cam giac thoai mai khi sir dung dich vu. So sanh
Vi cac nghién ctru trudc, cho thay hidu qua ciia marketing da giac quan khong dong nhat trong moi béi
canh ma con phu thude vao dic diém vin hoa, thi truong va céach trién khai.

V& mit hoc thuat, nghién ciru da 4p dung md hinh SOR (Stimulus-Organism-Response) dé giai
thich tac dong ciia marketing da giac quan dén y dinh quay lai caa khach hang tai chudi ctra hang ca phé.
Cu thé, nghién ciru cho thiy cac kich thich giac quan (Stimulus) tir méi truong cira hang tao ra cam xuc
tich cuc (Organism), qua d6 anh huong dén hanh vi quay lai cua khach hang (Response). Cam xUc tich cuc
dong vai tro trung gian, giup lam 13 co ché ma céc yéu t6 giac quan tac dong dén y dinh quay lai, dong thoi
lam sau sic thém hiéu biét vé méi lién hé gitra trai nghiém khach hang va hanh vi tiéu dang.

6. KET LUAN VA HAM Y QUAN TRI
6.1 Két luan

Két qua nghién ctru dugc can cir dua vao tong quan Iy thuyét, md hinh nghién ctu cua cac dé tai
trudc va md hinh SOR dé phét trién dé tai véi 5 bién doc lap thuoc marketing da gidc quan anh hudng dén
¥ dinh quay lai chudi ctra hang ca phé ¢ TP.HCM duéi tic dong trung gian cua cam xuc tich cuc. Két qua
cho thdy tat ca cc gia thuyét d& xuat déu dugc chap nhan.

Vé mit thyc tién, nghién ctru nay dua ra cac dé xuat vé ham y quan tri dé cac chudi cira hang ca
phé cd nhitng chién lugc kinh doanh phii hop dé nang cao hiéu qua kinh doanh trong bi canh kinh doanh
canh tranh nhu hién nay. Nghién ctru nay la tai liéu hiru ich gilp céc doanh nghiép kinh doanh trong linh
vuc ca phé hoic nhiing linh vure twong tu tao ra trai nghiém mua sam tha vi va hap din cho khach hang, tir
d6 nang cao mirc do hai 16ng va 1ong trung thanh cia khach hang d6i véi thuong hiéu, tao ra su khac biét
S0 V6i ddi thu canh tranh, thu hiit khach hang va gia tang loi thé canh tranh trén thi truong.

6.2 Ham y quan tri

Vi giac: Céc cira hang ca phé can thuong xuyén cap nhat va lam méi menu bang cach thém cac
m6n dn va thirc ubng méi, theo xu hudng thi truong hoac theo mua, khéng chi thu hat khach hang méi ma
con thu hat khach hang cho khach hang quay lai. Dong thoi, can dam bao chat luong nguyén ligu lam thuc
udng, cha trong vao hinh thic trinh bay dé tao ra mén an va thirc udng dep mat, khong chi tang sy thoa
man cho vi giac ma con lam hai long thi giac cta khach hang.

Thinh giac: Cac chudi cira hang ca phé nén chu y diéu chinh 4m lwong nhac sao cho phu hop véi
khong gian va thoi diém; nén lya chon nhac nhe nhang, thu gidn, phi hop véi phong cach quéan, dong thoi
c6 thé tao danh séch phét riéng cho tirng chi nhanh, phan anh phong cach thuong hiéu va tao an tugng dac
biét cho khach hang qua viéc ca nhan héa &m nhac theo thaoi gian hoac su kién.
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Khitu giac: Cac chudi ca phé nén phat trién mui hwong dic trung nhu huong ca phé rang hoic tréi
ciy dé tao ban sic riéng. Pong thoi, can kiém soat mui hwong trong quan, tranh mui kho chiu tir ¢6 an hay
khong gian vé sinh va lap dat hé thdng thdng gié tt dé duy tri khdng khi trong lanh, mang lai trai nghiém
dé chiu cho khach hang.

Thi giac: Khéch hang d& bi thu hat bai mau sic, do dé cac chudi cira hang ca phé can lya chon va
phdi hop mau sic hai hoa dé tao ra khdng gian thu hdt, tir &6 nang cao trai nghiém khach hang. Bong thoi,
can t6i uu hoa khong gian, dam bao khong gian ngdi thoai méi va dé dang di chuyén.

XUc giac: Can dam bao vé sinh cira hang, dic biét 1a ban, ghé va nha vé sinh. Hé thdng diéu hoa
nén diéu chinh pht hop véi thoi tiét va lugng khach; nén dau tu vao cac loai ban ghé cé chat liéu mém mai,
dé chiu dé tao cam giac thu gidn cho khach hang ngdi lau, vi da sé khach hang dén cira hang nham muc
dich gap nguoi than, ban bé va ddi tac hay hoc tap va lam viéc la chu yéu.

Cam xuc tich cuc: Nén chd trong tao ra moét khdng gian vui vé, than thién vai khach hang va dam
bao cac yéu td lién quan dén 5 gidc quan trong marketing da giac quan dugc thoa man dé mang lai cam xuc
tich cuc cho khéch hang khi trai nghiém tai quan. Dong thoi, dao tao nhan vién dé ho ludn tuoi cusi, than
thién va san sang ho trg khach hang s& gilp nang cao trai nghiém cua ho; co thé ra mat mén moéi, diac trung
hodc theo mua, cung cac chuorng trinh khuyén méi, sy kién dé kich thich su td mo va tao khdng khi phan
khich, thu hat khach dén quén.

6.3 Han ché va hwéng nghién cieu tiép theo

Nghién ctru nay chi thyc hién tai TP.HCM sir dung phuong phap chon mau thuan tién, do d6 kich
thudc miu chua di dé dai dién cho tong thé nghién ciru. Ngoai ra, nghién ciru duoc thuc hién trong thoi
gian ngan khong phan anh day du sy thay doi trong hanh vi khach hang theo thoi gian. Thém vao do, cac
yeu to chu quan tur khach hang c6 thé anh huong dén do chinh xac cua dir liéu. Cam nhan cta khach hang
vé cac yéu t6 marketing da giac quan, ching han nhu 4m thanh, 4nh sang va mui huong, c6 thé khac nhau
tiy thudc vao trai nghiém c4 nhan va tim trang tai thoi diém do.

Céc nghién ctu trong tuong lai nén mo rong pham vi ra nhiéu tinh thanh, ting kich thuéc mau va
thyc hién nghién ctru véi khoang thoi gian dai hon dé phan anh sy thay doi trong hanh vi khach hang. Ngoai
ra, nén tich hop cac phuong phap nhu phéng van chuyén sau hoic két hop dit liéu dinh tinh va dinh luong
dé giam thiéu anh huong cua yéu té cha quan.

TAI LIEU THAM KHAO

[1] Alpert, M. I., & ctg. (2005). Purchase occasion influence on the role of music in advertising. Journal of
Business Research, 58(3), 369-376.

[2] An, P. T. T., & ctg. (2021). Cac nhén té anh hudng dén sy hai long chat lugng dich vu nha hang: Truong
hop tai khach san Sai Gon—Vinh Long. Tap chi Cong thuwong, 19, 239-244.

[3] Ave, S. D., & ctg. (2015). Sensory branding and buying behavior in coffee shops: A study on Generation
Y. The Retail and Marketing Review, 11(2), 93-110.

[4] Azizah, H., & ctg. (2020). Revisit Intention Pelanggan Coffee Shop Lokal: Bagaimana Peran Life Style
dan Service Quality? Jurnal Bisnis, Manajemen, Dan Keuangan, 1(2), 226-244.

[5] Babin, B. J., & Attaway, J. S. (2000). Atmospheric affect as a tool for creating value and gaining share
of customer. Journal of Business Research, 49(2), 91-99.

[6] Babin, B. J., & Darden, W. R. (1995). Consumer self-regulation in a retail environment. Journal of
Retailing, 71(1), 47-70.

[7] Baker, J., & ctg. (1992). An experimental approach to making retail store environmental decisions.
Journal of Retailing, 68(4), 445.

[8] Bell, S., & Bell, C. P. (2007). Future sense: defining brands through scent. The Journal of the Marketing
Society, 38, 60-62.

[9] Chen, H.-T., & Lin, Y.-T. (2018). A study of the relationships among sensory experience, emotion, and
buying behavior in coffeehouse chains. Service Business, 12, 551-573.

123



KHAM PHA TAC DPONG CUA MARKETING DA GIAC QUAN DEN Y DINH...

[10] Cohen, J. (2013). Statistical power analysis for the behavioral sciences: Routledge.

[11] Daunt, K. L., & Harris, L. C. (2012). Exploring the forms of dysfunctional customer behaviour: A
study of differences in servicescape and customer disaffection with service. Journal of Marketing
Management, 28(1-2), 129-153.

[12] Elder, R. S., & Krishna, A. (2010). The effects of advertising copy on sensory thoughts and perceived
taste. Journal of Consumer Research, 36(5), 748-756.

[13] Erdil, T. S. (2015). Effects of customer brand perceptions on store image and purchase intention: An
application in apparel clothing. Procedia-Social and Behavioral Sciences, 207, 196-205.

[14] Fernando, F., & Mulyono, F. (2023). Peranan sensory marketing sebagai prediktor revisit intention
melalui customer emotions di Railway Coffee. Jurnal Manajemen Maranatha, 22(2), 227-236.

[15] Fredrickson, B. (1998). What good are positive emotions? Review of General Psychology, 2 (3), 300-
319. In.

[16] Fredrickson, B. L., & Losada, M. F. (2005). Positive affect and the complex dynamics of human
flourishing. American psychologist, 60(7), 678.

[17] Grohmann, B., & ctg. (2007). The influence of tactile input on the evaluation of retail product offerings.
Journal of Retailing, 83(2), 237-245.

[18] Grybs-Kabocik, M. (2018). The scent marketing: consumers' perception. The Business & Management
Review, 9(4), 483-486.

[19] Hair, J. F., & ctg. (2019). When to use and how to report the results of PLS-SEM. European business
review, 31(1), 2-24.

[20] Hair Jr, J. F., & ctg. (2021). Partial least squares structural equation modeling (PLS-SEM) using R: A
workbook: Springer Nature.

[21] Heri, H., & ctg. (2022). Pengaruh store atmosphere dan sales promotion terhadap impulse buying
dengan positive emotion sebagai variabel intervening pada Martin Store Pekanbaru. Management Studies
and Entrepreneurship Journal (MSEJ), 3(4), 2486-2497.

[22] Hightower Jr, R., & ctg. (2002). Investigating the role of the physical environment in hedonic service
consumption: an exploratory study of sporting events. Journal of Business Research, 55(9), 697-707.

[23] Hock, M., & Ringle, C. M. (2010). Local strategic networks in the software industry: An empirical
analysis of the value continuum. International Journal of Knowledge Management Studies, 4(2), 132-151.

[24] Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of consumption: Consumer
fantasies, feelings, and fun. Journal of Consumer Research, 9(2), 132-140.

[25] Hultén, B. (2015). Sensory marketing: Theoretical and empirical grounds: Routledge.
[26] Hultén, B. (2020). Sensory marketing: An introduction.
[27] Hultén, B., & ctg. (2009). What is sensory marketing? : Springer.

[28] Intelligence, M. (2024). Phan tich Quy md Thi phan Thi truong Ca phé Viét Nam - Du bao Xu hudng
Tang truong (2024 - 2029) Retrieved from https://www.mordorintelligence.com/vi/industry-
reports/vietham-coffee-market

[29] iPOS. (2023). Béo c4o thi truong kinh doanh am thyc tai Viét Nam nam 2022. Retrieved from
https://ipos.vn/tai-bao-cao-nganh-fb-trong-nam-2022/

[30] Isaac, N., & ctg. (2023). The Effect of Multi-Sensory Marketing on Non-Economic Performance of
Ghana’s Restaurants. Open Access Library Journal, 10(6), 1-31.

[31] Jacoby, J. (2002). Stimulus - organism - response reconsidered: an evolutionary step in modeling
(consumer) behavior. Journal of consumer psychology, 12(1), 51-57.

124


https://www.mordorintelligence.com/vi/industry-reports/vietnam-coffee-market
https://www.mordorintelligence.com/vi/industry-reports/vietnam-coffee-market
https://ipos.vn/tai-bao-cao-nganh-fb-trong-nam-2022/

Tac gia: D6 Kim Anh va Nguyén Th; Bich Ngoc

[32] Jang, H.-W., & Lee, S.-B. (2019). Applying effective sensory marketing to sustainable coffee shop
business management. Sustainability, 11(22), 6430.

[33] Jang, S. S., & ctg. (2012). Effects of ethnic authenticity: Investigating Korean restaurant customers in
the US. International Journal of Hospitality Management, 31(3), 990-1003.

[34] Jang, S. S., & Namkung, Y. (2009). Perceived quality, emotions, and behavioral intentions:
Application of an extended Mehrabian—Russell model to restaurants. Journal of Business research, 62(4),
451-460.

[35] Johnson, M. W. (2010). Seizing the white space: Business model innovation for growth and renewal:
Harvard Business Press.

[36] Kamil, H. A., & ctg. (2023). The Effect of Sensoric Marketing on McDonald's Consumer Repurchase
Intention in Bandar Lampung City with Customer Satisfaction as Mediation Variable. International Journal
of Scientific Multidisciplinary Research, 1(6), 547-562.

[37] Kim, W.-H., & ctg. (2020). Effects of sensory marketing on customer satisfaction and revisit intention
in the hotel industry: the moderating roles of customers’ prior experience and gender. Anatolia, 31(4), 523-
535.

[38] Kim, W. G., & Moon, Y. J. (2009). Customers’ cognitive, emotional, and actionable response to the
servicescape: A test of the moderating effect of the restaurant type. International Journal of Hospitality
Management, 28(1), 144-156.

[39] Kotler, P. (1973). Atmospherictg as a marketing tool. Journal of retailing, 49(4), 48-64.
[40] Kotler, P., & Armstrong, G. (2013). Principles of marketing 15th global edition: Pearson.

[41] Krishna, A. (2012). An integrative review of sensory marketing: Engaging the senses to affect
perception, judgment and behavior. Journal of consumer psychology, 22(3), 332-351.

[42] Kumar, K., & Kumar, P. (2017). The impact of multi-sensory marketing on shopping experience and
consumer decision making: A comparative study. International Research Journal of Management
Sociology & Humanity, 8(12), 236-246.

[43] Lazarus, R. S. (1991). Cognition and motivation in emotion. American psychologist, 46(4), 352.

[44] Lee, Y.-K., & ctg. (2008). Festivalscapes and patrons' emotions, satisfaction, and loyalty. Journal of
Business research, 61(1), 56-64.

[45] Lin, 1. Y. (2004). Evaluating a servicescape: the effect of cognition and emotion. International Journal
of Hospitality Management, 23(2), 163-178.

[46] Lindstrom, M. (2005). Broad sensory branding. Journal of Product & Brand Management, 14(2), 84-
87.

[47] Lindstrom, M. (2006). Brand sense: How to build powerful brands through touch, taste, smell, sight
and sound. Strategic Direction, 22(2).

[48] Lindstrom, M. (2005). Brand Sense: Build Powerful Brands through Touch, Taste, Smell, Sight and
Sound. New York: Free Press.

[49] Liu, Y., & Jang, S. S. (2009). The effects of dining atmosphere: An extended Mehrabian—Russell
model. International Journal of Hospitality Management, 28(4), 494-503.

[50] Marin, G. J., & ctg. (2019). Marketing sensorial: el concepto, sus técnicas y su aplicacion en el punto
de venta. Vivat Academia(148), 121-147.

[51] Maymand, M., & ctg. (2012). Sensory brand: studying relationship between 5 senses and brand value
at world’s 100 top companies. Australian Journal of Basic and Applied Sciences, 6(8), 337-343.

[52] Miao-Que, L., & Yi-Fang, C. (2010). The influence of store environment on perceived experiential
value and behavior intention. Asia Pacific Management Review, 15(2).

125



KHAM PHA TAC DPONG CUA MARKETING DA GIAC QUAN DEN Y DINH...

[53] Mordor Intelligence. (2024). Phan tich Quy md Thi phan Thi truong Ca phé Viét Nam - Dy bao Xu
hudng Tang truong (2024 - 2029) Retrieved from https://www.mordorintelligence.com/vi/industry-
reports/vietham-coffee-market

[54] Moreira, A. C., & ctg. (2017). Influence of sensory stimuli on brand experience, brand equity and
purchase intention. Journal of Business Economics and Management, 18(1), 68-83.

[55] Mufhtie, B., & ctg. (2022). Predicting customer satisfaction and intention to revisit a local coffee shop
with an industrial concept in Jakarta. Jurnal Dinamika Manajemen Dan Bisnis, 5(2), 18-34.

[56] Nasharullah, A., & Ernawadi, Y. (2024). Sensory And Affective As Antecedents of Repurchase
Intention Of Pucuk Harum Tea Customers In Cimahi. Journal of Economic, Business and Accounting
(COSTING), 7(4), 10902-10909.

[57] Natalia, S. L., & ctg. (2023). THE IMPACT OF SENSORY MARKETING ON CONSUMERS
BUYING BEHAVIOR OF COFFEE SHOPS IN MANADO. Jurnal EMBA: Jurnal Riset Ekonomi,
Manajemen, Bisnis dan Akuntansi, 11(1), 1319-1328.

[58] Nica, R.-M. (2013). The impact of sensory branding on consumer behavior. Journal of Media
Research-Revista de Studii Media, 6(17), 50-74.

[59] Osterwalder, A., & Pigneur, Y. (2010). Business model generation. Business Model.

[60] Pareek, R., & ctg. (2025). Sensory Marketing and Its Influence on Consumer Buying Behavior: A
Comprehensive Analysis. In Impact of Sensory Marketing on Buying Behavior (pp. 201-218): 1GI Global.

[61] Pine, B. J., & Gilmore, J. H. (2011). The experience economy: Harvard Business Press.

[62] Ryu, K., & Jang, S. S. (2007). The effect of environmental perceptions on behavioral intentions through
emotions: The case of upscale restaurants. Journal of Hospitality & Tourism Research, 31(1), 56-72.

[63] Sirirak, P., & ctg. (2021). The Sensory Experience Marketing Affecting Repurchasing through
Customers’ Satisfaction with Cafe Business in Chonburi Province: A Case Study of Mongchang Cafe.
UBRU International Journal Ubon Ratchathani Rajabhat University, 1(3), 9-19.

[64] Soars, B. (2009). Driving sales through shoppers' sense of sound, sight, smell and touch. International
journal of retail & distribution management, 37(3), 286-298.

[65] Tek, O. B., & Ozgiil, E. (2008). Modern Pazarlama ilkeleri Uygulamal1 Y &netimsel Yaklasim, Birlesik
Matbaacilik 3. Baski, Izmir.

[66] Torabi, A., & ctg. (2021). Effect of sensory experience on customer word-of-mouth intention,
considering the roles of customer emotions, satisfaction, and loyalty. International Journal of Engineering,
34(3), 682-699.

[67] Utama, 1. (2022). Creating customer satisfaction through sensory marketing (Study on the foods and
beverage industries in Bandung). Bisnis & Entrepreneurship, 16(1), 1-11.

[68] Vietdata. (2024). Market share shift of coffee shop brands in 2023. Retrieved from
https://www.vietdata.vn/post/market-share-shift-of-coffee-shop-brands-in-2023

[69]  Vietnambiz. (2024). Bao cdo thi trwong ca  phé Retrieved  from
https://mediacdn.vietnambiz.vn/1881912202208555/files/2024/03/03/bao-cao-thi-truong-ca-phe-thang-1-
2024-20240303235847509.pdf

[70] Wong, Y.-T., & ctg. (2012). Shopping motives, store attributes and shopping enjoyment among
Malaysian youth. Journal of Retailing and Consumer Services, 19(2), 240-248.

[71] Yang, K. (2023). The influence of sensory marketing on customer satisfaction and its behavioral
intention. Advances in Economics and Management Research, 5(1), 130-130.

126


https://www.mordorintelligence.com/vi/industry-reports/vietnam-coffee-market
https://www.mordorintelligence.com/vi/industry-reports/vietnam-coffee-market
https://www.vietdata.vn/post/market-share-shift-of-coffee-shop-brands-in-2023
https://mediacdn.vietnambiz.vn/1881912202208555/files/2024/03/03/bao-cao-thi-truong-ca-phe-thang-1-2024-20240303235847509.pdf
https://mediacdn.vietnambiz.vn/1881912202208555/files/2024/03/03/bao-cao-thi-truong-ca-phe-thang-1-2024-20240303235847509.pdf

Tac gia: D6 Kim Anh va Nguyén Th; Bich Ngoc

EXPLORING THE IMPACT OF MULTISENSORY MARKETING ON RETURN
INTENTION TO A COFFEE SHOP IN HO CHI MINH CITY: THE MEDIATING ROLE
OF POSITIVE EMOTIONS
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Abstract. The study aims to explore how multisensory marketing influences customers' intentions to revisit
coffee shop chains in Ho Chi Minh City, mainly focusing on the mediating role of positive emotions.
Research data were collected through a survey of 329 customers who had previously experienced services
at various coffee shop chains in the city. This was done using direct questionnaires and online surveys,
employing a convenience sampling method. The findings indicate that multisensory marketing positively
affects customers' intentions to return. Furthermore, positive emotions partially mediate the relationship
between multisensory marketing and customers' intentions to revisit. This study contributes a new
perspective on the interplay between multisensory marketing, positive emotions, and customers' revisit
intentions. The results not only provide empirical evidence for the effectiveness of multisensory marketing
but also offer insights for developing more effective personalized marketing strategies for coffee shop
chains in Ho Chi Minh City.
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