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Toém tat:

Nghién ciru nham danh gié moi quan hé giita tiép thi xa hoi cia doanh nghiép (CSM) véi gid
tri thwong hiéu dya trén nguoi tiéu ding. Két qua dwa trén phéng van sdu, thao lugn nhém tip
trung va phong van truec tiép 512 nguoi tiéu ding tai Thanh phé Ho Chi Minh va Ha Noi. Két
qua cho thdy CSM la mdt yéu t6 quan trong trong xdy dung thirong hiéu, anh hwéng tich cuc
dén nam thanh phdn gia tri thuwong hi¢u (chcft lwong cam nhan, nhan biét, lién tuong, long tin
va trung thanh thwong hiéu) va moi quan hé nhdn qua giita cdc thanh phan nay. Nhitng phat
hién lam phong phii Iy thuyét vé gid tri thuwong hiéu, CSM va mé hinh SOR.

Twr khoa: Gia tri thuong hiéu, CBBE, SOR, tiép thi xa hi cua doanh nghiép.

Ma JEL: M31, M1, QO01.

Corporate social marketing and consumer-based brand equity

Abstract:

This study aimed to determine the relationship between corporate social marketing (CSM)
and consumer-based brand equity dimensions. The study conducted in-depth interviews, focus
group discussions, and quantitative research through face-to-face interviews from 512 valid
questionnaires answered by consumers in Hanoi and Ho Chi Minh city. The results showed
that CSM programs positively impact five dimensions of brand equity (perceived quality, brand
awareness, associations, trust, and loyalty) and demonstrated causal order among these.
Furthermore, the research findings enrich the literature on brand equity, social marketing,
and the SOR model.
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1. Giéi thiéu

Khuynh huéng xanh, bén vimg doi hoi tiép thi ngoai viéc 1am hai long khach hang va gia tang loi nhuén,
can thue hién trach nhiém x4 hoi, co dong nhitng hanh vi xa hoi bén vitng (Hoeffler & Keller, 2002; Maignan
& Ferrell, 2004; Kotler, 2011). Doanh nghiép c6 thé dat duoc diéu nay thong qua tiép thi xanh va tiép thi xa
hoi, 1a cac phuong thirc tiép thi bén viing (Gordon & cong sy, 2011; Martin & Schouten, 2014).

Tiép thi xa hoi ciia doanh nghiép (CSM) huéng dén cic nhom muc tiéu (nha cung cap, dbi tac, khach
hang, cong dong dan cu, ...) nham thuc ddy d6i twong tu nguyén chuyén ddi théi quen sang nhimng hanh
vi x3 hoi bén viing, qua d6 doanh nghiép va xa hoi cung huong loi (Drumwright & Murphy, 2001; Kotler,
2011; Kotler & cong su, 2012; Lefebvre, 2012). Céac sang kién CSM lién tuc duogc nhan rong (Andreasen,
2002; Dann, 2010; Kelly, 2013; Inoue & Kent, 2014; Vo & Nguyen-Anh, 2024) vi dugc nhin nhan la phuong
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thirc thyc hanh trach nhiém x3 hoi, ciing dong thoi giup doanh nghiép hoan thanh cac myc tiéu kinh doanh
va tiép thi (Lee & Kotler, 2011; Truong & cong su, 2019).

Gia tri thuong hiéu theo nguoi tiéu dung (CBBE) biéu dat tong hoa cam nhan va hanh vi ciia nguoi tiéu
dung hudng vé thuong hiéu (Netemeyer & cong su, 2004; Keller & Lehmann, 2006), 1 hé qua tir mot hodc
nhiéu chuong trinh tiép thi (Stahl & cong su, 2012; Kotler & Keller, 2016). Nhidu mé hinh nghién ctru da
phat trién dé danh gia mbi quan hé giita CBBE vdi cac hoat dong tiép thi truyén théng (Yoo & cong su,
2000; Buil & cong su, 2013; Nguyen-Viet & Nguyen-Anh, 2021) hodc tiép thi xanh (Davari & Strutton,
2014; Nguyen-Viet & Nguyen-Anh, 2022). Thyc té, bbi canh da dang, can c6 thém nhiéu nghién ctru trong
cac qudc gia cling nhu nganh khac nhau (Hsieh, 2004; Oliveira & cong sy, 2015).

Mit khac, nghién ctru tinh hudng cua Hoeffler & Keller (2002) da phac hoa cac chuong trinh CSM c6
mbi lién hé tich cuc dén nhiéu thanh t6 cu thé cuia CBBE. Tuy nhién, CSM véi dac trung chuyén ddi hanh
vi xa hdi ctia ca nhan (Drumwright & Murphy, 2001; Lee & Kotler, 2011; French & Gordon, 2015), vi vay
can nghién ctru dya trén phan hoi cua ¢4 nhan (Hoeffler & cong su, 2006; Gordon & cong su, 2016; Truong
& cong su, 2019).

“Tiép thi xd hoi ctia doanh nghiép c6 thé dem lai nhirng loi thé can thiét cho mot thuong hiéu dé gianh
dugc tAm tri va trai tim clia nguoi tiéu ding day hoai nghi trong thi truong siéu phirc tap, canh tranh hién
nay” (Hoeffler & cdng su, 2006, tr. 55), viéc tim hiéu tac dong cua CSM dén CBBE va mbi quan hé nhan qua
giita cac thanh phan CBBE (Lehmann & cong sy, 2006; Buil & cong su, 2013) cho phép cac doanh nghiép
ap dung tiép thi hiéu qua trong viéc thiu hiéu nguoi tiéu dung, dong thoi gia ting nhén thirc va hanh vi tich
cuc cua ho vai thuong hi¢u (Christodoulides & Chernatony, 2010; Keller & Swaminathan, 2019).

Nghién ctru duoc thuc hién, dya trén phan ing ciia ngudi tidu dung trudng thanh, nham danh gia tac dong
ctia CSM dén cac thanh phan gia tri thuong hiéu mi 4n lién tai Viét Nam.

2. Co sé 1y thuyét va gia thuyét nghién ciru

Mo hinh SOR

Nghién ctru van dung md hinh SOR (Stimulus — Organism — Response) dugc khoi phat boi Mehrabian &
Russell (1974) dé tim hiéu qua trinh CSM téc dong dén ngudi tidu ding, qua d6 hinh thanh CBBE. Trong bi
canh marketing, theo Jacoby (2002) dé cap, mo hinh SOR duoc xac dinh dya trén su twong tac gitra tdc nhan
kich thich tir méi trudng (S), ddi tugng bi anh hudng (O) va phan Gmg cua ddi tuong véi kich tac noi trén
(R). SOR duoc van dung dé danh gia mdi quan hé giira tiép thi véi CBBE trong nhiéu bdi canh khac nhau,
cho thay hoat dong tiép thi (kich tac) anh huong 1én ddi twong — qué trinh tu duy (nhan biét va lién tuong
thuong hiéu) va cam xuc (chit luong cam nhan va 1ong tin thuong hiéu) — gy ra cac phan tmg (¥ dinh/hanh
vi hodc trung thanh thuong hi€u) (Kumar & cong su, 2018; Sarker & cdng su, 2019; Nguyen-Viet, 2022;
Guleria & cOng su, 2023; Jiang & Lyu, 2024).

Nghién ciru trude, Vo & Nguyen-Anh (2024) di str dung TPB cta Ajzen (1991) dé xem xét anh hudng
clia CSM dén CBBE, mb ta thai d6 chuyén hoa y dinh hay du bao hanh vi. Mit khac, CSM véi dac diém noi
bat 1a thay ddi hanh vi c4 nhan (Lee & Kotler, 2011; Gordon & cong su, 2016), cin thém nhirng mé hinh
ly thuyét, bang chimg cu thé vé phan tmg cta ca nhan ddi véi kich tic CSM. Dya vao nhitng luan dé trén,
nghién ctru 4p dung SOR dé mé hinh hoa mbi quan hé tac dong ciia CSM dong thoi 1én qua trinh tu duy, cam
xtc va phan g ciia nguoi tiéu dung, biéu hién thong qua cac thanh phan cia CBBE.

Gid tri thwong hiéu theo nguoi tiéu dung

CBBE dugc coi 1a nhimng gia tri gia ting ma mdt thuong hiéu mang lai cho san pham (Aaker, 1996), 1a
biéu dat su hiéu biét hay kién thirc, tinh cam va hanh dong cta nguoi tiéu dung ddi véi nhitng thuong hiéu
san phérn tuong duong, cung loai (Yoo & cong sy, 2000; Keller & Lehmann, 2006; Stahl & cdng su, 2012).

CBBE la mot khai niém gém nhiéu nhan t6 hop thanh (Bick, 2009). Qua xem xét Iy thuyét va thyc nghiém
vé CBBE, mét lwong 16n cac nghién ctru da dé cap bdn thanh phﬁn ctia CBBE la chét lwong cam nhan, nhan
biét, lién tudng va trung thanh thuong hiéu (Aaker, 1996; Yoo & cong su, 2000; Washburn & Plank, 2002;
Pappu & cdng su, 2005; Buil & cong su, 2013). Mit khac, mdt trong nhitng chirc nang chinh cta thuong
hiéu nham giam thiéu rii ro mua hang cam nhan va vun dip mdi quan hé véi ngudi tiéu dung 1a 10ng tin
thwong hiéu (Chaudhuri & Holbrook, 2001). Nhiéu hoc gia dd x4c nhan 1ong tin thuong hiéu nhu mot thanh
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phan cia CBBE (Burmann & cong s, 2009; Atilgan & cong su, 2009; Nguyen-Viet & Nguyen-Anh, 2021).
Két hop lugc khao 1y thuyét va thao luan cung chuyén gia, CBBE trong nghién ctru gdm nam thanh phan.

Nhdn biét thwong hiéu (AW) dé cap kha ning mot ngudi mua/ding nhan dién va hdi nhd mot thwong hiéu
cu thé (Aaker, 1996); nhan thirc vé thuong hiéu mot khi duoc goiy v& mot san phém ma thuong hiéu do dai
dién (Netemeyer & cong su, 2004). AW dugc coi la mot nguén luc din dit hanh vi tiéu dung (Nguyen &
cong su, 2011; Keller & Swaminathan, 2019).

Lién twong thuwong hiéu (AS) duge coi 1a mot yéu td nao d6 lién két dén thuong hiéu ma ngudi tiéu dung
ghi nhan trong tam thire (Aaker, 1996; Wood, 2000), co6 thé 1a dic tinh san phém, tinh cach thuong hi¢u va
dac trung cua doanh nghiép (Yoo & cong su, 2000; Pappu & cong su, 2005; Buil & cdng su, 2013). AS noi
[én trang thai nguoi ti€u dung thau nhén cac hinh anh, cam nghi, trai nghiém, long tin vé mot thuong hi¢u
nao do (Keller & Swaminathan, 2019).

Chat lwong cam nhdn (OL) thé hién sy cam nhan riéng c6 clia ngudi tidu ding vé cac dic trung chat luong
ctia mot thuong hiéu (Netemeyer & cong s, 2004). QL 14 co s¢ dé ngudi tiéu dung mua dung ciing nhu dbi
sanh v&i nhiing thuong hiéu cung loai (Nguyen & cong su, 2011).

Trung thanh thiong hiéu (LO) thé hién y chi wu tién mua va tai mua mot thwong hiéu, cho du béi canh va/
hoic nhiing kich thich tiép thi chi phdi quyét dinh chon mua ciia ngudi tiéu dung (Oliver, 1999; Yoo & cong
su, 2000). LO con biéu hién qua sy cam két chat ch@ gilra nguoi mua voi mot thuong hiéu cy thé (Chaudhuri
& Holbrook, 2001), Iwa chon duy nhat trong mét tap hop nhing thuong hiéu c6 thé thay thé nhau (Keller &
Swaminathan, 2019).

Long tin thuong hiéu (BT) dwoc mo ta 1a 1ong tin vao nang lyc thuc hién cac 101 hira ma moét thuong hiéu
da thong tin cho ngudi mua (Burmann & cong su, 2009). BT cho ngudi tiéu ding cam thiy an toan néu mua
va st dung thuong hiéu (Chaudhuri & Holbrook, 2001; Kumar & cong su, 2013), san long mua gia cao hon
vi niém tin doanh nghiép so hitu thuong hi¢u co6 trach nhiém voi ho (Delgado-Ballester & cong sy, 2003).

Tiép thi xd héi ciia doanh nghiép

CSM ¢o6 nguén géc tir khai niém tiép thi xa héi (Kotler & Zaltman,1971), dugc mo rong pham vi Gng
dung vao bdi canh doanh nghiép (Drumwright & Murphy, 2001; Lee & Kotler, 20011 Dann, 2010; Lefebvre,
2012). CSM dugc khai quat 1a cac sang kién tiép thi ctia doanh nghiép c6 1ong ghép thém muc tiéu xa hoi
(Drumwright & Murphy, 2001), la viéc doanh nghi¢p thién nguyén tham gia, tai tro hay thuc hién cac
chuong trinh nhdm giai quyét mot hogc nhiéu van dé xa hoi —nhu phd cap gido duc, cham lo y té cong dong,
dam bao an sinh, bao vé h¢ sinh thai, gia tang phuc loi xa hdi..., qua do6, nhitng dbi tuong hay cong chiung
muc tiéu s& hinh thanh hanh vi ma xa hoi mong mubn, gop phan gia ting ich loi xa hdi ciing nhu dat thanh
muc tiéu tiép thi (Drumwright & Murphy, 2001; Kotler & cong su, 2012).

CSM 1a cong cu hiru hi¢u trong hién thyc hoa nhiing cam két trach nhiém xa hoi cling nhu dat thanh céc
muc ti€u tiép thi ciia doanh nghiép (Maignan & Ferrell, 2004; Lee & Kotler, 2011; French & Gordon, 2015;
Deshpande, 2016, 2019). Cac chién dich CSM cai thién loi ich va gia tang thinh vuong xa héi béng cach tao
ra nhitng thoi quen, hanh vi xa hoi mong cau, c6 thé danh gia dugc dua trén nhitng chuyén ddi trong nhan
thirc, thai d6 va hanh vi ca nhan (Andreasen, 2002; Dann & cong sy, 2010; Gordon & cdng sy, 2016).

Céc chuong trinh CSM dugc cho rang thiic ¢y nhan biét, an tuong va cam xtic vé thuong hi¢u (Hoeffler
& Keller, 2002; Vo & Nguyen-Anh, 2024); mang lai hinh anh doanh nghiép tich cuc va mé rong ddi tuong
khach hang (Lichtenstein & cdng su, 2004; Lee & Kotler, 2011); kich thich mua dung, thém co hdi tang loi
nhuén kinh doanh (Kotler & cong sw, 2012); khuyén khich trai nghiém va thuc ddy cam nhan vé chat lugng
(Du & cdng su, 2008; Vo & Nguyen-Anh, 2024); tao dung long tin va trung thanh (Hoeffler & cong su,
20006); gia tang lién tudng vé doanh nghiép va cam Kkét thuong hiéu (Hoeffler & Keller, 2002; Inoue & Kent,
2014; Truong & cong sy, 2019). Dua trén nhitng phat hién nay, nghién ctru hinh thanh céc gia thuyét sau:

HI: CSM ¢6 anh hwéng tich cuc dén nhdn biét thwong hiéu

H2: CSM ¢6 anh hudng tich cuc dén chat lwong cam nhdn

H3: CSM ¢6 anh hwong tich cuc toi lién tuwong thuong hiéu

H4: CSM c6 anh hwong tich cuc toi long tin thwong hiéu
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H5: CSM ¢6 anh huong tich cuc dén trung thanh thieong hiéu

Gid thuyét vé quan h¢ giiva cdc thanh phin CBBE

CBBE déc ta hanh trinh ngudi ti€u dung thau nap, trai nghi¢m va hinh thanh nhitng lién két dac biét, y
nghia va chat ché vdi thuong hiéu thong qua mot hoac nhiéu hoat dong tiép thi cu thé (Hsieh, 2004; Keller
& Swaminathan, 2019; Christodolides & Chernatony, 2010). Khi nghién ctru vé CBBE, nhiém vu quan
trong 1a hiéu r6 mdi quan hé nhan qua giita cac thanh t6 (Lehmann & cong su, 2008), vi no cung cip nhiing
chi hudng hitu ich cho nha quan Iy nham t6i wu nd luc xay dung va gia ting CBBE (Buil & cong sy, 2013).

Tir nhing kich thich tiép thi (chwong trinh CSM), ngudi tiéu ding cht y va phét hién ra thuong hiéu
(Oliver, 1999), gia tang su hiéu biét va gin két hay trung thanh (Aaker, 1996; Keller & Swaminathan, 2019);
nhd AS, nguoi tiéu dung dé dang chuyén sang quyét dinh mua/tai mua va khoi tao cam két thuong hiéu
(Aaker, 1996; Atilgan & cong su, 2009); BT trg thanh déng Iwe cho ngudi tiéu ding ra quyét dinh mua/tai
mua va st dung lau dai mot thuong hiéu (Chaudhuri & Holbrook, 2001; Keller & Swaminathan, 2019), tin
cay thuong hiéu sé dan dén LO (Kumar & cong sy, 2013); thong qua trai nghiém, nguoi ti€u dung c6 dugc
QL tich cyc va hinh thanh BT (Keller & Swaminathan, 2019; Kumar & cong sy, 2013); va QL cling la tac
nhén dan 16i LO cua nguoi tiéu dung (Yoo & cong su, 2000; Buil & cong sy, 2013). Dya vao céc ludn ctr
trén, tac gia dé xuat cac gia thuyét sau:

H6: Nhn biét thirong hiéu c6 danh hiong truec tiép tich cye dén trung thanh thwong hiéu

H7: Lién twong thwong hiéu anh huong truc tiép tich cuc dén trung thanh thuong hiéu

HS8: Long tin thirong hiéu c6 ang hudng truc tiép tich cuc dén trung thanh thuong hiéu

H9: Chat leong cam nhén c6 anh huéng tich cuc t6i trung thanh thirong hiéu

H10: Chat lwong cam nhan co tac dong truc tié'p tich cuc dén long tin thuong hiéu

3. Phuong phap nghién ciru

Béng cau hoi dugc ké thira tir cac nghién ctru lién quan. Tac gia da chuyén ngit cac cau hoi tir tiéng Anh
sang tiéng Viét trudc khi thao luan ciing cic chuyén gia va ngudi tiéu dung nhdm dam bao ngit nghia. Nhiing
chuyén gia nay 1a cic nha nghién ctru, quan 1y day din kinh nghiém trong nganh mi 4n lién va hang tiéu ding
nhanh tai Viét Nam. Tur két qua ban thao, nghién ctru da hiéu chinh nhirng bién quan sat dugc st dung dé do
ludng sau khai niém nghién ctru, pht hop véi bdi canh nghién ctru.

Thang do dugc ké thira tur nghién ctru trude, cu thé: LO tr Yoo & cong su (2000); AW va AS tir Washburn
& Plank (2002) va Netemeyer & cong su (2004); QL tir Netemeyer & cong su (2004); BT tur Atilgan & cong
su (2009); va CSM tir Vo & Nguyen-Anh (2024). Qué trinh xay dung va didu chinh bang cau héi di dam bao
chét luwong va su can trong, cting nhu tao co s& cho viéc thu thap dir liéu chanh xac va dang tin cay nham 16t
ta day di mdi quan hé cia CSM dén CBBE tai Viét Nam.

Trong qué trinh nghién ciru, phwong phap khao sat bang hinh thirc bang héi truc tiép di dugc thuc hién
dé kiém tra cac gia thuyét dé xuat. Dit liéu dugc thu thap tir nhitng noi mua sam pho bién (siéu thi, ctra hang
tién loi, tiém tap hod) trén khép cac quan cua Thanh phé HO Chi Minh va Ha Noi, téng cong la 540 bang
cau hoi dd duoc phat hanh, nhiéu hon 270 khao sat va dap tng theo yéu cau ctua Hair & cong su (2021). Dé
giam thiéu su 1ap lai, cudc khao sat da c6 y gidi han sy tham gia ctua dap vién khong qua muoi ngudi trong
cing mot diém mua hang.

Nghién ctru sir dung phan mém SPSS dé thuc hién thong ké mo ta mau nghién ciru va kiém tra sai léch
phwong phap. Tiép d6, phan mém SmartPLS duoc str dung dé danh gia thang do (kiém tra su hoi tu, tin cay
va phan biét ctia cac khai niém nghién ctru), kiém tra mé hinh ciu trac va gia thuyét.

4. Két qua nghién ciru va thio luin

4.1. Théng ké mé ti

Trén tong 512 phiéu khao sat hop 1¢ thu vé dé phan tich dit liéu, Thanh phd H6 Chi Minh c6 54,1% va
Ha Noi ¢6 45,9%, nit chiém phan 16n 66,02%, nhom hoc van dong nhét 1a cao dang, dai hoc chiém 50,39%,
nhom thu nhap nhiéu nhét 1a tir 11 dén 20 tridu chiém 49,8%.

4.2. Danh gid thang do
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Bing 1. Thong ké mé ta miu

Dic tinh ciia miu Tén s6 Tilé % Tich luy
o Nam 174 33,98 33,98%
Gidi tinh .
Nit 338 66,02 100%
Tir 18 — 29 tudi 149 29,10 29,10%
Y Tir 30 — 39 tudi 184 35,94 65,04%
Do tudi 2.
Tir 40 — 49 tudi 106 20,70 85,74%
Tir 50 tudi tré 1én 73 14,26 100%
Dudi 11 triéu/thang 168 32,81 32,81%
Thu nhép Tir 11 — 20 tridu/thang 255 49,80 82,61%
Trén 20 triéu/thang 89 17,39 100%
Duéi dai hoc 170 33,20 33,20%
Trinh d6 hoc vAn  Cao ding, dai hoc 258 50,39 83,59%
Trén dai hoc 84 16,41 100%
TP. H5 Chi Minh 277 54,10 54,10%
Khu vuc .
Ha Noi 235 45,90 100%

Nguon: Két qua xit Iy diF liéu khdo sdt

Dit liéu di dugc danh gid tinh tin cay, tinh hop 1¢ va tinh phan biét bang nhiéu chi s6 va phuong phap bao
gdm hé s Cronbach’s alpha, do tin cdy tong hop, trung binh phuong sai trich xut, hé s6 tai nhan t6 chuén
hoa SFL va so sanh gia tri cin bac hai ciia AVE véi cic cip ciu triic tuong tng.

Bang 2. Két qua kiém tra gia tri hdi tu, d tin ciy cia thang do

Tén bién Thang do OL CA CR AVE
AW1 0,796
) AW2 0,830
Nhan biét thuong hiéu AW3 0,824 0,864 0,902 0,647
AW4 0,799
AW6 0,773
AS1 0,806
AS2 0,863
Lién tuong thuong hiéu AS3 0,789 0,880 0,913 0,677
AS5 0,834
AS7 0,820
QL1 0,806
£ . R QL4 0,808
Chat lurgng cam nhan QLS 0.797 0,807 0,873 0,633
QL6 0,771
BTI 0,736
BT3 0,794
Long tin thuong hiéu BT4 0,782 0,831 0,881 0,597
BT5 0,750
BT6 0,779
LO1 0,825
\ . LO2 0,831
Trung thanh thuong hi¢u LO3 0.809 0,838 0,891 0,672
LO4 0,815
CSM1 0,889
A e x CSM3 0,848
Tiép thi xa hdi cua doanh nghiép CSM5 0.877 0,888 0,922 0,749
CSM7 0,846

Chii thich: OL=hé sé tdi nhdn t6, CR=hé sé6 Cronbach’s alpha tong thé, CR=dg tin cdy tong hop, AVE=gid tri
phuwong sai trung binh trich duoc.
Nguon: Ket qua xu Ly dir liéu khdo sat
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Cac thang do ¢6 h¢ s6 Cronbach’s Alpha tong thé CA nam trong khoang 0,807 dén 0,888; do tin cay tong
hop (CR) cuiia cac cAu tric dao dong tir 0,873 dén 0,922, trén mirc khuyén nghi 0,7 (Hair & cong su, 2021).
Heé s tai nhan t6 (OL) ctia cic muc chay tir 0,736 dén 0,889, trén ngudng khuyén nghi 0,5. Gia tri phuong
sai trich trung binh AVE cuta cac muc dao dong tur 0,597 dén 0,749, hon ngudng yéu ciu 0,5 (Hair & cong
su, 2021).

Béang 3 cho théy hé s6 HTMT nhé hon 0,9 va dat duoc gia tri phan biét gitra hai bién tiém an (Henseler
& cong sy, 2015). Nhu vay, cac thang do khai niém dat tinh phan biét.

Nghién ctru da sir dung kiém dinh don nhén t6 ctia Harman dé kiém tra hién tuong sai 1éch do phuong
phap va két qua 12 47,577%, cho thiy ring nghién ciru nay khong c6 hién tuong sai 1éch boi phuong phap
(Podsakoff & cong su, 2003).

4.3. Kiém tra mé hinh ciu triic va gid thuyét nghién civu

Mo hinh cau truc tuyén tinh dugc danh gia dua vao nhiéu chi so lién quan. Gia tri Q* cta cac bién phu

Bing 3. Két qua kiém dinh gia tri phan biét (ti 18 HTMT)

AS AW BT CSM LO QL
AS
AW 0,530
BT 0,542 0,622
CSM 0,168 0,223 0,205
LO 0,620 0,587 0,621 0,273
QL 0,523 0,453 0,536 0,175 0,615

Chu thich: Ti ¢ HTMT=Heterotrait-Monotrait Ratio; AS: lién tuwong thwong hiéu; AW: nhan biét thuong hiéu;
BT: Iong tin thirong hiéu; CSM: tiép thi xd hoi ciia doanh nghiép; LO: trung thanh thieong hiéu; OL: chat leong
cam nhan.

Nguon: Két qua xit Iy dit liéu khao st.

thuoc AW, AS, QL, BT va LO lan luot 14 0,025, 0,015, 0,013, 0,121, va 0,303 déu vuot trén ngudng 0, ham
¥ mb hinh c6 kha ning dy doan t6t; Gia tri SRMR 1a 0,042 thap hon 0,08, cling véi cac chi sé d_ULS, d G,
Chi-square, NFI 1a 0,682, 0,243, 744,753 va 0,891, chirng t6 mo6 hinh phu hop tdt (Hair & cdng su, 2021).
Két qua nghién ctru cho théy khong c¢6 hién tugng da cong tuyén, v6i VIF trong khoang 1,000 dén 1,605
(Hair & cong su, 2021).

Nghién ctru st dung bootrapping véi 5000 1an ldp trén 512 phiéu tra 16i. Két qua, dugc thé hién tai Bang
4, biéu hién tng ho tat ca 10 gia thuyét voi gi tri P kiém dinh cac gia thuyét déu thap hon 0,01 dat yéu cau

Bing 4. Kiém tra moi quan hé gia thuyét

Gia thuyét Mbi quan hé Chi s B Gia trip Két luén
HI1 CSM > AW 0,199 0,000 Ung hd
H2 CSM > AS 0,149 0,000 Ung ho
H3 CSM > QL 0,149 0,002 Ung ho
H4 CSM > BT 0,113 0,006 Ung ho
H5 CSM > LO 0,098 0,003 Ung ho
H6 AW > LO 0,177 0,000 Ung ho
H7 AS > LO 0,247 0,000 Ung ho
HS BT > LO 0,193 0,000 Ung ho
H9 QL > LO 0,230 0,000 Ung ho

H10 QL > BT 0,425 0,000 Ung ho

Chii thich: Chi 50 p=hé s6 wéc lwong chudn hod, Gid tri P=mikc y nghia.
Nguon: Két qua xu Ly dir liéu khdo sat.
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(Hair & cong su, 2021). Gia thuyét H1 duoc ung ho khi su tac dong truc tiép cia CSM dén AW 1a dang ké
B=0,199. Gia thuyét H2, H3 va H4 véi sy anh hudng ciia CSM dén AS, QL va BT ciing kha dang ké, co B
13 0,149, 0,149 va 0,113. CSM c6 anh huéng truc tiép tich cuc t6i LO v6i p= 0,098. Bén thanh phin AW,
AS, BT va QL déu truc tiép tac dong dén LO, ung ho cac gia thuyét tir H6 dén H9 véi chi s6 B 1an luot 1a
0,177, 0,247, 0,193 va 0,230. Gia thuyét H10 c6 p= 0,425 cho thiy BT chiu anh huéng truc tiép dang ké
nhat tir QL.

Két qua kiém dinh thang do cho théy céc nhén td trong mo hinh nghién ctru déu dat do tin cay, do hoi tu va
c6 tinh phan biét, phit hop véi bdi canh nghién ctru vé CSM va CBBE trong nganh mi an lién tai Viét Nam.

Tai Hinh 1, két qua nghién ctru cho théy CSM co6 murc téng anh hudng manh mé nhét dén LO, tao dong
lwc mua cho ngudi tiéu ding (B tong=0,239) so v6i muc anh huong dén AW (B=0,199), BT (f =0,113), AS
va QL (B=0,149). Piéu nay con cho thiy thém tic dong cia CSM dén nhan thirc va cam xtc ctia ngudi tiéu
dung hay cong chiing (Martin & Schouten, 2014; Saunders & cong sy, 2015) la nhiing dong lyc manh mé
chuyén hoa mua dung hay hanh vi ca nhan (Gordon & cong su, 2011, 2016; Kotler & cong su, 2012).

Nguoi tiéu dung c6 xu hudng AS voi viée doanh nghi¢p quan tdm an sinh xa hdi (ASS) va thuong hi¢u
than thién voi méi truong, t6t cho stc khoé (AS2); hinh thanh BT qua tin tuéng doanh nghiép (BT3, 4, 6).
C6 thé thay, CSM da gitip cho thwong hiéu, doanh nghiép dugc nhin nhan 1a dang tin ciy va c6 trach nhiém
xa hoi, duge nhiéu hoc gia dé cap (Maignan & Ferrell, 2004; Lee & Kotler, 2011; Inoue & Kent, 2014;
Deshpande, 2016, 2019).

Két qua ting ho va bd sung nhiéu nghién ciru trude, chimg t6 CSM gitp két ndi thuong hiéu bén chit
voi nguoi tieu dung (Hoeffler & Keller, 2002; Inoue & Kent, 2014; Vo & Nguyen-Anh, 2024); nang cao tin
nhiém va su trung thanh (Hoeffler & cong su, 2006; Kotler & cong su, 2012); gia ting trai nghiém lan QL
(Du & cong su, 2008) va thanh qua tiép thi 1an kinh doanh (Lichtenstein & cong su, 2004; Truong & cong
sw, 2019); hinh thanh hanh vi xa hoi bén viing va khuyén khich doanh nghiép ap dung (Andreasen, 2002;
Kelly, 2013; Truong & cong su, 2019).

Két qua kiém dinh quan hé nhan qua con ham y tam quan trong ctia timg thanh phan trong cau thanh
CBBE, trong hinh thanh va gia taing LO (Wood, 2000; Buil & cong sy, 2013). Két qua tan dong khuyén nghi

Hinh 1. M hinh va két qua nghién ciru

Kich thich (S) Chii thé (0) Phin tng (R)

Nhan biét
thuong hiéu
(AW)

Lién tuong
thuong hi¢u

Tiép thi

x4 hoi cua 0,098%%% 1(0,239%**) Trung thanh
doanh nghiép > thuong hiéu
' 0,230%%* (LO)

(CSM) Chat lugng

cam nhén

Long tin
thuong hiéu
(BT)

Chii thich: *** hé 56 wéc lwong chudn hod véi mike ¥ nghia 1%.
Nguon: Dé xuat mé hinh va ket qua tinh todan dir liéu cua tdc gid.
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nidm bét mbi quan h¢ gitra cac thanh phﬁn CBBE la mgt nhiém vy quan trong (Lehmann & cdng su, 2008;
Buil & cong su, 2013), phi hop luan diém “gia tri thuong hiéu khoi ngudn tir nhirng tiéng noi va hanh dong
cua nguoi tieu dung” (Keller & Lehmann, 2006, tr. 14) va y nghia v6i nha quan tri vi “mang lai nhiing sy
that ngam hiéu (insights) gia tri trong xay dung thuong hiéu” (Buil & cong su, 2013, tr. 69).

5. Két luan va ham y

Tiép thi da tréd nén quan trong trong viéc tao lap va nang cao CBBE (Aaker, 1996; Keller & Lehmann,
2006; Nguyen-Viet & Nguyen-Anh, 2021, 2022). Dang chu y, tiép thi xa hoi dugc sy quan tim dang ké nhur
mot cong cu mang lai hi¢u qua kinh doanh va dinh hinh hanh vi xa hoi bén vig (Lefebvre, 2012; Kotler &
cong s, 2012; Gordon & cong su, 2016). Nghién ctru hién tai, ap dung 1y thuyét SOR dé xay dyng mé hinh,
sir dung mot cudc khao sat va thu duge 512 phiéu dé danh gia anh huéng va y nghia caa CSM dbi v6i nam
thanh phﬁn ctia CBBE. Két qua nghién ctru cho théy nhan biét, lién tudng, chat lugng cam nhén, long tin va
trung thanh thuong hiéu duoc tao ra tryc tiép boi CSM. Hon nita, nhén thirc (AW va AS) va cam xtc (QL
va BT) ciia nguoi tiéu ding vé thuong hiéu da tic dong dang ké dén LO; kiém tra quan hé giira cc thanh
phan CBBE gitp nha quan tri thiu hiéu khach hang, gia ting hi¢u suat va hiéu qua cac nd lyc tiép thi trong
tao dung CBBE (Wood, 2000; Buil & cong su, 2013).

Két qua tng ho khuyén nghi cdn nghién ctru vé CSM dua trén phan hdi clia ca nhan, xem xét sy thay
ddi hanh vi tir nhiéu hoc gia (Hoeffler & cong su, 2006; Kotler & cong su, 2012; Gordon & cdng su, 2016;
Truong & cong su, 2019). Hon nita, nghién ctru nay khong nhitng bd sung bang ching thuc nghiém cho
nghién ctru tinh huéng ctia Hoeffler & Keller (2002), ma con mo rong sy hiéu biét vé thyc t& (nganh mi an
lién) va mo hinh 1y thuyét (van dung SOR) khi nghién ctru quan hé gitra CSM v6&i nim thanh phan CBBE,
so v6i nghién ctru trude ciia Vo & Nguyen-Anh (2024), dugc kiém dinh trong nganh hang sita va van dung
mo hinh TPB cua Ajzen (1991).

Nghién ctru nay chimg t6 CSM nén va can trd thanh mot trong nhiing cong cu, chién luge tiép thi higu
qua va hop thoi cude cho cac doang nghiép, vi nd dong vai tro quan trong trong quan tri gia tri thuong hiéu
(Aaker, 1996; Hsieh, 2004; Christodolides & Chernatony, 2010; Keller & Swaminathan, 2019) va hon nita
la dap ting su ky vong cua xa hdi (Lee & Kotler, 2011; Kotler & cong su, 2012; Lefebvre, 2012; Deshpande,
2019).

Két qua cho thiy ngudi tiéu dung, mé rong hon 13 xa hoi, sin 10ng don nhan cac chuong trinh CSM va
hiéu suét, hiéu qua cua CSM d6i voi CBBE. Doanh nghiép khi 4p dung CSM — hinh thanh va téi da hoa
CBBE - can nhin manh sy dam béo 1¢i ich va/hodc mbi quan tam cua nguoi tiéu dung. Chéng han, nguoi
tiéu dung Viét lya chon thuong hiéu chu trong “16¢ cho sirc khoé, bao dam an toan va vé sinh, gid thanh hop
Iy, thiwong hiéu tin cdy, sw bén vitng va than thién véi méi truong” (Nielsen, 2017; Vietnamplus, 2023), cac
doanh nghiép mi an lién nén xem xét khi dinh huéng chién lugc va trién khai cac chuong trinh CSM. Cu
thé hon, can tap trung vao cac hinh thirc CSM sau, bao gom va tuan ty (van dé ngudi tiéu dung/cong ching
quan tdm) 1a cham lo strc khoé, dinh dudng va an toan thuc pham (CSM1), bao vé méi truong (CSM3), dong
gop/tai trg cho cac t churc phi 1gi nhudn va quy xa hoi/tir thién (CSMS), cai thién an sinh xa hoi thong qua
y té, gido duc va giam nghéo bén viing (CSM7).

Khi ap dung CSM, dé dat duoc hiéu qua cao, bén canh quyét dinh hinh thirc CSM phu hop va sy cam két
thuc hién/tai tro dai han, doi hoi doanh nghi€p chu trong thém hai véan dé (Kotler & cong sy, 2012; Gordon
& cong sy, 2016; Deshpande, 2019; Truong & cong su, 2019), gém: (1) khéo 1éo trong lya chon don vi chu
tri/t chirc (linh vic cong va céc to chire phi loi nhudn) va ddi tic bao tro truyén thong nham gia ting niém
tin va quang ba/murc do hién thi ctia chuong trinh CSM; (2) cong tac truyén thong can gan két voi thuong
hiéu, sang tao va bén bi lan toa nham thay doi hanh vi ca nhan. Chién lugc truyén thong thuyét phuc 13 trong
tam chinh cua CSM, v6i muyc ti€u va thong di€p nham tao ra nhan thire, mbi quan tam (Vén dé x4 hoi cu thé)
va khuyén khich chia s¢, tham gia hay thiic ddy hanh dong (Lee & Kotler, 2011; French & Gordon, 2015).

Nghién ctru hién tai tip trung vao mdi quan hé gitta CSM véi CBBE, con nhiéu hoat dong tiép thi khac
can xem xét va danh gid tic dong gian tiép cua cac yéu to dén trung thanh thwong hiéu. Huéng nghién ciru
kha di 1a d6i sanh CSM véi tiép thi xanh, tiép thi ¥ nghia xa hoi (Cause-related Marketing), tiép thi trai
nghiém hoic tai diém ban, bao bi hang hoé; kiém tra vai tro trung gian ctia 1ong tin thuong hiéu. Nghién ciru
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dung k¥ thuat chon mau phi xac suat, khao sat véi nguoi truong thanh tai thanh thi, chua phan anh di thi
truong ndng thon; thiéu xem xét su khac biét gitlra cac ddi tuong theo nhom tudi, thu nhap, hoc van. Nhiing
nghién ctru tiép nén thyuc hién cach chon miu xac suat dé mang tinh khach quan, dai dién dii day va hon
nita 1a d6i sanh dwoc phan hoi tir cac nhom khac nhau. Viéc mo rong nghién ctru sang nhing nganh hang,
linh vuc va quéc gia khac nén dugc tién hanh nham gia tang su hiéu biét vé tac dong, vai tro cia CSM dén
CBBE.
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