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DON GIAN LA KHAC BIET
Giup sinh vién:

Hiéu ro hanh vi mua hang coa mét cd
nhan va khi ho ra quyét dinh mua hang
thi bi dnh hudng bdi nhiing nhan 6 nao.

Trinh bay qui trinh mua hang coa mét
c& nhan hay mét t6 chic bao gom nhiéu
giai doan va trong méi giai doan dé
diéu gi chung ta can quan tam.
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o ‘3.] Hanh vi mua hang la gi?

Cdc nhan t6 anh hudng ]

o @ Qui trinh mua hang cuoa NTD ]

Qui trinh mua hang cua 18 chuc ]
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Consumer behavior is the
actions a person takes in
purchasing and using products
and services, including the
psychological and social processes

that come before and after these
actions.
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Model of Consumer Behavior

The environment Buyer’s black box Buyer responses
Marketing stimule Other Buyer’s characteristics Buying attitudes and preferences
Product Economic = | Buyer's decision process | Purchase behavior: what the buyer
Price Technological buys, when, where, and how much
Place Socidal Brand and company relationship
Promotion Cultural behavior

Source: Philip Kotler & Gary Amstrong, 2014

www.dinhtienminh.net



DON GIAN LA KHAC BIET

Cac tac nhan  Cac tac nhan Qua trinh

kichthich  kich thich coa _, Dac diem &t dinh coa o€ 99P Ung
: o cUa nguci mua - cUa nguci mua
marketing moil truong nguol mua
» San phdm » Kinh t& » Van hod » Nhan thuc » Lua chon san
* Gid cé * Cong nghé | © Xa hoi vén dé phdm
* Phan phai * Phdp luat * Cd tinh ’ T”j] kle.m e chen nhdn
théng tin nigu
* Xuc tién * Van hod * Tam ly - Danh gid + Lua chon noi

* Quyét dinh mue
* Dinh th&i gian
mua

* Hanh vi mua

* S8 luong muaq,
tén sudt mua

EKB (Engle, Kollat va Blackwell (1978)
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Ho chi quan tam dén nhong gi
ngudi khdac néi néu do la nhaong
dieu ma ho thich nghe

Ho thuong tham khao y kién coa
ngudi khdc nhung cuéi cung sé
mua cdi ma ho nght la t6t nhat

“Minh cong thuong ldng nghe y kién cla
nguoi khdc vé chdt luong cdc san phéam,
vi du nhong sadn phdm cé gia tri cao
nhu: dién thoai, thsi trang, TV LCD, mdy
giat, may lanh...”

DON GIAN LA KHAC BIET

NTD HN l

Ho lang nghe va lam theo theo |oi
khuyén coa nguai khéc lién quan dén
cdc quyét dinh mua sdm. Y kién cua
ngusi khdc khd quan trong déi véi ho
Ho thuong so mac sai [am khi tu minh
quyét dinh va luéon hoi y kién nguoi
khdac dé cam thay yén tam

“"Nhong nguoi da st dung qua roi thi
minh rét tin vi ho ¢é kinh nghiém.
Minh c6 thé pham sai [am néu khong
hoi y ki€n cua nguci khéc...”

Ngudn: Du édn Nghién ctu Dinh tinh Sy khdc biét vung mién
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Cac ban sé lam gi khi
minh muén mua ¢
cua hang géan nha da hét?
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Pav la nhing déng co théi
thic anh/ chi di mua sam
(Shopping)?

? o | 5
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¢ Hay cho biét ban da bi anh

huong nhu thé nao bei cac mau
quang cdo Kem danh rang duoc
phat trén truyén hinh?

Colgate Ad

How can
marketers
change | —e
attitudes? Attaches To Teetr
For 12 Hour Protection

v Fights Cavities " Helps Prevent Gingivitis " Reduces Plague
v~ Controls Tartar Buildup v Protects Against Bad Breath

www.dinhtienminh.net




DON GIAN LA KHAC BIET

SAN PHAM SU THUAN TIEN CON NGUOI

* Su da dang * Dia diém * Ky nang
* Chat luong * Giao hang * Trinh dé
* Qui cach * Poi hang * Thai dé

* Hau mai * Gio mé cua * Hanh vi

* Thanh todn
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@FIGURE | 5.2 Cultural _ :
; Social
. Factors Inﬂuencmg - Personal
:  Consumer Behavior Reference groups ‘ Psychological
Age and life :
_ _ cycle stage Motivation E
Many brands now target specific Suboul Family C}ocgpapon _ Perception Buyer ;
subcultures—such as Hispanic ~ L—=""] ubculture Economic situation Learning :
American, African American, and Lifestyle Beliefs and
: Asian .ﬂ.rnr:r can consumers with Personality and attitudes T
' marketing programs failored to Roles and status self—concept = -
their specific needs and preferences. Social class Our buying decisions
For example, P&G's CoverGir are affectad by an
: (ueen cosmetics line was inspired ncredibly complex
ELET:;” ,{,LEW:.I lnvf qiilnerululﬁ o | People’s buying decisions reflect and contribute to their lifestyles—their combination of externa :
I Tl ity S J whole pattern of acting and inferacting in the world. For example, Pottery K‘_ﬂp'd Internal inf "EF"'ES"/.
" Barn sells more than just home furnishings. It sells an upscale yet casual,
' | family- and friend-focused lifestyle _

Source: Philip Kotler & Gary Amstrong, 2014
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BonneBell Cosmetics Ad
: A prinf ad fargeﬁng .
African-American women
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Upper Class

Upper Uppers (1 percent). The social elite who live on inherited wealth. They
give large sums to charity, own more than one home, and send their children to
the finest schools.

Lower Uppers (2 percent). Americans who have earned high income or wealth
through exceptional ability. They are active in social and civic affairs and buy
expensive homes, educations, and cars.

Middle Class

Lipper Middles (12 percent). Professionals, independent businesspersons, and
corporate managers who possess neither family status nor unusual wealth.
They believe in education, are joiners and highly civic minded, and want the
“better things in life.”

Middle Class (32 percent). Average-pay white- and blue-collar workers who live :
on “the better side of town.” They buy popular products to keep up with trends. :
Better living means owning a nice home in a nice neighborhood with good :

Education

America’s social classes show distingt
orand ;:';"'-'F"I'F." Social class is not

schools.

combination of all of these factors

Working Class

Working Class (38 percent). Those who lead a "working-class lifestyle”
whatever their income, school background, or job. They depend heavily on
relatives for economic and emotional support, for advice on purchases, and for
assistance in times of trouble.

Occupation

Lower Class

Upper Lowers (9 percent): The working poor. Although their living standard is
just above poverty, they strive toward a higher class. However, they often lack
education and are poorly paid for unskilled work.

income

Lower Lowers (7 percent). Visibly poor, often poorly educated unskilled laborers.
They are often out of work and some depend on public assistance. They tend to
live a day-to-day existence.
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PIERCE BROSNAN

FOR OMEGA
Why use a celebrity

3
spokesperson? %
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Yuppie
lifestyle

Communal living
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Hay cho biét tai dia phuong ban
co van héa gi néi tréi va dieu dé
anh huéng gi dén hanh vi nguoi
tieu dung dia phuong.
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® KHI CO NHU CAU MUA
LAPTOP ANH (CHI) SE LAM
NHUNG VIEC GI?
(Sap theo thy ty uu tién)
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Need * Information % Evaluation of % Purchase * Postpurchase
recognition search alternatives decision behavior

Source: Philip Kotler & Gary Amstrong, 2014

www.dinhtienminh.net




DON GIAN LA KHAC BIET

Diqung L
’
¥
Lhids nau [‘“ Ji“':'l:" ] s q

T‘\lm Cl[‘lc, flLe 'LLL"I- LELIM‘ ln!;'l

_.-——-\____,_-——\—.-

LG Exu‘tl sanf \““.:'-'_

"L["—"";' &1['-.‘- r{tu\i

—— rz?T'_ /
) R e
Gme)s Eros

o )
S Tigp fuc-mug Huo fﬂé
[ __\_J,-v""_'_""--—\

A e
e

hm{ummwﬁ
r’,'—:-—-—,|| l“lr_-.f.-..- Carn = Ll EJ
2 N1, < 4 _L_‘I éll
E%’.Tf am [h (R ey L) e :"l nél
ljc\;f & 1
N\, tm_ Um ,_; .-1_1 ,, o r: P ;51
S g i o e
1\.L _i ‘H g;__"j:_rijt,} e h
I| ¥ - I' p—
il L {ﬂ_'l.l r'_'JrI I
L o meEn e tE :..‘.

Ngudn: SV [6p DTDB K37 DHKT Tp.HCM

www.dinhtienminh.net



_<

DON GIAN LA KHAC BIET

NHU CAU PUGC
XAC DINH
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Cdc ngudn thong tin chinh yéu va tam anh hudng tuong déi cua
né ma ngudi tiéu thy sé hudng t6i bao gom:

Ngudn cd nhan: gia dinh, ban be, hang xém, ngusi quen.

Ngudn thuong mai: quang céo, NVBH, dai ly, bao bi.

Ngudn cong cong: Phuong tién truyén théng, cdc t6 chuc.

» Nguon kinh nghiém: tiép xuc, khdo sat, st dung san pham.

@ Théng tin qué khu cé tédc déng manh dén ngusi than trong.

o

dinh.

Thong tin tic thoi sé tao co sé thuan loi cho viéc sém ra quyét
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w@m

TRUC GIAC === YEU TO LY TRI

A
A

La su gan loc mét s6 it cac phuong an ma khach hang
cho la thich hop va dé thuc hién nhat

>
\Z

CKINH NGHIEM ==p YEU TO TINH cAm)

<TO4IaO™>
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- Cdcyéu t6
. hoan canh :

Banh gi Y dinh
cdc hiéu

,. mua
khdc nhau

. Quan diém
. cla ngusi

www.dinhtienminh.net
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Truc ti€p doi nha
san xudt bdi thuong

Lam mot s diéu
thuoc vé phia
chung

Thua kién dé duoc
boi thudng

Khi€u nai véi cdc
t6 chic DN, CQCQ

Quyét dinh ngung
mua sp hodc tdy
Lam mot s6 digu chay ngudi bdn
thudc vé phia
cd nhan Bdo cho ban bé
biét vé sp
hodc ngudi bdn

www.dinhtienminh.net
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————————————————————————————————————————————

P .
BR*FND O Khéa hoe e Blog hoc tap € Tre giop ~ 5] B ky Gidng vign Q
amp
o | € Basics of B2B: Cot 16i B2B Mién phi
At EikFm _J nh Tién Minh, Triedng Bo mon Markating, Khoa Kinh doanh Qudc té - Marketing @ Trudng Bal hoe Kinh m °
RRATSES ;TP HCM (UEH)
@ rasra
[
Fraofbamp
" & 1Yl uRgmig Cap d L5 Uc
r. 14 video Mén tang Marketing Fundamentals

Wi train céc gian dich th rirtmg

| ec | e oo

| mr | e B2

| gc | o G2

HE IN I I I BN BE B B B B B B BE B B B B B B
N EN EE I N B B B B B B B B B B B B B e e e

@
4 B Thi truong t6 chuc la thi trusng & d6 ngusi mua la cdc doanh A
nghiép mua san phdm dé su dung cho muc tiéu san xudt ra cdc sén
ohdm khac, cho muc tiéu bdan lai nham muc dich sinh 16i, hoac la
cdc doanh nghiép mua sén phdm cho hoat déng cua doanh nghiép
minh (khéng vi muc dich sinh |si).

J
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' N
Manufacturers

Farms, mines, etc.
__| Financial Institutions

Other providers

. J

Producers

—

' N

Middlemen B Wholesalers

Retailers

ALL BUSINESS &
ORGANIZATIONAL ©
CUSTOMERS

Federal
State and Local

- National
Local

© 2002 McGraw-Hill Companies, Inc., McGraw-Hill /lIrwin

M Governments [l

N

- 4 ™

www.dinhtienminh.net



-

DON GIAN LA KHAC BIET

PAC PIEM CUA NGUOI PAC PIEM CUA NGUOI

MUA LA TO CHUC TIEU DUNG CUOI CUNG
(Thi trucng t6 chuc) (Thi frusng ngusi tiéu dung)

It ngusi mua Déng ngusi mua

Nhong ngusi mua l6n Nhing ngusi mua nhé

Cau phai sinh Cau tryc tiép

Cau it co gidan Cau co gian nhiéu

Cau bién déng Cau 6n dinh

Mua sém mang tinh chuyén nghiép Mua khéng mang tinh chuyén nghiép

Quan hé gan gui gita ngusi cung Ngusi mua thusng khéng dugc DN
ung - KH bi&t dén

It khi mua tryc tigp

Mua tryc tiép la phé bién

(*) Cau phdi sinh la cau cla ngusi mua la t6 chic cé xudt xu
tU c@u cua ngudi tiéu dung cudi clung.
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@ FIGURE | 6.1 The environment The buying organization Buyer responses
A Model of Business Buyer Marketing |  Other _ Product or
Behavior stimuli stimuli The buying center service choice
Product Economic . .
Supplier choice
. . . Buying
/ .
n some ways, bus ;msstgjarkctz a;‘T sil:ilag 1 Price Technological ’ decision Order quantities
10 CONSUMEr Markets—Inis Model 100KS a 10 L rocess
the model of consumer buver behavior  ——3 | Place Political P _
ke ”]tr;LILLLL L.DrlSFnBLrtJ:d} r behaviar Delivery terms
presented in rigure o, 1. bUl tNEre are some . :
major differences, especially in the nature of Promotion Cultural (Interpersonal and and times
the buying unit, the types of decisions made, - L P . .
and the decision process. Competitive individual influences) Service terms
A
(Organizational influences) Payment
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@ FIGURE | 6.3
Stages of the Business
Buying Process

Problem General need Product Supplier
recognition description specification search

Proposal ’ Supplier ’ Order-routine ’ Performance
solicitation selection specification review

www.dinhtienminh.net
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© 2002 McGraw-Hill Companies, Inc., McGraw-Hill /lIrwin
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Environmental

The economy

Organizational

Individual

Obijectives
Supply conditions Influence Age/education
Strategies Job position BUYEI’S
Technology Expertise Motives A ¢
Structure . Personality ‘I:'
Politics/regulation Authority Preferences
Systems D : Buying style
Competition yhamics
Procedures

Culture and customs
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Mét khach hang rat I6n va lau |

ndm cUa doanh nghiép anh/
chi yéu cau giam gia 10%
cho don hang 100,000 USD
cUa thdng nay véi ly do la GIANH LAY
hién cé mét nha cung cép DON

khdc dang chao bdn san

pham tuong duong véi gia ré HANG

hon. Anh chi sé lam gi trong - WRSES——
| finh huéng nay ?

o
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