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Bai 4
Hanh vi khach hang
Ca nhan & To6 chuc

e N
Muc tiéu

“Hiéu r6 hanh vi mua hang cua c& nhan hay to
chire 1a nhu thé ndo va quyét dinh mua hang cua ho
bj anh huéng béi nhiing nhan té gi.

“Hiéu cac budc trong qui trinh mua hang cia ca
nhan hay 6 chic va trong méi bude do didu gi
chiing ta can quan tam.
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No6i dung
'4.1. Hanh vi mua hang la gi -
4.2. Céc nhén t6 anh huong dén hanh vi |
\:4.3. Qui trinh mua hang cua N-
4.4. Qui trinh mua hang cta T6 chie |
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4.1 Hanh vi mua hang la gi

KHI CO NHU CAU MUA XE MAY
BAN SE LAM NHUNG VIEC GI?
(Sap xép theo thu tu uu tién)

J

Ve

Hoép den NTD Phan (rng NTD

4.1 Hanh vi mua hang la gi (tt)

++*M6 hinh hanh vi ciia ngwdi mua:

*Quan diém va s&
thich mua hang
o . *Hanh vi mua hang:
o ~ - » -Qui trinh quyét ® 11,0 gi, khi nao, &
Gidca  Congnghé  dinhclianguoi  gau, bao nhieu
Phan phéi  Xa hi R +Quan diém v& méi
o B lién hé gitra thwong
Chiéu thi ~ Van héa hiéu va cong ty

Marketing Khac +Céc dic diém

. < clia ngudi mua
San phdm  Kinh té ta nguol

Philip Kotler, Gary Amstrong (2012), Nguyén Iy Tiép thi, 1429, NXB LD-XH, 164.

J

4.1 Hanh vi mua hang la gi (tt)

«Hop den cua ngwoi mua (NTD):

“Tri n&0 con nguoi khdng hoat dong mét cach thing tung
don gian. Khdng doi nao cé chuyén tri ndo con nguoi giong
mét cai may Vi tinh voi nhiéu ngan heu trit, moi ngan lai ¢6
nhiéu tép tin duge danh ddu vd rang chira CAc thuong hiéu
hodc logo hay goi san pham dé nhan'dién, Va nhitng tép tin
nay c6 thé duope truy cdp dé dang bang cac quang céo hay
chuong trinh thuong mgi véi loi Ié hay ho. Thay vao do, tri
n&o 1 mét mé hon on, xodn it ciia CAC no-ron nhay nhét, va
cham vao nhau va khong ngimg tao nén nhitng khai niém va y
nghi Va cac moi quan hé mdi bén trong ndo bg ciia méi con

ngudi trén khdp thé gici” (Don E. Schultz, “Lines or Circles”, Marketing
News, 5/11/2007, 21; va Elizabeth A. Sullivan, “Pick Your Brain”, Marketing
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News, 15/3/2009, 10-13). e
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4.1 Hanh vi mua hang la gi (tt)

+ Khai niém:
= “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”.
Philip Kotler (2008), Marketing Management, Prentice Hall.

Ve

4.1 Hanh vi mua hang la gi (tt)

% C4c dang hanh vi mua sim:

Nhiéu cin nhiic it can nhic

Céc nhén hi¢u c6 Hanh vi mua
nhiéu khac biét phli’c tap
Céc nhén hiéu co it Hanh vi mua
khac biét ! i
dc big theo thoi quen

Nguén: Philip Kotler, Gary Armstrong, Linden Brown va Stewart Adam
(2005), Marketing, 4t edition, Prentice Hall, trang 203
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4.1 Hanh vi mua hang la gi (tt)

% Céc dang hanh vi mua sim (tt):

=Hanh vi mua phirc tap:
>Khi c6 nhiéu ngudi cling tham dy vao tién trinh ra quyét dinh
mua va ho nhdn thire rd rang su Khac biét gifta cac nhan hiéu.

»>Thuong xay ra khi san pham duge ¢an nhic mua & nhimg san
phim dit tién, nhiu rui ro.trong'tiéu ding, mua khéng thuong
Xuyén va c6 gié tri tu thé hién cao cho ngudi st dung.

»>Céc Marketer-phai hiéu rd hanh vi thu thap thong tin va danh
gia cua NTD, ‘can gillp ngudi mua trong qua trinh lya chon va
néu rd su khac biét cua thuong hiéu minh
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4.1 Hanh vi mua hang la gi (tt)

% Céac dang hanh vi mua sim (tt):

=Hanh vi mua théa hiép:
>Xiy ra di voi san pham dit tién, nhidu rui ro, mua khong
thudng xuyén, nhung lai khong cé nhieu su khéc biét.

»NTD dua ra quyel dinh mua nhanh hon do gia phu op, dich vu
16 tro t6t, nhiéu khuyén mai, hoge tién loi trong qud trinh mua.

»Sau khi mua, NTD.co the 6 nhitng bat dong véi quyét dinh
ciia minh (disspnance) khi nhan ra khuyét diém cua nhan higu
Iya chon, hoac nhan ra nhing wu diém cua nhan hi¢u khong lya
chon. Marketer can ddy manh dich vu hgu mai @é NTD cam thdy
hai long véi lua chon ciia minh.
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4.1 Hanh vi mua hang la gi (tt)

% C4c dang hanh vi mua sim (tt):

=Hanh vi mua theo théi quen:

> Xy ra khi mua san phiam c6 gia tri thp, tiéu diing hang ngay
va su khéc bigt giita cac nhan higu rat thap.

»Trong hanh vi mua nay, NTD thyong di theo huéng niém tin —
thai dg — hanh vi (Khang ton.thoi gian va cong stc dé tim klem
thdng tin, khong do luong,'so sénh giira cac nhan higu, chi yéu
dya vao théng dlep quang céo, gia ban, khuyén méi...).

>Marketer can lhem nhitng tinh ning méi, ting cudng sy khac
biét cho san pham cua minh khién NTD phai tim hiéu nhiéu hon.

e
s

e
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4.1 Hanh vi mua hang la gi (tt)

% Céc dang hanh vi mua sim (tt):

=Hanh vi mua nhiéu lua chon:

>Xay ra khi mua san pham gi4 tri thép, tiéu dung hang ngay
nhung nhan hiéu c6 nhicéu su khac biét.

»NTD c6 thé quyét dinh lya chon'mot nhan hi¢u nay vao mot
thoi diém cu thé nhung vao thoi'diém khéc dudi tAc dong cua cac
tac nhan Marketing ho s& chuyén qua mua nhan higu khac. Viéc
nay khong hin do khong thoa man ma do muén thay déi hay thir
mdt nhan hiéuiméi.

>Marketer tim cach thong linh dién tich cac ké hang, dam bao
hang luén day &p va chay cac quang cao nhdc nhe. Céc cong ty
nho hon canh tranh béng gia thfip, wu dai, mau ding thir va chay
c4c qudng c&o khuyén khich NTD thir cai gi d6 moi mé.

. -
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4.2 Cac nhan té anh hudng dén hanh vi
p ~ ~ A A N
‘ Ha8y nghi dén lan mua hang
gan nhat, ban cho biét minh da
bi anh huong hay chi phoi baoi
nhitng yéu t6 nao? Vi sao?

g 4
e - - N
4.2 Cac nhan té anh hudng dén hanh vi

=Van héa =Céc nhém =Tui va giai =*Dong co
*Tidu Vinhsa tham khao Sy «Nhin thire
. . =Giadinh Wy G :
=Tang 16p Xa Noh? nehié =Hoc hoi
hoi =Vai trd & Dia ghe nghiep N i@
itong XH  * =Thu nhap el
virong . : Quan diém
=Phong cach
séng
=Tinh cach
Ngubn: Philip Kotler, Gary Amstrong (2012)
-
g J
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4.2 Cac nhan té anh hudng dén hanh vi

Marketing mixes All other stimuli

!

Problem-solving process

v
Person does or does not purchase (response)

1/10/2017

\__Philip Kotler (2008), Marketing Management, Prentice Hall. i
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Cau héi 1: Thao luan nhom

Anh/ chi da bj anh hudng
nhu thé ndo boi cac maiu
quang c4o dau géi duoc phat
trén truyén hinh?

~Nby

Diu gbi anh/ chi dang su A

dung hi¢u gi? Vi 'sao anh/ chi
chon nhén hiéu do?

1/10/2017
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4.3 Qui trinh mua hang ciaa NTD

Ngudsi tiéu diing

[ vantos | [ xamei| | cannan | [ TamLy |

Nguén: Philip Kotler, Gary Amstrong (2012)

g
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4.3 Qui trinh mua hang cda NTD (tt)

Céc y&u s
hoan cdnh baf
ngd

Diénh gid
cic
hi¢u khic
nhau

Quan diém
ciia ngudi
khic

Ngudn: Philip Kotler (1994), Marketing Management, Prentice Hall, p.232.




4.3 Qui trinh mua hang cua NTD (tt)

Lam mdt 58 diéu
| thudc vé phia
chung
[ Lammétss’
diéu
— Lam mét s6 diéu
m[ .,,Mph..d}
xdy ra

nhin

Ralph L. Day & E. Laird Landon, Jr, “Toward a Theory of Consumer Complaining
Behavior” in Consumer and Indudtrial bying behavior, Elservier, p.432

( )

1/10/2017

. *

e N
4.4 Qui trinh mua hang cua Té chifc

< Khai niém Thi trudng T chirc:
= La thi truong ma nguoi mua la doanh nghiép
mua san phim sir dung cho san xuét, ban kiém
161 hodc cho hoat dong cua doanh nghiép.
Nguon: Philip Kotler (2008), Marketing Management, Prentice Hall.
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4.4 Qui trinh mua hang cua Té chidrc (tt)

Industrial ﬂ{ Intermediaries/ Middlemen, reselling to OEM,

enterprises

[ Debutors Users, Government firms
Dealers '
Original
Commercial Purchase the goods to incorporate them into the
| Equipment

products they produce (& Truck producer).

Government
customers

Publie sector
units

Business/ - Purchase products to support manufacturing or
Tndustrial facilitate business operations (Drilling machine)
customers

Railways. Bus. Airplane.

Govs ot

State electricity boards. Defense units

~J
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4.4 Qui trinh mua hang cua Té chirc (tt)

B
Government Hospitals, Prisons |
Private
institutions

Hotals_ Schools. Colleass |

Sugar Cooperative Society |

societies

Non-
bctaing Cooperative barks, Housing cooperative
societies

Source: Krishna K Havaldar (2010), Business Marketing, McGraw Hill, 3 edition, p16.

_—
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4.4 Qui trinh mua hang cua To6 chuc (tt)
o - . o~ A .
+»Khéc biét giira B2B va B2C:
[Areas I Business markets Consumer Markets
L. Market - ically d -G hically dispersed |
| characteristics | - Relatively fewer buyers - Mass markets. |
2. Product - Technical complexity - Notechnical
characteristics | - Customized - Standardized
3. Service - Service, timely delivery and - Service, delivery, and |
characteristics ilability very imp ilability hat imp:
4. Buyer behavior | - Involvement of various - Involvement of family members

functional areas in both buyer
and supplier firms

- Purchase decisions are mainly - Purchase decisions are mostly
made on rational/performance made based on physiological/
basis social/ psychological needs

- Technical expertise - Less technical expertise

- Stable interpersonal relationship | - Non-personal relationship
between buyers and sellers

p
4.4 Qui trinh mua hang cua Té chidrc (tt)

“+Khac biét giira B2B va B2C (tt):

5. Channel - More direct - Indirect
characteristics | - Fewer channel levels - Multiple levels of intermediaries
6. Promotional - Emphasis on personal selling - Emphasis on advertising
characteristics
7, Price - Competitive bidding and - List prices or maximum retail
characteristics negotiated prices price (MRP)
- List price for standard product

Krishna K Havaldar (2010), Business, Mafketing, McGraw Hill, 3¢ edition, p5.

~N




1/10/2017

4 )
4.4 Qui trinh mua hang cua Té chuc (tt)
+Tinh huéng mua hang:
e
o Define rebuy
changes
Selection e to prosess. Baey
Solution delivery  Satisfied, No. 1
£ no differences  Dissatisfied Selection
End game Small
difference
Solution delivery
| Wthobuyer  How differentis
satisfied? the next situation? End game
diffrence Tolnew task
\_ Source: Krishna K Havaldar (2010), Business Marketing, McGraw Hill, 34 edition.  ws e )
( R N\
4.4 Qui trinh mua hang cua To6 chuc (tt)
< Tinh huéng mua hang (tt):
Definiti
Selecti No. Rebuy
Then next purchase...
Definition
. . Yes.
Soludlon deliry Is buyer satisfied? Then next
End game End game
\_ Source: Krishna K Havaldar (2010), Business Marketing, McGraw Hill, 3@ edition.  ws e )
( . 1
4.4 Qui trinh mua hang cua T6 chuc (tt)
«»Trung tdm mua (Buying Centre):
=)
Gatekeeper
Person who controls
information flow
£ i
e pA
supply technical
Information {7
or specications
i —
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4.4 Qui trinh mua hang cua Té chirc (tt)

“Trung tm mua (Buying Centre):
= Qui trinh mua‘hang ctia t6 chire thudng bi anh
hudng bai nhiéu cd nhan.
= Mic d¢ lién quan cua timg ca-nhan tly thudc
vao timng tinh huéng mua hang.
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4.4 Qui trinh mua hang cua Té chuc (tt)

“Trung tm mua (Buying Centre):
= Nhan vién ban hang can tra 16i cc cau hoi:
= Tinh hudng mua hang caa khach hang la gi?
* Nhimg ai lién quan dén quéd trinh mua hang va
ngudi quyét dinh 1a ai?
= Tiéu chinao la quan‘tfong nhét cho viéc mua hang
lan nay?

e N
4.4 Qui trinh mua hang cua Té chirc (tt)

«*Qui trinh mua hang:

Obtain Feedback and Evaluate Performance| 8
Select Order Routine

Search for and Qualify Sources

Describe Characteristics and Quantity

- N W s OO N

Recognize Problem and General Solution

Nguon: Philip Kotler (2008), Marketing Management, Prentice Hall.

=
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Qui trinh dau thau thudc tai Bénh vién

Dbua
Tim t‘r\llggc HO so
thong » danh » du ®» » »
tin myc thau
thau

Nguén: PHARMEDIC JSC, 20120

~N
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Tinh huéng 1

Mot cong ty san xudt son qudc té dang chuén bi xay
dung nhd may méi ¢ gan Munbai, An Do. Cong ty
mubn mua ldn ddu vat tu xay dung nha kho dé chira
nguyén vat lidu, ban thanh phim va thanh phim. Cong
ty chon mét cong ty tu vén ky thuat. Tong tri gid don
hang ude tinh khoang 5 triéu Rubes. Gia st ban la
ngudi quan Iy chi nhanh' ciia mot trong ba nha cung
cép chinh cho thiét'bi trén. Ban dang quan tam dé c6
duoc hop dong ndy, va ban mudn ap dung cac khai
niém va ky thudt ma ban da dugc hoc. Ban nén lam gi
lic nay va tai sao?

=<
. *

34

Tinh huéng 2

Mot cong ty X chuyén san xut 6 to van tai hanh khach
cd ba nha cung #ng thép da s dung trong lau nam.
Theo chinh sach cong ty X, mdi don hang mua vat tu
khong dugc quéa ba nha cung Gmg. Cong ty cta ching
ta dang 1a nha cung tng tiém ning va muén tham gia
cung Gmg cho cong ty X..La nha Marketing cong
nghiép, ban s& lam gi? .\

11



1/10/2017

Tinh huéng 3

Mot s6 lugng 16n cac may tinh c& nhan duge mua boi
t6 chirc giao duc An D¢ cho sinh vién cia ho. Xac dinh
céc yéu té hodc tiéu chudn ma c6 thé dugc sir dung dé
danh gid va lwa chon nha cung cép. Ban s& d& nghi k§
thuat danh gi4 nha cung cip nao vatai sao?

( N\
Tinh huéng 4

Mot khéch hang rét 16n va lau nam cua doanh nghiép
anh/ chi yéu ciu giam gia 10% cho don hang
100,000 USD cua thang nay véi ly do la hién c6 mot
nha cung cép khac dang chao béan san phdm tuong
duong vé6i gia ré hon. Anh/ chi s& chudn bi gi cho
tinh huéng nay? ‘

Két thuc |

www.dinhtienminh.net
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