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Hanh vi khdch hang va Insight trong thiét ké trai nghiém




Muc tiéu bai hoc -~y

Trinh bay dugc cac ndéi dung nén tang vé hanh vi khach hang

Giai thich dudc khai niém insight khach hang va phan biét dugc d liéu, théong
tin, insight

Phan tich dudc vai tro cla insight trong viéc hiéu khach hang va dinh hudng thiét
ké trai nghiém

Van dung dudc quy trinh kham pha insight vao mot tinh huéng cu thé




NoOi dung bai hoc _

@ Phan 1: Hanh vi khach hang
@ Phan 2: Insight khach hang




NoOi dung bai hoc _
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Khai quat vé hanh vi khach hang
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Hanh vi nguai tiéu dung |a nhing hanh ddng ma mot ngudi thuc hién trong qua trinh mua va su
dung san pham va dich vu, bao gém cac qua trinh tam ly va xa hoéi dién ra trudc va sau nhing hanh
dong nay

Kerin, R. A., Hartley, S. W., & Rudelius, W. (2023)



Mo hinh hanh vi ngudi mua
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The environment Buyer’s black box Buyer responses

Marketing stimule: Other: : :
e Buying attitudes & preferences

e Product e ECconomic e Purchase behavior: what the

e Buyer's characteristics
e Price e Technological buyer buys, when, where &

e Buyer's decision process
e Place e Social how much

e Promotion e Cultural e Brand & company relationship

behavior

Source: Philip Kotler & Gary Amstrong, 2014



Mo hinh hanh vi ngudi mua
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Cac tac nhan kich thich | Cac tac nhan kich thich Pac diém cua Qua trinh quyét dinh
marketing cua moi trudng ngudi mua cua ngudi mua

Cac dap Ung cua hgudi mua

e San pham e Kinhté e Van hoa e Nhan thidcvan dé e Lua chon san pham
e Giad ca e COng Nnghé e Xa hOoi e Tim kiém thoéng tin e Lua chon nhan hiéu
e Phan phoi e Phap luat e Catinh e Danh gia e Lua chon nci mua

e XUc tién e *Van hoa e Tam ly e Quyét dinh e Dinh thdi gian mua

Hanh vi mua SO lugng mua, tan suat mua

Source: EKB (Engle, Kollat va Blackwell (1978)



Cac yéu té anh hudng dén hanh vi khach hang
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Cultural
Social
Personal
G Psychological
Reference groups Age and life
P cycle stage Motivation
b i ¥

Many brands now target specific —— Family DEEL_IPEFED” _ Perception Buyer

subcultures—such as Hispanic, —"""] ubculture Economic situation Learning

African American, and Asian Lifestyle Beliefs and

American consumers—with Personality and attitudes

marketing programs tailored to Roles and status self-concept N

their specific needs and preferences. Social class Our buying decisions

For example, P&G's CoverGirl are affected by an

Queen cosmetics line was inspired 5 “ incredibly complex

by Queen Latifah to “celebrate the People's buying decisions reflect and contribute to their lifestyles—their combination of externat
hheauty of women of color. J whole pattern of acting and interacting in the world. For example, Pottery «&a”d internal influences.

Barn sells more than just home furnishings. It sells an upscale yet casual,

Jﬂmiw' and friend-focused lifestyle.

Copyright ©2011 Pearson Education, Inc. publishing as Prentice Hall



Needs, wants, demands

PHAN BIET

Su khac nhau giUa
needs, wants, demands
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Nhu cau cua khach hang
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Nhu cau
thé hién
ban than

Nhu cau

tam ly

Nhu cau xa héi:
ma&i quan hé than thiét, ban bé



Buyer decision process _—

Need * Information * Evaluation of * Purchase % Postpurchase
recognition ' search alternatives | decision | behavior

Source: Philip Kotler & Gary Amstrong, 2014



Nhan dién nhu cau
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NHU CAU
PUGC XAC PINH

MUC TIEU

uéc MUON
NHU CAU




Quyét dinh mua Nm.mm

TRUC GIAC === YEU TO LY TRI

~
A

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

v
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NoOi dung bai hoc _

@ Phan 2: Insight khach hang
@ Khai niém insight khach hang

Mot s6 khai niém ca ban

Vai tro cua insight trong thiét ké trai nghiém

Quy trinh tu d{ liéu dén insight




Khai niém insight khach hang
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e Insight khach hang |a nhUng hiéu biét c6 gia tri vé khach hang, dudc rut ra tu viéc nhan dién
khach hang, phan biét khadch hang theo nhu cau va gia tri, guan sat hanh vi, phan tich théng tin va
tucng tac truc tiép véi khach hang.

e Insight khong dung 3 viéc biét khach hang 1a ai hay ho da lam gi, ma hudng téi viéc hiéu khach
hang khac nhau nhu thé nao, ho can gi, vi sao ho hanh déng nhu vay va doanh nghiép nén phuc vu
ho ra sao.

Don Peppers & Martha Rogers (2017])



Mot so6 khai niém cd ban
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Vai tro cua insight trong thiét ké trai nghiém
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La nén tang dé hiéu
dung khach hang trudc
khi thiét ké trai nghiém

Lam cG s dé phan biét
va phuc vu khach hang
phu hgdp han

Gilp phat hién van dé va
khoang trong trong
hanh trinh khach hang

Tao Igi thé canh tranh
cho doanh nghiép




Quy trinh tU thong tin dén insight: M6 hinh Job-to-be-done
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Jobs-to-be-Done (JTBD) la md6 hinh khdm pha nhu cau khach hang bang cidch xac dinh “céng viéc” ma khach hang muoén
hoan thanh khi lua chon moét san pham hoac dich vu, thay vi chi tdp trung vao san pham hay dac diém nhan khau hoc cda ho.

P — .

e Tap trung vao nhu cau can théa man, khéng chi @& cau tuyén bd JTBD tiéu biéu.)
vao san pham ducc mua.

e Nhan manh bdi canh phat sinh nhu cau va ly do
khach hang tim giai phap.

e Gilp phat hién ddng cg, rao can va két qua mong

dai cta khach hang. |/VO("@”— 1 want to | So 1 can J

e HUSNQg tdi viéc tim ra insight sdu hon dang sau

hanh vi lua chon. )\
e La casd dé dé xuat gidi phap phu hdp han véi nhu j\ /
cau thife. Situation Wotivation  Expected Ountcone




Cac budc “dao insight” theo mo hinh Job-to-be-done
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Xac dinh tinh huéng kich hoat

Lam rd thai diém va su
kién cu thé khién khach
hang bat dau tim kiém,

can nhac, thay doi hoac

tU bo mot giai phap.

Xac dinh job cot 16i

Tim ra cong viéc thuc su
ma khach hang dang coé
hoan thanh thdng qua
viéc lua chon mot san

pham hodc dich vu.

Lam ro bdi canh va rao can

Phan tich hoan canh
phat sinh nhu cau va
nh{ng tréd ngai khién
khach hang chua ducc
dap Ung tot bai giai
phap hién tai.

Xac dinh két qua mong ddgi




Trai nghiém khach hang 2026 —>

thank you
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