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Dé cuong Hanh vi khach hang / Consumer Behaviour

Chll’()'llg 1. Téng quan Vé hanh vi khach hz‘lng — Chapter 1. Consumer

behaviour: an overview

Muc tiéu chwong — Chapter objectives

* DBinh nghia hanh vi nguoi ti€u dung qua ba giai doan mua — sir dung — thai bd; phan
biét khach hang, nguoi tiéu dung, ngudi mua, nguoi st dung; so sanh khach hang ca
nhan vé6i khach hang t6 chc.

Define consumer behaviour through its three stages of buying, using and disposing; tell
customer, consumer, purchaser and user apart;, compare individual customers with
organisational customers.

* Giai thich vi sao doanh nghi€p nghién ctru hanh vi khach hang (phan khuc, dinh vi,
bdn chit P) va doc duge mo hinh hop den kich thich — dap g cliing mé hinh bén
nhoém nhan t6 anh huong.

Explain why firms study customer behaviour (segmentation, positioning, the four Ps) and
read the stimulus—response black-box model and the four-group model of influences.

« Phan biét cach tiép can thyc chimg véi dién giai, phuong phép dinh tinh véi dinh
lugng, va trinh bay bay budc cia quy trinh nghién ctru hanh vi khach hang.
Distinguish the positivist and interpretive approaches and qualitative and quantitative
methods, and set out the seven steps of a customer behaviour study.

* Lap bang chéo, tinh tan sb ky vong, théng ké ¥?, bac tu do va hé s6 Cramér trén bd
khéo sat 400 nguoi cia Hat Néng (n =400; 2 =72,731; 9 bac ty do); tinh c& mau
theo ty 1€.

Build a cross-tabulation and compute expected counts, the y? statistic, degrees of freedom
and Cramér's V on the 400-person Hat Nang survey (n = 400; y? = 72.731; 9 degrees of
freedom); compute a sample size for a proportion.

« Néu quyén va nghia vu cta ngudi tiéu dung theo Luat Bao vé quyén loi ngudi tiéu
dung, diéu kién déng y trong Ludt Bao vé dir li¢u ca nhan, ti€u dung bén virng véi
muc tiéu SDG 12 va bdi canh thi truong Viét Nam.

State consumer rights and duties under the Law on Consumer Rights Protection, the

conditions of consent under the Law on Personal Data Protection, sustainable consumption
with SDG 12 and the Vietnamese market context.

1.1. Khai ni¢ém hanh vi ngudi tiéu dung va cac vai tro trong qua trinh mua -

1.1. The concept of consumer behaviour and the roles in buying

Hanh vi nguoi ti€u dung 1a toan bd qua trinh cd nhan, nhém hoac td chirc lua chon, mua,
sit dung va thai bo san pham, dich vu, ¥ tudong hay trai nghiém dé thoa man nhu cau.
Dinh nghia c6 ba giai doan: mua (tim hiéu, so sanh, tra tién), su dung (ti€u thuy, trai
nghiém, danh gia sau khi dung) va thai bé (gitr lai, ban lai, cho tang, tai ché, vt bo).
Nghién ctru chi ding ¢ luc thanh todn s€ bd sot hai giai doan sau, noi hinh thanh sy hai
long, 101 gidi thi€u va rac thai bao bi.

Consumer behaviour is the whole process by which individuals, groups or organisations select,
buy, use and dispose of products, services, ideas or experiences to satisfy needs. The definition
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Dé cuong Hanh vi khach hang / Consumer Behaviour

has three stages: buying (searching, comparing, paying), using (consuming, experiencing,
evaluating after use) and disposing (keeping, reselling, giving away, recycling, discarding). A
study that stops at payment misses the last two stages, where satisfaction, recommendations and
packaging waste are formed.

Véi Hat Nang, mot goi ca phé rang xay di qua ca ba giai doan: chi Lan so sanh gia trén
san TMDT r6i dat hang (mua), ca nha pha sang th Bay va nhan xét vi (st dung), thi
nhdém réng duge rira sach dem dén diém thu gom hodc bo vao thung rac chung (thai bo).
Mbi giai doan cho doanh nghiép méot loai dir liéu khac nhau: kénh va gia, muc hai long,
cach xtur 1y bao bi.

For Hat Ning, one pack of ground coffee passes through all three stages: Ms Lan compares
prices on an e-commerce platform and orders (buying), the family brews it on Saturday morning
and comments on the taste (using), and the empty foil bag is rinsed and taken to a collection
point or put in the general bin (disposing). Each stage gives the firm a different kind of data:
channel and price, level of satisfaction, handling of packaging.

Luat Bao vé quyén loi ngudi tiéu dung (VBHN 47/VBHN-VPQH, Piéu 3, khoan 1) dinh
nghia nguoi tiéu dung 1a nguodi mua, st dung san phém, hang hoéa, dich vu cho muc dich
tiéu dung, sinh hoat cua ca nhan, gia dinh, co quan, td chirc va khong vi muc dich thuong
mai. Dinh nghia phép 1y nay ding canh bon khai niém marketing dé 1dn nhau.

The Law on Consumer Rights Protection (consolidated text 47/VBHN-VPQH, Article 3, clause
1) defines a consumer as a person who buys or uses products, goods or services for the personal,
household, agency or organisational purposes of consumption and daily life and not for
commercial purposes. This legal definition sits beside four marketing concepts that are easily
confused.

Quyét dinh/hanh
dong chinh

Main decision or act

Khii niém | La ai Vi du Hat Ning

Concept Who

Hat Nang example

Bén mua hodc c6 kha

nang mua tr doanh Siéu thi it 200 thung ca phé
nghiép, cd nhan hay to

Khéch hang e Tra tién, ky hop dong  hoa tan
Customer chue Pays, signs the contract | A supermarket orders 200
The party that buys or may . ”
: . cartons of instant coffee
buy from the firm,
individual or organisation
Nguoi ding cudi san % o 04
R gA 2 X Anh Khoa uong ca phé lon
Nguoi tiéu pham cho nhu cau cua A \ i » Fo 1 o%
. . L Ti€u thy va danh gia ~ moi chiéu
dung minh hodc gia dinh : .
Consumes and evaluates =~ Mr Khoa drinks canned coffee
Consumer The end user of a product

every afternoon
for own or household needs v af

Nguoi thue hién viée dat Chi Lan dat ca phé rang xay

Chon noi mua, tra ti€n

Ngudi mua hang va thanh toan cho bo
Chooses where to buy, "
Purchaser The person who orders and Ms Lan orders ground coffee
pays : ,
pays for her father
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Quyét dinh/hanh
dong chinh

Main decision or act

Khii niém | La ai Vi du Hat Ning

Concept Who

Hat Nang example

Nguoi ding sin pham, ¢6 B chi Lan pha ca phé mdi

Nguoi sir thé kho Y
dugn The ong m;lla " Dung va phan hoi sang
Hng € person wio uses te Uses and gives feedback =~ Ms Lan's father brews it each
User product, who may not have Morni '
bought it RS

PHAI THUQC / MEMORISE — Mot ngudi c6 thé giit mot, hai hay ca bon vai tro. Qua biéu
tach ngudi mua khoi ngudi st dung; hop dong cia siéu thi tach khach hang khoi ngudi tiéu
dung cudi. Chién dich nham vai trd nao thi do hanh vi cta vai tro ay.

One person may hold one, two or all four roles. A gift separates purchaser from user; a supermarket
contract separates the customer from the final consumer. A campaign should measure the behaviour
of the role it targets.

LOI HAY GAP / COMMON MISTAKE — Pém ngudi nhin qua 13 khach hang cua Hat
Ning, hodc do mirc hai 1ong & ngudi mua trong khi ngudi sir dung méi 1a nguoi udng. Khi
mua qua biéu, ngudi mua chon theo bao bi va hinh anh; ngudi sir dung danh gia theo vi. Hai
nhém can hai cau hoi khao sat khac nhau.

Counting the gift recipient as a customer of Hat Ndng, or measuring satisfaction in the purchaser
when the user is the one who drinks. A gift buyer chooses by packaging and image, the user judges by
taste. The two groups need different survey questions.

1.2. Khach hang ca nhan va khach hang t0 chirc — 1.2. Individual customers and

organisational customers

Khach hang c4 nhan mua dé ding cho ban than hoic gia dinh; khach hang t6 chic mua
dé san xuit, ban lai hoac phuc vu hoat dong cua td chitc. CTDT chia khach hang td chirc
thanh doanh nghiép san xuat, to chtrc thuong mai va to chirc Nha nudc; Chuong 10 phan
tich riéng ba loai nay.

Individual customers buy for themselves or their households; organisational customers buy to
produce, to resell or to run the organisation. The curriculum divides organisational customers
into manufacturing firms, trading organisations and state organisations, Chapter 10 analyses
these three separately.

Tiéu chi Khach hang ca nhan Khiach hang t6 chirc

Criterion Individual customer Organisational customer

] A s LA San xuat, ban lai, van hanh t6 chirc
Muc dich mua Ti€u dung ca nhan, gia dinh ,’ o
Production, resale, running the

Purpose Personal and household consumption L.
organisation
Ngudi quyeét . . Nhom nhiéu vai tro trong trung tdm
ERSEERY Mot nguoi hoac gia dinh £ HHS
dinh mua
o One person or the household . .
Decision makers A group of roles in a buying centre
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Tiéu chi Khach hang ca nhan Khiach hang t6 chirc

Criterion Individual customer Organisational customer

Gia tri moi lan

mua Nho, mua thuong xuyén Lén, theo hop dong hodc don hang
. Small, frequent Large, by contract or order
Order size
A A .. ... Thién vé thong sd, gia, do tin cdy giao
.A , Co yeu to cam xuc, thuong hiéu, thoi . £50, & ; 1y &
Tiéu chi chon hang

quen

Selection criteria
Includes emotion, brand and habit

Mostly specifications, price and delivery

reliability
: DA Nhiéu bude, ¢6 hd so, d6i khi dau thau
Quy trinh Ngan, it van ban ,
. Several steps, documented, sometimes
Process Short, little paperwork .
tendering
uan h¢ voi \ : ..
Q e, Thuong ngan han Dai han, thuong luong
nguoi ban .
. ) Usually short term Long term, negotiated
Relationship
Gen Z mua ca phé lon trén san Bénh vién cong mua ca phé cho cing
Vidu Hat Nang TMDT tin
Hat Néng example = A Gen Z buyer orders canned coffee A public hospital buys coffee for its
online canteen

Cung mot san phém c6 thé phuc vu ca hai loai. Hat Néng ban ca phé rang xay cho ho gia
dinh qua tap hoa va cho quéan ca phé nhé lam nguyén liéu; mé hinh ra quyét dinh cta hai
nhém khac nhau va can hai bo chi tiéu theo ddi.

The same product can serve both types. Hat Nang sells ground coffee to households through

grocery shops and to small coffee shops as an ingredient, the decision models of the two groups
differ and call for two sets of tracking indicators.

1.3. Vi sao nghién ctiru hanh vi khach hang — 1.3. Why study customer behaviour

Nghién ctru hanh vi khach hang tra 161 ba cau hoi cua nguoi lam marketing: ai mua (phan
khuc), ho nhin thuong hiéu ra sao so véi d6i thi (dinh vi), va nén diéu chinh san pham,
gia, phan phdi, xtic tién thé nao (bdn chit P). Bo khao sat 400 nguoi ciia Hat Nang cho
thay lwa chon kénh khac nhau theo thé hé: 30% ngudi Gen Z (30 trén 100) chon Ning
Café lam kénh chinh, con 50% ngudi Baby Boomers (30 trén 60) chon tap hoa.

Customer behaviour research answers three questions for the marketer: who buys
(segmentation), how they see the brand against rivals (positioning), and how to adjust product,
price, place and promotion (the four Ps). The 400-person Hat Ning survey shows that channel
choice differs by generation: 30% of Gen Z respondents (30 out of 100) pick Ning Café as the
main channel, while 50% of Baby Boomers (30 out of 60) pick grocery shops.
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CAau hoi hanh vi

Ung dung cho Hat Ning

Phan khuc

Segmentation

Dinh vi

Positioning

San pham
Product

Gia

Price

Phan phdi
Place

Xuc tién
Promotion

Behaviour question

Nhom nao cé hanh vi mua giong

nhau trong nhom, khac nhau
gitra cac nhém?

Which groups behave alike within
and differently between groups?

Ngudi mua nhé thuong hiéu
bang thudc tinh nao?

Which attributes do buyers use to
remember the brand?

Nhu cau nao chua duoc dap

ung?
Which needs are still unmet?

Mirc gia nao ngudi mua chip
nhan?
What price do buyers accept?

Ngudi mua tim san pham & dau?

Where do buyers look for the
product?

Kénh truyén thong nao dén duge

nhom muc tiéu?
Which media reach the target
group?

Application for Hat Néing

Chia theo thé hé va kénh: Gen Z (40 trén 100
chon san TMBT), Gen X (35 trén 100 chon
tap hoa)

Split by generation and channel: Gen Z (40 of 100
pick e-commerce), Gen X (35 of 100 pick grocery)

Khao sat ly do chon: huong vi 160 trén 400,
gia 100, tién loi 80, thuong hi¢u 40, khuyén
mai 20

Reasons for choice: taste 160 of 400, price 100,
convenience 80, brand 40, promotion 20

Ca phé lon pha san cho ngudi it thoi gian
Ready-to-drink canned coffee for people short of
time

Chon gia theo nhom thu nhép: dudi 10 tri¢u
déng 120 nguo1i, 10 — 20 triéu 160 nguoi

Price by income group: under VND 10 million 120
people, VND 10— 20 million 160 people

Ting diém ban tap hoa cho Gen X va Baby
Boomers; gian hang san TMDT cho Gen Z
More grocery outlets for Gen X and Baby

Boomers, an e-commerce storefront for Gen Z

Noi dung ngén trén san TMDT, su kién tai
Niéng Café

Short content on platforms, events at Nang Café

VI DU/ EXAMPLE — Ong V& Quang Minh doc bang khéo sat va dé xuat hai thong diép: gbi
qua tang 3inl tai tap hoa cho Baby Boomers, va combo ca phé lon kém giao nhanh trén san
TMDT cho Gen Z. Hai thong di€p cung thuong hi¢u nhung khéc kénh, khac gid, khac ndi
dung, vi nguoi nhan khac hanh vi.
Mr Vo Quang Minh reads the survey table and proposes two messages: a 3inl gift pack in grocery
shops for Baby Boomers, and a canned coffee combo with fast delivery on e-commerce platforms for
Gen Z. Same brand, but different channel, price and content, because the recipients behave

differently.

1.4. M6 hinh h¢p den va mo hinh cac nhan t6 anh hwong — 1.4. The black-box
model and the model of influencing factors

Mo hinh hop den kich thich — dap tng coi qua trinh ra quyét dinh bén trong nguoi mua la
hop den khong quan sat dugc. Pau vao 1a kich thich marketing (bdn chit P) va kich thich
khac (kinh té, cong nghé, xd hoi, van hoa); dau ra 1a dap Gng ciia nguoi mua (chon san
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pham, nhan hiéu, noi mua, thoi diém, s6 lwong). Nhiém vu ciia nghién ciru 13 suy ra noi
dung hop den tir hai ddu quan sat dugc.

The stimulus—response black-box model treats decision making inside the buyer as an
unobservable black box. The inputs are marketing stimuli (the four Ps) and other stimuli
(economic, technological, social, cultural); the outputs are the buyer's responses (choice of
product, brand, outlet, timing and quantity). Research infers the content of the box from the two
observable ends.

Kich thich marketing _
San pham, gia, HOP PEN

phan phéi, xtc tién

Pac diém Dip tng
nguodi mua Chon san pham,
nhan hiéu, noi mua,
thoi diém, sb lwong

Qua trinh
Kich thich khac quyét dinh mua
Kinh té, cong nghé,

x4 hoi, van héa

Nguoi lam marketing chi quan sat hai dau

Hinh 1.1. M6 hinh hop den kich thich — dap Gmg: ngudi lam marketing quan sat kich thich di vao
va dap ung di ra.
Figure 1.1. The stimulus—response black-box model: the marketer observes the stimuli going in and the
response coming out.

Bén trong hop den 13 dic diém nguoi mua va qué trinh quyét dinh. M6 hinh tong quét
chia cac nhan t6 anh hudng thanh bon nhom tir ngoai vao trong: van héa, xa hoi, ca nhén,
tam 1y (Hinh 1.2). Cac chuong sau di sdu timg nhém: tdm 1y & Chuong 2 dén 6, quyét
dinh mua & Chuong 7, nhan khau va x3 hoi & Chuong 8, vin héa & Chuong 9.

Inside the black box are the buyer's characteristics and the decision process. The general model
divides the influences into four groups from the outside in: cultural, social, personal and
psychological (Figure 1.2). Later chapters take each group in turn: psychology in Chapters 2 to
6, the buying decision in Chapter 7, demographic and social influences in Chapter 8, culture in
Chapter 9.
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Vin héa: van hda, nhanh van hoa, téng 16p xa hoi

Xa hoi: nhém tham khao, gia dinh, vai tro va dia vi

Ca nhan: tuéi, nghé nghiép, thu nhap, 161 séng, ca tinh

Tam ly: dong co, nhan thirc, hoc hoi, thai do

Nguoi tiéu dung

va quyét dinh mua

Hinh 1.2. Bén nhém nhén t6 anh huong dén ngudi tiéu ding, xép tir vong ngoai (vin héa) vao
vong trong (tam 1y).
Figure 1.2. The four groups of influences on the consumer, from the outer ring (culture) to the inner ring

Nhém
Group

Van héa

Cultural

Xa hot

Social

Ca nhan

Personal

Tam ly
Psychological

(psychology).

Yéu t6 tiéu biéu
Typical factors

Vin héa, nhanh van hoa, tang 16p xa
hoi

Culture, subculture, social class

Nhom tham khao, gia dinh, vai tro va
dia vi
Reference groups, family, roles and status

Tudbi, nghé nghiép, thu nhap, 161 séng,
ca tinh

Age, occupation, income, lifestyle,
personality

Dong co, nhan thuc, hoc hoi, niém tin,
thai do

Motivation, perception, learning, beliefs,
attitudes

Vi du & Ning Café

Example at Ning Café

Thoéi quen udng ca phé budi sang, ting
ca phé dip Tét
Morning coffee habit, coffee as a Tet gift

Nhém ban rt nhau dén quan; gia dinh
chon nhan hiéu

Friends go together, the family picks a
brand

Nguoi di [am van phong mua ca phé lon
An office worker buys canned coffee

Tin rang ca phé rang xay thom hon hoa
tan

Believes ground coffee smells better than
instant

PHAI THUQC / MEMORISE — Hop den = dic diém ngudi mua + qua trinh quyét dinh.
Bdn nhom nhén t6 tir ngoai vao trong: van hoa, xa hoi, ca nhan, tim 1y. Doanh nghiép diéu
khién dugc kich thich marketing, khong diéu khién duge nhom nhan td.

Black box = buyer characteristics + decision process. Four groups of factors from outside in:
cultural, social, personal, psychological. The firm controls marketing stimuli, not the groups of

factors.

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin

Trang 13



Dé cuong Hanh vi khach hang / Consumer Behaviour

1.5. Cach tiép cin va phwong phap nghién ciru hanh vi khach hang - 1.5.

Approaches and methods of customer behaviour research

Cach tiép can thuc ching coi hanh vi 1a hién tugng khach quan, do dugc, kiém dinh gia
thuyét bang s6 liéu va thong ké. Cach tiép can dién giai coi ¥ nghia ciia viéc mua do
ngudi mua tao ra trong bdi canh séng, nén can hiéu ciu chuyén va cach ho dién dat. Hai
cach bo sung cho nhau: dién giai tim cau hoi va gia thuyét, thuc chimg kiém dinh ching
trén mau 16n.

The positivist approach treats behaviour as an objective, measurable phenomenon and tests
hypotheses with data and statistics. The interpretive approach holds that the meaning of buying
is created by the buyer in context, so one must understand stories and how people express
themselves. The two complement each other: interpretation finds questions and hypotheses,

positivism tests them on a large sample.

Phuong
phap
Method

Dung khi

Use when

Han che
Limitation

Vi du Hat Ning

Hat Nang example

Phong van Dinh Tim 1y do, cau Mau nhé, khé khai Ho1 12 nguoi vi sao
sau tinh chuyén ca nhan quat chuyén sang ca phé lon
In-depth Qualitati = Seeking reasons and Small sample, hard to  Ask 12 people why they
interview ve personal stories generalise switched to canned coffee
A Pinh Tham do y tudéng, T Thir tén va bao bi mau
Nhom tap o . N y ] & Nguoi ndi nhicu lan .
tinh ngoén nglt nhém , mai
trung o e at )
Qualitati =~ Exploring ideas and ) . Testing a new name and
Focus group Dominant voices .
ve group language pack design
uan sat va . Xem hanh vi thattai .« ... . . . , A
Q N Pinh . . .. Ton thoi gian, nguoi  Ghi cach khach chon ké
nhan hoc , noi mua, noi dung , , s en g
. tinh ) , quan sat chi quan 0 siéu thi
Observation .. .. Seeing real behaviour . . ]
Qualitati } X Time-consuming, Recording how shoppers
and at the point of ) '
ve observer bias choose from the shelf
ethnography purchase and use '
: Doty l¢, sosanh  Ngudi tra 16i c6 thé o o
Dinh ; yie g . Khao sat 400 nguoi, hoi
. nhom no6i khac véi lam n ,
Khdo sat luong . kénh mua chinh
. Measuring Respondents may say
Survey Quantita . . A 400-person survey on
i proportions and one thing and do .
tive . main purchase channel
comparing groups another
Dinh Kiém tra quan hé Hai mtrc gia ¢ hai nhém
Thinghiém  lugng nhan qua M0i truong nhan tao  cira hang
Experiment Quantita = Testing cause and Artificial setting Two price levels in two
tive effect groups of shops

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 14



Dé cuong Hanh vi khach hang / Consumer Behaviour

Phuong
phap
Method

Dung khi Han ché Vi du Hat Ning

Use when Limitation Hat Nang example

Di ligu so, Thiéu Iy do; vuon
ddu véttryc  DPinh Hanh vi that ¢ quy L & Luot xem, don hang trén

P L quy dinh dir li¢u ca . . L
tuyen luong mo lon " gian hang cua hang
- . . nhan )
Digital data Quantita  Real behaviour at Views and orders on the
, . No reasons; personal ,
and online tive scale firm's storefront
data rules apply
traces

Quy trinh nghién ciru hanh vi khach hang - The research process

1 X4c dinh vdn d& => 2 Cau hoéi, giad thuyét => 3 Chon phuong phdp, cdéng cu
=> 4 Chon mdu => 5 Thu thdp d& liéu => 6 Phan tich => 7 B&o cdo, hanh ddéng

1. X4c dinh van dé quan tri: Hat Na‘ing mudn biét cin mé thém diém ban nao cho nhéom
khach nao.
Define the management problem: Hat Ning wants to know which outlets to add for which
customer group.

2. Phat biéu cdu hoi va gia thuyét: kénh mua chinh c¢6 phu thudc thé hé khong (HO: hai
bién doc 1ap).
State the question and hypotheses: does the main channel depend on generation (HQ: the
two variables are independent).

3. Chon phuong phap: khao sat bang hoi dong, bd sung phong van sau dé giai thich vi
sao.
Choose the method: a closed-question survey, supplemented by in-depth interviews to
explain why.

4. Chon méu: 400 ngudi & ba dia ban (TP.HCM 160, Ha Noi 140, Pik Lak 100), mbi
thé hé di nguoi.
Select the sample: 400 people in three areas (Ho Chi Minh City 160, Hanoi 140, Pk Lak
100), enough people in each generation.

5. Thu thap: diéu tra vién héi truc tiép, cé phiéu dong y tham gia trudc khi hoi.
Collect data: interviewers ask in person, with a consent sheet before the questions.

6. Phan tich: 1ap bang chéo, kiém dinh y* doc lap, doc phﬁn du (muc 1.6).
Analyse: build the cross-tabulation, run the y? test of independence, read the residuals
(section 1.6).

7. Bo c4o va hanh dong: viét két luan ngin, chuyén cho ba Pang Thu Hang quyét dinh
phan b6 ngan sach kénh.
Report and act: write short conclusions and pass them to Ms Pdng Thu Hang to decide
channel budgets.

LOI HAY GAP / COMMON MISTAKE — Chon phuong phép truéc réi méi tim cau hoi.
Phong vén sdu 12 ngudi khong cho phép néi “60% khach thich”, con khao sat 400 nguoi
khong giai thich dugc vi sao khach thich. Cau hoi nghién ctru quyét dinh phuong phép, khong
nguoc lai.
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Choosing the method before the question. Twelve in-depth interviews cannot support “60% of
customers like it”, and a 400-person survey cannot explain why they like it. The research question
decides the method, not the other way round.

1.6. Miu, bang chéo va kiém dinh > doc 1ap — 1.6. Samples, cross-tabulations and
the y’ test of independence

Téng thé 1a toan bo ddi twong mudn két luan; khung mau 1a danh sach dé rat mau. Mau
xéac suat (ngiu nhién don gian, phan ting, chum) cho phép tinh sai s6 14y mau; mau phi
xéc sudt (thuan tién, dinh mirc, tuyét 1an) nhanh va ré nhung khong tinh duoc sai sd. Véi
ty 18, c& mau t6i thiéu va sai sd bién (do tin cay 95%, z = 1,96) la:

The population is everything about which a conclusion is wanted; the sampling frame is the list
used to draw the sample. Probability samples (simple random, stratified, cluster) allow a
sampling error to be computed; non-probability samples (convenience, quota, snowball) are

quick and cheap but give no error. For a proportion, the minimum sample size and the margin of
error (95% confidence, z = 1.96) are:

n=z2xpx(1—p)/e? (1.1)
e=z*V(p*(1—p)/n) (12)
Khi chua biét ty 1¢, ldy p = 0,5 vi tich p * (1 — p) 16n nhat, cho c¢& mu an toan nhat.

When the proportion is unknown take p = 0.5, because p * (I — p) is largest there and gives the
safest sample size.

import math

z, p, sai so = 1.96, 0.5, 0.05
n0 =z ** 2 *p * (1 - p) / sai so ** 2
print (f"n0 = {n0:.2f}; 14y tron lén n = {math.ceil(n0)}")
n = 400
e = z * math.sqrt(p * (1 - p) / n)
print (f"Véi n = {n}: sai sb bién = {e:.4f} ({e * 100:.1£f}%)")
for p2 in (0.2, 0.3):
m= 2z ** 2 * p2 * (1 - p2) / sal so ** 2
print (f"p = {p2}: n = {math.ceil(m)}")

Két qua chay / Output

n0 = 384.16; 14y tron 1én n = 385
400: sai s bién = 0.0490 (4.9%)

Véi n =
p = 0.2: n = 246
p =0.3: n= 323

C& mau t6i thiéu 14 385 (384,16 lam tron 1én, khong 1am tron xudng). Khao sat 400 nguoi
ctia Hat Néng dat yéu ciu, sai s6 bién khoang 4,9%. Néu c6 thong tin trudc rang ty 1& gan
0,2 thi chi can 246 ngudi, gan 0,3 thi 323 nguoi.

The minimum sample size is 385 (384.16 rounded up, never down). The 400-person Hat Ning

survey meets it, with a margin of error of about 4.9%. If prior information puts the proportion
near 0.2, 246 people suffice; near 0.3, 323.
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Bang chéo thé hé va kénh mua chinh — Cross-tabulation of generation and main channel
Bang chéo (contingency table) dém sb nguoi theo hai bién dinh danh cung lac. Bo khao
sat cuia Hat Nang hoi 400 ngudi vé thé hé va kénh mua ca phé chinh (s6 liéu 1a dir kién dé
bai):

A cross-tabulation (contingency table) counts people by two nominal variables at once. The Hat
Ning survey asked 400 people about generation and main coffee purchase channel (the figures
are problem data):

Thé hé Tap héa | Siéu thi San TMBT | (o . o Tong
Generation Grocery Supermarket | E-commerce g Total
20 40 30 100

Gen Z 10
Millennials 20 40 45 35 140
Gen X 35 35 15 15 100
Baby Boomers 30 20 5 5 60
Téng

95 115 105 85 400
Total

Gia thuyét: HO — thé hé va kénh mua chinh doc 1ap; H1 — hai bién phu thudc nhau. Mtc ¥
nghia 5%. Néu HO dung, ty 1é chon timg kénh & moi thé hé gidng ty 1& chung cua cot
tong (23,75%; 28,75%; 26,25%; 21,25%). Tan sé ky vong mdi 6, thong ké 2 bac tu do
va hé sb Cramér 1a:

Hypotheses: HO — generation and main channel are independent; H1 — the two variables are
dependent. Significance level 5%. If HO holds, the share choosing each channel is the same in

every generation and equals the share in the total row (23.75%, 28.75%, 26.25%, 21.25%). The
expected count of each cell, the y? statistic, the degrees of freedom and Cramér's V are:

Ej=Ri*Cj/n (1.3)

x2 =X (05 — Ejj)2 / Ej (1.4)
df=(r—-1)*(c—1) (1.5)
V=V / (n*(k-1))) (1.6)

Trong d6 Ri 1a tong hang, Cj 1a tong cdt, O 1a tan s6 quan sat, r va c 1a s6 hang va so cdt,
k = min(r, c). Diéu kién dung: cac quan sat doc 1ap va moi tan so ky vong tur 5 tr¢ 1€n;
phai tinh trén tan so, khong tinh trén phan tram.
Here Ri is the row total, Cj the column total, O the observed count, r and c the numbers of rows
and columns, and k = min(r, c). Conditions: observations are independent and every expected
count is at least 5; compute on counts, not on percentages.
cheo = {

"Gen z": [10, 20, 40, 301,

"Millennials": [20, 40, 45, 35],

"Gen X": [35, 35, 15, 15],

"Baby Boomers": [30, 20, 5, 5],
}

hang = {g: sum(v) for g, v in cheo.items() }

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 17



Dé cuong Hanh vi khach hang / Consumer Behaviour

cot = [sum(v[]j] for v in cheo.values()) for j in range(4)]
n = sum(cot)

print ("Téng hang:", list (hang.values()))

print ("Téng cét :", cot, "| n =", n)

("
print ("Ty 1& cdét:", [round(c / n * 100, 2) for c in cot])
("

print ("Ky vong E = hang * cbét / n")
for g, v in cheo.items():
e = [hang[g] * ¢ / n for ¢ in cot]
print (£f"{g:<13}", " ".join(f"{x:6.2f}" for x in e))

Két qua chay / Output

Téng hang: [100, 140, 100, 60]

Téng cét : [95, 115, 105, 85] | n = 400
Ty 1é cbdt: [23.75, 28.75, 26.25, 21.25]
Ky vong E = hang * cdt / n

Gen Z 23.75 28.75 26.25 21.25
Millennials 33.25 40.25 36.75 29.75
Gen X 23.75 28.75 26.25 21.25

Baby Boomers 14.25 17.25 15.75 12.75

Tan sd ky vong nho nhat 1a 12,75 (Baby Boomers, Nang Café), 16n hon 5 nén diéu kién
thoa. Hai hang c6 100 nguoi (Gen Z va Gen X) cung c6 ky vong 23,75; 28,75; 26,25;
21,25.

The smallest expected count is 12.75 (Baby Boomers, Niang Café), above 5, so the condition

holds. The two rows with 100 people (Gen Z and Gen X) share the expectations 23.75; 28.75;
26.25; 21.25.

Bai miu 1. Kiém dinh ddc 1ap thé hé va kénh mua chinh — Worked example 1. Testing
independence of generation and main channel

Dé bai: véi bang chéo trén (n = 400), kiém dinh & murc ¥ nghia 5% xem kénh mua chinh
c6 doc lap voi thé hé khong, r6i do d6 manh cua quan h¢. Gia tri téi han x> 6 9 bac tu do,
mirc 5% 1a 16,919 (bang tra chuan).

Problem: for the cross-tabulation above (n = 400), test at the 5% level whether the main channel

is independent of generation, then measure the strength of the relationship. The critical y? at 9
degrees of freedom and 5% is 16.919 (standard table).

1. Phét biéu HO: thé hé va kénh doc 1ap; H1: phu thudc. Mirc y nghia 5%.
State H0: generation and channel are independent; H1: dependent. Significance level 5%.

2. Tan s6 ky vong: Gen Z va Gen X (hang 100): 100 * 95 / 400 = 23,75; 100 * 115 / 400
=28,75; 100 * 105 /400 = 26,25; 100 * 85 / 400 = 21,25. Millennials (hang 140):
33,25; 40,25; 36,75; 29,75. Baby Boomers (hang 60): 14,25; 17,25; 15,75; 12,75.
Expected counts: Gen Z and Gen X (row 100): 100 % 95 /400 = 23.75; 100 * 115 /400 =
28.75; 100 * 105 /400 = 26.25; 100 * 85 /400 = 21.25. Millennials (row 140): 33.25;
40.25; 36.75; 29.75. Baby Boomers (row 60): 14.25; 17.25; 15.75; 12.75.

3. Pong gop cia 6 10n nhat, Baby Boomers — Tap hoa: (30 — 14,25)2 / 14,25 = 248,0625
/ 14,25 =17,408. Lam tuong ty 15 6 con lai.
Contribution of the largest cell, Baby Boomers — Grocery: (30 — 14.25)?/ 14.25 = 248.0625
/14.25 = 17.408. Repeat for the other 15 cells.

4. Cong theo hang: Gen Z 21,43; Millennials 8,06; Gen X 13,35; Baby Boomers 29,89.
Tong 2 = 72,731 (cong cac s6 lam tron ra 72,73).
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Sum by row: Gen Z 21.43; Millennials 8.06;, Gen X 13.35; Baby Boomers 29.89. Total y? =
72.731 (adding the rounded figures gives 72.73).

5.Bactudodf=(4-1)*(4—1)=9. So sanh 72,731 > 16,919 nén bac bo HO ¢ mirc
5%: kénh mua chinh phu thudc thé heé.
Degrees of freedom df = (4 — 1) (4 — 1) = 9. Since 72.731 > 16.919, reject HO at 5%: the
main channel depends on generation.

6. D0 manh: V = \/(72,731 /(400 * 3)) = 0,060609 = 0,2462. Quan h¢ c6 that nhung
khong chat.
Strength: V =N(72.731/ (400 * 3)) =N0.060609 = 0.2462. The relationship is real but not
tight.

cheo = {
"Gen z": [10, 20, 40, 301,
"Millennials": [20, 40, 45, 35],

"Gen X": [35, 35, 15, 151,
"Baby Boomers": [30, 20, 5, 5],
}

hang = {g: sum(v) for g, v in cheo.items() }

cot = [sum(v[]j] for v in cheo.values()) for j in range(4)]
n = sum(cot)
chi2 = 0.0

print ("Péng gbép (O - E)”*2 / E tung &")
for g, v in cheo.items():
dong = []
for j in range(4):
e = hang[g] * cot[j] / n
c = (v[]J] - e) ** 2/ e
chi2 += ¢
dong.append (c)
print (£"{g:<13}", " ".join(f"{x:6.3f}" for x in dong))
df = (len(cheo) - 1) * (len(cot) - 1)
toi han = 16.919
print (f"chi2 = {chi2:.3f}; df = {df}; téi han 5% = {toi han}")
print ("Badc boé HO" if chi2 > toi han else "Chua bac bd HO")
k = min(len(cheo), len(cot)) -1
print (f"Cramér V = {(chi2 / (n * k)) ** 0.5:.4f}")

Két qua chay / Output

Péng gép (O - E)*2 / E tung 6

Gen Z 7.961 2.663 7.202 3.603
Millennials 5.280 0.002 1.852 0.926
Gen X 5.329 1.359 4.821 1.838
Baby Boomers 17.408 0.438 7.337 4.711
chi2 = 72.731; df = 9; tdéi han 5% = 16.919

Bac bo HO
Cramér V = 0.2462

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 19



Dé cuong Hanh vi khach hang / Consumer Behaviour

gen? o

Millennials

Gen X

35“/0

0% 25% 50% 75% 100%

Baby Boomers

m Tagphéa =W Siéuthi =® San TMPT ®m Ning Café

Hinh 1.3. Co c4u kénh mua chinh trong ting thé hé (phan trim theo hang): Gen Z nghiéng vé
san TMPT va Ning Café, Baby Boomers nghiéng vé tap hoa.
Figure 1.3. Main-channel mix within each generation (row percentages): Gen Z leans to e-commerce and
Ning Café, Baby Boomers lean to grocery shops.

Gia tri to1 han 5%
16,919

Gia tri tinh dugc
72,731

Vung bac bo HO
(dién tich 5%)

N

0 20 40 60 80
XZ

Hinh 1.4. Phan phdi 2 véi 9 bac ty do: gid tri tinh dugc 72,731 nam xa trong ving bac bo bat
dau tir 16,919.
Figure 1.4. The y? distribution with 9 degrees of freedom: the computed value 72.731 lies far inside the
rejection region that starts at 16.919.

Bac bé HO cho biét co quan h¢, chua cho biét 6 nao tao ra quan h¢. Phan du chuin héa
chi 6 1éch khoi ky vong; ngudng doc 1a gia tri tuyét ddi trén 1,96 (mirc 5%):
Rejecting HO says a relationship exists but not which cells create it. Standardised residuals show

the cells that depart from expectation, the reading threshold is an absolute value above 1.96 (5%
level):

rij = (05 — Ei)) / V(Eij * (1 — Ri/n) * (1 — Cj/n)) (1.7)

cheo = {
"Gen z": [10, 20, 40, 301,
"Millennials": [20, 40, 45, 35],

"Gen X": [35, 35, 15, 1517,
"Baby Boomers": [30, 20, 5, 5],
}
hang = {g: sum(v) for g, v in cheo.items() }
cot = [sum(v[]j] for v in cheo.values()) for j in range(4)]
n = sum(cot)
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print ("Phan du chudn héa; |r| > 1.96 1a & léch ra")
for g, v in cheo.items():
dong = []
for j in range(4):
e = hang[g] * cot[j] / n
mau = e * (1 - hang[g] / n) * (1 - cot[j] / n)
dong.append ((v[j] - e) / mau ** 0.5)
print (£"{g:<13}", " ".join(f"{x:6.2f}" for x in dong))

Két qua chay / Output

Phan du chudn héa; |r| > 1.96 1la & léch rd

Gen Z -3.73 -2.23 3.61 2.47
Millennials -3.26 -0.06 1.97 1.35
Gen X 3.05 1.59 -2.95 -1.76
Baby Boomers 5.18 0.85 -3.42 -2.65

Baby Boomers chon tap hoa nhiéu hon ky vong (phan du 5,18) va chon sain TMBT it hon
(—3,42). Gen Z chon tap hoa it hon ky vong (—3,73), san TMBT nhiéu hon (3,61) va
Ning Café nhiéu hon (2,47). Gen X nghiéng vé tap hoa (3,05). Millennials chon siéu thi
va san TMBDT gan ky vong nhat; 6 1éch rd duy nhat cua ho 1a tap hoa (—3,26).

Baby Boomers choose grocery shops more than expected (residual 5.18) and e-commerce less
(—3.42). Gen Z chooses grocery less than expected (—3.73), e-commerce more (3.61) and Nang
Café more (2.47). Gen X leans to grocery (3.05). Millennials stay closest to expectation for
supermarkets and e-commerce; their one clear departure is grocery (—3.26).

l'fng dung marketing cho Hat Nz“'mg — Marketing application for Hat Ning

« Phan phbi: tang d6 phu tap hoa cho nhém Baby Boomers va Gen X; don ngan sach
gian hang san TMDT va Ning Café cho Gen Z.

Place: widen grocery coverage for Baby Boomers and Gen X; put the platform storefront and
Ning Café budgets behind Gen Z.

« Xtc tién: Gen Z nhan ndi dung ngin trén san; Baby Boomers nhén t& roi va khuyén
mai tai diém ban.
Promotion: Gen Z gets short platform content; Baby Boomers get leaflets and in-store
promotions.

« Gi6i han: V = 0,2462 1a quan hé vira phai, nén thé hé chi giai thich mot phan lua chon
kénh; can thém bién thu nhap va dia ban.
Limit: V = 0.2462 is a moderate relationship, so generation explains only part of channel
choice; add income and location.

PHAI THUQC / MEMORISE —y>=X (O — E)?/ E; df = (r — 1) * (¢ — 1). % tinh dugc 16n
hon gia tri t61 han thi bac bo HO (ddc 1ap). Cramér V do do manh, tir 0 dén 1; phén du chuan
hoa chi 6 gay ra quan hé.

X'=2(0—-E)?/E; df=(r— 1) #(c — 1). If the computed y? exceeds the critical value, reject H0
(independence). Cramér's V measures strength, from 0 to 1; standardised residuals show which cells
create the relationship.

LOI HAY GAP / COMMON MISTAKE — Tinh y?2 trén phan trim thay vi tin s6: dua 30%
thay cho 30 ngudi lam 2 sai vi n bi coi 1a 100. Ludn ding sé nguoi.

Computing x? on percentages instead of counts: entering 30% instead of 30 people makes y* wrong
because n is treated as 100. Always use counts.
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LOI HAY GAP / COMMON MISTAKE — Két luan “thé hé gy ra viéc chon kénh” tir y2.
Kiém dinh chi cho biét hai bién c6 lién hé thong ké; nguyén nhan can thi nghiém hodc lap
luan thém. Ciing sai khi n61 V = 0,2462 nghia 1a “24,62% nguoi chon kénh theo thé hé”.
Concluding that “generation causes channel choice” from y° The test only shows a statistical
association; causes need an experiment or further argument. It is also wrong to say V = 0.2462 means
“24.62% of people choose a channel by generation”.

LOI HAY GAP / COMMON MISTAKE — Quén bic tu do hodc tinh df =n — 1. Bang 4
hang 4 cot c6 df =9, khong phai 15 hay 399; tra sai df cho gia tri t6i han sai.

Forgetting the degrees of freedom or using df =n — 1. A 4 by 4 table has df = 9, not 15 or 399, the
wrong df gives the wrong critical value.

1.7. Pao dirc marketing va quyén ciia nguoi tiéu dung — 1.7. Marketing ethics and

consumer rights

Pao duc marketing 1a cac chuan myc vé diéu doanh nghi¢p dugc va khong dugce 1am khi
tac dong dén nguoi mua: trung thuc vé thong tin, khong khai thac diém yéu, ton trong
riéng tu, chiu trach nhiém vé hau qua. Phap luat dit muc t6i thiéu; dao dtc doi hoi cao
hon mtre tdi thiéu do.

Marketing ethics are the standards for what a firm may and may not do when it influences

buyers: honest information, no exploitation of weaknesses, respect for privacy, responsibility for
consequences. Law sets the minimum, ethics asks for more than that minimum.

Luat Bao vé quyén lgi nguodi tiéu dung (VBHN 47/VBHN-VPQH; Luit gbc
19/2023/QH15, hiéu luc 1/7/2024) liét ké quyén ¢ Piéu 4 va nghia vu ¢ Piéu 5. Cac
quyén gan véi hoat dong marketing ctia Hat Nang:

The Law on Consumer Rights Protection (consolidated text 47/VBHN-VPQH; original Law

19/2023/QH135, in force from 1 July 2024) lists rights in Article 4 and duties in Article 5. The
rights tied to Hat Niang's marketing:

Quyén (Piéu
4) N¢i dung Viéc phai 1am ciia Hat Ning

Right (Article | Content What Hat Nang must do
4)

Puogc bao dam an toan tinh mang, suc
Khoan 1 khoe, tai san, bao v¢ thong tin
Clause 1 Safety of life, health and property;
protection of information

Kiém soat cht luong, bao mat dir li¢u
khach

Quality control, customer data security

Pugc cung cap thong tin kip thoi, chinh  Ghi dting thanh phan, nguén gbc trén

Khoan 2 xac, ddy du, hoa don, chimg tir bao bi va gian hang
Clause 2 Timely, accurate and full information; Correct ingredients and origin on pack
invoices and documents and storefront

Puoc lya chon, quyét dinh tham gia Khong ép mua kém, khong ban hang

Khoan 3 hodc khong tham gia giao dich A s
: : . gay ap luc
Clause 3 Free choice; decide whether to join a . .
) No forced bundles, no pressure selling
transaction
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Quyén (Piéu
4) N¢i dung Viéc phai 1am ciia Hat Ning

Right (Article | Content What Hat Nang must do
4)

C6 dau mdi nhan phan hoi va xir 1y
Khoan4,7  Gop ¥; khiéu nai, t§ cdo, khoi kién khiéu nai
Clauses 4, 7 Give comments, complain, denounce, sue A contact point to receive feedback and
handle complaints

Puogc tao diéu kién lya chon mdi truong
Khoan 9 tiéu dung lanh manh va bén viing
Clause 9 Helped to choose a healthy and sustainable

Bao bi giam rac, thong tin phan loai
rac

) ) Low-waste packs, sorting information
consumption environment

biéu 5 dat nghia vu nguoc lai cho ngudi ti€éu dung: kiém tra san phém trudce khi nhan,
tiéu dung khong vi pham phép luat, tudn thi huéng dan bao quan va sir dung, tiéu dung
bén vitng, thong tin chinh xac vé giao dich. Piéu 8, khoan 1 néu bay nhom ngudi tiéu
dung dé& bi ton thuong: ngudi cao tudi; ngudi khuyét tat; tré em; ngudi dan toc thidu sd va
nguoi song ¢ ving déng bao dan toc thiéu sd, mién nui, hai dao, viung kho khan; phu nir
dang mang thai hodc nudi con dudi 36 thang tudi; nguoi bi bénh hiém nghéo; thanh vién
ho ngheo. Khi c6 yéu cau kém ching ctr, bén kinh doanh phai wu tién tiép nhan va xir ly
(Piéu 8, khoan 2, diém c).

Article 5 sets the matching duties for consumers: inspect the product before receipt, consume
lawfully, follow storage and use instructions, consume sustainably, give accurate information
about the transaction. Article 8, clause 1 lists seven groups of vulnerable consumers: older
persons,; persons with disabilities,; children; ethnic minorities and people living in ethnic
minority, mountainous, island and disadvantaged areas; women who are pregnant or raising a
child under 36 months, people with serious illness; members of poor households. When a request
comes with evidence, the business must give it priority (Article 8, clause 2, point c).

Trong marketing, nhém dé bi ton thwong doi héi chu y riéng: quang cdo ca phé khong
nham vao tré em, khuyén mai khong hdi thic ngudi cao tudi quyét dinh ngay, thong tin
bang chir du 16n va ngdn ngir dé hiéu. Pay 1a dao duc thuc hanh, déng thoi 14 nghia vu
phap 1y khi c6 yéu cau bao vé.

In marketing, vulnerable groups call for specific care: coffee advertising is not aimed at

children, promotions do not rush older people to decide at once, and information is in large type
and plain language. This is ethical practice and also a legal duty when protection is requested.

Dir li€u ca nhan trong nghién ciru khach hang — Personal data in customer research

Luat Bao vé dit liéu ca nhan (Luat 91/2025/QH15, hiéu lyc 1/1/2026, Biéu 38, khoan 1)
dat diéu kién cho khao sat, thé thanh vién va quang cao theo hanh vi:

The Law on Personal Data Protection (Law 91/2025/QHI1S5, in force from 1 January 2026,
Article 38, clause 1) sets conditions for surveys, loyalty cards and behavioural advertising:
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Quy dinh

Provision

Piéu 9, khoan 2

Article 9, clause 2

Piéu 9, khoan 4

Article 9, clause 4

Piéu 11, khoan
1

Article 11, clause
1

Diéu 24, khoan
2

Article 24, clause
2

Diéu 28, khoan
3,5,8

Article 28, clauses
3,58

N¢i dung

Content

Su déng y chi ¢6 hiéu luc khi tyr
nguyén va biét o loai dit liéu, muc
dich, bén kiém soat, quyén va nghia
vu

Consent is valid only if voluntary and
informed of the data, purpose, controller,
rights and duties

Pong ¥ theo timg muc dich; khong
kém diéu kién déng y muyc dich khac;
im lang khong 1a dong y

Consent for each purpose; no bundling
with other purposes, silence is not
consent

Thu thap dit liéu ca nhan phai dugc
d6ng ¥ trude khi thu thap, trir trudng
hop luat quy dinh khac

Collection needs consent before it starts,
unless the law provides otherwise

Dir liéu cua tré¢ em do nguoi dai dién
theo phap luét thuc hién quyén

For children, the legal representative
exercises the data subject's rights

Quéng céo dung dit lidu can dong ¥,
¢6 cach tir chdi; quang cdo theo hanh
vi chi theo ddi khi c¢6 dong ¥
Advertising with data needs consent and
an opt-out; behavioural advertising may
track only with consent

Ap dung cho khio sit ciia Hat

Ning
Application to the Hat Néng survey

Phiéu déng y néu 1o dir liéu thu, muc
dich nghién ctru, nguoi gilr dir licu
The consent sheet names the data, the
research purpose and the data holder

Tach 6 dong y tra 16i khao sat va 6
ddng y nhan quang céo; khong tich
san

Separate boxes for taking the survey and
for receiving advertising; none pre-ticked

Xin dong y trude khi hoi ho tén, s6
dién thoai

Ask for consent before asking for name
and phone number

Khong khao sat tré em néu thiéu
nguoi dai dién

No child respondents without a legal
representative

Thu khuyén mai c6 nat hay dang ky;
cookie trén gian hang chi bat khi
khach dong y

Promotional email has an unsubscribe
link; storefront cookies run only with
consent

Lap luin iing hd — phan di: c4 nhan héa quing cio bang dau vét true tuyén —
Arguments for and against: personalising advertising with online traces

Phan doi

Against

Khéch nhan thong di€p lién quan, it quang cao

vo ich

Customers get relevant messages and fewer useless

ads

Theo ddi hanh vi c6 thé xAm pham riéng tu du

khach khong dé

Tracking may intrude on privacy even when the

customer does not notice
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Phan doi

Against

Doanh nghiép nhé nhu Hat Nang ding ngan C6 thé loi dung diém yéu, nhu nhim ngudi hay

sach hiéu qua hon mua boc dong
Small firms such as Hat Néng use budgets more Weaknesses may be exploited, such as targeting
efficiently impulsive buyers

C6 dong y rd rang va quyen tur choi thi khach
gilr quyen kieém soat
With clear consent and opt-out, customers keep

Dong v thuong bi gop, khach it doc didu khoan
Consent is often bundled and few customers read the

terms
control

LOI HAY GAP / COMMON MISTAKE — Xin mét 6 ddng § chung cho ci khao sat, nhan
quang c4o va chia sé cho ddi tac. Piéu 9, khoan 4 yéu cau dong ¥ ting muc dich va khong
gop; 6 tich sdn hay im lang khong tinh 1a dong y.

Asking for one consent box covering the survey, advertising and sharing with partners. Article 9,
clause 4 requires consent for each purpose with no bundling, a pre-ticked box or silence is not
consent.

1.8. Tiéu dung bén virng va muc tiéu SDG 12 - 1.8. Sustainable consumption and
SDG 12

Muc tiéu phat trién bén viing s6 12 (SDG 12) cua Lién hop qudc 14 bao dam cac md hinh
tiéu dung va san xudt bén vitng. Luat Bao vé quyén loi nguoi tiéu dung (Piéu 3, khoan
10) dinh nghia tiéu dung bén viing 1a str dung san pham, hang hoa, dich vu dép tng muc
dich tiéu dung, sinh hoat mot cach hiéu qua, dong thoi giam thiéu tac dong tiéu cuc vé
moi trudng, kinh t& — x4 hoi. Piéu 4, khoan 9 trao quyén dugc tao diéu kién lwa chon méi
truong tiéu ding lanh manh va bén viing; Diéu 5, khoan 3 dat nghia vy tuan thu quy dinh
vé bao vé moi trudng va tiéu ding bén viing.

United Nations Sustainable Development Goal 12 (SDG 12) is to ensure sustainable
consumption and production patterns. The Law on Consumer Rights Protection (Article 3,
clause 10) defines sustainable consumption as using products, goods and services effectively for
consumption and daily life while minimising negative environmental and socio-economic
impacts. Article 4, clause 9 gives the right to be helped to choose a healthy and sustainable
consumption environment; Article 5, clause 3 sets the duty to follow rules on environmental
protection and sustainable consumption.

Giai doan Viéc ciia Hat Nang Viéc cia nguwoi tiéu dung

Stage What Hat Nang does What the consumer does

Ghi rd thong tin san pham; dong géi vira  Chon géi 16n khi ding nhiéu, du dung

Mua du thi khong tich trix

Buy Clear product information, right-sized Choose larger packs for heavy use, avoid
packaging stockpiling

Str dung Huéng dan pha ding liéu dé giam bo phi  Pha du udng, bao quéan kin

Use Dosing guidance to cut waste Brew only what is drunk, store sealed
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Giai doan Viéc ciia Hat Nang Viéc cia nguwoi tiéu dung

Stage What Hat Nang does What the consumer does

Chon bao bi d& tai ché; 1ap diém thu hoi
Thai bo bao bi tai Nang Café
Dispose Choose recyclable packaging; set up pack

Lam sach, phan loai roi dua dén diém
thu gom

. g , Clean, sort, then take to a collection point
return points at Nang Café

Ba giai doan ctia hanh vi (muc 1.1) thanh ba diém can thiép cua tiéu dung bén viing. Khi
quang ba, tuyén bd moi trudng phai co can cir kiém ching duge; tuyén bé mo hd 1am mét
niém tin va vi pham quyén dugc cung cip thong tin chinh xac (Chuong 4 quay lai van dé
tay xanh).

The three stages of behaviour (section 1.1) become three points of intervention for sustainable

consumption. In promotion, environmental claims need verifiable support; vague claims destroy
trust and breach the right to accurate information (Chapter 4 returns to greenwashing).

1.9. Boi canh thi trueong tiéu dung Viét Nam — 1.9. The Vietnamese consumer
market context

Céc chi tiéu sau cho Hat Nang biét quy mé thi trudng va toc do chuyén sang mua truc
myén:
The following indicators tell Hat Ning the size of the market and the pace of the shift to online
buying:

Chi tiéu Gia tri } Ngudn

Indicator Value Source

102,3 triéu nguoi, tang
1.001,6 nghin nguo1

Dan sd trung binh 0.99% Nam 2025 (udc) Cuc Théng ké
Average population (0,99%) 2025 (estimate) Statistics Office

102.3 million people, up

1,001.6 thousand (0.99%)
Téng mirc ban 1é hang
hoéa va doanh thu dich 3

: 7.008,9 nghin ty dong, tan . i 2 R
vu tiéu ding 0,20, SNy CONS, TN8 - Nam 2025 (uéc) Cuc Théng ké
j ' ’ 2025 (estimat. Statistics O,

Total retail sales of VND 7,008.9 trillion, up 9.2% (estimate) atistics Office
goods and consumer
services revenue
Téng mirc ban 1é hang 9 thang 2026 (uéc),
hoa va doanh thu dich ~ 5.925,7 nghin ty dong, ting  dang 3/10/2026
vu tiéu dung 13,4% First nine months of Cuc Thong ké
Total retail sales of VND 5,925.7 trillion, up 2026 (estimate), Statistics Office
goods and consumer 13.4% published 3 October
services revenue 2026
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Chi tiéu Gia tri Ngudn
Indicator Value Source
B6 Cong Thuong,
Doanh thu thwong mai u:(yc khoazlg 311y USD. < . h('),p .bao 29/1/2026
dien tir tang 25,5% Néam 2025 (udc) Ministry of Industry
z ;rommerce evenue estimated at about USD 31 2025 (estimate) and Trade, press
billion, up 25.5% conference of 29
January 2026

Thi truong dong dan va chi tiéu ting, trong khi thuong mai dién tir ting nhanh hon tong
ban 1&, nén cung mot khach co thé mua ca phé ¢ tap hoa budi sang va dit lon pha san trén
san budi t6i. Voi Hat Nang, nghién ciru hanh vi phai theo di ting kénh riéng, nhu phép
phan tich bang chéo thé hé va kénh, thay vi gdp thanh mot s6 binh quan.

The market is populous and spending is rising, while e-commerce grows faster than total retail,
so one customer may buy coffee at a grocery in the morning and order canned coffee on a

platform in the evening. For Hat Néng, behaviour research must track each channel separately,
as in the generation-by-channel cross-tabulation, instead of merging them into one average.

1.10. Bang thuat ngir - 1.10. Glossary

Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

Qua trinh chon, mua, st dung, thai bo san pham
Hanh vi nguoi ti€u . dé thoa man nhu cau
. Consumer behaviour . _ _ . S
dung The process of choosing, buying, using and disposing

of products to meet needs

Bén mua hodc c6 kha nang mua tir doanh nghi¢p

Khéch han Customer
& The party that buys or may buy from the firm
Nguoi mua, st dung hang héa khong vi muc dich
A qn th i (Luat BVQLNTD
Nguoi tiéu dung Consumer wong mai (Luat BVQLNTD) .
A person who buys or uses goods for non-commercial
purposes (consumer law)
.. Nguoi dat hang va thanh toan
Nguoi mua Purchaser & : &
The person who orders and pays
o Ngudi dung san pham, c6 thé khong mua
Nguoi str dung User g gsanp 8 .
The person who uses the product, who may not buy it
Doanh nghiép, t6 chirc thuong mai, t6 chirc Nha
R o Organisational ) 0 ( i
Kivich hing to(chtic g m.roc mua F:ho hoat .d()r.lg cua minh . .
customer Firms, trading organisations and state bodies buying

for their operations

Chia thi truong thanh nhém c6 hanh vi gidng
Phan khuc thi truong  Market segmentation  nhau
Dividing the market into groups that behave alike
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Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

V1 tri thuong hi¢u trong tam tri nguo1 mua so voi
Dinh vi Positioning d6i thu
The brand's place in buyers' minds against rivals

San pham, gia, phan phoi, xtc tién
Product, price, place, promotion

Bon chit P Marketing mix (4Ps)

Kich thich di vao, dap ting di ra, qua trinh bén
trong khong quan sat dugc
Stimuli in, responses out, the inner process

Mo hinh hop den Black-box model
unobservable
Do hanh vi khach quan, kiém dinh gia thuyét

L bang sb liéu
, Positivist approach ] ) o )
ching Measuring behaviour objectively and testing

Cach tiép can thuc

hypotheses with data

Tim y nghia cta viéc mua trong boi canh song
Seeking the meaning of buying in context

Céch tiép can dién .
.. Interpretive approach
giai
Hoi chuyén mot ngudi dé hiéu 1y do va cau
. £ . . chuyén
Phong van sau In-depth interview y .
Talking with one person to understand reasons and
stories

Thao luan nhém nho do nguoi didu phdi dan dat

Nhom ta F
om tap trung ocus group A small group discussion led by a moderator

Quan sat va sdng cung dbi tugng dé hiéu van hoa
tiéu dung
Observing and living with subjects to understand

Nhéan hoc Ethnography

consumption culture

Béang dém s6 nguoi theo hai bién dinh danh

Bang chéo Contingency table
& gency A table counting people by two nominal variables

S6 quan sat trong 6 néu hai bién doc 1ap
Tan so ky vong Expected count The count in a cell if the two variables were
independent

A g b AA 1A Chi-square test of Kiém tra hai bién dinh danh c6 lién hé khong
Kiém dinh ¥ doc lap . . .
independence Tests whether two nominal variables are related
(r—1) * (c — 1) vdi bang chéo

Bac tu d D f freed
ac tur do cgrees ot freedom (r— 1) *(c — 1) for a cross-tabulation

D6 manh quan hé, tir 0 dén 1

Hé s6 Cramér Cramér's V . S
’ Strength of association, from 0 to 1

N 21, . . Do Iéch cua 6 51 ky , ong 1,
Phan du chuan hoa Standardised residual 0 et ctia 0 50 VUL Xy vong pguong %0
Departure of a cell from expectation, threshold 1.96
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Thuit ngir Tiéng Anh
Term (Vietnamese) English

Giai thich ngin

C& mau Sample size

Nguoi tidu ding dé

gt Vulnerable consumer
bi ton thuong

Su dong ¥ Consent
A s A Sustainable
Tiéu dung bén viing .
consumption

Short definition

Sb don vi can khao sat dé dat sai sb cho phép
Units needed to reach the allowed error

Nhoém chiu nhiéu tac dong bét lgi vé thong tin,
stre khoe, tai san (Diéu 8)

Groups facing greater disadvantage in information,
health and property (Article §)

Cho phép xir 1y dit liéu, tu nguyén va biét 15, theo
timg muc dich (Diéu 9)

Permission to process data, voluntary and informed,
per purpose (Article 9)

Dung hidu qua, giam tac dong tiéu cuc dén moi
truomng va xa hoi

Efficient use that limits negative environmental and
social impact

1.11. Bai tap van dung c6 101 gidi — Applied exercises with solutions

Bai 1. Kiém dinh ddc 1ap nhom tudi va géi qua — Exercise 1. Independence of age group

and gift pack

Ong V6 Quang Minh héi 200 khach ciia Nang Café xem c6 mua goéi qua ca phé trong
thang khong. Két qua (dir kién dé bai): nhom duéi 30 tudi c6 80 ngudi, trong d6 45 ngudi
mua; nhém tir 30 tudi tré 1én co 120 ngudi, trong d6 45 ngudi mua. Kiém dinh ¢ mirc y

nghia 5% xem viéc mua goi qua c6 doc 1ap voi nhom tudi khong (gia tri toi han ¥ véi 1
bac tu do 1a 3,841), roi tinh hé sé Cramér va so sanh ty 1€ mua cua hai nhém.

Mr Vé Quang Minh asks 200 Ning Café customers whether they bought a coffee gift pack this
month. Results (problem data): of the 80 people under 30, 45 bought, of the 120 people aged 30
or over, 45 bought. Test at the 5% level whether buying a gift pack is independent of age group
(the critical y? with 1 degree of freedom is 3.841), then compute Cramér's V and compare the

buying rates of the two groups.

1. Bang chéo: hang dudi 30: 45 mua, 35 khong mua; hang tir 30: 45 mua, 75 khong mua.
Tong hang 80 va 120; tong cot 90 (mua) va 110 (khong mua); n = 200.
Cross-tabulation: row under 30: 45 bought, 35 did not; row 30 or over: 45 bought, 75 did
not. Row totals 80 and 120, column totals 90 (bought) and 110 (did not); n = 200.

2. HO: mua g6i qua doc 1ap véi nhom tudi;

H1: phu thudc. Tan sé ky vong: 80 * 90 / 200

=36; 80 * 110 /200 =44; 120 * 90 /200 = 54; 120 * 110/ 200 = 66.
HO: buying a gift pack is independent of age group, H1: dependent. Expected counts: 80 *
90/200 =36;80 110/200=44; 120 90 /200 = 54; 120 =110/ 200 = 66.

3. bong gop tung 6: (45 — 36)*/ 36 = 2,25;

(35 — 44)> / 44 = 1,8409; (45 — 54y / 54 =

1,5; (75 — 66)*/ 66 = 1,2273. x* = 6,8182.
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Cell contributions: (45 — 36)?/36 = 2.25; (35 — 44)?/ 44 = 1.8409; (45 — 54)*/ 54 = 1.5;
(75 — 66)?/66 = 1.2273. y* = 6.8182.

4.df=(2-1)*(2-1)=1.Vi6,8182 > 3,841 nén bac bo HO: viéc mua goi qua phu
thudc nhoém tuoi.
df=(2—1) (22— 1) =1. Since 6.8182 > 3.841, reject HO: buying a gift pack depends on
age group.

5. Cramér V = \(6,8182 / (200 * 1)) = 0,034091 = 0,1846: quan hé c6 that nhung yéu.
Cramér's V =~(6.8182 /(200 * 1)) = N0.034091 = 0.1846: the relationship is real but weak.

6. Ty 1é mua: dudi 30 tudi 45 / 80 = 56,25%; tir 30 tudi 45 / 120 = 37,5%. Go6i qua hop
thong diép nham nhém dudi 30 tudi hon.
Buying rates: under 30, 45/ 80 = 56.25%, aged 30 or over, 45/ 120 = 37.5%. A gift pack
message suits the under-30 group better.

Bai 2. C& miu khao sat ty 1& mua trwc tuyén — Exercise 2. Sample size for the online
buying rate

Ba Ping Thu Hang mubn uéc lugng ty 1& khach hang ciia Hat Nang mua ca phé truc
tuyén véi sai sd bién 4% & do tin cdy 95% (z = 1,96). (a) Tinh ¢& mau t6i thiéu khi chua
biét ty 18. (b) Mot khao sat thir cho ty 1& gan 0,3: ¢& mAu tdi thiéu 12 bao nhiéu? (c) Ngan
sach chi du khao sat 500 ngudi: sai sé bién 13 bao nhiéu khi p = 0,5?

Ms Bdng Thu Hang wants to estimate the share of Hat Ning customers who buy coffee online,
with a 4% margin of error at 95% confidence (z = 1.96). (a) Compute the minimum sample size

when the proportion is unknown. (b) A pilot survey gives a proportion near 0.3: what is the

minimum sample size? (c) The budget covers only 500 people: what is the margin of error when
p=0.5?

1. Cong thitc n = 22 * p * (1 — p) / €2 Khi chua biét p 1y p=0,5 vi p * (1 —p) = 0,25 16n
nhat.
Formulan =z? p (1 — p) /e’ When p is unknown take p = 0.5 becausep * (1 —p) = 0.25
is the largest.

2.(a)n=1,96 x 0,25/ 0,04> = 3,8416 = 0,25/ 0,0016 = 600,25; 1am tron Ién 601 nguoi.
(@) n=1.967%0.25/0.04° = 3.8416 x0.25/0.0016 = 600.25; round up to 601 people.
3.b)p=03:p* (1 —p)=0,21;n=3,8416 * 0,21 / 0,0016 = 504,21; lam tron 1&€n 505
nguoi, it hon cau (a) vi ty 1€ 1éch xa 0,5.
b)p=03:p*(1—p)=021;n=38416 x0.21/0.0016 = 504.21; round up to 505
people, fewer than (a) because the proportion is far from 0.5.

4.(c)e=1,96 * \/(0,25 /500) = 1,96 * 0,02236 = 0,0438, tirc khoang 4,4%.
(c)e =196 *\/(().25 /500) = 1.96 0.02236 = 0.0438, about 4.4%.

5. So sanh: 500 nguoi cho sai s 4,4% 16n hon muc tiéu 4%, nén can thém it nhat 101
ngudi dé dat 601, hodc chip nhan sai s6 4,4%.
Comparison: 500 people give a 4.4% error, above the 4% target, so add at least 101 people
to reach 601, or accept a 4.4% error.
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Bai 3. Biéu mAiu thu s dién thoai ctia Hat Ning — Exercise 3. Hat Niing's phone number
collection form

Gian hang truc tuyén cua Hat Néng ¢6 biéu mau nhan ma giam gia: khach nhap ho tén, sb
dién thoai. Phia dudi c6 mot 6 duy nhat da tich san: “Toi dong y tham gia khao sat, nhan
quang céo va dé Hat Nang chia sé dit liéu cho ddi tac”. Phan tich biéu mau theo Luét Bao
vé dir lidu ca nhan 91/2025/QH15 va dé xuat cach sira; xac dinh day 1a hanh vi thudc giai
doan nao cua khach hang.

Hat Nang's online storefront has a form for discount codes: customers enter name and phone
number. The form carries one box, already ticked: “I agree to take part in the survey, receive
advertising and let Hat Nang share my data with partners”. Analyse the form under the Law on
Personal Data Protection 91/2025/QH15 and propose a fix; identify which stage of the
customer's behaviour this belongs to.

1. Piéu 9, khoan 4 diém a: ddng y phai theo timg muc dich. O duy nhat gop ba muc dich
(khao sat, quang cdo, chia sé d6i tac) nén khong dat.
Article 9, clause 4, point a: consent must be per purpose. A single box merges three
purposes (survey, advertising, partner sharing), so it fails.

2. Piéu 9, khoan 4 diém d: im lang hodc khong phan hoi khong duoc coi 1a dong y. O
tich sin 12 ddng y mic dinh do khach khong bo tich, nén khong c6 gia tri.
Article 9, clause 4, point d: silence or no response is not consent. A pre-ticked box is default
consent from a customer who did not untick, so it is invalid.

3. Piéu 9, khoan 2: ddng ¥ phai tu nguyén va biét 15 loai dit liéu, myc dich, bén kiém
soat, quyén va nghia vu. Biéu mau khong néu cac ndi dung nay.
Article 9, clause 2: consent must be voluntary and informed of the data, purpose, controller,
rights and duties. The form states none of these.

4. Piéu 28, khoan 3 va 5: dir liéu dung cho quang cdo can dong ¥ va cach tir chdi nhan
tin. Biéu mau thiéu nat tir chdi, thiéu cach ngimg nhan thong tin.
Article 28, clauses 3 and 5: data used for advertising needs consent and a way to refuse
messages. The form lacks a refusal option and a way to stop messages.

5. Cach stra: tach ba 6 trong, mdi 6 mot muc dich; ghi 1 dit liéu, muc dich, don vi giit
dir liéu, cach rat lai ddng y; ma giam gia khong phu thudc vao viéc tich 6 quang cio.
Fix: three separate empty boxes, one purpose each; state the data, purpose, data holder and
how to withdraw consent; the discount code must not depend on ticking the advertising box.

6. Giai doan: day 1a hoat dong thudc giai doan mua (tim hiéu, huong wu dii); dit liéu thu
duoc con dung cho nghién ciru hanh vi sau mua nén can luu theo muc dich da khai.
Stage: this belongs to the buying stage (searching, claiming an offer); the data also feeds
post-purchase research, so it must be kept for the declared purposes.

1.12. Cau hoi tyw luan va dan y tra loi — Essay questions and answer outlines

Cau 1. Phan biét khach hang, nguoi tiéu dung, ngwdi mua va nguoi sir dung; néu
mot tinh hudng ciia Hat Ning ma bon vai tro thudc bon chii thé khac nhau va cho
biét doanh nghiép nén do hanh vi cia ai.

Question 1. Distinguish customer, consumer, purchaser and user; give a Hat Nang situation
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where the four roles belong to four different parties and say whose behaviour the firm should
measure.

« Pinh nghia ngin ting khai niém (khach hang, nguoi tiéu ding, ngudi mua, ngudi sir
dung), gan v6i dinh nghia ngudi tidu ding ctia Luat BVQLNTD (Piéu 3, khoan 1).
Define each concept briefly (customer, consumer, purchaser, user), linked to the legal
definition of a consumer (Article 3, clause 1).

« Tinh hudng: siéu thi 1a khach hang ky don dat hang; nhan vién mua hang 1a ngudi
mua; chu gia dinh ra quyét dinh ti€u dung; con cai 1a nguoi sir dung.

Situation: the supermarket is the customer that signs the order; a purchasing clerk is the
purchaser, the head of household decides on consumption, the children are the users.

« Chi ra vai trd mdi bén trong ba giai doan mua — sir dung — thai bo.

Show each party's role in the three stages of buying, using and disposing.

« Chon ddi tugng do: voi thong diép vé huong vi do nguoi str dung; véi bao bi qua ting
do ngudi mua; véi hop ddng cung timg do khach hang.

Choose whom to measure: for a message on taste measure the user; for gift packaging
measure the purchaser, for a supply contract measure the customer.

* H¢ qua sai néu nham vai trd: khao sat sai nguoi cho két luan sai vé nhu cau.
Consequence of confusing roles: surveying the wrong person yields wrong conclusions about
needs.

Cau 2. So sanh phwong phap dinh tinh va dinh lwgng trong nghién ctru hanh vi
khach hang; chon phwong phap va néu quy trinh cho ba ciu héi: vi sao khach
chuyén sang ca phé lon, bao nhiéu phan trim khiach mua trén san TMPT, mic gia
nio lam doanh so giam.

Question 2. Compare qualitative and quantitative methods in customer behaviour research;
choose the method and outline the process for three questions: why customers switch to canned
coffee, what share buy on e-commerce platforms, which price level lowers sales.

* Pinh tinh tra 161 “vi sao” bé‘mg phong van siu, nhom tap trung, quan sat, nhan hoc;
mau nho, khé khai quat.
Qualitative methods answer “why” through in-depth interviews, focus groups, observation
and ethnography; small samples, hard to generalise.

« Dinh luong tra 15i “bao nhiéu” bang khao sat, thi nghiém, dir liéu s6; mau 1én, kiém
dinh théng ké.
Quantitative methods answer “how many” through surveys, experiments and digital data;
large samples, statistical tests.

« Cau 1 chon phong van sau; cau 2 chon khao sat véi ¢c& mau tinh theo cong thirc (1.1);
cau 3 chon thi nghiém hai muc gia.
Question 1: in-depth interviews, question 2: a survey with the sample size from formula
(1.1); question 3: an experiment with two price levels.

« Quy trinh bay budc: van dé, cau hoi, phwong phap, mau, thu thap, phan tich, bao cio.
The seven-step process. problem, question, method, sample, collection, analysis, report.

« Két hop: dung dinh tinh dé tim gia thuyét, dinh luong dé kiém dinh.
Combination: use qualitative work to find hypotheses and quantitative work to test them.
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Céu 3. Mot nén tiang ban 1é dé nghi Hat Niing mua géi dir liéu diu vét truc tuyén dé
quéng c4o ci nhin hoéa téi nguwoi tirng xem ca phé lon. Lap ludn ing hd va phan doi,
roi néu diéu Kién phap 1y va dao dirc dé trién khai.

Question 3. A retail platform offers Hat Ning a package of online trace data for personalised
advertising to people who viewed canned coffee. Argue for and against, then state the legal and
ethical conditions for going ahead.

« Ung ho: thong diép lién quan hon, ngan sach nho dung hiéu qua hon, khach giit quyén
kiém soat néu c6 déng y va tir chdi.
For: more relevant messages, small budgets used efficiently, customers keep control when
there is consent and opt-out.

« Phan d6i: xdm pham riéng tu, khai thac diém yéu nhu mua boc dong, dong ¥ bi gop,
dir liéu tré em.
Against: intrusion on privacy, exploitation of weaknesses such as impulse buying, bundled
consent, children's data.

« Diéu kién phép 1y: sy dong y theo Diéu 9 (timg muyc dich, khong im ling); Diéu 28,
khoan 3, 5, 8 (dong ¥, tir chdi, theo ddi chi khi c6 dong ¥); Diéu 24 véi tré em.
Legal conditions: consent under Article 9 (per purpose, never silence),; Article 28, clauses 3,
5, 8 (consent, refusal, tracking only with consent); Article 24 for children.

« Piéu kién dao dtrc: khong nham nhém dé& bj ton thuong (Luat BVQLNTD, Piéu 8),
cong khai ngudn dir liéu, gidi han thoi gian luu.
Ethical conditions: do not target vulnerable groups (consumer law, Article 8), disclose the
data source, limit retention.

« Két ludn ¢ diéu kién: chi trién khai khi ngudn dir liéu chting minh dugc sy dong
hop €.

Conditional conclusion: go ahead only when the data source can prove valid consent.
1.13. Cau héi tric nghiém — Multiple-choice questions

1. Theo dinh nghia hanh vi ngudi tiéu ding, qua trinh nghién ciru can bao gém céc giai
doan nao?
According to the definition of consumer behaviour, which stages must a study cover?
A. Chi giai doan tim hiéu va thanh toan / Only searching and payment
B. Mua, str dung va thai bé san pham / Buying, using and disposing of the product
C. Chi giai doan sir dung sau khi mua / Only use after the purchase
D. Chi giai doan quang cdo cua doanh nghi€p / Only the firm's advertising stage
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2. Chi Lan dit ca phé rang xay trén san TMDT dé b chi pha mdi sang. Vai trd cua chi
Lan va cta b chi 1a gi?
Ms Lan orders ground coffee online for her father to brew each morning. What are the roles
of Ms Lan and her father?
A. Chj 12 nguoi st dung, bd 12 ngudi mua / She is the user, her father the purchaser
B. Ca hai déu chi 1a ngudi stt dung / Both are only users

C. Chi 1a khach hang t6 chtic, bd 12 nguoi mua / She is an organisational customer,
her father the purchaser

D. Chi 1a nguoi mua, bd 1a ngudi st dung / She is the purchaser, her father the user

3. Trong md hinh hop den kich thich — dap tng, chuong trinh khuyén mai ciia Hat Nang
thudc thanh phan nao?
In the stimulus—response black-box model, which component is Hat Nang's promotion
programme?
A. DBéap Gng cua ngudi mua / The buyer's response
B. Kich thich marketing di vao hdp den / A4 marketing stimulus entering the black box
C. Pbic diém ngudi mua trong hop den / A4 buyer characteristic inside the black box
D. Qua trinh quyét dinh bén trong hop den / A decision process inside the black box

4. Nhom tap trung tdm nguoi thao luan vé 1y do chon goi qua ca phé. Pay 1a phuong
phép thudc nhém nao?
A focus group of eight discusses reasons for choosing a coffee gift pack. Which type of
method is this?
A. Phuong phap dinh tinh, thdm do 1y do / A4 qualitative method exploring reasons

B. Phuong phap dinh lugng, do ty 18 trén mau 16n / A4 quantitative method measuring
proportions on a large sample

C. Thi nghiém kiém tra quan hé nhin qua / An experiment testing cause and effect

D. Phan tich dir liéu s6 tir dau vét truc tuyén / Analysis of digital data from online
traces

5. Bang chéo gém 5 hang va 3 cdt duoc kiém dinh y* doc lap. S4 bac tu do béng bao

nhiéu?
A cross-tabulation with 5 rows and 3 columns is tested with the y? test of independence. What
are the degrees of freedom?

A. 15

B. 8

C.12

D.6
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6. Mot khao sat c6 n = 300 ngudi; tong hang ctia nhom A 13 60 va tong cot ciia kénh tap

hoa 1a 150. Tan s6 ky vong ctia 6 nay 1a bao nhiéu?
A survey has n = 300 people, the row total of group A is 60 and the column total of the
grocery channel is 150. What is the expected count of this cell?

A. 30

B. 60

C.90

D. 150

7. Udc luong mot ty 18 chua biét véi sai sb bién 5% ¢ do tin cay 95% (z = 1,96), p = 0,5.

C3 mau t6i thiéu 1a bao nhiéu?
To estimate an unknown proportion with a 5% margin of error at 95% confidence (z = 1.96),
p = 0.5, what is the minimum sample size?

A. 196

B. 384

C. 385

D. 400

8. Theo Piéu 9 Luat Bao vé dit liéu ca nhan 91/2025/QH15, diéu ndo sau diy dung vé su

ddng y cua chi thé dit lidu?
Under Article 9 of the Law on Personal Data Protection 91/2025/QH]135, which statement on
the data subject's consent is correct?

A. Khéach khong tra 101 duoc coi 1a dd ddng y / A4 customer who does not reply is

deemed to consent

B. O dong y tich sin dugc coi la hop 1& / A4 pre-ticked consent box is valid

C. Mot 1an dong v ap dung cho moi muc dich / One consent covers all purposes

D. Sy im ling khong dugc coi 1a sy dong y / Silence is not treated as consent
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Chuong 2. Nhan thire cia nguwoi tiéu dung — Chapter 2. Consumer

perception

Muc tiéu chwong — Chapter objectives

* Phan bi¢t cam giac vdi nhan thirc va van dung nam giadc quan vao marketing cho quan
Ning Café.
Tell sensation from perception and apply the five senses to marketing for the Nang Café
shop.

« Phan biét ngudng tuyét ddi voi ngudng sai biét; tinh ngudng sai biét theo dinh luat
Weber cho gia va khdi lugng, nhan dién thi thuat giam khéi luong giit gia.
Tell the absolute threshold from the differential threshold; compute the differential threshold
with Weber's law for price and weight and identify the practice of cutting weight at an
unchanged price.

« M6 ta qua trinh tiép xtic, cha y, dién giai; giai thich chil y chon loc, qua tai thong tin,
nguyén tac Gestalt, lugc dd, mdi va ky hiéu hoc.
Describe exposure, attention and interpretation, explain selective attention, information
overload, the Gestalt principles, schemas, priming and semiotics.

* Phéan loai sau loai rui ro cdm nhan va cach giam; doc ban dd nhan thire, tinh khoang
cach Euclid t6i diém 1y tudng, dé xuat dinh vi hodc tai dinh vi.
Classify the six kinds of perceived risk and ways to reduce them; read a perceptual map,
compute the Euclidean distance to the ideal point and propose positioning or repositioning.
« Néu yéu ciu phéap luat Viét Nam vé nhin hang hoa va quang céo trung thuc: Luat
BVQLNTD, Nb 37/2026/ND-CP, Luat Quang céo.

State the Vietnamese legal requirements for goods labels and truthful advertising: the Law
on Consumer Protection, Decree 37/2026/ND-CP and the Law on Advertising.

2.1. Cam giac, nhan thirc va marketing giac quan - 2.1. Sensation, perception and

sensory marketing

Cam giac (sensation) la phan ung tirc thoi cua cac co quan thu cam trudce kich thich don
gian nhu anh sdng, am thanh, mui, vi, &p lyc. Nhan thuc (perception) 1a qua trinh chon
loc, t chirc va dién giai cac kich thich d6 thanh mot buc tranh ¢ nghia. Hai nguoi cung
nhin mot bao bi ¢6 thé cam giac nhu nhau nhung nhan thirc khac nhau, vi kinh nghié¢m,
nhu cau va ky vong khic nhau. V&i marketing, thtr quyét dinh hanh vi 13 cai duoc nhan
thirc, khong phai cai ton tai khach quan.

Sensation is the immediate response of the sense organs to simple stimuli such as light, sound,
smell, taste and pressure. Perception is the process of selecting, organising and interpreting
those stimuli into a meaningful picture. Two people may look at the same pack and sense the
same thing yet perceive it differently, because their experience, needs and expectations differ.
For marketing, what drives behaviour is what is perceived, not what exists objectively.
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Tiéu chi Cam giac Nhén thire

Criterion Sensation Perception

. ., ué trinh tdm 1y chon loc, t chirc, dién
Phan tng sinh ly cta giac quan Q e

Bén chat e . gidi
Physiological response of a sense . ) .
Nature orean Psychological process of selecting,
& organising, interpreting
A . . . , Toan bd kich thich cong véi kinh
Pau vao Kich thich don 1& A e ses
i . nghiém, boi canh
Input A single stimulus i ] )
All stimuli plus experience and context
Khéc nhau giira
nguoi voi nguoi Nho, theo gidi han sinh ly Lén, theo nhu cau, ky vong, van hoa
Variation between Small, set by physiology Large, by needs, expectations and culture

people

, ) ; ] A Coi bao bi nau 1a ca phé dam, chit luon
, Mat thu anh sang ctia bao bi nau phec s
Vidu cao

The eye receives the light from a

Example Reading the brown pack as strong, high-

brown pack quality coffee
PHAI THUQC / MEMORISE — Cam giéc 1 dau vao sinh 1y cta timg kich thich; nhan thtrc
1a két qua sau khi chon loc, t6 chirc va dién giai. Ngudi tiéu dung phan tmg véi nhan thic cua
ho.

Sensation is the physiological input from each stimulus; perception is the result after selecting,
organising and interpreting. Consumers respond to their perception.

Nam giac quan trong marketing — 7The five senses in marketing

Marketing gidc quan (sensory marketing) chi dong thiét ké kich thich cho timg gic quan
dé tac dong dén nhan thire, cam xuc va hanh vi. Bang sau ap dung cho quan Nang Café
ctia Hat Nang.

Sensory marketing deliberately designs stimuli for each sense to shape perception, emotion and
behaviour. The table applies it to the Nang Café shop of Hat Nang.

Giac quan Yéu t6 marketing Ung dung & quan Ning Café

Sense Marketing element Use at Néng Café

Tong nau va vang nang cho bao bi, anh sang am &

Mau sic, hinh dang, anh X
e quay; thuc don c6 anh mon chu luc

Thi giac sang, bao bi ,
N g & L Brown and sunlight-yellow tones for packaging, warm
Sight Colour, shape, lighting, . . .
) light at the counter, a menu with photos of the
packaging ‘ i
signature items
Nhac nén, 4m hiéu thuong Nhac nhip vira, tiéng xay ca phé tai chd; méot doan
Thinh giac hiéu, tiéng may xay am hiéu ngén cho quang céo video
Hearing Background music, sonic logo, Medium-tempo music, grinding on the spot; a short
sound of the grinder sonic logo for video ads
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Giac quan Yéu t6 marketing Ung dung ¢ quan Ning Café
Sense Marketing element Use at Néng Café
Mui ca phé rang, mui déc Rang va xay ngay gan ctra ra vao dé mui lan ra 16i
Khtru giac trung cua cura hang di
Smell Roasted coffee aroma, signature = Roasting and grinding near the entrance so that the
Store scent aroma reaches the walkway

N T A Cho ném thir mién phi nhé; tén mén va mo ta goi
Vi, mau thu, ky vong vé vi

Vi giac dung huong vi thuc
Flavour, samples, flavour . ) ..
Taste . Small free tastings; item names and descriptions that
expectations ‘
match the true flavour
Chat liéu bao bi, ly, ban ghé, Ly gidy day vira tay, ti gidy kraft cho ca phé
Xuc giac do ndng rang xay
Touch Packaging material, cups, Cups with a comfortable thickness, kraft paper bags

furniture, weight for roasted coffee

MJi giac quan c6 diém manh riéng. Khtru gidc gan chat voi ky e va cam xic nén mui ca
phé rang d& goi nhd mot quan quen; thinh giac diéu chinh nhip: nhac cham thuong khién
khach & 1au hon, nhac nhanh khién khach rdi nhanh hon. Cac tic dong nay co diéu kién:
hi¢u tng thay ddi theo van hoa, gioi, do tudi va hoan canh mua, nén can thir nghiém
trudc khi ap dung dai tra.

Each sense has its own strength. Smell is closely tied to memory and emotion, so the aroma of
roasted coffee easily recalls a favourite shop; hearing sets the pace: slow music tends to keep

shoppers longer and fast music sends them out sooner. These effects are conditional: they vary
with culture, gender, age and buying situation, so test before wide use.

2.2. Nguwong cam giac va dinh luat Weber — 2.2. Sensory thresholds and Weber's law

Ngudng tuyét dbi (absolute threshold) 14 cudng do kich thich nho nhat ma giac quan phat
hién duoc, chang han luong dudng téi thiéu dé nhan ra vi ngot, hay d6 sang tbi thiéu cia
bién hiéu. Ngudng sai biét (differential threshold, just noticeable difference, IND) 1a murc
thay d6i nho nhit ctia mot kich thich ma ngudi ta con phan biét dugc véi kich thich ban
dau. Marketing quan tAim ngudng sai biét vi moi quyét dinh doi gia, ddi quy cach, doi bao
bi déu dit ra cau hoi: khach c6 nhan ra khong?

The absolute threshold is the weakest stimulus a sense can detect, such as the least sugar needed
to taste sweetness or the least brightness of a sign. The differential threshold, or just noticeable
difference (JND), is the smallest change in a stimulus that can still be told apart from the
original. Marketing cares about the differential threshold because every decision on price, size
or packaging raises one question: will customers notice?

Tiéu chi Ngudng tuyét doi Nguwong sai biét

Criterion Absolute threshold Differential threshold

C6 cam nhan dugc kich thich hay
khong?

Is the stimulus sensed at all?

Cau hoi
Question

Hai kich thich c6 khac nhau khong?
Do two stimuli differ?
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Tiéu chi Ngudng tuyét doi Nguwong sai biét

Criterion Absolute threshold Differential threshold

Po bang Cuong d6 nho nhat phat hién duge  Mirc d6i nho nhit phan biét duogc
Measured by Weakest detectable intensity Smallest distinguishable change

Cuong do gbe: cang 16n, ngudng cang

Phy thudc Giac quan, nguoi, diéu kién 16n
Depends on Sense, person, conditions Original intensity: the larger, the higher the
threshold

Bién Ning Café du sang dé thiy tir  Gia 120.000 ddng tang bao nhiéu thi

Vidu xa khach nhan ra
Example The Néng Café sign is bright enough How far 120,000 must rise before customers
to be seen from afar notice

Pinh luat Weber (Weber's law) phat biéu ring ngudng sai biét ti 1¢ thuan voi cudng do
gbc: thay d6i twong dbi can dé nhan ra 1a mot hang s6 k, goi 13 hang sé6 Weber.

Weber's law says that the differential threshold is proportional to the original intensity: the
relative change needed to be noticed is a constant k, the Weber constant.

Al /1=K 2.1)
JND =k * I (2.2)

Trong d6 I 1a cuong do géc (gia, khdi lugng, dd ngot), Al 1a murc thay doi vira du dé nhan
ra. Vi du cta Hat Ning: géi ca phé 500 g gia 120.000 dong, khach hang c6 k = 0,05 (dit
kién dé bai).

Here I is the original intensity (price, weight, sweetness) and Al the change just large enough to
be noticed. Hat Nang example: a 500 g pack priced at VND 120,000, customers with k = 0.05
(problem data).

# Pinh ludt Weber: JND = k * I, hdng sb k = 5%
K = 0.05

def vn (x):
return f"{x:,.0f}".replace(",", ".")

print ("Gia gbc JND Tdng cham ngudng Gidm cham ngudng")
for gia in (60000, 120000, 240000) :

jnd = K * gia

print (f"{vn(gia) :>8}{vn(jnd) :>7}", end="")

print (f"{vn(gia + jnd) :>15}{vn(gia - jnd):>19}")

Két qua chay / Output

Gia gbc JND Tang cham ngudng Giam cham ngudng
60.000 3.000 63.000 57.000
120.000 6.000 126.000 114.000
240.000 12.000 252.000 228.000

O gia 120.000 déng, IND = 6.000 dong: gia ting dén 126.000 dong hodc giam dén
114.000 dong 1a cham ngudng. Ngudng ting theo gia gdc (3.000 dong & 60.000 dong,
12.000 ddng ¢ 240.000 ddng) nhung ti 18 van 1a 5%.
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At VND 120,000 the JND is VND 6,000: a rise to VND 126,000 or a cut to VND 114,000 touches
the threshold. The threshold grows with the original price (VND 3,000 at 60,000, VND 12,000 at
240,000) but the ratio stays at 5%.

16.000

14.000 .
Nhan ra mirc doi gia

12.000 -

10.000

IND = 5% = gia gbc
8.000

6.000 -

Mtc thay déi gia (dong)

4.000 Chua nhan ra

50.000 100.000 150.000 200.000 250.000
Gié gbc (dong)

Hinh 2.1. Ngudng sai biét vé gia theo dinh luat Weber voi k = 5%: ving dudi duong 1a mirc doi
gia thuong chua bi nhan ra.
Figure 2.1. Differential threshold for price under Weber's law with k = 5%: the area under the line is the
price change that usually goes unnoticed.

Bai miu 1. Ngudng gia ciia goi 500 g — Worked example 1. Price threshold of the 500 g
pack

Pé bai: gbi ca phé rang xay 500 g gia 120.000 dong, k = 0,05. Tinh JND, khoang gia
chua bi nhan ra, va cho biét Hat Néng tang gia mot 1an 4.000 déng hoac 7.000 déng thi
két qua cam nhan ra sao.

Problem: a 500 g roasted coffee pack costs VND 120,000 and k = 0.05. Compute the JND and

the price range not yet noticed, and say what happens to perception if Hat Ning raises the price
once by VND 4,000 or VND 7,000.

Bude Tinh Két qua
Step Calculation Result

1 IND =k * 1=10,05 * 120.000 6.000 déng
JIND =k 1= 0.05 » 120,000 VND 6,000
) Can trén va can duai: 120.000 + 6.000 126.000 va 114.000
Upper and lower bound: 120,000 £ 6,000 126,000 and 114,000
Dudi ngudng, thuong chua
3 Tang 4.000 dong: 4.000 so v&i 6.000 nhén ra
A rise of 4,000: 4,000 against 6,000 Below the threshold, usually
unnoticed
4 Tang 7.000 dong: 7.000 so vai 6.000 Vuot nguong, khach nhan ra
A rise of 7,000: 7,000 against 6,000 Above the threshold, noticed
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Ung dung cho Hat Nang: khi chi phi nguyén liéu ting, mét 1an ting 4.000 dong it gay
phan trng hon mot lan tang 7.000 déng. Nguoc lai, khi khuyén mai, muc giam phai dat
hodc vuot JIND mdi tao cam nhén vé wu dai: giam 2.000 déng trén gia 120.000 déng
thuong khong du.

Application for Hat Ning: when raw material costs rise, a rise of VND 4,000 draws less reaction

than one of VND 7,000. Conversely, in a promotion the cut must reach or exceed the JND to
create a sense of a deal: VND 2,000 off a price of VND 120,000 is usually not enough.

Hai lan ting nho lién tiép thi khac. Néu nguoi mua so v6i gia ctia 1an mua trude, moi
budc déu dudi ngudng; néu ho so voi gia gdc nhé 1au, mic cong don cd thé vuot
nguong.

Two small successive rises are different. If buyers compare with the price of their last purchase,

each step is under the threshold; if they compare with the remembered original price, the
cumulative rise may exceed it.

# Hai 14n td3ng gid lién tiép, mdi 14n 4% (dir kién dé bai)
GIA, K, BUOC = 120000, 0.05, 0.04

def vn (x):
return f"{x:,.0f}".replace(",", ".")

jnd = K * GIA

gial = GIA * (1 + BUOC)

gia2 = gial * (1 + BUOC)

print ("Ngudng JND so véi gid gbe:", wvn(jnd), "ddng")

prlnt('Lé 1: tdng", vn(gial - GIA), "ddéng, gia méi", vn(gial))
print ("Lan 2: t&ng", vn(gia2 - gial), "ddng, giad mdéi", vn(gia2))
cong = gia2 - GIA

pct = f'{(glaz / GIA - 1) * 100:.2f}".replace(".", ",")

print ("Céng dén:", vn(cong), "ddéng =", pct, "$")

print ("M&i 1l4n riéng 1lé dat nguong ", gial - GIA >= jnd)

print ("Céng dén so véi giad gbc dat ngudng:", cong >= jnd)

Két qua chay / Output

Ngudng JND so vdi giad gbc: 6.000 ddng
Lan 1: tdng 4.800 ddng, giid mdi 124.800
Lan 2: tdng 4.992 ddng, giid méi 129.792
Céng doén: 9.792 déng = 8,16 %

M&i 14n riéng lé dat ngudng: False

Céng dén so vdi gid gbc dat ngudng: True

M&i 1an ting 4.800 va 4.992 dong déu dudi IND 6.000 dong, nhung cong don 1a 9.792
dong, tic 8,16%, vuot ngudng. Quy tic thuc hanh: ngudng ap vao gia khach ding lam

mdc so sanh; budc ting gan nhat chi 1 mot mébc trong s6 do.

Each rise of VND 4,800 and VND 4,992 is under the JND of VND 6,000, yet the cumulative rise
is VND 9,792, or 8.16%, above the threshold. Rule of thumb: the threshold applies to the price
customers use as their reference, not only to the latest step.

LOI HAY GAP / COMMON MISTAKE — Nhdm ngudng tuyét d6i v6i ngudng sai biét,
hoic léy JND 1a mét sb déng ¢ dinh cho moi muc gia. Theo dinh luat Weber, JND tinh theo
ti 16 k cua gia gbe: 3.000 dong & gia 60.000 ddng nhung 12.000 dong & gia 240.000 dong.
Confusing the absolute threshold with the differential threshold, or taking the JND as a fixed number
of dong at every price. Under Weber's law the JND is the ratio k of the original price: VND 3,000 at
60,000 but VND 12,000 at 240,000.
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2.3. Giam khdi lwong giir gia va nhén thirc dwéi ngudng — 2.3. Shrinkflation and

subliminal perception

Shrinkflation 1a viéc giam khéi luong hoic kich thude san pham ma giit nguyén gia ban,
nén don gia thuc ting. Co s¢ hanh vi 13 dinh luat Weber: néu muc giam nhé hon ngudng
sai biét vé khoi lugng, nhiéu khach khong nhén ra, trong khi ho thuong dé y gia niém yét
nhiéu hon khéi lugng. Pon gia tinh theo cong thic sau:

Shrinkflation is cutting the weight or size of a product while keeping the price, so the real unit
price rises. The behavioural basis is Weber's law: if the cut is smaller than the differential
threshold for weight, many customers do not notice, because they tend to watch the listed price
more than the weight. The unit price is computed as:

Pon gia = Gia / Khoi lwong (2.3)

Poan ma giir gia 120.000 ddng cia goi 500 g (k = 0,05) va thir bdn mirc giam khdi lugng.
The code keeps the price of VND 120,000 for the 500 g pack (k = 0.05) and tries four weight
cuts.

# Shrinkflation: git gid 120.000 ddng, giadm khdi luong tu 500 g
GIA, MO, K = 120000, 500, 0.05

def vn(x, n=0):
s = f"{x:, . {n}f}"
return s.replace(",", "#").replace(".", ",").replace("#", ".")

print ("Cc&t  Khéi luong Pon giad (d/kg) T&ng don gi&  Nhan ra")
for cat in (0.03, 0.04, 0.05, 0.06):

m = MO * (1 - cat)

dg = GIA / m * 1000

tang = (M0 / m - 1) * 100

ra = "co6" if cat >= K else "khdng"

print (f"{cat:>4.0%}{vn(m, 1):>9} g{vn(dg) :>15}", end="")

print (f"{vn (tang, 3):>12} %${ra:>9}")

Két qua chay / Output

cét Khéi lugng Pon gid (d/kg) Tang don gia Nhén ra
3% 485,0 g 247.423 3,093 % khéng
4% 480,0 g 250.000 4,167 % khéng
5% 475,0 g 252.632 5,263 % cd
6% 470,0 g 255.319 6,383 % cd

Cit 5% (con 475 g) cham ngudng; don gia tir 240.000 1én 252.632 dong/kg, ting 5,263%.
Cit 4% (con 480 g) dudi ngudng nén it bi nhan ra, nhung don gia van tang 4,167%. Pon
gi4 ludn ting nhiéu hon muc cat vi khéi lwong nam & méu so.

A cut of 5% (475 g) touches the threshold; the unit price goes from VND 240,000 to VND
252,632 per kg, up 5.263%. A cut of 4% (480 g) is under the threshold and is unlikely to be
noticed, yet the unit price still rises 4.167%. The unit price always rises more than the cut
because weight is the denominator.
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Bai miu 2. Giir gia, giam con 475 g — Worked example 2. Same price, cut to 475 g

Bude Tinh Két qua
Step Calculation Result

Khdéi lugng méi: 500 * (1 — 0,05)

! New weight: 500 * (1 — 0.05) 475 ¢

) DPon gia cii: 120.000 / 500 * 1.000 240.000 dé)ng/kg
Old unit price: 120,000/ 500 * 1,000 VND 240,000 per kg

3 Pon gia mai: 120.000 / 475 * 1.000 252.632 déng/kg
New unit price: 120,000/ 475 = 1,000 VND 252,632 per kg

4 Tang don gia: 500 /475 — 1 5.263%

Rise in unit price: 500 /475 — 1

Ung dung: néu Hat Néng can gilr bién loi nhuan, giam 4% khdi lugng s€ kho bi nhan ra
hon giam 5% hay 6%. Cach nay chi hop phap va bén khi thong tin trung thuc: khéi luong
ghi trén bao bi phai 13 khéi lugng that (muc 2.9), va khach hang so don gia dé hon trén
san thuong mai di¢n tir.

Application: if Hat Ning must protect its margin, a cut of 4% in weight is harder to notice than
5% or 6%. The practice is lawful and durable only with truthful information: the weight on the

pack must be the real weight (section 2.9), and customers can compare unit prices more easily
on e-commerce platforms.

Nhan thirc dwdi ngwong — Subliminal perception

Nhén thtrc dudi ngudng (subliminal perception) 1a viéc kich thich dugc xu 1y khi cuong
d6 thap hon ngudng tuyét ddi c6 y thic, chang han hinh anh chiéu trong vai phan nghin
gidy. Bang chung: thi nghiém rap chiéu bong nam 1957 thudong duoc nhic dé ndi rang
quang c4o an 1am ting doanh s, nhung khong dugc kiém chimg lap lai va nguoi cong bd
sau d6 thira nhan s6 liéu khong dang tin. Cac thi nghiém phong lab ¢ kiém soat vé sau
chi ghi nhan tac dong nho, ngan, chu yéu 1én nguoi von di c6 nhu cau (vi du dang khat),
va khong d6i duoc lya chon nhin hang cta nguoi khong ¢6 nhu cau.

Subliminal perception is the processing of a stimulus whose intensity is under the conscious
absolute threshold, such as an image flashed for a few thousandths of a second. Evidence: the
1957 cinema experiment is often cited to claim that hidden messages raise sales, but it was never
replicated and its author later admitted that the figures were not reliable. Later controlled

laboratory studies record only small, brief effects, mainly on people who already have the need
(for example, thirst), and they do not change the brand choice of people without the need.

Gidi han: hiéu tmg nho, phu thudc nhu cau c6 sin va khé 1ap lai; nhidu nudc cam hoic
han ché quang c4o an vi nguy co danh Ira. Véi Hat Nang, ngudn lyc nén don vao nhing
kich thich khach nhan thiy va danh gia duoc, khong vao quang cao an.

Limits: the effect is small, depends on an existing need and is hard to repeat; many countries ban

or restrict hidden advertising for the risk of deception. For Hat Nang, resources are better spent
on stimuli customers can notice and judge, not on hidden ads.
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LOI HAY GAP / COMMON MISTAKE — Tinh mtrc ting don gia bang dung mirc giam
khéi lugng (5% giam thanh 5% ting). Pon gia = gia / khdi lwong nén ting 500 /475 — 1 =
5,263%, 16n hon 5%. L&i thir hai 14 coi nhan thirc dudi ngudng 1 cong cu chic chin cé hiéu
qua.

Equating the rise in unit price with the weight cut (a 5% cut becoming a 5% rise). Since unit price =
price /weight, it rises by 500/ 475 — 1 = 5.263%, more than 5%. A second mistake is to treat
subliminal perception as a tool that surely works.

2.4. Qua trinh nhan thirc: tiép xic, chi y, dién gidi — 2.4. The perception process:

exposure, attention, interpretation

Nhan thirc dién ra qua ba giai doan nbi tiép. Tiép xuc (exposure): kich thich cham giac
quan cta nguoi tiéu dung, c6 thé chi dong (tim doc danh gia) hodc ngiu nhién (di qua
bién quang céo). Chu y (attention): nguoi tiéu dung danh mot phan ning luc xur 1y cho
kich thich d6. Dién giai (interpretation): gan nghia cho kich thich dua trén lugce do, kinh
nghiém va bdi canh. Mdi giai doan loc b6t kich thich: phan 16n kich thich cham giac
quan khong duoc chu ¥, va phan duge cha ¥ ¢6 thé bi hiéu khac y ngudi phat.

Perception passes through three consecutive stages. Exposure: a stimulus reaches the
consumer's senses, either deliberately (reading reviews) or by chance (passing a billboard).
Attention: the consumer devotes part of processing capacity to the stimulus. Interpretation:
meaning is assigned to the stimulus from schemas, experience and context. Each stage filters
stimuli: most stimuli that reach the senses are not attended to, and those attended to may be read
differently from what the sender meant.

B9 loc: nhu cau, ky vong, kinh nghiém, tdm trang

Kich thich [» Tiépxic |» Chi y »| Diéngiai |»| Phinimg

Mau, am, Nam giac quan, Chon loc, Luogc d6, moi, Tri nhd, thai dg,
mui, gia ngudng cam giac qua tai ky hi¢u quyét dinh mua

Hinh 2.2. Qua trinh nhan thirc: tir kich thich dén phéan ng, qua bd loc nhu cau, ky vong, kinh
nghiém va tam trang.

Figure 2.2. The perception process: from stimulus to response, through the filters of need, expectation,
experience and mood.

Chi y chon lgc, qua tdi thong tin va né quang cao — Selective attention, information
overload and ad avoidance

Chu y chon loc (selective attention) & xu huéng chi xir Iy kich thich lién quan dén nhu
cau hién tai, khac biét rd voi xung quanh, hodc c¢6 cuong do 16n, chuyén dong, mdi la.
Nguoi khat chil y bién ca phé lanh hon ngudi vira an xong. Qua tai thong tin (information
overload) xdy ra khi lugng thong tin vugt kha nang xur ly, nguoi tiéu dung bo qua, chon
dudng tat nhu nhan quen hodc danh gia sao, hodc tri hodn quyét dinh. Né quang cio (ad
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avoidance) g6m bod qua vé nhén thirc (khéng doc), vé hanh vi (luot, chan) va vé co hoc
(chuyén kénh); nguyén nhan thuong 1a quang céo lap, gay phién hodc khong lién quan.
Selective attention is the tendency to process only stimuli that relate to a current need, differ
clearly from the surroundings, or are intense, moving or new. A thirsty person notices an iced
coffee sign more than someone who has just eaten. Information overload occurs when the
amount of information exceeds processing capacity, and consumers skip, use shortcuts such as a
familiar label or star ratings, or postpone the decision. Ad avoidance covers cognitive avoidance
(not reading), behavioural avoidance (scrolling past, blocking) and mechanical avoidance
(switching channel),; the causes are usually repetitive, irritating or irrelevant ads.

Yéu t6 thu hit cha

. N¢i dung Ung dung ciia Hat Niing
y ) Content Hat N(fng application
Attention factor
Kich thudc, 6 sang, am lugng Tén thuong hi¢u chir 16n, twong phan
Cuong d6 16mn hon xung quanh trén bao bi
Intensity Size, brightness, volume above the Large brand name with strong contrast
surroundings on the pack

Bao bi vang nang giira day ké mau

Tuong phan Khac biét voi cai xung quanh nau
Contrast Standing out from the surroundings A sunlight-yellow pack among brown
shelves

Phién ban gidi han theo mua thu

Moi la Dicu chua thay, bat ngo
. hoach
Novelty Something unseen, unexpected o »
Limited editions by harvest season
Quang c4o ca phé pha san hién vao
Lién quan Gan v6i nhu cau, so thich hién tai  budi sang di lam
Relevance Tied to a current need or interest Ready-to-drink ads shown in the morning

commute

Ung dung: khi giam qua tai, Hat Nang dat mot thong diép chinh cho mdi diém cham (bao
bi chi néu tén, ving tréng, ngay rang), thay vi liét ké moi tinh nang.

Application: to reduce overload, Hat Ning sets one main message per touchpoint (the pack
states only the name, growing area and roast date) instead of listing every feature.

2.5. T6 chirc nhan thirc va nguyén tic Gestalt — 2.5. Perceptual organisation and the
Gestalt principles

Nguoi tiéu ding khong nhan cac kich thich rdi rac ma t6 chirc ching thanh nhiing tong
thé c¢6 y nghia. Tam 1y hoc Gestalt (nghia 13 hinh thé, dang thirc) cho rang tong thé khac
v6i phép cong cac phan. Mot s6 nguyén tic dung nhiéu trong thiét ké marketing:

Consumers do not receive stimuli one by one but organise them into meaningful wholes. Gestalt

psychology (the word means form or shape) holds that the whole differs from the sum of its
parts. Several principles are widely used in marketing design:

« Khép kin (closure): ndo ty 1ap chd thiéu dé thay hinh tron ven, vi du logo vong tron ho
van duoc doc 13 vong tron.
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Closure: the mind fills in what is missing to see a complete shape, for example a logo with a
gap in the circle is still read as a circle.

« Twong dong (similarity): cac vt giéng vé mau, hinh, kich thudc duge nhin nhu mot
nhém, vi du cac hop cting mau ciia mot dong san pham.
Similarity: items alike in colour, shape or size are seen as a group, for example boxes of one
colour in a product line.

« Gan nhau (proximity): cac vt & gan nhau dugc gom thanh nhom, vi du mén d6 udng
dat sat nhau trén bang thuc don.

Proximity: items near each other are grouped, for example drinks placed together on a menu
board.

« Hinh — nén (figure and ground): ngudi xem tach mot ddi twong ndi (hinh) khoi phan
con lai (nén); dbi twong nao dugc nhin 1a hinh quyét dinh cai duogc nho.
Figure and ground: the viewer separates a prominent object (figure) from the rest (ground);
which object is seen as the figure decides what is remembered.

Khép kin Twong dong Hinh — nén

Hinh 2.3. Ba nguyén tic Gestalt: khép kin, twong dong, hinh — nén.
Figure 2.3. Three Gestalt principles: closure, similarity, figure and ground.

Nguyén tic Déu hi¢u nhan ra Ung dung ¢ Hat Ning

Principle Telltale sign Hat Ning application

. A, x Biéu twong mit troi tao bang cac tia roi
Hinh thiéu nét van doc tron INg M i & ’

Khép kin khong khép nét
p An incomplete shape still reads ong khep ne X .
Closure whole A sun symbol made of separate rays, with no
closed outline
Mdi dong san pham mot mau bao bi, ba
Tuong dong Cung mau, hinh tao nhom dong cung kiéu chir
Similarity Same colour or shape forms a group = One pack colour per product line, the same
lettering across all three
Cac moén ca phé lon ¢ cung mot 6 trén thyuc
Gan nhau bat sat nhau thi thanh nhom don
Proximity Placed close, they form a group The ready-to-drink items sit in one block of the
menu
. 2 Chit nau d4m trén nén kem dé tén thuong
Hinh — nén PV ORISR | B 118 L8
i MGt vat noi trén nén hiéu 1a hinh
Figure and . .
ground One object stands out on a ground — Dark brown lettering on cream so that the

brand name is the figure
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LOI HAY GAP / COMMON MISTAKE — Cho rang thiét ké cang nhiéu chi tiét cang d&
nh¢. Khi qué nhiéu phan tir canh tranh nhau, ngudi xem khong tach duge hinh khoi nén va
nhé it hon; mdi bao bi chi nén c6 mot diém nhéan lam hinh.

Believing that more design detail is easier to remember. When too many elements compete the viewer
cannot separate figure from ground and remembers less; each pack should have one focal point

acting as the figure.

2.6. Dien giai: luwgc do, moi, suy luan va ky hiéu hoc — 2.6. Interpretation: schemas,

priming, inference and semiotics

Dién giai 1a gan nghia cho kich thich da duoc chu y. Lugc dd (schema) 13 khung kién
thirc da hoc vé mot loai dbi twong, gitp suy ra phan chua thay: thy ly gidy c6 logo quen,
khach suy ra day 1a mot quan ca phé lay di. Mbi (priming) 1a viéc mét kich thich trudc
lam d& kich hoat kich thich lién quan sau: nghe nhac truyén théng & quan khién khach dé
chon mon phin hon mén hién dai. Suy luan 12 18i di tat khi thiéu thong tin: suy luan gia —
chét lugng (gid cao dugc cho la chét lugng cao), suy luan theo thuong hi€u, va suy luan
theo xuét xtr (ca phé ving trong ndi tiéng duoc tin 1 ngon hon).

Interpretation assigns meaning to a stimulus that has been attended to. A schema is a learned
frame of knowledge about a kind of object that lets people infer what they cannot see: seeing a
paper cup with a familiar logo, the customer infers a takeaway coffee shop. Priming means that
an earlier stimulus makes a related later one easier to activate: hearing traditional music in a
shop makes customers more likely to pick a phin item than a modern one. Inference is a shortcut
when information is thin: the price—quality inference (a high price is taken to mean high
quality), brand-based inference and origin-based inference (coffee from a famous growing area
is believed to be better).

Suy luan gia — chat lwvong manh hon khi khach kho danh gia chat luong trude khi mua, it
thong tin khac va khong c6 nhin hang quen. Xuat x{r chi 1am ting gia tri khi thong tin
dung va truy xuat dugc; cach ghi tén ving hay chi din dia Iy phai ¢6 cin ctr, néu khong 1a
thong tin gay nham 1n (muc 2.9).

The price—quality inference is stronger when customers cannot judge quality before purchase,
have little other information and know no familiar brand. Origin adds value only when the
information is true and traceable; naming an area or geographical indication must be
supported, otherwise it is misleading information (section 2.9).

Ky hiéu hoc — Semiotics

Ky hi¢u hoc (semiotics) nghién ctru cach dAu hiéu tao nghia. Mot ky hi€u c6 ba thanh
phan: dau hiéu (sign), 14 hinh thirc nguoi ta nhin thay hay nghe thiy; ddi tuong (object),
1a cai dugc dau hiéu néi toi; va nguoi dién giai (interpretant), 1a nghia hinh thanh trong
dau ngudi nhan. Theo quan hé giira du hiéu va d6i tugng c6 ba loai: biéu twong giéng
(icon) nhu anh hat ca phé; chi ddu (index) c6 quan hé nhan qua nhu lan hoi bdc 1én tir
tach; va biéu tuong quy udc (symbol) do xi hdi quy udc, nhu mau d6 ngay Tét goi may
man.

Semiotics studies how signs create meaning. A sign has three parts: the sign itself (the form seen
or heard), the object (what the sign refers to), and the interpretant (the meaning formed in the
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receiver's mind). By the relation between sign and object there are three kinds: the icon, which
resembles the object, such as a photo of coffee beans, the index, which has a causal link, such as

steam rising from a cup,; and the symbol, set by social convention, such as red at Tét evoking
luck.

Thanh phin Vai tro Vi du véi Hat Ning

Component Role Hat Nang example

Déu hiéu Hinh thtrc cém nhan dugc Hinh mit troi nhé trén bao bi

Sign The perceivable form A small sun on the pack

Déi tugng Cai dugc nai toi Ving dat nang gio, ca phé rang dam vira
Object What it refers to A sunny, windy land and medium-dark roast

Khach tré hiéu 1a nang lugng budi sang;
Ngudi dién giai Nghia trong ddu nguoi nhan  khach 16n tudi hiéu la ving trong
Interpretant Meaning in the receiver's mind Young customers read morning energy, older
ones read the growing area

Cung mat dAu hiéu c6 thé duoc dién giai khac nhau gitta cadc nhom khach, nén thiét ké
can thir voi ding nhém muc tiéu. Mau, con sb va con vt mang nghia khac nhau theo van
hoa (chuong 9).

One sign may be interpreted differently by different customer groups, so designs must be tested

on the real target group. Colours, numbers and animals carry different meanings across cultures
(chapter 9).

2.7. Rii ro cim nhén va cach giam - 2.7. Perceived risk and how to reduce it

Rui ro cdm nhan (perceived risk) 1a muc bat dinh va hau qua X4u ma nguoi tiéu dung
nghi t&i truée khi mua. N6 ting khi san pham dat, méi, phirc tap, kho dénh gia truée khi
dung hodc khi mua tryc tuyén. Sau loai thuong gip:

Perceived risk is the degree of uncertainty and the bad consequence a consumer anticipates

before buying. It rises when the product is costly, new, complex, hard to judge before use or
bought online. Six kinds are common:

Loai riii ro Néi lo Cich giam (Hat Ning)

Kind of risk The worry Ways to reduce (Hat Néng)

San pham khéng ngon, khon x ) .
p £ne £ Mau thir, mé ta vi trung thuc, danh gia that

Chure nang ding mo ta . .
i . Samples, honest taste description, genuine
Performance The product is not good or not as .
. reviews
described

Mit tién, gia khong ximg, mat T . L
'8 & & Doi tra, hoan tién, thanh toan an toan, hda

Tai chinh tién do lira dao don
Financial Losing money, poor value, being .
heated Returns, refunds, safe payment, receipts
cheate
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