PE CUONG ON TAP

Nguyéen ly

Marketing

Danh cho sinh vién dai hoc khéi kinh té, tai chinh

Principles of Marketing — a bilingual study guide

Moi truong marketing - Hanh vi khach hang - Nghién ciru thi truong - STP - San pham - Gia
- Phan phdi - Truyén thong marketing

Céap nhat Luat Quang céo sua d6i 2025, Luat Thuong mai dién tir 2025, Luat Bao v¢ dit li¢u
ca nhan

Tinh huéng doanh nghiép Viét c6 10i giai - Tu luan c6 dan ¥ - Trac nghiém c6 dép an

Song ngtr Viét — Anh - Vietnamese — English

Phién ban 1.0 — Thang 10 nam 2026

https://globalmarket.vin




Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

MUC LUC

CONTENTS
Chuwong 1. Tong quan vé marketing — Chapter 1. An overview of marketing ............... 6
1.1. Nhu ciu, mong mudn va cdu — Needs, wants and demands..................ooooeveeveevee... 6

1.2. San pham, gia tri, chi phi va sy thoa man — Products, value, cost and satisfaction ...8
1.3. Trao ddi, giao dich, quan hé va thi trudng — Exchange, transactions, relationships

AN TATKCLS ...ttt sttt ettt nae e 12
1.4. Binh nghia marketing — Definitions of marketing...............ccccoeeueeeeevveecreneenceeennnn. 13
1.5. Cac quan diém quan tri marketing — Marketing management orientations ............. 14
1.6. Qua trinh marketing R — STP — MM — [ - C — The marketing process R — STP — MM

L = Gttt bttt ettt n ettt sae e 16
1.7. Muc tiéu, nguyén tic, vai trd va chirc ning ctia marketing — Goals, principles, roles

and functions Of MATKEIING ...........cccoecueeueeiieiieeiieee ettt eae e eeees 19

1.8. Marketing — mix: mé hinh 4P va 4C — The marketing mix: the 4P and 4C models .21
1.9. Bao duc marketing va khung phap ly Viét Nam — Marketing ethics and the

Vietnamese 1egal frameWork .................cccoovieeiiiiiiiieiieecieeie et 22
1.10. Xu huéng marketing hién nay — Current marketing trends ..............cccocevvenennne. 26
1.11. Khai niém d& nham, 18i hay gip va thut nglt — Easily confused concepts, common
MISTAKES ANA GIOSSATY ..ottt 28
1.12. Bai tap van dung c6 101 gidi — Applied exercises with solutions ............................. 32
1.13. Cau héi ty luén va dan y trd 101 — Essay questions and answer outlines ................ 34
1.14. Cau hoi tric nghiém — Multiple-Choice qQUESIIONS ..............o.coeeeeeeeeeeeeeeeerereeeeeen. 37
Chwong 2. Moi trwong marketing — Chapter 2. The marketing environment ............. 39
2.1. Khai niém va ciu triic méi trudng marketing — Concept and structure of the
MATKELING @AVIFONIMENL ........c..eeeieeieeiieeiie ettt ettt e ae et e et eseesnteeseessseenseas 39
2.2. MOi truong vi mO — The miCrOeNVIFONMENE ..........cc.eeeueeeeeeeianiieeieesiaesaeenseesaeeeees 41
2.3. Méi truong vi moé va mo hinh PESTEL — The macroenvironment and the PESTEL
JHAT@WOT K ...ttt ettt ettt ettt e st eebaeeabeenaee e 45
2.4. M0 hinh nam lyc lugng canh tranh — Porter’s five forces modei.............................. 55
2.5. Phan tich SWOT va ma train SWOT két hop — SWOT analysis and the TOWS matrix
.................................................................................................................................... 57
2.6. Ma tran EFE, IFE va ma tran IE — EFE, IFE and IE matrices..................cccueeeeun.... 59
2.7. Tong hop chuong — CRAPLEr SUMMATY...............ooeveeeeeeeeeeeeeeeeeeeeereeeeeeeee e, 63
2.8. Bai tap van dung c6 101 gidi — Applied exercises with solutions ...................c.......... 66
2.9. Cau hoi ty luan va dan y tra 101 — Essay questions and answer outlines .................. 68
2.10. Cau hoi tric nghiém — Multiple-Choice qUESIIONS ................coeeeeeeeeeeeseeseeeeeeeeeene. 71
Chwong 3. Hanh vi khach hang — Chapter 3. Customer behaviour ................cueeeuuenen. 73
3.1. Thi trudong nguoi tiéu dung va mo hinh hanh vi mua — Consumer markets and the
Model Of DUYET DENAVIOUT .............cccueeeueeeiiiiieeiieeieeeiie ettt eaeeaeas 73
3.2. Yéu tb van hoa va xa hoi — Cultural and SOCIal fACIOTS .............ooooveeeeeeeeeereereeeee. 76

Tai li€u nay dugc bién soan boi doi ngii cia website: https://globalmarket.vin
Trang 1



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

3.3. Yéu tb ca nhan va tim Iy — Personal and psychological factors .............................. 78
3.4. Cac kiéu hanh vi mua — Types of buying behaviour..................oceeeveeveeveeveereeeeenn. 80
3.5. Quy trinh ra quyét dinh mua — The buyer deciSion ProCess............ouweveeveeveeveeen. 82
3.6. Hanh trinh khach hang sb 5A — The 54 digital customer path ................................. 86
3.7. Thi trudng t6 chirc va hanh vi mua cta to chitc — Business markets and business
DUYCE DORAVIOUF ...ttt ettt et e saae e e e saeenneas 89
3.8. Quyén cua ngudi tiéu ding va cac hanh vi bi nghiém cAm — Consumer rights and
PFORIDILEA PFACIICES ...ttt ettt ettt et enee 92
3.9. Tong hop so sanh va thuat ngit — Summary comparison and glossary...................... 97
3.10. Bai tap van dung c6 101 gidi — Applied exercises with solutions ........................... 100
3.11. Cau hoi ty luan va dan y trd 101 — Essay questions and answer outlines .............. 102
3.12. Cau hoi tric nghiém — Multiple-choice qUESHIONS ..............cccooeeeeeereeeeeereeeeeseeee. 105
Chuwong 4. Hé thong thong tin va nghién ciru marketing — Chapter 4. Marketing
information and MArKEting FESEATCH c...auueeecoeennviiisssnsiiissssnsiissssssrssssssssssssssssssssaes 108
4.1. Thong tin marketing va hé théng thong tin marketing — Marketing information and
the marketing infOrmation SYSEM ............c.cccueecueeeeeeiuienieeieesee e eee e esaeeeae e ees 108
4.2. Nghién ctru marketing: khai niém, pham vi va cac loai — Marketing research:
CONCEPL, SCOPE ANA LYPEOS ...ttt ettt et e sateeseesnaeesaesnsaens 110
4.3. Quy trinh nghién ctu marketing — The marketing research process ...................... 111
4.4. Dit liéu thir cap va dit liéu so cdp — Secondary data and primary data................... 113
4.5. Nghién ctru dinh tinh, dinh lugng va phuong phép thu thap dir liéu — Qualitative and
quantitative research and data collection methods.................ccccccuvevevceenceeencuencnnnn. 115
4.6. Thang do va nguyén tic thiét ké bang cau hoi — Measurement scales and
questionnaire design PriNCIPLES .............cccovieviioieneiiiiiienieeeeeee e 117
4.7. Bang cau hoi khdo sat mau — A sample survey questionnaire............................. 118
4.8. Chon mau va c& mau — Sampling and sample Size ...............ccocoveeeeeeveeeereeennn. 123

4.9. Xir Iy, phén tich va trinh bay két qua — Processing, analysing and presenting results

4.10. Bao cao nghién ctru, dao dic nghién ctru va bao vé dir li¢u ca nhan cia nguoi tra 161
— Research reports, research ethics and protection of respondents’ personal data

.................................................................................................................................. 131
4.11. Khai niém d& nham va thuat ngit Viét — Anh — Easily confused concepts and

Vietnamese — ENGIISIH tOFMS ..........c.cccvevuieiuieeiieiieee ettt 134
4.12. Bai tap van dung co 101 gidi — Applied exercises with solutions ........................... 136
4.13. Cau héi tu luan va dan y trd 101 — Essay questions and answer outlines .............. 138
4.14. Cau hoi tric nghiém — Multiple-Choice qUESIIONS ..............o.ooeeeeeeeeeereeeeseererees 141

Chuwong 5. Chon thi trweong muc tieu (STP) — Chapter 5. Segmentation, targeting and

DOSIIONING (STP) ccuuuuueeviosennneiicssssnnniissssnsnissssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssass 143
5.1. Ttr marketing dai tra &én marketing myc tiéu — From mass marketing to target
PRAVK@IITIG ...ttt ettt ettt et e st e et e st e easeesabeenseesnaeenseennsaens 143
5.2. Phan khuc thi truong — Market SeZmentation ................ccceecevevceeeceeeneeeceenienneennn 145
5.3. Banh gia phan khtc thi truong — Evaluating market segments.............cccccueeeveen... 150
5.4. Lya chon thi truong muc tiéu — Selecting target markets ..............ccceeeveeveeeeanen. 153

Tai li€u nay dugc bién soan boi doi ngii cia website: https://globalmarket.vin
Trang 2



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

5.5. Khac biét hoa va dinh vi — Differentiation and positioning ..................ccceeveevene.. 157
5.6. Ban d6 dinh vi va tuyén bd dinh vi — Perceptual maps and positioning statements159
5.7. Lbi dinh vi va tai dinh vi — Positioning errors and repositioning .......................... 163
5.8. Phén biét cac khai niém dé nham — Commonly confused concepts......................... 164
5.9. Thuat nglt Viét — Anh — Vietnamese — English glossary ............cccevevcvevvennnannen. 165
5.10. Bai tap van dung c6 101 gidi — Applied exercises with solutions ........................... 166
5.11. Cau hoi ty luan va dan y tra 101 — Essay questions and answer outlines .............. 169
5.12. Cau hoi tric nghiém — Multiple-choice GUESEIONS ..............cooeeeeeeeeeeeeereereereeee. 172
Chuong 6. Chién lwge sin pham — Chapter 6. Product Strategy .....ueeeeeerersesersssenns 175
6.1. San pham va cac cip do san phdm — Products and product levels ....................... 175
6.2. Phan loai san pham — Product classifiCQtion..................ocoeeeeeeeeeeeereeseeeeeseereeseeeeen. 177
6.3. Quyét dinh nhan hiéu va thuong hi¢u — Brand and trademark decisions............... 179
6.4. Bao bi, nhin hang hoa va dich vy hd trg san phdm — Packaging, labelling and
DFOAUCE SUPPOTTE SCEVICES ...evveneeeieeeieeeieeeiieeteesieeeseessaeeteesateeseesaseeseesaseanseessseenseas 181
6.5. Tap hop san phdm va dong san phim — Product mix and product lines................. 184
6.6. Phat trién san phdm méi — New product development .................cocoeveeveeveeenn.. 186
6.7. Chu ky sbéng san phAdm — The product life cycle.............ooewmereeeeereeseeeeereeeeereeene. 188
6.8. Ma tran BCG va ma tran Ansoff — The BCG matrix and the Ansoff matrix ........... 191
6.9. bac diém san phém dich vu va marketing — mix 7P — Service characteristics and the
TP MAVK@IING MIX ..ottt 194
6.10. Téng hop so sanh va thuat ngit — Summary comparison and glossary................. 196
6.11. Bai tap van dung co 101 gidi — Applied exercises with solutions ........................... 199
6.12. Cau hoi ty luan va dan y tra 101 — Essay questions and answer outlines .............. 201
6.13. Cau hoi tric nghiém — Multiple-choice qUESHIONS ..............cccooeeeeeeeeeeereeeeereene. 203
Chwong 7. Chién lwgc gid — Chapter 7. PrICING SIPALEZY ..uereverrereressessessssessessesassses 206
7.1. Khai ni¢m va vai tro cia gid — The concept and role of price .............ccoueecueannenne. 206
7.2. Cac yéu t6 bén trong anh huong dén quyét dinh gia — Internal factors affecting
PVICING AECISTONS ...ttt ettt ettt et e abeeseesaaeenseasnseenseas 207
7.3. Cac yéu t6 bén ngoai: cu, co gin, canh tranh, phap luat — External factors: demand,
elasticity, COMPELILION, LAW ............ccoeevueeiuieiiieiieiie ettt 209
7.4. DBinh gia dya trén chi phi — Cost-based pricing ..............ccceeveevevevveeciienienieaneenne, 212
7.5. Pinh gia dya trén gia tri cdm nhan va dya trén canh tranh — Value-based and
COMPELILION-DASEA PFICITG ..ottt esaesaaeens 216
7.6. Quy trinh dinh gi& sdu budc — The six-step pricing Pprocess .............ccceeeeeeeeeneeenns. 218
7.7. Chién luge gia cho san phim méi: hét vang va thim nhap — New-product pricing:
SKimming And PEREITALION .............ccceeeeeeeeeeiieeieeiieeee et eee et eteesaee e saaesaeeens 220
7.8. Chién lugc gia cho danh muc san phdm — Product mix pricing strategies ............. 221
7.9. Chién lugc diéu chinh gid — Price adjustment SIrategies.................ooweeveeveevene.. 223
7.10. Thay d6i gia va phan tng — Price changes and responses ..............oooweweeven... 229
7.11. Dinh gia trén san thuong mai dién tht — Pricing on e-commerce platforms .......... 230

7.12. Khai niém d& nhdm va thut ngit Viét — Anh — Easily confused concepts and
VietnameSe—ENGIiSH tETMS ...........ccoccveivuieiiiiiiiecieeee ettt 232

Tai li€u nay dugc bién soan boi doi ngii cia website: https://globalmarket.vin
Trang 3



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

7.13. Bai tap van dung co 101 gidi — Applied exercises with solutions ........................... 234
7.14. Cau hoi ty luan va dan y tra 101 — Essay questions and answer outlines .............. 236
7.15. Cau hoi tric nghiém — Multiple-choice qUESEIONS ..............coooeeeeeeeeeeeeereeeeereene. 239
Chuong 8. Chién lwgc phan phdi — Chapter 8. Distribution Strategy ............eeeeeenn. 242
8.1. Ban chit va chirc ning cua kénh phan phéi — The nature and functions of marketing
CHANMMELS ...ttt ettt st 242
8.2. Chu triic kénh phan phdi — Channel SrUCIUFe. ................ooeeeeeeeeeeeeeeeeeeeeeeeeeeae. 245
8.3. Hé théng kénh: doc, ngang, da kénh va omnichannel — Channel systems: vertical,
horizontal, multichannel and omnichannel................c...ccccoocevveveecinneniensenieneene 248
8.4. Thiét ké kénh phan phdi — Channel design deciSions ...............ccoowveveeeeeveeveevenene. 251
8.5. Quan tri kénh phan phdi — Channel management decisions ................................... 253
8.6. Ban 1¢ va ban budn — Retailing and wholesaling ................cccccccoeceeveeecveneencnnannnn. 256
8.7. Logistics marketing — Marketing [OQISTICS ........c..cccueeceeeeeeeiieiieeiiesieeie e 259

8.8. Thuong mai di¢n tir va livestream ban hang — E-commerce and livestream selling262
8.9. Khai niém d& nham va 13i hay gip — Easily confused concepts and common mistakes

.................................................................................................................................. 266
8.10. Thuat nglt Viét — Anh — Vietnamese — English glossary ............cccccveevevcveennennen. 267
8.11. Bai tap van dung c6 101 gidi — Applied exercises with solutions ........................... 269
8.12. Cau hoi ty luan va dan y tra 101 — Essay questions and answer outlines .............. 271
8.13. Cau hoi tric nghiém — Multiple-choice GUESEIONS ..............cooeeeeeeeeeeeeerereereeen. 274
Chuong 9. Chién lrgc truyén thong marketing (chiéu thi) — Chapter 9. Marketing
COMMUNICALIONS STFALEZY (DFOMIOLION) «euvevennennsseosssssssissssssssessssssssssssssssssssssssssssssssnses 277
9.1. Truyén thong marketing va phdi thtrc truyén thong — Marketing communications and
LHE PFOMOTION TIX.....cccueeeieeiieeeee ettt ettt et et esate et esaseeseeenseenseennns 277
9.2. Qua trinh truyén thong — The COMMURICALION PFOCESS............coeeeeeveseereeererereeee. 278
9.3. M6 hinh phan tng AIDA — The AIDA response model .................cccccoevueecueanenne. 280
9.4. Cac bude xay dung chuong trinh truyén thong — Steps in building a communication
DFOZFAIIC ... et et e et e sttt e st e e s bt e e sabee e sbeesabeeenbeesnsteesnseeesnseeens 281
9.5. Ngan sach truyén thong — Setting the communication budget ............................... 282
9.6. Chién lugc day — kéo va cac yéu td quyét dinh phdi thitc — Push and pull strategies
and factors SHAPING the MUIX ..........cccoeeueeiuieiieeiieeie ettt e e sseesaaeens 285
9.7. Nam cong cu truyén thong — The five promotion tools ...............cocwoveeeeveeveevenee.. 287
9.8. Marketing s6 va nguoi c6 anh huéng — Digital marketing and influencers ........... 291
9.9. Po ludng truyén thong sb: CPM, CPC, CTR, CR, CAC, ROAS, ROl — Measuring
digital communication: CPM, CPC, CTR, CR, CAC, ROAS, ROLI........................... 292
9.10. Khung phap 1y quang cdo, khuyén mai va dit liéu c4 nhan nim 2026 — The 2026
legal framework for advertising, promotions and personal data............................. 296
9.11. Thuat nglr Viét — Anh — Vietnamese — English glosSary ...........cccecvevceeecevannenne. 303
9.12. Bai tap van dung c6 101 gidi — Applied exercises with solutions ........................... 305
9.13. Cau hoi ty luan va dan y trd 101 — Essay questions and answer outlines .............. 307
9.14. Cau hoi tric nghiém — Multiple-choice GUESHIONS ..............cocoeeeeeeeeeeeeeereeseeseeae. 310
Phu luc A. P4p an ciu héi trac nghiém — Appendix A. ANSWer key....uueeeeereererneenen. 313

Tai li€u nay dugc bién soan boi doi ngii cia website: https://globalmarket.vin
Trang 4



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

Phu luc B. Cong thire tinh toan trong marketing — Appendix B. Marketing formula

SREEL..cnneeeeenneerennnericnnnicsnrecssnneissasinssssnncssssnesssssesssssasssssesssssassssssesssssesssssssssssssssssssssssanes 318
Phu luc C. Thuat ngir Viét — Anh — Appendix C. Vietnamese—English glossary ....... 320
Phu luc D. Viin ban phap luit dung trong dé cwong — Appendix D. Legal documents

USCA TN TRIS GUIAE c..unnnnneveonnnnnniininnnniinssnnniissssnsiicsssssssssssssssssessssssssssssssssssssssssssssssssnsss 328
Tai li€u tham KRAO —— Refrences.....unueecuenssvicsercseisssessssncssenssssssssnsssssssssssssssssssene 331

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 5



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

Chll’()'llg 1. Téng quan Vé marketing — Chapter 1. An overview of

marketing

Muc tiéu chwong — Chapter objectives
* Phan bi¢t nhu cau, mong mudn, cau; giai thich gia tri, chi phi, su thoa man, trao doi va
thi truong; tinh quy moé cau c6 kha nang thanh toan va gia tri danh cho khach hang.
Distinguish needs, wants and demands; explain value, cost, satisfaction, exchange and
markets, compute effective demand and customer delivered value.

« Néu dinh nghia marketing ciia Kotler va cia AMA; so sanh nim quan diém quan tri
marketing.
State the Kotler and AMA definitions of marketing, compare the five marketing management
orientations.

* Trinh bay qué trinh marketing R — STP — MM — I — C; muc tiéu, nguyén tac, vai tro,
churc nang ciia marketing; marketing — mix 4P va 4C.
Describe the R — STP — MM — I — C marketing process, the goals, principles, roles and
Sfunctions of marketing; the 4P marketing mix and the 4C model.

* Nhan di¢n marketing xanh gia mao, quang céo sai su that, khai thac dir liéu ca nhan va
can cu phép ly Viét Nam dang c6 hi¢u luc nam 2026.
Recognise greenwashing, false advertising and personal data exploitation, and the
Vietnamese legal rules in force in 2026.

* Poc s6 liu thi truong Viét Nam di cong bd vé ban 1é va thuong mai dién tir; néu cac
xu huéng marketing s6, dir liéu, Al va pht trién bén viing.
Read published Vietnamese retail and e-commerce data; outline trends in digital marketing,
data, Al and sustainability.

1.1. Nhu cau, mong muon va cau — Needs, wants and demands

Tinh hudng dung xuyén chuong: Céng ty TNHH Tra Van Khé 6 Lam Dong, 45 lao
dong, san xuét tra thao moc (atis0, hoa cuc, cé ngot) dang tui loc tir nam 2018, ban qua
cho dau mdi, dai ly tap hoa va mot gian hang trén san thuong mai dién tir. Nam 2026
cong ty chuan bi dua ra dong tra dong chai 350 ml khong duong cho nguoi di lam &
TP.HCM. M&i muc duéi day ap khai niém vao quyét dinh ctia Van Khé.

Running case for the chapter: Vin Khé Tea Co., Ltd. in Lim Pong, 45 staff, has made herbal
tea bags (artichoke, chrysanthemum, stevia) since 2018, sold through wholesale markets,
grocery agents and a store on an e-commerce marketplace. In 2026 it is preparing a 350 ml
unsweetened bottled tea line for working adults in Ho Chi Minh City. Each section below applies
the concepts to Van Khé’s decisions.

Marketing bat dau tir con ngudi va nhiing gi ho thiéu. Ba khai niém can tach bach: nhu
cau 1 trang thai thiéu hut; mong mudn 13 cach cy thé con ngudi mudn lap chd thiéu do;
cau 1a mong muén duoc bao dam bang kha ning va su san sang chi tra. Cling mot nhu
cau giai khat, ngudi ndy mudn tra d4 via hé, ngudi kia mudn tra sita, ngudi khac mudn
nudc ép dong chai.
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Marketing starts from people and what they lack. Three concepts must be kept apart: a need is a
state of deprivation; a want is the specific way people wish to fill it; demand is a want backed by
the ability and willingness to pay. For the same need to quench thirst, one person wants street
iced tea, another bubble tea, another bottled juice.

PHAI THUQC / MEMORISE — Nhu ciu (needs): trang thai thiéu hut ma con ngudi cam
nhan duoc, gém nhu cau sinh 1y (an, uéng, 0), an toan, xa hoi (thudc vé, duoc yéu thuong), ca
nhan (dugc ton trong, tu thé hién). Mong mudn (wants): hinh thirc cu thé cta nhu cau, do
van héa, nhém x3 hoi va c4 tinh dinh hinh. Cu (demands): mong muén vé san phém cu thé
kém kha niang va sy san sang thanh toan, con goi 1a cdu c6 kha ning thanh toén.

Needs: states of felt deprivation, covering physical needs (food, drink, shelter), safety, social needs
(belonging, affection) and individual needs (esteem, self-expression). Wants: the specific form a need
takes, shaped by culture, social groups and personality. Demands: wants for specific products backed
by the ability and willingness to pay.

Doanh nghiép khong tao ra nhu ciu; con ngudi khét trude khi co nganh d6 uéng. Doanh
nghiép tac dong 1én mong mudn (dwa ra mot lya chon méi, gan véi hinh anh) va 1én cau
(gia, kich ¢, cach thanh toan, chd ban). Po thi trudng 1a do cau, khong do nhu cau.

Firms do not create needs; people were thirsty before the drinks industry existed. Firms

influence wants (offering a new option tied to an image) and demand (price, pack size, payment
method, point of sale). Sizing a market means measuring demand, not needs.

; ) Céu .
Nhu cau Mong muon (demands) San pham
(needs) (wants) mone muén + kha [—>| (product offering)
trang thai thiéu hyt hinh thitc cy thé néngg e thir duge chao ban
v
Marketing bat dau Thi truong 2. . o Gia tri — chi phi —
tir nhu cau va két (market') Trao doi, glﬁ? dich, su thoa man
thitc & quan hé lau nguoi mua hién c6 qu;n N (value, cost,
dai voi thi trueong va tiém nang lleliutinge) satisfaction)

Hinh 1.1. Chudi khai niém ¢4t 18i ctia marketing: tir nhu cau dén thi truong
Figure 1.1. The core concepts of marketing: from needs to markets

Q=NXxaxXxbxq D=QXxP (1.1)

Trong d6 N 1a s6 nguoi trong nhoém khach hang, a 13 ty 18 ¢6 mong mudn, b 1a ty 1& c6
kha ning va sin sang mua ¢ muc gid P trong sé ngudi c6 mong mubn, q 1a lugng mua
binh quin mdi ngudi trong ky, Q 1a lugng cu va D 1a gia tri cau.

Here N is the number of people in the customer group, a the share with the want, b the share of

those who can and will buy at price P, q the average quantity per person per period, Q the
quantity demanded and D the value of demand.
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Vi DU /EXAMPLE — Vi du 1.1. Van Khé khao sat nhom nguoi di 1am 2240 tudi &
TP.HCM: 2.400.000 ngudi; 35% mudn udng tra thado moc dong chai thay nuée ngot; 60%
trong s d6 san sang tra 15.000 dong/chai; binh quan 4 chai/thang.

Example 1.1. Van Khé surveys working adults aged 22—40 in Ho Chi Minh City: 2,400,000 people;

35% want bottled herbal tea instead of soft drinks; 60% of these are willing to pay VND 15,000 a
bottle; 4 bottles a month on average.

1. Ngudi c6 mong mudn: 2.400.000 x 35% = 840.000 ngudi.
People with the want: 2,400,000 x 35% = 8§40,000.

2. Ngudi c6 cau: 840.000 x 60% = 504.000 nguoi. S6 con lai 336.000 ngudi c6 mong
mudn nhung khong ¢ cau ¢ mirc gia 15.000 dong.
People with demand: 840,000 x 60% = 504,000. The remaining 336,000 have the want but
no demand at VND 15,000.

3. Lugng cau nam: 504.000 x 4 x 12 =24.192.000 chai; gia tri cau: 24.192.000 x 15.000
=362.880.000.000 dong ~ 362,88 ty dong/nim.
Annual quantity: 504,000 x 4 x 12 = 24,192,000 bottles; value: 24,192,000 x 15,000 =
VND 362,850,000,000 = VND 362.88 billion a year.

4. Pay 1a cau cta ca thi truong cho loai san pham, chia cho moi thuwong hiéu tra dong
chai. Van Khé dung con s6 nay dé quyét dinh c6 vao thi trudng khong, chir khong
dung l1am ké hoach doanh sé cua riéng minh.

This is total market demand for the product type, shared among all bottled tea brands. Van
Khé uses it to decide whether to enter, not as its own sales plan.

LOI HAY GAP / COMMON MISTAKE — Liy ca 2.400.000 nguoi hodc 840.000 nguoi
c6 mong mudn lam quy mé thi trudng. Ngudi chua c6 kha nang hodc chua sin sang tra
15.000 ddng khoéng tao ra doanh thu; ding s6 nay s& phong dai quy mé 1én gip 1,7 dén 4,8
lan.

Taking all 2,400,000 people, or the 840,000 with the want, as the market size. People unable or
unwilling to pay VND 15,000 generate no revenue; using them inflates the market 1.7 to 4.8 times.

1.2. San pham, gia tri, chi phi va sw théa man — Products, value, cost and
satisfaction

San pham 1a bat cir thir gi dugce chao ban trén thi trudng dé théa man mot nhu cau hay
mong mudn: hang héa hiru hinh (chai tra), dich vu (giao hang), trai nghiém (tham quan
doi tra), su kién, dia diém, v tudng. Ngudi mua khong mua chai tra vi ban than céi chai
ma vi loi ich nd mang lai: giai khat, it duong, cam giac dung san pham tir thién nhién.

A product is anything offered to a market to satisfy a need or want: physical goods (a bottle of
tea), services (delivery), experiences (a tea-hill visit), events, places and ideas. Buyers do not

buy the bottle for itself but for the benefits it delivers: refreshment, less sugar, the feeling of a
natural product.

Khi chon gitra nhi€u san pham, khach hang so sanh cai nhan duogc véi céi bo ra. Tong gia
tri (total customer value) gom gid tri sdn pham, dich vu di kém, nhan sy va hinh anh.

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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Téng chi phi (total customer cost) gdm tién, thoi gian, cong sirc va chi phi tinh than (lo

lang, rti ro). Ca hai déu 1a danh gia cha quan cta khach.

When choosing between offers, customers compare what they get with what they give. Total
customer value covers product, accompanying services, personnel and image. Total customer
cost covers money, time, effort and psychological cost (worry, risk). Both are the customer’s

subjective judgement.

CDV = TCV — TCC, ty s8 gia tri = TCV / TCC (1.2)

PHAI THUQC / MEMORISE — Gi4 tri danh cho khach hang (customer delivered
value, CDV) 1a chénh léch giita tong gia tri va tong chi phi ma khach hang cam nhan. Khach
hang thudng chon 16i chio hang c6 CDV cao nhat trong gi6i han chi phi tim kiém, hiéu biét
va thu nhap ctua ho. Sw théa man (customer satisfaction) 1a mirc d¢ trang thai cam giac cua
khach hang khi so sanh két qua sir dung san pham véi ky vong truée khi mua: két qua thap

hon ky vong thi khong hai 1ong, bang thi hai long, vuot thi thich thu.

Customer delivered value (CDV) is the difference between total customer value and total customer
cost as the customer perceives them. Customers tend to choose the offer with the highest CDV within
the limits of search cost, knowledge and income. Customer satisfaction is the customer’s feeling when
comparing a product’s perceived performance with prior expectations: below expectations means

dissatisfied, equal means satisfied, above means delighted.

Vi DU / EXAMPLE — Vi du 1.2. Mot khach van phong so sanh hop tra Van Khé 20 tii v6i
hop tra cua dbi tha X. Khach quy doi cam nhén ra nghin dong nhu bang dudi.
Example 1.2. An office customer compares a 20-bag box of Van Khé tea with competitor X's box. The

customer converts perceptions into thousand VND as in the table below.

Tra Van Khé D6i thii X
Van Khé Tea Competitor X

Thanh phén

Component

Gi4 tri san pham
Product value

Gia tri dich vu (giao nhanh, doi tra)
Service value (fast delivery, returns)

Gi4 tri nhan sy (tu van)
Personnel value (advice)

Gia trj hinh anh (nguon gdc Lam Dong)

Image value (Lam Pong origin)

Téng gia tri TCV

Total customer value TCV
Chi phi tién (gi4 ban)
Monetary cost (price)

Chi phi thoi gian

Time cost

90

15

10

25

140

85

10

80

10

20

115

70
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Thanh phén Tra Van Khé Poi thi X
Component Van Khé Tea Competitor X

Chi phi cong stic 5 5
Effort cost

Chi phi tinh than (lo hang gia) 0 5
Psychological cost (fear of fakes)

Téng chi phi TCC

Total customer cost TCC 100 85
CDV=TCV —-TCC 40 30
Ty s6 TCV / TCC 1,40 1,35
Ratio TCV /TCC 1.40 1.35

1. Van Khé: CDV = 140 — 100 = 40 nghin dong; d6i thu X: CDV = 115 — 85 = 30 nghin
dong.
Van Khé: CDV = 140 — 100 = 40 thousand VND; competitor X: CDV =115 — 85 = 30
thousand VND.

2. Van Khé dat hon 15 nghin dong nhung CDV cao hon 10 nghin dong, vi khach danh
gia cao chat lugng, hinh anh ngudn gbc va khong lo hang gia. Khach chon Van Khé
du gia cao hon.

Van Khé costs 15 thousand VND more but its CDV is 10 thousand higher, because the
customer rates its quality, origin image and freedom from fakes. The customer picks Van
Khé despite the higher price.

3. Huéng nang CDV: ting TCV (dich vu, hinh anh) hodc giam TCC (mua dé hon, mi
QR truy xuat ngudn gbc giam lo lang); giam gia chi 1a mot cach.
Ways to raise CDV: raise TCV (service, image) or cut TCC (easier buying, a traceability OR
code to ease worry), price cuts are only one option.

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 10



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

cot trai: TCV; ¢ot phai: TCC
1501 tev=140 B i tri san phim
BN gia tri dich vu
25 gia tri nhan sy
TCV =115 gid tri hinh anh
~ 10 B chi phi tién
€ 100 - TCcC =100 20 B chi phi thoi gian
> 2 chi phi cong strc
=
10 .
%; chi phi tinh than
8
o
g
=
[
=]
50 1
0 A
Tra Van Khé Déi tha X
CDV = 140 — 100 = 40 CDV =115-85=30

Hinh 1.2. Tong gia tri va tong chi phi khach hang cam nhan véi hai hop tra (Vi du 1.2, nghin
ddng quy doi)
Figure 1.2. Total customer value and total customer cost perceived for two tea boxes (Example 1.2,
thousand VND equivalent)

VI DU/ EXAMPLE — Vi dy 1.3. Van Khé héi 400 khach mua trén san TMDT, thang 1-5
(1: khong hai Iong nhat, 5: hai 1ong nhat). Két qua: 5 diém 92 ngudi, 4 diém 180, 3 diém 76, 2
diém 36, 1 diém 16.

Example 1.3. Van Khé asks 400 marketplace buyers to rate it on a 1-5 scale (1: least satisfied, 5:
most satisfied). Results: 5 points 92, 4 points 180, 3 points 76, 2 points 36, 1 point 16.

1. Ty 1€ hai long (4-5 diém): (92 + 180)/400 = 68%.
Satisfaction rate (45 points): (92 + 180)/400 = 68%.

2. Biém binh quan: (5x92 + 4x180 + 3x76 + 2x36 + 1x16)/400 = 3,74.
Mean score: (5x92 +4x180 + 3x76 + 2x36 + 1x16)/400 = 3.74.

3. 52 khach (13%) khong hai 1ong. Poc binh luan ctia nhom nay dé biét két qua thap hon
ky vong & dau (giao cham, vi ding) trude khi ting quang cdo.
52 buyers (13%) are dissatisfied. Read their comments to find where performance fell short
of expectations (slow delivery, bitter taste) before spending more on advertising.

LOI HAY GAP / COMMON MISTAKE — Ddng nhat gié tri voi gia thap. Gia chi 1a mot
phan cua tong chi phi; khach sin sang tra cao hon khi tong gia tri ting nhiéu hon, nhu Vi du
1.2. Mot 151 khac: hita qué muc trong quang céo dé kéo khach, ky vong bi ddy 1én cao nén su
thoa man giam.

Equating value with a low price. Price is only part of total cost; customers pay more when total value
rises by more, as in Example 1.2. Another mistake. over-promising in advertising to attract buyers;
expectations rise and satisfaction falls.
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1.3. Trao doi, giao dich, quan hé¢ va thi trweong — Exchange, transactions,

relationships and markets

Con nguoi co thé co san phém béng cich tu san xuit, chiém doat, xin, hodc trao d6i.
Marketing chi xdy ra khi c6 trao d6i: hanh vi nhan mét thd minh mubn tir nguoi khac
béng cach dua lai mot thar c6 gia tri.

People can obtain products by making them, taking them, begging or exchanging. Marketing
occurs only through exchange: obtaining something wanted from someone by offering something
of value in return.

PHAI THUQC / MEMORISE — Trao doi (exchange) can nam diéu kién: (1) it nhit hai
bén; (2) mdi bén c6 thir c6 gia tri véi bén kia; (3) mdi bén co kha ning giao tiép va giao hang;
(4) mdi bén tu do chdp nhan hay tir chdi; (5) mdi bén thiy nén giao dich véi bén kia. Giao
dich (transaction) 1a mot lan trao d6i thanh cong, do bang gi4 tri, thoi gian, dia diém.
Marketing quan hé (relationship marketing) xay dung chudi giao dich 1au dai v6i khach
hang, nha phan phéi, nha cung cap.

Exchange requires five conditions: (1) at least two parties, (2) each has something of value to the
other; (3) each can communicate and deliver, (4) each is free to accept or reject; (5) each believes it
is appropriate to deal with the other. A transaction is one completed exchange, measured by value,
time and place. Relationship marketing builds a long chain of transactions with customers,
distributors and suppliers.

Thi trudng theo nghia marketing 13 tap hop ngudi mua hién c6 va tiém nang clia mot san
pham: nhiing nguoi c6 chung mot nhu cau hay mong mubdn, cé thé thoa man qua trao doi.
Nguoi ban hgp thanh nganh; ngudi mua hgp thanh thi truong. Thi truong tra dong chai &
TP.HCM la 504.000 nguodi ¢ Vi du 1.1, khong phai cac nha may tra.

In marketing, a market is the set of actual and potential buyers of a product: people who share a
need or want that can be satisfied through exchange. Sellers make up an industry; buyers make
up a market. The bottled tea market in Ho Chi Minh City is the 504,000 people of Example 1.1,
not the tea factories.

San phém, dich vu

Truyén thong (quang céo, ndi dung sb)

n > Thi truon;
Lol gt (agdi mo)
(nguoi ban)
Tra Van Khé B Tién (thanh toén tién mat, QR, vi dién tir) kl;l;iltlllgllg

Théng tin, phan hdi, danh gia

A

Hinh 1.3. Hé théng marketing gian don: bén dong chay giita doanh nghiép va thi truong
Figure 1.3. A simple marketing system. four flows between the firm and the market
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VI DU/ EXAMPLE — Mot khiach mua chai tra Van Khé & cira hang tién lgi, quét ma QR
ngan hang dé tra 15.000 dong: d6 1a mot giao dich. Néu khach dang ky thanh vién trén tng
dung cua chudi ctra hang, dugc nhéc khi ¢6 vi méi, mua déu mdi tun trong hai nam: do la
quan hé. Doanh thu ctia Van Khé phu thudc vao sb quan hé giit duoc hon 1a s 1an ban dau
tién.

A customer buys a bottle of Van Khé tea at a convenience store and pays VND 15,000 by scanning a
bank QR code: that is a transaction. If the customer joins the chain’s loyalty app, is reminded of new
Sflavours and buys weekly for two years: that is a relationship. Van Khé’s revenue depends more on
relationships kept than on first sales.

1.4. Dinh nghia marketing — Definitions of marketing

C6 nhiéu dinh nghia; hai dinh nghia dugc dung rong rai trong hoc thuat 1a ctia Kotler —
Armstrong va cua Hi¢p hoi Marketing Hoa Ky (American Marketing Association,
AMA). Trich ngén, giit nguyén vin tiéng Anh:

There are many definitions; two widely used in teaching come from Kotler and Armstrong and
from the American Marketing Association (AMA). Short quotations in the original English:

PHAI THUQC / MEMORISE — Philip Kotler va Gary Armstrong (Principles of
Marketing): marketing 1a “the process by which companies create value for customers and
build strong customer relationships in order to capture value from customers in return”. Dich:
qua trinh doanh nghiép tao ra gia tri cho khach hang va xay dung quan hé bén chit v6i khach
hang dé d6i lai nhan duoc gid tri tir khach hang.

Philip Kotler and Gary Armstrong (Principles of Marketing): marketing is “the process by which
companies create value for customers and build strong customer relationships in order to capture
value from customers in return’.

PHAI THUQC / MEMORISE — Hiép hdi Marketing Hoa Ky (AMA, dinh nghia hi
dong hoc gia duyét nim 2017, ding tai ama.org/the-definition-of-marketing-what-is-
marketing): “Marketing is the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have value for customers, clients,
partners, and society at large.” Dich: marketing 1 hoat dong, tip hop thé ché va cac qué trinh
tao ra, truyén thong, chuyén giao va trao doi nhitng thtr c6 gia tri cho khach hang, ddi tac va
xa hoi.

American Marketing Association (AMA, definition approved by its 2017 scholar panel, published at
ama.org/the-definition-of-marketing-what-is-marketing): ““Marketing is the activity, set of
institutions, and processes for creating, communicating, delivering, and exchanging offerings that
have value for customers, clients, partners, and society at large.”

Tiéu chi
Criterion

Kotler — Armstrong AMA

Hoat dong, tap hop thé ché va qua

Marketing dugc hiéula Qua trinh ciia doanh nghiép trinh
Marketing seen as A company process An activity, a set of institutions and
processes
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Tiéu chi
Criterion

Kotler — Armstrong AMA

Tao, truyén thong, chuyén giao,

Trong tam Gia tri va quan h¢ khach hang trao d6i 101 chao hang

Focus Customer value and relationships Creating, communicating, delivering,
exchanging offerings

Nguoi hudng gia tri Khach hang, r6i doanh nghiép Khach hang, dbi tac, xa hoi

Who receives value Customers, then the company Customers, partners, society at large

Marketing la hoat dong ctia ca hé
biém nhan Gia tri hai chiéu: cho di va thu vé théng, ¢6 trach nhiém xa hoi
Emphasis Two-way value: give and capture Marketing as a system-wide activity

with social responsibility

Hai dinh nghia c6 chung ba y: marketing xuét phat tir khach hang, xoay quanh gi tri, va
thyc hién qua trao doi. Phap luat Viét Nam khong dinh nghia “marketing” ma dinh nghia
timg hoat dong, nhu quang cdo (Luat Quang cdo, vin ban hop nhat 88/VBHN-VPQH,
Piéu 2 khoan 1): “Quéang cao 13 viéc sir dung ngudi, phuong tién nham gidi thiéu dén
nguoi tiép nhan quang céo vé san phém, hang hoa, dich vy, td churc, c4 nhan san xuét,
kinh doanh san phém, hang hda, dich vu.” Quang cédo chi la mdt cong cu cua marketing.

Both definitions share three ideas: marketing starts from the customer, revolves around value
and works through exchange. Vietnamese law does not define ‘marketing’ but defines individual
activities, such as advertising (Advertising Law, consolidated text 88/VBHN-VPQH, Art. 2(1)):
advertising is the use of people and means to introduce products, goods, services and the
businesses behind them to the recipients of advertising. Advertising is only one marketing tool.

LOI HAY GAP / COMMON MISTAKE — Ddng nhat marketing véi ban hang hodc quang
c40. Ban hang va quang c4o 1a phan ndi; trude d6 phai co nghién ciru, chon khach hang muc
tidu, thiét ké san pham, gi4, kénh. San pham dung nhu cau, gia hop 1y, co & chd khach can thi
can it nd luc ban hon.

Equating marketing with selling or advertising. Selling and advertising are the visible tip; before them
come research, target selection and the design of product, price and channels. A product that fits
needs, is fairly priced and is available where customers look needs less selling effort.

1.5. Cac quan diém quan tri marketing — Marketing management orientations

Quan tri marketing 1a phan tich, 1dp ké hoach, thuc hién va kiém tra cac chuong trinh
nham tao ra va duy tri trao ddi ¢6 1gi voi thi truong muc ti€u. Cach doanh nghiép can doi
loi ich cia minh, ctia khach hang va cua xa héi tao ra ndm quan diém. Cac quan diém
xuat hién theo thtr ty lich sir nhung ngdy nay van cing ton tai.

Marketing management is the analysis, planning, implementation and control of programmes
that create and keep profitable exchanges with target markets. How a firm balances its own
interests, its customers’ and society’s gives five orientations. They appeared in historical order
but coexist today.
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Quan diém

Orientation

Gia dinh vé khach
hang

Trong tam cia doanh
nghié¢p

San xuat
Production concept

San pham
Product concept

Ban hang
Selling concept

Marketing
Marketing concept

Marketing xa hoi
Societal marketing
concept

Assumption about buyers

Chon san pham san co,
giaré

Prefer available, cheap
products

Chon chét luong, tinh
nang tot nhat

Prefer the best quality
and features

Khong ty mua dii néu
khong duoc thuc day
Will not buy enough
unless pushed

Mua thtr thoa man nhu
cau t6t hon ddi thi
Buy what meets needs
better than rivals

Quan tam ca loi ich 1au
dai cua ban than va xa
hoi

Care about long-term
personal and social
welfare

Firm’s focus

Tang san lugng, ha gia
thanh, phan phdi rong

Volume, low unit cost, wide

distribution

Cai tién ky thuat lién tuc
Constant technical
improvement

Bén hang, khuyén mai
manh

Aggressive selling and
promotion

Hiéu nhu cau thi truong
muc ti€u, phéi hop moi
bd phan

Know target needs, align

all functions

Cén bang loi nhuan — nhu

cau khach — phuc loi xa
hoi

Balance profit, customer
wants and social welfare

B6 qua chét luong,
khac biét

Ignores quality and
differences

“Can thi marketing”:
yéu san pham hon
khach

‘Marketing myopia’:
loving the product more
than the buyer

Khéch héi tiéc, khong
mua lai

Buyer regret, no repeat
purchase

C6 thé thoa man mong
mubn ngin han gay hai
dai han

May meet short-term
wants with long-term
harm

Chi phi cao hon, kho
do loi ich

Higher cost, benefits
hard to measure

So sanh quan diém ban hang va quan diém marketing — Selling concept versus

marketing concept

Tiéu chi
Criterion

Quan diém ban hang

Selling concept

Quan diém marketing

Marketing concept

Diém xuét phat
Starting point

Trong tim
Focus

Phuong tién
Means

Nha may
Factory

San pham hién ¢
Existing products

Ban hang, khuyén mai

Selling and promotion

Thi truong muc tiéu
Target market

Nhu cau khach hang

Customer needs

Marketing phdi hop

Integrated marketing
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Tiéu chi Quan diém ban hang Quan diém marketing

Criterion Selling concept Marketing concept

Loi nhuan qua su théa man khach

Muc tiéu Loi nhuédn qua doanh sb han
End Profit through sales volume g o
' Profit through customer satisfaction
Hudng nhin Tur trong ra ngoai Tur ngoai vao trong
Perspective Inside-out Outside-in

Vi DU/ EXAMPLE — Van Khé ¢ timg quan diém. San xuit: mua day chuyén dong chai
16n, ban gia thap & moi tap héa. San pham: don tién 1am vi tra “chudn nhat” theo y k¥ su,
khong thir voi khach. Ban hang: san xuét truée 500.000 chai roi giao chi tiéu, ting chiét khiu
dai ly. Marketing: khao sat nguoi di lam, lam chai khong duong c& vira tai xach, ban ¢ ctra
hang tién loi gan vin phong. Marketing x4 hoi: thém chai nhya tai ché duoc, ghi 16 ham
lwong duong bang 0, khong quang céo thay thé nudc loc cho tré nho.

Van Khé under each orientation. Production: buy a large bottling line and sell cheaply in every
grocery. Product: pour money into the ‘perfect’ flavour as engineers see it, without testing on buyers.
Selling: produce 500,000 bottles first, then set quotas and raise dealer discounts. Marketing: survey
office workers, make an unsweetened bottle that fits a handbag and sell it in convenience stores near
offices. Societal: add a recyclable bottle, state zero sugar clearly and avoid advertising it as a
substitute for water for young children.

LOI HAY GAP / COMMON MISTAKE — Hiéu marketing x4 hdi 14 1am tir thién hay tai
trg su kién. Marketing x4 hoi 1a cach thiét ké chinh san pham, gia, kénh, truyén thong dé can
béng loi ich khach hang — doanh nghiép — xa hoi; tir thién tach khoi san phém khong lam
doanh nghiép theo quan diém nay.

Treating societal marketing as charity or event sponsorship. Societal marketing shapes the product,
price, channels and communication themselves to balance customer, company and social interests;
charity detached from the product does not make a firm societal-marketing oriented.

1.6. Qua trinh marketing R — STP — MM — I — C — The marketing process R —
STP-MM—-1-C

Qua trinh marketing gdm niam budc nbi tiép, budc cudi cung cap dir liéu cho vong sau.
M&i bude twong g véi mot hodc vai chuong ciia hoc phan.

The marketing process has five sequential stages, the last feeding data into the next round. Each
stage maps to one or more chapters of the course.

PHAI THUQC / MEMORISE — R (research): nghién ctru thi trudng, méi truong, khach
hang, d6i thu (Chuong 2—4). STP (segmentation, targeting, positioning): phan khiic, chon
thi truong myc tiéu, dinh vi (Chuong 5). MM (marketing mix): thiét ké 4P (Chuong 6-9). I
(implementation): trién khai ké hoach, phan b6 ngén sach, nhan luc, lich. C (control): do két
qua, so v&i muyc tiéu, diéu chinh.

R (research): research the market, environment, customers and competitors (Chapters 2—4). STP
(segmentation, targeting, positioning) (Chapter 5). MM (marketing mix): design the 4Ps (Chapters
6-9). I (implementation): roll out the plan, allocate budget, people and schedule. C (control):
measure results, compare with targets, adjust.
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phan hoi: két qua do duogc quay lai lam dir liéu cho vong nghién ctru sau

Hinh 1.4. Qua trinh marketing R — STP — MM — I — C va vong phan hoi
Figure 1.4. The marketing process R — STP — MM — I — C and its feedback loop

VI DU/ EXAMPLE — Van Khé ap qué trinh cho dong tra dong chai.
Van Khé applies the process to its bottled tea line.

1. R: khao sat 400 nguoi di 1am & TP.HCM vé thoi quen udng, thir vi mu ba cong thirc;
doc sb liéu ban 1é va thuong mai dién tir da cong bd (muc 1.10).
R: survey 400 office workers in Ho Chi Minh City on drinking habits, blind-test three
recipes, read published retail and e-commerce data (section 1.10).

2. STP: chia theo tudi, thu nhap, mbi quan tam suc khde; chon nhém 2240 tudi 1am van
phong, quan tdm luong dudng; dinh vi “tra thao moc khong duong tir Lam Dong”.
STP: segment by age, income and health interest; target office workers aged 22—40 who
watch sugar intake; position as ‘unsweetened herbal tea from Lim Dong’.

3. MM: chai 350 ml, 15.000 dong, ban & ctra hang tién loi gdn van phong va trén san
TMBDT, dung thi tai sanh toa nha va video ngin.
MM: 350 ml bottle, VND 15,000, sold in convenience stores near offices and on a
marketplace, with sampling in office lobbies and short videos.

4. I: thang 1-2 ky hop dong vé6i chudi cira hang; thang 3 phat hang mau; mot nhan vién
phu trach gian hang tryc tuyén.
1: sign with store chains in months 1-2; sample in month 3; one staff member runs the online
store.

5. C: theo doi doanh sb theo diém ban, ty 1€ mua lap lai, diém hai long (Vi du 1.3); dua
két qua vé bude R ciia quy sau.
C: track sales by outlet, repeat purchase rate and satisfaction score (Example 1.3); feed
results into the next quarter’s R stage.

Budc C khong dimg ¢ doanh s6. Marketing quan hé dénh gia khach hang theo gia tri
vong doi (customer lifetime value, CLV): gid tri hi¢n tai cia lgi nhudn ma mot khach
mang lai trong sudt thoi gian gan bo. Véi lgi nhuan gop mdi nam m, ty 1¢ giit chan khach
1, 13i suat chiét khau i, va gia dinh khach gin bo vo han ky:

Stage C does not stop at sales. Relationship marketing values customers by customer lifetime

value (CLV): the present value of the profit a customer brings over the relationship. With annual
gross margin m, retention rate r, discount rate i and an infinite horizon:

CLVv=YXmr/(1+i)t=mr/(1+i—r) (1.3)
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Vi DU/ EXAMPLE — Vi du 1.4. Mot khach mua tra Van Khé déu dan mang lai 1gi nhuan
g0p 600.000 ddng/nam; i = 10%.
Example 1.4. A regular Van Khé buyer brings a gross margin of VND 600,000 a year; i = 10%.

1.r=0,7: CLV = 600.000 x 0,7/(1 + 0,1 — 0,7) = 420.000/0,4 = 1.050.000 dong.
r=0.7: CLV = 600,000 x 0.7/(1 + 0.1 — 0.7) = 420,000/0.4 = VND 1,050,000.

2.1=0,8: CLV =480.000/0,3 = 1.600.000 dong, tang 52,4% so véir=0,7.1=0,6:
CLV = 360.000/0,5 = 720.000 dong.

r=0.8: CLV =480,000/0.3 = VND 1,600,000, up 52.4% onr = 0.7.r = 0.6: CLV =
360,000/0.5 = VND 720,000.

3. Tang ty 18 giit chan 10 diém phan trim lam CLV ting hon mot nira. Néu chi phi gianh
mot khach méi 1a 500.000 dong, khach ¢ r = 0,6 chi con 13i 220.000 dong sau chi
phi gianh khach, khach c¢6 r = 0,8 con 1.100.000 dong.

Raising retention by 10 percentage points lifts CLV by more than half. If acquiring a new

customer costs VND 500,000, a customer with r = 0.6 leaves only VND 220,000 after
acquisition cost, while one with r = 0.8 leaves VND 1,100,000.

CLV lity ké (nghin dong)

....................................................................................... r=0,8: 1.600
1.500

..................................................... r=0,7: 1.050

1.000 A

................................... r=0,6: 720

500 A

04— . : :
01 5 10 15 nim ghn b
Hinh 1.5. CLV lity ké theo s6 nim gin b6 (m = 600.000 ddng/nim, i = 10%); duong chim l1a
gidi han m-r/(1 +1—r)
Figure 1.5. Cumulative CLV by years of relationship (m = VND 600,000 a year, i = 10%); dotted lines
are the limit mv/(1 +i—r)
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1.7. Muc tiéu, nguyén tac, vai tro va chirc nang cia marketing — Goals,

principles, roles and functions of marketing

Muc tiéu — Goals

Muc tiéu

Goal

Toi da hoa tiéu dung
Maximise consumption

T6i1 da hoa su thoa man
Maximise satisfaction

T6i1 da hoa su lua chon
Maximise choice

Naéng chat lwong cudc
Séng
Raise quality of life

N¢i dung

Meaning

Tao diéu kién dé cau dugc dap
g nhiéu nhét

Let as much demand as possible be
met

Két qua str dung bang hodc vuot
ky vong

Performance meets or beats
expectations

Da dang san phém, kich ¢&, mirc
gia

Variety of products, sizes, prices
San pham an toan, moi truong
dugc gilr gin

Safe products, a protected
environment

Nguyén tic — Principles

Vi du Van Khé

Van Khé example

Co hang ¢ ca chg, ctra hang tién
loi, san TMDT

Stock in markets, convenience stores
and online

Vi tra dang mé ta, giao diing hen
Taste matches the description,
delivery on time

Chai 350 ml, hop 20 tai, goi dung
thu
350 ml bottle, 20-bag box, trial pack

Khong duong, chai tai ché duoc
No sugar, recyclable bottle

« Chon loc va tap trung: khong phuc vu moi nguoi; chon nhém khach muc tiéu va don

nguon lyc vao do.

Selection and concentration: do not serve everyone, choose target customers and
concentrate resources on them.

« Gia tri khach hang: san pham phai mang lai CDV cao hon d6i thi trong mét khach

(Vidu 1.2).

Customer value: the offer must deliver higher CDV than rivals in the customer’s eyes

(Example 1.2).

« Lgi thé khac biét: c6 it nhat mot diém khac ma khach coi trong va ddi thu kho sao

chép.

Differential advantage: at least one difference customers value and rivals find hard to copy.

« Phoi hop: san xuét, tai chinh, nhan su, ban hang cung hudng vé khach hang; 4P nhat

quén voi nhau.

Co-ordination: production, finance, HR and sales all face the customer, the 4Ps are

consistent.

* Qua trinh: marketing 1a chu trinh ldp R — STP — MM — I — C, khong phai mdt chién

dich don é.

Process: marketing is a repeating R — STP — MM — [ — C cycle, not a one-off campaign.

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
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Vai tro0 — Roles

Vai tro
Role

N&i doanh nghiép véi thi trudng: cho biét san xudt gi, ban cho ai, gia
Doanh nghiép nao, & dau; 1a co sé cho quyét dinh cua cac bd phan khéc
The firm Links the firm to the market: what to make, for whom, at what price, where; the
basis for other functions’ decisions

Nguoi tiéu dung Nhicu lya chon hon, thong tin ro hon, mua thuan tién hon
Consumers More choice, clearer information, easier buying

Thuc diy canh tranh, d6i méi san pham, tiéu dung; véi marketing xa hoi,
X4 hoi, nén kinh té huéng t6i tiéu ding bén viing
Society and the economy | Drives competition, product innovation and consumption, under societal
marketing, towards sustainable consumption

Chirc nang — Functions

Chtic ning cia marketing 1a nhimg viéc bd phan marketing phai lam dé thyc hién qua
trinh & muc 1.6:

The functions of marketing are the tasks the marketing department performs to run the process in
section 1.6:

« Nghién ciru thi truong va khach hang: thu thap, phan tich thong tin vé cau, hanh vi,
doi thu.
Market and customer research: gather and analyse information on demand, behaviour and
rivals.

* Lam thich @ng san phﬁm véi nhu cau: thiét ké, cai tién san phém, bao bi, dich vu
theo két qua nghién ctu.
Adapting products to needs: design and improve products, packaging and services from
research findings.

« Phén phoi: chon kénh, trung gian, t6 chirc van chuyén dé san phim c6 mat ding noi,
dang luc.
Distribution: choose channels and intermediaries and organise transport so the product is in
the right place at the right time.

- Tiéu thu va dinh gia: dinh gia, to chirc ban, kiém soat gia ban clia trung gian.
Selling and pricing: set prices, organise sales and monitor intermediaries’ prices.

* Yém tro (truyén thong): quang co, khuyén mai, quan hé cong chiing, ban hang ca
nhan, marketing truc tiép va so.
Support (communication): advertising, sales promotion, public relations, personal selling,
direct and digital marketing.

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
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1.8. Marketing — mix: mo hinh 4P va 4C — The marketing mix: the 4P and 4C

models

Marketing — mix 1 tp hop cong cu marketing c6 thé kiém soat duoc ma doanh nghiép
phdi hop dé tao phan Gtmg mong mudn tir thi trudng muc tiéu. Cach phan loai phd bién
nhat 13 4P do E. Jerome McCarthy dé xuat (1960). Nam 1990 Robert Lauterborn dé xuét
4C, nhin cing cac quyét dinh dé tir phia nguodi mua.

The marketing mix is the set of controllable marketing tools a firm blends to produce the

response it wants from the target market. The most common grouping is E. Jerome McCarthy’s
4Ps (1960). In 1990 Robert Lauterborn proposed the 4Cs, viewing the same decisions from the

buyer’s side.

4P (nguwoi ban)

4P (seller)

Quyét dinh chinh

Main decisions

4C (nguoi mua)
4C (buyer)

Cau hoi cua khach
Buyer’s question

Product — san
pham
Product

Price — gia
Price

Place — phan phéi
Place

Promotion —
truyén thong
Promotion

Chung loai, chét luong,
thiét ké, nhan hiu, bao bi,
dich vu

Variety, quality, design,
brand, packaging, service

Gia niém yét, chiét khau,
diéu kién thanh toan

List price, discounts, payment
terms

Kénh, diém ban, ton kho,
van chuyén

Channels, outlets, inventory,
transport

Quang céo, khuyén mai,
PR, ban hang cé4 nhan,
marketing sO

Advertising, sales promotion,
PR, personal selling, digital

Customer solution —

giai phap

Customer solution

Cost — chi phi cua
khach

Customer cost

Convenience —
thuéan tién
Convenience

Communication —
giao tiep
Communication

Trang 21

San pham giai quyét vin
dé gi cua toi?

What problem does it
solve for me?

Tong t6i phai bo ra bao
nhiéu?
What do I give up in total?

Mua c6 dé, nhan c6
nhanh?

Is it easy to buy and quick
to get?

T6i1 ¢6 dugc hoi, dugc
tra 101 khong?

Can I ask and be
answered?

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



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

4P — ngudi ban 4C — ngwoi mua
Product _ _ Customer solution
San phim - v Giai phap cho khach hang
Price _ _ Cost
Gia - . Chi phi cua khach hang
Place _ _ Convenience
Phén phéi h " Sy thuan tién
Promotion P _ Communication
Truyén thong N g Giao tiép hai chiéu

Hinh 1.6. DBbi chiéu 4P cua nguoi ban véi 4C clia ngudi mua
Figure 1.6. The seller’s 4Ps against the buyer’s 4Cs

VI DU/ EXAMPLE — Chai trd Van Khé theo hai goc nhin. 4P: tra atis6 — c6 ngot 350 ml,
khong duong (P1); 15.000 dong (P2); ctra hang tién loi, gian hang trén san TMDT, dai 1y tap
hoa & chg (P3); dung thir tai toa nha van phong, video ngin huéng dan pha lanh (P4). 4C: giai
khat khong duong, khong phai ty pha (C1); 15.000 dong cong mot phut ghé cira hang (C2);
c6 & cira hang dudi toa nha, giao trong ngay khi dat online, tra bang QR (C3); khach hoi dugc
qua tin nhin gian hang, danh gia duoc sau mua (C4).

The Van Khé bottle from both sides. 4P: 350 ml unsweetened artichoke—stevia tea (P1); VND 15,000
(P2); convenience stores, a marketplace store, grocery agents at markets (P3); sampling in office
buildings, short cold-brew videos (P4). 4C: sugar-free refreshment with no brewing (C1); VND
15,000 plus a minute’s walk to the shop (C2); available downstairs, same-day delivery when ordered
online, QR payment (C3); buyers can ask via store chat and review after purchase (C4).

LOI HAY GAP / COMMON MISTAKE — Coi 4C 13 m6 hinh thay thé 4P, hodc coi 4P la
“b6n bd phan” tach roi. 4C 1a cach kiém tra timg quyét dinh 4P tir phia khach; bon P phai
nhit quan: chai tra dinh vi “tir thién nhién” ma ban gi4 thap nhit ké, bao bi so sai thi khach
khong tin dinh vi.

Treating 4C as a replacement for 4P, or the 4Ps as four separate departments. The 4Cs test each 4P
decision from the buyer’s side; the four Ps must fit: a tea positioned as ‘natural’ but sold at the lowest
shelf price in a flimsy pack will not be believed.

1.9. Pao dirc marketing va khung phap ly Viét Nam — Marketing ethics and the

Vietnamese legal framework

Pao dic marketing 14 cac chuan myc giup nguoi lam marketing phan biét dung sai khi
quyét dinh san pham, gid, kénh, truyén thong va cach dung dit liéu khach hang. Phap luat
diat mic san bit budc; dao dic doi hoi cao hon muc san. Ba van dé thuong gap:
marketing xanh gid mao, quang cdo sai sy that, khai thac dir li¢u cé nhan.

Marketing ethics are the standards that help marketers tell right from wrong when deciding on
products, prices, channels, communication and the use of customer data. The law sets a

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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compulsory floor; ethics asks for more than the floor. Three common issues: greenwashing, false
advertising and personal data exploitation.

Marketing xanh gia mao (greenwashing) — Greenwashing

Marketing xanh gia mao 1a dua ra tuyén bd vé méi truong khong ding, mo hd hoic
phong dai dé san pham co6 vé than thién véi moi truong hon thuc té: ghi “100% xanh”
cho chai nhua khong tai ché duoc, dung hinh 14 cdy va mau xanh 14 thay cho s liéu, néu
mot thudc tinh nhé (ndp gidy) dé che phan 16n bao bi nhya. Phap luat Viét Nam chua c6
diéu riéng vé “marketing xanh”, nhung tuyén bd mai truong 1 ndi dung quang céo va
thong tin vé san pham, nén chiu cac quy dinh chung:

Greenwashing means making environmental claims that are false, vague or exaggerated so that
a product looks greener than it is: ‘100% green’ on a non-recyclable plastic bottle, leaves and
green colours instead of data, one minor feature (a paper cap) hiding mostly plastic packaging.
Vietnamese law has no specific article on ‘green marketing’, but environmental claims are
advertising content and product information, so the general rules apply:

PHAI THUQC / MEMORISE — Luat Quang céo (88/VBHN-VPQH), Diéu 19 khoan 1:
“Noi dung quang céo phai trung thuc, chinh xéc, 16 rang; khong gay hiéu nham vé tinh ning,
chét lugng, cong dung, tdc dung cia san phém, hang hoa, dich vu.” Luat Bao vé quyén loi
ngudi tiéu dung (47/VBHN-VPQH), Diéu 10 khoan 1 diém a cAm “Ltra ddi hodc gay nham
1an cho ngudi tiéu dung thong qua viéc cung cap thong tin sai 1éch, khong day du, khong
chinh x4c” vé san pham. Diéu 4 khoan 9 ghi quyén cua ngudi tiéu ding: “Puoc tao diéu kién
lra chon méi trudng tiéu dung lanh manh va bén viing.”

Advertising Law (88/VBHN-VPQH), Art. 19(1): advertising content must be truthful, accurate and
clear and must not mislead about the features, quality, uses or effects of products, goods and services.
Consumer Protection Law (47/VBHN-VPQH), Art. 10(1)(a) bans deceiving or misleading consumers
by giving false, incomplete or inaccurate information about products. Art. 4(9) gives consumers the
right to be enabled to choose a healthy and sustainable consumption environment.

Quadng cao sai sy that, gay nham 1An — False and misleading advertising

Luat Quang cao Diéu 8 liét ké hanh vi cam. Cac khodn sat voi hoat dong marketing hang
ngay:

Article 8 of the Advertising Law lists banned practices. The paragraphs closest to everyday
marketing:

« Khoan 9: “Quéng cao khong dung hodc gy nham 1an vé kha ning kinh doanh, kha
nang cung cp san pham, hang hoa, dich vu...; vé s6 lugng, chét luong, gid, cong
dung, kiéu dang, bao bi, nhan hiéu, XUAt xtr, chung loai, phuong thic phuc vy, thoi
han bao hanh...”

Para. 9: advertising that is untrue or misleading about business capacity or supply capacity,
or about quantity, quality, price, uses, design, packaging, trademark, origin, type, service
method or warranty period.

« Khoan 11: “Quang cio c6 st dung céc tir ngir “nhat”, “duy nhat”, “tot nhat”, “sé mot”
hodc tir ngir ¢6 y nghia twong tu ma khong c6 tai liéu hop phép chung minh theo quy
dinh cua B Van hoa, Thé thao va Du lich.”

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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Para. 11: using ‘most’, ‘only’, ‘best’, ‘number one’ or similar words without lawful
supporting documents as required by the Ministry of Culture, Sports and Tourism.

* Luat Canh tranh 23/2018/QH14, Piéu 45 khoan 5 diém a cAm “Dua thong tin gian dbi
hodc gdy nham 14n cho khach hang vé doanh nghiép hodc hang hoa, dich vy, khuyén
mai, diéu kién giao dich... nham thu hut khich hang ciia doanh nghiép khac”.
Competition Law 23/2018/QH14, Art. 45(5)(a) bans giving customers deceptive or
misleading information about a business, its goods, services, promotions or trading terms in
order to attract other firms’ customers.

Vé6i ngudi ¢6 anh huong (KOL, KOC) nhan tién gi6i thiéu san pham, Ludt BVQLNTD
Piéu 10 khoan 1 diém h cdm “Khong thong bao trude, khong cong khai cho ngudi tiéu
dung vi¢e tai trg cho ngudi c6 anh hudng dudi moi hinh thirc...”; Ludt Quang cdo biéu
15a khoan 3 budc ngudi cd anh hudng xdc minh ngudi quang céo, khong gidi thi€u san
pham chua dung hodc chua hiéu rd, va “Thong bdo vé viéc quang céo ngay trudc va
trong khi thyc hién hoat dong quang cao”. Chwong 9 phan tich chi tiét.

For influencers (KOLs, KOCs) paid to promote products, Consumer Protection Law Art.
10(1)(h) bans failing to notify or disclose to consumers any form of sponsorship of an influencer;
Advertising Law Art. 15a(3) requires influencers to verify the advertiser, not to promote

products they have not used or do not fully understand, and to announce the advertising
immediately before and during it. Chapter 9 covers this in detail.

Khai thac dir li€éu ca nhan — Exploiting personal data

Marketing s6 dwa vao dir liéu: lich s mua, vi tri, hanh vi duyét web. Tu 01/01/2026,
Luat Bao vé dir liéu ca nhan 91/2025/QH15 va Nghi dinh 356/2025/ND-CP (thay Nghi
dinh 13/2023/ND-CP) dit cac yéu ciu sau:

Digital marketing runs on data: purchase history, location, browsing behaviour. From I
January 2026 the Personal Data Protection Law 91/2025/QH15 and Decree 356/2025/ND-CP

(replacing Decree 13/2023/ND-CP) set these requirements:

« Luét 91/2025, Piéu 9 khoan 4: sy ddng ¥ phai “Thé hién sy dong ¥ ddi v6i timg muc
dich” (diém a); “Su im lang hodc khong phan hoi khong duoc coi 1a sy dong ¥ (diém
d).

Law 91/2025, Art. 9(4): consent must be given for each purpose (point a), silence or no
response is not consent (point d).

» Di¢u 28 khodn 3: “Viéc xtr 1y dit liéu ca nhan cta khach hang d¢ kinh doanh dich vu
quang cao phai dugc sy déng y cta khach hang... cung cp phuong thic cho khach
hang dé c6 thé tir chdi nhan cac thong tin quang cdo.”

Art. 28(3): processing customers’ personal data for advertising services requires their
consent and a way for them to refuse advertising.

« Nghi dinh 356/2025, Diéu 6 khoan 3: “khong duoc thiét 1ap phuwong thirc mic dinh
d6ng y hodc tao ra cac chi dan khong rd rang, gy hiéu 1am gitta dong ¥ va khong
ddng y cho chu thé dir liéu.”

Decree 356/2025, Art. 6(3): default-consent settings and unclear instructions that blur
consent and refusal are not allowed.
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Van ban dang hi¢u lwe (10/2026)
Instrument in force (10/2026)

Noi dung marketing can biét
What marketers need

Linh vuc
Area

Quang cao
Advertising

Nguoi tiéu
dung

Consumers

Canh tranh

Competition

Khuyén mai
Sales promotion

Dir liéu ca nhan
Personal data

Thuong mai
dién tur

E-commerce

Gia, nhan hiéu
Prices,
trademarks

Luat Quang cdo, VBHN 88/VBHN-
VPQH (gém Luét 75/2025/QH15, hl
01/01/2026); ND 342/2025/NB-CP (hl
15/02/2026, thay Nb 181/2013, Nb
70/2021)

Advertising Law, consolidated 88/VBHN-
VPQH (incl. Law 75/2025/QH]15, eff. 1 Jan
2026); Decree 342/2025 (eff. 15 Feb 2026,
replacing Decrees 181/2013 and 70/2021)

Luat BVQLNTD, VBHN 47/VBHN-
VPQH; Nb 55/2024/Nb-CP
Consumer Protection Law, consolidated
47/VBHN-VPQH; Decree 55/2024

Luat Canh tranh 23/2018/QH14 (chua
sua)
Competition Law 23/2018/QH14 (unamended)

Luat Thuong mai, VBHN 113/VBHN-
VPQH; Nb 81/2018, VBHN 55/VBHN-
BCT

Commercial Law, consolidated 113/VBHN-
VPQH; Decree 81/2018, consolidated
55/VBHN-BCT

Luat 91/2025/QH15 (h1 01/01/2026); ND
356/2025/Nb-CP

Law 91/2025/QH15 (eff. 1 Jan 2026); Decree
356/2025

Luat 122/2025/QH15 va Nb
248/2026/NDb-CP (hl 01/7/2026)

Law 122/2025/QH15 and Decree 248/2026
(eff- 1 Jul 2026)

Luat Gia VBHN 25/VBHN-VPQH; Luat
SHTT VBHN 67/VBHN-VPQH

Price Law 25/VBHN-VPQH, IP Law
67/VBHN-VPQOH

Hanh vi cdm Diéu §; ndi dung
Diéu 19; nguoi chuyén tai san
pham quang cao Diéu 15a; quang
céo trén mang Diéu 23

Bans in Art. 8, content in Art. 19; ad

conveyors in Art. 15a; online ads in
Art. 23

Quyén Diéu 4; hanh vi cdm Diéu
10
Rights in Art. 4, bans in Art. 10

Canh tranh khong lanh manh Diéu
45
Unfair competition in Art. 45

Hanh vi cAm Piéu 100; ND
239/2026 bii bo Diéu 6, Biéu 7
ND 81 (tran 50% cii)

Bans in Art. 100; Decree 239/2026
repealed Arts. 6—7 of Decree 81 (the
old 50% caps)

Pong ¥ Piéu 9; quang cao Diéu 28
Consent in Art. 9; advertising in Art.

28

Livestream ban hang Diéu 2224
Livestream selling in Arts. 22—-24

Niém yét gia Diéu 29; nhan hi¢u
Diéu 4 khoan 16

Price display Art. 29, trademark Art.
4(16)

Du théo luat sira d6i Luét Thuong mai, Luat Canh tranh, Luat Bao v¢ quyén loi nguoi
tiéu dung dugc trinh Quédc hoi thang 10/2026 nhung chua dugc théng qua; cac quy dinh

trén 1a quy dinh dang &p dung.

A draft law amending the Commercial Law, the Competition Law and the Consumer Protection
Law goes to the National Assembly in October 2026 but has not been passed, the rules above are
those currently in force.
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LOI HAY GAP / COMMON MISTAKE — Cho rang 6 “ddng y nhan vu di” danh diu
san, hay khach khong bam tir chéi, 1a da c6 sy ddng y. Luat 91/2025 Biéu 9 khoan 4 diém d
va N 356/2025 Diéu 6 khoan 3 no6i nguoc lai; doanh nghiép con phai ching minh da co su
dong y.

Assuming a pre-ticked ‘send me offers’ box, or a customer not clicking ‘refuse’, counts as consent.
Law 91/2025 Art. 9(4)(d) and Decree 356/2025 Art. 6(3) say the opposite; the business must also
prove consent was given.

LOI HAY GAP / COMMON MISTAKE — Viét “giam gia t6i da 50% theo quy dinh” khi
1ap chuong trinh khuyén mai nam 2026. Tran 50% thudc Biéu 6, Piéu 7 ND 81/2018, di bi
ND 239/2026/ND-CP Diéu 11 khodn 1 bai b tir 26/6/2026; cac hanh vi cAm cta Luét
Thwong mai Piéu 100 van ap dung.

Writing ‘maximum 50% discount as required’ in a 2026 promotion plan. The 50% caps were in Arts.
6 and 7 of Decree 81/2018, repealed by Decree 239/2026 Art. 11(1) from 26 June 2026, the bans in
Art. 100 of the Commercial Law still apply.

1.10. Xu hwéng marketing hién nay — Current marketing trends

Nam xu hudng lam thay d6i cach thuc hién ca nim buéc R — STP — MM — 1 — C:
Five trends are changing how all five stages of R — STP — MM — I — C are carried out:

* Marketing $0: mang xa hoi, cong cu tim kiém, video ngén, email; do dugc tung luot
xem, lugt bam, don hang (Chuong 9).
Digital marketing: social media, search, short video, email; every view, click and order can
be measured (Chapter 9).

« Dir li¢u: ca nhan hoa vu dai theo lich sir mua; chi hop phap khi ¢ sy dong y theo ting
muc dich (muc 1.9).
Data: personalising offers from purchase history, lawful only with purpose-specific consent
(section 1.9).

« Tri tué nhén tao (AI): du bao ciu, goi ¥ san pham, viét nhap ndi dung, tra 16i khach
ty dong. Noi dung do Al tao van 1a noi dung quang céo ciia doanh nghiép va phai
trung thyc theo Luat Quang cao Diéu 19.

Artificial intelligence (Al): demand forecasting, product recommendations, draft content,

automated customer replies. Al-generated content is still the firm’s advertising and must be
truthful under Art. 19 of the Advertising Law.

* Thwong mai dién tir va livestream ban hang: san TMDPT, mang xa hdi c6 chuc ning
dat hang, nguoi ban livestream. Luat Thuong mai dién tir 122/2025/QH15 (hl
01/7/2026), Didu 3 khoan 10: “Livestream ban hang 1 phat truc tiép va truc tuyén
trén nén tang thuong mai dién tir dé truyén tai ndi dung dudi dang Am thanh, hinh anh
nhim quang céo, gidi thiéu vé hang hoa, dich vu va cho phép dit hang thong qua chirc
nang dat hang truc tuyén trén nén tang d6.”

E-commerce and livestream selling: marketplaces, social platforms with ordering,
livestream sellers. E-commerce Law 122/2025/QH15 (eff. 1 July 2026), Art. 3(10) defines
livestream selling as live online broadcasting on an e-commerce platform of audio and visual
content to advertise or introduce goods and services, with ordering through the platform’s
online ordering function.

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
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« Phat trién bén virng: bao bi tai ché, giam dudng, ngudn nguyén liéu truy xuat duoc;
tuyén bd “xanh” phai ¢ cin cit dé khong thanh marketing xanh gia mao.
Sustainability: recyclable packaging, less sugar, traceable ingredients; ‘green’ claims need
evidence to avoid greenwashing.

Chi tiéu Ky S6 liéu
Indicator Period Figure

Téng mirc ban 1é hang hoa va doanh thu 7.008,9 nghin ty dong, +9,2%
dich vu tiéu dung Nam 2025 (2024: +8,9%)

Retail sales of goods and consumer service 2025 VND 7,008.9 trillion, +9.2% (2024
revenue +8.9%)

Téng mirc ban 1é hang hoa va doanh thu 5.925,7 nghin ty dong, +13,4%
dich vu tiéu ding 9 thang 2026 (loai trir yéu té gia +7,8%)
Retail sales of goods and consumer service 9 months of 2026 | VND 5,925.7 trillion, +13.4%
revenue (+7.8% in real terms)

Quy mo thuong mai dién tu Nam 2024 25 ty USD, +25%

E-commerce market size 2024 USD 25 billion, +25%

khoang 31 ty USD, +25,5%,
Quy mo6 thuong mai dién tir Nam 2025 khoang 10% tong mtc ban 1¢
E-commerce market size 2025 about USD 31 billion, +25.5%,

about 10% of total retail sales

Ngudn: ban 1é — Cuc Théng ké, Bao cdo tinh hinh kinh té — x hoi quy IV va nim 2025;
quy III va 9 thang nam 2026 (nso.gov.vn). Thuong mai di¢n tor — B Cong Thuong
(moit.gov.vn): nim 2024 theo phat biéu ctia Giam ddc Trung tdm Phat trién TMPT va
Cong nghé sb tai dién dan ngay 21/11/2025; nam 2025 theo phat biéu téng két cia Cuc
truong Cuc Thuong mai dién tir va Kinh té sb, bai dang 24/12/2025.

Sources: retail — National Statistics Olffice, socio-economic reports for Q4 and the year 2025
and for Q3 and the first nine months of 2026 (nso.gov.vn). E-commerce — Ministry of Industry
and Trade (moit.gov.vn): 2024 from the Director of the E-commerce and Digital Technology
Development Centre at a forum on 21 November 2025; 2025 from the year-end review by the

Director General of the E-commerce and Digital Economy Agency, published 24 December
2025.
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Hinh 1.7. Quy mé thwong mai dién tir Viét Nam 20242025 (ty USD). Ngudn: B6 Cong Thuong
(moit.gov.vn)
Figure 1.7. Vietnam’s e-commerce market size 2024—2025 (USD billion). Source: Ministry of Industry
and Trade (moit.gov.vn)

Vi DU/ EXAMPLE — Van Khé véi cac xu huéng. Gian hang trén san TMDT la kénh dén
khach ngoai Lam Pdng; cong ty livestream mdi toi thir Sdu tir xuwdng sy tra, ngudi
livestream n6i ding thanh phan, khong goi tra 13 thudc chita bénh (Luat TMDT Diéu 24
khoan 4 cim thong tin gian d6i vé cong dung). Dit liéu don hang dung dé nhic khach mua lai
sau 25 ngay, chi guri cho khach di tich 6 ddng ¥ nhan tin. Cong cu Al viét nhap mé ta san
pham, nhan vién kiém timg cau trude khi ding.

Véin Khé and the trends. The marketplace store reaches buyers outside Lam Pong; the firm
livestreams every Friday evening from its drying shed, and the host states the real ingredients and
never calls the tea a medicine (E-commerce Law Art. 24(4) bans deceptive information on uses).
Order data trigger a repurchase reminder after 25 days, sent only to buyers who ticked the consent
box. An Al tool drafts product descriptions, staff check every sentence before posting.

LOI HAY GAP / COMMON MISTAKE — Goi 31 ty USD 1a doanh thu ban 1¢ tric tuyén
B2C hoic dan “55% dan s6 mua sdm truc tuyén” nhu s6 do. Con s6 31 ty USD 1a phat biéu
tong két ciia B6 Cong Thuong vé quy md TMBT, khong ghi 1a B2C; con s6 55% khong c6
nam va ngudn diéu tra.

Calling USD 31 billion B2C online retail revenue, or quoting ‘55% of the population shop online’ as
a measurement. The USD 31 billion is the Ministry of Industry and Trade’s year-end statement on e-
commerce size, not labelled B2C; the 55% figure has no year or survey source.

1.11. Khai niém dé nham, 15i hay gap va thult ngivr — Easily confused concepts,

common mistakes and glossary

Cap khai niém Khac nhau & Vidu

Pair Difference Example

N A Thiéu hut — hinh thtrc cu thé —kém  Khat — tra dong chai — mua
Nhu cau — mong muodn —

cAu khd nang thanh toan duoc chai 15.000 dong
Need 5 d y Deprivation — specific form — backed Thirst — bottled tea — able to buy a
COn T WARIS T ACARAE py, ability to pay VND 15,000 bottle
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Cap khai niém

Pair

Marketing — ban hang
Marketing — selling

Marketing — quang céo
Marketing — advertising

Gia tri — gia
Value — price

Gia tri — su thoa man
Value — satisfaction

Giao dich — quan hé

Transaction — relationship

Nguoi tiéu dung — khach
hang

Consumer — customer

Marketing xa hoi — tir
thién

Societal marketing —
charity

Khac nhau &
Difference

Bit dau tir khach — bat dau tir hang
6 san
Starts from buyers — starts from stock

CaquatrinhR-STP-MM—-1-C
—mot cong cu cua P4

The whole process — one tool within P4

Téng loi ich cam nhén — s6 tién tra
Total perceived benefits — money paid

Danh gia trude khi mua — cadm nhan
sau khi dung
Judged before buying — felt after use

Mot lan trao d6i — chudi giao dich
lau dai

One exchange — a long chain

Mua, dung khong vi muc dich
thuong mai — moi nguoi mua, ké ca
dai ly

Buys for non-commercial use — any
buyer, incl. dealers

Thiét ké 4P vi loi ich dai han — hoat
dong tach khoi san pham

4P designed for long-term welfare —
activity detached from the product

Vi du
Example

Khéo sat roi 1am chai khong
dudng — 1am trude roi giao chi
tiéu

Survey then make the bottle — make

first, then set quotas

Chon khach, dinh gia, chon
kénh — video gidi thi¢u
Choosing buyers, pricing,
channels — a promo video

TCV 140 — gia 85 nghin dong
TCV 140 — price 85 thousand VND

CDV 40 — 68% khach hai long
CDV 40 — 68% satisfied

Mot chai — mua hang tuan hai
nam
One bottle — weekly for two years

Nhan vién van phong — dai ly
tap hoa
Office worker — grocery agent

Chai tai ché, it duong — tai trg
giai chay

Recyclable, low-sugar bottle —
sponsoring a run

Dinh nghia nguoi tiéu dung theo Luat BVQLNTD (47/VBHN-VPQH), Piéu 3 khoan 1:
“Nguoi tiéu dung 1a nguoi mua, st dung san phém, hang hoa, dich vu cho muc dich tiéu

dung, sinh hoat cua cad nhan, gia dinh, co quan, t0 chic va khong vi muc dich thuong
mai.” Khach hang 1a khai niém rdng hon, gom ca t6 chitc mua dé ban lai hay san xuat

(Chuong 3).

Consumer as defined by the Consumer Protection Law (47/VBHN-VPQH), Art. 3(1): a person
who buys or uses products, goods and services for personal, household, agency or
organisational consumption and not for commercial purposes. ‘Customer’ is wider and includes
organisations that buy to resell or produce (Chapter 3).

LOI HAY GAP / COMMON MISTAKE — Nham nhu cau v&i mong mudn: viét “khéch cé
nhu cau udng tra sira”. Nhu cau 1a giai khat, giao luu; tra sira 1 mong mudn. Nham nhu vay
khién doanh nghiép chi nhin ddi thu cung loai san pham, bo s6t ddi thu théa méan cing nhu
cdu bang san pham khac (nudc ép, ca phé).
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Confusing needs with wants: writing ‘customers need bubble tea’. The need is refreshment or
socialising; bubble tea is a want. The mistake makes a firm watch only same-product rivals and miss
rivals that meet the same need with other products (juice, coffee).

LOI HAY GAP / COMMON MISTAKE — Panh dong khuyén mai véi quang céo. Quang
c4o gi6i thiéu san pham dén nguoi tiép nhan (Luat Quang céo Diéu 2 khoan 1); khuyén mai 1a
“danh cho khach hang nhiing loi ich nhat dinh” dé xuc tién mua ban (Luat Thuong mai Diéu
88 khoan 1). Hai hoat dong chiu hai luat khac nhau.
Treating sales promotion as advertising. Advertising introduces a product to recipients (Advertising

Law Art. 2(1)); sales promotion gives customers certain benefits to boost buying and selling
(Commercial Law Art. 88(1)). The two fall under different laws.

Thuat ngir Viét — Anh — Vietnamese — English glossary

Thuéat ngir

Term (Vietnamese)

Tiéng Anh

English

Giai thich ngin
Short definition

Nhu cau

Mong muén

Cau (c6 kha nang thanh
toan)

San pham, 15i chao hang

Gia tri danh cho khach
hang

Su théa man cua khach

hang

Trao doi

Giao dich

Marketing quan hé

Needs

Wants

Demands

Product, market offering

Customer delivered value

Customer satisfaction

Exchange

Transaction

Relationship marketing

Trang thai thiéu hut dugc cam nhén
A felt state of deprivation

Hinh thirc cu thé cua nhu cu
The specific form a need takes

Mong mu6n kém kha ning, sy sin sang
chi tra

A want backed by ability and willingness to
pay

Thtr duge chao ban dé thoa man nhu cau
Anything offered to satisfy a need

Tong gia tri trir tong chi phi khach cam
nhén

Total customer value minus total customer
cost

So sanh két qua str dung véi ky vong
Performance compared with expectations

Nhan thir minh muén bang cach dwa lai
thtr c6 gia tri

Getting something by giving something of
value

Mot 1an trao d6i hoan tat
One completed exchange

Xay dung quan hé lau dai voi khach, d6i
tac

Building long-term ties with customers and
partners
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Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

Tap hop nguoi mua hién c6 va tiém nang

Thi truon Market
’ & The set of actual and potential buyers
Phén tich, 14p ké hoach, thuc hién, kiém
Quan tri marketing Marketing management tra chut'o‘ng trmh. ma.rketmg .
Analysing, planning, implementing and
controlling programmes
2 : Tap trung san lugng, gia thanh tha
Quan diém san xuat Production concept P & ne, & P
Focus on volume and low cost
A, 2 Tép trung chét luong, tinh nin
Quan diém san pham Product concept P g o g &
Focus on quality and features
Y S . Tap trung ddy hang sin co
Quan diém ban hang Selling concept P £ y g .
Focus on pushing existing stock
.2 . . Xuét phat tir nhu cau thi truong muc tiéu
Quan diém marketing Marketing concept p ’ £
Start from target market needs
Quan diém marketing xa Societal marketing Can béng loi nhuan, khach hang, xa hoi
hoi concept Balance profit, customers and society
A s . . . Chu ¥ san pham hon nhu cau khach
Can thi marketing Marketing myopia y. p
Attending to the product more than to needs
. . . . Tap hop cong cu 4P c6 thé kiém soat
Marketing — mix Marketing mix o i
& & The controllable 4P toolset
T 1 o Gia tri hién tai cta lgi nhuan tir mot
Gia tri vong doi khach Customer lifetime value L i : ;
\ khéch
hang (CLV)

Present value of profit from a customer

Ty 1& khach tiép tuc mua ky sau

Ty 1€ gilr chan khach hang Retention rate ,
yies £ Share of customers buying again next period

Chuan myc dung sai trong quyét dinh
Dao duc marketing Marketing ethics marketing
Standards of right and wrong in marketing

Tuyén bb méi truong sai, mo hd, phong
Marketing xanh gia mao Greenwashing dai

False, vague or inflated green claims

Quéng céo khién khach hiéu sai vé san
Quang cdo gdy nham lan ~ Misleading advertising pham
Advertising that misleads buyers

Ngudi duoge xa hdi cha y trong mét linh
Nguoi ¢6 anh hudng Influencer vuc

A person with public attention in a field
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Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

Phat tryc tiép trén nén tang TMDT kém
Livestream ban hang Livestream selling dat hang
Live broadcast on a platform with ordering

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

Bai 1. Tra Van Khé dua dong tra déng chai vao TP.HCM — Exercise 1. Vin Khé Tea
takes its bottled tea line to Ho Chi Minh City

Cong ty TNHH Tra Van Khé (Lam Pong) ban tra thao moc tai loc qua chg dau mdi va
dai 1y tir nam 2018. Nam 2026 cong ty mudn dua ra chai tra atisd — co ngot 350 ml,
khong duong, gia 15.000 dong, nhim vao ngudi di 1am 22-40 tudi & TP.HCM. Nghién
ctru so bo: nhom nay c6 2.400.000 ngudi; 35% mudn udng tra thao moc dong chai thay
nudc ngot; trong sd d6 60% sin sang tra 15.000 déng/chai; ngudi mua ding binh quan 4
chai/thang. Giam ddc kinh doanh dé xuat “san xuét that nhiéu, giam gia manh & dai 1y dé
ban hét”. Yéu cau: (1) tinh quy md cau c6 kha ning thanh toan theo sé chai va doanh thu
nam; (2) dé xuit cta giam ddc kinh doanh thudc quan diém quan tri nao, rui ro gi; (3) lap
khung qué trinh R — STP — MM — I — C cho dy an; (4) néu mot chi tiéu do cho budce C.
Vian Khé Tea Co., Ltd. (Lam Pong) has sold herbal tea bags through wholesale markets and
agents since 2018. In 2026 it plans a 350 ml unsweetened artichoke—stevia bottled tea priced at
VND 15,000, aimed at working adults aged 22—40 in Ho Chi Minh City. A pilot study finds: the
group numbers 2,400,000 people; 35% want bottled herbal tea instead of soft drinks; of these,
60% are willing to pay VND 15,000 a bottle; buyers drink 4 bottles a month on average. The
sales director proposes ‘producing in volume and cutting agent prices hard to clear stock’.
Required: (1) the size of effective demand in bottles and annual revenue; (2) which management
orientation the proposal reflects and its risk;, (3) an R — STP — MM — [ — C outline for the
project; (4) one measure for stage C.

1. Ngudi ¢ mong mudn: 2.400.000 x 35% = 840.000. Nguoi co cau (mong mudn + kha
ning, san sang chi tra): 840.000 x 60% = 504.000 nguoi.

People with the want: 2,400,000 x 35% = 840,000. People with demand (want + ability and
willingness to pay): 840,000 % 60% = 504,000.

2. Sb chai/nam: 504.000 x 4 x 12 =24.192.000 chai. Doanh thu tiém nang theo gia ban
1é: 24.192.000 x 15.000 = 362.880.000.000 dong, tirc 362,88 ty ddong/nim. Pay 1a
ciu cua ca thi trudng, chua phai doanh s6 ctia Van Khé.

Bottles a year: 504,000 x 4 x 12 = 24,192,000. Potential revenue at retail price:
24,192,000 % 15,000 = VND 362,880,000,000, i.e. VND 362.88 billion a year. This is total
market demand, not Van Khé’s own sales.

3. Bé xuat “lam nhiéu, giam gia manh dé ban hét” 13 quan diém ban hang (day hang co
san) pha quan diém san xudt (san luong 10n, gia thip). Rui ro: ton kho khi khach chua
biét san pham; giam gia sdu lam hinh anh “tra ré”, khé nang gia; dai 1y quen chd giam
gia.

‘Make a lot, cut prices hard to clear it’ is the selling concept (pushing existing stock) mixed
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with the production concept (high volume, low price). Risks: unsold stock while buyers do
not yet know the product; deep discounts build a ‘cheap tea’ image that is hard to reprice;
agents learn to wait for discounts.

4. R: khao sat thoi quen uéng ctia nhom 22-40 tudi, thir vi, muc gia chép nhan. STP:
chon nhom van phong quan tam strc khoe; dinh vi “tra thao mdc khong duong tir Lam
Pong”. MM: chai 350 ml (P1), 15.000 dong (P2), ctra hang tién loi gan vin phong va
gian hang trén san TMPT (P3), dung thir tai toa nha va video ngan (P4). I: lich phan
phéi, ngan sach, phan cong. C: do két qua, so v6i muc tiéu.

R: survey drinking habits of the 22—40 group, taste tests, acceptable price. STP: target
health-minded office workers; position as ‘unsweetened herbal tea from Lam Pong’. MM:
350 ml bottle (P1), VND 15,000 (P2), convenience stores near offices and a marketplace
store (P3), sampling in office buildings and short videos (P4). I: distribution schedule,
budget, responsibilities. C: measure results against targets.

5. Chi tiéu cho budc C: ty 1€ mua lap lai sau 30 ngay, vi du muc tiéu > 30% nguoi da
mua; kém s6 diém ban c6 hang va diém hai long binh quan. Két qua dua nguoc vé
budc R cua vong sau.

Stage C measure: repeat purchase within 30 days, e.g. a target of > 30% of buyers; together
with the number of stocking outlets and the mean satisfaction score. Results feed back into
stage R of the next round.

Bai 2. Chién dich “serum xanh” ciia My pham Lam Ngoc — Exercise 2. Lam Ngoc
Cosmetics and its ‘green serum’ campaign

Cong ty TNHH M§y pham Lam Ngoc ra mat serum chiét xuat rau ma. Ban ké hoach
truyén thong c6 ba diém: (a) bao bi va quang cdo ghi “serum xanh sé mot Viét Nam,
100% than thién mdi truong” trong khi chai lam bang nhya nhiéu 16p khong tai ché duoc
va cong ty chua c6 tai liéu ching minh “sé mot”; (b) tra phi cho 5 ngudi c¢6 anh hudng
dang video “cam nhan that”, dé nghi ho khong ghi 1a quang cao dé “ty nhién hon”; (©)
trén trang ban hang, 6 “T6i dong y nhan quang cdo va cho phép chia sé dit lidu véi d6i
tac” dugc danh dau san. Yéu cau: chi ra van dé dao dic va can cir phap 1y cua timg diém,
dé xuat cach sira.

Lam Ngoc Cosmetics Co., Ltd. launches a centella serum. Its communication plan has three
points: (a) the pack and the ads say ‘Vietnam’s number one green serum, 100% eco-friendly’,
although the bottle is multi-layer plastic that cannot be recycled and the firm has no evidence for
‘number one’; (b) five influencers are paid to post ‘honest review’ videos and asked not to label
them as advertising so they ‘feel natural’; (c) on the sales page the box ‘I agree to receive
advertising and to share my data with partners’ is pre-ticked. Required: identify the ethical issue
and legal basis of each point and propose a fix.

1. (a) Marketing xanh gia mao (greenwashing) va tuyén b “sé mot” khong ching minh.
Luat Quang cdo Piéu 19 khoan 1: noi dung quang co “phai trung thuc, chinh xac, ro
rang”; Piéu 8 khoan 11 cdm dung “nhat”, “s6 mot” khi khong c6 tai liéu hop phap
chung minh.

(a) Greenwashing and an unproven ‘number one’ claim. Advertising Law Art. 19(1):
advertising content ‘must be truthful, accurate and clear’; Art. 8(11) bans ‘best’, ‘number
one’ and similar words without lawful supporting documents.
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2. Stra (a): bo “sd mot”; thay “100% than thién mdi truong” bang tuyén bd do duge va
dang pham vi, vi du “chiét xuit rau ma tr?)ng tai Lam Déng”; néu mudn noi vé bao bi
thi phai d6i bao bi trudc.

Fix (a): drop ‘number one’; replace ‘100% eco-friendly’ with a measurable claim of correct
scope, e.g. ‘centella extract grown in Lam Pong’; any packaging claim needs a packaging
change first.

3. (b) Che gidu quan hé tai trg, danh lira nguoi xem. Luat BVQLNTD Biéu 10 khoan 1
diém h cdm khong cong khai viéc tai tro cho ngudi ¢ anh huong; Luat Quang céo
Piéu 15a khoan 3 diém b budc ngudi c¢6 anh huong “thong bao vé viéc quang cdo
ngay trudc va trong khi thuc hién hoat dong quang céo”.

(b) Hiding sponsorship misleads viewers. Consumer Protection Law Art. 10(1)(h) bans
failing to disclose sponsorship of influencers, Advertising Law Art. 15a(3)(b) requires
influencers to announce the advertising ‘immediately before and during’ it.

4. Stra (b): hop dong ghi rd nghia vu gin nhan quang céo; ngudi cé anh hudng phai
dung thtr san pham va dugc cung cap tai lidu chit lugng (Piéu 15a khoan 3 diém a).
Fix (b): the contract requires an advertising label; influencers must try the product and
receive quality documents (Art. 15a(3)(a)).

5. (c) Khai thac dit liéu c4 nhan khong c6 sy dong ¥ that. Luat BVDLCN 91/2025 Diéu
9 khoan 4: déng ¥ “ddi voi timg muc dich”; ND 356/2025 Diéu 6 khoan 3: “khong
duoc thiét 1ap phuong thirc mic dinh déng y”. Gop nhan quang céo véi chia sé dir
liu 1a gop hai muc dich.

(c) Exploiting personal data without real consent. Personal Data Protection Law 91/2025
Art. 9(4): consent ‘for each purpose’; Decree 356/2025 Art. 6(3): ‘default consent’ settings
are not allowed. Bundling advertising with data sharing combines two purposes.

6. Stra (c): hai 6 riéng, dé trong, c6 nat tir chdi nhan quang cio bt ctr lic nao (Luat
BVDLCN Diéu 28 khoan 3, 5); luu bang chimg dong y vi doanh nghiép phai chimng
minh.

Fix (c): two separate unticked boxes and an opt-out from advertising at any time (Art. 28(3),
(5)), keep records of consent because the business bears the burden of proof.

1.13. Cau hoi tu luan va dan y tra l0i — Essay questions and answer outlines

Céu 1. Phan biét nhu cidu, mong mudn va cau. Lay vi du mdt ngwoi di lam ¢ Ha Noi
vao gio' An trua. Vi sao doanh nghiép khong tao ra nhu ciu nhung tac dong duoc
dén mong mudn va ciu?
Question 1. Distinguish needs, wants and demands, using an office worker in Ha Noi at
lunchtime as the example. Why can a firm not create needs, yet influence wants and demands?
« Nhu cdu: trang thai thiéu hut ma con ngudi cam nhan, & day 1a d6i va can nap ning
lugng. Nhu cau gén voi ban chét sinh hoc, x3 hoi ctia con nguoi.
Need: a felt state of deprivation, here hunger and the need for energy. Needs are rooted in
human biology and social life.

* Mong mudn: hinh thitc cu thé dé thoa man nhu cau, do vin héa va cé tinh dinh hinh:
mot bat pho, com van phong giao qua ung dung, hay banh mi ¢ xe day.
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Want: the specific form chosen to satisfy the need, shaped by culture and personality: a bowl
of pho, an office lunch delivered by app, or a banh mi from a street cart.

« Cau: mong mudn co kha ning va san sang thanh toan. Nguoi c6 50.000 déng cho bira
trua ¢6 cAu v6i sut com 40.000 dong, khong c6 cau voi suat 150.000 dong du van co
mong mudn.

Demand: a want backed by ability and willingness to pay. Someone with VND 50,000 for
lunch demands a VND 40,000 meal but not a VND 150,000 one, even if the want is there.

« Doanh nghiép khong tao ra con déi; ho dua ra san pham, gia, cach giao hang dé bién
mong mudn thanh cau: chia sudt nhé hon, thanh toan QR, giao trong 20 phut.

Firms do not create hunger, they design product, price and delivery to turn wants into
demand: smaller portions, QR payment, 20-minute delivery.

« Két luan: do thi trudng phai do cau (s6 ngudi c6 mong mudn va kha ning thanh toén),
khong do theo nhu cau chung chung; s6 ngudi “d6i” khong phai quy mé thi trudng
com trua 150.000 dong.

Conclusion: market sizing measures demand (people with the want and the ability to pay),
not general needs, the number of ‘hungry people’ is not the market for VND 150,000
lunches.

Ciu 2. So sanh quan diém ban hang, quan diém marketing va quan diém marketing
x4 hdi theo diém xuit phat, trong tim, phwong tién va muc tiéu. Doanh nghiép Viét
Nam nao thwong van dung quan diém ban hang va trong hoan canh nio thi hep ly?
Question 2. Compare the selling concept, the marketing concept and the societal marketing
concept by starting point, focus, means and end. Which Vietnamese firms tend to use the selling
concept, and when is it reasonable?

« Quan diém ban hang: xuat phat tir nha may, trong tim la san pham hién c6, phuong
tién 1a ban hang va khuyén mai manh, muyc ti€u lgi nhuan qua doanh $6.

Selling concept: starts from the factory, focuses on existing products, uses aggressive selling
and promotion, and seeks profit through sales volume.

* Quan diém marketing: xuét phat tir thi trudng muc tiéu, trong tdm la nhu cau khach
hang, phuong tién 1a marketing phdi hop, myc tiéu loi nhuan qua su thoéa man ciia
khéach hang.

Marketing concept: starts from the target market, focuses on customer needs, uses integrated
marketing, and seeks profit through customer satisfaction.

« Quan diém marketing x4 hoi: thém loi ich dai han cua x3 hoi va méi trudng vao can
can loi nhuan — nhu cau khach hang; vi du khong ban dd uéng nhiéu duong cho cang
tin truong tiéu hoc du c6 cau.

Societal marketing concept: adds the long-term interest of society and the environment to the
balance of profit and customer wants, e.g. declining to sell high-sugar drinks to primary
school canteens even if there is demand.

« Quan diém ban hang thudong gip ¢ hang it duoc cha dong tim mua (bao hiém nhan
tho, g6i hoc truc tuyén dai han) va khi du cong suat, ton kho cudi mua.

The selling concept is common for unsought goods (life insurance, long online course
packages) and with spare capacity or end-of-season stock.
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« Hop ly khi ding ngéan han dé giai phong ton kho, c¢6 thong tin trung thuc; rii ro khi
thanh chién lugc lau dai: khach mua ri hdi tiéc, khiéu nai, uy tin giam.
Reasonable as a short-term tool to clear stock with truthful information; risky as a long-term
strategy: buyers regret, complain and trust falls.

Cau 3. Mt hgp tic xi & An Giang ban gao dic san déng tii 5 kg qua cho truyén
thong. Hiy mo ta marketing — mix 4P hi¢n tai cé thé cé, chuyén sang géc nhin 4C va
dé xuat hai thay ddi dé ban cho hd gia dinh tré & TP.HCM qua san thuwong mai dién
tur.

Question 3. A cooperative in An Giang sells specialty rice in 5 kg bags through traditional
markets. Describe its likely 4P marketing mix, restate it in 4C terms and propose two changes to
sell to young households in Ho Chi Minh City via an e-commerce marketplace.

« 4P hién tai: ti 5 kg in tén gidng laa (P1); gia theo gia cho (P2); ban qua tiéu thuong &
cho (P3); truyén miéng, bién hiéu sap (P4).
Current 4P: 5 kg bags printed with the rice variety (P1), prices follow market rates (P2);
sold through market traders (P3),; word of mouth and stall signs (P4).

« 4C: giai phap cho khach 1a gao ngon, an toan, ngudn gbc 1d; chi phi ciia khach gom
tién va cong di chg, mang vac; thuan ti¢n thép voi nguoi khong di cho; giao tiép mot
chiéu.
4C: the customer solution is tasty, safe rice of clear origin, customer cost includes money

and the effort of going to market and carrying it; low convenience for people who do not
shop at markets, one-way communication.

« Thay d6i 1 (san pham, thuan tién): tai 2 kg c6 khoa kéo, ma QR truy xuat ngudn gbc,
giao tan nha qua san TMBT; khach tré it ndu, & can ho nho.

Change 1 (product, convenience): 2 kg zip bags, a traceability QR code and home delivery
via the marketplace; young buyers cook less and live in small flats.

« Thay d6i 2 (giao tiép): trang gian hang tra 16 cAu héi trong ngay, moi danh gia sau
mua, ndi dung ngin vé cach nau; ndi dung phai ding su that vé giéng lta va xuat xu
(Luat Quang céo Piéu 19 khoan 1).

Change 2 (communication): the store page answers questions the same day, invites post-

purchase reviews and posts short cooking content; claims about the variety and origin must
be true (Advertising Law Art. 19(1)).

« Chi phi ctia khach: gia t0i 2 kg c6 thé cao hon trén mdi kg nhung tong chi phi (tién,
thoi gian, cong sirc) thap hon di cho; d6 14 1y do 4C bd sung cho 4P chir khong thay
4P.

Customer cost: the 2 kg price may be higher per kg, but total cost (money, time, effort) is
lower than a market trip; this is why 4C complements rather than replaces 4P.
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1.14. Cau hoi trac nghiém — Multiple-choice questions

1. Theo cach hiéu trong marketing, “cau” 1a:
In marketing terms, ‘demand’ is:

A. mong mudn vé mot san pham cu thé kém kha nang va sy san sang thanh toan
want for a specific product backed by ability and willingness to pay

B. trang thai thiéu hut ma con ngudi cam nhan dugc / a felt state of deprivation

C. moi mong mudn ctia ngudi tiéu dung vé san pham / every consumer want for a
product

D. s6 lwong san pham doanh nghiép san xuat duoc / the quantity a firm can produce

2. Mot nha may banh keo ton kho 16n sau Tét. Ban giam ddc tang chiét khau cho dai 1y,
thudng nhan vién theo doanh sb, khong tim hiéu vi sao khach it mua. Cach lam nay
thé hién quan diém:

A confectionery plant holds large stocks after Tet. Management raises dealer discounts and
pays staff sales bonuses without asking why buyers bought less. This reflects the:

A. quan diém san xuét / production concept

B. quan diém marketing / marketing concept

C. quan diém ban hang / selling concept

D. quan diém marketing xa hoi / societal marketing concept

3. Mot ving ¢6 1.000.000 nguoi; 40% mudn dung san pham X; 50% trong s6 d6 c6 kha
nang va san sang mua & gia 50.000 dong; mdi ngudi mua 2 don vi/nim. Quy md cau
c6 kha nang thanh toan theo gia tri la:

An area has 1,000,000 people; 40% want product X; 50% of these can and will buy at VND
50,000, each buys 2 units a year. Effective demand in value terms is:

A. 40 ty ddng/mam | VND 40 billion a year
B. 20 ty dong/mam | VND 20 billion a year
C. 100 ty ddng/mam / VND 100 billion a year
D. 10 ty ddng/nam / VND 10 billion a year

4. Thur ty dung cua qua trinh marketing la:
The correct order of the marketing process is:
A.STP-R-MM-1-C
B.MM-R-STP-C-1
C.R-MM-STP-1-C
D.R-STP-MM-1-C

5. Trong md hinh 4C, yéu té twong tmg v6i “phan phdi” (Place) la:
In the 4C model, the counterpart of Place is:
A. su thuan tién (convenience) / convenience
B. chi phi cta khach hang (cost) / cost
C. giao tiép (communication) / communication
D. giai phap cho khach hang (customer solution) / customer solution

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
Trang 37



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

6. Theo Luat Bao vé dif liéu c4 nhan 91/2025/QH15, khach hang khong phan hdi email
xin phép guri quang cdo thi:
Under Personal Data Protection Law 91/2025/QH135, a customer who does not reply to an
email asking permission to send advertising:
A. duoc coi 1a ddng ¥ sau 7 ngay / is deemed to consent after 7 days

B. dugc coi 1a ddng y néu email c6 nat hity dang ky / is deemed to consent if the
email has an unsubscribe link

C. duoc coi la dong y véi moi muc dich da néu / is deemed to consent to all stated
purposes

D. khong duoc coi la ddng ¥ / is not deemed to consent

7. Khach danh gi4 tong gia tri nhan dugc tir mot san pham 14 140 nghin dong, tong chi

phi bo ra 12 100 nghin dong. Gia tri danh cho khach hang (chénh léch) 1a:
A customer rates the total value of an offer at VND 140 thousand and the total cost at VND
100 thousand. Customer delivered value (the difference) is:

A. 240 nghin déng / VND 240 thousand

B. 1,4 1an / 1.4 times

C. 40 nghin déng / VND 40 thousand

D. 100 nghin dng / VND 100 thousand

8. Doanh nghiép tra tién cho ngudi c6 anh hudng gidi thiéu san pham nhung khong cong
khai viéc tai tro. Hanh vi bi nghiém cdm theo quy dinh:
A firm pays an influencer to promote a product but does not disclose the sponsorship. The
prohibition is in:
A. Luat Canh tranh Diéu 45 khoan 6 (ban dudi gia thanh toan bd) / Comperition Law
Art. 45(6) (selling below full cost)
B. Luat BVQLNTD Diéu 10 khoan 1 diém h / Consumer Protection Law Art. 10(1)(h)
C. Luat Gia Piéu 29 (niém yét gia) / Price Law Art. 29 (price display)
D. Luat SHTT Diéu 93 khoan 6 (hiéu luc vin bang nhan hiéu) / IP Law Art. 93(6)
(term of a trademark certificate)
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Chuwong 2. Moi trueong marketing — Chapter 2. The marketing

environment

Muc tiéu chwong — Chapter objectives

* Néu khai niém moi trudong marketing, phan biét moi truong ndi bg, vi mo va vi mo.
Define the marketing environment and distinguish the internal environment, the
microenvironment and the macroenvironment.

« Phan tich sau tic nhan vi mo va sau yéu t6 vi mé (PESTEL), dung sb liéu Viét Nam c6
ky va nguon.
Analyse the six micro actors and the six macro factors (PESTEL) with Vietnamese data that
carry a period and a source.

« Pénh gia strc hap dan ciia mot nganh bang mé hinh nim luc lugng canh tranh.
Assess an industry’s attractiveness with the five forces model.

« Lap ma train SWOT va ma tran két hop SO — ST — WO — WT cho mdt doanh nghiép.
Build a SWOT matrix and a TOWS matrix (SO, ST, WO, WT) for a firm.

« Tinh diém ma tran EFE, IFE va dit doanh nghiép 1én ma tran IE.
Score the EFE and IFE matrices and place the firm on the IE matrix.

2.1. Khai niém va cau tric moi trwong marketing — Concept and structure of the

marketing environment

Moi truong marketing 1a tap hop céc tdc nhan va luc lugng bén ngoai by phan marketing
c6 anh huong toi kha nang ctia doanh nghiép trong viéc xay dung va duy tri quan hé véi
khach hang muyc tiéu. Cach chia pho bién (theo Philip Kotler) gdm hai 16p bén ngoai: méi
treong vi md gom cac tic nhan gan doanh nghiép, va méi trwong vi md gdm céc luc
luong xa hoi rong. Nhiéu gido trinh Viét Nam tach thém mai truwdong ndi bd 13 cac bo
phan, ngudn luc bén trong doanh nghiép.

The marketing environment is the set of actors and forces outside marketing that affect the firm’s
ability to build and maintain relationships with target customers. The common split (after Philip
Kotler) has two external layers: the microenvironment, made up of actors close to the firm, and

the macroenvironment, made up of broad societal forces. Many Vietnamese courses also
separate the internal environment: the firm’s own departments and resources.
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MOI TRUONG VI MO (PESTEL)
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Hinh 2.1. Ba 16p ctia mdi truong marketing: ndi by & tdm, squ tdc nhan vi mo, squ yéu té vi mo
Figure 2.1. The three layers of the marketing environment: the firm at the centre, six micro actors, Six
macro factors

PHAI THUQC / MEMORISE — Vi mé = doanh nghiép (ndi bd), nha cung cip, trung gian
marketing, khach hang, ddi thu canh tranh, cong chiing. Vi mo = nhan khéu hoc, kinh té, tu
nhién, céng nghé, chinh tri — phap luat, vin hoa — xa hoi. Yéu t6 bén ngoai sinh ra co’ hdi (0)
va thach thire (T); yéu t6 bén trong 14 diém manh (S) va diém yéu (W).

Micro = the company (internal), suppliers, marketing intermediaries, customers, competitors, publics.
Macro = demographic, economic, natural, technological, political-legal, socio-cultural. External
factors give opportunities (O) and threats (T), internal factors are strengths (S) and weaknesses (W).

Méi trudng marketing ¢6 bon dic diém: khach quan (ton tai khong phu thuéc y mubn
ctia doanh nghiép); bién ddng (dan s, gia, luat, cong nghé thay d6i hang nam); da dang,
dan xen (mot thay doi phap luat 1am d6i hanh vi nha phan phdi va dbi thu); tac dong hai
chiéu v6i mirc d6 khac nhau (doanh nghiép dam phan duoc v6i nha cung cap, nhung chi
thich (mg véi toc d6 gia hoa dan sb).

The marketing environment has four features: it is objective (it exists regardless of the firm’s
wishes), changing (population, prices, laws and technology shift every year), diverse and
interlinked (a change in law alters how distributors and rivals behave),; and two-way to different
degrees (the firm can negotiate with suppliers but can only adapt to population ageing).

Cach ung xir N¢i dung Vi du

Stance Content Example

Coi mdi truong 1a cho trudce, theo doi Gia duong tang, doi cong thirc

Thich tng (bi v

dong) g (bl roi diéu chinh 4P sang it duong

R. gt Treats the environment as given, monitors Sugar prices rise, so the recipe moves
eactive

it and adjusts the 4Ps to low sugar
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Cach ung xir N¢i dung Vi du
Stance Content Example

Tim céch tac dong tdi tdc nhan va du
luan: lién két, van dong chinh sich hop ~ Cung hiép hoi gép ¥ du thao tiéu

Chu dong phép, truyén thong chuén nhan d6 uéng
Proactive Tries to shape actors and opinion: Comments on a draft drinks-label
alliances, lawful policy advocacy, standard with the trade association

communication

Tinh hudéng xuyén chwong: Céng ty CP Tra Thio mdc Son LAm — Running case:
Son Ldam Herbal Tea JSC

Vi DU/ EXAMPLE — Cong ty CP Tra Thao moc Son Lam (Lam Dong) san xuét tra atiso
va tra thao moc déng chai 350 ml, ban qua 1.200 diém tap hoa & Ty Nguyén va Nam Trung
B0, chwa c6 gian hang trén san TMDT. Ban giam déc mudn dua san phdm vao cira hang tién
loi & TP.HCM, Ha Noi va ban truc tuyén trong ndm 2027. Cac muc 2.2-2.6 1an luot phan tich
moi trudng cho quyét dinh nay.

Son Lam Herbal Tea JSC (Lam Pong) makes artichoke and herbal teas in 350 ml bottles, sold
through 1,200 grocery outlets in the Central Highlands and South Central Coast, with no marketplace
store yet. The board wants to enter convenience stores in Ho Chi Minh City and Ha N¢i and sell
online in 2027. Sections 2.2—2.6 analyse the environment for this decision.

Quét méi truong (environmental scanning) 1 viéc theo ddi c6 hé théng cac thay d6i bén
ngoai. Quy trinh bon budc:

Environmental scanning is the systematic monitoring of external change. A four-step process:

1. Thu thap: sb liéu chinh théng (Cuc Thong ké, Bo Cong Thuong, Céng bio), bao cao
nha phan phdi, phan hdi ciia nhan vién ban hang.
Collect: official data (Statistics Office, Ministry of Industry and Trade, Official Gazette),
distributor reports, sales-force feedback.

2. Phan loai: xép timg dit kién vao vi md hay vi mé, vao yéu t6 PESTEL tuong tmg; ghi
ky va ngudn.
Classify: put each fact under micro or macro and under the matching PESTEL factor;
record period and source.

3. bBéanh gia: dir kién 1a co hdi hay thach thirc, muc tdc dong, xac suat xay ra.
Assess. is the fact an opportunity or a threat, how large is the impact, how likely is it.

4. Phan ung: chuyén thanh quyét dinh 4P va dua vao ma train SWOT, EFE (muc 2.5,
2.6).
Respond: turn it into 4P decisions and feed it into the SWOT and EFE matrices (sections
2.5, 2.6).

2.2. Moi truwong vi moé — The microenvironment
Moi trudng vi md gom cac tac nhin c6 quan hé truc tiép véi doanh nghiép trong viée tao
ra va dua gia trj toi khach hang. Doanh nghiép khong kiém soat duoc cac tic nhan nay
nhung c6 thé lya chon, thuong luong, ky hop déng véi phan 16n ching.
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The microenvironment consists of actors directly linked to the firm in creating and delivering
value to customers. The firm does not control them but can choose, negotiate and contract with

most of them.

Tac nhan
Actor

Doanh nghiép (nd1
b9)

The company
(internal)

Nha cung cap
Suppliers

Trung gian
marketing
Marketing
intermediaries

Khach hang

Customers

Déi thi canh tranh
Competitors

Cong chung
Publics

N¢i dung phan tich

What to analyse

Ban giam dbc, tai chinh, san xuét,
R&D, mua hang; mirc phbi hop vai
marketing

Top management, finance, production,
R&D, purchasing, how they work with
marketing

S6 lwong ngudn, gia, chit luong, thoi
gian giao, rui ro gian doan

Number of sources, price, quality, lead
time, disruption risk

Trung gian phan phdi, cong ty
logistics, don vi dich vy marketing, t6
chure tai chinh

Resellers, physical distribution firms,
marketing services agencies, financial
intermediaries

Nam loai thi truong khach hang (bang
dudi); nhu cAu, hanh vi mua

Five customer markets (table below);
needs, buying behaviour

Bén cép canh tranh; diém manh, yéu,
chién luge cta déi thu

Four levels of competition; rivals’
strengths, weaknesses, strategies

Nhém c6 quan tdm hoac tac dong toi
kha nang dat muc tiéu

Groups with an interest in or impact on
the firm’s ability to reach its goals

Son Lam

Day chuyén gan hét cong suét:
mudn vao TP.HCM phai dau tu
thém

Line near full capacity: entering
HCMC needs new investment

Néng h atiso, nha san xuét chai
PET, xudng in nhan

Artichoke farmers, PET bottle maker,
label printer

Nha phan phéi khu vuc, san
TMDT, don vi giao hang, vi dién
tr

Regional distributors, marketplaces,
delivery firms, e-wallets

Nguoi tiéu dung, quan an, cura
hang qua dac san
Consumers, eateries, local gift shops

Hang tra dong chai 16n, tra tai loc,
nuoc ép

Large bottled-tea makers, tea bags,
Jjuices

Ngén hang cho vay, bao dia
phuong, cu dan quanh nha may

Lending bank, local press, residents
near the plant
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Déi thu canh tranh: tranh ciing khach hang va diém ban

\ S~
\\ s
4 Sa
Nha cung cép Son Lﬁ}“ Trung gian Khach hang
(ndng ho atiso, (sdn xuat, (nha phén phoéi, tap (ngudi tiéu dung,
chai PET, nhan) % marketing) ‘ hoéa, sain TMDT) quén an, du khach)

hang hoéa, dich vu di sang phai (nét lién); tién, thong tin phan hoi di sang trai (nét cham)

Cong chung: tai chinh, truyén thong, chinh quyén, 6 chure x3 hoi, dia phuwong, chung, ndi bo

Hinh 2.2. Moi trudng vi mé cua Son Lam: dong hang hoa tir nha cung cip t6i khach hang, ddi
thu va cong chung bao quanh
Figure 2.2. Son Lam’s microenvironment: goods flow from suppliers to customers, surrounded by
competitors and publics

Doanh nghi€p, nha cung cap va trung gian marketing — The company, suppliers and
marketing intermediaries

Quyét dinh marketing phai khép véi muc tidu va ngudn luc ciia cac bo phan khac: tai
chinh duyét ngan sach, san xuit bao dam san lugng, R&D 1am cong thirc méi. Nha cung
cap quyét dinh chi phi va d6 6n dinh dau vao; thiéu nguyén liéu hay chai réng mét tuan 1a
mat ké & cira hang tién loi. Trung gian marketing gitp doanh nghiép ban, giao va thu
tién: nha ban budn, ban 1¢, sin TMBPT; kho va van chuyén; coéng ty quang cdo, nghién
ctru thi truong; ngan hang, vi dién tr cho thanh toan QR.

Marketing decisions must fit the goals and resources of other departments: finance approves
budgets, production ensures volume, R&D develops recipes. Suppliers set input cost and
reliability; a week without raw material or empty bottles means losing convenience-store shelf
space. Marketing intermediaries help the firm sell, deliver and get paid: wholesalers, retailers,

marketplaces;, warehousing and transport; advertising and research agencies, banks and e-
wallets for QR payment.

Vi DU/ EXAMPLE — Son Lam mua atiso tir 300 néng ho theo hop dong bao tiéu, nhung
chai PET chi c6 mot nha cung cdp. Rui ro tip trung & chai, khéng & nguyén liéu.

Son Lam buys artichoke from 300 farm households under offtake contracts, but PET bottles come
from a single supplier. The concentration risk lies in bottles, not in raw material.

1. Phén loai: nha cung cip chai 13 tac nhan vi md; gia nhwa nguyén sinh thé gisi 1a yéu
t6 kinh té vi mé tac dong qua nha cung cap nay.
Classify: the bottle supplier is a micro actor,; world virgin-plastic prices are a macro
economic factor acting through that supplier.

2. Phan ung: tim nha cung cap chai thi hai trudc khi ky véi chudi tién loi, ghi diéu
khoan giao hang tdi thiéu trong hop dong.
Respond: find a second bottle supplier before signing with convenience chains and set
minimum delivery terms in the contract.
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Khach hang — Customers

Thi trwong Ngwoi mua va muc dich Vi du véi Son Lam

Market Buyers and purpose Son Lam example

Ca nhan, ho gia dinh mua dé dung

Neudi tidu di
guol tieu dung Individuals and households buying

Consumer market

Nguoi mua chai tra ¢ tap hoa

f A shopper buying a bottle at a grocer
for own use

Nha hang mua tra pha ché mén

Kinh doanh (cong T chirc mua dé san xuét tiép z
A . AR uong
nghiép) Organisations buying for further _ . )
. . A restaurant buying tea for its drinks
Business market production :
menu
Ban lai Mua dé ban lai kiém 1oi Nha phan phéi, chudi tién loi
Reseller market Buying to resell at a profit Distributors, convenience chains
Co quan nha nuéc mua dé thuc
Chinh phu hién chtrc nang Bép an cua truong hoc cong lap
Government market Public bodies buying to perform their = A public school canteen
functions
Qudc té Nguoi mua ¢ nude ngoai Nha nhap khau thyc pham chau A
International market Buyers abroad An Asian food importer

PHAI THUQC / MEMORISE — Luit Bao vé quyén loi ngudi tiéu dung (47/VBHN-
VPQH), biéu 3 khoan 1: “Ngudi tiéu dung 1 ngudi mua, st dung san pham, hang hoéa, dich
vu cho muc dich tiéu dung, sinh hoat ctia ca nhan, gia dinh, co quan, t6 chtrc va khong vi muc
dich thuong mai.” Nha phan phdi mua dé ban lai khong phai nguoi tiéu dung theo luat nay.
Consumer Protection Law (consolidated text 47/VBHN-VPQH), Article 3(1): a consumer is a person
who buys or uses products, goods or services for the consumption and daily needs of individuals,
households, agencies or organisations and not for commercial purposes. A distributor buying for
resale is not a consumer under this law.

7

Doi thi canh tranh — Competitors

Pbi thu rong hon tip cac nhin hiéu cung loai. Phan tich theo bén cap, tir hep téi rong,
theo cau hoi “khach hang con c6 thé dung tién vao viéc gi khac?”.

Competitors are more than same-category brands. Analyse them at four levels, from narrow to
broad, by asking “what else could the customer spend this money on?”.

Cép canh tranh Noi dung Son Lam, chai 350 ml

Level Content Son Lam, 350 ml bottle

Cung loai san pham, cing phan  Céc nhén tra thao moc dong chai

Nhén hi¢u Y .
o khuc gia khac
Brand competition .
Same product, same price tier Other bottled herbal-tea brands
Hinh thirc san phém Cung loai, khac hinh thic Tra atiso tti loc, tra kho
Product form Same category, different form Artichoke tea bags, dried tea

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 44



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

Cép canh tranh Noi dung Son Lam, chai 350 ml

Level Content Son Lam, 350 ml bottle

Khac loai, cung giai quyét mot

Loai san phim 5 .
’ nhu cau Nudc suoi, nude ép, ca phé lon

chun ) . .
( g) Different products meeting the same = Bottled water, juice, canned coffee
Generic -
need
- Cac céach dung khac cho cun . g A 12 .
Mong muon & £ Mot goi banh, mot 1an guri xe

khoan tién .
Desire , A snack, a parking fee
Other uses of the same money

Cong chung — Publics

Cong chiing 1a nhom ngudi quan tam (hién tai hodc tiém ning) t6i, hodc co tac dong toi,
kha ning dat muc ti€u cuia doanh nghi¢p. Bady nhom thuong gap: cong chiing tai chinh
(ngan hang, nha dau tu); truyén thong (bdo, dai, ngudi sang tao ndi dung); chinh quyén
(co quan quan 1y an toan thyc pham, quan 1y thi trudng); t6 chirc xa hoi (hoi bao vé nguoi
tiéu dung, nhom moi truong); dia phuong (cu dan quanh nha may); cong chiung chung
(du luan); ndi bd (nguoi lao dong).

Publics are groups with an actual or potential interest in, or impact on, the firm’s ability to
reach its goals. Seven common groups: financial publics (banks, investors); media (press,
broadcasters, content creators); government (food-safety and market-surveillance authorities);

citizen-action groups (consumer associations, environmental groups); local publics (residents
near the plant); the general public, internal publics (employees).

LOI HAY GAP / COMMON MISTAKE — Coi “vi md” 1a phan doanh nghiép kiém soat
duge. Chi nguén luc noi bo 1a kiém soat duge; nha cung cép, nha phan phéi, ddi thu, cong
chung déu doc 1ap, doanh nghiép chi chon, thuong lwong hodc gdy anh hudng.

Treating the “micro” environment as controllable. Only internal resources are controllable;
suppliers, distributors, competitors and publics are independent, and the firm can only choose,
negotiate or influence.

LOI HAY GAP / COMMON MISTAKE — Nham khéch hang vé6i céng chiing: bao chi, cu
dan quanh nha may khong mua hang nhung van tac dong téi doanh nghiép, nén la cong
chung; nha phan phdi mua dé ban lai 1a khach hang thudc thi trudng ban lai.

Confusing customers with publics: the press and nearby residents do not buy but still affect the firm,
so they are publics; a distributor buying for resale is a customer in the reseller market.

2.3. Moi trueong vi mé va moé hinh PESTEL — The macroenvironment and the
PESTEL framework

Moi truong vi mo g@)m cac lyc lugng xa hdi rong tac dong 1én doanh nghi€p va moi tac
nhan vi mé. Gido trinh Viét Nam thuong liét ké sau yéu t; khung PESTEL viét tat sau
chir cai tiéng Anh. Hai cach chia cung ndi dung, khac thur ty va tén goi.

The macroenvironment consists of broad societal forces acting on the firm and every micro

actor. Vietnamese courses usually list six factors;, the PESTEL framework abbreviates six
English initials. The two lists cover the same ground with different order and names.
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PESTEL

Yéu td twong ing

Cau héi phan tich

P — Political

E — Economic

S — Social

T-—
Technological

E—
Environmental

L — Legal

Matching factor

Chinh tri (thudc chinh tri — phap
luat)
Political (part of political-legal)

Kinh té

Economic

Nhan khau hoc, van hoa — xa hoi
Demographic, socio-cultural

Cong nghé

Technological

Tu nhién
Natural

Phap luat (thudc chinh tri — phap
luat)
Legal (part of political-legal)

Guiding question

On dinh chinh tri, chinh sach nganh, sép
xép don vi hanh chinh?

Political stability, sector policy,
administrative reorganisation?

Tang trudng, thu nhap, lam phat, chi ti€u?
Growth, income, inflation, spending?

Quy md, co cau dan so, 101 song, gia tri?
Population size and structure, lifestyle,
values?

Kénh s6, thanh toan, tu dong hoa?
Digital channels, payment, automation?

Tai nguyén, thoi tiét, thién tai, 6 nhiém?
Resources, weather, disasters, pollution?
Luat quang cao, khuyén mai, dir liu,

TMDT?

Advertising, promotion, data, e-commerce
law?

Mbi yéu t6 dudi day di theo ba budc: dir kién ¢é Ky va ngudn, xu hwéng, tac dong téi
doanh nghiép cu thé. Mot bang s6 lidu khong ¢ budc thi ba chua phai 14 phan tich moi

truong.

Each factor below follows three steps: a fact with period and source, the trend, the impact on a
specific firm. A data table without the third step is not yet an environmental analysis.

Nhan kKhau hoe — Demographic environment

Nhan khau hoc nghién ctru quy mo, mat do, phan bd, co chu tudi, gidi tinh, ho gia dinh,
trinh d6 cua déan sé. bay la yéu td dugc theo ddi dau tién vi thi truong dugc tao nén tu

con nguoi.

Demography studies the size, density, distribution, age and sex structure, households and
education of a population. It is watched first because markets are made of people.

Chi tiéu

Indicator

Dan s trung binh
Average population

Dan s6 thanh thi
Urban population

Dan s6 néng thon
Rural population

S6 liéu Ky

Value Period
102,3 tri¢u nguoi, +0,99% Nam 2025
102.3 million, +0.99% 2025

39,4 triéu nguoi (38,6%) Nam 2025
39.4 million (38.6%) 2025

62,9 triéu nguoi (61,4%) Nam 2025
62.9 million (61.4%) 2025
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Chi tiéu S6 liéu Ky
Indicator Value Period

Nam / nir 49,9% / 50,1% Nam 2025
Men / women 49.9%/50.1% 2025

Téng ty suat sinh 1,93 con/phuy nit 01/4/2025
Total fertility rate 1.93 children per woman 1 Apr 2025
Tudi tho trung binh 74,7 tudi (nam 72,3; nit 77,3) Nam 2025
Life expectancy 74.7 years (men 72.3; women 77.3) 2025

Du6i 15/ 15-64 / tir 65 tudi 22,8% /67,6% / 9,6% 01/4/2025
Under 15/ 15—64 / 65 and over 22.8%/67.6%/9.6% 1 Apr 2025
Chi s6 gia hoa .~ 01/4/2025
Ageing index ’ 1 Apr 2025
Ty sb phu thudc chung 48,0% 01/4/2025
Total dependency ratio 48.0% 1 Apr 2025

Ngudn: Cuc Théng ké — Bo Tai chinh, Thong cdo béo chi vé tinh hinh dan sd, lao dong,
viéc lam quy IV va nam 2025, https://www.nso.gov.vn/tin-tuc-thong-ke/2026/01/thong-
cao-bao-chi-ve-tinh-hinh-dan-so-lao-dong-viec-lam-quy-iv-va-nam-2025/ (nam 2025,
tong ty sut sinh); Két qua chu yéu Diéu tra bién dong dan sd va ké hoach hoa gia dinh
thoi diém 01/4/2025, Biéu 1.4 va 1.5, https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-
ke/2026/08/ket-qua-chu-yeu-dieu-tra-bien-dong-dan-so-va-ke-hoach-hoa-gia-dinh-thoi-
diem-01-4-2025/ (co ciu tudi, chi s6 gia hoa, ty sé phy thudc). Ty 1¢ thanh thi theo diéu
tra thoi diém 01/4/2025 1a 38,7%, khac s6 binh quan nim 38,6% vi khac ky.

Source: Statistics Office — Ministry of Finance, press release on population, labour and
employment in Q4 and the year 2025, https://www.nso.gov.vn/tin-tuc-thong-ke/2026/01/thong-
cao-bao-chi-ve-tinh-hinh-dan-so-lao-dong-viec-lam-quy-iv-va-nam-2025/ (2025 figures, total
fertility rate); Main results of the population change and family planning survey as of 1 April
2025, Tables 1.4 and 1.5, https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-ke/2026/08/ket-qua-
chu-yeu-dieu-tra-bien-dong-dan-so-va-ke-hoach-hoa-gia-dinh-thoi-diem-01-4-2025/ (age
structure, ageing index, dependency ratio). The survey puts the urban share at 38.7% on 1 April
2025, against the annual average of 38.6%, because the periods differ.
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Dudi15tudi  EEEE 15-64tudi  MEEE Tir 65 tudi tro lén

2019 24,3 68, MM chi sb gia hoa 48,8

I

2024 1 23,3 67,4 WEI chi s gia hoa 60,2
2025 - 22.8 67,6 X0 chi sb gia hoa 63,5
0 25 50 75 100%

Hinh 2.3. Co cdu dan s6 Viét Nam theo ba nhom tudi (%) va chi sb gia hoa, 2019, 2024 va
01/4/2025 (Cuc Thong ké, Diéu tra bién dong dan s 2025, Biéu 1.4)
Figure 2.3. Vietnam’s population by three age groups (%) and the ageing index, 2019, 2024 and 1 April
2025 (Statistics Office, 2025 population change survey, Table 1.4)

PHAI THUQC / MEMORISE — Chi s6 gia hoa = s6 nguoi tir 60 tudi tro 1én trén 100
ngudi dudi 15 tudi. Ty s6 phu thude chung = (dan s6 dudi 15 tudi + tir 65 tudi tré 1én) trén
100 nguoi 15-64 tudi. Theo Cuc Théng ké, Viét Nam van & thoi ky cor chu dén s6 vang
(duoi 15 tudi < 30%, tir 65 tudi < 15%) nhung gia hoéa nhanh.

Ageing index = people aged 60 and over per 100 people under 15. Total dependency ratio = (under-
15s + people aged 65 and over) per 100 people aged 15—64. According to the Statistics Office,
Vietnam is still in its demographic window (under-15s < 30%, 65 and over < 15%) but is ageing fast.

VI DU/ EXAMPLE — Son Lam doc bang nhan khau hoc dé chon thi truong db thi.

Son Lam reads the demographic table to choose urban markets.

1. Quy md: 39,4 triéu ngudi sdng & thanh thi, noi c6 cira hang tién loi va giao hang
nhanh — nhoém phu hop cho chai 350 ml udng ngay.

Size: 39.4 million people live in urban areas, where convenience stores and fast delivery
exist — a fit for a 350 ml ready-to-drink bottle.

2. Co chu: 67,6% dan sb & tudi 15-64, nhoém di 1am, di hoc, mua dd uéng mang di.
Nhom tir 65 tudi ting tir 7,7% 18n 9,6% (2019-2025) mé thém nhu cau tra khong
duong cho nguoi 16n tudi.

Structure: 67.6% are aged 15—64, people who work or study and buy drinks on the go. The
65-and-over group rose from 7.7% to 9.6% (2019-2025), adding demand for sugar-free tea
for older people.

3. Tac dong: uu tién kénh tién loi d6 thi cho dong it duong; phat trién dong khong
duong, nhan chit 16n cho nhom 16n tudi, ban qua nha thude va tap hoa.

Impact: put the low-sugar line in urban convenience stores first; develop a sugar-free line
with large-print labels for older buyers, sold through pharmacies and grocers.
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Kinh té — Economic environment

Moi truong kinh té gém cac yéu té quyét dinh sticc mua va co cdu chi tiéu: ting trudng,
thu nhap, gia ca, 1ai sut, ty gia. Stcc mua phu thudc thu nhap thuc, toc thu nhap danh
nghia da tru truot gia.

The economic environment covers the factors that drive purchasing power and spending

patterns: growth, income, prices, interest rates, exchange rates. Purchasing power depends on
real income, that is nominal income adjusted for inflation.

Chi tiéu Nam 2025 9 thang 2026
Indicator 2025 9 months of 2026

Tang truéng GDP
GDP growth

GDP binh quéan dau ngudi
GDP per capita

CPI binh quan so v6i cung ky
Average CPI, year on year

Thu nhép binh quan cuia lao dong

Average labour income

+8,02%
+8.02%

125,5 triéu dong (5.026 USD)
125.5 million VND (5,026 USD)

+3,31%
+3.31%

8,4 triéu dong/thang, +8,9%
8.4 million VND a month, +8.9%

+9,01%
+9.01%

+4,52%
+4.52%

9,1 triéu dong/thang
9.1 million VND a month

5,9 triéu dong/ngudi/thang,
+9,3%

5.9 million VND per person a
month, +9.3%

Thu nhap binh quan dau ngudi
(Khao sat mirc song, so bo)
Income per capita (living standards
survey, preliminary)

7.008,9 nghin ty dong, +9,2%
(loat trur gid +6,7%)

7,008.9 trillion VND, +9.2%
(+6.7% in real terms)

Nguén: Cuc Théng ké, Bao cao tinh hinh kinh t& — x4 hoi quy IV va nam 2025,
https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-ke/2026/01/bao-cao-tinh-hinh-kinh-te-
xa-hoi-quy-iv-va-nam-2025/; Bao céo tinh hinh kinh té — xa hdi quy III va 9 thang nam
2026, https://www.nso.gov.vn/bai-top/2026/10/bao-cao-tinh-hinh-kinh-te-xa-hoi-quy-iii-
va-9-thang-nam-2026/; Thong cio bao chi vé tinh hinh dan s, lao dong, viéc lam quy IV
va nam 2025 (thu nhap theo gioi tinh, khu vuc).

Source:  Statistics  Office, Socio-economic report for Q4 and the year 2025,
https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-ke/2026/01/bao-cao-tinh-hinh-kinh-te-xa-hoi-
quy-iv-va-nam-2025/; Socio-economic report for Q3 and the first 9 months of 2026,
https://www.nso.gov.vn/bai-top/2026/10/bao-cao-tinh-hinh-kinh-te-xa-hoi-quy-iii-va-9-thang-
nam-2026/; press release on population, labour and employment in Q4 and the year 2025
(income by sex and area).

5.925,7 nghin ty dong,
+13,4% (loai trur gia +7,8%)
5,925.7 trillion VND, +13.4%
(+7.8% in real terms)

Tong mirc ban 1é hang hoa va
doanh thu dich vu ti€u dung
Retail sales of goods and consumer
services

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 49



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

12
10,1
9,5
8,4

o 87 72 73
£

“on

=
£

g 44

0 - T T
Chung Nam Nir Thanh thi Nong thon

Hinh 2.4. Thu nhap binh quan thadng cta lao dong nam 2025 theo gidi tinh va khu vuc (triéu
ddng/thang; Cuc Thong ké)
Figure 2.4. Average monthly labour income in 2025 by sex and area (million VND a month; Statistics

Office)
Tang thu nhap thuc~ (1 + gan) / (1 +m) — 1 (2.1)

Vi DU / EXAMPLE — Uéc tinh sitc mua ctia nguoi lao dong nam 2025.

Estimating workers’ purchasing power in 2025.

1. Thu nhap binh quan danh nghia tang g = 8,9%, CPI binh quan tang © = 3,31%.
Nominal average income grew g = 8.9%, average CPI rose & = 3.31%.

2. Tang thu nhap thuc =~ 1,089/1,0331 — 1 = 5,41%. Cach trir nhanh 8,9% — 3,31% =
5,59% cho két qua gan ding.

Real income growth = 1.089/1.0331 — 1 = 5.41%. The quick subtraction 8.9% — 3.31% =
5.59% gives an approximation.

3. Chénh léch khu vuc: thu nhap lao dong thanh thi 10,1 triéu dong/thang, gap khoang
1,38 1an nong thon (7,3 triéu). Son Lam giir gia chai 350 ml & kénh tap hoa nong
thon, thém 16¢ 6 chai cho kénh d6 thi.

Regional gap: urban labour income is 10.1 million VND a month, about 1.38 times the rural
figure (7.3 million). Son Lam keeps the 350 ml price in rural groceries and adds a 6-bottle
pack for urban channels.

LOI HAY GAP / COMMON MISTAKE — Liy téc d ting tong mirc ban 1¢ danh nghia
(+9,2% nam 2025) 1am téc d6 tang luong hang ban. Cuc Thong ké cong bd riéng mirc ting da
loai trir yéu tb gia (+6,7%); luong tiéu ding thyc ting chdm hon con s danh nghia.

Taking nominal retail-sales growth (+9.2% in 2025) as volume growth. The Statistics Office publishes
growth net of price effects separately (+6.7%), real consumption grows more slowly than the nominal

figure.
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Tw nhién — Natural environment

Moi trudng tu nhién gom tai nguyén, khi hau, thoi tiét, thién tai va mtc 6 nhiém. Doanh
nghiép dung nguyén liéu néng san chiu tic dong truc tiép; moi doanh nghiép chiu sirc ép
giam bao bi nhya va minh bach tuyén bd “xanh”.

The natural environment covers resources, climate, weather, natural disasters and pollution.

Firms using farm raw materials are hit directly; every firm faces pressure to cut plastic
packaging and to be transparent about “green” claims.

« Theo Cuc Théng ké, nam 2025 thién tai lam 489 ngudi chét va mat tich, 386,6 nghin
ha lta va 174,0 nghin ha hoa mau bi hu hong; thiét hai tai san udc gén 102.665,3 ty
dong, tang 15,0% so voi nam 2024.

According to the Statistics Office, natural disasters in 2025 left 489 people dead or missing

and damaged 386.6 thousand ha of rice and 174.0 thousand ha of other crops; property
damage was nearly 102,665.3 billion VND, up 15.0% on 2024.

* Nam 2025 co quan chuc nang phat hién 16.280 vu vi pham moi truong, xu 1y 14.302
vu, tong tién phat gan 240,8 ty dong (B4o céo kinh té — xa hoi quy IV va nim 2025).
In 2025 the authorities detected 16,280 environmental violations and handled 14,302, with
fines of nearly 240.8 billion VND (Socio-economic report for Q4 and the year 2025).

Vi DU/ EXAMPLE — Mua lii 1am mét mot vu atiso & mot ving trong thi Son Lam thiéu
nguyén liéu hai thang. Phan (mg: ky hop dong v6i nong ho & hai viing c6 d6 cao khac nhau;
dur trir cao atiso kho du 8 tudn; chuyén sang chai nhya tai ché khi gia chénh dudi 5%, ghi rd ty
1¢ nhua tai ché trén nhan thay vi ding chir “than thién méi trudng” chung chung.

If floods wipe out an artichoke crop in one area, Son Lam runs short for two months. Response:
contract farmers in two areas at different altitudes, hold 8 weeks of dried artichoke extract; switch to
recycled plastic when the price gap is under 5%, stating the recycled share on the label instead of a
vague “‘eco-friendly”.

Cong nghé — Technological environment

Cong nghé tao san phdm moi, kénh ban méi va cach do luong méi: san TMPT,
livestream béan hang, thanh todn ma QR, dir liéu khach hang, tri tu¢ nhan tao trong quang
c40. Cong nghé cling 1am san pham cii 18i thoi va ha rao can gia nhap.

Technology brings new products, new channels and new measurement: marketplaces, livestream
selling, OR payment, customer data, Al in advertising. It also makes old products obsolete and
lowers entry barriers.

Chi tiéu S6 liéu Nguon
Indicator Value Source

B9 Cong Thuong, phat biéu cua
Cuc truong Cuc TMDT va Kinh
té s6

Ministry of Industry and Trade,
remarks of the Director of the E-
commerce and Digital Economy

Khoang 31 ty USD, tang 25,5%,
khoang 10% tong mtc ban 1é
About 31 billion USD, up 25.5%,
about 10% of retail sales

Quy mo thuong mai dién
tr nam 2025
E-commerce size, 2025

Agency
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Chi tiéu S6 liéu Nguodn
Indicator Value Source

Qi ) o wefl 6 B6 Cong Thuong, dién dan ngay

SV 25 ty USD, ting 25% 21/11/2025

tr nam 2024 . . .

E e 2024 25 billion USD, up 25% Ministry of Industry and Trade,
reommerce sie forum of 21/11/2025

Doanh thu vién thén \ .
005 & 380,0 nghin ty ddng, +6,0% Cuc Théng ké

nam 380.0 trillion VND, +6.0% Statistics Office

Telecoms revenue, 2025

Ngudn: https://moit.gov.vn/tin-tuc/cuc-thuong-mai-dien-tu-va-kinh-te-so-tong-ket-cong-
tac-nam-2025-va-trien-khai-nhiem-vu-nam-2026.html; https://moit.gov.vn/tin-
tuc/thuong-mai-dien-tu-dong-luc-tang-truong-va-chuyen-doi-so-doanh-nghiep.html;
https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-ke/2026/01/bao-cao-tinh-hinh-kinh-te-
xa-hoi-quy-iv-va-nam-2025/. Hai con s6 25 va 31 ty USD dén tir hai phat biéu, da lam
tron, nén khong tu tinh lai tbc do tang tir chiing ma dung ding mirc 25,5% duoc cong bd.
Source: https://moit.gov.vn/tin-tuc/cuc-thuong-mai-dien-tu-va-kinh-te-so-tong-ket-cong-tac-nam-
2025-va-trien-khai-nhiem-vu-nam-2026.html; https://moit.gov.vn/tin-tuc/thuong-mai-dien-tu-
dong-luc-tang-truong-va-chuyen-doi-so-doanh-nghiep.html; https://www.nso.gov.vn/du-lieu-va-
so-lieu-thong-ke/2026/01/bao-cao-tinh-hinh-kinh-te-xa-hoi-quy-iv-va-nam-2025/. The 25 and 31

billion USD figures come from two rounded statements, so growth is not recomputed from them;
use the published 25.5%.

VI DU/ EXAMPLE — Son Lam mé gian hang chinh hang trén sain TMBT va thir
livestream mdi tuan.
Son Lam opens an official marketplace store and tests a weekly livestream.

1. Co hoi: kénh tryc tuyén ting 25,5% (nam 2025, theo B6 Cong Thuong), dua san
pham téi Ha Ngi, TP.HCM ma chua can nha phan phdi ¢ do.
Opportunity: the online channel grew 25.5% (2025, per the Ministry of Industry and Trade),
reaching Ha Ngi and Hé Chi Minh City without a local distributor yet.

2. Nghia vu méi: theo Luat TMDT 122/2025 Biéu 22 khoan 7, chii quan nén tang phai
“luu trir va bao dam kha nang truy cép thong tin, dir liéu vé hinh anh, 4m thanh cua
hoat dong livestream ban hang trong thoi gian it nhat 01 ndm”; 11 noi trong
livestream tr¢ thanh bang ching.

New duties: under E-commerce Law 122/2025, Article 22(7), the platform must store and
keep accessible the images and sound of livestream selling for at least one year from the
start of the broadcast; what is said on air becomes evidence.

3. Phan tmg: kich ban livestream chi néu cong dung c6 tai liéu; ngudi dan duge Son
Lam cung cap gidy to chat lugng trude budi phat.
Response: the livestream script states only documented benefits, the host receives quality
documents from Son Lam before the broadcast.
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Chinh tri — phap luat — Political-legal environment

Yéu té chinh tri gdm muc 6n dinh, dudng 16i, chinh sach nganh, quan hé qudc té. Tir
01/7/2025 ca nudc co 34 tinh, thanh phd (Nghi quyét 202/2025/QH15), nén dia ban ban
hang, tén dia danh trén bao bi, hop ddng phan phdi phai theo don vi hanh chinh méi. Yéu
t6 phap luat gdm céc vin ban diéu chinh truc tiép hoat dong marketing; bang dudi trich
nhimng diéu Son Lam phai tuan thii khi mé rong.

Political factors include stability, policy direction, sector policy and international relations.
Since 1 July 2025 Vietnam has 34 provinces and cities (Resolution 202/2025/QH15), so sales
territories, place names on packs and distribution contracts must follow the new units. Legal

factors are the texts that govern marketing directly; the table below quotes the provisions Son
Lam must follow as it expands.

Vin ban, diéu khoin

Text and provision

Noi dung (trich)
Content (quoted)

Tac dong
Impact

Luat Quang céo
(88/VBHN-VPQH)
Diéu 8 khoan 11
Advertising Law
(88/VBHN-VPQH) Art.
8(11)

Luéat Canh tranh
23/2018 Piéu 45 khoan
5 diém b

Competition Law 23/2018
Art. 45(5)(b)

Luat BVDLCN 91/2025
Diéu 28 khoan 3
Personal Data Protection
Law 91/2025 Art. 28(3)

Luat TMDT 122/2025
Diéu 22 khoan 7
E-commerce Law

122/2025 Art. 22(7)

ND 239/2026/ND-CP
Diéu 11 khoan 1
Decree 239/2026 Art.

Cam “Quéng céo c6 sir dung cac tir ngir
“nhat”, “duy nhat”, “t6t nhat”, “sb mot”
hodc tir ngilr c6 y nghia twong tw ma khong
c6 tai liéu hop phap chiing minh...”

Bans advertising that uses “most”, “only”,
“best”, “number one” or similar words without
lawful supporting documents

L6i kéo khach hang bét chinh bang cach
“So sanh hang hoa, dich vu cua minh véi
hang hda, dich vu cung loai ciia doanh
nghiép khac nhung khong chung minh duoc
ndi dung.”

Unfair enticement by comparing one’s goods
with a rival’s without being able to prove the
content

Xt Iy dit liéu c4 nhan dé quang cao “phai
duogc sy dong ¥ ctia khach hang. .. cung cp
phuong thirc cho khach hang dé c6 thé tir
chéi nhan cac thong tin quang cdo.”
Processing personal data for advertising
requires customer consent and a way to refuse
advertising messages

Nén tang luu hinh anh, 4m thanh livestream
ban hang “it nhat 01 nim”

Platforms keep livestream images and sound for
at least one year

“Bii bo Diéu 6, Piéu 7 Nghi dinh sd
81/2018/ND-CP...” (han muc gia tri
khuyén mai, mirc giam gia toi da)

Khong ding khau hi¢u
“tra thao moc s6 mot”
khi khong c6 tai liéu

No “number one herbal
tea” slogan without proof

So sanh luwgng duong
v&i nhan khac phai co
két qua kiém nghiém
Sugar comparisons with
other brands need test
results

Tin nhén wu di chi giri
ngudi da dong ¥, co nit
huy nhan

Offers go only to
consenting customers,
with an opt-out

Loi gidi thiéu trong
livestream phai dung tai
liéu

Livestream claims must
match documents

Khong con tran 50%

cua nghi dinh; van cam
khuyén mai gian do1
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Vin ban, diéu khoan | Noi dung (trich) Tac dong
Text and provision Content (quoted) Impact

11(1) Repeals Articles 6 and 7 of Decree 81/2018 (Luat Thuong mai Diéu
(caps on promotion value and maximum 100)
discount) The decree’s 50% cap is

gone; deceptive
promotions remain banned
(Commercial Law Art.

100)

PHAI THUQC / MEMORISE — Séch cii ghi “mirc giam gi4 t6i da 50%” theo Diéu 7 Nghi
dinh 81/2018. Tir 26/6/2026, Nghi dinh 239/2026 Diéu 11 khoan 1 da bai bo Diéu 6 va Diéu 7
ndy. Van con hiéu luc: Luat Thuong mai Diéu 100 khoan 5 cAdm “Khuyén mai thiéu trung
thuc hodc gay hiéu 1am vé hang héa, dich vu dé lira di khach hang.”

Older books state a *“50% maximum discount” under Article 7 of Decree 81/2018. From 26 June
2026, Decree 239/2026, Article 11(1), repealed Articles 6 and 7. Still in force: Commercial Law
Article 100(5) bans dishonest or misleading promotions that deceive customers.

Van hoa — xa h¢i — Socio-cultural environment

Van hoa — xa hoi gém gia tri, niém tin, chuan muc, 16i séng, trinh d6 hoc van va cac
nhanh vin hoa. Gia tri ¢t 16i (hiéu thao, coi trong gia dinh, 18 Tét) bén viing qua nhiéu
thé hé; gia tri thir phat (cach in udng, cach mua sam, muc quan tam stc khoe) thay doi
nhanh hon va 1a noi marketing tac dong dugc.

The socio-cultural environment covers values, beliefs, norms, lifestyles, education and
subcultures. Core values (filial piety, family, Tét rituals) persist across generations; secondary

values (eating habits, shopping habits, health concern) change faster and are where marketing
can act.

« Tudi két hon trung binh 1an dau nim 2025 1a 28,0 (nam 30,1; nit 25,9): thoi gian song
doc than dai hon, nhu cau db dung ¢& nhé, d6 udng mang di ting.

Mean age at first marriage in 2025 was 28.0 (men 30.1; women 25.9): longer single life
raises demand for small pack sizes and drinks on the go.

« Ty 18 biét chir cia dan s6 tir 15 tudi trd 1én 97,1%; 11,7% dan s6 tir 15 tudi trd 1én co
trinh do dai hoc trd 1én; ty 16 lao dong qua dao tao c6 bang, ching chi nam 2025 1a
29,2%.

Literacy among people aged 15 and over is 97.1%;, 11.7% of them hold a university degree
or higher; 29.2% of workers had a training qualification in 2025.

Ngudn: Cuc Thong ké, Két qua chu yéu Piéu tra bién dong dan s va ké hoach hoa gia
dinh thoi diém 01/4/2025 (tudi két hon, biét chir, hoc van); Thong céo béo chi vé tinh
hinh dan s6, lao dong, viéc lam quy IV va nam 2025 (lao dong qua dao tao).

Source: Statistics Olffice, Main results of the population change and family planning survey as of

1 April 2025 (marriage age, literacy, education); press release on population, labour and
employment in Q4 and the year 2025 (trained workers).
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Vi DU/ EXAMPLE — Dip Tét, ngudi Viét mua qua biéu cho ong ba, cha me, ddi tic. Son
Lam lam hop qua 12 chai tra atiso khong duong, thiét ké mau do — vang, ban qua tap hoa va
san TMPT tir thang Chap; thong diép néi vé strc khoe ngudi nhan, khong hira chita bénh.

At Tét, Vietnamese buy gifts for grandparents, parents and partners. Son Lam makes a 12-bottle
sugar-free artichoke-tea gift box in red and gold, sold through grocers and marketplaces from the last
lunar month; the message speaks of the recipient’s health without promising a cure.

LOI HAY GAP / COMMON MISTAKE — Dung sb liéu khong c6 ky, khong c6 ngudn
diéu tra, vi du cau “55% dan s6 mua sdm truc tuyén” chép tir bao. M3i con s6 trong phan tich
PESTEL phai ghi ky (ndm, quy, thoi diém) va co quan cong bd; khong kiém duoc thi khong
dua vao.

Using figures with no period or survey source, such as a press line that “55% of the population shops
online”. Every PESTEL figure needs its period (vear, quarter, reference date) and publishing body, if
it cannot be checked, leave it out.

LOI HAY GAP / COMMON MISTAKE — Liét ké s6 liéu vi m6 ma khéng néi tac dong.
“Dan s6 102,3 triéu ngudi” chua phai phén tich; phai noi dir kién d6 1a co hoi hay thach thirc
v6i doanh nghiép nao, dan toi quyét dinh 4P nao.

Listing macro data without stating the impact. “A population of 102.3 million” is not analysis; say
whether the fact is an opportunity or a threat for which firm, and which 4P decision follows.

2.4. M6 hinh nam lwc lwgng canh tranh — Porter’s five forces model

Mo hinh niam lyc luong canh tranh (Michael Porter, 1979) danh gia strc hip dan dai han
cia mot nganh qua nam luc luong quyét dinh mirc loi nhuan chung: canh tranh gitra cac
ddi tha hién tai, de doa gia nhap, de doa san phém thay thé, quyén luc thuong luong cua
nha cung cdp va cia ngudi mua. M6 hinh nhin & cap nganh, bd sung cho phan tich dbi
thil & cp timg doanh nghiép trong muc 2.2.
The five forces model (Michael Porter, 1979) assesses an industry’s long-run attractiveness
through the five forces that set its overall profitability: rivalry among existing competitors, the
threat of entry, the threat of substitutes, and the bargaining power of suppliers and of buyers. It
works at industry level and complements the firm-level competitor analysis in section 2.2.
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Dedoatir
doi thu tiém an

rao can gia nhap

Quyén lyc Canh tranh giira cic Quyén luc
thuong lugng cua abi thi hién tai thuong lugng cua
nha cung cap (cwong dd canh tranh) nguol mua

gia — cong dung
chi phi chuyén déi
Pe doa tir
san pham thay thé

Hinh 2.5. M6 hinh ndm luc lugng canh tranh: bdn luc lugng bén ngoai cung tac dong 1én cudng
dd canh tranh trong nganh
Figure 2.5. The five forces model: four outside forces bear on the intensity of rivalry in the industry

Luwec lwgng

Force

Canh tranh hién
tai
Rivalry

Gia nhép
Entry

San pham thay
thé
Substitutes

Nha cung cap
Suppliers

Nguoi mua
Buyers

Manh khi

Strong when

Nhiéu dbi tha ngang sirc,
tang truong cham, san pham
it khac biét

Many equal rivals, slow
growth, little differentiation

Rao can thip: vén nho, kénh
dé vao, thwong hiéu yéu
Low barriers: little capital,
easy channel access, weak
brands

Thay thé ré hon hoic t6t
hon, chi phi chuyén dbi thip
Cheaper or better substitutes,
low switching cost

it nguén, dau vao khac biét,
khé d6i ngudn

Few sources, differentiated
inputs, costly to switch

Nguoi mua 16n, mua nhiéu,
d& d6i nhan

Large buyers, high volumes,
easy to switch

Tra thao moc dong chai
Bottled herbal tea

Nhiéu nhan, canh tranh manh vé
ké hang va khuyén mai

Many brands; fierce competition for

shelf space and promotions

Dé gia cong chai nhung kho vao
kénh tién loi

Contract bottling is easy but
convenience channels are hard to
enter

Nude subi, nudc ép, tra pha tai
quan

Bottled water, juice, freshly brewed
tea

Nhiéu nong ho, nhung chai PET
tap trung

Many farmers, but PET bottles
concentrated

Chubi tién loi dat phi 1én k¢,
diéu kién thanh toan
Convenience chains set listing fees
and payment terms
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Vi DU/ EXAMPLE — K&t luan cho Son Lam: ba luc lugng cao (canh tranh hién tai, san
pham thay thé, ngudi mua) cho thiy nganh tra dong chai ¢ d6 thi kho kiém 13i voi san pham
khong khac biét. Son Lam can khéac biét bang ngudn gdc ving trong va cong thire it dudng,
ddng thoi giam phu thudc vao chudi tién loi bang kénh san TMDT.

Conclusion for Son Lam: three high forces (rvivalry, substitutes, buyers) mean urban bottled tea is
hard to profit from with an undifferentiated product. Son Lam must differentiate through its sourcing
area and low-sugar recipes and reduce dependence on convenience chains through marketplaces.

LOI HAY GAP / COMMON MISTAKE — Chi nhin d4i thu cing nhén hiéu, bo qua san
pham thay thé. Vi chai tra 350 ml, chai nude sudi va cdc tra pha & quan dau ngd 1a luc ép gia
truc tiép, du khac nganh.

Looking only at same-brand rivals and ignoring substitutes. For a 350 ml bottle of tea, bottled water
and a cup of tea brewed at the corner shop put direct pressure on price, even though they are in other

industries.

2.5. Phan tich SWOT va ma tran SWOT két hop — SWOT analysis and the TOWS

matrix

SWOT tong hop két qua phan tich méi truong thanh bén nhom: diém manh (Strengths),
diém yéu (Weaknesses) 1a yéu t6 bén trong; co hdi (Opportunities), thach thirc (Threats)
1a yéu t6 bén ngoai. Ma tran SWOT két hop (ma train TOWS, Heinz Weihrich, 1982)
ghép timg cap dé sinh ra bon nhém chién luoc.

SWOT condenses the environmental analysis into four groups: strengths and weaknesses are
internal; opportunities and threats are external. The TOWS matrix (Heinz Weihrich, 1982) pairs
them to generate four groups of strategies.

Nhom

Group

S — Piém manh
S — Strengths

W —biém yéu

W — Weaknesses

O —Co hoi
O — Opportunities

Son Lam

S1 viing nguyén liéu Lam Ddng c6 hop ddng bao tidu; S2 cong thirc it
dudng, co chimg nhan an toan thyc pham; S3 1.200 diém ban tap hoa; S4
ra huong vi mdi trong 4 thang

S1 Lam Pong sourcing under offtake contracts; S2 low-sugar recipes with food-
safety certification; S3 1,200 grocery outlets, S4 new flavour in 4 months

W1 nhén biét thap & Ha Noi, TP.HCM; W2 ngan sach truyén théng nho;
W3 chua c6 gian hang chinh hang, chua c6 dir liéu khach hang; W4 day
chuyén gan hét cong suét

W1 low awareness in Ha Noi and HCMC; W2 small communications budget;, W3
no official store and no customer data; W4 line near full capacity

O1 thu nhép lao dong tang 8,9%; O2 dan s6 thanh thi 39,4 triéu; O3
TMBPT ting 25,5%; O4 xu hudng it dwong; O5 khach quéc té gan 21,2
triéu luot (2025)

Ol labour income up 8.9%, O2 urban population 39.4 million; O3 e-commerce

up 25.5%,; O4 low-sugar trend; O5 nearly 21.2 million international arrivals
(2025)
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el Son LAm

Group

T1 hing d6 udng 16n; T2 thién tai & ving trong; T3 gia nguyén lidu, bao
T — Théch thtc bi tang; T4 quy dinh quang céo, dir li¢u, livestream chat hon
T — Threats T1 large drinks firms, T2 disasters in growing areas; T3 rising input and
packaging prices, T4 tighter rules on advertising, data, livestreaming

Lap ma tran két hop theo bon budc:
Build the TOWS matrix in four steps:

1. Liét ké S, W tir phan tich ndi bo; O, T tir PESTEL va niam luc lwgng. Mdi 6 3—5 muc,
c6 s liéu néu co.
List S and W from the internal analysis, O and T from PESTEL and the five forces. Three to
five items each, with figures where available.

2. Ghép S véi O (SO): dung diém manh dé ndm co hoi. Ghép W v6i O (WO): ding co
hoi dé khic phuc diém yéu.
Pair S with O (SO): use strengths to seize opportunities. Pair W with O (WO): use
opportunities to fix weaknesses.

3. Ghép S v6i T (ST): dung diém manh dé han ché thach thirc. Ghép W v6i T (WT):
giam diém yéu, né thach thuc.
Pair S with T (ST): use strengths to counter threats. Pair W with T (WT): reduce weaknesses
and avoid threats.

4. Ghi ma yéu td trong ngodc sau moi chién luoc (vidu S1, O4) dé kiém tra chién lugc
c6 can cu; chon chién luge wvu tién theo nguén luc.
Put the factor codes in brackets after each strategy (for example S1, O4) to check it has a
basis, choose priorities according to resources.

Piém manh (S) Piém yéu (W)
S1 nguyén liéu, S2 it duong W1 nhan biét thip, W3 chua c6 dit liéu

Co hoi (0) SO — ding S dé ndm O WO — dung O dé sira W

02 d6 thi, Ra dong tra atiso khong duong Mo gian hang chinh hang trén san,
03 TMPBT, cho cira hang tién loi d6 thi; xin ddng ¥ ctia khach dé c6 di li¢u,
04 it dudng ghi 13 ving trdng trén nhan (S1, S2, 02, 04) thir ban & TPHCM qua san (W1, W3, 03)
Thach thirc (T) ST — dung S dé chéng T WT — giam W, tranh T
T1 hang 161.1. Ky thém hop dong véi nong ho ¢ hai Khong d6i dau gia vi hang 1én &
T2 thién tai, ving khéc nhau; néu céng dung siéu thi; tap trung kénh tap hoa
T4 phép lujt ¢6 tai lidu chimg minh (S1, T2, T4) Tay Nguyén da c6 (W2, T1)

Hinh 2.6. Ma tran SWOT két hop ciia Son Lam: mdi 6 1a mot chién luoc c¢6 ghi ma yéu t6 cin

cu
Figure 2.6. Son Lam’s TOWS matrix: each cell holds a strategy with the codes of the factors behind it

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 58



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

LOI HAY GAP / COMMON MISTAKE — Xép yéu t6 bén ngoai vao diém manh. “Thi
truong tra dong chai dang ting” 13 co hoi (O), khong phai diém manh; diém manh phai 14 thi
doanh nghiép c6 ma dbi thu khé ¢ (ving nguyén liéu, cong thirc, kénh).

Putting external factors under strengths. “The bottled-tea market is growing” is an opportunity (O),
not a strength; a strength is something the firm has and rivals find hard to match (sourcing, recipe,
channel).

LOI HAY GAP / COMMON MISTAKE — Ding & bang SWOT bén 6. Bang SWOT chi
14 danh séach; chién lugc sinh ra & ma tran két hop SO - ST - WO - WT, mdi chién luge phai
nbi it nhit mot yéu td bén trong véi mot yéu td bén ngoai.

Stopping at the four-box SWOT. The SWOT box is only a list; strategies come from the SO, ST, WO,
WT matrix, and each must link at least one internal factor to one external factor.

2.6. Ma tran EFE, IFE va ma tran IE — EFE, IFE and IE matrices

Ma tran dénh gia cac yéu té bén ngoai (EFE) va bén trong (IFE) lwong hoa SWOT bang
diém co trong sb, theo cach 1am pho bién trong quan tri chién luge (Fred R. David). Nam
budc lap:

The External Factor Evaluation (EFE) and Internal Factor Evaluation (IFE) matrices quantify

SWOT with weighted scores, following the common strategic-management approach (Fred R.
David). Five steps:

1. Chon 8-20 yéu té: EFE gém co hoi va thach thirc; IFE gdm diém manh va diém yéu.
Pick 8-20 factors: opportunities and threats for the EFE; strengths and weaknesses for the
IFE.

2. Géan trong s6 tir 0 dén 1 theo mirc quan trong ctia yéu t6 v6i thanh cong trong nganh;
tong trong so bang 1.
Give each a weight from 0 to 1 by its importance to success in the industry; the weights sum
to 1.

3. Cham diém 1-4. EFE: mirc doanh nghiép dang phan tng véi yéu t6 (4 tot, 1 kém).
IFE: 1 diém yéu 16n, 2 diém yéu nho, 3 diém manh nhé, 4 diém manh 1on.
Rate 1-4. EFE: how well the firm currently responds (4 superior, I poor). IFE: I major
weakness, 2 minor weakness, 3 minor strength, 4 major strength.

4. Nhan trong sb v6i diém dé c6 diém c6 trong sd; cong lai duoc tong diém, nim trong
khoang 1,0-4,0.
Multiply weight by rating for each weighted score; the sum is the total, between 1.0 and 4.0.
5. Poc két qua: 2,5 1a mire trung binh; trén 2,5 14 phan ung (EFE) hodc noi lyc (IFE)
trén trung binh.

Read the result: 2.5 is the average; above 2.5 means an above-average response (EFE) or
internal position (IFE).

TongdiEm=ZwiXr, Twi=1, 1<r<4 (2.2)
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Ma tran EFE cia Son Lam — Son Lam’s EFE matrix

Piém co
trong s0
Weighted

Yéu to bén ngoai Trong so | Diém

External factor Weight Rating

Thu nhép binh quan cta lao dong ndm 2025 tang

o]  3:9% (8.4 tridu ddng/thang) 0,15 3 0,45
Average labour income rose 8.9% in 2025 (8.4 million  0.15 0.45
VND a month)
Dan s thanh thi 39,4 triéu nguoi (38,6%), kénh

02 ctra hang tién lgi mo rong 0,10 3 0,30
Urban population of 39.4 million (38.6%); 0.10 0.30
convenience-store channel expanding
Thuong mai dién tir nam 2025 khoang 31 ty USD,

03 tang 25,5% (theo B Cong Thuong) 0,15 ) 0,30
E-commerce about 31 billion USD in 2025, up 25.5% 0.15 0.30
(per the Ministry of Industry and Trade)
Nguoi tiéu ding chudng d6 udng it dudong, ngudn 0.10 0.40

04  gbc thao moc 0’ 10 4 0’40
Consumers favour low-sugar, herbal drinks ' '
Khach qudc té dén Viét Nam nam 2025 gan 21,2

05 triéu lugt, nhu cau qua déc san 0,05 ) 0,10
Nearly 21.2 million international arrivals in 2025; 0.05 0.10
demand for local gifts
Nhiéu hing d6 udng 16n trong nudc va qubc té

T1 cung ban tra dong chai 0,15 ) 0,30
Many large domestic and international drinks firms 0.15 0.30
sell bottled tea
Thién tai, mua Iii 4nh hudng ving trong nguyén

T licu 0,10 ) 0,20
Natural disasters and floods hit raw-material growing  0.10 0.20
areas
Gia nguyén li€u, bao bi taing (CPI 9 thang 2026

T3 tang 4,52%) 0,10 3 0,30
Rising material and packaging prices (CPl up 4.52% 0.10 0.30
in the first 9 months of 2026)
Quy dinh quang céo, dir li€u ca nhan, livestream

T4 chat hon 0,10 3 0,30
Tighter rules on advertising, personal data and 0.10 0.30
livestream selling
Téng 1,00 2,65
Total 1.00 2.65
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Téng diém EFE = 2,65, cao hon mtc trung binh 2,5 mét chat. Piém co trong sd thap nhat
1a 05 (0,10) va T2 (0,20); O3 ¢6 trong sd cao (0,15) nhung méi cham 2 vi Son Lam chua
ban tryc tuyén.

Total EFE score = 2.65, slightly above the 2.5 average. The lowest weighted scores are O3

(0.10) and T2 (0.20); O3 has a high weight (0.15) but only a rating of 2 because Son Lam does
not sell online yet.

Ma tran IFE cia Son Lam — Son Lam’s IFE matrix

Piém co6
trong s0
Weighted

Yéu to bén trong Trong so | Diém

Internal factor Weight Rating

Ving nguyén liéu atiso, thao moc tai Lam Pdong

g  cohop ddng bao tiéu 0,15 4 0,60
Own artichoke and herb sourcing area in Lam Pong 0.15 0.60
under offtake contracts
Cong thuc it duong, c6 ching nha toan thy

O?g C1 g,CoC g nhan an toan thyc 0,15 0,60

22 plhem 0.15 4 0.60
Low-sugar recipes with food-safety certification ' '
1.200 diém ban tap héa tai Tdy Nguyén va Nam

33 Trung Bo 0,10 3 0,30
1,200 grocery outlets in the Central Highlands and 0.10 0.30
South Central Coast
Nhom phat trién san phim ra hwong vi méi trong 0.05 0.15

S4 4 thang 0’05 3 0’15
Product team launches a new flavour in 4 months ' '
Mirc nhéan biét thwong hiéu thip & Ha Noi va 0.15 0.15

W1  TP.HCM 0’15 1 0’15
Low brand awareness in Ha Noi and Ho Chi Minh City .

W2 Ngan sach truyén thong nho 0,15 1 0,15
Small communications budget 0.15 0.15
Chua c6 gian hang chinh hang trén san, chua c6

" 1ia , \ 0,15 0,30

W3 dir li¢u khach hang 0.15 2 0.30
No official store on marketplaces and no customer data =~ '

Wa Day chuyén dong chai di chay gan hét cong suat 0,10 ) 0,20
Bottling line running close to full capacity 0.10 0.20
Téng 1,00 2,45
Total 1.00 2.45

Téng diém IFE = 2,45, dudi mirc trung binh 2,5: hai diém manh 16n S1, S2 (0,60 mdi
muc) chua bu dugc ba diém yéu c6 trong s6 cao W1, W2, W3.

Total IFE score = 2.45, below the 2.5 average: the two major strengths SI and S2 (0.60 each) do
not offset the three heavily weighted weaknesses W1, W2 and W3.

Tai liéu nay dugc bién soan boi ddi ngii ctia website: https://globalmarket.vin
Trang 61



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

Ma tran IE — The IE matrix

Ma tran bén trong — bén ngoai (IE) dat tong diém IFE trén truc ngang (tir 4,0 bén tréi téi
1,0 bén phai) va téng diém EFE trén truc doc, chia mdi truc thanh ba khoang 1,0-1,99;
2,0-2,99; 3,0-4,0. Chin 6 gom thanh ba nhom chién lugc: 6 I, II, IV “phat trién va xdy
dung”; 0 III, V, VII “nam gilt va duy tri” (tham nhap thi trudng, phat trién san phém); 0
VI, VIII, IX “thu hoach hoac rat lui”.

The Internal—External (IE) matrix plots the IFE total on the horizontal axis (from 4.0 on the left
to 1.0 on the right) and the EFE total on the vertical axis, splitting each into 1.0-1.99, 2.0-2.99
and 3.0—4.0. The nine cells form three strategy groups: cells I, II, IV “grow and build”’; cells III,

V, VII “hold and maintain” (market penetration, product development); cells VI, VIII, IX
“harvest or divest”.

4,0 -
| I I
3,0 -
m 1\% Vv V1
&
5 u N
S} Son Lam (2,45; 2,65)
%" Moec Lan (3,10; 2,50)
=
2,0 -
Vi1 VIII IX
1,0 1 1 1 1
4,0 3,0 2,0 1,0

Tong diém IFE (manh — trung binh — yéu)
Xanh: phat trién va xdy dung - Vang: ndm git va duy tri - Cam: thu hoach hodc rut lui

Hinh 2.7. Ma tran IE: Son Lam (IFE 2,45; EFE 2,65) 6 6 V, Mdc Lan (Bai 1, IFE 3,10; EFE
2,50)6 061V
Figure 2.7. IE matrix: Son Lam (IFE 2.45; EFE 2.65) in cell V; Moc Lan (Exercise 1, IFE 3.10; EFE
2.50) in cell IV

VI DU/ EXAMPLE — Ham ¥ cho Son L4m & 6 V (ndm giit va duy tri).
Implications for Son Lam in cell V (hold and maintain).

1. Khong mé cung luc Ha Noi va TP.HCM béng kénh tién loi (cﬁn von 16n, W2, W4);
chon tham nhép sdu kénh tap hoa da co va phat trién dong khong dudng (S2, O4).
Do not open Ha Noi and HCMC through convenience stores at once (heavy capital, W2,
W4); deepen the existing grocery channel and develop a sugar-free line (S2, O4).

2. Thtr thi truong do6 thi qua san TMDBT trude (O3, W3): chi phi thép, co dir liéu ban
hang dé quyét dinh vao kénh tién lgi nam sau.
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Test urban markets through marketplaces first (O3, W3): low cost, and sales data to decide
on convenience stores the following year.

3. Muc tiéu ndm 2027: nang diém W3 tir 2 1én 3 (thém 0,15 vao IFE) va O3 tir 2 1én 3
(thém 0,15 vao EFE). IFE dat 2,60, EFE dat 2,80; Son Lam van ¢ 6 V nhung tién gan

olIV.

2027 target: lift W3 from 2 to 3 (adding 0.15 to IFE) and O3 from 2 to 3 (adding 0.15 to
EFE). IFE reaches 2.60 and EFE 2.80; Son Lam stays in cell V but moves towards cell IV.

LOI HAY GAP / COMMON MISTAKE — Trong s khong cong bang 1, hoic ding diém
phan loai dé thé hién murc quan trong. Trong s6 do tam quan trong cua yéu t6 v6i nganh; diém
phan loai do doanh nghiép dang lam tét t6i dau. O IFE, diém yéu chi dwoc cham 1 hoic 2,
diém manh chi dugc chim 3 hodc 4.

Weights that do not sum to 1, or ratings used to show importance. Weights measure a factor’s
importance to the industry; ratings measure how well the firm is doing. In the IFE, weaknesses get
only 1 or 2 and strengths only 3 or 4.

2.7. Téng hop chwong — Chapter summary

Céc cap khai niém dé nham — Commonly confused pairs

Khai niém

Concept

Phan biét
Distinction

Vimo va vi mo
MiC}"O versus macro

Khach hang va cong
chung
Customers versus publics

Déi tha hién tai va san
pham thay thé

Rivals versus substitutes

Diém manh va co hoi
Strength versus opportunity

SWOT va ma tran két
hop (TOWS)
SWOT versus TOWS

Vimo: tac nhan gﬁn, quan h¢ truc tiép, thuong lugng dugc; vi mo:
luc lugng rong, tac dong 1én moi tac nhan, chu yéu thich ing
Micro: close actors, direct ties, negotiable; macro: broad forces acting on
every actor, mainly to be adapted to

Khéch hang mua hang (ndm thi truong); cong chiing quan tam hoéc
tac dong nhung khong nhat thiét mua

Customers buy (five markets); publics have an interest or impact but need
not buy

Péi thu: cing nganh, cung loai san phdm; thay thé: khac nganh, cing
thoa méan nhu ciu

Rivals: same industry and product, substitutes: other industries meeting the
same need

DPiém manh: bén trong, doanh nghiép c6; co hdi: bén ngoai, ai cling
c6 thé nam
Strength: internal, owned by the firm; opportunity: external, open to anyone

SWOT: liét ké bén nhom yéu td; TOWS: ghép cip dé sinh chién lugc
SO, ST, WO, WT

SWOT: lists four groups of factors; TOWS: pairs them to generate SO, ST,
WO, WT strategies
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Khai niém

Concept

Phan biét
Distinction

EFE va IFE
EFFE versus IFE

Nhan khéu hoc va van
hoa — xa hoi
Demographic versus socio-
cultural

Thuat ngir Viét — Anh — Vietnamese—English glossary

Thuéat ngir

Term (Vietnamese)

EFE: co hoi, thach thirc, diém = muc phan ung; IFE: diém manh, yéu,

diém 1-2 yéu, 3—4 manh

EFE: opportunities and threats, rating = response, IFE: strengths and

weaknesses, 1-2 weak, 3—4 strong

Nhan khau hoc: do luong dugc (quy mo, tudi, noi §); van hoa — xa

hoi: gia tri, 161 song, chuan muc

Demographic: measurable (size, age, location); socio-cultural: values,

lifestyles, norms

Tiéng Anh

English

Giai thich ngin
Short definition

Moi truong marketing

Mobi truong vi mo

Mobi truong vi mo

Mobi truong ndi bo

Nha cung cip

Trung gian marketing

Trung gian phan phoi

Thi truong ban lai

Cong chung

Marketing environment

Microenvironment

Macroenvironment

Internal environment

Supplier

Marketing intermediaries

Reseller

Reseller market

Publics

Tac nhan, lyc lugng anh hudng toi
quan hé véi khach hang

Actors and forces affecting customer
relationships

Tac nhan gan doanh nghiép

Actors close to the firm

Luc lugng xa hoi rong
Broad societal forces

B0 phan, nguon luc bén trong
The firm’s own departments and
resources

Bén cung cap dau vao
Provider of inputs

Bén gitlip béan, giao, thu tién
Firms that help sell, deliver and collect
payment

Ban buon, ban 1¢, san
Wholesalers, retailers, marketplaces

Mua d¢ ban lai kiém 15
Buying to resell at a profit

Nhoém quan tdm hodc tac dong toi
doanh nghiép

Groups with an interest in or impact on
the firm
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Thuéat ngir

Term (Vietnamese)

Tiéng Anh

English

Giai thich ngin
Short definition

Quét moi truong

Nhan khéu hoc
D6 thi hoa

Gia hoa dan so

Co cau dan so vang

Ty s6 phu thudc

Thu nhap thuc

Nam lyc lugng canh
tranh

Rao cén gia nhap

San pham thay thé

Quyén luc thuong luong

Ma tran SWOT két hop

Ma tran EFE

Ma tran IFE

Ma tran IE

Environmental scanning

Demography

Urbanisation

Population ageing

Demographic window

Dependency ratio

Real income

Porter’s five forces

Barriers to entry

Substitute

Bargaining power

TOWS matrix

External Factor Evaluation

matrix

Internal Factor Evaluation

matrix

Internal-External matrix

Theo dbi c6 hé thong thay doi bén
ngoai

Systematic monitoring of external
change

Quy mo, co cau, phan bo dan so
Population size, structure, distribution

Tang ty 1& dan s6 thanh thi
Rising urban share of the population

Ty trong ngudi cao tudi ting
Growing share of older people

Dudi 15 tudi < 30%, tir 65 tudi <
15%
Under-15s < 30%, 65 and over < 15%

Ngudi ngoai tudi lao dong trén 100
nguoi 15-64
Dependants per 100 people aged 15—64

Thu nhép da loai trir truot gia
Income adjusted for inflation

Nam luc quyét dinh lgi nhuan nganh
Five forces setting industry profitability
Trd ngai véi ngudi mdi vao nganh
Obstacles facing new entrants

Khéc nganh, ciing nhu cau

Other industry, same need

Kha nang ép gia, ép diéu kién
Ability to press on price and terms

Ghép S, W v6i O, T thanh chién lugc
Pairs S, Wwith O, T into strategies

Piém co trong s6 cia O, T
Weighted score of O and T

Piém co trong sbcuaS, W
Weighted score of S and W

bat IFE, EFE Ién ludi chin 6
Places IFE and EFE on a nine-cell grid
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2.8. Bai tap van dung coé 10i giai — Applied exercises with solutions

Bai 1. Ma tran EFE, IFE va vi tri trén ma tran IE — Exercise 1. EFE and IFE matrices
and the position on the IE matrix

Cong ty CP Sita hat Moc Lan (Can Tho) c6 chudi 25 cira hang tai Can Tho va Vinh
Long, dang tinh mé rong sang TP.HCM. Nhom phan tich chdm nhu sau. Bén ngoai
(trong s6; diém phan ung 1-4): O1 thu nhap binh quan lao dong thanh thi nam 2025 1a
10,1 triéu dong/thang (0,20; 3); O2 xu huéng d6 udng thyc vat, khong duong (0,15; 4);
O3 thuong mai dién tu tang 25,5% nam 2025 theo B Cong Thuong (0,10; 2); T1 stra bo,
sita ddu nanh cia cac hing 16n 13 san pham thay thé (0,25; 2); T2 gia hat diéu, hat sen
bién dong (0,15; 3); T3 quy dinh quang céo thuc phidm yéu cau ndi dung trung thuc
(0,15; 1). Bén trong (trong sb; diém 1-4): S1 cong thirc khong dudng, nguyén liéu dia
phuong (0,25; 4); S2 chudi cira hang da ¢ 1di (0,20; 4); S3 40.000 thanh vién da déng v
nhan tin (0,15; 4); W1 han dung ngén, can chudi lanh (0,20; 2); W2 chua c6 thuong hiéu
& TP.HCM (0,10; 2); W3 chi phi van chuyén lanh cao (0,10; 1). Yéu cau: (1) kiém tra
trong s6; (2) tinh téng diém EFE, IFE; (3) xac dinh 6 trén ma tran IE va nhém chién lugc;
(4) @& xuét hai huéng hanh dong.

M¢c Lan Nut Milk JSC (Can Tho) runs 25 shops in Can Tho and Vinh Long and is considering
Ho Chi Minh City. The analysis team scores as follows. External (weight; response rating 1-4):
O1 average urban labour income of 10.1 million VND a month in 2025 (0.20; 3); O2 the trend
towards plant-based, sugar-free drinks (0.15; 4); O3 e-commerce growth of 25.5% in 2025 per
the Ministry of Industry and Trade (0.10; 2); Tl dairy and soy milk from large firms as
substitutes (0.25; 2); T2 volatile cashew and lotus-seed prices (0.15; 3); T3 food advertising
rules requiring truthful content (0.15; 1). Internal (weight,; rating 1-4): S1 sugar-free recipes
with local ingredients (0.25; 4); S2 a profitable shop chain (0.20; 4); S3 40,000 members who
have consented to receive messages (0.15; 4); W1 short shelf life needing a cold chain (0.20; 2);
W2 no brand presence in Ho Chi Minh City (0.10; 2); W3 high cold-transport cost (0.10; 1).
Required: (1) check the weights, (2) compute the EFE and IFE totals; (3) find the IE cell and the
strategy group; (4) propose two courses of action.

1. Trong s6 EFE: 0,20 + 0,15+ 0,10 + 0,25 + 0,15 + 0,15 = 1,00. Trong sO IFE: 0,25 +
0,20 + 0,15 + 0,20 + 0,10 + 0,10 = 1,00. Ca hai dat yéu cau tong bang 1.
EFE weights: 0.20 + 0.15 + 0.10 + 0.25 + 0.15 + 0.15 = 1.00. IFE weights: 0.25 + 0.20 +
0.15+0.20 + 0.10 + 0.10 = 1.00. Both sum to I as required.

2. EFE=0,60 + 0,60 + 0,20 + 0,50 + 0,45 + 0,15 = 2,50: cong ty phan tng vi modi
truong bén ngoai & muc trung binh. Piém thap nhat nam & T3 (0,15) va 03 (0,20).
EFE =0.60 + 0.60 + 0.20 + 0.50 + 0.45 + 0.15 = 2.50: the firm responds to the external
environment at an average level. The weakest items are T3 (0.15) and O3 (0.20).

3.IFE=1,00+ 0,80 + 0,60 + 0,40 + 0,20 + 0,10 = 3,10: ndi lyc manh (ttr 3,0 trd 1€n),
chu yéu nho S1, S2.

IFE =1.00+ 0.80 + 0.60 + 0.40 + 0.20 + 0.10 = 3.10: a strong internal position (3.0 or
above), driven by SI and S2.

4. Ma tran IE: IFE 3,10 thudc cot manh (3,0—4,0), EFE 2,50 thudc hang trung binh (2,0—
2,99) nén vao 6 IV, nhoém “phat trién va xay dung”: tham nhép thi trudng, phat trién

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
Trang 66



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

thi truong, phat trién san pham (Hinh 2.7).

IE matrix: IFE 3.10 is in the strong column (3.0-4.0) and EFE 2.50 in the medium row (2.0—
2.99), giving cell IV, the “grow and build” group: market penetration, market development,
product development (Figure 2.7).

5. Hanh dong 1 (nang O3, dya S3): m¢ gian hang chinh hang trén san TMDT, gt vu dai
cho thanh vién d dong ¥ nhan tin, giao trong ngay tai Can Tho. Hanh dong 2 (xir Iy
T3, W2): vio TP.HCM bang 3 cira hang thir, moi thong diép cong dung phai c6 tai
liéu chirmg minh, khong dung tir “tot nhat” khi khong c¢6 cin ctr (Luat Quang céo
Diéu 8 khoan 11).

Action 1 (raise O3, build on S3): open an official marketplace store, send offers to members
who have consented, deliver same-day in Can Tho. Action 2 (address T3, W2): enter H6 Chi
Minh City with 3 pilot shops, every benefit claim must be backed by documents, and “the
best” is not used without grounds (Advertising Law, Article 8(11)).

Bai 2. SWOT két hop cho doanh nghiép lir hAnh — Exercise 2. TOWS matrix for a tour
operator

Cong ty TNHH Du lich Hai Pang (Khanh Hoa) ban tour lin bién va tour ddo cho khach
trong nudc va khach qubc té. Dit kién: theo Cuc Thong ké, khach qudc té dén Viét Nam
nam 2025 dat gan 21,2 triéu luot (+20,4%), 9 thang 2026 dat 17,7 triéu luot (+14,5%);
lugt nguoi Viét Nam Xuét canh nam 2025 13 6,7 triéu (+26,4%); thién tai nam 2025 gay
thiét hai tai san gan 102.665,3 ty dong (+15,0%). Noi bo: doi tau 6 chiéc dat chuan an
toan, huéng dan vién néi tiéng Anh va tiéng Han; website chua nhan thanh toan tryc
tuyén; 70% doanh thu don vao thang 3-8. Yéu cau: (1) tinh ty 1& lugt khach quéc té 9
thang 2026 so v6i ca nam 2025; (2) 1ap danh sach S, W, O, T; (3) dé xuat mdi 6 SO, WO,
ST, WT mdt chién luoc; (4) chon chién lugc wu tién.

Hai Dang Travel Co., Ltd (Khanh Hoa) sells diving and island tours to domestic and
international visitors. Facts: according to the Statistics Olffice, international arrivals in 2025
reached nearly 21.2 million (+20.4%) and 17.7 million in the first 9 months of 2026 (+14.5%);
Vietnamese residents made 6.7 million trips abroad in 2025 (+26.4%); natural disasters in 2025
caused property damage of nearly 102,665.3 billion VND (+15.0%). Internally: 6 boats meeting
safety standards, guides who speak English and Korean, the website takes no online payment;
70% of revenue falls in March—August. Required: (1) the ratio of international arrivals in 9
months of 2026 to the whole of 2025; (2) list S, W, O, T, (3) propose one strategy for each of SO,
WO, ST, WT; (4) choose a priority.

1.17,7 /21,2 = 83,5%: sau 9 thang, lugt khach qudc té nam 2026 da dat 83,5% cua ca
nam 2025, téc d6 ting van duong (+14,5%). Pay 1a co hoi O1.
17.7/21.2=83.5%: after 9 months, 2026 arrivals had reached 83.5% of the 2025 total, still
growing (+14.5%). This is opportunity O1.

2. S1 tau dat chuan an toan; S2 hudng dan vién ngoai ngit. W1 chua thanh toan truc
tuyén; W2 doanh thu theo mua. O1 khach qudc té ting; O2 khach dit tour qua kénh
s6. T1 lugt ngudi Viét di du lich nude ngoai tang 26,4%, kéo khach noi dia khoi tour
trong nudce; T2 thién tai, mua bao lam huy tour.

S1 boats meeting safety standards, S2 multilingual guides. W1 no online payment; W2
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seasonal revenue. Ol rising international arrivals, O2 tours booked through digital
channels. T1 outbound trips by Vietnamese up 26.4%, drawing domestic travellers away; T2
disasters and storms cancelling tours.

3. SO: goi tour 1n c6 hudng dan tiéng Han ban qua dai 1y 1ir hanh tai Han Qudc (S2,
01). WO: gin cong thanh toan thé quéc té, vi dién tir, ma QR trén website (W1, 02).
ST: cong bd chinh sach hoan tién, d6i ngay khi c6 canh bao bdo, néu rd tiéu chuan an
toan tau (S1, T2). WT: thiét ké tour mia mua trén dat lién (ling nghé, am thuc) dé
giam phu thudc mua va thoi tiét (W2, T2).

SO: diving packages with Korean-speaking guides sold through travel agents in Korea (S2,
Ol1). WO: add card, e-wallet and OR payment to the website (W1, O2). ST: publish a refund
and rebooking policy for storm warnings and state the boats’ safety standards (S1, T2). WT:

design rainy-season land tours (craft villages, food) to reduce dependence on season and
weather (W2, T2).

4. Uu tién WO: chi phi thap, 1am duoc trong mot quy, mo khoa ca SO (khach nude
ngoai can tra tién trude khi dén). Thanh toan truc tuyén 13 didu kién dé ban qua kénh
s6; thiéu no, co hoi O1 khé chuyén thanh doanh thu.

Priority WO: low cost, doable within a quarter, and it unlocks SO (foreign visitors need to
pay before arrival). Online payment is a precondition for selling through digital channels;
without it Ol is hard to turn into revenue.

5. Luu ¥: T1 14 xu hudng ciia khach noi dia, khong phai diém yéu cua Hai Dang; thién
tai (T2) thudc moi trudng ty nhién, cong ty khong kiém soat duge nhung giam dugc
thiét hai bang chinh sach d6i ngay va tour thay thé.

Note: Tl is a trend among domestic travellers, not a weakness of Hai Pang, disasters (T2)
belong to the natural environment, which the firm cannot control but whose damage it can
limit through rebooking and alternative tours.

2.9. Cau héi ty luan va dan y tra 106i — Essay questions and answer outlines

Céau 1. Phan bi¢t méi trwdmg vi md va mdi treong vi mé. Doanh nghiép cé thé tic
dong toi cac yéu to vi mé & mirc nao? Cho vi du véi mot doanh nghiép do udng Viét
Nam.

Question 1. Distinguish the microenvironment from the macroenvironment. To what extent can a
firm influence microenvironment factors? Give examples for a Vietnamese drinks firm.

* Vi mé: cac tic nhan gan, c6 quan hé truc tiép v6i kha nang phuc vu khach hang — noi
bd doanh nghiép, nha cung cap, trung gian marketing, khach hang, ddi thii, cong
chung.

Microenvironment: close actors directly linked to the firm’s ability to serve customers — the
company itself, suppliers, marketing intermediaries, customers, competitors, publics.

* Vi mé: cac luc luong x3 hoi rong tac dong 1én moi tac nhan vi mé — nhan khau hoc,
kinh té, tu nhién, cong ngh¢, chinh tri — phap luat, van hoa — xa hoi (PESTEL).
Macroenvironment: broad societal forces acting on every micro actor — demographic,
economic, natural, technological, political-legal, socio-cultural (PESTEL).

» Muc tac dong: doanh nghi¢p khong ra Iénh dugc cho céc tdc nhan vi mé nhung thuong
luong, lua chon, ky hop dong duoc (chon nha cung cap chai, chon nha phan phdi).
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Véi yéu t6 vi mo, doanh nghiép chii yéu du bao va thich tng; mot s6 tac dong gian
tiép qua hiép hoi nganh, gép y du thao lut.

Degree of influence: the firm cannot command micro actors but can negotiate, choose and
contract (choosing a bottle supplier, a distributor). For macro factors it mainly forecasts and
adapts; some influence is indirect, through trade associations or comments on draft laws.

* Vi du: Son Lam ky hop d@)ng bao ti€u véi ndng ho atiso (vi mo, tac dong duoc); dan
s6 thanh thi 39,4 triéu ngudi nam 2025 1a dir kién vi mo, cong ty chi chon cach dap
ung — dua chai 350 ml vao ctra hang tién loi.

Example: Son Lam signs offtake contracts with artichoke farmers (micro, open to influence),
an urban population of 39.4 million in 2025 is a macro fact, and the firm only chooses its
response — 350 ml bottles in convenience stores.

« Ranh gi6i khong cb dinh: ddi thii thudc vi mo, nhung muc d canh tranh ciia ca nganh
lai phan tich bang mé hinh nam lyc luong; phap luat (vi mo) tic dong thang vao cach
lam viéc véi KOL (vi mo).

The boundary is not fixed: competitors are micro, but industry-wide rivalry is analysed with
the five forces model; law (macro) acts directly on how the firm works with influencers
(micro).

Céu 2. Trinh bay mé hinh nim lwe lwong canh tranh. Van dung dé danh gia sirc hap
din ciia viéc ban my pham thuin chay trén san thwong mai dién tir tai Viét Nam.
Question 2. Explain the five forces model. Apply it to assess the attractiveness of selling vegan
cosmetics on e-commerce marketplaces in Vietnam.

* Nam lyc lugng: canh tranh gitta ddi thu hién tai; de doa gia nhap; de doa san phém
thay thé; quyén lyc thuong lwong cua nha cung cip; quyén lyc thuong luong ciia
nguodi mua. Lyc lugng cang manh, 1gi nhudn tiém nang cua nganh cang thép.

Five forces: rivalry among existing competitors, threat of entry, threat of substitutes;
supplier bargaining power; buyer bargaining power. The stronger the forces, the lower the
industry’s profit potential.

« D6i thi hién tai: nhidu gian hang, san pham dé so sanh gi4 trén cing mot trang tim
kiém, nén canh tranh manh. Gia nhdp: md gian hang nhanh, chi phi thép, nén de doa
cao; rao can nam ¢ danh gia cta nguoi mua va thuong hiéu.

Rivalry: many stores and easy price comparison on one search page, so rivalry is strong.

Entry: stores open quickly and cheaply, so the threat is high; the barriers are buyer reviews
and brand.

« San pham thay thé: my pham thong thuong, san pham ty lam tai nha, dich vu spa; mirc
de doa trung binh. Nha cung cp: nguyén liéu dat chuan thuan chay it ngudn, gia céng
theo don hang nho khé tim, nén quyén luc kha cao.

Substitutes: conventional cosmetics, home-made products, spa services, a medium threat.
Suppliers: few sources of certified vegan ingredients and few contract makers for small runs,
so their power is fairly high.

« Nguoi mua: thong tin minh bach, chi phi chuyén dbi gan nhu bang 0; san c¢6 quyén dat
phi va quy ché (mot dang ngudi mua — trung gian c6 quyén luc). Luat TMPT
122/2025 va quy ché livestream thém nghia vu cho nguoi ban.

Buyers: transparent information and near-zero switching costs, the marketplace sets fees and
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rules (a powerful intermediary-buyer). E-commerce Law 122/2025 and livestream rules add
obligations for sellers.

« Két luan: nganh c6 strc hap dan trung binh — thap véi ngudi mai khong c6 khac biét.
Doanh nghiép nén tao rio can riéng: chimg nhan thuan chay, cong ddng khach quen,
kénh ban tryuc tiép song song voi san.

Conclusion: medium-to-low attractiveness for an undifferentiated newcomer. The firm should

build its own barriers: vegan certification, a loyal customer community, a direct channel
alongside the marketplace.

Céu 3. Dung s6 liéu co ciu tudi va thu nhap nim 2025 ciia Cuc Thong ké, phan tich
co hdi va thach thirc nhan khau hoc — Kinh té di véi mdt cong ty sira bot danh cho
ngudi l6n tudi.

Question 3. Using the Statistics Olffice’s 2025 age-structure and income data, analyse the
demographic and economic opportunities and threats for a firm selling powdered milk for older
adults.

« S lidu: ty trong dan s tir 65 tudi tré 1én tang tir 7,7% (2019) 1én 9,6% (01/4/2025);
chi s6 gia hoa tir 48,8 1én 63,5; tudi tho trung binh 74,7 tudi (2025).

Data: the share aged 65 and over rose from 7.7% (2019) to 9.6% (1 April 2025); the ageing
index from 48.8 to 63.5; life expectancy is 74.7 years (2025).

« Co hoi: quy mo khach hang muc tiéu 16n din; nhu cu dinh dudng chuyén biét (xuong
khép, tiéu duong) tang theo tudi tho. Nguoi mua thudng 14 con cai trong do tudi lao
dong, nhom co6 thu nhap binh quan 8,4 tri¢u déng/théng, tang 8,9%.

Opportunity: the target base keeps growing, demand for specialised nutrition (bones and

Jjoints, diabetes) rises with longevity. Buyers are often working-age children, whose average
income is 8.4 million VND a month, up 8.9%.

* Thach thirc: chénh I¢ch thu nhép thanh thi (10,1 tri€u) va nong thon (7,3 tri€u) trong
khi 61,4% dan s6 & nong thon; gia sira bot cao dé vuot kha ning chi tra. CPI 9 thang
2026 tang 4,52% lam chi phi nguyén li¢u tang.

Threat: the gap between urban (10.1 million) and rural (7.3 million) incomes while 61.4% of

people live in rural areas; high-priced milk powder may exceed what households can pay.
CPIl up 4.52% in 9 months of 2026 raises input costs.

* Ham y marketing: hai dong gia (lon 16n cho d6 thi, géi nhdé cho ndong thon); kénh nha
thudc va tap héa & nong thon, sin TMPT & d6 thi; thong diép hudng téi ngudi con
mua cho cha me, cong dung phai c6 tai li¢u chirng minh.

Marketing implications: two price lines (large cans for cities, small sachets for rural areas);
pharmacies and grocers in rural areas, marketplaces in cities; messages aimed at children
buying for parents, with every benefit claim documented.

« Két luan phai gin s6 liéu voi ky va ngudn: s6 co ciu tudi 1a thoi diém 01/4/2025 (Diéu
tra bién dong dan sb), s6 thu nhap 13 binh quan nam 2025 (Théng céo bao chi dan sd,
lao dong); khong tron hai ky nhu mat.

Conclusions must tie each figure to its period and source: the age structure is as of 1 April
2025 (population change survey), income is the 2025 average (population and labour press
release), do not treat two periods as one.
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2.10. Cau héi trac nghiém — Multiple-choice questions

9. Tac nhan nao thudc moi trudng marketing vi mod ctia mot doanh nghiép san xuat nude
giai khat?
Which of the following belongs to the marketing microenvironment of a soft-drinks
manufacturer?
A. Nha cung cip chai PET vanhin in / The supplier of PET botiles and printed labels
B. Tbc do tang chi sb gia tiéu dung / The rate of consumer price inflation
C. Luat Bao vé dir li€u ca nhan / The Personal Data Protection Law
D. Ty 1€ do thi hoa cua ca nudc / The national urbanisation rate

10. Theo Cuc Théng ké, dan s6 thanh thi ndm 2025 chiém bao nhiéu phr:in tram déan sb
trung binh ca nudc?
According to the Statistics Olffice, what share of Vietnam’s 2025 average population lived in
urban areas?

A.61,4% / 61.4%
B. 49,9% / 49.9%
C.38,6% / 38.6%
D.22,8% / 22.8%

11. B4i véi mot chudi rap chiéu phim, dich vu xem phim tryc tuyén tai nha thuodc luc
luong nao trong mé hinh nam lyc lugng?
For a cinema chain, home video-streaming services belong to which of the five forces?
A. Canh tranh gitra cac d6i tha hién tai / Rivalry among existing competitors
B. DPe doa tir san pham thay thé / Threat of substitutes
C. Quyén lyc thuong luong ctia ngudi mua / Buyer bargaining power
D. De doa tir d6i tha tiém an / Threat of new entrants

12. Ma tran EFE c¢6 bén yéu td véi trong $60,3;0,2: 0,3; 0,2 va diém phan loai lan luot
4;3;2;1. Téng diém EFE la:
An EFE matrix has four factors with weights 0.3, 0.2, 0.3, 0.2 and ratings 4, 3, 2, 1. The total
EFE score is:

A.26 /26
B. 10

C.2,5/ 25
D.1,0 / 1.0

13. Trong ma tran SWOT két hop, chién luge WO 1a:
In the TOWS matrix, a WO strategy is one that:
A. Dung diém manh dé tan dung co hdi / Uses strengths to seize opportunities
B. Dung diém manh dé han ché thach thic / Uses strengths to counter threats
C. Giam diém yéu va né tranh thach thitc / Reduces weaknesses and avoids threats

D. Tan dung co hdi dé khac phuc diém yéu / Uses opportunities to overcome
weaknesses
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14. Tlr ngdy 26/6/2026, Nghi dinh 239/2026/ND-CP quy dinh thé nao vé Diéu 6 va Diéu
7 Nghi dinh 81/2018/ND-CP (han muc gia tri khuyén mai, muc giam gia tbi da)?
From 26 June 2026, what does Decree 239/2026/ND-CP do to Articles 6 and 7 of Decree
81/2018/ND-CP (caps on promotion value and maximum discount)?

A. Giir nguyén tran 50% / Keeps the 50% cap

B. Nang tran 1én 100% cho moi chuong trinh / Raises the cap to 100% for all
programmes

C. Bii bo hai diéu ndy / Repeals both articles
D. Ha tran xudng 30% / Lowers the cap to 30%

15. Cu dan séng quanh nha may ciia doanh nghiép phan d6i tiéng 6n va nudc thai. Nhom
nay thudc tdc nhan nao?
Residents near a firm’s factory complain about noise and waste water. Which actor are they?
A. Trung gian marketing / Marketing intermediaries
B. Cong chung (cong chung dia phuong) / Publics (local publics)
C. Khach hang / Customers
D. Nha cung cap / Suppliers

16. Tong mirc ban 1¢ hang héa va doanh thu dich vu tiéu dung nam 2025 1a 7.008,9 nghin
ty dong; 9 thang 2026 1 5.925,7 nghin ty dong. S6 9 thang 2026 bang khoang bao
nhiéu phan tram sd ca nam 2025?

Retail sales of goods and consumer services were 7,008.9 trillion VND in 2025 and 5,925.7
trillion VND in the first 9 months of 2026. The 9-month figure is roughly what share of the
2025 total?

A.84,5% /| 84.5%
B.118,3% / 118.3%
C.13,4% / 13.4%
D.7,8% / 7.8%
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Chuong 3. Hanh vi khach hang — Chapter 3. Customer behaviour

Muc tiéu chwong — Chapter objectives

« Giai thich mé hinh kich thich — hop den — phan tmg va bén nhém yéu t6 anh hudong
dén nguoi tiéu dung: van hoa, xa hoi, ca nhan, tam ly.
Explain the stimulus — black box — response model and the four groups of factors influencing
consumers: cultural, social, personal and psychological.

« Nhan dién bon kiéu hanh vi mua va phan tich quy trinh 5 budc ra quyét dinh mua; tinh
diém thai d¢ theo md hinh da thudc tinh.
Identify the four types of buying behaviour and analyse the five-stage buyer decision process,
compute attitude scores with the multi-attribute model.

« M6 ta hanh trinh khach hang sb 5A, tinh ty 1& hanh dong mua (PAR) va ty 1& tng ho
thuong hiéu (BAR).
Describe the 54 digital customer path and compute the purchase action ratio (PAR) and
brand advocacy ratio (BAR).

« Phan biét thi truong t6 chirc véi thi truong ngudi tiéu dung: trung tim mua, tinh huéng
mua, quy trinh mua B2B 8 budc.
Distinguish the business market from the consumer market: buying centre, buying situations
and the eight-stage B2B buying process.

« Trinh bay quyén clia ngudi tiéu ding va cac hanh vi bi nghiém cim theo Luat Bao vé
quyén loi nguoi tiéu ding.
Set out consumer rights and prohibited acts under the Law on Protection of Consumers’
Rights.

3.1. Thi trwong ngwoi tieu dung va moé hinh hanh vi mua — Consumer markets

and the model of buyer behaviour

Thi trudng nguwoi tiéu dung gom cac ca nhan, ho gia dinh mua hang héa, dich vu dé
dung cho ban than va gia dinh. Hanh vi ngwoi tiéu ding 13 cach ho tim kiém, lua chon,
mua, st dung, danh gia va loai bo san pham. Thi trudng nay cé sé ngudi mua 16n, mdi
lan mua luwong nho, mua lip lai nhiéu lan, nhu cdu khac nhau theo tudi, thu nhap, ving
mién; nhiéu quyét dinh chiu tic dong cta cam xtic va ngudi xung quanh.

The consumer market consists of individuals and households buying goods and services for
personal and family use. Consumer behaviour is how they search for, choose, buy, use, evaluate
and dispose of products. This market has a very large number of buyers who buy small quantities
repeatedly, with needs varying by age, income and region, many decisions are shaped by
emotion and by people around the buyer.
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Chi tiéu Ky S6 liéu
Indicator Period Figure

Téng mirc ban 1é hang hoa va doanh
thu dich vu ti€u dung Nam 2025 7.008,9 nghin ty déng, +9,2%
Retail sales of goods and consumer 2025 VND 7,008.9 trillion, +9.2%

services revenue

5.925,7 nghin ty dong, +13,4%

& 9 thang 2026 3 et B
Nhu trén . & , (loat trur gid +7,8%)
First 9 months of o

Same 2026 i VND 5,925.7 trillion, +13.4%

(+7.8% in real terms)
Quy md thuong mai dién tir (theo B khoang 31 ty USD, +25,5%,
Cong Thuong) Nim 2025 khoang 10% tong mtic ban 1é
E-commerce market size (per the Ministry ~ 2025 about USD 31 billion, +25.5%,
of Industry and Trade) about 10% of retail sales

Nguoén: Cuc Théng ké, Bio cdo tinh hinh kinh t& — x3 hoi quy IV va nim 2025
(https://www.nso.gov.vn/du-lieu-va-so-lieu-thong-ke/2026/01/bao-cao-tinh-hinh-kinh-te-
xa-hoi-quy-iv-va-nam-2025/) va quy III, 9 thang nam 2026 (https://www.nso.gov.vn/bai-
top/2026/10/bao-cao-tinh-hinh-kinh-te-xa-hoi-quy-iii-va-9-thang-nam-2026/); B§ Cong
Thuong, phat biéu ctua Cuc truong Cuc Thuong mai dién tir va Kinh té so tai hoi nghi
tong két nam 2025 (https://moit.gov.vn/tin-tuc/cuc-thuong-mai-dien-tu-va-kinh-te-so-
tong-ket-cong-tac-nam-2025-va-trien-khai-nhiem-vu-nam-2026.html).

Sources: General Statistics Office, socio-economic reports for Q4 and full-year 2025 and for O3
and the first nine months of 2026 (nso.gov.vn); Ministry of Industry and Trade, statement by the

Director of the E-commerce and Digital Economy Agency at the 2025 review conference
(moit.gov.vn).

Nguoi Viét mua qua nhiéu kénh cung lic: cho truyén théng cho thyc phim tuoi (quen
mbi, mic ca, mua theo ngay), clra hang tién lgi cho moén can ngay (gan nha, mé khuya,
tra bang ma QR), san thuong mai dién tr cho hang so sanh dugc gia (doc danh gia, sin
mi giam gia vao cac ngay doi nhu 11/11, 12/12), livestream cho hiang can xem tan mat
cach dung. Cung mot nguoi co thé mua rau & chg budi sang va dat my pham qua
livestream budi toi.

Viethamese consumers use several channels at once: traditional wet markets for fresh food
(regular stallholders, bargaining, daily shopping), convenience stores for immediate needs
(nearby, open late, QR payment), e-commerce marketplaces for price-comparable goods
(reading reviews, hunting vouchers on double-date sales such as 11/11 and 12/12), and

livestreams for goods whose use buyers want to see. The same person may buy vegetables at the
market in the morning and order cosmetics through a livestream at night.

Mo hinh kich thich — h¢p den — phan &ng — 7he stimulus — black box — response model

Nguoi 1am marketing khong quan sat duoc truc tiép diéu dién ra trong dau ngudi mua.
Mo hinh kich thich — phan mg chia hanh vi thanh ba phan: kich thich di vao (tur
marketing — mix va tir méi trudng), hdp den cia nguoi mua (dic diém ca nhan va qua
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trinh quyét dinh), phan &ng di ra quan sat dugc (chon gi, ¢ dau, khi nao, bao nhiéu, danh
gia ra sao).

Marketers cannot directly observe what happens inside the buyer’s mind. The stimulus —
response model splits behaviour into three parts: incoming stimuli (from the marketing mix and
the environment), the buyer’s black box (buyer characteristics and the decision process) and
observable responses (what, where, when and how much is bought, and how it is rated).

KIiCH THICH HOP DEN NGUOI MUA PHAN UNG
s N 3 e N s 3
Marketing Moi truong
. Kinh té Dic diém nguodi mua
San phﬁ.rn Cong nghé
Gia ; Chinh tri — ’ van hoa - xa hoi a
Phan phbi phép ludt c4 nhan - tim Iy Chon san pham
Truyén théng Vérl h(zg - Chon thwong hi¢u
x3 hoi Chon noi mua
L JL ) L ) Chon thoi diém
¢ — Chon s lugng
' )
Nhoém Marketing: Thai do, s thich

doanh nghiép tac dong duwoc , Panh gié, gidi thiéu
QualicnblouyEddihlmiz Gén két véi thuong hiu
nhan biét nhu céu,
tim thong tin, danh gia,
mua, sau mua

Nhom Moi truong:
doanh nghiép chi thich nghi

Hinh 3.1. M6 hinh kich thich — hop den — phan ing cua ngudi mua
Figure 3.1. The stimulus — black box — response model of buyer behaviour

PHAI THUQC / MEMORISE — Kich thich marketing 12 4P do doanh nghiép kiém soat;
kich thich méi trudng (kinh té, cong nghé, chinh tri — phap luat, van hoa — xa hoi) doanh
nghiép khong kiém soat. Hop den gdbm diic diém nguwdi mua (muc 3.2-3.3) va qua trinh
quyét dinh mua (muc 3.5). Nhiém vu ctia nghién ciru marketing (Chuong 4) 13 hiéu kich
thich dugc bién thanh phan tmg nhu thé nao.

Marketing stimuli are the 4Ps controlled by the firm; environmental stimuli (economic, technological,
political — legal, socio-cultural) are not. The black box holds buyer characteristics (sections 3.2-3.3)
and the buyer decision process (section 3.5). Marketing research (Chapter 4) aims to understand how
stimuli are turned into responses.

Tinh hudng xuyén chwong: Cong ty CP Ca phé Poi My — Running case: Poi May
Coffee JSC

Cong ty CP Ca phé Pdi May rang xay tai Lam Pong, c6 ba dong hang: ca phé bot goi
250 g, ca phé hoa tan hop va hop qua ca phé Tét. Kénh ban: tap hoa, chg qua nha phan
phdi; chudi cira hang tién loi & TP.HCM va Ha Noi; gian hang trén san TMPT;
livestream hai t6i mdi tuan. Poi May con ban ca phé hat cho khach san, quan ca phé va
van phong (khach hang t6 chtc, muc 3.7). Cac vi du trong chwong dung sb liéu cia
doanh nghiép nay.

Poi May Coffee JSC roasts and grinds coffee in Lam Pong and has three lines: 250 g ground
coffee packs, boxed instant coffee and Tét coffee gift boxes. Channels: grocery stores and
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markets through a distributor, convenience store chains in Ho Chi Minh City and Ha N¢i; a
marketplace store; livestreams two evenings a week. Doi May also sells beans to hotels, cafés
and offices (business customers, section 3.7). Examples in this chapter use this company’s
figures.

Vi DU/ EXAMPLE — Dbi May doc mé hinh kich thich — phan tmg cho thang trugc Tét.
Poi May applies the stimulus — response model to the month before Tét.

1. Kich thich marketing: hop qua méi in hoa tiét hoa mai — hoa dao, combo hai hop giam
15% trén san, livestream thir ném lic 20 gio, quay trung bay ¢ ctra hang tién loi.
Marketing stimuli: a new gift box printed with apricot and peach blossom motifs, 15% off
two-box combos on the marketplace, 8 p.m. tasting livestreams, displays in convenience
stores.

2. Kich thich méi truong: nguoi lao dong nhan thuéng cudi nim, nhu cau qua biéu ting,
gi4 ca phé nhan nguyén liéu Doi My mua vao tang lam gia ban 1é phai ting.
Environmental stimuli: workers receive year-end bonuses, demand for gifts rises, and higher
green-bean costs force Poi May to raise retail prices.

3. Phan tng do duoc: s6 don theo ngay, ty 1& chon combo, khung gio dat hang, kénh
mua, s6 danh gia 5 sao. Mudn biét vi sao khach chon hay bé, Doi May phai nghién
ctru hop den (muc 3.2-3.5).

Measurable responses: orders per day, combo share, ordering hours, channel, number of

five-star reviews. To learn why customers choose or drop the product, Doi My must study
the black box (sections 3.2-3.5).

LOI HAY GAP / COMMON MISTAKE — Chi doc phan tmg (doanh sé ting sau dot giam
gid) roi két luan khach “thich giam gid”. Cling mot phan mg c6 thé dén tir kich thich méi
truong (thudng Tét) chir khong tir kich thich marketing. Phai tach hai nhom kich thich trudce
khi danh gid m¢t chuong trinh.

Reading only the response (sales rose after a discount) and concluding customers “like discounts”.
The same response may come from an environmental stimulus (Tét bonuses) rather than a marketing
stimulus. Separate the two groups of stimuli before evaluating a programme.

3.2. Yéu to van hoa va xa hQi — Cultural and social factors

Yeéu to van héa — Cultural factors

Van héa la tap hop gia tri, quan ni¢m, so thich, cach cu xur con nguoi hoc dugce tur gia
dinh va x3 hoi; day 12 nguyén nhan sau xa ciia mong mudn. Nhanh vin héa 1a nhom nho
hon c6 gia tri riéng: ving mién, dan toc, ton gido, thé hé. Tang 16p xi hdi 1a cac nhom
tuong ddi bén ving, xép theo nghé nghiép, thu nhap, hoc vén, cua cai; ngudi cing ting
16p ¢6 xu hudng chon san pham, noi mua, phuong tién truyén thong gidng nhau.

Culture is the set of values, perceptions, preferences and behaviours learned from family and
society; it is the most basic cause of a person’s wants. A subculture is a smaller group with its
own values: region, ethnic group, religion, generation. Social classes are relatively lasting

divisions ranked by occupation, income, education and wealth; members tend to choose similar
products, stores and media.
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Vi DU/ EXAMPLE — Tét Nguyén dan 1a miia mua sam 16n nhat naim. Mam ngii qua khac
nhau theo vung: mién Nam thuong chon mang clu, dira, du du, xoai (doc chéch thanh “cau
vira da xai”), mién Bac hay c6 nai chubi xanh, budi. Qua biéu, li xi, cdu chic mang y nghia
may mén. Poi May in hoa tiét hoa mai cho hop qua ban & phia Nam va hoa dao cho phia Bic;
tén combo dung chir “An Khang”, “Phat Loc”.

Lunar New Year (Tét) is the biggest shopping season. The five-fruit tray differs by region: the South
often uses custard apple, coconut, papaya and mango (a pun on “praying for just enough to spend”),
the North a hand of green bananas and pomelo. Gifts, lucky money and wishes carry meanings of
good fortune. Péoi May prints apricot blossom on boxes sold in the South and peach blossom in the

North, and names combos “An Khang” (peace and health) and “Phat Loc” (prosperity).

Yéu t6 xa hoi — Social factors

Nhém tham khao 12 nhom ma ngudi mua so sanh hoic tham chiéu khi hinh thanh thai
d6: nhom thanh vién (gia dinh, ban hoc, dong nghiép), nhom ngudng mo (nguoi noi
tiéng, van dong vién), nhém tdy chay. Trong nhom thuong c6 ngwoi din dit dw ludn
dugc hoi ¥ kién vi hiéu biét hay uy tin. Trén mang, vai trd nay thudc vé nguoi cé anh
huong (KOL) va ngudi tiéu dung chi chét (KOC) chia sé trai nghiém that. Gia dinh 1a
nhom tham khao manh nhat; mdi thanh vién c6 thé gitt mét vai tro mua khac nhau. Vai
tro va dia vi cia mdt nguoi trong td chc, cong d@)ng cling dinh hudéng lya chon.
Reference groups are groups the buyer compares with or refers to in forming attitudes:
membership groups (family, classmates, colleagues), aspirational groups (celebrities, athletes)
and dissociative groups. Groups often have opinion leaders whose advice is sought for
knowledge or standing. Online, this role goes to influencers (KOLs) and key opinion consumers
(KOCs) who share genuine experience. The family is the strongest reference group, and its

members may hold different buying roles. A person’s roles and status in organisations and
communities also shape choices.

Vai tro mua Pinh nghia Vi du hp qua Tét biéu ong ba

Buying role Definition Example: Tét gift box for the grandparents

Con gai di lam ¢ TP.HCM goi y qua ca
Nguoi khoi xudng  Nguoi néu y tudng mua phé
Initiator Raises the idea of buying A daughter working in Ho Chi Minh City
suggests coffee

N @ 1 én lam thay d 5 Dong nghi¢p da mua, KOC review trén

Nguoi anh hudng mang
Iwra chon . .
Influencer ) ] A colleague who bought it, a KOC reviewing
Whose views change the choice ) )
it online
. L Nguodi quyét dinh mua gi, mua . . )
Nguoi quyét dinh BUOL quyet & & Nguoi me chot ngéan sach va loai hop

Decider N datu The mother sets the budget and picks the box
Decides what and where to buy

Nguoi mua Nguoi thuc hién giao dich Con gai dit trén san, tra bang mi QR
Buyer Carries out the transaction The daughter orders online and pays by QR
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Vai tro mua Pinh nghia Vi du hp qua Tét biéu ng ba
Buying role Definition Example: Tét gift box for the grandparents
Nguoi su dung Ngudi ding san phim Ong ba, khach dén chiic Tét

User Uses the product The grandparents and New Year visitors

LOI HAY GAP / COMMON MISTAKE — Dong nhit nguoi mua véi ngudi quyét dinh
va nguoi str dung. Quang cdo hop qua chi nhdm vao ngudi cao tudi (ngudi ding) s& bo sot
ngudi con di 1am xa, nguoi truc tiép dat hang trén san. Thong diép phai guri ding vai tro: 1y
do biéu cho ngudi khai xudng, ngan sach cho ngudi quyét dinh, cach dit va giao hang cho
nguodi mua.

Treating the buyer as the decider and the user. Advertising a gift box only to older people (the users)
misses the adult child working far away who actually places the online order. Messages must fit each
role: reasons to give for the initiator, budget for the decider, ordering and delivery for the buyer.

3.3. Yéu t6 c4 nhin va tim Iy — Personal and psychological factors

Yéu t6 ca nhan — Personal factors

Niam yéu té ca nhan: (1) tudi va giai doan trong vong doi gia dinh (doc than, méi cudi,
c¢6 con nho, con da truéng thanh); (2) nghé nghiép; (3) hoan canh kinh té (thu nhép, tiét
kiém, kha ning vay); (4) 16i song, do bang hoat dong — quan tdm — quan diém (AIO); (5)
ca tinh va quan niém vé ban than: ngudi mua chon thuong higu c6 “tinh cach” giéng
hinh &nh ho muén cé.

Five personal factors: (1) age and family life-cycle stage (single, newly married, young
children, grown children); (2) occupation; (3) economic situation (income, savings, borrowing

power),; (4) lifestyle, measured by activities, interests and opinions (A1O); (5) personality and
self-concept: buyers choose brands whose “personality” matches the image they want.

Vi DU/ EXAMPLE — Dbi May chia khach ca phé bot theo vong doi: sinh vién & tro mua
g6i nho & cira hang tién loi, wu tién gia; vo chong tré c6 con nho dit tai 1 kg trén san, wu tién
giao tan nha; nguoi da nghi huu mua & tap hoa quen, uu tién vi ddm quen thugc. Cung san
pham nhung ba nhém cin ba quy cach va ba kénh.

Poi May groups ground-coffee buyers by life-cycle stage: students in rented rooms buy small packs at
convenience stores and care about price; young couples with small children order 1 kg bags online
and care about home delivery, retirees buy at their usual grocery and care about a familiar strong
taste. One product, three pack sizes and three channels.

DPong co va thap nhu cau Maslow — Motivation and Maslow’s hierarchy of needs

Pong co 12 nhu cdu da manh dé thac ddy con nguoi hanh dong. Maslow (1943) xép nhu
cau theo nam bac: sinh 1y, an toan, xa hoi (dugc yéu thuong, thude vé mot nhém), duogc
ton trong, tu thé hién. Bac duéi duoc dap tng tuong ddi thi bac trén tré thanh dong luc
chinh.

A motive is a need strong enough to drive a person to act. Maslow (1943) ranks needs in five
levels: physiological, safety, social (love and belonging), esteem and self-actualisation. When a
lower level is reasonably satisfied, the next level becomes the main driver.
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5. Tw thé RGN s khoa hoc sang tac, chuyén di mét minh

4. })m_vc ton trgng ...................................... h@p qllfi cao cép biéu dé] the

3.Xahoi 0 G - di ca phé vdi ban, qua Tét cho ho hang

nhu cau bac cao hon

2.Antoan GRS thuc phém rd ngudn gdc, bao hiém y té

1.Sinhly == bita sang, nuéce udng, chd &

Hinh 3.2. Thap nhu cdu Maslow va vi du tiéu ding & ting bac
Figure 3.2. Maslow’s hierarchy of needs with a consumption example at each level

LOI HAY GAP / COMMON MISTAKE — Cho rang mét san pham chi dap tng mot bac
nhu cau va ngudi mua phai théa méin xong bac dudi méi 1én bac trén. Mot ly ca phé co thé 1a
nhu cau sinh 1y (tinh t40), xd hoi (hen ban) va duoc ton trong (quan sang). Thap Maslow 1a
khung goi y dong co, khong phai trinh tu cing.

Assuming a product meets only one level and buyers must fully satisfy a lower level before moving up.
A cup of coffee can meet a physiological need (staying alert), a social need (meeting friends) and an
esteem need (an upmarket café). Maslow’s hierarchy suggests motives; it is not a fixed sequence.

Nhén thivxc — Perception

Nhan thire 13 qua trinh con ngudi chon loc, t6 chirc va dién giai thong tin dé hinh thanh
buic tranh vé thé giéi. Hai nguoi nhan cing mét kich thich c6 thé hiéu khac nhau vi ba
qua trinh chon loc sau.

Perception is the process by which people select, organise and interpret information to form a
picture of the world. Two people exposed to the same stimulus may understand it differently
because of three selective processes.

Viéc marketing can
lam
Marketing response

Qua trinh Noi dung Vi du

Process Meaning Example

Luét qua hang chyc quang

Chi dé y mot phan  cdo, chi dimg ¢ video c6  Kich thich ndi bat,
Cht y ¢6 chon loc  nho kich thich ngudi quen gan nhu ciu dang c6
Selective attention  Noticing only a small — Scrolling past dozens of ads,  Stand-out stimuli tied to
share of stimuli stopping at a video featuring = current needs
a friend
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Qua trinh

N¢i dung

Process Meaning

Dién gii thong tin

o cho khép niém tin
Bop méo cochon " °op
san co
loc )
Interpreting

Selective distortion =~ )
information to fit

existing beliefs

Nhé thong tin ing ho
Ghi nhé c6 chon thai @6 cua minh
loc Remembering

. ) information that
Selective retention : ,
supports one's

Vi du
Example

Tin hang gid ré 1a kém
chat lwong du ¢o kiém
dinh

Believing cheap goods are
poor despite test certificates

Nh6 vu diém cta thuong
hiéu dang dung, quén uu
diém cta doi thi
Recalling the strengths of
one’s brand, forgetting

Viéc marketing can
lam
Marketing response

Béng chung cu thé,
dung thu, danh gia
cua nguoi da mua
Concrete proof, trials,
buyer reviews

Lap lai thong di¢p,
khau hiéu ngin
Repeated messages,
short slogans

attitudes rivals’

Hoc hoéi, niém tin va thai d0 — Learning, beliefs and attitudes

Hoc héi 13 thay ddi hanh vi do trai nghiém, dién ra qua théi thiic (nhu cau bén trong),
kich thich, goi ¥ (chi tiét nho quyét dinh khi nao, & dau phan tng), phan ng va ciing co:
trai nghiém tot 1am phan tng lap lai. Niém tin 1 suy nghi cy thé ciia mot ngudi vé mot
su vat (“ca phé Pdi May rang moc, khong tam huong”). Thai d§ 14 danh gia, cam xuc va
xu hudng hanh dong twong d6i bén viing dbi v6i sy vat; thai 6 kho thay d6i nén doanh
nghiép thuong lam san pham khdp véi thai d6 sin c6 hon 1a c6 doi thai do.

Learning is a change in behaviour arising from experience, working through drives (internal
needs), stimuli, cues (small details that decide when and where people respond), responses and
reinforcement: a good experience makes the response recur. A belief is a specific thought a
person holds about something (“Doi Mady coffee is roasted plain, with no added flavouring”). An
attitude is a relatively lasting evaluation, feeling and tendency towards something; since

attitudes are hard to change, firms usually fit products to existing attitudes rather than try to
change them.

Vi DU/ EXAMPLE — Cira hang tién loi ting mot tem cho mdi ly ca phé, dii 8 tem doi 1 ly.
Thoi thuc: can tinh tao budi sang. Goi y: bang tem dan canh quay thu ngan, nhan vién hoi
“anh c6 thé tem chua”. Phan tmg: mua ly ca phé trén duong di lam. Cing cb: tem ting dan,
dén ly thtr 9 duwoc mién phi. Thoi quen hinh thanh sau vai tudn.

A convenience store gives one stamp per coffee, 8 stamps for a free cup. Drive: the need to be alert in
the morning. Cues: the stamp card by the till and staff asking “do you have a card?”. Response:
buying coffee on the way to work. Reinforcement: stamps build up and the ninth cup is free. A habit
forms within a few weeks.

3.4. Cac kiéu hanh vi mua — Types of buying behaviour

Mitc d6 ngudi mua bo cong sitc vao quyét dinh phu thudc vao mire d9 tham gia (san
phém dét, it mua, nhiéu rai ro, thé hién ban than thi tham gia cao) va mirc khac biét giira
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cac thwong hi€éu ma ngudi mua cdm nhan. Két hop hai ti€u chi cho bon kiéu hanh vi

mua (Assael, 1987).

How much effort a buyer puts into a decision depends on the level of involvement (expensive,
infrequent, risky or self-expressive purchases mean high involvement) and the perceived
differences among brands. Combining the two gives four types of buying behaviour (Assael,

1987).

Khac biét
giira cac
thwong hiéu
LON

Khic biét
giira cac
thwong hiéu
NHO

Mitc d§ tham gia CAO

Mitc d§ tham gia THAP

Mua phikc tap

xe may, laptop, khoa hoc
tiéng Anh

Tim kiém sy da dang

banh snack, nudc ngot
vi mdi ¢ cira hang tién loi

Mua giizm bit hoa

may lanh, péml, hop qua Tét
biéu doi tac

Mua theo thoéi quen

muéi, duong, nudc suéi,
201 ca phé quen dung

Hinh 3.3. Bén kiéu hanh vi mua theo murc d6 tham gia va mirc khac biét giira cac thwong hiéu
Figure 3.3. Four types of buying behaviour by involvement and brand differences

Kiéu hanh vi

Type

Mua phtrc tap
Complex buying

Mua giam bét hoa
Dissonance-reducing
buying

Mua theo théi quen
Habitual buying

Tim kiém su da dang
Variety-seeking buying

Nguwdi mua lam gi
What the buyer does

Tim hiéu k¥, so sanh thong sd,
hoi nhiéu nguoi

Researches, compares
specifications, asks many people

Mua kha nhanh theo gia, ti¢n 19i;
lo ling sau mua

Buys fairly quickly on price or
convenience; worries afterwards

Khong tim hiéu, chon thu quen,
it trung thanh that

No search, picks the familiar, little
true loyalty

D6i thwong hiéu dé thir cai moi
Switches brands to try something
new

Marketing can lam
What marketing does

Cung cép thong tin chi tiét, bang so
sanh, cho dung thir, tu vén

Detailed information, comparison
tables, trials, advice

Bao hanh, ddi tra rd, tin nhin tran
an sau mua

Warranty, clear returns, reassuring
Sfollow-up

Phui ké, giir gia, bao bi dé nhan,
quang céo lap lai

Shelf coverage, stable price,
recognisable pack, repetition

Dan dau: chiém ké; thach thuce:
hang mau, vi méi, gia thip
Leader: hold shelf; challenger:
samples, new flavours, low price
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Vi DU/ EXAMPLE — Cuing mét doanh nghiép, mdi dong hang cua Doi May roi vao mot
kiéu: g6i 250 g & tap hoa 1a mua theo thoi quen, nén D6i May wu tién phu diém ban va giir
bao bi mau niu d6 quen thudc; hop qua Tét 1a mua giam bat hoa, nén Doi May cam két doi
hop mép méo va g tin nhan cam on kém thiép; dong ca phé hoa tan vi méi (mudi, dira) ban
& cira hang tién loi hudng vao khach tim kiém sy da dang.

Within one company, each Déi May line fits a different type: the 250 g pack at groceries is habitual
buying, so Doi May prioritises shelf coverage and keeps its familiar red-brown pack; the Tet gift box
is dissonance-reducing buying, so Poi Mdy promises to replace dented boxes and sends a thank-you
message with a card, new instant flavours (salt, coconut) in convenience stores target variety seekers.

LOI HAY GAP / COMMON MISTAKE — Nham mua theo théi quen vdi trung thanh
thwong hi¢u. Khach mua thoi quen chon thir quen vi tién, khong gin bo; hét hang trén ké 1a
ho léy nhan bén canh. Trung thanh Ia thai d¢ tich cuc bén virng, khach san long tim mua va
gidi thiéu cho nguoi khac.

Confusing habitual buying with brand loyalty. Habitual buyers pick the familiar item out of
convenience, without attachment; if it is out of stock they take the brand next to it. Loyalty is a lasting
positive attitude: customers seek the brand out and recommend it.

3.5. Quy trinh ra quyét dinh mua — The buyer decision process

Quy trinh ra quyét dinh mua gém nam budc, bat dau trude khi mua va kéo dai sau khi
mua. V&i mua phuc tap, ngudi mua di qua da nam budc; voi mua theo théi quen, ho cod
thé bo qua budc 2 va 3.

The buyer decision process has five stages, starting long before the purchase and continuing

after it. In complex buying, buyers go through all five; in habitual buying they may skip stages 2
and 3.

thai d¢ nguoi khac,

yeu to bat ngo

1. Nhén biét 2. Tim kiém 3. Pénh gid 4. Quyét dinh 5. Hanh vi

nhu cau thong tin phuong an mua sau mua

Gan Tét, chi Hanh Hoi déng nghiép, So 3 hop qua Diit hop Ddi May B& me khen,
can qua biéu doc danh gia, theo gid, huong vi, trén san, tra chi chim 5 sao,
bé me chdng xem livestream mau hop, giao hang bang ma QR hen mua lai

T trai nghiém, danh gid sau mua quay lai thanh thong tin cho lan mua sau

Hinh 3.4. Quy trinh 5 budc ra quyét dinh mua: vi du mua hop qua ca phé dip Tét
Figure 3.4. The five-stage buyer decision process: buying a coffee gift box for Tét
Bwéc 1 — Nhéan biét nhu cau. Nhu cau xuat hién do kich thich bén trong (khat, mét)
hodc bén ngoai (thdy déng nghiép dit qua Tét, nhan thong bdo ma giam gia). Buéde 2 —
Tim Kkiém thong tin tu bon nguén: ca nhan (gia dinh, ban b¢), thuong mai (quang céo,

Tai liéu nay dugc bién soan boi doi ngii ciia website: https://globalmarket.vin
Trang 82



Dé cuong on tdp Nguyén 1y Marketing / Principles of Marketing Study Guide

nhan vién ban hang, bao bi, livestream), cong chung (bao chi, danh gia cta ngudi mua
trén san, t6 chirc nguoi tiéu dung), kinh nghiém (da dung thir). Ngudn thuong mai chil
yéu théng bao; ngudn ca nhan va danh gia cia nguoi mua chi yéu thim dinh.

Stage 1 — Need recognition. A need arises from internal stimuli (thirst, tiredness) or external
ones (seeing colleagues order Tét gifts, receiving a voucher notification). Stage 2 — Information
search from four sources: personal (family, friends), commercial (ads, salespeople, packaging,
livestreams), public (media, buyer reviews on marketplaces, consumer organisations) and
experiential (having tried it). Commercial sources mainly inform,; personal sources and buyer
reviews mainly legitimise.

Vi DU / EXAMPLE — D6i May khao sat noi bd 400 khach d3 mua hang cia cong ty, hoi
“Trudc khi mua, anh/chi tham khéo nhimg ngudn nao?” (dwoc chon nhiéu ngudn). Day 1a dir
lidu ciia doanh nghiép tinh hudng, khong phai sb liéu thi trudng.

Poi May ran an internal survey of 400 of its customers: “Before buying, which sources did you
consult?” (multiple answers allowed). These are the case company’s own data, not market statistics.

Nguon théng tin Loai ngudn S6 nguoi Ty 1€ (n = 400)
Source Source type Respondents Share (n = 400)
Danh gla.cua nguol mua trén san Cong chung 248 62%

Buyer reviews on the marketplace Public

Ngugl than, ‘F)an be Ca nhan 212 539

Family and friends Personal

leest.rearn ban hang Thuong mai 152 38%

Sales livestreams Commercial

Qué.lng céq trén mang xa hoi Thuong mai 136 349

Social media ads Commercial

Bao bi, quiy ké tai cira hang Thuong mai 108 279

Packs and shelves in store Commercial °

Nhan Vién ban hang Thuong mai 24 21%

Sales staff’ Commercial
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Panh gia ctia ngudi mua trén san 62% (248 nguoi)

Nguoi than, ban be 53% (212 ngudi)

Livestream ban hang 38% (152 nguoi)
Quang cao trén mang xa hoi 34% (136 ngudi)
27% (108 nguoi)

Bao bi, quay ké tai cira hang

Nhan vién ban hang 21% (84 nguoi)

0 20% 40% 60% 80%
Ty 16 ngudi tra 161 ¢6 tham khao ngudn nay

Hinh 3.5. Nguén thong tin khach tham khao trudc khi mua (khao sat ndi bo boi May, n = 400,
chon nhiéu ngudn)
Figure 3.5. Information sources consulted before buying (Péi Mady internal survey, n = 400, multiple
answers)

Téng sb luot chon 13 940, binh quan mdi ngudi tham khao 940/400 = 2,35 ngudn; tong
cac ty 1& vuot 100% vi cau hoi cho chon nhiéu phuong an. Hai ngudn dtmg dau khong do
doanh nghiép kiém soat truc tiép, nén chat lugng san pham va trai nghiém sau mua quyét
dinh thong tin ma ngudi mua sau s€ doc.

There were 940 selections in total, an average of 940/400 = 2.35 sources per person; the shares
add up to more than 100% because multiple answers were allowed. The top two sources are not

directly controlled by the firm, so product quality and post-purchase experience determine what
later buyers will read.

Budéc 3 — Panh gia ciac phwong an. Nguoi mua xem san pham 1a tap hop thudc tinh, gan
cho mdi thudc tinh mot mirc quan trong (trong sé) va mot niém tin vé muc dat cua tung
thuong hi¢u. Theo md hinh thai d9 da thudc tinh (bu trir), diém thai do v6i thuong hidu
j la:

Stage 3 — Evaluation of alternatives. Buyers see a product as a bundle of attributes, give each

attribute an importance weight and hold a belief about how each brand performs on it. In the
multi-attribute attitude model (compensatory), the attitude score for brand j is:

Aj=XwiXbj Zwi=1 (3.1)
Trong d6 w 1a trong s cta thudc tinh i, b 1a diém niém tin (thang 1-10) cta thuong hiéu j
trén thudc tinh i. M6 hinh bu trir cho phép diém cao & thudc tinh nay bu cho diém thap &
thudc tinh khac.

Here w is the weight of attribute i and b is the belief score (scale 1—10) of brand j on attribute i.
The compensatory model lets a high score on one attribute offset a low score on another.

VI DU/ EXAMPLE — Chi Hanh so ba hop qua ca phé Tét trén san. Trong sb cua chi: gia
0,30; huong vi (theo danh gia) 0,30; mau hop 0,25; giao trude Tét 0,15.
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Ms Hanh compares three Tét coffee gift boxes online. Her weights: price 0.30; taste (from reviews)
0.30; box design 0.25; delivery before Tét 0.15.

Thudc tinh Trong s6 e npn . A
. : Poi M Swong So6m Hat N
Gia 6 ] 9

0,30
Price 0.30
Huong vi 0,30
Taste 0.30 < 0 2
Mau hop 0,25
Box design 0.25 7 6 8
Giao trude Tét 0,15 . 5 .
Delivery before Tét 0.15
Diém thai do A 1,00 7,45 7,35 7,10
Attitude score A 1.00 7.45 7.35 7.10

1. Doi May: 0,30 x6+ 0,30 x9+0,25x7+0,15x8=1,80+2,70+ 1,75+ 1,20 =
7,45.
Doi May: 0.30 x 6+ 0.30 x 9+ 0.25 x 7+ 0.15 x 8 =1.80+2.70 + 1.75 + 1.20 = 7.45.

2. Suong Sém: 2,40 + 2,10 + 1,50 + 1,35 = 7,35. Hat Nau: 2,70 + 1,50 + 2,00 + 0,90 =
7,10. Theo md hinh bu trir, chi Hanh c6 y dinh mua Doi May.
Swong Som: 2.40 + 2.10 + 1.50 + 1.35 = 7.35. Hat Nau: 2.70 + 1.50 + 2.00 + 0.90 = 7.10.
Under the compensatory model, Ms Hanh intends to buy Déi May.

3. Véi mot khach khéc coi gia 1a chinh (gia 0,45; hwong vi 0,15; mau hop 0,25; giao
hang 0,15): boi May 7,00; Suong Sém 7,50; Hat Nau 7,70. Thu hang ddo nguoc:
cung diém niém tin, trong sb khac cho lya chon khéc.

For another buyer focused on price (price 0.45; taste 0.15; box 0.25; delivery 0.15): Doi

May 7.00; Suong Som 7.50; Hat Nau 7.70. The ranking reverses: same beliefs, different
weights, different choice.

4. Quy tic khong bu trir cho két qua khac. Quy tic két hop (loai phuong an c6 thudc
tinh dudi ngudng, vi du huong vi dudi 6): loai Hat Nau. Quy tic thir tu tir dién
(chon phuong an t6t nhat & thudc tinh quan trong nhét; v6i khach coi trong gia): chon
Hat Nau.

Non-compensatory rules give other results. The conjunctive rule (drop any option below a
cut-off, e.g. taste under 6) removes Hat Nau. The lexicographic rule (pick the best option on
the most important attribute; for the price-focused buyer) chooses Hat Nau.

LOI HAY GAP / COMMON MISTAKE — Cong diém tho khéng nhan trong s6: Ddi May
6+ 9+ 7+ 8 =30, Swong Sém 30, Hat Nau 28, roi két luan Doi May va Swong SGm ngang
nhau. Bé trong s6 13 b6 mat mirc quan trong ngudi mua gan cho ting thudc tinh, phan quyét
dinh thu hang.

Adding raw scores without weights: Poi Mdy 6 + 9 + 7 + 8 = 30, Swong Sém 30, Hat Niu 28, and
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concluding that Poi May and Siong Sém tie. Dropping weights discards the importance buyers attach
to each attribute, which is what decides the ranking.

Buéc 4 — Quyét dinh mua. Gitta ¥ dinh va quyét dinh c6 hai yéu té chen vao: thai dd
ciia ngudi khac (me chong din “dimg mua ca phé, mua tra”) va yéu to bat ngo (hét
hang, phi giao ting, mat viéc). Quyét dinh mua gém chon thwong hiéu, noi mua, so
luong, thoi diém, phuong thirc thanh todn. Buée 5 — Hanh vi sau mua. Ngudi mua so ky
vong v6i két qua cam nhén: két qua thap hon ky vong thi that vong, bang thi hai 1ong,
cao hon thi thich thd. Mua xong mdt mén dat hay quan trong, nguodi mua hay gip bat
hoa nhan thire (ban khoan da chon dung chua).

Stage 4 — Purchase decision. Two factors come between intention and decision. attitudes of
others (a mother-in-law saying “don’t buy coffee, buy tea”) and unexpected situational factors
(stock-outs, higher delivery fees, job loss). The decision covers brand, outlet, quantity, timing
and payment method. Stage 5 — Post-purchase behaviour. Buyers compare expectations with
perceived performance: below expectations means disappointment, equal means satisfaction,
above means delight. After an expensive or important purchase, buyers often feel cognitive
dissonance (doubt about whether they chose well).

PHAI THUQC / MEMORISE — Sy hai 1ong phu thudc vao khoang cach gitta ky vong va
két qua cam nhéan. Hira qua muc trong quang céo, livestream 1am tang ky vong, don hang
dau tang nhung ty 1¢ that vong, doi tra va danh gia 1 sao ciing ting. Khach khong hai long it
khi phan nan vé6i doanh nghiép; ho viét danh gia va ké cho ngudi khac, thanh thong tin &
budc 2 ciia ngudi mua sau.

Satisfaction depends on the gap between expectations and perceived performance. Over-promising in
ads or livestreams raises expectations: first orders rise, but so do disappointment, returns and one-
star reviews. Dissatisfied customers rarely complain to the firm, they write reviews and tell others,
which becomes stage 2 information for later buyers.

LOI HAY GAP / COMMON MISTAKE — Cho rang moi ngudi mua déu di du 5 bude
theo dting thtr tyr. Mua theo théi quen bé qua bude 2 va 3; mua bdc dong khi xem livestream
c6 thé di thang tir nhan biét nhu cau dén dat hang. Nam bude 1a khung phan tich, d6 dai mdi
bude tiy kiéu hanh vi mua.

Assuming every buyer goes through all five stages in order. Habitual buyers skip stages 2 and 3, an
impulse buy during a livestream may jump from need recognition straight to ordering. The five stages
are an analytical frame; how long each lasts depends on the buying type.

3.6. Hanh trinh khach hang s0 SA — The 5A digital customer path

Khi khach két ndi voi nhau qua mang xa hoi va san TMDT, quyét dinh mua chiu tac
dong 16n tir cong ddng. Kotler, Kartajaya va Setiawan (2017) md ta hanh trinh gdm nam
ching: Aware (biét dén thuong hiéu), Appeal (bi thu hut, ghi nhé mét s thuong hiéu),
Ask (tim hiéu thém: hoi ban be, doc danh gia, nhan tin hoi ngudi ban), Act (mua, ding,
lién h¢ dich vu), Advocate (mua lai, gidi thi¢u, danh gia tich cuc). Hanh trinh khong luén
di thang: khach co thé nhay tir Aware sang Act khi thdy mon hang trong livestream.

As customers connect through social media and marketplaces, purchase decisions are shaped
heavily by the community. Kotler, Kartajaya and Setiawan (2017) describe a path of five stages:
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Aware (knowing the brand), Appeal (being attracted to a short list of brands), Ask (finding out
more: asking friends, reading reviews, messaging the seller), Act (buying, using, contacting
service) and Advocate (repurchasing, recommending, posting positive reviews). The path is not
always linear: a customer may jump from Aware to Act on seeing an item in a livestream.

PAR = s6 nguwoi Act / s6 ngwoi Aware, BAR = s6 ngudi Advocate / s6 ngudi
Aware (3.2)

PHAI THUQC / MEMORISE — PAR (purchase action ratio, ty 1¢ hanh dong mua) do kha
nang bién ngudi biét dén thanh ngudi mua. BAR (brand advocacy ratio, ty 18 ting ho thuong
hiéu) do kha ning bién ngudi biét dén thanh ngudi ung hd. Ca hai déu ldy sé ngudi Aware
1am mau so.

PAR (purchase action ratio) measures how well awareness is turned into purchase. BAR (brand
advocacy ratio) measures how well awareness is turned into advocacy. Both use the number aware as
the denominator.

Vi DU/ EXAMPLE — Chién dich Tét ciia D6i May trén mang x hoi va san TMDT ghi
nhan (dit liéu ndi bo): 250.000 ngudi biét dén, 75.000 ngudi bi thu hut (xem hét video, luu,
theo ddi gian hang), 22.500 nguoi tim hiéu (nhan tin, doc d4nh gia, thém vao giod), 4.500
nguoi mua, 900 nguodi ung ho (danh gid 5 sao kém anh hoac gidi thi¢u ban).

Poi May’s Tét campaign on social media and the marketplace recorded (internal data): 250,000
aware, 75,000 attracted (watched the full video, saved, followed the store), 22,500 asking (messaged,
read reviews, added to cart), 4,500 buyers and 900 advocates (five-star reviews with photos or
referrals).

1. Ty 1€ chuyén chang: 75.000/250.000 = 30%; 22.500/75.000 = 30%; 4.500/22.500 =
20%; 900/4.500 = 20%.
Stage conversion: 75,000/250,000 = 30%, 22,500/75,000 = 30%, 4,500/22,500 = 20%,
900/4,500 = 20%.

2. PAR =4.500/250.000 = 1,8%; BAR =900/250.000 = 0,36%.
PAR = 4,500/250,000 = 1.8%, BAR = 900/250,000 = 0.36%.

3. Néu Doi May tra 10i tin nhan nhanh hon, céng khai phi giao, nang ty 1& Ask sang Act
tr 20% 1én 25%: Act =22.500 x 25% = 5.625, PAR = 2,25%; v&i ty 1€ gioi thig¢u gilr
20%, Advocate = 1.125, BAR = 0,45%.

If Poi Mady answers messages faster and shows delivery fees upfront, raising Ask-to-Act
from 20% to 25%: Act = 22,500 x 25% = 5,625, PAR = 2.25%, with advocacy conversion
at 20%, Advocate = 1,125, BAR = 0.45%.

4. Néu thay vao d6 chi nang ty 1& Act sang Advocate 1én 30% (thiép cam on, moi danh
gia): Advocate =4.500 x 30% = 1.350, BAR = 0,54%, PAR giir 1,8%. Hai bién phap
sira hai diém nghé&n khac nhau.

If instead only Act-to-Advocate rises to 30% (thank-you cards, review invitations): Advocate
=4,500 x 30% = 1,350, BAR = 0.54%, PAR stays at 1.8%. The two measures fix different
bottlenecks.
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Aware — Biét

250.000 nguoi

100% (gdc tinh)

chuyén chang 30%

Appeal — Thich
75.000 nguoi

Ask — Hoi
22.500 nguoi
Act — Mua
4.500 nguoi

chuyén chang 30%

chuyén chang 20%

chuyén chang 20%

Advocate — Ung hd
900 nguoi

PAR =4.500/250.000 = 1,8%

BAR =900 /250.000 = 0,36%

Hinh 3.6. Hanh trinh 5A cua chién dich Tét D6i May: sé ngudi ¢ timg ching va ty 16 chuyén

chang

Figure 3.6. Poi May’s Tét campaign along the 54 path: people at each stage and stage conversion

Pi¢m cham ciia Poi My

Poi May touchpoints

Chi s6 theo doi
Metric

Aware

Appeal

Ask

Act

Advocate

Video ngan trén mang xa hoi, quay ké ¢ ctra hang
tién loi
Short social videos, convenience store displays

Céu chuyén vung trong Lam Ddng, mau hop hoa
mai — hoa dao
Ldm Péng origin story, blossom box designs

Danh gi4 trén san, tra 10 tin nhan, livestream thir
ném

Marketplace reviews, message replies, tasting
livestreams

Thanh toan ma QR, giao trudc Tét, ddi hop mop
méo

OR payment, delivery before Tét, dented-box
replacement

Thi¢p cam on, moi danh gia c6 anh, ma gidi thiéu
Thank-you cards, photo review invitations, referral
codes

S6 nguoi tiep can
Reach

Ty 1€ xem hét, luot luu, theo
doi

Completion rate, saves, follows

Thoi gian phan hoi, lugt
thém vao gid
Response time, add-to-cart

S6 don, PAR, ty 1¢ doi tra
Orders, PAR, return rate

S6 danh gia 5 sao, BAR

Five-star reviews, BAR

LOI HAY GAP / COMMON MISTAKE — Tinh PAR bing s6 ngudi mua chia s nguoi ¢
ching ngay trwéc (4.500/22.500 = 20%) 1di bao “ctr 5 nguoi biét dén co 1 nguoi mua”. 20%
1a ty 18 chuyén ching Ask sang Act; PAR ldy mau s6 1a s6 ngudi Aware nén bang 1,8%.
Computing PAR as buyers divided by the previous stage (4,500/22,500 = 20%) and reporting that
“one in five aware people buys”. 20% is the Ask-to-Act conversion, PAR uses the number aware as its
denominator, so it is 1.8%.
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3.7. Thi trwong to chirc va hanh vi mua cua t6 chitxc — Business markets and

business buyer behaviour

Thi trwong to chirc gém cac doanh nghiép, co quan, td chirc mua hang hoa, dich vu dé
san xuit, ban lai hodc phuc vu hoat dong ctia minh. Ba nhém chinh: doanh nghiép san
xuét (nha may banh mua bot mi), ngudi ban lai (nha phan phdi, dai 1y, siéu thi), t6 chirc
nha nudc va phi lgi nhuan (bénh vién, truong hoc). Hanh vi mua B2B (business-to-
business) khac hanh vi nguoi tiéu dung ¢ nhiéu diém.

The business market consists of firms, agencies and organisations buying goods and services to
produce, resell or support their operations. Three main groups: producers (a bakery buying
flour), resellers (distributors, agents, supermarkets), and government and non-profit
organisations (hospitals, schools). B2B (business-to-business) buying differs from consumer

buying in many respects.

Tiéu chi

Criterion

Thi trwong nguoi tiéu dung
Consumer market

Thi truomg té chirc
Business market

Muc dich mua
Purpose

S6 nguoi mua, quy

mod don

Ti€u dung ca nhan, gia dinh

Personal and household use

Nhiéu nguoi mua, don nho
Many buyers, small orders

Buyers, order size

Ban chat cau

Nature of demand

Cau tryc tiép
Direct demand

San xuat, ban lai, vadn hanh
Production, resale, operations

it, don 10n, tap trung theo nganh,
vung

Few, large orders, concentrated by
industry and region

Cau phét sinh, it co gin ngan han,
dao dong manh

Derived, inelastic in the short run,
volatile

Trung tdm mua nhiéu nguoi, nguoi

Nguoi tham gia Mot nguoi hoac gia dinh mua duogc dao tao
Participants An individual or family A multi-person buying centre, trained
buyers
C6 thong sb, hd so chao gia, hop
Quy trinh Thuong khong thanh van d6ng, danh gia nha cung cip
Process Usually informal Specifications, proposals, contracts,
supplier reviews
R . e A Dai han, phu thudc 1an nhau, mua
Quan hé Thuong ngan, nhicu lya chon X P )
. . . truc tiep
Relationship Often short, many alternatives . . .
Long-term, interdependent, direct buying
i a1 ... Chilyéuhgp dong, phap luat thuon
L, Luat Bao v¢ quyén lgi nguoi . yA op & phap lud &
Khung phép ly tidu dim mai, dan sy
Legal frame & Mainly contract, commercial and civil

Consumer Protection Law

law
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Vi DU/ EXAMPLE — Cau phét sinh: chudi khach san Bién Ngoc mua ca phé hat theo $6
khach luu tri. Mua du lich bién, sb khach ting thi don ca phé ting; Poi My c6 giam gia cho
khach san bao nhiéu thi Bién Ngoc ciing khong mua thém nhiéu khi phong tréng, vi ca phé 1a
dau vao cua dich vu luu tra.

Derived demand: the Bién Ngoc hotel chain buys coffee beans according to guest numbers. In the
beach season, more guests mean larger coffee orders; however much Poi May cuts its price, Bién
Ngoc will not buy much more when rooms are empty, because coffee is an input to the accommodation
service.

Trung tAm mua — The buying centre

Trung tim mua I3 tit c c4 nhan, bo phan tham gia vao quyét dinh mua cta to chirc. Sau
vai tro: nguoi khoi xudng (néu nhu cau), nguoi st dung, ngudi anh hudng (dat tiéu chi
ky thuat), nguoi quyét dinh (c6 quyén chon nha cung cap), ngudi mua (dam phan, dat
hang), ngudi gac cong (kiém soat thong tin dén trung tim mua). Mot ngudi c6 thé giir
nhiéu vai tro; thanh phan trung tim mua thay doi theo mén hang.

The buying centre is all individuals and units taking part in an organisation’s purchase
decision. Six roles: initiators (raise the need), users, influencers (set technical criteria), deciders
(have authority to choose the supplier), buyers (negotiate and place orders) and gatekeepers

(control the information reaching the centre). One person may hold several roles; membership
changes with the item bought.

s A ' )
Nguwoi khéi xuwong Nguoi sir dung
Quan 1y quy bar bio Nhan vién pha ché
khach phan nan vi ca phé tai 6 khach san
L J J
s ) T . )
. B rung tim mua " .
Nguoi anh hwéng :.g ) Nguoi quyét dinh
chuoi khach san
Bép truong, chuyén gia Bién Ngoc Pho tong gidm dbc
thit ném (cupping) (ca phé hat) van hanh
L J ; J
s ) )
Nguoi mua Nguoi gic cong
Phong mua hang: dam phan Thu ky, trwong phong mua
gid, ky hop dong hang loc hé so chiao hang
. y \ y,

Hinh 3.7. Trung tim mua cia chudi khach san Bién Ngoc khi chon nha cung cp ca phé hat
Figure 3.7. The Bién Ngoc hotel chain’s buying centre when choosing a coffee bean supplier
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Cac tinh huf')ng mua — Buying situations

Tinh hudng

Situation

Mua lap lai khong
thay doi
Straight rebuy

Mua lap lai co diéu
chinh
Modlified rebuy

Mua moi
New task

Pic di€ém
Features

bat lai theo 1¢, it nguoi

tham gia
Routine reorder, few
people

Thay quy cach, gia,
diéu khoan hodc nha
cung cap

Changes specification,
price, terms or supplier

Mua lan dau, rui ro
cao, nhicu nguoi tham
gia

First purchase, high risk,

many people

Vi du Bién Ngoc

Bién Ngoc example

bat 900 kg/thang nhu
hop dong

Reorder 900 kg a month
under contract

Doi sang rang dam, doi
thém bao tri may
Switch to dark roast, add
machine maintenance

Lan dau m& quiy ca
phé mang di ¢ sanh
First takeaway coffee
counter in the lobby

Quy trinh mua cua to chitc — The business buying process

Budc
Stage

1. Nhén biét van dé
Problem recognition

2. M6 ta nhu cau tong

quat

N¢i dung

Content

Phat hién nhu cau hoac van

de

A need or problem is noticed

General need description

3. Xac dinh quy cach

Product specification
4. Tim nha cung cip
Supplier search

5. Moi chao hang

Proposal solicitation

Thong s6 k¥ thuat chi tiét
Detailed technical specification

Lap danh sach nha cung cép

dat

List qualified suppliers

Nhan ho so chao gia

Invite proposals

Xéc dinh loai, s6 luong hang
Define type and quantity

Viéc nha cung cap
can 1am
Supplier task

Nha cung cap cii: giir
chat luong; méi: kho
chen vao

In-supplier: keep
quality; out-supplier:
hard to enter

Co hoi cho nha cung
cip moi chao gia
Opening for out-
suppliers to bid

Tu van giai phéap,
cung cép thong tin tir
som

Offer solutions and
information early

Vi du Bién Ngoc

Bién Ngoc example

hong nhiéu

faults

san

Khéch phan nan vi ca phé, may pha

Guest complaints, frequent machine

Khoang 900 kg/thang cho 6 khach

About 900 kg a month for 6 hotels

Arabica — Robusta ty 1& cb dinh,

rang vura, han dung 6 thang
Fixed Arabica — Robusta blend,

medium roast, 6-month shelf life

Hoi cho, gidi thi€u cia khach san

khac, san B2B

Trade fairs, referrals, B2B platforms

Ba ho so: Boi May, K, M

Three bids: Péi May, K, M
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Buéc Noi dung Vi du Bién Ngoc
Stage Content Bién Ngoc example

s ex « .. Doi May 7,90 diém, cao nhat (Bai
Cham diém c6 trong so, dam y (

6. Chon nha cung cap ha tap 2)
Supplier selection p a,n ) . Doi May scores 7.90, highest (Exercise
Weighted scoring, negotiation 2)
Hop déng, lich giao, diéu Giao thir Hai héng tuan, thanh toan
7. bat hang dinh ky khoan 30 ngay
Order-routine specification  Contract, delivery schedule, Weekly Monday delivery, 30-day
terms payment
Panh gia nha cung cap dé Do s6 phan nan, s6 1an sira may moi
8. Panh gia két qua tiép tuc, stra hay thay quy
Performance review Review the supplier to Track complaints and machine repairs
continue, modify or drop each quarter

LOI HAY GAP / COMMON MISTAKE — Coi ngwdi mua (phong mua hang ky hop
ddng) 1a ngudi quyét dinh trong moi trudng hop. Vi hang anh hudng t6i trai nghiém cia
khach Iuu tra, nguoi quyét dinh thudng 1a 1anh dao van hanh; phong mua hang chi dam phan
diéu khoan. Nha cung cép chi tiép xtc phong mua hang sé& thua & vong thir ném do bép
truong cham.

Treating the buyer (the purchasing department signing the contract) as the decider in every case. For
items affecting the guest experience, the decider is usually operations management, purchasing only

negotiates terms. A supplier that deals only with purchasing will lose in the tasting round judged by
the chef-

3.8. Quyén cua nguwoi tiéu dung va cac hanh vi bi nghiém cam — Consumer
rights and prohibited practices

Vin ban hién hanh 1a Luat Bao vé quyén loi nguoi tiéu dung sé 19/2023/QH15 (hiéu luc
tir 01/7/2024), hop nhét véi Luat An ninh mang 116/2025/QH15 tai vin ban hop nhat
47/VBHN-VPQH ngay 17/3/2026; Nghi dinh 55/2024/ND-CP quy dinh chi tiét. Didu 3
khoan 1: “Nguoi tiéu dung 1a ngudi mua, st dung san phém, hang hoéa, dich vu cho myc
dich tiéu dung, sinh hoat cta ca nhan, gia dinh, co quan, td chuc va khong vi muc dich
thuong mai.”

The current text is the Law on Protection of Consumers’ Rights No. 19/2023/QHI15 (in force
from I July 2024), consolidated with the Cybersecurity Law 116/2025/QH15 in consolidated text
47/VBHN-VPQH of 17 March 2026, with Decree 55/2024/ND-CP as the implementing decree.
Article 3(1) (unofficial translation): “A consumer is a person who buys or uses products, goods

or services for the consumption and daily-life purposes of an individual, family, agency or
organisation and not for commercial purposes.”

PHAI THUQC / MEMORISE — Tiéu chi phan dinh 12 muc dich mua: khong vi muyc dich
thuong mai. Quan ca phé mua ca phé hat dé pha ban, khach san Bién Ngoc mua ca phé phuc
vu khach luu tra, dai Iy mua dé ban lai khéng phai nguoi tidu ding theo Luat nay. Ngay 15
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thang 3 hing nim la Ngay Quyén cua nguoi tiéu ding Viét Nam (Piéu 13 khoan 1).

The test is the purpose of buying: not for commercial purposes. A café buying beans to brew and sell,
the Bién Ngoc hotels buying coffee to serve guests, and an agent buying to resell are not consumers
under this Law. 15 March each year is Vietnam Consumer Rights Day (Article 13(1)).

Quyén ciia nguoi tiéu dung (Piéu 4) — Consumer rights (Article 4)

Khoan Quyén (tém tit)

Clause

10

11

Right (summary)

An toan tinh mang, strc khoe, tai san, bao
v¢ thong tin

Safety of life, health, property, protection of
information

Hoéa don, chung tir; thong tin kip thoi, chinh
xac, ddy du
Invoices, documents, timely, accurate, complete
information

Lua chon; quyét dinh tham gia hay khong;
théa thudn

Choice, deciding whether to transact;
negotiating

Gop y vé gia, chét luong, phuc vu
Feedback on price, quality, service

Yéu cau boi thuong khi hang khuyét tat, sai
cam két

Compensation for defective goods or broken
promises

Tham gia xay dung chinh sach, phap luat
Taking part in policy and law-making

Khiéu nai, t0 c4o, khoi kién
Complaints, denunciations, lawsuits

Puogc tu van, huéng dan kién thirc, k¥ ning
tiéu dung

Advice and guidance on consumption

Méi trudng tidu dung lanh manh, bén vimng

A healthy, sustainable consumption

environment

Puogc bao vé khi dung dich vu cong
Protection when using public services

Quyén khéc theo phép luat
Other rights under law

Ham y cho marketing
Marketing implication

Canh bao rui ro, bao vé dir liéu khach
Warn of risks, protect customer data

Thong tin trén bao bi, livestream phai
ding, du

Pack and livestream information must be
true and complete

Khong ép mua, khong bt mua kém
No pressure selling, no forced bundling

Kénh tiép nhan gop ¥, danh gia

Channels for feedback and reviews

Quang céo, gidi thi¢u trd thanh cam ket
Ads and presentations become
commitments

Quy trinh xtr 1y khiéu nai
Complaint-handling procedure

Huéng dan sir dung rd rang
Clear instructions for use

Thong tin mdi truong trung thyuc
Honest environmental claims
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Ba khoan sat v6i marketing nhat, trich nguyén vian. Khoan 2: “Puoc cung cap hoa don,
chung tu, tai li€u lién quan dén giao dich; thong tin kip thoi, chinh xac, déy du vé san
pham, hang hoa, dich vu, ndi dung giao dich, ngudn gdc, xuit x san pham, hang hoa,
dich vu va vé to chirc, ca nhan kinh doanh.” Khoan 3: “Lua chon san phém, hang hoa,
dich vu, t6 chirc, ca nhan kinh doanh theo nhu ciu, diéu kién thuc té ciia minh; quyét
dinh tham gia hodc khong tham gia giao dich...”. Khoan 5: yéu ciu boi thuong khi san
pham, hang hoa, dich vu “khong ding véi dang ky, thong bao, cong bd, niém yét, quang
cao, gidi thi¢u, giao két, cam két cua to chirc, ca nhan kinh doanh.”

Three clauses closest to marketing (unofficial translation). Clause 2: the right to ‘“‘invoices,
documents and records related to the transaction; timely, accurate and complete information
about the products, goods and services, the content of the transaction, their origin, and the
business”. Clause 3: to “choose products, goods, services and businesses according to one’s
own needs and circumstances, decide whether or not to take part in a transaction...”. Clause 5:
compensation when products, goods or services “do not match what the business registered,
notified, announced, listed, advertised, presented, contracted or committed”.

Quyén di kém nghia vu. Piéu 5 khoan 1: ngudi tiéu dung c6 nghia vu “Kiém tra san
pham, hang héa truéc khi nhan theo quy dinh cta phap luat; lya chon tiéu dung san
pham, hang héa c6 ngudn gdc, xuat xir 6 rang.” Vi giao dich tir xa (mua trén san, qua
livestream), néu ngudi ban cung cap thong tin khong chinh xac hoic khong day du theo
Piéu 37 khoan 1, ngudi tiéu ding co quyén theo Piéu 38 khoan 3 diém b: “Trong thoi
han 30 ngay ké tir ngdy giao két hop dong, don phuong chim dut thue hién hop dong da
giao két...”.

Rights come with obligations. Article 5(1): consumers must “check products and goods before
receiving them as required by law; choose products and goods of clear origin”. In distance
transactions (marketplace or livestream purchases), if the seller gives inaccurate or incomplete

information under Article 37(1), the consumer may under Article 38(3)(b) “within 30 days of
entering into the contract, unilaterally terminate the contract...”.

Hanh vi bi nghiém cAm (Piéu 10) — Prohibited acts (Article 10)

Diéu 10 khoan 1 liét ké cac hanh vi bi nghiém cdm ddi véi t6 chirc, c4 nhan kinh doanh
(diém a dén m), khoan 2 ddi v6i ban hang da cap, khoan 3 ddi véi nén tang s6. Cac diém
thuong gap trong marketing:

Article 10(1) lists acts prohibited for businesses (points a to m), clause 2 for multi-level selling
and clause 3 for digital platforms. The points most often met in marketing:

Piéu khoin Nguyén vin (trich) Tinh hudng marketing

Provision Text (excerpt, unofficial translation) Marketing case

“Lira d6i hodc gy nham 1an cho nguoi tiéu
dung thong qua viéc cung cap thong tin sai ~ Livestream noi “hang xuat

Diéu 10 k1 e e 2oty iA g oz

didm a 1éch, khong day du, khong chinh xac...” khau” khi khong co6 giay to

Art. 10(1)() “Deceiving or misleading consumers by A liv.estreal.n claiming “export
providing false, incomplete or inaccurate quality” without documents
information...”
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Piéu khoin Nguyén vin (trich) Tinh hudng marketing

Provision Text (excerpt, unofficial translation) Marketing case

“Quéy rdi nguoi tiéu dung théng qua hanh
Piéu 10 k1 vi tiép xtic truc tiép hodc gian tiép trai voi ¥
diém b mubn clia nguoi tiéu ding...”
Art. 10(1)(b) “Harassing consumers through direct or

Goi dién chao hang lién tuc du
khach da tir chéi
Repeated sales calls after the

customer refused
indirect contact against their wishes...” '

“Khong tho d0 trudce, kho ong khai ) o
Ong thong béo trudc, khong cong khai KOL nhan tién nhung gidi

bicu 10 k1 cho nguoi tiéu dung viéc tai trg cho nguoi
.2 ., £ , ] .g o L, £ thiéu nhu trai nghiém ca nhan
diém h c6 anh hudng dudi moi hinh thue. .. . S
o - ) A paid KOL presenting it as
Art. 10(1)(h) “Failing to notify or disclose to consumers the

personal experience

>

sponsorship of an influencer in any form...’

“Yéu cau nguoi tiéu dung phai mua thém

san pham, hang hoéa, dich vu nhu 1a diéu Chi ban hop qua khi mua kém

Diéu 10 k1 kién bat budc dé giao két hop dong trdi véi . . ..
. ’ ién lza b}ch de‘g@(j ¢ : 0"17’) dong trai voi binh giit nhiét
diém k y muon cla nguoi tiéu dung . . :
Selling the gift box only with a
Art. 10(1)(k) “Requiring consumers to buy additional il

products as a compulsory condition of the
contract against their wishes”

“Han ché quyén lya chon ctua nguoi tiéu

dung thong qua viée sip xép uu tién lua ez . s A
g £ ¢ Sap X<p : San day gian hang tra phi 1én

Piéu 10 k3 chon san phim... ma khong cong khai tieu ., 05" 0 T

.2 ,' P ., g cong dau, khong noi tiéu chi
diém b chi lya chon A platform pushing paying stores
Art. 10(3)(b) “Restricting consumer choice by ranking ' : I

] i ) ) to the top without stating criteria
products... without disclosing the ranking

criteria”

“Sir dung bién phap ngan hién thi hoic hién
biéu 10 k3 thi khong trung thuc két qua phan hoi, danh
diém ¢ gi4 cua nguoi tiéu dung...”

Art. 10(3)(c) “Blocking or dishonestly displaying consumer

An danh gia 1 sao hop 1¢, chi
hién 5 sao
Hiding lawful one-star reviews,

feedback and reviews..." showing only five stars

Danh gia ciia ngudi mua con dugc Ludt Thuong mai dién tir 122/2025/QH15 (hi¢u luc tur
01/7/2026) bao vé: Piéu 17 khoan 2 diém h budc chu quan nén tang TMPT trung gian c6
chtrc ning dit hang truc tuyén “Cho phép nguoi mua phan hoi, danh gia vé ngudi ban va
hang hoa, dich vu do ngudi ban cung cip, hién thi day du, chinh xac két qua phan hoi,
danh gia...”. Mua theo danh gi4 1 hanh vi phd bién (Hinh 3.5), nén phép luét bao vé tinh
trung thuc ciia nguén thong tin ndy.

Buyer reviews are also protected by the E-commerce Law 122/2025/QH15 (in force from 1 July
2026): Article 17(2)(h) requires intermediary platforms with online ordering to “allow buyers to
give feedback and reviews on sellers and their goods and services, and display the feedback and
reviews fully and accurately...”. Buying on reviews is widespread (Figure 3.5), so the law
protects the honesty of this information source.
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VI DU/ EXAMPLE — Mt budi livestream ban ca phé ciua D6i May duoc ra theo Luat
trude khi phat.
A Poi May coffee livestream is checked against the Law before broadcast.

1. Nguoi dén 1a KOC nhan thu lao: mé dau va trong budi phat hién dong “Noi dung hop
tac voi Ca phé Poi May”, dap tmg Diéu 10 khoan 1 diém h.
The host is a paid KOC: a line “Content in partnership with Déi May Coffee” appears at the
start and during the broadcast, meeting Article 10(1)(h).

2. Céu “ca phé nguyén chat 100%” chi duoc néi khi co két qua kiém nghiém; bo cau “t6t
nhat Viét Nam” vi khong c6 tai liéu chimg minh (Piéu 10 khoan 1 diém a).
“100% pure coffee” is said only with a test report; “best in Vietnam” is dropped for lack of
supporting evidence (Article 10(1)(a)).

3. Combo giam gia khong bat mua kém phin hay ly (Diéu 10 khoan 1 diém k); gia, phi
giao, diéu kién d6i tra hién trén man hinh trudc khi chét don (Piéu 37 khoan 1).
Discount combos do not force buyers to add a filter or cup (Article 10(1)(k)), price, delivery
fee and return terms are on screen before checkout (Article 37(1)).

4. Sau budi phat, moi danh gia hop 18 duoc giit nguyén, ké ca 1-2 sao; nhan vién tra 10
cong khai va xtr Iy doi tra (Piéu 10 khoan 3 diém c; Diéu 4 khoan 4, 7).
After the broadcast, all lawful reviews stay up, including one- and two-star ones, staff reply
publicly and process returns (Article 10(3)(c); Article 4(4), (7)).

LOI HAY GAP / COMMON MISTAKE — Thué KOL, KOC ma khéng ghi rd d6 1a noi
dung duoc tai trg, coi d6 1a “thong 16”. Diéu 10 khoan 1 diém h cam doanh nghiép khong
cong khai viéc tai tro cho nguoi c6 anh hudng; Luat Quang céo (Piéu 15a khoan 3) con budce
ngudi c6 anh hudng thong bao vé viée quang céo ngay trude va trong khi quang céo.

Hiring KOLs or KOCs without marking the content as sponsored and treating that as “normal
practice”. Article 10(1)(h) prohibits businesses from failing to disclose sponsorship of influencers; the
Advertising Law (Article 15a(3)) also requires influencers to announce the advertising right before

and during it.

LOI HAY GAP / COMMON MISTAKE — Ap Luat Bao vé quyén loi ngudi tiéu ding cho
khach hang t6 chtrc. Khach san, quan ca phé mua dé kinh doanh khong phai ngudi tiéu ding
theo Diéu 3 khoan 1; tranh chap vai ho giai quyét theo hop dong va phéap luat thwong mai,
dan su.

Applying the Consumer Protection Law to business customers. Hotels and cafés buying for business
are not consumers under Article 3(1); disputes with them are settled under the contract and
commercial and civil law.
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3.9. Téng hop so sanh va thuat ngv — Summary comparison and glossary

Céc cap khai niém dé nham — Commonly confused pairs

Khai niém

Concept

Phéan biét
Distinction

Nguoi mua va nguoi st
dung

Buyer versus user

Mua theo thdi quen va trung
thanh thuong hi¢u

Habitual buying versus brand
loyalty

Mua giam bét hoa va mua
phtc tap
Dissonance-reducing versus
complex buying

Niém tin va thai
Belief versus attitude

Quy tic bu trir va khong bu
trir

Compensatory versus non-
compensatory rules

PAR va ty 1& chuyén ching

PAR versus stage conversion

Ngudi quyét dinh va ngudi
mua (B2B)
Decider versus buyer (B2B)

Mua lap lai ¢6 diéu chinh va
mua moi
Modified rebuy versus new task

Nguoi tiéu dung va khach
hang t6 chirc

Consumer versus business
customer

Nguoi mua thyc hién giao dich; nguoi sir dung dung san phém;
¢6 thé 1a hai ngudi khac nhau

The buyer carries out the transaction, the user consumes the product;
they may be different people

Thoi quen: chon thir quen vi ti€n; trung thanh: thai d¢ tich cuc,
tim mua va gidi thiéu

Habit: picks the familiar for convenience; loyalty: positive attitude,
seeks out and recommends

Cung tham gia cao; giam bét hoa khi thuong hiéu khéc nhau it,
phirc tap khi khac nhau nhiéu

Both high involvement; dissonance-reducing when brands differ little,
complex when they differ a lot

Niém tin: suy nghi cu thé vé mot thudc tinh; thai do: danh gia
tong thé, bén viing

Belief: a specific thought about an attribute; attitude: a lasting overall
evaluation

B trir: diém cao bu diém thap (cong thirc 3.1); khong bu trur:
loai theo ngudng hodc theo thudce tinh chinh

Compensatory: high scores offset low ones (formula 3.1); non-
compensatory: cut-offs or the key attribute

PAR = Act/Aware; ty 1& chuyén ching chia cho ching ngay
trudc
PAR = Act/Aware; stage conversion divides by the previous stage

Ngudi quyét dinh c6 quyén chon nha cung cap; ngudi mua dam
phan, ky, dat hang

The decider has authority to choose; the buyer negotiates, signs and
orders

Diéu chinh: di timg mua, thay quy cach, gia hay nha cung cip;
mua méi: 1an dau, rui ro cao

Modlified: bought before, changes specification, price or supplier, new
task: first time, high risk

Ngudi tidu ding mua khong vi myc dich thuong mai (Diéu 3 k1
Luat BVQLNTD); t6 chtrc mua dé kinh doanh

Consumers buy not for commercial purposes (Art. 3(1)); organisations
buy for business
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Thuat ngir Viét — Anh — Vietnamese—English glossary

Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

Cach nguoi mua tim, chon, mua,

\ . A 1 . dung, loai bo san pham

Hanh vi nguoi tiéu dung  Consumer behaviour &, 108 p
How buyers search, choose, buy, use

and dispose of products

Kich thich qua hop den thanh phan
M6 hinh kich thich — . ung
., Stimulus — response model e
phan Ung Stimuli pass through the black box

into responses

Dic diém va qua trinh quyét dinh
n . cua nguoi mua

Hop den nguoi mua Buyer’s black box g o o
Buyer characteristics and decision

process

Nhoém co gia tri riéng trong mot
, . 1 nén van hoa
Nhanh van hoa Subculture o o
A group with its own values within a

culture

Nhoém bén viing theo nghé, thu
A e xA . nhap, hoc van

Tang 16p xa hoi Social class ap o )
A lasting group by occupation,
income, education

Nhém ngudi mua lay lam chuan so
Nhém tham khao Reference group sanh
A group buyers use as a benchmark

Ngudi c6 y kién dugc nhom tin
theo

Nguoi dan dit du luan Opinion leader )
A person whose views the group

follows

Hoat dong, quan tam, quan diém
Lbi séng Lifestyle (AIO)

Activities, interests, opinions (A10)

Nhu cau di manh dé thiic day hanh
dong

Dong co Motive (drive)
A need strong enough to prompt
action
Niam béc tir sinh 1y dén tur thé hién
Thap nhu cau Maslow Maslow’s hierarchy of needs = Five levels from physiological to self-

actualisation
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Thuéat ngir Tiéng Anh Giai thich ngin

Term (Vietnamese) English Short definition

Chu y, bop méo, ghi nhé ¢6 chon
A ., . . loc

Nhan thirc c6 chon loc Selective perception ; ) ) ) )
Selective attention, distortion,

retention

Thay d6i hanh vi do trai nghiém

Hoc hoi Learnin :
) & Change in behaviour from experience

Danh gia, cam xtc, xu hudng

L ' ¢ Ae 1A o

Thai 4o Attitude uong fi"‘ bén Yu‘ng .
A relatively lasting evaluation and

tendency

Miic quan trong, rui ro ngudi mua
Miic d¢ tham gia Involvement cam nhan
Perceived importance and risk

Tham gia cao, thuong hi¢u khac
Dissonance-reducing buying  nhau it
behaviour High involvement, few brand
differences

Mua giam bét hoa

Tham gia thap, d6i thuong hiéu dé
thir
Low involvement, switching to try

1k Variety-seeking buyin
Mua tim kiém su da dang y ERHrEE
behaviour

Nam budc tir nhan biét nhu cu

X £, . dén sau mua

Quy trinh quyéet dinh mua Buyer decision process i , »
Five stages from need recognition to
post-purchase

Ban khoan sau mua

Bét hoa nhan thire Cognitive dissonance
: & Post-purchase doubt

0 hi a1 46 da thud
MO hinh thdi do da thuoe Multi-attribute attitude model A=Xw xb

tinh

Hanh trinh khach hang 5A customer path Aware, Appeal, Ask, Act,
S5A Advocate

Ty 1€ hanh dong mua Purchase action ratio (PAR) Act/Aware

Ty 1¢ ung ho thuong hiéu Brand advocacy ratio (BAR)  Advocate/Aware

Cau B2B phat sinh tir cau cia
nguoi tiéu ding cudi

B2B demand derived from final
consumer demand

CAu phat sinh Derived demand
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Thuéat ngir Tiéng Anh Giai thich ngin
Term (Vietnamese) English Short definition

Moi nguoi tham gia quyét dinh
mua cua to churc
All participants in an organisation’s

Trung tam mua Buying centre
buying decision

Mua lai c6 thay quy cach, gia, nha
Mua lap lai c6 diéu chinh  Modified rebuy cung gap . o
Rebuying with changed specification,

price or supplier

3.10. Bai tap van dung c6 loi gidi — Applied exercises with solutions

Bai 1. Hop qua ca phé Tét cho hai nhém Khach — Exercise 1. A Tét coffee gift box for
two customer groups

Do6i May ban hop qua ca phé Tét trén gian hang san TMDT, canh tranh véi hai hop qua
Suong Sém va Hat Nau. Khao sat ndi bd cham diém ba hop qua (thang 1-10) theo bdn
thuoc tinh: gia, huong vi (theo danh gia cia ngudi dd mua), mau hop, giao hang trudc
Tét. P61 May duoc (6; 9; 7; 8), Swong S6m (8; 7; 6; 9), Hat Nau (9; 5; 8; 6). Hai nhom
khach dat trong sb6 khac nhau: nhém mua biéu (0,20; 0,30; 0,35; 0,15), nhém mua dung
trong nha dip Tét (0,45; 0,35; 0,05; 0,15). Yéu cau: (1) xac dinh kiéu hanh vi mua cta
timg nhom; (2) tinh diém thai do cta ba hop qua véi timng nhom; (3) dé xuat mot thay doi
c6 tinh toan dé Poi May din dau ¢ ca hai nhom; (4) néu viéc can lam ¢ bude hanh vi sau
mua.

Poi May sells a Tét coffee gift box in its e-commerce marketplace store, competing with the
Swong Som and Hat Ndu boxes. An internal survey scores the three boxes (scale 1-10) on four
attributes: price, taste (from buyers’ reviews), box design and delivery before Tét. Doi May
scores (6, 9; 7; 8), Swong Som (8; 7; 6, 9), Hat Nau (9; 5; 8; 6). Two customer groups weight
the attributes differently: gift buyers (0.20; 0.30; 0.35; 0.15) and buyers for home use at Tet
(0.45; 0.35; 0.05; 0.15). Tasks: (1) identify each group’s buying behaviour type; (2) compute the
attitude score of each box for each group; (3) propose one change, with figures, that puts Poi
May first in both groups, (4) state what to do at the post-purchase stage.

1. Kiéu hanh vi: nhém mua biéu tham gia cao (mén qua gan véi thé dién ngudi ting)
nhung thdy ba hop qua khac nhau it, nén 13 mua giam bat hoa. Nhém mua ding
trong nha tham gia thap, mua lap lai hing nim, gan v6i mua theo théi quen.
Behaviour type: gift buyers are highly involved (the gift reflects on the giver’s face) but see
few differences among the boxes, so this is dissonance-reducing buying. Home-use buyers
are less involved and buy every year, close to habitual buying.

2. Nhém biéu: Poi May = 0,20 x 6 + 0,30 x 9+ 0,35 x 7+ 0,15 x 8 =1,20 + 2,70 + 2,45
+1,20 = 7,55; Swong Som = 7,15; Hat Nau = 7,00. D6i May din dau.
Gift group: Déi Mdy = 0.20 x 6 + 0.30 x 9+ 0.35 x 7+ 0.15 x 8 =1.20 + 2.70 + 2.45 +
1.20 = 7.55; Swong Sém = 7.15; Hat Ndau = 7.00. Péi May leads.
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3. Nhom dung: Doi May=0,45%x6+0,35%x9+0,05x7+0,15x8=2,70+3,15+
0,35 + 1,20 = 7,40; Suong S6m = 3,60 + 2,45 + 0,30 + 1,35 = 7,70; Hat Nau = 7,10.
Pbi May ding thir hai, thua 0,30 diém vi gia.

Home-use group: Poi Mday = 0.45 x 6 +0.35 x 9+ 0.05 x 7+ 0.15 x8=2.70+ 3.15 +
0.35 + 1.20 = 7.40; Swong Som = 3.60 + 2.45 + 0.30 + 1.35 = 7.70; Hat Nau = 7.10. Doi
May is second, 0.30 behind, because of price.

4. Bé xuét: thém ban tai gidy khong hop cho nhom dung, gia thap hon, dua diém gia 1én
7. Nhém dung: 7,40 + 0,45 x 1 =7,85> 7,70; nhom biu: 7,55 + 0,20 x 1 =775, van
dan dau. Ha gia hop qua biéu khong can thiét vi nhom nay trong mau hop.

Proposal: add a boxless paper-bag version for home use at a lower price, raising the price
score to 7. Home use: 7.40 + 0.45 x 1 = 7.85> 7.70; gift: 7.55 + 0.20 x 1 = 7.75, still first.
Cutting the gift box price is unnecessary because this group weights box design.

5. Sau mua: guri tin nhan cam on kém huéng dan pha, cam két d6i hop mép méo khi
giao, moi danh gia sau 7 ngay. Muc tiéu 13 giam bat hoa cia ngudi biéu va tao danh
gia cho mua sau, vi danh gi4 trén san 1a ngudn thong tin dugc tham khao nhiéu nhat
(Hinh 3.5).

After purchase: send a thank-you message with brewing instructions, promise to replace
boxes dented in delivery, and invite a review after 7 days. The aim is to reduce the giver’s
dissonance and build reviews for next season, since marketplace reviews are the most
consulted source (Figure 3.5).

Bai 2. Chudi khach san chon nha cung cip ca phé hat — Exercise 2. A hotel chain
selects a coffee bean supplier

Chudi khach san Bién Ngoc (6 khach san & Khanh Hoa va Pa Nang) dung khoang 900 kg
ca phé hat mdi thang. Sau nhiéu phan nan cta khach vé vi ca phé, chudi quyét dinh thay
nha cung cép cii. Ba hd so dugc chim (thang 1-10) theo chét luong 6n dinh (trong sb
0,35), gia (0,25), giao hang ding han (0,20), hd tro k¥ thuat — bao tri may pha, dao tao
nhan vién pha ché (0,20): Doi May (8; 6; 9; 9), nha cung cép K (7;9; 7; 5), nha cung cép
M (9; 5; 8; 6). Gia: Poi May 320.000 dong/kg, K 280.000 dong/kg. Yéu cau: (1) xac dinh
tinh hudng mua va cac vai tro trong trung tim mua; (2) tinh diém c6 trong s6; (3) tinh
chénh 1&ch chi phi giita P6i May va K; (4) kiém tra két qua khi phong tai chinh doi nang
trong sb gia 1én 0,40 (chat lwong con 0,20); (5) néu viéc P6i May can lam dé giit khach
sau khi trang.

The Bién Ngoc hotel chain (6 hotels in Khanh Hoa and Pa Néng) uses about 900 kg of coffee
beans a month. After many guest complaints about the coffee, the chain decides to replace its
supplier. Three bids are scored (scale 1-10) on consistent quality (weight 0.35), price (0.25), on-
time delivery (0.20) and technical support — espresso machine maintenance and barista training
(0.20): Doi May (8, 6, 9; 9), supplier K (7; 9; 7; 5), supplier M (9; 5; 8; 6). Prices: Doi May
VND 320,000/kg, K VND 280,000/kg. Tasks: (1) identify the buying situation and the buying
centre roles; (2) compute the weighted scores; (3) compute the cost difference between Doi May

and K; (4) test the result if the finance department raises the price weight to 0.40 (quality falls to
0.20); (5) state what Poi Mdy must do to keep the account after winning.
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1. D6i nha cung cép, doi ca yéu cau ky thuat (thém hd trg may pha) nén 1a mua lip lai
¢6 diéu chinh. Trung tim mua: quan Iy qudy bar (khdi xudng), nhan vién pha ché (st
dung), bép truong (anh huong), pho tong giam ddc van hanh (quyét dinh), phong mua
hang (mua), thu ky — truong phong mua hang (gac cong), nhu Hinh 3.7.

Changing the supplier and the specification (adding machine support) makes this a modified
rebuy. Buying centre: bar manager (initiator), baristas (users), executive chef (influencer),
deputy general manager for operations (decider), purchasing department (buyer), secretary
and purchasing manager (gatekeepers), as in Figure 3.7.

2. biém: P6i May = 0,35 x 8 + 0,25 x 6+ 0,20 x 9+ 0,20 x 9=2,80 + 1,50 + 1,80 +
1,80 =7,90; K=2,45+225+1,40+1,00="7,10; M= 3,15+ 1,25+ 1,60 + 1,20 =
7,20. Boi May dung dau.

Scores: Poi May =035 x8+025x6+0.20%x9+0.20%x9=280+ 150+ 1.80+ 1.80
=790; K=245+225+140+1.00=7.10;, M=3.15+ 1.25+ 1.60 + 1.20 = 7.20. Péi
May ranks first.

3. Chi phi: Pdi May 320.000 x 900 = 288.000.000 dong/thang; K 280.000 x 900 =
252.000.000 dong/thang. Chénh 36.000.000 dong/thang, 432.000.000 dong/nam, gia
Pdi May cao hon K 14,3%.

Cost: Doi Mady 320,000 x 900 = VND 288,000,000 a month,; K 280,000 % 900 = VND
252,000,000 a month. The gap is VND 36,000,000 a month, VND 432,000,000 a year; Poi
May’s price is 14.3% above K'’s.

4. Trong s6 méi (0,20; 0,40; 0,20; 0,20): Poi May = 1,60 + 2,40 + 1,80 + 1,80 = 7,60; K
=1,40 + 3,60 + 1,40 + 1,00 = 7,40; M = 1,80 + 2,00 + 1,60 + 1,20 = 6,60. D6i May
van dung dau nhung chi hon K 0,20 diém: hd so phai chimg minh chi phi khach phan
nan va chi phi stra may giam duoc.

New weights (0.20; 0.40; 0.20; 0.20): Boi May = 1.60 + 2.40 + 1.80 + 1.80 = 7.60; K =
1.40 + 3.60 + 1.40 + 1.00 = 7.40; M = 1.80 + 2.00 + 1.60 + 1.20 = 6.60. Poi May still
leads but by only 0.20: the bid must show the savings from fewer complaints and fewer
machine repairs.

5. Gitr khach: Bién Ngoc mua dé kinh doanh nén khéng 1 nguoi tiéu dung theo Piéu 3
khoan 1 Luat BVQLNTD; quan hé dua vao hop dong. D6i May can cam két muc
chat lugng trong hop dong, lich giao ¢ dinh, bao c4o bao tri may hang thang, vi budc
cudi cuia quy trinh B2B 14 danh gia két qua thuc hién ctia nha cung cap.

Keeping the account: Bién Ngoc buys for business, so it is not a consumer under Article 3(1)
of the Consumer Protection Law; the relationship rests on the contract. P6i Mdy should
commit to quality levels in the contract, a fixed delivery schedule and monthly machine
maintenance reports, because the last stage of the B2B process is the supplier performance
review.

3.11. Cau héi ty luan va dan y tra 106i — Essay questions and answer outlines

Ciu 1. So sanh bén kiéu hanh vi mua theo mirc d9 tham gia va mirc khac biét giira
cac thwong hiéu. Vi méi kiéu, néu mét san pham & thi treong Viét Nam va viée
ngudi lam marketing cin lam.

Question 1. Compare the four types of buying behaviour by level of involvement and degree of
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difference among brands. For each type, give one product in the Vietnamese market and what
the marketer should do.

« Mua phtic tap: tham gia cao, thuong hiéu khac nhau nhiéu (xe may, laptop). Nguoi
mua hoc vé san pham, di qua du cac budc. Marketing: cung cap thong sd, bang so
sanh, cho trai nghiém thtr, dao tao nhan vién tu vén.

Complex buying: high involvement, large brand differences (motorbikes, laptops). The buyer

learns about the product and goes through every stage. Marketing: provide specifications,
comparison tables, trials and trained sales advisers.

* Mua giam bat hoa: tham gia cao, khac bi¢t nhé (may lanh, ném, hop qua Tét biéu dbi
tac). Mua kha nhanh theo gia, tién loi rdi lo lang sau mua. Marketing: bao hanh, doi
tra rd rang, thong tin trdn an sau mua.

Dissonance-reducing buying: high involvement, small differences (air conditioners,
mattresses, Tét gift boxes for partners). The buyer decides fairly fast on price or convenience
and then worries. Marketing: clear warranty and returns, reassuring post-purchase
communication.

* Mua theo théi quen: tham gia thép, khac biét nho (muéi, duodng, nudc suéi). Nguoi
mua khong tim hiéu nhiéu, chon thir quen. Marketing: phu diém ban, giir gia, bao bi
dé nhan ra, quang c4o lap lai, khuyén mai dung thir.

Habitual buying: low involvement, small differences (salt, sugar, bottled water). The buyer
does little research and picks the familiar item. Marketing: wide shelf coverage, stable
prices, recognisable packs, repeated advertising, trial promotions.

* Tim kiém sy da dang: tham gia thép, khéc biét 16n (snack, nudc ngot vi méi). Nguoi
mua d6i thuong hiéu vi mudn thir, khéng vi khong hai 10ng. Thuong hiéu dan dau gitr
ké, thuong hiéu thach thic dung gia thap, hang miu, vi méi.

Variety-seeking buying: low involvement, large differences (snacks, new soft drink flavours).
Buyers switch for variety, not dissatisfaction. Leaders hold shelf space; challengers use low
prices, samples and new flavours.

« Kiéu hanh vi gan véi nguoi mua va hoan canh, khong gin ¢b dinh voi san pham: cing
g6i ca phé 1a mua théi quen v6i ngudi ding hang ngay, 1a mua giam bat hoa véi nguoi
mua 1am qua biéu.

The type belongs to the buyer and the situation, not to the product: the same coffee pack is
habitual buying for a daily drinker and dissonance-reducing buying for someone buying it as
a gift.

Céau 2. Phan biét thi trudng ngudi tidu dung va thi truwong to chirc. Vi sao ngudi ban
cho khach hang to chitc cin hiéu trung tim mua?

Question 2. Distinguish the consumer market from the business (organisational) market. Why
must a seller to business customers understand the buying centre?

« Muyc dich mua: ngudi tiéu dung mua dé dung cho c4 nhan, gia dinh, khong vi muc dich
thuong mai (Luat BVQLNTD Diéu 3 khoan 1); td chtrc mua dé san xuét, ban lai hodc
van hanh.

Purpose: consumers buy for personal or household use, not for commercial purposes
(Consumer Protection Law, Art. 3(1)); organisations buy to produce, resell or operate.
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« Cau tric: thi truong td chirc ¢6 it ngudi mua hon, mdi don hang 16n hon, khach tap
trung theo nganh, viing; cdu 1 cAu phat sinh tir ciu ctia nguoi tiéu dung cudi cung, it
co gidn theo gia trong ngan han, dao dong manh.

Structure: the business market has fewer buyers, larger orders, and customers concentrated
by industry and region; demand is derived demand from final consumers, price-inelastic in
the short run and volatile.

« Qua trinh mua: nhiéu ngudi tham gia, ngudi mua dugc dao tao vé mua hang, c6 quy
trinh, hd so, hop dong; quan hé dai han, mua truc tiép tir nha san xuat nhiéu hon.
Buying process: many participants, trained purchasing staff, formal procedures, documents
and contracts, long-term relationships and more direct buying from producers.

« Trung tAm mua gom ngudi khoi xudng, ngudi sir dung, ngudi anh hudng, nguoi quyét
dinh, nguoi mua, ngudi gac cong. Mdi vai trd co tiéu chi khac: pha ché quan tim do
6n dinh, phong mua hang quan tim gia, ph6 tong giam ddc quan tim phan nan cia
khach.

The buying centre consists of initiators, users, influencers, deciders, buyers and gatekeepers.
Each role has different criteria: baristas care about consistency, purchasing about price, the
deputy general manager about guest complaints.

« Ngudi ban chi thuyét phuc ngudi mua trén hop dong thi hd so ¢ thé bi gac cong loai
hodc bi ngudi quyét dinh bac. Can biét ai tham gia, ai c6 quyén quyét dinh, tiéu chi
clia timg nguoi dé soan thong diép va sap xép budi thir ném, trinh bay.

A seller who persuades only the person signing the contract may be screened out by
gatekeepers or rejected by the decider. It must know who takes part, who decides and each
person’s criteria to tailor messages and arrange tastings and presentations.

Ciu 3. Mt ngwoi ban my pham livestream trén sain TMDT néi kem chong ning
“dugc bac si da liu khuyén dung”, méi mgt ngudi noi tiéng giéi thiéu nhung khong
cho biét di tra thiu lao, dén khi khach déi tra vi hang giao khic miu di quang cio
thi tir chéi. Hay phan tich cic hanh vi nay theo Luit BVQLNTD va dé xuit cich
1am ding theo quy trinh quyét dinh mua.

Question 3. A cosmetics seller livestreaming on an e-commerce marketplace says a sunscreen is
“recommended by dermatologists”, hires a celebrity to present it without disclosing the fee, and
refuses returns when the delivered goods differ from those advertised. Analyse these acts under
the Consumer Protection Law and propose proper practice along the buyer decision process.

« Cau “dugc béc si da lidu khuyén dung” khong co can cir 1a cung cap thong tin sai 1éch
vé san pham, thuc Diéu 10 khoan 1 diém a (lira dbi hodc gdy nham 1an cho ngudi
tiéu dung).

The unsupported claim “recommended by dermatologists” gives false information about the
product, falling under Article 10(1)(a) (deceiving or misleading consumers).

« Khong cong khai viéc tra thii lao cho ngudi ndi tiéng thude Piéu 10 khoan 1 diém h:
“Khong thong bao trude, khong cong khai cho nguoi tiéu dung viée tai trg cho ngudi
c6 anh huong...”.

Not disclosing the fee paid to the celebrity falls under Article 10(1)(h): failing to notify or
disclose to consumers the sponsorship of an influencer.
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« TUr chéi d6i tra khi hang khong dang quang cio thudc Diéu 10 khoan 1 diém e; ngudi
mua c6 quyén yéu cau bdi thuong theo Diéu 4 khoan 5 khi hang “khong ding véi ...
quang cdo, gidi thi¢u”.

Refusing returns of goods that differ from the advertisement falls under Article 10(1)(e); the
buyer may claim compensation under Article 4(5) when goods do not match what was
advertised or presented.

« Cach 1am dting & bude tim thong tin va danh gia: néu thanh phan, chi s6 chong nang
c6 gidy to chimg minh; ngudi ¢6 anh hudng néi ré day 1a ndi dung duogce tai tro ngay
trudc va trong budi phat (Luat Quang cdo Piéu 15a khoan 3).

Proper practice at the information and evaluation stages: state ingredients and the

protection index backed by documents, the influencer announces the sponsorship right before
and during the broadcast (Advertising Law, Art. 15a(3)).

« O budc sau mua: cong bd chinh sach doi tra trudce khi chdt don, xir 1y khiéu nai trong
va sau livestream. Danh gia 1 sao vi hang sai mau lan nhanh va tr¢ thanh thong tin
dau vao cho ngudi mua sau.

At the post-purchase stage: publish the return policy before orders are placed and handle

complaints during and after the livestream. One-star reviews about wrong goods spread fast
and become input for later buyers.

3.12. Cau héi trac nghi€ém — Multiple-choice questions

17. Theo Luat Bao vé quyén loi nguoi tiéu ding (Diéu 3 khoan 1), trudng hop nao 1a
nguoi tiéu dung?
Under the Consumer Protection Law (Article 3(1)), which buyer is a consumer?
A. Quan ca phé mua 20 kg ca phé hat dé pha ban cho khach / 4 café buying 20 kg of
beans to brew and sell
B. Dai 1y tap héa nhap 50 thung mi goi dé ban lai / 4 grocery agent buying 50 cartons
of noodles to resell
C. Nguoi tiép thi lién két nhan hang mau dé quay video ban hang / An affiliate
taking samples to film sales videos
D. Sinh vién mua géi ca phé trén san TMPT dé tu ding / A student buying a coffee
pack online for own use

18. Anh Tuin ghé ctra hang tién loi gdn nha, 1ay ngay chai nudc subi nhin quen ma

khong so sanh. Day 1a kiéu hanh vi:
Tuan drops into a nearby convenience store and grabs his usual brand of bottled water
without comparing. This is:

A. Mua phuc tap / Complex buying behaviour

B. Mua theo thoi quen / Habitual buying behaviour

C. Mua giam bat hoa / Dissonance-reducing buying behaviour

D. Tim kiém sy da dang / Variety-seeking buying behaviour

19. Chi Mai mua mdy lanh xong thi thay cira hang khac giam gia mau tuong tu, chi ban
khoan li€u minh chon ding chua. Hién tugng nay thudc budc nao?
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After buying an air conditioner, Mai sees a similar model discounted elsewhere and wonders
if she chose well. Which stage is this?
A. Nhan biét nhu cau / Need recognition
B. Tim kiém thong tin / Information search
C. Hanh vi sau mua (bat hoa nhan thircc) / Post-purchase behaviour (cognitive
dissonance)
D. Bénh gia cac phuong &n / Evaluation of alternatives

20. Chién dich c6 200.000 nguoi biét dén (Aware), 3.000 ngudi mua (Act), 600 ngudi

ung ho (Advocate). Ty 1é hanh dong mua PAR bang:
A campaign has 200,000 aware, 3,000 who act and 600 advocates. The purchase action ratio
(PAR) is:

A.0,3% / 0.3%

B. 1,5% / 1.5%

C.20%

D. 5%

21. Trong chudi khach san, thu ky giam déc loc hd so chao hang va quyét dinh nha cung

cap nao dugc gip giam dbc. Thu ky giir vai tro:
In a hotel chain, the director’s secretary screens sales proposals and decides which suppliers
meet the director. The secretary is the:

A. Nguodi anh huong /' Influencer

B. Nguoi mua / Buyer

C. Nguoi quyét dinh / Decider

D. Nguoi gac cong | Gatekeeper

22. Khéch san tiép tuc mua ca phé cua nha cung cap cii nhung yéu cau doi sang loai rang

dam va dam phan lai gi. Pay 1a tinh hudng;
A hotel keeps its coffee supplier but asks for a darker roast and renegotiates the price. This is
a:

A. Mua lap lai ¢6 diéu chinh / Modified rebuy

B. Mua lap lai khong thay d6i / Straight rebuy

C. Mua méi / New task

D. Mua theo thoéi quen / Habitual buying

23. Anh Long chon hdp qua ca phé dat nhat dé biéu sép dip Tét, mong dugc ghi nhan va

thé hién vi thé. Theo Maslow, anh dang dap (mg nhu cau:
Long picks the most expensive coffee gift box for his boss at Tet, hoping for recognition and
to show status. By Maslow, he is meeting a need for:

A. Sinh ly / Physiological needs

B. An toan / Safety needs

C. Dugc ton trong / Esteem needs

D. Ty thé hién Self-actualisation needs
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24. Theo Luat BVQLNTD Diéu 10 khoan 3, hanh vi ndo cua cha nén tang s bi nghiém
cAm?
Under Article 10(3) of the Consumer Protection Law, which act by a digital platform
operator is prohibited?
A. GO déanh gia c6 101 1€ xtc pham, trai dao dic xa hdi / Removing reviews with
abusive, immoral language
B. Sép xép uu tién san pham theo tiéu chi da cong khai / Ranking products by
published criteria
C. Thu phi dich vu ctia nguoi ban theo hop ddng / Charging sellers service fees under
contract
D. An danh gia 1 sao hop 1& ctia ngudi mua /| Hiding a buyer’s lawful one-star review
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Chuong 4. Hé thong thong tin va nghién ciru marketing —

Chapter 4. Marketing information and marketing research

Muc tiéu chwong — Chapter objectives

* Mo ta hé théng thong tin marketing va phan biét dir 1liéu ndi bd, tinh bao marketing,
nghién ctru marketing.
Describe the marketing information system and tell internal data, marketing intelligence and
marketing research apart.

« Trinh bay quy trinh nghién ciru marketing 6 budc; phan biét dir liéu thir cap — so cap,
nghién ctru dinh tinh — dinh lugng va chon phuong phéap thu thap phu hop véi cau hoi.
Set out the 6-step marketing research process, distinguish secondary from primary data and
qualitative from quantitative research, and match the data collection method to the question.

* Thiét ké bang cau hoi ¢6 cau sang loc, thang Likert, cdu nhan khau hoc va 16i xin déng
v xu ly dir li¢u ca nhan theo Luat Bao vé dir li¢u ca nhan 91/2025/QH]15.
Design a questionnaire with screening questions, Likert scales, demographic questions and

consent wording for personal data processing under the Personal Data Protection Law
91/2025/QH15.

« Chon phwong phap chon mau, tinh ¢& mau theo sai s6 cho phép va doc bang tan sb,
diém trung binh, bang chéo, biéu do tir dit liéu khao sat.
Choose a sampling method, compute sample size for a given margin of error, and read
[frequency tables, mean scores, cross-tabulations and charts from survey data.

4.1. Thong tin marketing va hé thong thong tin marketing — Marketing

information and the marketing information system

Moi quyét dinh marketing (phan khiic, gia, kénh, thong diép) dua trén thong tin vé khach
hang, d6i thii, moi truong. Thiéu thong tin thi quyét dinh theo cam tinh; dit liéu roi rac
quéa nhiéu thi khong doc kip.

Every marketing decision (segment, price, channel, message) rests on information about
customers, competitors and the environment. Without it, decisions rest on instinct, with too much
scattered data, nobody can read it in time.

PHAI THUQC / MEMORISE — H¢ thong thong tin marketing (MIS) gdm con nguoi,
thiét bi va quy trinh dé danh gia nhu ciu thong tin, tao ra thong tin can thiét va giup ngudi ra
quyét dinh dung thong tin d6 (dién dat theo Kotler). Thong tin dén tir ba nguodn: dit liéu ndi
bd (doanh s6, don hang, ton kho, phan hdi khach); tinh bio marketing (theo doi thuong
xuyén, c¢6 hé thong cac dién bién bén ngoai); nghién ciru marketing (dy an thu thap dit liéu
cho mot van dé cu thé).

A marketing information system (MIS) consists of people, equipment and procedures to assess
information needs, develop the needed information and help decision-makers use it (paraphrasing
Kotler). Information comes from three sources: internal data (sales, orders, stock, customer
feedback); marketing intelligence (continuous, systematic monitoring of outside developments);
marketing research (a project collecting data for a specific problem).
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Hé théng théng tin marketing (MIS)

Dénh gi4 nhu ciu thong tin
Newsi qudn i Dit lidu Tinh béo Nghién ciru duligu Moi truong marketing
gu ulqu ! ndi bo marketing marketing . X
marketing thi trudng muc tiéu
. kénh phan phéi
i il [ L L e
hoach, thuc hién, one chi
kiém tra cong chiing

yéu t6 vi mo

Phén tich va phan phéi théng tin

quyét dinh va hoat dong marketing

Hinh 4.1. Hé thong thong tin marketing: ba ngudn dir lidu dit gitra ngudi quan tri va moi trudng
marketing
Figure 4.1. The marketing information system: three data sources between marketing managers and the
marketing environment

Tinh huéng xuyén chwong: Céng ty TNHH D6 uéng May Hong — Running case: May
H(i‘ng Beverages Co., Ltd.

May Héng san xuét tra 6 long stta dong chai, ban qua cura hang tién loi, siéu thi, tap hoa
va gian hang trén san thuong mai dién tir tai TP. H6 Chi Minh va Ha Noi. Poi marketing
nhan thdy don hang loai it ngot trén san ting nhanh hon loai thuong va dang cn nhac
tung tra 6 long khong dwong chai 450 ml, gia dy kién 15.000 dong. Cac muc sau di
qua ting budc nghién ctru cho quyét dinh nay, két thiic bang mot khao sat thir 200 nguoi
o muc 4.9.

Maéy Héng makes bottled oolong milk tea, sold through convenience stores, supermarkets,
grocery shops and stores on e-commerce platforms in Ho Chi Minh City and Hanoi. The
marketing team has noticed that online orders for the less-sweet variant are growing faster than
the regular one and is considering launching an unsweetened oolong tea in a 450 ml bottle at

an expected price of VND 15,000. The following sections walk through each research step for
this decision, ending with a pilot survey of 200 people in section 4.9.

Nguon Pic diém Vi du tai May Hong

Source Features May Hong example

Co san, ré, cap nhat hang ngay; chi  Doanh so0 theo kénh va theo tuan, don
no6i dieéu da xdy ra voi chinh doanh  hang trén san, danh gia sao cua khach,

Dir 1iéu ndi bo nghiép béo cdo ton kho ctia nha phan phéi
Internal data Readily available, cheap, updated Weekly sales by channel, platform orders,

daily, tells only what has happened to | customer star ratings, distributor stock
the firm itself reports
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Nguon Pic diém Vi du tai May Hong

Source Features May Hong example

Thuong xuyén, khong theo du an;

A ta Ao . Nhan vién thi truong ghi gia va ké
nguon 1a nhan vién ban hang, nha i S5 8 ’

Tinh bao Y ke hang cua ddi thu ¢ cira hang tién loi;
) phén phdi, theo ddi doi thi, mang £ e 2 A 5 o
marketing % hai theo doi san pham mai trén san
. xa hoi . , o
Marketing ; ) Field staff record rivals’ prices and shelf
. . Continuous, not project-based, sources . . .
intelligence Y i space in convenience stores, tracking new
are sales staff, distributors, competitor
T ) products on platforms
monitoring, social media
Nghién ctru Theo du an, cho mot vain dé cu thé,  Khao sat 200 nguoi vé y dinh mua tra
. c6 thiét ké, c6 mau khong duong (muc 4.7-4.9)
marketing

) Project-based, for a specific problem, Survey of 200 people on intention to buy
Marketing research ) ) : : : ]
with a design and a sample unsweetened tea (sections 4.7—4.9)

LOI HAY GAP / COMMON MISTAKE — Ddng nhat hé théng thong tin marketing véi
mot phan mém quan 1y khach hang, hodc v6i nghién ctru marketing. Phan mém chi 1a cong cu
lwu dit liéu ndi bo; nghién ctru marketing chi 1a mét trong ba ngudn cia MIS, lam theo ting
du an.

Equating the marketing information system with a CRM software package, or with marketing
research. Software is only a tool for storing internal data; marketing research is only one of the three
sources of an MIS and is run project by project.

4.2. Nghién ciru marketing: khai niém, pham vi va cac loai — Marketing

research: concept, scope and types

PHAI THUQC / MEMORISE — Nghién ctru marketing 13 viéc thiét ké, thu thap, phan
tich va bio cao mot cach co hé thong cac dir liéu lién quan dén mot tinh huéng marketing cu
thé (dién dat theo Kotler). Hiép hoi Marketing Hoa Ky (AMA) mo ta ddy 1a chtrc ning ndi
nguoi tiu dung, khach hang va cong chiing véi nguoi lam marketing thong qua thong tin.
Diém cdt 16i: ¢6 h¢ thong va gin véi mot quyét dinh. Pham vi phu ca 4P; nghién ctru thi
truomg (market research) 1 phan hep hon, chi vé thi truong va khach hang.

Marketing research is the systematic design, collection, analysis and reporting of data relevant to a
specific marketing situation (paraphrasing Kotler). The American Marketing Association (AMA)
describes it as the function linking consumers, customers and the public to the marketer through
information. The core points. it is systematic and tied to a decision. Its scope covers the 4Ps; market
research is the narrower part, covering only the market and customers.
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Loai nghién
ciru
Type

Tham do
Exploratory

Mo ta
Descriptive

Nhan qua

Causal

Cau hoi tra loi
Question answered

Chuyén gi dang xay ra?
C6 nhiing gia thuyét
nao?

What is going on? What
hypotheses are there?

Bao nhiéu, ai, & dau, khi
nao?

How many, who, where,
when?

Thay d6i X ¢6 lam Y
thay doi khong?

Does changing X change
Y?

Phwong phap
thwong dung
Typical methods

Dit liéu thir cép,
phong van sau, thao
luidn nhém
Secondary data, in-
depth interviews, focus
groups

Khao sat c6 mau, dir
liéu ban hang
Sample surveys, sales
data

Thyc nghiém, thir
nghi¢ém A/B
Experiments, A/B tests

Vi du May Hong

May Hong example

Vi sao khach ché “ngot qua”?
Ho dang thay bang d6 ung
gi?

Why do customers say “too
sweet”’? What are they switching
to?

Bao nhiéu phan trim ngudi
ubng tra dong chai c6 y dinh
mua loai khong duong?
What share of bottled-tea
drinkers intend to buy the
unsweetened variant?

Nhién “0 calo” ¢6 ban duoc
nhiéu hon nhan “khong
duong” khong?

Does a “0 calorie” label sell
more than a “no sugar” label?

VI DU / EXAMPLE — M0t cira hang tra sira & Da Ning thay doanh thu giao hang giam.
Budc tham do: doc lai d4nh gia trén mg dung giao hang, phong van 10 khach quen, phat hién
gia thuyét “phi giao ting”. Budc mo ta: khao sat khach dé do ty 16 ngudi bé don vi phi giao.
Budc nhan qua: giam phi giao & mot khu vuc trong hai tuan, so sé don véi khu vuc gii
nguyén phi.

A bubble tea shop in Da Nang sees delivery revenue falling. Exploratory step: re-read reviews on the
delivery app and interview 10 regulars, which suggests the hypothesis “delivery fees went up”.
Descriptive step: survey customers to measure the share who abandon orders because of the fee.
Causal step: cut the fee in one area for two weeks and compare orders with an area where the fee
stays the same.

4.3. Quy trinh nghién ctru marketing — The marketing research process

Mot du an nghién ctru di qua 6 budc. Budce 1 quyét dinh gia tri ctia ca dy 4n: cau hoi sai
thi dit liéu chinh xac dén dau ciing khong ding duoc.

A research project goes through 6 steps. Step 1 decides the value of the whole project: with the
wrong question, even accurate data are of no use.
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1. Xéc dinh vin dé Ao L Les o 3. Thu thap
va myc tiéu (thiét ké) dit liéu
nghién ciru nghién ciru

vén dé méi ban gidy: dir liéu thir cip - hién truong: dit liéu so cip
6. Ra quyét dinh, 5. Trinh bay, 4. Xir Iy va
theo doi ] béo cdo ] phéan tich
két qua két qua dit liéu

Hinh 4.2. Quy trinh nghién ctru marketing 6 budc
Figure 4.2. The 6-step marketing research process

« Budre 1. Tach van dé quan tri (can quyét dinh gi) khoi van dé nghién ciru (can biét gi);
viét muc tiéu do duoc.
Step 1. Separate the management problem (what to decide) from the research problem (what
to know); write measurable objectives.

« Budic 2. Chon loai nghién ciru, ngudn dit liéu, phuong phép tiép xtc, cong cu, ké
hoach mau, ngan sach, tién do.
Step 2. Choose the research type, data sources, contact method, instrument, sampling plan,
budget and timetable.

« Buéce 3. Thu thap tai ban (thir cAp) va tai hién truong (so cip); kiém phiéu ngay trong
ngay.
Step 3. Desk research (secondary) and fieldwork (primary); check forms the same day.

* Budc 4. Kiém tra, ma hoa, nhap, lam sach; tinh tan sd, trung binh, bang chéo.
Step 4. Edit, code, enter, clean; compute frequencies, means, cross-tabs.

* Budie 5. Két luan theo muc tiéu & bude 1, kém han ché cia mau va phuong phép.
Step 5. Conclusions by the step 1 objectives, with the limits of sample and method.

* Bwéc 6. Nha quan tri quyét dinh, do két qua thuc té; van dé moi thi quay lai buoc 1.

Step 6. Managers decide and measure actual results;, a new problem sends them back to step
1.

Maiy Hong

May Hong

C6 nén tung tra 6 long khong dudng 450 ml, gia 15.000 dong, tai TP. HO
Van d& quan tri Chi Minh va Ha Noi trong quy I nam sau khong?
Management problem Should we launch a 450 ml unsweetened oolong tea at VND 15,000 in Ho Chi
Minh City and Hanoi next first quarter?
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Mirc quan tdm, y dinh mua va muc gia chap nhan ciia ngudi udng tra

Vén dé nghién ctru dong chai 1855 tudi tai hai thanh phd.

Research problem The interest, purchase intention and acceptable price among bottled-tea drinkers
aged 1855 in the two cities.

(1) Ty 1& c6 y dinh mua (mirc 4-5 trén thang 5); (2) xép hang 6 thudc tinh
theo muc quan trong; (3) ty 1& chip nhan gia tir 15.000 dong; (4) kénh
Muc tiéu do duoc mua chinh.
Measurable objectives (1) Share intending to buy (levels 4-5 on a 5-point scale), (2) ranking of 6
attributes by importance; (3) share accepting a price of VND 15,000 or more;
(4) main purchase channel.

VI DU / EXAMPLE — Ngin sach khao sat thir cia May Hong: 2 budi thao ludn nhom x
6.000.000 dong = 12.000.000 dong; 200 phiéu phong van truc tiép x 50.000 dong =
10.000.000 dong; tong 22.000.000 dong, tién d6 4 tuan (1 tuan thiét k&, 2 tuan thu thap, 1
tudn phan tich va bao c4o).

May Hong’s pilot budget: 2 focus groups * VND 6,000,000 = VND 12,000,000; 200 face-to-face
interviews x VND 50,000 = VND 10,000,000; VND 22,000,000 in total over 4 weeks (1 week design,
2 weeks fieldwork, 1 week analysis and reporting).

LOI HAY GAP / COMMON MISTAKE — Viét myc tiéu kiéu “tim hiéu thi truong tra
khong duong”. Muc tiéu nhu vay khong cho biét hoi ai, do chi tiéu gi, nén khong thiét ké
dugc bang hoi va khong biét lic nao dd di. Muyc tiéu phai gin véi mot chi tiéu do duoc va
mot quyét dinh.

Writing an objective such as “understand the unsweetened tea market”. It says neither whom to ask
nor what to measure, so no questionnaire can be designed and no one knows when enough is known.
An objective must be tied to a measurable indicator and to a decision.

4.4. Dir liéu thw cé{lp va dir liéu so Cf’lp — Secondary data and primary data

Tiéu chi Dir liéu thwr cap Dir liéu so’ cap
Criterion Secondary data Primary data

D3 ¢6 san, do ngudi khac thu thap cho

Thu thap méi cho chinh van dé dang

Khai niém muc dich khac A,
Concept Already exists, collected by others for nghién ctru
4 ’ 4 : Collected afresh for the problem at hand
another purpose :

Noi bo (ban hang, ké toan); Cuc
Théng ké, B Cong Thuong, van ban

phap luat, hiép hoi nganh, bdo cdo Quan sét, phong van, thao lun
Ngué)n cﬁng ty niém yét nhom, khao sat, thuc nghlém
Sources Internal (sales, accounts); Statistics Observation, interviews, focus groups,
Office, Ministry of Industry and Trade, surveys, experiments

legal texts, trade associations, listed-
company reports
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Tiéu chi Dir liéu thw cap Dir liéu so’ cap
Criterion Secondary data Primary data

Chi phi, thoi gian Thép, nhanh Cao, cham
Cost, time Low, fast High, slow

Co6 thé l1éch dinh nghia, 1éch ky, qua
Mtc phu hop tong quat Pung ciu hoi, ding ddi twong
Fit May differ in definition or period, or be Exact question, exact population
too general

Thu tu dung Trude Sau
Order of use First After

Panh gia dit liéu thir cip theo bdn tiéu chi: phit hop (dinh nghia, pham vi dia 1y, nhém
hang c6 khop khong), chinh xéc (co quan nao céng bd, phuong phap gi), cap nhat (ky
s6 liéu), khach quan (ai tra tién 1am s lidu, c6 lgi ich gi). Con s6 khong ghi ky va khong
ghi nguon thi khong ding.

Judge secondary data on four criteria: relevance (do the definition, geographic scope and
product group match?), accuracy (who published it, by what method?), currency (reference

period), objectivity (who paid for the figures, with what interest?). A figure with no period and
no source is not used.

Chi tiéu S6 liéu Ky
Indicator Figure Period

Téng mirc ban 1é hang hoa va doanh

thu dich vu ti€u dung 7.008,9 nghin ty déng, +9,2% Nam 2025
Total retail sales of goods and consumer VND 7,008.9 trillion, +9.2% 2025
services

5.925,7 nghin ty déng, +13,4% (loai

2 o KA R _on 9 thang 2026
Nhu trén trir yéu to gia +7,8%) . =
. First 9 months of
Same VND 5,925.7 trillion, +13.4% (+7.8% 2026
excluding price effects)
Quy md thuong mai dién tir (theo B
Cong Thuong) Khoang 31 ty USD, +25,5% Nam 2025
E-commerce size (Ministry of Industry About USD 31 billion, +25.5% 2025

and Trade)

Nguoén: Cuc Théng ké, Bio cdo tinh hinh kinh t& — x3 hoi quy IV va nim 2025
(nso.gov.vn, 01/2026) va quy III, 9 thang nam 2026 (nso.gov.vn, 10/2026); B Cong
Thuong, Cuc Thuong mai di¢n tor va Kinh té s6 téng két cong tac nam 2025
(moit.gov.vn, 24/12/2025).

Sources: Statistics Office, socio-economic report for Q4 and 2025 (nso.gov.vn, January 2026)
and for Q3 and the first 9 months of 2026 (nso.gov.vn, October 2026); Ministry of Industry and
Trade, year-end review of the E-commerce and Digital Economy Agency for 2025 (moit.gov.vn,
24 December 2025).
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Vi DU/ EXAMPLE — May Hong dung bang trén 1am bdi canh: tiéu ding 9 thang 2026
tang 13,4%, kénh tryc tuyén ting nhanh. Bang khong cho biét bao nhiéu ngudi mudn ubng tra
khong duong va chip nhan gia nao; hai cau dé can dit liéu so cip.

May Hong uses the table as context: consumer spending grew 13.4% in the first 9 months of 2026 and
online is growing fast. It does not say how many people want unsweetened tea or at what price; that
needs primary data.

4.5. Nghién ctru dinh tinh, dinh lwgng va phwong phap thu thap dir liéu —

Qualitative and quantitative research and data collection methods

Tiéu chi Pinh tinh Pinh lwgng
Criterion Qualitative Quantitative
Cau hoi Vi sa0? Nhu thé nao? Bao nhiéu? Ty 1¢ bao nhiéu?
Question Why? How? How many? What share?
Nhé (6-10 ngudi mdi nhém, 10-20 Lén, tinh theo sai sb, wu tién chon
Mau cudc phong vén sau), chon c6 chit dich  ngau nhién
Sample Small (610 per group, 10-20 in-depth Large, sized by margin of error, random
interviews), chosen purposively selection preferred

Bang cau hoi cAu trac, cau hoi dong,
Cong cu Dan y thao luan, cau hoi mo thang do
Instrument Discussion guide, open questions Structured questionnaire, closed
questions, scales

Ty 1§, trung binh, so sanh nhom, suy
rong cho tong thé
Shares, means, group comparisons,

Ly do, ngon ngir ctia khach, gia thuyét

Két qua 5

Reasons, customers’ own words,
Output
hypotheses

inference to the population

Céch l1am Uu — han ché May Hong dung dé

How Strengths — limits May Hong uses it to

Pém khach cam chai roi

Ghi lai hanh vi that, Théy cai khach lam; dat lai ¢ tu mat ctra hang
Quan st khong hoi khong thay 1y do tién loi
Observation Record actual behaviour Shows what people do, not  Count shoppers who pick up
without asking why a bottle at the store chiller
and put it back

Hoi chu tap hoa vi sao

Phéng van Mot — mot, 45-60 phit,  Pao sau dong co; ton D oy I o

sau cau hoi mo thoi gian, kho so sanh Khone duon
. on
In-depth One-to-one, 45—60 Probes motives; slow, hard & &
. . . . Ask grocers why they do or
interview minutes, open questions to compare

do not stock unsweetened tea
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Phuong
phap
Method

Thao luan
nhom

Focus group

Khao sat
Survey

Thyc nghiém
Experiment

Cach lam
How

6-10 nguoi, ngudi didu
phdi, 90-120 phut

6—10 people, a moderator,
90—120 minutes

Béng hoi cdu truc: truc
tiép, dién thoai, truc
tuyén

Structured questionnaire:

face-to-face, phone, online

Thay d6i mét bién, giir
cac bién khac, so véi
nhom déi chimg

Change one variable, hold
others, compare with a
control group

Uu — han ché
Strengths — limits

Nhiéu y tuéng nhanh; dé
bi nguoi ndi nhiéu chi
phdi

Many ideas fast;, dominant
speakers can sway it

Do dugc, suy rong duoc;
cau tra 101 1a 101 tu khai
Measurable, generalisable;
answers are self-reported

Chung minh quan h¢
nhan qua; tén kém, kho
kiém soat hét

Shows cause and effect;
costly, hard to control fully

Maiy Hong dung dé

May Hong uses it to

Thu tén goi, bao bi, vi vdi
nhan vién van phong 25—
34 tudi

Test names, packaging and

taste with office workers
aged 25-34

Do y dinh mua, gia chap
nhan, kénh mua (muc 4.7—
4.9)

Measure intention,

acceptable price, channel
(sections 4.7—4.9)

So nhan “0 calo” va
“khong duong” tai 40 cua
hang

Compare “0 calorie” and
“no sugar” labels across 40
stores

Mirc chénh twong déi (lift) = (két qua nhém thir — két qua nhém déi chirng) /két

qua nhém doi chirng

(4.1)

Vi DU/ EXAMPLE — May Hong chia ngéu nhién 40 cira hang tién loi cting chudi thanh

hai nhém 20 cira hang, cing gia 15.000 dong, cung vi tri ké, ciing 4 tudn. Nhém A ding nhén
“khong duong”, nhém B dung nhan “0 calo”.
May Hong randomly splits 40 convenience stores of one chain into two groups of 20, with the same
VND 15,000 price, the same shelf position and the same 4 weeks. Group A uses a “no sugar” label,
group B a “0 calorie” label.

1. Binh quén 46 chai/cira hang/tuan & nhdm A, 52 chai & nhom B. Lift = (52 — 46)/46 =
13,0%: nhin “0 calo” ban nhiéu hon trong diéu kién thir.
Averages are 46 bottles per store per week in A and 52 in B. Lift = (52 — 46)/46 = 13.0%:
the “0 calorie” label sold more under test conditions.

2. Két luan nhan qua chi virng khi hai nhém dugc chia ngau nhién va chi khac nhau &
nhan. Néu nhém B toan ctra hang gan vin phong, chénh 1éch c6 thé do vi tri chir
khong do nhan.
The causal conclusion holds only if the groups were randomly assigned and differ only in the
label. If group B were all stores near offices, the gap could come from location, not the

label.

LOI HAY GAP / COMMON MISTAKE — Suy rong két qua thao luan nhém thanh ty 16:
“7/8 nguoi trong nhom thich vi méi, vay 87,5% thi truong sé thich”. Nhom 8 nguoi chon cé
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chu dich chi cho 1y do va gia thuyét; mubn co ty 18 phai khao sat mau da I6én.

Turning focus group results into a share: “7 of 8 people liked the new taste, so 87.5% of the market
will”. A purposive group of 8 gives only reasons and hypotheses; a share needs a large enough
sample survey.

4.6. Thang do va nguyén tac thiét ké bang cau hoi — Measurement scales and
questionnaire design principles

Thang do Tinh chét Vi du ciu héi Théng ké dwoc phép

Scale Property Example item Permitted statistics

Thanh phd; kénh mua thuong
xuyén nhat
City; main purchase channel

Tan so, ty 1€, mot
Frequency, share, mode

Danh nghia  Chi phan loai

Nominal Categories only

Co tht tu, khoang cach Tén suat uéng: 1-2,3-5,6-10, Thém trung vi, phan

Thir bac khong chic déu trén 10 lan; xép hang vi
Ordinal Ordered, gaps not known | Drinking frequency: 1-2, 3-5, 6—  Adds median,
to be equal 10, over 10 times; ranking percentiles

Khodng céch du, Likert 5 murc; thang doi nghia ~ Thém trung binh, d¢

Khoéng N Ny 1-7 “nhat — dam” léch chuan
khong c6 0 tuyét doi o ,
Interval S-point Likert, 1-7 semantic Adds mean, standard
Equal gaps, no true zero o e ., .
differential “mild — strong deviation
C6 0 that, tinh dugc ty  Gia tdi da sin sang tra; s6 chai  Moi phép tinh, ké ca
Ty 1€ sO mua mdi tuan ty sO
Ratio True zero, ratios Maximum price; bottles bought All statistics, including

meaningful per week ratios

PHAI THUQC / MEMORISE — Thang Likert do mirc dong y véi mot nhan dinh, thuong
5 murc: 1 =hoan toan khong dong ¥, 2 = khong dong y, 3 = trung 1ap, 4 = dong ¥, 5 = hoan
toan dong y. Theo quy wdc phd bién trong nghién ctru marketing, thang Likert duoc xt Iy nhu
thang khoang dé tinh trung binh; bao c4o nén kém ty 1¢ hai mire cao (top-2-box) vi d& doc
v6i nha quan tri. Thang ddi nghia (semantic differential) dat hai tinh tir trdi nghia ¢ hai dau
(nhat — dam, ré — dat).

A Likert scale measures agreement with a statement, usually on 5 levels: 1 = strongly disagree, 2 =
disagree, 3 = neutral, 4 = agree, 5 = strongly agree. By common convention in marketing research,
Likert scales are treated as interval scales so that means can be computed, reports should also give
the top-2-box share, which managers read easily. A semantic differential puts two opposite adjectives
at the ends (mild — strong, cheap — expensive).

Thir tu bang hoi: gi6i thiéu, xin dong ¥ — sang loc — ciu chinh (d& dén kho, hanh vi
trudc thai do) — nhan khau hoc (cudi phiéu, c6 cau té nhi) — cam on. Cau nao khong
phuc vu muc tiéu thi bo.

Questionnaire order: introduction, consent — screening — main questions (easy to hard,
behaviour before attitudes) — demographics (at the end, with sensitive items) — thank-you. Drop
unused items.
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Cau chwa dat Cau da stra

Poor item Revised item

Ban c6 dong ¥ rang tra khong Ban danh gi4 thé nao vé anh huong ciia
Cau dan dat dudng tot cho sirc khoe khong? tra khong duong dén stic khoe? (1-5)
Leading question Don’t you agree that unsweetened tea How do you rate the effect of unsweetened

is good for your health? tea on health? (1-5)

Ban thay vi va gia cia san pham the

Cau hoi kép nao? Téch hai cau: mot vé vi, mot vé gia
Double-barrelled What do you think of the taste and Two items: one on taste, one on price
price?

Trong 30 ngay qua, ban udng tra dong
chai bao nhiéu lan?

In the past 30 days, how many times did
vou drink bottled tea?

Ban c6 thuong ubng tra dong chai
khong?
Do you often drink bottled tea?

Tir mo hd
Vague wording

Phuong 4n chong

lan 1-3 lan; 3-5 lan; 5 lan tr& 1én 1-2; 3-5; 6-10; trén 10 lan
Overlapping 1-3; 3-5; 5 or more 1-2; 3-5; 610, more than 10
options

LOI HAY GAP / COMMON MISTAKE — Tinh trung binh cho cau do bang thang danh
nghia: ma hoéa 1 = cua hang tién loi, 2 = siéu thi, 3 = tap hoa, 4 = san TMDT roi bao “kénh
trung binh 2,4”. Con s6 d6 v6 nghia; thang danh nghia chi béo tan sb, ty 16 va mot.

Computing a mean for a nominal item. coding 1 = convenience store, 2 = supermarket, 3 = grocery, 4
= e-commerce and reporting “average channel 2.4”. The number is meaningless,; a nominal scale
reports only frequencies, shares and the mode.

4.7. Bang cau hoi khao sat mau — A4 sample survey questionnaire

Bang hoi dudi day dung cho khao sat thir cia May Hong, phong vén truc tiép hodc truc
tuyén, khoang 8 phut. Ma cau (S, Q, D) 1a ma dung khi nhap dir liéu & muc 4.9.

The questionnaire below is for Mday Hong’s pilot survey, face-to-face or online, about 8 minutes
long. The item codes (S, Q, D) are the codes used for data entry in section 4.9.

Phan A. Loi gidi thi¢u va xin dong y xir ly dir li€éu cd nhan — Part A. Introduction and
consent to personal data processing

PHAI THUQC / MEMORISE — Luat Bdo v¢ dir liéu c4 nhan 91/2025/QH15 (hiéu luc tir
01/01/2026), Biéu 9 khoan 2: “Su dong ¥ ctia chu thé dir liéu ca nhan chi c6 hiéu luc khi dwa
trén su tu nguyén va biét rd cac thong tin sau ddy: a) Loai dir liéu ca nhan duge xu 1y, muc
dich xtr ly dir li¢u c4 nhan; b) Bén kiém soat dit liéu c4 nhan hodc bén kiém soat va xu ly dir
liéu ca nhan; c) Cac quyén, nghia vu cua chu thé dix liéu ca nhan.” Piéu 9 khoan 4: “Su déng
¥ ctia chii thé dir liéu ca nhan phai bao dam cac nguyén tic sau ddy: a) Thé hién su dong ¥ dbi
v6i tiing muc dich; b) Khong dugc kém theo diéu kién bat budc phai déng ¥ voi cac muc dich
khéc véi ndi dung thoa thuén; c) Su déng ¥ ¢6 hi¢u luc cho dén khi chu thé dit liéu ca nhan
thay ddi su déng ¥ d6 hoic theo quy dinh cua phap luat; d) Sy im ling hodc khong phan hoi
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khong dugce coi 1a s dong ¥.”

Personal Data Protection Law 91/2025/QH15 (in force from I January 2026), Article 9(2) (unofficial
translation): “The data subject’s consent is valid only when it is voluntary and based on clear
knowledge of: a) the type of personal data processed and the purpose of processing; b) the data
controller or the data controller-processor, c) the rights and obligations of the data subject.” Article
9(4): “Consent must comply with the following principles: a) consent is given for each purpose, b) it
may not be conditional on consenting to purposes other than those agreed; c) consent remains valid
until the data subject changes it or as provided by law; d) silence or no response is not consent.”

Noi dung 101 giéi thiéu (doc hoic hién thi truwéc ciu S1)

Introduction (read out or shown before Si)

Xin chao anh/chi. Téi la phong van vién ctia Cong ty TNHH D6 udng May Hong. Chung toi dang
tim hiéu thoi quen udng tra dong chai dé phat trién san pham moi. Phiéu c¢6 15 cau, khoang 8 phut.
Dbay khong phai la hoat dong ban hang.

Hello. I am an interviewer for Mdy Hong Beverages Co., Ltd. We are studying bottled-tea drinking habits to
develop a new product. The questionnaire has 15 questions and takes about 8§ minutes. This is not a sales
call.

Dir lidu duge xtr 1y: ndm sinh, gidi tinh, thanh phd, nghé nghiép, khoang thu nhap va cac cau tra
10i. Phiéu khong hoi ho tén. S6 dién thoai chi ghi néu anh/chi chon ddng ¥ ¢ muc 2.

Data processed: year of birth, gender, city, occupation, income band and your answers. Your name is not
asked. A phone number is recorded only if you agree to purpose 2.

Bén kiém soat dit liéu: Cong ty TNHH D udng May Hong (dia chi, thu dién tir lién hé ghi trén
phiéu). Dit liéu chi dugc phan tich duéi dang ) téng hop; s6 dién thoai bi x6a khi két thiic du 4n.
Data controller: May H(fng Beverages Co., Ltd. (address and contact e-mail printed on the form). Data are
analysed only as aggregates, phone numbers are deleted when the project ends.

Anh/chi c6 quyén dong ¥ hodc khong dong v, rat lai su dong ¥, xem, chinh sira, yéu cau xoa dit
lidu ctia minh (Luat 91/2025 Diéu 4 khoan 1) bang cach giri yéu cau t6i dia chi lién hé trén phiéu.
Khong danh diu 6 nao nghia 1a khong dong y.

You may agree or refuse, withdraw consent, view, correct or ask for deletion of your data (Law 91/2025 Art.
4(1)) by writing to the contact on the form. Leaving a box blank means you do not agree.
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Khé
Muc dich ons

Purpose

dﬁng )

Disagree

1. Xtr Iy céu tra 11 d& phan tich két qua khao sat (bat budc dé tham
gia khao sat) (] O

1. Processing my answers to analyse the survey (required to take part)
2. Ghi s6 dién thoai dé moi tham gia mot budi thir san pham (khong

bét budc) O O

2. Recording my phone number to invite me to a product tasting (optional)

3. Nhan tin gi6i thiéu san pham ctia May Hong qua tin nhan; c6 thé
tir chdi bét ¢t lac nao (khong bét budc)

3. Receiving Mdy Hong product messages by SMS; I can opt out at any
time (optional)

Thiét ké: mdi muc dich mét dong (Diéu 9 khoan 4 diém a); muc 2, 3 khong 1a diéu kién
1am phiéu (diém b); 6 dé trong vi NP 356/2025 Piéu 6 khoan 3 cAm “thiét 1ap phuong
thire mic dinh dong ¥”’; muc 3 1a quang cdo nén phai co cach tir chdi (Luat 91/2025 Piéu
28 khoan 3); phiéu truc tuyén luu thoi diém, ndi dung da chon dé ching minh sy déng y
(ND 356/2025 Diéu 6 khoan 2).

Design: one line per purpose (Art. 9(4)(a)), purposes 2 and 3 are not conditions (point b),; boxes
are blank, as Decree 356/2025 Art. 6(3) bans a default consent method, purpose 3 is advertising,
so it needs an opt-out (Law 91/2025 Art. 28(3)), the online form logs time and choices to prove
consent (Decree 356/2025 Art. 6(2)).

Phian B. Ciu sang loc — Part B. Screening questions

Ma | Cau héi Phwong 4n va huéng din
Code | Question Options and instructions

Ghi nam. Duéi 18 hodc trén 55 tudi:

S Anh/chi sinh ndm nao? cam on, dung.
In what year were you born? Write the year. Under 18 or over 55: thank
and stop.

Anh/chi hoac nguoi trong gia dinh c6 lam viéc

trong nganh d6 udng, quang co hoic nghién
S2 ctu thi trudng khong?

Do you or anyone in your household work in

C6: cam on, ding. Khong: tiép tuc.
Yes: thank and stop. No: continue.

beverages, advertising or market research?

1. TP. H6 Chi Minh 2. Ha Noi 3. Khéc:
dirng. Kiém han ngach 100 phiéu mdi
thanh phd.

1. Ho Chi Minh City 2. Hanoi 3. Other:
stop. Check the quota of 100 per city.

Anh/chi dang sdng tai thanh phd nao?

S3
Which city do you live in?
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S4

Cau hoi

Question

Trong 30 ngay qua, anh/chi c6 udng tra dong
chai (tra xanh, tra 6 long, tra stta dong chai)
khong?

In the past 30 days, have you drunk any bottled tea
(green tea, oolong, bottled milk tea)?

Phén C. Cau héi chinh — Part C. Main questions

Q1

Q2

Q3

Q4

Q5

Q6

Cau hoi

Question

Trong 30 ngay qua, anh/chi udng tra déng chai
bao nhiéu 1an?

In the past 30 days, how many times did you drink
bottled tea?

Anh/chi mua tra dong chai thudng xuyén nhét
0 dau? (chon mot)

Where do you buy bottled tea most often? (choose
one)

Khi chon tra dong chai, cac yéu t6 sau quan
trong thé nao véi anh/chi? (bang Q3)

When choosing bottled tea, how important are the
following to you? (grid Q3)

Vui long chon muc 2 cho dong nay.
Please select level 2 on this line.

Doc mo ta: “Tra 6 long khong duong May
H@)ng, chai 450 ml, gia 15.000 déng”. Anh/chi
¢6 mua san pham nay trong thang dau tién ban
ra khong?

Read: “Mdy Hong unsweetened oolong tea, 450 ml
bottle, VND 15,000”". Would you buy it in its first
month on sale?

Muc gia cao nhét anh/chi sin sang tra cho mot
chai 450 ml 12 bao nhiéu nghin dong?

What is the most you would pay for a 450 ml
bottle, in thousand dong?

Phwong 4an va huéng din
Options and instructions

Co: tiép tuc. Khong: cam on, dimg.
Yes: continue. No: thank and stop.

Phwong an (thang do)
Options (scale)

1. 1-214n 2.3-5lan 3. 6-10 lan 4.
Trén 10 1an (thir bac)

1. 1-2 times 2. 3-5 times 3. 610 times 4.
More than 10 (ordinal)

1. Ctra hang tién lgi 2. Siéu thi 3. Tap
hoa, cho truyén théng 4. San TMDT,
ung dung giao hang (danh nghia)

1. Convenience store 2. Supermarket 3.
Grocery shop, wet market 4. E-commerce
platform, delivery app (nominal)

1 = hoan toan khong quan trong ... 5 =
rat quan trong (Likert)

1 = not at all important ... 5 = very
important (Likert)

Céu kiém tra chu y; chon khéc 2 thi loai
phiéu

Attention check; any answer other than 2
voids the form

1 = chic chan khong mua 2 =co 18
khong 3 = chwa chic 4=c618c6 5=
chic chin mua

1 = definitely not 2 = probably not 3 = not
sure 4 = probably 5 = definitely

Ghi s6 (ty 18)

Write a number (ratio)
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Ma Cau héi Phwong an (thang do)
Code Question Options (scale)

bicu gi khién anh/chi khong mudn mua san

Q7 pham nay? (cdu mo) Ghi nguyén van, ma hoa sau
What would put you off buying this product? (open = Record verbatim, code later
question)

Bang Q3: yéu to
Grid Q3: factor -
a | | | O

it duwong hoac khong duong
Low or no sugar

Gia phu hop

Affordable price 2 2 2 2 2
Vi tra dam 0 0 0 0 0
Strong tea flavour

D¢ mua gan nha, gan noi lam vi¢c 0 0 0 0 0
Easy to buy near home or work

Bao bi ba.t mat . 0 0 0 0 0
Eye-catching packaging

Thuong hiéu quen thudc 0 0 0 0 0

Familiar brand

Phéan D. Ciu nhan khau hoc va 16i cdm on — Part D. Demographics and thank-you

Ma Cau héi Phuwong an
Code | Question Options

D1 Giéi tinh 1. Nam 2. Nit 3. Khéc / khong mudn tra 1o
Gender 1. Male 2. Female 3. Other / prefer not to say
py  Dhommwoi(tinh txSI) 1. 18-24 2.25-34 3.35-44 4.45-55
Age group (from S1)
1. Sinh vién 2. Nhéan vién van phong 3. Kinh
D3 Nghé nghiép chinh doanh ti do 4. Lao dong ph thong 5. Khac
Main occupation 1. Student 2. Office worker 3. Self-employed 4.
Manual worker 5. Other
1. Dusi 10 tri¢u dong 2. 10 dén duéi 20 triéu 3. 20
dén du6i 30 tridu 4. Tir 30 triéu 5. Khong mudn
D4 Thu nhép ca nhan binh quan thang  tra 101
Average monthly personal income 1. Under VND 10 million 2. 10 to under 20 million 3.
20 to under 30 million 4. 30 million or more 5. Prefer
not to say
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Cau héi Phwong an

Question Options

S dién thoai (chi khi dong ¥ muc Ghi tach sang tép lién h¢ riéng, khong nhap cung

D5 dich 2) cau tra 101
Phone number (only if purpose 2 Kept in a separate contact file, not entered with the
agreed) answers

Loi két: “Cam on anh/chi. Mudn rut lai su d("ing v hodc xo6a dir li¢u, xin gui yéu cau dén
dia chi trén phiéu.” Phiéu chi hoi ngudi tir 18 tudi: dir lidu tré em do nguoi dai dién theo
phap luat thyc hién quyén thay (Luat 91/2025 Diéu 24 khoan 2).

Closing: “Thank you. To withdraw consent or delete your data, write to the address on the

form.” Only people aged 18 and over are surveyed: for children, a legal representative exercises
their rights (Law 91/2025 Art. 24(2)).

4.8. Chon miu va c¢& miu — Sampling and sample size

PHAI THUQC / MEMORISE — Tong thé 1a toan bo ddi twong can nghién ciru (ngudi
ubng tra dong chai 1855 tudi tai hai thanh phd). Khung miu 1a danh sach dé rat mau (danh
sach thanh vién, danh sach cira hang). Pon vi miu 13 phan tir dugce chon (mot ngudi, mot cira
hang). Chon miu xac suit: mdi phin tir c6 x4c suit duoc chon biét trudc va 16n hon 0, tinh
dugc sai s6. Chon miu phi xdc suat: ngudi nghién ctru tw chon, khong tinh duoc sai sé theo
1y thuyét xac suét.

The population is everyone to be studied (bottled-tea drinkers aged 18-55 in the two cities). The
sampling frame is the list the sample is drawn from (a membership list, a store list). The sampling
unit is the element chosen (a person, a store). Probability sampling: every element has a known, non-
zero chance of selection, so the margin of error can be computed. Non-probability sampling: the
researcher chooses, and the margin of error cannot be computed from probability theory.

Nhom Phwong phap Cach chon Vi du Viét Nam
Group Method How Viethamese example
i Ngau nhién don Lo, x 300 nguoi tur 8.000 thanh
Xac suat gign Boc tham tir khung mau vién £
Probabili Random d th
rORABIIL " Simple random andom draw from the frame 300 of 8,000 members
- Madi phan tir thir k sau diém MBoi cira hang thir 10 tron
Hé thél’lg A b X oR g =
. dau ngau nhién 2.000
Systematic
Every k-th after a random start Every 10th of 2,000 stores
o Chia tAng, chon ngau nhién Tién loi, siéu thi hoé
Phan ting X g ¢ g en (?.1, sicu thi, tap hoa
Stratified trong tung tang Convenience, supermarket,
Strata, random draws in each grocery
Chon ngau nhién cum, héi ca
Cum cum 20 toa nha van phong
Cluster Random clusters, survey all in 20 office buildings

them
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Nhom Phwong phap Cach chon Vi du Viét Nam
Group Method How Viethamese example

Phi x4 4 o ok f A Link khao sat trong nhém
1 xac suat Thuén tién Ai dé¢ tiép can thi hoi ) £
Non- . . 16p
. Convenience Whoever is easy to reach o
probability Survey link in a class group
Phén doan Chon ngudi am hiéu 10 chu tap hoa lau nam
Judgement Pick knowledgeable people 10 long-standing grocers

D chi tiéu theo dic diém, tu

Han ngach hon neudi 100 phiéu mdi thanh phd
Quota ¢ .(') g ) 100 forms per city
Fill trait quotas, pick freely
£ Nguoi tra 101 gidi thi¢u nguoi .
Qua bong tuyet j Nhém chay bo
Snowball sau Running clubs

Respondents refer others

Ué6c lugng mot ty 1é bang mAu ngiu nhién: z Gng v4i d6 tin cay (1,645 cho 90%; 1,96
cho 95%; 2,576 cho 99%), p 1a ty 1& dy kién (chua biét thi 1dy 0,5), e 1a sai s6 cho phép.
Két qua ludn 1am tron Ién.

To estimate a proportion from a random sample: z matches the confidence level (1.645 for 90%,
1.96 for 95%, 2.576 for 99%), p is the expected share (0.5 if unknown), e the margin of error.
Always round up.

n=1z>-p(1—p)/e? (4.2)
n'=n/[1+ (n—1)/N]  (tébng thé hitu han N) (4.3)
e=z-V[p(1-p)/n] (44)
Do tin cay 90% (z = Are A o _ Do tin cay 99% (z =
Sai s6 1,645) ]1)3 ;;n cay 95% (2 2,576)
Margin e 90% confidence (z = ’ o ST 99% confidence (z =
1.645) 95% confidence (z = 1.96) 2.576)
1.068 1.844
)
3% 752 1,068 1,844
1.037
)
4% 423 601 1037
5% 271 385 664
6% 188 267 461
7% 139 196 339
8% 106 151 260
10% 68 97 166

Bang tinh v&i p = 0,5 bang doan ma:
Table computed with p = 0.5 by the code:
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import math
Z = {90: 1.645, 95: 1.96, 99: 2.576}
def co mau(e, p=0.5, z=1.96):
return math.ceil (round (math.prod([z, z, p, 1 - pl) / e / e, 9))
for e in [0.03, 0.04, 0.05, 0.06, 0.07, 0.08, 0.10]:
print (e, [co mau(e, z=Z[c]) for c in (90, 95, 99)1])

Do tin cay
99%
— 95%
—_— 90%

1.500 1

C6 mau n
—
=
S
S
1

n=200: e = 6,9%
500 - °

3 4 5 6 7 8 9 10
Sai s6 cho phép e (%)

Hinh 4.3. C& méu theo sai s6 cho phép (p = 0,5): giam sai s6 mot nira thi ¢& mau ting bdn lan
Figure 4.3. Sample size by margin of error (p = 0.5). halving the margin quadruples the sample

VI DU/ EXAMPLE — Ba bai tinh ¢& mau cho May Hong (d6 tin ciy 95%).
Three sample size calculations for May Hong (95% confidence).

1. Chua biét ty 1€, sai s6 +5%: n = 1,96 x 0,25/0,05> = 384,16, lam tron 1én 385.
Proportion unknown, margin £5%: n = 1.967 x 0.25/0.05? = 384.16, rounded up to 385.

2. Khao sat thtr cho p = 0,3: n= 1,962 x 0,3 x 0,7/0,05% = 322,69, lam tron 1én 323. Biét
trude p khac 0,5 thi can it phiéu hon.
The pilot gives p = 0.3: n = 1.96% x 0.3 % 0.7/0.052 = 322.69, rounded up to 323. Knowing
that p differs from 0.5 means fewer questionnaires.

3. Khao sat 1.500 dai Iy cia May Hong (tong thé nho): n' = 384,16/[1 + 383,16/1.500] =
306,00, 1am tron 1én 306.

Surveying Mdy Hong’s 1,500 dealers (a small population): n' = 384.16/[1 + 383.16/1,500]
= 306.00, rounded up to 306.

4. Ngan sach chi da 200 phiéu: theo (4.4), e = 1,96 x V(0,25/200) ~ 6,9%. May Hong goi
day la khao sat thu, dung dé dinh hudng va soan lai bang hdi, chua dung dé chot
quyét dinh.

The budget covers only 200 forms: by (4.4), e = 1.96 x N(0.25/200) ~ 6.9%. Mdy Hong calls
it a pilot, used to give direction and refine the questionnaire, not to make the final decision.

LOI HAY GAP / COMMON MISTAKE — Cho rang ¢& mau phai ty 18 vé6i tong thé, vi du
“TP. H6 Chi Minh d6ng dan hon Da Ning nhiéu 1an nén phai khao sat nhiéu 1an hon”. Véi
téng thé 16n, c& mau gan nhu chi phu thudc z, p, e: 385 phiéu cho +5% & cé hai thanh phé.
Hiéu chinh (4.3) chi lam giam c¢& mau khi tong thé nhoé (vai nghin trd xubng).
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Believing sample size must be proportional to the population, e.g. “Ho Chi Minh City is many times
larger than Da Nang, so it needs many times more interviews”. For a large population, sample size
depends almost only on z, p and e: 385 for £5% in either city. Correction (4.3) reduces the sample
only for small populations (a few thousand or fewer).

LOI HAY GAP / COMMON MISTAKE — Tin rang mau 16n thi dai dién. 5.000 phiéu tra
101 tir mot bai dang trén trang mang xa hoi ctia doanh nghiép van 1a mau thuan tién: chi gdm
nguoi theo ddi trang, thudng da thich thuong hiéu. Cong thire (4.2) chi dung véi mau xac
SUAt.

Believing a big sample is representative. 5,000 replies to a post on the firm’s social media page are
still a convenience sample: only page followers, who usually like the brand already. Formula (4.2)
holds only for probability samples.

4.9. Xir ly, phan tich va trinh bay két qua — Processing, analysing and presenting

results

Xt 1y gébm: kiém tra phiéu (loai phiéu sai cau Q4), ma héa (gom ciu md Q7 thanh
nhém), nhap liéu (mdi dong mot phiéu, mdi cot mot bién), 1am sach (gia tri ngoai mién,
dong trung). Thang danh nghia, thir bac ding bang tan sd; thang khoang, ty 1¢ dung trung
binh, d6 1éch chuén; so sanh nhom dung bang chéo.

Processing means editing (drop forms failing O4), coding (grouping open answers to Q7), data
entry (one row per form, one column per variable) and cleaning (out-of-range values,
duplicates). Nominal and ordinal scales use frequency tables, interval and ratio scales use
means and standard deviations, group comparisons use cross-tabs.

B0 dir li€u khao sat thir 200 phiéu hop 1€ tao béng numpy, hat giéng ¢ dinh 2026; chay
lai ra dtng sb.

The pilot data set of 200 valid forms comes from numpy with the fixed seed 2026, reruns give the
same figures.

import numpy as np

P Q3 = [

'it duong', [0.02, 0.05, 0.12, 0.33, 0.48]),
'gia', [0.03, 0.08, 0.2, 0.36, 0.331]),

'vi', [0.04, 0.1, 0.24, 0.37, 0.25]),

'de mua', [0.02, 0.06, 0.17, 0.4, 0.35]

'bao bi', [0.1, 0.25, 0.35, 0.22, 0.08]

(
(
(
( ),
( ),
('thuong hieu', [0.07, 0.16, 0.33, 0.3, 0.14]),

Y DINH = { # x&c sudt mtc 1-5 cua Q5 theo nhém tudi
0: [0.04, 0.08, 0.2, 0.4, 0.28],
1: [0.05, 0.1, 0.25, 0.38, 0.22],
2: [0.08, 0.15, 0.32, 0.3, 0.15],
33 [0.12, 0.2, 0.35, 0.23, 0.1],

rng = np.random.default rng(2026)

n = 200

tp = rng.permutation (np.repeat ([0, 1], 100)) # han ngach 100/100
gt = rng.choice (3, size=n, p=[0.44, 0.53, 0.03])

tuoi = rng.choice (4, size=n, p=[0.30, 0.40, 0.20, 0.10])

gl = rng.choice (4, size=n, p=[0.24, 0.36, 0.25, 0.15])

g2 = rng.choice (4, size=n, p=[0.39, 0.16, 0.19, 0.26])

g3 = {k: rng.choice(5, size=n, p=p) + 1 for k, p in P Q3} # 6 cdu Likert
g5 = np.array([rng.choice(5, p=P_Y DINH[a]) + 1 for a in tuoi])

g6 = np.clip(np.round(rng.normal (16, 3.2, size=n)), 8, 30) # nghin ddng
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Bang thn s6 — Frequency tables

Q1. S6 lan udng trong 30 ngay | Tén sb Ty 1é Ty 18 liy ké
QI. Times drunk in 30 days Frequency Share Cumulative share

1-2 lan 36 18,0% 18,0%
1-2 times 18.0% 18.0%
3-5 lan - 34,0% 52,0%
3-5 times 34.0% 52.0%
6-10 lan 59 29,5% 81,5%
610 times 29.5% 81.5%
Trén 10 lan . 18,5% 100,0%
More than 10 times 18.5% 100.0%
Tong 200 100%

Total

Q2. Kénh mua thwong xuyén nhét TAn sb Ty 1€
2. Main purchase channel Frequency Share
Cua hang tién lgi 69 34,5%
Convenience store 34.5%
Siéu thi 25 12,5%
Supermarket 12.5%
Tap hoa, chg truyén théng 43 21,5%
Grocery shop, wet market 21.5%
San TMDT, tng dung giao hang 63 31,5%
E-commerce platform, delivery app 31.5%
Tong 200 100%

Total

Q1 1a thang thir bac nén doc theo liiy ké: 52,0% nguoi udng khong qua 5 1an mot thang;
nhom udng trén 10 1an chiém 18,5%. Q2 1a thang danh nghia: kénh thuong xuyén nhat 1a
ctra hang tién 1oi (34,5%), tiép theo 1a san tmdt, tmg dung giao hang (31,5%). Khong tinh
“kénh trung binh”.

Q1 is ordinal, so read it cumulatively: 52.0% drink bottled tea at most 5 times a month, those
drinking more than 10 times make up 18.5%. Q2 is nominal: the main channel is the
convenience store (34.5%), followed by the e-commerce platform, delivery app (31.5%). No
“average channel” is computed.
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Hinh 4.4. Kénh mua tra dong chai thuong xuyén nhét (Q2), khao sat thir May Hong, n = 200
Figure 4.4. Main purchase channel for bottled tea (Q2), Mdy Hong pilot survey, n = 200

Pi¢m trung binh thang Likert — Likert mean scores

k=X (k-f)/n, top-2-box= (fs+ f5)/n (4.5)
Q3. Yéu té Trung binh Do 1éch chuin
. . T _2_

it duong hoac khong duong 4,21 1,01 80,0%
Low or no sugar 4.21 1.01 80.0%
Dé mua gﬁn nha, gén noi lam viéc 3,96 0,95 72,5%
Easy to buy near home or work 3.96 0.95 72.5%
Gia phu hop 3,93 1,02 70,0%
Affordable price 3.93 1.02 70.0%
Vi tra dam 3,64 1,11 59,5%
Strong tea flavour 3.64 1.11 59.5%
Thuong hiéu quen thugc 3,34 1,11 46,5%
Familiar brand 3.34 1.11 46.5%
Bao bi bt mit 2,88 1,06 26,5%
Eye-catching packaging 2.88 1.06 26.5%

“ft duong hodc khong duong” ding dau (4,21; 80,0% chon muc 4-5); “bao bi bit mat”
thap nhat (2,88), dudi muc trung 1ap 3. Do léch chuan khoang 1 diém: y kién phan tan,
khong doc riéng trung binh.

“Low or no sugar” ranks first (4.21; 80.0% choose 4-5); “eye-catching packaging” is lowest

(2.88), below the neutral 3. Standard deviations near 1 show spread-out views, so the mean is
not read alone.
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It duong hodc khong duong 421 (do léch chuan 1,01)

D& mua gan nha, gan noi lam viéc 3,96 (d6 léch chudn 0,95)

Gia pht hop 3,93 (d6 léch chuén 1,02)
Vi tra dam 3,64 (d6 léch chuan 1,11)
Thwong hiéu quen thudc - 3,34 (d6 léch chudn 1,11)
Bao bi bt mét - 2;,88 (d léch chuén 1,06)
I ; ; ; ;

Diém trung binh (1 = khéng quan trong ... 5 = rét quan trong)

Hinh 4.5. Mirc quan trong trung binh ctia 6 yéu t6 khi chon tra dong chai (Q3, thang 1-5, n =
200)
Figure 4.5. Mean importance of 6 factors when choosing bottled tea (03, 1-5 scale, n = 200)

Y dinh mua va bang chéo theo nhém tuéi — Purchase intention and cross-tabulation by
age group

Q5. Y dinh mua Tén s6 Ty 1€
Q5. Purchase intention Frequency Share

1. Chéc chan khéng mua 15 7,5%
1. Definitely not 7.5%
2. Co 1¢& khong 27 13,5%
2. Probably not 13.5%
3. Chua chéc 16 23,0%
3. Not sure 23.0%
4.Co 1€ co 65 32,5%
4. Probably 32.5%
5. Chic chan mua 47 23,5%
5. Definitely 23.5%
Trung binh 3,51

Mean 3.51

Top-2-box (muc 4-5) 112 56,0%

Top-2-box (levels 4-5) 56.0%

Ty 1€ ¢6 y dinh mua (top-2-box) 1a 56,0%. Theo (4.4) véi p = 0,56, n = 200: e = 1,96 x
\/(0,56 % 0,44/200) = 6,9%, khoang tin cay 95% tir 49,1% dén 62,9%. Y dinh mua tu khai
thuong cao hon hanh vi mua that, nén khi du bdo doanh ) nguoi ta chiét khau ty 1€ nay.
The share intending to buy (top-2-box) is 56.0%. By (4.4) with p = 0.56, n = 200: e = 1.96 %
N0.56 % 0.44/200) = 6.9%, a 95% confidence interval from 49.1% to 62.9%. Stated intention
usually exceeds actual buying, so sales forecasts discount this share.
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Nhém tudi Mirc 1-2 Mirc 3 Mirc 4-5 T
Age group Levels 1-2 Level 3 Levels 4-5 P
13

18-24 64 13 38 iz.’j;f
25-34 76 13 15 48 2}7,220/4,
35-44 42 10 13 19 jizzo/A)
45-55 18 6 5 7 15990/4,
;ftrcllfl; 200 42 46 112 i?(());io

Y dinh mua giam theo tudi: 63,2% & nhom 25-34, 38,9% & nhom 45-55. Nhoém 45-55
chi c6 18 nguoi, sai s6 khoang £23 diém phan trim, nén chi 1a goi y. Nhém 18-34 (140
ngudi) 1a tng vién thi trudng muc tiéu, can khang dinh bang khao sat chinh thirc.

Intention falls with age: 63.2% among 25-34s, 38.9% among 45-55s. The 45-55 group has only
18 people, a margin of about £23 percentage points, so it is only a hint. The 18-34 group (140
people) is a candidate target market, to be confirmed by the full survey.

B | Chic chin khong 2 3 4 B 5 Chic chin mua
18-24 tudi - T2B 59.4% (n=64)
25-34 tudi _ T2B 63,2% (n=76)
35-44 tudi - T2B 452% (n=42)
45-55 tudi - T2B 38,9% (n= 18)
0 25% 50% 75% 100%

Hinh 4.6. Phan bd y dinh mua tra 6 long khong dudng theo nhom tudi (Q5 x D2), n = 200
Figure 4.6. Intention to buy unsweetened oolong tea by age group (Q5 x D2), n = 200

Gia sin sang tra — Willingness to pay

Q6 1a thang ty 1&: trung binh 15,79 nghin dong, trung vi 16,0, do léch chuan 3,09, tir 8
dén 24. 66,0% chap nhan tir 15 nghin dong; hon mot phan ba dit tran dudi muc gia dy
kién.

06 is a ratio scale: mean 15.79 thousand dong, median 16.0, standard deviation 3.09, range 8—

24. 66.0% accept 15 thousand dong or more; over a third set their ceiling below the planned
price.
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304

gi4 du kién 15
251 trung binh 15,8

20 1

15 4

Sé nguoi

10

|

8 10 12 14 16 18 20 22 24 26
Gié téi da sn sang tra cho mot chai 450 ml (nghin df”)ng)
Hinh 4.7. Phin b gi4 tdi da sin sang tra cho mét chai 450 ml (Q6, n = 200)
Figure 4.7. Distribution of the maximum price for a 450 ml bottle (06, n = 200)

LOI HAY GAP / COMMON MISTAKE — Doc chénh Iéch giita cac nhém nho nhu két
luan chic chan: “nhém 45-55 tudi khong thich san phidm”. Vi 18 ngudi, khoang tin ciy cua
ty 18 rong gan £23 diém phan trim. Bao cdo phai ghi n ctia timg nhom va chi két luan khi
chénh 1éch 16n hon sai .

Reading gaps between small groups as firm conclusions.: “people aged 45-55 dislike the product”.
With 18 people, the confidence interval of the share is nearly =23 percentage points. Reports must
give n for each group and conclude only when a gap exceeds the margin of error.

4.10. Bao cao nghién ctru, dao dirc nghién ciru va bao vé dir li€u ca nhan caa
ngwoi tra loi — Research reports, research ethics and protection of respondents’ personal
data

Béo cao gdm: tom tat 1 trang cho nha quan tri; muyc tiéu, phwong phap (ddi tuong, chon
mau, n, thoi gian, sai sé); két qua theo tung muc ti€u; han ché; khuyén nghi; phu luc
(bang hoi, s6 liéu). Mdi bang ghi n va cau gdc.

A report has a one-page executive summary, objectives and method (population, sampling, n,

dates, margin), findings by objective; limitations; recommendations, appendices. Every table
states n and the original item.

Vi DU/ EXAMPLE — Tém tit cho ban giam doc May Hong: “56,0% nguoi udng tra dong
chai 18-55 tudi tai hai thanh phé c6 ¥ dinh mua (khéo sat thir, n = 200, sai s6 +6,9 diém phan
tram); it duong 1a yéu td quan trong nhét; 66,0% chip nhan gia tir 15.000 dong; y dinh cao
nhit & nhom 25-34 tudi. Khuyén nghi: khao sat chinh thire 385 phiéu mdi thanh phd, thir
nhan tai ctra hang tién lgi trudc khi tung.”

Summary for Mdy Hong’s board: “56.0% of bottled-tea drinkers aged 1855 in the two cities intend
to buy (pilot survey, n = 200, margin £6.9 percentage points); low sugar is the most important factor;
66.0% accept a price of VND 15,000 or more; intention is highest among 25—34s. Recommendation: a
full survey of 385 per city and a label test in convenience stores before launch.”
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Nguyén tic dao dirc nghién ctvu — Principles of research ethics
« Ty nguyén, biét ré: biét ai hoi, hoi dé 1am gi, duogc tir chdi hodc dimng giira chimng.
Voluntary, informed: respondents know who asks and why, and may refuse or stop.
« Khong ban hang dwéi danh nghia nghién ciru: goi “khao sat” rdi chao mua 1a lira
nguoi tra 1oi.
No selling under the guise of research (sugging): a “survey” call that turns into a pitch
deceives respondents.

« Trung thye: khong bo phiéu bét lgi, khong doi cach tinh cho s6 dep; cong bd n va sai
sO.
Honesty: do not drop unfavourable forms or bend the calculation; publish n and the margin.
« Ti thiéu héa, bao mat: chi hoi dit lidu can thiét, tach thong tin lién hé, x6a khi xong
muc dich.
Minimisation, security: ask only what is needed, separate contact details, delete when done.

Khung phap ly khi thu thap dir li€u ngwoi tra 106 — Legal framework for collecting
respondents’ data

PHAI THUQC / MEMORISE — Luét 91/2025/QH15, Diéu 2 khoan 1: “Dit liéu c4 nhan 1a
dit liéu sd hodc thong tin dudi dang khac xac dinh hodc giup xac dinh mét con ngudi cu thé,
bao gém: dir liéu ca nhan co ban va dit liéu ¢4 nhan nhay cam. Dir 1i€u ca nhan sau khi khir
nhéan dang khong con 1a dir li€u ca nhan.” Diéu 11 khoan 1: “Dix liéu c4 nhan dugce thu thap
phai dugc su ddng ¥ ciia chit thé dit liéu ca nhan trude khi thu thap, trir trudng hop phap luat
c6 quy dinh khéc.”

Law 91/2025/QH15, Article 2(1) (unofficial translation): “Personal data are digital data or
information in another form that identify or help identify a specific person, including basic personal
data and sensitive personal data. Personal data that have been de-identified are no longer personal
data.” Article 11(1): “Personal data must be collected with the data subject’s consent before
collection, unless the law provides otherwise.”

Viéc trong du an .
Can cr

Source

nghién ciru
Research task

“Chi dugc thu thap, xir 1y dir liéu ca nhan dung
Chi héi dit liéu can cho  pham vi, myc dich cy thé, rd rang, bao dam

. N IR Luét 91/2025 Diéu 3
muc tiéu tuan thu quy dinh cua phap luat.” Kkhodn 2
Ask only for data th 5. ithi
S‘. on.y_for ata the Data. rftay be collected andprocew.ed .only v.wthm a1 aw 9172025 Art. 32)
objectives need specific, clear scope and purpose, in line with the
law.

Biét 6 loai dir liéu, muc dich, bén kiém soat,

Xin dong y trudc khi T N ) Luat 91/2025 Diéu 9
hoi quyfn, drong y tung muc dich; im lang khong khodn 2, 4

Get consent before 1:fg1(f)nri§dyofdata > Her. riehts: Law 9172025 Art. 9(2),
asking 1 pe, purpose, controller, rignts, )

consent per purpose; silence is not consent
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