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Tom tit: Nghién ciru dp dung phirong phdp khdo sdt dinh liong 300 khéch hang sir dung dich vu tai qudn ca phé hoc
bai tai Ha Néi va thanh pho Ho Chi Minh. Ly thuyét gid tri cam nhdn dwoc dp dung nham phdn tich cdc yéu té anh hwéng
dén hanh vi mua lai va quang bd truyén miéng cia khach hang doi véi quén ca phé hoc bai bao gom: Gid tri lap dat; Gid
tri nhén vién; Gid tri chat lwong, Gia tri cam xuc; Nhdn thirc gid cd va Anh hwong xd hoi. Phan mén SMART PLS4 dwoc
diing dé phan tich dit liéu thu dwoc. Két qud cho thdy Gid tri ldp dat anh huwong manh nhdt dén Hanh vi mua thuc té, tiép
theo la Gid tri chdt lwgng. Nhitng phdt hién nay cung cdp co so khoa hoc va khuyén nghi thuec tién cho cdc qudn ca phé
hoc bai trong viéc cai thién chat lwong dich vu, tir do gia tang ty ¢ khach hang quay lai va cung ¢6 loi thé canh tranh trén
thi truong.

Tir khéa: ca phé hoc bai, gid tri cam nhdn, hanh vi mua lai, qudng ba truyén miéng.
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Abstract: This study applies a quantitative survey method with 300 customers who use study café services in Hanoi and
Ho Chi Minh City. The theory of perceived value is utilized to analyze the factors influencing customer repurchase behavior
and word-of-mouth promotion toward study cafés. These factors include: Installation Value, Staff Value, Quality Value,
Emotional Value, Price Perception, and Social Influence. The SMART PLS4 software is used to analyze the collected data.
The results show that Installation Value has the strongest impact on Actual Purchase Behavior, followed by Quality Value.
These findings provide a scientific basis and practical recommendations for study cafés to improve service quality, thereby

increasing customer return rates and strengthening competitive advantage in the market.
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I. PAT VAN PE

Mo hinh quan ca phé hoc bai két hop kinh
doanh d6 uéng véi khong gian hoc tap dang tro
thanh xu hudng tai Viét Nam tir nam 2024. Méc
du m&i xuét hién, loai hinh nay da nhanh chong
lan rong va thu hat dong dao gidi tré. Tuy nhién,
trong bdi canh thi truong ca phé bao hoa, cac quan
ca phé hoc bai phai ddi mat voi sy canh tranh
tor nhitng thuong hiéu 16n nhu Trung Nguyén
E-Coftee, Highlands, The Coffee House, khi ho
ciing tich hop khong gian hoc tap vao hé thong
ctia minh. Ngoai ra, cdc quan con phai canh tranh
v61 nhitng doanh nghiép méi tham gia thi truong
nhan thay tiém nang cia mo hinh nay.

Nghlen clru nay s dung Iy thuyét gla tri cam
nhan dé tim ra cac yéu td tac dong dén hanh vi
quay lai va quang ba truyén miéng ctia khach hang.

Phan bién: 11/06/2025

Duyét dang: 14/06/2025

Qua d6, dua ra khuyén nghi gitip cac quan nang
cao stc canh tranh, gitr chan khach hang va phat
trién bén viing.

II. NOI DUNG NGHIEN CUU

2.1. Co s& ly thuyét

Tai Viét Nam, nhiéu nghién ctru da chi ra rang
khong glan chat lwong dich vu, gia ca va vi tri 1a
nhitng yéu td quan trong anh huéng dén lya chon
quan ca phé cua sinh vién, dac biét 1a cac quan ca
phe hoc tap (co-study cafe) Tuy nhién, van con
thiéu cac nghién ctru sau vé mdi quan hé giita gia
tri cam nhén va long trung thanh cia khach hang.
Nghién ctru ndy nham danh gia tac dong cua gia
tri cam nhan dén sy hai long va hanh vi tiéu dung
1ap lai cta sinh vién, tor d6 dua ra khuyén nghi
thyc tién gitp cac quan ca phé giit chan khach
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hang va nang cao loi thé canh tranh.

Mo hinh nghién ctru két hop Ly thuyét Hanh vi
Du dinh (TPB) ctia Ajzen (1991) va mo6 hinh Gia
tri cam nhan GLOVAL cua Sanchez et al. (2006)
gém sau thanh phﬁn: gia tri lép dat, nhan su, chuc
ndng, gia cd, cam xuc va xa hoi. TPB gidi thich
hanh vi con nguoi dua trén thai do, chuin muc
chu quan va kiém soat hanh vi cam nhan, da duoc
mg dung hiéu qua trong nhiéu nghién ctru hanh
vi khach hang tai quén ca phé. Bang céch sir dung
hai md hinh nay, nghién ctu hy vong sé lam rd
vai trd cua gia tri cdm nhan trong viéc hinh thanh

Personnel Value (PE)) ( Social Influence (S1) Es‘ab["":’é“se)”‘ Value

hanh vi trung thanh ctia sinh vién d6i voi cac quan
ca phé hoc tap.

Nhom nghién ciru da d& xuat mo hinh nghién
ctru voi cac bién sau:

Bién ddc lap: Gia tri cam nhéan (bao gom 6
nhom: Gia tri lép dat, Gia tri nhan sy, Gia tri chirc
nang, Gia tri tinh theo gia cd, Gi tri cam xuc, Anh
hudng xa hoi)

Bién trung gian: Sy hai long ctia khach hang

Bién phu thudc: Hanh vi mua lai, Quang ba
truyén miéng

Price Perception (PR)

Emotional Value (EV) FU"VCE‘I'::'(?E':)"‘Y

> —

|

Customer’s
/ Satisfaction (SA)

Repeat Purchase
Behavior (RPB)

Word of Mouth
Promotion (WOM)

Hinh 1: M hinh nghién ctru dé xuit

2.2. Phuwong phap nghién ciru

Nghién ctru nay nham danh gia mac d6 anh
huong cua gié tri cdm nhan Ién hanh vi cua khach
hang ddi v6i quan ca phé hoc bai. Bé dam bao do
tin cdy va chinh xac cua két qua, phuong phap
nghién ctru dinh lugng duoc &p dung thong qua
bang cau hoi khao sat c6 cdu trac. Quy trinh
nghién ctru dugc thuc hién theo cac budce sau:

Budc 1: Thiét ké nghién ciru va thiét ké mau

Nghién ctru &p dung phuong phép nghién ctu
dinh lugng duoc trién khai thong qua khao sat voi
bang cau hoi ¢6 cdu trac nham do luong cac bién
s6 chinh. Dbi twong nghién ciru 1a ngudi tré ¢ do
tudi tir 18 - 22 sdng tai Ha Noi va H6 Chi Minh c6
trai nghiém hoc tap va lam viéc tai cdc quan quan
ca phé hoc tap. Nghién ctru sir dung phuong phap
chon mau c6 chu dich két hop véi chon mau thuan
tién, voi kich thude mau duoc xac dinh dua trén
cac nghién ciru trudc day va cac tiéu chi thong ké
nham dam bao do tin cay va tinh dai dién ctia mau.

Budc 2: Nghién ctu dinh luong so bo

Mot khao sat thtr nghiém dugc thuc hi¢n bﬁng
phuong phap chon mau thuan tién, thu thap dugc
27 phan hoi, trong d6 23 phan hdi hop 1€ (ty 1¢ phan
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hoi hop 18 dat 85%). Giai doan nay giup diéu chinh
cac bién, chuan hoa thut ngir va khic phuc 15i dién
dat truGe khi trién khai khao sat chinh thic.

Budc 3: Nghién ctru dinh lugng chinh thuc

Khao sat chinh thirc duoc tién hanh véi 300
sinh vién. Két qua thu duoc 250 phan hoi hop 1€,
dat ty 1¢ phan hdi hop 1¢ 83%. Dit liéu dugc phan
tich bang SmartPLS 4.

Budc 4: Phan tich dit liéu va kiém dinh gia thuyét

Dir liéu thu thap duoc kiém tra va phan tich
bang SmartPLS 4. Cac phuong phap phén tich
bao gom: kiém dinh d tin cdy Cronbach’s Alpha,
phan tich nhan t6 khang dinh (CFA), va m hinh
ciu tric SEM nham kiém dinh mé hinh Iy thuyét,
danh gia do tin cay thang do, xac nhan tinh hop 1¢
ctia cac nhan t, ddng thoi xac dinh muc do anh
hudng ciia cac bién nghién ciru dén hanh vi cua
nguoi tiéu dung.

2.3. Két qua va thio luin

2.3.1. Két qua nghién ctru

Dit liéu duoc thu thap bang phuong phap chon
mau c6 chu dich va thuan tién thong qua bang cau
hoi khao sat. Phan 16n nguoi tham gia khao sat
1a nit, chiém 80,3 % tong mau. Ngoai ra, 92,6 %



TAP CHI TAM LY - GIAO DUC

s6 nguoi duoc hoi sdng ¢ mién Bic va 7,4% dén
tir mién Nam. Hon 77% s ngudi duge hoi c6 do
tudi tir 18 - 22 tudi. Phan 16n ngudi tiéu dung c6
tan sudt mua sim my pham hang thang 2 - 5 lan
(57,7%), trong khi 72,9% ngudi tham gia chi tiéu
tr 100.000 - 200.000VND cho cac quan ca phé
hoc tap quan ca phé hoc tap.

2.3.2. Panh gia d§ tin ciy ciia thang do bing
Cronbach’s Alpha

Nghién clru st dung muoi thang do khai niém,
bao gém bay thang do cho cac thanh phan ciia
Gid tri cdm nhén, mdt thang do cho Thai do cua
Nguoi tiéu dung, mot thang do cho Hanh vi mua
lai, mot thang do cho Su hai long va mdt thang
do cho Quang ba truyen miéng. Két qua phén tich
cho thiy tit ca cac hé sb tuong quan bién tong da
hiéu chinh déu 16n hon 0.3 va tit ca cac gia tri
Cronbach’s alpha déu 16n hon 0.6. Nhing két qua
nay xac nhan rang cac thang do dap tmg tiéu chi
do tin cay.

2.3.3. Phén tich nhan t6 khing dinh (CFA)

Két qua phan tich nhan té khang dinh (CFA)
cho tét ca cac thang do déu dat do tin cay va gia tri
hdi tu. Cu thé, gia tri d6 tin cay téng hop (CR) dao
dong tir 0.852 dén 0.959 , vuot ngudng 0.7, dam
béo tinh nhét quén ndi tai cua thanh do. Tuong tu,
gia tri phuong sai trich (AVE) dao dong tir 0,532
dén 0,702, déu 16n hon 0.5, khang dinh gia tri hoi
tu cua cac thang do. Cac yéu té chinh bao gom
Gia tri lép dat, Gia tri nhan sy, Gid tri chic nang
(hay chét luong), Gia tri tinh theo gia ca, Gia tri
cam xtc, Gié tri xa hoi,Su hai long, Hanh vi mua
lai, Quang ba truyén miéng. Két qua niy xac nhan
tinh hop 1€ cta thang do, lam co s& cho céc phan
tich tiép theo.

2.3.4. Phan tich phwong trinh ciu tric
(SEM)

Nghién ctru nay su dung k¥ thudt Bootstrapping
trong SmartPLS4 v&i 5.000 mau. Theo Hair et al.
(2021), gia tri p cho cac gia thuyet nho hon 0,05
cho thiy mdi quan hé dang ké & muc do tin cdy
95%. Cac két qua dugc trinh bay trong Bang 4.8
cho thiy rang tat ca cac gi tri p cho cac gia thuyét
déu duoc hd trg voi ¥ nghia cao (p < 0,05). Do do,
tat ca cac gia thuyét déu dwoc chap nhan.

Tac dong cua cac bién doc lap ddi véi cac bién
phu thudc dugce danh gid bang cach sir dung hé
s6 beta (B), dugc hién thi trong cot Mau gbe (O).
Céch giai thich nhu sau:

Hé s6 p duong — Bién doc 1ap co tac dong tich
cuc dén bién phu thudc.

Hé sb B am — Bién doc 1ap co6 tac dong tiéu
cuc dén bién phu thudc.

IB| > 0,5 — Tac dong manh.

0.3 <|B| £ 0.5 — Tac dong vira phai.

IB| < 0.3 — Tac dong yéu.

Két qua cho thiy cac tac dong thuong tir trung
binh dén manh. Gia tri cam nhan c6 tac dong manh
mé& dén sy hai long ciia khach hang vai hé s6 beta
la 0,684. Ngoai ra, Sy hai long cua khach hang
(SA) c6 tac dong manh m& dén Hanh vi mua hang
lap lai (RPB) (B = 0,636) va Quang cio truyén
miéng (WOM) (B = 0,623), cho thdy sy hai long
cua khach hang dong vai tro trung gian manh mé
trong mo hinh nay.

Phan tich trung gian

Bién trung gian Sy hai 10ng cta khach hang
(SA) s& duoc kiém tra théng qua hai duong dan
gian tiép. Sau khi chay bootstrapping, két qua
nhu sau:

Bang 1: Tac dong gian tiép

He¢ s0 mau goc

Trung binh miu

Gia tri

Do 1éch chuan th 6ng ke T

Gi4 tri P

Gia tri cam
nhan-> Su hai
1ong -> Quang
ba truyén
miéng

0.426

0.430

0.050 8.490 0.000

Gia tri cam
nhan-> Su hai
long -> Hanh
vi mua lai

0.435

0.438

0.049 8.925 0.000

Két qua phan tich SEM chi ra riang Gia tri
nhén thuc (PV) c¢6 anh huong gian tiep dang ké

dén Quang cdo truyén miéng (WOM) va Hanh
vi mua hang ldp lai (RPB) thong qua su hai long
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ctia khach hang (SA). Cu thé, tic dong gian tiép
ctia PV d6i voi WOM qua SA 1a 0,426, trong khi
tac dong gian tiép ctia PV dbi véi RPB qua SA la
0,435. Ca hai hiéu mg déu c6 y nghia thong ke,
voi gid tri T 16n hon 8 va gid tri P = 0,000, xac

nhan rang Sy hai long ctia khach hang dong vai
trod 1a trung gian quan trong trong mdi quan hé
gitra Gia tri nhan thace va hai hanh vi khach hang
quan trong nay.

Phin tich tong tac dong trong SEM

Bang 2: Tong tac dong

Hg so Trung binh | o0 5 h chudn Gid trj Gi tri P
mau goc mau v thong ké T )

Gid tri cam nhan->| ) /. 0.438 0.049 8.925 0.000
Hanh vi mua lai

Gia trj cam nhan ->| ) -0, 0.686 0.039 17.313 0.000
Su hai long

Gia tri cam nhan
> Quing b4 truyén|  0.426 0.430 0.050 8.490 0.000
miéng

Swhailong -> Hanh| ) .. 0.638 0.046 13.857 0.000
vi mua lai

Swhailong-> Quang| -, 0.626 0.051 12.188 0.000
ba truyén miéng

Duya trén phan tich, tat ca nam gia thuyét tir H1
dén H5 déu duoc chap nhan:

H1: Gia tri cdm nhéan (PV) anh huong tich cuc
dén sy hai 10ng ctia khach hang (SA).

H2: Sy hai long cia khach hang (SA) anh
huong tich cuc dén Hanh vi mua lai (RPB).

H3: Sy hai long ctia khach hang (SA) anh
huéng tich cyc dén Quing ba truyén miéng
(WOM).

H4: Sy hai long cua khach hang 1am trung gian
moi quan hé gitra Gia trj cam nhan va Hanh vi
mua hang 1ap lai

HS: Sy hai long cua khach hang 1am trung gian
cho mdi quan hé giita Gi4 tri cam nhan va quang
bé truyén miéng

2.4. Théo lun

Két qua nghién ctru cho thay Gia trj Cam nhan
c¢6 anh huéng manh mé dén Sy hai 1ong ciia khach
hang, dic biét 1a cac yéu td co s& vat chat, chat
lugng dich vu va nhan sy. Sy hai long nay dong
vai tro trung gian quan trong, anh huéng truc tiép
dén Hanh vi mua lai va Quang bé truyén miéng.
D6i v6i mo hinh quéan ca phé hoc tap, vai tro cua
nhan vién va moi truong quan duoc danh gia cao
hon so véi cac quan ca phé truyén théng do nhu
cau hoc tap va hd trg cao hon tir phia sinh vién.

Tat ca cac thanh phan trong moé hinh Gia tri
Cam nhan (bao gdm: co s& vat chat, chat luong
chtic ning, nhan sy, cam nhan vé gia, gia tri cam
xtc va anh hudng xa hoi) déu co tac dong tich cuc
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dén su hai 1ong. Cac yéu t6 tic dong manh nhat
1a: Gia tri co so vat chat, Gia tri chat luong chirc
nang va Gia tri nhan sy. Mac du anh hudng xa hoi
c6 tac dong thip nhat, nhung van mang y nghia
thong ké.

Su hai long ciing ching minh c6 tdc dong
manh mé& dén Hanh vi mua lai, phu hop véi cac
nghién ctru cua Oliver (1999) va Han & Ryu
(2009). Pong thoi, sy hai long thuc day Quang ba
truyén miéng (WOM), dugc hd tro boi cac nghién
ctru cua Anderson (1998) va Ladhari et al. (2011).
Dic biét, trong bdi canh Viét Nam, ngudi tré cé
xu hudng chia sé trai nghi€m tich cyc trén mang
xa hoi, lam tang hiéu tng truyén miéng.

Ngoai ra, Gia tri Cdm nhan con tac dong gian
tiép dén Hanh vi mua lai va Quang ba truyén miéng
thong qua Su hai 10ng, cho thay vai tro trung gian
quan trong cua yéu td nay, phu hop véi cac két
qua nghién ctru cia Oliver (1999), Cronin et al.
(2000), Sweeney & Soutar (2001), va Harrison-
Walker (2001).

2.5. Khuyén nghi

Duya trén két qua nghién ciru, mot s6 chién luoc
duoc dé xuat nham nang cao sy hai long ctia khach
hang va dam bao su phat trién bén vimg cta md
hinh quan ca phé hoc tap chung. Trudc hét, khong
gian quan can dugc tdi wu voi chd ngdi thoai mai,
anh sang phu hop va hé thong cach 4m hiéu qua.
Thiét ké hién dai két hop yéu t6 thién nhién ciing
gilp tao cam giac thu gian va tap trung.
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Bén canh d6, chat luong dich vu dong vai tro
quan trong, bao gém Wi-Fi manh, 6 cdm tién loi,
thanh toan nhanh ch(')ng va hé théng dit chd linh
hoat. Nhén vién can co ky nang ho tro khach hang
tim chd, giai quyét van dé tiéng 6n va cung cip
thong tin hiru ich.

Ngoai yéu té hiru hinh, gia tri cam xtic ciing
anh huong 16n dén sy hai long. Khong gian nén
dugc thiét ké dé vira duy tri sy tap trung vira mang
lai cam giac thu gidn, dong thoi t6 chirc sy kién
hoc thuat gitp khach hang két ni.
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