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Tom tat chwong

« Thjtrwdng tiéu dung va hanh vi cia ngw®i mua

* M0 hinh hanh vi nguoi tiéu dung

+ D&c diém anh hwéng dén hanh vi nguoi tiéu ding
 Qua trinh quyét dinh cha ngwdi mua

* Qua trinh quyét dinh cla ngwdi mua védi san pham maoi
« Thi trwdng kinh doanh va hanh vi cua nguwdi mua

* Thi trwrong kinh doanh

« Hanh vi cua nguw®i mua trong kinh doanh

 Qua trinh mua sam cla doanh nghiép

« Mua sam dién ter
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Thi trwdng ti€u dung va hanh vi cua
ngwol mua

Hanh vi mua cta ngwi tiéu dung chi dén

hanh vi mua cla ngwdi tiéu dung cudi cung
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Mo hinh hanh vi ngw0'i tiéu dung

The environment Buyer’s black box Buyer responses
Marketing stimuli Other Buyer’s characteristics Buying attitudes and preferences
Product Economic * Buyer’s decision process * Purchase behavior: what the buyer buys,
Price Technological when, where, and how much
Place Social Brand and company relationship behavior
Promotion Cultural
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Cac nhan t6 anh hwdng dén hanh vi
ngwol tieu dung
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Céac nhan t6 anh hwdng dén hanh vi nguo
tieu dung
N1 aT=Ta W 7a W Vi-Ta N aTa = —
Van héa la tap hop cac gia tri co ban, sy nhan
thirc, nhu cau va hanh vi dwoc nghién ctru bédi 1
thanh vién cla xa hoi ttr gia dinh va thé ché
guan trong khd’,‘
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C4c nhan td anh huwdng dén hanh vi ngudi tiéu
dung

n

Nhanh van hoéa la mét nhom nguwoi co
chung hé thong gia tri dwa trén kinh
nghiém sbng va hoan canh chung.
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Cau hoi thao luan

Nén van hoa cla
ban anh hwéng
nhw thé nao dén
ban nhw mot ngu o
tieu dung’P Nhanh
van hoa Cua ban

cO bao gom quoc
tich, ton giao, ‘

nhom chung toc va
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Cac nhan t6 anh hwdng dén hanh vi ngudi tiéu
dung

n

N
n

B Figure 5.3 The Major

Amarican Social Classes Upper Class

Uipper Uppers {1 parcant): The social elite who e on inherited wealth. They
give large sums 1o charity, own more than one home, and send their children 1o
the finest schools.

Lower Ligpers (2 percant): Amencans who have earned high income or wealth
through exceptional ebility. They are active in social and civic affairs and buy
aypensive homes, educations, and cars.

Middle Class |
Upper Middas (12 parcars): Professionals, independent businesspersons, and ||
corporate managers who possess neither family stetes nor unuswal wealth. |
They beleve in education, are joiners and highly civic minded, and want the |
“better things in life” |

Middle Class (32 parcant): Average-pay white- and blue-collar workers who lve |
on “the betier side of town” They buy popular products to keeg up with trends. |
Better iving means owning & nice home in & nice neghiborhood with good |
schaoals. |

Working Class |
Working Class (38 percertt Those who lead a “working-class festyle” |
whatever their income, school background, or job. They depend heavily on |
relztives for economic and emotional support, for advice on purchasss, and for
assistenca in fimes of trouble.

Dooupation

Lower Class

Upper Lowers (8 percant): The working poor. Although their fving standard is
Just above poverty, they strive toward a higher class. However, they often lzck
education and are poorly paid for unskaled work.

Inoc o me

Lower Lowers (7 percent): Visibly poor, often poorly educated unskilled laborars.
They are often out of work and some depend on public essistance. They tend to
we 3 day-1o-day exisience.
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Cac nhan t6 anh hwdng dén hanh vi ngudi tiéu

Small groups : Social roles and
status
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Cac nhan t6 anh hwdng dén hanh vi ngudi tiéu
dung
[” ~ |/\ ’ | ~

Personality and Self-Concept
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Cac nhan t6 anh hwdng dén hanh vi ngudi tiéu
dung

Mét déng co \
(hOéC no IU’C) / Self- \

actualization\\

\ ).\ ‘ need \\
Ia 1 nhu Cau Self-d:e(\}/ZIos;)ment \

and realization

cap bach dé ~ \

Esteem needs

h U’,é’ n g CO n ‘ ‘Self-esteem, recognition, status\\\
| Social needs \

n g UJC‘),l t‘l m Sense of belonging, love \
klém SUJ th 6a Safety needs \

Security, protection \

m é Nnn h u Cé u Physiological needs \\

Hunger, thirst
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Cac nhan td Anh hwdng dén hanh vi ngwdi tiéu
dung
E”A |/\|,\ |,_[||A |,
Nhan thtec [a mOt qud trinh ma moi ngw Qi
chon, tO chirc, va giai thich thdong tin dé
tao thanh btrc tranh thé gi®i day y nghia
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Cac nhan td Anh hwdng dén hanh vi ngwdi tiéu
dung

/ 4 > y 4
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—

Hiéu biét mé ta sw
thay d6i trong hanh
vi cUa mOt ca nhan
phat sinh tw kinh
nghiém
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Qua trinh quyét dinh ctia ngudi mua

Need » Information * Evaluation of * Purchase é Postpurchase
recognition search alternatives decision behavior
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Qua trinh quyét dinh mua s&n pham moi
Cac giai doan trong qua trinh chap nhan

\"»“: \‘ “

Adoption Yisza JIN
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Trial %5

Evaluation

Interest
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Qua trinh quyét dinh mua san pham mai

New-product marketers often target
Innovators and early adopters, who
in turn influence later adopters.

34% : 34%
Early : Late

majority : majority
2.5% : : :
13.5% ; :  16%
Innovators_ Early : : : Laggards
adopters: : :
)? — 20 )? — 0 )? )? t 0

Time of adoption of innovations
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Cau hoi thao luan

Ban thay minh
O dau trén
Pwong cong
phan loai chap
nhan? Tal sao ‘
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Qua trinh quyét dinh cGia nguw®i mua v&i san
pham maoi

Cac dac diém quan trong trong anh
hwdng dén ti 1é doi méi s chap nhan

Divisibility Communicability
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Thi truong kinh doanh va hanh vi cua nguon
mua kinh doanh

Hanh vi mua cla cong ty lién quan dén
hanh vi mua cUa cac tO chirc mua cac san
oham va dich vu dé:

Resell or rent them to others
at a profit.
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Thi trvong kinh doanh
Nhu cau va cau truc thj tredng

« Coithon
nhwng nhiéu
ngwol mua hon

 Nhu cau co
nguén goc
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Thi trwong kinh doanh

Nature of the buying
unit
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Cau hoi thao luan

Vé trwdng dai
hoac cao dang
cQa ban, cung ‘
cap mot vi du vé:
*Mua lai tryc tiép
*Mua lai co thay

doi

oo NI M M EL- TN (Y]
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Hanh vi cla ngw®i mua kinh doanh

The environment

| Marketing Other
stimuli stimuli

Product Economic
Price Technological
Place Political

Promotion Cultural

Competitive
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The buying organization

The buying center

Buying
decision
process

(Interpersonal and
individual influences)

(Organizational influences)

Buyer responses

Product or
service choice

Supplier choice
Order quantities

Delivery terms
and times

Service terms

Payment
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Hanh vi cua ngwdi mua kinh doanh
Nhirng anh hudng I&n

\ Environmental

Economic
developments
Supply conditions

Technological
change

Political and
regulatory
developments
Competitive
developments

Culture and customs
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Organizational

Objectives
Policies
Procedures

Organizational
structure

Systems

Interpersonal

Authority
Status
Empathy

Persuasiveness

Individual
Age
Income
Education
Job position
Personality
Risk attitudes
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Qua trinh quyét dinh mua sam cUa

Problem
recognition

General need
description

Product
specification

céngtx

Supplier
search

Proposal
solicitation
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Supplier
selection
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Order-routine

specification

Performance
review
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Mua sam dién tdr

Mua sam qua két
noi dién tl gitra
ngwol mua va
ngwol ban —
thwdrng trwe tuyén.
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