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Tém tit:

Nghién ciru nay xem xét dnh hieong ciia cdc yéu té ca nhan va cdc yéu té boi canh (thiee hanh
marketing xanh va rao can vé gia) dén thai dé va hanh vi mua thwc phdm hitu co ciia nguoi
tiéu ding Viét Nam. M6 hinh nghién ciru dieoe kiém dinh voi 819 nguoi tiéu ding thit hiru co
tai 2 thanh phé 1ém Ha Néi va Ho Chi Minh. Két qua cho thdy thdi dé khéng dan dén hanh
vi mua thit hitu co trén thiee té. Két qud nghién citu ciing khang dinh lai quan tam vé méi
trieong, quan tdm vé an toan thwe pham, y thirc vé sirc khée va kién thire vé thit hitu co déu c6
dnh huong tich cyee dén thdi do; trong khi rdo can vé gid cé anh hirdng ngueoc chiéu téi hanh
vi mua cua nguoi tiéu dung.

Tir khéa: Hanh vi mua; Marketing xanh; Nguoi tiéu dung Viét Nam; Thai d¢; Thuc pham
hitu co.

Ma JEL: M31

Organic food consumption: A study of Vietnamese consumers’ attitudes and behaviours
towards organic meat

Abstract:

This study aims to investigate the integrative effects of Vietnamese consumers’ personal
factors and their situational context on their attitude and purchase behavior with organic
food. Data were collected using a customized and validated survey instrument from a sample
of 819 organic meat consumers at 6 food outlets in Hanoi and Ho Chi Minh city of Vietnam.
The findings suggested that positive attitude did not necessarily translate into their actual
purchase of organic meat. Consumers’ concerns regarding the environment, health, food
safety and their knowledge of organic food, all significantly impacted their attitude towards
the purchase behavior of organic meat. Conversely, premium prices of organic meat were
certainly a deterrent for the actual purchase of organic meat. Food stores’ green marketing
practices significantly enhanced consumers’ actual purchase behavior.

Keywords: Attitude towards buying, green marketing, purchase behaviour; organic food;
Vietnamese consumers.

JEL Code: M31
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1. Mé dau

Thuc phém hitu co duoc coi 1a thuc phém xanh
va sach. Mic du tdn tai nhiéu dinh nghia khac nhau,
nhung vé co ban, thuc phém hitu co ¢ thé duge
hiéu 14 tit ca nhitng san pham nong san, gia suc, gia
cam duoc ngudi nong dan hay cac ndng trai, co s&
san xut theo quy trinh tu nhién, khong sir dung hoa
chét doc hai, tai sir dung vat li¢u va tiét kiém nang
lwong cung cip cho ngudi tiéu dung (Chwong trinh
hitu co qubc gia M¥). Nhu cau vé thuc pham hiru
co dang ngay mdt tang 1€n do nguoi ti€u dung ngay
cang quan tdm toi stre khoe va van dé moi truong.
Theo Kantar World Travel (2018), thi truong thuc
pham hitu co thé gidi hién nay chiém khoang 5%
doanh thu thyc phim va dd udng toan ciu. Nim
2018, thi truong nay trén thé gisi dat 81 ty d6 la My
va du kién dén nam 2020 ting truong gan 35% dat
110 ty USD.

Tiéu dung thuc phérn hitu co dugc cong nhan
rong rdi 1 mot phan cua hanh vi tiéu dung bén viing
(Smith & Paladino, 2010). Piéu nay mot phan xudt
phat tir trach nhiém dbi véi xa hoi va méi trudng
cua nguoi tiu dung cling nhu loi ich va sy lya chon
ca nhan (Vermeir & Verbeke, 2006). Phan 16n céc
nghién ctru v& hanh vi mua thyc pham hitu co liy
bdi canh cac nude phat trién; hiéu biét vé cac yéu td
anh hudng toi hanh vi mua thyc phdm hiru co cua
ngudi tiéu dung tai cac qudc gia ndy, tuy nhién cac
nghién ciru tai Viét Nam con han ché. Pa sé nguoi
tiéu ding tin rang thuc phdm hitu co than thién véi
mdi truong, lanh manh hon, c6 loi cho suc khde,
sach hon, b6 dudng hon, ngon hon va an toan hon
so v6i thuc pham thong thudng (Arvola & cong su,
2008; Chen & cong su, 2014). Phan 16n cac nghién
ctru vé thye phim hitu co tip trung vao cac yéu td ca
nhan ctia ngudi tidu dung nham thuc day thai d6 va
hanh vi mua hang lién quan dén thyc pham hitu co
(Hughner & cong su, 2007).

Nghién ctru cua Krystallis & cong su (2008) cho
thy thit hiru co phai trai qua mot quy trinh khép
kin tir chan nudi - giét mod - tiéu thy. Toan b qua
trinh nuéi khong duge s dung thudc khéng sinh,
thire 3n khong c6 ngudn gbe dong vat, ma toan bd
b?mg nguén géc thuc vat. Pac biét, chuéng trai duoc
16t dém sinh hoc dé xir 1y chét thai, nén du chin
nudi nhung khong dugc xa thai bat ky chét thai nao
ra moi truong. Thic an chinh cta vat nudi 1a cam
gao, ngd, dau tuong,... trong qua trinh chan nudi
hoan toan khong sir dung khang sinh, cac chit ting

trong va duoc kiém soat chit ché theo quy trinh chin
nudi. Didu nay tit yéu dan dén gia thanh thit hiru
co cao hon tir 3-5 1an c4c san pham thong thuong.
Céc nghién ctru kiém chimg vé hanh vi mua thit hiru
co khéng phong phit nhu ddi véi thue pham hitu co
khéc nhu rau qua hay stra hitu co.

Nghién ctru nay c6 muc dich danh gia anh hudéng
clia cic yéu t6 ca nhan va tinh hudng toi thai do va
tir thai 46 dén hanh vi mua thit hitu co cia ngudi tiéu
dung Viét Nam. D li¢u thu thap tir bang hoi cho
mau 819 ngudi tiéu dung tai 6 chudi cira hang thyc
pham tai Ha N6i va thanh phé H6 Chi Minh. Két qua
nghién curu chi ra sy quan tam cua nguoi tiéu dung
dbi v6i moi truong, suc khde, an toan thuc phém va
hiéu biét vé thuc pham hitu co c6 tac dong dang ké
dén hanh vi mua. Két qua nghién ctru 1a goi y hitu
ich cho cac nha san xuat — ché bién, nha phan phoi,
ban 1¢, nha nudc va ngudi tidu dung nhiam thuc day
tiéu dung thit hitu co noi riéng va thuc pham hitu co
noéi chung ¢ Viét Nam.

2. Co s6 1y thuyét va cac gia thuyét nghién ciru

2.1. Co sé' Iy thuyét

Nhin chung, nguoi tiéu dung co6 thai dd tich cuc
d6i voi viéc mua cac san phiam xanh bao gdom thuc
pham hitu co, thuong c6 xu huéng mua hang trén
thuc té. Moi lién h¢ giita thai do va hanh vi da dugc
nghién ctru trong mét s 1y thuyét nhu Kién thirc -
Thai d6 - Hanh vi, 1y thuyét Alphabet va Ly thuyét
moé rong vé Hanh vi ké hoach (TPB). M6 hinh Kién
thirc - Thai d¢ - Hanh vi chi ra rang kién thic lién
quan dén moi truong dan dén thai do moi truong,
va chinh diéu nay thic day hanh vi ting ho moi
truong (Ajzen, 1985; Arvola & cong su, 2009). Mot
s6 nha nghién ctru TPB mé rong cho rang thai do
anh huong dén hanh vi thuc té truc tiép va gian tiép
thong qua y dinh hanh vi. Zepeda & Li (2009) phat
trién thuyét Alphabet giai thich dong luc thic day
tiéu dung thuc pham hiru co thong qua viée tich hop
cac yéu té chinh ciia mo hinh Gia tri - Niém tin -
Quy tic (VBN) va ly thuyét Thai do - Hanh vi - Bbi
canh (ABC) véi kién thire va thoi quen.

Nghién ctru ciia Rana & Paul (2017) tap trung vao
nhan dang cac yéu té tic dong dén thai do ddi véi
thue phdm hiru co. Cac nghién ctru khac di truc tiép
tir tAm quan trong cia thai do, néu ra su can thiét
vi¢c giai thich nguyén nhéan thai d¢ cua nguoi tiéu
ding khéng dan t6i hanh vi mua thyc pham hitu co
trén thuc t&. Nghién ctru nay dé xuat mo hinh dic
tht két hop cac bién sd tién dé - thai d6 - hanh vi
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mua thye pham hitu co véi cac yéu t tinh thé (thuc
hanh marketing xanh va rao can gia). Ba yéu td tién
dé duge xac dinh 1a quan trong nhét t6i thai do 1a
mdi quan tm t&i moi truong, vé an toan thuc phdm
va ¥ thirc vé sitc khoé (Rana & Paul (2017). Kién
thirc vé thie phdm hitu co cling dugc dé xuit nghién
ctru tir mdi quan hé gitra kién thtrc-thai d6 (Tanner &
Kast, 2003). M6 hinh nghién ctru dugc dé xuat nhu
sau (hinh 1).

2.2. Cdc gid thuyét nghién ciru

- M6i quan tam dén méi trrong duge hiéu 1a nhan
thirc vé nhitng van dé c6 lién quan dén méi truong
va nd lyc va sin sang clia ca nhan dé tim ra giai
phap giai quyét vin dé moi trudng. Nghién ciru cua
Albayrak & cong su (2013), Ninh & cong su (2016)
chi ra rang nguoi tiéu ding c6 quan tim dén moi
truong, c6 thai do tich cuc vé van dé nay va sin sang
chi tra nhiéu hon cho cac san pham than thién véi
moi truong va cé hanh vi ung ho méi truong. Nhiu
nghién ctru thyc nghiém két ludn mdi quan tdm dén
moi truong ¢b anh hudng tich cuc dén thai do ddi
v6i thue pham hiru co ¢ ca cac qudc gia phat trién
va dang phat trién nhu Uc, Dai Loan, Trung Qudc,
An Do. Gia thuyét duoc dé xuét 1a:

Gia thuyét H1: M6i quan tim dén méi trudng c6
tac dong tich cuc dén thai do mua thit hitu co cua
nguoi tiéu dung.

- Mobi quan tdm vé an toan thiuc pham: van dé
vé sinh an toan thyc phdm 1a mdi quan tdm hang
dau cua ngudi tiéu dung hién nay. Michaelidou &
Hassan (2008) khang dinh rang mi quan tim vé an

toan thyc pham 1a yéu t6 chinh giai thich thai do
clia ngudi tiéu dung ddi v6i thue pham hiru co. Mbi
quan tim nay gan lién véi van dé st dung thude trir
sau, phan bon, thudc khang sinh, phu gia va cht bao
quan nhan tao trong qua trinh chin nuéi, ché bién.
Phuong thirc san xuit hitu co duge xem la khong
bao gdm cac hoa chat ké trén va nguoi tiéu ding
thudng xuyén tin tudng rang thit hiru co c¢6 ham
luong ton du it hon (Van Loo & cong su, 2010). Gia
thuyét duoc dé xuat la:

Gia thuyét H2: Mdi quan tdm vé an toan thuc
pham c6 anh huong tich cuc dén thai do mua thit
hiru co cua nguoi tiéu dung.

- Y thite vé sirc khée: phan anh suy nghi ciia ca nhan
vé céc van dé sire khoe va su sin sang thuc hi¢n cac
hanh dong dé dam bao sic khoe (Aertsens & cong
su, 2009). Nguoi ta tin réng thit hitu co tdt cho strc
khoé vi giau gia tri dinh dudng va khong chira hoa
chat ¢6 hai. Mic du Tarkiainen & Sundqvist (2005)
chi ra rang ¥ thirc vé stc khoe khong lién quan dén
du doan thai d6 mua thuc phélm hitu co, nhung phﬁn
16n cac nghién ctru trude ddy da xac nhan mbi quan
h¢ tich cuc giira cac bién s nay. Yadav & Pathak
(2016) khang dinh rang y thirc vé strc khoe 1a yéu
t6 du bao rd rang nhét vé thai do. Gia thuyét duoc
dé xuét la:

Gia thuyét H3: Y thirc vé sirc khoé co tac dong
tich cuc téi thai do mua thit hiru co ctia nguoi tiéu
dung.

- Kién thirc vé thuc phcfm hitu co: kién thirc cta
ngudi tiéu dung vé thyc pham hiru co dong vai tro

Hinh 1. M hinh nghién ctru dé xuit

Quan tim téi
moi truong

Quan tam vé an
toan thuc pham

Y thirc vé
strec khoe

Kién thirc vé
TPHC

Thai d§
déi véi TPHC

Thuwe hanh
marketing xanh

Hanh vi mua
TPHC

Rao can
veé gia
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quan trong trong quyét dinh mua hang cta ho. Mot
s6 nha nghién ctru coi viée thiéu kién thirc lién quan
dén thyc phdm hiru co 14 rao can ddi voi hanh vi
mua (Tsakiridou & cong su, 2008). Kién thic vé
thyc pham hiru co doi hoi nguoi tiéu dung c6 hicu
biét va kha ning danh gia chat luong, cac dic diém
doc dao ciia thue pham hiru co Aersens & cong su
(2011) cho rang kién thirc vé thyc pham hitu co gdm
2 loai 14 kién thirc chu quan (nhimg gi ngudi tiéu
dung cho rﬁng ho nhéan biét duoc) va khach quan
(nhitng gi ho thuc sy nhan biét). Cac tic gia nay
cling chi ra rang ton tai quan hé kién thic khach
quan gia tang kién thtrc cht quan, tir d6 b6 tro thai
d6 d6i voi mua sdm va tiéu dung thuc pham hitu co.
Gia thuyét duoc dé xuat la:

Gia thuyét H4: Kién thirc vé thuc pham hitu co
¢6 tac dong tich cyc toi thai d§ mua thit hitu co cua
nguoi tiéu dung.

- Thai d6 déi véi viéc mua thuc phcfm hiru co: Thai
d6 dbi v6i thue phdm hitu co va hanh vi mua thuc
pham hiru co ludn 14 trong tAm trong cac nghién ctru
lién quan dén viéc mua va tiéu thy thyc pham hiru
co. Thai d cua nguoi tiéu dung ddi véi viee mua
thuc phém hitu co biéu thi sy danh gia tich cuc hay
tiéu cuc cua ho d6i voi viéc mua thyc phém hitu co
Cac nghién ciru ciia Tanner & Kast (2003), Dahm &
cong su (2009) déu chi ra mbi quan hé twong quan ty
1¢ thuan giita thai d6 va hanh vi mua thyc pham hitu
co. Verhoef (2005) chi ra nguoi tiéu dung c6 thai do
tich cuc dbi véi thit hiru co tin re"mg mua thit hiru co
1a thiét yéu va d6 1a mot sy lya chon tt. Gia thuyét
duoc dé xuét la:

Gia thuyét H5: Thai d6 ddi véi thit hitu co cua
ngudi tiéu dung c6 tac dong tich cuc dén hanh vi
mua thit hiru co.

- Thyc hanh marketing xanh: Hoat dong marketing
dudi goc d6 moi truong dugc goi la “marketing
xanh”, “marketing vi méi truong” hay “marketing
bén virng” (Chamorro & cong su, 2009); bao gém
cac hoat dong marketing nham cd gang giam céc tac
dong tiéu cuc dén xa hoi va moi trudng va hé thong
san xuét hién co, va thic déy cac san phém va dich
vu it gay hai hon. Trong nghién ctru nay, marketing
xanh dé cap toi nhan hi¢u than thién moi truong,
tao dung bdi canh mua sim than thién moi truong,
quang b4 viéc tiéu thu thyc pham hitu co thong qua
cac cong cu xuc tién tai diém ban bao gém to roi,
cung cap da dang cac chung loai thuc pham hiru
co (Mohd Suki, 2018). Yéu té nay ciing dugc nhin

nhan gop phan gia ting nhan thirc nguoi tiéu ding
va hanh vi tiéu ding bén viing (Peattie, 2001). Gia
thuyét dwoc dé xuit la:

Gia thuyét H6: Thyc hanh marketing xanh tai cc
ctra hang thuc pham c6 tic dong tich cuc dén hanh
vi mua thit hitu co ctia nguoi ti€u dung.

- Rao can vé gia: Chi phi san xuat thuc pham
hiru co cao hon tir gip rudi t6i gip doi so voi san
xuit nong nghiép thong thuong. Chi phi san xuat
cao nén thuc pham hiru co cling co gia cao hon tir
50%-300% so v&i thuc pham théng thuong (Aryal
& cdng su, 2009). Céac thuc phém hitu co ban tai
cac siéu thi c6 gia kha cao so vdi nong dan ban tryc
tiép. Ly do siéu thi phai trir hao phan san pham bi
hu hong do van chuyén va trung bay ban (Yadav
& Pathak, 2016). Nhin chung, phan 16n ngudi tiéu
dung khong sin sang tra gid cao hon 10-20% cho
thuc phém hiru co (Tanner & Kast, 2003; Verhoef,
2005). Nghién ciru ctia Verhoef cho rang gia thanh
cao cua thyc pham hiru co anh huong tiéu cuc dén
gia tri cdm nhan cia nguoi ti€u dung (tac 1a chi phi
s0 v6i lgi ich) ctia san pham do, day 1a nguyén nhan
dan toi quyét dinh khéng mua loai san phim nay.
Gia thuyét duoc dé xuét 1a:

Gia thuyét H7: Gia san pham thit hiru co c6 tac
dong tiéu cuc dén hanh vi mua cta nguoi tiéu dung.

3. Phwong phap nghién ciru

3.1. Gi6i han nghién civu san pham thit hivu co

San pham thit hiru co trong nghién ctru nay duoc
Ivra chon 1a loai thuc phém hiru co dugc nghién ctru
vi: mot 13, da c6 nhiéu nghién ctu vé thuc phﬁrn
httu co da dugc thuc hién voi rau va trai cay trong
khi thit hitu co chua dugc cha y nhiéu; hai 14, tiéu
thu thit cua nguoi Viét hién chiém 14% té)ng tiéu
thu thuc phém (Téng cuc Théng ké, 2018) va la loai
thuc phém duoc tiéu thu phé bién nhét. Tiéu thu thit
¢6 lién quan mat thiét téi thu nhap (Richie & Roser,
2017), nén dugc du bao 1a s€ gia ting manh trong
thoi gian t6i tai Viét Nam. Van dé nay gy nhiéu
tranh c&i do san xuat va tiéu thy thit 14 tac nhan 1on
nhat ddi véi cac van dé vé moi truong nhu khi thai
CO, va su dung quy dat chan nudi (Rana & Paul,
2017). Theo Nielsen (2018) 37% nguoi ti€éu dung
Viét néi rang strc khoe 1a mdi ban tim 16n nhit cua
ho; 4/5 nguoi tiéu dung cho thdy ho quan tdm sau
sic dén nhimng tac dong lau dai ma dy lwong khang
sinh va cac phu chét nhan tao co thé gay ra (80%)
va mong mudn biét 15 chét ciu tao nén thirc dn ho
st dung hang ngay (76%). De Koning & céac cong
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Bang 1: Thang do va cac phat biéu

Cac bién so

Thanh phan

Co s Iy thuyét

Quan tam toi
moi
(ENV)

truong

ENV1: Sy cin bang ciia tw nhién rat mong manh va c6 thé d&
dang bi xao tron.

ENV2: Con nguoi dang lam dung méi truong mot cach
nghiém trong.

ENV3: Con ngudi phai duy tri sy cdn bing v6i tu nhién néu
mudn tdn tai.

ENV4: Sy can thiép cua con nguodi vao thién nhién thuong

gdy ra hau qua tai hai.

Yadav & Pathak,
2016

Quan tam vé an
toan thuc phim
(SAF)

SAF1: Ngay nay hau hét thyc pham déu chira hoa chat.
SAF2: Téi rat quan tim vé ham luong thudc khang sinh, phu
gia nhan tao va chét bdo quan trong thit.

SAF3: Chit luong va d6 an toan ciia cic san phém thit hién

nay khién t6i quan ngai.

Michaelidou &
Hassan, 2008

Y thac vé stc
khoé (HEA)

HEA1: T6i lya chon thit mgt cach ky ludng dé dam bao stre
khoe.

HEA2: Tbi nghi ring minh 1a mét ngudi tidu ding c6 ¥ thirc
vé stre khoe.

HEA3: T6i thuong nghi vé nhimg van dé sirc khoe

Tarkiainen va
Sundqvist, 2005

Kién thic vé

thuc phim hitu

KNOI: Tbi c¢6 nhiéu kién thirc vé thit hitu co hon so véi mot

nguoi binh thuong.

Aertsens & cOng su,
2009; két qua phong

marketing xanh
(GMA)

GMAZ2: Cira hang ban san pham thit hitu co c6 gin nhén hitu
co.
GMA3: Trong ctra hang, c6 mdt khu vuc riéng ban thit hitru
co
GMAA4: Cira hang déy manh viéc bay ban cac thuong hiéu thit

hiru co.

co (KNO) KNO2: Tbi biét cach danh gia chit lwong thit hitu co. vén nhom.
KNO3: Téi hiéu rd 1oi ich v& mat moi truong cua thit hitu co.
KNO4: Nhitng ngudi biét t6i cho ring t6i 1a mot chuyén gia
v& thit qua hitu co.

Thyc hanh | GMA1: Ctra hang c6 cung cip to roi/gioi thidu vé thit hiru co. | Mohd Suki, 2018

Rao
(BAR)

can gia

BARI: Céc san pham thit hitu co van con qua dit.

BAR2: Mtic gia cao cua thit hitu co 1a mot rao can cho khach
hang.

BAR3: Moi ngudi nén mua cac san pham thit hiru co cho du
chung dét hon thit théng thuong.

Tanner & Kast,
2003; Verhoef,
2005

Thai d6 di véi

mua thuyc phim

ATT1: Mua thit hitu co thay vi thit thong thuong dem lai
nhiéu loi ich.

Arvola & cong su,
2008; Dean & cong

thuc phdm hitu
co

nhét

httu co (ATT) ATT2: Mua thit hitu co thay vi thit thong thuong 1a mét su | su, 2012
luya chon khon ngoan.
ATT3: Mua thit hitu co thay vi thit thong thuong lam cho t6i )
cam thiy tbt.
ATT4: Mua hit hitu co thay vi thit thong thudng lam cho t6i
cam thdy hai long.
Hanh vi mua | Tan suit mua thit hitu co trong 10 1an ban mua thit gén day | Dean & cong su,

2012

Nguon: Tong hop ciia nhém nghién ciru.
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su (2015) cling chi ra m§t bg phan nguoi tiéu dung
Viét Nam san sang chi tra mirc gia cao hon cho san
pham hitu co. M6i quan tdm cta ngudi tiéu dung
Viét Nam s€ la dong lyc cho lya chon va ti€u dung
cac san pham thit hiru co trong thoi gian t6i day.

3.2. Thang do

Cac phat biéu trong thang do trong mé hinh
nghién ctru duoc lwa chon va diéu chinh phu hop
dua trén thang do dugc xac nhan tir cac nghién ctru
trude. Cac items gde duoc dich sang tiéng Viét, sau
d6 duoc chuyén lai sang tiéng Anh boi 02 chuyén gia
doc 1ap. Két qua dich dugc kiém duyét lan nita boi
02 chuyén gia song ngt c6 chuyén mon marketing.
Phan 16n thang do dugc thiét ké dua trén dic diém
cac qubc gia phat trién phuong Tay, do do dé ap
dung vao Viét Nam nhom nghién ctru di tién hanh
khao sat so bd 02 nhom nham diéu chinh thang do.
Nhom 1 gom 10 ngudi tiéu dung san pham thit hiru
co, nhom 2 gdm 5 chuyén gia vé marketing. Cac
bién s, trir bién Hanh vi mua thuc phém hitu co,
duogc do theo thang Likert 7 khoang cach (tir 1: hoan
toan khong dong y dén 7: hoan toan dong ¥). Bién
Hanh vi mua thyc pham hiru co duoc do luong boi
tan suat mua véi 7 cip do tra 1oi tir 1 “khong bao
gid” dén 7 “ludn ludn”. Thang do nghién ctru duoc
tong hop trong bang 1 sau:

3.3. Chon mdu

Mau khao sat trong nghién ctru nay 1 cong dan
Viét Nam tir 18 tudi tré 1én d3 mua san phém thit
hitu co trong vong 1 thang. Do khong ton tai mot
khung méu (sampling frame) gom tit ca ngudi tiéu
dung thit hitu co, chung t6i st dung phuong phap

chon mau ngau nhién thun tién dé tiép cén cac dbi
tuong nghién ctru, tai 2 thanh phd 16n 13 Ha Noi va
Hb Chi Minh. Nhin chung, viéc chon lya dia ban
nghién clru nay la phu hgp vi nguoi tiéu dung ¢ day
lwa chon thuc phim hitu co thudong c6 nhan thirc
vé moi truong, stic khoe, an toan thuc phém va san
1ong chap nhén mirc gi4 cao ciia thyc pham hitu co
(Hughner & cdng sy, 2007). Cac si€u thi va cua
hang thuc pham 1a cac dai 1y phan phéi chinh thuc
thit hiru co tai hai thanh phd nay.

Nhém nghién ctiru st dung bang xac dinh c&
mau dua trén tong thé nghién ciru va do tin cdy cua
Zikmund & cong sy (2010). Trong nghién clru nay
kich ¢& mau du kién 1a 600 (mdi thanh phd 300) dé
dam bao khoang tin cdy 95% véi gidi han sai s6 5%.
Diéu tra vién s& tiép can nguoi tidu dung tai cac cira
hang ban thit hiru co (duoc sy ddng y cta chu cira
hang). Diéu tra vién sir dung 2 ciu héi sang loc (do
tudi, lich sir mua sz“im) dé lya chon nguoi tiéu dung
dép tng tiéu chuan cta dbi twong nghién ciru. Nguoi
tiéu dung dong y tu nguyén tham gia vao nghién ciru
duoc dam bao rang cac thong tin ca nhan cta ho s&
duoc bao mat. Ho duoc khuyén khich tra 101 cau héi
ngay tai cac cira hang véi sy trg gitp cua cac diéu
tra vién va c6 thé lya chon tu minh hoan thién phiéu
diéu tra va giri lai cira hang tai 1an mua tiép theo.

Qua trinh khao sat dién ra trong 3 thang, thu hoi
875 phiéu khao sat. Nhitng phiéu nay duogc kiém tra
thong tin thiéu sot, nhitng diém bat thuong va phan
phéi chuan. C6 56 phiéu bj loai, kich thudc mau cudi
cung gom 819 phiéu hop 1¢ (Ha Noi: 46.2% - thanh
phé HO Chi Minh: 53.8%). Pic diém mau duoc tong

Biang 2: Thong tin vé dic diém miu

Pic diém % Pic diém %
Giéi tinh Tinh trang hon nhéan
N 63,8 Boc than 28,3
Nam 36,2 Da két hon 61,7
Ly hon 10,0
Thu nhép ho gia dinh hang thang Do tudi
Duéi 10,000,000 VND 15,8 18-29 29,6
10,000,001 — 20,000,000 VND 19,2 30-39 24,8
20,000,001 — 30,000,000 VND 26,6 40 -49 22,8
30,000,001 — 40,000,00VND 18,3 50-59 14,3
40,000,001 — 50,000,001 VND 12,3 Trén 60 8,5
Trén 50,000,000 VND 7,5

Nguon: Tong hop tir két qua khdo sdt.
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Bing 3. Phan tich nhan t6 CFA va d9 tin ciy CR

y oA A N .
Cac bién so va items

FLs a CR

0,720
0,783
0,716

Quan tim téi an toan thwe phim (SAF)
SAF1
SAF2
SAF3

0,802 0,811 0,531

Kién thive vé thwe pham hivu co (KNO)
KNOI
KNO2
KNO3
KNO4

0,851 0,805 0,602
0,782
0,720
0,722

0,701

Thwc hanh marketing xanh (GMA)
GMALI
GMA2
GMA3
GMA4

0,834 0,845 0,597
0.769
0.731
0.789

0.749

Nguon: Tong hop tir két qua khdo sdt.

hop trong bang 2 dudi day.

0O Viét Nam, phu nir van 1a d6i tuong mua sdm
chinh, dic biét 1a d6i voi miat hang thuc pham
trong gia dinh (nit chiém trén 60%). Nhoém ddi
tuong nghién ctru 1a nhirng nguoi tir 18 tudi tro
1én va cac phan loai cac nhém tudi kha twong
ddng voi xép loai tudi trong bao cao diéu tra mirc
séng ho gia dinh tai Viét Nam (Téng cuc Théng
ké, 2018). Gan 45% mau khao sat co thu nhap
0 muc cao tu 20-30 tri¢u/thang. Nhin chung tap

mau nghién ctru c6 tinh dai dién.

4. Két qua nghién ctru

Dit lidu dugc tong hop va tién hanh phén tich
nhan t6 khang dinh (CFA) va phan tich d9 tin cay
bang Cronbach’s alpha. Cac gia thuyét dwoc kiém
dinh bang mé hinh phuong trinh ciu trac (SEM).
Phan mém st dung phan tich dit liéu la SPSS va
AMOS. Phan tich CFA ciing dugc st dung danh gia
mirc d6 pht hop cua thang do. Hé s Cronbach’s
Alpha cho théy cac nhan t6 déu dat duoc do tin cay
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Bang 4. Thong ké mé ta va cac gia tri phan biét

TT M SD ENV SAF HEA KNO ATT GMA BAR
ENV 4,665 1,226 0,766

SAF 4859 1,090 0321 0,762

HEA 4856 1,198 0295 0212 0,751

KNO 3,686 1,084 0,295 0256 0290 0,732

ATT 4,644 1207 0420 0,368 0354 0274 0,740

GMA 458 1,147 0342 0278 0224 0,334 0448 0,760
BAR 3239 1,069 -0,408 -0,418 -0235 -0419 -0,491 -0393 0,734

Nguon: Tong hop tir két qua khdo sdt.

vi hé s6 o 1on hon 0,7 (bang 3) dat tiéu chuan cho
phép (Nunnally, 1978); néu bo di bat cir bién quan
sat ndo trong nhén t6 nay thi hé s Alpha déu giam,
ddng thoi hé sé twong quan bién téng déu 16n hon
0,3 nén tat ca quan sat déu duoc gitr lai. H¢ s6 KMO
=0,658 (thoa man 0,5 <KMO < 1) nén EFA phu hop
voi dir liéu va Chi-quare cia kiém dinh Bartlett dat
357,933 véi mue Sig = 0,000 (thoa man sig < 0,05);
do vay cac bién quan st c6 twong quan voi nhau xét
trén pham vi tong thé.

Muc do phu hop (GOF) cua thang do va md
hinh céu trac duge do luong boi cac chi sd do
dd phu hop thong thuong, gdm y¥/df, chi sé mirc
do phu hop tuyét d6i (GFI), chi sé6 muc do diéu
chinh (AGFTI), chi s6 so sanh phii hgp (CFI), chi s6
Tucker & Lewis (TLI), RMSEA. Theo Hair & cdng
su (2010) thi md hinh c6 d6 phu hop t6t néu y¥/df
< 3, cac gia tri GFI, CFI, TLI > 0,90 va RMSEA <
0,08. Két qua thong ké cho thy p < 0,001; y2/df =
1,330; GFI = 0,935; AGFI = 0,951; CFI = 0,979;
TLI = 0,983; RMSEA = 0,024. C4c h¢ s tai nhan
t6 (FL) déu 16n hon 0,5, d6 tin cay (CR) 1én hon
0,7 va phuong sai trich (AVE) 16n hon 0,5 dam bao

khéng c6 hién tuong da cong tuyén.

Ghi chu:

- FLs: hé s6 tai nhan td; a: hé sb Cronbach’s alpha;

- CR: d¢ tin cay; AVE: phuong sai trich.

Phén tich nhan t6 EFA (bang 3) chi ra gia tri o nam
trong khoang 0,777 dén 0,848. Cac hé sb twong quan
bién tong hiéu chinh déu 16n hon 0,5. C6 thé két
luan tinh hiéu luc déng nhit ctua thang do (internal
consistency reliability).

Két qua kiém dinh bang mo6 hinh SEM cho két
qua p < 0,001; ¥¥/df = 1.052; GFI = 0,949; AGFI =
0,936; CF1=10,977; TL1 = 0,974; RMSEA = 0,031.
Két qua phan tich cac hé s6 hoi quy trong mé hinh
cho thdy tat ca cac bién doc lap (trir bién Théi do)
c6 mirc ¥ nghia (Sig) bang 0,000. Két qua kiém dinh
gia thuyét duoc thé hién trong bang 4, cac gia thuyét
H1, H2, H3, H4, H6 va H7 duoc chdp nhan, gia
thiét H5 bi loai bo. Quan tim dén mai truong (B =
0,285, p <0,001), quan tim vé an toan thyc pham (B
= 0,228, p < 0,001), y thirc vé sirc khoe (B = 0,251,
p < 0,001) va kién thirc vé thuc pham hiru co (B =
0,103, p < 0,05) c6 anh huong thuan chiéu dén thai

Bang 5. Két qua kiém dinh cac gia thuyét nghién ciru

Gia thuyét B t-Value p-Value Két qua
HI: ENV — Thai d¢ 0,285 5,365 ok Chép nhan
H2: SAF — Thai d6 0,228 4,702 D Chép nhén
H3: HEA — Thai d6 0,251 4,202 e Chip nhan
H4: KNO— Thai d6 0,103 2,038 ok Chap nhan
H5: ATT — Hanh vi mua 0,046 1,142 0,219 Béc bo
H6: GMA — Hanh vi mua 0,427 8,872 I Chap nhan
H7: BAR — Hanh vi mua -0,205 -4,305 ok Chép nhan

Ghi chu: ***: p < 0,001
Nguon: Tong hop tir két qua khdo sdt.
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d6 mua thyc pham hiru co. Mdi quan hé giita thai
do va hanh vi mua thuc phém httu co mac du co
tuong quan thuén song khong dang ké (B = 0,046, p
> (,05). Bién thyc hanh marketing xanh ciing c6 anh
huéng tich cuc & mic cao dén hanh vi mua thit hiru
co (p=0,427,p <0,001) va rao can gia co tac dong
tuong quan nguoc (B =—0,205, p <0,001).

5. Thio ludn v mét s6 ham y kién nghi

Két qua dang chi ¥ cua nghién ctru nay 1a khoang
tréng vé thai d¢ - hanh vi trong viéc lya chon va tiéu
dung thuc pham hitu co, cu thé 1a thai d6 ddi voi thit
hiru co khong din dén hanh vi mua trén thuc té. Két
qua nghién ctru nay cd su khac bi¢t voi cac nghién
cuu trude day ciia Dahm & cong su (2009), Aertsen
& cong su (2011) da chi ra thai d§ co tac dong thtc
day hanh vi tiéu dung thuc phim hitu co; cho thiy su
ton tai khoang trong nghién ctru vé thai do- hanh vi
trong boi canh nghién ctru méi (thit hiru co tai Viét
Nam). Két qua nghién ctru ciing khang dinh lai yéu
t6 rao can vé gia thit hiru co ¢6 anh hudong nguoc
chiéu toi hanh vi mua ctia nguoi tiéu dung (Verhoef,
2005). Diéu nay hoan toan c6 thé dugc giai thich bai
han ché vé thu nhap va kha ning tai chinh ctia nguoi
tiéu dung Viét Nam.

Diém dang chi ¥ nita la thuc hanh marketing
xanh tai cic ctra hang thyc pham, diém béan 1 c6 tc
dong dang ké thiic day (B = 0,427) hanh vi mua thit
hitu co ciia nguoi tiéu ding. Két qua nay phu hop
v6i cac nghién ciru trude day ca dbi véi cac quic
gia phat trién va dang phat trién (Mohd Suki, 2018),
dong thoi khing dinh lai thuc hanh marketing xanh
va gi4 can dugc 10ng ghép vao mé hinh kiém dinh vé
hanh vi mua thuc phdm hitu co ctia ngudi tiéu ding.

Trong b6n yéu t6 anh huong dén thai do mua thuc
pham hitu co ciia nguoi tiéu dung thi kién thie lai co
anh huong thip nhat (B =0,103), c6 thé giai thich két
qua nay do ngudi tiéu dung Viét Nam con c6 hiéu
biét thap vé thuc phim hiru co nodi chung va thit hitu
co noi rieng (M= 3,686). Nguoi tiéu dung chua thuc
su hiéu biét vé loi ich cua thuc phérn hiru co, dac
biét 1a viéc nhan biét va phan biét giira thyc phim
hitu co v6i thue pham sach thong thuong. Quan tim
dén méi truong 13 yéu t6 co anh huong manh nhat
dén thai d6 du ngudi tiéu dung Viét Nam, mic du tai
cac nudc dang phat trién khac nhu Trung Qudc, An
Do yéu to nay lai it c6 anh huong dén hanh vi mua
(Xie & cong sy, 2015; Ninh & cong sy, 2017). Co
thé giai thich két qua nay tir tap mau 1a nguoi tiéu
dung tai 2 thanh phd phat trién nhét va c6 quan tim
hon dén méi truong.

Nhirng két qua nghién ctru trén 13 co s& khuyén
nghi cac ctra hang thuc pham can diy manh trién
khai cac phéi thirc marketing xanh duéi nhiéu hinh
thirc nhu ting cuong két ndi véi cac nha san xuat co
uy tin dé mo rong mang ludi ban 1é thuc pham hitu
co; cac cdng cu xuc tién tai diém ban (phat to roi,
bién hiéu va nhan vién tu van). Bén canh do, nhu
cdu vé thit hiru co c6 thé dugc gia ting bang viéc cac
bén lién quan trong chudi cung (mg phai kiém soat
t6t cdu triic chi phi nham giam gia thanh san pham.
Mic du thai do c6 tac dong thuan chibu (6 mirc yéu)
dén hanh vi mua ciia nguoi tiéu dung, nhung cac co
quan quan ly nha nudc va cac bén lién quan (doanh
nghiép, hiép hoi) van can thiét phai ¢y manh tuyén
truyén, phd bién vé tiéu dung thuc phdm hiru co va
céc van dé vé an toan thuc phém, y thire vé stre khoe.
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