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Phat Trién Kinh Té Pia Phuong

(14 tr1 cam nhan cua
nguo1 tieu dung do1 vt cac chuodi cira hang
ca ph€ no1 dia ta1 TP. H6 Chi Minh
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Nhan bai: 15/10/2019 - Duyét dang: 25/11/2019

Tom tit:
ghién citu vé gid tri cam nhdn ciia nguoi tiéu ding doi voi cdc chudi cira
thng ca phé néi dia tai TPHCM; tic gia da tién hanh kiém dinh thang do
Cronbach’s Alpha, phan tich nhin t6 EFA va phdn tich hoi quy da bién. Dir
liéu nghién citu diege khdo sat tir 383 ngueoi tiéu ding, két qua nghién civu cho thdy gia
tri cam nhdn cua ngud’i tiéu ding tai TP. HCM doi véi cdc chudi cira hang ca phé ndi
dla théng qua 6 yéu té la chat hmng san pham; co s¢ vat chat gid ban; nhan vién; danh
tzeng va cam xiic. Trong do, yeu 16 co s6 vt chat la yéu to anh hieong lon nhat voi 33,1%
va yeu 16 gid ca la thap nhat véi 10,2%. Pong thoi, nghién ciru da dé xudt cac gidi phdp
dé duy tri va tang cuong kha nang thu hit nguoi tiéu ding, tang kha nang canh tranh
ctia cac chudi ca phé noi dia tai TP HCM.
Tir khéa: Gid tri cam nhén, ca phé, chubi civa hang ca phé trong nwéc.

Abstract:

Research on perceived value of consumers for domestic coffee chains in Ho Chi
Minh City; The study conducted Cronbach’s Alpha test scale, EFA factor analysis and
multivariate regression analysis. Research data was surveyed from 383 consumers, the
research results show the perceived value of consumers in HCMC chain of domestic
coffee shops through 6 factors is product quality; facilities; price; employees, fame and
emotions. Among which, facilities factor was the biggest influencing factor with 33.1% and
price factor is the lowest with 10.2%. At the same time, the study has proposed solutions
to maintain and enhance the ability to attract consumers, increase the competitiveness
of domestic coffee chains in HCMC.
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