NghiénCiru& TraoDoi

Long yéu nude kinh té
va tac dong dén du dinh mua hang no1

CHU NGUyéN MONG NGoC & HOANG TRONG
Truong Pai hoc Kinh té TPHCM
Nhén bai: 06/01/2017 — Duyét dang: 15/02/2017

Tom tit:
U huwéng todn cau hda kinh 1é dang dién ra manh mé cung véi nhiéu nén van
Xho’a du nhdp vao VN dang dan dén nhitng thay doi l6n trong tw tudng ngueoi
tiéu dung. Nghién ciru nay tim hiéu tac dong ciia tir twéng nguoi tidu ding
(Iong yéu miede c6 tinh kinh té va chii nghia thé gioi) doi véi dw dinh mua hang VN ciia
ho. Két qua khdo sat 200 sinh vién trén dia ban TP.HCM phat hién ra 1ong yéu niede
tac dong thudn chiéu va chii nghia thé gioi ¢o tac dong nguoc chiéu doi véi du dinh
mua hang ngi. Ngoai ra, dir dinh mua con bi chi phéi boi giéi tinh ciia sinh vién. Tir do,
nghién citu dé xudt cac giai phap cho doanh nghiép néi dia va nha nueée gilp tang cueong
dir dinh mua hang néi ciia ngueoi tiéu ding trong mede, cu thé la sinh vién.
Tir khéa: Toan cdu héa, ngwoi ticu ding, long yéu nwéc, hang Viét Nam, sinh
vién, TP.HCM.

Abstract:

The stronger trend of global economy with a number of cultures entering Vietnam
is leading to majority changes in consumer perspective. This study looked at the effects
of consumer ideology (economical patriotism and cosmopolitanism) on their purchase
intention to Vietnamese products. Results of the survey of 200 students in the province of
Ho Chi Minh City found that patriotism impacts positively and cosmopolitanism has the
opposite effect on domestic purchase intention. Also, plan to buy is also dominated by
the gender of the students. Therfore, researchers propose solutions for local businesses
and the government to enhance local purchases by students.
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