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NGHIEN CUU HANH VI MUA muﬁc CUA THE HE GEN Z
TAI TP. HO CHi MINH NHAM TIET KIEM CHI PHi - THOI GIAN
VA GOP PHAN GIAM TAI'Y TE

Ths. Nguyén Xuén Vién* - Hoang Phwong Anh**

Théng qua phwong phép dinh Iweng dwoc dp dung thong qua khéo sét 326 ngwoi thudéec Thé hé Z da tirng
mua va st dung thuéc giam dau OTC. Nghién ctru nay xéc dinh céc yéu té6 anh hwéng dén hanh vi mua thuéc
giagm dau khéng ké don (OTC) cuia Thé hé Z tai TP. H3 Chi Minh. Di liéu dwoc phén tich bing SPSS 26 véi céc
buwdrc: théng ké mé ta, Cronbach’s Alpha, EFA, twong quan Pearson va héi quy tuyén tinh béi. Nghién ctu dé
xuét cdc ham y quan tri nhdm hé tro doanh nghiép dworc téi wu chién Iwoc tiép thi va phan phéi, hwéng dén
nhém khdch hang Gen Z.

« TU khoa: thudc gidm dau khéng ké don; hanh vi mua; thé hé Z; thanh phé H6 Chi Minh; y kién cta duoc sit quéng céo.

Quantitative method parameters were applied
through a survey of 326 people of Generation Z who
had purchased and used OTC pain relievers. This
study determined the factors that influenced Generation
Z's OTC pain reliever purchasing behavior in Ho Chi
Minh City. Data were analyzed using SPSS 26 with
the following steps: descriptive statistics, Cronbach's
Alpha, EFA, Pearson correlation, and multiple linear
regression. The study proposed management functions
to support pharmaceutical enterprises in optimizing their
marketing and distribution strategies, targeting the Gen
Z customer group.

» Key words: over-the-counter pain relievers;
purchase behavior; generation z; Ho Chi Minh City;
pharmacist opinion; advertising.
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1. Giéi thi¢u

. Nganh dugc pham Viét Nam 13 thi truong thiét
yéu, tang trudng nhanh, nam 2024 woc dat 7 ty USD,
tiéu thu binh quan 70 USD/ngudi, gap 10 lan ndm
2000. Thudc khong ké don (OTC) ngay cang chiém
uu thé nho tinh tién loi, tlet kiém chi phi - thoi gian
va gop phan giam tai y té. Trong do, thude giam dau
OTC n6i bat nho dap ung nhu cau dleu tri dau nhe dén
trung binh tir bénh 1y pho bién, 16i séng nang dong,
mbi trudng 6 nhidm, bién d6i khi hau va ap luc cong
viée, dic biét & d6 thi nhu TP. H5 Chi Minh.

* Truwong Dai hoc Phan T hidt; email: nxvien@upt.edu.vn
** Truwong Dai hoc Ngogi thuwong

Trén thé gi¢i, OTC dong vai tr0 quan trong trong
cham soc suc khoe nho tinh san ¢6, d& tiép can, nhat
1a v6i gidi tré. Nghién ctru qudc € cho thdy ngudi
tiéu dung coi trong OTC vi tién loi, tiét kiém va kha
nang ty chu (Wazaify et al., 2005). Cac yéu t6 nhan
khau hoc va tam Iy nhu tha1 do, chuan muyc xa hoi,
nhan thirc kiém soat hanh vi, hoc yan, tudi, gioi tinh,
thu nhap déu anh hudng dang ké dén hanh vi mua
(Habash & Aldmour, 2020).

O thanh thiéu nién, dic biét sinh vién, ty 18 tw dicu
tri cao, chu yéu dua vao 161 khuyén ban be, nguon
truc tuyén hodc kinh nghiém ca nhan nhung it nhan
thire rtii ro (Shehnaz et al., 2014). Tai Viét Nam, hanh
vi mua OTC chiu tac dong tuong tu, song nguoi
tiéu dung dac biét chi trong hi€u qua, thanh phé"m va
thuong hiéu nhu bao ching chét lugng.

Du thi truong OTC trong nudce tang trudng manh,
nghién ctru hoc thuat vé hanh vi mua con han ché.
Trong bdi canh kinh té - x hoi bién doi nhanh, viéc
nhéan dién cac yéu to then chdt anh huong hanh vi
mua, nhét 14 6 Gen Z, 1a can thiét dé doanh nghiép i
uu chién lugc, néng cao hi¢u qua va dap Gmg tot hon
nhu cau tu cham soc strc khoe.

2. Co sé Iy thuyét, gia thuyét va md hinh
nghién ciru

2.1. Co s¢' Iy thuyét

Khdi ni¢m va phan logi thuéc khong ké don (0TC)

Thudc khong ké don (Over-the- Counter - OTC)
14 san pham dugc c6 thé mua tryc tiép ma khong can
don cta bac si (Jinnah et al., 2020). Khac véi thude
ké don, OTC dugc danh gié an toan va hiu qua cho
ty dicu tri khi dung ding huéng dan (Viroonpinyo,

Tap chi nghién ciu Tai chinh ké toan @



NGHIEN CcUU TRAO POI

(K 2 thang 12 (s6 302) - 2025 )

2009) va duoc co quan quan 1y kiém dinh chit ché
trude khi luu hanh (Hassan & Siddique, 2018). Thi
truong OTC bao gom nhiéu nhom nhu thude giam
dau, thude ho - cam cim, thudc tiéu hoa, san phdm
da lidu va thuc phim bo sung (Wozniak-Holecka et
al., 2012), trong d6 thudc giam dau 1a nhom phd bién
nhat ding cho céc triéu chimg nhu dau dau, dau co,
sot (Viroonpinyo, 2009).
Hanh vi mua hang

Kotler va Keller (2011) dinh nghia hanh vi mua
hang la qua trinh c& nhan, nhdm hodc t6 chirc lva chon,
mua, sir dung va loai bo san pham, dich vy, y tudng
hodc trai nghi¢m nham thoa man nhu cau, mong muén,
va coi day 1a yéu t6 ¢dt 15i ctia marketing. Blackwell et
al. (2006) nhan manh tinh phtrc tap, bién doi lién tuc va
kho thdng nhét dinh nghia ctia hanh vi mua.

Kotler (2003) x4c dinh bén khia canh ctia hanh vi
mua: cach thirc mua, loai san phém/dich vu, thoi diém
va dong co mua. Faison (1977) cho rang hanh vi nay
bt nguon tir hé théng thir bac nhu ciu, tao ra dong luc
hanh dong. Schiffman et al. (2007) cung nhin nhén
day 1a qua trinh lya chon va mua sim dé dap ing nhu
cu, tan dung cac ngudn luc sin co.

2.2. Gid thuyét va mé hinh nghién ciru

2.3.1 Gia thiét nghién ciru

Gid thuyét HI: Xudt xir san phcfm co anh hwong
tich cuc dén hanh vi mua thuéc gzam dau OTC cua
Gen Z tai TP. Ho Chi Minh. Xuat x{ san pham anh
huong tich cuc den hanh vi mua, tac dong truc tiép
dén danh giad chit luong va gla tri san pham (Pappu
et al., 2006). Trong OTC, yéu t6 nay duogc ngudi
tiéu dung coi trong (Meseret & Mulugeta, 2020),
thuong thé hién qua nhin “Made in...” nhu cong cu
marketing nang cao canh tranh.

Gia thuyét H2: Céng ty san xudt c6 anh hu’ong
tich cyee dén hanh vi mua thuée giam dau OTC cua
Gen 7 tai TP Ho Chi Minh. Cong ty san xuat quyét
dinh manh dén hanh vi mua, khi uy tin va quen thudc
thuong hiéu tao niém tin (Mwambete & Shemsika,
2014). Céc yéu t6 nhu nhén dién, marketing va hinh
anh doanh nghiép tac dong tryc tip dén wa chudng
san pham thong qua hiéu qua, an toan va kha nang
giam tri¢u chimg (Kohli & Buller, 2013).

Gid thuyét H3: Bao bi c6 anh hwong tich cuc dén
hanh vi mua thuoc giam dau OTC cua Gen Z tai TP.
Ho Chi Minh. Bao bi vira bao v€ san pham vua la
cong cu marketing truyen tai thong tin va hinh anh
thuong hiéu (Underwood & Klein, 2002). Thiét ké,
mau sac, nhan mac va tinh tién dung anh hudng
dang ké dén nhan thirc va quyét dinh mua (More &
Srivastava, 2010).

Gid thuyét H4: Kinh nghiém s dung trudce ddy cé
anh huong tich cuc dén hanh vi mua thuoc giam dau
OTC cua Gen Z tai TP. Ho Chi Minh. Kinh nghi¢m st
dung trude gilip gidm rui ro cdm nhan, cung co long
trung thanh va ting kha nang mua lai (Kevrekldls et
al., 2018). Trong OTC, trai nghiém thyc t& va kién thirc
tlch lily 13 yéu to quyét dinh (Wieringa et al., 2015).

Gid thuyét H5: Qudng cdo ¢6 dnh hiong tich cue
dén hanh vi mua thuoc giam dau OTC ciia Gen Z tai
TP. H6 Chi Minh. Quang cao nang cao nhan biét, tao
khéc biét thwong hiéu va anh huong tich cuc dén hanh
vi mua (Kotler & Keller, 2016; Belch & Belch, 2018)
Higu qua tang khi két hop thong tin san pham véi yéu
t6 cam xtic (Viroonpinyo, 2009).

Gid thuyét H6: Y kién ciia dugc st c6 anh huong
tich cuc den hanh vi mua thuoc giam dau OTC cua
Gen Z tgi TP. Ho Chi Minh. Y kién dufgc si lé’nguén
tu van dang tin cay, tic dong manh dén quyet dinh
mua, chi sau béac si (Pujari et al., 2016). Dugc si vira
cung cap thong tin, goi y dang bao ché, vira dam bao
an toan diéu tri (Major & Vincze, 2010).

Gid thuyét H 7: Y kién ciia gia dinh/ban be co anh
hwong tich cyee dén hanh vi mua thuoc glam dau OTC
ciia Gen Z tai TP. Ho Chi Minh. Y kién gia dinh/ban
be tac dong qua truyen mi¢ng (WOM) anh huong
dén ca lya chon ban dau va danh gia sau mua (Cirstea
etal., 2017). Mic du tac dong thap hon tu van chuyén
moén, WOM van 1a kénh anh huong dang chi y
(Srivastava & Wagh, 2017).

Gid thuyét H8: Gid cd c¢6 dnh huong tich cuc dén
hanh vi mua thuéc giam dau OTC ciia Gen Z tai TP,
Ho6 Chi Minh. Gia ca vira 1a yéu t0 tai chinh vira tic
dong tam ly dén nhén thirc gia tri, chit lugng (Mamun
et al., 2014). Trong OTC, gid hop ly duy tri mua
13p lai va long trung thanh (Kohli & Buller, 2013),
cung thuong hiéu la yéu t6 hang dau quyét dinh mua
(Halme et al., 2009).

2.2.2. M6 hinh nghién ciru dé xudt

Dua trén Ly thuyét Hanh dong Hop ly (TRA),
Ly thuyét Hanh vi Dy dinh (TPB) va cac nghlen cliu
trudc, tac gia dé xudt md hinh phan tich cac yéu té anh
huéng dén hanh vi mua thuoc giam dau khong k€ don
(OTC) cua Gen Z tai TP. H6 Chi Minh. M6 hinh gom
tam bién doc 1ap: Xuat xir san pham (COO), Cong ty
san xuat (MC), Bao bi (PA), Kinh nghiém trudc (PE),
Quang cao (A), Y kién duoc si (PO), Y kién gia dinh/
ban bé (FO) va Gia ca (PR), ciing bién phu thudc 1a
Hanh vi mua (PB).

Tam gia thuyét (H1-H8) cho rang mdi yéu t trén
déu tac dong tich cuc dén hanh vi mua, phan anh sy
két hop giita yéu t6 c4 nhan, xd hoi, dic diém san
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phén} va chién luge marketing, phu hop voi khung 1y
thuyet va bang chung thuc nghiém.
Hinh 1. M6 hinh nghién ciru dé xuat

Xudt x(r san pham (CO0)

Céng ty san xust (MC)

Bao bi san ph&m (PA)

Kinh nghiém st dung truéc d6 (PE)

- = Hanh vi mua (PB)

Quang céo (AD)

Y kién clia dugc si (PO)

Y kién ctia gia dinh/ban bé (FO)

Gié ca (PR) ‘

Nguon: Nhém téc gid tong hop

3. Phuong phap nghién ciru

Nghién ctru ap dung phuong phap chon mau phi
xac suat, thu thap dir liu qua bang hoi truc tuyén
(Google Forms) chia s¢ qua mang xa hoi va email
tac gia. Trong 330 phiéu thu dugc, 4 phiéu bi loai
do khong dap ung tiéu chi (khong thudce TP. Ho Chi
Minh, ngoai d tu6i 13-28 hodc chua timg mua/str
dung thudc giam dau OTC). By dir ligu cudi cung
gom 326 mau hop 1€. Bang hoi dugc thiét ké véi
thang do Likert 5 muc, phat hanh thong qua mang xa
hoi, mang ludi c¢a nhan va email t6i nguoi dan dang
sinh song tai TP. H6 Chi Minh. Muyc ti€u la danh gia
tdc dong cua cac y€u to anh huong dén hanh vi mua
thuoc giam dau OTC cua nguoi tiéu dung Gen Z. Dt
liéu thu thap duge kiém tra va loai bo phan hoi khong
hop 1€, sau d6 xur Iy bang phan mém SPSS 26.0.

4. Két qua nghién ciru

4.1. Két qud kiém djnh Cronbach’s Alpha, EFA
va hoi quy
Bang 1. K&t qua kiém dinh Cronbach’s Alpha va EFA

Nhint6 ‘ Ky hiéu: Bién Tuo’yg i Cror:bach’s Alpha Hé s6 Trong s6
quan sit quanbiéntong |  néuloaibién | Cronbach’s Alpha | EFA

K&t qué kiém dinh dd tin iy Cronbach’s Alpha cho biéh COO - [an chay thir 2
€001 0,567 0,745 0,772
Xuét x( san pham €002 0,576 0,740 0785 0,753
(coo) €003 0,633 0,710 ' 0,788
€004 0,591 0,733 0,758
R s MC1 0,567 0,552 0,813
f"v’lg ty sén xuat Me2 0,520 0612 0703 0,763
MC3 0,474 0,666 0,685
PA1 0,562 0,702 0,59
Lo PA2 0,553 0,707 0,592
Bao bi san pham (PA) A3 0538 0715 0.760 0584
PA4 0,580 0,692 0,544
PE1 0,470 0,646 0,557
Kinh nghiém st dung PE2 0,459 0,654 001 0,575
trudce do (PE) PE3 0,518 0,619 : 0,565
PE4 0,498 0,629 0,537
AD1 0,612 0,745 0,569
Quéng céo (AD) AD2 0,591 0,755 0797 0504
AD3 0,614 0,744 0,514
AD4 0,618 0,743 0,539
P01 0,564 0,781 0,712
¥ kién cla duoc P02 0,609 0,760 0804 0,737
si(PO) P03 0,621 0,753 ' 0,773
PO4 0,684 0,721 0,783

Fol 0,601 0807 0,761
il ia i F02 0630 0,799 0,755
;:r']eg;(“:og"a i/ F03 0657 0,792 0832 0,786
: FO4 0646 0,79 0,769
F05 0625 0,801 0772

K&t qua kiém dinh 3 tin cdy Cronbach’s Alpha cho bién PR - an chay thir 2
PRL 073 0821 0,844
L PR2 0,699 0831 0830
Gié 3 (PR PR3 0,698 0831 0863 0830
PR 0726 0820 0852
PBL 0683 0387 0,765
PR 0,669 0,388 0753
PB3 0,688 0387 0,770
- PB4 0,664 0,389 0,748
Hanh vi mua (PB) PBS 069 088 0.900 0778
PB6 0,698 0,38 0,779
PB7 0,706 0,385 0,784
PBS 0683 0,887 0,763

Nguon: Tong hop tir két qua tinh toén ciia nhém tac gia

Bang 2. Két qua KMO va kiém dinh Bartlett

Hé s6 KMO va kiém dinh Bartlett Bién doc Iap Bién phu thugc
Hé s6 KMO 0,772 0,936
Chi binh phwong 3539,781 1226,080
Kiém dinh Barkett Bic ty do 49 28
Sig (gia tri P - value) 0,000 0,000

Nguon: Tong hop tir két qud tinh todn ciia nhém tic gia

4.3. Phan tich hoi quy

Tir két qua phén tich hoi quy ¢ Bang 3 da cho théy,
Theo két qua phén tich, sau bién doc 1ap gom C6ng
ty san xuét (MC) Bao bi (PA), Kinh nghiém qua khu
(PE), Quang céo (A), Y kién cua dugc si (PO) va Y
kién cua gia dinh/ban bé (FO) c6 anh hu’ong coy
nghia thong ké dén hanh vi mua, voi tat ca giatrip
deéu nho hon 0,05. Piéu nay cho thiy cac yéu to ndy
dong vai tro quan trong trong viéc dinh hinh quyét
dinh cua nguoi tiéu dung.

Trong d6, Y kién ciia dugc si (PO) 1a yéu t tic
dong manh nhit voi hé s6 chuan hoa cao nhat (Beta
=0,433), tiép theo 1a Cong ty san xuat (MC) (Beta =
0,269) va Y kién cua gia dinh/ban be (FO) (Beta =
0,170). Céc yeu to khac nhu Kinh nghi¢ém qua khir
(PE) (Beta = 0,134), Bao bi (PA) (Beta = 0,113) va
Quang cao (A) (Beta = 0,091) cling c6 tac dong dang
ke nhung ¢ mirc thap hon.

Nguoc lai, hai bién Xuét xt san pham (COO) (B =
0,029; p = 0,461) va Gia (PR) (3 =0,042; p=0 266)
khong c6 anh hudng c6 y nghia thong ké dén hanh vi
mua trong bdi canh phan tich da blen mac du ¢ phan
tich tuong quan hai bién, chung van c6 mdi quan hé
dang ké v6i bién phu thudc. Diéu nay cho thay khi xét
dong thoi cac yéu tb khac, hai bién nay khong dong
gbp riéng biét vao viéc giai thich sy bién thién clia
hanh vi mua.

Tét ca céc gia tri VIF déu dudi 2 va gia tri tolerance
déu trén 0,7, cho théy khong c6 hién tuong da cong
tuyén nghiém trong gitra cac bién doc lap, tir do dam
bao do tin cay va kha nang dién giai cta cac hé sd
trong mo hinh.
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Bang 3. K&t qua phan tich héi quy

Bién doc lap Hé 0 hoi quy Sig. VIF
o0 0,029 0,461 1,097
MC 0,263 0,000 1,239
PA 0,107 0,004 1,084
PE 0,138 0,001 1,051
AD 0,086 0,030 1,258
PO 0,421 0,000 1,376
FO 0,156 0,000 1,060
PR 0,039 0,266 1,036

Nguén: Tong hop tir két qud tinh todn ciia nhém tic gid

. Kiém dinh méc d§ giai thich cia mé hinh
hoi quy

Két qua cho thay, R2 hi¢u chinh la 0,547. C6 thé

hiéu 13, 54,76% su thay d6i vé thai do cua nguorl tiéu
ding duoc giai thich boi cac bién doc 1ap cua mé hinh.

Két qua nghién ctru cho thay, trong Bang 5, véi
Sig. <0,00; Ta két luan rang, mo hinh duoc dua ra
hoan toan phu hop Vi dir liéu thuce té. Nghla 1a, cac
bién doc lap co tuong quan tuyén tinh voi bién phu
thudc voi muc do tin cay 1a 99%.

Két qua phan tich cho thy, cac chi sé Durbin-
Waston = 1.882; gia tri F = 49,957; Sig = 0,000* R2
hiéu chinh = 0,547 déu thoa mén cac ly thuyet va mo
hinh phu hop véi dir ligu khao sat thye €, khong c6
hi¢n tugng ty trong quan va da cong tuyén. Céc gia
tri VIF < 10 chimg minh rang, mo hinh khong bi da

cong tuyen.

Ta c6 phuong trinh hoi quy nhu sau:

PB =, + 0,029*COO0 + 0,269*MC + 0,113*PA
+ 0,134*PE + 0,091*4 + 0,433*PO + 0,17*FO +
0,042*PR + e.

5. Két luan va ham y quan tri
5.1. Két ludn

Nghién ctru da dat duoc muc ti€u dé ra, phan tich
8 bién doc lap véi 42 b1en quan sat va xac dinh 6 yeu
t6 c6 anh huong dang ké dén hanh vi mua thudce glam
dau OTC ciia Gen Z tai TP. H6 Chi Minh. Hai yéu t6
tac dong manh nhat 14 Y kién cta duoc si va Uy tin
cong ty san xuat, tiép dén 1a Y kién gia dinh/ban be va
Kinh nghlem sir dung trude do, trong khi Bao bi va
Quang cao c6 anh hudng thip nhat.

5.2. Ham y quan tri

Thit nht la, Y klen cta dugc si la yeu t6 tac dong
manh nhét dén quyet dinh mua thuoc glam dau OTC
cua Gen Z tai TP, HO Chi Minh. Dleu nay cho thay
Gen Z, du am hiéu cong nghé va tiép can thong tin
truc tuyén, van danh gia cao chuyén mon y te. Cac
cong ty duoc can xay dung quan h¢ chat ché va cung
cap day du thong tin san pham cho dugc si.

Thir hai la, Cong ty san xuét 14 yéu t6 anh huong
manh thir hai dén hanh vi mua cua Gen Z. Két qua
cho thay Gen Z tai TP. H6 Chi Minh khong chi quan

tam dén gid ma con chu trong dén do tin cay va an
toan san phém. Do d6, doanh nghiép dugc can dﬁp tur
xdy dung va duy tri hinh anh thuong hi¢u uy tin d€ toi
uu hoa kha nang ti€p can nhom khéach hang nay.

Thit ba la, Y kién gia dinh/ban bé cd tac dong
dang ké dén hanh vi mua cua Gen Z. Két qua cho
thay, du doc 1ap va am hi€u cong ngh¢, Gen Z van tin
tudng nguodn tham khéo tir nguoi than trong cac quyet
dinh stic khoe. Do d6, doanh nghiép nén khai thac
truyén miéng tich cyc qua chuong trinh gidi thiéu
va trai nghiém dé chia sé dé tiép can hiéu qua nhom
khach hang nay.

Thir tr la, Kinh nghiém st dung trudc day co tac
dong trung binh nhung déng ké dén hanh vi mua cua
Gen Z. Khi tim duoc san pham hiéu qua, Gen Z thudng
duy tri long trung thanh thuong hiéu. Do do, viéc dam
bao trai nghiém dau tién tich cuc va xir ly nhanh cac
trdi nghiém tiéu cyc, cing véi chién lugc phat miu
hodc dung tht, c6 thé thiic day hanh vi mua lap lai.

Thit ndm ld, Bao bi c6 anh huong dang ké dén
hanh vi mua cua Gen Z. Y€u 6 tryc quan va tinh ndng
cua bao bi tac dong dén Iya chon, déc biét voi Gen Z
- nhom dinh huéng manh vé thi giac. Doanh nghlep
duoc nén dau tur thiét ké bao bi hép dan, tién dung va
hop thi hiéu dé tao loi thé canh tranh.

Thir sau la, Quang cao co tac dong yeu nhat den
hanh vi mua cta Gen Z. Anh huong han ché cho thiy
Gen Z tai TP. H5 Chi Minh c6 xu hudéng hoai nghi
thong diép tiép thi truyén thong va chiu tac dong manh
hon tir khuyén nghi chuyén mén hodc trai nghiém céa
nhan. Vi vdy, quang cdo nén duy tri nhung can két
hop véi chién lugce tang cuong vai tro dugc si va trai
nghiém san pham.
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