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Oighién citu tdp trung vao viéc kham pha tac dong cua marketing da giac quan den y
Y Udinh quay tro lai trong khong gian hoc tdp va lam viéc phi chinh thirc. Duq trén &
thuyét marketing da giac quan, ly thuyét kich thich - chu thé - phan hoi va ly thuyét vé gan bo,
dia diém, nghién cuu da de xudt mof mo hinh ly thuyét nham ly giai anh hwong cua cac yéu to
marketing da gidc quan dén, cac yéu to sw hing thu va cam nfﬁn tinh chan thuc cua khach
hang, tir do hinh thanh sy gan bo voi dia diem va y dinh quay tro lai cua khgch hang the hé Z
tai Viét Nam. Dir liéu dwoc thu thap thong qua bang khao sat, dwoc phat dén tay khach han
thong qua ca hinh thirc truc tuyén va truc tiep. 587 phan hoi hop 1¢é da duoc dwa vao phan flt’%
bang moé hinh phwong trinh cau truc binh phwong toi thiéu tung phan nho nhat (PLS-SEM).
Ket qua nghién curu cho thay thi gidc, xuc gidc va vi giac la cac gidc quan co anh huong tich
cuc den sy hirng thu va cam nhdn vé tinh chan thuc, trong khi thinh gidac va khiru gidac khong
cho thay duoc tac dong co y nghia. Sy hung thu va tinh chan thuc deu co anh huong tich cyc
den sy gan bo va y dinh quay tro lai khong gian hoc tdp va lam viéc phi chinh thurc. Su gan
bo ciing co anh huong tich cuc dén y d_in}fg quay tro laj khong gian hoc tdp va lam viéc phi
chinh tfd"c va dong vai tro trung gian mot phan trong moi quan he giita sw hung thu, cam nhan
tinh chan thyc va y dinh quay tro lai. Két qua nghién ciru co nhitng dong gop quan trong vé
mat ly thuyéet cing nhw la cg so dé cac doanh nghiép kinh doanh khong gian hoc tap va lam
viéc phi chinh thiec phat trién cac chién luoc marketing phu hop dé khuyen khich y dﬁah quay
tro lai cua khach hang.

Tir khég: Thé hé Z, Marketing da gidc quan, Khéng gian hoc tdp va lam viéc phi chinh
thire, Sw gan bo dia diem, Y dinh quay tro lai.

Keywords: Generation Z, Multisensory Marketing, Informal Learning and Working Spaces,
Location Attachment, Intention to Return.

JEL Classifications: M10, M20, M31.
DOI: 10.54404/JTS.2026.215V.09
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1. Gi6i thi¢n ., =

Trong boi canh nén kinh t€ tri thirc va xu
hudng lam viéc linh hoat ngﬁly cang gia tin%,
cac khong gian lam viéc chung (con goi la
Co-working spaces) va khong gian hoc t&
phi chinh thug (Informal learning spacesg
dang phat trién manh mé trén foan cau,
Nhirng khong gian nay la giai phap thay thé
cho vdn phong va {)hbng. hoc truyén thong va
con dong vai trp 1a moi truong cong dong,
khuyén khich két no1 xa hoi, chia s¢ § tuong
va gia tdng trdi nghiém ca nhan. SO luong
khong gian lam vig¢c chung trén toan céu du
kién s¢ vuogt qua 40.000 vao nam 2025, phan
anh sy phat trién nhanh chong cia mo hinh
nay (Meunier, 2020). Tai Viét Nam, cung yvoi
su’'gia tang cua kinh t€ sang tao va cOng dong
khot nghiép, nhu cau doi vai cac khong gian
hoc tap/lam viéc linh hoat cling khong ngung
m& rong, dac bi¢t trong ﬁlé’l tre va sinh vién.
Chinh su phat trién nhanh chong nay da khién
chu dé tr¢ thanh diém thu hat cia cdc nha
nghién ctru trong linh vuc marketing dich vu,
hanh vi khach hang va cbuén tri tra1 nghiém
(Christino va cong su, 2022; Girija va con
su, 2024). Cac nghién ciu trude da xac din
mot nhom nhiing kﬁéu to anh hudng dén y
dinh st dung cac khong gian hoc tap va lam
viéc chung nhu thoi quen, dong luc, cam xuc.
Tuy nhién, cc nghién ciru hién tai con chua
lam rd mot sO van dé. )

Thir nhat, nhiing khong gian nay khong chi
don thuan [a mo1 truong vat 1y ma con la
nhirng khong gian trai nghiém, noi bau khong
khi, thiét ke va cac tin hi¢u gidc quan dong
vai trd quan trong trong viéc dinh hinh nhan
thirc va hanh vi cua khach hang (Spence va
cong su, 2014), Dac bi€t, su quan tdm ngay
cang gia tang do1 vO1 marketing da gidc qugn
da nhan manh céch thirc viéc kich thich nhiéu
giac quan cua con nguoi nhu thi giac, thinh
giac, vi giac va xuc gidc c6 thé fao ra nhimng
trai nghigm, tir d6 anh hudng dén nhén thue
va kéf qua hanh vi (Krishna, 2012). Mic du
marketing da giac quan da guoc chimg minh
1a ¢6 anh hudng manh mé dén trai nghiém va
hanh vi khach hang, phan 16n cac nghién ctru
hién tai chu y€u tdp trung vao cac boi canh
nhu ban 1¢, dich vu luu tra va du lich (Krishna
& Schwarz, 2014; Morrison v3 cong su,
2011; Yuksel va cong su, 2010), s0 11_1()’ng1 cac
nghién cltru vé anh hudng cua chien lugc
marketing da giac dén hanh vi khach hang
trong boi canh khong gian hoc tgp va lam viéc
{Jhl chinh thtrc van con han che. Day 1a mot
inh vuc nghién clru can khai thac vi khong
gian hoc tap va lam viéc phi chinh thurc khong
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giong phong hoc hay van phong truyén thong
von cht trong cong nang. Thay vao do, chiing
duoc thiét ke de tao trai nghiém toan dién cho
nguoi dung thong qua sy %{ét hop cua cac yéu
to nhu anh sdng, mau sdc, dm thanh, mui
huong hay dich vu d€ kich thich da giac quan.
Nhitng y€u to nay khong chi cai thi¢n su hirng
thti ma con dinh hinh cam xtc, ky uc va su
gén b lau dai voi khong gian. Tai Viét Nam,
a chimg minh anh u’("mg. cac,yéu to
marketing da giac quan dén y dinh ti€p tuc str
dl{m%l quay trd lai cac dia di€ém an uong qilén
ca phé cua khach hang (Chung & Huy, 2024).
Nhiing dia diém nay da dugc nhi€u khac
hang tré¢ Iua chon lam khong gian hoc téﬁ) va
lam viéc. Do vay, viéc tiép can hanh vi khach
hang do1 véi cac khong gian hoc tp va lam
viéc phi chinh thire tir goc d9,trdi nghiém da
giac quan s€ giup m¢ rong hi€u bi€t vé hanh
vi khach hang trong boi canh khong gian hoc
tap va lam viéc phi chinh thirc cling nhu cung
cap tri_thirc vé anh huong cua chién lugc
marketing da giac quan.
Thr hai, phan 16n cong trinh trude day tap
trung vao y dinh lya chon gh¢ tham khong
ian_hoc fap va lam viéc phi chinh thirc
%Chrlstlno va cong su, 2022; Girija va cong
su, 2024). Lua chon nay phan anh hanh vi
khach hang ¢ giai doan frudc mua, trong khi
do, hanh vi khach hang & giai doan sau khi
tra1 nghiém dich vu, ddc biét 1a y dinh %ua
tro lai, chua dugc nghién clru nhiéu. Y din
quay tr¢ lai phan anh mtc d6 hai long, sy gan
bo va long trupg thanh. Pay la nhiing yéu t0
then chot qg)lyét dinh kha nang duy tri doanh
thu va sy bén viing cua mét doanh nghié
(Brakus va cong su, 2009). NJ%hlél’l cuUu V€
§1a1 doan “sau sur dung” vi thé khong chi lap
ay khoang tr6n§ hoc thuat, ma con giup nha
udn ly hicu r6 dong luc duy tri va phat trién
tap khach hang trung thanh - nén tang song
con trong thi truong canh tranh cao. ]
Thur ba, cagc nghién ctru hién tai v€ hanh vi
khach hang do1 vgi khong gian hoc tép va lam
vigc chung chu ﬁréu tap trung vao nghién ciru
do1 tuong doanh nhén va ngﬁrc‘n khoi nghig
boi day 1a nhom doi tugng khéi phat nhu cau
s dung cac khong gian hoc, tap va lam viéc
phi chinh thire tir giai doan dﬁugRam va con
su, 2022; Wu & Zhang, 2024). Tuy nhién, the
h¢'Gen Z, nhimng ngudi sinh tir naim 1997 dén
2012 (Dimock, 2019) méi la nhom nguoi
dung dang tao ra sy mo rong nhanh chong cua
thi truong. Nhitng nguoi tre nay tim dén céc
khong gian hoc tap va lam viéc phi chinh thic
khong chi dé lam viéc, hoc tap ma con dé ket
noi xa hoi va xay dung ban sdac ca nhan. Do
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do, viéc tap trung nghién ctru vao Gen Z vira
mang tinh cép nhat boi canh viya mo ra hudng
tiep can mo1 cho ca ly thuyét va thyc tien
quan.,tr, , )

bé lap day cac khoang trong nglhlén cuu
trén, nghién ciru nay s& tich hgp 1y thuyét
kich thich - chu thé - phan hoi, 1y thuyét
marketing da géc quan va ly thuyét su gan'bg
dia diém dé de xuat mo hinh nghién cuy vé
anh huong cua marketing da giac quan dén y
dinh quay tr¢ lai khong gian hoc tap va lam
viéc khong chinh thirc cua thé hé Z. Ket qua
nghién cira dugc ky vong $€ bo sung hiéu biét
ve anh hudng cua cac yéu t0 marketing da
giac quan dén y dinh quay tré lai cac khong
%an hoc tap va lam viéc phi chinh thirc cua
thé hé Z. Keét qua nghién ctru cling s& goi md
mot sO dé xuat nham cai thién sy hung thy,
cam nhan tinh chan thuc va sy gan bo cua
khach hang thé hé Z bang chién lugc
marketing da Fljélc quan, tu d6 ting cudng y
dinh quay tré lai cia khach hang. .

2. Co s& ly thuyét va cac gia thuyét
nghién ctiru . A

2.1. Khai niém va ly thuyeét nén ting

2.1.1. Khai niém khong gian hoc tap va
lam viéc phi chinh thirc )

Khong gian hoc tap ghl chinh thuc
(Informal learning spacgs) dugc hiéu la cac
mdi truong hoc tap dién ra,ngoai 16p hog
chinh thire, thudng ¢6 tinh chat tu nguyén, ho
tro xa hoi va khuyén khich sy hop tac clng
nhu hoc tip tw dinh huéng va dugc nhan
manh rang khong gian hoc tap phi chinh thirc
bao gdm phiing noi ma sinh vién ty nguyén
str dung d€ hoc tap, thao luén, lam yiéc nhoém
hodc tu hoc, ben ngoai 6)ham vi 16p hoc
truyén thong (Berman, 2020). Khén%(hglan
lam vigc chung (co-working spaces) 1a khong
gian lam viéc phi chinh thirc, noi nhiing
nguoi lam ty do, nhan vién lam viéc tr xa,
nguoi lam sang tao, khoi nghiép va thdm chi
ca nhin vién doanh nghi¢p cung lam viéc
canh nhau. Khong gian hoc tap va lam viec
phi chinh thirc 1a mot ing dung cua mé hinh
tiéu dung hop tac khuyén khich nhiing nguoi
tham gia khong chi chia s¢ co s¢ vt chat ma
con ca kién thuc, k¥ nang va von xa hoi
(Spinuzzi, 2012). Khong gian hoc tap va lam
viec phi chinh thirc khang chi gidi han trong
nhiing van p(‘)n%guyén_théng ma_con mg
rong sang nhitng khong gian cong cong thodi
mai va thuan tién cho cac hoat dong hoc tap
va lam viéc (Fauzia & Guritno, 2020). Do do,
nghién clru nay lya chon tiép can khong gian
hoc tap va lam vi¢c phi c;hin% thirc cua thé h¢
Z tai Viét Nam la cac dia diém nhu quan ca

phé, thu vién md, cang tin, cira hang tién loi
o cho ngot1, khu vuc lounge, va ca cac khong
ian lam viéc chung, noi ngudi dung c6 thé tu
0 hoc ta}ljl hay lam vi¢c ma khong bi go bo
boi tinh chat chinh thue nhu van phong hay
16p hoc, thu vién, .
2.1.2. Ly thuyet kich thich - chii thé - phan

LQ’H%CSOR . .
v thuyét SOR cho rang céc kjch thich bén
ngoal (Stimulus) sé tac dong dén trang thai
tam ly - cam xtc (Organism), tor d6 dan dén
han ung hanh vi (Response) (Mehrabian &
ussgll, 1974). Trong nghi€n cgu pay, ly
thuyét SOR dén vai tro la ly thuy€t nén tang.
Trong linh vyc du lich va ban, €, cac nghien
ctru da chung minh rang cAc ﬁéu t0 giac quan
gop phan lam tang sy gan két cam xuc va
trung thanh voi diem deén hodc thuong hi¢u
(Kastenholz va cong su, 2020; Shahid va cong
su, 2022). Trong boi canh marketing da giac
quan, cac nghién ciru trude da,xem x¢t cac yeu
t0 bén ngoai co lién quan dén marketing da
giac quan, tdc dong dén nam giadc quan nhu
cac kich thich thi giac, thinh glac, khiru giac,
vi giac, xtic giac, [anhimg yéu 10 kich thich (S)
co anh hudng dén su hung thy, tinh chap thyc
va su %ﬁn bo véi dia diém (O), tir d6 dan den
hinh thanh Iphém'frng la y dinh quay tr¢ lai
khéné ian [am vi¢c va hoc tap phi chinh thirc
(R) 5 ung & Huy, 2024). ,
.1.3. Ly thuyet vé gan bo dia diém
Su ban bo tinh cam hodg két nd1 gitra con
nguoi va mt dia diém nhat dinh clng dugc
%(_)1 la sy gan bo voi dia diém (H1d§],g0 &
ernandez, 2001). Su gan bo nay la ket qua
cua nhiing tuong tac tich luy gitra’ca nhan voi
cac thanh phan vat ly va ,xa hoi cua moi
truong, dan dén sy gan bo vé mat cam x{ic voi
dia diem do (Stylidis, 2018). Khai niém sy
gan bo voi dja diém vi vay dugc su dung de
chi nhiing moi lién hé cam xtic ma con nguodi
hinh thanh khi ho _tuon% tac v61 mot moi
truong cu thé (Cifci, 2022). Cac nghjén ¢lru
trude trong linh vue du lich da cung cap bang
chung y€ anh hudng cua trai nghiem da giac
quan dén sy gin bé cam xuc cua du khach véi
mot diém deén (Roostika va cong su, 2025).
Cac trai nghiém gidc quan khong chi tao ra
phan tng nhén thirc ma c¢pn khoi, goi cam xtc
manh mé, qua do6 thuac day su gan bo véi dia
diém (Williams & Vaske, 2003%.
2.1.4. Marketing da gidac quan
Marketing da giac quan la mot chién lugc
marketing st dung nam gidc quan cua con
ngudoi gom o thi gide, thinh giac, khiru giac, vi
giac va xtc gidc nham dinh hudng nhan thirc
va trai nghiém cua khach hang (Krishna,
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2012). Cac nghién, ctru trong nhi€u boi canh
khac nhau cho thay viéc ket hop dong thoi
nhi€u giac quan giip gia tdng gia tri trai
nghiém, xay dung hinh anh thuong hiéu tich
cuc va tdc dong dén hanh vi tiéu dun
Krishna, 2012; Spence va cong su, 2014). Vi
u, trong linh vuc du lich, viec sir dupng am
thanh, mui huong va hinh aph diém dén gop
phan nang cao cam nhan vé tinh chan thuc,
dong thotr lam gia tang sy hing tha cia du
khach (Liu & Minamikawa, 2024). Trong moi
truong ban 1€, cac yeu t6 nhu &m nhac va mui
huong tao ra tam trang tich cuc, tir d6 nang cao
sy thoal m3i va mirc d hung thu tron% qua
trinh mua sam (Morrison va cgng su, 20T1).
2.2. M6 hinh va gia thuyet nghién ciru
2.2.1. Cac yeu to marketing da gidc quan
va su hung thu cua khach hang
Marketing da gidc quan dugc xem 1a mot
co ché tao (%lél tri trai nghiém thong qua viéc
kich thich dong thoi nhi€u gidc quan nhu thi
giac, thinh giac, khiru giac, vi giac va xuc
giac. Trong do, thi gia¢ la gﬁac quan chinh
ﬁlﬁg con nguoi nhan bigt hinh anh, mau sac,
in dang va sy chuyén dong (Hquston &
Taube, 2000). Trong ‘marketing, yéu to thi
giac cua khong §1an_ hoc tap va, [am viéc phi
chinh thirc co thé lién gua dén cac bai tri
quang cao va bo cuc dia diém. Thinh giac lién
uan d¢n kha nénﬁ nghe va cdm nhan am
thanh. Am thanh nhu nhac nén co6 thé tao ra
bau khong khi, kich thich cam xtc va nang
cao trdi nghiém voi thuong hi¢u (Uddin,
2011). Khtru gidc 1a gidc quan cho phép con
nguoi cam nhan mui  huong. Trong
marketing, viéc sir dung mui hwong ¢6 thé tao
ra trai nghiém dé chiu va khoi go1 ky rc cua
khach hang (Uddin, 2011). V1 giac la kha
nén% cam nhén vi,cua cac chat (Krishna,
2012). Hién nay nhiéu khong gian hoc téﬁ va
lam viéc phi chinh thirc duoc hinh thanh tur
cac quan ca ph€, chuoi cira hang tién 1gi nén
huong vi cua thuc pham va do uong dugc
phuc vu & day co thé anh, huéng dén trai
nghi¢m cua khach hang. Cudi cung, xlc giac
lién quan dén cadm nhan vé cam gidc vat 1y khi
tiép xuc voi bé mat, chat ligu hodac nhi¢t do
(Krishna, 2012). Cam gidc ve sy an toan, sach
s€ va thoai mai s€ c6 anh hudng tich cuc dén
khach hang S?hung & Huy, 2024). Sy hing
tha 1a mot két qua cam xic noi bat cua
marketing da gidc_quan (Linbo va cénghsu:,
2024). i cac_gidc_quan dugc kich thich
p_honghghﬁ va dong bq, khach hanEi khong chi
tiép nhan thong tin ve san pham/dich vu ma
con tra1 nghiém mirc do tin huéng cao hon
(Moreira va cdng su, 2017). Do vay, cac gia
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thuyét sau dugc dé xuat: o

. Hla: Thi gidc c¢6 anh huong thuan chiéu
deén su hung tha, R

. H1b: Thinh giac c6 anh huéng thuén chi€u
dén su hung thu. R

. Hlc: Vi gidc c6 anh huong thuan chiéu
dén su himg thu. .

. H1d: Khtru giac ¢6 anh hudng thuan chiéu
dén sy himg thu o

, Hle: Xuc %1{10 c6 anh hudng thuan chiéu
dén su hung thy.

2.2.2. Cac yeu to marketing da gidc quan va

cam nhdn vé tinh chan,thuc cua khach hang

[Cac nghién ctru gan day di khang dmh
moi quan hé chat ché gitra yéu to da giac quan
va tinh chén thuc trong trai nghi€ém hoc tap va
tiéu dung (Linbo va cong su, 2024). Céc kich
thich giac quan dong vai tro trong viéc hinh
thanh su chan thuc, boi chiing khoi goi cam
xuc va lién két nhan thirc cua ¢4 nhan véi boi
canh trai nghiém. Trong linh vuc du lich, khi
du khach duoc tiép xuc vai cac kich thich
giac quan nhu thi giac, thinh giac, vi giac hay
xuc gidc, ho khong chi dung lai ¢ trai nghiém
tuc thoi ma con hinh thanh cam nhén vé su
chan thuc va dang tin cé%;. cua diem dén
(Linbo va cong su, 2024). Viéc goi m¢ giac
quan, du qua_hinh, anh, ngén ngtr hay trai
nghiém truc tiép, déu khién nguo1 tieu dung
va du khach, cim nhén san pham, thong di¢p
hay diém dén la chan thuc va déng tin cay
hon (Atasoy & Eren, 2023). Do vay, cac gia
thuyet sau dugc de xuat: o

, H2a: Thi giac c6 anh hudng thudn chiéu
dén cam nhan tinh chan thuc. R

. H2b: Thinh gic ¢6 anh hudng thuan chiéu
dén cam nhan tinh chén thuc. o

, H2c: Vi giac c6 anh hudng thudn chiéu
dén cam nhan tinh chan thuc. o

. H2d: Khiru gidc co anh huéng thuan chiéu
dén cam nhan tinh chéan thuc o

, H2e: Xuc giac c¢6 anh hudng thuan chiéu
dén cam nhan tinh chan thuc.

,2.2.3. Su _hieng, thu, tinh chén thuc va sw
gan bo yoi dia diem =

Su gan bo voi diadiém,duoc tiép cén theo
nhiéu hudng, song déu nhan manh sy két noi
tinh cam, nhan thtre va hanh vi vé1 mot khong
%an cu the (Scannell & Gifford, 2010). Theo
thoi gian, cdc hoc gia da chi ra sy gan bo voi
mot dia diem khong chi dugc nudi dudng
khong tir trai nghiém cam xic ma con ty yéu
t0 vat ly va co hoi hoat dong cong tac, két noi
x4 hoi (AboWardah va cong su, 2019;
Lewicka, 2011). Trong khi d6 sy hung tha
phan anh cam xuc tich cuc, niém vui va sy
thoai mai khi cd nhan tuong tic vdi moi

khoa hoc =
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trvong. Khi khach hang trai nghiém khong
gian tht vi va dang nhd, ho ¢6 xu hudng gia
tang su phy thudc va coi dia diém nhu mot
han ban sac ca nhan %(yle va cong su, 2005 5
ada va cong su, 2019). Do do, sy htrng tha
khong don thuan 1a phan Ging cam xuc thoénﬁ
qua ma la dong lyc thuc day su gan bo, an
hudng truc tiep den lc‘m%(trung thanh va hanh
vi do1 vo1 dia diém. Khi khach hang cdm nhén
su htrnl% tha trong trai nghi¢m, nhiing cam
xuc tich cuc pay dan, gan lién véi ky uc va
hinh thanh moi [ién két tinh cam, tr d6 tao ra
su gan bo bén chit hon voi dia diém. .
at khac, mot s0 nghién ctru cling ghi
nhan khi cam nhan trai nghiém du lich 1a tinh
chan thuc, ho phat trién sy ket noi cam xuc va
ban sac dia diem manh me hon, tr d6 cung cd
sy gan bo véi diém dén (Chhabra & Kim,
2018;, Ramkissoon, 2015). Tinh chan thuc
chu yéu thuc day su phu thudc vao dia dié
trong khi tinh chan thyc vé di san phi vat the
tic dong sau rong hon, bap gdm ca gan bo
cam xuc va ban sac dia diém. Phat hign néﬁ
md& rong hicu biét vé vai tro da chiéu cua tin
chan thyc trong viéc hinh thanh sy gan bo va
long trun% thanh vGi diém dén (Chhabra &
Kim, 2018). Tinh chan thuc khong chi tang
cuong su phy thudc vao dia diém ma con
cung co ban sac dia diém, qua do,tao nén tang
cho sy két noi cam xuc va sy gan bo cua du
khach (Qiu va cong su, 2025; Zhou va cong
su, 2022). Tu d6 nhom dua ra gia thuyet:
, H3: Sy hung tht c¢6 anh huong thudn chiéu
dén su gan bo véi dia diém;
‘H4: | Tinh ¢han thuc c6 anh hudng thuan
chiéu dén sy gan bo voi dia diem. ,
2.2.4. Sw hyrng thu, tinh chan thuc, sw gan
bo voi dia diem va y dinh quay tro lai
Y dinh duogc hiéu 1a ygu t) mang tinh dong
luc ¢6 anh hufén%tn_rc tiép dén hanh vi cta ca
nhan va y dinh phdn d&nh muic do san sang cua
mdt ¢4 nhan trong viéc thyc hién mdt hanh vi
cy, thé, cling nhu, muc do no luc ma ho du
kién s€ bd ra dé hoan thanh hanh vi do
éAJzen, 1991). Céc nghi¢n cuu thuc nghiém
a chung minh rang sy gan b6 vai dia diem la
mot trong nhirng tien dé manh mé nhat giap
dinh hudng hanh vi tuong lai cia khach hang.
Khach hang c6 muc do gan bo cao véi diém
dén thuong ,c6 xu hugng quay tré lai nhiéu
lan va khuyén nghi diém den cho ngudi khac
(Yuksel va cong su, 2010). Cing c6 nhing
nghién ctru da chi ra rang tinh chan,thuc dong
vai trQ quan trong trong vi¢c chuyen hoa suc
hap dan cam quan tha‘u%h y dinh du lich. Khi
du khach cam nhan diém dén la chan thuc,
khong chi tryc tiép cing co y dinh ghé tham

ma con gidn ti€p thuc day thong qua sy gin
két cam_ xuc va trai nghiém tich cyc. Khi
khjch hén%cém nhan mat trdi nghiém, san
pham hay diém dén la chan thyc va dang tin
cay, ho hinh thanh sy tin tuong va danh Flé
tich cyc hon. Su tin tudng nay tap dong luc
truc tiép d€ ho quay trg lar vi fin rang lan trai
nghi¢m ti€p theo s€ tiép tuc dap tmg ky vong

u va cong su, 2024; Zhou va cdng su,

022). Dya trén nhting két,qua nay, nhiing
moi quan hé sau duoc dé xuat:

Hba:, Sy hung thu c6 anh huong thuén
chiéu dén y dinh quay tr¢ lai;

‘H5b:, Tinh chan thuc c6 danh hudng thuan
chiéu dén y dinh quay tr¢ lai;

H5c: Sy gan bo vo1 dia diém c6 anh hudng
thuén chi€u dén y dinh quay tr¢ lai.

. Phuong phap nghién ciru

3.1. Thang do ,

Cac thang do dugc ke thura tir nhiing cong
trinh ¢6 uy tin va duoc diéu chinh dé phu hop
v6i boi canh ya muc tiéu nghién cpru. Cu the,
17 chi bao dé do ludng cac yéu td gidc quan
duoc ke thura tir nghién ctru cua Kim va con
su (2020). Su htrnﬁ tha dugc do luong ban
chi bao diéu chinh tir nghién ctru cua Linbo
va cdng, su Z$20251 . Sy chan thyc dugc do
lu(‘)’ng ang 4 chi bao do Liang va cong su
2018) de xuat. Than§ do sy gan bo vd1 dia

iém gom 4 chi bdo duoc ke thura tir nghién
ctru cua AboWardah va cong su (2019). Cuoi
cung, y dinh quay tr¢ lai dugc do luong bang
4 chi bao hiéu chinh tir nghién ctru cug Linbo
va cOng su (2024). B¢ bao dam sy nhat quan
va phu hop vé ngir nghia, bang hoi dyoc thuc
hién dich xu6i va dich nguoc giita tiecng Anh
va tiéng Viét trudc khi dua vao khdo sat
(Brislin, 1970). )

3.2 Thu thap va phén tich dir libu

_Bang hoi sau khi hoan thién duoc xin ¥
kién chuyén gia va khao sat thir vdi 15 khac
hang c6 ndm sinh tr 1997 dén 2012, da tung
gh¢ tham cac khang gian hoc tip va lam viéc
phi chinh thirc,dé kiém tra chat luong thang
do. Dua trén ket q}llé khap sat thtr, mot sO cau
hoi d3 dugc di€u chinh dé dam béao sy 10 rang,
de hiéu va phu hop véi doi tugng khao sat.
Dir liéu chinh thirc duoc thu thap fir thang
06/2025 dén hét thang 07/2025 bang mot
bang hoi giay duoc phat tryc tiép va mot bang
hoi truc tuyen duogc tao ra trén Google form.
Do cau hoi cho tat ca cac bien nghién ctru déu
duogc thu thap bang mot bang hoi tai cung mot
thoi diem, mot so ky thuat da duoc ap dung
dé tranh hién tuong sai léch do phuong phap
chyng (Podsakoff va cong su, 2003). Thur
nhat, dap vién dugc dam bdo rang thong tin
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Kich thich (S)
(Nguoén: Nhém tdc gia dé xudat)

Chii thé (0)

Marketing da
giac quan Su himg tha
Hla, b, ¢, d, e H5a
Thi giac H3
Thinh giac Su géin bo Y dinh quay tré lai
A H5c
H5b
Khitu giac Cam nhan
tinh chan thuc
Xlc giac

Phén émg (R)

Hinh 1: M6 hinh gid thuyét nghién ciru

ho cung céap s€ chi dugc sir dung cho muc
dich nghién curu va khong c6 cau tra 161 dung
sai cho cac cau hoi. Thir hai, sy tham gia cua
dap vién la hoan toan tu nguyen va ho co thé
ngung lam khao st bat cir liic nao. Do khong
co khun lé%/, may, nghién cltru su dung
huong q ap lay mau thudn tién phi xac suat.
au khi loar bo cac phdn hoi cua cac khach
hang khong thudc thé h¢ Z va nhiing phan hoi
chon mdt dap an cho,tat ca cac cau tra 101,
tong ccf)nngS phan hoi hop 1€ dugc dya vao
han tich bang, phugng phap mo6 hinh cau truc
inh phuong 101 thi€u tung phan (PLS-SEM).
Ky thuat PLS-SEM dugc lua chon vi PLS-
SEM da chimg minh sy phu hop y6i cac mé
hinh ¢6 muc dich m¢ rong ly thuyét, bao gom
nhiing m6 hinh nghién ctru phirc tap c6 chira
bién trung gian nhu mo6 hinh nghién clru nay
de xuat. Ngoai ra, so v&i phuong phdp mo
hinh cau truc dua trén hiép phuong sai (CB-
SEM), PLS-SEM c0 lgi thé 1a khong do1 hoi
phan phoi chuan cua du liéu, phu h%. Vol cac
nghién ctru trong khoa hoc xa hoi (Ringle va
cong su, 2012). Ky thuat PLS-SEM dang
dyoc sir dung rong rai trong cac nghién cltru
ve marketing nhirng ndm gan day (Le va cong
su, 2025; Nguyen va cong su, 2024
4. Két qua nghién ciru_
4.]1. Thong ké mo ta méau nghién ciru
Két, qua thong ké mo td& mau nghién cjru
cho thiy trong s0 587 dap vién, nit gi61 chiém
62,4%, nam gidi chiém,37,3% va gidi tinh
khac chiém 0,3%. Da s0 cac dap yién nam
trong do tudi tir 18 - 23 (82,5%). VE tan suat
ghé tham khong gian hoc tap va lam vi¢c phi

chinh thte, 77,0% dap vién cho biét ho
thuong xuyén ghé thim nhimng khong gian
nay va 23,0% khong ghé tham thuong xuyén.
Trong d6, hon mgt nura cac dap vién thuon
di, cung mot nhém gom 2 - 3 ngugi (53,0%),
ké deén la di mot minh (36,3%). S6 luon% cac
dap vién di guing mot nhom c6 hon 3 thanh
vien chi chiém 10,7%. Diéu nay cho thay
nhom khach hang duoc khao sat c6 dic diém
da dang, trai rong trong nhom Gen Z.

4.2. D¢ tin cay va gia tri tht_m,%1 do

Két,qua Bang 1 cho thay hai chi bdo KG3
cua bién khiu gidc va YD4 cua bién y dinh
%uay trg lai ¢ hé so tai ngloéu_ nho hon 0,70.

o do, hat chi bao nay bi loai khoi mo6 hinh

do luong. Sau khi loai bo hai chi bao, cac
thang do dat dugc do tin cdy va dd hoéi tu kha
tot. Cu thé, hé so Cronbach’s Alpha va hé so
tin cay tong hop (CR) 16n hon 0,7, chung to
muc d¢ nhat quan ndi tai gao theo Hair va
cong su (2019). Ngoai ra, tat.ca cac h¢ so tai
ngoai cua cac bién quan sat déu 16n hon 0,70,
g1a tri phuong sai trung binh trich (AVE) cua
cac thang do déu vuot ngudng 0,50, ddm bao
do 1%13'1 tr1 hoi ty cua cac thang do.
~ Két qua kiém dinh %12'1 tr1 phan bi¢t bang
titu chi ma tran Heterotrait-monotrait
HTMT) cua Henseler & cong su (2015) cho
thay cac hé¢ so HTMT déu nho hon 0,90. Do
do, thang do cac,khai niém nghién cuu thoa
man yéu cau vé do glé tri, phan bi¢t do
Henseler va cong su (2015) dé xuat.

4.3. Kiém dinh cac <gid thuyét nghién ciru

Nhu vay, cac thang do duoc su dung trong
nghién ctru da dat dugc do tin cdy, gia tri hoi
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Bang 1: Do tin cdy va gia tri hoi tu cua thang do

Thang do HEé so tiai ngoai Cronbach’s alpha CR AVE
Thinh giic 0,913 0,939 0,793
EGI 0,896
EG2 0,901
EG3 0,865
EG4 0,899
Thi giac 0,823 0.876 0,586
TG1 0,718
TG2 0,785
TG3 0,784
TG4 0,806
TGS 0,731
Vi giac 0,921 0,944 0,809
VGl 0,869
VG2 0,909
VG3 0,911
VG4 0,909
Khiru gifc 0,804 0.884 0,719
KG1 0,882
KG2 0,864
KG4 0,796
Xiuie gidc 0.911 0.937 0,789
XG1 0,900
XG2 0,877
XG3 0,909
XG4 0,865
Sy hirng thu 0.906 0,934 0,781
PE1 0,880
PE2 0,881
PE3 0,898
PE4 0,876
Tinh chéin thuc 0,794 0,866 0,619
PA1 0,796
PA2 0.846
PA3 0,760
PA4 0,741
Su giin bé 0,817 0,880 0,646
PE1 0,787
PE2 0,798
PE3 0,811
PE4 0,820
Y dinh quay lai 0,857 0,913 0,777
YDI 0,858
YD2 0,900
YD3 0,887

(Nguon: Két qua phén tich ciia nhém téac gia)

tu va gia tri phan biét. Déniﬁh(‘yi, mo hinh do
luong phu hop vai dir liéu khao sat cling nhu
co nén tang [y thuyét vig chac, dam bao do
tin cdy dé tyeg tuc st dung tror_l%]ﬁ)hﬁn tich
bootstrap voi 5,000 mau hoan lai nham kiém
dinh mo hinh cau tric va cac,gia thuyét
nﬁhlén ctru. Bang 3, cho thay h¢ so phong dai
phuong sai (VIF?déu nho6 hon 3, do d6 khong

xuat hién hién tuong sai 1éch do phuong phap
chung va da cOng tuyén gilta cac bi€n &{alr
va cong su, 2019; Kock va cong sy, 2021).
Két qua kiém dinh gia thuyét nghién ciru ¢
Bang 3 cho thély thi giac (g =0,181,p<0,05
vi giac (B = 0,163, p < 0,005), va xuc giac
= &’:331, P< 6’0091 c6 anh huéng co y nghia
thong ké dén sy hing thu. Cac gid thuyét
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Bang 2: Ma trdn HTMT

EG GB KG PA PE TG VG XG YD

EG

GB 0,553

KG | 0,686 |0,686

PA 0,575 (0,837 | 0,654

PE 0,563 (0,752 | 0,660 0,878

TG 0,641 10,725 | 0,898 0,682 | 0,689

VG | 0,641 |0,592| 0,521 0,591 | 0,501 0,598

XG | 0,610 |0,638 | 0,857 0,623 | 0,673 0,808 | 0,392

YD | 0480 |0,722| 0,569 0,818 | 0,796 0,592 | 0,444 0,593

(Nguon: Két qua phdn tich ciia nhém tac gid)
Bang 3: Két qua kiém dinh cdc gia thuyét nghién ciru

Gia thuyét | Mdi quan hé VIF Hé so hoi quy | t-value | p-value Két ludn
Hla TG —» PE 2,765 0,181 3,210 0,001 Che"ip nhén
Hlb EG —» PE 2,028 0,099 1,843 0,065 Bac bo
Hlc VG — PE 1,704 0,163 3,866 0,000 Chép nhan
H1d KG — PE 2,871 0,058 1,035 0,301 Bac bo
Hle XG — PE 2,629 0,331 6,156 0,000 Chép nhén
H2a TG — PA 2,765 0,150 2,311 0,021 Chap nhan
H2b EG — PA 2,028 0,079 1,613 0,107 Bdc bo
H2c VG — PA 1,704 0,264 5,941 0,000 Cha"ip nhén
H2d KG — PA 2,871 0,078 1,250 0,211 Bdc bo
H2e XG —» PA 2,629 0,232 3,532 0,000 Chép nhan
H3 PE — GB 2,275 0,328 5,866 0,000 Chép nhan
H4 PA —> GB 2,275 0,428 7,954 | 0,000 | Chép nhén
H5a PE - YD 2,490 0,395 8,343 0,000 Chép nhan
H5b PA —> YD 2,642 0,271 5,981 0,000 Chép nhén
H5c GB - YD 2,002 0,170 3,854 0,000 Chap nhéan

(Nguon: Két qua phdn tich ciia nhém tac gid)

Hla Hlc va Hle duoc chap nhan. Thinh
—0099f>005)vakhu'u giac (B = 0,058,

> 0,05)
thon ké dén su ungrthu Céc gia thuyet

1d bi bac bo. Tuong tu, thi gzlac B =
0 150 p < 0,021), v1 glaC (g Op 0,395,
0,001), va xtic giac (B~ = 0,232. p 01) 0,271,
cung co anh huon co n fna thong ke dén (ﬁSc

tinh chan thyc. Cac
H2e dugc cha%nhan h1nh
>0,05) va k
hong co anh huong co 'y nghla thong ké den
tinh chan thyc. Do vay, cac gid thuyet H2b va

co anh huong co y, n

tru giac (B =

iac
,07 b -

14 thu ¢t H2a, H2¢ va
=0,079,
. p > 0,05)

1ac

=0,328, p
hia =0 428
Ib  sugin bo V01 dia

< 0 001) va su

70 p <0,00
tich cuc den v dlnh quay tro lai khon
hoc tap va lam viéc
thuyét H5a, H5b va

ghién | clru nay dong thoi kiém dinh vaj
tro trung gian cua’sy gan bo véi dia diem dé

<0.00

o

H2d bi bac bo. N%oal ra, sy hung tha (H3:
) va t{nh chan thuc

< 0, 00d) déu tac dong tich cuc dén
iém, Do vay, cac gia thuyet

3 va H4 duoc ung ho. Sy hing tha (H5a: p
p<0 OOl) tinh chan thuc (H5b: § =
an bo voi dia dieém
) déu c6 anh hudng

hi chinh thuc
5¢c duoc un

Cicgia

ho.
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lam rd co ché anh hudng cua sy hung tha va
tinh chan thuc dén y din (ﬂl.ay tr¢ lai khong
Eilan hoc tap va lam viéc phi chinh thirc cta
ach hang. Két qua kiém dinh cac moi quan
hé trung gian tai Bang 4 xac,nhan vai tro trung
I%gem cua sy gan bo trong moi quan hé gitra sy
ung thi va y dinh quay tr¢ lai, cling nhu moi
quan hé giira'tinh chan thyc va y dinh quay tro
lai. Tac dong truc tyéﬁ cua sy hung thu va'tinh
chan thuc dén y dinh quay tro lai cling co y
nghia thong ké nén ¢o6 thé két luan hicu tmg
trung gian qua su gan bo la hi¢u Umg trung
gian mot phan (Zhao va cong sy, 2010).

trong, c6 anh hudng tich cuc dén ca tinh chan
thuc cam nhan va sy hung thu cua khach
hang. Bi¢u nay l%_c,n v rang cac khong gian hoc
tap/lam viég phi chinh thirc nén,dugc chu
trong hon v€ khia canh thi giac d€ ning cao
trai nghiém va sy gan b cua nguoi sir dung.
Tuy nhién, trdi nguoc vdi cac nghién cuu
trugc day cua Kim va cong sy (2020) va
Linbo ya cong su (2024), trong nghi¢n ctru
nay, yéu to thinh giac khf)n% cho thay anh
huong dang ké dén sy himg tha va tinh chan
thuc cdm nhan. Sy khac biet nay xuat phat tu
dac thu ctua khong gian hoc tap va lam viéc

Bang 4: Két qua kiém dinh trung gian

Téc dong gian tiép Hé s6 t-value | p-value | Sai léch veé khodng tin | Hiéu ing
dwong din cily dugrc sira chira trung
LL UL gian
PE - GB - YD 0,060 3,314 0,001 0,029 0,099 Mot phan
PA —-GB —> YD 0,078 3,894 0,000 0,040 0,118 Mot phan

(Nguon: Két qua phdn tich ciia nhém tdc gid)

HEé s6 xac dinh cua su hung thu 6470,0%),
tinh chan thuc (42,0%), su gan b6 (50,0%) va
y dinh quay tr¢ lai khong gian hoc tap va lam
viéc phi chinh thuc (56, /5%‘ cho thay céac bién
doc Iap c6 kha nang giai thich trung binh sy
thaﬁ 01 cua cac bien phu thudc frong mo
hinh (Hair va cong su, 2019). Hé s0 du bao
cua sy hung tha (0,361), cam nhan tinh chan
thuc (0,254), suw gan bo (0,319) va y dinh
quay tro lai i{héng glan hoc tap va lam viéc
hi chinh thue (0,432) nam trong khoang fur
FO,ZS' 0,5] cho thay mo hinh chura, cdc bién
phu thudc nay c6 kha nang du bdo nam & mirc
trung binh (Hair va cgng su, 2019).
hin chung, cac ket qua trén cho thay yéu
to thi giac, vi gidc va xuc gidc dong vai tro
quan trong trong viéc hinh thanh su hung tha
va cam nhan tinh chan thuc ctua khach hang.
Tur d6 hinh thanh su gan bd voi dia diem vay
dinh quay tr¢ lai. Bén canh do, két qua cling
chi ra rang: sy hung tha, tinh chan thuc va su
an bo la nhirng yéu to tflen' chot tdc dong dén
y dinh quay tro lai khong gian hoc tap va lam
viéc phi chinh thuc cua khach hang.
5. Théo luan va khuyén nghi
5.1. Thao ludn két qua nghién ciru
. Két qua nghién ctru da xac nhan nhimg
y€u t6 marketing gidc quan c6 anh hu’(")'n%ldén
sy hing thua va tinh chan thuc cua cac khong
gian hog tap va lam vi¢c phi chinh thuc. Tha
nhat, két qua nghién ctru da cung co6 nghién
ctru trude day,cug Linbo va cong su (2024)
khi cho thay yéu to thi giac dong vai tro quan

phi chinh thir¢, ngi ngudi dung tap trung cao
va it chl y dén y€u to am, thanh., C4c khong
gian nay thuong duoc thiét ké dé ho tro cac
nhiém vu cé nhan va tao mdi truong yén tinh
nham han ché xao nhf?m%l (AboWardah va
cong su, 2019). Do d6, dnh huéng cla thinh
giac co thé khong dang keé. .

~ Thir hai, két qua nghién ctru cho thjy vi
ﬁléc va xuc giac c6 anh huong tich cuc dén spr

ung tha va tinh chan thuce, tuong dong voi ket
qua cua Linbo va cong su (2024). Két qua nay
cting phu hop véi nhan dinh rang khach hang
sir dupg do an va do udng ¢ day de dap ung
nhu cau nang lugng, tién loi hoac giai lao ngan
(AboWardah va cong su, 2019). Do do, vi giac
va su tiép xac vat Iy voi thuc dn va do uong
khong chi lam tang su hing thi ma con gop
phan napg cao tinh chan thuc. Trai véi ky
vong, két qua nghién curu chi ra khiu giac
khong c6 anh huong dén sy hing thu va tinh
chan thuc khach hélf(lﬁ cam nhan dugc. Trong
nganh khach san, khiru gidc thuong c6 tac
dong tich cuc do cac nha quén 1y str dung chién
lugc marketing dya trén mui d€ kich thich nam
giac quan va duy tri 11 thé canh tranh (Kim va
cong su, 2020). Tuy nhién, cac khélﬁglqn hoc
tap thuong hudng toi sy trung tinh ve€ mui
huong (sach s&, khong giy kho chiu) nham tao
su thodi mai vé thé chat va tinh than. Chinh
muc do trung tinh nay khién mui huong khon
dyg manh dé tao khac biét c6 y nghia thong ké
doi voi sy htg tha hay cam nhan tinh chan
thuc (AboWardah va cong su, 2019).
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Thu ba, nl%hién ctru cling cho thﬁ% su hung
tha va tinh chan thuc,co tac dong tich cuc dén
sy gan bd véi dia diém, dong thoi ca hai yeu
t0 deu anh hyong dang ké dén y dinh quay lai,
tIIO‘rl% tuy két qua cua Linbo va cong sy
(2024). Nghién ctru nay cling mé rong ket
qua n%hlén clru cua Song va cong su (§017)
trong Iinh yuc du lich khi cho thay su gan bo
véi dia diem cd anh hudng tich cuc deén y
dinh quay tr¢ lai cua khach hang. Su gan bo
vo1 khong gian lam viéc chung nuoi dudng
cam gﬁéc thudc vé cong dong. Khi cd nhan
hinh thanh cam xtc vo1 mot khong gian, su
quen thudc va thodi mai s€ khjén ho giam bt
cang thang vj tang ndng suat lam viéc. Vi
Véﬁ,_ ho s€ mudn quay tr¢ lai noi nay. Ket qua
nghién ciru cling cung,cap bang chimg vé vai
trg trung gian mot phan cta sy gan bo trong
moi quan hé gitra sy hlﬁ:nF thu va tinh chan
thuc dén y dinh quay tro [ai khong gian hoc
tap va lam yi¢c phj chinh thirc, m¢ rong thém
hiéu biét vé co ché anh hudng cta hai yéu to
nay dén y dinh quay tro lai. _
5.2. M¢ét so ham y thuc tien ‘ _
_Két qua nghién ctru da_chung minh thi
giac, vi giac va khiru giac dong vai tro quan
trong trong vi¢c hinh thanh sy hung thu va
cam nhan tinh chan thuc cua khach hang thé
h¢ Z, tir 36 dan dén y dinh quay tr¢ lai k 6%
gian hgc tap va lam viéc phi chinh thirc. Vi

vay, dé khuyén khich y dinh quay tré lai
khong gian hoc tap,va lam viéc phi chinh thac
cua khach hang thé hé tré, cac doanh,nghiép

kinh doanh nhimng khong %Lan nay can tang
cuong, thiét k€ khong gian bang vieg sy dung
mau sdc, anh sang tunhién va cac 1%reu to nghe
thuat, vi dy, tranh trang tri, binh hoa, dé lam
tang tinh hap dan va tinh chan thuc cho khach
hang. Bén canh do6, nhitng, khong gian nay
cling can chu :Lr(,)n% cung cap lua ¢hon, thuc
pham va do udng da dang, dep mat, dé da
ung nhu cau bo sung nang lugng cua khac
hang. Ngoai ra, cac nha quan ly, thiét ké
khong gian hoc tap/lam yiéc phi chinh thuc
nén chil trong hon dén chat liéy, o thoai mai
va cac yeéu to xuc giac khac dé nang cao trai
nghi¢m nguoi st dung. o
Ket cﬂla nghién ctru nay cling da chung
minh anh huong cua sy hing thu, cam nhén
tinh chan thuc, va su gan bo dén y dinh quay
tro lai khong gian hoc tap va lam viéc ghl
chinh thirc ctia cac khach hang thé hé Z. Cac
doanh nghiép kinh doanh, cac khong gjan hoc
tap va lam viéc phi chinh thirc cling can tang
cuong cac yeu to nang cap tiph chan thyc va
su hung tha théng qua thi€t ke, dich vu va trai
nghiém tong thé de thuc day su gan bo lau dai
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va y dinh quay lai qua khach hang. Su gan bo
voi dia diém co6 thé duge cung co thong qua
cac chuong trinh khuyén mar, tich diém dé
khuyén khich khach hang quay tr¢ lai. Cac su
kién thuong nién huong g cac ngay 1€ 1on
cling cq thé dugc tao ra dé xay dung cam giac
ccf)ng dong.
.3. Han ché va huong nghién ciru tuong lai
Nghién clru nay c6 mot s6 han ché n¢n
dugc khac phuc trong tuong lai. Thir nhat,
murc do tac dong cua marketing da giac quan
co the khdc biét gilta cac loai hinh khong gian
hoc tap va lam viée phi chinh thirc. Vi vay, cac
nghién ctru twong lai nén xay dyng cac mo
hinh chuyén biét cho tfrrllc%l cap do dich vu,
chang han phan biét gitra khong gian ¢ cung
cap san pham am thuc va khong gian khong
cung cap san pham am thuc. Thir hai, nghién
ctru chya phan tich sau su khac bi¢t theo cac
dac diém nhan khau hoc (gi6i tinh, nghé
nghi¢p, do tudi). Cac nghién clru tiép theo co
the thuc hién phén, tich da nhom hogc kiém
dinh vai tro dicu ti€t cua cac bién nhan khau
hoc trong moi quan h¢ Elﬁfa marketing da giac
quan, sy hung thy, tinh chan thyc va y dinh
q}t)lay tro lai. Thu ba,qr_lélglén cuu nay su dung
phuong phéap bang hoi dé thu thl?ﬁ) dir ligu, cac
phuong an tra 161 vi thé c¢6 thé khong bao phu
dugc het cac y kieén, suy nghi thuc sy cua
khach hang. Cac nha nghién ctru tuong lai co
thé str dung nhitng phuong phap khac nhu
phong van sau hoac thuc hién cac nghién ctru
dai han dé c6 danh gia chinh xac hon vé hanh
vi quay trd lai khong gian hoc t_érl?l va lam vigc
phi chinh thirc cua khach hang. Thyr tu, nghién
cuu dugc thuc hién duya trén doi tugng la
khach hang tr¢ tu6i thé h¢ Z. Cac nghién ¢ty
tiep theo co thé bo sung doi tugng thudc the he
khac, vi duy, theé h¢ thien nién ky va so sanh ve
anh huong cua marketing da giac quan dén y
dinh quay tr¢ lai gitta hai nhom khach hang.
Cuoi gung, nghién cjru st dung phuong phap
lay mau %111 xac xuat nén co theé anh hudng
dén tinh khai quat cua két qua nghién ctru. Cac
nghién ciru trong fwong lai nén su dung
phuong phap lay mau xac suat dé danh gia
chinh x3c hon veé moi quan h¢ gitra cac bién.
6. Két luan ‘ L
Trén co so tich hop 1%ui:a ba ly thyy€t nén
tang 1a 1y thuyét kich thich - chu thé - phan
ung, Iy thuyét vé gan bo dia diém, va ly thuyet
marketing ‘da giac_quan, nghién ciru nay da
Xéz dung va kiém dinh mo hinh nghién ctp vé
anh huong cia nam yéu t0 giac quan dén y
dinh quay tr¢ lai khong gian lam viéc chung
thong qua sy himg thu, su gdn bo va cam nhan
tinh chan thuc cua khach hang. Vai tro trung
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ian mot phan cua sy gan bo trong moi quan

¢ gilra su himg thu va cdm nhan tinh chin
thyc dén y dinh guay trd, lai khong gian lam
vigc ¢chung ciing duoc khang dinh.

Két qua nghién ctru vi vay da dong gop
thém hicu biet vé anh hudng cpa marketing
da gidc quan gling nhu hi€u bi€t v€ hanh vi
khéach hang thé hé Z doéi véi khong %an hoc
tap va lam viéc phi chinh thgc. Két qua
nghién ctru dd mo rong ly thuyét marketing
da gﬁéc quan va chimg minh sy phu hop ctua
mo6 hinh tich hop Iy thuyét marketing da giac
va 1y, thuyét sp gdn bd voi dia diém vao ly
thuyet SOR dé€ giai thich y dinh quay tr¢ lai
khong gian hoc tap va lam yiéc phi chinh thirc
cua the hé¢ Z. Dya trén két qua nghién ciru,
cac doanh nghi¢p kinh doanh nhung khon
gian hoc tap va lam yi€c phi chinh thuc c6 thé
cy thé hod cac yéu to gidc quan ¢ anh hugn
den y dinh quay tr¢ lai gua khach hang thé hé
Z va dua ra nhfr% chién lugc marketing co
can ctr khoa hoc.

Tai liéu tham khdo:

AboWardah, E. S., Khalil, M., & Ramadan
M. (2019). Sense of place attachment: Towar
an interactive learning environment. The
International Journal of Design Education,
14523, 43. doi:10.18848/2325-128X/CGP/
v14102/43-69.

Ajzen, 1. (1991). The theory of planned
behavior. Organizational Behavior and
Human Decision Processes, 50 28, 179 - 211.
d01:10.1016/0749-5978(91%)900 -T. .

Atasoy, F., & Eren, D. (2023). Serial
mediation: Destination image and perceived
value in the relationship between perceived
authenticity and behavioural intentions.
European Journal of Tourism Research, 33,
3309-3309. doi:10.54055/ejtr.v331.2528.

Berman, N. (2020). A critical examination
of informal learning spaces. Hi%her Education
Research & Development, 3;1), 127-140.
doi:10.1080/07294360.2019.1670147.

Brakus . J.,, Schmitt, B. H.,
Zaran‘goneflo, L. (2009). Brand experience:
What is it? How is it measured? Does it affect
loyalty? Journal ’?fMarketing, 73, 52-68.
do1:10.1509/jmkg.73.3.52. )

Brislin, R. W.(1970). Back-translation for
cross-cultural research. Journal of cross-
culturalgsycholo , 1(3), 185-216.

Chhabra, D., & Kim, E. G. (]2018). Brand
authenticity of heritage festiva
Tourism ~Research, 68
doi:10.1016/j.annals.2017.11.007.

s. Annals o
55-57.

4

Christino, J. M. M., Cardozo, E. A. A,
Petrin, R. Carrlen, A.D.P, & Sllva, J. O.
(2022). Understanding the adoption of co-
working spaces. International Journal of
gcfgvgcg’eg and Operations Management, 42(3),

Chung, D. T., & Huy, N. V, (2024). Tac
dong cua marketing giac.quan dén gia, tri cam
nhgn, sy hai long va long trung thanh, cua
khach hang do1 vai cac chuoi cua hang ca phe
- Ung dung md hinh ly thuyét SOR. Tap chi
Khoa hoc Thuong mai, 191, 89-100. )

Cifci, 1. (2022). Testing self-congruity
theory in Bektashi faith destinations: The
roles of memorable tourism experience and
destination attachment. Journal of Vacation
Marketii% 28(715) 3-19.  do1:10.1177/
13567667211011758. . .

Dimock, M. (2019). Deﬁmnégeneratlons:
Where Millennials end and Generation Z
be%:lns. Pew research center, 1 7(1},) 1-7.

auzia, A., & Guritno, A. D. (2020).
Consumer needs and consumer satisfaction
in the creation OPf co-working space cg’é
business concept. Paper presented at the IOP
Conference Series: Earth and Environmental
Science. o

‘Girjja, S., Sharma, D. R., Yeediballi, T., &
Sriramneni, C. (2024). Factors influencing
the intention to use co-working spaces in
emerging markeﬁs: f?n analyﬁllc hierarchy
process approach. Froperty Management,
42(2 ,'235-5)55. .

_Hair, J. F., Risher, J. J., Sarstedt, M., &
Ringle, C. M. (2019). When to use and how
to report the results of PLS-SEM. European
Business Review, 3](31), -24.
doi:10.1108/EBR-11-2018-0203.

Henseler, J., Ringle, C. M., & Sarstedt, M.
82.015).. A new criterion for assessin

iscriminant validity in variance-base
structural equation modeling. Journal of the
Academy of Marketing Science, 43§1), 115-
135. doi:10.1007/s11747-014-0403-8.

Hidalgo, M. C., & Hernandez, B. (2001).
Place attachment: Conceptual and empirical

questions. Journal of environmental
psychology, 21(3), 273-281.
do1:10.1006/jevp.2001.0221.

Houston, S., & Taube, K. (2000). An

archaeology of the senses: perception and
cultural expression in ancient Mesoamerica.
Cambridge archaeological journal, ]0()2(),
261-294. doi:10.1017/S095977430000010X.
Hu, J., Segumpan, R., Na, W,
Mohammadi, S. (2024). Sensory marketing
and trust in tourism: Examining the impact on

=

114 thuong mai

S6 21572026



Y KIEN TRAO bOI

traveling intentions to Jiangxi Province,
China. Frontiers in Psychology, 15, 1528456.
doi:10.37227/jibm-2024-12-6982.
Kastenholz, E., Marques, C. P., &
Carneiro, M. J. (2020). lace attachment
through sensory-rich, emotion-generating
%lace experiences in rural tourism. Journal o
estination Marketing & Management, 17,
100455. doi:10.1016/).jdmm.2020.100455.
Kim, W.-H., Lee, S.-H., & Kim, K.-S.
(2020). Effects of sensory marketing on
customer satisfaction and revisit intention in

the hotel industry: the moderating roles of
customers’ 3pr10r eerrlence and gender.
Anatolia, 523-535. doi:10.1080/

1(4
13032917.202 .?783692.
Kock, F., Berbekova, A., & Assaf, A. G.
(13021). Understanding and managing the
threat of common method bias: Detection,
revention and control. Tourism
anagement,
doi:10.1016/j.tourman.2021.104330. )
Krishna, A. (2012). An integrative review
of sensory marketing: Engaging the senses to
affect perception, judgment and behavior.
Journal of Consumer Ps chology, 22(3), 332-
351. doi: 0.1016/_].§ch5. 011.03.003.
Krishna, A., Schwarz, N. (2014).

Sensory =~ marketing, embodiment, and
grounded cognition: A review and
mtroduction. —~ Journal = of  consumer
psychology, 24(2), 159-168. doi:10.1016/
J-Jcps.2013.12.006. )

%/le, G., Graefe, A., & Manning, R.
(2005). Testing the dimensionality of place

attachment 1n  recreational ~ settings.
Environment and behavior, 37(2), 153-177.
doi:10.1177/0013916504269654.

Le, T.M., Lai, M. D., N§_uyen, T.H,, & Le,
B. N. (2025). Understan ing the effect of
product reviews on YouTube on consumers’
intention to purchase electronic devices.
SAGE  Open, 15(3). doi:10.1177/
21582440251381530.

Lewicka, M. (2011). Place attachment:
How far have we come in the last 40 years?
Journal of environmental psychology, 31(3),
207-230. d01:10.1016[J.JenV8.2010. .001.

Liang, L. J., Choi, H. C,, &.Jogpe, M.
(2018). Explorlng the relationship between
satisfaction, trust and switching intention,
repurchase intention in the context of Airbnb.
International  Journal of Hosgitaliév
Management, 69, 41-48. doi:10.1016/
J-jhm.2017.10.015.

Linbo, H., Segumpan, R. G., Na, M., &
Mohammadi, A. (2024). Sensory marketing

and trust in tourism: Examining the impact on
traveling intentions to Jiangxi province,
China. Journal of International Business and
Management, 7(12), 01-30.
doi:10.37227/jibm-2024-12-6982.

Liu, Y., & Minamikawa, K. (2024). From
sensoay experience to revisit lintentions: An
embodied cognition perspective on replica
tourism. Sustainability, 6(18).
d0i:10.3390/su16188030.

Mehrabian, A., & Russell, J. A. (1974/). An
Approach To Environmental Psychology.
ambridge, MA, USA: The MIT Press.

Meunter, J. (2020). Number of coworkin
spaces worldwide to double within the next
Kears. Retrieved from

ttps://allwork.space/2020/07/number-of-
coworking-spaces-worldwide-to-double-
within-the-next-4-years/.

Morrison, M., Gan, S., Dubelaar, C., &
Oppewal, H. (3011)." Instore music and
aroma influences on shogper behavior and
satisfaction. Journal of Business Research,
64(6) . 558-564.
doi:10.1Q16/j.jbusres.2010.06.006.

Nguyén, H. G., L€, B. N., & Nguyen, D. T.
(2024)." Nghién cuu vé hanh vi cgng dan cua
khach hang trong mdi truong thuong mai di¢h
tu: vai tra frung gian cua su cam két moi quan
he va niém tin. Tap chi Khoa hoc Thuon
mai, 191, 44-61. doi:10.54404/JTS.2024.
191V.04. .

Podsakoff, P. M., MacKenzie, S. B., Lee,
J.-Y., & Podsakoff, N. P. (2003). Common
method biases in behavioral research: a
critical review of the literature and
recommended remedies. Journal of applied
66)/011010 ) 88%57) 879-903. doi:10.1037/

21-9010.88.5.879.

w, N., Wu, J., Li, H., Pan, C., & Guo, J.
(2025). Relationship between perceived
authenticity, ]i)lace attachment, and tourists’
environmental behavior in industrial heritage.
Sustainability, 17(11), 5152. doi1:10.3390/
sul7115152. o

Ramkissoon, H. (2015). Authenticity,
satisfaction, and place attachment:
conceptual framework for cultural tourism in
African island economies. Development
Southern  Africa, 32(3) 292-302.
doi:10.1080/0376835X.2015.1010711.

Rani, N. S. A., Krishnan, K. S. D., & Suda,
K. A. (2022). The Influencing factors on
Bumiputra entrepreneur intention to use co-
working space. GATR - Global Journal of
?ggiiiz%sls and Social Science Review, 10(3),

khoa hoc =

'S 21572026

thuong mai 115



Y KIEN TRAO DOl

Ringle, C. M., Sarstedt, M., & Straub, D.
M. (2012). Editor’s comments: A critical look
at the use of PLS-SEM in “MIS Quarterly.”
MIS uarterly, 36(1), 111-X1V.
doi:10.2307/41410402. ' .

Roostika, R., Kusumawati, R. A., Kuntari,
T., & Mumpuni, P. (2025). “Sensing” the
destination: ~ Assessing = multisensory
experiences in outdoor tourism. /ndonesian

Interdisciplinary  Journal of  Sharia
Economics, 8(2), 5773-5792.
Scannell, L., & Gifford, R. (2010).

Defining place attachment: A tripartite
organizing  framework.  Journa 0
environmental psycholoogg, 30(1), 1-10.
dOlZ10.1016/].]6HVF.2009: .006. '

Shahid, S., Paul, J., Gilal, F. G., & Ansari
S. (2022). The role of sensory marketing and
brand experience in building emotional
attachment and brand loyalty in luxury retail
stores. Psychology & Marketing, 39(7), 1398-
1412. doi:10.1002/mar.21661. )

Song, H. M., Kim, K. S., & Yim, B. H.
(2017)." The mediating effect of place
attachment on the relationship between golf
tourism destination image and revisit
intention. Asia Pacific Journal of Tourism
Research, 22 112) 1182—-1193.
doi;10.1080/10941665.2017.1377740.

Spence, C., Puccinelli, N. M., Grewal, D.,

& oggeveen, A. L. (2014). Store
atmospherics: A multlsensor;/ erspective.
Psychology & Marketing, 3 (71)), 472-488.
do1:10.1002/mar.20709

Spinuzzi, C. (2012). Working alone
to%ether: ) Cowo_rk1n§ as  emergent
collaborative activity. Journal oj Business
and Technical Communication, 6%4), 399-
441. doi:10.1177/1050651912444070.

Stylidis, D. (2018). Place attachment,
perception of place and residents’ support for
tourism development. Tourism Planning &
Development, ]562) 188-210.
doi:10.1080/21568316.2017.1318775.

Uddin, M. S. (2011). The impact of
sensory branding (five senses) on consumer:
A case study on ™ Coca Cola”. In.

Vada, S.; Prentice, C., & Hsiao, A. (2019).
The 1nfluence of tourism experience and
well-being on glace attachment. Journal of
Retailing and Consumer Services, 47, 322-
330. do1:10.1016/j.jretconser.2018.12.007.

Williams, D. R.; & Vaske, J. J. (2003). The
measurement of place attachment: Validity
and generalizability of a psychometric
approach. Forest Science, 49§6 830-840.

01:10.1093/forestscience/49.6.830.

Wu, X., & Zhang, Y. (2024). Impact of
wo_rkpiace fun in a co-working space on
office workers’ creativity. Journal o
10’;’ a1n9iiati0nal Change Management, 37(1),

Yuksel, A., Yuksel, F., & Bilim, Y. (2010).
Destination attachment: Effects on customer
satisfaction and cognitive, affective and
conative loyalty. Tourism management, 31 82%
274-284. doi:10.1016/j.tourman.2009.03.007.

Zhao, X., Lynch, J.'G., & Chen, Q. (2010).
Reconsidering Baron and Kenny: myths and
truths about mediation analysis. Journal o
Consumer Research, 37(2), 197-206.
doi:10.1086/651257.

Zhou, G., Chen, W., & Wu, Y. (2022). Research
on the effect of authenticity on revisit intention in
heritage tourism. Fronmtiers in Psychology, 13,
883380. doi:10.3389/fpsyg.2022.883380.

Summary

This study examines the impact of multi-
sensory marketing on the intention to revisit
informal learning and working spaces.
Drawing on multisensory marketing theory,
stimulus-organism-response theory, and place
attachment theory, the research proposes and
validates a conceptual model that investigates
how multisensory marketing influences
Generation Z consumers’ perceived enjoy-
ment and perceived authenticity, which in turn
affect place attachment and revisit intention.
Data were collected through questionnaires
administered to customers in both online and
offline settings. A total of 587 valid responses
were analyzed using ]ifdrtlal least squares
structural equation modeling (PLS-SEM). The
findings indicate the visual, tactile, and gusta-
tory senses positively influence perceived
enjoyment and perceived authenticity, while
auditory and olfactory senses do not demon-
strate significant effects. Both perceived
enjoyment and perceived authenticity posi-
tively influence place attachment and the
intention to revisit informal learning and
working spaces. Place attachment also
demonstrates a positive_ influence on revisit
intention. The study clarifies the partial medi-
ating role of place attachment on the relation-
ship between perceived enjoyment, perceived
authenticity, and revisit ‘intention. This
research contributes to theoretical understand-
ing and offer practical recommendations for
managers of informal learning and working
spaces to develop effective marketing strate-
gies that enhance customer revisit intention.
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