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1. Nhirng két qua chinh ciia luan an

Trong cac nhan t6 anh huong dén gia tri thuong hiéu cic doanh nghiép ban 1¢ thi nhan
t6 long trung thanh cua khach hang d6i véi thuong hiéu 13 nhan t6 anh hudng 16n nhat
(0,299), nhén té thir 2 anh huong dén gia tri ‘thuong hi¢u cac doanh nghiép ban I¢ 1a thai do
cua khach hang (0,177), tiép dén 1a nhan t6 lién tuong thuong hiéu (0, ,148). Nhan t6 tiép
theo anh huéng dén gia tri thwong hiéu cac doanh nghi¢p ban l¢ 1a sy gan két cua ban than
khach hang véi thuong hiéu (0,099), tiép dén 1a hai nhan t6 1a chat luong thuong hiéu va su
tin cdy cta thuong hiéu, hai nhan t6 nay c6 muc do tic dong 13 nhu nhau (0,096). Hai nhan
td trach nhiém xa hoi cta thuong hi¢u (0,085) va sy hai long cia khach hang ddi vai thuong
hiéu (0,075) 14 hai nhan t6 c6 anh hudng nho nhat. Him hdi quy ciia mé hinh nghién ctru
sau khi chay dir liéu dugc mé ta nhu sau: BE = o+ 0,148*BA + 0,096*PQ + 0,075*SAT +
0,299*LOY + 0,177*ATT + 0,099*BSEL + 0,096*BER + 0,085*BSOC + ¢

2. Nhirng dong gop méi cta ludn an

Dé tai da tong quan kha day du va toan dién cac nghién ctru trong va ngoai nudc vé cac
nhan t6 anh hudng dén gia tri thuong hiéu cac doanh nghiép ban 1¢é.

Pé tai di hé théng hoa mot sd van dé 1y luan vé gia tri thuong hiéu va cac nhan to anh
hudng dén gia tri thuong hiéu cac doanh nghiép ban 1¢é.

Pé tai da phan tich kha toan dién thyuc trang gia tri thuong hi¢u cac doanh nghiép ban 1¢
trén dia ban TP.H6 Chi Minh

Pé tai da udc luong va kiém dinh cac nhan t6 anh huong dén gia tri thuong hiéu céac
doanh nghiép ban 1¢é trén dia ban TP.HS Chi Minh.

Pé tai da dua ra mot sd dinh huéng va dé xuat giai phap nham nang cao gia tri thuong
hiéu cac doanh nghiép ban 1¢ trén dia ban TP.H6 Chi Minh.

3. Kha niing ing dung trong thue té

Két qua nghién cuu giiip cac doanh nghi€p ban le trén dia ban TP. Hb Chi Minh biét
dugc nhitng nhan td cdu thanh nén gia tri thuong hiéu cic doanh nghiép ban 1é ciing nhu
mirc 6 anh hudng cua ching dén gia trj thuong hiéu. Tir d6, cac doanh nghiép ban 1é nay
c6 nhiing giai phap thiét thyc nang cao gia tri thwong hi¢u nhﬁm gop phan tao nén an tuong
manh trong tdm tri nguoi tiéu ding va gop phan nang cao ning luc canh tranh trong linh
vuc kinh doanh bén 1€ trén thi truong.



4. Hwéng nghién ciru tiép theo

Thir nhét, phuong phap 14y mau thu4n tién d3 gii han tinh dai dién cua ket qua nghién
ctru. Cac nghién ctru tiép theo nén thuc hién phuong phap ldy mau theo xac sudt dé kiém tra
su chic chin cua két qua. Viéc lay mau theo sy thuén tién c6 1& d3 dan dén tinh tuong quan
trong dit liéu va didu nay d3 gi6i han hiéu lyc cia cac huéng quan hé nhan qua duge dé
XUAt.

Thir hai, dé tai ndy chi tdp trung nghién ciru cac yéu to anh huodng truc tiép dén gia tri
thwong hiéu chua so sanh do 16n trong ddi cua cac méi quan hé nay véi nhau. Cac nghién
ctru trong tuong lai co thé khai thac khia canh  nay.

Thir ba, cac yéu t6 trung gian hoac didu tiét chua dugc dé cap dén trong nghién ciru nay.
Do do, cac nghién ctu tiép theo can tim ra cac yéu td trung gian va diéu tiét co thé tac dong
dén nhirng mdi trong quan trong mé hinh nghién ctru hién tai.

Thi tu, dé tai ndy chua dé cap dén viéc ning cao gia tri thuong hiu xét tir gbe do céac
bén co lién quan dén hoat dong ciia cac doanh nghiép ban 1é. Vi vay, cic nghién ciru tiép
theo c6 thé tiép tuc nghién ciru tir gbc do nay.
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1. Main results of the dissertation

Among factors influencing brand equity of retailers, brand loyalty factor is the biggest
factor influencing (0,299), the next factor is brand attitude (0,177), the next factor is brand
association (0,148). The fourth factor is brand-self connection (0,099), the next factor is
perceived quality and brand credibility (0,096). Brand social responsibility and brand
satisfaction factors is the smallest influencing factors (0,075). Regression Function of
theoretical model is as follows: BE = Bo+ 0,148*BA + 0,096*PQ + 0,075*SAT +
0,299*LOY + 0,177*ATT + 0,099*BSEL + 0,096*BER + 0,085*BSOC + ¢

2. New contributions of the dissertation

This research comprehensively systematizes the domestically and globally related
studies on factors influencing brand equity of retailers.

This research fully systematizes the literature review on brand equity and factors
influencing brand equity of retailers.

This research has comprehensively analyzed the findings on brand equity of retailers in
Ho Chi Minh City.

This research has estimated and tested factors influencing brand equity of retailers in Ho
Chi Minh City.

This research has contributed into the literature review on branding, brand equity of
retailers.

This research has also given some directions as well as implications for enhancing brand
equity of retailers in Ho Chi Minh City.

3. Ability to apply in practice

Research results would help retailers in Ho Chi Minh City know the factors that make
up brand equity of retailers as well as their impact on brand equity. From there, these
retailers have practical solutions to enhance brand equity to create a strong impression in
the minds of consumers and thus, contributing into improving the competitiveness of the
retailers in the market.

4. Further research

Firstly, convenient sampling methods have limited the representativeness of the results.
Further research should follow a probabilistic sampling approach to test the consistency of
the results. Favorable sampling may have led to correlations in the data and this has limited
the effectiveness of the proposed causal directions.

Secondly, this research focuses only on the factors that directly affect brand equity,
which do not compare the relative magnitudes of these relationships. Future research may
explore this aspect.

Thirdly, the mediating or regulating factors are not mentioned in this research.
Consequently, further research needs to find out whether mediating and regulating factors
can influence the correlations in the present research model.



Lastly, this research does not mention the enhancement of brand equity from the origin
of the parties involved in operation of retailers. Therefore, further research can be continued
from this point.
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