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Bai viét danh gia mdc dé anh hudng cla céc kich thich giac quan cla
ngudi t&i kham chita bénh tai bénh vién cong lap dén cam nhan chat
lugng dich vu va sy hai long ctia ho théng qua khao sat véi 619 ngudi
dan Viét Nam dén tu 52 tinh thanh. Két qua cho thay, cac kich thich
xUc giac, thi giac, khlu gidc va vj giac c6 anh hudng dang ké dén chat
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Medical services; toward quality of health services have been proposed, to improve the

Public hospital. brand image of public hospitals as well as ensure the customer’s
interests in terms of service quality. The study has reinforced previous
studies and developed the Sensory Marketing model when assessing
perceived quality and customer satisfaction.

1. Gigi thiéu

Nam giac quan gitip con ngudi thu thap thong tin tir moi trudng xung quanh va tao ra cadm nhan
va co ché phan hdi véi cac tic dong theo cam nhan d6. Ly thuyét marketing gidc quan (Sensory
Marketing) di ra doi nhuw mot cach tiép can méi gitip nha quan trj thdu hiéu cam nhan cia khach hang.
Timng “diém cham gidc quan” ciia khach hang s& dan hinh thanh nhiing cim nhan va mirc d6 hai 1ong
khac nhau véi chét lugng dich vu. Thong qua cac giac quan, mdi c4 nhan nhan thiic va hinh thanh
nén cam nhan ctia minh vé san pham va thuong hiéu (Hultén va cong s, 2009). Xuat phat tir thyc té
d6, cac nha san xuét, cung cap san pham va dich vy dang nghién ciru co ché anh huéng ciia gidc quan
t6i hanh vi ctia con ngudi dé ing dung trong marketing. Do chinh 1a 1y do Sensory Marketing ra doi
— chién lugc tac dong, lién két chat ché voi cam xuc, suy nghi cta khach hang, tao ra trai nghiém tich
cuc, qua do6 thu phyc va giir chan ho (Sendra & Carbonell-Barrachina, 2017). Su ra doi va phat trién
clia Sensory Marketing dem dén cach tiép can méi cho marketing, trong do, tac dong vao nam giac
quan sé& 1a trung tdm chién luoc va chién thuét ciia mot doanh nghiép (Hultén va cong sy, 2009).

Sensory Marketing c6 thé 4p dung trong nhiéu linh vic, nganh hang khéac nhau. Sy kich thich tong
hop vio cac gidc quan s& mang dén cho khach hang trai nghiém da dang, v6i muc dich gia ting gi4
tri cia dich vu va sy hai 1ong cta ca nhan. Dac biét dbi voi dich vu y té, su hai long cua nguoi bénh
vbn dugce coi 1a thude do danh gia chét luong dich vu, do do, viéc tim cach tac dong vao cac giac
quan nhim tao ra trai nghiém tuyét voi cho mdi khach hang mang mot y nghia quan trong véi ngudi
lam marketing trong linh vyuc nay. Dich vu y té gio ddy khong don thuan 1a hoat dong kham chita
bénh ma d6 con 1a mot qué trinh trai nghiém cua ngudi bénh (ngudi tiéu dung) ddi véi bénh vién
(thuong higu). Bén canh nhiing yéu ciu co ban, ngudi dan ciing doi héi cao hon vé chét lugng dich
vy, mong mudn c6 dugc cam giac yén tim, dé chiu nhét trong sudt qua trinh diéu tri. Dicu nay dén tir
nhiing cam nhén cua ho khi tiép xUc va trdi nghiém voi qua trinh kham chira bénh. Pac biét, sy hai
long cuia ngudi bénh con 1a mot trong nhiing tiéu chi ghi nhan mirc d§ hoan thanh nhi¢m vu chinh tri
hing nim cua timg don vi y té cong lap Viét Nam ciing nhu ciia toan nganh Y dugc quy dinh trong
Nghi dinh s6 55/2012/ND-CP (Chinh phu, 2012).

Téi nay, Sensory Marketing van con la chu dé kha mai, dic biét v6i khu vue cong tai cac quéc
gia dang phat trién nhur Viét Nam. Céc nghién ciru tap trung vao anh huéng cua yéu t6 da giac quan
trong linh vyc kinh doanh dich vu nhu: Khach san, nha hang, cafe... (Satti va cong su, 2021; Jang &
Lee, 2019; Kim va cong su, 2020), hiém c6 nghién ctru tuong tu cho cac nganh dich vu y té, gido duc.
Néu co, da phan cac cong trinh nay déu chi tap trung phan tich riéng 1é mot dén hai gidc quan (Kumar,
2013; Dikta va cong sy, 2021) hodc mo6 ta don thuan cam nhan thong qua nam giac quan dua trén sy
quan sat cia nha nghién ciru (Ugolini va cong su, 2014). Tai Viét Nam, chua c6 cong trinh nghién
ctru chuyén sau nao vé Sensory Marketing, dic biét trong linh vuc y té. Thay vao d6, cic nghién ciru
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vé cam nhan chat lugng dich vu y té va su hai long cta Viét Nam chu yéu st dung md hinh
SERVPERF' (Service Performance) ctia Cronin va Taylor (1992) 1am nén tang 1y thuyét (H6 Bach
Nhat, 2013; Phan Nguyén Kiéu Pan Ly & Luu Tién Diing, 2016; Nguyén Tién Thanh, 2020).

Nghién ctru nay tiép can van dé tir géc nhin cia nhitng ngudi truc tiép trai nghiém dich vu y té
v6i muc tiéu do luong anh hudng ciia cac yéu tb tic dong vao giac quan téi chat lugng cam nhan va
su hai long cua ho khi kham chira bénh tai cac bénh vién cong lap; tir do, dé xuit cac giai phap cai
thién trai nghiém dich vu, cai thién sy hai 1ong qua cac yéu t6 Sensory Marketing.

2. Co sé ly thuyét va tdng quan nghién ciru

2.1.  Cam nhdn vé chat lwong dich vu (Perceived Service Quality)

Chat lugng dich vu 14 “Danh gia tong thé hodc sy so sanh ciia khach hang giita ky vong va tinh
wu viét thyc té cua dich vu” (Parasuraman va cong su, 1988). Pay 1a yéu t6 dugc nhiéu nha nghién
ctru cho 14 tién dé dé danh gia cam nhan va sy hai long ctia khach hang (Boulding va cong su, 1993;
Cronin & Taylor, 1992). Khi sir dung dich vy, khach hang s€ so sanh nhitng gia tri ma ho nhan dugc
v6i ky vong ban dau dé dua ra nhitng dénh gia c4 nhan (Woodside va cong sw, 1989). V&i dich vu y
té, Eiriz va Figueiredo (2005) cho ring, chat lwong khé danh gia hon cac dich vu khac béi vi sirc
khoe, cudc séng sau nay cua bénh nhan bi phu thudc vao nha cung cép —caccosdy té; can dua trén
cam nhén ctia nhidu dbi twgng, khong chi bénh nhan ma ca nguoi nha, ban bé cia ho (Naidu, 2009).

Podng ¥ v6i quan diém do, Rust va Oliver (1994), Lewis (1993) ciing cho rang, cam nhén vé chét
Iugng dich vu 1a viéc khach hang so sanh hi¢u suit va gia tri nhan dugc cua dich vu véi ky vong ban
dau. Dich vy y té khong mang tinh chii dong, nguoi bénh khong thé ty minh quyét dinh mua hay Iya
chon st dung. Khi bi bénh, ngudi bénh phai di kham, chita bénh va ho chi dugc quyét dinh mot ph?m
trong qua trinh éy, chir khong hoan toan dugc quyét dinh bién phap, thoi gian, cach thac diéu tri, ma
phu thudc phan 16n vao bén cung cap dich vu (Hsiao, 1995). Vi 1& d6, chi sé dang quan tim nhét cia
loai hinh dich vu nay khong phai doanh thu, lgi nhuan ma 14 sy hai long cua bénh nhan — nhiing nguoi

Aqn €

truc tiép “trai nghiém” dich vy.

2.2.  Sw hai long cua khach hang (Customer Satisfaction)

Kotler va cong su (2001) dinh nghia sy hai long 1a “Cam gic vui mimg hodc that vong ctia mot
nguoi, xudt phat tir viéc so sanh hi¢u suit hodc két qué nhan dugc cua san phé”im/dich vu v6i mong
doi ctia ho”. Sy hai long xuat hién trong qué trinh khach hang danh gia vé dich vu bang cach so sanh
“Nhan thte vé hiéu qua dich vu” véi “Ky vong” trude d6 (Parasuraman va cong sy, 1988).

Su hai long va chét lugng dich vu déu duogc hinh thanh dya trén viée nguoi ti€u dung so sanh gitia
hi€u qua cta san phém hodc dich vu véi mot tiéu chuan — 1a sy ky vong. Trong d6, nhén thuc vé hiéu
qua dich vu 1a danh gia cia khach hang vé két qua thyc té va tinh wu viét cta dich vu do (Parasuraman
va cong su, 1988). Nhung ky vong ban dau khac nhau s& dem lai cam nhan khac nhau (Cronin &
Taylor, 1992). Ky vong hinh thanh nén sy hai 1ong mang tinh du doan (Predictive Expectation), n6
dé cap t6i nhimng gi khach hang tin rang s& xay ra trong qua trinh trai nghiém dich vy; trong khi dé,

1 B4 thang do chat lugng dich vu ctia Cronin va Taylor (1992) vai 5 tiéu chi: Su tin tudng, su phan hoi, sy dam bao, su cam théng,
va su hiru hinh.
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ky vong vé chat lugng dich vu (Ideal Expectation) 14 nhiing diéu khach hiang mong mudn dich vu d6
nén cung cap (Zeithaml va cong sy, 1990).

Sy hai long 1a thudc do quan trong d6i vai chat lugng dich vy, ma chét lwong, thyuc chét chi 1a mot
trong nhing khia canh ctia dich vy nhung c6 kha ning thic day tot sy hai long cho khach hang (Rust
& Oliver, 1994). Reimann va cong sur (2008) tong hop va két luan rang cam nhan vé chat lugng dich
vu ¢6 thé anh hudng dén sy hai long cua khach hang. Dya trén moi quan hé do, cac nha quan tri c6
thé xac dinh myc tiéu, liéu rang chi can cung cap dich vu véi chat lugng tot nhat hay can lam hai long
khach hang véi higu qua dich vy téi da (Cronin & Taylor, 1992).

2.3.  Sensory Marketing (Marketing giac quan)

Sensory Marketing 1a giai phap marketing tdc dong vao cam xuc cua khach hang thay vi danh gia
ly tri cua ho thong qua nam giac quan: Thi gidc, khiru giac, thinh giac, vi giac, va xic giac (Schmitt,
1999). Viéc tao ra nhiing cam giac thong qua ndm giac quan s€ tao ra trai nghiém da gidc quan véi
mot thuong hiéu cho khach hang (Hulten, 2020). Krishna (2012) da bao quat va bo sung “Sensory
Marketing khong chi tac dong dén nam giac quan cua khach hang ma con co thé tao sy anh huéng
lién tuc dén cam xtic, nhan thuc, phéan doéan va hanh vi cia ho”.

Du ¢6 nhiéu cach hiéu khac nhau, song nhiém vu ciia Sensory Marketing khong ndm ngoai nhiém
vu ctia loai hinh marketing théng thudng — do 1a thu hut, thuyét phuc khach hang bang cach tao ra cac
gid tri cho ho. Tuy nhién, cong cu dugc sir dung dé tao ra chudi gia tri dy hudng toi nim giac quan
clia con ngudi. Trai nghiém giac quan 1a két qua ciia sy phan Gmg dy véi cac yéu té duge goi 1a “cac
tac nhan kich thich”. Sensory Marketing huéng t&i viée ti uru hoa trai nghiém khach hang, tao ra cac
gid tri di kém; ddong thoi, thiét 1ap mdi lién két vé mat cam xic giita thuong hiéu va khach hang
(Hulten, 2020).

Trong dich vu y té, Ugolini va cong sy (2014) cho rang mé hinh phai dit nim gidc quan con ngudi
& trung tdm dong vai trd nhu cic co quan thy cam, tiép nhan thong tin nhan dugc tir méi truong bang
céch cam nhan cac du hiéu, kich thich gidc quan trong bénh vién. Qua d6, bénh nhan va ngudi than
cua ho co thé co nhitng cam nhan vé bénh vién d6 mot cach da chiéu. B.'?lng cach chu dong tao ra cac
déu hiéu kich thich giac quan trong moi truong dich vu, doanh nghiép c6 dugc thém rat nhiéu gia tri
bén canh nhiing lgi ich thudng thay, bao gdm: (1) C6 thé xay dung mbi quan hé véi khach hang & cap
d6 cam xtic, cam nhan chir khong don thuan vé mat giao tiép qua lai; va (2) c6 thé dé tién gan hon va
sau hon vao tam tri va trai tim cia khach hang (Hulten, 2020).

2.4.  Méi quan hé giita Sensory Marketing, cam nhdn vé chat lwong dich vu va sw hai long

Thyec té, co ché tac dong clia Sensory Marketing van chua duoc giai thich bang mot mé hinh 1y
thuyét c6 dinh. Cach tiép can Sensory Marketing c6 sy khac biét nhat dinh trong cach tiép can nhan
t6 phu thudc cta cac nha nghién ciru.

Trong qua trinh kham pha nhiing cach thirc méi dé thoa man mong mudn va nhu cau, “khach hang
mubn c6 san pham nay vi ho mudn cé dugc nhimg trai nghiém ma ho hy vong san pham s& mang lai”
(Abbott, 1955). Cac kich thich gidc quan s& dugc ndo bo xtr Iy mot cach 1y tinh va cam tinh d&é dem
t6i “Cam nhan” riéng biét vé san pham/dich vu d6 (Krishna, 2010). Nhitng cam nhan thong qua giac
quan c6 kha ning hinh thanh nén sy yéu thich ciia mdi c4 nhan, sy tyr nhan thirc nhitng nhu cau, mong
mudn duoc dap ung. Ddi véi dich vu chuyén mén cao nhu y té, liéu cac diém cham giac quan d6 ¢
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anh huong thé nao téi cam nhan vé chét luong? Liéu co thé cai thién cam nhén vé chat lugng dich vu
y té thong qua céc kich thich giac quan? Cau hoi d6 da thuc diy nhom xdy dung cac gia thuyét, dua
trén nim diém cham giac quan clia con ngudi, cu thé:

Gid thuyét Hi: Cdc kich thich thi gidc c6 dnh hwéng dén cam nhdn vé chat lwong dich vu y té.

Gid thuyét H»: Cdc kich thich khiru gidc ¢ anh hieong dén cam nhdn vé chat lwong dich vu y té.

Gid thuyét Hs: Cdc kich thich thinh gidc ¢6 anh hwéng dén cam nhén vé chat lvong dich vu y té.

Gid thuyét Hy: Cdc kich thich xiic gide c6 anh hwéng dén cam nhdn vé chat lwong dich vu y té.

Gid thuyét Hs: Cdc kich thich vi gidc c6 danh hwéng dén cam nhdn vé chat lwong dich vu y té.

Brakus va cong su (2009) cho rang cac kich thich giac quan sé& gitip cai thién trai nghiém thuong
hiéu (Brand Experience) bén canh yéu t6 tinh cam, tri tué va hanh vi. Lindstrom (2006) nghién ctru
vé trai nghiém dich vy di chimg minh céc giic quan déng vai trd quan trong trong viée thiic dy long
trung thanh thuong hi¢u (Brand Loyalty) qua sy hai long (Satisfaction). Moreira va cong su (2017)
cung 6 thém réng cac kich thich giac quan tir nhiéu khia canh dich vu s& anh hudng tich cuc dén cam
nhan cta khach hang vé trai nghiém thuong hiéu, sau do, thoi thuc ¥ dinh quay tré lai (Repurchase
Intention) cta ho. Theo Krishna (2012), viéc tich hop cam bién da gidc quan gitip tao ra nhiing tac
dong truc tiép té1 “cam nhan”, bao gém: Cam xuc va ly tri ciia khach hang, tir §6 anh hudng dén thai
d9, hanh vi va tri nhé ctia ho. Sy hai long dugc nhén manh 1a két qua cua cam nhéan tich cyc, la sy két
hop cta (1) cam xtuc yéu thich khi dugc thoa man va (2) nhén thirc giita ky vong va hiéu qua cua dich
vu (Moliner va cong sy, 2007). Ly luan nay hoan toan phtt hop véi co sé 1y thuyét dugce nhom tac gia
hé théng, cho thiy mbi quan hé nhan qua gitra ndm kich thich giic quan véi chét lugng cam nhan.
Trong d6, cdm nhan vé chat lugng dich vu 1a nhan t6 trung gian thuc déy su hai long. Véi dich vu y
té, lidu cam nhén vé trai nghiém thuong higu c6 dugc coi 1a nhan t6 trung gian thuc day sy hai long,
va sau do6 1a y dinh, hanh vi quay tr¢ lai voi nha cung cép dich vu trude sy tac dong cua cac kich thich
giac quan hay khong? Gia thuyét He duoc nhom tac gia dua ra nham tim cau tra 10i.

Gid thuyét Hs: Cam nhdn vé chat luong dich vu co anh huong tich cuc dén su hai long cua khach
hang khi trai nghiém dich vu y té.

Téng hop cac gia thuyét do dugc thé hién qua mo hinh nghién ctru vé anh huong ciia Sensory
Marketing t6i cam nhan vé chét lwong dich vu va sy hai long ctia ngudi bénh va nguoi nha cua ho dbi
vé6i dich vu y t& nhu Hinh 1 dudi déy.
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Hy
Cac kich thich
Xuc giac H;
Cac kich thich
Vi giac

Hinh 1. M6 hinh nghién ctru dé xuét

3. Phuong phap nghién ciru

Nghién cuu nay dugc thue hién vai hai giai doan: (1) Xay dung md hinh va hi¢u chinh bang hdi;
(2) Khao sat chinh thirc v6i khach thé nghién ciru 12 nguoi dan Viét Nam da st dung dich vu y té tai
céc bénh vién cong 1ap. C& mau, cach thu thap dir liéu va cach thirc xir 1y s6 liéu ciing 1an luot dugc
cu thé hoa theo giai doan.

Giai doan 1 bat dau véi viéc xdy dung mé hinh nghién ctru va thang do nhap dua trén co so ly
thuyét va tong quan nghién ctru. Nghién ciru dinh tinh tién hanh thong qua phong véan sau 20 ngudi
tung 1a ngudi bénh hodc ngudi tham bénh — dbi tuong truc tiép trai nghiém dich vu y té cia bénh vién
cong. Muc tiéu cua phong van sau nhiam diéu chinh, b6 sung cac thang do va hoan thién mo hinh
nghién ctru; tir 46 xay dung bang hoi. Két qua phong vén siu cho thiy cic thang do dugc dénh gia co
noi dung con dai dong, mot s6 thang do chua rd nghia va mot so tir dién dat con chua dé hiéu. Sau
khi chinh stra thang do theo y kién danh gia tir phong van sau, bang hoi dugc str dung dé khao sat thir
nghiém véi 113 phan hoi. Két qua trong giai doan 1 dugc xir Iy bang cach phén tich hé sé Cronbach’s
Alpha dé kiém tra tinh phui hop cta céc nhan t6 va hiéu chinh mo hinh, tir 6 hoan thién bang hoi
chinh thue.

Giai doan 2 bat dau ngay sau d6. Phuong phap lay mau thuan tién dugc st dung dé thu thap thong
tin véi sy tham dy cta bénh nhan va nguoi nha. Mau chinh thire duge sir dung cho phén tich véi 619
nguoi tra 161 vao bang cau hoi duoc thiét ké gom ba phan.
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- Phan I: Bao gdm sau cau hoi lién quan dén nhirng trai nghiém c4 nhan cta khach hang khi dén
bénh vién cong. B cau hoi nham khai thac cam giac, ky vong cta bénh nhan hay nhiing loai hinh
dich vy, loai bénh vién cong ho lua chon sir dung.

- Phdn 2: Nam bién doc 1ap duoc do ludng theo cac tiéu chi dua trén co s¢ dé xuat ciia Ugolini va
cong sy (2014), Zhao va cong su (2019), Jang va Lee (2019), Chua va cong sy (2019), Kim va cong
su (2020). Thang do cia “Cam nhan vé chit lugng dich vy” va “Sy hai long” dugc xay dung trén co
so nghién ciru ciia Kumar (2013), Tam (2004), Lee va cong su (2000). Tat ca nhan dinh déu sir dung
thang do Likert tir 1 (R4t khong dong y) dén 5 (Rét dong ¥).

- Phan 3: Nhan khau hoc bao gém cac cau hoi vé thong tin ctia dap vién nhu: Tudi, gidi tinh, nghé
nghiép, mirc thu nhap, tinh thanh va khu vuc sinh séng theo thang do thir ty (Nominal Scale) dé phan
tich tinh dai dién ciia mau nghién ciru.

Khach thé nghién ctru 1a ngudi dan trong do tudi tir 18—65 tudi da timg tham kham, chira tri tai
céc co sO y té cong 1ap trén dia ban ca nude. Nguoi tham gia khao sat nam trong d¢ tudi 2640 tudi
chiém 31,7%, chii yéu 1a nit gidi (66,9%). Mtrc thu nhap trung binh theo thang da phin & cac muc
dudi 15 triéu dong (chiém tong 87,3%) va c6 dén 73,2% s quan sat dang sinh song tai cac khu vuc
thanh thi. D6i tugng duge khao sat, phan 16n trai nghiém dich vu y té tai cac bénh vién cong dudi goc
d6 1a bénh nhén (63,8%). Da s cac quan sat ludn sir dung BHY T khi kham chita bénh (chiém 40,7%).
Trong do, 44,4% nguoi da tung st dung ca hai hinh thuc khdm chita bénh ty nguyén va BHYT. Chi
c6 14,9% nguoi ludn kham chira bénh tu nguyén khi cdé nhu cau kham chita bénh tai co s y té
cong lap.

Két qua thu vé & giai doan 2 dugc ma hoa va tién hanh kiém dinh thang do béng SPSS26 va
AMOS20 qua phén tich d6 tin cdy Cronbach’s Alpha, nhan t6 khang dinh (Confirmatory Factor
Analysis — CFA) dé kiém tra tinh phi hop ctia md hinh, phan tich mo hinh cAu tric tuyén tinh
(Structural Equation Modeling — SEM) nham kiém dinh céc gia thuyét nghién ctru.

4. Két qua nghién ciru vé anh hudng cua Sensory Marketing dén cam nhan vé
chat lugng va su hai long doi véi dich vu y té
4.1.  Kiém dinh dé tin cdy Cronbach’s Alpha

He s6 tin cay Cronbach’s Alpha (Bang 1) dugc str dung dé danh gia do tin cdy cac thang do thong
qua tirng kich thich giac quan ddi v6i chat lwong dich vu dugc cam nhan va sy hai 1ong cta khach
hang. Do tin cdy cua thang do dwoc danh gia trén mau khao sat so bo va hé s6 Cronbach’s Alpha tong
thé dat 0,970 va hé sb Cronbach’s Alpha twong quan bién tong déu trong khoang 0,600 t&i 0,861. Két
qua cho thiy céc thang do ciia cac nhan t6 déu dang tin cdy va tuong quan dir liéu pht hop vai cac
thang do di xay dyng, thoa méan céc tiéu chi dé sir dung cho phan tich CFA.

61



Pham Thi Huyén va céng su (2022) JABES 33(7) 55-70

Béng 1.
Két qua kiém dinh do tin cdy cta cac thang do luong
Nhan t6 Ky.lziéu Hé s6 Cronbach’s H¢ sé. tuong quan ) thang do. luong
bién Alpha bien tong bi loai
Thi giac SIGHT 0,900 0,674-0,777 0/6
Khuru giac SMELL 0,907 0,734-0,798 0/5
Thinh giac SOUND 0,859 0,636-0,722 0/4
Xuc giac TACTILE 0,851 0,600-0,747 0/5
Vi giac TASTE 0,923 0,644-0,330 0/6
S}f;llil;i‘;zich - PSQ 0.904 0,726-0,812 0/4
Su hai long SAT 0,920 0,823-0,861 0/3

Ghi chii: Hé s6 tuong quan bién téng dugc biéu dién trong khoang gia tri can dudi — gia tri cén trén.
4.2, Phan tich nhan t6 khang dinh (CFA)

Tinh phu hop ctia md hinh (Model Fit) dugc thuc hién qua phan tich CFA va két qua cho thay cac
thang do ciia cac bién doc 1ap da hoi tu vao nam yéu té giac quan. Chi sb hiép phuong sai da chuan
héa duoc sir dung loai bé mét ) thang do tac ddng vao yéu td “Xuc giac”, “Thinh giac” va “Cam
nhan vé chit luwgng dich vu” nhu: Thang do TAC1 (thude bién TACTILE); thang do SO1, SO2 (thudc
bién SOUND); va thang do PSQ3 (thudc bién PSQ) chua co d6 hoi tu cao, va két qua, chi sé Model
Fit cho thdy mo hinh nghién ctru cudi cing dwoc xdy dung phu hop va dugc thé hién & Bang 2
nhu sau:

Béng 2.
Chi s6 danh gia Model Fit
Chi s6 Panh gia
CMIN/DF 4,305 Chip nhan dugc (< 5)
GFI 0,843 Chép nhan dugc (> 0,8)
CFI 0,919 M3 hinh ot (> 0,9)
RMSEA 0,073 Chép nhan duoc (< 0,08)

Phan tich nhan t6 khing dinh (CFA) tiép tuc phai xem xét gia tri hoi tu (Convergent Validity) va
gi tri phan biét (Discriminant Validity) giita cac nhém bién. Khi kiém dinh Validity, thang do TAC4
thudc nhén t6 Xac giac (ky hiéu 1a TACTILE) dugc loc bo vi hé s6 tin cy thap. Két qua phan tich
Validity con cho thay su két hop cac thang do cia bién trung gian “PSQ” vao bién phu thuoc “SAT”.
Nhu vdy, mé hinh da ¢am bao dugc cac chi s6 hoi tu va phan biét trong phan tich CFA (Hair va cong
su, 2010). Piéu nay co6 nghia rang cac thang do cuia ca hai bién chi phu hop dé do ludng mot nhéan tb
trong m6 hinh nghién ctru, nhém goi t€n nhan tb nay la “Cam nhén vé chat luong dich vu va sy hai
1ong” (PSQ.SAT). Ly giai cho su két hop nay s& duoc ching minh va ban luan chi tiét hon trong
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twong quan mo hinh nghién ctru véi cac bién doc 1ap bang ki thuat phan tich mé hinh ciu tric tuyén
tinh SEM, két qua tai Bang 3 cung cac chi s0 nhu sau:

Chi $6 AVE > 0,5 ¢ tdt cd cdc bién dam bdo gid tri héi tu (Convergent Validity).

Chi s6 MSV < AVE va Can bdc hai ciia AVE > chi s6 Twong quan ¢ tat ca cdc bién ciing dam bdo
gia tri phan biét (Discriminant Validity).
Béng 3.
Kiém dinh hiéu lyc thang do mo hinh (Model Validity Measures)

CR AVE MSV MaxR(H) TASTE SIGHT SMELL SOUND TACTILE PSQ.SAT

TASTE 0,922 0,663 0,5 0,929 0,814

SIGHT 0,894 0,586 0,544 0,897 0,665%** 0,765

SMELL 0,909 0,667 0,546 0,912 0,722%** (,729*** 0,816

SOUND 0,864 0,682 0,555 0,899 0,576%**  0,635***  (,646%** 0,826

TACTILE 0,809 0,588 0,568 0,826 0,552%%*  0,666*** 0,731*** (,745%** 0,767

PSQ.SAT 0,931 0,692 0,568 0,939 0,641%%* (,737*** (0,739%** 0,654***  0,754%%* 0,832

Ghi chii: CR (Composite Reliability): B tin cdy tong hop; AVE (Average Variance Extracted): Phuong sai trung binh duoc
trich; MSV (Maximum Shared Variance): Phuong sai chia s¢ 16n nhat;

TASIE: Vi giac; SIGHT: Thi giac; SMELL: Khtru giac; SOUND: Thinh giac; TACTILE: Xuc giac; PSQ: Cam nhan
vé chat lugng dich vu; SAT: Su hai long;

#*% tyong tmg véi cac mirc ¥ nghia thong ké 1%.

Nhu vay, két qua phan tich CFA da chimg t6 mo hinh nghién ctru dé xuét 1 hoan toan phi hop
theo 1y thuyét va tong quan nghién ciru. Cac thang do do ludng cho cac bién SIGHT, TACTILE,
SMELL, TASTE, SOUND, PSQ.SAT trong mé hinh nghién ctru c6 moi quan h¢ manh véi nhau va
6 kha nang giai thich tot cho chinh bién dai dién d6. Nhom tac gia s& sir dung két qua phan tich nhan
t6 khang dinh (CFA) dé kiém dinh gia thuyét va danh gia mbi quan hé giira nhitng yéu t6 kich thich
giac quan va cam nhan vé chit luwong dich vu va sy hai long.

4.3, Phdn tich mé hinh cdu triic tuyén tinh (SEM)
Sau khi x4c dinh mdi lién hé giita céc bién trong mo hinh, kiém tra tinh phu hgp ctia mo hinh,
phan tich mé hinh cau tric tuyén tinh (SEM) dugc thuc hién dé danh gia mdi quan hé da chiéu gitra

bién phu thudc 14 “Cam nhan vé chit lugng dich vu va su hai long” (PSQ.SAT) véi cac bién doc lap.
Két qua duoc thé hién trong Hinh 2.
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Chi-square=1541,221

df=358
Chi-square/df=4,305
GFl=,843
CFI=,919
RMSEA=,073
1 12
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Hinh 2. Két qua SEM chuén hoa cubi ciing

Céc yéu t6 kich thich giac quan déu c6 anh huong dén sy hai long ciia nguoi dan khi str dung dich
vuy té. Cac bién doc 1ap da giai thich dugc 69,6% su thay doi cia bién phu thudc, 30,4% con lai duoc
dong gop boi cac yéu td ngoai mo hinh va cac sai s6 ngau nhién. Diéu nay cho thdy mirc d6 anh huong
clia cac kich thich giac quan téi Cam nhan vé chat lugng dich vu va s hai long clia nguoi dan khi sir
dung dich vu y té trong bdi canh nghién ctru 1a rat 16n.

Chi sb p-value cua da s6 cac bién déu < 0,05, dat du do tin cdy 95% nén cac mbi quan h¢ tac dong
ctia bién ddc 1ap 1én bién phu thudc déu co ¥ nghia. Tuy nhién, véi gia tri p-value = 0,439, gia thuyét
Hj s& bi bac bo. Hé s6 hdi quy chwa chuan héa déu mang chi s6 dwong cho thay mirc d9 tac dong tich
cuc cua cac bién doc 1ap 1én bién phu thudc. Két qua SEM chép nhén cac gia thuyét H, H>, Hyva Hs

da dé xuét.

Béng 4.

Tom tit két qua thir nghiém SEM

Gia thuyét Hé s6 hdi quy chua chuin P-Value Két qua
(Hs) héa (Sig)

Hi PSQ.SAT € SIGHT 0,264 ok Chép nhén
H, PSQ.SAT € SMELL 0,133 0,003 Chép nhén
H; PSQ.SAT € SOUND 0,032 0,439 Bac bo
Hy PSQ.SAT € TACTILE 0,405 ok Chép nhén
H;s PSQ.SAT € TASTE 0,102 0,010 Chép nhén

Ghi cht: *** twong tng voi cac mirc y nghia thong ké 1%.
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Cam nhan vé chat lugng dich vu va sy hai long duoc tac dong boi cac yéu td theo thir tu tir manh
dén yéu nhat nhu sau: Xtc gidc (TACTILE), Thi gidc (SIGHT), Khiru gide (SMELL), va Vi gidc
(TASTE).

- Xiic gidc dong vai tro quan trong nhat tao nén chat lugng cam nhan va sy hai 1ong ctia ngudi dan
d6i voi mirc do anh huong, dat 40,5% khi trai nghiém dich vu y té, c6 nghia 1a nguoi dan cang c6 cam
nhan tich cyc théng qua kich thich xtc giac trong timg diém cham khi trai nghiém dich vu y té thi
murc d6 hai 1ong ctia ho cang cao. Két qua nay thong nhat véi nghién ciru cia Alahakoon va Randiwela
(2017), véi cac kich thich xtc gidc nhu: Khong khi, nhiét d¢ va sy thuan tién khi di chuyén trong
bénh vién ciia bénh nhan. Dong thoi, két qua ciing dong gop cho nghién ciru ctia Ugolini va cong su
(2014) vé khia canh Sensory Marketing trong mdi quan hé twong tac truc tiép giita nhan vién y té va
bénh nhan.

- Thj gidc mic du duoc cho 1a yéu t6 thng tri cac hoat dong marketing nhung trong nganh dich
vu y té, cach kich thich thi giac c6 mirc do anh huéng twong ddi manh (sau xtic giac) v6i kha ning
tac dong lam thay ddi cam nhén va sy hai long cua ngudi bénh dat 26,4%. Khi dén bénh vién, khach
hang thudng bi tic dong béi mau son tudng, dnh sang va co s& vat chét, khuén vién ctia bénh vién.
Néu khach hang nhin th.'?iy co sO vat chét cua bénh vién tot va tién nghi; kién truc thiét ké bénh vién
hién dai; khuon vién bénh vién thong thoang, sach s€ va rong rai thi mirc do hai long c6 xu hudng
tang 1én. Thi gidc dugc coi 1a nhan t& quan trong dat nén tang cho nhitng cam nhan tiép theo ciia
khéch hang.

- Khitu gidc 1a mot trong nhiing gidc quan nguyén thity va ban ning nhat ciia con ngudi. Cac kich
thich khtru giac tac dong dén 13,3% cam nhan va sy hai long ctia ngudi dan dbi véi dich vu y té. Biéu
nay déng nghia, khi trai nghi€ém dich vu cta bénh vién cong 1dp, cam nhan tich cuc qua khiru giac
cang cao thi khach hang cang hai long véi dich vu y té dugc cung cip. Cac kich thich nay dugc thé
hién qua mui huong trong phong bénh, mui thude khir tring, mui d6 an hay mui nha vé sinh (Ugolini
va cong su, 2014; Zhao va cdng su, 2019; Jang & Lee, 2019; Chua va cong sy, 2019; Kim va cong
su, 2020).

- Vi gide mic di 1 yéu td co tic dong it nhat nhung ciing anh hudng 10,2% dén sy thay doi vé
cam nhan va murc d¢ hai long ciia nguoi bénh dbi vai dich vu y té. Diéu nay hoan toan cé thé giai
thich 1a do ngudi dan chu yéu quan tim t6i dich vu kham chira bénh va thuong cha dong cho viée
dn/ubng cua minh khi tham gia dich vu y té & cac bénh vién cong Viét Nam.

Bién phy thudc trong mé hinh SEM c6 su két hop thang do ciia hai nhan t6 “Cam nhan vé chat
luong dich vu” va “Sy hai long”. Dé 1y giai cho diéu nay, nhom tac gia di phan tich thong ké mo ta
dua trén danh gia cua nguoi dan vé chit lugng dich vu dugc cam nhan va sy hai long theo thang do
Likert 5 diém. Khi danh gia vé cam nhan chat luong dich vy, da s6 cac dap vién déu khong thé hién
16 quan diém rang chat lugng dich vu ctia bénh vién cong c6 t6t hay khong. Gia tri trung binh tong
(3,17), tat ca thang do nam trong khoang tir 3,12
dén 3,18. Nguoc lai, d6i v6i yéu t6 su hai 1ong, nguoi tra 10i lai danh gid mirc d6 hai 1ong dua trén
khia canh khac nhau. Cu thé hon, ho “hai long” khi trai nghiém dich vu y té (3,49), “kha hai long”
voi chét luwong phuc vu bénh nhan (3,42) va “binh thuong” véi mdi truong dich vu ctia bénh vién
cong (3,39).

Nhu vy, s hai 1ong xuat hién khi khach hang da timg trai nghiém dich vu véi nha cung cap; c6

AN

thé clia nhan t6 nay duoc danh gia & muc “trung 1ap

thé bi anh huong béi cac yéu td kich thich gidc quan va gid tri ho nhan dugc. Chat lugng dich vy van
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¢6 thé dy doan mot cach chii quan va danh gia theo quan diém cé nhan, ngay ca khi ho chua ting trai
nghiém dich vu d6. Pay c6 thé 1a yéu t6 thic day sy hai long. Tuy nhién, khi néi dén “cam nhan” vé
chat lugng dich vu (Perceived Service Quality), khach hang chi c6 thé c6 cam nhan trong va sau khi
trai nghiém dich vu d6, da bi tac dong badi nhiing kich thich xung quanh, trong do6, bao gém cac kich
thich giac quan (Moreira va cong sy, 2017; Krishna, 2012). Véi ly luan nhu trén, cdm nhén ciing chi
xuét hién khi khach hang di va dang tryc tiép trai nghiém dich vy y té dé hinh thanh danh gia c4 nhan
vé chat lugng dich vu. Vi vay, c6 thé noi, sy hoi tu cac thang do ¢ hai yéu td trén 1a hoan toan phu
hop véi dit liéu va mé hinh nghién ciru anh hudng ciia Sensory Marketing trong dich vu y té.

5. Két luan va khuyén nghi

5.1. Két lugn

Két qua nghién ciru cho thay, can thiét ké cho khach hang mot trai nghiém ma ho cam thay c6 gia
tri dé khang dinh chét luong dich vu, dic biét, chat luong dich vu y té khong thé dugc danh gia don
thuan nhu nhitng dich vu thong thudng khac. Chi khi khach hang thyc s trai nghiém dich vu y té dé
cam nhan chét lugng thi ho méi c6 nhing danh gia va mirc do hai long chinh xac. Trong d6, doi ngii
nhan vién, y bac si va co s¢ vat chit ctia bénh vién déng vai trd nong cdt trong viéc dem tdi nhimg
trai nghiém tot v& mat xtic giac va thi giac. Ngoai ra, viéc chtl trong vao cac kich thich khiru giac va
vi gic ciing gitip bénh vién vira nang tim trai nghiém dich vy, vira ndng cao cam nhén va sy hai 1ong.
Chinh vi vay, viéc ing dung Sensory Marketing trong viéc tao ra trai nghiém da chiéu c6 y nghia rat
16n trong viéc hoach dinh chién lugc cia cac nha quan tri va diéu hanh bénh vién.

5.2, Nhitng dong gop moi cua nghién ciru

- Mt la, hoan toan c6 thé liwa chon cach tiép can Sensory Marketing trong danh gia chét luong
dich vu va sy hai long dé trong quan tri bénh vién, noi cung cap dich vu y t& dé c6 mot cong cu danh
gia chét lwong dich vu va sy hai long ciia ngudi thy hudng.

- Hai la, nghién cuu da phat hién cac kich thich xuc giac, thi giac, khiru giac va vi gidc c6 anh
hudng tdi cam nhén vé chit lugng dich vu y té tai cac bénh vién cong 1ap; thdm chi gitp nang cao su
hai 1ong. Phét hién nay khong chi cing cb cic quan diém Sensory Marketing ctia Hulten (2020),
Krishna (2010) ma con dong gép vao khung ly thuyét vé cam nhan vé chat lugng dich vu va su hai
long (Kotler va cong su, 2001). Cac nha nghién ctru c6 thé sir dung két qua dé 1am co sé nghién ciru
trong cac loai hinh dich vu dac biét khac trong tuong lai.

- Ba la, cing c6 thém nghién ctru cia Ugolini va cong su (2014), Moreira va cong su (2017) khi
tiép can nam kich thich giac quan trong bénh vién phai xem xét: (1) Cac dau hiéu vat 1y trong moi
truong dich vy, va (2) céc tin hi¢u gidc quan thong qua nhan vién y té. Két qua phan tich CFA da
chimg minh mo hinh nghién ciru Sensory Marketing 1a hoan toan phu hgp véi 1y thuyét. Cac thang
do ludng cta nam bién doc 1ap duoc dé xuét va kiém dinh trén co s¢ nghién ctru vimg chéc.

5.3, Mot s6 dé xudt khuyén nghi dp dung cdc kich thich gidc quan tai cdc bénh vién cong

- Thir nhdt, @é cai thién chat luong dich vu qua kich thich xtc giac, can: (1) Cha y dén nhiét do
trong phong chd bénh vién, phong kham bénh va ca phong bénh néi tr. Nhiét do phu hop sé truc tiép
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dem lai cam nhén tich cyc cho khach hang, tranh dem lai cam giac kho chiu, ngdt ngat cho ngudi dan
trong thoi gian cho doi thdm kham; (2) Pam bao san nha an toan cho moi nguoi trong qua trinh di
chuyén, tranh tinh trang san 4m u6t dé gay tron trugt. Can thudng xuyén kiém tra va tu sira nhiing
khu vire ¢6 nén gach bi mon, nirt hong, tiém an mdi nguy hiém cho ngudi bénh; (3) Trong qua trinh
chén doan, diéu tri, can thao tac nhe nhang, diing muc; hd tro vat 1y tri liéu, xoa bop dé giam thiéu
dau ddn, kho chiu cho bénh nhan; thé hién su chuyén nghiép, déng cam cua nhan vién y té danh cho
khéch hang.

- Thir hai, & cai thién chat luong dich vu qua thi giac, can: (1) Pdng b héa tién nghi, hién dai
giita nhitng bénh vién tuyén dau, tuyén trung wong va tuyén dudi, giam dan khoang cach chénh léch
vé danh gia chat lugng dich vu clia ngudi bénh. Tur d6, giam thiéu tinh trang qua tai tai cac bénh vién
tuyén dau; 2 Thiét ké khuon vién bénh vién thong thoang, rong rai dé tao cam giac chao don dbi voi
bénh nhan; tranh tinh trang bénh vién gan nhu ludn dong dac, chat choi giy cam giac kho chiu va
chan nan khi dén bénh vién; (3) Chuy vé viéc sur dung mau sdc va anh dén trong bénh vién, khong
nén st dung duy nhit mot mau son don diéu dem lai cam giac “xa la”; c¢6 thé két hop mot s6 gam
mau véi nhau mot cach hai hoa, tao cam giac dé chiu. Hon nita, nhiing 4nh dén 4m ap s€ dem lai hi¢u
qua vé mit thi giac.

- Thit ba, dé cai thién chat lugng dich vu qua khiru giac, can: (1) Dam bao nha vé sinh luén sach
s&, khir muii, khong lam dung thude khir tring gy cam giéc cing thang cho ngudi bénh; (2) X 1y cac
mui huong tac dong dén khong gian song truc tiép ciia ngudi bénh nhu: Mui phong bénh, mui co thé
bénh nhan, mui déng phuc... dé gitp nguoi bénh c¢6 cam nhan tich cyc hon dbi voi dich vu bénh vién
cung cép.

- Thir tu, @& cai thién chét lugng dich vu qua vi giac, c6 thé xem xét cung cép dich vu an udng
bang cach cai thién chat luong va dam bao thyc don ddy du dinh dudng, dugc ché bién sach s& va can
than, tir d6 khong chi giam thiéu nguy co bénh tat tir bén ngoai, ma con gop phan cai thién kha ning
phuc hdi sau khi chita bénh ciia bénh nhan. Bén canh d6, dich vu chim soc trong qua trinh an uéng
nén dugc can nhic cing véi viée dua ra cac tidu chuan chiam séc va phuc vu khach hang cia
bénh vién.

Tai liéu tham khao

Abbott, L. (1955). Quality and Competition. New York, USA: Columbia University Press.

Alahakoon, S., & Randiwela, P. (2017). Sensory Marketing and healthcare service in Sri Lanka.
Cambridge  Business and  Economics  Conference, 7, 1-24. Retrieved from

https://scholar.google.com/citations?view_op=view _citation&hl=en&user=-
aQhyDoAAAAJ&citation_for view=-aQhyDoAAAAJ:uSHHmVD uO8C

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic process model of service
quality: From expectations to behavioral intentions. Journal of Marketing Research, 30(1), 7-217.
doi: 10.2307/3172510

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is it? How is it
measured? Does it affect loyalty?. Journal of Marketing, 73(3), 52—68. doi: 10.1509/jmkg.73.3.52

67



Pham Thi Huyén va céng su (2022) JABES 33(7) 55-70

Chua, B. L., Kim, H. C,, Lee, S., & Han, H. (2019). The role of brand personality, self-congruity, and
sensory experience in elucidating sky lounge users’ behavior. Journal of Travel & Tourism
Marketing, 36(1), 29-42. doi: 10.1080/10548408.2018.1488650

Cronin, J. J., & Taylor, S. A. (1992). Measuring service quality: A reexamination and extension.
Journal of Marketing, 56(3), 55—-68. doi: 10.2307/1252296

Dikta, P., Isabella, N., & Primidya, K. M. S. (2021). Visual and scent as Sensory Marketing tools in
the dental care services: An experimental research design approach. Turkish Journal of Computer
and Mathematics Education (TURCOMAT), 12(3), 5095-5104. doi:
10.17762/turcomat.v12i3.2042

Eiriz, V., & Antonio Figueiredo, J. (2005). Quality evaluation in health care services based on
customer-provider relationships. International Journal of Health Care Quality Assurance, 18(6),
404-412. doi: 10.1108/09526860510619408

Sendra, E., & Carbonell-Barrachina, A. A. (2017). Sensory and Aroma Marketing. The Netherlands:
Wageningen Academic Publishers.

Chinh phu. (2012). Nghi dinh s6 55/2012/NP-CP Quy dinh vé thanh lap, t6 chirc lai, gidi thé don vi
sw nghiép cong ldp, ban hanh ngay 26/6/2012. Truy cap tu https://thuvienphapluat.vn/van-
ban/Bo-may-hanh-chinh/Nghi-dinh-55-2012-ND-CP-quy-dinh-thanh-lap-to-chuc-lai-giai-the-
don-vi-142237.aspx

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data Analysis (7" ed.). Upper
Saddle River, NJ: Prentice-Hall, Inc.

Ho Bach Nhat. (2013). Si hai long ciia bénh nhdn ndi trii di véi chat heong dich vu kham chita bénh
clia cdc bénh vién tai thanh pho Long Xuyén. Luan van Thac si Kinh té. Truong Pai hoc Kinh té
TP. H6 Chi Minh.

Hultén, B., Broweus, N., & van Dijk, M. (2009). Sensory Marketing. New Y ork: Palgrave Macmillan.

Hulten, B. (2020). Sensory Marketing: An Introduction. California, USA: SAGE Publications Ltd.

Hsiao, W. C. (1995). Abnormal economics in the health sector. Health Policy, 32(1-3), 125-139. doi:
10.1016/0168-8510(95)00731-7

Jang, H.-W., & Lee, S.-B. (2019). Applying effective sensory marketing to sustainable coffee shop
business management. Sustainability, 11(22), 6430. doi: 10.3390/sul1226430

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’ prior experience
and gender. Anatolia. An International Journal of Tourism and Hospitality Research, 31(4), 523—
535. doi: 10.1080/13032917.2020.1783692

Kotler, P., Armstrong, G., Saunders, J., & Wong, V. (2001). Principles of marketing (2" ed.).
Corporate ~ Communications:  An  International — Journal,  6(3), 164-165. doi:
10.1108/ccij.2001.6.3.164.1

Kumar, P. (2013). Multisensory marketing: Creating new sustainability perspective in hospitality
sector. ATNA Journal of Tourism Studies, 8(1), 43-55. doi: 10.12727/ajts.9.4

Krishna, A. (2010). Sensory Marketing: Research on the Sensuality of Products. UK: Routledge.

68



Pham Thi Huyén va céng su (2022) JABES 33(7) 55-70

Krishna, A. (2012). An integrative review of sensory marketing: Engaging the senses to affect
perception, judgment and behavior. Journal of Consumer Psychology, 22(3), 332-351. doi:
10.1016/j.jcps.2011.08.003

Lee, H., Lee, Y., & Yoo, D. (2000). The determinants of perceived service quality and its relationship
with  satisfaction.  Journal  of  Services  Marketing,  14(3), 217-231. doi:
10.1108/08876040010327220

Lewis, B. R. (1993). Service quality measurement. Marketing Intelligence & Planning, 11(4), 4-12.
doi: 10.1108/02634509310044199

Lindstrom, M. (2006). Brand sense: How to build powerful brands through touch, taste, smell, sight
and sound. Strategic Direction, 22(2). doi: 10.1108/sd.2006.05622bae.001

Phan Nguyén Kiéu Dan Ly, & Luu Tién Diing. (2016). Mi quan hé giira chat luong dich vu va sy
hai 1ong ctia nguoi dan d6i véi dich vu kham chita bénh: Nghién ciru truong hop Thanh phd HO
Chi Minh. Tgp chi Khoa hoc Lac Héng, 5, 47-52. Truy «cép tu
https://lhu.edu.vn/Data/News/383/files/09 Tien Dung Dan Ly.pdf

Ugolini, M., Rossato, C., & Baccarani, C. (2014). A five-senses perspective to quality in hospitals.
The TOM Journal, 26(3), 284-299. doi: 10.1108/tqm-01-2014-0010

Moliner, M. A., Sanchez, J., Rodriguez, R. M., & Callarisa, L. (2007). Perceived relationship quality
and post-purchase perceived value. European Journal of Marketing, 41(11/12), 1392-1422. doi:
10.1108/03090560710821233

Moreira, A. C., Fortes, N., & Santiago, R. (2017). Influence of sensory stimuli on brand experience,
brand equity and purchase intention. Journal of Business Economics and Management, 18(1), 68—
83. doi: 10.3846/16111699.2016.1252793

Naidu, A. (2009). Factors affecting patient satisfaction and healthcare quality. International Journal
of Health Care Quality Assurance, 22(4), 366-381. doi: 10.1108/09526860910964834

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality. Journal of Retailing, 64,12—40.

Reimann, M., Liinemann, U. F., & Chase, R. B. (2008). Uncertainty avoidance as a moderator of the
relationship between perceived service quality and customer satisfaction. Journal of Service
Research, 11(1), 63—73. doi: 10.1177/1094670508319093

Rust, R. T., & Oliver, R. L. (1994). Service Quality: New Directions in Theory and Practice.
California, USA: SAGE Publications Ltd.

Satti, Z. W., Babar, S. F., & Ahmad, H. M. (2021). Exploring mediating role of service quality in the
association between sensory marketing and customer satisfaction. Total Quality Management &
Business Excellence, 32(7-8), 719—736. doi: 10.1080/14783363.2019.1632185

Schmitt, B. (1999). Experiential marketing. Journal of Marketing Management, 15(1-3), 53—67. doi:
10.1362/026725799784870496

Tam, J. L. M. (2004). Customer satisfaction, service quality and perceived value: An integrative
model. Journal of Marketing Management, 20(7-8), 897-917. doi: 10.1362/0267257041838719

Nguyén Tién Thanh. (2020). Sy hai long ciia bénh nhan, ngudi nha trong qua trinh khdm chita bénh
tai bénh vién cong lap Ha Noi. Tap chi Tai chinh Doanh nghiép. Truy cap ngay 01/6/2020, tir

69



Pham Thi Huyén va céng su (2022) JABES 33(7) 55-70

https://taichinhdoanhnghiep.net.vn/su-hai-long-cua-benh-nhan-nguoi-nha-trong-qua-trinh-kham-
chua-benh-tai-benh-vien-cong-lap-ha-noi-d13381.html

Woodside, A. G., Frey, L. L., & Daly, R. T. (1989). Linking service quality, customer satisfaction,
and behavioral intension. Journal of Health Care Marketing, 9(4), 5—17.

Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1990). Delivering Quality Service: Balancing
Customer Perceptions and Expectations. New York: Free Press.

Zhao, J.-B., Wang, Y.-L., Ma, Q.-W., Zhao, J.-B., Zhang, X.-Y., & Zou, L.-Q. (2019). The
chemosensory pleasure scale: A new assessment for measuring hedonic smell and taste capacities.
Chemical Senses, 44(7), 457-464. doi: 10.1093/chemse/bjz040

70



