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Tém tét:

Tinh vi ching khong con xa la d6i v&i nghién ciru vé hanh vi nguoi tiéu dung & nhitng qubc
gia phat trién. Nhung tai cac qudc gia dang phat trién nhu Viét Nam thi viéc nghién ctru va
mg dung khai niém trong marketing nay con kha méi mé. Nghién ctiru nham muc dich Xxac
dinh tinh vi ching cta gi6i tré tai thi truong Mién Trung - Viét Nam va két qua chi ra rang
gidi tré Mién Trung c6 tinh vi chung tiéu dung, tuy nhién, mérc do tinh vi chung ctia nguoi
tiéu dung chua cao. Ngoai ra, tinh vi chung tiéu dung con thay doi tiy theo loai san pham,
cu the, gioi tré mién Trung c6 tinh vi chung cao hon ¢ cac san pham 1a uu thé ctia Viét Nam,
san pham mang tinh chat dia phuong, truyén théng nhu trai cy, a0 quan, d6 my nghé. Két
qua nghién ctru 13 co s& dé cic nha quan tri va cac doanh nghiép c6 nhiing chinh sich
marketing thich hop cho thi truong mién Trung dé nang cao gia tri thuong higu Viét.

Tir khéa: Chii nghia vi ching; Tinh vi ching ciia nguoi mua, Gidi tré; Thi trieong mién
Trung; Chinh sach marketing.

Abstract

Consumer Ethnocentrism is no longer strange to the study of consumer behavior done in
developed countries. Yet in developing countries such as Vietnam, the study and application
of this marketing concept is relatively new. This study aims to identify the consumer
ethnocentrism level of youths in Vietnamese Central region market. The results show that
young people in Central region have consumer ethnocentrism. However, the level is not
high. Moreover, the consumer ethnocentrism depends on the type of products, particularly,
it’s is higher for dominant products of Vietnam and for local products such as fruits,
clothing, and handicrafts. The results are the basis for administration managers and
businesses to conduct appropriate marketing policies aiming to improve the value of
Vietnamese enterprises' brands in Central region market.
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