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Tém tét bang tiéng Viét:

Bai bao nham muc tiéu nhin lai va hinh thanh mé hinh ly thuyét vé anh hwéng ctia quang céo va khuyén méi dén
gia tri thwong hiéu. Tong hop tlr co s& ly thuyét va két qua clia cac nghién ctru thire té di trede cho thay: (1) chi
phi quéng cdo c6 anh hwéng tich cwe dén chat lwong cdm nhan, trung thanh thwong hiéu, lién twéng thwong
hiéu két hop vé&i nhan biét thwong hiéu; (2) thai dd khach hang dbi véi quang céo c6 anh hudng thuan chiéu dén
chét lwgng cdm nhan, lién twéng thwong hiéu két hop véi nhan biét thuwong hiéu; (3) khuyén mai theo hwéng tién
té c6 anh hwdng tiéu cwc dén chéat lwong cdm nhan, lién twdng thuwong hiéu két hop véi nhan biét thwong hiéu;
(4) khuyén mai theo hwéng phi tién té cé anh hudng tich cwc dén chét lwong cdm nhan, trung thanh thwong hiéu,
lién twéng thuwong hiéu két hop véi nhan biét thuwong hiéu; (5) chat lwong cdm nhan, trung thanh thuwong hiéu,
lién twéng thwong hiéu két hop véi nhan biét thwong hiéu cé tac dong thuan chiéu dén gia tri thwong hiéu.

Ttr khoa: chi phi quéng céo; thai d6 khach hang doi véi quéang céo; khuyén mai theo hudng tién té; khuyén
mai theo hurdng phi tién té; gia tri thuong hiéu

Tém tat bang tiéng Anh:

This paper is aimed to review and construct a theoretical model of the effects of advertising and sales promotion
on brand equity. Much literature and empirical studies have shown that: (1) advertising spending has significant
positive effects on perception quality, brand loyalty and brand association combined with brand awareness; (2)
attitude toward advertisements has positive effects on perception quality and brand association combined with
brand awareness; (3) monetary promotion has negative influences on perception quality and brand association
combined with brand awareness; (4) non-monetary promotion has positive influences on perception quality, brand
loyalty and brand association combined with brand awareness; (5) perception quality, brand loyalty and brand
association combined with brand awareness have positive and direct impacts on overall brand equity. Finally, this
paper presents some suggestions for future research.
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