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Abstract
Mega Market, formerly Metro Cash & Carry Vietnam, has been operating in the wholesale sector since
2002, currently has 19 centers across Vietnam. Over the years, Metro Cash & Carry Vietnam has
invested heavily and continuously in the development of commercial infrastructure, as well as in the
field of hygiene and food safety in the country. In response to the development needs of the retail
industry, the study and assessment of factors affecting customer satisfaction on retail service quality
and application to business enterprises according to modern retail methods such as supermarkets and
convenience stores have an important meaning, serving as a basis for improving and innovating service
quality, enhancing customer satisfaction, towards sustainable development. Therefore, the factors
affecting customer satisfaction at Mega Market Vietnam are issues that need to be raised and resolved.
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Introduction
For business people as well as businesses selling products and services, customer satisfaction
is the most important factor determining the success or failure of the business. There are
many different definitions of customer satisfaction and there is quite a bit of debate about
this definition. Many researchers believe that satisfaction is the difference between customer
expectations and the actual perception received.
According to Philip Kotler, customer satisfaction is the level of a person's sensory state
resulting from comparing the results obtained from consuming a product/service with their
own expectations. The level of satisfaction depends on the difference between the received
results and the expectations, if the actual results are lower than the expectations, the
customer is not satisfied, if the actual results match the expectations, the customer will not be
satisfied. If the actual results are higher than the expectations, the customer is very satisfied.
Customers' expectations are formed from the shopping experience, from friends and
colleagues, and from information from sellers and competitors. To improve customer
satisfaction, businesses need to make additional investments and at least invest in marketing
programs.
According to Hansemark and Albinsson (2004), “Customer satisfaction is a customer's
overall attitude towards a service provider, or an emotional response to the difference
between what the customer expects before and what they receive, for the fulfillment of some
need, goal or desire”. Customer satisfaction is the fact that customers base some of their
knowledge on a product or service that forms subjective evaluations or judgments. It is a
form of psychological feeling after a customer's need is satisfied. Customer satisfaction is
formed on the basis of experiences, especially accumulated when purchasing and using
products or services. After purchasing and using the product, customers will have a
comparison between reality and expectations, thereby evaluating whether they are satisfied
or not.
Thus, customer satisfaction can be construed as a feeling of pleasure or disappointment that
arises from a comparison between the actual benefits of the product and their expectations.
Whether or not customers are satisfied after purchase depends on how they compare the
actual benefits of the product with their expectations prior to purchase. Below we will
explore the factors affecting customer satisfaction at Mega Market Vietnam to clarify the
above issues.
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Rationale
Service is a concept that has no unified concept and is used
around the world. Because invisibility and impossibility can
only be felt by use and experience, and it is also very
diverse, it is also difficult to have a unified concept. Service
is an activity or benefit that one party can offer to another
that is essentially intangible and does not result in
ownership of anything (Kotler & Armstrong), while
(Fitzsimmons) holds that Service is an intangible and nonstorable activity, performed for the customer and the
customer is also the creator of the product.
Service quality is a requirement that businesses need to
achieve at the highest level, because when they create a
product or service, what businesses need to focus on is
whether the service quality is good or not nothing special
than other service providers.
Because service quality is a form of attitude, resulting from
a comparison between the actual service that customers
perceive when consuming the service with their
expectations. Service quality is related but not synonymous
with customer satisfaction (Parasuraman et al. (1985).
Supermarket, also known as Supermarket, is a relatively
large self-service store with low cost, low profit margin and
large volume of goods sold, ensuring full satisfaction of
demand of food, laundry detergents, cleaning agents and
home care products (Kotler 2008).
A supermarket in Vietnam is considered a large-scale retail
store, it is equipped with very modern and advanced
facilities inside the store with a self-service shopping style.
Every day and then back to the counter later, the
supermarket can meet a lot of consumers' needs such as
providing daily food, food, drinks, household tools and
other items other devices…. The quality of this service is
great, bringing convenience and modernity, providing
enough goods that consumers need every day.
Customer satisfaction is defined as a measure that
determines the level of customer satisfaction with the
company's products, services, and capabilities. Customer
satisfaction information, including: surveys and ratings, can
help a company navigate how to improve or adjust its
products and services for the better and more in line with
customer needs. The focus of an organization is to satisfy its
customers. This applies to all retail and wholesale
businesses, government agencies, service companies,
nonprofit organizations and affiliates within a corporation.
Customer satisfaction is a very important factor for the
business and it is also related to the survival of the business
because if the customer's use is not satisfied, they will
certainly not return to buy again. two.
According to Kotler (2001), customer satisfaction is the
level of a person's sensory state resulting from a comparison
of the results obtained from the consumption of a
product/service
and
the
customer's
expectations.
Expectations here are seen as human wishes or expectations
derived from personal needs, previous experiences and
outside information such as advertising, word of mouth
information from family and friends.
According to Hansemark and Albinsson (2004), customer
satisfaction is a customer's overall attitude towards a service
provider, or an emotional response to the difference between
what customers expect prior and what they receive, for the
fulfillment of some need, goal or desire. Although there are
many different concepts, the definition of customer
satisfaction is always associated with emotional factors,

attitudes towards product and service providers, customers'
expectations about the ability to satisfy customers. demand
from product and service suppliers can bring them absolute
satisfaction with their products.
Components of retail service quality according to Dabholka
et al. (1996) based on qualitative research, service theory,
and Servqual scale give five components constituting retail
service quality one is a factor tangible, two is trust, three is
personal interaction, four is problem solving, five is policy.
Nguyen Thi Mai Trang (2006), said that the quality of
supermarket services includes 5 components: Types of
goods, Service capacity of staff, Display of goods,
Supermarket premises and Level of service. safety. In short,
retailers need to make good service quality components to
be able to attract customers for themselves and retain old
customers.
Factors that create customer satisfaction
Basic elements
These are the basic requirements that a product or service
must have that would otherwise cause customer
dissatisfaction. However, this is only a necessary condition,
but not a sufficient condition for customer satisfaction.
Example: In the supermarket business, product diversity and
low prices are the basic elements of supermarkets for
customers to shop.
Performance factors
Performance factors are needs and wants that are directly
stated by the customer, if met or exceeded expectations will
lead to customer satisfaction, otherwise if not met will
create chagrin.
For example: Also in the supermarket business, the
requirements mentioned by customers are wifi, trolleys,
elevators, escalators...
Stimulating factors
These factors create a customer “wow” effect, which can
trigger unknown customer needs and wants. Therefore,
stimulating factors have a strong impact on customer
satisfaction. Companies should enhance these factors to
stand out from their competitors.
For example: Not when you go to the supermarket, you
will feel very happy if you receive coupons, cool air
conditioners, gift programs when buying.
Level of customer satisfaction
Level 1 - 1 point (Leave)
This is the lowest level and also alarming. Customers will
leave your company immediately, unless they have no other
choice. More seriously, they will say bad things about your
company to others.
Level 2 - 2, 3, 4 points (Neutral)
This is the average score, currently all businesses achieve
this level. Customers may be satisfied but not sure will
return to buy from you next time. They don't spread bad
news or say good things about your brand, they are not loyal
customers. And they will tend to change constantly between
brands offering the same product.
Level 3 - 5 (Loyalty)
This is the highest level on the customer satisfaction scale.
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Customers are definitely very satisfied with your business.
They are also loyal customers who are more likely to buy in
the future and speak well of your brand to others.
The relationship between service quality and customer
satisfaction
Zeithaml and Britner (2000) argue that service quality and
customer satisfaction are a general concept that expresses
their satisfaction when consuming a service. Whereas
service quality focuses only on specific components of the
service. If the supplier provides customers with quality
products and services that satisfy their needs, the first step is
to make customers satisfied.
Therefore, to improve customer satisfaction, service
providers must improve service quality. In other words,
service quality and satisfaction have a close relationship
with each other, in which service quality is created first and
then determines customer satisfaction.
The role of customer satisfaction
Customer satisfaction plays an increasingly important role
in marketing and customer service activities. According to
Byrne (1993), satisfaction is a measure of the success of an
enterprise in the future, while other measures such as sales
and market share are measures of the past; represents the
results of the business achieved in the past, does not tell
how well the business will achieve in the future (Caruana,
2002).
On the other hand, businesses must also take care of
customer dissatisfaction. Unsatisfied customers are just as
important as satisfied customers with your product or
service. Not only do they not continue using the
product/service, but they also create a “bad” word of mouth
effect. Or worst case scenario, they become the "terrorists"
of the business' customers by telling others their
dissatisfaction, trying to "bad" others and smearing the
reputation of the company. Trademark.
In short, satisfaction or dissatisfaction has a strong impact
on the success or failure of the brand, the development or
failure of the business.

The influencing factors are: quality of goods, service of
staff, facilities, promotions, sky support services and price.
In particular, the factors drawn from the theory to see if the
experts consider and evaluate these factors really affect
customer satisfaction in supermarkets or not. If the less
important factors are quickly found, it is possible to remove
and at the same time add the missing elements.
Quantitative research: After collecting data, it will be
analyzed to verify the quality of the scale and its relevance.
The scale measures concepts including: quality of goods,
facilities, promotions, support services, staff service,
perceived price and customer satisfaction.
Research Methods
1. Data collection method: This method helps to provide
the necessary information and data to serve the
research.
2.

Collecting secondary data: collecting and researching
secondary documents collected from departments,
documents from research works, reports, journals,
websites, and textbooks.

3.

Primary data collection: collected, adjusted and
aggregated based on polls and surveys on a number of
issues related to the company's human resource
recruitment.

4.

Observational method: observing the working
process, employees' attitudes towards work and
relationships inside and outside the company affecting
human resource recruitment.

5.

Interview method: expand information through
interviews with leaders and employees to learn about
company culture and individual views on recruitment
issues.

6.

Method of survey and investigation by
questionnaire: The graduation thesis used the method
of distributing questionnaires to summarize and survey
opinions of the labor force working at the branch of
Mega Marketing company. Vietnam in Hanoi cities on
human resource recruitment.

7.

Statistical method: statistics of lawsuits related to
recruitment of human resources at the company such as:
statistics on changes in labor at the company in the
period 2015 - 2017, the number of applications that the
company has attracted in In recent years, the number of
qualified applications and the number of rejected
applications, the recruitment costs that the company has
to spend in that period.

8.

Analytical methods: Analyze specific calculated data
from gender, age and income.

Research method
Building a research model: Based on 5 factors: reliability,
physical aspects, service staff, products, convenience
shopping.
Scale construction: 1. totally disagree; 2. Disagree; 3. No
comments; 4. Agree; 5. totally agree.
Research object: Customers who shop directly at Mega
Market supermarket. Age 18 years and older.
The study was conducted with the aim of determining the
factors affecting customer satisfaction at supermarkets. The
research data was collected from 300 customers at MM
Mega Market who shopped at the supermarket through a
direct survey using a questionnaire. The main research
methods are: qualitative and quantitative methods.
Qualitative research: This stage uses preliminary research
to adjust the bar, add or remove unreasonable observed
variables. This research process was carried out mainly by
interviewing experts, but supermarket managers. The
purpose of this qualitative study is to consider and evaluate
the factors affecting customer satisfaction when shopping.

Research results
After conducting the research, 300 questionnaires were
distributed, 300 tables were collected, 287 valid tables were
checked, and 13 invalid tables were discarded. The
following results:
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Research results by data collection method: Test the
reliability coefficient, service staff, and products with
coefficients of 0.836, 0.77, and 0.87, respectively (all
greater than 0.6) and correlation coefficients, respectively.
The sum of all observed variables is larger than the allowed
standard, so they are all satisfactory.
Statistical research results
Statistics of factors
For the physical aspect: This is a factor that customers are
not satisfied with, besides the analysis results also show that
this is a factor that strongly influences customer satisfaction.
Reliability factor: Is the factor that receives high customer
satisfaction and is also the most influential factor on
customer satisfaction.
For service staff: Service staff has the second most
influence on customer satisfaction.
For products: Products have little impact on customer
satisfaction because most customers have learned about the
product they need to buy.
For convenience shopping: Customers tend to have no
opinion.
Result of customer survey method at Mega supermarket
1. Regarding gender: Customers who come to Mega
supermarket to buy goods have 65% female customers
and 35% male customers.
2.

Regarding age: The number of customers aged from
26 to 35 years old accounts for the highest percentage
(35.6%) and the number of customers over 56 years old
accounts for the lowest rate (6.5%).

3.

Occupation: The sample has the number of customers
who are office workers accounted for 21%, students
accounted for 15%, state officials accounted for 31%
and other professions accounted for 33%.

4.

5.

Regarding the income of customers: Customers with
income from 6 to 9 million accounted for the highest
proportion with 58%, the number of customers with
income from 20 million or more accounted for the
lowest proportion with 4.5%.
Regarding the frequency of going to the
supermarket in 1 month: The number of customers
who go to the supermarket 5-6 times a month accounts
for the largest proportion with 62%.

Analytical results
1. Analysis of differences by gender: There is no
difference between men and women in assessing the
components of customer satisfaction and satisfaction.
2.

Analysis of differences by age: There is no difference
between age groups in assessing the factors constituting
satisfaction and the level of customer satisfaction.

3.

Analysis of differences by income: There is no
difference between income groups in assessing the

components of customer satisfaction and satisfaction.
Research results by observation method: Through
observation, staff's attitude, working process are very
professional and polite. The relationships between
colleagues are respectful of each other and help each other
in their work.
Discussion
In general, the research is still limited by the following
factors:
1. The sample size selected for the study is still small
compared to the study population. This may adversely
affect the reliability of the research results.
2. There may be many factors affecting customer
satisfaction about Mega Market that have not been
discussed in the research.
3. Errors may occur in the process of taking data from
customers.
4. In the future, if there are conditions to develop this
research, the following things will be noticed:
5. Increase the survey sample size in the direction of
increasing the proportion of surveyed samples
compared to the population.
6. Adding a number of other factors that are believed to
affect customer satisfaction into the proposed research
model during the research process.
7. The implications of the study:
8. For the physical aspect: Enhance general cleaning and
decorate public areas more eye-catching, toilets should
be clean and have full amenities such as electricity,
water, paper towels, soap, and deodorant. Invest in a
cool and clean changing room. The stalls are more open
and scientifically arranged.
9. For reliability factor: Properly implement promotions.
Having a clear plan on holidays and New Year,
ensuring a rich source of goods. Invest more in cash
registers, arrange more counter staff.
10. For service staff: Train staff to have better skills, give
exercises on dealing with customer situations. A
transparent and clear reward policy for employees who
do excellent work. Strictly handle employees with
improper and fraudulent attitudes.
11. For products: Invest in a rich and fresh source of
goods, limiting the case of shortage or damage. Check
goods regularly, handle expired or defective goods.
12. For convenient shopping: Shorten checkout time,
extend operating time to attract more customers.
Conclusion and recommendation
Conclusion
In today's increasingly fierce and complex competitive
environment, customer satisfaction is the decisive factor, the
immediate and long-term goal of supermarkets. Therefore, it
is very necessary to understand and analyze customer needs
and the components of service quality that affect
satisfaction.
The objective of the study is to assess the satisfaction of
individual customers with the quality of services that
supermarkets provide to customers. On that basis, the author
gives some suggestions to improve the satisfaction of
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individual customers about service quality at Mega Market
Vietnam.
The analysis results show that the components of
supermarket service quality affecting individual customer
satisfaction according to the level of influence from high to
low are: sympathy component, responsiveness component,
the reliability component, the assurance component, the
tangible media component, and the price component.
Recommendation
After determining the influence of service quality
components on individual customer satisfaction at Mega
Market. In order to improve customer satisfaction, we have
some suggestions to improve the service quality of Mega
Market in the near future.
Research results show that empathy component has the
greatest influence on individual customer satisfaction. In the
service industry, especially the supermarket sector, the
service quality of the supermarket is created on the basis of
product policies, care policies, and codes of conduct with
customers set by the management. leadership through staff.
In order to have customer satisfaction, the supermarket staff
is very important, having a great influence on the business
performance and competitiveness of the supermarket. This
depends greatly on the service attitude, professional ability,
creative dynamism, experience, understanding, soft skills
and ethics of the staff.
Have training plans in each department as well as at the
unit, as well as register for training classes, professional retraining of the head office or related units to improve
professional skills, master product regulations and
supermarket policies as well as legal regulations. Organize
seminars on products and services as well as customer
service skills to help employees and departments learn from
each other.
Besides participating in professional training classes, it is
also necessary to pay more attention to training soft skills
for employees: such as sales skills, communication skills,
teamwork skills, negotiation skills... to improve customer
service skills. Enhance training courses from outside
organizations, besides encouraging employees to hone these
skills themselves.
Completing processes and procedures, improving
supermarket technology. Completing the process,
procedures, any transaction needs its procedure and process.
However, if the process is not clear, uncertain, and the
procedure is too cumbersome, it will have a negative impact
on the customer's perception of the service. This is an
important factor for customers to choose and use the service
on the basis of bringing customers convenience, speed and
ease in transactions.
Promote effective application of information technology
system to ensure quick and accurate transaction processing
to avoid waiting time for customers.
Actively help customers solve difficult cases encountered in
the transaction process with supermarkets, and at the same
time assign specific individuals with authority to handle
exceptions. Handle customer complaints quickly, timely and
satisfactorily with the spirit of market demand in order to
improve satisfaction as well as create trust for customers.
In the recruitment work, it is necessary to ensure that the
recruited personnel have sufficient professional ability as
well as other skills to perform well in each position. The
recruitment also needs to comply with the recruitment

standards for each title. There should be a mechanism to
attract good employees of other supermarkets or other units
to work.
References
1. Anh DBH, Tien NH, Dung HT, On PV, Anh VT, Dat
NV, Tam BQ. Factors impacting customer satisfaction
at Vietcombank in Vietnam. Himalayan Journal of
Economics Business and Management 2021;24:98-107.
2. Anh DBH, Tien NH, Vu NT, Bien BX, Anh VT, Dat
NV, et al. Factors impacting customer satisfaction at
BIDV Bank in Vietnam. Himalayan Journal Of
Economics Business and Management 2021;2(4):89-97.
3. Anh DBH, Tien NH, Vu NT, On PV, Duc PM, Hung
NT, et al. Customer service culture at VPBank in
Vietnam. Himalayan Journal of Economics Business
And Management 2021;2(4):78-88.
4. Anh DBH, Tien NH, Diem PT, Duc PM, Vu NT, Dung
HT, et al. Customer service culture at VIB bank in
Vietnam. Himalayan journal of economics business and
management 2021;2(4):70-77.
5. Anh DBH, Tien NH, Diem PT, Vu NT, Dung HT, Bien
BX, et al. Customer service culture at TechComBank in
Vietnam. Himalayan Journal of Economics Business
And Management 2021;2(4):61-69.
6. Nguyen Thu Ha. Retail service quality of supermarkets
and convenience stores in Hanoi. Doctoral Thesis,
Hanoi National University 2015.
7. Luong Ngoc Lan. Research on factors affecting
customer satisfaction on service quality of MM Mega
Market Long Xuyen Shopping Center. Master Thesis,
An Giang University 2016.
8. Son Quoc Trung. Solutions to improve service quality
at Co.opMart Can Tho Supermarket. Master Thesis,
Tay Do University 2016.
9. Completing human resource recruitment at MM Mega
Market
Ha
Dong
Center
https://123docz.net/document/4756562-hoan-thientuyen-dung-nhan-luc-tai-trung-tam-mm-mega-marketha-dong.htm
10. What is service quality? Theoretical foundations of
service quality: https://luanvan99.com/chat-luong-dichvu-la-gi-bid132.html
11. What does customer care do? Customer care skills,
2019. https://jobsgo.vn/blog/cham-soc-khach-hang/15
factors
affecting
customer
satisfaction:
https://crmviet.vn/nhan-to-anh-huong-den-su-hai-longcua-khach-hang/
12. Tien NH, Hung NT, Tien NV. The role of brand and
brand management in creating business value - case of
Facebook Vietnam, International Journal of Research in
Marketing Management and Sales 2019;1(2):124-128.
13. Tien NH, Minh HTT, Dan PV. Branding building for
Vietnam higher education industry - reality and
solutions, International Journal of Research in
Marketing Management and Sales 2019;1(2):118-123.
14. Tien NH. Knowledge Management in Strategic Alliances and Foreign Joint Ventures. Proceedings of
University Scientific Conference of: “Young Lecturers
and MBA Students”, 141-149. Faculty of Economics,
TDM University. Binh Duong 15 June 2018.
15. Tien NH, Phu PP, Chi DTP. The role of international
marketing in international business strategy.
International Journal of Research in Marketing

~ 21 ~

International Journal of Foreign Trade and International Business

www.foreigntradejournal.com

Management and Sales 2019;1(2);134-138.
16. Tien NH, Vu NT, Dung HT, Duc LDM. Determinants
of real estate bubble in Vietnam, International Journal
of Research Finance and Management 2019;2(2):75-80.
17. Tien NH, Vu NT, Tien NV. The role of brand and
brand management in creating business value case of
Coca-Cola Vietnam, International Journal of Research
in Marketing Management and Sales 2019;1(2):57-62.
18. Tien NH, Bien BX, Tien NV. Solutions enhancing
competitiveness of made-inVietnam brands in
Vietnamese market, International Journal of Research
in Marketing Management and Sales 2019;1(2):93-99.
19. Tien NH, Dung HT, Tien NV. Branding building for
Vietnam tourism industry reality and solutions,
International Journal of Research in Marketing
Management and Sales 2019;1(2):63-68.
20. Tien NH, Anh DBH. Japanese Innovation Policy and
Development of High Quality Human Resource –
Experiences for Vietnam. Proceedings of International
Scientific Conference in Economics and Business
(ICYREB) on: “National Entrepreneurship and Innovation”, 108-114. Hanoi, 30 October 2018, Academy of
Finance in partnership with IPAG Business Institute
(France), York University (Canada) and Waikato
University (New Zealand) 2018.
21. Tien NH, Anh DBH. Global Strategic Marketing
Management. Ementon Publisher, Warsaw 2017.
22. Tien NH, Anh DBH. Comparative analysis of the
process of economic integration of EU and ASEAN,
International Journal of Commerce and Management
Research 2019;5(3):96-99.
23. Tien NH. Application of CRM in Agricultural Management. Proceedings of National Scientific Conference
on: “Development of High-tech Agriculture in the
Highlands in the Context of Regional Linkage and
International Integration”, 216-223. April 2019,
Institute of Social Science in Central Region, Vietnam
Academy of Social Science 2019.
24. Tien NH, Nhi DTY, Chi DTP. CRM Application in
Agricultural Management in the Mekong Delta.
International Journal of Multidisciplinary Research and
Development 2019;6(10):123-126.
25. Tien NH. CRM Application in Managing Hotel, Restaurant and Tourism Services in Vietnam. International
Journal of Research in Management 2019;1(1):14-17.
26. Tien NH. CRM Application in Customer Service Management at Big4 Banks in Vietnam. International
Journal of Research in Management 2019;1(1):9-13.
27. Tien NH, Anh DBH, Ngoc NM, Nhi DTY. Sustainable
Social Entrepreneurship in Vietnam. International
Journal of Entrepreneurship 2019;23(3):1-12.
28. Tien NH. Human Resource Management. VHU
Publisher, Ho Chi Minh City, Vietnam 2020.
29. Tien NH. Strategic International Human Resource
Management. Ementon Publisher, Warsaw, Poland
2017.
30. Tien NH. Responsible and Sustainable Business. Eliva
Press, Chisinau, Moldova 2020.
31. Tien NH, Anh DBH, Thuc TD. Global Supply Chain
and Logistics Management, Academic Publications,
Dehli, India 2019.
32. Tien NH, Thao VTT, Hung Anh DB. Sustainability
issues in social model of corporate social responsibility.
Theoretical analysis and practical implications Journal

of Advanced Research in Management 2019;19(1).
33. Tien NH. Green Entrepreneurship Understanding in
Vietnam. International Journal of Entrepreneurship
2020;24(2).
34. Tien NH, Minh HTT, Ngoc NM, Nhan VK. Family
business in Vietnam and in Poland: Review of
characteristics and trend of development, Journal of
Southwest Jiaotong University 2020;54(6):1-19.
35. Duc LDM, Thuy HTX, Yen NTH, Tien NH. Corporate
Social Responsibility and Corporate Financial
Performance Case of Listed Vietnamese Companies,
Zeszyty Naukowe Politechniki Częstochowskiej.
Zarządzanie 2018;32:251-265.
36. Tien NH. International Economics, Business and
Management Strategy, Academic Publications, Dehli,
India 2019.
37. Tien NH. Principles of Management. Financial
Publisher. Ho Chi Minh City 2020.
38. Tien NH, Minh HTT, Duc LDM, Mai NP. Enhancing
Sustainability in the Contemporary Model of CSR: a
Case of Fast Fashion Industry in Developing Countries.
Social Responsibility Journal 2020.
39. Tien NH, Viet PQ, Duc NM, Tam VT. Sustainability of
Tourism Development in Vietnam’s Coastal Provinces.
World Review of Entrepreneuship Management and
Sustainable Development 2020.
40. Tien NH. Leadership in Social Responsible Entreprises.
Ementon Publisher, Warsaw 2015.
41. Tien NH, Anh DBH, Ngoc NM. Corporate Financial
Performance due to Sustainable Development in
Vietnam. Corporate Social Responsibility and
Environmental Management 2019;27(2):1-12.
42. Tien NH, Anh DBH. Gaining competitive advantage
from CSR policy change: case of foreign corporations
in Vietnam, Polish Journal of Management Studies
2019;18(1):403-417.
43. Tien NH. Change Management in a Modern Economy.
Modelling Approach. PTM Publisher, Warsaw 2012.
44. Tien NH. Competitivenes of Enterprises in a
Knowledge Based Economy. PTM Publisher, Warsaw
2012.
45. Tien NH. Competitiveness of Vietnam’s Economy.
Modeling Analysis. PTM Publisher, Warsaw 2013.
46. Tien NH, Thai TM, Hau TH, Vinh PT, Long NVT.
Solutions for Tuyen Quang and Binh Phuoc Tourism
Industry Sustainable Development. Comparative
Analysis. International Journal of Research in
Marketing Management and Sales 2020;2(1):101-107.
47. Tien NH, Hung NT, Vu NT, Bien BX. Risks of
Vietnamese Enterprises in Trade Relations with China.
International Journal of Research in Finance and
Management 2020;3(1):1-6.
48. Tien NH, Anh DBH. Trade Freedom and Protectionism
of Leading Economies in Global Trade System,
International Journal of Commerce and Management
Research 2019;5(3):100-103.
49. Tien NH. Develop Leadership Competencies and
Qualities in Socially Responsible Businesses – Reality
in Vietnam, International Journal of Research in
Management 2019;1(1):1-4.
50. Tien NH, Ngoc NM. Comparative Analysis of
Advantages and Disadvantages of the Modes of
Entrying the International Market, International Journal
of Advanced Reearch in Engineering and Management

~ 22 ~

International Journal of Foreign Trade and International Business

www.foreigntradejournal.com

2019;5(7):29-36.
51. Tien NH, Ngoc NM. Related and Non-related
Diversification Strategy of Domestic Business Groups
in Vietnam, International Journal of Advanced Reearch
in Engineering and Management 2019;5(7):12-17.
52. Tien NH. Challenges and opportunities for enterprises
in the world of the 4th industrial revolution,
Proceedings of National Scientific Conference on “Accounting, Auditing and Vietnam Economy in the Face
of 4.0 Industrial Revolution”, 441-445, November
2017, Quy Nhon University, Quy Nhon, Binh Dinh
province 2017.
53. Tien NH, Dung NTH, Trang TTT, Hien VT, Phuong
BTN. Factor Affecting Tourists’ Return Intention. A
Case of Binh Quoi Village in Ho Chi Minh City.
Journal of Archeology of Egypt/Egyptology
2021;18(9):493-507.
54. Ngoc PB, Tien NH, Trang TTT. Current Path to
Community Based Sustainable Tourism Development
of Khanh Hoa Province in Vietnam. Journal of Archeology of Egypt/Egyptology 2021;18(9):0508-525.
55. Ngoc NM, Tien NH. Branding Strategy for Gamuda
Land Real Estate Developer in Ho Chi Minh City
Vietnam. Celadon City Project. “Psychology and
Education 2021;58(5):3308-3316.
56. Ngoc NM, Tien NH, TH Thu. The Impact of Financial
Structure on Financial Performance of Logistic Service
Providers Listed at Ho Chi Minh City Stock Exchange.
Journal of Archeology of Egypt/Egyptology
2021;18(2), 688-719.
57. Ngoc NM, Tien NH, Chau PB, Khuyen TL. The Impact
of Financial Structure on Business Performance of Real
Estate Enterprises Listed at Ho Chi Minh City Stock
Exchange. Journal of Archeology of Egypt/Egyptology
2021;18(8):92-119.
58. Tien NH, Giao NQ, Trang TTT, Mai NP. Sustainability
Issues in the Development of Higher Education
Industry. Hong Kong Journal of Social Sciences No.
Spring/ Summer 2021;57;79-90.
59. Tien NH, Anh DBH, Duc LDM, Trang TTT, Ngoc PB.
Subjective Well-Being in Tourism Research.
Psychology And Education 2021;58(5):3317-3325.
60. Tien NH, Dung NTH, Trang TTT, Ngoc PB. Assessing
Customer Satisfaction for Can Gio Tourist Destination
in Ho Chi Minh City. Journal Of Archeology Of
Egypt/Egyptology 2021;18(14):249-268.
61. Tien NH, Diem DL, Trang TTT, Ngoc PB.
Development of Tourism in South Central Coastal
Provinces of Vietnam. Journal of Archeology of Egypt/
Egyptology 2021;18(8):1408-1427.
62. Tien NH, Minh HTT, Diep NH, Vu LH, Hai DT, Thuan
TTH. ASEAN and China in Vietnam’s International
Relations in the Region. Journal of Archeology of
Egypt/ Egyptology 2021;18(8):2661-2680.
63. Tien NH, Minh HTT, Diep NH, Vu LH, Hai DT, Thuan
TTH. China and USA in Vietnam’s International
Relations in the Region. Journal of Archeology of
Egypt/ Egyptology 2021;18(8):2681-2710.
64. Tien NH, Anh DBH, Ngoc PB, Trang TTT, Minh HTT.
Brand Building and Development for the Group of
Asian International Education in Vietnam. “Psychology
and Education 2021;58(5):3297-3307.
65. Tien NH. Develop Leadership Competencies and
Qualities in Socially Responsible Businesses – Reality

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

~ 23 ~

in Vietnam. International Journal Of Research In
Management 2019;1(1):01-04.
Tien NH. Solutions for Sustainable Development of
Binh Duong Tourism. Proceedings of University Scientific Conference on: “Binh Duong Tourism, Enhancing
Competitiveness towards Sustainable Development”,
55-67. Binh Duong Department of Culture, Sport and
Tourism. December 2018.
Tien NH. Hanoi Culture of Cuisine as Factor Attracting
Tourists to Vietnam. Proceedings of University
Scientific Conference on: “Values of Gastronomic
Culture in Tourist Activities”, 101-105. Faculty of
Social Science and Humanities, Department of Culture
and Tourism. 21 May 2018, Tien Giang University
2018.
Tien NH. Sustainable Development of Higher Education. A Case of Business Universities in Vietnam.
Journal of Hunan university natural sciences
2020;47(12):41-56.
Tien NH. Solutions for Tuyen Quang and Binh Phuoc
International Tourism Products and Services Development. Comparative Analysis. International Journal Of
Research In Marketing Management And Sales
2019;2(1):131-137.
Tien NH. Trade Freedom and Protectionism of Leading
Economies in Global Trade System. International
Journal of Commerce and Management Research”,
May 2019;5(3):100-103.
Tien NH. Comparative Analysis of Advantages and
Disadvantages of the Modes of Entrying the
International Market. International Journal of Advanced
Research
In
Engineering
And
Management
2019;5(7):29-36.
Tien NH. Related and Non-related Diversification
Strategy of Domestic Business Groups in Vietnam.
International Journal of Advanced Research In
Engineering And Management 2019;5(7):12-17.
Tien NH. Social Entrepreneurship and Corporate
Sustainable Development. Evidence from Vietnam.
Cogent Business and Management”, Taylor and Francis
Publisher 2020;7(1):1-17.
Tien NH. Staff Motivation Policy of Foreign Companies in Vietnam. International Journal Of Financial
Management And Economics 2020;3(1):1-4.
Tien NH. Working Environment and Labor Efficiency
of State Owned Enterprises and Foreign Corporations
in Vietnam. International Journal of financial
management and economics 2019;2(2):64-67.
Tien NH. International Distribution Policy – Comparative Case Study of Samsung and Apple.
International Journal of Research In Marketing
Management and Sales 2019;1(2):24-27.
Tien NH. Sustainability of Coastal Tourism Development: Comparative Analysis of Vietnam’s Northern and
Souththern Provinces. Journal of Southwest Jiaotong
University 2021;55(6):1-19.
Tien NH. Knowledge Management in the Context of
Industrial Revolution 4.0. International Journal Of
Commerce And Economics 2020;2(1):39-44.
Tam BQ, Tien NH, Diem PT, Duc PM, Dung HT, Dat
NV, et al. The Strategic Customer Relationship
Management at CoopMart in Vietnam. International
Journal Multidisciplinary Research and Growth
evaluation 2021;2(4):794-801.

International Journal of Foreign Trade and International Business

www.foreigntradejournal.com

80. Tien NH, Diem PT, Vu NT, Nhan VK, Bien BX, Hung
NT, et al. The Strategy of CRM System Development
at Mega Market Vietnam. International Journal
Multidisciplinary Research And Growth Evaluation
2021;2(4):802-806.
81. Tien NH, Diem PT, Vu NT, Bien BX, Anh VT, Dat
NV, et al. The Development Process of CRM System at
VinMart
in
Vietnam.
International
Journal
Multidisciplinary Research And Growth Evaluation
2021;2(4):728-736.
82. Tam BQ, Tien NH, Diem PT, On PV, Anh VT, Dat
NV, et al. The History of Development of CRM System
at
AEON
Vietnam.
International
Journal
Multidisciplinary Research and Growth Evaluation
2021;2(4):737-743.
83. Tien NH, Diem PT, Vu NT, Dung HT, Bien BX, Duc
PM, et al. Customer Care and Customer Relationship
Maintenance at Ministop, FamilyMart and CoopSmile
in Vietnam. International Journal Multidisciplinary
Research And Growth Evaluation 2021;2(4):744-751.
84. Tam BQ, Tien NH, Diem PT, On PV, Anh VT, Dat
NV, et al. The Formation and Development of CRM
System at Thien Hoa Electronics Supermarket in
Vietnam. International Journal Multidisciplinary
Research and Growth Evaluation 2021;2(4):752-760.
85. Tien NH, Diem PT, Vu NT, Dung HT, Dat NV, Duc
PM, et al. The Process of CRM System Implementation
at Dien May Xanh in Vietnam. International Journal
Multidisciplinary Research And Growth Evaluation
2021;2(4):761-768.
86. Tien NH, Diem PT, Vu NT, Vang VT, Hung NT, Anh
VT, et al. Comparative Analysis of Business Environment in Binh Duong, Dong Nai and Ba Ria Vung
Tau of Vietnam Using EFE Matrix. International
Journal Multidisciplinary Research And Growth
Evaluation 2021;2(4):769-778.

~ 24 ~

