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Abstract 

Employer branding is perceived as the image of an 

organization as a 'great place to work' in the minds of 

current employees and external market stakeholders (active 

candidates and passive, partners, customers and other 

stakeholders). Therefore, the process of employer branding 

is also the process of building a unique and recognizable 

employer identity. Today, employer branding is seen as a 

strategic solution to attract and retain talented businesses in 

a competitive human resource market. Especially in 

Vietnam, when deeply integrating into the world economy, 

Vietnamese enterprises have to face great challenges in 

competing for human resources with foreign enterprises, 

multinational corporations. powerful country in finance, 

business and management experience. This article 

introduces the concepts of employer branding as well as 

examines the employer branding practices of some 

Vietnamese enterprises. Thereby, implications for employer 

branding solutions for Vietnamese businesses will also be 

discussed. 
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1. Introduction 

Today, employer branding is applied in practice as a “targeted, long-term strategy to manage the awareness and perception of 

employees, potential candidates, and other stakeholders relevant to a particular company (VNPT). Many companies have 

implemented formal employer branding or are interested in developing a similar program. Titles like “great place to work”, 

“favorite employer” are positive results of the employer branding process. The benefits of a strong employer brand are clear: it 

helps a company gain a competitive advantage, helps employees absorb corporate values, reduces the cost of hiring, improves 

employee relations employees, increase employee retention, and even pay lower wages than companies with weak employer 

brands. Brand strategy is a long-term plan for the growth of a business. In order to position their brand in the eyes of their 

potential employees and candidates. To enhance the market expansion is also one of the urgent goals and requirements of 

VNPT Business Center in order to maintain, develop and affirm its position in business. Thus, using a reasonable employer 

brand strategy is a very important step, a decisive requirement for the development of an enterprise, and a fundamental way to 

improve business performance of the enterprise.  

 

2. Theoretical basis 

2.1 Some concepts  

2.1.1 Brand concepts 

The term "brand" first means a recognizable sign, derived from the burnt iron mark printed on free-range cattle to mark the 

owner's ownership rights to the cattle. But a brand is more than just an identity mark. According to Moore (2011), from the 

first half of the 20th century, the term was used in business activities at the beginning of the early process of managing 

activities that create products and services, including how to create a unique feel for products and services. Branding today has 

become a subject of much research in both theory and practice. According to Kotler (1991), a brand is defined as “a name, 

term, symbol, design, or combination of them, intended to identify the goods of one seller and to differentiate them from those 

of the other competitors”. This is the traditional view of the brand. Today, many researchers agree with a broader view of the 

brand, such as Ambler & Styles (1996) who argue that: “a brand is a set of attributes that provide target customers with the 

values they value. require. Brands in this view believe that a product is just one component of a brand that essentially provides 

a functional benefit to the customer. Park, Jaworski & MacInnis (1986) divide brands into three dimensions based on satisfying 
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consumer needs: (a) functional needs, (b) symbolic needs, 

and (c) economic needs experience. The functional or 

instrumental aspect of a brand describes a physical and 

tangible product attribute that a product either has or does 

not have. Symbolic aspects describe subjective, abstract, and 

intangible product attributes, accumulated from how people 

perceive a product, and are related to a human need to 

maintain identity. themselves, to enhance their self-image or 

self-expression (their beliefs, characteristics, and 

personality). Finally, the experiential aspect of the brand 

emphasizes the brand's influence on sensory satisfaction or 

cognitive arousal. Thus, it can be said that "brand includes 

everything that customers/markets/societies really feel about 

the business or/and about the products and services provided 

by the business" (Respect. That Nguyen Thiem, 2008). 

 

2.1.2 Employer brand concepts 

According to Sullivan (2004), employer branding is defined 

as “a targeted, long-term strategy for managing the 

awareness and perception of employees, potential 

candidates, and stakeholders relevant to a particular 

company”. 

Backhaus & Tikoo (2004) further contributed to the concept 

by defining: “employer branding is the process of building a 

unique, recognizable employer identity”, therefore it is 

relevant. to building an image in the minds of the potential 

labor market that a company is, above all else, a great place 

to work” (Ewing et al., 2002 from Berthon and associates, 

2005). Backhaus & Tikoo (2004) confirm that employer 

branding creates two main types of assets: brand 

associations and brand loyalty. While brand loyalty 

contributes to increased employee productivity, brand 

associations shape the employer's image and influence the 

attractiveness of the organization (employer attractiveness) 

to the employer. with potential candidates (Backhaus & 

Tikoo, 2004). 

Thus, it can be said that employer brand is the result of all 

activities aimed at establishing the image of the organization 

as a great place to work in the perception of current 

employees, potential candidates and employees. other 

interested parties. Although definitions and approaches 

differ, there is general agreement on the fact that employer 

branding includes concepts selected from the field of brand 

management that have been transferred to the field of 

governance and management. recruitment of personnel 

(Backhaus &Tikoo, 2004: Cable & Turban 2003 extracted 

from Christians, 2013). 

 

2.2 Employer branding 

Employer Branding is a way for businesses to attract the 

best human resources for their businesses. Employer 

Branding is a one-of-a-kind PR method of businesses. With 

public perception, successful businesses are the ones that 

provide the best and comfortable working environment for 

their employees. Talent is the resource of the nation. 

Recruiting talent is difficult, retaining them is even harder. 

Building an Employer Branding strategy is an effective way 

to prevent "brain drain" in businesses. 

 

2.3 Employer branding process 

Research, analyze environmental information – set up MIS 

or outsourcing. PP: quantitative, qualitative, observational, 

statistical. Analyze company & products, customers, 

competitors & competitive products. 

Build vision, mission, purpose, brand goals. 

Brand strategy planning – based on resources and company 

development orientation, market information, customers, 

competition. 

Brand positioning – relative to the competition and 

perceived by consumers. 

Building a system (set) of brand identity. 

Brand design (name logos, icons, slogans, slogans). 

Brand developping. 

 

2.4 Brand Equity  

Brand equity is a very broad concept. Brand equity includes 

the values that the brand brings to customers and 

stakeholders such as employees, shareholders, community. 

Elements that contribute to brand equity include the logo, 

slogan, and logo of the company or product. 

 

2.5 Brand promotion tool 

- Media. 

- Human. 

- Items at the point of sale. 

- PR. 

- Promotion. 

- Direct treatment. 

 

3. Research methods 

3.1 Research methods 

In addition to methods such as synthesis, comparison, 

statistics, the research also uses the following methods: 

- Qualitative analysis 

- Quantitative analysis 

- Descriptive analysis 

- The above methods are used to analyze the current 

situation of VNPT Hai Phong's operations over the past 

time. 

- SWOT analysis: Swot analysis is an analysis of 

strengths (Strengths), weaknesses (Weaknesses), 

opportunities (Opportunities), and threats (Theats). 

SWOT analysis helps us to know the strengths of our 

business, the weaknesses of our business, the 

opportunities for the business and the challenges the 

business faces. From the above analysis will help 

businesses make reasonable strategies in business. That 

is, businesses must promote their strengths, take 

advantage of opportunities, and limit weaknesses and 

challenges brought by the environment. 

- Data for research: the author will use secondary data 

from reports of VNPT corporation, research works, 

articles, journals, websites related to the topic... 

In order to achieve high brand awareness in the market, 

we must carry out brand promotion inward and 

outward. In addition to activities to promote and 

promote the brand in the domestic market, VNPT needs 

to promote research and brand promotion to the region 

and the world: 

- Promoting trade and investment in the region as a 

fulcrum to be present in the world market. 

- Searching for and taking advantage of joint venture and 

association models outside the national territory. 

- Actively participate in trade fairs and exhibitions, 

introduce technology, products or introduce the typical 

culture of the brand associated with the national culture. 
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3.2 Research objectives of the topic 

With the desire to apply learned knowledge into practice, 

the purpose of this study is to apply theory into practice to 

plan strategies to improve VNPT's competitiveness in the 

period 2022-2024 with a vision to 2030. Specifically: 

Building a theoretical basis for strategic planning in 

business in order to improve the competitiveness of 

enterprises. 

Analyze and evaluate the current situation of production and 

business activities, the current situation of resources at 

VNPT in the past time in order to have a basis for strategic 

planning. 

Strategic planning for VNPT applied for the period 2022-

2024 with a vision to 2025. 

 

4. Research results and discussion 

This study was conducted to directly survey full-time 

employees working at VNPTs through questionnaires to 

collect information about their commitment to the 

enterprises they are working for. In addition to the personal 

information and characteristics of the subjects, the 

questionnaire was designed to include 30 observed variables 

constituting the characteristics of corporate culture and 

employee commitment, expressed by a Liker scale from 1 to 

5 point. In this way, all opinions of the research object group 

will be quantified and the scores will be used for statistics 

and analysis in studying the relationship between corporate 

culture and employee commitment. The main research 

subjects are employees who have worked for at least 01 year 

or more at VNPT in provinces and cities. 

The first step, when analyzing linear regression, we will 

consider the linear correlation relationships between the 

dependent variable and each independent variable, as well as 

between the independent variables. If the correlation 

coefficient between the dependent variable and the 

independent variables is large, it can be shown that there is a 

relationship between them and linear regression analysis 

may be appropriate. On the other hand, if there is a 

correlation between the independent variables, it is also a 

sign that multicollinearity may occur between them in the 

linear regression model we are considering. 

Step 2, present the results of testing the correlation 

coefficient between the variables in the research model. The 

results show that the correlation coefficients between the 

independent variables are low, so it can be concluded that 

there is no high multicollinearity between the independent 

variables. Therefore, the assumption of no multicollinearity 

among the independent variables in the subsequent 

regression analysis will be satisfied. On the other hand, the 

analysis results also show that there is a linear correlation 

between the dependent variable, which is the employee's 

commitment to the VNPT system, and the independent 

variables (the signs are gradually approaching 0.00, 

respectively). 

 

5. Conclusions and recommendations 

5.1 Conclusions 

VNPT is the place where customers and partners can put 

their trust in cooperation and employees can freely improve 

themselves and develop knowledge. 

In the current age of connection and information sharing, the 

role of Telco is increasingly important. Obviously, Telco 

has to move not only telecommunications services but 

multi-services. The network operators tend to move, 

especially the sharing trend, the strengthening of 

cooperation and willingness to exchange and share is an 

inevitable trend. With VNPT, besides developing products 

to serve customers, VNPT is ready to cooperate to provide 

the best product ecosystem to bring the best experience to 

customers. 

Through practical experience, it shows that most of 

Vietnamese businesses do not pay attention to brand issues. 

The awareness of many businesses about the brand is still 

limited, leading to the lack of investment or inadequate 

investment in brand building and development activities. An 

enterprise's brand is not only an image of the product 

ingrained in the minds of consumers, but also an image of 

the quality of goods and services, the way the business 

behaves towards customers, and the effectiveness of its 

products. and the true utility that these goods and services 

bring to consumers. Although not building a methodical 

brand before, "Post Office" is the original and very famous 

brand of VNPT. Referring to the Post Office, everyone 

immediately understands the services of mail, courier, 

telephone, fax, Internet. In other words, in Vietnam, the Post 

Office is the symbol for Post and Telecommunication 

services. As a recognized brand with a high level of 

awareness, the "Post Office" brand is often mocked by the 

media and complained by many consumers. “Post office” is 

a vulnerable brand because of its popularity and high level 

of awareness. In addition, the lack of an effective branding 

strategy targeting the unique values of the “Post Office” 

brand is an important cause of its vulnerability. However, at 

that time, VNPT did not think much about the 

"vulnerability" of the Postal brand because the market was 

still monopolized by VNPT. However, today the story of 

VNPT brand has changed, consumers today have many 

choices in the field of Posts and Telecommunications. Thus, 

in order to cope with challenges, seize opportunities and 

constantly develop, VNPT must implement a series of 

solutions to sustainably develop its brand. 

 

5.2 Some recommendations 

The State increasingly has to improve policies and laws on 

industrial property rights, especially on trademark issues, 

and it is necessary to more closely regulate advertising and 

trademark protection. The state needs to review the 

regulation on advertising costs because the cost for 

advertising is currently up to 10% of the total cost, limiting 

the advertising of businesses. In addition, the State needs to 

strengthen its functions and power in the enforcement of 

industrial property rights protection. 

State management agencies need to review and develop 

policies suitable to new conditions and international 

practices to create conditions for businesses to compete in a 

healthy manner and develop. The State must actively 

participate in supporting businesses in general, and VNPT in 

particular on brand issues, creating favorable conditions for 

brand building and development. The State needs to support 

in consulting such as organizing meetings to invite 

businesses to discuss State policies as well as issues that 

businesses often face difficulties in the market. information 

for businesses, set up legal consulting organizations as well 

as how to build and develop brands and guide businesses to 

comply with the law. he State participates in signing 

international conventions on trademark protection for 

Vietnamese enterprises when participating in international 

trade such as the Paris Convention and the Madrid 
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Agreement. The participating members do not infringe on 

each other, helping businesses to protect their trademarks in 

all participating countries at the same time. 

 

6. References 

1. Le Thi Hoang Dung. Factors affecting employer brand 

image: a case study in Ho Chi Minh City, University of 

Finance and Marketing, 2015. Website: 

https://123docz.net/document/3398127-cac-nhan-to-

anh-huong-den-hinh-anh-thuong-hieu-nha-tuyen-dung-

truong-hop-nghien-cuu-tai -tphcm.htm , Accessed: 

30/3/2022 

2. Thi Cao, Quang Nguyen. What is Employer Branding? 

Recruiting Brand Development. Website: 

https://movad.vn/employer-branding-la-gi-phat-trien-

thuong-hieu-tuyen-dung/ , Accessed: 30/3/2022 

3. Nguyen Khanh Trung, Le Thi Hoang Dung. Employer 

brand: from theory to practice in Vietnam, Scientific 

Journal of the Open University of Ho Chi Minh City. 

2014; 6(39). Website: https://tailieu.vn/doc/ thuong-

hieu-nha-tuyen-dung-tu-ly-luan-den-thuc-tien-tai-viet-

nam-2017382.html , Accessed: 4/2/2022 

4. Dinh Ba Hung Anh. Brand Building and Development 

for the Group of Asian International Education in 

Vietnam. Psychology and Education. 2021; 58(5):3297-

3307. 

5. Nguyen Minh Ngoc. 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. 

6. Nguyen Phuong Thao. Brand Management in 

Convenience Store Business: Comparative Analysis 

between Vinmart+ and Familymart in Vietnamese 

Market. International Journal of Research in Marketing 

Management and Sales. 2019; 1(2):106-111. 

7. Bui Xuan Bien. Solutions Enhancing Competitiveness 

of Made-in-Vietnam Brands in Vietnamese Market. 

International Journal of Research in Marketing 

Management and Sales. 2019; 1(2):93-99. 

8. Phan Van Dan. Branding Building for Vietnam Higher 

Education Industry: Reality and Solutions. International 

Journal of Research in Marketing Management and 

Sales. 2019; 1(2):118-123. 

9. Ho Tien Dung. Brand Building for Vietnam Tourism 

Industry: Reality and Solutions. International Journal of 

Research in Marketing Management and Sales. 2019; 

1(2):63-68. 

10. Nguyen Van Thuy. Vinamilk’s Brand Management in 

the Era of 4th Industrial Revolution. International 

Journal of Research in Marketing Management and 

Sales. 2019; 1(2):100-105. 

11. Nguyen Thanh Vu. 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. 

12. Nguyen Thanh Hung. 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. Nguyen Thanh Liem. Supermarkets’ Brand 

Management – Comparative Analysis between AEON 

and Coop Mart in Vietnam Retail Market. International 

Journal of Research in Marketing Management and 

Sales. 2019; 1(2):112-117. 

14. Nguyen Hoang Tien. Green Credit: Instrument for 

Brand Building of Commercial Banks in Vietnam. Pro-

ceedings of National Scientific Conference on: “Green 

Credit Development: Chances, Challenges and 

Solutions”. November 2019, Banking Journal, State 

Bank of Vietnam, Vietnam, 2019. 

15. Bogdan Nogalski. Analysis of business strategy of real 

estate developers in Vietnam using BCG matrix: A case 

of Hung Thinh and Novaland groups International 

Journal of Multidisciplinary Research and Growth 

Evaluation. 2022; 3(1):169-174. 

16. Dorota Jelonek. Comparative analysis of business 

strategy of Vietnamese real estate developers: the use of 

Hoffer matrix. International Journal of 

Multidisciplinary Research and Growth Evaluation. 

2022; 3(1):197-204. 

17. Dinh Ba Hung Anh. Gaining competitive advantage 

from CSR policy change: Case of foreign corporations 

in Vietnam. Polish Journal of Management Studies. 

2018; 18(1):403-417. 

18. Dinh Ba Hung Anh, Nguyen Minh Ngoc, Nguyen 

Hoang Tien. Corporate financial performance due to 

sustainable development in Vietnam. Corporate Social 

Responsibility and Environmental Management. 2019; 

27(2).  

19. Dinh Ba Hung Anh. QSPM matrix based strategic 

organizational diagnosis: A case of Nguyen Hoang 

Group in Vietnam. International Journal 

Multidisciplinary Research and Growth Evaluation. 

2021; 2(4):67-72. 

20. Dinh Ba Hung Anh. Using Hoffer matrix in strategic 

business analysis for Nguyen Hoang Group in Vietnam. 

International Journal Multidisciplinary Research and 

Growth Evaluation. 2021; 2(4):61-66. 

21. Dinh Ba Hung Anh. Strategic analysis for Nguyen 

Hoang Group in Vietnam. The approach using CPM 

matrix. International Journal Multidisciplinary Research 

and Growth Evaluation. 2021; 2(4):55-60. 

22. Huynh Quoc Anh, Truong Thi Hai Thuan. Leading 

Changes and Self-management Strategy of CEOs in 

Technology Corporations in the World. International 

Journal of Commerce and Management Research. 2019; 

5(5):9-14. 

23. Kazimierz Wackowski. Business strategy of 

Vietnamese real estate developers: The use of CPM 

matrix for analysis. International Journal of 

Multidisciplinary Research and Growth Evaluation. 

2022; 3(1):205-209. 

24. Leo Paul Dana, Rewel Jiminez Santural Jose, Nguyen 

Van Dat, Phan Minh Duc. Analysis of McDonalds’ 

Entry Strategy in Vietnam Market. International Journal 

of Advanced Research and Development. 2020; 

5(3):23-29. 

25. Leo Paul Dana, Rewel Jiminez Santural Jose, Nguyen 

Thanh Vu, Nguyen Thanh Hung. Human Resource 

Development Strategy of Ton Duc Thang University to 

Improve its Position on International Rankings. 

International Journal of Advanced Education and 

Research. 2020; 5(3):105-110. 

26. Leo Paul Dana, Rewel Jiminez Santural Jose, Nguyen 

Van Dat, Nguyen Thi Hoang Oanh, Bui Xuan Bien. 

Talent Attraction Strategy of Samsung Vietnam. 

International Journal of Advanced Research and 

Development. 2020; 5(3):18-22. 

http://www.multiresearchjournal.com/
https://123docz.net/document/3398127-cac-nhan-to-anh-huong-den-hinh-anh-thuong-hieu-nha-tuyen-dung-truong-hop-nghien-cuu-tai-tphcm.htm
https://123docz.net/document/3398127-cac-nhan-to-anh-huong-den-hinh-anh-thuong-hieu-nha-tuyen-dung-truong-hop-nghien-cuu-tai-tphcm.htm
https://123docz.net/document/3398127-cac-nhan-to-anh-huong-den-hinh-anh-thuong-hieu-nha-tuyen-dung-truong-hop-nghien-cuu-tai-tphcm.htm
https://movad.vn/employer-branding-la-gi-phat-trien-thuong-hieu-tuyen-dung/
https://movad.vn/employer-branding-la-gi-phat-trien-thuong-hieu-tuyen-dung/
https://tailieu.vn/doc/thuong-hieu-nha-tuyen-dung-tu-ly-luan-den-thuc-tien-tai-viet-nam-2017382.html
https://tailieu.vn/doc/thuong-hieu-nha-tuyen-dung-tu-ly-luan-den-thuc-tien-tai-viet-nam-2017382.html
https://tailieu.vn/doc/thuong-hieu-nha-tuyen-dung-tu-ly-luan-den-thuc-tien-tai-viet-nam-2017382.html


International Journal of Advanced Multidisciplinary Research and Studies   www.multiresearchjournal.com 

42 

27. Leszek Kieltyka. Comparative analysis of business 

strategy of Hung Thinh and Novaland real estate 

developers using McKinsey matrix. International 

Journal of Multidisciplinary Research and Growth 

Evaluation. 2022; 3(1):175-180 

28. Luu Hoang Giang. The Role of Postgraduate Study in 

Enhancing Entrepreneurship to Respond to the Reality 

of Labor Market in the Era of IR 4.0. International 

Journal of Advanced Multidisciplinary Research and 

Studies. 2022; 2(2):283-288. 

29. Mai Van Luong, Nguyen Minh Ngoc. Pro-China or Pro-

USA? Choices for Vietnam National Economic and 

Security Strategy. Journal of Critical Reviews. 2021; 

8(1):212-229. 

30. Michal Banka. Analysis of business strategy of real 

estate developers in Vietnam: the application of QSPM 

matrix. International Journal of Multidisciplinary 

Research and Growth Evaluation. 2022; 3(1):188-196. 

31. Nguyen Thanh Vu, Pham Thi Diem, Vo Kim Nhan, Bui 

Xuan Bien, Nguyen Thanh Hung, Van Thi Vang. The 

Strategy of CRM System Development at Mega Market 

Vietnam. International Journal Multidisciplinary 

Research and Growth Evaluation. 2021; 2(4):802-806. 

32. Nguyen Thi Hong Tham. International Promotion 

Strategy. Cases of Apple and Samsung. Proceedings of 

International Scientific Conference in Economics and 

Business (ICYREB) on: “National Entrepreneurship 

and Innovation”, Hanoi, 30 October 2018, Academy of 

Finance in partnership with IPAG Business Institute 

(France), York University (Canada) and Waikato 

University (New Zealand), 2018, 925-932. ISBN: 978-

604-79-1930-7  

33. Nguyen Hoang Tien. Analysis of Lotte’s Market 

Penetration Strategy in Vietnam FMCG Industry. 

International Journal of Educational Research and 

Studies. 2020; 2(2):20-23. 

34. Nguyen Hoang Tien. Strategic Alliance as a Form of 

Execution of Diversification Strategy. Proceedings of 

University Scientific Conference “Acquisitions, 

Mergers and Cross-ownership between Banks, En-

terprises in Vietnam”, March 2017. TDM University, 

Binh Duong, Vietnam, 2017, 200-205. 

35. Nguyen Hoang Tien. Comparative Analysis of Multi-

domestic Strategy of P&G and Unilever Corporation. 

International Journal of Foreign Trade and International 

Business. 2019; 1(1):5-8. 

36. Nguyen Hoang Tien. Customization and 

Standardization of the Business Strategy of Foreign 

Enterprises in Vietnam: The McDonald’s Case and the 

Fast-Food Sector. International Journal of Research in 

Marketing Management and Sales. 2019; 1(2):44-50. 

37. Nguyen Hoang Tien. Innovation Strategy of Korean 

Enterprises and Development of High Quality Human 

Resource – Experiences for Vietnamese Businesses. 

Proceedings of 1st International Scientific Conference 

“Southeast Vietnam Outlook” on “Developing High 

Quality Human Resource, Asian Experience for Ho Chi 

Minh City Metropolitan Area in Vietnam”, 07 

December 2018, TDM University (in partnership with 

Hiroshima University, Osaka University, Calcutta Uni-

versity), Binh Duong, 2018, 34-40. 

38. Nguyen Hoang Tien. International Economics, Business 

and Management Strategy. Academic Publications, 

Delhi, 2019. 

39. Nguyen Hoang Tien. Knowledge Management in 

Strategic Alliances and Foreign Joint Ventures. 

Proceedings of University Scientific Conference of: 

“Young Lecturers and MBA Students”, Faculty of 

Economics, TDM University. Binh Duong 15 June 

2018, 2018, 141-149. 

40. Nguyen Hoang Tien. Preparation to Strategic Alliance 

as a Key to the Success of the Future Agreement. 

Proceedings of University Scientific Conference “Ac-

quisitions, Mergers and Cross-ownership between 

Banks, Enterprises in Vietnam”, March 2017. TDM 

University, Binh Duong, Vietnam, 2017, 213-217. 

41. Nguyen Hoang Tien. Merger or Take-over as Forms of 

Strategic Alliance Ending. Proceedings of University 

Scientific Conference “Acquisitions, Mergers and 

Cross-ownership between Banks, Enterprises in Viet-

nam”, March 2017. TDM University, Binh Duong, 

Vietnam, 2017, 206-212. 

42. Nguyen Hoang Tien. Strategic Alliance as a Form of 

Execution of Diversification Strategy. Proceedings of 

University Scientific Conference “Acquisitions, 

Mergers and Cross-ownership between Banks, En-

terprises in Vietnam”, March 2017. TDM University, 

Binh Duong, Vietnam, 2017, 200-205. 

43. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

44. Pawel Gepner. Analysis of business strategy of leading 

Vietnamese real estate developers using SWOT matrix. 

International Journal of Multidisciplinary Research and 

Growth Evaluation. 2022; 3(1):181-187. 

45. Pham Thi Diem, Phan Minh Duc, Ho Tien Dung, 

Nguyen Van Dat, Bui Quang Tam, Vo Kim Nhan. The 

Strategic Customer Relationship Management at 

CoopMart in Vietnam. International Journal 

Multidisciplinary Research and Growth Evaluation. 

2021; 2(4):794-801. 

46. Phan Phung Phu, Dang Thi Phuong Chi. The Role of 

International Marketing in International Business 

Strategy. International Journal of Research in 

Marketing Management and Sales. 2019; 1(2):134-138. 

47. Phung The Vinh, Tran Duy Thuc. Global Strategic Risk 

Analysis of High-tech Businesses in the Era of 

Industrial Revolution 4.0. International Journal of 

Multidisciplinary Research and Development. 2019; 

6(10):28-32. 

48. Rewel Jiminez Santural Jose, Nguyen Phuong Mai, Le 

Doan Minh Duc, Nguyen Vuong Thanh Long. Analysis 

of MegaMarket’s Market Penetration Strategy in 

Vietnam FMCG Industry. International Journal of 

Educational Research and Development. 2020; 2(2):5-

8. 

49. Rewel Jiminez Santural Jose, Ha Van Dung, Bui Xuan 

Bien, Nguyen Thi Hoang Oanh, Nguyen Thanh Vu. 

Analysis of AEON’s Market Penetration Strategy in 

Vietnam FMCG Industry. International Journal of 

Advanced Educational Research. 2020; 5(4):1-5. 

50. Rewel Jiminez Santural Jose, Nguyen Phuong Mai, Bui 

Van Thoi, Than Van Hai. Analysis of StarBucks’ Entry 

Strategy in Vietnam Market. International Journal of 

Multidisciplinary Education and Research. 2020; 

5(3):44-48. 

51. Rewel Jiminez Santural Jose, Nguyen Phuong Mai, Ho 

Tien Dung, Nguyen Thi Hoang Oanh, Nguyen Huynh 

Phuoc. Digital Marketing Strategy of GUMAC and 

http://www.multiresearchjournal.com/


International Journal of Advanced Multidisciplinary Research and Studies   www.multiresearchjournal.com 

43 

HNOSS in Vietnam Fashion Market. International 

Journal of Multidisciplinary Education and Research. 

2020; 5(4):1-5. 

52. Rewel Jiminez Santural Jose, Nguyen Phuong Mai, 

Tran Thanh Tung, Nguyen Khanh Cuong, Nguyen Thi 

Hoang Oanh. Comparative Analysis of Business 

Strategy of VinMart and Family Mart Convenience 

Stores in Vietnam. International Journal of 

Multidisciplinary Research and Development. 2020; 

7(7):28-33. 

53. Rewel Jiminez Santural Jose, Nguyen Minh Ngoc, 

Nguyen Thanh Hung, Nguyen Thi Hoang Oanh, 

Nguyen Thanh Vu. Comparative Analysis of Human 

Resource Development Strategy of Family Universities 

and Corporate Universities in Vietnam. International 

Journal of Academic Research and Development. 2020; 

5(4):26-30. 

54. Rewel Jiminez Santural Jose, Le Doan Minh Duc, Bui 

Xuan Bien, Tran Minh Thuong, Nguyen Thanh Vu. 

Comparative Analysis of the Business Strategy of Bach 

Hoa Xanh and VinMart on Vietnam's Retail Market. 

International Journal of Academic Research and 

Development. 2020; 5(4):1-6. 

55. To Ngoc Minh Phuong, Nguyen Minh Ngoc, Dinh Ba 

Hung Anh, Nguyen Diu Huong, Nguyen Thi Thanh 

Huong. Green marketing development strategy in post 

Covid-19 period in Vietnam. International Journal of 

Multidisciplinary Research and Growth Evaluation. 

2021; 1(5):101-106. 

56. Truong Thi Hai Thuan, Nguyen Hoang Tien. Analysis 

of Strategic Risk of Domestic and Foreign Real Estate 

Enterprises Operating in Vietnam’s Market. 

International Journal of Commerce and Management 

Research. 2019; 5(5):36-43. 

57. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

58. Tien NH. Relationship Between Inflation and Economic 

Growth in Vietnam. Turkish Journal of Computer and 

Mathematics Education. 2021; 12(14):5134-5139. 

59. Tien NH. Solutions to Enhance Corporate Sales 

Performance in Vietnam. Turkish Journal of Computer 

and Mathematics Education. 2021; 12(14):5014-5023. 

60. Leo Paul Dana. Enhancing Social Responsibility and 

Sustainability in Real Estate Industry. Turkish Journal 

of Computer and Mathematics Education. 2021; 

12(14):4999-5013. 

61. Boleslaw Rafal Kuc. Customer Care and Customer 

Relationship Maintenance at Gamuda Land Celadon 

City Real Estate Project in Vietnam. Turkish Journal of 

Computer and Mathematics Education. 2021; 

12(14):4905-4915. 

62. Rewel Jiminez Santural Jose. Higher Education Quality 

Auditor Training in Vietnam. Turkish Journal of 

Computer and Mathematics Education. 2021; 

12(14):4315-4325. 

63. Nguyen Hoang Tien. Development of Human Resource 

Management Activities in Vietnamese Private 

Companies. Turkish Journal of Computer and 

Mathematics Education. 2021; 12(14):4391-4410. 

64. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

65. Nguyen Minh Ngoc. Decision-making factors in the 

housing market for Vietnamese immigrants in Poland. 

DEMIS. Demographic Research. 2022; 2(1):151-162. 

66. Nguyen Minh Ngoc, Nguyen Hoang Tien, Dinh Ba 

Hung Anh. Opportunities and challenges for real estate 

brokers in post Covid-19 period. International Journal 

of Multidisciplinary Research and Growth Evaluation. 

2021; 1(5):81-93. 

67. Syed Ehsan Ullah. The Impact of World Market on Ho 

Chi Minh City Stock Exchange in Context of Covid-19 

Pandemic. Turkish Journal of Computer and 

Mathematics Education. 2021; 12(14):4252-4264. 

68. Muhammad Sadiq. Enhancing Staff’s Work Motivation 

in Vietnamese Companies. Turkish Journal of 

Computer and Mathematics Education. 2021; 

12(14):4402-4410. 

http://www.multiresearchjournal.com/
https://www.researchgate.net/profile/Nguyen-Tien-32/publication/348509773_Opportunities_and_challenges_for_real_estate_brokers_in_post_Covid-19_period/links/6001a1bf92851c13fe144de1/Opportunities-and-challenges-for-real-estate-brokers-in-post-Covid-19-period.pdf
https://www.researchgate.net/profile/Nguyen-Tien-32/publication/348509773_Opportunities_and_challenges_for_real_estate_brokers_in_post_Covid-19_period/links/6001a1bf92851c13fe144de1/Opportunities-and-challenges-for-real-estate-brokers-in-post-Covid-19-period.pdf

