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Abstract
This study compares two different English centers that have
been operating in Ho Chi Minh City Vietnam for a very long
time. Their observed differences in term of customer
approach and service culture could be a basis to develop

multiple business strategies to compete with each other and
with other current and potential competitors in a very tough
and demanding market.
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1. Introduction
1.1 Overview of the research problem
The problem of studying customer service culture is because service culture is not simply a stereotypical approach that
businesses take to customer service, it is also a sustainable organizational culture, bridge the gap between workplace culture
and customer focus. While a workplace culture is more collective and employee-oriented, a service culture puts the customer
first in all business goals, organizational vision, and supporting outcomes. Customers are always the top priority of the
business. After all, products and services are developed and created with the aim of meeting customer needs to convince them
to become loyal customers of the brand. In the current context, the competition is getting fiercer as new competitors appear as
well as fluctuations from the epidemic that change the behavior and needs of customers. This challenges the agility of
businesses to quickly adapt to this change. The business that can respond to new customer needs faster, that business will have
a big advantage in this challenging race.
1.2 The urgency of the research problem
When researching this issue, we have realized that this is an urgent issue because it is the customers who build the reputation,
quality and long-term or short-term development of a business. Empathy and concern have become an integral part of great
customer service, especially in hospitality and healthcare services. Large businesses always set strict standards in customer
service culture. Customer satisfaction has reflected that businesses are always ready to support customers when there is a
complaint. Not only that, but establishing a relationship between an organization's services and culture will create a sustainable
support team.
1.3 Meaning of service culture for management practice
The technological revolution has brought about another revolution that is led by the customers themselves. Customers now
know how to place requirements for complete customer service and products. Businesses realize that they really know little or
nothing about individual customers, so they constantly strive to have a more specific view of each customer's needs. Since
then, we have a series of events. changes, changes from customers, services, markets. And to capture those things as well as
respond promptly, a service culture was born to take on that responsibility.
1.4 Research objectives
With today's service culture, "Put customers as the core of the business", the aim of this research is to help businesses identify
current changes such as:
▪ Customer changes
▪ Market changes
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▪ Changes in data storage technology
▪ Changes in the marketing function
From there, businesses can draw the following capabilities:
▪ Ability to meet
▪ The ability to perceive value
▪ Ability to increase customer value
Thereby, businesses can come up with strategies to optimize
resources and costs for the business but still win high value
for the business.
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and guides the behavior of employees in the organization.
One commonality of the concepts of organizational culture
is that all of them emphasize the expressive means through
which the values in the organizational culture are
communicated to the employees.

2. Theoretical basis
2.1 National culture
Vietnam's national culture was formed and developed in
association with the nation's history of building and
defending the country. Morals, laws, customs, practices and
traditions form the value system of truth - goodness beauty, a universal value system of the national culture in
the nation and in the human community. That value system
is the values of national traditions such as patriotism,
solidarity, community cohesion, humanity, optimism,
diligence, which have been crystallized and converged in
life. Family life activities of Vietnamese families manifest
into psychology and consciousness, customs and lifestyle,
forming the personality of each person in the family and
ethnic community. Continuing to affirm the importance of
preserving and promoting national cultural values; Building
new family cultural values on the basis of inheriting values
of traditional family culture and absorbing progressive
values of modern families. Stemming from the reality of
preserving and promoting national cultural values in
building Vietnamese family culture and the above
directions, the thesis proposes the following groups of basic
solutions: Promoting education traditional and revolutionary
cultural values with appropriate contents and forms;
Combining the preservation and promotion of traditional
cultural values with the acquisition of scientific, progressive,
humanistic and reasonable values of the times through
international exchanges and cooperation; To further
strengthen the role of law in family management;
Consolidating and building new standards on Vietnamese
family culture. At the same time, the thesis also proposes
some important necessary recommendations: to further
improve the role of family, school and society in the
education for the young generation to preserve the
traditional cultural values of the national culture; studying
the development of basic issues of family and Vietnamese
family culture in the current period; develop a national-level
project on population, labor, training and social policy
development for sustainable development to 2050.

2.3 Service culture and customer service
Service culture is not simply a stereotypical approach that
businesses take to customer service, it is also a sustainable
organizational culture, bridging the gap between workplace
culture and always. customer oriented.
Developing a customer service culture:
- Customer service training: Train your staff to empathize
with customers, making it easier to deal with servicerelated issues. Responding to customer inquiries is
always a priority, customer care departments must
always master professional knowledge to be ready to
support customers through contact channels.
- Rewards and recognition: Nothing inspires employees
to do good work like appreciation and recognition from
their colleagues. Recognizing every employee's efforts
in customer service will show how much you care about
them.
- Feedback and surveys: refine service strategies by
capturing customer feedback and conducting customer
satisfaction surveys. Implementation based on feedback
and surveys from customers helps employees have a
deep sense of service culture.
Factors that create a service culture for businesses:
- Responsible autonomy: Corporate service culture must
encourage every department to take responsibility for
customer satisfaction. Perform proactive checks on
customer interaction history, purchase, and prepurchase intent, monitor relevant departments to ensure
prompt resolution, and even update customers on status
their complaints.
- Collaboration between teams: Encourage collaboration
between internal teams to resolve customer issues
faster. The connection between different groups in the
workplace will help your company build a culture of
teamwork and shared values.
- Bridging the Gap between Company Culture and
Customer Service: Establishing a relationship between
service and an organization's culture creates a lasting
supportive collective. An organization's service culture
includes segments of customer service, finance,
partnerships, corporate strategy, workflow, and business
processes all with the common goal of getting
customers. do center.

2.2 Organizational culture
Is one of the factors that make up the success and character
of a certain organization. Building organizational culture
exists in parallel with the process of building and developing
the business. are habits, traditions, and ways of working in
an organization that are shared by all members of the
organization (Elliott Jaques, 1952). Organizational culture is
a system of shared meanings that is widely accepted by
employees in a given period of time (Adrew Pettgrew,
1979). Organizational culture is a system of shared
meanings held by members of an organization by which one
organization can be distinguished from another (Robbin,
2003). Thus, organizational culture is a system of values,
beliefs, and norms shared by members of the organization

3. Research method
3.1 Research method
Are all tools to support the scientific research process.
Research methods are used in collecting data or evidence for
analysis in order to uncover new information or create a
better understanding of a topic. There are many types of
scientific research methods. Different methods are used
depending on the type of research being pursued.
▪ Qualitative research methods.
▪ Quantitative research methods.
▪ Experimental method: There are the following types of
non-empirical research:
- Interview-answer method
- Questionnaire survey method
423

International Journal of Advanced Multidisciplinary Research and Studies

- Methods of consulting experts
- Observation method
▪ Methods of analysis and synthesis
In this topic, a combination of qualitative and quantitative
methods will be used, and tools such as testing, statistics,
comparison and comparison will be applied.
3.2 Data sources and methods of collection
Data sources will be surveyed from people who have studied
at either or both English centers, and from the internet
communication activities of both centers.
▪ Methods of data collection available
In this topic, the author will search and refer to information
from books, newspapers, the Internet, specialized journals
and some scientific researches related to the topic.
▪ In-depth interview method
To be able to consult experts for the questionnaire, the
research team participated in 2 interviews with 2 groups of
students, each group of 5 people to collect opinions to make
a preliminary questionnaire.
Besides, after adjusting the questionnaire accordingly, our
team continued 3 individual interviews with 3 experts who
are lecturers at the center to further improve the
questionnaire before giving out the survey.
▪ Questionnaire interview method
Information collection by questionnaire is the main method
of information collection in this study, conducted by
distributing questionnaires to students of both centers,
according to a prepared questionnaire with issues related to
the topic.
▪ Sampling method
- Sample selection by convenience method
- Students of one or two or both centers.
- Sample Quantity: 150
- Survey distribution according to the ratio of the number
of students of the two centers.
▪ Survey method
Distributing survey forms, online surveys with students
taking the survey.
Direct interviews with lecturers and students participating in
the sample table.
3.3 Research process
Step 1: Define research objectives and questions
Step 2: Expert discussion are 3 lecturers in the school from
which to discuss
collect opinions
Step 3: Build a questionnaire and then conduct preliminary
interviews with 10 students to
build a sample questionnaire
Step 4: Survey and collect data
Step 5: Data processing
Step 6: Report the results of analysis and research.
4. Research results and discussion
4.1 Overview of Duong Minh English Center and VUS
Duong Minh Foreign Language
“Duong Minh Foreign Language was established in 1990.
Up to now, we have grown stronger and stronger, and are
proud to be one of the oldest, reputable and quality English
language centers in Ho Chi Minh City. . Currently, Duong
Minh Foreign Language system has 18 facilities with
modern equipment and a full range of grades from children
to adults. We use standard learning materials, apply
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effective teaching methods, and especially have a team of
teachers at home and abroad who are professional,
dedicated, and ethical.
Thanks to his valuable contribution to the English language
improvement movement of the young Vietnamese
generation, Duong Minh Foreign Language has received
certificates of merit from the Ho Chi Minh City Department
of Education and Training and Cambridge University for
many consecutive years. The most special reward for us is
the trust and confidence of our learners during the past 29
years.
As a teacher, I am very pleased to have made a positive
contribution to the cause of education in our city. And as the
founder, I am very happy to witness the growth of the child I
love every day.
In the future, Duong Minh Foreign Language will continue
to research and apply advanced teaching methods in the
world as well as modern scientific and technical equipment
to help learners achieve maximum results on the road.
conquer your English.”
VUS . English Center
VUS is proud to become a global standard English language
training unit recognized by NEAS, an independent
organization that manages the quality of international
English teaching centers. For the past 25 years, the NEAS
Quality certification has validated the standards for many of
the world's leading English language teaching centers. An
educational institution meeting NEAS standards must
possess the following international criteria:
▪ High quality teaching
▪ The course meets the needs of the students
▪ Advanced teaching technology
▪ Safe and helpful learning environment
4.2 Corporate culture at Duong Minh English Center
and VUS
Duong Minh English
With the goal of training a generation of Vietnamese fluent
in English to confidently integrate into the world, Duong
Minh Foreign Language has been established since 1990.
After 27 years of operation, we are proud to be recognized
as a foreign school. famous language with 16 facilities and
thousands of students.
▪ With more than 27 years of experience, we fully
understand and easily grasp the needs of learners,
thereby offering effective learning methods.
▪ We offer a full range of courses from children to adults,
and international certificate preparation classes to meet
the different needs of learners.
▪ Learners are best promoted in a modern learning
environment with classrooms equipped with projectors,
TVs, and air conditioners.
▪ The standard curriculum system of the world's leading
publishers combined with electronic lesson plans gives
learners lively and rich lectures.
▪ The teaching staff consists of Vietnamese teachers and
native teachers with good expertise, dedication and
enthusiasm to ensure that students make steady
progress.
▪ Learners regularly participate in special extracurricular
activities to improve their ability to use language in a
fun and lively real-life environment.
▪ We always have a preferential tuition system to create
424
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conditions for learners to stick around for a long time
and maintain the continuity of the learning process.
VUS
According to Ms. Duong Thi Quynh Trang - HR and
Administration Director of the enterprise, the secret to this
success is the 4 core values that have been built and
maintained during nearly 25 years of operation. These are
“Unanimous cooperation”, “Shared care”, “Strong
confidence” and “Desire to win”. Enterprises collectively
call the philosophies as the 'four pillars' that make up the
corporate culture and motivate employees to constantly
develop to become the best version.
▪ Agree to cooperate: businesses often organize a course
"People Management Skills" for employees to develop
thinking about management, work planning as well as
skills in cooperation, meeting chairing, listening.
efficient staff… This contributes to embodying the first
core value - when each member is promoted to the
strengths of diversity and teamwork to achieve the
common goal of delivering quality, pioneering English
courses. in the field of Ed-tech.
▪ Sharing care: In the spirit of no one being left behind,
the business still ensures a stable income, maintains
welfare and supports employees affected by the
epidemic.
▪ Steady confidence: By many different activities, the
system has created trust from each employee. From
there, maintain enthusiasm, create breakthroughs for
themselves and bring high efficiency to the company.
▪ Desire to win: In 2022, VUS continues to expand the
market, carrying out the mission of "Opening a Bright
Future" for the young Vietnamese generation on the
way to integration through equipping a solid English
foundation, Global thinking, digital age technology
skills.
4.3 Comparative analysis of service culture and
customer service at Duong Minh English Center and
VUS
Table 1: Service culture and customer service
Duong Minh Foreign Language
Trust, Commitment
Happy, Cheerful
Listen, Respond
Sincere, Sincere
Take care of potential customers
by phone, email and SMS and
track customer status until
customers arrive the facility
receives advice directly from the
admissions officer.
Arrange appointment between
client and ASA admissions
department.

VUS
Record and forward calls to the
customer service department of
each facility when current
customers have feedback about
the company's training program
and services.
Consulting courses suitable to
the needs of customers.
Change the consulting scenario
to suit each customer.
Handle and overcome customer
objections.
Update new customer
information into the system.

5. Conclusions and recommendations
5.1 Conclusion
The topic was formed with the desire to analyze the actual
customer care situation at Duong Minh English Center and
VUS, thereby finding out the reasons that still exist in
customer service and helping the center offer solutions to
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improve the quality of customer care services to improve
customer satisfaction, helping the center to improve its
competitiveness compared to competitors in the same
industry.
The topic has given the theories related to services, quality
issues, how to organize customer care activities. The article
has assessed the current status of customer service activities
and found a number of shortcomings in terms of quality
commitment and flexible class hours, staff attitudes and
service practices, teaching and learning methods. learning
about customer service quality. From those limitations, I
found the causes and proposed solutions to solve these
problems, helping the center's competitive advantage to be
increasingly enhanced.
5.2 Recommendations and suggestions
5.2.1 For the industry and state agencies managing the
industry
Request
Raise people's awareness about the existence of traditional
language centers; paying special attention to the quality of
the team, the facilities of the centers; strengthen
management,
Offer
Teaching innovation is a regular task of teachers to help
students increase their interest in learning, increase their
autonomy - autonomy in learning and research.
Renovating the management of functional departments, up
to the renovation of facilities and not except renewing the
thinking and learning consciousness of the students
themselves.
5.2.2 For leaders of Duong Minh English Center and
VUS
Request
- Improve the quality of training
Let the English center grow Teachers are the ones who
directly influence teaching effectiveness.
- Promote the central image
There are too many centers being built nowadays.
Therefore, your center can be easily eclipsed by a series
of other competitors.
Creative efforts to make the image of the business stand
out from the competition
- Create a focal point for the center
The highlight can be expressed through the brand
image, from the classroom layout, marketing methods,
uniforms, can also be expressed through the teaching
style of the teachers there.
- Give students a good impression of the center: attract
students to participate
Offer
- Using management software: Let the English center
management work be done most efficiently and quickly.
- Teacher management: Update contact information,
qualifications, experience and teaching quality of each
teacher.
- The knowledge in the curriculum needs to be
researched and adjusted to be more suitable with the
changes of society.
- Exchanging experiences on modern teaching methods
with domestic and foreign universities.
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5.2.3 For the customer care department at Duong Minh
English center and VUS
Directly link with the list and information of students who
have registered for trial lessons, registered for entrance
exams on the system. Support you to arrange classes for
students depending on their ability, aspirations, ...
Basic information of each student, parents and academic
performance of specific students. Remind students when
taking too many breaks, informing tuition payment
information, study results, etc.
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4.

5.

6.
5.3 Solutions to develop customer service culture at
Duong Minh English Center and VUS
- Employee development:
Train your staff to empathize with customers, making it
easier to resolve customer service-related issues.
- Feedback and surveys:
Feedback and surveys from customers help the center
see customer satisfaction
- Marketing development:
Online marketing is also a potential market, bringing
high efficiency and cost savings that the center needs to
learn and develop further. Enhance promotions,
attractive advertising
- Collecting customer satisfaction information:
It is necessary to take care of customers even after the
customer has finished using the service, purchased the
center's products, cared and inquired about the
customer, and advised on new products after coming
and using the service. The customer care department
always has to master professional knowledge to be
ready to support customers through contact channels.
6. Conclusion
In the trend of global integration and competition
liberalization, in an increasingly fierce competitive
environment, the business that holds customers will win.
Customer care has become extremely important for every
business. Good customer care will create prestige, affirm the
position of the business in the minds of customers, improve
production and business efficiency and the position of the
business in the market.
To make that clearer, our team has analyzed specifically
when comparing the customer care management of two
English centers Duong Minh and VUS. There are many
ways to take better care of customers.
In summary, the report presented some contents related to
the advantages and disadvantages in customer care activities
of Duong Minh English Center and VUS and
recommendations to promote the effectiveness of customer
care activities. customers for our upcoming future work.
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