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Abstract 

In the period of the Covid19 pandemic, the branding of the 

tourism and real estate market is still ongoing in Phan Thiet 

as one of the markets with an important position and role in 

the Vietnam’s economy. The current economic situation and 

has a direct relationship with the financial and monetary 

markets, the construction market, the building materials 

market, the labor market, etc. This market will make an 

important contribution to the process of promoting socio-

economic development in Vietnam and abroad towards 

sustainable development in line with industrialization and 

modernization of the country. Currently, many resort real 

estate projects are actively investing to speed up the 

construction, completion and pre-opening activities to 

welcome visitors in the near future. Especially they use a 

new distribution system, new global communication 

network in promoting and attracting international visitors 

back to Vietnam after the pandemic. 
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1. Introduction 

Nowadays, resort tourism has become a growing trend in society. Due to the increasing quality of people's lives, each person's 

demand is increasing for quality services. Due to the covid pandemic, all processes were forced to stop working, so the 

situation of Vietnam's service economy was affected. After the process of people having to temporarily stop for social 

distancing, now projects in the resort real estate industry that have been strongly deployed and accelerated the return to prison 

have begun to attract investment cash flows. The number of branded hotel and resort projects in Vietnam has experienced an 

impressive growth, from 36 projects (8,200 rooms) in 2010 to 120 projects (32,000 rooms) at the end of January. -2022. If in 

the past, international and regional operating units tended to focus on presence in key markets such as Ho Chi Minh City, 

Hanoi, Nha Trang, Da Nang, and Phu Quoc, now destinations Developing tourism that investors are particularly interested in is 

in Phan Thiet (Binh Thuan). According to some experts on investment in resort real estate in Vietnam, which is creating the 

most boom in recent times, especially in emerging coastal real estate markets with novelties, unique, the supply is not much, 

can both satisfy the needs of a family's short-term experience, and can take advantage of the rental business effectively. With 

tourism being opened, infrastructure projects speeding up have been creating new impetus for Phan Thiet resort real estate. 

After being forced to suspend for social distancing, now resort real estate projects continue to be deployed and speed up again. 

Along with that, the reopening of tourism helps the real estate market in Phan Thiet and Binh Thuan receive the return of 

investors, especially investors from the southern provinces. 

According to experts, this is the product with the most explosive growth in recent times, especially in emerging coastal real 

estate markets. The feature of this model converges all activities from accommodation, resorts, large-scale entertainment and 

meetings to meetings, healthcare to serve the majority needs of customers in enjoying the best experiences. diversified and 

integrated whether it is a short or long trip. From implementing the branding process, partnering with resort real estate brands 

helps bring value to the project from the very beginning through technical consulting and pre-opening services in order to 

ensure that the project meets design standards and is able to operate effectively and optimize costs when in operation, through 

distribution systems, membership programs and global marketing networks. Therefore, the branding process helps the project 

to increase its competitiveness in the market. Especially for developing markets such as Phan Thiet, Da Lat. The presence of 

international brands will also create momentum for the region's development; help attract more investors and contribute to 

increasing the region's recognition as an international destination in the future. 
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2.Theoretical basis 

a) The concept 

* Concept of real estate business 

Real estate business is a business field born very early 

starting from ancient Rome, through thousands of years of 

development and constant change, real estate business has 

become a business. Business has a lot of potential and brings 

great profits for businesses, but along with that comes many 

risks that investors always have to face. With the 

characteristics of real estate being a product of great value, 

balancing the supply - demand of customers is a very 

difficult problem for businesses participating in this field. 

To clarify the nature of the problem, we need to understand 

the concepts of real estate as well as real estate business, 

specifically as follows: According to Article 181, the 

Vietnam Civil Code stipulates: “Real estate assets that 

cannot be moved”. In simple terms, real estate is land and 

fixed objects attached to land, including: 

▪ Land 

▪ Houses, construction works attached to land, including 

assets attached to such houses and construction works 

▪ Other assets attached to the land: Perennial gardens; 

aquaculture projects, salt fields; tourism, entertainment 

and sports projects; a number of mining works and 

other properties as prescribed by law.  

Thus, according to the Law on Real Estate Business 2014, 

real estate business is understood as the investment of 

capital to carry out construction, purchase, receipt, transfer 

for sale or transfer; lease, sub-lease, lease-purchase real 

estate; real estate brokerage services; real estate trading 

floor services; real estate consulting services or real estate 

management for the purpose of profit. In which, real estate 

business includes existing real estate business, future real 

estate business and real estate service business. Types of 

real estate that are allowed to be put into business in 

accordance with the law include: 

▪ Available houses and constructions of organizations and 

individuals 

▪ Houses, construction works formed in the future of 

organizations and individuals 

▪ Houses and constructions are public property permitted 

by competent state agencies to be put into business 

▪ Types of land that are allowed to be transferred, leased 

or sub-leased according to the provisions of the law on 

land are allowed to trade in land use rights. 

With the very specific characteristics of high-value 

products, the real estate business is increasingly making 

more and more flexible changes to match the development 

trend of the world economy. Having the right marketing 

strategies is a necessity for businesses, especially for 

Vietnamese businesses when the domestic real estate market 

is still weak and unstable. 

 

* Concept of branding 

According to the old view, a brand is a name, term, design, 

image or other sign that distinguishes an organization or a 

product from its competitors in the eyes of consumers. We 

see that the brand here is physical and tangible. From a new 

perspective, brand is a set of associations in the consumer's 

mind that increase the perceived value of a product or 

service. These links must be unique (difference), strong 

(prominent) and positive (desirable) (Strategic Brand 

Management - Keller). Emphasize the intangible 

characteristics of the brand, an important factor that brings 

value to the organization. 

A brand consists of two components: the body - helping to 

recognize the brand and the soul - which are the associations 

that customers have when thinking about products and 

businesses. The soul is all the things’ customers associate 

with, simply the soul is the general image of the product or 

business in the eyes of the customer. The body can be made 

up of a mixture of components, including: logo, slogan, 

company name, product name, color, packaging design. 

Each element contributes to the feeling that it is the brand of 

the business, but the individual components alone cannot 

make up the brand. 

▪ Symbol part (logo): is the unreadable part, can only be 

recognized by the eye. The logo that businesses choose 

is usually a stylized, colorless image that is easy to 

remember and has a clear meaning. A logo can include 

only the symbol, but it can also include the company 

name. Businesses can register their logo as a trademark. 

▪ The name part: usually the trade name or abbreviated 

name of the business. The name section makes it easy 

for customers to introduce the brand to others 

▪ Slogan part: Is a brief statement expressing aspiration, 

principles or the affirmation and commitment of the 

business to consumers. Similar to a logo, a slogan can 

also be protected as a trademark. Similar to a logo, a 

slogan can also be protected as a trademark. 

▪ Color and packaging design: Along with the logo, the 

combination of colors or the use of a special design 

shape also helps consumers easily recognize the brand. 

Therefore, most businesses make full use of these two 

factors 

 

* The concept of real estate branding 

Brand building is the term used to describe a marketing 

strategy that makes all the elements of how you operate and 

advertise so that people are easily identified as yours. Real 

estate branding means creating a style, culture and vision for 

your business that people can easily recognize that they 

belong to you. And those are also the factors you have with 

other businesses in the same industry. 

 

b) The benefits of branding 

▪ Customer perception: When branding is done right, it 

can help a real estate brokerage business get top-of-

mind in the minds of users. 

▪ Customer loyalty: This is important in every market, 

but especially in one with low volume and/or low 

volatility. People will usually choose a place they trust, 

maybe a trusted brand, and come to mind first. With the 

most reputable brand will always be the first one they 

think of and so it is important to start building this 

brand recognition to win the business, especially in the 

real estate industry. Brands that are known for their 

unique market value will automatically position 

themselves. Find and emphasize what makes a real 

estate business special is also what attracts customers. 

▪ Product differentiation: To create this difference is the 

work of initiatives and branding measures through 

different services and tools. If this weakness is resolved, 

then sales and profits will certainly increase. 

▪ Attracting investors: When there is a brand, when 

requiring capital because the brand has created a 

separate identity in the market providing products and 

services that meet the needs of consumers and has a 
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bank huge loyalty. Customers act as a factor of trust and 

confidence in the investor's mind. 

 

c) Steps to build a real estate brand 

Step 1: Collect demographic information 

Before building a brand, it is necessary to really understand 

your customers. If the message is conveyed to them, there is 

a chance to receive a positive response from the customer. 

We need to collect as much information as possible about 

customers in our target area through data providers. Then, 

aggregate all the data and ask a marketing expert to evaluate 

and analyze. 

 

Step 2: Use demographic information to build a panorama of 

customers (including brokers and customers) 

Once you have enough demographic information, the next 

step is to build a big picture of the broker and the end 

customer. The panorama is the sketch. It presents our 

customers with many features. It is the demographics, 

attitudes, and behaviors that make it possible to use a service 

or product in a similar way. This is a necessary step in the 

real estate branding process. 

 

Step 3: Identify special points for real estate projects 

Why should buyers choose us to help them find a home? 

Why do sellers need our help to sell their home? Newly 

established real estate companies will have difficulty in this 

step. Here are some suggestions to make this step easier: 

▪ Do we have a good network of agents, lenders or 

contractors? 

▪ How many successful deals have we closed? 

▪ Do we understand the topography of the land? 

▪ Are we people with good taste? 

▪ What skills and knowledge bases do we have that can 

help our clients? 

List all the strengths that we think can benefit the customer. 

Once you have the list, make a list of what is most 

important. 

Step 4: Analyze the top real estate brands 

Once we have an idea of who our target customer group is, 

the skills and strengths we need to offer them, we must 

analyze and understand the competition. Check out the top 

real estate brands in the area, and pay special attention to 

their company names, logos, and slogans. 

 

Find answers to the following questions: 

▪ What are their brand trends? 

▪ Is their positioning traditional or modern? 

▪ Are they doing the right thing? 

▪ Do you think your brand is keeping up with them? 

Assessing and analyzing so many companies at once will 

help us find what they have in common, or maybe give us 

the opportunity to create a new and more unique brand 

image from the research. 

 

Step 5: Take Action 

Bring all the data elements and ideas into the actual real 

estate branding: name the company, write the slogan, design 

the logo. 

 

Step 6: Apply brand image to marketing 

Once you have found the perfect and suitable brand image, 

now apply it to your marketing channels including: website, 

Facebook page, and even business cards, flyers. Marketing 

channels are the connecting thread. brand value to 

customers. 

 

3. Research results 

Although affected by the COVID-19 pandemic, the resort 

real estate market in Phan Thiet Binh Thuan has recovered 

quickly and is vibrant again. Many real estate projects along 

the coast of Phan Thiet have restarted. If in the past, 

international and regional operating units tended to focus on 

presence in key markets such as Ho Chi Minh City, Hanoi, 

Nha Trang, Da Nang, and Phu Quoc, now tourist 

destinations are Phan Thiet's growing calendar is receiving 

great attention. Although developing later than traditional 

destinations, with many supports such as low-cost premises 

and increasingly synchronous infrastructure, Binh Thuan is 

an attractive destination for investors. Binh Thuan is rising 

to become the most attractive destination in the country 

when it owns up to 2 real estate boom cycles. It is expected 

that by the end of 2022, Phan Thiet airport will be 

completed and put into use. As the only resort capital of 

Vietnam, developing tourism very early, but for many years, 

Binh Thuan has not been able to surpass the traditional 

market due to limitations from the absence of an airport, 

causing this place to lose a large number of tourists. large 

from the northern regions. Therefore, Phan Thiet airport is 

considered a strong growth engine of tourism, adding tens of 

millions of domestic tourists every year. Binh Thuan has a 

series of real estate projects, from resorts, condotels, villas 

with a series of connected utilities in each project, suitable 

for each use purpose of investors to attract customers. Large 

resort real estate brands that are well-invested in 

international standards and on a huge scale in Phan Thiet 

will heat up the market. In the not-too-distant future, the 

Phan Thiet market in particular and Binh Thuan's housing 

market will develop to its inherent potential and will become 

a hot spot attracting many real estate investors. Similar to 

Da Nang, Nha Trang a few years ago. Along with the 

improvement of domestic transport routes from the past and 

the available advantages of Binh Thuan tourism, it is not 

difficult to imagine this place after having enough 

infrastructure, Nha Trang and Da Nang will no longer be 

"competitor". However, infrastructure alone will not be 

enough for Binh Thuan to reach the international level. 

High-class, well-invested, large-scale resort complexes with 

unique directions and the operation of famous global units 

will be the driving force to make Binh Thuan become a 

global destination at the moment. completed infrastructure. 

Phan Thiet has been proving its potential to develop a strong 

resort real estate brand thanks to a series of available 

strengths such as strategic location, synchronous 

infrastructure and abundant investment from tourism 

activities. It is forecasted that in the future from 2022-2025, 

when the infrastructure is completed, Phan Thiet Binh 

Thuan resort real estate will not only excel domestically but 

also rise to the international level. 

 

*Discussion about research results 

There are so many opportunities and potentials, but reality 

shows that, in the past time, resort real estate in Phan Thiet 

in particular and Binh Thuan province in general has not had 

many safe and secure investment product lines. ensure 

profits for investors. Specifically, there is a lack of models 

of entertainment and commercial complexes for tourism, 

souvenirs and marine sports. Up to now, private investment 
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capital in Binh Thuan province has only reached over two 

billion USD, attracting about 200 projects. In which, more 

than 100 projects have been raising capital. In terms of 

infrastructure, traffic is increasingly improving, increasing 

regional connectivity, in 2020, Binh Thuan province will 

also promote many important transport infrastructure items - 

affecting the general economy of the province such as: 

upgrading Phan Thiet passenger port becomes an 

international port, helping to connect directly with sea 

tourism routes, upgrading and expanding many important 

roads, and the Nha Trang - Phan Thiet Expressway is under 

construction. Thanks to the advantages of available 

resources and preferential policies of the State, Binh Thuan 

has successfully attracted many large investment capital 

sources, especially in the Phan Thiet area. Potential for Phan 

Thiet to take off, provincial planning for the period of 2021-

2030, with the goal of building and developing Mui Ne into 

an international tourist center, a leading destination of the 

Asia-Thailand region. Binh Duong and a leading tourism 

development center in the South-Central region; is the basis 

and legal basis for determining projects and planning to call 

for and attract investment in construction, to solve existing 

limitations and inadequacies, and to control development in 

the national tourist area. Mui Ne. The boundary and area for 

planning is about 14,760 ha. However, the number of resort 

projects in Phan Thiet is not much, mainly concentrated in 

Mui Ne area. Typically, the Sealink project is currently open 

for sale, the NovaHills Mui Ne project is in the construction 

phase. Customers who want to invest in this product line 

currently do not have many options. Accompanied by 

difficulties such as the impact of the covid pandemic: 

During the time of the covid pandemic, the purchasing 

power of customers for Phan Thiet real estate somewhat 

slowed down. From a product absorption rate of over 70%, 

now it's reduced to about 60%. The slow book-issuing 

procedure causes anxiety: It is a fact that the process of 

issuing pink books for real estate projects in Phan Thiet is 

quite cumbersome, so it takes a long time, making many 

investors Buying and selling hands feels apprehensive. Easy 

to fall into a virtual fever trap: Before the investment fever 

in Phan Thiet resort real estate, many land plots and luxury 

villa projects in 2020 and 2021 were pushed to a price twice 

as high as the previous one. a few years ago. Therefore, this 

investment channel requires buyers to have experience and 

ability to analyze reality closely. The opening of tourism, 

speeding up of infrastructure projects have created a new 

impetus for Phan Thiet resort real estate. After being forced 

to suspend for social distancing, now resort real estate 

projects continue to be deployed and speed up again. Mr. 

Cao Son Dung - Deputy Director in charge of Binh Thuan 

Department of Construction said that the resort real estate 

projects implemented on schedule are committed to proving 

the capacity of big investors, contributing to bringing about 

the success of the project. a new look for the general picture 

of Binh Thuan. In the future, Binh Thuan province has set a 

target that by 2030, Phan Thiet will become a leading resort 

destination, creating 190,000 jobs and welcoming at least 

17.5 million visitors/year, of which international tourists 

accounts for 10-12%. 

 

5. Conclusion and recommendations 

5.1 Conclusion 

Phan Thiet grew in the context of Vietnam's economy 

prospering and growing again at a fairly average rate, no 

longer worrying about the Covid season. There are so many 

opportunities and potentials, but reality shows that, in the 

past time, resort real estate in Phan Thiet in particular and 

Binh Thuan province in general has not had many safe and 

secure investment product lines. ensure profits for investors. 

Specifically, there is a lack of models of entertainment and 

commercial complexes for tourism, souvenirs and marine 

sports... Up to now, private investment capital in Binh 

Thuan province has only reached over two billion USD, 

attracting about 200 projects. In which, more than 100 

projects have been raising capital. With opportunities to 

exploit resort tourism in "resort capital" Phan Thiet that are 

rarely found in this southern region, more and more large 

domestic and foreign corporations come here to build and 

develop a series of projects. big real estate project. In which, 

the Swiss-Belresort Eagles project is about to be announced 

to the market in the near future. This is one of the rare 

projects in Mui Ne, Phan Thiet that will bring customers and 

investors completely new experiences of sophistication in 

architecture design, perfect living class "Living the High", at 

the same time, the bank guarantees the safety of investment 

profits. 

 

5.2 Recommendations 

With the strong development of the economy, there is also 

strong competition in the luxury resort service business. On 

the basis of carrying out the roadmap to build and expand 

the resort's scale, it is advisable to focus and invest more 

strongly in the outdoor space to create more green space for 

visitors, continue to invest and develop. developed for the 

resort additional service system. 

Service quality is important and is the first priority in order 

to attract more and more tourists to the resort while also 

prolonging their stay. 

Strengthening the promotion and introduction of the image 

of the resort to domestic and foreign tourists, especially 

foreign tourists because the resort business model requires a 

high ability to pay. 

Stronger cooperation with travel agencies, travel agencies, 

transportation companies, creating an abundant source of 

regular guests for the resort. 

To perfect mechanisms and policies in the direction of 

encouraging development, creating the most favorable 

conditions for the development of the tourism industry. 

 

6. References 

1. Pham Thi Yen Linh. The process of building and 

developing a brand. Accessed on April 1, 2022 from: 

https://www.studocu.com/vn/document/truong-dai-hoc-

ngoai-thuong/chinh-sach-thuong-mai-quoc-te/tieu-luan-

thuong -hieu/19992663  

2. Nguyen Minh Chau "Solutions to improve the 

efficiency of marketing activities for the real estate 

production group of the Electrical, Plumbing and 

Construction Joint Stock Company". Accessed on April 

1, 2022: from: 

https://www.slideshare.net/NgnKhang/de-tai-hoat-

dong-marketing-cong-ty-bat-dong-san 

3. Nguyen Manh Thang. Building a brand with real estate 

brokerage enterprises. Accessed on April 2, 2022 from:  

https://www.google.com/amp/s/nguyenmanhthang.com/

xay-dung-thuong-hieu-voi-doanh-nghiep-moi-gioi-bat-

dong-san /amp/ 

4. Thien Thoi. 9 benefits of branding". Accessed on April 

http://www.multiresearchjournal.com/
https://www.studocu.com/vn/document/truong-dai-hoc-ngoai-thuong/chinh-sach-thuong-mai-quoc-te/tieu-luan-thuong-hieu/19992663
https://www.studocu.com/vn/document/truong-dai-hoc-ngoai-thuong/chinh-sach-thuong-mai-quoc-te/tieu-luan-thuong-hieu/19992663
https://www.studocu.com/vn/document/truong-dai-hoc-ngoai-thuong/chinh-sach-thuong-mai-quoc-te/tieu-luan-thuong-hieu/19992663
from:%20https://www.slideshare.net/NgnKhang/de-tai-hoat-dong-marketing-cong-ty-bat-dong-san
from:%20https://www.slideshare.net/NgnKhang/de-tai-hoat-dong-marketing-cong-ty-bat-dong-san
from:%20https://www.slideshare.net/NgnKhang/de-tai-hoat-dong-marketing-cong-ty-bat-dong-san
https://www.google.com/amp/s/nguyenmanhthang.com/xay-dung-thuong-hieu-voi-doanh-nghiep-moi-gioi-bat-dong-san%20/amp/
https://www.google.com/amp/s/nguyenmanhthang.com/xay-dung-thuong-hieu-voi-doanh-nghiep-moi-gioi-bat-dong-san%20/amp/
https://www.google.com/amp/s/nguyenmanhthang.com/xay-dung-thuong-hieu-voi-doanh-nghiep-moi-gioi-bat-dong-san%20/amp/


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

165 

2, 2022 from: https://thienthoi.com.vn/loi-ich-cua-viec-

xay-dung-thuong-hieu/ 

5. Research on real estate valuation in the global trend of 

Vietnam's real estate market. April 4, 2022. Accessed 

on April 3, 2022 from https://moc.gov.vn/tl/tin-

tuc/61849/nghien-cuu-phuong-phap-dinh-gia-bat-dong-

san--trong-xu- huong-toan-cau-hoa-cua-thi-truong-bat-

dong-san-o-viet-nam.aspx 

6. Depending on infrastructure, Binh Thuan real estate 

welcomes 2 growth rates in the period of 2022 - 2025. 

March 30, 2022. Accessed on April 3, 2022 from: 

https://cafeland.vn/tin-tuc/an-theo-ha-tang-bat-dong-

san-binh-thuan-don-2-nhip-tang-truong-giai -doan-

2022-2025-108033.html 

7. Hoai Phong. Why Binh Thuan is attractive to resort real 

estate investors. March 10, 2022. Accessed April 3, 

2022 from: https://vnexpress.net/vi-sao-binh-thuan-hap-

dan-gioi-dau-tu-bat-dong-san-nghi-duong-

4436129.html?fbclid=IwAR0S_MD2u3WhVxYaHHw

FcIndtQgnHCjN067UnSLXRSSTFrt 

8. Tran Duong. The attraction of Phan Thiet beach resort 

real estate when tourism flourishes. March 10, 2022. 

Accessed on April 3, 2022 from: 

https://dulich.tuoitre.vn/hap-luc-bat-dong-san-nghi-

duong-bien-phan-thiet-khi-du-lich-khoi-sac-

20220309204511663 

.htm?fbclid=IwAR1DKXmpYS2fhoMzQaDJbt2KQ1fY

Mtz5hXuqbHOV2H_uYUG-gJ5EMgKZG1M 

9. Loc Phat Land. Binh Thuan land plot 2022". Accessed 

on April 3, 2022 from: https://locphatland.com/dat-nen-

binh-thuan/ 

10. Phan Thiet. Attraction of resort real estate market with 

safe investment product line, April 3, 2022. Link: 

https://thanhnien.vn/phan-thiet-suc-hut-thi-truong -bds-

nghi-duong-voi-dong-san-pham-dau-tu-an-toan-

post1058089.html?fbclid=IwAR2LQzUaF_2scCkL9pA

Yo-lRQPcTJTlLFgQjjuAFFbnmRGAnYtPeqvtEe1E 

11. 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. 

12. 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. 

13. 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. 

14. 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. 

15. 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. 

16. 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. 

17. 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. 

18. 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. 

19. 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. 

20. 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. 

21. 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. 

22. 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. 

23. 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. 

24. 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. 

25. 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).  

26. 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. 

27. 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. 

28. 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. 

29. 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. 

30. 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. 

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

http://www.multiresearchjournal.com/
https://thienthoi.com.vn/loi-ich-cua-viec-xay-dung-thuong-hieu/
https://thienthoi.com.vn/loi-ich-cua-viec-xay-dung-thuong-hieu/
file:///C:/Users/Admin/Desktop/từ%20https:/moc.gov.vn/tl/tin-tuc/61849/nghien-cuu-phuong-phap-dinh-gia-bat-dong-san--trong-xu-huong-toan-cau-hoa-cua-thi-truong-bat-dong-san-o-viet-nam.aspx
file:///C:/Users/Admin/Desktop/từ%20https:/moc.gov.vn/tl/tin-tuc/61849/nghien-cuu-phuong-phap-dinh-gia-bat-dong-san--trong-xu-huong-toan-cau-hoa-cua-thi-truong-bat-dong-san-o-viet-nam.aspx
file:///C:/Users/Admin/Desktop/từ%20https:/moc.gov.vn/tl/tin-tuc/61849/nghien-cuu-phuong-phap-dinh-gia-bat-dong-san--trong-xu-huong-toan-cau-hoa-cua-thi-truong-bat-dong-san-o-viet-nam.aspx
file:///C:/Users/Admin/Desktop/từ%20https:/moc.gov.vn/tl/tin-tuc/61849/nghien-cuu-phuong-phap-dinh-gia-bat-dong-san--trong-xu-huong-toan-cau-hoa-cua-thi-truong-bat-dong-san-o-viet-nam.aspx
https://cafeland.vn/tin-tuc/an-theo-ha-tang-bat-dong-san-binh-thuan-don-2-nhip-tang-truong-giai-doan-2022-2025-108033.html
https://cafeland.vn/tin-tuc/an-theo-ha-tang-bat-dong-san-binh-thuan-don-2-nhip-tang-truong-giai-doan-2022-2025-108033.html
https://cafeland.vn/tin-tuc/an-theo-ha-tang-bat-dong-san-binh-thuan-don-2-nhip-tang-truong-giai-doan-2022-2025-108033.html
https://vnexpress.net/vi-sao-binh-thuan-hap-dan-gioi-dau-tu-bat-dong-san-nghi-duong-4436129.html?fbclid=IwAR0S_MD2u3WhVxYaHHwFcIndtQgnHCjN067UnSXRSSTFrxKXLCS_qtcXDR
https://vnexpress.net/vi-sao-binh-thuan-hap-dan-gioi-dau-tu-bat-dong-san-nghi-duong-4436129.html?fbclid=IwAR0S_MD2u3WhVxYaHHwFcIndtQgnHCjN067UnSXRSSTFrxKXLCS_qtcXDR
https://vnexpress.net/vi-sao-binh-thuan-hap-dan-gioi-dau-tu-bat-dong-san-nghi-duong-4436129.html?fbclid=IwAR0S_MD2u3WhVxYaHHwFcIndtQgnHCjN067UnSXRSSTFrxKXLCS_qtcXDR
https://vnexpress.net/vi-sao-binh-thuan-hap-dan-gioi-dau-tu-bat-dong-san-nghi-duong-4436129.html?fbclid=IwAR0S_MD2u3WhVxYaHHwFcIndtQgnHCjN067UnSXRSSTFrxKXLCS_qtcXDR
https://dulich.tuoitre.vn/hap-luc-bat-dong-san-nghi-duong-bien-phan-thiet-khi-du-lich-khoi-sac-20220309204511663.htm?fbclid=IwAR1DKXmpYS2fhoMzQaDJbt2KQ1fYMtz5hXuqbHOV2H_uYUG-gJ5EMgKZG1M
https://dulich.tuoitre.vn/hap-luc-bat-dong-san-nghi-duong-bien-phan-thiet-khi-du-lich-khoi-sac-20220309204511663.htm?fbclid=IwAR1DKXmpYS2fhoMzQaDJbt2KQ1fYMtz5hXuqbHOV2H_uYUG-gJ5EMgKZG1M
https://dulich.tuoitre.vn/hap-luc-bat-dong-san-nghi-duong-bien-phan-thiet-khi-du-lich-khoi-sac-20220309204511663.htm?fbclid=IwAR1DKXmpYS2fhoMzQaDJbt2KQ1fYMtz5hXuqbHOV2H_uYUG-gJ5EMgKZG1M
https://dulich.tuoitre.vn/hap-luc-bat-dong-san-nghi-duong-bien-phan-thiet-khi-du-lich-khoi-sac-20220309204511663.htm?fbclid=IwAR1DKXmpYS2fhoMzQaDJbt2KQ1fYMtz5hXuqbHOV2H_uYUG-gJ5EMgKZG1M
https://dulich.tuoitre.vn/hap-luc-bat-dong-san-nghi-duong-bien-phan-thiet-khi-du-lich-khoi-sac-20220309204511663.htm?fbclid=IwAR1DKXmpYS2fhoMzQaDJbt2KQ1fYMtz5hXuqbHOV2H_uYUG-gJ5EMgKZG1M
https://locphatland.com/dat-nen-binh-thuan/
https://locphatland.com/dat-nen-binh-thuan/
https://thanhnien.vn/phan-thiet-suc-hut-thi-truong-bds-nghi-duong-voi-dong-san-pham-dau-tu-an-toan-post1058089.html?fbclid=IwAR2LQzUaF_2scCkL9pAYo-lRQPcTJTlLFgQjjuAFFbnmRGAnYtPeqvtEe1E
https://thanhnien.vn/phan-thiet-suc-hut-thi-truong-bds-nghi-duong-voi-dong-san-pham-dau-tu-an-toan-post1058089.html?fbclid=IwAR2LQzUaF_2scCkL9pAYo-lRQPcTJTlLFgQjjuAFFbnmRGAnYtPeqvtEe1E
https://thanhnien.vn/phan-thiet-suc-hut-thi-truong-bds-nghi-duong-voi-dong-san-pham-dau-tu-an-toan-post1058089.html?fbclid=IwAR2LQzUaF_2scCkL9pAYo-lRQPcTJTlLFgQjjuAFFbnmRGAnYtPeqvtEe1E
https://thanhnien.vn/phan-thiet-suc-hut-thi-truong-bds-nghi-duong-voi-dong-san-pham-dau-tu-an-toan-post1058089.html?fbclid=IwAR2LQzUaF_2scCkL9pAYo-lRQPcTJTlLFgQjjuAFFbnmRGAnYtPeqvtEe1E


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

166 

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. 

32. 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. 

33. 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. 

34. 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 

35. 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. 

36. 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. 

37. 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. 

38. 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.  

39. 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  

40. 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. 

41. 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. 

42. 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. 

43. 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. 

44. 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. 

45. Nguyen Hoang Tien. International Economics, Business 

and Management Strategy. Academic Publications, 

Delhi, 2019. 

46. 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. 

47. 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. 

48. 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. 

49. 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. 

50. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

51. 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. 

52. 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. 

53. 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. 

54. 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. 

55. 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 

http://www.multiresearchjournal.com/


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

167 

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

8. 

56. 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. 

57. 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. 

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

Tien Dung, Nguyen Thi Hoang Oanh, Nguyen Huynh 

Phuoc. Digital Marketing Strategy of GUMAC and 

HNOSS in Vietnam Fashion Market. International 

Journal of Multidisciplinary Education and Research. 

2020; 5(4):1-5. 

59. Rewel Jiminez Santural Jose, Nguyen Phuong Mai, 

Tran Thanh Tung, Nguyen Khanh Cuong, Nguyen Thi 

Hoang Oanh. Comparative Analysis of Business Stra-

tegy of VinMart and Family Mart Convenience Stores 

in Vietnam. International Journal of Multidisciplinary 

Research and Development. 2020; 7(7):28-33. 

60. 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. 

61. 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. 

62. 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. 

63. 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. 

64. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

65. Tien NH. Relationship Between Inflation and Economic 

Growth in Vietnam. Turkish Journal of Computer and 

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

66. Tien NH. Solutions to Enhance Corporate Sales 

Performance in Vietnam. Turkish Journal of Computer 

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

67. Leo Paul Dana. Enhancing Social Responsibility and 

Sustainability in Real Estate Industry. Turkish Journal 

of Computer and Mathematics Education. 2021; 

12(14):4999-5013. 

68. 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. 

69. Rewel Jiminez Santural Jose. Higher Education Quality 

Auditor Training in Vietnam. Turkish Journal of 

Computer and Mathematics Education. 2021; 

12(14):4315-4325. 

70. 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. 

71. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

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

housing market for Vietnamese immigrants in Poland. 

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

73. 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. 

74. 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(4):4252-4264. 

75. 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

