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Abstract 

In recent years, business models globally continue to change 

significantly with the advent and strong development of e-

commerce. This business model has made great 

contributions to economic growth in the context that the 

world is entering the 4.0 revolution. According to 

GlobalData's E-Commerce Analytics, Vietnam is considered 

as one of the fastest growing e-commerce markets in 

Southeast Asia with an average annual growth rate of about 

18% and is expected to grow rapidly. The market size is 

likely to reach $26 billion by 2024. The explosive growth of 

e-commerce increases the need for quality human resources 

with expertise and understanding of e-commerce. death. 

Creating a fierce competition among famous brands in the 

field of e-commerce such as Shopee, TiKi, Lazada, Sendo 

makes e-commerce businesses understand clearly and focus 

on raising issues. Employer branding to attract good human 

resources. 
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1. Introduction to the research problem 

Today, businesses face many challenges in finding candidates, especially those for important positions. Moreover, candidates 

are getting younger and more tech-savvy, they actively research the company and its culture through online tools before 

applying. Without a strong enough recruitment brand, that business will drown with hundreds of job announcements every day. 

Employer branding has been and is a global trend. 

Why build a recruitment brand strategy? Talented people always have their own requirements and needs commensurate with 

their values. Therefore, before applying for a position, they all look at communication channels (website, press, fanpage, 

email) to better visualize the recruitment brand and consider whether it is suitable. with the company's culture or not. Once you 

have built a strong recruitment brand, you don't need to spend a lot of money and human resources on recruitment. That part of 

the cost can be deducted for company branding or product development. Because at that time, talented candidates will come by 

themselves. When the business has a strong recruitment brand, employees will automatically refer friends and acquaintances to 

apply for the missing positions. The more positive employees comment on the company on facebook, zalo, forum, etc., the 

higher the chance of finding potential candidates, and this also helps to increase brand awareness, and create a chain effect that 

helps increase sales. sales number. The special benefits and different company culture such as modern open office, 

entertainment facilities and employee health care programs will help employees to be more attached to the company, have 

higher level of service. higher satisfaction, leading to better work performance. Therefore, it can be said that this is a very 

competitive environment for building recruitment strategies, competitors in the field of e-commerce are always ready to use 

competition policy to attract talented human resources to apply for the business. The general manager together with the human 

resources director of Shopee have determined a recruitment brand strategy to increase competitiveness, This is the most 

important job to help Shoppe create a position, a difference, build a sustainable brand in the eyes of customers in general and 

develop its market share in particular. However, Shopee's recruitment brand strategy cannot avoid shortcomings. Therefore, 

my group will conduct research to organize activities to build a recruitment brand strategy for Shopee unit. 

 

2. Theoretical basis 

2.1 Overview of employer brand strategy  

2.1.1 Concepts 

Brand concept 

A brand is a special sign (tangible and intangible) to identify certain products, goods or services produced or provided by an 

individual or organization. 
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Employer brand concept 

Employer branding was first studied by Ambler and Barow 

(1996). The two authors have defined employer brand as the 

sum of psychological values, remuneration policies, and 

benefits from job expertise. The main goal of the research is 

to help businesses easily manage recruitment by focusing on 

important tasks, increasing labor production and perfecting 

recruitment, making employees happy. commitment to the 

business. 

Employer branding is seen as the process of building an 

employer's identity towards current and potential employees, 

to differentiate a business from its competitors. 

Brands are often associated with associations about a 

company's products or services. With this understanding, a 

brand is a consumer image of a business. Trademarks are 

often used to distinguish a business as a seller from other 

sellers. Employer branding, on the other hand, considers a 

business as an employer. Employer brand is the image of the 

business in the mind of employees. Employer branding aims 

to create a reputation with employees that this business is 

better than other businesses in order to attract them to work 

at the company. 

 

The importance of employer branding 

Job seekers often research multiple businesses at the same 

time when they apply for jobs, and they may use a business's 

reputation as a source of information about working 

conditions in different organizations. Organizations have 

experienced effective employer branding that leads to 

certain competitive advantages, and this makes it easier for 

the organization to attract and retain employees. 

It must be acknowledged that businesses with strong 

recruitment brands can reduce recruitment costs, improve 

relationships with existing employees, retain talent and even 

offer lower salaries (same position) with companies with 

low recruitment brands. 

 

2.1.2 Contents of steps to build an employer brand 

strategy 

Here are eight steps to building an employer brand strategy: 

1. Determine the value proposition of the business 

Core values in an employer brand strategy begin with 

the company's mission statement, values, vision, and 

culture. Based on business needs, businesses will then 

determine the skills needed to accomplish their goals. 

2. Conduct employer brand assessment 

In a management position – Human Resources, you will 

not be able to fully perceive the reputation of the 

company in the eyes of the candidate, or even your own 

employees. Therefore, it is recommended that 

businesses conduct internal surveys, search on social 

networks to read reviews about themselves. This will 

help you discover what your employees love about the 

company culture to work on, as well as any areas that 

need improvement for employer branding. 

3. Communication declares the value of the business 

Once you've made a list of the company's values and 

benefits, it's time to communicate your employer brand 

through some clear value propositions on your website, 

job brochure, and social media pages. The purpose of a 

value statement is to ignite passion in potential 

candidates – by demonstrating the company's positive 

and responsible impact on society. Everyone wants to 

feel meaningful in their work – even at the expense of a 

pay cut. Take advantage of this by including the 

introduction of the company's value proposition into the 

interview process. Certainly, the opportunity for 

businesses to hire the right people for the right jobs 

increases significantly. 

4. Leverage the power of word of mouth 

When a candidate wants to learn more about your 

employer brand, they'll want to listen and meet your 

current employees. Take advantage of this by 

conducting interviews or sharing employee testimonials 

on the company website. You can also ask employees to 

share on social networks on the occasion of the 

company's party, team building or other social 

activities. This is a simple yet powerful way for 

employees to share company culture with their network. 

5. Optimizing the working experience 

The probationary period is an employee's first 

experience when entering a company and has a very 

strong impact on the employer branding strategy. A 

negative experience will leave your new employee 

looking forward to another opportunity. 

It is important that you make employees feel heard and 

excited about work and colleagues from the very 

beginning. Equipping new hires with the manuals and 

tools needed to fulfill their roles will reduce turnover 

and enhance teamwork. 

6. Create learning and development opportunities 

Joint Research Inc. shows that a common reason 

employees leave their jobs is boredom and a desire for 

new challenges. By providing opportunities for 

employees to learn and develop new skills, you are 

showing that the company is focused on the 

development needs of employees, so that they do not 

feel bored in their roles. This will be a premise for 

businesses to better retain talented employees. In other 

words it's also a win-win situation 

7. Promote your recruitment brand with videos, blogs, 

images and slideshows 

To improve market awareness of a product or service, a 

business cannot just deliver its message through a single 

channel. Leverage every channel possible - videos, 

images, slideshows, blogs and other forms of messaging 

- to ensure that your business is reaching the widest 

audience across all media platforms. 

8. Build a diverse and inclusive team 

Employer branding requires businesses to demonstrate 

their commitment to diversity. Diversity in culture, age, 

background, etc. will bring more creative ideas, 

improve working culture and customer service in 

general. In addition, this also facilitates businesses to 

expand their reach to more groups of candidates. 

 

2.1.3 Meaning of employer brand strategy 

The meaning of an employer brand strategy is the first key 

element that business founders need to identify and create to 

guide the business for communication and marketing 

activities. 

Meet the needs and interests of customers. Giving the right 

orientation to the interests of the business, thereby 

demonstrating the strengths of the business and being able to 

realize recruitment strategies while impressing colleagues, 

employees and partners. 

Thus, meaningful brand strategies associated with social 

issues will easily attract the attention of the public. A 
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meaningful and clear brand name will help business leaders 

orient themselves according to customers' perceptions and 

concerns, determine what to do and what not to do in 

approaching the market. 

 

3. Research methods 

Research methods are considered as practical theories of the 

research paper, and determine the success of the research. 

The application of a research method means the application 

of a method to conduct the discovery of the research object. 

Each topic will have different specific research methods, but 

these methods will always be closely related to the content 

of the research problem. 

 

3.1 Qualitative research methods 

Qualitative research method is a type of research often used 

to probe, find out opinions and views to find insight into 

issues. In addition, this method can also be used to detect 

future customer trends. 

The methods of data collection of qualitative research are 

very diverse and do not have a specific structure like 

quantitative research. By relying on documents and research 

sources of qualitative methods so that we can highlight the 

role of employee care activities, the results of employee care 

create Shopee's employer brand. 

Shopee qualitative research often answers “how” and “why” 

questions about a phenomenon, behavior, etc. For example, 

the personal interview method, the interviewer at Shopee 

will ask questions. Open-ended questions so that 

respondents can freely express their views, thereby can 

collect diverse information, even never thought of. 

 

The advantages and disadvantages of qualitative methods 

Advantage 

The problem is seen from an insider's perspective 

Help discover useful information quickly. 

The lead time of a qualitative research project is usually 

shorter and less costly than that of a quantitative research 

project. 

Disadvantages 

Limitations on the reliability of research results 

The time required to collect and analyze data for a 

qualitative study is quite long and difficult. 

Subjectively, the generalization of research results to the 

overall is limited. 

Transparency of qualitative research is lower than that of 

quantitative research 

 

3.2 Quantitative research methods 

Quantitative research method is the collection and analysis 

of information on the basis of data obtained from the 

market. The purpose of quantitative research is to draw 

market conclusions through the use of statistical methods to 

process data and figures. Quantitative research is suitable for 

research on attitudes, opinions, and behaviors of surveyed 

people. 

Shopee's method for collecting quantitative data is often 

more structured than qualitative data collection including 

various forms of survey such as email, online survey, paper 

survey, mobile survey, survey by mail. 

There are many softwares developed to serve for data 

processing and statistical analysis, typically: SPSS, STATA, 

SAS, etc. These software support Shopee in the process of 

collecting information and numbers.  

Advantages and disadvantages of quantitative research 

methods 

Advantage 

Scientific objectivity 

High reliability of research results, representativeness 

Quick analysis 

Disadvantage 

Quantitative research does not clarify the phenomenon of 

people (behavior research). 

Subjective factors of surveyors. 

Differences in understanding of questions 

Contextual errors can affect survey content. 

Quantitative research uses more complex research methods 

than qualitative research, so it takes more time to design 

research procedures. 

Because a large sample is needed to generalize to the 

population, the cost of conducting a quantitative study is 

often very large, much higher than that of a qualitative 

study. 

 

4. Research results and discussion 

4.1 Research results 

Find out the change of psychological factors, motivation and 

behavior of customers in order to build an appropriate 

marketing strategy, thereby motivating customers to buy 

products and services. 

Buyers can learn about customers based on 

Demographics, behavior (Geography, Demographics, 

Needs, Behavior, Personality). 

Factors that drive purchase (Occasion/Event, Budget, Brand, 

Product Quality, Trending). 

Customer journey: describes the stages Buyer interacts with 

Seller to reach the final decision (buyer or customer 

awareness of the brand). 

In addition, Sellers should also learn about 2 types of 

customers to come up with appropriate marketing strategies: 

Active customers: Actively looking for solutions that satisfy 

their needs. 

Passive customers: Affected by society, media, and 

advertising. 

From understanding and analyzing Shopee's business model, 

we realize that the advantages and disadvantages of Shopee 

businesses still need to make more efforts to dominate the 

online retail market, from pricing policy, to inventory 

management. products, delivery policy and customer care. 

With strong investment capital and an abundant customer 

database, Shopee in the future can create a competitive 

advantage by providing a wide range of products with 

quality to satisfy past and present customers. trust. 

Qualitative research is carried out based on research bases, 

theoretical issues on overview of e-commerce and online 

shopping, consumer behavior and consumer purchasing 

decision process, The model drawn from previous studies 

aims to: Discover, adjust and supplement the factors 

affecting the online shopping decision on Shopee of 

customers in Ho Chi Minh City. Ho Chi Minh City from 

2019 to present. Develop questionnaires, scales and collect 

necessary information related to research subjects to serve 

quantitative research. 

Quantitative research is done through data obtained from an 

online survey of customers in Ho Chi Minh City who decide 

to choose Shopee as an online shopping shopping channel. 

Preliminary assessment of the reliability and value of the 

scale by Cronbach's Alpha reliability coefficient and 
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exploratory factor analysis to assess the reliability of the 

scales, thereby eliminating unreliable observed variables, 

and at the same time reconstructing the remaining observed 

variables and appropriate factors (measured components), as 

the basis for the correction of the research model, research 

hypothesis and subsequent analysis contents. 

Linear regression analysis aims to test the research model, 

research hypotheses and measure the impact of groups of 

factors. 

T-Test (test for difference) andANOVA (Analysis of 

Variance) aim to determine whether customers in Ho Chi 

Minh City decide to purchase online on Shopee site 

according to the demographic characteristics of the surveyed 

customers. 

 

4.2 Discussion of study’s results 

Capturing people's interests is a healthy, attractive employer 

brand. Shopee has always built itself a comprehensive 

brand, serving millions of people. Enterprises have 

communicated about their company's brand values and 

affirmed their position in the field of e-commerce floors. 

With the desire to satisfy the interests of customers and 

applicants, Shopee has built a dynamic, fun environment, set 

up a system, designed modern facilities and invested 

actively. combine the most relevant, effective experiences. 

In addition, Shopee also pays special attention to experience 

issues during the probationary period and creates 

opportunities for employees to learn and develop. The 

employees will be thoughtfully and thoughtfully treated, 

listened to and understood from the employer. 

Shopee's employer brand strategy always wants to bring a 

beautiful image in the eyes of people through promotional 

ads and images on social networking sites. 

In addition, businesses also research and learn about the 

preferences and psychology of customers who want to apply 

for working positions, Shopee always creates a diverse and 

suitable working system. Help employees understand and be 

more aware, develop themselves, create an ideal joy, 

beautiful years when working here. 

Shopee is also constantly updating and innovating, learning 

about the needs to meet the popularity of its employer brand. 

Create trust, impress everyone so that people trust Shopee 

 

5. Conclusions and recommendations 

Shopee is the leading e-commerce platform in Southeast 

Asia and Taiwan. Launched in 2015, the Shopee commerce 

platform was built to provide users with an easy, safe and 

fast experience when shopping online through a strong 

payment and operating support system. For users across the 

region, Shopee offers an integrated online shopping 

experience with a wide range of products, a dynamic user 

community, and a seamless service chain. However, besides 

that, there are some recommendations for Shopee as 

follows: 

 

For the Management Board of Shopee E-commerce 

trading floor: 

Apply necessary measures to ensure the safety of 

information related to members' business secrets. Not to 

disclose, transfer, rent or sell information related to business 

secrets or personal information of consumers without the 

consent of the parties involved, unless otherwise provided 

for by law. other determination. 

Maintain the normal operation of the Shopee E-commerce 

trading floor and quickly overcome the problems that affect 

the operation of the Platform such as: technical problems 

with machines, software errors, internet transmission 

system, human resources, events, social changes, natural 

disasters, power outages, decisions of State agencies or a 

related third party. In the event of force majeure events such 

as: Natural disasters, fires, social ups and downs, decisions 

of authorities... which are beyond our control, Shopee e-

commerce trading floor is not responsible. joint 

responsibility. 

 

For Members participating in Shopee E-commerce trading 

floor: 

Members are responsible for providing necessary 

information related to themselves to ensure order 

completion, including: transaction name, address, selected 

payment method, contact phone. Particularly, the Seller 

must provide complete and accurate information including 

the name and address of the head office of the trader, 

organization or the name and permanent address of the 

individual; number, date and place of issuance of the 

business registration certificate of the trader, or the number, 

date of issue and the unit issuing the establishment decision 

of the organization, or the personal tax identification number 

of the individual; phone number or another online contact 

method. 

Sellers and Buyers are responsible for providing information 

about transactions and goods to support Shopee E-

commerce trading floor in resolving disputes arising 

between Buyers and Sellers taking place through the 

Platform. The Seller is responsible for indemnifying the 

Buyer if it can be proved that the fault lies with the Seller. 

 

5. References 

1. Accessed: April 6, 2022, Website name:ITD Vietnam, 

Article title: Employer branding: 8-step process, Author 

name: HubSpot source, Access link: shorturl.at/qM129 

2. Accessed date: 4/4/2022, Website name: Working.vn, 

Article title: Meaning of human resource recruitment in 

enterprises, Author name: Ngoc Quyen, Access link: 

shorturl.at/ fuAK 

3. Tran Kim Dung. Textbook of Human Resource 

Management. General Publishing House, Ho Chi Minh 

City, 2018. 

4. Tran Xuan Hai. Textbook of Human Resource 

Management. Financial Publishing House, Hanoi, 2013. 

5. Le Kim Lien. Lecture Slide on Human Resource 

Management. Economic Publishing House, Ho Chi 

Minh City, 2019. 

6. Do Hoang Lan. Professional human resource 

management skills. Labor Publishing House, Hanoi, 

2019. 

7. Huynh Thi Thu Suong. Human Resource Management 

principles and application in practice. Economic 

Publishing House, Ho Chi Minh City, 2017. 

8. 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. 

9. 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. 

10. Nguyen Phuong Thao. Brand Management in 

http://www.multiresearchjournal.com/


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

777 

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. 

11. 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. 

12. 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. 

13. 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. 

14. 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. 

15. 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. 

16. 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. 

17. 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. 

18. Nguyen Hoang Tien. Green Credit: Instrument for 

Brand Building of Commercial Banks in Vietnam. 

Proceedings of National Scientific Conference on: 

“Green Credit Development – Chances, Challenges and 

Solutions”. November 2019, Banking Journal, State 

Bank of Vietnam, Vietnam, 2019. 

19. 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. 

20. 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. 

21. 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. 

22. 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).  

23. 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. 

24. 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. 

25. 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. 

26. 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. 

27. 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. 

28. 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. 

29. 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. 

30. 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. 

31. 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 

32. 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. 

33. 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. 

34. 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. 

35. 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.  

36. 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-

http://www.multiresearchjournal.com/


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

778 

604-79-1930-7  

37. 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. 

38. 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. 

39. 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. 

40. 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. 

41. 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 

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

42. Nguyen Hoang Tien. International Economics, Business 

and Management Strategy. Academic Publications, 

Delhi, 2019. 

43. 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. 

44. 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. 

45. 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. 

46. 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. 

47. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

48. 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. 

49. 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. 

50. 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. 

51. 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. 

52. 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. 

53. 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. 

54. 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. 

55. 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. 

56. 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. 

57. 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. 

58. 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. In-

ternational Journal of Academic Research and 

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

59. 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. 

http://www.multiresearchjournal.com/


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

779 

60. 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. 

61. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

62. Tien NH. Relationship Between Inflation and Economic 

Growth in Vietnam. Turkish Journal of Computer and 

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

63. Tien NH. Solutions to Enhance Corporate Sales 

Performance in Vietnam. Turkish Journal of Computer 

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

64. Leo Paul Dana. Enhancing Social Responsibility and 

Sustainability in Real Estate Industry. Turkish Journal 

of Computer and Mathematics Education. 2021; 

12(14):4999-5013. 

65. 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. 

66. Rewel Jiminez Santural Jose. Higher Education Quality 

Auditor Training in Vietnam. Turkish Journal of 

Computer and Mathematics Education. 2021; 

12(14):4315-4325. 

67. 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. 

68. Tien NH. Leadership in Socially Responsible 

Enterprises. Ementon Publisher, Warsaw, Poland, 2015. 

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

housing market for Vietnamese immigrants in Poland. 

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

70. 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. 

71. 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. 

72. 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

