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Abstract 
Vietnam is a populous country with a population of more than 98 million people, in which the young 
population accounts for the majority with the current average age of 32.9 years. With a large 
population density of young people, it has had a great impact on the current retail market, especially 
convenience stores. Along with the development of society and a fast pace of life, convenience stores 
are increasingly expanding and attracting a large number of customers because of factors such as easy 
to find, convenient location, full of necessities. Besides the tangible factor, convenience store systems 
have been investing in the intangible factor that is customer care. The combination of tangible factors 
and intangible factors will be a measure for customers to evaluate their satisfaction with the place that 
provides services for them. Therefore, in each different store system, there will be different methods of 
customer satisfaction. 
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1. Introduction 
According to Philip Kotler (2001), customer satisfaction is defined as "the customer's feeling 
of pleasure or disappointment when comparing the actual results received through 
consuming the product with their expectations". Customer satisfaction is the top goal of any 
business, operating in any business sector of the economy. According to modern marketing 
concept, "customer is king" and shopping service at convenience stores is no exception. The 
society is developing strongly, so the requirements as well as the desires of customers for 
convenience stores are also increasing and being seen from many angles.  
In Vietnam, the convenience store business model was formed quite late compared to the 
world, but the size and quality of these stores are getting better and better enhanced to meet 
customer needs. With the fastest growing middle class in Southeast Asia, Vietnam is in a 
period of extraordinary growth in the retail market. According to the analysis, this trend is 
still continuing in the future, when Vietnam has a relatively young demographic and 
consumer spending accounts for a large proportion of which the convenience store model is 
one of the bright spots. Ever since the first convenience stores were born in Ho Chi Minh 
City, they have become the place of choice for busy people, young people and the bustling 
dynamic living environment of Saigon. Over time, these convenience stores constantly 
improve and enhance the quality of service to meet the needs of customers. However, when 
it comes to customer satisfaction with this convenience store model, there are still many 
issues that we must pay attention to. From the quality of goods, to the service attitude of the 
staff, or promotions. All have a certain impact on customer satisfaction when shopping at 
convenience stores. In order to have an objective and scientific view of customer satisfaction 
with this business model, below we will learn about “Factors affecting customer satisfaction 
at Ministop, Family mart, Coopsmile”. 
 
2. Rationale 
Customer satisfaction is defined as a measure that determines the level of customer 
satisfaction with the company's products, services, and capabilities. Customer satisfaction 
information, including: surveys and ratings that can help a company navigate how to 
improve or adapt its products and services to be better, more relevant more with customer 
need.
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Customer satisfaction is defined as the degree to which a 
product or service meets or exceeds. 
customer expectations. 
The level of satisfaction depends on the difference between 
the received results and the expectations, if the actual results 
are lower than the expectations, the customer is not 
satisfied, if the actual results match the expectations, the 
customer will not be satisfied. If the actual results are higher 
than the expectations, the customer is very satisfied. 
Customers' expectations are formed from the shopping 
experience, from friends and colleagues, and from 
information from sellers and competitors. To improve 
customer satisfaction, businesses need to make additional 
investments and at least invest in marketing programs. 
With the situation that the country is following the 
development and current situation like today, the 
introduction of convenience stores is not too strange for us, 
the names that attract a lot of attention from customers like 
Ministop, FamilyMart, Coopsmile have always been 
enthusiastically supported by customers because they have 
all the most convenient factors possible for consumers when 
they don't have time, where they can buy essential foods 
such as dry food, fast food, water,... can be easily found in 
these stores. So based on the factors like to be able to attract 
the number of potential customers for the store. 
 
Factors that make customers satisfied 
Don't stop at being friendly. Be a friend: express your 
own style when communicating with customers. Maybe 
you've spent all your time designing logos, branding, or 
building marketing resources. 
 
Create a great customer experience: Customers may not 
remember who you are, but they will certainly never forget 
the feeling you gave them. Most customers buy products or 
services based on emotions. Therefore, if you create a great 
experience for the "gods", you have more than 50% chance 
of selling the product/service. 
 
Measuring customer satisfaction: Measuring customer 
satisfaction is an extremely important job that any business 
should not ignore. Measurement will give you a lot of useful 
information to improve the situation, make decisions and 
forecasts. You need to know how many customers are 
satisfied or dissatisfied with your product/service today. If 
you only focus on how much you spend on advertising each 
day or your revenue is only this small, you are losing 
control over the number of customers in the future. 
 
Focus on customer care: The motto of any business field is 
"Customer is God". Therefore, customer satisfaction is a 
prerequisite of any business. Quite simply, you must always 
pay attention to them. You care about them, listen and 
understand what they need and think about what you can do 
for them. Currently, the buying trend of customers is very 
different. They often take the view that they don't need the 
best product, they need the best service. 
 
Satisfaction testing: In addition to measuring customer 
satisfaction, you should regularly check how satisfied 
customers are with products/services. From there, you will 
get information to shape the most reasonable direction. 
Customer satisfaction is one of the most important criteria 
of every business. Being considered as an indispensable part 

of a business not only helps businesses generate high 
revenue but customers also decide the survival of a 
business. No business exists without customers. 
 
Customer satisfaction levels 
Level 1 – dislike 
At the lowest level, customers are not satisfied with your 
business. There are many reasons why customers are not 
satisfied, such as delayed shipping service, product quality 
is not as advertised. In this case, most of the causes are 
subjective from the business, but rarely due to objective 
external factors. As a result, customers often will not return 
to you, and may even spread bad information to those 
around you, which negatively affects your business. 
 
Level 2 – normal 
Most businesses are serving customers or taking care of 
customers at this level, which is the normal level. Customers 
may feel happy after making a purchase, but there is no 
guarantee that they will return. They won't say bad things 
about you, but they won't say good things about you to the 
people around them either. They can absolutely find 
suppliers that are not you, or in other words, these are not 
loyal customers. Typically, most businesses will have at 
least about 60% of their customers met with this average 
level of satisfaction. 
 
Highest level – Like 
This is the highest level, at this level, your customers are 
extremely satisfied! They are willing to tell everyone around 
the best things about you. Adidas, Nike or Reebok are 3 of 
the brands that always strive to achieve the maximum 
number of customers with the highest level of satisfaction. 
A variation of the highest satisfaction is satisfaction. This 
happens when customers get more than they expected! 
Achieving this also means that you have conquered 
customers at the highest level. The reasons for customer 
satisfaction are many. You need to determine what in your 
product or service is your strong point in order to make your 
customers the most satisfied. Because, no matter what the 
product or service is, achieving the highest level of 
customer satisfaction is always the goal of the business. 
 
3. Research method 
As we know from the past until now, consumers often visit 
traditional markets, grocery stores are the most to facilitate 
shopping. But through the above shopper trends report, we 
can feel that the shopping trend is gradually turning to 
convenience stores. Because of the increasingly busy work 
nature of society and the Covid-19 epidemic, the shopping 
trend has also changed. Besides, e-commerce technology is 
getting more and more advanced, so managers have 
integrated activities to extract consumer preferences and 
shopping habits of customers. From here, convenience store 
chains can easily change or add items according to their 
needs and shopping preferences through online surveys and 
programs to attract and stimulate customers' shopping. 
To measure the factors affecting customer satisfaction at 
ministop, familymart, and coopsmile, the team uses 
quantitative methods to measure the research results that 
need to be surveyed. In which, the quantitative method will 
determine the age of customers with shopping needs, the 
customer's preference for 3 convenience stores, the factors 
affecting the shopping of customers.  
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At the same time, will know the customer's expectations for 
the store, when and how often the customer comes to the 
store, and finally, what is the purpose of going to the store? 
In addition, there are methods such as comparing and 
contrasting research results, comparing 3 stores FamilyMart, 
CoopSmile, MiniStop to find out the level of customer 
satisfaction through each store. 
Due to the complicated situation of the Covid epidemic, the 
group took a survey sample by online method via the 
Google Form application and the group surveyed were 
students from universities in the HCM city. 
 
4. Research results and discussion 
Customer age: According to the survey, it is found that the 
majority of the age group from 15-30 will account for the 
majority, so customers who are students, students, office 
workers, etc. will be potential customers of these stores. 
Therefore, focusing on advertising and promotion strategies 
to satisfy young people is extremely necessary to help 
improve and improve store quality as well as attract 
potential customers to bring revenue to the store. Goods is 
essential. 
 
Convenience store preference: The preferences of most of 
the samples in the study will focus on two sides: "Like" and 
"Normal" with the index of Family Mat, Coop Smile, Mini 
Stop stores respectively being "35.3%"; 47.1%”, “39%; 
44%” and “48%; 35%”. Therefore, showing that the store 
has been valuable in the eyes of consumers, gradually 
forming habits for customers. More preferential policies 
should be introduced to reduce the "Dislike" rate. 
 
Factors influencing the purchase: According to the 
survey, the factors affecting customer satisfaction when 
going to a convenience store, in general, the decisive factor 
to going to a convenience store is the "goods" in the stores 
in turn are 70.6%, 48.5% and 55.4%. Stores need to improve 
their customer care policy because according to a survey, 
this is the part with the lowest satisfaction level in stores at 
20.6%, 18.8% and 18.8%, respectively. 
 
Customer wishes: According to the survey, customers' 
expectations are very high in terms of needs such as: 
reasonable prices, always available and complete goods, 
rich and diverse goods and hygienic food and drink. The 
factor of fast-processed, ready-to-use food has not been 
much interest to customers, so stores need to improve this 
factor with customer reviews at stores respectively: 19.6%, 
20, 8% and 27.7%. 
 
Customer expectations for employees: The majority of 
customers through this survey are very satisfied with the 
staff at convenience stores. Besides, the staff is ready to 
help answer all questions of customers and the attitude of 
the staff is what they care about when coming to a 
convenience store. Staff enthusiastically advise goods, 
introduce promotions to customers is also the factor that 
deserves the most attention to improve service quality at the 
store. 
 
Customer expectations about the service: The factors 
affecting customer satisfaction, wifi is one of the factors that 
customers are most interested in in stores, respectively, at 
53.9%, 45%, 43.4%. The factor customers care most about 

the service issue is that wifi meets the learning and 
entertainment needs of customers. With the current 
development of information technology, it is essential to 
meet the needs of wifi to access social networks: Facebook, 
zalo, study. The factors customers are least interested in are: 
Paying electricity and water bills quickly and paying for 
movie tickets, airplanes, and trains quickly. 
 
When customers come to the convenience store: 
According to the analysis above, the majority of customers' 
purposes of going to a convenience store are after work 
shifts, school hours and the store's potential customers are 
between the ages of 15 and 30, so the time to go to the store 
is they are after the work shift, the study session accounted 
for 66.3%, 61% and 64.4%, respectively, or the break 
between hours accounted for 38.6%, 27%, and 41.6%, 
respectively. Because after stressful working and studying 
hours, customers will have a need to eat and drink to 
recharge to continue working. 
 
Frequency of customers visiting convenience stores: 
Based on the frequency of customers going to convenience 
stores of young people, it shows that the number of people 
who go to convenience stores less than 3 times a week 
accounts for a high proportion at stores with 52%, 44% and 
44% respectively. 30.7%. From 3-7 times / week is quite 
high, respectively 30%, 33%, 40.6%. This shows that the 
satisfaction for customers to return to this convenience store 
is quite high. Thereby making these convenience stores need 
to improve quality to satisfy higher customer satisfaction. 
 
Purpose of going to a convenience store: With the current 
era of industrialization and modernization of the country, 
having a quick and convenient meal, and having wifi to 
access social networks, work or study is a necessity. 
Therefore, the birth of convenience stores has satisfied the 
desires of consumers. According to the survey, the majority 
of consumers go to convenience stores to eat, drink, and buy 
essential items, which account for a high percentage. 
Besides, gathering with friends and working space also 
account for a high percentage. Other factors account for a 
lower percentage in stores, respectively: 16.8%, 16.8%, 
17.8%. 
 
5. Research results and discussion  
5.1. Age and monthly income 
The survey results show that the surveyed customers are 
divided into 2 distinct groups. The first group with a low 
proportion is under 15 years old and over 61 years old. The 
second group is from 15 to 30 years old, accounting for the 
highest proportion. Thereby, it shows that with this age, the 
customer group at the stores is quite good because the 
customer group from 22 to 60 years old are people of 
working age, have active income and spend more on 
consumption than the group of customers. customers in the 
age of students, students and retirees. 
According to the survey results, the group of customers with 
income below 10 million accounted for the highest 
proportion with 63.55% and from 10 million to 30 million 
accounted for 33.71%, which shows that customers with this 
income level are suitable for average customer. 
 
When customers come to the convenience store: 
According to the above analysis, the majority of customers' 
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purpose of going to a convenience store is to eat and drink 
and the store's potential customers are between the ages of 
15 and 30, so their time to visit the store is After the 
working shift, the study session accounted for 66.3%, 61% 
and 64.4%, respectively, or the break time was 38.6%, 27%, 
and 41.6%, respectively. Because after stressful working 
and studying hours, customers will have a need to eat and 
drink to recharge to continue working. 
 
5.2. Customer comments 
According to the above research results, factors affecting 
customer satisfaction at Ministop, FamilyMart, CoopSmile 
stores (goods, prices, services, staff, shopping space, care 
policy) customer care), goods and price are the most 
important factors. Service is the next factor that customers 
consider when considering a convenience store. 
 
Products and goods 
 FamilyMart 
FamilyMart's main customers are schoolchildren, students, 
the products they often use are dishes such as rice balls, 
sandwiches, fast food, dandy, boxed lunches, fresh milk. So 
in terms of quality products, FamilyMart should note and 
improve the following: 
Ensure food safety: Strictly manage the processing and 
production stages of rice balls, sandwiches, lunch boxes,..., 
Overdue use. 
 
Diversity of main products: Diversify many types of 
instant food in the form of cups, bowls and boxes such as 
cup noodles, noodle bowls for students to have more options 
and easy to use. Offers a variety of rice balls of all sizes 
such as large, medium and small rice balls. Add some fast 
food substitutes for sandwiches such as hamburgers, 
hotdogs. Additional supply and neat, eye-catching display of 
sweet and savory breads. 
 
 Ministop 
In terms of product variety, Ministop does better than 
FamilyMart, for example, the snack bar at Ministop has 
more choices than just a few basic items like bread and 
sandwiches like at FamilyMart. The daily necessities at 
Ministop are also taken care of, giving customers a feeling 
of fullness and variety compared to the stalls at familyMart,. 
Perhaps familyMart can only meet a small part of users' 
needs in simple and basic products, but overall, there are 
still many shortcomings and makes customers have less 
choice, even easy cause boredom. From here, it can be seen 
that familyMart's product supply is still limited and needs to 
be improved to attract customers in this fierce competitive 
environment. 
In terms of product quality, perhaps at FamilyMart, it is 
more important to check the expiration date of the product, 
because during this field trip, the group found a few 
products that were close to expiration or expired but still 
displayed by the store. public sale, this is prohibited. as it 
may cause adverse effects on the health of the user. At 
Ministop, the quality is generally better, there is no 
expiration date, the product is also neatly packed, clean, and 
looks much more eye-catching. 
 
 Co.op smile 
Regarding goods, Co.op Smile products need to ensure 
quality, origin, expiry date, origin of goods, have a close 

commitment to the origin of goods, ensure national and 
international quality. Goods of fresh food must be fresh, not 
infected with disease and full of variety. It is necessary to 
have a comprehensive cooperation plan with suppliers from 
investment for product output, to marketing and promotion 
stages to create stability for goods, to ensure that there is no 
shortage of goods when the market fluctuates. on price or 
output. 
 
Price 
Co.op Smile needs to conduct a price survey of competitors 
to record and calculate the guaranteed and advanced gross 
profit in terms of origin, preservation, service, after-sales,.. 
much more advantage than market channel. 
Prices at FamilyMart and Ministop are almost the same or 
the difference is negligible. However, they are several 
thousand dong more expensive than similar items in big 
supermarkets and grocery stores. This is understandable 
because the goal of these stores is convenience for 
customers and the main activity is retail, so the price will be 
different from the sales activities with large quantities and 
less convenience of the stores. supermarkets and private 
department stores. 
 
Staff 
Through the research results, we can see the overview of the 
attitude, behavior and service attitude of the employees of 
Ministop, familyMart and Co.op smile, all 3 serve well, 
seriously, and meet the requirements. customer demand. In 
terms of style, Ministop is somewhat more organized than 
the staff of FamilyMart and Co.op smile, even in terms of 
staff training, Ministop is more professional in layout and 
management. However, when we come to a certain store we 
look forward to the most is the attitude and service of the 
store's staff, at this point, the staff of all 3 have good 
service. 
 
Customer care 
In terms of service, parking space is usually a problem for 
everyone, especially in the center of a big city like Ho Chi 
Minh City because of the small space. More convenient than 
Co.op smile and Family Mart, Ministop has a more spacious 
and airy space, so the parking space is also more 
comfortable and easier. When you come to park, there will 
be a staff to write your car card for you, but when you pick 
up the car, there is no one to check the card and guide the 
car for the customer. This shows the laxity in vehicle 
management and customer service of the parking staff here. 
However, the service of FamilyMart and Ministop is 
different from that of Co.op Smile as FamilyMart and 
Ministop have seating for customers, air conditioning and 
free wifi, as well as service staff who always keep the store 
clean. will. 
 
Promotion 
Specifically, at Family Mart, there will be different Combos, 
suitable for each season, each month and the needs of each 
customer group. In addition, customers can also accumulate 
points with a membership card with a cumulative rate of 1% 
for each purchase, along with many other exclusive 
incentives only for loyal members. 
Ministop is a little different, it does not promote in the form 
of Combo but discounts on different dishes, especially new 
ones to encourage customers to try. Moreover, Ministop 
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does not apply membership cards, but uses V point cards, 
which are multi-purpose points cards with which you can 
accumulate points and pay with points at many stores of 
other Vpoint affiliated communities, such as: Ninh Khuong, 
Kichi Kichi, Vietinbank… Thanks to that, customers can 
reduce carrying too many cards with them when going out. 
Regarding Co.op smile, the incentive programs and 
promotions to customers are still limited. Therefore, Co.op 
Smile needs to promote more of this factor, making the 
promotion better and better, adding more items. 
 
Shopping space 
Both FamilyMart, Ministop and Co.op Smile all arrange the 
goods are arranged and arranged in the correct order and 
according to the form sent by the parent company, usually 
there is no mistake in it, arrange the goods to be beautiful. 
easy to see, convenient for customers to get and use. How 
the design is suitable for customers to be satisfied when 
buying products of that store, each store will have different 
layouts to attract customers and compete with other stores to 
gain more benefits. more profitable. 
 
6. Conclusion and recommendation 
For a business, customers are invaluable assets and 
customer satisfaction is the top goal of every business. As 
the market economy is developing, the level of competition 
between businesses will become increasingly fierce, 
especially with the development and wide distribution of 
convenience stores. In addition to good product quality, 
businesses must also have a professional customer care 
service before, during and after the sale. 
The study of factors affecting customer satisfaction is an 
important data in limiting negative aspects and developing 
service quality of convenience store systems. According to 
the research results, most factors affecting customer 
satisfaction are about, price, quality of goods and customer 
care services. These factors will determine the credibility of 
the customer's choice of consumption for the business. 
Currently, convenience stores are constantly expanding and 
choosing in prime areas to set up stores, so the price 
difference will occur. Businesses need to conduct a price 
survey of competitors and consider the costs of use to 
determine an appropriate price. Besides, if it is not possible 
to reduce the price, it is recommended to give gifts or 
promotional gifts to encourage customers' buying needs. In 
addition, in order to increase the credibility of customers for 
businesses, businesses need to update the correct prices and 
attach price tags at the product locations to create 
transparency when customers shop and pay. 
One of the requirements for customers to come back to the 
business is the quality of the goods at the business. 
Customers will not want to return if they buy a product of 
poor quality or expired. Therefore, in order to achieve a 
good level of customer satisfaction, convenient supermarket 
systems need to regularly check the shelf life of products; 
ensure prestige and quality input; Strict commitment to 
product origin. In addition, because the number of 
customers coming to convenience stores is quite frequent, 
the stores must ensure a stable quantity of goods in order to 
promptly supply them to customers. 
Between the quality of goods, the price between 
convenience stores do not differ much, the decisive factor in 
the return of customers is customer care. Customer care at 
convenience store systems needs to respond well both 

directly and indirectly. 
In person, store staff must be trained in the necessary skills 
to promptly advise and solve customers' problems quickly, 
limiting the long wait for customers. Indirectly, providing 
membership cards helps customers to store and use 
incentives for member customers. Update promotions, 
discounts, incentives for customers via gmail to help 
customers understand the information. The method of 
sending information via gmail will ensure to limit annoying 
customers over the phone. 
 
References  
1. Khaosat ME. What is Customer Satisfaction? Methods 

of customer satisfaction survey 2021. 
https://khaosat.me/blog/su-hai-long-cua-khach-hang/ 

2. The fierce battle of the 24/7 convenience store chain: 
https://www.brandsvietnam.com/20940-Cuoc-chien-
khoc-liet-cua-chuoi-cua-hang-tien-loi-247 

3. What is customer satisfaction? How to measure 
satisfaction effectively: < https://simerp.io/blog/su-hai-
long-cua-khach-hang/ > 

4. https://cempartner.com/en/cem-partner-blog/su-hai-
long-cua-khach-hang.html 

5. Factors affecting the shopping decision at convenience 
store in HCMC | DAO Hoang Anh - Academia.edu 
https://www.academia.edu/42606282/Y%E1%BA%BE
U_T%E1%BB%90_%E1%BA%A2NH_H%C6%AF%
E1%BB%9ENG_% 
C4%90%E1%BA%BEN_QUY%E1%BA%BET_%C4
%90%E1%BB%8ANH_BUY_S%E1%BA%AEM_T%
E1%BA%A0I_C%E1%BB%ACA_H%C3%80NG_TI
%E1% 
BB%86N_L%E1%BB%A2I_T%E1%BA%A0I_TPHC
MTien NH, Hung NT, Tien NV. The role of brand and 
brand management in creating business value - case of 
Facebook Vietnam, International Journal of Research in 
Marketing Management and Sales 2019;1(2):124-128.  

6. Anh DBH, Tien NH, Dung HT, On PV, Anh VT, Dat 
NV et al. Factors impacting customer satisfaction at 
Vietcombank in Vietnam. Himalayan journal of 
economics business and management 2021;2(4):98-
107. 

7. Anh DBH, Tien NH, Vu NT, Bien BX, Anh VT, Dat 
NV et al. Factors impacting customer satisfaction at 
BIDV Bank in Vietnam. Himalayan journal of 
economics business and management 2021;2(4):89-97. 

8. Anh DBH, Tien NH, Vu NT, On PV, Duc PM, Hung 
NT et al. Customer service culture at VPBank in 
Vietnam. Himalayan journal of economics business and 
management 2021;2(4):78-88. 

9. Anh DBH, Tien NH, Diem PT, Duc PM, Vu NT, Dung 
HT et al. Customer service culture at VIB bank in 
Vietnam. Himalayan journal of economics business and 
management 2021;2(4):70-77. 

10. Anh DBH, Tien NH, Diem PT, Vu NT, Dung HT, Bien 
BX et al. Customer service culture at TechComBank in 
Vietnam. Himalayan journal of economics business and 
management 2021;2(4):61-69. 

11. Tien NH, Minh HTT, Dan PV. Branding building for 
Vietnam higher education industry - reality and 
solutions, International Journal of Research in 
Marketing Management and Sales 2019;1(2):118-123. 

12. Tien NH. Knowledge Management in Strategic Allian-
ces and Foreign Joint Ventures. Proceedings of 

http://www.humanresourcejournal.com/


International Journal of Research in Human Resource Management http://www.humanresourcejournal.com  

~ 76 ~ 

University Scientific Conference of: Young Lecturers 
and MBA Students. Faculty of Economics, TDM 
University. Binh Duong 2018, 141-149.  

13. Tien NH, Phu PP, Chi DTP. The role of international 
marketing in international business strategy, 
International Journal of Research in Marketing 
Management and Sales 2019;1(2):134-138. 

14. Tien NH, Vu NT, Dung HT, Duc LDM. Determinants 
of real estate bubble in Vietnam, International Journal 
of Research Finance and Management 2019;2(2):75-80.  

15. Tien NH, Vu NT, Tien NV. The role of brand and 
brand management in creating business value case of 
Coca-Cola Vietnam, International Journal of Research 
in Marketing Management and Sales 2019;1(2):57-62.  

16. Tien NH, Bien BX, Tien NV. 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.  

17. Tien NH, Dung HT, Tien NV. Branding building for 
Vietnam tourism industry reality and solutions, 
International Journal of Research in Marketing 
Management and Sales 2019;1(2):63-68.  

18. Tien NH, Anh DBH. Japanese Innovation Policy and 
Development of High Quality Human Resource – 
Experiences for Vietnam. Proceedings of International 
Scientific Conference in Economics and Business 
(ICYREB) on: National Entrepreneurship and Inno-
vation. Hanoi, 30 October 2018, Academy of Finance 
in partnership with IPAG Business Institute (France), 
York University (Canada) and Waikato University 
(New Zealand) 2018, 108-114.  

19. Tien NH, Anh DB H. Global Strategic Marketing 
Management. Ementon Publisher, Warsaw 2017. 

20. Tien NH, Anh DBH. Comparative analysis of the 
process of economic integration of EU and ASEAN, 
International Journal of Commerce and Management 
Research 2019;5(3):96-99.  

21. Tien NH. Application of CRM in Agricultural Manage-
ment. Proceedings of National Scientific Conference 
on: Development of High-tech Agriculture in the 
Highlands in the Context of Regional Linkage and 
International Integration. April 2019, Institute of Social 
Science in Central Region, Vietnam Academy of Social 
Science 2019, 216-223.  

22. Tien NH, Nhi DTY, Chi DTP. CRM Application in 
Agricultural Management in the Mekong Delta. 
International Journal of Multidisciplinary Research and 
Development 2019;6(10):123-126. 

23. Tien NH. CRM Application in Managing Hotel, Re-
staurant and Tourism Services in Vietnam. International 
Journal of Research in Management 2019;1(1):14-17. 

24. Tien NH. CRM Application in Customer Service Ma-
nagement at Big 4 Banks in Vietnam. International 
Journal of Research in Management 2019;1(1):9-13. 

25. Tien NH, Anh DBH, Ngoc NM, Nhi DTY. Sustainable 
Social Entrepreneurship in Vietnam. International 
Journal of Entrepreneurship 2019;23(3):1-12. 

26. Tien NH. Human Resource Management. VHU 
Publisher, Ho Chi Minh City, Vietnam 2020. 

27. Tien NH. Strategic International Human Resource 
Management. Ementon Publisher, Warsaw, Poland 
2017. 

28. Tien NH. Responsible and Sustainable Business. Eliva 
Press, Chisinau, Moldova 2020. 

29. Tien NH, Anh DBH, Thuc TD. Global Supply Chain 
and Logistics Management, Academic Publications, 
Dehli, India 2019. 

30. Tien NH, Thao VTT, Hung Anh DB. Sustainability 
issues in social model of corporate social responsibility. 
Theoretical analysis and practical implications, Journal 
of Advanced Research in Management 2019, 19(1). 

31. Tien NH. Green Entrepreneurship Understanding in 
Vietnam. International Journal of Entrepreneurship 
2020, 24(2). 

32. Tien NH, Minh HTT, Ngoc NM, Nhan VK. Family 
business in Vietnam and in Poland: Review of 
characteristics and trend of development, Journal of 
Southwest Jiaotong University 2020;54(6):1-19. 

33. Duc LDM, Thuy HTX, Yen NTH, Tien NH. Corporate 
Social Responsibility and Corporate Financial 
Performance Case of Listed Vietnamese Companies, 
Zeszyty Naukowe Politechniki Częstochowskiej. 
Zarządzanie 2018;32:251-265. 

34. Tien NH. International Economics, Business and 
Management Strategy, Academic Publications, Dehli, 
India 2019. 

35. Tien NH. Principles of Management. Financial 
Publisher. Ho Chi Minh City 2020. 

36. Tien NH, Minh HTT, Duc LDM, Mai NP. Enhancing 
Sustainability in the Contemporary Model of CSR: a 
Case of Fast Fashion Industry in Developing Countries. 
Social Responsibility Journal 2020. 

37. Tien NH, Viet PQ, Duc NM, Tam VT. Sustainability of 
Tourism Development in Vietnam’s Coastal Provinces. 
World Review of Entrepreneuship Management and 
Sustainable Development 2020. 

38. Tien NH. Leadership in Social Responsible Entreprises. 
Ementon Publisher, Warsaw 2015. 

39. Tien NH, Anh DBH, Ngoc NM. Corporate Financial 
Performance due to Sustainable Development in 
Vietnam. Corporate Social Responsibility and 
Environmental Management 2019;27(2):1-12. 

40. Tien NH, Anh DBH. Gaining competitive advantage 
from CSR policy change: case of foreign corporations 
in Vietnam, Polish Journal of Management Studies 
2018;18(1):403-417. 

41. Tien NH. Change Management in a Modern Economy. 
Modelling Approach. PTM Publisher, Warsaw 2012. 

42. Tien NH. Competitiveness of Enterprises in a 
Knowledge Based Economy. PTM Publisher, Warsaw 
2012. 

43. Tien NH. Competitiveness of Vietnam’s Economy. 
Modeling Analysis. PTM Publisher, Warsaw 2013. 

44. Tien NH, Thai TM, Hau TH, Vinh PT, Long NVT. 
Solutions for Tuyen Quang and Binh Phuoc Tourism 
Industry Sustainable Development. Comparative 
Analysis. International Journal of Research in 
Marketing Management and Sales 2020;2(1):101-107. 

45. Tien NH, Hung NT, Vu NT, Bien BX. Risks of 
Vietnamese Enterprises in Trade Relations with China. 
International Journal of Research in Finance and 
Management 2020;3(1):1-6. 

46. Tien NH, Anh DBH. Trade Freedom and Protectionism 
of Leading Economies in Global Trade System, 
International Journal of Commerce and Management 
Research 2019;5(3):100-103. 

47. Tien NH. Develop Leadership Competencies and 
Qualities in Socially Responsible Businesses – Reality 

http://www.humanresourcejournal.com/


International Journal of Research in Human Resource Management http://www.humanresourcejournal.com  

~ 77 ~ 

in Vietnam, International Journal of Research in 
Management 2019;1(1):1-4. 

48. Tien NH, Ngoc NM. Comparative Analysis of 
Advantages and Disadvantages of the Modes of 
Entrying the International Market, International Journal 
of Advanced Reearch in Engineering and Management 
2019;5(7):29-36. 

49. Tien NH, Ngoc NM. Related and Non-related 
Diversification Strategy of Domestic Business Groups 
in Vietnam, International Journal of Advanced Reearch 
in Engineering and Management 2019;5(7):12-17. 

50. Tien NH. Challenges and opportunities for enterprises 
in the world of the 4th industrial revolution, 
Proceedings of national scientific conference on Ac-
counting, Auditing and Vietnam Economy in the Face 
of 4.0 Industrial Revolution, November 2017, Quy 
Nhon University, Quy Nhon, Binh Dinh province 2017, 
441-445. 

51. Tien NH, Dung NTH, Trang TTT, Hien VT, Phuong 
BTN. Factor Affecting Tourists’ Return Intention. A 
Case of Binh Quoi Village in Ho Chi Minh City. 
Journal of archeology of egypt / egyptology 
2021;18(9):493-507. 

52. Ngoc PB, Tien NH, Trang TTT. Current Path to 
Community Based Sustainable Tourism Development 
of Khanh Hoa Province in Vietnam. Journal of 
archeology of egypt / egyptology 2021;18(9):508-525. 

53. Ngoc NM, Tien NH. Branding Strategy for Gamuda 
Land Real Estate Developer in Ho Chi Minh City 
Vietnam. Celadon City Project. Psychology and 
education 2021;58(5):3308-3316. 

54. Ngoc NM, Tien NH, Thu TH. The Impact of Financial 
Structure on Financial Performance of Logistic Service 
Providers Listed at Ho Chi Minh City Stock Exchange. 
Journal of archeology of egypt/egyptology 
2021;18(2):688-719. 

55. Ngoc NM, Tien NH, Chau PB, Khuyen TL. The Impact 
of Financial Structure on Business Performance of Real 
Estate Enterprises Listed at Ho Chi Minh City Stock 
Exchange. Journal of archeology of egypt/egyptology 
2021;18(8):92-119. 

56. Tien NH, Giao NQ, Trang TTT, Mai NP. Sustainability 
Issues in the Development of Higher Education 
Industry. Hong kong journal of social sciences, Spring/ 
Summer 2021;57:79-90. 

57. Tien NH, Anh DBH, Duc LDM, Trang TTT, Ngoc PB. 
Subjective Well-Being in Tourism Research. 
Psychology and education 2021;58(5):3317-3325. 

58. Tien NH, Dung NTH, Trang TTT, Ngoc PB. Assessing 
Customer Satisfaction for Can Gio Tourist Destination 
in Ho Chi Minh City. Journal of archeology of 
egypt/egyptology 2021;18(14):249-268. 

59. Tien NH, Diem DL, Trang TTT, Ngoc PB. 
Development of Tourism in South Central Coastal 
Provinces of Vietnam. Journal of archeology of egypt/ 
egyptology 2021;18(8):1408-1427. 

60. Tien NH, Minh HTT, Diep NH, Vu LH, Hai DT, Thuan 
TTH. ASEAN and China in Vietnam’s International 
Relations in the Region. Journal of archeology of egypt/ 
egyptology 2021;18(8):2661-2680. 

61. Tien NH, Minh HTT, Diep NH, Vu LH, Hai DT, Thuan 
TTH. China and USA in Vietnam’s International 
Relations in the Region. Journal of archeology of egypt/ 
egyptology 2021;18(8):2681-2710. 

62. Tien NH, Anh DBH, Ngoc PB, Trang TTT, Minh HTT. 
Brand Building and Development for the Group of 
Asian International Education in Vietnam. Psychology 
and education 2021;58(5):3297-3307. 

63. Tien NH. Develop Leadership Competencies and 
Qualities in Socially Responsible Businesses – Reality 
in Vietnam. International journal of research in 
management 2019;1(1):01-04. 

64. Tien NH. Solutions for Sustainable Development of 
Binh Duong Tourism. Proceedings of University Scien-
tific Conference on: “Binh Duong Tourism, Enhancing 
Competitiveness towards Sustainable Development. 
Binh Duong Department of Culture, Sport and Tourism 
2018, 55-67. 

65. Tien NH. Hanoi Culture of Cuisine as Factor Attracting 
Tourists to Vietnam. Proceedings of University 
Scientific Conference on: Values of Gastronomic 
Culture in Tourist Activities. Faculty of Social Science 
and Humanities, Department of Culture and Tourism. 
21 May 2018, Tien Giang University 2018, 101-105. 

66. Tien NH. Sustainable Development of Higher Edu-
cation. A Case of Business Universities in Vietnam. 
Journal of Hunan university natural sciences 
2020;47(12):41-56. 

67. Tien NH. Solutions for Tuyen Quang and Binh Phuoc 
International Tourism Products and Services Develop-
ment. Comparative Analysis. International journal of 
research in marketing management and sales 
2019;2(1):131-137.  

68. Tien NH. Trade Freedom and Protectionism of Leading 
Economies in Global Trade System. International 
journal of commerce and management research 
2019;5(3):100-103.  

69. Tien NH. Comparative Analysis of Advantages and 
Disadvantages of the Modes of Entrying the 
International Market. International Journal of advanced 
research in engineering and management 2019;5(7):29-
36. 

70. Tien NH. Related and Non-related Diversification 
Strategy of Domestic Business Groups in Vietnam. 
International journal of advanced research in engi-
neering and management 2019;5(7):12-17. 

71. Tien NH. Social Entrepreneurship and Corporate 
Sustainable Development. Evidence from Vietnam. 
Cogent business and management, Taylor and Francis 
Publisher 2020;7(1):1-17.  

72. Tien NH. Staff Motivation Policy of Foreign Com-
panies in Vietnam. International journal of financial 
management and economics 2020;3(1):1-4. 

73. Tien NH. Working Environment and Labor Efficiency 
of State Owned Enterprises and Foreign Corporations 
in Vietnam. International journal of financial 
management and economics 2019;2(2):64-67. 

74. Tien NH. International Distribution Policy – Com-
parative Case Study of Samsung and Apple. 
International journal of research in marketing mana-
gement and sales 2019;1(2):24-27. 

75. Tien NH. Sustainability of Coastal Tourism Develop-
ment: Comparative Analysis of Vietnam’s Northern and 
Souththern Provinces. Journal of southwest jiaotong 
university 2021;55(6):1-19. 

76. Tien NH. Knowledge Management in the Context of 
Industrial Revolution 4.0. International journal of 
commerce and economics 2020;2(1):39-44. 

http://www.humanresourcejournal.com/


International Journal of Research in Human Resource Management http://www.humanresourcejournal.com  

~ 78 ~ 

77. Tam BQ, Tien NH, Diem PT, Duc PM, Dung HT, Dat 
NV, Nhan VK. The Strategic Customer Relationship 
Management at CoopMart in Vietnam. International 
journal multidisciplinary research and growth 
evaluation 2021;2(4):794-801. 

78. Tien NH, Diem PT, Vu NT, Nhan VK, Bien BX, Hung 
NT et al. The Strategy of CRM System Development at 
Mega Market Vietnam. International journal multidis-
ciplinary research and growth evaluation 
2021;2(4):802-806. 

79. Tien NH, Diem PT, Vu NT, Bien BX, Anh VT, Dat NV 
et al. The Development Process of CRM System at 
VinMart in Vietnam. International journal multidiscip-
linary research and growth evaluation 2021;2(4):728-
736. 

80. Tam BQ, Tien NH, Diem PT, On PV, Anh VT, Dat NV 
et al. The History of Development of CRM System at 
AEON Vietnam. International journal multidisciplinary 
research and growth evaluation 2021;2(4):737-743. 

81. Tien NH, Diem PT, Vu NT, Dung HT, Bien BX, Duc 
PM et al. Customer Care and Customer Relationship 
Maintenance at Ministop, FamilyMart and CoopSmile 
in Vietnam. International journal multidisciplinary 
research and growth evaluation 2021;2(4):744-751. 

82. Tam BQ, Tien NH, Diem PT, On PV, Anh VT, Dat NV 
et al. The Formation and Development of CRM System 
at Thien Hoa Electronics Supermarket in Vietnam. 
International journal multidisciplinary research and 
growth evaluation 2021;2(4):752-760. 

83. Tien NH, Diem PT, Vu NT, Dung HT, Dat NV, Duc 
PM et al. The Process of CRM System Implementation 
at Dien May Xanh in Vietnam. International journal 
multidisciplinary research and growth evaluation 
2021;2(4):761-768. 

84. Tien NH, Diem PT, Vu NT, Vang VT, Hung NT, Anh 
VT et al. Comparative Analysis of Business Envi-
ronment in Binh Duong, Dong Nai and Ba Ria Vung 
Tau of Vietnam Using EFE Matrix. International jour-
nal multidisciplinary research and growth evaluation 
2021;2(4):769-778. 

 

http://www.humanresourcejournal.com/

