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Abstract 

Poor customer service can make or break expectations on 

business performance. Therefore, the improvement of 

management and customer care has become an issue that is 

increasingly concerned and focused by businesses. 

Improving management and customer service not only helps 

businesses avoid losing a large number of customers, but 

can serve customers better, improving the reputation of the 

business with customers. It can be said that management and 

customer care is a matter of vital significance, an important 

factor determining the existence and development of each 

business. Customer care activities play a very important role 

at Techcombank, this is a long-term and sustainable 

development strategy. Therefore, the issue of learning about 

the status of customer care and improving customer care 

activities at Techcombank has a very important and 

necessary role in that context, the topic: "operational 

organization" customer care at Techcombank" is very 

necessary, meaningful in both theory and practice. 
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1. Introduction 

Today, in the trend of globalization and economic integration, which has changed the business environment of enterprises, the 

competition is getting stronger and stronger not only at the national level but also in the region and in the world. Especially, for 

the trade and service industries, not only must ensure the standards of service quality, but also the quality of service is 

increasingly demanding. All these have created many opportunities and challenges for the commercial banking industry, as 

many banks choose the solution to attract as many customers to use the service but forget to retain existing customers. of 

commercial banks in general and Techcombank in particular. 

Techcombank mainly focuses on capital mobilization, with individual customers, without many customer data sources such as 

super-branch group and multi-branch. Therefore, capital mobilization is a vital activity of Techcombank. Banks want to exist 

and develop, the quality of capital mobilization activities must be improved, in order to do this, improving customer 

satisfaction must be a top priority. helping techcombank achieve its goal of retaining old customers and developing new 

customers. 

Vietnam Technological and Commercial Joint Stock Bank is present in the Vietnamese market stretching from north to south. 

Although there are many branches and transaction offices, Techcombank still considers transaction offices and branches of 

other banks as an obstacle for Techcombank when the bank's deposit interest rates are really not competitive with other banks. 

other commercial banks. 

Therefore, what can make the difference for Techcombank is the quality of the bank's services, the key is to improve customer 

satisfaction, making every customer become a loyal customer of the bank. Techcombank. 

So how to give customers the best satisfaction, how to retain old customers and attract new customers to deposit money at the 

bank is the problem that banks try to do with all his abilities. Therefore, studying the level of customer satisfaction for the bank 

is an important job that must be performed regularly and continuously to be able to promptly meet their needs. From there, we 

can serve customers better, improve customer care so that they are always satisfied when using the bank's products and 

services - especially transaction activities at the bank. row. 

The objective of the study is to evaluate the organization of customer service activities at Techcombank about transaction 

services at Vietnam Technological and Commercial Joint Stock Commercial Bank, thereby improving customer satisfaction 

and contributing to improving operational efficiency. of Techcombank. Systematize a number of theories on the organization 

of customer service activities at Techcombank of individual customers at commercial banks, measure and evaluate the level of 

customer satisfaction with service quality. 
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2. Theoretical basis 

Customer care (customer care) is a competitive strategic 

activity of an enterprise to approach and keep customers 

with both reason and emotion. Investment in customer care 

is not an ordinary expense, but a long-term, strategic 

investment. External customer care is closely related to 

internal customer care. Customer service is not only polite 

and friendly attitude when dealing with customers. 

Customer care is also not only the work of employees who 

have direct contact with customers, but customer care must 

be performed on all aspects of products and services 

provided to customers. Like Marketing, customer care 

activities also come from practice, through the process of 

summarizing practical experience and generalizing into 

theory. 

In the most general sense, customer care (or customer 

service) is all that is necessary for a business to do to satisfy 

the needs and expectations of its customers, that is, to serve 

customers. the way they expect to be served and do what is 

necessary to keep the customers they have.  

The purpose of customer care is to satisfy existing 

customers by serving them the way they want, creating 

close, long-lasting relationships and showing the 

professionalism of the company. performing customer care 

in order to enjoy satisfying customer needs, benefits when 

using the product, price, product quality or enjoying 

accompanying services when using the product. Satisfaction 

with the product will greatly influence the decision to 

purchase behavior later. Customers today are demanding 

people who want to be treated with kindness, respect and 

hear sincere thanks. The things that customers need to ask 

when buying products and services is service quality. 

Therefore, the customer care system will follow a dedicated 

and professional process that is becoming more and more 

important and necessary for businesses. Thus, in addition to 

the price competition, the quality of businesses must also 

pay attention to providing customer services, doing good 

customer care to get more loyal and stable customers. . 

The characteristics of the banking business affect customer 

care. Banking is a service industry with intangible products. 

The banking industry requires high-quality human 

resources. Banking business requires high application of 

information technology. In the banking industry, service 

warranty has its own characteristics and has not been widely 

applied. 

Basic content of customer care work at banks: Building and 

managing customer information systems. Promulgate 

regulations on customer care of the Bank. There are 3 

factors affecting customer care in the Bank, which are the 

group of factors on products and service prices, the group of 

convenience factors and the group of human factors. Good 

customer care will bring the Bank many benefits as follows: 

Firstly, customer care helps create customer loyalty. Second, 

customer care is the most effective sales promotion tool. 

Third, good customer care helps the Bank improve its image 

and enhance its competitiveness with competitors. At the 

same time, increase productivity and revenue, market share 

and profit in business activities. Fourth, customer care helps 

the Bank increase the benefits from the Bank's staff. 

The role of customer care contributes to attracting potential 

customers, Studies have shown that a satisfied customer will 

speak well to others, an unsatisfied customer will speak 

badly to others or more, because people tend to complain 

more than praise, in any case, the influence of word of 

mouth is very large and it contributes to deciding the 

number of customers of the business in the future. future. 

Customer care helps businesses retain existing customers 

and create loyal customers: To retain existing customers, 

which means making those customers continue to use 

products and services, businesses are very need to focus on 

activities to take care of loyal customers. 

In order to maintain existing customers, i.e., make those 

customers continue to use products and services, businesses 

need to focus on customer care activities. A repeat customer 

brings many times greater profits to the business than a new 

customer, because the business has to spend less money to 

attract them. 

Therefore, just make customers satisfied, they will stay, take 

care of customers, create an invisible bond, retain 

customers, help businesses build a large number of loyal 

customers. Having loyal customers is an invaluable asset of 

any business, the enterprise will reduce the burden of 

competitive pressure, maintain a certain level of revenue and 

can increase certain revenue and can increase sales with new 

products to them - Customer care helps businesses reduce 

business costs. There are many significant amounts that will 

be reduced if the business does a good job of taking care of 

customers. First of all, the cost of finding new customers, 

besides, businesses also avoid the costs of handling and 

overcoming the consequences caused by unsatisfied 

customers, sometimes this cost is not really predictable. 

Good products improve competitiveness. The development 

of science and technology allows businesses to provide 

products and services with the desired quality. In terms of 

price and quality, people give way to competition in terms 

of customer service, businesses that take good care of them 

will have more loyal and stable customers. Customer care 

creates motivation in corporate staff Good customer care 

helps businesses grow, people have stable jobs, high 

incomes. The higher the income level, the more 

opportunities to develop yourself and your career, the 

solidarity and action coordination is better and more 

effective. Thus, customer care activities have an extremely 

important role in the sales activities of a company because it 

has the ability to greatly affect the company's sales. By 

performing attentive customer care activities and being able 

to meet the needs and wishes of customers, the company can 

have a good image in the hearts of customers, thereby 

tightening the relationship. between customers and the 

company makes customers close to the company. 

responsibility for the company's products and become loyal 

customers who always trust and use the company's products. 

Service quality is a term that has appeared for a long time 

and is studied by many scholars around the world. Service 

quality is the gap between customers' expectations about the 

benefits that the service will bring to them and their 

perception and perception of the results they get after using 

the service (Parasuraman) et al., 1985; Zeithaml, 1988). 

Parasuraman et al. (1991) explain that in order to know 

customers' expectations, it is best to identify and understand 

their expectations. It is necessary to develop a system that 

defines customer expectations, which helps to develop an 

effective service quality strategy. In the study of Zeithaml 

and Gilly (1987), service quality is the customer's 

assessment of the superiority and overall excellence of an 

entity. It is a form of attitude and consequences resulting 

from a comparison between what is expected and perceived 

as received. Service quality is determined by many different 
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factors, but it is part of the determinants of customer 

satisfaction (Parasuraman et al., 1988; Parasuraman et al., 

1985). Cronin Jr et al (1992) also tested this relationship and 

concluded that perceived service quality leads to customer 

satisfaction. Service quality is an antecedent for customer 

satisfaction and a factor affecting satisfaction (Cronin Jr et 

al., 1992). 

 

3. Research method 

Thesis using the method of document analysis includes: 

(1) qualitative research 

(2) quantitative research 

Qualitative research is conducted through group discussion 

techniques to find out the problems related to the research 

topic and identify the problem to be solved. Documents, 

articles, newspapers and scientific documents related to the 

issue of "role in customer service activities at 

Techcombank" are secondary data, the method of secondary 

data collection, this method is based on available sources, so 

it is difficult to assess the accuracy and reliability of the 

source. Secondary data has been studied for other purposes 

and may not be suitable for the topic, the key to classify the 

data, the variables, and the units of measurement may be 

different, so when applying this method, it requires 

calculation. Specific means being clear, relevant to the 

research objective, data accuracy, and topical. And the 

method of comparison and contrast to find the most accurate 

documents on the research problem as well as reliable 

sources of information from the internet. Scientific works at 

home and abroad also contribute significantly to the 

discovery and formation of observed variables. And 

qualitative research in "group of factors about products and 

service prices, group of convenience factors and group of 

human factors" is based on documents and research sources 

of qualitative method to be able to stated that customers play 

an increasingly important role in the development of 

businesses, so when taking good care of customers, banks 

will attract more customers as well as retain existing 

customers for wide market share and Techcombank is no 

exception. 

In addition, there is also a method of analysis and synthesis, 

which is to analyze, first of all, to divide the whole of the 

research object into parts, aspects, and simpler constituent 

elements for research and discovery. out each attribute and 

nature of each of those elements, and thereby help us 

understand the object of study more coherently, understand 

the complex general from those partial elements. 

Classification and systematization are two methods that go 

hand in hand. There is an element of systematization in the 

classification. Systematization must be based on 

classification and systematization makes the classification 

more reasonable and accurate. To be able to race out "the 

general meaning of customer care (or customer service) is 

all that is necessary for a business to do to satisfy the needs 

and expectations of customers, that is to serve customers the 

way they want to be served and do what is necessary to keep 

the customers they already have” and analyze “the way for 

Techcombank to let customers feel and care about the 

customer service culture perfect and different products” has 

the first step, respect and listen to suggestions, the second is 

to focus on customer service, forming a distinct service 

culture at Techcombank, the third is statistics and 

implementation of new programs through collecting 

customer opinions. A bank wants to attract customers to 

improve products and services, the bank must also care 

about customers. Customers play an increasingly important 

role in the development of the business, so when taking 

good care of customers, banks will attract more customers 

as well as retain existing customers, making market share 

stronger. extend. To be able to conclude that “in addition to 

the lack of problems in providing quality customer service, 

banks also have ways in which customer service is 

appreciated by customers”. 

Theoretical research usually starts from analyzing 

documents to find out the structure and development trends 

of the theory. From theoretical analysis, it is necessary to 

synthesize them to build a system of concepts and categories 

to form a new scientific theory to synthesize "Techcombank 

is proud to bring the journey of experience and valuable 

values." great value for customers. After support programs, 

closely linked to the interests of customers, the number of 

transactions at Techcombank, including individual 

customers, has increased by 20 times over the past 3 years, 

which means that customers have changed greatly. ways to 

use money. And it is Techcombank's success with 0 dong E-

Banking that has attracted many other banks to follow, and 

has the effect of reducing costs for people and businesses." 

 

4. Research results and discussion 

4.1 Research results 

If a business wants to survive and grow, the prerequisite is 

to make customers happy. Currently, the banking and 

finance industry is developing strongly thanks to the 

increasing needs of people. A bank wants to attract 

customers to improve products and services, the bank must 

also care about customers. Customers play an increasingly 

important role in the development of the business, so when 

taking good care of customers, banks will attract more 

customers as well as retain existing customers, making 

market share stronger. extend. And Techcombank is no 

exception. 

Customer care at Techcombank includes all activities of 

serving, consulting, taking care of and supporting current 

customers and customers who have not used services at the 

enterprise. 

In customer care, employees in contact with customers, play 

a very important role in the process of creating quality. 

However, employees are not always able to complete tasks 

according to set standards. Old advertising media and 

information affect customers' expectations about service 

quality. Promises in promotions can increase customer 

expectations but also reduce the perceived quality of 

customers when they are not delivered as advertised. 

Techcombank always aims at all customers, creating loyal 

customers for businesses (individual and priority customers) 

and attracting new customers in the future. 

One of the things that customers are always interested in the 

most is that the fees for using the bank's services and the 

withdrawal fees of Techcombank are not necessarily the 

cheapest in the market, with ordinary personal cards used by 

customers. In the country, if you withdraw at the ATMs of 

the city where you make the card, there will be no fee, in 

other cities it will be 2,200 VND / time, with a visa debit 

card, the fee is 1,100 VND / time, one level Pretty cheap 

fees for withdrawals. But compared to other banks, 

Techcombank is always preferred because of convenience, 

ease of payment, ... especially enthusiasm in the process of 

preparing, having been using their services. Techcombank 
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employees are always ready to support and take care of their 

customers at any time. For example, You have just been 

swallowed by an ATM Techcombank card, or lost your 

ATM card somewhere without knowing it, but at that 

moment the bank is out of business hours. You're just afraid 

someone will pick it up, you're afraid of losing money in 

your account. Don't worry, Techcombank's customer care 

service will help you lock your card account. Not only that, 

the switchboard will provide you with all the necessary 

information when there is a problem, to avoid the fear of 

being taken by crooks. 

In order to continuously improve customer care, 

Techcombank needs to constantly strive to improve the 

above criteria: tangible facilities, reliability, responsiveness, 

empathy. 

Therefore, the way for Techcombank for customers to feel 

and care about the perfect and different customer service 

culture here is: 

First, respect and listen to feedback. from customers. This is 

the top priority of transactions made at Techcombank, if 

there are any comments or complaints from customers, 

employees must listen with respect and receptivity, then the 

consultant will solve them. love details on what customers 

are asking the most speed transparency and clarity. In all 

cases, a calm and cooperative attitude must be maintained in 

the face of customer behavior. After all issues are resolved, 

it is necessary to keep in touch and store note information in 

the system to respond promptly to all customers need to 

create goodwill. Absolutely no uncooperative attitude, 

uncivilized behavior or disrespectful words to customers. 

The second is to focus on customer service, forming a 

distinct service culture at Techcombank. It is the satisfaction 

from customers through transactions at the bank that will 

increase prestige and profit. In addition, focusing on 

activities of taking care of gratitude and giving gifts on 

special occasions, promptly grasping new needs, always 

sharing and ready to serve the needs of customers as quickly 

as possible. 

The third is statistics and implementation of new programs 

through collecting customer opinions. Offer small surveys to 

provide ideas for adjusting and improving services thereby 

creating a culture. Customer service at Techcombank is 

perfect. The fourth is the implementation of training and 

mass system according to customers who have completed 

the service culture with the system spreading in many 

places, there is a careful training cycle on the principle of 

implementing the service culture of the customer. Need 

customers for business? 

In many cases, banks may be aware of customer 

expectations but are not always able to translate these 

expectations into specific quality criteria and deliver them as 

expected to customers. The main cause of this problem is 

the professional ability of the service staff, because they are 

also the people who work directly with customers due to the 

changing service needs. There are times when the demand 

for customer care is so high that the bank cannot meet it in 

time, the customer service staff is unable to provide services 

to customers according to defined criteria. 

Some customers using Visa cards of Vietnam Technological 

and Commercial Joint Stock Bank (Techcombank) reported 

unusually losing money from their Visa card accounts. 

Payment transactions are made on the payment gateway of 

Zalopay. The customer went to work with the bank and was 

asked to carry out a search, expected to have results within 

45 days. At the same time, bank staff advise customers to 

cancel the old card and make a new card to avoid 

information disclosure. 

Responding to information about the incident, Techcombank 

affirmed that the bank always ensures information security 

and system security, and protects the legitimate interests of 

customers is the principle of Techcombank's operations. 

However, through the above incident, it can be seen that the 

security of Techcombank is not very perfect. But from this, 

Techcombank will pay more attention to the security of 

customer information and data more and more tightly, 

avoiding similar cases from happening again. 

With a customer-centric strategy, Techcombank wishes to 

bring customers the best and most satisfying experiences 

from the customer service department of its staff. To do that, 

employee experience plays a very important role, towards 

Techcombank's goal of core cultural values such as effective 

cooperation for common goals, creativity in work and 

personal development. body every day. However, to build a 

customer service culture is not easy, it is necessary to go 

through a process from understanding to surveying 

customers' wishes, then comparing with the current potential 

that Techcombank can meet., where or what requirements 

are best met. 

Techcombank's business management/customer care team is 

well-trained, professional and has been screened over time. 

Has its own customer care system and a free call center for 

customers. 

 

4.2 Discussion 

Customers are Techcombank's invaluable assets, so 

customer satisfaction is an extremely important goal. In 

today's market economy, the competition between banks is 

becoming more and more fierce, not only in service quality 

but also in customer care before and after use is even more 

important. 

Through the above conclusions of Techcombank's research, 

in addition to the lack of problems in providing quality 

customer service, the bank also has ways in which customer 

service is highly appreciated by customers. 

With the desire to best meet the needs of customers, 

Techcombank has implemented 2 e-banking programs of 0 

VND and 1% Cashback that Techcombank implemented to 

meet the needs and motivate customers. customers use g 

more than e-banking services. This program is free for all e-

banking transactions as well as active SMS fees, money 

transfer fees to other banks (from September 2016 for 

customers and implementation till date). 

In addition, before 2021, Techcombank's call center has also 

implemented 12 customer support services and received 

many positive feedbacks: 

▪ Handling swallowed Debit cards 

▪ Check domestic debit card 

▪ Check your credit card 

▪ Temporarily lock credit card 

▪ Temporarily block debit card 

▪ Permanently lock your credit card 

▪ Permanently lock your debit card 

▪ Reset debit card PIN 

▪ Reset credit card PIN 

▪ FIB/FMP user lock 

▪ Lock internet payment feature 

▪ Investigate and complain about money transfer through 

FIB 
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As part of the multi-channel development plan that 

integrates transaction receipt and processing, Techcombank 

hopes that additional services can bring a convenient 

experience and help customers not only save more time 

when receiving online support. remote communication 

instead of going to branches/transaction offices: 

▪ Ensure safe and accurate transactions 

▪ Customer's requests are handled quickly and promptly 

by a team of professional operators 

▪ Totally free support service 

▪ The call center operates 24/7, even during public 

holidays. 

Coming to Techcombank, customers will enjoy: a separate, 

luxurious transaction space, and unprecedented privacy. 

Customers will not have to wait every time they come 

transactions with banks because now there are separate 

reception areas, separate customers or separate service 

counters for Priority customers only. 

▪ With modern, luxurious and comfortable design, 

customers can completely relax, enjoy music, read 

books, surf the web while transactions are made at 

Priority areas. 

▪ With priority and privacy, customers absolutely do not 

need to take numbers and order to be transacted thanks 

to Priority counters. 

▪ Saving time and spending hours waiting for a 

transaction is no longer a concern of customers. 

▪ Consulting services, transaction support at home will 

help you save time in the maximum way. Priority line 

24/7 is always ready to support you anytime, anywhere. 

All your transactions are always guaranteed priority and 

transparency. 

Techcombank is proud to bring experience journeys and 

great values to customers. After support programs, closely 

linked to the interests of customers, the number of 

transactions at Techcombank, including individual 

customers, has increased by 20 times over the past 3 years, 

which means that customers have changed greatly. how to 

use money. And it is Techcombank's success with 0 dong E-

Banking that has attracted many other banks to follow, and 

has the effect of reducing costs for people and businesses. 

 

5. Conclusion and recommendations 

Customer care has always played a very important role in 

the banking sector. Especially for Techcombank, taking care 

of customers is a long-term and sustainable development 

strategy. For Techcombank, learning about the status of 

customer care and improving customer care activities at the 

bank is extremely important and necessary. In that context, 

the topic: "Organizing customer care activities at 

Techcombank" is very necessary and meaningful in both 

theory and practice. 

The results from multiple reports show that the Covid-19 

pandemic has affected the banking sector. This includes 

both positive and negative effects. Banks must adjust their 

customer care policies to attract more loyal and potential 

customers in a time when the world economy is being 

heavily affected by the pandemic. In today's fiercely 

competitive market, for a bank, making an impression on 

customers' minds not only needs good products but also has 

to go hand in hand with focusing on customer service. 

Building relationships with customers also directly affects 

the bank's competitiveness and development. Therefore, 

Techcombank has taken customers as the focus to improve 

its quality and services. Although it has achieved many 

results, Techcombank's reputation has also been raised to the 

national level, but there are still many limitations. 

From the limitations pointed out from the research results, 

we suggest some recommendations to improve the customer 

service quality of Techcombank as follows: 

Firstly, Techcombank needs to further improve the quality 

of customer information security. The bank needs to 

properly deal with problems arising when customer account 

information is compromised. As the incident of many 

customers having their accounts hacked and losing money, 

Khanh mentioned in the previous section. 

Second, Techcombank needs to collect opinions from 

customers, survey customers' satisfaction with its products 

and services. Thereby adjusting and minimizing the 

difference in customer expectations about the quality of 

services provided by Techcombank. In addition, 

Techcombank needs to have more loyalty programs for 

loyal customers such as giving birthday gifts and 

anniversary gifts. Especially to make customers feel that 

they are taken care of when informing the earliest 

promotions to customers. 

Third, along with the advantages of expenses such as 

withdrawals and account management fees, annual fees, etc., 

there are still customers who reflect the expenses that are 

not as clear as when collecting fees last month. fee 

collection but this month it is double collected including the 

previous month and this month, when it is not collected and 

low transaction costs are sometimes notified to customers 

and sometimes not notified. Therefore, Techcombank needs 

to overcome this situation. Although customer service is 

good, there are still unclear costs that customers wonder 

about. It is necessary to transparently notify and collect fees 

regularly to avoid double collection that leads to customers' 

distrust of the bank's delayed way of working. 

Fourthly, Techcombank is known to be the leading bank in 

applying technology with 0 dong E-Banking which has 

attracted a lot of customers. However, besides that, 

applications still often have problems in getting OTP codes, 

processing delays and interruptions, causing customers to 

lose time and annoy customers. It is necessary to train a staff 

to work professionally and handle errors in updating and 

repairing banking applications in order to bring customers 

quick convenience and save time honestly. most real. 

Fifth, it is necessary to raise the awareness of Techcombank 

officers and employees through recruiting quality personnel, 

organizing continuous training on service quality with 

intensive courses. Apply standards of manners to build the 

most professional and attentive staff image in front of 

customers. 

Sixth, the bank needs to support and accompany customers 

in the context of the Covid-19 pandemic raging with 

programs to reduce interest rates and extend debt; exempt or 

reduce some forms of transaction fee payment. 

 

6. References 

1. Pham Xuan Thuy. Improving customer care at Danang 

Technological and Commercial Joint Stock Bank - Da 

Nang Branch. Master's Thesis Major: Finance – 

Banking, 2013. 

2. Pham Van Phi. Marketing activities at Joint Stock 

Commercial Bank for Foreign Trade of Vietnam. 

Master thesis in business administration, University of 

Economics Ho Chi Minh City, 2012. 

http://www.multiresearchjournal.com/


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

73 

3. Le Dang Tuan. Strategies for human resource 

development at Bank for Agriculture and Rural 

Development in Quang Nam province until 2015. 

Master thesis majoring in business administration. Da 

Nang University, 2010. 

4. Duong Thuy Van. Customer relationship management 

at Vietnam Joint Stock Commercial Bank for 

Investment and Development – Dak Lak Branch. 

Master thesis majoring in banking and finance, 

University of Danang, 2014. 

5. State Council. Ordinance of the State Council No. 37 -

LCT/HDNN8 dated May 23, 1990 on the State Bank of 

Vietnam, 1990. 

6. Cronin Jr, JJ Taylor SA. Measuring service quality: A 

reexamination and extension, The Journal of Marketing, 

1992, 55-68. 

7. Diep Binh, Huy Le. What did Techcombank say about 

the case that customers lost money from Visa cards? 

1992. October 27, 2021. Accessed on November 4, 

2021, from: https://vietnambiz.vn/techcombank-noi-gi-

ve-vu-viec-khach-hang-bi-mat-tien-tu-the-visa-

20211027171738002.htm  

8. Anh DBH, Dung HT, On PV, Tam BQ. Factors 

impacting customer satisfaction at Vietcombank in 

Vietnam. Himalayan Journal of Economics Business 

and Management. 2021; 2(4):98-107. 

9. Anh DBH, Vu NT, Bien BX, Anh VT, Dat NV. Factors 

impacting customer satisfaction at BIDV Bank in 

Vietnam. Himalayan Journal of Economics Business 

and Management. 2021; 2(4):89-97. 

10. Anh DBH, Vu NT On PV, Duc PM, Hung NT, Vang 

VT. Customer service culture at VPBank in Vietnam. 

Himalayan Journal of Economics Business and 

Management. 2021; 2(4):78-88. 

11. Anh DBH, Diem PT, Duc PM, Vu NT, Dung HT, Dat 

NV. Customer service culture at VIB bank in Vietnam. 

Himalayan Journal of Economics Business and 

Management. 2021; 2(4):70-77. 

12. Anh DBH, Diem PT, Vu NT, Dung HT, Bien BX, Anh 

VT, On PV. Customer service culture at TechComBank 

in Vietnam. Himalayan Journal of Economics Business 

and Management. 2021; 2(4):61-69. 

13. Anh DBH. Japanese Innovation Policy and Deve-

lopment of High Quality Human Resource: Experiences 

for Vietnam. 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, 

108-114. 

14. Anh DBH. Global Strategic Marketing Management. 

Ementon Publisher, Warsaw, 2017. 

15. 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. 

16. Anh DBH, Ngoc NM, Nhi DTY. Sustainable Social 

Entrepreneurship in Vietnam. International Journal of 

Entrepreneurship. 2019; 23(3):1-12. 

17. Anh DBH, Thuc TD. Global Supply Chain and 

Logistics Management, Academic Publications, Delhi, 

India, 2019. 

18. 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. 

19. Anh DBH, Ngoc NM. Corporate Financial Performance 

due to Sustainable Development in Vietnam. Corporate 

Social Responsibility and Environmental Management. 

2019; 27(2):1-12. 

20. 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. 

21. Anh DBH, LDM Duc, PB Ngoc. Subjective Well-Being 

in Tourism Research. Psychology and Education. 2021; 

58(5):3317-3325. 

22. 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. 

23. Diem PT, Vu NT, Nhan VK, Vang VT. The Strategy of 

CRM System Development at Mega Market Vietnam. 

International Journal Multidisciplinary Research and 

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

24. Diem PT, Vu NT, Dung HT, Dat NV. The Process of 

CRM System Implementation at Dien May Xanh in 

Vietnam. International Journal Multidisciplinary 

Research and Growth Evaluation. 2021; 2(4):761-768. 

25. Diem PT, Vu NT, Dung HT, Bien BX, Duc PM. 

Customer Care and Customer Relation ship 

Maintenance at Ministop, Family Mart and CoopSmile 

in Vietnam. International Journal Multidisciplinary 

Research and Growth Evaluation. 2021; 2(4):744-751. 

26. Diem DL, Trang TTT, PB Ngoc. Development of 

Tourism in South Central Coastal Provinces of 

Vietnam. Journal of Archeology of Egypt/ Egyptology. 

2021; 18(8):1408-1427. 

27. Diep, LH Vu, DT Hai, TTH Thuan. China and USA in 

Vietnam's International Relations in the Region. Journal 

of Archeology of Egypt/Egyptology. 2021; 18(8):2681-

2710. 

28. Duc, LDM, Thuy, Cooperative, Yen NTH. Corporate 

Social Responsibility and Corporate Financial 

Performance Case of Listed Vietnamese Companies, 

Zeszyty Naukowe Politechniki Częstochowskiej. 

Zarządzanie. 2018; 32:251-265. 

29. 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. 

30. 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. 

31. Dung NTH, Trang TT, Hien VT, Editor Phuong. 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. 

32. Dung NTH, Trang TT, 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. 

http://www.multiresearchjournal.com/
https://vietnambiz.vn/techcombank-noi-gi-ve-vu-viec-khach-hang-bi-mat-tien-tu-the-visa-20211027171738002.htm
https://vietnambiz.vn/techcombank-noi-gi-ve-vu-viec-khach-hang-bi-mat-tien-tu-the-visa-20211027171738002.htm
https://vietnambiz.vn/techcombank-noi-gi-ve-vu-viec-khach-hang-bi-mat-tien-tu-the-visa-20211027171738002.htm
http://scholar.google.com/scholar?cluster=17666315164898979162&hl=en&oi=scholarr
http://scholar.google.com/scholar?cluster=17666315164898979162&hl=en&oi=scholarr
https://yadda.icm.edu.pl/baztech/element/bwmeta1.element.baztech-05cd4fba-0508-467a-89e9-117dd914d15b
https://yadda.icm.edu.pl/baztech/element/bwmeta1.element.baztech-05cd4fba-0508-467a-89e9-117dd914d15b
https://yadda.icm.edu.pl/baztech/element/bwmeta1.element.baztech-05cd4fba-0508-467a-89e9-117dd914d15b


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

74 

33. Giao NQ, Trang TTT, Mai NP. Sustainability Issues in 

the Development of Higher Education Industry. Hong 

Kong Journal of Social Sciences. 2021; 57:79-90. 

34. 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. 

35. 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. 

36. Minh, NH Diep, LH Vu, DT Hai, TTH Thuan. ASEAN 

and China in Vietnam's International Relations in the 

Region. Journal of Archeology of Egypt/ Egyptology. 

2021; 18(8):2661-2680. 

37. Ngoc PB, 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. 

38. 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. 

39. Ngoc NM. 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. 

40. Ngoc NM, TH Thu. 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. 

41. Ngoc NM, PB Chau, TL Khuyen. 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. 

42. Ngoc, TT Trang, HTT Minh. Brand Building and 

Development for the Group of Asian International 

Education in Vietnam. Psychology and Education. 

2021; 58(5):3297-3307. 

43. Ngoc NM. 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. 

44. Ngoc NM. Related and Non-related Diversification 

Strategy of Domestic Business Groups in Vietnam , 

International Journal of Advanced Research in 

Engineering and Management. 2019; 5(7):12-17. 

45. 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. 

46. Phu PP, Chi DTP. The role of international marketing 

in international business strategy. International Journal 

of Research in Marketing Management and Sale. 2019; 

1(2):134-138. 

47. Tam BQ, Diem PT, Duc PM, Dung HT, Dat NV, Nhan 

VK. The Strategic Customer Relationship M anagement 

at CoopMart in Vietnam. International Journal 

Multidisciplinary Research and Growth Evaluation. 

2021; 2(4):794-801. 

48. Tam BQ, Diem PT, On PV, Anh VT, Dat NV. The 

History of Development of CRM System at AEON 

Vietnam. International Journal Multidisciplinary 

Research and Growth Evaluation. 2021; 2(4):737-743. 

49. Tam BQ, Diem PT, On PV, Anh VT, Hung NT. 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. 

50. 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. 

51. 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). 

52. Tien NH. International Economics, Business and 

Management Strategy, Academic Publications, Delhi, 

India, 2019. 

53. Tien NH. Principles of Management. Financial 

Publisher. Ho Chi Minh City, 2020. 

54. Tien NH. Leadership in Social Responsible Enterprises. 

Ementon Publisher, Warsaw, 2015. 

55. Tien NH. Change Management in a Modern Economy. 

Modeling Approach. PTM Publisher, Warsaw, 2012. 

56. Tien NH. Competitivenes of Enterprises in a 

Knowledge Based Economy. PTM Publisher, Warsaw, 

2012. 

57. Tien NH. Competitiveness of Vietnam's Economy. 

Modeling Analysis. PTM Publisher, Warsaw, 2013. 

58. Tien NH. Develop Leadership Competencies and 

Qualities in Socially Responsible Businesses: Reality in 

Vietnam . International Journal of Research in 

Management. 2019; 1(1):1-4. 

59. Tien NH. Challenges and opportunities for enterprises 

in the world of the 4th industrial revolution , 

Proceedings of National Scientific Conference on 

“Accounting, 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. 

60. Tien NH. Develop Leadership Competencies and 

Qualities in Socially Responsible Businesses: Reality in 

Vietnam. International Journal of Research in 

Management. 2019; 1(1):1-4. 

61. Tien NH. Solutions for Sustainable Development of 

Binh Duong Tourism. Proceedings of University 

Science Conference on: “Binh Duong Tourism, 

Enhancing Competitiveness towards Sustainable 

Development”, Binh Duong Department of Culture, 

Sport and Tourism. December 2018, 2018, 55-67. 

62. 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. 

May 21, 2018, Tien Giang University, 2018, 101-105. 

63. Tien NH. Sustainable Development of Higher 

Education: A Case of Business Universities in Vietnam. 

Journal of Hunan University Natural Sciences. 2020; 

47(12):41-56. 

64. Tien NH. Solutions for Tuyen Quang and Binh Phuoc 

International Tourism Products and Services 

Development: Comparative Analysis. International 

http://www.multiresearchjournal.com/
https://www.researchgate.net/profile/Nguyen_Tien33/publication/338752847_Risks_of_Vietnamese_enterprises_in_trade_relations_with_China/links/5e2890baa6fdcc70a1435553/Risks-of-Vietnamese-enterprises-in-trade-relations-with-China.pdf
https://www.researchgate.net/profile/Nguyen_Tien33/publication/338752847_Risks_of_Vietnamese_enterprises_in_trade_relations_with_China/links/5e2890baa6fdcc70a1435553/Risks-of-Vietnamese-enterprises-in-trade-relations-with-China.pdf
javascript:void(0)
javascript:void(0)
javascript:void(0)
https://www.researchgate.net/profile/Nguyen_Tien33/publication/338719711_Comparative_Analysis_of_Advantages_and_Disadvantages_of_the_Modes_of_Entrying_the_International_Market/links/5fc4d36992851c933f77d6bd/Comparative-Analysis-of-Advantages-and-Disadvantages-of-the-Modes-of-Entrying-the-International-Market.pdf
https://www.researchgate.net/profile/Nguyen_Tien33/publication/338719711_Comparative_Analysis_of_Advantages_and_Disadvantages_of_the_Modes_of_Entrying_the_International_Market/links/5fc4d36992851c933f77d6bd/Comparative-Analysis-of-Advantages-and-Disadvantages-of-the-Modes-of-Entrying-the-International-Market.pdf
https://www.researchgate.net/profile/Nguyen_Tien33/publication/338719711_Comparative_Analysis_of_Advantages_and_Disadvantages_of_the_Modes_of_Entrying_the_International_Market/links/5fc4d36992851c933f77d6bd/Comparative-Analysis-of-Advantages-and-Disadvantages-of-the-Modes-of-Entrying-the-International-Market.pdf
https://www.researchgate.net/profile/Nguyen_Tien33/publication/338719842_Related_and_Non-Related_Diversification_Strategy_of_Domestic_Business_Groups_in_Vietnam/links/5fabcd19299bf18c5b64d8a4/Related-and-Non-Related-Diversification-Strategy-of-Domestic-Business-Groups-in-Vietnam.pdf
https://www.researchgate.net/profile/Nguyen_Tien33/publication/338719842_Related_and_Non-Related_Diversification_Strategy_of_Domestic_Business_Groups_in_Vietnam/links/5fabcd19299bf18c5b64d8a4/Related-and-Non-Related-Diversification-Strategy-of-Domestic-Business-Groups-in-Vietnam.pdf
http://www.academia.edu/download/63438085/1-2-21-65920200526-36055-o3ak14.pdf
http://www.academia.edu/download/63438085/1-2-21-65920200526-36055-o3ak14.pdf
http://www.academia.edu/download/63438085/1-2-21-65920200526-36055-o3ak14.pdf
javascript:void(0)
javascript:void(0)
javascript:void(0)
http://scholar.google.com/scholar?cluster=14960225560590700177&hl=en&oi=scholarr
http://scholar.google.com/scholar?cluster=14960225560590700177&hl=en&oi=scholarr
http://scholar.google.com/scholar?cluster=14960225560590700177&hl=en&oi=scholarr
http://scholar.google.com/scholar?cluster=15974538937434681511&hl=en&oi=scholarr
http://scholar.google.com/scholar?cluster=15974538937434681511&hl=en&oi=scholarr


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

75 

Journal of Research in Marketing Management and 

Sales. 2019; 2(1):131-137. 

65. Tien NH. Trade Freedom and Protectionism of Lea ding 

Economies in Global Trade System. International 

Journal of Commerce and Management Research. 2019; 

5(3):100-103. 

66. 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. 

67. Tien NH. Related and Non-related Diversification 

Strategy of Domestic Business Groups in Vietnam. 

International Journal of Advanced Research in 

Engineering and Management. 2019; 5(7):12-17. 

68. Tien NH. Social Entrepreneurship and Corporate 

Sustainable Development. Evidence from Vietnam. 

Cogent Business and Management, Taylor and Francis 

Publisher. 2020; 7(1):1-17. 

69. Tien NH. Staff Motivation Policy of Foreign 

Companies in Vietnam. International Journal of 

Financial Management and Economics. 2020; 3(1):1-4. 

70. 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. 

71. Tien NH. International Distribution Policy: 

Comparative Case Study of Samsung and Apple. 

International Journal of Research in Marketing 

Management and Sales. 2019; 1(2):24-27. 

72. Tien NH. Sustainability of Coastal Tourism 

Development: Comparative Analysis of Vietnam's 

Northern and Souththern Provinces. Journal of 

Southwest Jiaotong University. 2021; 55(6):1-19. 

73. Tien NH. Knowledge Management in the Context of 

Industrial Revolution 4.0. International Journal of 

Commerce and Economics. 2020; 2(1):39-44. 

74. Tien NH. Knowledge Management in Strategic 

Alliances and Foreign Joint Ventures. Proceedings of 

University Scientific Conference of: “Young Lecturers 

and MBA Students”, Faculties of Economics, TDM 

University. Binh Duong 15 June 2018, 2018, 141-149.  

75. Tien NH. Application of CRM in Agricultural 

Management. 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 Aca demy 

of Social Science, 2019, 216-223. 

76. 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. 

77. Tien, NH. CRM Application in Customer Service 

Management at Big4 Banks in Vietnam. International 

Journal of Research in Management. 2019; 1(1):9-13. 

78. Tien NH. Human Resource Management. VHU 

Publisher, Ho Chi Minh City, Vietnam, 2020. 

79. Tien NH. Strategic International Human Resource 

Management. Ementon Publisher, Warsaw, Poland, 

2017. 

80. Tien NH. Responsible and Sustainable Business. Eliva 

Press, Chisinau, Moldova, 2020. 

81. Tien NH. Green Entrepreneurship Understanding in 

Vietnam. International Journal of Entrepreneurship. 

2020; 24(2). 

82. Vang VT, Hung NT. Comparative Analysis of Business 

Environment in Binh Duong, Dong Nai and Ba Ria 

Vung Tau of Vietnam Using EFE Matrix. International 

Journal Multidisciplinary Research and Growth 

Evaluation. 2021; 2(4):769-778. 

83. Viet PQ, Duc NM, Tam VT. Sustainability of Tourism 

Development in Vietnam's Coastal Provinces. World 

Review of Entrepreneuship Management and 

Sustainable Development, 2020. 

84. 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. 

85. 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. 

86. Vu NT, Bien BX, Anh VT. The Development Process 

of CRM System at VinMart in Vietnam. International 

Journal Multidisciplinary Research and Growth 

Evaluation. 2021; 2(4):728-736. 

http://www.multiresearchjournal.com/

