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Abstract 

The development of society depends on many factors, these 

factors have complex interrelationships, but the human 

factor always emerges as the leading factor. One of the main 

channels to create high-quality human resources, serving the 

construction and development of the country, is universities. 

Most universities in Vietnam today focus on the main task 

of Education - Training to equip students with knowledge, 

without paying much attention to the brand factor. Because 

there is a traditional view that the university environment is 

an academic environment, so the business factor should not 

be emphasized. However, this view is gradually being 

shaken in the current competitive trend among universities, 

especially in the era when the industrial revolution 4.0 is 

bringing great changes. Because education is also a type of 

"service". Any type of service requires marketing and image 

promotion efforts. Besides the quality factor being placed on 

top, the image marketing factor is increasingly being valued. 

Attracting good students, building brands and names is the 

vital task of universities in Vietnam today, in the context 

that schools are developing according to the self-enrollment 

route, as well as self-financing. main. Currently, in order to 

compete and attract excellent seeds, universities have added 

many training and treatment policies for talented people, 

typically VinUni has spent 3,000 billion just for education. 

talent scholarship. But the problem is how to make those 

compensation policies widely advertised and bring the 

greatest effect to talents is still a difficult problem. In this 

topic, on the basis of research and analysis as well as 

proposing some solutions for the talent attraction strategy 

for Vin University, besides, it is also related to a number of 

universities that have policies to attract talents. effective 

wealth. 
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1. Introduction 

1.1 Research problem overview 

Vingroup Corporation, formerly Technocom Group, was established in 1993 in Ukraine. In the early 2000s, Technocom 

returned to Vietnam, focusing on investment in tourism and real estate with two initial strategic brands, Vinpearl and Vincom. 

In January 2012, Vincom Joint Stock Company and Vinpearl Joint Stock Company merged, officially operating under the 

Group model with the name Vingroup. 

VinUniversity University (VinUni) is an elite, private, not-for-profit university founded by Vingroup with the desire to train 

talents for the future and contribute to the country an excellent university of the highest caliber. world level. Human resources 

are always an important factor in all economic activities of the country because the most valuable and important resource that 

determines the development and prosperity of countries and communities in the world is not the main source of human 

resources. available natural resources but "human resources" with high quality, vision, knowledge and skills. 

Built on the highest standards of research, teaching, employment and international outlook, in the first year of study, 

VinUniversity is not only a place to acquire and transmit valuable valuable knowledge of Vietnam. South and the world, but 

also contribute to bringing knowledge to valuable talents, creating good values, contributing to making the country better and 

better. 

 

1.2 Urgency of the research problem 

Located in the Vinhomes Ocean Park urban complex in Gia Lam, Hanoi, with a total investment of up to 6,500 billion VND 

from Vingroup. In which, 3,500 billion VND is spent on infrastructure construction and 3,000 billion VND is for talent 

scholarships. VinUni University is the heart of Vingroup in the field of education. The birth of VinUni is to continue the 

Vinschool model to create a consistency throughout the training system from preschool to university according to international 

standards. With facilities to the teaching staff, school leaders, VinUni promises to soon become a university with top training 

quality in the world. With modern facilities, international standard teaching quality, the university's tuition fees are relatively
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high. According to information from the school, the tuition 

fee for undergraduate program at VinUni is 35,000 USD, 

graduate program is 40,000 USD. In the Vietnamese market, 

this fee is considered to be high. However, compared to the 

quality of the school's commitment, this fee is worthy and 

still cheaper than the tuition fees of schools in the top 20 Ivy 

League. In addition, VinUni is deploying 3,000 billion to 

provide scholarships and financial support to talented 

students. Therefore, excellent students can completely 

conquer attractive scholarship packages to have the 

opportunity to study at a leading school in Vietnam today. 

But how can talentedly people in the North of the country 

know more about VinUni and enrolling is a very urgent 

matter. With that in mind, our group chose the problem 

"Strategy to attract talents of VinUni in the northern market 

of Vietnam" as the topic of our strategic management essay. 

 

1.3 The significance of the study for management 

practice 

Developed countries around the world are interested in 

investing and supporting the development of world-class 

universities to become centers of elite training, high-level 

research, and promoting innovation and entrepreneurship. 

“International experience shows that elite, world-class 

universities are characterized by three core factors: 

attracting many talents (including lecturers, students, 

researchers); abundant investment resources; modern 

university governance model (academic freedom, culture 

that promotes creativity). 

Accordingly, there are three most important goals that 

world-class universities should aim for: the most "welcome" 

graduates, the development of cutting-edge research, and the 

transfer of students. most powerful technology”. And for 

Vietnamese universities to take off, the issue of attracting 

talented people to study needs to be paid special attention. 

The importance of talent in the process of building and 

developing the country has been affirmed by our forefathers 

since ancient times and summarized through the famous 

saying of a virtuous and talented mandarin of the Le 

Dynasty, that is Than Nhan. Central. This saying is still 

engraved on the first doctor's stele at the Temple of 

Literature - Quoc Tu Giam: "The sage is the nation's vital 

energy, the prosperous principle makes the country strong, 

but the country flourishes; the weak principle makes the 

country weak. but lowly. Therefore, there is no way that the 

holy kings cannot fail to consider the education of talents, 

the selection of scholars, and the cultivation of national 

principles as necessary work." 

VinUni wants to recruit and train many talents, devoting 

their brains and talents to the country, but how to attract 

when the school's promotion problem is still confused and 

passive. Having a methodical strategic management plan 

helps organizations and businesses clearly define their goals 

and directions, map out reasonable paths, and allocate 

resources optimally to ensure they reach their goals. target 

within the allotted time. Understanding the importance of 

strategic management in the company, the purpose of the 

essay is to practice the learned knowledge and apply it in a 

real environment. The research results of the essay can be 

used as a reference in the work of strategic management. 

 

1.4 Objectives of the study 

General objective: Using scientific analysis tools to develop 

a talent attraction strategy for Vin University in the northern 

market of Vietnam in the near future. At the same time, 

propose practical and feasible solutions to implement the 

planned strategic groups. 

 

2. Theoretical basis 

2.1 The concept and tasks of strategic management in 

the company 

Definition: Strategic management is a scientific and artistic 

activity of formulating, implementing and evaluating 

decisions related to management functions that enable an 

organization to achieve its objectives. 

Mission: 

▪ Create a vision 

▪ Set goals 

▪ Strategy development 

▪ Execution and execution of strategies 

▪ Rate and adjust 

 

2.2 Levels of strategic management and strategic 

leadership 

In the company, strategy is divided into 3 levels: 

▪ Corporate-level strategy: Corporate-level strategy 

involves choosing business activities in which business 

units must compete, and the development and 

coordination of units with each other. 

▪ Business Unit Level Strategy: A strategic business unit 

can be a division of an enterprise, a product line or a 

market area, which can be planned independently. 

▪ Functional Level Strategy: The functional level of the 

organization refers to the operational divisions. Strategy 

at this level involves to the business processes of 

business activities and parts of the value chain. Strategy 

across the marketing, finance, human resources, or 

research and development functions aims to develop 

and coordinate the resources through which business 

unit-level strategies are effectively implemented. fruit. 

 

2.3 Stakeholders in strategic management 

Stakeholders: Individuals or groups that influence, and are 

affected by, strategic outcomes, they have a claim to the 

performance of the business. Include: 

External interested parties: 

▪ Customers: potential students, students' parents 

▪ Government 

▪ Local community 

▪ General public 

 

Internal stakeholders: 

▪ Shareholder 

▪ Staff 

▪ Administrators 

▪ Board member 

Stakeholders establish an exchange relationship: Provide the 

entity with significant resources (contributions). Through 

exchange they expect to satisfy their interests. 

 

2.4 Talent attraction and talent attraction policies 

Talent attraction is the use of methods and methods to treat 

and recruit talents, in order to find and "retain" talented 

people, encourage them to cultivate and learn, and then 

bring their own capabilities and talents. dedication to society 

and the country. 

Scholarship policies to attract talents funded by Vin 

University are not for profit, founded by Vingroup 
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Corporation with the desire to train talents for the future and 

contribute to the country an excellent university of class. at 

the same time creating a breakthrough in the quality of 

higher education in Vietnam. 

 

3. Research method 

3.1 Data sources and methods of collection 

The main collection methods used in this thesis include: 

▪ The qualitative method finds out the basic ideological 

contents of the document, finds out the problems related 

to the research topic and identifies the problem to be 

solved. Documents, articles, interviews or scientific 

journals related to the issue of "university's talent 

attraction strategy". 

▪ Quantitative method: "find a way to group signs and 

find cause and effect in groups of objects", based on 

documents and research sources of qualitative method. 

▪ Secondary data collection method, this method is based 

on available sources, so when applying this method, it 

requires specificity, meaning it must be clear, consistent 

with research objectives, accurate. of data and current. 

 

3.2 Research Methods 

▪ The topic uses the method of document analysis mainly, 

research and collect information from scientific 

publications, articles, newsletters of media channels, 

scientific - political journals related to the issue: how to 

make universities attract talent in Vietnam and around 

the world. 

▪ 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. 

Thereby synthesizing a number of methods and policies 

to attract talents. 

 

3.3 Research process 

Find data sources on the internet, newspapers, and 

documents related to the topic "attracting university's 

talents", then synthesize and use the methods of collection 

that have been learned theoretically in class afterwards. 

study the documents that have been compiled and carefully 

screened so that we can highlight the important roles of 

attracting talent and answer the question of how VinUni can 

attract more employees. more talented, and at the same time 

find ways to make scholarship policies easier to reach the 

ears of these potential bright faces. 

 

4. Research results and discussion 

For major universities in the world, the strength of the brand 

has become a matter of survival and development. In the 

world, from big university names like Harvard, Oxford, 

Cambridge to small universities, each school has its own 

communication department. In India, the association of 

universities in this country also established a separate 

Communications and Public Relations Council to help and 

train media officers at universities. If in the past, the 

university door was considered a narrow door for many 

students, but now, with an increasing number of private 

schools, international schools, international cooperation 

departments of universities, students have more choices, 

especially potential students. 

Educational marketing is understood as the process of 

analyzing, orienting and planning to help schools reach 

target customers (here are learners, people related to 

learners, parents or employers) through marketing tools to 

be able to recognize the needs and desires of customers 

before the training period and meet those desired needs. 

Simultaneously, monitor, review, hone and learn from 

experience to have more specific solutions, engage and 

communicate to potential students in the future to achieve 

successful results for the whole school. and enrolled 

students. The process of understanding the needs and desires 

of students because that is the main object of service to 

improve the value of "growing people" as well as the quality 

of future training for the school. Therefore, it is necessary to 

find out the needs of students through the following 

questions: 

▪ Through what tools do students know about the school 

(Internet, introduced by friends and acquaintances, the 

book "Things to know about admissions" published 

every year, newspapers). 

▪ The reason students want to study at the school 

(qualification of lecturers, reputation of the school, 

future assurance, tuition fees, learning environment, 

etc.) 

▪ What needs to be further developed by the school 

(sports activities, library, scholarships, financial aid...) 

In addition, the school pays attention to recognize what are 

the strengths and weaknesses in its training, so that it can 

offer more appropriate and effective remedial solutions in 

training. This is also the factor that solves the desire of any 

recruiting unit. Based on those expectations, it is possible to 

build a set of assessment tools based on the following 

criteria: professional qualifications, practical skills, 

thinking-creativity, ability to work in groups, ability to 

communicate information, moral qualities, bravery - under 

pressure. From these criteria can be taken as raw materials 

to create a marketing strategy including traditional 

marketing tools and online marketing. 

 

Traditional marketing strategy tools - in education and 

training 

▪ Advertising on publications (print ads): are activities to 

introduce information and images of the University in 

newspapers, magazines, specialized books... 

▪ Events: are activities through events, helping students' 

parents and the media to know and remember about 

training programs, courses and also an opportunity for 

schools to meet remove and exchange. 

▪ Phone marketing: is the use of mobile phones to 

communicate information directly to parents. 

▪ Direct mail: is the use of letters through the post office, 

express delivery sent directly to the home or work 

address of the customer. 

▪ Other media such as leaflets or TVC marketing, some 

schools organize a trial program "experience a day as a 

student at X school". 

 

Online marketing strategy tools - in education and 

training 

▪ Keyword advertising (google adwords): Are marketing 

activities through the google search engine, charged 

when someone clicks on that ad. 

▪ E-mail marketing: universities can use email to send 

recommendation letters about training programs and 

courses to potential students. 

▪ Website optimization (Search Engine Optimization): 

make the school website in the top 10 when searching 
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for Google. That will be the plus point of the school's 

reputation in the eyes of candidates. This tool needs a 

long-term strategy but the results are very sustainable. 

▪ Using Social Network (Facebook is mainly): the 

strength is that school images and posts can spread 

information to many people in a short period of time. 

Currently, public schools in Vietnam are also gradually 

moving to develop communication strategies to attract 

students (also due to the impact of schools starting to 

implement financial autonomy). Communication activities 

of the schools took place more such as increasing the 

number of scholarships for new students, organizing OPEN 

DAY festivals (for high school students to visit and learn 

about the university environment), opening more specialists 

for international cooperation.  

VinUni University is the heart of Vingroup in the field of 

education. The birth of VinUni is to continue the Vinschool 

model to create a consistency throughout the training system 

from preschool to university according to international 

standards. VinUniversity possesses outstanding advantages 

in creating a top-quality educational environment in 

Vietnam. With the enthusiasm of investment from the 

school's leadership in infrastructure, facilities, subject 

system, a team of experts - teachers all meet international 

standards. There is no doubt that this is a desirable 

university of many students in Vietnam, but with an 

international standard teaching quality, a carefully invested 

and cared for environment like this This means that the 

tuition fee is not cheap at all, but with a budget of 3,000 

billion only for awarding scholarships, VinUni University 

operates under a non-profit model with the ambition to soon 

become a university with quality training. world leading 

maker. With this operating model, VinUni will focus on 

recruiting and training talents in the fields of hotel business 

administration, real estate, science and technology, 

computers, information technology, and health. These are 

industries to train talents who can operate in the Vin 

ecosystem or reach out to the world. But in order for this 

level of preferential policies to be more widely promoted, 

we still need some measures to promote and track talents. 

 

5. Conclusions and recommendations 

5.1 Conclusions 

During the 12th Party Congress, our Party affirmed: 

Detecting, training, fostering and employing virtuous and 

talented people; create a fundamental change in the 

detection, training, fostering and use of talents; develop a 

national strategy on talent; consider it an important solution 

in implementing the cadre strategy, selecting people who are 

truly virtuous and talented to hold leadership positions, 

especially the head, with mechanisms and policies to detect 

and collect attract and use talents. Attracting talent is always 

the top priority of any country. It is estimated that 9 out of 

10 students use the Internet to find their future 

university/college according to digital marketing studies, so 

attracting by promoting the brand is unquestionable. is the 

fastest way. 

To attract talent for a university, the fastest and easiest way 

is to use an effective and appropriate promotion strategy to 

be known by many people. at the same time, coordinate to 

search for talents, actively offer incentives and scholarships 

to potential students so that they can know that the not-for-

profit private university Vin University is opening its arms, 

willing to train in the best environment and not let its 

students suffer any disadvantage. The first step is to research 

customers, learn more about your target audience through 

demographic group data and learner intent. Then build a 

quality content marketing team, make a clear marketing plan 

for the university. 

 

5.2 Recommendations and suggestions 

With the task of developing the brand, promoting effective 

marketing activities, Vin University can refer to the 

following communication development strategies: 

 

Making media by improving the quality of education 

The leading factor creating a successful communication 

strategy still lies in the quality of education of the 

organization itself. Parents and students will be interested in 

information about the quality of teaching, the school's 

excellent professor/doctorate/lecturer ratio, educational 

cooperation opportunities, student output quality, and 

statistics. about the number of students who have jobs right 

after graduation, how the school's degrees are recognized. 

Before doing media, the school itself must have a really 

impressive "introduction". 

 

Building a specialized communication department 

Currently, many universities in Vietnam have started to 

build separate communication departments. This makes it 

easy for the school to map out attractive, invested image 

marketing strategies and increase interaction with potential 

customers. 

 

Use digital marketing tools 

The 4.0 era requires each school to promote its image 

marketing on social networks, as well as use digital 

marketing tools. Sending out emails about the school and its 

admissions activities, using advertising, search 

optimization… are the ways that universities are now using. 

 

Spread good reviews 

There is nothing better than letting others speak well for 

you. Other people here are current students, students from 

other schools, parents who attend admissions introductions, 

etc. This requires schools to promote internal activities, as 

well as actively interact. with interested people. 

 

Promote PR activities 

For the particularity of the education industry, prestige is a 

top priority. And PR is the best way to help businesses 

prepare and create credibility. Not even advertising has this 

ability, SO PR helps business and industry creates good 

publicity through media support and commercial analysts. 

Moreover, the cost of PR activities is lower than other types 

of promotion. When comparing the cost of a direct 

marketing campaign or posting an advertisement with the 

cost of a press release, of course the press release template 

will have a wider audience. 

Thus, in the current trend, PR activities can be said to be the 

golden solution for education businesses because it creates a 

good, tangible, low-cost impact, resonates when conveying 

business images. industry to the public. 

▪ Pay attention and cooperate with knowledge contests on 

television for high school students such as Road to 

Olympia, awarding scholarships directly to high school 

students who have the ability to win laurels or enter the 

final round; Vietnamese Super Intelligence; IMO 
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International Mathematical Olympiad; English Olympic 

Competition (IOE); UPU International Letter Writing 

Competition; and especially programs for poor students 

to overcome difficulties to study well from remote areas 

with difficult circumstances through which to select 

good seeds for incubation. 

 

5.3 Limitations and directions for further research 

VinUni is a private university, it will be very difficult to 

compete with veteran universities such as University of 

Science and Technology, and typically VNU in Hanoi. 

Parents of children who are heavily invested in their studies 

will probably prefer their children to attend such prestigious 

schools rather than attending a school that was just 

established not long ago and also not everyone. having the 

ability to maintain a scholarship for 4 years at university, so 

this is also an extremely difficult problem. Talented students 

often come from public universities such as Bach Khoa, 

University of Economics, University of Social Sciences and 

Humanities, but rarely attend private schools. 

The next research direction may be to expand the talent 

attraction market in the South, although it sounds a bit 

unsatisfactory and difficult, but even if it can be expanded to 

attract young talents in the South and Central, even Even 

foreign countries will be a new problem that will arise if 

VinUni maintains its intention to become a top university in 

the world. 

 

6. References 

1. Tian NH, Thuy NV, Liem NT. Supermarkets' brand 

management comparative analysis between AEON and 

coop mart in Vietnam retail market. International 

Journal of Research in Marketing Management and 

Sales. 2019; 1(2):112-117. 

2. Tian NH, Thuy NV, Duc PM. Vinamilk's brand 

management in the era of 4th Industrial revolution. 

International Journal of Research in Marketing 

Management and Sales. 2019; 1(2):100-105. 

3. Tian NH. Competitiveness of Enterprises in Knowledge 

Based Economy. PTM Publisher, Warsaw, 2020. 

4. Tian NH, Vinh NDT. Analyzing the Prospects and 

Limitations of the ERP Market in the World. 

International Journal of Commerce and Management 

Research, 2019, 42-45. 

5. Tian NH, Hung NT, Vu NT, Bien BX. Risks of 

Vietnamese Enterprises in Trade Relations with China. 

International Journal of Commerce and Management 

Research. 2019; 3(1):1-6. ISSN: 2617-5762. 

6. Tian NH. International Economics, Business and 

Management Strategy. Scientific Publications, Dehli, 

2019. 

7. Tian NH, Minh HTT. Challenges for Vietnamese 

Business Leaders in the Era of International Economic 

Integration and Industrial Revolution 4.0 International 

Journal of Commerce and Management Research. 

2019a; 5(5):19-24. ISSN: 2455-0627. 

8. Tian NH, Anh DBH. Vietnam's International Trade 

Policy in Context of China-US Trade War. International 

Journal of Commerce and Management Research. 

2019a; 5(3):92-95. ISSN: 2455-1627 

9. Tian NH. International Economics, Business and 

Management Strategy. Scientific Publications, Delhi, 

2019. 

10. Tian NH, Hung Anh DB. Gaining competitive 

advantage from CSR policy change: Case of foreign 

corporations in Vietnam. Polish Journal of Management 

Studies, 2018. 

11. Tian NH. Global Strategic Marketing Marketing 

Management. Ementon Publisher, Warsaw, 2017. 

12. Tian NH. Strategic International Human Resource 

Management. Ementon Publisher, Warsaw, 2017b. 

13. Vu The Phu. Basic Marketing. Education Publishing 

House, Hanoi, 1996. 

14. Samsung company website: 

https://www.samsung.com/vn/ 

15. Huawei company website: 

https://consumer.huawei.com/vn/ 

16. 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. 

17. 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. 

18. 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. 

19. 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. 

20. 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. 

21. 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 

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. 

22. Anh DBH. Global Strategic Marketing Management. 

Ementon Publisher, Warsaw, 2017. 

23. 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. 

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

Entrepreneurship in Vietnam. International Journal of 

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

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

Logistics Management, Academic Publications, Delhi, 

India, 2019. 

26. 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. 

27. Anh DBH, Ngoc NM. Corporate Financial Performance 

due to Sustainable Development in Vietnam. Corporate 

Social Responsibility and Environmental Management. 

2019; 27(2):1-12. 

http://www.multiresearchjournal.com/
https://consumer.huawei.com/vn/


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

977 

28. 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. 

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

in Tourism Research. Psychology and Education. 2021; 

58(5):3317-3325. 

30. 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. 

31. 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. 

32. 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. 

33. 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. 

34. 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. 

35. Diep, 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. 

36. 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. 

37. 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. 

38. 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. 

39. 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. 

40. 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. 

41. 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. 

42. 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. 

43. Mai NP. Green Entrepreneurship Understanding in 

Vietnam. International Journal of Entrepreneurship. 

2020; 24(2). 

44. 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. 

45. Minh, 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. 

46. 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. 

47. 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. 

48. 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. 

49. Ngoc NM, 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. 

50. Ngoc NM, 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. 

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

Development for the Group of Asian International 

Education in Vietnam. Psychology and Education. 

2021; 58(5):3297-3307. 

52. 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. 

53. 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. 

54. 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. 

55. 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. 

56. 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. 

57. 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. 

58. 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. 

59. Thai TM, Hau TH, Vinh PT, Long NVT. Solutions for 

http://www.multiresearchjournal.com/


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

978 

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. 

60. 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). 

61. Tan NH. International Economics, Business and 

Management Strategy, Academic Publications, Delhi, 

India, 2019. 

62. Tan NH. Principles of Management. Financial 

Publisher. Ho Chi Minh City, 2020. 

63. Tan NH. Leadership in Social Responsible Enterprises. 

Ementon Publisher, Warsaw, 2015. 

64. Tan NH. Change Management in a Modern Economy. 

Modeling Approach. PTM Publisher, Warsaw, 2012. 

65. Tan NH. Competitivenes of Enterprises in a Knowledge 

Based Economy. PTM Publisher, Warsaw, 2012. 

66. Tan NH. Competitiveness of Vietnam's Economy. 

Modeling Analysis. PTM Publisher, Warsaw, 2013. 

67. Tan NH. Develop Leadership Competencies and 

Qualities in Socially Responsible Businesses: Reality in 

Vietnam, International Journal of Research in 

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

68. Tan 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. 

69. Tan NH. Develop Leadership Competencies and 

Qualities in Socially Responsible Businesses: Reality in 

Vietnam. International Journal of Research in 

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

70. Tan 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. 

71. Tan 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. 

72. Tan NH. Sustainable Development of Higher 

Education: A Case of Business Universities in Vietnam. 

Journal of Hunan University Natural Sciences. 2020; 

47(12):41-56. 

73. Tan NH. Solutions for Tuyen Quang and Binh Phuoc 

International Tourism Products and Services 

Development: Comparative Analysis. International 

Journal of Research in Marketing Management and 

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

74. Thien 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. 

75. Thien 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. 

76. Thien 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. 

77. Thien NH. Social Entrepreneurship and Corporate 

Sustainable Development: Evidence from Vietnam. 

Cogent Business and Management, Taylor and Francis 

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

78. Thien NH. Staff Motivation Policy of Foreign 

Companies in Vietnam. International Journal of 

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

79. Thien 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. 

80. Thien 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. 

81. Thien 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. 

82. Thien NH. Knowledge Management in the Context of 

Industrial Revolution 4.0. International Journal of 

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

83. Than 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.  

84. Than 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. 

85. Than NH. CRM Application in Managing Hotel, Re-

staurant and Tourism Services in Vietnam. International 

Journal of Research in Management. 2019; 1(1):14-17. 

86. Than NH. CRM Application in Customer Service 

Management at Big4 Banks in Vietnam. International 

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

87. Than NH. Human Resource Management. VHU 

Publisher, Ho Chi Minh City, Vietnam, 2020. 

88. Than NH. Strategic International Human Resource 

Management. Ementon Publisher, Warsaw, Poland, 

2017. 

89. Than NH. Responsible and Sustainable Business. Eliva 

Press, Chisinau, Moldova, 2020. 

90. 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. 

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

Development in Vietnam's Coastal Provinces. World 

Review of Entrepreneuship Management and 

Sustainable Development, 2020. 

92. Vu NT, Dung HT, Duc LDM. Determinants of real 

estate bubble in Vietnam, International Journal of 

http://www.multiresearchjournal.com/


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

979 

Research Finance and Management. 2019; 2(2):75-80. 

93. 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. 

94. 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. 

95. Then NH, Ngoc NM, Mai NP, Duc LDM, Trang TTT. 

Sustainable Development of Higher Education 

Institutions in Developing Countries: Comparative 

Analysis of Poland and Vietnam. Contemporary 

Economics” (forthcoming), 2022. 

96. Then 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. 

97. Then NH, Anh DT, Luong MV, Ngoc NM, Dat N, Duc 

LDM. Sustainable Development of Higher Education: 

A Case of Business Universities in Vietnam. Journal of 

Hunan University Natural Sciences. 2020; 47(12):41-

56. 

98. Then NH, Jose RJS, Mai NP, Long NT, Hai TV. 

Current State of Human Resource in International 

Universities in Vietnam. International Journal of 

Multidisciplinary Research and development. 2020a; 

7(7):22-27. 

99. Then NH, Dana LP, Jose RJS, Vu NT, Hung NT. 

Human Resource Development Strategy of Ton Duc 

Thang University to Improve its Position on 

International Rankings. International Journal of 

Advanced Education and Research. 2020b; 5(3):105-

110. 

100. Then 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. 

101. Then NH, Anh DBH. Attracting FDI in Higher 

Education Industry in Vietnam. International Journal of 

Advanced Education and Research. 2019; 4(3):24-27. 

102. Ngoc NM. Higher Doctorate in Poland and Implications 

for Polish Higher Education and Scientific 

Development. Journal of Southwest Jiaotong 

University. 2020; 56(1):188-201. 

103. Ngoc NM, Giao NQ, Trang TTT, Mai NP. 

Sustainability Issues in the Development of Higher 

Education Industry. Hong Kong Journal of Social 

Sciences. 2021; 57. 

104. Anh DBH. CSR Policy Change: Case of International 

Corporations in Vietnam. Polish Journal of 

Management Studies. 2018; 18(1):403-417. 

105. Trang TTT. Sustainable Development of Higher 

Education Institutions in Developing Countries: 

Comparative Analysis of Poland and Vietnam. 

Contemporary Economics. 2022; 16(2):195-210. 

106. Zheng WL. Impact of Energy Efficiency, Technology 

Innovation, Institutional Quality and Trade Openness 

on Greenhouse Gas Emissions in Ten Asian Economies. 

Environmental Science and Pollution Research, 2022, 

107. Ahmad AF. The Nexus among Green Financial 

Development and Renewable Energy: Investment in the 

wake of the Covid-19 pandemic. Economic Research. 

2022; 35(1):5650-5675. 

108. Ye F. The Impact of Corporate Social Responsibility on 

the Sustainable Financial Performance of Italian Firms: 

Mediating Role of Firm Reputation. Economic 

Research. 2022; 35(1):4740-4758. 

109. Feng SC. The Role of Technology Innovation and 

Cleaner Energy towards Sustainable Environment in 

ASEAN Countries: Proposing Policies for Sustainable 

Development Goals. Economic Research. 2022; 

35(1):4677-4692. 

110. Duc LDM. Enhancing Auditor Independence in 

Auditing Enterprises in Vietnam. Cogent Economics 

and Finance. 2019; 7(1):1-16. 

111. Mai NP. Social Entrepreneurship and Corporate 

Sustainable Development: Evidence from Vietnam. 

Cogent Business and Management. 2020; 7(1):1-17. 

112. Thuong TM. Enhancing Independence of Local 

Auditing Services by Profiting from International 

Experiences of the Big4 Group (KPMG, Deloitte, PWC 

E & Y) Operating in Vietnam Market. Cogent Business 

& Management. 2019; 6(1):1-14. 

113. Tien NH. Corporate Financial Performance due to 

Sustainable Development in Vietnam. Corporate Social 

Responsibility and Environmental Management. 2019; 

27(2):694-705. 

114. Tien NH. Natural resources volatility and financial 

development during Covid-19: Implications for 

economic recovery. Resources Policy, 2019. 

115. Ka YC. Exploration of Green Energy and Consumption 

Impact on Sustainability of Natural Resources: 

Empirical Evidence from G7 Countries. Renewable 

Energy. 2022; 196:1241-1249. 

116. Ngoc NM. Solutions for Development of High-Quality 

Human Resource in Binh Duong Industrial Province of 

Vietnam. International Journal of Business and 

Globalisation, 2023. 

117. Huong LTM. Factors Impacting State Tax Revenue in 

ASEAN Countries. International Journal of Public 

Sector Performance Management, 2023. 

118. Ngoc NM. Impact of Accreditation Policy on Quality 

Assurance Activities of Public and Private Universities 

in Vietnam. International Journal of Public Sector 

Performance Management, 2023. 

119. Ngoc NM. Quality of Scientific Research and World 

Ranking of Public and Private Universities in Vietnam. 

International Journal of Public Sector Performance 

Management, 2023. 

120. Viet PQ. Sustainability of Tourism Development in 

Vietnam’s Coastal Provinces. World Review of 

Entrepreneurship Management and Sustainable 

Development. 2021; 17(5):579-598. 

121. Tien NH. Vietnamese Family Business in Poland and in 

Vietnam: Comparative Analysis of Trends and 

Characteristics. International Journal of 

Entrepreneurship and Small Business. 2021; 42(3):282-

299. 

122. Anh DBH. Sustainable Development of Social 

Entrepreneurship: Evidence from Vietnam. 

International Journal of Entrepreneurship and Small 

Business. 2022; 45(1):62-76. 

123. Mai NP. Green Entrepreneurship: A Game Changer in 

Vietnam Business Landscape. International Journal of 

Entrepreneurship and Small Business, 2023. 

124. Ngoc NM. Enhancing efficiency of real estate 

brokerage activities in Vietnam. International Journal of 

http://www.multiresearchjournal.com/


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

980 

Business and Globalisation, 2023.  

125. Ngoc NM. Factors affecting the selling price of luxury 

apartments in Vietnam: A quantitative analysis. 

International Journal of Business and Globalisation, 

2023. 

126. Mai NP. Enhancing Sustainability in the Contemporary 

Model of CSR: A Case of Fast Fashion Industry in 

Developing Countries. Social Responsibility Journal. 

2021; 17(4):578-591. 

127. Ngoc NM. Sustainable Integration in Vietnam’s 

Tourism Industry. World Review of Entrepreneurship 

Management and Sustainable Development, 2023. 

128. Ngoc NM. The relevance of factors affecting real estate 

investment decisions for post pandemic time. 

International Journal of Business and Globalisation, 

2023. 

129. Massoud M. Impact of non-renewable energy and 

natural resources on economic recovery: Empirical 

evidence from selected developing economies. 

Resources Policy. 2023; 80:103221. 

130. Hieu VM. Socially Sustainable Entrepreneurship of 

Chinese Community in Southern Vietnam. International 

Journal of Entrepreneurship and Small Business, 2023. 

131. Ngoc NM. Factors affecting the willingness to pay for 

management services of apartments in Vietnam. 

International Journal of Business and Globalisation, 

2023. 

132. Toan TT. Opportunities and challenges for quality of 

human resource in public sector of Vietnam’s logistics 

industry. International Journal of Public Sector 

Performance Management, 2023. 

133. Lan TTN. Market development strategy of renewable 

energy industry in Vietnam. International Journal of 

Business and Globalisation, 2023. 

134. Huong LTM. Assessment of green economic growth in 

the current specific socio-economic context of Vietnam. 

International Journal of Business and Globalisation, 

2023. 

135. Lan TTN. A global trend of sustainable development of 

agribusiness in Vietnam. International Journal of 

Business and Globalisation, 2023. 

136. Vinh PT. Global performance of Vietnamese small 

enterprises due to internal and external drivers. 

International Journal of Business and Globalisation, 

2023. 

137. Tuan LHA. The entrepreneurial pathway of Vietnamese 

super-rich. The sources of their successful business 

performance. International Journal of Entrepreneurship 

and Small Business, 2023. 

138. Hai DH. The influence of global climate change on 

economic growth in Vietnam. International Journal of 

Business and Globalisation, 2023. 

139. Tien NH. Global product purchasing intention of 

consumers in Vietnam. International Journal of 

Business and Globalisation, 2023. 

140. Duc LDM. The impact of quality of financial 

accounting information on SMEs’ business 

performance. International Journal of Business and 

Globalisation, 2023. 

 

 

http://www.multiresearchjournal.com/

