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Tom tgt: 

Dua trin cas&ly thuyit ngudn luc RBT (Resource-Based Theory of the firm), nghien ciru ndy xem 
xet tdc dong cua ndng luc marketing vdo kit qud kinh doanh cua doanh nghiip. Kiim dinh bdng 
hdi qui MRA (multiple regression analysis) v&i mdu 225 doanh nghi&p tgi TPHCM cho thdy ba 
(ddp ung khdch hdng. phdn ung cgnh tranh. chdt lu(mg quan hi) trong bon thdnh phdn (ddp ung 
v&i khdch hdng, phdn img cgnh tranh, thich ung moi tru&ng, chdt luang quan he) cua ndng lire 
marketing tdc dgng ciing chieu vdo kit qud ldnh doanh cua doanh nghiep Tuy nhiin, img dung 
ly thuyet tap m& trong nghiin cuu so sdnh dinh tinh fsQCA (fuzzy-set Qualitative Comparative 
Analysis) cho thdy chdt luang quan hi khong co tdc dong vdo kit qud kinh doanh cua doanh 
nghiip. Tuy nhien, kit hgp gOra chdt luang quan hi vd thich ung moi tru&ng tgo nen diiu kipn 
du cho kit qud kinh doanh. 
Tu" khoa: fsQCA; kit qua kinh doanh; ly thuygt ngudn lyc; nang luc marketing 

Enhancing Arms' competitive advantage through their marketing capability: MRA and 
fsQCA Hndings 
Abstract: 

This study, based on the resource-based theory (RBT) of the firm, investigates the impact of mar­
keting capability on firm performance. A test with a sample of 225 firms in Ho Chi Minh City by 
means of multiple regression analysis reveals that only three (customer responsiveness, competi­
tor responsiveness, business relationship quality) out of four components (customer responsive­
ness, competitor responsiveness, macroenvironment responsiveness, business relationship quali­
ty) of marketing capability have a positive effect on firm performance. The results from fsQCA. 
however, show that business relationship quality does not affect firm performance. Instead, a 
combination of business relationship quality and macroenvironment responsiveness forms a suf­
ficient condition for firm performance. 
Keywords: fsQCA, firm performance, resource-based theory; marketing capability. 

1. Gifri thieu tranh, cac doanh nghiep can phai nang cao nang luc 

Trong mdl trucmg canh tranh mang tinh toan ciu, canh tranh cua minh va nang luc cgnh tranh cua 
lgi thi canh tranh la trpng tam cua doanh nghiep di doanh nghiep thg hien d mpi khau trong chudi gia 
dgt duge kit qua kinh doanh vugt trgi so vdi ddi thu tri. Mdt trong nhiing khau tao ra nang lyc canh tranh 
canh tranh, giup cho viec tdn tai va phat trign ciia la nang lyc marketing (marketing capability) ciia 
doanh nghipp (Porter, 1985). Dg cd lgi thg canh doanh nghiep (Nath & cpng su, 2010). Doanh 
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nghiep cd kha nang nhan dang dugc nang luc mar­
keting, nuoi duong va phat trign nd se cd eo hgi 
nang cao dugc nang luc canh tranh ciia minb di cd 
lgi the canh tranh trgn thj trudng npi dia va tung 
budc, tren thj trudng qudc t i (Nguyen & Nguyen, 
2011). Vi vdy, nghign ciiu ve vai trd cua nang lyc 
marketing doi vai ket qua kinh doanh ciia doanh 
nghigp ddng mdt vai trd quan trpng tai Viet Nam. 

Mgt van dk niia la nghien ciiu dinh lugng trong 
marketmg thudng su dung cdc phuang phap tmyin 
thdng dya vao phuang sai (variance theorizing) nhu 
cac md hinh hp hdi qui MRA, md hinh ciu true 
tuygn tinh SEM. Nhiing phuong phap nay - cdn ggi 
la phuang phap dua vao bien (variable-based meth­
ods) - giiip cho cac nha nghien curu kham pha dugc 
tac dgng rdng (net effects) ciia cac bien dgc lgp vao 
biin phy thugc. Tuy nhidn, chiing chua thi kham 
pha dugc quan he nhan qua phiic tap (dieu kien can 
va dli) giira bien ddc lap va phu thugc. Ly thuyet tap 
md (fiizzy sets) cd thg giiip cdc nha nghign ciiu 
khdm pha dugc cac mdi quan he nhan qua phiic tap 
ciia khoa hgc kinh doanh. 

Khdi niem tap md dugc Zaded gidi thieu vao giira 
thap nign 1960 eua thi ky tmdc (Zaded, 1965) va nd 
dugc ling dyng rdng rai trong nhiiu ITnh vyc khac 
nhau, dac biet la trong khoa hoc ky thuat (may tinh, 
y khoa,...). So vdi cdc nganh ky thuat, nganh khoa 
hpc xa hpi iing dung ly thuygt tap md cham hon. 
Ragin (2000) la nguai tign phong trong iing dyng ly 
thuyet tap md vao nganh khoa hgc xa hpi. Dac biet 
la dng dua ra phuang phdp tap md trong nghidn ciiu 
so sanh djnh tmh (fiizzy-set qualitative comparative 
analysis; gpi tit la fsQCA), dua vao tinh budng 
(case-based methods). Ciing chii y la ly thuyet tap 
md dugc ung dyng d nhieu dang khdc nhau; nghign 
ciiu nay tap trung vao dang so sanh djnh tinh fsQCA. 

Trong cac nganh khoa hgc xa hpi, cd le nganh 
kinh doanh Id nganh ma fsQCA dugc eac nha 
nghien ciiu quan tam cham nhat. Chi trong vai nam 
gin day, fsQCA mdi dugc chu y den, dac biet vcri 
cdc bai viit ciia Fiss va cgng su (2013) va Woodside 
(2013). Mgt sd nghien ciiu didn hmh voi fsQCAnhu 
Ordanini va cgng su (2014), Tho & Trang (2015), 
Huamg (2015). Tdm lai, trong nganh kinh doanh, 
fsQCA moi chi la budc khoi diu dugc cac nhd 
nghien ciiu sii dyng trong cac nghign cuu ciia minh. 
Tuy nhign, lgi digm ciia nd da va dang dugc cac nha 
nghien ciru tigp tyc minh chiing, dac biet la khdm 
phd cdc moi quan hg nhan qua phiic tap trong thj 

trudng kinh doanh. De gdp phan vao cdng viec tren, 
nghign ciiu nay cd myc dich iing dyng ly thuyet tap 
md fsQCA xem xet vai trd ciia nang luc marketing 
ddi vai kgt qua kinh doanh ctia doanh nghiep. Cac 
phan tigp tbeo cua bai nay gidi thieu ve co sd ly 
thuygt va gid thuygt, phuang phap nghien ciiu, ket 
qua nghign ciiu, y nghia va ket luan. 

2. Cff sdf ly thuyet va gia thuyet 
2.1. Lj^ thuyet ngudn luc doanh nghiep 
Ly thuygt canh tranh thudng dya tren co sd ciia 

kinh te hpc to chuc (industrial organization), va 
thudng dya trdn tign de la cac doanh nghiep trong 
cung mpt nganh cd tinh ddng lihat cao ve mat ngudn 
luc va chign luge kinh doanh hp sir dyng. De lua 
chpn chign luge kinh doanh, doanh nghiep can phai 
phan tich mdi trudng va tim ngudn lye can thigt dg 
thyc hien chien lupc. Nhu vay, cac doanh nghiep 
dgu cd cimg ngudn lyc, hay cimg cd the tiep can 
dugc vcri nguon Iuc can thiet dg thyc hien chign 
luge cua minh (Barney, 1991). Ly thuyet canh tranh 
dua vao sy khac biet cho rang lgi thg canh tranh ciia 
cac doanh nghiep trong ciing mgt nganh thudng 
khdng the tdn tai lau dai vi chung cd thg de dang bi 
cac ddi thu canh tranh bat chudc, hoac mua bdn trdn 
thi tmdng diu vao (Barney, 1991; Porter, 1981). 
Cac tign dg tren phii hgp dg phan tich vai trd cua 
moi truong ddi vdi hieu qua kinh doanh ciia doanh 
nghigp, nghia la tap tmng chinh vao tac dgng ciia 
mdi tmdng ban Id cdc thugc tinh khac bigt ciia 
doanh nghiep (idiosyncratic firm attributes) vao vi 
tri canh tranh cua doanh nghiep. Ly thuyet ve ngudn 
luc cua doanh nghigp RBT (resource-based theory 
of the firm; Wemerfelt, 1984) ra ddi tap tmng vao 
phan tich canh tranh dua vdo cac ygu td ben trong -
ngudn luc - ciia doanh nghiep. 

Ngudn lyc ciia doanh nghiep cd thg chia thanh hai 
nhdm: hiiu hinh va vd hinh. Ngudn Iyc hiiu hinh bao 
gdm ngudn Iuc ve tdi chinh (financial resources) va 
vat chat hiiu hinh (physical resources) va ngudn luc 
vd hinh bao gdm cdng nghe, danh tieng, vd nhan luc 
cua doanh nghiep (Grant, 1991). RBT cho ring ndi 
lyc Clia doanh nghigp Id ygu td chinh quyet djnh den 
Igi the canh tranh va hieu qua kinh doanh ciia doanh 
nghigp (Weraerfeh, 1984). RBT dua vao tiin di la 
cdc doanh nghigp trong ciing mpt nganh thucmg su 
dung nhiing chien luge kinh doanh khac nhau vd 
doanh nghiep nay khdng thg di dang sao chep chiin 
luge kinh doanh ciia doanh nghiep khac vi chidn 
luge kinh doanh cua mpt doanh nghiep dugc xay 
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dung dua vao chmh ngudn luc cua doanh nghiep dd 
(Barney & Clark. 2007). RBT dupc ma rdng trong 
thi imcmg ddng \ a hinh ihanh nen ly thuyet nang lyc 
dciug doanh nghiep (dynamic i-apabihtiei of ihe 
firm). Ngudn lyc cd the tro thanh nang lyc ddng va 
tao ra Icri the canh tranh khi chiing cd gia tri 
(valuable), hidm (rare), kho thay the (inimitabie). va 
khd bi bat chudc (nonsubsiitutable). gpi tat la \'RIN 
(Eisenhardt & Martin, 2000). 

2.2. Ndng ItJTC marketing cua doanh ngliiep 

Nang luc marketing ddng vai trd quan trgng ddi 
vdi ket qua kinh doanh ciia doanh nghiep (O'Cass & 
cpngsu, 2015). Nang luc marketing dugc the hien a 
nhidu dang khac nhau. Nd dugc the bien qua viec 
lien tyc theo ddi va ddp ling dugc vdi nhirng thay 
ddl cua thj truong, bao gdm khdch hang, ddi tbu 
canh tranh va mdi trudng \T md. De lam dugc dieu 
nay. cac doanh nghiep can phai thu thap thdng tin tir 
nhieu ngudn khac nhau \c khach hang, \e ddi thii 
canh tranh cung nhu mdi truong \ T md va didn giai 
> nghla ciia chung de bien chung thdnh tri thiic cd 
ich dg ra quygt dinh kinh doanh (Homburg & cdng 
su, 2007; Jayachandran & cdng sy. 2004; Nguyen & 
\tzuyen, 2011). 

Doanh nghiep phai ludn nd luc tao dyng dugc 
mdi quan he tdt \ di cac ddi tac kinh doanh nhu nba 
cung, khach hang, nha phan phdi va chtnh quyen 
(Krasnikov & Jayachandran. 2008). \ i vav. chat 
lugng mdi quan he giira cac ihanh vien trong qua 
trinh trao ddi kinh doanh. nhu khach hang va 
thuong hieu. doanh nghiep va nha cung, doanh 
nghiep \ a kgnh phan phdi,. ddng vai trd quan trgng 
trong ddnh viec danh gia nang lyc marketing ciia 
doanh nghigp. Chat lugng mdi quan he cd thg duoc 
danh gia tdng quat thdng qua nhirng no luc ciia 
doanh nghigp nham dat dugc mdi quan he tdt vdi 
ddi tac kinh doanh (khach hang, nha cung. phan 
phdi, Vii chinh quygn cd lien quan). Thiet lap va duy 
tri mdi quan he cd chat lugng cao la trung ram ciia 
cac hoat ddng marketing cua cac doanh nghiep, dac 
biet la trong giai doan canh tranh chuyen hucmg tir 
canh tranh giiia cac doanh nghiep sang canh tranh 
giira cdc mang marketmg voi nhau. Vdi ca so neu 
tren, nang lyc marketing dugc xay dung vdi bdn 
thiinh phan sau i \gu \ en & Ngu\ en. 2011): 

- Ddp img v&i nhu i du khdch hdng (customer 
responsivenes\l. ggi tat la ddp img khdch hdng. thi 
hien sy dap img cua doanh nghiep theo su thay ddi 
ve nhu cau vd ude mudn cua khach hang. 

- Phan img vai doi thu canh tranh Icompeiiior 
respon^ivene.^i/. gpi lat la/;/iuH ung cgnh tranh, ihe 
bign su theo dot va hanh dgng phii hgp cua doann 
nghiep ddi voi cac boat ddng kmh doanb cua ddi ihu 
cann tranh. 

- '.hiLh ung \oi moi tru&ng vi mo (responsivciiess 
to the change of the 'iiacrfenvironment), gpi tat la 
thich img moi tru&ng. the hidn viec doanh nghigp 
theo ddi sy thay ddi cua mdi truong vT mo, nam bat 
cac ca bdi va rao can kinh doanh de cd hanh ddng 
phil hgp. 

- Chdt lugng moi quan hp v&i doi tdc (relation­
ship quality), goi tat la chdt lugng quan he, the hien 
miic dp doanh nghiep dat dugc chat lugng mdi quan 
he vdi khach hang, nha cung, nha phan phdi \a cac 
cap chinh quygn cd lien quan. 

Ly thuygt \ e djnh hudng thi tmdng ciing chi ra 
rang, dap img vai sy thay ddi cua khach hang, phan 
img thich hgp \ ai boat ddng kinh doanh cua dot ihu 
canh tranh va thich r.ghi vdi mdi truang vi md la 
diem then chdt dan den sy thanh cdng cua doanh 
nghiep (cdgiii tn; Snvastava Js: cgng sy, 2001). Dap 
img thi irudng la mgl yeu td van hda doanh nghiep 
ma khdng phai tat ca doanh nghiep nao cung co 
(hiem) va mdi doanh nghigp dya vao ngudn iuc ciia 
minh cd nhiing each thiic dap img ihi tmdng khac 
nhau, Doanh nghiep nay khdng the bat chudc doanh 
nghigp khac dugc (khdng de dang bit chudc duoc) 
Tuy nhien. neu khdng dap iing duac sy thay ddi cua 
thi imcmg thi doanh nghiep se bi dao thai (khdng thg 
thay thg dugc). Vi vay, nang lyc dap ung thj tmang 
ihda man cac thudc tinh VRIN nen nd la mdt yeu td 
cua nang lire ddng doanh nghiep. Tiimig tu nbu kha 
nana dap img thi tmdng. chat lugng mdi quan he co 
quan he vdi ket qua kinh doanh ciia doanh nghiep 
(hiem va cd gia tri). Thuc tidn da cho thay lgi nhuan 
cua doanh nghiep chii \cu lir khach hang hien co. 
my nhien, khdng phai doanh nghiep nao ciing co ihe 
thyc hien dugc (khdng the thay the va bat chuoc 
dugc). Vi vay. chat luang indi quan he thda man cac 
tigu chi VRIN va id mdt yeu td tao nen nang lyc 
ddng cua doanh nghiep. Tdm lai, cac ygu to tao 
thanh nang luc marketing deu dat tieu chuan VRIN. 
nghia la nd la mdt dang nang lyc dpng ciia doanh 
nghiep Vi vay, nghien ciiu dua ra gia thuvet Id: die 
thdnh phdn cua ndng luc marketing - ddp img khdch 
hdng. phdn img canh tranh. thich umg moi truang. 
chdt luang quan hi - tdc dpng cimg chieu vdo kei 
qua kinh doanh cua doanh nghiip. 
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3. Phu-ffng p h a p nghien ciiii 

3. J. Mdu 

PhttiTng phan khao sat vdi mau kich thudc 225 

doanh nghigp trgn dia ban TPHCM dugc sir dyng dd 

thu :hap dir lieu kiem dinh thang do va gia thuyet. 

Don vi phan ticb la doanh nghigp va ddi tugng 

phong van la cac thanh vign trong ban gidm ddc ctia 

duiinh nghiep. Ky thuat phdng van t m c tigp dugc sii 

dung dg thu thap dir lieu sau khi lien be vdi hp va 

nhan dugc su ddng y tham gia. Trong mau cd 77 

l34,2%) dcanh nghiep san xuat, S2 (36.4%) doanh 

nghigp djch vu va 66 (29.4%) doatih nghiep kinb 

doanh ca sdn xuat lan dich vy. Vg qui md, cd 118 

(52.4%) doanh nghiep cd so lugng cdng nhan vien 

It nan !00 '̂a 107 (47.6%) doanh nghiep cd tu lOO 

cdng nhan vien tro ien, 

3.2. Thang do 

'111 khai nicra nghien ciiii duac do krdng la ket 

qua kinh doanh va nang lyc marketing. (Ccr qua kmh 

doanh la khai niem dan budng duoc do ludng bang 

bdn bien quan sat dya theo Keh v.i cdng sy i l O r r i 

Nang lyc marketing la khat niem da hirdng bao gdm 

bdn thanh phan: dap irng khach hang (do ludng 

oiinii 5 bien), phan ung canh tranh (5 bigni. ihich 

img mdi tn idng (5 bien) va chat lupng quan he (4 

bien). Cac bien quan sat nay dua theo Homburg v i 

ccni; su (20071 Jayachandran va i.dng su (2(H)4^ •. .i 

Krasnikov va Jayachandran (21J0S). Tat ca cac thang 

-jo dirac do iirang dang Likert "̂  diem, vdi 1 (hoan 

toan phan ddi) den 7 (hoan toiin ddng v i. 

4. Ket q u a nghien ciiu 

1.1. Ddnh gid thang do bdnij CFA 

Phuong phdp phan tich nhan to Miiiiig dinh CFA 

(Cunfirniatory Factor AiuilysiSi duoc sit dung do 

danh sia thang do. \ 1n hinh tdi ban duoc \sy dung 

thdng qua kei bmi thang do ket qua kinh doanh voi 

cAc thanh phan cda nang lyc marketing. Ket cua 

CFA cho thay md hinh co do tuong thich chap nnan 

dugc: X - ^y. = 454 60 (p = 0.000); GFI - 0.853; 

CFI = 0.923; va R M S E A = 0.069. Ket qua cung cho 

(nay trgng id CFA ciia tat ca cac bien quan sat deu 

ldn (nho nliat la 0.57), khang dinh iinh dan h u a n g 

' d gia tri hpi tu ciia thang do ket qua kinh doiitih va 

cac thanh pban ciia nang lyc marketmg. "<.ei cy^ 

cung cho thay be sd tuang quan ciia cac khai nigm 

deu nhd b a n d a n vi. khang dinh gia trj phan biet 

giira cac khai niem, Ket qiui ciing cho thay cac thang 

do deu dat yeu cau ve do tin cay long hap ( p , _": 

0.74) va phuang sat trich i'> 0.50) ngoai khai niem 

chat lugng mdi quan hg :o phirong sai trich nho 

( p ^^= 0.41). Tuy nhien nd van nam trong gidi ban 

cd thg chap nhan dugc . 

•1.2. Kiim dinh chech phirmig phdp (CMB) 

Nghign ciru nay sir liung phuang phap phong van 

vai mdt dui mgng kliao SLII (1 thaiih vign ban giani 

ddc) v;i tai cimg mpt thdi diem \"! vay. kha nang 

chcch do phucmg phap t M B (Common Method 

Bias chech do diing cimg mdt phuang pbap de thu 

thdp dii 'leu. \ i ay: ciing mdt ddi tugng khao ^at tin 

cung inpt tbdl dicm... ) co the xuat hien. De kiem tra 

Lliecn nay. nghieu cuu sir uiing kiein J i nn Harman 

vdi CF.A ^a bien tiera an gia (unmeasured latent 

• til lirnle}. i\ec qua cho thay nu'tc dd phii hgp cua md 

hinh don y iu td [ y. -,.;,,, - \^\1.2~ (p - 0 000); GF! 

- 0.569; CF! - G.^7"." .a KMSEA---0.158] Ivcm ,v.i 

mo hinh da ^'eii td [ x V-'Oi'" ^^'^ '^^ ^ ~~" -VOoo,!; 

G F ! - 0 853, CFI - 0 9 : 3 ; \ i RMSEA = 0.069] Kei 

qua •> di bign tiem an gia cr-ng cho thay trpng sd cac 

bicn do luong cdc khai ' i ivn nghien ciru thay ddi 

khdng dang kg va cac trpng '.d nay trgn bien nem an 

L'ia deu nho va knong cd y nghia thdng kg (p > 

fl li-?", Vi vay CMB, '••en co, •, CITI!; kliong lam chech 

ket qua nghien ciai 

> .?. Kiim dinh gid rhu\i: hiini> MR.i 

Md h'.nn hdi qui b6i ^ lH. \ i\luit;pli.- Regression 

. \ na ' \ Sift I Y3 fsQCA duac .sir dung tie k iem dinh gia 

t'ui't"'L Ket qua kiem dinb MRA Irinb bay trong 

Fiany 1. Chu y la c i c khai niem nghien ciru d u a c do 

b'dnL; hang thang do baa gdm nhieu bion do ludng. 

Bang 1: Ket qua MRA 

, •:() ho' qui 

Chua chuan •- .u lech chuan C huaii hoa ((31 
'JILITTI P 

Mine .̂ 6 I 238 > 4!n 

Dap ung khach hang 0.251 •' lJ^5 

I'han ling canh tranli 0 11̂ 3 0.067 

Thich irng moi trudng 0.067 .J.OfiO 

ChJl lui;ng quan he 0.220 0 073 

Biin phu Oiiioc- Ket qua kinh doanh: R' ^ 0.303; R' nieu chiiih =• 0 ; 

0.206 

0.078 

HsigF<0.OOi) 

2.S)75 

2 ' 2 4 

3.014 

0.003 

0.004 

0.007 

0 263 

Q u03 
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Bang 2: Kdt qua feQCA (ngu-ffng nhat quan: 0.85) 
KET QUA: PHl/C TAP, DON GIAN VA TRUNG GIAN 
Md hmh: K§t qua kinh doanh = f(aap ung khach hang, phan iing canh tranh, thich iing moi trudng, chat lugng 
quan he) 
Tin SO cat (frequency cutoff): 2.000000 
Ngudng nhat quan: 0.851665 
Dieu kien (bien doc lap) Dp baophu 

Tho (ra-w) 
Dsfi ling khach hang 0.873092 
Phan ling canh tranh 0.799772 
Thich ling moi truang*Chat luang quan he 0.697304 
Do bao phli (solution coverage). 0.930172 
Dp nhat quan (solution consistency): 0.700031 
Ghi chil-. Ve mat y n g h ^ dp nhat quan co the dien giai tucmg duomg v 
dmmg vdi he s6 xac dinh R ' (Woodside, 2013). 

3ihe 

(co-verage) 
Riing (unique) 

0.069990 
0.026957 
0.013316 

sd tuong quan r va 

Dd nhdt 
quan 

0.735751 
0.772367 
0.817049 

do bao phil tuong 

Vi vay, trong phan tich MRA, bidn tnmg binh (trung 
binh cua cdc bien do ludng cac khai niem nghign 
cuu) dugc Sli dung vi thang do cdc khdi niem nghign 
curu dgu dat tinh dan hudng (unidimensionality). 
Kgt qua MRA cho thay thanh phan thich icng mdi 
trudng khdng cd tdc dgng vao ket qua kinh doanh 
cua doanh nghiep. Cac thanh phan khac ciia nang 
luc marketing (dap img khdch hang, phan ung canh 
tranh va chat lugng quan he) dgu cd tac dpng cung 
chieu vao ket qua kinh doanh cua doanh nghiep. 

4.4. Kiim dfnh gia thuyet bdngfsQCA 
De img dung fsQCAkiem dinh gid thuygt, du heu 

thu thap tli thang do Likert 1 dgn 7 dugc chuygn ddi 
thanh du lieu fsQCA cd gia trj tu 0 ddn 1 (Ragin, 
2008). Vigc chuygn ddi nay dugc thyc hien thdng 
qua ket hop ba phuang phap: dua vdo thang do 
(LUcert 7 digm; Ordanini & cgng sy, 2014), dya vao 
du lieu (Woodside, 2013), va dya vao ngir canh ciia 
thj trudng nghign ciiu (Tho & Trang, 2015). Kgt qua 
la ba nguong dinb tinh (qualitative anchors) dk 
chuygn ddi la; ngudng thanh vien hoan todn (fiiU 
membership threshold) la 6.5; nguong khdng la 
thanh vien (fidl non-membership threshold) Id 3; va 
nguong mo (crossover pomt) la 5.5 (tren 7 digm 
trong thang do Likert). 

Dya theo de nghj ciia Ragin (2008), nghien ciiu 
nay chgn nguong nhat qudn (consistency threshold) 
la 0.85. Ket qua, tu phSn mem fsQCA 2.5 vdi digm 
cat (cutoff value) 0.85 (nguong nhdt qudn; Bdng 2), 
cho thdy ba dang kgt qud-^hiic tap (complex 
solution), dan gian (parsimonious solution), va 
trung gian (intermediate solution)—dSu nhu nhau. 
Cy thg la dap ting khach hang va phan iing canh 
tranh la hai dieu kien du dg ket qua kinh doanh ton 
tai (Bdng 2). Tuy nhign, chdt lugng quan he khong 
phdi la mgt digu kien dii cho ket qud kinh doanh. 

nhu trong kgt qud MRA, ma nd ket hgp vdi thanh 
phan thich img mdi truong dg tao nen dieu kien du 
cho sy hien dien ciia kgt qud kinh doanh. 

5. Y nghia va ket luan 

Nghign ciiu nay xem xet tdc dgng cua cac thanh 
phan nang luc marketing (dap iing khach hang, phan 
ling catih tranh, thich iing moi trudng, chat lugng 
quan he) vao ket qua ldnh doanh ciia doanh nghiep. 
Ket qud cua nghign ciin nay gpi y mdt sd didm ve 
mat nghien ciiu ciing nhu thuc tien. 

Ve mat nghign ciiu, ket qua do MRA cho thay cd 
ba thanh phan (dap iing khdch hang, phan iing canh 
tranh, chat lugng quan he) cua nang lyc marketing 
cd tac ddng cimg chidu vdo ket qua kinh doanh ciia 
doanh nghiep. Tuy nhien, kgt qua hi fsQCA cho 
thay chi cd hai thanh phdn (dap iing khdch hang va 
phan ling canh tranh) la dieu kien dii cho su xudt 
hien cua ket qua kinh doanh. Digm chii y d day la 
kgt qua MRA cho thay thdnh phdn thich iing mdi 
trudng khdng cd tac dgng vao ket qud kinh doanh va 
chat lugng quan he cd tdc dpng cimg chidu vdo ket 
qua kinh doanh. Ket qua fsQCA cho thSy ca hai 
thanh phan nay deu khdng phai Id dieu kien dii cho 
kgt qua kinh doanh nhung chiing kgt hpp voi nhau 
de tao ngn dieu kien du cho ket qua kinb doanh hien 
dien. Cy the la (Bdng 2): 

Ddp img khdch hdng + Phdn ung cgnh tranh + 
Thich ung moi tru&ng*Chdt lugng guan hi -^ Kit 
qud kinh doanh 

Mo hinh tren cho thdy thdnh phan thich iing mdi 
trudng va chat lugng quan he la digu kien INUS 
(Insufficient but Necessary part of a condition 
which is itself Unn^essary but Sufficient for the 
result; Mackie, 1965, tr. 245). Chiing khdng phdi la 
didu kien dii (vi phdi ket hgp vdi thanh phdn khac 

So 219 thdng 9/2015 Kinh (eiliat (rien 



mdi tao dugc didu kien dii), nhung can thigt (kdt 
hgp vai thanh phan khdc) dg tao ra digu kign dii cho 
kgt qua kinh doanh. Tuy nhign, kgt hgp nay khdng 
phdi la dieu kien cdn (vi cdn cac thanh phan khdc la 
dap ling khdch hang, phan iing c?nh tranh) nhtmg la 
digu kien du cho kdt qua kmh doanh. Nhu vay, 
MRA giiip chiing ta kham phd dugc hieu iing rdng 
(trgng so hdi qui beta) cua cac thanh phan nang Iyc 
marketing tac ddng vdo ket qud kmh doanh cua 
doanh nghigp cdn fsQCA cho chiing ta khdm pha 
dugc mdi quan he nhan qud phiic tap giiia chiing. 
Kgt qua tren ggi y cdc nhd nghien ciiu nen sii dung 
nhieu phuang phdp phan tich trong nghien cuu cua 
minh de cd the kham pha dugc mdi quan he phirc 
tap ciia cac bien trong thj trudng (Ragin, 2008; 
Woodside, 2013). 

Ve mat thuc tidn, kdt qua cua nghign cim gdp 
phdn giup cho cac doanh nghigp va cac td chiic qudn 
Iy kinh doanh nam bat rd ban vg vai trd cua nang Iuc 
marketing ddi vdi nang lyc canh tranh ndi chung va 
ket qua kinh doanh ciia doanh nghiep ndi rieng, dg 
bi do cd nhirng bien phdp nudi dudng va phat trien 
ngudn nang luc ndy giiip tao ra Igi thg canh tranh 
tren thj trudng trong giai doan hdi nhap vao thj 
tnrang quoc tg. 

Ket qud cua nghign ciiu nay ciing dem lai mpt sd 
y nghTa cho cac ca quan quan ly cac doanh nghiep 
nhu sd Khoa hgc Cdng nghe, Cdng thuang,... ciing 
nhu cac td chiic xa hdi nhu cdc cau lac bd, higp hdi 
doanh nghiep, CEO,... Cdc td chiic tren cd thd dya 
vao kgt qua ciing nhu cdeh thirc thyc hien nghign 

ciiu ndy de thuc hien nhiing nghign cuu trien khai 
tiep theo cho cac chuang trinh cy thg ciia minb. Lay 
vi lu cy thg nhu mudn danh gia nang luc marketing 
ciia doanh nghiep, cdc td chiic nay cd the dya vao 
ket qua va each tbiic thyc hien nghign ciiu trong 
nghien ciiu nay, tir do thiet ke vd thuc hien nghign 
ciiu rigng cho ngdnh nghg kinh doanh cdn ddnh gia. 
Tren co sd nay, cac td chiic neu trgn cd thg danh gia 
nang Iuc marketing cho nganh vd tung doanh 
nghiep, va tir do se cd dupc co sd dk cd tbd thyc 
hien ddnh gia hang nam va thidt kg ra nhung chuong 
trinh hd trg doanh nghiep phu hgp. Tuang ty nhu 
vay cho nhimg ygu td cd the tao ra nang Iyc dgng 
cho doanh nghiep. 

Nghien cuu nay ciing cd nhieu ban chg. Mdt la, 
md hinh nghidn ciiu chi dupc kiem dinh vdi cac 
doanh nghiep trgn dja bdn TPHCM. Hai la, nghien 
cim chi kigm djnh tdng quat, khdng cu thd vao tiing 
nganh nghg kmh doanh nhu sdn pham, djch vy, 
nganh hdng tieu dimg, cdng nghiep,... Nhiing nganh 
kinh doanh cy thg cd thg cd nhirng khdc biet nhat 
djnh ve vai trd ctia marketing ddi vdi Igi the canh 
tranh vd kdt qua kinh doanh. Vi vay, cdc nghign ciiu 
tiep theo can xem xet nang lyc marketing cua doanh 
nghigp trgn nhigu dja ban va nganh nghe khac nhau, 
Cudi cimg la nghign cun nay chi xem xet mpt dang 
nang luc ddng doanh nghiep, nang Iyc marketing, 
cdc nghign ciiu tiep theo nen tigp tuc kham pha cac 
dang nang Iuc dgng khdc ciia doanh nghigp de cd 
the cd dugc mdt md hinb tdng hgp vg nang lyc dgng 
tao ngn Ipi thg canh tranh ciia doanh nghiep. O 
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