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Tém tit:

Nguyén binh The*

Dura trén co so ly thuyer ngudn lwc RBT (Resource-Based Theory of the firm), nghién ciu ndy xem
xél tdc dong cia ning lwc marketing vio kér qud kmh doanh ciia doanh nghiép. Kiém dinh bang
héi qui MRA (multiple regression analysis) vii médu 225 doanh nghiép tai TPHCM cho thiy ba
(dap vmg khdch hdng, phin img canh tranh, chét heong quan hé) rong bén thinh phan (dap vng
voi khach hang, phdn tmg canh tranh, thich img méi truémg, chit luong quan ké) ctia niing lirc
marketing tdc dgng cing chiéu vio Fét qud kink doank ciia doanh nghiép Tup nhién, img dyng
i thuyét tGp mor frong nghién ciru so sanh dink tinh f5QCA (fuzzy-set Qualitative Comparative
Analysisj cho théy chit lwong quan hé khong co tac dong vao két qué kink doanh cia doanh
nghiép. Tuy nkién, két hop giira chilt lugng quan hé va thich tmg méi tredng tao nén didu kién

it cho két qud kink doanh.

Tir khoa: fsQCA; két qua kinh doanh; Iy lhuyét nguﬁ'm lue; néng lyc marketing

Enhancing firms’ competitive advantage through their marketing capability: MRA and

fsQCA findings
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-
for responsiveness, business relationship guality) 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, ¢
combination of business relationship quality and macroenvironiment responsiveness forms a suf-

ficient condition for firm performance.

Keywords: [sQCA, firm performance, resource-based theory; marketing capability.

1. Gii thigu

Trong mé: truémg canh tranh mang tinh toan cu,
loi thé canh tranh 14 trong tam ciia doanh nghiép dé
dat dugc két qua kinh doanh vuet trdi so véi db thi
canh tranh, gilp cho viéc ton tai va phat trién cia
doanh nghiép (Porter, 1985). Pé c6 loi thé canh

tranh, cac doanh nghigp cin phai ning cao nang lyc
canh tranh cha minh va ning luc canh tranh cia
doanh nghiép thé hién & mei khau trong chui gia
tri. Mot trong nhimg khau tao ra nang lyc canh tranh
13 ning luc marketing (marketing capability) cia
doanh nghiép (Nath & céng su, 2010). Doanh
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nghiép ¢6 kha ning nhén dang dwge nang lyc mar-
keting, nudi dudng vi phét rién né s& co co héi
ning cao duge ning lyc canh tranh coa minh dé ¢6
lgi thé canh tranh trén thi truéng ndi dia va timg
budc, trén thj trudmg quoc te (Nguyen & Nguyen,
2011). Vi vay, nghién ciru v& vai tro cda néng luc
marketing d6i vi két qua kinh doanh cia doanh
nghiép déng mét vai trd quan trong tai Viét Nam,

Mot vin dé nita 12 nghién ¢iru dinh lugng trong
marketing thudmg sir dung cic phuong phip truyén
théng dwa vao phuong sai (variance theorizing) nhw
¢ac md hinh ho hdi qui MRA, mé hinh cdu tric
tyén tinh SEM. Nhimg phuong phép nay - con goi
12 phuong phap dwa vao bién (variable-based meth-
ods) - gitip cho cac nha nghién ciru kham pha duge
tac dng rong (net effects) i ¢4c bién doc 1ap vao
bién phy thugc. Tuy nhién, ching chua thé kham
pha dugc quan hé nhan qua phite tap (diéu kién cin
va dit) gilta bién déc 13p va phy thugc. Ly thuyét tap
md (fuzzy sets) c6 thé gifip cic nha nghién cim
kham ph4 dugc cac méi quan hé nhan qué phirc tap
ciia khoa hoc kinh doanh,

Khéi niém tap m¢ duge Zaded gidn thidu vao giira
thap nién 1960 cia thé ky trude (Zaded, 1965) vand
duge img dyung réng rii trong nhidu linh vic khac
nhau, dic biét 13 trong khea hoe k¥ thuét (mdy tinh,
y khoa,...). So v&i cac nganh ky thuit, nganh khoa
hoc x4 hoi img dung 1y thuyét t8p me chim hon.
Ragin (2000) 1a ngudi tién phong trong tmg dung 1y
thuyél t3p mé vao nganh khoa hoc x4 héi. Déc biét
14 6ng dua ra phuong phap tip mo trong nghién ciru
so sanh dinh tinh (fezzy-set qualifative comparative
analysis; goi tit 1& fSQCA), dua vao tinh huéng
(case-based methods). Cling cht ¥ 1 1y thuyét tap
ma& duge Umg dung & nhidu dang khéc nhau; nghién
clru ndy tép trung vao dang so sanh dinh tinh SQCA.

Trong cic nganh khoa hoc xa hdi, ¢6 18 nganh
kinh doanh 1i nganh ma fsQCA duge cic nha
nghién ciru quan tim chim nbét. Chi trong vai nm
gin diy, fsQCA méi duge chd ¥ dén, dic bidt véi
céc bai viét cia Fiss va cong su (2013) vi Woodside
(2013). Mt s6 nghién eiru dién hinh véi 5QCA nhwr
Ordanini va cong su (2014), Tho & Trang (2015),
Huamg (2015). Tém lai, trong nganh kinh doanh,
sQCA m6i chi 13 bude khoi ddu duge cc nha
nghién ciru sit dung trong cic nghién cdu ciia minh.
Tuy nhién, loi diém cia né da va dang duge céc nha
nghién cin tiép tuc minh ching, dac biét 1a kham
pha céc mdi quan hé nhan qua phite tap trong thi

truémg kinh doanh. Dé gop phin véo cong viée wén,
nghién ciu ndy c6 muc dich ymg dung 1y thuyét tap
md f5QCA xem xét vai trd ciia nang lwc marketing
d6i voi két qua kinh doanh ciia doanh nghidp. Céc
phin tiép theo cua bai niy gici thidu v& co s¢ 1y
thuyét va gia thuyét, phuong phép nghién i, két
qua nghién cifu, ¥ nghia va Két Tugn.

2. Co s Iy thuybt va gia thuyét

2.1. Ly thuyér nguédn liwc doanh nghizp

L3 thuyét canh tranh thudmg dua teén co sé clia
kinh & hoc & chuc (industrial organization), va
thudmg dua trén tidn dé 1a cac doanh nghmp trong
ctng mt ngauh <o tinh dong nhét cao vé mit nguon
luc va chién lrge kinh doanh ho sit dung. P2 lya
chon chién o kinh doanh, doanh nghiép cin phai
pha tich mé1 t'nxfmg va Gim ngudn lyc cio thidt dé
thye hién chién hmc Nhu viy, cic doanh nghlep
d&u cb cling nguon luc, hay cung ¢o thé nep chn
duoc vai nguon fee cin thiét dé thuc hién chién
lugc ctia minh (Barney, 1991). Ly thuyét canh tranh
dya vao sy khac bist cho riing lgi thé canh tranh cha
céc doanh nghiép trong cing mét nganh thudng
khéng thé t6n tai lau dai vi chiing c6 thé d& dang bi
cdc d6i thi canh tranth bét clurde, hofic mua ban trén
thy tnrong déu vao (Bamey, 1991; Porter, 1981).
Cic tién dé trén phu hop d& phan tich vai 16 cia
méi trudmg déi voi higu qua kinh doanh cia doanh
nghiép, nghia 13 tdp trung chinh vio tic dong cia
mbi trudng hon la cAc thudc tinh khac biét cua
doanh nghi¢p (idiosyncratic firm attributes) vao vi
tri canh tranh cia doanh nghiép. Ly thuyét v& ngubn
lwc cua doanh nghiép RBT (resource-based theory
of the firm; Wemerfelt, 1984) ta ddi tip trung vao
phin tich canh tranh dwa vio cic yéu td bén trong -
ngudn lyc - cia doanh nghiép.

Nguén lyc ciz doanh nghiép 6 thé chia thanh hai
nhém: hiru hinh va v6 hinh. Ngubn Iy hin: hinh bao
gdm ngudn Iuc v& tai chinh (financial resources) va
vit chét hiru hinh (physical resources) va ngus“)n hee
v6 hinh bao gdm céng nghé, danh tiéng, va nhan luc
cia doanh nghiép (Grant, 1991). RBT che ri?mg néi
luc ctia doanh nghiép 1a yéu té chinh quyét dinh dén
15 thé canh tranh v hidu qu kinh doanh cia doanh
nghiép (Wernerfelt, 1984). RBT dua vio tién dé 1a
cic doanh nghigp trong cing mdt nginh thwéng six
dyng nhimg chién lugc kinh doanh khic nhau va
doanh nghiép nay khong thé d& dang sao chép chién
Iuge kinh doanh ctia doanh nghiép khic vi chién
Tuge kanh doanh ¢dia mét doanh nghiép duge xdy

S5 219 thdng %2015

hinhte.Phat irién




dune dua vao chinh ngudn lue cua doanh nghiép do
tBamey & Clark, 2007). RBT duge mo rong trong
thi truomg ddng va hinh thanh nén 1y thuvét nang hee
d¢ng dvanh nghiép {(dynamuc capabihnes of the
firm). Neuon lye cd the tro thanh piog lue ddng va
two ra loi thé canh tranh kK ching o gia m
{valuable}, hiém (rare}. kho thay thé (mimmable). vi
kho bi bat chude (nonsubstirutable). got tt 13 VRIN
(Eisenhardt & Martin, 2000).

2.2, Nang luc markering cua doanh nghiép

Nang luc marketing dong var &0 quan trong do
vin két qua kinh doanh cia doanh nghiép (O’Cass &
cdng su, 2015). Nang lyc markenng duge the hién o
nhiéu dang khac nhau. N6 duge the hién qua viéc
lién tuc theo doi va diap img dugc voi nhimg thay
dor cua thi trumg, bae gdm khach bang, d& thu
canh tranh vi méi trugng I mé. D& lim dugc diéu
nay. cac doan.h nghiép can phai thu thip Lhong tin o
nhidu ngudn khic nhau v& khach hang, & déi thy
cunh tranh ciing nhir mé1 truong i mé va dién @ai
§ nghia cia ching dé bién ching thanh i thirc o
ich dé ra quyét dinh kinh doanh {Homburg & cdng
sur, 2007; Jayachandran & cong su. 2004; Nguyen &
Neuyen, 2011}

Do'\nh nghlap phai ludn né luc tao dimg dugc
méi quan hé tét & cac déi tac kinh doanh nhur nha
cung, khich hang, oha phin phdi va chinh yuyén
{Krasnikov & Jayachandran, 2008). Vi vav, char
lugng moi quan hé gilra cac thanh vién trong qua
trinh trao d&1 kinh doanh. nhu khich hing va
thuong hiéu, doanh nghiép va nha cung, doanh
nghigp v 4 kénh phdn phai. . déng vai tré quin trong
trong danh vi¢e danh gia nang lyc marketing cha
doanh nghi¢p. Chat lugng méi quan hé c6 thé duoc
danh gia tong quat thong qua nhimg ad lue cua
doanh nghiép nham dat duoc mbi quan h¢ Ot véi
déi tic kinh doanh (khdch hang, nha cuny. phin
phéi, v chinh quyén <@ lién quan). Thiét 1ap va duy
tri méi quan hé c6 chit luong cao I frung tam cia
cic hoat déng marketing cua cac doanh nghiép, dic
biét 14 trong giai doan canh tranh chuyén hudng tir
canh tranh gitra cac doanh nghiép sang canh tranh
wilra ¢ie mang marketing vén nhan. Vén co s¢ néu
irén, nang lyc marketing duoc xdy dung vén bén
thinh phan ~au (Nguyen & Nguven. 2011y

- Ddp #ing voi nhu iu khach hing (customer
responsivenes\i. go1 tit | ddp tmg khech hang. thé
hién sy dap img cua doanh nghiép theo s thay dbi
vé nhu cdu va woc mudn cua khach hang.

- Phan 1mg vor d6t thu canh tranh (compentor
FESPONIIVENENS ). 0L lat la phan ung cunk tranh, thé
hién sy theo dot va hanh déng phu hop cua doann
ughiép 41 vun cdc hoat dong kinh doanh Lua déi i
canh tranh.

- Hici aeng vol Mo triedmg Vi mo {responsiveness
10 the change of the macroenviromment}, gou tit 1a
thich img mdi irwdny, thé hién viéc doanh nghiép
theo ddi syt thay d6i cua mdi trudng vi mé, nim bit
cdc co ht va rao can Kinh doanh dé ¢6 hanh déng
pha hop.

_ Chér firomg moi quan hé vor déi tdc (relation-
ship quality). got 1At & char hrong quan hé, the hién
mire 46 doanh nghiép dat duge chét lugng méi quan
hé véi khach hang. rha cung, nha phan phm \a gac
cap chinh quyén 6 lién quan.

Ly lhuye! ¢ dinh huong thi reong cing chi ra
rang. dp img véi sy thay doi cia khéich hang, phan
ung thich hop «oi hogt déng kinh doanh cua ddi thu
canh tranh va thich nghi véi moi truong vi mo la
diém then chét din dén su thanh cong cua doanh
nghiép (co ga try; Snvastava & cdog sur, 2001). Bip
my thy trwdng 18 mét yéu 16 van héa doanh nghidp
ma khéng phar tdt ca deanh nghigp ndo cing oo
(hlém) va mdr doanh nghiép dua vao nguén lue cta
minh ¢6 nhimg cach thirc dap img thy truong khic
nhau. Doanh nghiép nay khéng thé bit chude duanh
nghiép khac duge (khéng dé dang bét chude duoc)
Tuy nhign, néu khéng dap tmg duoc sy thay dér cia
thi tnrémg thi doanh nghiép sé by ddo thai (khéng thé
thay thé duge). Vi viy. nang luc dap ing thi truong
thoa man cac thudce tinh VRIN nén né 1a mét véu o
cua ning e dong doanh nghiép. Tuong ur nhu khi
nang dap (g thi rdmy. chat Ireng mdi quan hé co
quan h¢ voi két qua kinh doanh cia doanh nghiép
(hiém va ¢ gia tri). Thirc tidn di cho thfly fe1 nhudn
cua doant nghiép chiz seu tir khach hang hién co.
tuy nhién, khoéng phai doanh nghiép nio ciing co the
thue én duoe (khéng thé thay thé va bt chuoce
duec). Vi vay, chit luong méi quan hé thoa man cic
tiéu chi VRIN va la mét yéu th tao nén nang luc
dbng cua doanh nghiép. Tom lai, cac véu 1 tav
thanh nany lue marketing déu dat néu chuan VRIN,
nghia la 06 1a mot dang nang lyc dong cua doanh
nghiép Vi vay, nghién ciru dua ra gia thuyét la: Cuc
think phan cua ning e marketing - dap reng khdich
hing, phin tmg cank tranh. thich ing méi truong,
chat lrong quan hé - tic déng cing chiéu vao ket
qua kinh doanh cua doanh nghiep.
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3. Phuong phip nghién ciu

3.1 Maxn

Phirong phan khao sat véi miu kich thude 228
doanh iigkép trén dia ban TPUCM dugc sir dung dé
thu indp diF lidu kiém dink thang do va gia thuyét.
Don vi phin tich 13 doanh nghigp va dbi tucne
phong vin la cic thanh vién trong ban gmm déc cua
doanh nghiép. Ky thuat phong van true tiép dugc sit
dung dé thu thép dir liéu sau khi lién hé vai ho va
ahdn durge sy déng v tham gia. Trong mau co 77
(34.2%) deanh ngép san xudt, 82 {36.4%) doanh
nghiép dich vy va 66 (29.4%) doanh nghiép kinh
doanh ca san wudr Jin dich vu. Vé qui md, co 118
(52.4%) doaoh nghicp ¢é $§ lugng cony nhan vién
waon 100 v 107 (47.6%) doanh nghigp co nr 100
cOn nhdn vidn tw ién.

3.2. Thung do

i khin niém nghién cvu droce do ludng 1a W
qua kinh doanh va niing tee marketing. Kér qua kinh
doanly 13 khai nidm doo hudmg duoe do luimg bing
bén bién quan sat dua theo Keh va cény sy o -
Mény hre matketing Ta khar nigm da hueng bae gém
bén thinh phin: ddp dng khich hing rdo hrémg
: 5 bidn), phan tmg canh tranh (5 bign). thich
(mg mdi tnximg (5 bién) va chat lugng quan hé (4
n). Cac bién quan et nay dua theo Homburg va
cény s 2007 Javachandran va cong s 20030
Kraskos va Javachandran (200%), Tat cd
“0 duoc do ivong dang Likeit 7
toin plun d6n dén 7

ac thang

? didm, vén 1 Thoan
thoan toan Jong v 1.

4. Két quu nghién ciu

i1 Binh gid thang do bang CFA

Phuong phdp phan tich nhdn to hhang dimh CEA
tConfirmatory Factor Analvsisr duoce su duny ¢
dah g2id thang do. Mo tinh 151 han duoc xdv dung
thong gua két hon thang do két qua kinh doanh voi
cic thanh phin caa rang lue marketing Két cua
CFA cho thdv md hink co dé tuong thich chdp nndn
dugery © .y = 43460 (p = 0.000Y GFL = = (0.353:

CFI=0.923: va RMSEA — 0.069. K¢t qua ciing cho
may irong so CFA cla @it ca cav 01€n quan sat deu
Jén {nho nhat 1a 0.57;, Mhang b tink don huong
* & gid tny hét e cua thang do Két gua kinh deanh va
cac thanh ph'ﬁm ctia nang luc marketing. &t Guo
ciing cho thay hé so twong quan cta cac khai niém
déu nho hon don vy khéng dinh gid 1 phan bidt
it cic khai mém, Két qua ciing cho thiy cig thang
o Jdéu dat yéw chu vd 30 tin cdy thng hee (p

74) va phuong savtrich (2 1.50) ngoai khas nigm
chét lugmg méi quan hé vo phuomy sai wich nhe
(p,.~ 0.41). Tuy uhién né vin wim trong gicn han
¢4 the chap nhan duge.

4.2, Kiém dinh chéch phuong phip (CVIB)

Nghtén ciru ndy sir dyng phuong phap phong v.in
Y g khao sat (1 thanh vién ban gum
dbe) va tai ciing mdt thoi didm V. viy. kid ndng
chéch do phuwomg phap ( MB (Common Method
Bras chéch do dung cimg mot phuong pbap dé thu
thdp dir 1. v1 au: cang mot do1 treng khao ~at tat
cung mot thin diéni... s co thé xuat huén. B%é kiem wa
Lhden may. hghle.n cuu su uung kigm Jdinh Harman
Vo1 CEA 14 bién tiem dn 214 (unimeasured latent
Catael Kétyua cha thiy mite do phi hyp cua ind
hinhvdom yéutd{ -, e 1517.27 (p =0 000); GF!
= 0.569; CFY - 761 RVSEA = 0, 138} Lein s
mé hinh da veL 18 |y o 45400 (p = 0ey
GFL = 0853, CFI=0 923+ 1 RMSEA = 0.069] K
qui » & bidn tidm dn wad cho thav trong sé cac
e do ludng cae kidn mdm nghién cuau Ih) 4o
khang dang k& va cac meng <0 ndy rén hién ném tin
déu uho va kndne ¢ ¥ nghia théng ké (p >
CMB, »Cu oo wing kndng Lim chech

het gua nghién cira

il dinh gig i éo bamg VIRA

Mo hep boi g bot MIRA Nweg le Regression
5QC.A duoc sir dong Jé kido dinh gid
qua kiém dinh MRA trinh bay trong

Mlalysiss
i Ké
Bang 1. Chiy 1a cic khdi v
heano kg thang do buo gom nhidu bidn do tugng.

*m nghidn eftu dwoce do

nra chudn
Hing s¢ ST 1238
Dap ung khich hang 0.251
Phan ing canh tranh LEES
Thich ing mdy trudag Q.067
Chat lugng, quan Q20

Bién phu theoc Kétgua kinh deach; R’

~u

Bang 1: Két qua MRA

Gidmit  Gigmp
e ) 2975 0003
aUss zaxy
04067 0.006 2
2.060 Q078 i
50T y 1014

= 0.303; R aiéu chinh = 029 1s1g F < 0001]
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Bing 2: Két qua $5QCA (nguing nhét quén: 0.85)

KET QUA: PHUC TAP, BON GIAN VA TRUNG GIAN

M35 hinh: Két qua kinh doanh = f{dap 1ng khéch hing, phan img canh tranh, thich ¥ng méi truémeg, cl chét hwgng

quan hé)
Tan 56 ¢at (frequency cutofl): 2.000000
Ngudng nhat quan: 0.851665

Briéu kién (bien déc ldp) P ban phil (coverage) b rzha‘t
Thé (raw} Riéng (uniguej quan
Biép tmg Xhach hing 0.873092 0.069990 0.735751
Phan img canh tranh 0.799772 0.026957 0.772367
Thich img mé1 mrbng*Chat lrong quan hé 0657304 0.813316 0.817049

D¢ bao phi (solution coverage). 0930172
D% ohét quén (solution consistency): 0.700031

Ghi chu: V& miit ¥ nghia, d§ nhit quin co thé dién gisi wrong dwong voi hé 36 twong quan r va 4§ bao phit hrong

duong véi bg 6 xic dinh R? (Woodside, 2013).

Vi vy, trong phén tich MRA, bién trung binh (trung
binh cia cac bién do ludmg cac khai niém nghién
cir) dwge sir dung vi thang do cac khai niém nghién
ciu déu dat tinh don hudng (unidimensionality).
Két qua MRA cho thdy thanh phén thich img méi
tredmg khéng 6 tic ddng vio két qua kinh doanh
ciia doanh nghigp. Cac thanh phin khic cia nang
lue marketing (ddp (mg khach hang, phan img canh
tranh va chit luong quan hé) dbu c6 tic ding cing
chidu vao két qué kinh doanh cia doach nghiép.

4.4. Kidm dinh gid thuyét bing fsOCA

Dé {mg dung fsQCA kaém dinh gia thuyét, di lidu
thu thap tir thang do Likert 1 dén 7 dvoc chuyén déi
thanh dir liéu $5QCA c6 gid tri tir 0 dén 1 (Ragin,
2008). Viéc chuyén déi nay duec thuc hién thong
qua két hop ba phuong phap: dua vao thang do
(Likert 7 diém; Ordanini & cong su, 2014), dya vio
dit ligu (Woodside, 2013), va dya vao ngir canh cia
thi truémg nghién cins (Tho & Trang, 2015). Két qua
la ba ngudng dinh tinh (qualitative anchors) d&
chuyén déi 1 ngudng thanh vign hoan toan (full
membership threshold) 13 6.5; ngudng khéng la
thanh vién {full non-membership threshold) 1a 3; va
ngudng mé (crossever point) 1a 5.5 (trén 7 diém
trong thang do Likert).

Dua theo && nghi clia Ragin (2008), nghién citu
nay chon nguoug nhét quan (consistency th,reshold)
13 0.85. Két qua, tir phin mém fsQCA 2.5 voi didm
cét (cutoff value) 0.85 (ngutmg nhit quan; Bang 2),
cho théy ba dang két qui—phirc tap (complex
solution), don gidn (parsimonious so lution), vi
frung gia.n (intermediate solution)~déy nhr nhau,
Cu thé 1a dép {mg khich hang va phin img canh
tranh 14 hai diéu kign du dé két qua kinh doanh tdn
tai (Bang 2). Tuy ohién, chit luong quan hé khdng
phai 14 mét didu kién di cho két qua kinh doanh,

niur trong két qua MRA, m3 n6 két hop v6i thanh
phén thich mg mdi trudmg dé tao nén didu kién dt
cho sur hién dién cta két quai kinh doanh.

5 Y nghia va Kkét ludn

Nghién clu nay xem xét tic &ong cla cic thanh
phén ning Iy marketing (d4p ¥mg khich hang, phan
tmg canh tranh, thich (mg méi trudmg, chét lzong
quan h) vao két qua kinh doanh ciia doanh nghiép.
Két qua cia nghién ciu ndy goi ¥ mdt 56 diém vé
mat nghién ¢l cling nbu thyc tién.

V& mit nghién ciru, két qua do MRA cho thiy co
ba (haoh phin (d4p img khach hing, phan img canh
tranh, chit luong quan h¢) cta ndng luc marketing
¢ téc ddng cing chidu vao két qua kinh doanh ciia
doanh nghiép. Tuy nhién, két qui tr KQCA cho
théy chi cé hai thinh phin (d4p tmg khach hang vi
phén img canh tranh) 13 diéu kién dii cho sy xudt
hién cia két qua kinh doanh. Pidm cht ¥ & day I
két qua MRA cho théy thanh phan thich Gng méi
trudmg khéng ¢6 tic dong vao kit qua kinh doanh v
chét hrgng quan hé co6 tic ddng cing chidu vao két
qua kinh doanh. Két qui f5QCA cho thiy ca hai
thanh phén ndy déu khong phai Ia didu kién du cho
kbt qué kinh doanh nhung ching két hop véi nhau
& tao nén didu kign @ cho két qua kinh doanh hién
dién. Cu thé 1A (Béang 2):

Ddp ung khdch hing + Phdn img cank tranh +
Thich vmg msi mto'ng*Cha"’! leong quan hé — Két
qua kinh doank

M3 hinh trén cho thdy thich phin thich img méi
truomg va chit lwong quan hé 13 didu kién INUS
(Insufficient but Necessary part of a condition
which, is itself Unnecessary but Sufficient for the
result; Mackie, 1965, tr. 245). Ching khéng phai 1a
didu kign dit (vi phai két bop vér thanh phin khac
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méi tzo duge didu kién dil), nhumg cin thiét (két
hop vai thanh phin khac) dé tao ra didu kién di cho
két qua kinh doanh. Tuy ohién, két hop niy khéng
phai la diéu kién cin {vi con cac thanh phan khécla
dap ving khach hang, phan img canh tranh) nhimg 12
diéu kign i cho két qua kinh doanh. Nhv vdy,
MRA glup chung ta khdm phé duge hidu g rong
(trong 58 hdi qui beta) coa cac thanh phin nang fye
marketing tic dong vao két qua kinh doanh cia
doanh nghiép con fsQCA cho chung ta khim phi
duge mdi quan h@ nhin qua phic tap gitta ching.
Két qua trén goi ¥ cée nha nghién ciru nén sir dung
nhiéu phmmg phap phan tich trong, nghién ciru cia
minh dé c6 thé kham phé dugc mbi quar hé phic
tap cila céc bién trong thi truémg (Ragin, 2008;
Woodside, 2013).

V& mit thue tidn, két qua cua nghidn ciru gop
phin gitip cho c4c doanh nghiép va cic th chirc quan
1y kinh doanh ném bét 1 hon vé vai tré ciia nang luc
marketing d6i v&i niing luc canh tranh noi chung va
Kkét qud kinh doanh cia doanh nghiép noi rigng, dé
nr do 6 nhitng bién phdp rudi dudng va phit trién
ngudn nang lye ndy gitp tao ra lgi thé canh tranh
trén thi trudng trong giai doan hdn nhdp vao thi
truémg québc té.

Két qua clia nghién ciu nay cting dem lai mét 6
y nghfa cho ¢ac co quan quén 1y cdc doanh nghiép
nhu s& Khoa hee Céng nghé, Cong thuung,...
nhu cac t6 chire x3 hdi nhur cic cdu lac b9, hiép héi
doanh nghiép, CEQ,... Céc td chitc trén ¢6 thé dua
vao két qui ciing nhu cach thic thue hign nghién

cling

Tai liéu tham khao

clru my dé thuc hién nhimg nghién ciru tridn khai
tiép theo cho cac chuong trinh cu thé ciia minh. Ly
vi 4u cu thé nhu mudn danh gia niing luc marketing
cta doanh nghiép, cac t8 chic ndy c6 thé dya vao
két qua va céach thire thye hién nghién ciu trong
nghién ciru ndy, tir 6 thiét ké va the hién nghién
cifu riéng cho nginh nghé kinh doanh cin dénh gia.
Trén co s& nay, cac t6 chirc néu trén c6 thé dinh gis
ning lyc marketing cho nganh va ting doanh
nghiép, va tir d6 8 b duge ¢o 50 dé co thé thuc
hién danh gia hang ndm va thiét ké ra nhimg chuong
trinh hd trg doanh nghiép phu hop. Twong tr nhir
vay cho nhimng yéu td co thé tao ra ning hre dong
cho doanh nghiép.

Nghién ciu ndy ciing cé nhiéu han ché. Mét 13,
mé hinh nghign ey chi duwoe kidm dinh véi cdc
doanh nghi€p trén dja ban TPHCM. Hai 1a, nghién
ciru chi kiém dinh téng quat, khang cy thé vao timg
nganh nghé kimh doanh nbu sin phém, dich v,
nginh hang tiéu ding, céng nghiép,... Nhitng npanh
kinh doanh cy thé c6 thé ¢o nhifng khac biét nhit
dinh v& vai trd caa marketing dbi voi loi thé canh
tranh va két qua kinh doanh. Vi viy, cac nghién ciru
tiép theo cdn xem xét ndng luc marketing cua doanh
nghigp trén nhidu dia ban va nganh nghé khéc nhau.
Cubi cing 12 nghién ciru ndy chi xem xét mot dang
néng lyc déng doanh nghiép, nang lze marketing,
c4c nghién ciru tiép theo nén tiép tuc kham pha cic
dang ning luc dong khic ciia doanh nghigp dé c6
thé ¢4 duge mdt md hinh dng hop vé ning hre dong
tao nén lgi thé canh trach cia doanh nghiép.C1
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