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Tom tat:

Nang e marketing c¢é y nghia quan trong doi voi viéc dat dwoc tinh bén vig ciia loi thé canh tranh.
Nghién ciru nay nham khdm phd cdc nhdn t6 cau thanh ndang luc marketing va xdc dinh danh
hiong ciia né t6i két qua hoat déng kinh doanh ciia cac ngdan hang thwong mai cé phan tai
Thanh phé Ho Chi Minh. Phirong phdp nghién citu qua 2 bude so bg va chinh thirc théng qua
phong van Gidm doc chi nhanh ciia cdc ngdn hang. Nghién civu so bé sit dung cong cu hé so tin
cdy - Conbach’s Alpha va phén tich nhan té kham phd (Exploratory Factor Analysis- EFA).
Nghién civu dinh heong chinh thire nham kiém dinh lai thang do bang phdn tzch nhan to khcfng
dinh (Confirmatory Factor Analysis — CFA) va gid thuyet théng qua mé hinh cdu tric tuyén tinh
(Structural Equation Model — SEM). Két quad cho thdy néng lic marketing tac dong manh va
ciing chiéu téi két qua kinh doanh cia cdc ngdn hang thiwong mai c6 phan.

Tir khoa: Ning luc marketing, két qua hoat dong kinh doanh

Impact of marketing capability on business performance: An empirical study at the joint-
stock commercial banks in Ho Chi Minh City

Abstract:

Marketing capabilities have important implications for the achievement of sustainable competi-
tive advantage. This study aims at exploring the factors that constitute the marketing capability
and determine their impact on business performance of commercial banks in Ho Chi Minh City.
This research includes two steps - preliminary and the main study, which were conducted through
interviews with managers working in joint-stock commercial banks in Ho Chi Minh City. In the
preliminary study, the scales were assessed using Cronbach's alpha coefficient and Exploratory
Factor Analysis (EFA). The scales were then submitted to Confirmatory Factor Analysis (CFA),
and the hypotheses were tested through Structural Equation Model (SEM). The results showed
that marketing capability had significant impact on business performance of the joint-stock com-
mercial banks.

Keywords: marketing capability, business performance.

1. Gi6i thiéu

Cong ty theo dinh hudng thi truong dugce phan
biét bdi kha nang su kién va xu hudng thi truong
ctia ho trude d6i thu canh tranh. Ho c6 thé du doan
chinh x4c hon phan g véi hanh dong duoc thiét ké
dé duy tri hodc thu hut khach hang, cai thién quan

hé kénh phéan phéi, hodc ngan chén cac dbi thu canh
tranh. Doanh nghiép c6 thé hanh dong dwa trén
thong tin thi truong mdt cach kip thoi va chat ché
béi cac gia dinh vé thi trudng duoc chia sé rong rii
(Day, 1994). Nang luc marketing c6 y nghia quan
trong ddi véi viée dat duge tinh bén virng cua lgi thé
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canh tranh. Jiittner va Wehrli (1994) khing dinh
marketing 1a mt nang luc 16n cua doanh nghiép va
n6 c¢6 ¥ nghia nham chuyén hoa nhirng ning luc bén
trong cta doanh nghiép thanh cac hoat dong cu thé
ctia chién lugc tir 6 tao ra qué trinh nang dong ciia
doanh nghiép nhim sir dung cac nguén luc, kha
ning nham dap ng nhimng thay doi cia moi truong
kinh doanh. Cac doanh nghiép c6 kha nang xem xét,
danh gia sy thay doi nhanh chong cua thi truong va
hanh dong dua trén thong tin thi truong sé dat duoc
vi trf t6t nhat dé gianh duogc loi thé canh tranh.

Nghién ciru nay dugc thyce hién nhim 1am sang to
nhitng nhan té cau thanh ning lyc marketing va su
tac dong cia nhan t§ ning luc marketing dén két
qua hoat dong kinh doanh cia ciac ngdn hang
thwong mai c6 phan trén dia ban Thanh phé H Chi
Minh. Tir 6 dé xuat mot s giai phap nham néng
cao niang lyc marketing va két qua hoat dong ciia
ngan hang thuong mai. Nhu vay, trong bai viét nay
chung t6i s& phan tich 3 van dé (i) Co s6 1y thuyét
va mo hinh nghién ciru, (i) Kiém dinh va dénh gia
m6 hinh nghién ctru vé su tic dong cia niang luc
quan tri dén két qua hoat dong kinh doanh ctia ngan
hang thuwong mai va (iii) Két luan va ham y quan tri.

2. Co s6 Iy thuyét va mé hinh nghién ctru

2.1. Ly thuyét dinh hwéng thi truong

Ly thuyét nang lyc canh tranh dya trén dinh
hudng thi truong (Market Orientation — MO) duogc
phat trién trén co s cho rang mot doanh nghiép sé
dat dugc nang luc canh tranh béng cach tap trung
vao viéce lam thé nao dé théa man nhu cau ctia khach
hang, tao ra gié tri khach hang tot hon so véi ddi thu
va dat duoc két qua hoat dong kinh doanh. Pay Ia
quan diém nghién ctru ning lyc canh tranh xuat phat
tir thi truong, thuc chat 1a di tir két qua cua cac hoat
dong gia tri dé truy nguoc lai diéu gi tao ra gid tri
khach hang vuot trdi so véi dbi thu va do d6 s& dem
lai loi thé canh tranh cho doanh nghi¢p. Cac doanh
nghiép c6 kha ning xem xét, danh gia su thay do6i
nhanh chong cua thi truong va hanh dong dua trén
thong tin thi truong s& dat dwoc vi tri t6t nhat dé
gianh duogc loi thé canh tranh (Kohli va Jarworski,
1990; Slater va Narver, 1994; Day, 1994; Tuominen
va cong su, 1997; Kotler va Amstrong, 2012; Para-
suraman, Zeithaml va Berry, 1988; Srivastava,
Fahey va Christensen, 2001; Christensen, 2010).

Theo Kotler va Amstrong (2012, trang 528),
“Doanh nghié¢p co lgi thé canh tranh hon dbi thu
béng cach tao ra cho khach hang gia tri vuot trdi so
v6i dbi thu. Dé gianh chién thing trong thi trudng
hién tai, cac cong ty phai tré¢ nén chuyén nghiép

khong chi trong viéc quan 1y cc san phim ma con
trong viéc quan 1y cac mbi quan h¢ khach hang xac
dinh trong bdi canh canh tranh va méi truong kinh
té kho khan. Sy hiéu biét ctia khach hang 1a rat quan
trong, nhung chua du. Loi ich xdy dung mdi quan
hé khéach hang va dat dugc loi thé canh tranh doi hoi
phai cung cép gi tri va su hai 1ong cho khach hang
muc tiéu hon d6i thu canh tranh lam. Khach hang s¢&
théy lgi thé canh tranh nhu 1oi thé ctia khach hang,
dem lai cho cong ty mot loi thé hon ddi thu canh
tranh ctia no”.

Marketing c¢6 anh huong 16n téi cach chién lugc
dugc xay dung va nguf‘m luc dugc phan bd dé thuc
hién chién luge (Hunt va Morgan, 1995). Déi véi
cong ty dinh hudng thi truong, tao ra gia tri khach
hang tot hon 1a muyc tiéu chinh dinh hudéng xay dung
va thuc hién chién lugc (Day, 1994). Pé lam diéu
nay, chién luge dua trén su khac biét tao ra gia tri
cho khach hang s& thuc ddy doanh nghiép nd luc
nghién curu thi truong, lya chon cac muc tiéu, thi
truong, qué trinh phét trién san pham, cic chuong
trinh truyén thong thi truong, va qué trinh giao hang
cua minh (Day, 1994; Woodruff, 1997).

2.2. Cac khdai niém nghién ciru

2.2.1. Két qua hoat dong kinh doanh ciia ngdn
hang (Bank Performance —BP)

C6 nhiéu dinh nghia vé két qua hoat dong kinh
doanh va do luong két qua hoat dong kinh doanh
clia doanh nghiép, n6 thé hién nhu 1a mot ciu trac
da chiéu nhu: két qua tai chinh, van hanh, quan hé
khach hang va tiang truong (Kaplan va Nor-
ton,1992,1996; Consuegra va cong su, 2008;
Vorhies va Harker, 2000). Theo Nguyén Pinh Tho
va Nguyén Thi Mai Trang (2008), két qua kinh
doanh cua doanh nghiép la muc d dat dugc muc
tiéu ctia doanh nghiép, thé hién bang loi nhuén, tang
truong thi phin, doanh thu va cic muc tiéu chién
lugc cia doanh nghiép.

2.2.2. Nang luc marketing (Marketing capability)

Marketing nhu qua trinh ma cac cong ty tao ra gia
tri cho khach hang va xay dung mdi quan hé khach
hang manh m& dé nam bit gia tri tir khach hang dem
lai (Kotler va Amstrong, 2012). Nang luc marketing
la qué trinh tich hgp duoc thiét ké dé ap dung nhiing
kién thuc, ky ning va ngudn luc cia cong ty dap
mg nhu cau thi truong cta doanh nghlep, tao diéu
kién cho doanh nghiép tang gi4 tri san pham va dich
vu cua minh va dap tng nhu cau canh tranh (Day,
1994; Vorhies va Harker, 2000).

Ning lyc marketing dugc xdy dung gom 4 thanh
phan (1) Pap tng khach hang (Customer Respon-
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siveness - CUSRE) — thé hién sy dap tmg ctia doanh
nghiép d6i véi su thay d6i vé nhu ciu va uéc mudn
cua khach hang (Kohli va Jaworski, 1990; Narver
va Slater,1990; Homburg va cong su, 2007); (2)
Phan tng v&i ddi thu canh tranh (Competitor
Responsiveness - COMPRE) — thé hién sy theo ddi
ctia doanh nghiép dbi véi cac hoat dong kinh doanh
cia d6i thu canh tranh (Menguc va Auh, 2006;
Homburg va cong su, 2007); (3) Thich tmg véi moi
truong kinh doanh (Adapt to changes of business
environment - ACBE ) — thé hién viéc doanh nghiép
theo ddi su thay doi ctia méi truong kinh doanh dé
nidm bit cidc co hdi va rao can kinh doanh
(Srivastava va cong su, 2001; Hou, 2008); (4) Chét
luong mbi quan hé (Relationship Quality - RQ), thé
hién murc d6 doanh nghi¢p dat dugc chat luwong mbi
quan hé véi khach hang, nha cung cp, nha phan

phdi va cic cdp chinh quyén cé lién quan
(Srivastava va cong su, 2001).

Nhu vay, nang luc marketing cia doanh nghiép
duoc thé hién thong qua viéc lién tuc theo doi va
dap ung dugc voi nhitng thay doi cua thi truong,
bao gom khach hang, ddi thii canh tranh va thich
ung v6i moi truong kinh doanh va tao dung dugc
mdi quan hé véi cc dbi tac kinh doanh (Day, 1994;
Vorhies va Harker, 2000; Srivastava va cdng su,
2001; Homburg va cong su, 2007; Nguyén Dinh
Tho va Nguyén Thi Mai Trang, 2008; Kotler va
Amstrong, 2012).

Cac nghién ctu thyc nghiém trude nam 2000
chua khéng dinh hoan toan mdi quan hé thuan chiéu
giita nang luc marketing va két qua hoat dong kinh
doanh. Tuy nhién, cac nghién ctru sau nam 2000 thi
da tng ho mdi quan hé nay nhu nghién ctru cia

Bang 1: Tém tit cic nghién ciru thye nghiém trén mdi quan hé giira dinh hwéng thi truong
(MO) va Két qua hoat dong kinh doanh (BP)

Tac gia Noi nghién ciru Két luan

Narver va Slater, 1990 My Méi quan hé tich cuc MO->BP
Jaworski va Kholi, 1993 My Mdi quan hé tich cuc MO->BP
Kholi, Jaworski va Kumar, 1993 My Méi quan hé tich cuc MO->BP
Diamantopoulos va Hart, 1993 Anh Twong quan két hop giita MO-BP
Slater va Narver, 1994 My Méi quan hé tich cuc MO->BP
Deng and Dart, 1994 Canada Méi quan hé tich cuc MO->BP

. \ A oz Mbi quan hé tich cuc Dinh hudng khach hang va
Deshpandé, Farley va Webster, 1993 Nhat Ban Két qua hoat dong kinh doanh
Pitt, Caruana va Berthon, 1996 Anh va Malta Tuong quan két hop giita MO-BP & ca 2 nudc

Selnes, Jaworski va Kohli, 1996

My, Scandianvia

Méi quan hé tich cuc MO->BP

Atuahene-Gima, 1995, 1996 Uc

MO 1a mét yéu té quan trong trong thanh cong
cua san pham méi

Bhuian, 1997

A Rap Saudi

Méi quan hé khéng c6 ¥ nghia

Téac dong da chiéu cua cac bén lién quan toi ket

Greenley va Foxall, 1997, 1998 Anh qua dugc diéu chinh b&i moi truong bén ngoai

Gray va cong su, 1998 New Zealand Mébi quan hé tich cuc MO->BP

Lado, Maydeu-Olivares va Rivera, 1998 Tay Ba]giNha Va | Méi quan hé tich cuc MO->BP

Deshpandé va Farley, 1998 My, EU Méi quan hé tich cuc MO->BP

Han, Kim va Srivastava, 1998 My Quan hé tich cuc MO->d6i méi->BP

Sargeant va Mohamad, 1999 Anh Méi quan hé khong co ¥ nghia

Baker va Sinkula, 1999 M§ Méi quan hé tich cyc MO->BP

Lé Nguyén Hau va Pham Thi Thay, 2006 Viét Nam Mébi quan h¢ tich cuc MO->BP

Homburg va cong s, 2007 EU Dflp tng khac.Ig ha,n.g va Phan ung canh tranh tac
dong cung chicu téi BP

Consuegra, Molina va Esteban, 2008 Tay Ban Nha Mbi quan h¢ tich cuc MO->BP

(Nguon: Lado va Maydeu-Olivares, 2001 va tong hop ciia tic gid)
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Vorhies va Harker (2000), Homburg va cong su
(2007) cho thay dap tung khach hang va phan tng
canh tranh c6 tac dong cung chiéu téi két qua kinh
doanh. Nghién ctru ciia Lé Nguyén Hau va Pham
Thi Thiy (2006), Nguyén Dinh Tho va Nguyén Thi
Mai Trang (2008) ciing cho thay ning luc marketing
c6 tac dong truc tiép dén két qua kinh doanh. Do
vay, chung ta c6 gia thuyét nhu sau:

Gia thuyét: Nang luc marketing téc déng dwong
dén két qua hoat déng kinh doanh ciia ngan hang
thwong mai, trong d6 néing luc marketing dwroc cau
thanh béi cac yéu t6: Dap ing khdch hang, phdn
ing canh tranh, chat lwong quan hé va thich img
moi truong kinh doanh

3. Phuong phap nghién ciu

3.1. Phat trién thang do

Co 2 khai niém dugc su dung trong nghién cuu
nay bao gém ning lyc marketing va két qua kinh
doanh cua ngan hang thuong mai. Nghién ctru nay
st dung thang do cua Vorhies va Harker (2000),
Srivastava va cong su (2001), Homburg va cong su
(2007), Nguyén Dinh Tho va Nguyén Thi Mai
Trang (2008) d6i voi 4 thanh phan cua ning luc

marketing. Thang do két qua kinh doanh Két qua
kinh doanh bao gdm cac thanh phan nhu tai chinh;
van hanh va quy trinh ndi bd; sw hai long khach
hang; hoc tip va phat trién (Kaplan va Norton,
1992, 1996; Neely va cong su, 1995; Waal va Coev-
ert, 2007) va thao luan chuyén gia bd sung thang do
vé khia canh ng x4u cua ngan hang. Cac cau hoi
duoc dich tur tiéng Anh sang tiéng Viét va duoc diéu
chinh cho phu hop véi linh vuc ngan hang. Thang
do duogc thiét ké thang do Likert 7 diém. Noi dung
cac bién quan sat dugc trinh bay trong Bang 2.

3.2. Danh gia so by thang do

Nghién ctru nay duoc thyc hién qua 2 budc: so b
va chinh thie. Ddi tugng diéu tra 1a Giam dbc/Pho
giam dbc chi nhanh cia cac ngan hang thuong mai
c¢b phan dang hoat dong trén dia ban Thanh phd Ho
Chi Minh. Nghién ctru so bo thyc hién diéu tra truc
tiép 121 pho Giam ddc chi nhanh cua cac ngan hang
thwong mai ¢ phan Thanh phd H6 Chi Minh nhim
danh gia so bo thang do bang do tin cay Cronbach’s
Alpha va phan tich nhan t6 khdam pha — EFA.
Nghién ctru chinh thirc véi mau n=319 Giam dbc
chi nhanh nham dé kiém dinh lai thang do va gia
thuyét nghién ctru bang cong cu CFA va SEM.

Bang 2. Thang do ning lwc marketing va két qua kinh doanh

Mihod |

N¢i dung thang do

Nguon goc

Thang do nang luc marketing

Dap g khach hang (Customer Responsiveness)

CUSREO1 Nguyén tic cta phan khuc thi truong nd lyc hudng dén phat trién san pham | Vorhies va Harker
mdi trong don vi kinh doanh (2000)
CUSRE02 Thuong xuyén tiep xuc vai khach hang dé hi€u biét nhu cau ctia ho vé san pham
dich vu méi
CUSRE03 I"ll"huﬁmg xuyén st dung nghién ctru thi truong d€ thu thap thong tin vé khach Homburg va cong
e s (2007)
CUSREO04 | Hiéu rat ro vé nhu cau khach hang cuia minh
CUSREO5 | Phan tmg nhanh chong véi nhiing gi quan trong xay dén cho khach hang
Chat lrong méi quan hé (Relationship Quality)
RQO1 Da thiét 1ap duge mdi quan hé tot v6i cac nha phan phdi
RQO2 Da thiét 1ap duoe méi quan hé tét véi khach hang Nguyén Binh Tho
va Nguyen Thi Mai
RQO3 Pai thiét 18p dugc mdi quan h¢ tt voi cac nha cung cép Trang (2008)
RQO4 Di thiét 1ap dugc mdi quan hé tdt voi cac cap chinh quyén dia phuong
Phdn vmg véi doi thii canh tranh (Competitor responsiveness)
COMREO! | Thudng xuyén phan tich cac thong tin vé& dbi thii canh tranh
COMREO2 E.Illl(l)lng tlﬁh ve doi thu canh tranh luén dugc xem xét k¥ ludng khi ra quyét dinh
! - 0a — - - - Homburg va cong
COMREO03 | Hi€u rd rang vé diém manh va diém y€u cta doi thu canh tranh su (2007)
COMREO04 | Phan tmg nhanh nhay véi nhimg thay d6i quan trong ctia d6i thu canh tranh
COMREOQ5 | Nhanh chong thyc hién cac ké hoach lién quan dén ddi thu canh tranh
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Thich vng voi moi truong kinh doanh (Adapt to changes of business environment)

Thudng xuyén thu thap thong tin vé méi trudng vi mé (luat phap, quy dinh

Srivastava va cong
su (2001)

kinh doanh

ACBEOL | ) NHINN. tinh hinh kinh t4,...)
Thong tin méi truong kinh doanh ludn dugce trao doi va thao luén boi cac phong
ACBEO02 A
chiic ning
ACBEO3 gg::llhung nhanh nhay véi nhitng thay doi quan trong ctia mdi truong kinh
Nhanh chéng thyc hién cac ké hoach kinh doanh lién quan dén su thay doi
ACBE0O4 e .
cua moi truong kinh doanh
ACBEOS Luon diéu chinh cac hoat dong kinh doanh lién quan dén su thay do6i mdi truong

Thang do két qué hoat dong kinh doanh ciia ngan hang thwong mai

Kaplan va Norton,
1992, 1996; Waal

va Coevert, 2007;

va thao luan chuyén

BPO1 Pat duogc su tang truong thi phﬁn theo ké hoach

BP02 Phat trién dwoc nhidu san pham va dich vu méi dép g nhu cau thi truong
BPO3 DPat duogc ty suét loi nhudn (ROA, ROE, NIM) theo ké hoach

BP04 C6 ty 18 ng xau thap hon so v6i trung binh nganh

BP05 Pat dugc sy hai long ctua khach hang

gia

Nguon: Vorhies va Harker (2000); Srivastava va céng sy (2001); Homburg va céng sw (2007), Nguyén
Pinh Tho va Nguyén Thi Mai Trang (2008); Kaplan va Norton (1992 va 1996); Waal va Coevert (2007);

va thao ludn chuyén gia

3.2.1. Panh gia d¢ tin cdy thang do

Két qua phan tich h¢ s tin cdy Cronbach’s Alpha
cho thay hé s6 a déu 16n hon 0,80 (thap nhét 1a Chat
luong quan hé va cao nhat 1a phan tng canh tranh)
duoc trinh bay ¢ bang 3.

Phan tich nhan t6 kham pha ning lyc marketing
cho théy ¢ 2 bién quan sat bi loai vi hé s6 tai nhan
t6 thap hon 0.5 (CUSREO5 va RQO01). Két qua phan
tich nhan t6 kham pha lan 2 cho thdy khéi niém
ning lyc marketing c6 4 nhan t6 dugc rat trich va
téng phuong sai trich dd giai thich dugc 72.916%
v6i diém ding Eigenvalues = 1.028. Kiém dinh
Barlett’s cho thdy mtc y nghia rat cao Sig = 0.000
va hé s6 KMO =0.904>0.50. C4c hé s tai nhan tb
déu co tri s6 >0.5 (nho nhit 1a ACBE03=0.616 va
16n nhat 1a CUSRE01=0.991). Két qua nay chi ra
rang cac bién quan sat trong tong thé c6 mbi twong
quan voi nhau va phan tich EFA 1a thich hop.

Két qua phén tich nhéan t6 két qua kinh doanh ciia

ngan hang thuong mai cho thdy cac thang do déu dat
yéu cau vé muc do hoi tu. Hé s tai nhan t§ déu
>0.80 (tir 0.812 dén 0.856), phuong sai trich
(69.607% >50%) va diém dimg Eigenvalues =
4.176 (>1.00).

4. Két qua nghién ciru

4.1. M6 td mau nghién ciru chinh thirc

Qué trinh diéu tra nghién ctru chinh thirc dugc
thuc hién trong khoang thoi gian tir 10/2013 dén
4/2014. V&i 336 phiéu khao sat phat ra da thu vé
dugc 322 phiéu tra 1i tmg voi ty 1& 95,83%. Trong
s6 322 phiéu thu vé c6 03 phiéu bi loai do dép vién
dé nhiéu 6 tréng trén 30%. Két qua c6 319 phiéu
hop 1¢ duogc su dung lam dir liéu cho nghién ciu
chinh thirc. i trong phong van trong nghién ctru
1a Giam ddc chi nhanh cua 37 ngan hang thuong
mai ¢6 phin dang hoat dong tai thanh phd HO Chi
Minh. V& trinh do chuyén moén c6 trinh d dai hoc
(103 nguoi) va 216 dap vién co6 trinh do sau dai hoc

Bing 3. Hé s tin ciy Cronbach’s Alpha

Thang do S6 bién quan sat Cronbach’s Alpha
Kha ning marketing
Dap vng khach hang 5 0.854
Phan vng canh tranh 5 0.901
Chat lwong quan hé 4 0.829
’Thz'ch ung moi truong KD 5 0.905
Keéet qua kinh doanh ngin
hang thuwong mai 5 0.889

Nguon: Két qua nghién civu so b 3.2.2. Phdn tich nhan t6 kham pha
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chiém 67.7%.Tham nién cong tic trong linh vuc
ngan hang va dang lam viéc tai ngan hang tir 5-10
nam chiém ty 1¢ 61,8% (197 ngudi) va trén 10 nim
la 106 nguoi (32,3%), con lai la dudi 5 nam. Tham
nién quan ly cua cac dap vién tap trung chu yéu 1a
tir 2-10 nim chiém 82,4% trong d6 tir 2-5 nim
chiém 49.8% (159 ngudi tra 10i).

4.2. Két qua phan tich nhén té khing dinh -
CFA thang do nang lyc marketing

Két qua CFA lan 1 ciia mé hinh thang do ning luc
marketing cho thiy gia tri do luong thang do khong
thoa man diéu kién véi CMIN/Af =3.801, p=0.000,
GFI1=0.853, TLI=0.883 va RMSEA=0.094 (>0.08)
(Hair va cong sy, 2010). Do vay, chi s6 diéu chinh
(modification indices) dugc sir dung dé cai thién cau
truc thang do ludng khai niém nang luc marketing
(Anderson va Gerbing, 1988; Kline, 2005; Hair va

cong sy, 2010). Kiém tra chi s didu chinh cho thiy
d6 phu hop co thé duoc cai thién dang ké néu nhu
giai phong mdi quan hé hiép phuong sai cia cac cap
sai sO gitra cac bién quan sat.

Két qua CFA lan 2 khi loai bo bién quan sat
CUSREO1, COMPREO5 va ACBE02 dugc thé hién
trén Hinh 1, cho théy mo hinh ¢6 71 bac tu do va cac
thong s6 do ludng su phit hgp cia mé hinh nhu sau:
Chi-square=161.630 (p=,000), CMIN/df = 2.276<3.
Cac tham s6 GFI, TLI, CFI lan luot 1a 0.931; 0.952;
0.962 va RMSEA = 0.063< 0.08. Két qua nay ciing
cho thay hé s6 tai nhan t6 cua tat ca cac bién quan
st déu 16n hon 0.60 (nh6 nhat 1 4, -, =0.608 va
16n nhat 18 Ao prpg,=0-898) khang dinh gia tri hoi
tu cta cac thanh phan trong thang do nang luc mar-
keting. Phan tich hé s tuong quan giita cac khai
niém trong mé hinh cho thay déu cé gia tri nhd hon
1 va cd muc gia tri y nghia p=,000. Nhu vay, cac cac

Hinh 1: Két qua CFA thang do ning lwc marketing (chuin hoa)

Chi-square =161.630; df =71;
P =.000; Chi-square/df = 2.276;
GFI=.931; TLI =.94592; CFIl =.962; RMSEA = .063
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Nguon: Két qua xir Iy dir liéu diéu tra chinh thire

hat luong
quan he =

Phan ung
anh trankb

61
.84 ~

Dap ung
khach hang

87

Bang 4. Két qua kiém dinh gia tri phan biét thang do khai niém ning luc Marketing

Twong quan r SE CR P-value
Dép Gmg khach hang  <-> Chat luong quan hé 0.669 0.017 | 19.422 0.000
Chat luong quan h¢ <-> Phén tng canh tranh 0.724 | 0.016 | 17.450 0.000
Phén ung canh tranh  <-> Thich Ging mo6i truong KD 0.674 0.017 | 19.246 0.000
Pép ung khach hang  <-> Phén Gng canh tranh 0.638 0.018 | 20.502 0.000
Chat lugng quan hé <-> Thich (tng mdi truong KD 0.656 0.017 | 19.877 0.000
Pép ung khach hang  <-> Thich trmg mdi truong KD 0.672 0.017 | 19.316 0.000

Neuon: Két qua xi Iy dir liéu diéu tra chinh thirc
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Bang 5. H¢ s tin cay tong ho'p thang do nang luc marketmg

Thang do a Pe Pve Trung binh A
Dép tng khich hang 0.798 0.802 0.575 0.757
Chat luong quan hé 0.732 0.738 0.485 0.695
Phan trmg canh tranh 0.876 0.881 0.652 0.801
Thich ing méi truong kinh doanh 0.863 0.870 0.631 0.787

Ghi chii: a- Cronbach’s Alpha; p.- D¢ tin cdy tong hop; py. —

Tong phwong sai trich
Nguon: tinh toan cua tac gid

Hinh 2. Két qua SEM (chuin hod) mé hinh Iy thuyét
Chi-square =298.534; df =148;

P =.000; Chi-square/df =
=.957;

GFI1=.910; TLI =.951; CFI

49 =1
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Nguon: Két qua xir Iy dit liéu diéu tra chinh thirc

khai niém trong thang do luong nang luyc marketing
dat dugc gia tri phan biét (Bang 4).

Kiém dinh hé sé tin cay téng hop va téng phuong
sai trich cua cac thang do nang luc marketing déu
dat yéu cau (Bang 4). Cu thé véi khai niém dép tng
khach hang c6 do tin cdy tong hop 13 0.802 va tong
phuong sai trich 1a 0.575 >0.50; phan tng canh
tranh cling dat muc do tin cdy cao voi p, = 0.881 va
téng phuong sai trich 0.652 >0.50; Thich ung véi
mdi truong kinh doanh dat tdng phuong sai trich 1a
0.631 va do tin cdy tong hop 1a 0.870. Tuy nhién,
khai niém chét luong quan hé ¢ do tin cdy tong hop
la 0. 738 va tong phuong sai trich 1a 0.485<0.50
nhung van nam trong gidi han chap nhan dugc (Hair
va cong su, 2010). Do vay, co thé khang dinh 4 khai
niém do luong nang lyc marketing déu dat duoc do
tin cdy va muc do bién thién yéu cau.

Nhu vdy, qua két qua CFA thang do ning luc
marketing, cac thang do thanh phan: dap ting khach
hang, chét lugng quan hé, phan ung canh tranh,
thich tng véi moi truong kinh doanh déu c6 tinh
tuong thich cao véi dit liéu diéu tra nghién ctru va
déu dat duoc gia tri hoi ty, tinh don hudng, gia tri

phan biét va dam bao d¢ tin cdy.

4.3. Két qua kiém dinh mé hinh ciu tric tuyén
tinh — SEM

Két qua SEM cho thiy, mé hinh ¢ df = 148 bac
tu do, Chi-square = 298.534 (p=0.000), CMIN/df =
2.017<3. Cac chi s GFI=0.910, CFI=0.957,
TLI=0.951 déu 16n hon 0.9 va RMSEA=0.057<0.08
chimg t6 mo hinh 1y thuyét thich hop véi dit liéu thi
truong. Két qua ude lugng cho thay cic thanh phan
clia nang lyc marketing déu c6 mdi quan hé chit ché
va nang lyc marketing c6 tac dong cung chiéu va
truc tiép 1én két qua hoat dong kinh doanh.

Két qua udc lwong chuan hoa trén Hinh 2 va Bang
6 cho thdy ning lyc marketing c6 tic dong kha 16n
t6i két qua kinh doanh cua ngén hang thuong mai cb
phan v&i B=0.711. Két qua nay cho chiy cac mbi
quan hé déu c6 y nghia thong ké & muc p<0.05,
nghia 13 cac gia thuyét vé mdi quan hé cua cac khai
niém trong mo hinh nghién ciru déu dugc chap nhan.

5. Két luan va ham y

Két qua SEM khéng dinh ning lyc marketing bao
gdm 4 nhan to: Pap tmg khach hang, chat luong
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Bing 6: Két qua kiém dinh mdi quan hé nhin qua giira cac khai niém
trong mé hinh ly thuyét (chuin hod)

Twong quan Uéclugng | S.E. | CR. | P
Dép ung khach hang <- | Néng lyc Marketing 0.807
Chét lugng quan hé <- | Nang lyc Marketing 0.838 0.143 | 8.291 | ***
Phén (g canh tranh <- | Nang lyc Marketing 0.828 0.144 | 9.958 | **x*
Thich (tng méi trudng KD <- | Nang lyc Marketing 0.816 0.110 | 8.100 | **=*
Két qua kinh doanh ngin Nang lwc Marketing
hang thwong mai <- 0.711 0.108 | 8.960 | ***

Ghi chii: S.E — Sai s6 chudn; C.R — Gid tri toi han; *** muc y nghia 99%

tac gia
quan h¢, phan Gng canh tranh, thich itng méi truong
kinh doanh va né c6 tic dong cung chiéu va manh
dén két qua kinh doanh ciia ngan hang thwong mai
(8=0.711). Piéu nay khang dinh trong kinh doanh
ngan hang dé dam bao két qua hoat dong kinh doanh
va nang cao nang lyc canh tranh cic ngén hang can
phai thudong xuyén theo ddi nhu ciu cta khach
hang, d6i tha canh tranh, nhitng thay doi ciia moi
truong kinh doanh va quan tdm dén chét luong cac
mdi quan hé. Do viy cac ngan hang thuong mai co
phan can dau tu nubi dudng va phat trién ning luc
marketing thong qua cac bién phép sau:

Thir nhat, thue hién tot chinh sach khdach hang.
Théa man nhu cau khach hang, nang cao su nhan
biét ctia khach hang va tao dung su trung thanh cta
khach hang luén 1a diéu cc ngan hang thuong mai
can lam. Do vay, viéc xay dung chinh sach khach
hang hop 1y, du sirc canh tranh 13 viéc can thiét dé
duy tri va phat trién mdi quan hé v6i khach hang.

Thir hai, ting cuong céng tac tw van va ho tro
khach hang. Viéc thuc hién tu van nhanh chong,
hiéu qua cho khach hang trong su6t qua trinh giao
dich s& gitip khach hang hiéu 15 hon vé céac dich vu
ciia ngin hang, gop phin lam cho danh muc san

Tai liéu tham khao

Nguon: Tinh toan cua

pham dich vu ctia ngan hang c6 strc hip dan hon déi
v&i doanh nghi€p va ca nhan nho d6 gitip cdc ngan
hang thuong mai gitr chan dugc khach hang.

Thir ba, gin gitt sy hai long va tang cuong hop
tac véi khach hang. Nhu ciu cia khach hang ngay
cang phat trién da dang, mtrc dJ canh tranh trén thi
truong ngay cang gay git hon, cac ngan hang déu
cht ¥ nang cao chét luong phuc vu, dam bao su hip
dan cua san pham dé giir chan va thu hat duoc
khéach hang str dung dich vu ctia minh. Sy hai long
ctia khach hang vé chét lwong dich vu 14 yéu t6 song
con va la dich nhdm chii yéu ma cac ngan hang déu
deo dubi.

Thir tw, thuong xuyén thu thdp thong tin vé moi
triweong vi mé va doi thii canh tranh dé cé thé theo
doi nhitng thay doi ciia méi trieong vi mé va doi thii
canh tranh. Tt @6 phan tmg lai nhitng thay d6i moi
truong va dbi thu canh tranh mot cach hiéu qua.
Ngoai ra, thong tin vé khach hang, dbi thii canh
tranh, va moi truong kinh doanh phai thuong xuyén
duoc trao ddi, thao luan gitra cac cép quan tri va cac
bd phan chirc ning trong ngan hang dé chuyén
ching thanh tri thirc cép cao hon va c6 gia tri hon
vé thi truong cua doanh nghiép.OJ

Christensen, H.K. (2010), ‘Defining customer value as the driver of competitive advantage’, Strategy and Leadership,

tap 33 s 5, trang 20-25.

Consuegra. M.D, Molina, A. va Esteban, A. (2008), ‘Market driving in retail banking’, International Journal of Bank

Marketing, tap 26 sb 4, trang 260-274.

Day, G.S. (1994), ‘The capabilities of market-driven organizations’, Journal of Marketing, s6 58, trang 37-52.
Hair, J.J.F., Anderson, R.E., Tatham, R.L. va Black, W.C. (2010), Multivariate Data Analysis (7th ed.). Peason Pren-

tice Hall.

Homburg, C., Grozdanovic, M. va Klarmann, M. (2007), ‘Responsiveness to customers and competitors: the role of
affective and cognitive organizational systems’, Journal of Marketing, s6 71, trang 18-38.

Hou, J.J. (2008), ‘Toward a research model of market orientation and dynamic capabilities’, Social behavior and per-

sonality, tap 36 s6 9, trang 1251-1268.

Hunt, S.D va Morgan, R.M. (1995), ‘The competitive advantage theory of competiton’, Journal of Marketing, tap 59

56 2, trang 1-15.

86 212(11) thang 2/2015

123

Kinh téPhat trién




Jittner, U. va Wehrli, H.P. (1994), ‘Competitive Advantage: Merging Marketing and the Competence-based Per-
spective’, Journal of Business & Industrial Marketing, tap 9 so 4, trang 42-53.

Kaplan. R.S va Norton, DP (1992), ‘The Balanced Scoredcard - Measures that Drive Performance’, Havard Busi-
ness Review, tap 70 so 1, trang 71-79.

Kaplan. R.S va Norton, D.P. (1996), ‘Using Banlanced Scorecard as a Strategic Management System’, Havard Busi-
ness Review, tap 74 so 1, trang 75-85.

Kline, R.B. (2005), Principles and practice of structural equation modeling (2 ed.). The Guilford Press. New York,
London.

Kohli, A.K. va Jaworski, B.J. (1990), ‘Market orientation: The construct, research propositions and managerial impli-
cations’, Journal of marketing, s6 54, trang 1-18.

Kotler, P. va Amstrong, G. (2012), Principle of Marketing (14th ed.): Pearson Prentice Hall.

Lado, N. va Olivares, A.M. (2001), ‘Exploring the link between market orientation and innovation in the European
and US insurance markets’, International Marketing Review, tap 18 so0 2, trang 130-140.

Lé Nguyén Hau va Pham Ngoc Thay (2007), ‘Nguyén, Iy quan 1y theo dinh hudng thi thng va tac dong dén két qua
kinh doanh cua doanh nghiép’, Tap chi Phdt trién Khoa hoc & cong nghé, tap 10 so6 11, trang 93-103.

Narver, C.J. va Slater, F.S. (1990). The effect of market oreintation on business profitability. Journal of Marketing
(October), 20-35.

Neely, A., Gregory, M. va Platts, K. (1995), ‘Performance measurement system design: A lite’:rature review and
research agenda’, International Journal of Operations & Production Management, tap 15 so0 4, trang 80-116.

Nguyén Dinh Tho va Nguyén Thi Mai Trang (2008), Nghién ciru ning luc canh tranh dong ciia doanh nghiép trén
dia ban Thanh phoHo Chi Minh. Pai hoc kinh t€ Thanh pho H6 Chi Minh, D¢ tai B2007-09046-TD.

Parasuraman, A., Zeithaml, V.A. va Berry, L.L. (1988), ‘SERVQUAL: A multiple item scale for measuring consumer
perception of service quality’, Journal of Retailing, tap 64 so 1, trang 12-37.

Slater, F.S. va Narver, C.J. (1994), ‘Market orientation, customer value, and superior performance’, Business
Horizons, tap 37 s0 2, trang 22-28.

Srivastava, R.K., Fahey, L. va Christensen, H.K. (2001), ‘The resource-based view and marketing: The role of mar-
ket-based assets in gaining competitive advantage’, Journal of Management, s6 27, trang 777-802.

Tuominen, M., Moller, K. va Rajala, A. (1997), ‘Marketing capability: A nexus of learning-based resources and pre-
requisite for market orientation’, Proceedings of Annual Conference of the European Marekting Academy, May,
trang 1220-1240.

Vorhies, W.D. va Harker, M. (2000), ‘The capabilities and performance advantages of market-driven firm: An empir-
ical investigation’, Australian Journal of management, tap 25 s6 2, trang 145-172.

Waal, A. va Coevert, V. (2007), ‘The effect of performance management on the organizational results of a bank’,
International Journal of Productivity and Performance Management, tap 56, s6 5/6, trang 397-416.

Woodruff, R.B. (1997), ‘Customer value: The next source for competitive advantage’, Journal of the Academy of
Marketing Science, s6 25, trang 139-153.

Thong tin tac gia:

“Nguyén Vin Thuy, Nghién ctvu sinh, Thac sy

- T6 chike tdc gid céng tac: Khoa Quan tri Kinh doanh — Trurong Dai hoc Ngdn hang Thanh pho Ho Chi Minh
- Linh vuc nghién citu: Nang lyc canh tranh, Nang lyc quan tri, Chat lwong dich vu, Quan tri nguén nhan luc
- Mt $6 tap chi da déng tdi cong trinh nghién cvru: Tap chi Kinh té va Phdt trién, Tap chi Céng nghé Ngdn hang.
- Dia chi lién hé: Dia chi Email: thuybanker@yahoo.com

** Ding Ngoc Pai, Tién sy

- T6 chike tdc gid céng tac: Khoa Quan tri Kinh doanh — Truong dai hoc Kinh té Thanh pho Ho Chi Minh
- Bia chi lién hé: Email: dangngocdai@yahoo.com

*%% Noyyén Thi Kim Phung, Thac sy

- T6 chitc tdc gia cong tac: Khoa Ké Todn — Kiém todn — Truong Dai hoc Ngdn hang Thanh pho Ho Chi Minh

86 212(11) thang 2/2015 124 Kinh tePhit trién




