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Tém tit:

Duea trén co sé Iy thuyét nguon liee RBT (Resource-Based Theory of the firm), nghién civu nay xem
xét tac dong ciia nang lwc marketing vao két qua kinh doanh ciia doanh nghiép. Kiém dinh bang
hoéi qui MRA (multiple regression analysis) véi mau 225 doanh nghiép tai TPHCM cho thdy ba
(dap vmg khdch hang, phan img canh tranh, chdt lwong quan hé) trong bon thanh phan (ddp iing
véi khdch hang, phan g canh tranh, thich g méi truong, chdt hrong quan hé) ciia nang e
marketing tac dong cung chiéu vao két qua kinh doanh ciia doanh nghiép. Tuy nhién, vmg dung
Iy thuyét tdp mo trong nghién ciru so sanh dinh tinh sSQCA (fuzzy-set Qualitative Comparative
Analysis) cho thdy chdt lwong quan hé khong cé tac dong vao két qua kinh doanh cia doanh
nghiép. Tuy nhién, két hop giita chat hrong quan hé va thich vmg méi trieong tao nén diéu kién
i cho két qua kinh doanh.

Tir khéa: fsQCA; két qua kinh doanh; 1y thuyét ngudn lyc; nang 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-
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. Gioi thi¢u

Trong mdi trudng canh tranh mang tinh toan cau,
loi thé canh tranh la trong tam cua doanh nghiép dé
dat duoc két qua kinh doanh vuot trdi so voi dbi thu
canh tranh, gitp cho viéc tdn tai va phat trién cla
doanh nghiép (Porter, 1985). Bé c6 lgi thé canh

tranh, cac doanh nghiép can phai nang cao nang luc
canh tranh ctia minh va nang luc canh tranh cta
doanh nghiép thé hién & moi khau trong chudi gia
tri. Mot trong nhiing khau tao ra nang lyc canh tranh
la nang lyc marketing (marketing capability) cta
doanh nghi¢p (Nath & cong su, 2010). Doanh
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nghi¢p c6 kha nang nhan dang duogc nang luc mar-
keting, nudi dudng va phat trién n6 s& c6 co hoi
nang cao duoc ning lyc canh tranh ciia minh dé co
loi thé canh tranh trén thi trudng nodi dia va timg
budc, trén thi truong qudc t& (Nguyen & Nguyen,
2011). Vi vay, nghién ctru vé vai tro ctia ning luc
marketing d6i voi két qua kinh doanh ciia doanh
nghiép dong mot vai tro quan trong tai Viét Nam.

Mot van d& nita 1a nghién ctru dinh lugng trong
marketing thuong sir dung cac phuong phap truyén
thong dya vao phuong sai (variance theorizing) nhu
cac md hinh ho hdi qui MRA, mé hinh ciu trac
tuyén tinh SEM. Nhiing phuong phap nay - con goi
1a phuong phap dua vio bién (variable-based meth-
ods) - giup cho cac nha nghién ctru kham pha dugc
tac dong rong (net effects) cua cac bién doc lap vao
bién phu thudc. Tuy nhién, chung chua thé kham
pha dugc quan hé nhan qua phirc tap (diéu kién can
va dir) giita bién doc 1ap va phy thudc. Ly thuyét tap
mo (fuzzy sets) c6 thé gilip cac nha nghién ctu
kham pha duoc cac moi quan hé nhan qua phic tap
cua khoa hoc kinh doanh.

Khai niém tdp mo dugc Zaded gioi thiéu vao gitra
thap nién 1960 cia thé ky trude (Zaded, 1965) va no
dugc ng dung rong rai trong nhidu linh vuc khac
nhau, dac biét 1a trong khoa hoc k¥ thuat (may tinh,
y khoa,...). So v6i cac nganh ky thuat, nganh khoa
hoc xd hoi tng dung 1y thuyét tip mo cham hon.
Ragin (2000) la nguoi tién phong trong tng dung ly
thuyét tdp mo vao nganh khoa hoc xa hoi. Pac biét
la 6ng dua ra phuong phép tdp mo trong nghién ctru
so sanh dinh tinh (fuzzy-set qualitative comparative
analysis; goi tat 1a fsQCA), dwa vao tinh huéng
(case-based methods). Ciing cha y 1a Iy thuyét tap
mo duoc tng dung ¢ nhiéu dang khac nhau; nghién
clru nay tap trung vao dang so sanh dinh tinh fSQCA.

Trong cac nganh khoa hoc xa hoi, c6 1€ nganh
kinh doanh ld nganh ma fsQCA dugc cac nha
nghién ctru quan tdm cham nhat. Chi trong vai nim
gan day, fSQCA méi dugc chu ¥ dén, dic biét voi
cac bai viét cua Fiss va cong su (2013) va Woodside
(2013). Mdt s nghién ctru dién hinh véi fsQCA nhu
Ordanini va cong su (2014), Tho & Trang (2015),
Huarng (2015). Tém lai, trong nganh kinh doanh,
fSQCA méi chi 1a bude khoi dau dugc cac nha
nghién ctru st dung trong cac nghién cttu ctia minh.
Tuy nhién, loi diém cua nd di va dang duogc cac nha
nghién ctru tiép tuc minh chung, dac biét la kham
pha cac mdi quan hé nhin qua phirc tap trong thi

truong kinh doanh. D& gop phan vao cong viéc trén,
nghién ctru ndy c6 muc dich ing dung 1y thuyét tap
mo fsQCA xem xét vai tro cua nang luc marketing
dbi véi két qua kinh doanh cuia doanh nghiép. Cac
phan tiép theo cua bai nay gidi thiéu vé co so 1y
thuyét va gia thuyét, phuong phap nghién ctru, két
qua nghién ctru, y nghia va két luan.

2. Co s& ly thuyét va gia thuyét

2.1. Ly thuyét nguon lwc doanh nghiép

Ly thuyét canh tranh thuong dua trén co s¢ cla
kinh té hoc t& churc (industrial organization), va
thuong dya trén tién dé 1a cic doanh nghlep trong
cung mot nganh ¢6 tinh dong nhat cao vé mit nguon
luc va chién luoc kinh doanh ho sir dung. bé lya
chon chién luge kinh doanh, doanh nghiép can phai
phan tich méi truong va tim ngudn lyc can thiét dé
thuc hién chién luorc Nhu vay, cac doanh nghlep
déu co cung nguon lu:c hay cung 6 thé tiép can
dugc voi ngudn luc can thiét dé thuc hién chién
lugc ctia minh (Barney, 1991). Ly thuyét canh tranh
dua vao su khac biét cho réng loi thé canh tranh cta
cac doanh nghiép trong cung mot nganh thuong
khong thé ton tai 1au dai vi chung c6 thé d& dang bi
cac ddi thu canh tranh bét chudc, hoac mua ban trén
thi truong dau vao (Barney, 1991; Porter, 1981).
Céc tién dé trén phu hop dé phan tich vai tro cua
mdi truong ddi voi hiéu qua kinh doanh ciia doanh
nghiép, nghia la tap trung chinh vao tac dong cua
moi truong hon 1a cac thudc tinh khéac biét cua
doanh nghi¢p (idiosyncratic firm attributes) vao vi
tri canh tranh ctia doanh nghiép. Ly thuyét vé ngudn
luc cta doanh nghi¢p RBT (resource-based theory
of the firm; Wernerfelt, 1984) ra doi tap trung vao
phan tich canh tranh dwa vao cac yéu t6 bén trong -
ngudn luc - cua doanh nghiép.

Nguon lyc ciia doanh nghiép co thé chia thanh hai
nhom: hiru hinh va v6 hinh. Ngudn lyc hitu hinh bao
gdm ngudn luc vé tai chinh (financial resources) va
vat chat hiru hinh (physical resources) va ngudn luc
v hinh bao gdm coéng nghé, danh tiéng, va nhén luc
ctia doanh nghiép (Grant, 1991). RBT cho rang noi
luc ctia doanh nghiép 1a yéu t6 chinh quyét dinh dén
loi thé canh tranh va hi¢u qua kinh doanh ctia doanh
nghiép (Wernerfelt, 1984). RBT dua vao tién dé 1a
cac doanh nghi¢p trong cuing mot nganh thudng su
dung nhimng chién lugc kinh doanh khac nhau va
doanh nghiép nay khong thé d& dang sao chép chién
luoc kinh doanh cta doanh nghiép khac vi chién
lugc kinh doanh ctia mdt doanh nghi¢p dugc xay
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dung dua vao chinh ngudn luc ctia doanh nghiép do
(Barney & Clark, 2007). RBT dugc mo rong trong
thi truong dong va hinh thanh nén 1y thuyét nang luc
dong doanh nghi€p (dynamic capabilities of the
firm). Ngudn luc ¢6 thé tro thanh niang lyc dong va
tao ra loi thé canh tranh khi chung c6 gia tri
(valuable), hiém (rare), kho thay thé (inimitable), va
kho bi bt chudc (nonsubstitutable), goi tat 1a VRIN
(Eisenhardt & Martin, 2000).

2.2. Nang luwc marketing ciia doanh nghiép

Ning lyc marketing dong vai trd quan trong dbi
v6i két qua kinh doanh cua doanh nghiép (O’Cass &
cong sy, 2015). Nang lyc marketing dugc thé hién &
nhiéu dang khéac nhau. N6 duoc thé hién qua viéc
lién tuc theo doi va dap ung dugc vdi nhitng thay
d6i cua thi truong, bao gdm khach hang, di thu
canh tranh va méi truong vi mo. Dé lam dugc didu
nay, cac doanh nghiép can phai thu thap thong tin tir
nhiéu ngudn khac nhau vé khach hang, vé& déi thu
canh tranh ciing nhu moi trudng vi mé va dién giai
y nghia ctia chiing dé bién ching thanh tri thirc co
ich dé ra quyét dinh kinh doanh (Homburg & cong
su, 2007; Jayachandran & cong su, 2004; Nguyen &
Nguyen, 2011).

Doanh nghiép phai luén nd luc tao dung duoc
moi quan hé t6t voi cac ddi tac kinh doanh nhu nha
cung, khach hang, nha phan phdi va chinh quyén
(Krasnikov & Jayachandran, 2008). Vi vay, chit
luong mdi quan hé giita cac thanh vién trong quéa
trinh trao d6i kinh doanh, nhu khach hang va
thuong hiéu, doanh nghi€p va nha cung, doanh
nghiép va kénh phén phdi,... dong vai tro quan trong
trong danh viéc danh gia nang luc marketing cua
doanh nghiép. Chat lugng mdi quan hé c6 thé duoc
danh gia tong quat théng qua nhiing nd lyc cua
doanh nghiép nhim dat dugc mbi quan hé tot voi
dbi tac kinh doanh (khach hang, nha cung, phan
phéi, va chinh quyén c6 lién quan). Thiét 1ap va duy
tri moi quan hé ¢ chat lugng cao 1a trung tim cua
cac hoat dong marketing cua cac doanh nghiép, dac
biét 1a trong giai doan canh tranh chuyén hudng tir
canh tranh gilta cdc doanh nghiép sang canh tranh
gilta cac mang marketing voi nhau. Véi co so néu
trén, ning lyc marketing duoc xdy duyng voi bon
thanh phan sau (Nguyen & Nguyen, 2011):

- Ddp tmg véi nhu cau khdich hang (customer
responsiveness), goi tat 1a ddap irng khdach hang, thé
hién su dép ung cua doanh nghiép theo su thay d6i
vé nhu cau va uéc mudn cta khach hang.

- Phdn vmg véi doi thi canh tranh (competitor
responsiveness), goi tat 1a phdn itng canh tranh, thé
hién sy theo doi va hanh dong phu hop ctia doanh
nghiép d6i voi cac hoat dong kinh doanh ciia ddi thu
canh tranh.

- Thich wng voi mai truong vi moé (responsiveness
to the change of the macroenvironment), goi tat la
thich vmg méi trwong, thé hién viéc doanh nghiép
theo doi sy thay ddi ciia moi truong vi mo, nam bt
cac co hoi va rao can kinh doanh dé c6 hanh dong
phu hop.

- Chdt heong moi quan hé véi doi tac (relation-
ship quality), goi tat 1a chdt heong quan hé, thé hién
murc d§ doanh nghiép dat dugc chét luong mbi quan
hé voi khach hang, nha cung, nha phan phdi va cac
cip chinh quyén c6 lién quan.

Ly thuyét vé dinh hudng thi truong ciing chi ra
rang, dap tmg v6i su thay doi cta khach hang, phan
g thich hop véi hoat dong kinh doanh ciia ddi thu
canh tranh va thich nghi v&i méi truong vi mo la
diém then chét din dén su thanh cong ciia doanh
nghiép (co gia tri; Srivastava & cdng su, 2001). Dap
g thi truong 1a mot yéu t6 van hoa doanh nghiép
ma khong phai tit ca doanh nghiép nao ciing co
(hiém) va mdi doanh nghiép dua vao ngudn lyc cua
minh c6 nhiing cach thiic dap tng thi truong khac
nhau. Doanh nghiép nay khong thé bit chudc doanh
nghiép khac dugc (khong dé dang bét chude duoc).
Tuy nhién, néu khong dap tmg duoc sy thay doi cua
thi truong thi doanh nghiép sé& bi dao thai (khong thé
thay thé dugc). Vi vay, nang luc dap ung thi trudng
théa man cac thudc tinh VRIN nén né la mot yéu td
cua nang lyc dong doanh nghiép. Twong tu nhu kha
nang dap tng thi truong, chat lugng mdi quan hé c6
quan hé v6i két qua kinh doanh cta doanh nghiép
(hiém va c6 gié tri). Thuc tién da cho thay loi nhuan
ctia doanh nghiép chii yéu tir khach hang hién co,
tuy nhién, khong phai doanh nghiép nao ciing c6 thé
thuc hién dugc (khong thé thay thé va bat chudc
duoc). Vi vay, chét luong mdi quan hé théa man céc
tiéu chi VRIN va la mot yéu td tao nén nang luc
dong cua doanh nghiép. Toém lai, céac yéu td tao
thanh nang luc marketing déu dat tiéu chuin VRIN,
nghia l1a n6 1a mot dang nang luc dong cua doanh
nghiép. Vi vay, nghién ctru dua ra gia thuyét 1a: Cdc
thanh phan cia ndng luc marketing - ddp ieng khdch
hang, phan wng canh tranh, thich wrng moi truong,
chat lwong quan hé - tic déng ciing chiéu vao két
qua kinh doanh cua doanh nghiép.
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3. Phwong phap nghién ciru
3.1. Méu

Phuong phéap khao sat véi mau kich thudc 225
doanh nghiép trén dia ban TPHCM duoc st dung dé
thu thap dir liéu kiém dinh thang do va gia thuyét.
Pon vi phan tich 1a doanh nghiép va ddi tuong
phong vén 1a cac thanh vién trong ban giam déc cua
doanh nghiép. K§ thuat phong van tryc tiép duoc str
dung dé thu thap dit liéu sau khi lién hé vdi ho va
nhan dugc sy dong y tham gia. Trong mau ¢ 77
(34.2%) doanh nghiép san xuit, 82 (36.4%) doanh
nghiép dich vu va 66 (29.4%) doanh nghiép kinh
doanh ca san xuat 1an dich vu. Vé qui mo, c6 118
(52.4%) doanh nghiép c6 sb lugng cong nhan vién
it hon 100 va 107 (47.6%) doanh nghiép c6 tr 100
cong nhan vién trd 1én.

3.2. Thang do

Hai khai niém nghién ctru dugce do luong la két
qua kinh doanh va ning lyc marketing. Két qua kinh
doanh 1a khai niém don huéng duoc do luong bing
bbn bién quan sat dya theo Keh va cong su (2007).
Ning lyc marketing 1a khai niém da hudng bao gom
bbn thanh phan: dap tmg khich hang (do ludng
bang 5 bién), phan tng canh tranh (5 bién), thich
g mdi truong (5 bién) va chat luong quan hé (4
bién). Cac bién quan sat ndy dua theo Homburg va
cong su (2007), Jayachandran va cong sy (2004) va
Krasnikov va Jayachandran (2008). Tat ca cac thang
do dugc do luong dang Likert 7 diém, vé6i 1 (hoan
toan phan d6i) dén 7 (hoan toan dong ¥).

4. Két qua nghién ciru

4.1. Danh gid thang do bing CFA

Phuong phap phan tich nhéan té khing dinh CFA
(Confirmatory Factor Analysis) duoc st dung dé
danh gia thang do. M6 hinh t61 han dugc xay dung
thong qua két hop thang do két qua kinh doanh véi
cac thanh phan ciia ning lyc marketing. Két qua
CFA cho thidy mé hinh c¢6 d6 twong thich chap nhan
duoc: szo] = 454.60 (p = 0.000); GFI = 0.853;

CFI = 0.923; va RMSEA = 0.069. Két qua ciing cho
thiy trong s& CFA ciia tat ca cac bién quan sat déu
16n (nho nhat 1a 0.57), khiang dinh tinh don huéng
va gia tri hoi tu cia thang do két qua kinh doanh va
cac thanh phan cia ning lyc marketing. Két qua
cling cho thdy hé sé twong quan cua cac khai niém
déu nho hon don vi, khiang dinh gia tri phan biét
giita cac khai niém. Két qua ciing cho thay cac thang
do déu dat yéu cau vé do tin cy tong hop (p o 2
0.74) va phuong sai trich (> 0.50), ngoai khai niém
chat lugng mdi quan hé co6 phuong sai trich nho
(p .= 0.41). Tuy nhién nod van nam trong gidi han
c6 thé chap nhan dugc.

4.2. Kiém dinh chéch phwong phdp (CMB)

Nghién ctru nay st dung phuong phap phong van
v6i mot ddi tugng khao sat (1 thanh vién ban giam
déc) va tai cung mot thoi diém. Vi vay, kha nang
chéch do phuong phiap CMB (Common Method
Bias: chéch do dung cing mot phwong phap dé thu
thap di liéu, vi du: cung mot ddi tuong khao sat tai
cung mot thoi diém,...) ¢6 thé xudt hién. Dé kiém tra
chéch nay, nghién ctru str dung kiém dinh Harman
v6i CFA va bién tiém an gia (unmeasured latent
variable). Két qua cho thidy mirc d6 phu hop cta md
hinh don yéu 6 [ %53, = 1517.27 (p = 0.000); GFI
=0.569; CFI = 0.579; va RMSEA = 0.158] kém xa
mod hinh da yéu t6 [y 2[220] =454.60 (p = 0.000};
GFI1=0.853; CFI=0.923; va RMSEA = 0.069]. Két
qué voi bién tiém 4n gia ciing cho thiy trong sb cac
bién do ludng cac khai niém nghién ctru thay déi
khong dang ké va cac trong sd nay trén bién tiém an
gia déu nho va khong c6 y nghia théng ké (p >
0.05). Vi vay, CMB, néu co, cling khong lam chéch
két qua nghién ctu.

4.3. Kiém dinh gid thuyét bang MRA

Mo hinh héi qui boi MRA (Multiple Regression
Analysis) va fsQCA dugc st dung dé kiém dinh gia
thuyét. Két qua kiém dinh MRA trinh bay trong
Bang 1. Chu y 1a cac khai niém nghién ctru dugc do
ludong bang thang do bao gdm nhiéu bién do luong.

Bang 1: Két qua MRA

Trong so6 hoi qui

Chuwa chuan  Sailéch chudn  Chuéan hoa (B) Gid rit Gidrip
Hing s6 1.238 0416 - 2975 0.003
Dap (g khach hang 0.251 0.085 0234 2938 0.004
Phan ting canh tranh 0.183 0.067 0.206 2724 0.007
Thich tmg moi trudng 0.067 0.060 0.078 1.123 0.263
Chét lrgng quan hé 0.220 0.073 0.187 3.014 0.003

Bién phu thugc: Két qua kinh doanh; R* = 0.303; R? hiéu chinh = 0.29 (sig F < 0.001)
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Bang 2: Két qua fsQCA (ngudng nhét quan: 0.85)
KET QUA: PHUC TAP, DON GIAN VA TRUNG GIAN ,
M6 hinh: Két qua kinh doanh = f(dap ing khach hang, phan irng canh tranh, thich ing méi truong, chat luong

quan h¢)
Tén 6 cat (frequency cutoff): 2.000000
Ngudng nhat quan: 0.851665

Diéu kién (bien doc lap) Do bao phii (coverage) D¢ nhat
Thé (raw) Riéng (unique) quan
Dap ung khach hang 0.873092 0.069990 0.735751
Phan rng canh tranh 0.799772 0.026957 0.772367
Thich ng méi truong*Chat lugng quan hé 0.697304 0.013316 0.817049

D¢ bao phu (solution coverage): 0.930172
Do nhat quan (solution consistency): 0.700031

Ghi chii: V& mit ¥ nghia, d6 nhat quan co thé dién giai twong duong véi hé sb tuong quan r va do bao phu tuong

duong v6i hé sb xac dinh R* (Woodside, 2013).

Vi véy, trong phén tich MRA, bién trung binh (trung
binh ctia cc bién do luong cac khai niém nghién
ctru) dugc su dung vi thang do cac khai niém nghién
ctru déu dat tinh don hudng (unidimensionality).
Két qua MRA cho thiy thanh phan thich ing méi
truong khong c6 tac dong vao két qua kinh doanh
ctia doanh nghiép. Cac thanh phan khac ciia ning
luc marketing (dap trng khach hang, phan tng canh
tranh va chat lugng quan hé) déu c6 tic dong cing
chidu vao két qua kinh doanh ctia doanh nghiép.

4.4. Kiém dinh gid thuyét bang fsQCA

Dé ting dung fSQCA kiém dinh gia thuyét, dir liéu
thu thap tir thang do Likert 1 dén 7 duoc chuyén doi
thanh dir liéu fsSQCA c6 gia tri tir 0 dén 1 (Ragin,
2008). Viéc chuyén doi nay dugc thyc hién thong
qua két hop ba phuong phap: dua vao thang do
(Likert 7 diém; Ordanini & cong su, 2014), dua vao
dir liéu (Woodside, 2013), va dua vao ngit canh cta
thi trudng nghién ctru (Tho & Trang, 2015). Két qua
la ba ngudng dinh tinh (qualitative anchors) dé
chuyén doi 1a: ngudng thanh vién hoan toan (full
membership threshold) la 6.5; ngudng khong la
thanh vién (full non-membership threshold) 1a 3; va
ngudng md (crossover point) 1a 5.5 (trén 7 diém
trong thang do Likert).

Dua theo dé nghi ctia Ragin (2008), nghién ctru
nay chon ngudng nhat quéan (consistency threshold)
1a 0.85. Két qua, tir phan mém fsQCA 2.5 véi diém
cit (cutoff value) 0.85 (ngudng nhét quan; Bang 2),
cho thdy ba dang két qui—phtic tap (complex
solution), don gian (parsimonious solution), va
trung gian (intermediate solution)—déu nhu nhau.
Cu thé 1a dap tmg khach hang va phan tng canh
tranh 14 hai diéu kién du dé két qua kinh doanh ton
tai (Bang 2). Tuy nhién, chat lugng quan hé¢ khong
phai 13 mot diéu kién du cho két qua kinh doanh,

nhu trong két qua MRA, ma né két hop véi thanh
phan thich tng méi truong dé tao nén diéu kién du
cho sy hién dién cuia két qua kinh doanh.

5. Y nghia va két luin

Nghién clru nay xem xét tdc dong cua cac thanh
phan ning lyc marketing (dap ing khach hang, phan
mg canh tranh, thich tng méi trudng, chét luong
quan hé) vao két qua kinh doanh ctia doanh nghiép.
Két qua ctia nghién ctru ndy goi ¥ mot sé diém vé
mit nghién ciru cling nhu thyc tién.

Vé mat nghién ciru, két qua do MRA cho théay c6
ba thanh phéan (d4p tmg khach hang, phan tmg canh
tranh, chat lugng quan hé) ciia ning lyc marketing
¢6 tac dong cung chiéu vao két qua kinh doanh cua
doanh nghiép. Tuy nhién, két qua tir fsQCA cho
thy chi co hai thanh phan (dap tng khach hang va
phan tng canh tranh) 1a diéu kién du cho sy xuat
hién cua két qua kinh doanh. Piém chu y ¢ déy 1a
két qua MRA cho thiy thanh phan thich tmg méi
truong khong co tac dong vao két qua kinh doanh va
chat luong quan hé cé tic dong cung chiéu vao két
qua kinh doanh. Két qua fSQCA cho thdy ca hai
thanh phan nay déu khong phai la diéu kién du cho
két qua kinh doanh nhung chung két hop véi nhau
dé tao nén diéu kién du cho két qua kinh doanh hién
dién. Cuy thé 1a (Bang 2):

Dap vng khach hang + Phan wng canh tranh +
Thich ing méi truong*Chat lwong quan hé — Két
qua kinh doanh

Mo hinh trén cho thdy thanh phan thich ing moi
truong va chat lugng quan hé 1a diéu kién INUS
(Insufficient but Necessary part of a condition
which is itself Unnecessary but Sufficient for the
result; Mackie, 1965, tr. 245). Chung khong phai 1a
diéu kién du (vi phai két hop véi thanh phan khac
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moéi tao duoc diéu kién du), nhung can thiét (két
hop v6i thanh phan khac) dé tao ra diéu kién du cho
két qua kinh doanh. Tuy nhién, két hop nay khong
phai 1a diéu kién can (vi con cac thanh phan khac 1a
dap ung khach hang, phan img canh tranh) nhung la
didu kién du cho két qua kinh doanh. Nhu vay,
MRA gitip chung ta kham pha duoc hiéu ung rong
(trong s6 hoi qui beta) ctia cac thanh phan ning lyc
marketing tic dong vao két qua kinh doanh cua
doanh nghiép con fsSQCA cho ching ta kham pha
dugc mbi quan hé nhan qua phirc tap giita ching.
Két qua trén goi ¥ cac nha nghién ctru nén sir dung
nhiéu phuong phap phan tich trong nghién ctru ctia
minh dé c6 thé kham pha dugc mdi quan hé phirc
tap ciia cac bién trong thi truong (Ragin, 2008;
Woodside, 2013).

Vé mit thuc tién, két qua cia nghién ctu gop
phan gitp cho cac doanh nghiép va cac td chirc quan
Iy kinh doanh ném bit rd hon vé vai trd ctia ning lyc
marketing ddi véi nang lyc canh tranh noi chung va
két qua kinh doanh cta doanh nghiép néi riéng, dé
tir d6 c6 nhitng bién phap nudi dudng va phat trién
ngudn ning luc nay gitp tao ra loi thé canh tranh
trén thi truong trong giai doan hdi nhdp vao thi
truong quoc té.

Két qua cua nghién ctru nay ciing dem lai mot s6
y nghia cho cac co quan quan ly cac doanh nghiép
nhu s& Khoa hoc Cong ngh¢, Cong thuong,... cling
nhu céc t6 chire x3 hoi nhu cac cau lac bo, hiép hoi
doanh nghiép, CEO,... Cac td chirc trén c6 thé dua
vao két qua ciing nhu cach thirc thuc hién nghién

Tai liéu tham khao

ctru nay dé thyc hién nhitng nghién ctru trién khai
tiép theo cho cac chuong trinh cu thé ciia minh. Lay
vi du cu thé nhu mubn danh gia nang lyc marketing
ctia doanh nghiép, cac té chirc ndy co thé dwa vao
két qua va cach thic thyc hién nghién ciru trong
nghién ctru nay, tir d6 thiét ké va thyc hién nghién
ctru riéng cho nganh nghé kinh doanh can danh gia.
Trén co so ndy, cac t6 chirc néu trén c6 thé danh gia
nang luc marketing cho nganh va tung doanh
nghiép, va tir d6 s€ c6 duoc co sd dé c6 thé thuc
hién danh gia hang nam va thiét ké ra nhitng chuong
trinh hd trg doanh nghiép phu hop. Twong tu nhu
vay cho nhimng yéu té co thé tao ra niang luc dong
cho doanh nghiép.

Nghién ciru nay ciing c6 nhiéu han ché. Mot 1a,
md hinh nghién ctru chi duge kiém dinh véi cac
doanh nghiép trén dia ban TPHCM. Hai la, nghién
ctru chi kiém dinh tong quat, khong cu thé vao ting
nganh nghé kinh doanh nhu san phém, dich wvu,
nganh hang tiéu dung, cong nghi¢p,... Nhiing nganh
kinh doanh cu thé c¢6 thé cé nhimng khac biét nhét
dinh vé vai trd ctia marketing ddi voi loi thé canh
tranh va két qua kinh doanh. Vi vay, cac nghién ctru
tiép theo can xem xét nang lyc marketing ctia doanh
nghiép trén nhiéu dia ban va nganh nghé khac nhau.
Cubi cung 1a nghién ctru nay chi xem xét mot dang
nang luc dong doanh nghiép, nang luc marketing,
cac nghién ctru tiép theo nén tiép tuc kham phé céac
dang ning luc dong khac cia doanh nghiép dé co
thé c6 dugc mot mo hinh téng hop vé ning lyc dong
tao nén loi thé canh tranh cta doanh nghiép.(J
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