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Abstract

Economic integration is an indispensable trend in all countries. However, besides the advantages that economic integration brings, there are 
also disadvantages, such as competition between businesses among states in export activities. Vietnam is a developing country with many 
advantages, especially, the seafood exporting industry. However, with competitive pressure as well as strategic constraints, Vietnamese 
seafood exporters still face many difficulties. Therefore, the case study of the Kien Giang province of Vietnam is used to analyze the 
factors affecting the competitiveness of seafood exporting enterprises. The study applied quantitative research methods with a survey of 
350 seafood exporting enterprises in Kien Giang province to achieve the research objectives. The research results identified eleven key 
factors affecting the competitiveness of seafood exporting enterprises, including (1) vision and strategy of leader; (2) human resources 
management capability; (3) organization capability; (4) customer-responsive marketing capability; (5) relationship management capability; 
(6) technical capability; (7) competitors reaction capability; (8) business environment adoption capability; (9) financial capability; (10) 
products and services innovation capability; and (11) branding management. The research results provided the basis to propose some 
managerial implications to improve the competitiveness of exporting enterprises in the context of the global economic integration.
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 1. Introduction

Competition is typical of the market economy when the 
supply-demand and the price of goods are the decisive factors. 
Enterprises participating in production and business activities 
want to have the most favorable business conditions, such 
as minimizing input costs. Therefore, enterprises must find 
cheap raw materials, improve labor productivity, and improve 
machinery as well as equipment. The result of competition is 
to promote economic development and create more benefits 

for society, as well as consumers, where the enterprises will 
supply more selected products or services and use better 
products and services. Competition in the economy is to gain 
market share (Porter, 1980). The essence of competition is 
to seek profit, which is higher than the average profit that 
the business is generating. The result of the competition 
process is the equilibrium of earnings in the industry in 
the direction of profound improvement leading to reduced 
price consequences. The competitiveness demonstrates the 
real power and advantages of the enterprises compared to 
competitors (Lu et al., 2008).

In the context of economic integration, competition 
between businesses on a global scale is indispensable, and this 
competitive pressure affects all industries, not just Vietnam 
(Nguyen & Ngoc, 2020; Kim, 2005). Considered from a 
macro perspective, international economic integration or the 
signing of free trade agreements (hereafter FTA) bring for 
businesses not only opportunities, but also many challenges, 
for example, the Comprehensive and Progressive Agreement 
for Trans-Pacific Partnership (hereafter CPTPP). The FTAs 
opened up opportunities for Vietnamese enterprises to 
access new markets and have the opportunity to diversify 
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sources of input materials (such as yarns in the textile 
industry). Besides, enterprises also face challenges, such 
as the integration policies of Vietnam is not yet complete, 
and the weak competitiveness of some sectors, i.e., services, 
advertising, agricultural products, i.e., pork, chicken, and 
seafood. 

Based on the 2019 Global Competitiveness Report, 
Vietnam ranked 67 out of 141 countries and territories, up 
to ten places (77) from 2018 (Schwab, 2019). Although 
there has been an improvement in competitiveness ranking, 
Vietnam’s position is still low compared to many countries. 
One of the factors affecting the low ranking is the export 
competitiveness of Vietnamese enterprises. Similar to 
other developing countries, although possessing superior 
capabilities over developed countries, Vietnam has not been 
able to make a difference in exported goods, especially 
seafood product. Vietnam’s water area is more than three 
times the land area; the coastline is over 3,260 km (ranked 
27th in terms of coast length among 157 coastal and island 
nations in the world) and billions of 6-fold frontage to the 
sea. These have excellent advantages in developing the 
marine economy and international economic integration 
(Minot, 1998).

The study paves the way for the development of strategic 
planning for enterprises as well as the development of 
the country (Lall, 2001). Vietnam’s seafood industry has 
proliferated. Seafood exports have become one of the 
four sectors with the most foreign currency earnings for 
the country. In that success, the role of seafood exporting 
enterprises is the central factor. However, the development 
of fishery enterprises in the Mekong Delta in general, 
and Kien Giang province, in particular, has not been 
commensurate with the potential. According to Porter 
(2008), competitiveness can help businesses stand firm 
in the market, expand market share, and increase profits. 
Competitiveness is also the ability to perform better than 
competitors in achieving the most crucial goal of profit, i.e., 
creating as well as maintaining profits in a rapidly changing 
environment (Ambrosini & Bowman, 2009). 

Many studies are measuring the dimensions of 
competitiveness, i.e., Guan et al.(2006), Karim et al.(2008), 
Rojalka (2009), and Salloum (2013). The above studies are 
about understanding competitiveness in various aspects from 
measurement methods, to measurement perspectives from 
different countries. The business efficiency will increase if 
the company is more competitive through the improvement 
of possible factors, which will impact on the competitiveness. 
However, in-depth studies in this direction are quite limited, 
especially in seafood processing and exporting enterprises. 
This study is to investigate the factors impacting on the 
competitiveness of Vietnamese seafood exporting enterprises, 
through the case of the Kien Giang province, which is 

a representative case for Vietnam. From that, the study 
draws some implications to increase the competitiveness of 
Vietnamese exporting in the economic integration stage.

2. Literature Review

2.1. Competitiveness (COMP)

The term “competitiveness” has been widely used, but 
there are still many different views about it. Therefore, the 
measure of enterprise competency has not been strictly 
defined and popularized. For example, according to 
traditional trade theory, the competitiveness of enterprises 
is considered through comparative advantage in production 
costs and productivity. According to the aggregate views 
of Martin et al. (1991), the competitiveness is the ability to 
create and maintain profits, market share in domestic and 
foreign markets, labor productivity indicators, technology, 
the total productivity of production factors, the cost for 
research and development (R&D), product quality and 
differentiation, input costs. From the strategic management 
viewpoint of Porter (2008), competitiveness is the ability to 
create products with unique technology processes to create 
high added value following customer needs, with low cost, 
high productivity to increase profits.

2.2. Antecedents of Competitiveness

From Porter’s research (1980, 1990, 2003), Thompson et 
al. (2006), and related studies, the authors proposed a research 
model of internal factors to impact the competitiveness of 
exporting enterprises in Kien Giang. 

(1) Vision and strategic leadership (VSL): Vision and 
strategic leadership are to demonstrate a clear and inspiring 
vision for the organization and team, and determine the best 
way to move towards the bank’s vision, mission, and goals 
while taking into account the needs of all stakeholders. It 
demonstrate a global perspective and understanding of 
global markets and global thinking (Nguyen et al., 2019; 
Kivipõld & Vadi, 2010)

(2) Human resources management capability (HRMC): 
The managers must make human resource planning, 
management, and talent development an integral part of 
bank management and administration. They must encourage 
and empower the employees themselves in the enterprise 
(Bolden, 2011). Human resources management capability 
is demonstrated by ensuring that the organizational and 
departmental direction is capable of managing risks and 
changing continuously in the human resource, while 
continuously striving for excellence and continuous 
improvement (Morrill, 2007).

(3) Organization capability (OC): Organization capability 
(strategic planning, planning, operational management) 



Minh Tuan NGUYEN, Bui Thanh KHOA /  
Journal of Asian Finance, Economics and Business Vol 7 No 6 (2020) 495 – 508 497

is important in improving operational efficiency, greatly 
affecting the competitive competence of the business. 
Corporate governance is defined as the organization of the 
operating system for businesses (board of directors, a board 
of directors and departments) and functions related to roles 
of the management process, implementation of strategies, 
and goals to ensure high performance (Ho, 2005).

(4) Customer responsiveness capability (CURC): 
Currently, marketing has shifted from a mixed marketing 
model to a relationship marketing model. This capability 
builds the quality of relationships between the business and 
the customer. Customer responsiveness capability helps 
businesses implement marketing programs more effectively. 
It is this capability that will help businesses capture changes 
in customers’ needs for products and services they provide, 
thereby having a basis for offering new and more appropriate 
products and services (Benedetto & Crawford, 2008). 

(5) Relationship quality (RQ): Relationship quality 
shows the extent to which businesses achieve the quality 
of relationships with customers, suppliers, distributors, and 
appropriate governmental levels (Krasnikov & Jayachandran, 
2008). The quality of the relationship is considered as a list 
of significant relationship outcomes, and it reflects the power 
that the relationship can meet the needs and expectations 
of the stakeholders in the relation (Smith, 1998). Hennig-
Thurau and Klee (1997) argued that relationship quality is 
the appropriate level of relationships in order to meet the 
needs of customers who accompany the relationship.

(6) Innovation technology capability (ITC): Guan et al. 
(2006) have confirmed the close internal relationship between 
technology improvement and competitiveness. The results 
show that enterprises can improve their competitiveness 
through technological innovation. Kocoglu et al. (2012), 
Lai and Lin (2012) studied the three-dimensional correlation 
between technology improvement and technology learning, 
and the impact of technology learning on company 
performance innovation. 

(7) Competitor responsiveness capability (CORC): 
Competitor responsiveness capability demonstrates the 
firm’s monitoring of competitors’ business activities 
(Homburg et al., 2007). Moreover, being proactive is the 
way that businesses often conduct their strategic planning 
and implementation according to a development roadmap 
and goals in each stage of development of enterprises. This 
capability is how to create a proactive position for business 
in responding to competitors (Kohli & Jaworski, 1990).

(8) Responsiveness to the change of the macro-
environment (RCM): Researchers believe that many 
enterprises have implemented corporate governance 
under international practices, but have not caught up with 
other countries in the region and the world to increase 
competitiveness, not fast enough in responsiveness to today’s 

volatile business environment (Vorhies & Harker, 2000). 
Responsiveness to the change of the macro-environment 
shows how businesses monitor changes in the business 
environment to seize business opportunities and barriers 
(Srivastava et al., 2001).

(9) Financial capability (FC): Enterprises’ financial 
capability is reflected in capital size, ability to mobilize 
and use it, and financial management. Enterprises using 
capital effectively will help businesses reduce financial 
costs, generate high profits, thereby creating expanded 
reproductive capability, improving production capability, 
increasing in quantity as well as product quality (Kirikova, 
2000). Financial capability is closely related to financial 
activities. Because financial activities will regulate cash 
flow in connection with raising capital, managing, and 
using capital to serve the business operation of the company 
(Picken, 2017).

(10) Innovation products-services capability (IPSC): 
The ability to innovate products and services represents the 
process of encouraging continuous innovation of products 
and services to create new value for businesses. It can 
propose new production processes, new products, or new 
ideas to increase the competitive advantage (Damanpour, 
1991). Deshpandé and Farley (2004) argue that the 
introduction of new products or services to the market will 
reflect the creative capability of the business. According to 
Szeto (2000), businesses must continuously improve and 
develop new products to meet customer requirements and be 
the first-mover in the market.

(11) Organization service capability (OSC): The quality 
of products and services contributes to the success of the 
business in its efforts to build an image for its customers 
and fulfill its business goals. According to Parasuraman et 
al. (1988), one of the factors with which businesses create 
a foothold in the market is the ability to organize services 
to serve customers and create credibility in customers. The 
ability to organize service to meet customer requirements 
has also been assessed as an essential component of service 
quality in the studies by Karin (2001). 

(12) Enterprise risk management (ERM): Enterprise 
Risk Management is the establishment of a systematic 
and principled process applied to strategic planning and 
application across the enterprise. Because it is impossible 
to eliminate risks, businesses apply the enterprise risk 
management model to detect events, assess and manage 
events that are likely to affect business goals. Businesses 
to minimize negative impacts and seize opportunities 
(Liebenberg & Hoyt, 2003). 

(13) Branding management (BM): O’Cass and Ngo 
(2011) came up with the concept of branding management 
as an antecedent of the firm capability of the company. It 
involves a group of activities such as communication and 
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marketing programs in providing a brand sense that is 
relevant to customers. Merrilees et al. (2011) in its study 
described branding capabilities, including four approaches: 
defining brand meaning, using the brand as an activity tool, 
conveying consistent brand meaning, and receiving brand 
support from employees.

2.3. Hypotheses and Theoretical Model

According to Zhang et al. (2009), in addition to the 
quality of human resources, in today’s rapidly changing 
business environment, the flexibility of employees is also a 
factor that creates a competitive advantage for businesses. 
Flexible human resources capable of handling all internal 
and external situations such as changes in demand volume 
and design according to customer requirements. This issue 
is also demonstrated by Francas et al. (2011); however, a 
flexible labor transition will affect better competitiveness. 
Hence, there was the first hypothesis;

H1: The human resource management capability has 
a positive impact on the competitiveness of the seafood 
exporting enterprise.

Studies of leadership at different levels (groups or 
organizations), include joint leadership (Hiller et al., 2006), 
distribution and sharing of leadership roles (Bolden, 2011), 
administrative decentralization (Avolio & Bass, 1995), 
leading organizational capability (Van Velsor & O’Connor 
Patricia, 2007), strategic direction (Morrill, 2010) and 
intellectual leadership (Sydänmaanlakka, 2003). According 
to Kivipõld and Vadi (2010), leadership at the organizational 
level is defined by the overall leadership ability to detect 
and respond to changes in the external environment by 
maintaining the organization’s primary goals. Therefore, the 
research formed the basis for two hypotheses:

H2: The vision and strategic leadership have a positive 
impact on the competitiveness of the seafood exporting 
enterprise.

H3: Organization capability has a positive impact on the 
competitiveness of the seafood exporting enterprise.

Marketing competence is built on four essential 
components: Customer responsiveness, Competitor 
responsiveness, Responsiveness to the change of the 
macro-environment, and Relationship quality. The two 
researchers also pointed out that the above components all 
meet VRIN standards, which are the factors that create a 
dynamic capability for businesses. The previous research 
results also showed that responding to customer needs, 
adapting to competitors, responding to markets is related 
to business result (Nguyen & Barrett, 2006; Nguyen et al., 

2006). Marketing competence helps businesses implement 
marketing programs more effectively. It is this capability that 
will help businesses capture changes in customers’ needs for 
products and services they provide, thereby having a basis 
for offering new and more appropriate products and services. 
Moreover, the relationship quality is one of the key factors to 
ensure the long-term relationship between the business and 
the customer. Therefore, this capability is associated with the 
creative capability of enterprises (Benedetto & Crawford, 
2008, Khoa et al., 2020). Therefore, the authors proposed 
four hypotheses related the marketing capability, including:

H4: Customer responsiveness capability has a positive 
impact on the competitiveness of the seafood exporting 
enterprise.

H5: Relationship quality has a positive impact on the 
competitiveness of the seafood exporting enterprise.

H6: Competitor responsiveness capability has a positive 
impact on the competitiveness of the seafood exporting 
enterprise.

H7: Responsiveness to the change of the macro-
environment has a positive impact on the competitiveness of 
the seafood exporting enterprise.

Innovation technology capability is proven to dominate 
the competitiveness of enterprises (Guan et al., 2006). Based 
on the actual seafood processing and export industry of 
this study, the application of machinery, factory systems, 
processing lines, research and development (R&D) are 
improved indispensable in the process of competition and 
increase strengths in the export market (Kocoglu et al., 
2012; Lai & Lin, 2012). Hence, the research proposed the 
hypothesis:

H8: Innovation technology capability has a positive 
impact on the competitiveness of the seafood exporting 
enterprise.

Financial capability has a strong influence on the 
performance of commercial banks (Baral, 2005; Kouser et 
al., 2011). Financial capability is the most critical factor 
determining the ability of production as well as a leading 
indicator to assess the size of the business. Distribution 
channel establishment and advertising for products also need 
to be calculated and decided based on the financial status of 
the business. It is easy to attract other investors to contribute 
capital, and also earn consumers’ trust. Enterprises that 
cannot afford to be acquired by powerful competitors or 
withdraw from the market by themselves. The research 
proposed the following hypothesis:

H9: Financial capability has a positive impact on the 
competitiveness of the seafood exporting enterprise.
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Innovation products-services capability is a means to 
achieve innovation in services and products in business 
strategy. This capability is to express the desire of enterprises 
to overcome the inconsistent practices and habits in business 
and pursuing business ideas, in line with competition 
requirements in the market (Menguc & Auh, 2006), thereby 
changing businesses. The innovative capability of a business 
is higher than that of other enterprises in the industry, 
which will have higher competitiveness and capability of 
innovation products-services have a positive impact on the 
business results (Hult et al., 2004; Fernández-Mesa et al., 
2013). The following hypothesis is proposed:

Figure 1: The conceptual model

H10: Innovation products-services capability has a 
positive impact on the competitiveness of the seafood 
exporting enterprise.

The service quality of a well-organized enterprise will 
create a competitive advantage to bring the products to 
customers faster and more efficiently (Parasuraman et al., 
1988; Karatepe et al., 2005; Tahir & Abu Bakar, 2007). Sales 
staff equipped with the knowledge of products and services 
will be able to satisfy customers’ expectations in every 
transaction and thereby shape the culture of the exporting 
business and make a difference from the competitor. 
Consequently, the research proposed the hypothesis:

H11: Organization service capability has a positive impact 
on the competitiveness of the seafood exporting enterprise. 

Lamarque (2005) emphasized that the profitability of a 
bank depends on the coordination of risk management in 
value chain activities. Proper risk management means that 
businesses control, prevent and limit the causes of risks. As 
a result, businesses will have a safe and efficient business 
environment. Risk management will help businesses 
minimize, minimize costs to overcome losses, risks, and as 
a result, the profits of the business will increase. Meanwhile, 
businesses can use that profit to reinvest, expand operations, 
and research the market. On the other hand, businesses will 
be able to stabilize operations and continue to overgrow. 

Therefore, the enterprise risk management can be an 
antecedent of competitiveness:

H12: Enterprise risk management has a positive impact 
on the competitiveness of the seafood exporting enterprise. 

The ability to build a brand is hard to copy and deliver, 
thus providing a sustainable competitive advantage (Morgan 
et al., 2009). Branding protects innovation from imitating 
competitors as well as allowing companies to manage 
risks efficiently and respond faster and more effectively to 
changes in the market (Lei et al., 2013; Khoa, 2020). From 
the evidence as mentioned above, this research will test 
the relationship between the ability to build brands and the 
competitiveness of seafood exporting businesses. 

H13: Branding management has a positive impact on the 
competitiveness of the seafood exporting enterprise.

Figure 1 displays a conceptual model of this research, 
with Competitiveness (COMP), Human resources 
management capability (HRMC), Vision and strategic 
leadership (VSL), Organization capability (OC), Customer 
responsiveness capability (CURC), Relationship quality 
(RQ), Competitor responsiveness capability (CORC), 
Responsiveness to the change of the macro-environment 
(RCM), Innovation technology capability (ITC), Financial 
capability (FC), Innovation products - services capability 
(IPSC), Organization service capability (OSC), Enterprise 
risk management (ERM), Branding management (BM)

Table 1: The sample descriptive result

N %

Level of 
education

Bachelor 123 35.14
Post 

graduated 227 64.86

Working 
seniority 
(year)

< 5 31 8.86
5 - 10 132 37.71
> 10 187 53.43

Management 
seniority 
(year)

< 2 12 3.43
2 - 5 19 5.43

5 - 10 143 40.86
> 10 176 50.29

Type of 
business

Public  
company 167 47.71

Private 
company 183 52.29

Size of 
business 
(Number of 
employees)

< 20 46 13.14
20 - 50 178 50.86
50 -100 69 19.71
> 100 57 16.29
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Table 2: The measurement scales

Coding Content
HRMC1 The ability to manage human resources effectively to achieve revenue and output goals of the business
HRMC2 Always planning the annual human resources according to the business plan.
HRMC3 Always create conditions for the development of staff competencies.
VSL1 The vision of the business is apparent and inspires employees.
VSL2 Actively motivate and encourage employees to understand the business’s vision.
VSL3 Continuously monitor the effect of growth in sales and resources (capital, human resources...).
VSL4 Thinking of expanding export markets and showing a good understanding of international markets
OC1 Building an efficient and flexible organizational structure suitable for the size of enterprises
OC2 Building culture (working style) is always innovating and continuously advancing in the enterprise.
OC3 Strong commitment to creating continuous learning opportunities for individuals.
CURC1 Regularly maintain relationships with local departments to find market information and customers.
CURC2 Ability to capture customer needs of businesses well
CURC3 Perform market research regularly to collect information about customers.
CURC4 Regularly interact with customers to understand their needs for the new SPDV.
RQ1 Establishing relationships with distributors.
RQ2 Establishing a relationship with customers.
RQ3 Establishing relationships with suppliers.
RQ4 Establish relationships with local authorities.
RQ5 Establishing relationships with credit and lending institutions.
CORC1 Regularly analyze the information about competitors.
CORC2 Analytical capabilities of strengths and weaknesses of competitors.
CORC3 Quickly implement plans related to competitors’ changes.
RCM1 Regularly collect information on laws, taxes, business rules, economic situation.
RCM2 Information about changes in State policies is always exchanged and discussed.
RCM3 Always regulate business activities related to changing the business environment.
ITC1 Application of technology in product and service development.
ITC2 Continuously update the application of technology and technical improvement.
ITC3 Attention to equipment for research and development of products and services.
ITC4 Human resources for technology research and development are qualified.
FC1 Establish a reasonable financial structure to ensure business operations.
FC2 Looking for capital for production and business activities.
FC3 Achieve capital adequacy levels according to the business objectives of the enterprise.
IPSC1 Research capability to continually innovate products and services according to market changes.
IPSC2 Make innovation to create new value for the business.
IPSC3 Implement innovations to expand the market and increase market share.
BM1 Registration of trademark ownership.
BM2 Promote promotional activities and public relations.
BM3 Promote advertising activities.
OSC1 Help and respond to customer requests
OSC2 Be polite with customer
OSC3 Gain customers’ trust
ERM1 Apply technology in risk management 
ERM2 Risk management knowledge and experience of managers meet job requirements. 
ERM3 Organize regularly training courses to improve the risk management capability of the employee.
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3. Research Methods
This study used a quantitative research method, which 

was conducted based on investigating the seafood exporting 
enterprises in Kien Giang province. The object of the 
investigation is one of the managers at these businesses. The 
sampling method for research is vital to ensure that the study 
is representative and the accuracy of the research results. It 
involves a sample of 350 seafood exporting enterprises in Kien 
Giang province, including public and private companies. The 
sample was selected by the simple random method with two 
attributes, including the size of the enterprise and the type of 
enterprise. In this research, the person who provides information 
represents the business that answers the survey questionnaires, 
i.e., the head and deputy of departments, the director, deputy 
director or those authorized by the director to participate in the 
leadership, task management, business administration tasks. 
The detailed sample result is present in Table 1.

The measurement scale in this research was adapted from 
Porter’s research (1980, 1990, 2003) and Thompson, Strickland, 
Gamble (2006), and described as the statements with Likert 
scale (1 is the total disagree, and 5 is total agree). Table 2 shows 
the content of the measurement scale in the model.

4. Empirical Results

The first step is to assess the reliability of the scale before 
testing the scientific theory of the model (Hair et al., 2011). 
The survey results will be coded and used SPSS software to 
evaluate its reliability (Cronbach’s Alpha) and exploratory 
factor analysis (EFA). Finally, the research will use the 
regression equation to determine the relationship between 

influencing factors and competitiveness, as well as assessing 
the influence of factors on competitiveness.

4.1. Reliability Test

The item with a Corrected Item - Total Correlation 
coefficient, is less than 0.3, will be rejected. The construct will be 
reliable when Cronbach’s Alpha coefficient of the scale is more 
significant than 0.7 (Nunnally & Bernstein, 1994). However, 
it should be noted that Cronbach’s Alpha is too high (more 
than 0.95); unnecessary items will likely appear on the scale. 

Reliability test results of Cronbach’s Alpha in Table 3 
showed that 14 constructs (thirteen independent variables 
and one dependent variable) archived the reliability because 
Cronbach’s Alpha coefficient is higher than 0.7), and all the 
Corrected Item - Total Correlation coefficient is higher than 
0.3. Thus, there are 14 constructs with 47 observable items 
used for exploratory factor analysis (EFA).

4.2. Exploratory Factor Analysis (EFA)

The EFA (Exploratory factor analysis) is used to shrink 
and summarize the data (Hair et al., 2010). In this analysis, 
the method of extracting Principal Axis Factoring elements 
with Promax rotation was used (Anderson & Gerbing, 
1988). Factor loading > 0.5 is considered to be of practical 
significance. Besides, this method is based on the factor 
extraction factor (Eigenvalue), whereby factor extraction 
factor greater than 1.0 will be retained.
Table 3. The result of reliability 

Construct Items Cronbach’s Alpha The minimum of Corrected 
Item - Total Correlation

Human resources management capability (HRMC) 3 0.768 0.563

Vision and strategic leadership (VSL) 4 0.780 0.429

Organization capability (OC) 3 0.921 0.434

Customer responsiveness capability (CURC) 4 0.861 0.673

Relationship quality (RQ) 5 0.927 0.64

Competitor responsiveness capability (CORC) 3 0.767 0.543
Responsiveness to the change of the macroenvironment 
(RCM) 3 0.765 0.732

Innovation technology capability (ITC) 4 0.936 0.456

Financial capability (FC) 3 0.922 0.564

Innovation products - services capability (IPSC) 3 0.898 0.413

Branding management (BM) 3 0.714 0.684

Organization service capability (OSC) 3 0.868 0.543

Enterprise risk management (ERM) 3 0.822 0.634

Competitiveness (COMP) 3 0.845 0.567
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Table 4: The results of the EFA of thirteen independent variables

Component
1 2 3 4 5 6 7 8 9 10 11 12 13

RQ1 0.82
RQ5 0.81
RQ3 0.68
RQ2 0.68
RQ4 0.62
CURC1 0.75
CURC3 0.73
CURC2 0.71
CURC4 0.62
IPSC1 0.88
IPSC2 0.88
IPSC3 0.86
ITC3 0.76
ITC4 0.75
ITC1 0.75
ITC2 0.73
OC1 0.86
OC2 0.85
OC3 0.68
VSL1 0.90
VSL2 0.87
VSL3 0.61
FC1 0.83
FC2 0.83
FC3 0.66
ERM1 0.90
ERM3 0.81
ERM2 0.71
OSC1 0.74
OSC2 0.69
OSC3 0.58
OSC4 0.58
CORC1 0.86
CORC3 0.79
CORC2 0.78
RCM1 0.86
RCM3 0.70
RCM2 0.64
HRMC1 0.79
HRMC2 0.65
HRMC3 0.64
BM1 0.8
BM2 0.78
BM3 0.72
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.865
The sig. of Bartlett’s Test of Sphericity 0.000
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Table 5: The results of EFA of the dependent variable

No Component

1 COMP2 0.906

2 COMP1 0.838

3 COMP3 0.837

Sig. 0.000

KMO 0.684

Eigenvalues 2.224

% of variance 74.118

In Table 4, the scale is accepted when the total variance 
extracted ≥ 50%. When the KMO coefficient within 0.5 to 
1, the EFA is appropriate. The significance of Bartlett test ≤ 
0.05, the observed item is correlated with each other in the 
whole (Anderson & Gerbing, 1988). The results of the EFA 
of 13 independent variables in Table 4 showed that there 
are 44 observed items grouped into 13 factors. The factor 
loadings are greater than 0.5, so the observed items are 
important in the factors; they have practical significance in 
statistical analysis. KMO is 0.865, which is higher than 0.5; 
the EFA in accordance with the market data. Bartlett’s test 
has a significant level of 0.000, it is less than 0.05; hence, the 
observed items are correlated with each other in the overall 
scope. Eigenvalue value is 1.022, which is greater than 1.0. 
The variance extracted was equal to 77.942%, indicating 
that thirteen factors explained 77.942% of the variation in 
the research data. 

The results of EFA in Table 5 showed that there are 
three observed items grouped into one dependent factor. 
The factor loadings are greater than 0.5, so the observed 
items are important in the factors; they have practical 
significance in statistical analysis. KMO is 0.684, which 
is higher than 0.5, the EFA in accordance with the market 
data. Bartlett’s test has a significant level is 0.000, which 
is smaller than 0.05, so the observed items are correlated 
with each other in the overall scope. Eigenvalue value is 
2.224, which is higher than 1.0. The variance extracted 
was equal to 74.118%, indicating that the dependent 
variable was explained by 74.118% of the variation in the 
research data. 

4.3. Regression Analysis

Regression analysis was performed by the Enter 
method, and the variables were included at the same time 
to select based on the criteria for selecting the variables 

with a significance level is less than 0.05. According to 
the regression analysis results, there is no relationship 
between ERM and COMP, as well as OSC and COMP, 
because the significance level is more than 0.05. At the 
same time, the analysis results in Table 6 show that the 
VIF indexes (Variance Inflation Factor) of the variables 
in the model is very small, with values from 1.202 to 
2.397, which are less than 10. This result has shown 
that the regression model does not violate the multi-
collinear phenomenon; the research model has statistical 
significance. 

The results in Table 6 pointed out that the R coefficient 
value is 0.904, which indicated that the relationship between 
variables in the model is highly correlated. The regression 
report of the model shows that the value of R2 (R Square) 
is equal to 0.818, which indicates that the 81.8% chance of 
Competitiveness due to factors in the research, with the Sig. 
of F test, is less than 0.05. According to the Durbin Watson 
analysis in Table 6, dL is 1.561 and dU is 1.791, Durbin-
Watson coefficient (d) = 1.865 are in the range (1.791; 
2.209), so there is no autocorrelation phenomenon between 
the residuals in the model, the research model has statistical 
significance. In the Spearman test, the significance level of 
Spearman correlation coefficients between the independent 
variables and the absolute of the standardized residual 
values is more than 0.05. Therefore, all variables ensure no 
variance of residual changes, and the model has statistical 
significance.

4.3. Pearson Correlation Analysis

Correlation analysis of eleven construct in Table 7 
shows that all independent variables are correlated with 
dependent variables (COMP) at a 99% confidence level. 
The COMP that is most strongly correlated to RQ with r = 
0.778, and the weakest correlated to BM with r = 0.412. This 
strong correlation is expected because it is the tight, linear 
relationship between the variables that explain the effect on 
the model results.

After performing regression tests compared to the whole, 
the research model does not violate the test hypotheses 
and has statistical significance, the relationship between 
the dependent variable and eleven independent variables is 
shown in Eq.1:

COMP = -0.387 + 0.101*HRMC + 0.057*OC + 
0.104*CURC + 0.299*RQ + 0.138*ITC + 0.053*CORC 
+ 0.066*RCM+ 0.056*FC + 0.116*VLS + 0.062* IPSC. 
 (Eq.1)
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Table 6: Results of regression analysis

Coefficients

Model
B

Unstandardized 
Coefficients

Standardized 
Coefficients t Sig.

Tolerance
Collinearity Statistics

Std. Error Beta VIF

1

(Constant) -.387 .120 -3.226 .001
HRMC .101 .031 .102 3.250 .001 .550 1.818
OC .057 .027 .070 2.130 .034 .497 2.012
CURC .104 .033 .106 3.136 .002 .472 2.119
RQ .299 .030 .331 10.022 .000 .495 2.018
ITC .138 .031 .159 4.429 .000 .417 2.397
CORC .053 .018 .069 2.889 .004 .936 1.068
RCM .066 .025 .076 2.692 .002 .681 1.467
FC .056 .027 .069 2.109 .036 .500 2.000
VLS .116 .034 .129 2.432 .003 .532 1.325
IPSC .062 .025 .077 2.488 .013 .566 1.766
OSC .103 .033 .103 3.110 .088 .490 2.041
ERM .027 .020 .035 1.313 .190 .759 1.317
BM .060 .023 .067 2.616 .009 .832 1.202

R Square = 0.818; Adjusted R Square = 0.811
Durbin-Watson = 1.865

F = 125.908; Sig. of F test (ANOVA) = 0.000

Table 7: Pearson correlation analysis

HRMC OC CURC RQ ITC CORC RCM FC IPSC VSL BM
Pearson 
Correlation (r) COMP .652 .646 .689 .778 .718 .455 .539 .629 .587 .677 .412

Sig. (1-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000

5. Discussion and Implications

The regression results showed that eleven hypotheses 
(H1, H2, H3, H4, H5, H6, H7, H8, H9, H10, H13) are 
accepted with 95% confidence level, and two hypotheses 
(H11, H12) are rejected. In particular, the impact level on 
COMP decreases in the following order (1) Relationship 
quality (RQ) (Beta = 0.331, sig. = 0.000), (2) Innovation 
technology capability (ITC) (Beta = 0.159, sig . = 0.000), 
(3) Vision and strategic leadership (VSL) (Beta = 0.129, 
sig. = 0.003), (4) Customer responsiveness capability 
(CURC) (Beta = 0.106, sig. = 0.002), (5) Human resources 
management capability (HRMC) (Beta = 0.102, sig. = 0.001), 
(6) Innovation products - services capability (IPSC) (Beta = 
0.007, sig. = 0.013), (7) Responsiveness to the change of the 

macroenvironment ( RCM) (Beta = 0.076, sig. = 0.002), (8) 
Organization capability (OC) (Beta = 0.070, sig. = 0.034), 
(9) Competitor responsiveness capability (CORC) (Beta = 
0.069, sig. = 0.004 ) and Financial capability (FC) (Beta = 
0.069, sig. = 0.036), (10) Branding management (BM) (Beta 
= 0.067, sig. = 0.009). The results of this research are in line 
with previous studies on the competitiveness theories of 
Porter (1980, 1990, 2003); and Thompson et al.(2006), as 
well as the practical researches, i.e., Francas et al. (2011), 
Cameli and Tishler (2004), Kivipõld & Vadi (2013), Nguyen 
& Barrett (2006); Nguyen, Kocoglu et al.(2012); Lai & Lin 
(2012); Baral (2005); Kouser et al.(2011); Hult et al.(2004); 
Fernández-Mesa et al.(2013); Lei et al.(2013).

Two factors that do not affect the competitiveness of 
seafood exporting enterprises are Organization service 
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capability (OSC) (Beta = 0.103, sig. = 0.088) and Enterprise 
risk management (ERM) (Beta = 0.035, sig. = 0.190). 
The reason these two factors are not significant about the 
competitiveness of exporting enterprises is relatively easy to 
understand. Firstly, exporting activity serves partners outside 
a country; therefore, customers receive relatively few and 
unclear services. Moreover, businesses can cooperate with 
third parties in export activities such as sales agents, shipping 
companies, warehousing service, so the Organization 
service capability is not paid attention to by businesses. As 
for enterprise risk management capability, mainly seafood 
exporting enterprises in Kien Giang province are small and 
have no long-term strategic orientation; therefore, sales 
strategy, as well as human resources, are more appreciated 
than risk management strategies. Alternatively, if there is 
only a low level of risk management through brief terms in 
export contracts without a clear risk management system.

Seafood exporting enterprises need to maintain and 
expand good relationships with the local government, 
whereby trading by attending seminars and meetings. The 
business should develop plans to maintain good relationships 
with five parties, including farmers, businesses, government, 
scientists, and financial investors (banks). Enterprises should 
pay attention to investing in infrastructure, machinery, 
and equipment; continually updating new technology 
applications, and learn new techniques to increase 
productivity as well as competitiveness. The business should 
pay attention to investing and training human resources for 
technology research and development so that they can gain 
in-depth expertise. The technology, as mentioned above 
application solutions, is also the foundation for developing 
new technologies in manufacturing and processing export 
goods of enterprises in Kien Giang province. Building the 
electronic commerce website is a good way to introduce the 
business as well as reach the international market (Nguyen 
& Khoa, 2019a)

 In the current economic conditions, customers’ 
marketing capability directly affects the export business 
results of enterprises. Therefore, businesses need to focus on 
and improve marketing capability. Exporters need to focus 
on participating in international trade fairs actively. The 
customers’ information is very important to get the success 
of business (Nguyen & Khoa, 2019b,c). The business 
should set up a market research and product development 
department to research customers ‘need, tastes, and trends. 
Regarding customers, especially international customers, the 
exporting business should proactively contact them, timely 
solve customer questions and requirements, and improve 
customer care activities. Regularly survey and explore the 
fluctuations in the market to offer products that suit the 
current market needs implementing product innovations 
to create new added values for businesses. Strengthen 

research and product development. Product businesses need 
to maintain and continue to implement international food 
safety standards well to suit each general market area. In 
terms of the macro business environment, enterprises should 
set up a department to collect market information to keep up 
with the changes in economy, politics, society, technology, 
and weather. 

The board of director should clarify the strategic vision 
of the business so that all employees understand and follow 
that vision, and be more active in promoting and encouraging 
employees to learn about the enterprise’s vision and strategy. 
The leaders should pay attention to equip themselves with the 
necessary knowledge about export activities such as policies, 
state guidelines, and cultural practices in the international 
market. Excellent organization and management must 
first apply modern management methods that have been 
successfully applied by businesses in many countries around 
the world such as records management, ISO 9000 quality 
management. All branch employees follow a new business 
mindset. Also, to standardize and record the entire business 
process of the branch’s primary operations.

Human resource management is the implementation of 
recruitment, training, and development of human resources.  
Businesses need to develop recruitment plans for each year.  
Develop action programs to promote creativity and self-
promote employee initiatives. Facilitate workers to improve 
their education. Through retraining, employees understand 
the nature of the job, master the professional skills, work 
responsibly and engage with the business. Research and 
adjust policies on income, benefits, rewards, promotions, 
and promotions to suit the integration conditions in order to 
maintain and develop professional human resources. 

Exporting enterprises must have abundant capital 
and ensure functional capital mobilization. Therefore, 
businesses need to have an appropriate capital balance plan 
to ensure liquidity. Exporting enterprises need to improve 
their financial management capability. It is necessary to 
thoroughly handle bad debts, which affects the axial load 
situation. Besides, there is a need to improve management to 
limit lending to new bad debts. Always focus on raising good 
capital before thinking about borrowing.  

Lastly, businesses always research and build brands to 
create a reputation. A strong brand is a useful tool to increase 
the competitiveness of exporters. They are continuing 
to implement the image promotion well, creating and 
empowering existing positions and brands by advertising on 
television, newspapers, Internet, etc., promoting, propagating 
and sponsoring great shows.  Communication is associated 
with social security activities to expand the business, 
enhance the position, prestige and brand at home and abroad. 
It is necessary to build a unique culture by implementing 
a professional communication style for administrators and 
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employees, establishing some behaviors in dealing with 
customers and international partners.

6. Limitations and Future Research

All studies have limitations. This study also has specific 
limitations. Firstly, it aimed to test the seafood export 
industry in the context of An Giang province, Vietnam. The 
research results are not universal for the whole seafood export 
industry. Therefore, studies are needed to test this model in 
other areas or on a national scale to increase the generality of 
the research model. This study assessed the competitiveness 
of exporting enterprises without customer reviews. It is still 
subjective from the perspective and perceptions of business 
executives. On the other hand, the survey object is the 
director of the business, so in the subsequent studies, it is 
necessary to expand the survey object, including middle-
level managers, to have more accurate information about 
perceptions of competitiveness.
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