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ABSTRACT:

There is a lack of researches about critical success factors for the concrete industry in
Vietnam. This study uses a mixed research method which includes a cCase study and T-test
analysis. There are analyzed 22 cases. The result showed that seven critical factors influencing
the success of the company. Those factors are transportation management, customer
relationship management, general product quality, upgrading staff competencies, new product
development, meeting customer needs and manufacturing management.
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1. Introduction

What is a critical success factor? Rockart (1999)
observes: “Critical success factors thus are, for any
business. the limited number of areas in which
results, if they are satisfactory, will ensure successful
competitive performance for the organization. They
are the few key areas where things must go right for
the business to flourish. If results in these areas are
not adequate, the organization’s efforts for the
period will be less than defined (p. 85).”

Different industries have different critical
success factors (Leidecker and Bruno, 1984).
Leidecker and Bruno (1984) proposed eight (8)
methods of identifying critical success factors.
Those are Environmental analysis, Analysis of
industry  structure, Industry/business  experts,
Analysis of competition, Analysis of the dominant
firm in the industry, Company assessment,
Temporal/Intuitive factors, PIMS Results.

To determination of factor importance of factors,
several methods justify the importance of factors
such as the major activity of a business, large dollars
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involved, major profit impact, major changes in
performance.

This study will assess the company to identify the
critical factors.

Different authors proposed different factors for
different industries. Leidecker and Bruno (1984)
proposed factors: Basic R&D, New Product
development, Manufacturing, Distribution,
customer service, Advertising, Post sales services.
Kaplan and Norton (2006) proposed an internal
business process, customer value, learning, and
growth. Alexander and others authors proposed
customer satisfaction, service quality, customer
complaints range of service offered, reaction to
customer needs, service excellent, technology
capability, understand the customers employee and
coordination, staff development, technology
leadership  continuous  service improvement,
upgrading  staff competencies, management
expectations, financial growth, cost reduction,
productivity — improvement, asset utilization,
management of working capital (Alexander, Atkin,



KINH DOANH

and Brochner, 2004). Ahadzie, Proverbs, and
Olomolaiye (2008) proposed critical success factors
such as overall product quality, customer
satisfaction, service quality, customer complaints
range of service offered reaction to customer needs.
O’Driscoll (2006) proposed critical success factors
such as transportation management.

Figure 1: Competence in Roadstone
(O'Driscoll, 2006)

Note: The figure is shaded increasingly from left to right to highlight marketing-
related competence towards the right side.

2. Research method

This research uses a mixed-method between a
case study and quantitative analysis. The case study
in this research is Thuong Long Joint Stock
company. All employees in the company will help to
fill the questionnaire and participate in the interview.

Sample

There are twenty 22 officers and managers in the
company (Thuong Long Joint Stock Company). All
these officers joined the survey. Hard copies of
questionnaires were delivered directly to each staff.
All the officers filled the questionnaires. The
researcher collected all the answers and convert the
officer answers into an excel file for further analysis.
23 completed questionnaires were received and
analyzed. This research doesn’t collect data from
workers.

Respondents were invited to indicate the degree
of importance of each of the success criteria based
on a nine-point Likert’s rating scale (extremely
important = 9, very important = 8, Moderately
important = 7, Slightly important = 6, Neutral = 5,
slightly unimportant = 4 and moderately unimportant
= 3, unimportant = 2, extremely unimportant =1).

3. Data analysis

We test the reliability test base on Cronbach's
alpha value. The Cronbach’s Alpha=0.706. Which is

higher than 0.7. “Though some authors discourage
the assignment of strength of reliability scale to this
statistic as it is dependent on the number of judges
(Cortina, 1993), 0.7 is generally considered a
satisfactory value of alpha (Nunnally, 1978)”
(Bresciani et al., 2009).

3.1. Rank of the importance

Manufacturing is the most important factor which
influenced the company. From the data analysis,
there are several factors which have higher scores
than 138 (6%23=138. All the staffs think that the
factor is important).

Distribution = average (sum of major activity of
the business, the sum of large dollars involved, the
sum of major profit impact, the sum of major
changes in performance)

=average (137 80 166 170) =138.25

Those factors are service quality, Marketing
research, Transportation management, Relationship
marketing, Overall product quality, Upgrading staff
competencies, New Product development, Reaction
to customer needs, Manufacturing. Those factors
will be considered as important factors in future
analysis. Manufacture is the most important factor
which influences the performance of the company.

T-test

“A one-sample t-test was carried out to
determine whether the population considered a
specific attribute to be important or otherwise.
Furthermore, the mean ranking of each attribute
was tabulated to help provide a clearer picture of
the consensus reached by the respondents™
(Ahadzie, 2008). A summary of the test results is
shown in Tables 8—10. The mean for each attribute
including the associated standard deviation and
standard error is reported in each Table. For each
attribute, the null hypothesis was that the attribute
was unimportant (HO:U = UO) and the alternative
hypothesis was that the attribute was important
(Ha: U > U0), where UO is the population Media
(U0 was fixed at 5, ). The significance level was set
at 95% under conventional risk levels. Thus, based
on the nine-point Likert rating scale, a success
criterion was deemed critical or important if ithad a
mean of 5 or more. Where two or more criteria
have the same mean, the one with the lowest
standard deviation was assigned the highest
importance ranking.

“reaction to customer needs” and
“manufacturing” are not required large dollars
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involved.  Manufacturing required a large
investment at the beginning, but when running this
process doesn’t require much investment.
Transportation management, reaction to customer
needs, upgrading staff competencies don’t
significantly influence to profit.

(New product development, Manufacturing,
Overal product quality, Transportation management,
Reaction to customer needs, Upgrading staff
competencies) having major changes in the
performance of the business.

4. Conclusions

After data analysis, this study finds out six critical
factors for a business in concrete and unbaked brick.
Those  critical factors are: Transportation
management, Relationship marketing, Overall
product quality, Upgrading staff competencies, New
Product development, Reaction to customer needs,
Manufacturing

The most important factor is Manufacture and the
second is Reaction to customer needs. These results
are consistent with the study of O'Driscoll (2006).
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small. In the future, the result of this study should be
tested in a larger sample®

1. Ahadzie, D.K., Proverbs, D. G., Olomolaiye, P.O. (2008), Critical success criteria for mass house building
projects in developing countries, International Journal of project management, Vol 26, pp 675-687.

2. Alexander,K., B. Atkin, J. Brochner, T. Haugen (2004), Facilities Management, Innovation and Performance. 1st
Edition, London. https://doi.org/10.4324/9780203093740

3. Bagozzi R. P, Yi T.. (1988). On the evaluation of structural equation models, Journal of the Academy of
Marketing Science, 16(1), 74 - 94,

4. Beard, D. W., Dess, G. G. (1981). Corporate-Level Strategy, Business-Level Strategy. and Firm Performance.
Academy of Management Journal, Vol. 24, No. 4, 663-688.

5. Chandler, A. D (1969). Strategy and Structure: Chapters in the History of the American Industrial Enterprise.
MIT Press.

6. CIRT. Case Study Method. <htps://cirt. geu.edu/research/developmentresources/research_readv/descriptive/
case_study>

7. Hofer C., Schendel D. (1978). Strategy formulation: Analvtical concepts. St. Paul, Minn.: West Publishing Co.

8. Kaplan, Robert S., Norton, David P. (1996). Translating strategy into action The Balanced score card, Harvard
Business Publication.

9. Kaplan, Robert S., Norton, David P. (2006). Alignment: Using the balanced scorecard to create corporate
synergies, Harvard Business school publishing corporation.

10. Ministry of Investment and Planning (access August 2018): hitp:/fwww.mpi.gov.vi/en/Pages/tinbai.aspx?
idTin=38605&idcm=109

11. Rockart, John F. (1979), Chief executives define their own data needs, Harvard Business Review, pp. 81-92,
March-April (1979).

12. Leidecker, Joel K., Bruno. Albert V., Identifying and Using Critical Success Factors, Long Range Planning,
Vol. 17, No. 1, pp. 23-32, 1984.

270 $6 1 -Thang 1/2021



KINH DOANH

13. O'Driscoll, Aidan (2006), Reflection on Contemporary Issues in Relationship Marketing: Evidence from a
Longitudinal Case Study in the Building Materials Industry, Journal of Marketing Management, 22:1-2, 111-133,
DOI: 10.1362/026725706776022290

14. Porter, M.E. (1980), Competitive Strategy: Techniques for Analyzing Industries and Competitors, Free Press,
New York.

15. Kimberlee Leonard (2019). Pros & Cons of Differentiation Strategy http://smallbusiness.chron.com/pros-
cons-differentiation-strategy-21452.html

16. SGT (2012). Chances for unbaked building materials. https://english.viethamnet.vn/fms/business/54125/
chances-for-unbaked-building-materials.html

17. Thompson Jr., A., Strickland I, A. J. and Gamble J. E. (2007). Crafting & Executing Strategy. 15th Edition,
New York: McGraw-Hill Irwin

18. Cost Leadership Strategy: Definition & Examples. <hrps://study.com/academy/lesson/cost-leadership-
strategv-definition-examples.html>

19. Thuvienphapluat.vn: https./thuvienphapluar.vn/van-ban/Xay-dung-Do-thi/Quyet-dinh-567-QD-TTg-Phe-duyet
-Chuong-trinh-phat-trien-vat-lieu-xay-khong-nung-104751.aspx

20. World Bank data (access August 2018): https.//data.worldbank.org/indicator/NY.GDP.MKTP.KD.ZG?
end=2017&locations=VN&start=1985&view=chart

Received date: January 1, 2020
Reviewed date: January 12, 2020
Accepted date: January 25, 2020

Author’s information:

1. LE HAINAM

Thuong Long Joint Stock Company

2. Ph.D.NGUYEN THI HONG HANH
VNU - International School

CAC NHAN TO THANH CONG CHO NGANH Bt TONG
VA SAN PHAM TU BE TONG

® LE HAI NAM
Cong ty CP Thugng Long
® 7S. NGUYEN TH| HONG HANH
Khoa Qudc t€, Bai hoc Qudc gia Ha Noi

TOM TAT:

Khong ¢6 nhiu nghién citu vé& nhitng nhin t8 thanh cong cho nganh bé tong va sén phdm tir
bé tong. Nghién citu nay sit dung phudng phap két hgp bao gdm phan tich tinh huéng va T-test.
C6 22 ngudi tham gia khio sit, phdng van thudc nghién ctu nay. K&t qua phén tich tim ra 7
nhén & 4nh hudng 16n d&n sir cdng cho nganh nay. P6 1a cdc nhan t6: Quan If van chuyén, xay
dung m&i quan hé véi khich hang, cha't lugng chung ciia sdn phdm, ning cao nang lwc ciia nhén
vién, phét trién sdn phim mdi, ddp tng yéu cau cla khach hang, va quan Ii sin xuat.

Tit khéa: Nhan 6 thanh cong, nganh bé téng, sin phdm tif bé tong.
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