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Nghién ctru nay nham muc dich l14p day khoang trong nay
bang cach cung cap danh gia thu muc vé nghién ctu tiép thi lién
quan dén nguyén nhan duoc cong bd trén co s¢ dir litu Web of
Science. Mot cudoc danh gia tai li¢u tric luong thu muc
(bibliometric) da dugc tién hanh dbi vé6i cac bai bao duoc xuat ban
trong co s& dir liéu Web of Science dé 1ap ban db linh vuc nghién
ctru vé tiép thi lién quan dén nguyén nhan. Ky thuat két ndi thu
muc (bibliographic coupling) di dugc st dung dé tién hanh phan
tich dir liéu. Két qua cta nghién ctru dé cap dén cac chu dé va linh
vue nghién clru quan trong dugc tap trung bdi cac nha nghién clru
vé tiép thi lién quan dén nguyén nhan, dong thoi lam sang to cac
huéng nghién cliru quan trong hién c6 va xu hudng nghién ciu
tuong lai trong linh vyc tiép thi lién quan dén nguyén nhan. Céc Xu
huéng can duoc nghlen ctru va thao ludn trong tuong lai bao gom
nghién ctru cac yéu tb moi cua tlep thi lién quan dén nguyén nhén;
tang kha nang canh tranh toan cdu cia cong ty thong qua chién
lugc tiép thi lién quan dén nguyén nhan; nghién ctru tiép thi lién
quan dén nguyén nhan trong bdi canh thi trudng cac nudc dang
phat trién; nghién ctu mdi quan hé cua tiép thi lién quan dén
nguyén nhan va phan Gmg cuia nguoi tiéu dung; nghién ctru vai tro
ciia yéu t& van hod trong tiép thi lién quan dén nguyén nhan;
nghién ctru mdi quan hé cua tiép thi lién quan dén nguyén nhan va
ban 1¢ tryc tuyén. Nghién ctru nay 1a mot nghién ctru sém kham
pha tinh hoc thuat cia tiép thi lién quan dén nguyén nhan bang
cach stir dung k¥ thuat phan tich thu muc.

ABSTRACT

The objective of this study is to address this gap by
presenting a directory evaluation of the research. Cause-related
marketing is published in the Web of Science database. To map the
field of research on cause-related marketing, articles published in
the Web of Science were assessed. Data analysis was done using
bibliographic coupling. The results of the study address important
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topics and research areas focused on by researchers in cause-related
marketing, while also shedding light on existing important research
directions and future research impulses in the field of cause-related
marketing. Trends that need to be studied and discussed in the
future include studies of new elements of marketing related to
causes, increasing the global competitiveness of the company
through a marketing strategy related to the cause, marketing
research related to causes in the context of developing country
markets; studying the relationship of marketing in relation to
consumer causes and reactions; studying the role of cultural factors
in marketing in relation to causes; and studying the relationship of
marketing related to the cause and online retail. This is an early
study that analyses the academic aspect of cause-related marketing
utilizing bibliometric analytic approaches.

1. Gié6i thiéu

Su toan cau hoa ngiy cang ting va méi truong tiép thi thay ddi da budc cac to chirc kinh
doanh phai thuc hi¢n céac chién luogc cho phép ho co6 duoc loi thé canh tranh trén thj truong toan
cau (Vrontis, Thrassou, Christofi, Shams, & Czinkota, 2020) mét trong nhitng dong luc chinh
cho béi canh thay ddi nay la su phat trién cta ngudi tiéu ding cé y thirc xa hoi (Woodroof,
Deitz, Howie, & Evans, 2019). Nhitng nguoi tiéu diung nay mong doi cic cong ty thé hién cac
hoat dong kinh doanh c6 trach nhiém xa hoi hon. Mot trong nhitng phuong tién gan day cia cac
t6 chtrc dé thuc ddy CSR (Corporate Social Responsibility) 1a tiép thi lién quan dén nguyén nhan
(CRM - Cause-Related Marketing) (Brgnn & Vrioni, 2001).

Ky vong vé nhiing phan tmg tich cuc vé hanh vi ciia ngudi tiéu dung ddi véi cac cong ty
dugc coi 14 co trach nhiém véi x3 hoi da truyén cam hung cho cic hoc gia vé quan 1y va
marketing. Nghién ciru vé anh huéng cta trach nhiém xi hoi doanh nghiép (CSR) 1én hanh vi
ngudi tiéu dung thuong khong nhat quan va gay tranh cai (Al Jarah & Emeagwali, 2017; Girlek,
Diizgiin, & Uygur, 2017; He & Li, 2011). Mot s6 cong trinh khang dinh CSR ting cudng long
trung thanh va mua lai (Khan, Ferguson, & Pérez, 2015; Mandhachitara & Poolthong, 2011;
Pérez & del Bosque, 2015), trong khi cac nghién ctru khac chi ra rang tac dong cia CSR khong
phai luc nao ciing truc tiép, ma cé thé do yéu td khac (Castaldo & Perrini, 2004; Castaldo,
Perrini, Misani, & Tencati, 2009; Liu, Wong, Shi, Chu, & Brock, 2014).

Thuyc hanh ung ho trach nhiém xa hoi ciia doanh nghiép trong cac hoat dong truyén thong
tiép thi thuong dugc goi 1a tiép thi lién quan dén nguyén nhan (CRM). Sy phat trién cia CRM ¢6
thé dwoc ghi nhan tir thyc tién cua cac cong ty gin két muc tiéu trach nhiém xa hoi ctia minh véi
muc tiéu tiép thi (Rohit & Panda, 2020). CRM c6 thé mang lai gia tri bén viing va lgi thé canh
tranh cho doanh nghi¢p (Collins, 1993). Do ngudi tiéu dung ngay cang doi hdi trach nhiém xa
hoi cao hon, CRM da trd nén can thiét trong truyén thong tiép thi (Badenes-Rocha, Bigne, &
Ruiz, 2022). Di CRM quan trong trong 1y thuyét va thyc hanh CSR va tiép thi (Bergkvist &
Zhou, 2019), su quan tdm hoc thuat ddi vé6i linh vuc nay con han ché, din dén thiéu hiéu biét
toan dién vé CRM qua thoi gian.

Dé 14p day nhitng khoang tréng néu trén, tac gia da ap dung phuong phap phan tich mang
dé co duogc su hiéu biét toi da vé su phat trién kién thuc trong linh vee CRM. Bang cach ap dung
cong cu két ndi thu muyc (bibliometric coupling), cac tac gia ¢b ging kham phé cac chu dé nghién
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ctru méi ndi trong tai liéu CRM va xac dinh cac mé hinh hop téc giita cac nha nghién ctru va cac
t6 chirc trong cing mot linh virc nghién ctru (tir 1997 dén 2023). Muc tiéu ctia nghién ctru nay 1a
dé 14ap ban d6 hién trang vé thanh tyu cia CRM; kham pha su phat trién cia CRM; xac dinh céc
mo hinh hop tac giita cac tac gia va cac chu dé nghién ctru tap trung; va tim ra nhiing khoang
trbng nghién ctru hién c6 va cac linh vuc nghién ctru trong twong lai.

2. Bdi canh nghién ciru
2.1. Tiép thi lién quan dén nguyén nhin (CRM): lich sir hinh thanh va phit trién

CRM 1a mét cach méi dé thé hién cac thyc tidn CSR cta doanh nghiép (Brenn & Vrioni,
2001; Jahdi, 2014). CRM tao ra y dinh thu hat sy chu ¥ va hd tro ctia nguoi tiéu dung cho mot
nguyén nhéan théng qua céc giao dich tao ra doanh thu (Jeon & An, 2019). Sy khac biét chinh
giita CRM va cac hoat dong khac clia cac cong ty 1a ban chat thwong mai cia CRM rat 16n
(Berglind & Nakata, 2005). N6 1a méi lién hé giira loi ich kinh doanh ct 13i ciia cong ty va muc
tiéu chinh ctia mot to chirc phi lgi nhuén, tirc 13 t6i da hoa loi ich, vé6i ¥ dinh tao ra quy cho phic
loi cong ddng (Berglind & Nakata, 2005; Varadarajan & Menon, 1988). Diéu nay da thu hit sy
chu ¥ ctia cac nha tiép thi cling nhu cac hoc gia va dan dén su phat trién cta thanh tuu CRM.

2.2. Sw phdt trién ciia tiép thi c6 lién quan dén nguyén nhén

Ké tir khi xuat hién, CRM d4 thu hit sy cha ¥ toan cau do kha nang két hop yéu t6 xa hoi
va kinh té (Rego, Hamilton, & Rogers, 2021). Cac dinh nghia vé CRM rat da dang, nhu Barone,
Miyazaki, va Taylor (2000) mé ta n6 1a chién luoc tiép thi nham dat dugc muc tiéu thong qua
viéc hd trg cac nguyén nhan xi hoi, trong khi Varadarajan va Menon (1988) nhdn manh tinh chat
giao dich ctia CRM, voi cac cong ty dong gop mot phan doanh thu khi ngudi tiéu dung mua san
phém. Su thanh cong cua chién dich CRM phu thudc vao viéc nguoi ti€u dung chon mua san
pham gin lién v&i muc dich xa hoi, 1am cho viée thu hiit ho tro thanh muc tiéu chinh cua cac nha
tiép thi (Zhang, Saleme, Pang, Durl, & Xu, 2020). Gan day, CRM duoc coi 1a hoat dong tiép thi
tao ra nhan thac vé vin dé xa hoi thong qua quang ba (Lafferty, Lueth, & McCafferty, 2016),
dua dén su ting truong trong trién khai chién dich CRM. Nhiéu chién dich méi lién quan dén
viéc nguoi tidu dung mua san pham dé ting ho mot nguyén nhéan va str dung mang xa hoi dé tang
su tham gia, nhu yéu cau “thich” hay “chia s¢” cac noi dung lién quan (Christofi, Vrontis,
Leonidou, & Thrassou, 2020; Folse, Niedrich, & Grau, 2010; Lafferty & ctg., 2016). Su phat
trién cua chién dich CRM hién dai di mé ra nhiéu hudng nghién ctru mdéi cho céc nha khoa hoc
trong tuong lai.

Céc nha nghién ctru CRM da xac dinh dugc nhitng nguyén nhan va hau qua khac nhau
cia CRM (Gupta & Pirsch, 2006a). Su quan tam ndi bat trong viéc xac dinh yéu td cua chién
dich CRM hiéu qua da dugc ghi nhan (Christofi & ctg., 2020). CRM dugc nhin nhan nhu mot
chién lugc ba bén cing c6 lgi: doanh nghiép ting doanh s6 va uy tin thwong hiéu (Hawkins,
2012), t chirc x4 hoi thu duoc quy va sy nhan thire tir ngudi tiéu dung (Samu & Wymer, 2009),
va ngudi tiéu dung huong loi ca vat chat 1an tinh than (Strahilevitz & Myers, 1998). Mic du
nhiéu yéu t6 da duoc nghién ctru vé anh huéng dén CRM (Ferraris, Del Giudice, Grandhi, &
Cillo, 2020), tap trung chi yéu vao thai do va y dinh mua hang cua ngudi tiéu ding (Gupta &
Pirsch, 2006b; Terblanche, Boshoff, & van Eck, 2023). Két qua thuong hiéu tir CRM bao gdbm
loi thé canh tranh va von thuong hiéu (Christofi, Kaufmann, Vrontis, & Leonidou, 2013; Kuo,
Lin, & Liu, 2022; Westberg & Pope, 2014). Nghién ctru ciing tim hiéu vé vai tro cta loai nguyén
nhan, sy phu hop thuong hiéu/nguyén nhan, va pham vi nguyén nhan (Lafferty & Edmondson,
2014; Pracejus & Olsen, 2004; Yucel-Aybat & Hsieh, 2021; Wei, Ang, & Liou, 2020) trong hiéu



40 Nguyén Thanh An va cong su. HCMCOUJS-Kinh t€ va Quan trj Kinh doanh, 19(10), 37-57

qua CRM. Tuy nhién, c6 it nghién ctru vé cac yéu to anh hudng dén hiéu qua cia CRM (Ferraris
& ctg., 2020).

Nghién ctru vé CSR thuong bi phan manh va cac nghién ciru vé CRM chi yéu mang tinh
thue nghiém. Hiém c6 cac nghién ciru tong quan vé sy phat trién cta linh vuc nay. Tuy nhién,
béo céo ciia Gupta va Pirsch (2006a) va Lafferty va cong su (2016) da cung cdp cai nhin vé loi
ich, rui ro va mé hinh phat trién CRM. Guerreiro, Rita, va Trigueiros (2016) phan tich tai liéu dé
xéac dinh chi dé chinh cia CRM. Bai dénh gid nay nham tong hop tai liéu CRM trong hai thap
ky, cung cip mot cai nhin toan dién vé linh vuc tir 1997 dén 2023 théng qua mot danh gia tong
quan tric luong thu muc tir co s& dir liéu Web of Science (WoS).

3. Phuwong phap nghién ciru

Nghién ctru ndy 4p dung phuong phap nghién ciru hdn hop, két hop ca nghién ctru dinh
tinh va dinh luong (theo Creswell, Clark, Gutmann, & Hanson, 2003). Budc dau tién 1a phan tich
dinh luong sir dung phuong phap bibliometric, sau d6 1a phan tich ndi dung céc tai liéu CRM
moi nhét théng qua ky thuat két ndi thu muc (Bibliographic coupling). Pau tién, qua trinh danh
gia tai lidu thu muc (Bibliometric literature review) duoc thuc hién qua bon giai doan: tim kiém
tai lidu, sang loc tai lidu, thong ké mo ta, va 1ap ban do khoa hoc. Ellegaard va Wallin (2015) cho
rang phuong phép bibliometric dugc str dung dé phan tich dinh lugng céc cong trinh nghién ciru
da xuat ban. Giai doan nay kham phé su da dang cta cac chu dé nhu khia canh thé ché hoac dia
1y, su phat trién cua linh vuc theo thoi gian, cling nhu cac linh vuc nghién ctu, thé loai tai liéu,
va tac gid. Phan tich bibliometric 1a cong cu dinh lugng cho cac nghién ciru trong linh vuc nay.
Giai doan thir hai bao gom phan tich noi dung dé hiéu rd hon vé cac chu dé nghién ctru va cac
linh vuc quan trong trong tai liéu CRM gan day.

3.1. Tim kiém tai liéu

Co so dit lieu Web of science (WoS) dugc su dung dé thuc hién phan tich tric luong thu
muc cho dén nam 11/2023. Tiéu dé cua bai bao chira cum tur tim kiém “Cause-Related
Marketing” duoc sir dung dé tim kiém cac bai bao lién quan duoc xudt ban bang ngdn ngir tiéng
anh. Tiéu dé cua bai béo la diéu du tién nguoi doc nhin thay va quan tim (Annesley, 2010;
Jamali & Nikzad, 2011). Tuy nhién, tac gia da sir dung truong tim kiém tai lidu trén trang chu
WoS dé tim kiém theo nhiéu tiéu chi bao gom tiéu dé, tom tit va cac tir khoa lién quan dé mo
rong pham vi tim kiém. N6 dai dién cho cha d lién quan dén linh vuc nghién ctru va muc dich
ctia nd. Két qué tim kiém ban dﬁu trong co s& dir liéu WoS da tao ra 480 bai viét. S6 lu’ong bai
viét nay duoc 1ay tir nhiéu nguon tai liéu khac nhau tir nhiéu linh vuc khac nhau vi vy c6 thé c6
mot sO nghién ctru chi lién quan mot cach long 180 hodc khong lién quan gi dén nghién ciru
CRM. Do @6, céac tac gia da tién hanh mot danh gia sang loc ban dau tur tap hop dir liu tir d6
nhitng bai viét c6 lién quan 1ong 1éo va khong lién quan dén chii dé nghién ctru s& bi loai bo.

3.2. Danh gid va sang loc

Tac gia thay rang c6 nhiéu bai bao khong lién quan truc tiép dén chu dé dang duogc diéu
tra. Do d0, tac gia tién hanh phén tich ndi dung cho cac bai bao thu thap dé chi bao gdm nhing
bai béo phu hop véi chii d& nghién ctru CRM. Dé trich xuét va thao tac dit liéu, cac phuong phap
bibliometric, dira trén phan tich ndi dung, thudng duoc sir dung (Ellegaard & Wallin, 2015). Tt
ca 480 bai viét dugc chon dé tién hanh danh gia, tac gia dd loai bo 130 bai viét c6 lién quan long
1é0 hoic khong lién quan dén chu dé. Két qua 1a, con lai 350 bai viét 1a miu cudi cing cho
nghién clru nay.
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Buéc Muc dich Két qua

- Tr khéa tim kiém trong tén bai bao,
tom tat va to khoa: Cause Related

Marketing

- Ngudn dir liéu: Web of Science.
Buoc 1 »| - Loai tai liéu: Bai bao khoa hoc »| 480 bai viét
Tim kiém tai liu - Thoi gian: trude 15/11/2023.

- Ngon ngii: Tiéng Anh.

- Loai bo cac nghién ciru tring lip.
Buérc 2 »| - Loai bo cac nghién ctru ¢6 lién quan R bai vid
Danh gia so bd long 1éo va khong thudc chu deé > 350 bai viet
nghién cuu.
Buée 3 - M4 hoa. - Théng ké mo ta
Phan tich n¢i dung ¥ - Téng hop - Phan tich n¢i dung.

Hinh 1. So d6 tim kiém va danh gia sang loc bai bao

3.3. Cong cu phén tich

C6 nhiéu phén mém khac nhau dé thuc hién mét danh gia bibliometric, vi du nhu
Citespace, BibEXcel va R. Cac phan mém nay déu co nhiing wu va nhuge diém ciia ching
(Zupic & Cater, 2015). D6i v6i nghién ctru nay, tac gia st dung phin mém VOSviewer dé thuc
hién. Donthu, Kumar, Mukherjee, Pandey, va Lim (2021a) cho rang phan mém VOSviewer phan
tich dir liéu bibliometric tir co s dit liéu WoS hodic Scopus mot cach thuc tién va 1am ting su
quan tim cta cac hoc gia vé phuong phap phan tich Bibliometric trong thoi gian gin day.
VOSviewer c6 thé thuc hién duge v6i nhiéu dinh dang dir liéu khac nhau va c6 hop cong cu phan
tich tich hop (Van Eck & Waltman, 2010).

4. Két qua nghién ciru
4.1. Théng ké mé ta
4.1.1. Sy gia tang nghién curu theo thoi gian

Céc s6 liéu thong ké ban dau cua bo dir liéu duoc thu thap cho phép tac gia xac dinh co
s& kién thirc hién tai cua tai lieu CRM. Tac gia xac dinh khung thoi gian cho viéc thu thap dir
liéu 1a ndm 1997 dén nam 2023. S lugng bai bao duoc xuét ban trong khu vuc tir nam 1997 dén
nam 2023 trong co s& dit liéu WoS dugc minh hoa trong Hinh 2 dudi day.
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Hinh 2. Bai bao khoa hoc vé CRM theo thoi gian va tan suat trich dan
Ngudn: Téac gia tong hop tir ngudn dit liéu WoS

Tir Hinh 2 trén, c¢6 thé quan sat thiy rang su quan tim vé hoc thuat danh cho chu dé nay da
ting manh trong nhimg ndm qua. Tuy nhién, su gia ting dang ké va manh mé& trong cac an pham
nghién ctru vé chi dé nay ké tir nam 2016. Trong d6, c6 21 tap chi dd xut ban hon 04 tai liéu
nghién ctru vé CRM dugc trinh bay trong Bang 1. Tir Bang 1, c¢6 thé thay rang cac tap chi nhu
International Marketing Review, Journal of Business Ethics, Journal of Business Research,
International Review on Public and Nonprofit Marketing va Psychology Marketing dd xuét ban
phﬁn 16n (n > 10) céc bai viét vé CRM. Tuy nhién, Journal of Business Ethics da nhan dugc su trich
dan 16n nhéat, tiép theo 1a Journal of Business Research va Journal of Advertising, vi ho da xuat ban
nghién ctru CRM lién tuc, déu dan trong nhiéu nam. Mot s6 tap chi ndi tiéng trong Iinh vyc kinh
doanh va quan 1y gan day di bat dau chii ¥ hoc tap vé chii dé va cong viéc xuét ban vé CRM.

Bang 1
Top 21 tap chi hang diu xuat ban trong linh veec CRM
STT Tap chi S6 bai bao | S6 trich din

1 |International Marketing Review 19 408
2 |Journal of Business Research 19 1,151
3 |International Review on Public and Nonprofit Marketing 18 160
4 |Journal of Business Ethics 17 1,443
5 |Psychology Marketing 11 569
6 |International Journal of Advertising 10 308
7 |Journal of Nonprofit Public Sector Marketing 8 56
8 |Journal of The Academy of Marketing Science 8 872
9 |Journal of Advertising 7 1,265
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STT Tap chi S6 bai bao | S6 trich din
10 [Advances in Consumer Research 6 73
11 |European Journal of Marketing 6 216
12 |Ournal of Product and Brand Managemen 6 79
13 |Journal of Retailing and Consumer Services 5 49
14 |Journal of Advertising Research 4 122
15 [Journal of Consumer Behaviour 4 10
16 |Journal of Consumer Marketing 4 58
17 {Journal of Marketing Research 4 356
18 |Journal of Public Policy Marketing 4 663
19 [Journal of Retailing 4 544
20 | Sport Management Review 4 47
21 | Total Quality Management Business Excellence 4 68

Nguon: Tac gia tong hop tir nguon dir liéu WoS
4.1.2. Cdc nghién citu dwoc trich dan hang dau

Top 10 bai bao duoc trich dan hang dau trong linh vuc CRM dugc trinh bay trong Bang
2. Céc bai bao nhan dugc trich dan cao nhat da dugc xut ban 1a “The influence of cause-related
marketing on consumer choice: Does one good turn deserve another?”, “A typology of consumer
responses to cause-related marketing: From skeptics to socially concerned”; “Consumer
responses to Corporate Social Responsibility (CSR) initiatives - Examining the role of brand-
cause fit in cause-related marketing”; “Doing Right Leads to Doing Well: When the Type of
CSR and Reputation Interact to Affect Consumer Evaluations of the Firm”; “Cause-Related
Marketing (CRM) - The influence of donation proximity and message-framing cues on the less-
involved consumer” da nhan dugc tong cong nhiéu hon > 2,100 trich din va 1 cac bai bao c6
anh huong hang du duya trén trich dan hang nam ( > 22.8 trich din/nam).

Bang 2
Top 10 bai bao dugc trich dan hang dau trong linh viee CRM

Trich| Trung

STT Tiéu dé bai bao Tac gia din |binh nim

The influence of cause-related marketing on <A
Barone va cong su

1 |consumer choice: Does one good turn deserve 491 20.46
(2000)
another?
A typology of consumer responses to cause- .
2 |related marketing: From skeptics to socially Web(bls\)/gSI;/lohr 480 18.46
concerned
Consumer responses to Corporate Social Nan Vi Heo

3 | Responsibility (CSR) initiatives - Examining the (2007) 472 27.76
role of brand-cause fit in cause-related marketing
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Trich| Trung

STT Tiéu dé bai bao Tac gia din |binh nim

Doing Right Leads to Doing Well: When the Lii va Lee
4 |Type of CSR and Reputation Interact to Affect 354 29.5

: . (2012)
Consumer Evaluations of the Firm

Cause-Related Marketing (CRM) - The influence Grau va Eolse
5 |of donation proximity and message-framing cues (2007) 304 17.88
on the less-involved consumer

. Barone, Norman,
Consumer response to retailer use of cause-

6 . . va Miyazaki 267 15.71
: ?
related marketing: Is more fit better~ (2007)
The role of brand/cause fit in the effectiveness of | Pracejus va Olsen
7 ) : 262 13.1
cause-related marketing campaigns (2004)
. . ) Barbara,
8 ;h(:eahn;g-%crtaﬁ;t:ITi::\Icl;ggce on the partners: A look Goldsmith. va 958 12.9
Hult (2004)
A framework for understanding Corporate Social Pirsch. Gupta. va
9 |Responsibility programs as a continuum: An » BUp, 251 14.76

exploratory study Grau (2007)

10 The relevance of fit in a cause-brand_ f_;ll_llance Lafferty (2007) | 206 1212
when consumers evaluate corporate credibility

Ngudn: Tac gia tng hop tir ngudn dit liéu WoS

Cac tac gia Chang, C. T., Thomas S., Christofi M., Kim S., Liu G., Olsen G. D., Olsen
G. D. va Pracejus, J. W. da dugc liét ké 1a tac gia c6 nang suat cao nhat va la tac gia cuia nhicu
hon 05 bai bao trong linh vuc CRM duoc liét ké trong Bang 3, trong d6 tac c6 nang suat cao nhat
la Chang, C. T. véi 10 bai bao dugc xuat ban.

Bang 3
Top céc tac gia c6 nhidu bai bio hang d4u trong linh vec CRM
STT TAc gia S6 lwgng Tilé %

1 |Chang,C.T. 10 2.857
2 |Thomas, S. 9 2.571
3 | Christofi, M. 7 2.000
4 |Kim, S. 6 1.714
5 |Liu, G. 6 1.714
6 |Olsen, G.D. 6 1.714
7 |Pracejus, J. W. 6 1.714
8 |Adomaviciute, K. 5 1.429
9 |Gupta, S. 5 1.429
10 |Lafferty, B. A. 5 1.429
11 |Urbonavicius, S. 5 1.429
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STT TAc gia S6 lwong Tilé %
12 |Bae, M. 4 1.143
13 |Bhatt, V. 4 1.143
14 |Ko, W. W. 4 1.143
15 |Leonidou, E. 4 1.143
16 |Patel, R. 4 1.143
17 |Silva, S. C. E. 4 1.143
18 |Vrontis, D. 4 1.143
19 |Badenes-rocha, A. 3 0.857
20 |Baghi, I. 3 0.857
21 |Bajpai, N. 3 0.857
22 |Barone, M. J. 3 0.857
23 |Brown, N. R. 3 0.857
24 |Chawla, D. 3 0.857

Ngudn: Téc gia tong hop tir ngudn dit liéu WoS

4.1.3. Cdc nghién cieu phan bé theo dia ly

Céc nha nghién ciru tir 55 qudc gia khac nhau da dong gop vao viée xuat ban cac tai lidu
dugc truy xuat tr nam 1997 dén nam 2023. 10 quoc gia hang dau dong gop cho cac nghién ctru
dugc ligt ké trong Bang 4. Hoa Ky dimg dau voi tong s0 129 (36.85%) nghién ctru, tiép theo la
An 6 voi 41 (11.7%) nghién ctru va Anh Qudc véi 31 (8.85%) nghién ciru.

Bang 4
Top céc qubc gia c6 nhidu bai bio hang dau trong linh vee CRM
STT Quobc gia/Khu vue S6 lwgng Tilé %

1 USA 129 36.857
2 INDIA 41 11.714
3 ENGLAND 31 8.857
4 PEOPLES R CHINA 22 6.286
5 CANADA 21 6.000
6 TAIWAN 19 5.429
7 GERMANY 16 4571
8 SOUTH KOREA 15 4.286
9 FRANCE 14 4.000
10 ITALY 13 3.714
11 CYPRUS 11 3.143
12 AUSTRALIA 10 2.857
13 SPAIN 10 2.857

Nguén: Téc gia tong hop tir nguén dir liéu WoS
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4.2. Ky thudt ldp bin do khoa hoc

Lap ban d6 khoa hoc gitp xac dinh mdi lién hé ciu tric gitra cac thanh phan nghién ctru
(Baker, Kumar, & Pandey, 2021; Donthu & ctg., 2021a). Viéc 1ap ban dd khoa hoc bang phuong
phap bibliometric hitu ich: (1) dé gitip cac nha nghién ctru méi tham gia vao mot linh vuc nhanh
chong nim bit dugc ciu trac cua linh vuc d6; va (2) dé thé hién su chit ché vé mit dinh luong
trong cac bai danh gia tai liéu truyén théng (Zupic & Cater, 2015). Phan tich ban d6 khoa hoc 1a
mot phén tich mang bao gdm cac k¥ thuat khac nhau nhu phan tich trich din, phan tich su xuét
hién ddng thoi, két n01 thu vién, va phan tich dong tac gia. Nhu’ng k¥ thuat nay cho phép cac nha
nghién ctru xac dinh cau tric mang ludi bang cach str dung cac yéu té thu muc. Nghién ctru ndy
su dung k¥ thuat két ndi thu muc dé 1ap ban dd nghién ctu CRM.

4.2.1. Ky thudt két noi thu muc (Bibliographic coupling)

Két ndi thu muc 1a mot ky thuét 1ap ban dd xdy ra khi hai 4n phém trich dan cung mot 4n
pham thir ba (Mulet-Forteza, Martorell-Cunill, Merigd, Genovart-Balaguer, & Mauleon-Mendez,
2018). Véi viéc két ndi thu muc, nguoi ta cho rang nhimg tai liéu trich dn céc tai liéu tuong tu
nhau thi tip trung vao cting mot chu dé nghién ctru (Donthu & ctg., 2021a). Viée két hop céc tai
lidu tir bo dit liéu 1am ndi bat nhitng chii dé nghién ciru quan trong ma cac nha nghién cru CRM
tap trung vao. Hinh 3 dai dién cho hinh anh téng quat vé su két hop thu muc cta céc tac gia. Két
qué phén tich cho thay bén cum dugc xac dinh rd rang, diéu ndy c6 thé giai thich ring nhimg nha
nghién ctiru nay dugc nhém vao cung mdt cum vi cong viéc cua ho tap trung vao cac linh vuc va
cac chii & nghién ciru twong ty nhau trong linh vue CRM va ¢6 lién quan véi céc trich dan gidng
nhau (Bang 5). Két qua phan tich ciing nhan manh rang c6 rat it bai bao gan day duoc phan tan
trong cac cum khac nhau. Phan tiép theo s€ thuc hi¢n mdt phan tich ndi dung cho cac cum da
dugc xac dinh & trén, tip trung vao nghién cru CRM gan day.

wu (8Q07)
fil
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Hinh 3. Mang ludi Bilographic coupling
4.2.2. Phan tich ngi dung

Phéan tich néi dung dugc thuc hién dé phan loai dir liéu van ban mot cach c6 h¢ théng dé
tao ra nhitng két luan c6 ¥ nghia (Hsieh & Shannon, 2005). Téng cong c6 113 bai bao nghién
ctru duoc nhom lai thanh bén nhém. Nhom dau tién chira sd luong bai viét 16n nhat v6i 34 4n
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pham, nhom thér hai véi 33, nhom tht ba 1a 26, va nhom thir tu 14 20. Tac gia da tién hanh phan
tich ndi dung dé phat hién xu hudng hién tai, linh vuc trong diém va cac chu dé nghién ctru hién
dang 1a trong tAm cua nghién ctru CRM va cung cip cac huéng cho nghién ciru trong tuong lai
trong linh vyc nay. Tai liéu trong linh vec CRM rit da dang va phan manh dan dén viéc dé xuat
mdt hudng nghién ctru trong twong lai 1a rat thach thic. Ton tai nhitng bang ching khong chic
chin vé& mbi quan hé giira cac bién khac nhau va khong c6 di nghién ciru dé xac dinh cac thiét ké
CRM hiéu qua c6 thé thuc ddy thanh céng cia CRM (Woo, Kim, & Childs, 2020). Cac linh vuc
trong tam cua cac tai liéu duoc xuét ban gﬁn day vé CRM dugc phan loai thanh bdn nhém duge

thao luan chi tiét dudi day.

Bang 5
Céc nhom nghién ctru chinh tir phan tich Bilographic coupling
STT Nhom Tac gia tiéu biéu
Nhém 1: Tiép thi|Anghel, Grigore, va Rosca (2011); Bae (2020); Barone va cong su
lisn  quan  dén|(2007); Berger, Cunningham, va Drumwright (2006); Chang va
nguyén nhan va|Cheng (2015); Choi, Chang, Jessica Li, va Jang (2016);
truyén thong xa hoi |Chowdhury va Khare (2011); Christofi, Leonidou, Vrontis,
1 Kitchen, va Papasolomou (2015); e Silva, Duarte, Machado, va
Martins (2020); Dean (2003); Duarte va Silva (2020); Enrique,
Rafael, Ruiz-Mafé, va Sanz-Blas (2012); Mendini, Peter, va
Gibbert (2018); Mora, Vila-Lopez, va Kuster-Boluda (2021); Singh
va Pathak (2020)
Nhom 2: Tiép thi|Baghi, Rubaltelli, va Tedeschi (2009); Barone va cong sy (2000);
lién quan  dén|Chang ( 2012); Chang va Chen (2017); Grau va Folse (2007);
5 nguyén nhén, \{a Lafferty va Edmondson (2014); Vanhamme, Lindgreen, Reast, va
kinh doanh quéc té |Van Popering (2012); Vrontis va cong su (2020); Vrontis, Hulland,
Shaw, Gaur, Czinkota, va Christofi (2021); Webb va Mohr (1998);
Woo0 va cong su (2020)
Nhom 3: Tiép thi|Broderick, Jogi, va Garry (2003); Chaabane va Parguel (2016);
lién quan  dén|Chang va Chu (2020); Christofi va cong su (2020); Das, Guha,
nguyén nhan va su|Biswas, va Krishnan (2016); Guerreiro, Rita, va Trigueiros (2015);
3 [tham gia cta nguoi|Guerreiro va cong su (2016); Howie, Yang, Vitell, Bush, va
tiéu dung Vorhies (2018); Koschate-fischer, Stefan, va Hoyer (2012);
Koschate-fischer, Huber, va Hoyer (2016); Woodroof va cong su
(2019); Singh va Pathak (2020)
Nhom 4: Tiép thi|Baghi va Antonetti (2017); Baghi va Gabrielli (2018); Bergkvist va
litsn  quan  dén|Zhou (2019); Chang, Chen, Chu, Kung, va Huang (2018);
nguyén nhan va y|Coleman, Royne, va Pounders (2020); Fan, Deng, Qian, va Dong
4 dinh mua hang|(2022); Ferraris va cong su (2020); Eastman, Smalley, va Warren
trong boi canh da|(2019); La ferle, Kuber, va Edwards (2013); Lafferty va cong su
van hoa (2016); Santoro, Bresciani, Bertoldi, va Liu (2020); Singh,
Kristensen, va Villasenor (2009); Srivastava (2020); Terblanche va
cong su (2023); Ye, Liu, Gu, va Chen (2021)

Ngudn: Tac gia tong hop tir ngudn dit liéu WoS bang VOSViewer
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Nhom 1. Mbi quan hé cua tiép thi lién quan dén nguyén nhdn va truyén thong x3 hoi:
Nghién ctru chi ra ring dé xay dung mdi quan hé thuong hiéu manh mé, viéc truyén dat hinh anh
thuong hiéu dén khach hang tiém ning 13 quan trong (Enrique & ctg., 2012). CRM, khi dugc thé
hién qua trach nhiém xa hoi, c6 thé ting cuong anh hudng dén thai do ctua ngudi tiéu dung ddi véi
thuong hiéu va cac van dé xa hoi, dic biét khi duoc truyén théng qua mang xa hoi (Mora & ctg.,
2021). Chién dich CRM trén céc kénh k¥ thuat sé dic biét hip din ngudi tiéu ding tré - d6i twong
c6 ¥ thirc xa hoi cao va 1a myc tiéu chi yéu cia CRM (Mendini & ctg., 2018). Vi vdy, dé thu hat
ho, céc nha tiép thi can tich hop cong nghé sé vao chién lugc CRM (Singh & Pathak, 2020).

Nhom 2. Mbi quan hé cua tiép thi lién quan dén nguyén nhan va kinh doanh quéc té: Du
cac cong ty toan cau ngdy cang chi trong dén CRM, mbi lién hé gitta CRM va kinh doanh quéc
té van it duoc hiéu biét, cic nha nghién ctru di kéu goi nghién ciru thém vé van dé nay (Vrontis
& ctg., 2021; Woo & ctg., 2020). Nghién ciru cho thay phan tich CRM trong cac boi canh dia ly
khéc nhau c6 thé mé rong hiéu biét vé cach tao dung chién dich quéc té, thu hat khach hang toan
cau va phat trién thi trudng (Vrontis & ctg., 2021).

Nhém 3. Mbi quan hé cua tiép thi lién quan dén nguyén nhan va sy tham gia ctia nguoi
tiéu dung: Broderick va cong su (2003) nhan manh thanh cong cia CRM nam & nhan thirc va su
tham gia cta nguoi tiéu dung. Christofi va cong su (2020) khang dinh rang viéc lya chon nguyén
nhan cy thé kich thich su dong gdp ctia ngudi tiéu dung. Singh va Pathak (2020) ciing chi ra rang
quyén gbp, su lya chon nguyén nhan, khuyén khich va dé& dang tham gia déu anh hudng dén sy
tham gia vao CRM trong ban 1¢.

Nhom 4. Mbi quan hé ciia tiép thi lién quan dén nguyén nhan va y dinh mua hang trong
bbi canh da vin hoa: Nghién ciru vé CRM cho thdy méi quan hé phirc tap gitta CRM va ¥ dinh
mua hang, voi nhiéu nghién ctru tip trung vao thai d6 cua nguoi tiéu dung (Eastman & ctg.,
2019; Srivastava, 2020; Surianto, Setiawan, Sumiati, & Sudjatno, 2020; Terblanche & ctg.,
2023; Ye & ctg., 2021). Ferraris va cong su (2020) cd gang nhin nhin van dé nay mot cach toan
dién, trong khi La Ferle va cong su (2013) néu bat tdc dong cua van hod 1én nhan thuc vé CRM
va ¥ dinh mua hang. Santoro va cong su (2020) lai tim thiy su tich cuc dong nhat tir ngudi tiéu
ding d6i véi CRM, khong phu thudc vao qubc gia. Sy khong nhit quan trong tai lidu goi ¥ co
hdi cho nghién ctru tuong lai.

5. Két luan va hwéng nghién ciru trong twong lai

Danh gia nay la kip thoi vi sy quan tdm cua ca hoc gia va chuyén gia trong linh vuc CRM
dang tang 1én. Cac t6 chirc ngdy cang tich hop cac hoat dong CRM vao chién luoc kinh doanh
cua ho, tao ra mét co hdi quan trong cho cac nha nghién ctru tham gia vao nghién cru CRM. Tur
cong trinh ban dau cua Varadarajan v Menon (1988), sy phat trién hoc thudt CRM di mo rong,
nhung can thém nhan thic vé tién trinh hién tai ctia n6. Banh gia tai li¢u nay nham mé ta thanh
tiru CRM hién c6 dén nam 2023, phén tich xu hudng nghién ctru, sy hop tac giita cac tac gia, anh
hudng cua cac cong trinh, linh vyc nghién ctru chinh va chu dé hang dau, chudn bi cho thao luan
vé tién trinh twong lai ciia linh vyec.

(1) Céc yéu té méi cia tiép thi lién quan dén nguyén nhan: Phan tich sy tring lap cho
théy rang trong tam cua cac nghién ctru CRM hién c6 la tap trung vao mot tap hop cac yéu t6 cu
thé cta chién dich CRM (Fries, 2010) chang han nhu loai san phdm va phu horp v6i thuong hiu.
Phan tich nhan manh sy tip trung t6i thiéu hodc khong c6 gi vao cac yéu té quan trong khac ma
gan day da duoc xac dinh do ban chit phat trién cia CRM (Christofi & ctg., 2020; Lafferty &
ctg., 2016). Cac nghién ciru trong tuong lai c6 thé tip trung su vao nhitng khung méi nay va thiét
ké cac bién sb cia CRM va tic dong cua chiing d6i voi phan tmg cua ngudi tidu dung dbi voi cac
chién dich CRM.
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(2) Tang kha ning canh tranh toan cau théng qua chién luoc tiép thi lién quan dén nguyén
nhan: Céc nha tiép thi toan cau phai tinh d&én kha ning canh tranh, budc t6 chic phai tim kiém
chién luge tao su khac biét va loi thé. Phan tich tir khoa trong nghién ctru CRM cho théy “loi thé
canh tranh” 13 tir khoa phd bién, hudng dan nghién ctru tuong lai vé mdi lién hé giira chién lugc
CRM va canh tranh. Tai liéu CRM ciing néu bét vai tro cia CRM trong viéc giup t6 chirc da qudc
gia tién vao thi truong mai, nhat 1a thi trudng méi ndi, dong gop vao tai litu CRM toan cau.

3) Nghlen ctru tiép thi lién quan dén nguyen nhan trong bdi canh thi truO'ng cac nudc
dang phat trién: Nghién ctru chi ra su thién vi vé CRM trong cac nudc phat trién, voi it sy tap
trung vao cac nudc dang phat trién nhu BRICS (mot t6 chirc quéc té bao gom cac nudc thanh
vién nhu Brasil, Nga An Do, Trung Quoc Nam Phi, Ai Cap, Ethiopia, Iran, A Rap Xé Ut va
Céc Tiéu vuong qudc A Rap Thong nhat). Cac khudn kho phap 1y va quy dinh khac biét giira cac
nude phat trién va dang phat trién (Burgess & Steenkamp, 2006) c6 thé din dén céach tiép can
CRM da dang. Hiéu biét vé CRM trong cic bdi canh khac nhau c6 thé cung cip nhimg dong gop
c6 gia tri cho cac nha tiép thi va cac chuyén gia. Phén tich so sanh giita cac qudc gia co thé hd
trg sy phét trién cta tai liéu CRM trong tuong lai.

(4) Mdi quan hé ciia tiép thi lién quan dén nguyén nhan va phan ng ctia ngudi tiéu dung:
Danh gia tai liéu hién c6 vé CRM nhan manh rang phan tmg ctia ngudi tiéu dung dbi véi cac chién
dich CRM, chang han nhu thai do cta khach hang va ¥ dinh mua hang, da nhan duoc sy cha y
dang ké tir cac hoc gia. Tuy nhién, cac yéu tb khac lién quan dén nguoi tiéu ding van chua duoc
xem xét. Piéu nay tao ra su can thiét cho nghién ctru thém dé diéu tra vai trd cia CRM vé ¥ dinh
truyén miéng clia nguoi tiéu dung, su hai 1ong ciia khach hang va y dinh mua lai cta ngudi ding.

(5) Nghién ctru vai trd ctia yéu td van hoa trong tiép thi lién quan dén nguyén nhan: Van
ho4 va tén gido it dugc xem xét trong nghién ctru CRM mic du chiing anh huong manh mé dén
thai do ctia nguoi tiéu dung voi sang kién CRM (Donthu, Kumar, Pattnaik, & Pandey, 2021b).
Hiéu rd vai tro ciia yéu t6 van hoa c6 thé 1am siu sic thém tai lisu CRM, dic biét trong kinh
doanh da vin hoa. Nghién ciru so sanh ¢ thé kham pha anh huong cu thé ctia van hoa dén thuc
hién va phan tmg véi chién dich CRM.

(6) Mbi quan hé cia tiép thi lién quan dén nguyén nhan va ban 1¢ truc tuyén: CRM
thudng duoc khao sat trong nganh hang tiéu dung nhanh, vdi it sy cha ¥ dén ban 1é (Ellen, Mohr,
& Webb, 2000). Nho vao cac md hinh méi ciia cac chién dich CRM sir dung nén tang k¥ thuat sd
va cac cong cu truyén thong cho phép nghién cru siu hon vé chién luoc CRM cia nha ban 1é
tryc tuyén. Can ¢ nhidu nghién ciru hon trong linh vy nay.

6. Y nghia va han cheé cia nghién ciru

Muc dich chinh cta viéc tién hanh danh gia thuy muc nay 13 nhiéu mat. Thir nhat, bang
cach st dung cac phuong phap phan tich mang, céc tac gia c6 thé phan loai va cau trac linh vuc
nay, 1am ndi bat cac cong trinh nghién ctru va tac gia c6 anh hudng trong CRM va kham pha cac
linh vuc trong tdm chinh cua céc thanh tyu CRM hién c6. Tha hai, nhiing hiéu biét phan tich
cung cAp mot cai nhin sdu sic vé sy phat trién cua linh vuc nay va cac linh vuc nghién ctru méi
noi, huéng dan céc nd lue nghién ctru trong tuong lai. Thir ba, nghién ctru nay trinh bay ban cap
nhat moi nhat vé tai liéu CRM tir co sé dir liéu Web of Science (WoS), cung cép ¥ nghla quan
trong cho cac hoc gia va cac hoc vién. Tir quan diém 1y thuyét, ngh1en clru ndy cung cap cai nhin
sdu sic vé nhirng thanh tyu CRM hién ¢6 va cac huéng nghién ctru tiém ning trong tuong lai. N6
nhan manh cac linh vuc nghién ctru quan trong ma cac nha nghién cttu CRM nén chua y dén,
chang han nhu hiéu cac yéu t6 vin hoa cu thé théng qua cac chién dich CRM toan cau. Trén thuc
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té, nghién ctru chi ra cach cac nha ban 1é c¢6 thé tan dung nhimg phat trién gin diy dé tao ra cac
chién dich CRM hiéu qua hon. N6 tiét 16 s thich va mé hinh danh gia ctia ngudi tiéu dung, cho
thdy rang viéc phan tich cac yéu t6 chi phdi 1a rit quan trong cho sy thanh cong ctia CRM trong
ca céc to chirc ban 1 tryc tuyén dia phuwong va toan cau. Nghién ctru nay khiém t6n tuyén bd 1a
mot trong nhitng nghién ctru dau tién kham pha nhirng thanh tyu CRM bang cach sir dung céac k¥
thuat thu muc.

Han ché ctia nghién ctru nay 1a chi dung tir khoa Cause-Related Marketing dé tim kiém,
va chi danh gia bai bao di duogc binh duyét tir WoS. Tuong lai c¢6 thé khai thac co s& dir liéu tir
Scopus hodc hop nhét nhiéu co s& dir liéu dé kham pha thém. Danh gia tai liéu c6 hé thong ciing
nén dugc xem xét dé hiéu 13 1y thuyét va cac mdi quan hé giira cac bién (Worfel, 2021).
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