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Summary
Digital transformation has become a crucial determinant of core competitiveness, with customer experience 
regarded as its central focus. In Viet Nam, despite strong government initiatives and rapid digital economic 
growth, small and medium-sized enterprises (SMEs), particularly in the consumer electronics sector, continue 
to face challenges due to fragmented data systems, limited resources, and insufficient integration of customer 
data as a foundation for adaptive marketing decisions. This study examines the evolving role of customers in 
the digital transformation of SMEs in Ha Noi City, analyzing how customer orientation drives digital maturity, 
enhances customer experience, and improves business performance. Based on the study results, the study 
proposes a customer data-driven marketing framework tailored for Ha Noi’s consumer electronics SMEs, 
focusing on unified customer data platforms, predictive analytics, and omnichannel personalization. Policy 
recommendations include establishing a Ha Noi Consumer Electronics Data Hub, implementing capacity-
building programs for digital marketing analytics, and providing fiscal incentives for investments in CRM 
systems and data infrastructure.
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INTRODUCTION

trend to an essential driver of global competitiveness. 

worldwide have adopted some form of DX, while 68% of 

enhancement as their top strategic priority. In Southeast 

economies, with its digital GDP projected to reach 30% by 

and fragmented customer management systems.
Viet Nam’s National Digital Transformation Program 

to 2025, with a vision to 2030, positions SMEs at the 
center of the digital economy. As of 2025, SMEs contribute 

a substantial readiness gap despite supportive policies 
and infrastructure.

but primarily as a survival response rather than a strategic 

shift. Meanwhile, consumer behavior changed rapidly. 

create dual pressures for SMEs: to deploy technology 

a superficial “digital shell.”
This paper examines the evolving role of customers in 

data integration, digital tools, and human factors. It 

tailored to the Vietnamese SME context.
LITERATURE REVIEW  
AND THEORETICAL FRAMEWORK

Digital Transformation 

technologies across an enterprise to fundamentally 

efficiency, agility, and customer value. McKinsey & 
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volatility and shifting customer expectations.

while 56% of Vietnamese SMEs use DX mainly to improve 

between digital adoption and digital maturity. Accenture 

Infrastructure: Involving the adoption of foundational 
technologies such as Cloud Computing, Enterprise 

commitment, digital culture adaptation, and enhancement 
of employees’ digital capabilities to foster innovation and 

Data - Driven Marketing

systems, social media analytics, website traffic, and sales 

The adoption of DDM is underpinned by several 

Resource-Based View (RBV) (Barney, 1991): 
positions data as a strategic asset capable of generating 
sustainable competitive advantage when 
properly managed.

Technology Acceptance Model (TAM) (Davis, 1989): 
highlights perceived usefulness and ease of use as 
determinants of managerial acceptance of data systems.

Technology–Organization–Environment (TOE) 
Framework (Tornatzky & Fleischer, 1990): explains how 

external pressures shape SMEs’ adoption of 
DDM practices.

Collectively, these perspectives show that successful 
DDM implementation relies not only on technology but 
also on leadership commitment, strategic orientation, and 

Customer - Centric Approach

around creating maximum value and delivering the best 

centric enterprise must deeply understand the customer 

Core Principles of Customer - Centric Marketing

- Deep understanding of needs and Behaviors: 
leverage data to uncover hidden needs, consumption 
patterns, and emotional drivers across customer segments.

- Personalization: 

and behaviors.
- Maximization of customer lifetime value (CLV): 

Focus on retaining and expanding relationships with 

- Integration of technology and emotion: 

emotional connection with technological convenience.
The relationship between DDM and CCA

While DDM represents the toolset, the CCA serves as 
the guiding philosophy.

and satisfaction.

analytics to achieve that goal.
When these 2 elements are integrated, firms can 

achieve: A seamless and consistent CX across platforms 

data transparency and factual evidence; A higher level of 
digital maturity, through full integration of customer data 

For Vietnamese SMEs, especially in the consumer 

enables the development of a comprehensive customer 

Enhancing data analytics capability is therefore not 

term business performance.
THEORETICAL MODELS OF CUSTOMER-
CENTRIC DIGITAL TRANSFORMATION

Research design 

Building upon extant theories of DX and customer 
orientation, this study develops a structural model 

investigates how 4 core constructs: Customer Orientation 

Interact within the digital ecosystems of SMEs in Ha 
Noi’s consumer electronics retail sector.

The theoretical foundation integrates principles from 
the TOE and RBV, positing that firms with strong customer 

digital maturity, thereby enhancing CX and 
business outcomes.
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To empirically examine these relationships, the study 

predictive and exploratory research involving complex 

Research model

both customer satisfaction and loyalty outcomes.
Research hypotheses

Based on the above theoretical reasoning, the 
following hypotheses are formulated:

H1: CO positively influences DM.
H2: CO directly and positively affects CX.
H3: DM positively influences CX.
H4: CX positively affects BP.
H5: DM indirectly influences BP through CX.
Sampling and data collection

Study context: The empirical research focuses on Ha 
Noi City, the largest consumer electronics retail hub in 
Northern Viet Nam, which hosts over 1,200 stores, 

during the period from March 2025 to August 2025.
Sampling method:

sampling approach was adopted to capture firms most 
representative of the SME landscape. The sample 

digital adoption.
Sample size and respondents: A total of 200 small and 

participated in the study. Respondents primarily 
comprised middle managers and store owners (e.g., 

operational insights into the firms’ DX initiatives.
Measurement instrument: Data were collected using 

Measurement items were adapted from validated scales 
in prior research on customer orientation, digital maturity, 

Data analysis: Collected data were processed and 

validity (Cronbach’s alpha, Composite reliability, Average 

This methodological approach ensures both construct 

validity and predictive accuracy, providing empirical 
evidence for how customer orientation and digital maturity 
jointly contribute to superior CXs and business outcomes 
in the context of Viet Nam’s digital economy.
RESULTS AND DISCUSSION

Results 

Reliability and Validity of constructs

Table 1 presents the reliability and validity indices of 
the 4 latent constructs.

AVE values exceeded 0.50, indicating strong internal 

confirming discriminant validity. The measurement model 
thus met the standard psychometric criteria for reliability 
and validity, providing a robust foundation for the 

Structural model results (PLS-SEM)

dependent variable demonstrates the explanatory 

the variance in SMEs’ business performance, indicating 
high predictive capability and practical relevance.

Discussion

Impact of customer orientation on digital maturity

Customer orientation emerged as a powerful driver of 

behavioral analytics display higher levels of digital 

retailers such as Pico and MediaMart reveal successful 
integration of ERP–CRM systems that unify customer 
data across digital and physical touchpoints, including 

demonstrate a shift from reactive customer management 

FIGURE 1: RESEARCH MODEL

Source: Proposed by the author
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Mediating role of digital maturity

Digital maturity acts as a bridge between customer 
orientation and CX, mediating their relationship. SMEs 

average 17% higher customer satisfaction scores than 

suggests that while customer orientation provides the 

through process integration and data transparency, 

responsiveness.
Customer experience as a predictor of business performance

annual revenue growth between 20% and 25%. This finding 

determinant of customer loyalty and firm profitability in digital 
retail environments. The empirical evidence reinforces that 
superior CX is not merely an outcome but a strategic asset 
that sustains competitive advantage.

The indirect pathway from digital maturity to business 

when customers perceive tangible improvements in 

wherein technology amplifies empathy and engagement 
rather than merely efficiency. SMEs that integrate 

positioned to translate digital capability into 
sustainable growth.

The findings underscore that the 
competitive edge of Ha Noi’s consumer 
electronics SMEs increasingly depends on the 
strategic interplay between technology 

DATA-DRIVEN 
MARKETING STRATEGIES 

Strategic orientation

Between 2025 and 2030, customer data will 

evolve into a core strategic asset shaping competitiveness 
and sustainability in Viet Nam’s consumer electronics retail 

achieve an average of 30% higher return on investment 

However, a survey by the Viet Nam Chamber of Commerce 

Ha Noi’s consumer electronics sector currently deploy CRM 
systems capable of integrating transaction records, 

Strategic directions 

omnichannel content; Implementing continuous 

Specific solutions

(1). Establish a unified customer data platform (CDP)

and promotional responsiveness. Appropriate and 
affordable platforms for SMEs include MISA AMIS CRM, 
GetFly, HubSpot Starter, and Zoho CRM. Such systems 
enable holistic 360° customer profiling that supports both 

(2). Leverage data analytics for marketing decisions

Studio, Microsoft Power BI, or Tableau Public, firms can 

conversion rates, customer retention, and ROI. Through 
segmentation and clustering analysis, businesses can 

upgraders. Integrating predictive analytics further refines 
demand forecasting, pricing strategies, and promotional 

(3). Personalize content and customer journeys

TABLE 1: THE RELIABILITY AND VALIDITY OF CONSTRUCTS

Latent Variable Cronbach’s 
alpha

Composite 
reliability AVE

CO 0.874 0.913 0.724
DM 0.888 0.921 0.735
CX 0.842 0.889 0.675
BP 0.866 0.915 0.776

Source: The study result

TABLE 2: THE RESULTS OF THE STRUCTURAL EQUATION MODELING

Hypothesis Path t-value p-value Conclusion
H1 0.55 9.12 Supported
H2 0.23 3.41 Supported
H3 0.46 7.18 Supported
H4 0.67 10.52 Supported
H5 0.31 4.89 Supported

Source: The study result
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activity. SMEs should design detailed customer journey 

opportunities and perceived relevance.
(4). Enhance interactive and personalized 

communication

Integrating CRM data with social listening insights 

campaigns aimed at customers with abandoned carts 

membership points, and tiered benefits can strengthen 
engagement and encourage repeat purchases.

(5). Develop a marketing data feedback loop

and refinement of future campaign strategies. Integrating 

continuous improvement.
Policy recommendations

among SMEs, supportive institutional mechanisms 

- Data - sharing incentives:
Establish a Ha Noi consumer electronics data Hub, jointly 
managed by the Department of industry and trade, the 

and the Ha Noi Consumer Electronics Association. The 

analytics, thereby enhancing overall industry performance.

- Capacity - building programs: 

- Fiscal and technological support: Offer corporate tax 
reductions of up to 10% and preferential financing for 
enterprises investing in CRM systems or proprietary data 
analytics infrastructure.

Collectively, these strategies advance the digital 

electronics SMEs, positioning them to compete effectively 

CONCLUSION

promoting DX and DDM among SMEs in Ha Noi’s consumer 
electronics sector. TOE, RBV, the research develops a 
structural model with 4 constructs: CO, DM, CX, and BP. 

significantly enhances DM, helping firms adopt digital tools 

the relationship between CO and CX, indicating that 

supported by strong digital capabilities. CX is the strongest 
predictor of BP, reinforcing that superior customer 
experiences drive sustainable performance. Additionally, 
DM indirectly improves BP through CX, highlighting that 
technology and customer insight jointly shape value creation.

Managerial implications include a proposed DDM 

At the policy level, the study recommends establishing 
a Ha Noi Consumer Electronics Data Hub, promoting 
analytics training, and offering incentives for CRM/CDP 
adoption to strengthen SMEs’ digital competitiveness. In 
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