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6. Nhirng déng gop méi caa luan an:

- Luan &n 1am rd nhitng van dé |y luan vé hé théng hda va tiép can da chiéu vé lién két thuong
hiéu (LKTH) caa cac ngan hang thuong mai (NHTM) nham hudng dén su lién két cac hoat dong dé tao
raduoc céc lién két thuong hiéu.

- Luan &n nghién ciu va lam rd van dé LKTH la tat ca céc bién phép va cac phuong tién nham
két ndi bo nhé caa khéach hang dén voi thuong hiéu, théng qua do luong cac yéu té tao LKTH bao gom
13 yéu t6 sau: (i). Tha do cua nhan vién; (ii). Trinh d6 nghiép vu nhan vién; (iii). Tan tinh cham soc
trudc, sau giao dich; (iv). Muc d6 tin cay cuadich vy; (v). Diéu kién co s vat chat; (vi). Chat lugng tu
van cua nhan vién; (vii). Sy da dang cua san pham tién gui; (viii). Su linh hoat da dang san pham tién
vay; (ix). Ngan hang gan giii va than thién; (x). Dich vu da dang, phl hop; (xi). Uy tin, d6 tin cay cao;
(xii). Dich vu chu do, bao mat cao; (xiii). Tao 4n tugng tét véi khach hang.

- Luén &n d& nghién ciru kinh nghiém phét trién LKTH tai mot s NHNNg vaNHTM trong nuéc
qua do rdt rabai hoc vé xay dung va phét trién LKTH cho cac NHTM Viét Nam. Puara dugc céch tiép
can rd rang vé phét trién LKTH caacéc NHTM.

- Luan &n da phan tich thuce trang trién khai LKTH cua cac NHTM Viét Nam néi chung va cua
Agribank, Techcombank néi riéng. X&c 1ap két qua do ludng céc yéu t tao LKTH cua khéch hang ca
nhan va khach hang té chirc ddi voi Agribank, Techcombank trén mot sb yéu té dac trung varit ra két
luan: (i). Hién nay c&c NHTM Viét Nam chua thyc sy dau tu va x8y dung phét trién LKTH; (ii). Hai
NH duoc khao sét chua thyc sy chu trong, quan tam sét sao dén cong téc dinh vi thuong hiéu va truyén
théng, con thiéu tinh chién lrgc va chua co cac hoat dong LKTH.

- Bé xuat mot hé théng céc giai phdp nham phét trién LKTH caa c&c NHTM néi chung va cua
Agribank, Techcombank néi riéng, trong d6 nhan manh céc giai phap: (i). Thir nhat, Nang cao hiéu ing
tai sin thurong hiéu phéi sinh (LKTH) ciia cac NHTM: Phét trién da dang hda dich vu va nang cao giatri
nhan biét dich vy NHTM; Phét trién hinh anh vatin nhiém thuong hiéu dich vy va nha cung cip dich vy
NHTM:; Phét trién chit luong ki thuat va chat luong chirc ning caa dich vu NHTM; Phét trién danh
tiéng va long trung thanh thuong hiéu caa NHTM:; (ii). Tha hai, Kién tgo lién két thiong hiéu bén viing
va hiéu qua: Thuc hanh quan tri chién luoc thuong hiéu caa NHTM; Phét trién E Banking va xay dung
tai san thuong hiéu E Banking; Trién khai va thuc hanh tét nhat quan tri quan hé khéch hang (CRM);
Phét trién xay dung va cung tng céc nang luc cot 18i cho khéch hang; Phét trién céc thanh té va chuong
trinh marketing thuong hiéu tao co s kich bay LKTH phéi sinh.
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6. New contributions of the Thesis:

- The Thesis had clarified the theoretical issues of systematics and multi - dimensional approach
brand association of commercial banks aimed at the alignment of activities to create the brand
associations.

- Thesis had researched and clarified about brand associations that are al measurement and means
to connect the memory of customers to the brand, bymeasurable brand associations including 13
following factors: (i). Employee attitude; (ii). The professional qualifications of staff; (iii). Dedicated
care before, following the transaction; (iv). The level of service reliability; (v). Conditions facilities;
(vi). The quality of staff consultation; (vii). The variety of deposit products; (viii). The flexible loan
product diversity; (ix). Banks close and friendly; (x). Diversified services, as appropriate; (xi). Prestige,
high reliability; (xii). Attentive service, high security; (xiii). Make a good impression with customers.

- The Thesis had researched development experience of some foreign banks and commercia banks
Viet Nam about brand associations there by draw lessons on building and developing brand associations
Vietnam for commercia banks. Giving is a clear approach on development and the levels brand
associations of commercial banks.

- The Thesis had analised the current situation of brand associations deployment of commercial
banks in general and Vietham's Agribank, Techcombank particular. Establish measurable results brand
associations customers individual and institutional clients to Agribank, Techcombank on several factors
specific to and draw conclusions: (i). Currently, Vietham's commercial banks have not really invest and
build development brand associations; (ii). Two banks surveyed have not really focused, pay close
attention to the work of brand positioning and communication, lack of strategic and methodical and to
activities the brand associations.

- Proposed a system of measures to develop the commercial banks general BAs Agribank and
Techcombank in particular, which emphasizes solutions: (i). First, the wealth effect Enhance brand
derivative (brand association) of the commercial banks. Development and diversification of services
and enhance value perception commercial banking services, Development of image and brand trust
service providers and commercial banking services, Quality technical development and quality of
service functions of commercial banks; Developing reputation and brand loyalty by the banks; (ii).
Second, brand Tectonics link sustainable and efficient: Practice strategic management brand commercial
banks; Developing E Banking and build brand equity E Banking; Deployment and best practice
customer relationship management (CRM); Developers build and supply the core capabilities to
customers, Develop components and creating brand marketing program enabled seven establishments
linked derivative brand.
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