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Abstract: Products produced and processed by food firms still have certain shortcomings, are not competitive
enough, are not really attractive enough even for the domestic market, and are even more difficult to access when
accessing foreign markets. Food firms have been conducting research and inventions according to market needs
to create new products, which requires food firms to spend more resources on a product innovation process.
Organic and natural product lines and new raw material sources, especially materials from sustainable agriculture,
are focused on being exploited by F&B firms in VIE10. Firms have widely deployed the application of new
technology and modern management systems to improve production processes, operations, and customer service.
In addition, the application of artificial intelligence (Al) and machine learning has helped firms learn consumer
preferences and trends, thereby creating suitable products and services. The purpose of the study was to discuss
acquiring knowledge of food firms in Hanoi and neighboring provinces. The study aimed to analyze, evaluation
and measure acquiring knowledge of food firms and compare the differences in acquiring knowledge in food
firms with participants of different marital statuses and job positions. The study relied on a data collection tool.
The questionnaire was designed based on the opinions of experts and the results of previous studies. A group of
employees in food firms in Hanoi and neighboring provinces represented the population of the study. 300
questionnaires were distributed, and 245 were retrieved, representing an 81.7% response rate. SPSS was utilized
for the research. Multiple statistical techniques were employed for data analysis, including SPSS via descriptive
statistics. Analyze the reliability of the scales through the Cronbach alpha coefficient, independent t-tests, and
ANOVA. The study's results indicate that acquiring knowledge in food firms is average, and there is no difference
in assessing knowledge acquisition in food firms between different subjects in terms of marital status and job
positions. This study offers theoretical and practical implications for improving knowledge acquisition in food
firms, thereby improving business performance. Based on this result, the study proposes some recommendations
for food firms.
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INTRODUCTION

effectively, launch more successful new products, and
increase competitiveness in the market. One of those

Market research is a crucial component of
businesses' operations. Businesses can maximize their
performance by making more accurate strategic
decisions when they have a thorough understanding of
their target market, customers, and rivals.

Through market research, businesses can
increase their competitive position in the market, cut
down on wasteful spending, and prevent needless risks.
As a result, market research helps businesses not only
compete in the marketplace but also grow and succeed
over the long run.

Products produced and processed by food firms
still have certain shortcomings, are not competitive
enough, are not really attractive enough even for the
domestic market, and are even more difficult to access
when accessing foreign markets. Food firms have been
conducting research and inventions according to market
needs to create new products, which requires food firms
to spend more resources on a product innovation process.
Therefore, food firms need to identify the factors that
influence new innovation in order to use resources more

factors is knowledge acquisition.

The food sector is founded not only on facilities,
resources, etc., but also on knowledge. Thus, by
engaging in a network of connections and partnerships
with other organizations, a corporation can swiftly get
knowledge to effectively compete in that market by
being aware of its conditions and nature (Suseno &
Raden, 2007). Thus, research on the subject of
organizations' knowledge acquisition needs to be both
theoretically and practically significant.

LITERATURE REVIEW

The majority of business operations necessitate
expertise. Thus, information serves as the foundation for
the majority of business operations (Kogut & Zander,
1992). Knowledge is regarded as each company's distinct
expertise that makes it hard for other firms to copy. As a
result, it assists businesses in gaining a long-term
competitive edge. In contrast to other resources,
knowledge is always being updated and studied in order
to uncover new information. Since every business

*Corresponding Author: Doan Duc Thang

37


https://doi.org/10.5281/zenodo.15053028
https://creativecommons.org/licenses/by-nc/4.0/

Thang, D. D.; Ind J Econ Bus Manag; Vol-5, Iss-2 (Mar-Apr, 2025): 37-42

perceives and applies knowledge to practical operations
differently, it is thought to be very complicated and
challenging to replicate.

Knowledge is one of the primary elements that
contribute to firm success, according to the Knowledge-
Based View (KBYV), which views businesses as
repositories of capacities and knowledge (Spender &
Grant, 1996). This viewpoint holds that knowledge is a
strong basis and a very important asset that businesses
may use to sustain their competitive edge. Additionally,
knowledge aids in the study, assessment, and
development of new goods, services, and procedures to
carry out tasks more easily.

In addition to reducing product development
cycles, enterprises that absorb external knowledge will
also be the first to introduce new items to the market,
increasing the pace of new product introduction (Yli-
Renko et al., 2001).

The first step in knowledge development that
businesses or supply chains should carefully complete is
knowledge acquisition (Hult et al., 2007). Hult et al.
(2007) used the knowledge acquisition scale in their
investigation on how knowledge development and
competitive culture might increase supply chain
efficiency.

With a greater chance of success, knowledge
acquisition enables businesses to create new goods while
boosting product competitive advantage and managing
client unfamiliarity (Zhang et al., 2015).

Table 1: Observed variables: acquiring knowledge of
food firms in Hanoi and neighboring provinces

Code Scale
Acquiring knowledge (AK)

Employees at food companies carry out a
AK1 great deal of internal research on potential

future product needs.

Workers in food companies are able to
AK2  swiftly identify shifts in consumer

preferences for particular goods.

To assess the quality of their products, food
AK3 company employees survey consumers at

least once a year.

Workers at food companies are fast to
AK4 identify basic shifts in the environment of

the food sector.

Source: Prepared by the authors (2025)

RESEARCH METHODS

Both qualitative and quantitative methodologies
were used to conduct this study. The scale was completed
and the questionnaire was designed using qualitative
research. We interview firm managers and professionals
in-depth regarding knowledge acquisition.

One method used in quantitative research is
"questionnaire-answer." Hair et al. (2014) state that the
ratio of 5:1 (number of observations/measured variables)
is used to determine the minimum sample size; at least 5
observations are required for one measurement variable.
The minimal sample size for this study is 4*5 = 20
observations (questionnaire), since there are four
observed variables. Based on the author's group's data, a
convenient technique was used to choose food businesses
in Hanoi and nearby regions for the research sample.

The number of questionnaires was collected,
and the remaining 245 questionnaires were included in
the analysis after screening.

Respondents to the questionnaire are employees
of food firms in Hanoi and neighboring provinces.
Respondents will assess the company's situation and
answer contentious questions about the acquisition of
knowledge.

All of the research concepts' scales are
multivariate. A 5-point Likert scale is used to measure
the observed variables, with 1 denoting strong
disagreement and 5 denoting strong agreement. Each
scale's claims are derived from earlier research. Based on
the findings of in-depth discussions with experts and firm
managers, the scale has been modified to fit the
circumstances of food businesses in Hanoi and nearby
regions.

Table 2: Respondents by genders and ages

Frequenc Percent Cumulative
quency Percent
Marital statuses
Married 189 77.1 77.1
Single 56 22.9 100.0
Job positions
Business
staffs 87 35.5 35.5
Accountants 68 27.8 63.3
Forwarders 38 155 78.8
Other 52 21.2 100.0
positions
Total 245 100.0
Source: Prepared by the authors (2025) and SPSS

software.

Information on the data collected is shown in
Table 2. It shows that among the respondents, 35.5%
were business staff, 27.8% were accountants, 15.5%
were forwarders, and other positions accounted for
21.2%. Among the respondents, 77.1% of the
participants were married, and 22.9% of the participants
were single.
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The analysis results also show that the skewness
and kurtosis coefficients are in the range of -1 to 1, so the
survey data ensures a relatively standard distribution.
Therefore, the evaluation levels of the employees
participating in the survey are relatively uniform and
concentrated, with little dispersion, so the analysis results
have high statistical significance.

RESULTS
Descriptive Statistics

Table 3 indicates that the respondents agree
with the variable of acquiring knowledge of food firms,
where four attributes were quite high. All four attributes
were rated at an average of 2.869 or higher.

Table 3: Descriptive analysis of attributes

std Skewness Kurtosis
Code N Mini Max Mean Deviation  Statistic Std. Statistic Std.
Error Error
Acquire knowledge of food firms (AK).
AK1 245 1.0 5.0 2.869 6332 -.181 .156 2.036 .310
AK2 245 1.0 5.0 2.996 .6240 -.201 .156 2.250 .310
AK3 245 1.0 5.0 3.004 6622 -.261 .156 1.666 310
AK4 245 1.0 5.0 2914 7163 -.345 156 1.222 310
Valid N
(listwise) 245 2.946
Source: Prepared by the authors (2025) and SPSS software.
Cronbach’s Alpha the variables have Cronbach’s alpha coefficients that are

The acquisition of knowledge by food firms has
been measured by Cronbach’s alpha. The results of
testing Cronbach’s alpha for attributes are presented in
Table 4 below. The results also show that attributes of

greater than 0.6, and the correlation coefficients of all
attributes are greater than 0.3. So, all the attributes of the
variables are statistically significant (Hoang & Chu,
2008; Hair et al., 2009, Hair et al., 2014).

Table 4: Results of Cronbach’s alpha testing of attributes and item-total statistics

Cronbach’s Alpha N of Items
.893 4
Scale Mean if Item Scale Variance if Corrected Item-  Cronbach’s Alpha
Deleted Item Deleted Total Correlation if Item Deleted

AK1 8.914 3.284 .690 .887
AK2 8.788 3.143 .785 .855
AK3 8.780 2.984 .807 .845
AK4 8.869 2.868 778 .857

Source: Prepared by the authors (2025) and SPSS software.

Independent T-test: marital status

A comparison of the results of the evaluation of
the differences in acquiring knowledge in food firms in
Hanoi and neighboring provinces with participants of
different marital statuses (married and single) can be
seen in Table 5. According to the results shown in Table
5, sig Levene's test is 0.342, which is more than 0.05. The

variance between married and single is not different.
Moreover, the sig value t-test is 0.257, which is more
than 0.05, which means that there is no statistically
significant difference in acquiring knowledge in food
firms in Hanoi and neighboring provinces between these
different marital statuses (Hoang & Chu, 2008; Hair et
al., 2009; Hair et al., 2014).
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Table 5: Differences in acquiring knowledge in food firms with participants of different marital statuses - Independent

Test
Levene's
E(-::—ue;ItiISrof t-test for Equality of Means
Variances
95% Confidence
= Sig ¢ Df Sig. _Mean S?d. Error Inte_rval of the
' (2-tailed) | Difference | Difference Difference
Lower Upper
Equal
variances 907 | .342 | 1.135 243 .257 .09904 .08725 -.07283 | .27091
AK assumed
Equal
variances not 1.171 | 94.572 .245 .09904 .08457 -.06886 | .26695
assumed

Source: Prepared by the authors (2025) and SPSS software.

ANOVA - Job positions

An ANOVA test was needed to make a
comparison of the results of the evaluation of the
differences in acquiring knowledge in food firms in
Hanoi and neighboring provinces between the four
subjects, including participants who are business staff,
participants who are accountants, participants who are
forwarders, and participants who are in other positions.
Table 6 shows that the sig Levene statistic of 0.439 is
greater than 0.05, which means that the hypothesis of
homogeneity of variance among the variable value
groups (different job positions) has not been violated.
Table 7 shows that sig. is 0.160, which is more than 0.05,

which indicates that there is no statistically significant
difference in acquiring knowledge in food firms in Hanoi
and neighboring provinces between the mentioned four
groups of job positions (Hoang & Chu, 2008; Hair et al.,
2009; Hair et al., 2014).

Table 6: Test of Homogeneity of Variances

Levene Statistic dfl df2 Sig.

.905 3 241 439

Source: Prepared by the authors (2025) and SPSS
software.

Table 7: ANOVA

Sum of Squares Df Mean Square F Sig.
AK
Between Groups 1.701 3 567 1.737 160
Within Groups 78.645 241 .326
Total 80.346 244

Source: Prepared by the authors (2025) and SPSS software.

DISCUSSION AND
IMPLICATIONS

A company must carefully consider the market
conditions, societal demands, and pertinent laws and
rules before beginning a new investment project or
choosing to take part in a joint venture. It is very
important to understand partners or competitors.
Learning about their pricing, marketing tactics,
distribution networks, and competitors' advantages and
weaknesses are all part of this. From there, businesses
can use this study data to make precise and well-
informed judgments.

Using new technology: Atrtificial intelligence,
blockchain, the Internet of Things, and the internet are

examples of the ever-evolving technology. From supply
chain management and tracking to inventory
management, the growth of these technologies opens up
new avenues for innovation in the food sector.

Limited training and human resources: To meet
common criteria, the food business requires human
resources with in-depth knowledge and skills. The
shortage of human resources and the challenges
associated with training them, however, present a
significant obstacle.

Currently, the business lines of food firms
include (see table 8).
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Table 8: Business lines of food firms

Z
o

Description

Seafood processing industry

Canned vegetables and fruits

~No O WN -

Food processing industry: milling, instant food, cakes, vermicelli

Meat and milk processing industry and meat and milk products
Sugar, cocoa, chocolate, and confectionery processing industries

Cooking oil, sauces, and spice processing industry
Other industries, as prescribed by law

Source: Author's synthesis

A food company that gains the trust of its clients
and business associates will get a lot of feedback on the
styles, designs, patterns, and materials of its products.
enhanced product and food innovation to refine the
company's product strategy. Furthermore, analysts think
that external social capital gives businesses a lot of ideas
for new products, particularly in the food sector.

Food companies will encourage more product
innovation if they concentrate on developing tight
collaboration mechanisms between departments or units
to solve tasks.

Businesses in the food industry must be able to
swiftly identify shifts in the business environment,
conduct frequent customer surveys, and identify
emerging trends in distinctive and healthful foods. For
new goods in particular, extensive internal research is
required (Hult et al., 2007). This is the secret to assisting
businesses in finding innovative and improved products
more quickly.

The food consumption market in Vietham is
expanding quickly and accounts for 15% of the country's
GDP. Vietnam's consumption of processed foods rises by
around 10% annually on average, and the country's food
processing sector is expanding rapidly. steady growth
throughout the previous five years, at almost 7%
annually (Xuan Anh, 2017).

The food and beverage (F&B) manufacturing
sector is expected to generate 3 million jobs and
contribute 17 billion USD to Vietnam's GDP in 2021,
according to Statista. Eating out is on the rise, and the
food service sector is predicted to increase at a compound
annual growth rate (CAGR) of 8.5% between 2022 and
2027. According to Ngoc Van (2023), Vietnamese
people spend between 20 and 48 percent of their
household income on food and drink.

About 99.8 million people live in this middle-
income nation, which has a strong global growth rate and
significant purchasing power. Of these, roughly 55% are
under 30 years old and frequently purchase processed
goods. Vietnam is becoming more and more popular,
drawing in foreign investors who want to acquire, sell, or
merge major Vietnamese businesses or invest all of their
money there. As a result, during the process of
international integration, Vietnamese food

manufacturing businesses will have to contend with more
intense competition in the domestic market. Although
competition gives consumers more options, the internet
age's rapid information availability also causes consumer
food needs to alter more quickly.

Vietnamese food processing companies must
develop new products and boost productivity in order to
better satisfy consumer demands and thrive in a highly
competitive market.

To stay ahead in a market that is expanding
quickly and where consumers are demanding more
sustainable, wholesome, and nutrient-dense products,
food and beverage companies must innovate.

Smaller businesses require more manufacturing
equipment and experience during the product innovation
process, whereas established businesses do not want
product innovation to interfere with production and do
not have the capacity to implement product innovations
on a small scale.

The food and beverage (F&B) sector in
Vietnam has experienced rapid expansion in recent
years. Consumer demand has increased as a result of
Vietnam's population expansion, economic
development, and shifting spending patterns. The variety
of products offered by Vietham's food and beverage
(F&B) business, which caters to a wide range of
consumer demands, includes processed foods and
beverages as well as fresh food items and specialty
cuisines. individuals and foster market competitiveness.
A secure and sustainable supply chain is also a top
priority for the F&B sector in Vietnam. To guarantee
food safety and satisfy the demands of both home and
foreign markets, businesses are advancing production
technology and implementing international standards.

F&B businesses in VIEL0 are concentrating on
taking advantage of new raw material sources,
particularly those derived from sustainable agriculture,
as well as organic and natural product lines. Modern
management systems and new technologies have been
widely used by businesses to enhance operations,
customer service, and manufacturing processes.
Additionally, businesses have been able to learn about
consumer trends and preferences by using machine
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learning and artificial intelligence (Al) to develop
appropriate goods and services.

In addition to technological advancements and
government laws that encourage innovation, the
enhancement of the business environment has made it
easier for F&B companies to innovate. Innovation,
adaptability, and the use of cutting-edge technology are
crucial elements that have enhanced the caliber of
products and the client experience.

There will be plenty more chances in the future
to foster innovation in Vietnam's food and beverage
sector. Opportunities for this industry's sustained growth
will arise from understanding consumer trends, utilizing
cutting-edge technology, and producing goods that
satisfy consumer needs. Enhancing quality control,
guaranteeing food safety, and developing brands will all
help businesses become more competitive and advance
in the market.
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