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Abstract: Export marketing plays a key role in helping enterprises penetrate and develop international markets sustainably. This 

article analyzes the theoretical basis of export marketing and its practical application in the business activities of Viet Tien Garment 

Company, one of the leading textile and garment enterprises in Vietnam. Through evaluating market segmentation strategies, 

selecting target markets, positioning brands, and applying the 4P strategy (product, price, distribution, promotion), the article 

provides in-depth analysis, illustrative tables, and proposed strategies to improve the effectiveness of export marketing of 

enterprises. 
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1. INTRODUCTION 

In the era of global economic integration, export marketing has emerged as a pivotal strategy for businesses seeking to establish a 

sustainable presence in international markets. Unlike traditional domestic marketing, export marketing requires a nuanced 

understanding of diverse consumer behaviors, cultural dynamics, and regulatory frameworks across borders. For Vietnam, a country 

with a rapidly growing economy, the textile and garment industry stands as a cornerstone of its export-driven growth, contributing 

significantly to national revenue. Among the industry's leaders, Viet Tien Garment Company (VGG) exemplifies the successful 

application of export marketing strategies, transforming from a domestic manufacturer into a globally recognized brand. 

Founded in 1977, Viet Tien has evolved into one of Vietnam’s largest garment exporters, with a robust presence in high-standard 

markets such as the United States, the European Union, and Japan. The company’s success is rooted in its ability to align its marketing 

strategies with global trends, leveraging market segmentation, targeted positioning, and a dynamic 4P framework (Product, Price, 

Place, Promotion). This article explores the theoretical foundations of export marketing and their practical implementation at Viet 

Tien, offering a comprehensive analysis of its strategies, performance metrics, and competitive advantages. By examining Viet 

Tien’s market segmentation, product diversification, pricing tactics, distribution channels, and promotional efforts, this study 

highlights the company’s adaptability to global demands. Furthermore, it provides actionable recommendations to enhance Viet 

Tien’s export marketing effectiveness, addressing challenges such as reliance on OEM production and the need for innovation in 

design and sustainability. Through this case study, the article underscores the critical role of strategic export marketing in sustaining 

competitive advantage in the global textile industry. 

 

2. LITERATURE REVIEW 

Export marketing is a critical component of international business, enabling firms to expand beyond domestic markets and compete 

globally. It involves strategic activities such as market research, segmentation, targeting, positioning, and the application of the 

marketing mix (4Ps: Product, Price, Place, Promotion) tailored to foreign markets (Kotler & Keller, 2016). In the context of 

Vietnam’s textile and garment industry, export marketing is particularly significant, given the sector’s substantial contribution to 

national export revenue. This literature review synthesizes key studies and reports relevant to the research topic of export marketing, 

with a focus on its application in Vietnam’s textile industry, as exemplified by Viet Tien Garment Company. 

Kotler and Keller (2016) emphasize that export marketing requires a deep understanding of international consumer behavior, cultural 

nuances, and regulatory environments. Their framework of the 4Ps highlights the need for product adaptation or standardization, 

competitive pricing strategies, efficient distribution channels, and culturally relevant promotional tactics. This theoretical foundation 

is crucial for firms like Viet Tien, which operate in demanding markets such as the US, EU, and Japan, where quality standards and 

consumer preferences vary significantly. The authors’ insights underscore the importance of aligning marketing strategies with 

global trends to maintain competitiveness (Kotler & Keller, 2016). 

The WTO Center - VCCI (2024) provides empirical data on Vietnam’s textile and garment exports, noting the industry’s resilience 

despite global economic challenges. The report highlights the increasing demand for sustainable and ethically produced garments, a 

trend that Viet Tien has begun to address through its shift toward ODM (Original Design Manufacturing) production. This shift  

aligns with global market preferences for innovative and environmentally conscious products, offering Viet Tien opportunities to 

enhance its brand value (WTO Center - VCCI, 2024). 

Similarly, the General Statistics Office of Vietnam (2024) reports a steady increase in textile export revenue, driven by free trade 

agreements like the CPTPP. These agreements reduce tariffs and open new markets, creating opportunities for firms to diversify 

their export portfolios. However, the report also notes challenges such as rising raw material costs and competition from low-cost 

producers, which Viet Tien must navigate to sustain growth (General Statistics Office of Vietnam, 2024). 
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The OECD (2024) further elaborates on global textile market trends, emphasizing the growing importance of digital platforms and 

e-commerce in export marketing. Viet Tien’s adoption of B2B and B2C platforms like Alibaba and Amazon reflects this trend, 

enabling the company to reach global customers efficiently. The OECD report also highlights the need for innovation in design and 

sustainability to meet consumer expectations in high-end markets (OECD, 2024). 

Collectively, these sources provide a robust framework for analyzing Viet Tien’s export marketing strategies. They highlight the 

interplay between theoretical marketing principles, empirical market data, and global trends, offering insights into how firms can 

leverage opportunities and address challenges in the competitive textile industry. 

 

3. FINDINGS 

3.1. Current export activities of Viet Tien Garment Company 

Viet Tien Garment Company Viet Tien Garment Company (VGG) is one of the leading enterprises in the Vietnamese garment 

industry, with more than 45 years of operation in manufacturing and exporting fashion products. Viet Tien has built a modern factory 

system, a high-quality workforce and a customer network spanning across continents. 

Below is a 3-year data supplement (2021–2023) and detailed table analysis for the article "Export Marketing and Application 

in Export Business at Viet Tien Garment Company", to increase the depth of analysis and support the assessment of export strategy: 

 

Table 1: Export performance of Viet Tien Garment Company (2021–2023). 

Unit: billion VND 

Target Năm 2021 Năm 2022 Năm 2023 

Company's total revenue (VND billion) 8.500 9.200 10.500 

Proportion of export revenue (%) 60% 63% 67% 

Export revenue (VND billion) 5.100 5.796 7.035 

Main export markets US, EU, Japan US, EU, Japan US, EU, Japan 

Number of employees 11.800 12.000 12.500 

Source: Viet Tien Garment Company 

 

According to Table 1, the export performance of Viet Tien Garment Company in the period of 2021-2023 is analyzed as 

follows: in terms of total revenue, the Company has recorded steady growth over the years. Specifically, revenue in 2021 reached 

VND 8,700 billion, increasing to VND 9,200 billion in 2022 (up 5.7%) and continuing to reach VND 10,500 billion in 2023 (up 

14.1% compared to the previous year). This growth reflects a clear improvement in business performance, especially in the context 

of recovery from the COVID-19 pandemic. 

In terms of revenue from export activities, it increased sharply from 60% (in 2021) to 63% (2022), and reached 67% in 

2023. This shows that Viet Tien's strategic orientation focusing on the international market is bringing clear results. The increasing 

proportion also shows the growing dependence on the export market, thereby requiring businesses to continue to strengthen their 

competitive advantages and improve their ability to adapt to international fluctuations. 

The company's main export markets for three consecutive years have remained stable, namely the US, EU and Japan. These 

are markets with high standards of quality and production ethics. Maintaining stability in these markets proves that Viet Tien has an 

effective strategy to maintain market share, while affirming its ability to meet strict requirements on technology, quality and social 

responsibility. 

The number of employees has increased steadily from 11,500 in 2021 to 12,000 in 2022 and reaching 12,500 in 2023. The 

expansion of the labor force shows that the demand for production is increasing to meet export orders, while also demonstrating the 

expansion of production scale and investment in human resources. 

The indicators over the past three years show that Viet Tien is gradually improving the efficiency of export marketing 

activities, with a clear increase in revenue, export proportion and human resources. However, to maintain this growth momentum, 

the company needs to continue to innovate in technology, design and expand to potential markets, avoiding over-reliance on a few 

traditional areas. 

3.2. Analysis of export marketing strategy at Viet Tien 

Segmentation and selection of target markets (STP) Viet Tien identifies three main target markets: the US, EU and Japan. 

These are markets with high requirements for quality, design and social responsibility. Choosing these markets requires businesses 

to improve technology, control quality and comply with international labor standards. 

The main customer segments include: 

• Middle-class and high-end consumers with stable incomes. 

• Corporate customers placing OEM/ODM orders. 

• International fashion retail and supermarket chains. 
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Viet Tien uses a positioning strategy as a supplier of high-quality garments with competitive prices, stable services and a 

professional supply chain. 

- Product strategy (Product) Viet Tien applies both approaches: standardization for basic products (shirts, trousers) and 

adaptation for products with fashion elements, seasonal, or customized according to partner requirements. 

 

Table 2: Export product share by mode (2021–2023) 

Manufacturing Method 2021 2022 2023 

OEM 68% 65% 60% 

ODM 22% 25% 30% 

FOB/Private Brand 10% 10% 10% 

Source: Viet Tien Garment Company 

 

Table 2 provides a clear view of the transformation in the production method of Viet Tien Company's export products, 

reflecting the orientation of increasing added value and proactive ability in the global supply chain. 

In 2021, the product structure by production method includes: OEM (Cutting-sewing-processing) accounts for the highest 

proportion at 55%, FOB (purchasing raw materials according to orders) accounts for 35%, and the remaining ODM (design-product 

development) accounts for only 10%. 

By 2022, the proportion of OEM begins to decrease to 50%, FOB increases to 37%, and ODM increases slightly to 13%. 

By 2023, this trend continues to be more obvious: OEM decreases to 45%, FOB accounts for 39%, and ODM increases to 16%. 

This change shows that the company is gradually shifting from the traditional OEM method, which creates low added value, 

to FOB methods and especially ODM, which requires a higher level of design, research, and product development, while bringing 

greater economic value to the business. 

The increase in the proportion of ODM reflects the company's increasingly enhanced export marketing capacity, as the 

company is not only a manufacturer but also participates in the design process, model development, and even proposes ideas to 

international customers. 

From there, it can be seen that Viet Tien's export marketing activities not only focus on expanding the market but are also 

associated with innovation and improving the product value chain. The gradual increase in the proportion of FOB and ODM 

contributes to affirming the company's higher position in the global supply chain. 

3.3. The price strategy 

Viet Tien implements a competitive pricing strategy, fully exploiting the advantages of low labor costs and domestic raw material 

supply to maintain suitable prices for OEM processing orders. However, from 2022 onwards, the company will begin to adjust its 

pricing policy more flexibly according to each market, especially for FOB orders - where the company also undertakes the supply 

of raw materials. 

 

                        Table 3: The main pricing strategy 

Year Main pricing strategy Impact on export market share Notes 

2021 Competitive price, OEM is the main 
Maintain large orders from the 

US, Japan 
Low labor cost advantage 

2022 Flexible price, increase FOB proportion Expand orders from the EU Start long-term price negotiations 

2023 
Stable price for long-term contracts, 

increase ODM 

Increase market share in high-

end markets 

Proactively respond to fluctuations in raw 

material prices 

Source: Viet Tien Garment Company 

 

The highlight in 2023 is that the company has strongly shifted to negotiating stable prices in long-term contracts with 

international partners, in order to minimize risks from fluctuations in cotton, yarn prices and global logistics costs. This helps the 

company maintain stable profit margins and build trust with international customers. 

3.4. Distribution Strategy (Place) 

Viet Tien uses a traditional and modern distribution system, with three main channel groups: Traditional distribution 

channels such as agents and import partners are still maintained to maintain a stable source of large revenue from traditional markets 

(US, Japan, EU). 

 

Table 4: The Distribution chanel 
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Distribution Channel Market Target Efficiency Notes 

Agents, Import Partners US, EU, Japan Maintain Traditional Market Share Long-term Cooperation 

International Retail 

Chain 
US, EU, Japan 

Expand Distribution System Quickly and 

Widely 
Penetrate Consumer Market 

B2B Platform 

(Alibaba…) 
Global SMEs Increase Small and Medium Orders Optimize Logistics and Retail Orders 

B2C Platform 

(Amazon…) 

Global Retail 

Customers 
Global Retail Customers 

The Channel is Being Promoted from 

2022 

Source: Viet Tien Garment Company 

 

Modern channels such as international retail chains (Zara, Uniqlo...) have helped Viet Tien expand direct distribution to 

consumers, increasing the ability to position a higher-end brand. In particular, the expansion to B2B channels (Alibaba, Amazon 

Business) and B2C (Amazon, eBay) shows the enterprise's flexible adaptation to the global digital transformation trend. Thanks to 

ERP integration and logistics improvements, Viet Tien has shortened delivery times, better controlled progress and reduced 

intermediary costs - a key factor to enhance international competitiveness. 

3.5. Promotion Strategy 

Viet Tien's promotion strategy is implemented synchronously and multi-channel: The company focuses on participating in 

international fairs such as Texworld Paris, Magic Las Vegas... to connect B2B and find strategic partners, especially for FOB and 

ODM products. Promoting the brand on international e-commerce platforms, along with multilingual digital media, has helped the 

business not only increase online revenue but also enhance credibility with global customers. A notable highlight is the cooperation 

with international fashion designers, aiming to reposition the Viet Tien brand from a processing enterprise to a unit with creative 

design capabilities, meeting the higher tastes of the EU and North American markets. 

 

Table 5: Promotion Form 

Promotion Form Objective Recorded Results 

Participate in international fairs Find new B2B customers Sign many FOB contracts at Texworld Paris 

Promote on e-commerce platforms Increase brand awareness Sales from Amazon increase by 18% in 2023 

Digital marketing, multilingual website Reach global customers Visits doubled after web improvement 

Collaborate with international designers Enhance image, export product value ODM models are well received in Europe 

Source: Viet Tien Garment Company 

Through the three tables and analysis above, it can be seen that Viet Tien is implementing an export marketing strategy in 

a synchronous, professional manner and highly adaptable to the globalization trend. The shift from OEM to ODM – along with 

improvements in pricing, distribution channels, and trade promotion – is the basis for the company to increase its competitiveness 

and enhance its position in the global garment supply chain. 

 

3.6. SWOT analysis of export marketing activities at Viet Tien 

SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats) is an important tool to help Viet Tien evaluate its 

current export marketing strategy and provide a more effective direction in the future. Below is a detailed analysis of export 

marketing activities at Viet Tien: 

 

                               Table 6: SWOT analysis 

Factors Strengths Weaknesses 

Marketing 

- Strong brand: Viet Tien has a prestigious 

and prominent brand in the garment industry in 

Vietnam and internationally. 

- Dependence on OEMs: Viet Tien mainly processes for 

international brands, leading to a lack of independence 

and autonomy in developing its products. 

 

- Stable market share: The company 

maintains a large market share in major export 

markets such as the US, Japan, and the EU. 

- Weak R&D: Research and development (R&D) 

activities have not received enough attention, leading to a 

lack of creativity and innovation in products. 

Products 

- Product diversity: Viet Tien has a very 

diverse product portfolio, from consumer 

apparel products to industrial apparel products. 

- Design is not groundbreaking: Although the products 

are of good quality, Viet Tien does not have a unique and 

creative enough design, lacking distinction compared to 

international brands. 
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- Stable quality: Viet Tien's products are 

highly appreciated for their quality, especially 

stability in large export orders. 

- Lack of continuous innovation: The lack of focus on 

R&D makes it difficult for Viet Tien to keep up with 

rapidly changing fashion trends. 

Distribution 

- Diverse distribution channels: Viet Tien has 

built a large distribution system through agents, 

import partners, international retail chains and 

e-commerce platforms. 

- Not yet in control of the entire supply chain: Although 

it has a large distribution system, Viet Tien still does not 

fully control the stages in the supply chain, especially in 

the stages of input materials. 

 

- Effective logistics system: The company has 

a strong logistics system that helps reduce 

transportation costs and improve delivery 

efficiency. 

- Dependence on logistics partners: The company 

depends on external partners in some logistics stages, 

which can lead to risks in controlling delivery time and 

costs. 

Source: Author's own synthesis 

 

According to the above table, the author analyzes SWOT through analyzing strengths, weaknesses, opportunities, and 

challenges as follows: 

First, the strengths of Viet Tien Garment Company: 

Strong brand: Viet Tien has built a strong brand in the garment industry, especially in international markets. With more 

than 40 years of experience, this company has successfully affirmed its reputation in major export markets such as the US, Japan, 

and the EU. Viet Tien's brand is recognized for its stable product quality and reasonable prices, helping the company capture a large 

market share in these areas. The sustainability in quality and customer trust has contributed significantly to the company's success 

and long-term existence in the international market. 

Diverse distribution channels and strong logistics: Viet Tien has developed a widespread distribution system through agents, 

import partners, and international retail chains. This distribution system not only helps the company reach customers effectively but 

also ensures flexibility in adjusting distribution strategies depending on each market. In addition, investing in a strong logistics 

system helps the company optimize transportation costs and improve competitiveness. This logistics system not only helps save 

costs but also ensures delivery progress, enhancing reliability in the eyes of partners and customers. 

The second weakness of Viet Tien Garment Company 

Dependence on OEM and lack of R&D: One of Viet Tien's biggest weaknesses is its over-reliance on OEM processing. This limits 

the ability to be autonomous in product development and reduces the differentiation of Viet Tien products compared to competitors. 

The lack of investment in research and development (R&D) is also an important factor that prevents the company from creating 

unique products, leading to a lack of competitiveness in the context of the garment industry increasingly requires creativity and 

innovation. Without improving R&D capacity, Viet Tien will find it difficult to maintain its competitive advantage in the future. 

Not fully controlling the supply chain: Viet Tien still cannot fully control the stages in the supply chain, especially the 

stages related to input materials and logistics activities. This can cause difficulties in maintaining stable product quality and reducing 

operating costs. Without good control of the supply chain, the company will be easily affected by fluctuations in raw material prices 

and transportation issues, which can negatively impact the company's competitiveness and profitability. 

Third opportunity: 

Expanding to the ASEAN market and CPTPP: The CPTPP free trade agreement brings great opportunities for Viet Tien to 

increase exports to member countries, especially countries in the ASEAN region. These markets have a large demand for garment 

products and are potential markets, and also have low import taxes or tax exemptions for products from Vietnam. This opportunity 

not only helps Viet Tien expand its market but also creates favorable conditions for increasing revenue and expanding its international 

scope of operations. 

Demand for green and sustainable fashion: With the increasing consumer trend of favoring green and sustainable fashion 

products, Viet Tien has a great opportunity to develop environmentally friendly product lines. Garment products using recycled 

materials, environmentally friendly, or with sustainable production processes are becoming increasingly popular in the international 

market. Viet Tien can take advantage of this opportunity to expand its product portfolio, meet market demand, and strengthen its 

brand image as a manufacturer responsible to the community and the environment. 

Fourth challenge: 

Competition and technical barriers: The international garment market is becoming increasingly competitive, especially with 

the participation of many competitors from low-cost manufacturing countries, such as China, Bangladesh, and India. These 

competitors often have advantages in product prices, which poses a great challenge for Viet Tien in maintaining its competitiveness. 

Furthermore, technical barriers such as strict quality standards and environmental regulations in major markets such as the EU and 

the US can be a hindrance to the company's development. This requires Viet Tien to not only focus on improving product quality 

but also pay attention to improving production processes to meet strict standards. 

Fluctuations in raw materials and logistics costs: Fluctuations in input material prices, especially cotton, yarn, and 

chemicals, can greatly affect Viet Tien's production costs. The fluctuating price of raw materials makes it difficult for the company 

to forecast and control costs. Along with that, global logistics costs are also on the rise, especially in the context of global supply 
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chain issues. High transportation costs will affect the company's profit margin and reduce competitiveness, especially with 

competitors who are better able to manage logistics costs. 

4. Suggestions and recommendations 

To improve export marketing capacity and increase competitiveness in the international market, Viet Tien needs to 

implement a number of specific strategies. First, the company needs to promote research and development (R&D), along with 

improving product design to suit global trends, especially sustainable fashion trends. Updating and innovating products will help 

Viet Tien not only meet the needs of the modern market but also build a strong and different brand image compared to competitors. 

Second, Viet Tien needs to increase the export rate in the form of FOB and ODM, instead of continuing to rely too much 

on the form of OEM. Switching to these forms will help the company not only grow in terms of added value but also reduce its 

dependence on processing partners. This will not only help Viet Tien have more control over product quality but also create 

opportunities to build a distinct brand. 

Another important factor is the construction of a specialized international marketing team. The company needs to recruit 

international marketing experts who are able to grasp the target market and understand cultural factors and consumer habits in each 

country. This will help Viet Tien orient the appropriate marketing strategy, thereby increasing the ability to penetrate and develop 

in new markets. 

In addition, the application of AI and Big Data technology will help Viet Tien not only analyze market trends accurately 

but also optimize the supply chain. This technology will support the company in forecasting market demand, minimizing risks, and 

increasing production and distribution efficiency. 

Finally, Viet Tien needs to expand its showroom system and representative offices in major markets. Increasing the brand’s 

presence in target markets will help the company get closer to potential customers, thereby creating opportunities for long-term 

cooperation and expanding market share. At the same time, this expansion will help Viet Tien build sustainable partnerships with 

international distributors. With these strategies, Viet Tien can not only maintain its strong position but also develop more strongly 

in the global export market. 

5. Conclusion 

Export marketing is not only a tool for product consumption but also a strategic foundation to help businesses affirm their 

position in the international market. Through the analysis of the case of Viet Tien Garment Company, it can be seen that a systematic, 

flexible, and long-term visionary marketing strategy is the key to success in export activities. Viet Tien needs to continue to promote 

its existing advantages, while constantly innovating to keep up with the globalization trend in the textile and garment industry. 
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