Lessons From the Business
Performance of Bién Hoa
Package Joint Stock Company

by Ass. Prof. PAO DUY HUAN & LE QUOC TUYEN

fter 36 years, the
Bién Hoa Package
Joint Stock Com-
pany (SOVI) has developed
from a small enterprise
into one of leading suppi-
ers of cardboard container
in  South Vietnam. Its
SOVI trade mark has be-
come familiar not only to
local customers but also
major foreign-invested
companies, such as Unile-
ver, Coca Cola, Dutch Lady
and Ajinomoto.
In the market economy,

To maintain its foot-
hold in the market, the
Company revised and car-
ried out successfully the
specialization strategy.
Moreover, the Company
built and realized the com-
petition strategy based on
its  36-year-old brand
name, ensured after-sales
services and gave more
care to its customers.

Due to these strategies,
the Company has survived
the competition and be-
come one of five with the

Table 1: SOVI business performance in 1999- 2003

best performance in Déng
Nai. Since 1990, its sales
rose by 20% a year while
its annual profit increased
by 25%.

Under the market
mechanism, each company
has to work out its own
business strategy for each
period based on its oppor-
tunity, threat, weakness
and strength. Under cur-
rent conditions, the spe-
cialization strategy proves
useful for the Company be-
cause it allows SOVI to
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the Company faces keen
competition from many ri-
vals, including three for-
eign ones that employ
modern machines and
technology from Taiwan
and Malaysia to produce
high —quality products
from their factories in
Péng Nai and Binh Duong.
The Company, on the
other hand, has poorly-
trained personnel that met
with difficulties in dealing
with such competition be-
cause it had just engaged
in the market mechanism.
In addition, prices of raw
materials, and paper in
particular, rose continu-
ously, which affected badly
the business performance.
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concentrate all of its re-
sources in production and
distribution in order to im-
prove its business perform-
ance. This reflects itself in
the following table.

From the SOVI success,
we could draw the follow-
ing lessons:

(1) It's necessary to
regularly analyze and pre-
dict changes in both do-
mestic and international
markets; identify opportu-
nities, threats, weak-
nesses and strengths in or-
der to select a suitable
strategy, thereby concen-
trating on products in
which the Company enjoys
comparative advantages,
considering it as the best
way to survive and grow.

In the market economy,
the business climate keeps
changing, especially in the
globalization and interna-
tional integration, so op-
portunities, threats,

strengths and weaknesses
of companies keep varying,
and the risk will be higher
if the company fails to
identify these changes and
adjust its strategies ac-



cordingly. Moreover, these
_changes force all compa-

‘nies to adjust their strate-
“gies so each company has
| to keep a close watch on
| moves made by their ri-
vals.

. However,

most  local
| companies in Vietnam
“share the same weak-
nesses: shortage of capital
nd managerial skills, old
echnology and machines,
poor  marketing cam-
aigns, etc. That is why
oncentrating on lines of
. products in which the com-
L pany enjoys comparative
dvantages is a right deci-
ion. From experience of
1 SOVI and other successful
3 ompanies, we see that
. concentrating invesiment
. and energy in lines of
_;.‘,preducts where the com-
 pany enjoys good brand
~names, public image, busi-
ness experience, modern
‘equipment and reliable
network of distribution
~could ensure success of
~ high degree. In recent
~years, the SOVI, based on
- SWOP analyses, has con-
‘centrated its resources on
- such products as cardboard
~'boxes, offset printed mate-
. rials, ete., improved the
,product quality, offered
better after-sale services
‘iand focussed on a specific
 segment of the domestic
“market, and its has made
- good progress.
; (2) Carrying out good
- marketing strategies:
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The Company has
worked out and realized
success{ully the marketing
strategy be following the
following stages: selecting
the target market, identi-
fying lines of products best
suitable to  customers’
need, selecting appropri-
ate raw materials and ma-
chinery, ensuring the
preduct  quality, offering
the products to potential
customers, and ensuring
them of after-sales serv-
ices.

(a) Products: The SOVI
determined that its target
market included compa-
nies that produced con-
sumer goods and needed
offset-printed  cardboard
containers for transport.
At present, most compa-
nies in the light industry
need high-quality and
beautifully-printed  pack-
age to transport and de-
liver their products to re-
tailers. This need opens
new opportunities to pack-
age makers. In this fully
potential market, identify-
ing correctly the main
product could ensure a bet-
ter market share and good
profits.

(b) Pricing: To make its
products more competitive
in terms of prices, the
Company has carried out
the following steps:

- Negotiating the prices
with foreign suppliers of
raw materials.

- Applying technical
advances to production of
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raw materials and semi -
finished products, thereby
reducing production cost
and other expenditures.

- Making products suit-
able to local customers
from local raw materials.

- Predicting customers’
needs and offering right
products to right custom-
ers, thereby reducing the
marketing cost.

- Reducing the stocking
time thereby redueing
warehouse charges.

(¢) Promotion: By offer-
ing good after-sales serv-
ices, the Company has suc-
ceeded in building a good
public image and leaving
good impression on such
major customers, including
many  foreign ones,
thereby ensuring its mar-
ket share,

(d) Distribution: The
SOVI has made the best
use of its knowledge of the
domestic market and dis-
tribution network to com-
pete against foreign pro-
ducers. Its delivery and
payments terms always
aim at customers’ conven-
ience.

(3) Handling the feed-
back

All feedback is neces-
sary for the Company to
deal with shortcoming in
its services or defects in its
products.  This  effort
makes customers more

confident in the Company.
Moreover, the Company is
ready Lo send its experts Lo

customers’ workplace to
gather information about
customers demand or take
part in training courses in
new products. This prac-
tice allows it to produce
new package of quality re-
quired by the customer.

(4) Reorganization and
development of human re-
source

Most local companies
come into being when the
market economy is only in
its first stage of develop-
ment in Vietnam, and as a
result, the managing body
in many companies fails to
cope with sudden changes
in the market. Regular re-
organization becomes a
must to the SOVIL. It regu-
larly reviews its producing
process to make it more ef-
fective by  identilying
quantitative target for
each stage of production.
In addition, the SOVI tried
to reform its salary scale,

system of benefits, work-

ing conditions, and pro-
grams to give necessary
training courses to its per-
sonnel in order to develop
the human resource and
attract  more talented
workers.

In short, the SOVI on
its way to success has tried
its best to observe rules of
the game and regularly re-
viewed its business pro-
cess in order w become
more compelitive in the
market economy.®
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