NAYNSNISINFOAIACNUSINAZOUSSNVNUASIIU
Us:nFAIdyQUIY

MARKET ENTRY STRATEGY OF DIRECT SELLING BUSINESS IN

VIETNAM

As.ANAAI A3ANIlanas’

vy

unAQygo

medeluased Singuszasdudnifiodesms@nuiadeiiudmmunaguiuuvesnagydlunsiin
gnansnsUseimavesginaviensslulsemateauiy 35n1sAnuldssideuidednunmlaenisAuai
foyaiiAstesandeyaniiogll uazdnsiiususndeyaugugiannisdanslunaauniugussney
3 sewhadteufiuviey — Sunew 2553 uagnsdunmuaiidedntuiiiieatestunisindiesdnsgaiane
asslulszimadaauiy kan1sAnwuansliiud gsnensslulssmadeaundnisusdudsldsunsaus
ffngnngann uasfnalvgusenaunisandnussmaduiuinnudsluiutunidagsiavienseniely
Uszing winisfadunisnisimasasungsudeudetsduitliouaneliiussneunis samnddiduianssy
Aanuazddaldlaenss damalvifusznevrenssandassimaidesnisifiuiouanguistunas
Ustlovinnmadudidignansieusn anumenenuiadsesdnagsivnnensdulunansguuuy WWud nns

Y

TansauyIn N15ATUTENT09AUlALAILNY NITTINAMU NITAMUNIINTITENINUTENA Lazn15iUn
drinauanvilaeusznaunsinenfidudiveuewisdu

AEIARY : NSUITMNSTINTEINUSEmA nagnsmMsdignatn §3nanense

InendetudinfnyIn1sIAN1g UnTINGITEYRULAY 0 ATANNUNUAT



Journal of the Association of Researchers Vol.16 No.3 September - Dectember 2011 119

_

The primary purpose of this research is to explore factors influencing the decision of
foreign market entry strategies of international direct selling companies in Vietnam. The
methodology is qualitative method, analyzing data collected from both secondary and primary
sources - which observations the operations of key direct selling companies and in-depth
interviews with key officers regarding the establishment of the legal entity for direct selling
business in Vietnam have been conducted. Research findings revealed that direct selling business
in Vietnam was emerging but very high potential and attractive to a number of direct selling
companies around the world. Whereas the international direct selling companies sought to entry
into the market as soon as possible in order to be competitive and beneficial from being
first-movers, trade barriers as well as local laws and regulations prohibited foreign companies to
directly distribute the products to customers. Hence, the direct selling companies had set-up

several forms of market entry strategies: including licensing; local trading firm by nominees;

joint-ventures; foreign direct investments; and foreign wholly-owned trading company.

Keywords : International business management, Market entry strategy, Direct selling business
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