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ABSTRACT
Objec�ve: Digital transforma�on is a process that has an impact on all sectors of society, especially 

on the economy, economy and businesses. Digital transforma�on opens up new and limitless 

possibili�es for business opera�ons. However, an organiza�on that wants to accelerate digital 

transforma�on needs to first focus on its people-or its culture. Digital transforma�on is not only 

about technology, but the key issue is transforming the values, beliefs and goals of the business 

first. Businesses are one of the organiza�ons that are experiencing the rapid and powerful impact 

of digital transforma�on in many fields. Method: this study focuses on understanding the influence 

of digital cultural factors on the digital transforma�on process in Vietnamese enterprises, using the 

framework of 7 digital cultural factors (feasibility, openness, knowledge, reliability, agility, 

interdependence and accountability) by Cigref research. The study has collected 305 survey 

ques�onnaires by means of an online Google form survey and sent to business members opera�ng 

in Vietnam at random. Conclusion: The survey data is processed by SPSS 16 so�ware to find out the 

influence of each factor through the standardized regression model of the research variables. 

Keywords: Digital culture, digital transforma�on, business

1. INTRODUCTION

1. OVERVIEW OF RELATED THEORIES
1.1. The role of corporate culture in the 

development of an organiza�on or business
Corporate culture is a topic that has been 

recognized by execu�ves and managers as 

important in the process of building and 

developing the organiza�on. Culture creates 

the atmosphere in the enterprise [1 - 3]. Culture 

creates an ethical organiza�on [4 - 6]. Culture 

forms a posi�ve organiza�on [1, 4]. In 

par�cular, Daniel Denison [7], using sta�s�cal 

tools based on a large set of data collected from 

many companies with effec�ve produc�on and 

business ac�vi�es in many countries, has 

proven the influence of Direct impact of 

Corporate Culture on "return on investment 

(ROI), profit (ROS), increase in sales, return on 

exis�ng assets (ROA), directly affects, profit, 

employee sa�sfac�on, and overall efficiency".

A company's culture is an expression of that 

company's iden�ty, and therefore, each 

c o r p o r a t e  c u l t u r e  w i l l  h a v e  i t s  o w n 

characteris�cs. In addi�on, each company will 

have subcultures, reflec�ng the characteris�cs 

of each department, the diversity of each group 

and suitable for each business line [8].

Corporate culture affects the way people 

behave, is understood as the personality of the 

organiza�on, creates the general percep�on 

and feelings of employees towards the 

business. It is the corporate culture that is the 

thread linking the members to get high labor 

efficiency, the cordial rela�onship between 
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members with each other and with the 

enterprise. If a business has a nega�ve and 

unclear corporate culture, it is o�en a place 

where laziness, inefficiencies, low produc�vity, 

lack of responsibility, lack of transparency, even 

nepo�sm develop, financial misappropria�on. 

These things make the organiza�on an en�ty 

with no personality, no environment to 

nurture, maintain and develop a workforce to 

meet the development needs of the business, 

thereby affec�ng the situa�on. their emo�ons, 

their pa�ence, and at some point they will leave 

the organiza�on [9].

1.2. The role of digital culture in the digital 

t ra n s fo r m a � o n o f  o r ga n i za � o n s  a n d 

businesses
Digital transforma�on, which is "an or-

ganiza�on's ability to adapt, respond, and 

posi�on itself for success in the face of rapid 

technological developments" [10].

Digital transforma�on is an objec�ve process, 

like it or not, digital transforma�on is s�ll 

happening and will take place. Each individual 

or organiza�on can par�cipate or stay out of 

that process. However, if you stay out, there

will certainly be a growing gap between 

organiza�ons and businesses that have 

implemented digital transforma�on and that 

gap will gradually widen exponen�ally.

Digital transforma�on is the process of total 

and comprehensive change of individuals and 

organiza�ons in the way of living, working and 

produc�on based on digital technology [11]. 

With an organiza�on, because it is a change, it 

will first be the work of the leader, the head.

At the same �me, because it is total and 

comprehensive, it is also the work of all 

members of the organiza�on. Digital trans-

forma�on is a common story for all businesses, 

regardless of industry. It is the playground of all 

businesses where anyone who is agile enough 

can seize the opportunity [12].

Digital transforma�on is happening rapidly in 

bus inesses around the wor ld .  40% of 

enterprises par�cipa�ng in the survey said that 

their organiza�ons have had many successes 

from implemen�ng digital transforma�on 

projects. Sectors with a high percentage of 

businesses par�cipa�ng in digital trans-

forma�on and achieving high efficiency: 

finance, transporta�on, manufacturing, 

healthcare and wholesale/retail [8].

Currently, according to the assessment of small 

and medium enterprises (SMEs) of 14 countries 

in the Asia Pacific region, most believe that 

digital transforma�on is really important for 

business opera�ons, with 62% of businesses 

expect digital transforma�on to help them 

create new products/serv ices ,  56% of 

businesses think the compe��on is changing, 

and digital transforma�on will help businesses 

keep up with the changes of the market. that 

compe��ve environment [13 - 14].

For businesses, digital transforma�on has a 

posi�ve impact on all internal and external 

factors of the business, including: internal 

factors such as opera�onal processes, 

organiza�onal governance, safety in orga-

niza�on and produc�on infrastructure of enter-

prises; External factors of an enterprise 

include: market, business ac�vi�es, customers, 

partners…

The posi�ve effects of digital transforma�on 

bring to businesses such as: (1) Helping 

businesses develop business models, create 

new products and services to meet the needs of 

the market; (2) Helping businesses improve the 

efficiency of opera�ons and management in 

the organiza�on, in the use of resources as well 

as improve efficiency in the decision-making 

process for businesses [8]. 

Digital transforma�on is being implemented in 

many industries, from processing technology 

to agriculture, commerce, payment, transport, 
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finance and educa�on [15]. Vietnam is one of 

the fastest growing digital economies in 

Southeast Asia at a rate of 38% a year. 

Accordingly, the digital sector is expected to 

contribute about 30% of GDP by 2030. 

Vietnam's digital economy in 2019 is worth 12 

billion USD, contribu�ng 5% of the country's 

GDP, 4 �mes higher than last year. 2015 [4].

As companies make progress in their digital 

journey, so does the nature of the challenge. A 

digitally stable organiza�on is not only fueling 

digital transforma�on, but it is also star�ng to 

see signs of cross-func�onal and cross-

func�onal collabora�on.

Digital culture can be seen as an increasing part 

of "tradi�onal" culture, digital culture can have 

two sources: digi�za�on of exis�ng cultural 

objects, and digi�za�on of cultural elements. 

cu l tura l  factors [5] .  Bui ld ing a d ig i ta l 

organiza�on is not just about applying 

technology, but also about human ability to 

manage technology, and more importantly, 

human th ink ing and cu l ture.  that the 

organiza�on accumulates. Digital technology 

can make organiza�ons faster, smarter, and 

be�er at what they do. Business leaders widely 

recognize the goal of digital, but the vast 

majority of digital transforma�ons fail not only 

because of challenges with adop�ng new 

technology or finding the right know-how. How 

people work together to transform the 

organiza�on is cri�cal. Indeed, companies with 

digital aspira�ons are o�en plagued by 

a�ributes such as resistance to change, lack of 

knowledge sharing, and aversion to risk. These 

behaviors can impede change in any situa�on, 

but they are par�cularly ill-suited for digital 

transforma�on, given the speed at which 

technology evolves. Therefore, realizing an 

organiza�on's full poten�al requires a shi� in 

mindset to embrace the speed and agility of 

digital technology.

A lot  of  research confirm that d ig i ta l 

transforma�on is not limited to the process of 

deploying digital technology to enhance 

business opera�ons. It is the process of aligning 

organiza�onal goals, values and culture with 

employees using digital technology [16]. 

Another key finding of digitally mature 

companies is that they all have a clear digital 

strategy combined with a culture and 

leadership ready to drive transforma�on; and 

digital companies whose true transforma�on 

of technology is of prime importance [17 -18]. 

The most aspira�onal companies in the world 

today, with a great work culture. And strong 

digital culture characteris�cs have the 

fo l lowing common character is�cs :  (1) 

Customer-centric, (2) Data-driven, (3) Risk-

taking and innova�ve (Creators and doers), (4) 

Collabora�on, (5) Agility, (6) Transparency, (7) 

Lifelong learning [2].

The rapid advancement of digital technology in 

most industries has fundamentally changed 

the environment of companies, companies 

need to transform and digi�ze their en�re 

business models and condi�ons. exis�ng 

organiza�on, such as structure, processes, and 

culture [8, 19]. Many ar�cles that have covered 

digital transforma�on have men�oned cultural 

a�ributes to promote the success of digital 

transforma�on, such as innova�on [20 - 21], 

rela�onship risks [7], [9], collabora�ve working 

environment [22].

For Vietnamese businesses, one of the barriers 

and difficul�es that businesses consider as the 

top is the difficulty in changing business habits 

and prac�ces [20], which is changing the way 

they do business. working in the process of 

applying so�ware and digi�zing processes. This 

barrier has prevented many businesses from 

achieving their digital transforma�on goals.  

With the desire to jointly evaluate the effects 

of cultural factors suppor�ng successful 



digital transforma�on (called digital culture) 

in a study, the author has selected 7 a�ributes 

of digital culture to assess its influence on the 

digital transforma�on process of enterprises 

based on the research framework of The 

Cigref [21].

2. MEASUREMENT ASPECTS OF DIGITAL 

CULTURE IN DIGITAL TRANSFORMATION 

ACTIVITIES IN VIETNAM BUSINESSES
According to cigret, Several characteris�cs 

have been iden�fied as the founda�on for the 

success of digital transforma�on including a 

frame of reference for digital corporate culture 

that has a set of seven interconnected 

dimensions that convey a culture that faci-

litates transforma�on and makes the company 

more efficient in the digital world.

In this study, the author uses 7 elements of 

Cigref's digital culture framework. Each aspect 

is rooted in the day-to-day reali�es of the 

organiza�on through its values, behaviors, 

leadership styles, and prac�ces that reflect the 

challenges, needs, and dis�nc�ve charac-

teris�cs of each.

Objec�ve: research on the impact of digital 

cultural factors in digital transforma�on in 

Vietnamese banks. From there to evaluate 

which cultural factors will affect and affect the 

digital transforma�on process of enterprises. 

The research model is detailed as follows:

Digital culture is measured by variables 

including: Viability is measured by 5 variables 

(VI1-VI5), Openness is measured by 5 variables 

(OP1-OP5); Knowledge a�ribute is measured 

through 6 variables (KN1-KN6); Reliability is 

measured by 6 variables (TR1-TR6); Agility 

a�ribute is measured through 6 variables (AG1-

AG6); Interdependence is measured by 5 

variables (ID1-ID5); Responsibility a�ribute is 

measured by 5 variables (RE1-RE5). The digital 

transforma�on of a business is measured by 3 

variables (1-3).

3. DISCUSSION OF RESEARCH RESULTS
3.1. Research results
First, the author conducts a review of the 

works closely related to the research problem 

to determine the research model and design 

the ques�onnaire to ensure high reliability as 

well as proven from previous studies. there. To 

obtain the most objec�ve data, the author 

uses an online survey using Google form to 

collect data. Vietnamese enterprises were 

selected at random. Data collec�on was 

conducted over a period of 1 month through 

the Survey Ques�onnaire system. The data 

processing was done by the author using SPSS 

tool version 16. The author considered and 

used the research results of Tabachnick and 

Fidell, "the sample size must be guaranteed 

according to the formula: n ≥ 8m 50 (n is the 

sample size, m is the number of independent 

variables in the model)"; And according to 

Harris RJ. Aprimer [23], [16]: "n ≥ 104 m (where 

Digital culture 

Possibility of existence 

openness 

Knowledge 

trust 

agile 

Interdependence 

responsibility 

 

Digital Conversion 

Figure 1. Research model
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The table of regression coefficient results 

shows the significance level of the independent 

variables including Openness (OP): Sig= 0.031, 

Knowledge (KN): Sig=0.001, Responsibility 

(RE): Sig=0.001, both <0.05. Thus, it can be 

concluded that these factors all affect the 

digital transforma�on process in Vietnamese 

enterpr ises. Regress ion coefficients of 

independent variables Viability (VI): Sig=0.81, 

Reliability (TR)=0.397, Agility Factor (AG)=0.19, 

Interdependence (ID): Sig=0.175 >0.05. This 

means that these four factors need to be 

m i s  the number of independent and 

dependent variables), or n ≥ 50 m, if m < 5". 

With the research of the topic, with the 

number of measurement variables of 38, and 

applying the rule of 5 samples/measured 

variables, the sample size is es�mated at 190 

survey ques�onnaires. This study selects 

representa�ve sampling units who are officials 

and employees working in Vietnamese 

enterprises.

3.1.1. Descrip�ve sta�s�cs analysis with 

research variables
Sta�s�cal results from the collected data of 305 

surveys, show that all elements of the digital 

cultural framework are accepted and there is a 

high consensus in recognizing its influence on 

the digital culture process. digital trans-

forma�on in business. Specifically, the results 

obtained include: (1). The feasibility factor (VI1) 

has the mean: 4,292, standard devia�on: 0.855; 

(2) The openness factor (OP) has the mean: 

4.19, standard devia�on 0.937; (3) Knowledge 

factor (KN) has the average level: 4,237, 

standard devia�on 0.882; (4) Reliability factor 

(TR) has mean: 4.3, standard devia�on 0.821; 

(5) The Agility Factor (AG) has a mean: 4.2735, 

s t a n d a r d  d e v i a � o n  0 . 8 3 ;  ( 6 )  F a c t o r 

Interdependence (ID) has mean: 4,248, 

standard devia�on 0.824; (7) The Responsibility 

Factor (RE) has a mean: 4.26, standard devia�on 

0.836. In par�cular, in this result, the Trust 

factor has the lowest standard devia�on 

(0.821), which confirms the high consensus 

when assessing the factor that has a high 

influence on the digital transforma�on process 

in today's businesses.

3.1.2. Cronbach Alpha test of research 

variables
For the independent variables in the research 

model, the results from the survey table are as 

follows: The observed variables used to 

measure this independent variable have 

Cronbach's Alpha coefficients respec�vely: (1) 

Feasibility: 0.914; (2) Openness: 0.882; (3) 

Knowledge: 0.929; (4) Reliability: 0.932; (5) 

Agility: 0.931; (6) Interdependence: 0.93; (7) 

Responsibility: 0.915. Besides, the survey 

results also show that the total correla�on 

coefficient of each observed variable is >0.5. 

Thus, all of these observed variables are 

significant and have high reliability in the 

research model, the removal of any observed 

variables will also reduce the reliability 

coefficient of the whole scale of this factor. The 

study did not exclude any observed variables 

from the scale.

3.1.3. Linear regression results

Model R R Square Adjusted R Square  Std. Error of the Es�mate  

1 .878a .770 .765  .39791  

Table 1. Model Summary

a. Predictors: (Constant), Responsibility Element, Feasibility Element, Openness, Trust Elemen, 
Knowledge Element, The element of Interdependence, Agility Element
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removed from the research model.

The regression model a�er normaliza�on is:

 DT = 0.16*OP + 0.265*KN + 0.252*RE

In there:

DT: Digital transforma�on of businesses
OP: The element of openness
KN: Knowledge factor
RE: Responsibility Element

The model shows that the knowledge factor has 
t h e  g re ate st  i n fl u e n c e  o n  t h e  d i g i ta l 
t ransforma�on process in V ietnamese 
enterprises with a coefficient of Beta = 0.265, 
which is a good sugges�on for business leaders 
when they want to drive digital transforma�on 
in your organiza�on. Responsibility has the 
second biggest influence on the digital 
transforma�on process at enterprises with 
Beta = 0.252, proving that survey respondents 
a�ach great importance to business ethics and 
corporate social responsibility. with customers, 
partners and stakeholders in the process of 
providing services in the digital transforma�on 
environment. The third influencing factor for 
t h e d i g i ta l  t ra n sfo r m a� o n p ro c e s s  o f 
Vietnamese enterprises is the openness with 
the coefficient Beta = 0.16.

With the remaining four factors in the research 

model, including Feasibility, Reliability, Agility 

and Interdependence, the data collected in this 

study shows no effect on the conversion 

process. number in the current period of 

Vietnamese enterprises. This is also a finding 

that requires more �me and resources to 

conduct further research to answer the 

exis�ng results.

The results of the regression model are one of 

the bases for Vietnamese business leaders to 

consider to focus on promo�ng digital 

transforma�on ac�vi�es at their units with 

specific solu�ons related to (1) facilita�ng 

condi�ons and environment for employees to 

update their knowledge related to digital 

t ra n sfo r m a� o n o f  t h e i r  b u s i n e s s ;  ( 2 ) 

Developing standards related to business ethics 

and corporate social responsibility in the 

process of organiza�on's opera�on and 

development; (3) Building an open working, 

learning and developing environment in the 

enterprise.

3.2. Discussing the results of the research
From the results of the research, it is shown 

that the factors of responsibility, openness, and 

knowledge are 3 of the 7 factors of the research 

model that have an impact on the digital 

t ransforma�on process of Vietnamese 

enterprises. Male. Specifically:

- Issues related to accountability are one of the 

most  influen�a l  factors  in  the d ig i ta l 

transforma�on process in enterprises. This is a 

very meaningful finding for managers at 

enterprises. This confirms once again that the 

corporate culture factor plays a key role in the 

development of the enterprise, especially the 

issue of business ethics and the social 

responsibility of the organiza�on, which is 

re co g n i ze d  b y  t h e  e m p l o ye e s .  h i g h l y 

appreciated. This makes perfect sense as the 

digital environment evolves. This result is also 

consistent with the survey's conclusion about 

barriers in digital transforma�on ac�vi�es for 

Vietnamese enterprises, the survey results 

show that the fear and fear of data leakage will 

be the same. individual/enterprise is one of the 

major barriers (accoun�ng for 33.9%).

- Other element that leaders also need to pay 

a�e n� o n to  to  a c c e l e rate  t h e d i g i ta l 

transforma�on process is to build a culture of 

openness in the organiza�on. The sharing of 

informa�on and knowledge, as well as 

increasing the level of interac�on with 

customers, in order to strengthen the 

leadership presence and commitment to the 

consistent implementa�on of values to create 

trust. Informa�on for employees, customers 

and partners are possible measures that bank 

leaders need to study and implement.

- Element to focus on that business leaders 

should not miss are issues related to increasing 
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Nghiên cứu tác động của văn hóa số đến quá trình 
chuyển đổi số tại doanh nghiệp Việt nam

Nguyễn Lan Anh và Trần Thị Thu Hà 

TÓM TẮT
Chuyển đổi kỹ thuật số có tác động đến mọi thành phần, lĩnh vực hoạt động, nhất là đối với hoạt động 

sản xuất, kinh doanh. Quá trình chuyển đổi này mở ra nhiều khả năng mới và vô hạn cho nền kinh tế. 

Nhưng, doanh nghiệp muốn �ến hành chuyển đổi số, đầu �ên cần phải tập trung vào con người-hay 

chính là văn hóa của tổ chức. Một trong những yếu tố then chốt để chuyển đổi số thành công chính là 

chuyển đổi giá trị, niềm �n cũng như các chiến lược của doanh nghiệp trước �ên. Các doanh nghiệp 

chịu sự ảnh hưởng lớn của chuyển đổi kỹ thuật số. Vì vậy, bài báo này �m hiểu tác động của các yếu tố 

văn hóa kỹ thuật số đến chuyển đổi số tại các doanh nghiệp Việt Nam, sử dụng khung 7 nhân tố văn 

hóa kỹ thuật số (khả thi, cởi mở, kiến thức, độ �n cậy, sự nhanh nhẹn, sự phụ thuộc lẫn nhau và �nh 

trách nhiệm) của Cigref nghiên cứu. Bài báo đã thu về 305 phiếu trả lời bằng phương pháp điều tra 

trực tuyến Google form gửi đến các thành viên doanh nghiệp Việt Nam một cách ngẫu nhiên. Dữ liệu 

điều tra được xử lý bằng phần mềm SPSS 20 để �m ra mức độ ảnh hưởng của từng nhân tố thông qua 

mô hình hồi quy đã được chuẩn hóa của các biến nghiên cứu. 

Từ khóa: Văn hóa kỹ thuật số, Chuyển đổi số, Doanh nghiệp
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