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ABSTRACT

Digital transformation has recently become a popular concept globally, along with
the development of high technologies following the trend of Industry 4.0. It has
brought much creativity and innovation for growth in different industries.
Especially technology innovation based on digital platforms is vital for creative
companies to compete in the market. Creative industries are the term used for
fields where goods and services depend on periods of creation, production, and
distribution originating from the input of creative and intellectual capital
(UNCTAD, 2008). Creative industries are now pioneering and helping to promote
brands and exploit markets for other industries. They focus on critical fields with
high competitiveness and dynamics and advance the direction of diversifying and
linking multidisciplinary; as a result, there are many opportunities to expand
creative industries based on inbound and outbound cooperation. Furthermore,
creative industries contribute significantly to GDP growth and influence other
macroeconomic indicators, including employment, interest rates, and associated
social programs (Martinaityt¢ & Kregzdaite, 2015).

According to UNCTAD, creative industries may be broken down into several
subgroups, such as design, creative services, new media, audio-visuals,
performing arts, traditional cultural expressions, cultural sites, visual arts,
publishing, and printed media (UNCTAD, 2008). The current trend of digital
technologies, namely artificial intelligence, big data capture and analytics,
blockchain, augmented reality, virtual reality, digital marketing, and online
advertising, are also applied in creative industries (UNCTAD, 2018).
Furthermore, digital transformation derived from the information communication
technology infrastructure improves competitiveness and company performance
by improving business models, modern technologies, processes, products, and
services (Goerzig & Bauernhansl, 2018). Digital transformation has also
improved company performance by applying new technologies, such as
improving the limitation of broadcast coverage and business models in the field
of digital television (Kaltum et al., 2016), upgrading company image by using
social networks and websites to build a good relationship with the customer
(Jones et al., 2015), and enhancing the interaction between visitors and virtual
museums (Margetis et al., 2021).

As such, the primary goal of this thesis is to offer a theoretical and methodological
understanding of the research framework for adopting digital transformation and
evaluating its impact on company performance. The theoretical framework is
based on theories of Industry 4.0, digital transformation, company performance,
and technology-organization-environment (TOE) framework. This study
addresses the research aim of identifying two issues associated with the research

3



gap. First, identify the factors that affect the adoption of digital transformation in
Vietnam’s creative industries. Second, considering factors of company
performance that are impacted by the adoption of digital transformation in
Vietnam's creative industries.

The proposed research framework model fills the research gap using the TOE;
especially, it emphasizes how company performance is affected by the adoption
of digital transformation. An investigation carries out in creative companies in
Vietnam; participants in the survey are mainly from Hanoi and Ho Chi Minh City.
These respondents include middle and senior managers and owners of creative
businesses in Vietnam. Data are collected and tested using the structural equation
modeling (SEM) approach.

The analysis shows a significant correlation between technological,
organizational, and environmental factors and the adoption of digital
transformation. The investigation also shows that adopting digital transformation
significantly influences the company's performance. These results contribute
much more to our understanding of the challenges raised by the digital revolution
in the creative industries. The research findings can help researchers and
practitioners in creative companies to identify factors based on contexts, including
technology, organization, and environment, that impact adoption of digital
transformation; moreover, they bring new insight into company performance
influenced by digital transformation. Furthermore, based on these findings, a list
of recommendations is proposed, each of which has the potential to have
significant implications for the application of the adoption of digital
transformation in creative companies in Vietnam.

ABSTRAKT

Digitalni transformace se v posledni dob¢ stala celosvétové popularnim pojmem
spolu s rozvojem Spickovych technologii podle trendu Primyslu 4.0. Pfinesla
Kreativitu a inovace pro rast v ruznych primyslovych odvétvich. Zejména
technologické inovace zaloZzené na digitalnich platformach jsou zasadni pro to,
aby kreativni spole¢nosti mohly konkurovat na trhu. Je evidentni, Ze kreativni
primysl je termin pouzivany pro oblasti, kde je tvorba, produkce a distribuce
vyrobki a sluzby zavisla na vstupech kreativniho a intelektualniho kapitalu
(UNCTAD, 2008). Kreativni prumysly jsou prikopniky a pomahaji propagovat
znacky a vyuzivat trhy pro jind odvétvi. Zamétuji se na kriticke oblasti s vysokou
konkurenceschopnosti a dynamikou a posouvaji smér diverzifikace a propojovani
multidisciplinarng; v disledku toho existuje mnoho pfilezitosti k rozSireni
kreativnich odvétvi na zakladé¢ vzajemné spoluprace. Kromé toho kreativni
prumysly vyznamnég ptispivaji k ristu HDP a ovliviiuji dals$i makroekonomické



ukazatele, v€etné¢ zaméstnanosti, Urokovych sazeb a souvisejicich socidlnich
programi (Martinaitytée & Kregzdaite, 2015).

Podle UNCTAD lze kreativni primysly rozdélit do n€kolika podskupin, jako je
design, kreativni sluzby, nova média, audiovize, scénicka uméni, tradi¢ni kulturni
projevy, kulturni mista, vizudlni uméni, vydavatelstvi a tisténd média (UNCTAD,
2008). Soucasny trend digitalnich technologii, konkrétn€ uméla inteligence, sbér
a analytika velkych dat, blockchain, rozsifena realita, virtudlni realita, digitalni
marketing a online reklama se uplatiuji 1 v kreativnich odvétvich (UNCTAD,
2018). Kromé toho digitalni transformace odvozena z infrastruktury informac¢nich
a komunikac¢nich technologii zlepSuje konkurenceschopnost a vykonnost
spole¢nosti zlepSovanim business modelti, modernich technologii, procesi,
produktii a sluzeb (Goerzig & Bauernhansl, 2018). Digitalni transformace také
zlepsila vykonnost spole¢nosti aplikaci novych technologii, jako je zlepSeni
pokryti vysilani v oblasti digitalni televize (Kaltum et al., 2016), vylepSeni image
spole¢nosti pomoci socialnich siti a webovych stranek k vybudovani dobrych
vztahi se zdkaznikem (Jones et al., 2015) a posileni interakce mezi navstévniky
a virtudlnimi muzei (Margetis et al., 2021).

Primdrnim cilem této prace je proto nabidnout teoreticky a metodologicky
vyzkumny ramec pro digitalni transformaci a vyhodnoceni jejiho dopadu na
vykonnost spolecnosti. Teoreticky rdmec je zaloZen na teoriich Primyslové 4.0,
digitalni transformaci, vykonnosti spole¢nosti a ramci technologie-organizace-
prostiedi (TOE). Tato studie se zaméfuje na dva problémy spojené s mezerou ve
vyzkumu. Nejprve identifikujte faktory, které ovliviluji pfijeti digitalni
transformace ve vietnamském kreativnim primyslu. Za druhé, identifikuje
faktory vykonnosti spolecnosti, které jsou ovlivnény digitdlni transformaci ve
vietnamském kreativnim primyslu.

Navrhovany model vyzkumného rdmce zapliiuje mezeru ve vyzkumu pomoci
vyuziti ramce technologie-organizace-prostiedi; zejména zdiraznuje, jak je
vykonost spoleénosti ovlivnéna pfijetim digitalni transformace. Setfeni bylo
provedeno v kreativnich spole¢nostech ve Vietnamu; ucastnici prizkumu byli
predeviim z Hanoje a Ho Ci Minova mésta. Mezi tyto respondenty patiili stfedni
a vyS$$i manazefi a majitelé kreativnich podnikti ve Vietnamu. Data byla testovana
pomoci modelovani strukturnich rovnic (SEM).

Analyza ukazala vyznamnou korelaci mezi factory technologickymi,
organizaénimi a factory prostiedi a pfijetim digitalni transformace. Setfeni rovnéz
prokazalo, ze piijeti digitadlni transformace vyznamné ovliviiuje vykonnost
spolecnosti. Tyto vysledky piispivaji k pochopeni vyzev, které piinasi digitalni
revoluce v kreativnich odvétvich. Vysledky vyzkumu mohou pomoci
vyzkumniktim a praktikiim v kreativnich spole¢nostech identifikovat faktory v
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kontextu technologii, organizace a prostfedi, které ovliviuji piijeti digitalni
transformace; navic pfinaseji novy pohled na vykonnost spole¢nosti ovlivnénou
digitalni transformaci. Dale je na zaklad¢ téchto poznatki navrzen seznam
doporuceni, z nichz kazdé ma potencidl mit vyznamné dusledky pro aplikaci
digitalni transformace v kreativnich spole¢nostech ve Vietnamu.
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INTRODUCTION

The highly integrated platform of the digital-physical-biological connection
system with the breakthrough of big data, internet of things, artificial intelligence,
data management platform, cloud, blockchain, and others is the source of the
Industry 4.0 revolution. According to the study by Schumacher, Erol, and Sihn
(2016), Industry 4.0 is the advance of technology, including the internet and
supported technology for machines, equipment, and human factor to create
intelligent machines, processes for the organization, and good value chain. In
addition, Nwankpa and Roumani (2016) demonstrated the shift and
transformation facilitated by technological platforms; therefore, digital
transformation is detectable as an enterprise-wide transition to platforms that
include several advanced technologies. One core tenet of Industry 4.0 is using
cutting-edge technology for digitalization and digital transformation in any
industry to boost corporate performance in various ways.

The creative industries are vital for the expansion of the economy, and their
impact is observable in a variety of macroeconomic indicators, including the gross
domestic product index, levels of employment and unemployment, interest rates,
and the welfare programs that are associated with those variables (Martinaityté &
Kregzdaité, 2015). Heritage, arts, media, and functional creations are the four
major categories of creative industries. These categories were established in 2008
by the United Nations Conference on Trade and Development (UNCTAD, 2008).
These large groups are divided into nine subgroups, which include the traditional
cultural expressions (like arts and crafts, festivals, and celebrations), cultural sites
(such as archaeological sites, museums, libraries, and exhibitions), visual arts
(such as painting, sculpture, photography, and antiques), performing arts (such as
live music, theatre, dance, opera, circus, puppetry), publishing and printed media
(including books, press and other publications), audio-visuals (namely film,
television, radio, and other broadcasting), design (along with other interiors,
graphic, fashion, jewellery, toys), creative services (together with architectural,
advertising, cultural and recreational, creative research and development, digital
and other related creative services), and new media (e.g., software, video games,
and digitalized creative content). The study by Mangematin et al. (2014) provides
more insight into the effects of digitalization on the creative industries, including
music, films and videos, publishing, video games, and television, based on
content distribution, storage, and viewer choice. Moreover, UNCTAD (2018)
cites a boom of technological innovations in the creative industries. These
technologies include artificial intelligence, big data capture and analytics,
blockchain, augmented reality, virtual reality, digital marketing, and online
advertising.



More remarkably, the technology-organization-environment (TOE) framework
(Tornatzky & Fleischer, 1990) and the technology acceptance model (TAM)
(Davis, 1989) have been used in practical studies to look at how technology
adopts in different industries, such as that of the adoption of cloud computing in
small and medium enterprises (Ahmed, 2020), the impact of organizational
adoption of social networks in hospital industry (Pateli et al., 2020) and the
adoption of augmented reality for e-Commerce (Chandra & Kumar, 2018).
Furthermore, several studies have shown that digital transformation improves
company performance. Digital transformation based on the ICT infrastructures
promotes competitiveness and firm performance by enhancing business models,
cutting-edge technologies, processes, goods, and services (Goerzig &
Bauernhansl, 2018). Digital transformation also improves labor productivity, cost
savings (Guo & Xu, 2021), and optimization of business activities in companies
(Awa et al., 2015). In fact, many prior complex studies focused on creative
industries have been out in developing country as Indonesia (Fahmi et al., 2016);
South Africa's creative industries as economic drivers (Oyekunle & Sirayi, 2018);
Creative industries affecting ASEAN’s economic performance during pandemics
(Che Arshad & Irijanto; 2022); The mapping of crucial creative areas in Vietnam
for arts, music, movies, dance, design, and ICT (Ly, 2014; Ly, An & Quyen,
2018). However, there is still no complex study in the context of creative
industries related to digital transformation in developing countries based on TOE
frameworks.

Impressive highlights of VVietnam compared to other developing countries are that
Vietnam's national strategy policy for creative industries contains a 2030 vision.
The newly approved national digital transformation criteria will help innovative
enterprises enhance investment and execute digital transformation initiatives.
Vietnam has joined the Association of South East Asian Nations (ASEAN) and
linked Free Trade Areas (FTAs) with several countries and regions, such as
European-Vietnam Free Trade Agreement (EVTFA), Comprehensive and
Progressive Agreement for Trans-Pacific Partnership (CPTPP), and other similar
things. Hence, Vietnam has tremendous potential to establish a creative industrial
economy in Southeast Asia, and creative industries will be one of Vietnam's
principal assets and strengths in the future. However, the concept of creative
industries (UNCTAD, 2008) is not used in Vietnam. There is only an official
Vietnamese cultural industry definition and classification following the
development strategy of the Vietnamese cultural industry by 2020 and with a
vision to 2030 from Decision No. 1755/QD-TTg issued on 8 September 2016,
such as advertising, architecture, software, and entertainment games, crafts,
design, film, publishing, fashion, performing arts, arts, photography and
exhibitions, television and radio, and cultural tourism. Therefore, the thesis is
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devoted to studying digital transformation and its influences on the performance
of creative industry companies in the case of Vietnam based on the classification
of creative industries of UNCTAD (2018) instead of using the local concept of
cultural industry in Vietnam.

1. CURRENT STATE OF SUBJECT AREA

This chapter analyses the theoretical background of the research area and provides
an overview of creative industries' development. Importantly it also considers the
historical context of Vietnam's creative and cultural environment from many prior
studies, including Vietnam's economy overview, Vietnam's cultural policy,
Vietnam's creative and cultural industries, along with opportunities and
challenges of Vietnam's creative industries.

1.1 Theoretical background in the research area

During the industrial revolution, there were four stages: steam-based machines in
the 18th century; electrical energy-based mass production in the 19th century;
computer and internet-based knowledge at the end of the 20th century; and an era
of artificial intelligence, big data, the internet of things (loT), cloud, and
blockchain in the 21st century (Imran et al., 2018). Specifically, the digital trend
of the digital-creative economy evolves through big data and analytics,
augmented reality, artificial intelligence, virtual reality, blockchain, digital
marketing, and online advertising (UNCTAD, 2018). Nevertheless, the critical
point is which technology adoption theories should apply in this research; for
instance, the technology acceptance model (TAM) of Davis (1989) and
technology-organization-environment framework (TOE) of Tornatzky and
Fleischer (1990).

Based on the TOE framework, Lin et al. (2018) demonstrate that researchers use
the TOE framework to examine the acceptability of diverse technologies, such as
mobile marketing, enterprise 2.0, mobile reservation systems, enterprise resource
planning (ERP) systems, e-commerce, and information and communication
technologies (ICT). The research of Chandra and Kumar (2018) shows that senior
management support, relative advantage, technological competitiveness, and
customer preparedness significantly impact the adoption of augmented reality by
the organization for e-Commerce. In addition, several studies illustrate
applications of modern digital technology for digital transformation in creative
industries. Jones et al. (2015) demonstrate the efficacy of social networks and
websites in expanding attention and inquiry, acquiring new customers,
maintaining positive consumer connections, and enhancing the image of
businesses. It has also been recommended that museums adopt virtual and
augmented reality technology to let visitors explore, experience, and engage with
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more realistic digital replicas (Margetis et al., 2021). Notably, the research by
Mangematin et al. (2014) has thrown further insight into how digitalization has
Impacted music, movies and videos, publishing, video games, and television in
the creative industries. Furthermore, digital transformation improves company
operating performance, such as cost savings, labor productivity improvement,
using assets effectively, and supply chain optimization (Guo & Xu, 2021).

1.2 An overview of creative industries’ development

Creative industries are ones of the most active parts of the global economy today,
allowing developing nations to jump into new high-growth areas (Dronyuk et al.,
2019). Many developed countries have considered creative industries as the
backbone of their economies, such as the United Kingdom, USA, Germany,
Singapore, and Japan (Zhang et al., 2011). Young people ages 15-29 have worked
in the creative industries more than in any other industry, and women make up
almost half of the workforce in this area; creative industries are responsible for
around 30 million employment and 3 percent of the global GDP (The Economist,
2021). According to the study by Dronyuk et al. (2019), nearly one million
businesses and 1,784 creative clusters have operated as creative industries inside
the European Union, and there are 180 creative cities per 72 nations around the
globe. Creative clusters account for more than sixty percent of businesses
operating in the film, video, music, video game, software, design, and
architectural sectors.

According to the report by The Economist (2021), the value of innovative
products doubled from 2002 to 2015, between 208 billion USD and 509 billion
USD, driven mainly by design, fashion, and cinema, which had tremendous
growth. In 2015, four developed countries (the United States of America, France,
Italy, and the United Kingdom) exported the most innovative products among the
top eight countries (the United States of America, France, Italy, the United
Kingdom, Germany, Switzerland, Netherland, and Poland). China, Hong Kong,
India, and Singapore dominated developing-country exports (China, Hong Kong,
India, Singapore, Taiwan Province of China, Turkey, Thailand, Malaysia,
Mexico, and the Philippines). The exports of creative products from South
Africa’s developing economy totaled 3.4 billion USD compared to 476 million
USD for the import of innovative products, with an export growth rate of 18.8
percent on average during 2003-2015 (Oyekunle & Sirayi, 2018). More
remarkably, many countries (Vietnam, Singapore, Thailand, Malaysia, Indonesia,
and Brunei) that belong to ASEAN had exports of creative industries generally
stable between 2013 and 2021. During 2013-2021, these ASEAN nations had an
estimated yearly export growth rate of 20.04 percent in the creative industries. It
had progressively increased from 18.83 percent of overall commerce in 2013 to
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23.83 percent in 2021. Vietnam was the country that had the biggest exports of
creative products in comparison with others, while Brunei had export at least in
this period (Che Arshad & Irijanto; 2022).

1.3 Vietnam’s economy and the development of creative
industries

1.3.1 Vietnam’s economy overview

According to General Statistics Office (GSO, 2021), Vietnam completed the five-
year socioeconomic development mission in 2016-2020 with many difficulties
and challenges. It can be said that Vietnam has achieved economic growth during
the last decade in the period 2016-2020 through socioeconomic indicators; for
instance, the GDP per capita from 2016 to 2020 was more than $3,500, and the
average growth of GDP from 2016 to 2020 was approximately 7%. In 2020, 34%
of GDP was saved for reinvestment, urban unemployment was less than 4%, and
80% of the population had health insurance. Vietnam's GDP increased by 6.78
percent between 2016 and 2019, more than Singapore's 2.44%, Malaysia's 4.8%,
and the Philippines' 6.6%. Vietnam is one of the countries that have the highest
economic growth rate in the world and has macroeconomic and political stability.

1.3.2 Vietnam'’s cultural policy

Son (2013) divided Vietnam's cultural policy into three periods: before 1954,
1954-1986, and from 1986 to the present. Before 1954, this period had focused
on cultural activities that promoted propaganda for the resistance movement with
the values of patriotism and the struggle for national independence, and the image
of the person-soldier, became the primary inspiration for all artistic creations.
Vietnam had been building the ideas of a culture with socialist and nationalistic
ideals that had their positions, roles, and functions during 1954-1986.
Remarkably, the Government established the Ministry of Culture in 1955 and
other professional associations around this time, such as the Association of
Architects, the Association of Writers, the Association of Fine Artists, the
Assaociation of Theatre Artists, and the Association of Musicians. The Party has
been some changes regarding its view on a culture built up based on the
characteristics of nationalism, modernity, and humanity from 1986.

Furthermore, Ly (2014) referred to the importance of reform in 1986, which has
helped economic reform, poverty eradication, and globalization significantly
change Vietnam's society. Loan (2019) indicates that there is 26 cultural heritage
listed by UNESCO, 3,447 national heritage; 95 unique national heritage; 142
national treasures; 228 intangible cultural heritage inscribed on the national
intangible cultural heritage list 159 museums in Vietnam. Moreover, many
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historical and cultural heritage and attractions have been restored by the state
budget or from the funding mobilized from other social sources.

1.3.3 Creative and Cultural Industries in Vietnam

Vietnam's doi moi (renovation) foreign policy of 1986 must be considered the
apex of the growth of the country's creative industries (Were, 2019; Dong &
Truong, 2020; Path, 2020). During 35 years of doi moi, the policy has helped
developing countries like Vietnam develop numerous socioeconomic aspects,
living standards have steadily risen, and the economy has become deeply
integrated into the global economy, despite the country still facing numerous
challenges and obstacles. However, only a few prior studies have used a variety
of research approaches to examine the creative economy and creative industries,
and Vietnam's creative sectors lack statistical data. According to Dong and
Truong's (2020) research, the proportion of Vietnam's exports of creative products
to the country's gross domestic product was just 3.21% in 2002 and 5.01% in
2015. Hung (2016) examines the nature of the radio and television-related book
publishing sector in Vietnam and the reading culture of printed and electronic
books. In addition, the research of the British Council (2018) analyzed the
Vietnamese cultural industry's development strategy by 2020 and a vision to 2030
from Decision No. 1755/QD-TTg issued on 8 September 2016, in which it
identifies the creative and cultural sectors, such as advertising, apps and software
development, architecture, art, and antiqgue market, cinema and video, crafts,
fashion design, and jewelry, galleries and exhibitions, etc.

However, the definition of creative industries is more prevalent in the world.
UNCTAD (2008) classifies four broad groups as heritage, arts, media, and
functional creations. These groups are divided into nine subgroups: traditional
cultural expressions, cultural sites, visual arts, performing arts, publishing and
printed media, audio-visuals, design, creative services, and new media. According
to the study by Hoa (2018) and Loi et al. (2019), the value added by the cultural
industry compared to GDP was analyzed using input-output tables with two stages
between 2007 and 2016. It only reached 0.64% in 2007 but increased more than
twice between 2007 and 2012. In addition, the analysis showed Vietnam's
economic growth from 2007 to 2016. The highest contribution of agriculture was
nearly 30% compared to others from 2007 to 2012. The trend of its contribution
steadily decreased by 17.9% in 2016. The industry and services' contribution
sharply increased by 48.4% and 31.1%, while the culture's contribution was 2%
during 2012 — 2016.

Furthermore, creative industries are pioneering and driving for development of
other industrial sectors by providing creativity and innovation. Now many
countries have become more aware of the development of creative industries and
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consider culture and knowledge as assets and value addition to the whole
economy. However, there are still different impressive highlights in some
developing countries’ creative industries compared to Vietnam. Each developing
country has its important development sectors, but some policy makers in
emerging countries have a limited understanding of developing creative
industries. (Fahmi et al., 2016; Oyekunle & Sirayi, 2018; Che Arshad & Irijanto,
2022). Especially, Vietnam has a comprehensive national strategy that has driven
the growth of creative industries with a vision for 2030, in addition to the national
digital transformation criteria for firms, ministries, and provinces.

1.3.4 Opportunities and challenges for Vietnam’s creative industries

According to World Economic Forum (WEF, 2019), the opportunities are both
creative economy and creative industry, as follows: (1) lower barriers to entry for
businesses are the traditional creative contents that are being digitally produced,
distributed, and stored, such as music, film, television, literature. (2) by
distributing innovative cross-border products, companies can seek many works
from outbound, and consumers quickly access goods and services in the world.
(3) new technologies benefit clients with many choices, conveniences, and
affordabilities. However, the creative industry must face many challenges (British
Council, 2018): (1) human resource issues as a significant constraint on the sector,
(2) the lack of public policies to allow to develop sectors, (3) the lack of judicial
protection of intellectual property rights, (4) the lack of policy support through a
meaningful regulatory framework hindering the development of innovative,
creative, and design-led activities, (5) the lack of subsidies for the arts and cultural
sectors, (6) how the creative economy should be taxed and financed.

2. RESEARCH AIM, RESEARCH QUESTION, AND
RESEARCH OBJECTIVES

The overview analysis shows the essential benefits of creative industries to
socioeconomic development in developed and developing countries, including
Vietnam. Especially each developing country has its vital areas for growth;
however, some policy makers of developing countries have finite awareness of
developing the creative industries. The highlight difference in the creative
industries among developing countries is that of Vietnam, where Vietnam's
comprehensive national strategy has driven the development of the creative
industries with a vision to 2030. The recently approved national digital
transformation criterion for businesses, ministries, and provinces will be a crucial
foundation for innovative companies to boost investment and implement digital
transformation strategies. Therefore, the chosen research topic context with the
case of a developing country like Vietnam compared to other countries is
appropriate for conducting a study on adopting digital transformation and
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company performance of creative firms in a country with excellent potential for
development and diversity of national cultural identity.

Furthermore, as analyzed relevant theories in the research area, the researchers
largely agreed with Tornatzky and Fleisher (1990) that the three TOE contexts
Impact adoption; however, they hypothesized that there is a unique set of
characteristics or metrics for every technology or context evaluated (Baker,
2011). However, no research on adopting digital transformation to increase
creative companies' performance derived from the TOE framework in developing
countries has been conducted. Based on the identified research gap, therefore, the
main research aim is defined as follows:

Research aim: To identify factors influencing creative companies' digital
transformation adoption and analyze the effect of digital transformation on
company performance of creative industry companies.

As referred to the research aim, this part proposes two research questions, along
with partial research objectives, as follows:

Research question 1: What factors influence companies' adoption of digital
transformation in creative industries?

e Research objective 1a: To identify factors in the technology context.

e Research objective 1b: To identify factors in the organization context.

e Research objective 1c: To identify factors in the environment context.

Research question 2: What is the impact of digital transformation on companies’
performance in creative industries?

e Research objective 2: To identify the factors of company performance
impacted by digital transformation.

3. THEORETICAL BACKGROUND AND
HYPOTHESIS DEVELOPMENT

As discussed above, digital transformation can be seen as a critical decision that
can change all business activities in any company or organization. Therefore, in
this study, the TOE framework theory is used to consider the relationship between
factors in technology, organization, environment contexts, and adoption of digital
transformation, as well as the effect of digital transformation on the performance
of creative companies.

3.1 Technology context

According to Awe and his colleagues, the technology platform built on
information technology applications depends on several factors, including
technical abilities, application developers, user experiences, and the internal
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technology infrastructure of organizations (Awa, Ojiabo & Emecheta, 2015). The
findings of a study conducted by UNCTAD (2018), specifically, the use of
contemporary technology in creative industries for digital transformation, are
assessed by elements (big data capture and analytics, augmented reality, artificial
intelligence, virtual reality, blockchain, digital marketing, and online advertising).
Research by Murschetz and Schliitz (2018) explores the challenges and
opportunities of big data to advance value relationships between television
broadcasters, audiences, and advertisers in digital television broadcasting. The
gaming industry is often recognized as one of the most important markets for
virtual reality, along with other related fields such as the previsualization of
designs or creative creations in building, architecture, and film-making
(Anantrasirichai & Bull, 2022). Augmented reality enhances the actual world with
virtual things, a rich experience, and news for clients (Li, 2013). More especially,
programs, algorithms, and other components that contribute to developing more
intelligent goods or services can be called artificial intelligence (Shankar, 2018).
Products and services are quickly updated for customers, increasing the likelihood
of making a purchase and diffusing the spread of information using digital
marketing and online advertising (Erokhina et al., 2018). Furthermore, blockchain
technology may increase openness throughout the music industry's supply chain;
this technology can determine who is legally responsible for a work's copyright
(Arcos, 2018). Therefore, the following research hypotheses have been developed
to investigate adopting digital transformation within the technological context of
creative industries.

Hla: Big data capture and analytics positively influence the adoption of digital
transformation.

H1lb: Augmented reality positively influences the adoption of digital
transformation.

Hilc: Artificial intelligence positively influences the adoption of digital
transformation.

H1d: Virtual reality positively influences the adoption of digital transformation.
H1e: Blockchain positively influences the adoption of digital transformation.
H1f: Digital marketing and online advertising positively influence the adoption
of digital transformation.

3.2 Organization context

Researchers have studied factors in an organizational context. For instance,
Hwang et al. (2016) determined organizational context elements: corporate
resources and assets, internal stakeholders, and organizational procedures to
foster innovative business practices. The essential factors emphasized by Chandra
and Kumar (2018) are the competence of decision-makers, financial strength, and
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the support of senior management for the adoption of the augmented reality of e-
Commerce. Other elements that impact the adoption of e-Commerce include the
company mission, social influences, and corporate size (Awa et al., 2015). In his
systematic review of the literature in the public sector, Mergel (2013) found that
social media techniques included using Facebook, YouTube, Twitter, blogs, or
other digital media sharing platforms to promote the organization's mission and
handle issues and relationships with the public. However, digital transformation
also needs to be extensive finance and other resources. Research by Teng et al.
(2022) on the digital transformation and performance of SMEs also focuses on
the requirements of digital transformation that need to have resources, such as the
support of finance, people, materials, and other resources. Consequently, the
organizational context of creative industries is evaluated by factors (social
influences, organisation's mission, and financial strength), and the following
research hypotheses have been developed.

H2a: Social influence positively affects the adoption of digital transformation.
H2b: Organisation's mission positively influences the adoption of digital
transformation.

H2c: Financial strength positively influences the adoption of digital
transformation.

3.3 Environment context

In their work on digital mindsets, Solberg et al. (2020) state that the impetus for
digital transformation comes from the conviction that technological advances can
foster innovation and competitive advantage. The business environment context
includes Government, industry, rivals, partners, and consumers. Hwang et al.
(2016) decided to focus their attention on research on green supply chain adoption
on four distinct categories of environmental factors: government regulation,
consumers, competitors, and social communities. Chandra and Kumar (2018) cite
consumer readiness and competitive pressure in the study of the adoption of
augmented reality. Furthermore, Verhoef et al. (2021) argue that digital
transformation facilitates cross-border connections with providers, consumers,
and competitors through digital technologies. Advanced digital technologies push
firms under pressure to innovate; new goods and business models allow massive
platforms to facilitate differentiation by responding to client preferences
(Capobianco & Nyeso, 2018). As such, the environmental context of creative
industries is evaluated by factors (customer, competitor, competitive pressure,
and social community), and the following research hypotheses have been
developed.

H3a: Customer positively influences the adoption of digital transformation.
H3b: Competitor positively influences the adoption of digital transformation.
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H3c: Competitive pressure positively influences the adoption of digital
transformation.
H3d: Social community positively influences the adoption of digital
transformation.

3.4 Company performance

According to Serban (2017), digitalization requires a business with in-depth
knowledge and understanding of high-tech for investment to effectively benefit
from technological architecture and infrastructure. Customer engagement, mainly
when it is data-driven big data, may be sustainable for businesses, provided they
can satisfy customers with their value (Kunz et al., 2017). The value of
information technology can give corporate profitability, consumer surplus, and
productivity; big data also includes cost reduction and enhances goods and
services (Huang et al., 2020). Furthermore, the study by Bayo-Moriones et al.
(2013) showed that internal and external communication, and operational
performance, were the main points where ICT has been an indirect effect but
significant contribution to overall success, such as profitability, market share, and
margin. Similarly, Jones et al. (2015) also admitted the advantages of websites
and social networks as contemporary marketing channels to enhance sales and
assist in cost reduction. Teng et al. (2022) have also proven in recent research that
digital transformation (that is, digital technology, digital skills, and digital
transformation strategy) has a positive effect on the performance of SMEs. In
addition, Rodriguez, Ajjan, and Peterson (2016) identified the resource-based
approach as the basis for social networks in significant organizations with
extensive sales force use. Especially, Zhu et al. (2021) presented a comprehensive
analysis of how investments in research and development (R&D) and ICT
positively influence product and process innovation. Consequently, the
company's performance is evaluated by factors (customer engagement,
profitability, cost reduction, sales growth, productivity, and innovation), and the
following research hypotheses have been developed.

H4a: The adoption of digital transformation positively influences customer
engagement.

H4b: The adoption of digital transformation positively influences profitability.
H4c: The adoption of digital transformation positively influences cost reduction.
H4d: The adoption of digital transformation positively influences sales growth.
H4e: The adoption of digital transformation positively influences productivity.
H4f: The adoption of digital transformation positively influences innovation.

3.5 Control variables

The survey by Chandra and Kumar (2018) applied control variables such as
company size, company age, and the company's location to identify the adopter
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affecting the adoption of augmented reality. However, the study by Nwankpa and
Datta (2017) focused on company size and the type of industry in their research.
In addition to the primary research factors indicated in Figure 3.1, this study uses
control variables (company size, creative industry fields) to examine how the
adopter affects the adoption of digital transformation and company performance.

3.6 Conceptual Framework

After thorough research and analyzing the relevant theories and studies, this thesis
presents its research model to address the research gap, which is based on the
TOE framework and is structured as follows (Figure 3.1):

/ Technology \

1. Big Data capture and
analytics (BD)

2. Augmented Reality (AR) Iy,’
3. Artificial Intelligence (AI)
4. Virtual Reality (VR)

5. Blockchain (BLO)

6. Digital Marketing and

deerﬁsinq online (DMA) /
'\

/'

/ Company \

Performance
H4a,

H4b, 1. Customer

H4c,
H4d,

Digital
Transformation
Adoption (DT)

Engagement (CUS)
2. Profitability (PRO)
3. Cost Reduction (COS)
4. Sales Growth (SAL)
5. Productivity (PD)
6. Innovation (INN)

Organization
1. Social Influences (SI)
2. Organization Mission (OM)
\3. Financial Strength (FS)

H4e,
H4f

_/

Environment
1. Customer (CUS)
2. Competitor (COM)
3. Competitive Pressure (CP)
4. Social Community (SC)

4

Control Variables
1. Company Size.

2. Creative Industry fields.

Figure 3.1 Conceptual framework. Source: Own processing

4. METHODOLOGY

Based on the development of the theoretical framework and the research
framework proposed above, data are collected using an online questionnaire; all
the surveyed questions are developed in English and translated into Vietnamese
to avoid any misunderstanding caused by potential language barriers. The
research interviews experts who are middle and top managers representatives of
companies in Vietnam’s creative industries, as clarified by UNCTAD (2008).

4.1 Research instrument

The research developed a survey questionnaire. Participants were requested to
complete responses using a 7-point Likert-type scale on which they rated each
item from 1 to 7 for disagreement or agreement. Self-proposed measurement tools
were designed for the examination of research hypotheses through factors of
adoption of digital transformation (four questions for the survey), technological
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context (eighteen questions for the survey), organizational context (nine questions
for the survey), environmental context (twelve questions for the survey) and
company performance (nineteen questions for the survey).

4.2 Population, sample, and data collection

Most of the survey's emphasis was on Hanoi City and Ho Chi Minh City in
Vietnam and a small number of other regions. However, the latent variables are
independent, dependent, or both (shown in Figure 3.1); therefore, the thesis uses
a quantitative approach to apply structural equation modeling (SEM) for testing.
According to Hair et al. (2010) and Watson et al. (2014), an acceptable sample
size for this study is a 10: 1 ratio between the survey participants and the observed
variables. As a result, the minimum sample size for this study is 620, based on the
number of variables observed by the factors. In addition, the technique used for
sampling is called snowball sampling (Cohen et al., 2007). Snowball sampling is
a non-probability sampling methodology. This way, small individual groups of
innovative companies were surveyed and asked to select others who would
participate in the research. Data was gathered between October 2020 and July
2021. This study applied cutting-edge technology to communicate with survey
participants through email, Facebook, Viber, LinkedIn, Skype, Zalo, and many
other over-the-top (OTT) apps.

4.3 Data analysis procedure

Data collection was tested and analyzed using the Statistical Package for the
Social Sciences (SPSS) version 25 and Analysis of Moment Structures (AMOS)
version 25 due to many dependent variables in the research paradigm (shown in
Figure 3.1); therefore, this model uses the structural equation modeling (SEM)
for testing. The testing process follows many steps for analysis, such as
demographic statistics, Cronbach’s alpha reliability test, exploratory factor
analysis (EFA), confirmatory factor analysis (CFA), SEM, and multigroup
invariance analysis (Her et al., 2019; Byrne, 2004 & 2010).

5. MAIN RESULTS

The quantitative approach is conducted in this section with the defined hypotheses
following the proposed research framework. The findings based on many testing
steps include demographic statistics, the Cronbach'’s alpha reliability test, EFA,
CFA, SEM, and multigroup invariance analysis.

5.1 Demographic characteristics

The result of demographic characteristics revealed that this study focused on areas
of the creative companies, including design, creative services, new media, audio-
visuals, publishing and printed media. There were 674 respondents in this survey;
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Ho Chi Minh City was the highest response rate of 64.2% among the major cities.
12.8% of the survey respondents were owners, 44.7% were chief executives, and
34.7% were middle managers. 75.2% of the males participated, but only 24.8%
of the females. More than three times as many participants had bachelor's degrees
as had master's degrees, and just 2.8% had Ph.D. degrees.

5.2 Reliability results

After conducting the Cronbach alpha reliability test, the results showed that the
blockchain, financial strength, social community, and cost reduction were
removed because their corresponding Cronbach alpha coefficients were lower
than 0.7 (Hair et al., 2010; Tavakol & Dennick, 2011). Other factors had a value
of greater than 0.8, indicating a good level of stability for examining the research
framework model.

5.3 Exploratory factor analysis

According to Rule of thumb 2 of Hair et al. (2010), the objective is to examine
the Kaiser-Meyer-Olkin (KMQO) sampling adequacy measure (MSA) and the
Bartlett test of sphericity for exploratory factor analysis. The findings showed that
the KMO measure of sampling adequacy (KMO = 0.93) was greater than 0.5, and
Bartlett's sphericity test (Chi-square = 24301.84, df = 1326, p-value = 0.000) was
statistically significant at the level of p < 5% after using primary axis factoring in
combination with the Promax rotation technique. Furthermore, there was 16
extracted factors (factor loadings > 0.5) account for 69.84% of the total variance
explained in the data, and the eigenvalue was greater than 1 (Hair et al., 2010;
Mohammed et al., 2016; Henson & Roberts, 2006).

5.4 Confirmatory factor analysis

After completing the previous analysis steps, such as Cronbach’s alpha reliability
and exploratory factor analysis, this part is confirmatory factor analysis based on
the theoretical framework of this study, as shown in Figure 3.1. The measurement
model includes sixteen first-order factors (DMA, Al, VR, AR, BD, SI, OM, CP,
CUS, COM, CS, SAL, PRO, INN, PD, and DT) (Figure 5.1). The study result of
CFA indicated that the goodness of fit indices was within the ranges of (¥ =
2829.5, p=.000, CMIN/DF = 2.452, CFIl =.929, TLI = .919 and RMSEA = .046)
(Hair et al., 2010; Fan et al., 2016).
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The standard loading analysis exceeded
0.5 to satisfy convergence and
discriminant  validity  requirements.
Construct validity results (average
variance extracted (AVE) > 0.5,
composite reliability (CR) > 0.7, AVE >
maximum shared variance (MSV),
square root of AVE > inter-constructs
correlation) were also supported for all
constructs (Hair et al., 2010; Soares &
Pinho, 2014; Akter et al., 2016).
Deriving from empirical results of CFA
and theoretical evidence, this exploration
indicates that the measurement model
(sixteen correlated first-order factors) is
a superior model to analyze SEM in the
next step.
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Figure 5.1: Sixteen correlated first-
order factors of CFA. Source: Own
research.

5.5 Structural equation modeling analysis

In the structural equation modeling analysis, all goodness of fit indices were
satisfactory and supported the measurement model’s validity y° = 3182.7, p =
0.000, CMIN/DF =2.630, CFI =0.917, TLI =0.909, and RMSEA = 0.049) based
on the findings shown in Figure 5.2 (Hair et al., 2010; Fan et al., 2016). Table 5.1
shows that the study hypotheses were statistically significant at levels of 1% and

5%, which were essential findings.
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The results of Structural Equation Modeling Analysis. Source: Own
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As shown in Table 5.1, statistically significant hypotheses were found, such as
Hla, H1b, Hlc, H1d, H1f, H2a, H2b, H3a, H3b, H3c, H4a, H4b, H4d, H4e, and
H4f. Additionally, the R-square of DT was 82.4 percent, indicating that the
fluctuation of DT depends on 82.4 percent of independent variables. The R-square
of CS, PRO, SAL, PD, and INN are explained similarly.

More specifically, the findings of hypotheses (H1a, H1b, H1c, H1d, and H1f) are
in accordance with the research conducted by Chandra and Kumar (2018), which
indicated the relative advantage of technology that positively affects the adoption
of augmented reality. This research first investigates several other outcomes,
including hypotheses (H4a, H4b, H4d, H4e, and H4f). The findings of Venkatesh
et al. (2003), who had conducted a study on the effect of social influence on
behavior intention in the context of user acceptance of information technology,
concluded that there was no statistically significant relationship between the two.
However, the result of the testing hypothesis (H2a) does not agree with these
findings. The study findings from hypotheses (H3a, H3c) are in line with those of
Tripopsakul (2018), who highlighted the importance of competitive pressure and
customers concerning the adoption of social media by entrepreneurial students.
However, the consequences of hypotheses (H3b, H3c) differ significantly from
those introduced by Mckinnie (2016), who found no relationship between
competitive pressure and the adoption of cloud computing in their study.
Furthermore, the results of the second hypothesis (H2b) validated the findings of
Karatepe and Aga (2016), who concluded that the goal of an organization
positively impacted employee performance.

Table 5.1 Results of Structural Equation Modeling Analysis

Research hypotheses | SRW | P-value | Results R-squared
Hla | BD --> DT 124 .000*** | Supported DT 824
Hib | AR -->DT 108 .002*** | Supported CS 614
Hilc | Al -->DT 171 .000*** | Supported | PRO 437
Hld | VR --> DT 077 .022** | Supported | SAL 461
H1f | DMA --> DT 077 .022** | Supported PD .306
H2a | SI --> DT 158 .000*** | Supported | INN 447
H2b | OM --> DT 172 .000*** | Supported

H3a | CUS --> DT 110 .001*** | Supported

H3b | COM --> DT 151 .000*** | Supported

H3c | CP --> DT .188 .000*** | Supported

Hd4a | DT --> CS 783 .000*** | Supported

H4b | DT --> PRO .661 .000*** | Supported

H4d | DT --> SAL 679 .000*** | Supported

H4e | DT -->PD 553 .000*** | Supported

H4f | DT --> INN .669 .000*** | Supported
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Source: Own research. Notes: Significance is statistical at 10% (*), 5% (**), 1% (***).
SRW: Standardized regression weights, R-squared: Squared multiple correlations.

5.6 Multigroup invariance analysis

The size of businesses and the type of creative industries they operate in are the
two main foci of the control variables used in the multigroup invariance study.
Byrne (2004 & 2010) provides the foundation for multigroup invariance analysis
by outlining two methods for doing comparison tests of invariance across groups:
the conventional 2 difference method and the practical CFI difference method.
As a result, we compute the probability of Ay2, the y2 difference (Ay2), and the
degree of freedom difference (Adf) for the multigroup invariance and non-
invariance test.

In this analysis, the company size was separated and combined into four
subgroups (group 1 (1-50), group 2 (51-100), group 3 (101-500), and group 4
(501- more) for multigroup invariance analysis. Similar to the fields of the
creative industry, they merged into three groups (group 1 (publishing and printed
media), group 2 (audio-visuals), and group 3 (design and new media)) for
multigroup invariance analysis. The findings indicated a statistically significant
difference at the p-value of 1% for the creative industry fields (Ax2 =91.76, Adf
=30, p-value = 0.000% < 5%) and company size (Ay2 =82.22, Adf =45, p-value
= 0.013% < 5%). As a result, the 2 difference has a statistical significance,
meaning there was a difference in loadings across groups and multigroup non-
invariance (Byrne, 2004 & 2010; Her et al., 2019). In other words, there are
differences in study findings among groups.

6. DISCUSSION

The findings showed that four factors (blockchain, financial strength, social
community, and cost reduction) did not meet the Cronbach alpha reliability.
Furthermore, the measurement model evaluated the research hypotheses (H1a,
H1b, Hic, H1d, H1f, H2a, H2b, H3a, H3b, H3c, H4a, H4b, H4d, H4e, and H4f)
as indicated in Figure 5.1. The measurement model matched the confirmatory
factor analysis results and met the valid requirements for the SEM analysis.

According to data analysis (Table 5.1), big data capture and analytics, augmented
reality, artificial intelligence, virtual reality, digital marketing, and online
advertising positively impacted the adoption of digital transformation. Big data
capture and analytics, augmented reality, and artificial intelligence was
statistically significant at 1%, while virtual reality, digital marketing, and online
advertising were moderately significant at 5%. These results showed that the
specified hypotheses (Hla, H1lb, Hlc, H1d, and H1f) are accepted. Social
influence and corporate mission also influenced the adoption of digital

24



transformation. The stated hypotheses (H2a and H2b) were statistically
significant with a 1% p-value. The environmental context includes the consumer,
the competitor, and the competitive pressure. These findings revealed a positive
relationship with the adoption of digital transformation with a 1% p-value;
therefore, H3a, H3b, and H3c are accepted. Furthermore, customer engagement,
profitability, sales growth, productivity, and innovation were statistically
significant with a 1% p-value. Thus, the defined hypotheses (H4a, H4b, H4d, H4e,
and H4f) are not rejected. However, when divided into various groups using two
control factors (company size and creative industry areas), the groups are non-
invariant, meaning there are disparities in findings across groups.

Well-applied technologies like big data capture and analytics (H1a) and artificial
intelligence (H1c) provide creative companies several benefits, such as gathering
customer data, providing insights, and analyzing the market. Artificial
intelligence also makes computers smarter (Oztemel & Gursev, 2020). Big data
empowers digital marketers and online advertisers to charge the lowest pricing
(H1f) (Jobs et al., 2016). Based on the findings of this study, it is clear that both
augmented reality (H1b) and virtual reality (H1d) are integral parts of the digital
ecosystem, as they lead to more satisfying and productive interactions between
businesses and their customers (Pangilinan, Lukas & Mohan, 2019). This research
supported two hypotheses on the organizational context: social influence (H2a)
and organizational mission (H2b) are critical to the digital transformation of
creative companies. The rise of ICT and social networks has dramatically
impacted people's lives, Smailovic et al. (2018) define social influence as how
individuals feel, think, and act. This finding is consistent with creative goods or
services in creative industries, which focus on providing the correct content or
advertising to the right user and viewer and which attempt to attract readily
accessible and digestible clients (Kim & Chandler, 2018). This study also
recognizes that a company's mission is vital to the success of technologically
advanced companies. Customer (H3a), competitor (H3b), and competitive
pressure (H3c) also play a significant role in the embrace of digital
transformation. According to the above analysis, many creative enterprises have
moved to mobile apps, social networks, live chat, and bot chat. These create a
better customer experience and boost their interactions with the company's target
demographic (Gil-Gomez et al., 2020). Creative companies must use cutting-edge
scientific and technical approaches, increase the productivity of their employees,
and apply proper management practices to thrive. Tripopsakul (2018) shows that
young business owners can compete with cheaper costs by using social media in
company management and consumer communication. This study found that
digital transformation positively correlates with company performance in
Vietnam's creative industries. These include customer engagement (H4a),
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profitability (H4Db), sales growth (H4d), productivity (H4e), and innovation (H4f).
These results agree with Goerzig and Bauernhansl (2018), who showed that
digital transformation enhances high-tech processes, commaodities, and services
while increasing profitability, market share, productivity, and expenses (Huang et
al., 2020). However, digital transformation requires technical expertise (Serban,
2017) and close client contact to enhance satisfaction (Kunz et al., 2017).

In the next part of the study, which determined the dissimilarity of the group from
control variables, the sample was divided into numerous groups, and multigroup
invariance analysis was used in the model. The results demonstrated that the
groups are not invariant, which means that the study findings change between
groups. These findings are different from the study by Chandra and Kumar
(2018), which found no association between business size and the use of
augmented reality in online commerce. Similarly, the size of the company does
not appear to have a statistically significant role in the adoption of Electronic Data
Interchange (EDI); however, the opposite was shown to be true in the acceptance
of ERP and e-Commerce systems (Gangwar et al., 2014).

/. RECOMMENDATIONS

This thesis successfully applied the TOE framework approach to identify factors
affecting the adoption of digital transformation and detect the relationship
between digital transformation adoption and factors of company performance.
Therefore, within the scope of the dissertation, this thesis suggests some
recommendations for creative companies and creative industries to implement
digital transformation more successfully in Vietnam as follows.

First, this framework may help senior management in creative organizations
evaluate which digital technologies are on the leading edge of creative industry
trends to adopt to satisfy client expectations and management operations while
retaining competitive sustainability.

Recommendation 1: Digital transformation strategy of creative
organizations must be based on cutting-edge technological aspects such as
the acquisition and analysis of large amounts of data, augmented reality,
artificial intelligence, virtual reality, digital marketing, and online
advertising.

Second, organizational and environmental elements are crucial for digital
transformation in Vietnam for creative companies. Digital platforms and social
networks have significantly influenced customers' routines and behaviors for
using products and services. It also provides competitive pressure and helps rivals
produce more innovative goods and services. Innovative organizations must
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examine consumer behavior patterns and industry trends to succeed in digital
transformation based on their goal.

Recommendation 2: The digital transformation strategy in creative
companies needs to focus on relevant aspects such as social impact,
organizational mission, client, competitor, and competitive pressure.

Third, the empirical examination indicated that technological elements are
practical except for the blockchain. At the time of the study, blockchain was not
recognized and did not affect digital transformation in Vietnam's creative
industries. Blockchain is widely used in the creative economy for digital assets
such as intellectual property certificates and user identification.

Recommendation 3: In addition to the technical factors of practical
significance for adopting digital transformation in this study, creative
companies should also pay attention to the blockchain factor for developing
digital transformation.

Fourth, the implementation of digital transformation projects is challenging and
expensive. Short-term business goals are complicated. This study found that
financial strength is not a crucial determinant in adopting digital transformation,
proving that financial constraints do not affect innovative companies in Vietnam.

Recommendation 4: The financial strength of creative companies should be
carefully taken care of at the top management level. Digital transformation
projects must have a plan with the proper budget to conduct them in the long
term.

Fifth, digital transformation saves time, increases productivity, allows remote
work, improves consumer engagement, and speeds up information flow via social
networks. Innovative products can be published on social networks to increase
the interaction between publishers and viewers. However, the social community
Is not crucial in adopting digital transformation in this study.

Recommendation 5: Creative companies need to take advantage of the
strengths of social communities to interact, publish, and share innovative
products with users following demographic characteristics.

Sixth, digital transformation requires time and considerable investment
expenditures in the long run, making short-term profitability unlikely. The study
found that the cost reduction element is not a crucial factor in company
performance for creative enterprises, although digital transformation can improve
work processes and decrease unnecessary processes.
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Recommendation 6: Digital transformation of creative companies needs to
consider the cost reduction factor, which is also a key factor in the company
performance measure of enterprises resulting from the high-tech investment.

8. CONTRIBUTION TO SCIENCE AND PRACTICE

This study aims to identify factors based on the TOE framework that affect the
adoption of digital transformation in creative companies in Vietnam, as well as
the influence of the adoption of digital transformation on factors of company
performance.

8.1 Theoretical contribution

From the analysis described above, the theoretical knowledge is contributed to
this study as follows: First, this study contributes to knowledge by expanding an
improved understanding of digital transformation, digital technologies, and the
context of technology, organization, and environment. Second, most earlier
studies in creative industries did not focus on digital transformation, so this study
addresses a research gap by exploring the adoption of digital transformation in
creative industries. Third, this research provides an expansion of the literature on
the TOE framework; therefore, the findings also highlighted that ten key factors
influence the adoption of digital transformation and five vital factors of company
performance are affected by digital transformation; two control variables pointed
out that there is a difference in the study result between groups. Fourth, this study
provides the methodological basis for investigating digital transformation in
creative industries, the specific field of creative industries, other technologies,
industries, and different geographies.

8.2 Practical implication

This study has valuable benefits for the management level of creative companies
in the creative industries, and the research outcome is practical for creative
companies. The findings are a practical implication: First, an in-depth
understanding of the growth of the creative industries in Vietnam relates to
technological, organizational, and environmental aspects, the achieved
advantages, and the driving forces of development. Second, the result of the study
can help policymakers understand creative companies in the business
environment to open relevant policies for high-technology investment in the
creative industries. Third, this study has practical consequences for scientific
communities, readers, researchers, creative firms, and creative industries to
understand how digital transformation affects corporate performance in Vietnam's
creative industries. Fourth, the result of the study provides useful insights to help
the top management of creative companies re-evaluate their corporation and make
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the right decision for innovation and investment in digital technologies to achieve
high firm performance.

8.3 Research limitation

This study fits the context of the creative industries in Vietnam. However, it still
has several limitations that can be resolved and are a chance for future research
as follows: The scope of this empirical investigation focused on only one
developing country, Vietnam, instead of other underdeveloped countries. This
study examined selected factors that influence the proposed research model;
however, upcoming studies should reveal additional factors that would improve
the research framework. The survey focused only on the majority of two cities,
Hanoi City and Ho Chi Minh City, where many creative companies operate, and
a minority of other provinces in Vietnam. This research depends on the subjective
views of top management in implementing digital transformation in Vietnamese
creative companies.

9. CONCLUSION

This dissertation examines an empirical study of the adoption of digital
transformation and its influence on the performance of creative companies in
Vietnam using the TOE framework and SEM analysis. Quantitative research was
conducted to examine the suggested theoretical framework using the SEM
approach to answer research questions, objectives, and hypotheses. As a result,
big data capture and analytics, augmented reality, artificial intelligence, virtual
reality, digital marketing and advertising online, social influence, organizational
mission, customer, competitor, and competitive pressure positively affected the
adoption of digital transformation in creative companies in Vietnam. The
adoption of digital transformation significantly affected customer engagement,
profitability, sales growth, productivity, and innovation. However, multigroup
analysis based on control variables (company size, creative industry fields)
revealed a difference between the analyzed groups, which means the results of
research hypotheses are affected by those variables. From the results analyzed
above, the importance of high technologies has been applied in Vietnam’s
creative industries except for blockchain technology. In addition, the influence of
society, the pressure of competitors, the organization's mission, and the customers
contribute to implementing digital transformation. Therefore, it has brought many
useful values to companies for deciding on the suitable investment, in which
products and services are innovated to meet customer demands, enhance customer
experiences from the digital platform applications, and gain more revenue and
profit.
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However, there are still many limitations, although this dissertation has been
implemented with many attempts. This investigation focuses on Vietnam's
creative industries. Only selected factors are studied in the research framework.
The conceptual framework in Figure 3.1 can be used as a vital research framework
orientation for subsequent studies, so future research should be carried out: First,
the data analysis of the control variables illustrated the different results between
groups in creative industries compared to all of them, so the upcoming studies of
the specific field in creative industries should be conducted. Second, the following
studies should be implemented in other specific technologies, industries, or
different geographies.
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- Developing applications by program languages, such as PHP, C++, and Java.
EDUCATION AND TRAINING

04.2019 — present: Ph.D. student (Tomas Bata University in Zlin, Zlin (Czech
Republic))

- Economics and management, scientific research methodology, etc.

09.2017 — 09.2010: Master’s degree (Open University in Ho Chi Minh City
(Vietnam))

- Business Administration (GPA: 7.31/10).

09.1997 — 02.2002: Bachelor’s degree (The University of Science in Ho Chi
Minh City (Vietnam))

- Information Technology (GPA: 5.86/10).

PERSONAL SKILLS

Mother tongues: Vietnamese. Other Language: English (Listening, Reading,
Speaking, Writing: C1). Best Skills: Communication, writing, leadership, etc.
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