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Abstract

The banking industry reaches more challenges and increasing competitiveness from globalization and integration to the other economies
of the world and in Vietnam, retail banking is a strategic focus for the banking industry. To come over those obstacles, the many
approaches have been applied in which one of them is to identify the customers’ issues and their related problems as their choice
decision, their behavior, types of products, or services. Along with that trend, this study is to identify determinants influencing individual
customers’ decisions for the bank choice in loan purchase in Ho Chi Minh City through the qualitative and quantitative methods with
tools of content analysis, the experts’ consultations, group discussions, and in-depths structured interviews, and surveyed
questionnaires. The findings show that Loan Policy, Price Perception, Service quality, Images and Reputation have a positive impact on
influencing individual customers’ decisions for the bank choice in loan purchase. Also, many managerial recommendations have been

established to bank managers for loan products under the endeavor of single individuals.
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INTRODUCTION

With globalization and integration to the world, the banking
industry reaches more challenges and its growing
competitiveness (Hung, Anh&Binh, 2019) as new entrances and
similarity of services products (Holstius & Kaynak, 1995).
However, in developing and emerging economies,for national
economic development and growththe competitiveness and
efficiencies of the financial sector is a prerequisite (Poshakwale
& Qian, 2011) because banks play a crucial role in the
maintenance of a healthy financial system and national
economics (Ocampo et al.,, 2000). To face those challenges, many
approaches have been applied. One of them is to identify the
customers’ issues and their related problems as their choice
decision, their behavior, types of products or services, etc.

In Vietnam, since the reforms of the banking and financial
system, retail banking is viewed as a growth driver of Vietnam
banks’ interest income (Financial Services, 2019). As defined by
commercial banks, retail banking is a strategic focus and
confirmed by the State Bank of Vietnam, that retail banking plays
a crucial role in banks' business (The Banker, 2019). At the end
of the year 2018, in Vietnam, consumer loans accounted for
17.3% of total outstanding loans in which the total consumer
credit penetration reached 22.4% of GDP. Also, according to
Dung (2018) and the banker (2019), only 15-20% of Vietnam's
population is using the services of banks or non-bank financial
institutions. On the other hand, it means that this market size is
huge because only 15-20% of Vietnam's population is currently
using the services and products of banks or non-bank financial
institutions. Besides, under the report of the General Statistics
Office of Vietnam in 2019 shows that the GDP growth of the
whole year reached 7.02%, of which the finance - banking - the
insurance sector is one of the main drivers. Also, the Vietnam
credit growth in 2019 reached 12.1%, lower than 13.3%
compared with the same in 2018, and this rate is the lowest
growth in the past 5 years (Hai Yen, 2020).

Along with the direction and strategy of the Vietnam State Bank,
retail banking is also selected as a key strategy of the Bank of
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Agriculture and Rural Development of Vietnam (known and
abbreviated by Agribank). To compete in a severe environment,
Agribankhas introduced various policies to care for customers,
especially for individual customers as customer service quality
improvement, incentives, interest rate cuts, simple loan
procedures, etc. In recent years, the development of the
individual credit session of AGRIBANK is slow. Therefore, the
identification and exploration of potential customers’ behavior
and choice decisions are urgent and essential tasks of banks
because it will help banks have suitable strategies and policies to
attract new potential customers and maintain the existing ones
and develop the banks (Aregbeyen, 2011). Therefore, this study
is to identify determinants influencing individual customers’
decisions for the bank choice in loan purchase with empirical
study in Agribankin Tan Phu Branch in Ho Chi Minh City
(hereinafter abbreviated with Agribank - Tan Phu). From the
findings, many managerial recommendations are formulated to
bank managers for loan products under the endeavor of single
individuals.

LITERATURE REVIEW

Understanding consumer behavior and consumer’s buying
behavior

According to Kotler (2001) and Kotler et al.(2012), consumer
behavior study is a vital task because of its great impact on the
decision of marketing strategies of almost every organization.
Consumer behavior is to find out the causes of individuals'
selection, buying or use, and disposal of products, services, and
their different experiences or ideas reaching consumer needs
and wants (Kotler, 2001; Solomon et al,, 2014). In the study of
Mowenand Minor (2003), consumer behavior is known as the
research of purchasing or trading processes relating to the
acquisition, use and disposal of products and/or services and/or
ideas and/or experiences. Also, Peter and Olson (2008) affirms
consumer behavior as “The dynamic interaction of effect and
cognition, behavior and environmental events by which human
beings conduct the exchange aspect of their lives”. Consumer
behavior is defined as the study of customers' psychological and
physical activities on the purchase or the use of products or

1743



mailto:vuminihhieu@vanlanguni.edu.vn
mailto:thanhhoai2612@gmail.com
http://creativecommons.org/licenses/by/4.0/
http://dx.doi.org/10.31838/jcr.07.07.01

DETERMINANTS OF THE BANK CHOICES IN LOAN PURCHASE OF INDIVIDUAL CUSTOMERS - AN EMPIRICAL STUDY IN
HO CHI MINH CITY, VIETNAM

services (Solomon, 2006). In addition, consumer behavior is to
study the demands' satisfaction of its customers (Karsaklian,
2008) and it is the study of the processes concerning individuals
or group's selection, buying, usage or offerings of the products,
services, ideas, or experiences in meeting their needs and wants"
(Solomon et al.,, 2014). In terms of a consumer’s buying behavior,
the social, cultural and personal factors, and cultural factors are
found as the deepest and more influencing factors among others
(Kotler et al,, 2012). As such, a basic issue hiding in the study of
consumer buying behavior is to understand the consumers’ root
reasons of their choice for purchasing/ buying and using the
products and the services. Additionally, consumer behavior is a
dynamic process due to its constant change in their perception,
actions, and thoughts in their lives (Blackwell, Miniard& Engel,
2001; Peter & Olson,2008).

Applications of Theory of Reasoned Action (TRA) and
Theory of Planned Behavior (TPB) in the bank choice of
customers

The Theory of Reasoned Action (TRA) model developed by
Fishbein and Ajzen (1975 ) which origins in the field of social
psychology is defining the links between beliefs, attitudes,
norms, intentions, and behaviors of individuals. In addition, it is
widely applied in a variety of research settings and it has been
used to test differences in pre-adoption and post-adoption beliefs
and attitudes. (Nor, Shanab & Pearson, 2008). In TRA, attitude is
a crucial variable relating to various behavioral domains
(Fishbein & Ajzen, 1975). Besides, the Theory of Planned
Behavior (TPB) (Ajzen, 1991) is an extension of the Theory of
Reasoned Action (TRA) of Fishbein and Ajzen (1975), and Ajzen
and Fishbein (1980). Both TRA and TPB theories posit subject
norms affecting behavioral intention (Fishbein & Ajzen, 1975;
Ajzen & Fishbein, 1980). In the banking industry, there are
various studies proving a significant direct relationship of
attitudes towards behavioral intention (i.e. Eri, 2004; Shih &
Fang, 2004; Ramayabh et al.,2004; Gopi & Ramayah, 2007; Amin et
al, 2011).

Related previous studies on the choice of the customers on
the bank services and bank loan borrow/purchase.

In the study of Anderson, Fox and Fulcher (1976), Convenience,
bank image, friend's recommendations, Interest charges on loans
and other financial considerations are the factors affecting the
choice of the customers on the bank services. In 2001,
Almossawi’s findings of the study, the key factors are determined
in terms of college students’ bank selection as bank’s reputation,
parking space availability, staff friendliness, and ATM availability
and location (Almossawi, 2001). Rehman and Ahmad (2008), the
findings show that the factors affecting the bank choice of
individual customers in Lahore, Pakistan are customer service,
bank convenience, bank facilities, and bank general environment.
Also, in the study of Alina (2010) the impacting factors on the
customers’ bank choice are service diversifications. In the same
year, Rao and Sharma (2010) find out the factors for Delhi’'s MBA
students for selection of banks includes employee courtesy,
parking facility, loyalty programs, brand name, security system,
and low bank fees. Mariam (2011) depicts that, in terms of the
bank choice of the customers for services and products offered
by the banks, convenience/security,promotion strategy, service
provision, bank image, influence, financial benefits, reputation,
and technology. Frangos et al. (2012) show that shop design,
personal marital status, interest rates, and customer service are
the highest influencers of taking loans. In addition, Siddique
(2012) reveals that the most important impacting factors on
customers’ choice of a private commercial bank are customer
services, speed and quality services; bank image, online banking,
and good management. On the other hand, on the side of public
commercial bank customers choose the bank with the low-
interest rates on the loan, branch location, safe investment,
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service variety, and low e-service fees. In the study of Ansah
(2014), customers confirm to choose bank upon the Savings
interest, bank reputation, bank security, loan procedures, bank
longevity, and low service fees. In 2016, as for Bodibe, Chiliya
and Chikandiwa’s study in the Islamic banking services, the
relationships among of the factors like social norms, community
influence, product awareness, and attitude are positive (Bodibe,
Chiliya, & Chikandiwa, 2016), meaning that, they are impacting to
those factors impact on the customer’s choice toward Islamic
banking. Later, Fatah (2018) show the result of the relationships
with the customer’s decision for loan services such as bank loan
policy, service quality, marital status, and security are highly
positive.

In Vietnam, there are many studies on the customers’ bank
choice as Giao and Dat (2014) Bao (2015), Huy (2015), Lan
(2015), Nam and Van (2015), Chanh (2016), and Nguyen and
Lien (2019). Giao and Dat (2014) identifies factors which make
older clients pay their interests in bank choice are staff quality,
price; prestige; experience; facilities; preferential treatment; and
consultation. In addition, Nam and Van (2015) confirm factors
influencing affecting individual bank's choice of bank as benefits
from products - services bank staff, bank reputation,
convenience, tangible, influence, and finally marketing. In the
study of Bao (2015), the results show that there are 4 factors as
Product characteristics, convenience; Loan Conditions influences
to individual borrowers' decision on loan borrowing. And Huy
(2015) suggests that the factors impacting the bank choice
decision for personal loans include convenience, banks' credit
policies, relationships’ impacts, service qualities, and the bank
image and reputation, the marketing policy, and the bank service
fee. In addition, Lan (2015) confirms there are seven factors
affecting individual customers’ decisions on loan borrow
comprising loan procedures, interest rates, bank media, bank
staff, service styles, bank brands, and bank convenience.
Furthermore, in the study of Chanh (2016), the study results
show six factors like types of loans, procedures, processing time,
bank locations, the bank and customers’ relationships, interest
rates, the bank size, and staff impact on the decisions of
individual customers and business households in borrowing
bank loans. In 2019, Nguyen and Lien finds the factors
influencing to borrow credit of household business’s decision
include brand names of the bank, interest rates, service attitude,
and loan procedures (Nguyen & Lien, 2019)

Suggested research model and hypothesis

LOAN POLICY

PRICE PERCEPTION

) ‘ J
SERVIERQUALITY THE DECISION ON BANK

CHOICE OF INDIVIDUAL
CUSTOMERS ON LOAN
PURCHASE

IMAGE & REPUTATION

COMMUNICATION &
PROMOTION POLICIES

BANK CONVINIENCE

Figure 1. Suggested research model
Source: Own (2020)

After the above analysis, the hypotheses of the study are formed
as follow:
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. Hypothesis H1: Loan policy has a positive influence the
decision on the bank choice of the individual customers on loan
purchase at Agribank - Tan Phu.

. Hypothesis H2: Price perception has a positive (+) effect on
the decision on the bank choice of the individual customers on
loan purchase at Agribank - Tan Phu.

. Hypothesis H3: The service quality impacts positively on
the decision on the bank choice of the individual customers on
loan purchase at Agribank - Tan Phu.

. Hypothesis H4: The bank’s image and reputation affect
positively the decision on the bank choice of the individual
customers on loan purchase at Agribank - Tan Phu.

. Hypothesis H5: The marketing communication and
promotion policies have a positive (+) influence on the decision
on the bank choice of the individual customers on loan purchase
at Agribank - Tan Phu.

. Hypothesis H6: The bank convenience has a positive (+)
effect on the decision on the bank choice of the individual
customers on loan purchase at Agribank - Tan Phu.

RESEARCH METHODLOGY

The secondary data and primary data from the three sessions
from qualitative and quantitative methods have been employed
to achieve the study objective as follows:

In the first session, qualitative methods with 2 techniques have
been used. First of all, the authors conduct the content analysis of
which relates to the factors influencing individual customers’
decisions for the bank choice in loan purchase from the relevant
literature and studies in the publications as journals, websites,
books, and others. Later, the 6 group discussions and 4 in-depths
structured interviews with 25 persons, including 5 experts in the
banking industry, 6 bank’s managers/ heads of departments and

FINDINGS AND DISCUSSIONS
Findings and discussion

14 individual customers who come for loan purchase at Agribank
- Tan Phu to gain a deep understanding of the measurement
scales (observed variables) and the hidden issues which are not
presented in the questionnaires.

In the second session, the authors use the quantitative method
via the tools of the questionnaires survey. Based on the results of
the first session, the questionnaire has been developed as the key
tool to collect data. The content of the questionnaire has been
adapted from previous works of literature on the related topics
Later, three pilot tests of the questionnaire have been
implemented with 10 customers to check comprehensibility and
gain feedbacks to enhance the questionnaire’ clarity before
conducting on the broad scale. In terms of the sampling
technique, the study employs a convenient sampling method. 250
survey questionnaires have been delivered and 248 responses
have been collected. After filtering, 9 responses have been
rejected. Thus, the valid sample size for the study is n = 239. The
sample size is determined at 239 because sample size is defined
by Hair et al. (2006) as N = 5*items (where items are for
observations). More of that, Tabachnick&Fidell (2001, 2007)
depicts the sample size should be as N = 8*var + 50 where var is
independence variables.

The third as the last session is the data analysis and consultation
of the results with experts and 3 in-depth interviews. The data is
processed and analysed with statistical modes as Cronbach’s
Alpha, EFA, T-Test, ANOVA, etc. After all, the experts’
consultation is done to present the results and get results
consultations and recommendations for any adjustment if
possible. More of that, the three in-depth interviews with bank
managers/ heads of departments on the findings are to present
and seek the confirmation of the results.

Table 1. Demographic analysis result

Items Frequency Ratio (%)
Gender

Males 110 46.0
Female 129 54.0
Age range

From 18 to 25 17 7.1
From 26 to 35 103 43.1
From 36 to 45 97 40.6
More than 46 22 9.2
Employment

Public servants 43 18.0
Office worker 97 40.6
Business owners 34 14.2
Self-trader/ self-employed 43 18.0
Retired 22 9.2
Education

High school 44 18.4
Vocational/ 3-years college 107 44.8
Undergraduate 59 24.7
Postgraduate 29 12.1
Income

Under 5 mil. VND 88 36.8
From 5 mil to <10 mil VND 115 48.1
From 10 mil to < 15 mil VND 30 12.6
More than 15 mil VND 6 2.5

Source: Own (2020)
In the evaluation of the reliability of scales by Cronbach's Alpha,

the results show that Cronbach's Alpha of the scales is in the
acceptable range and this proves that the used scales are good
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for measurement. Also, the variables IRN1 and BCE4 reaching the
correlation coefficients lower than 0.3 and equal to 0.288; 0.011,
therefore, 2 of them have been removed.
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Table 2. Cronbach’s Alpha results for the scales

. Scale Variance if Item | Corrected Item - Total | Cronbach’s Alpha if
ftems Scale Mean if Item Deleted Deleted Correlation Item Deleted
Loan policy - LPY (Cronbach’s Alpha = 0.789)

LPY1 11.812 5.414 0.630 0.721
LPY2 11.808 5.375 0.606 0.733
LPY3 11.887 5.697 0.555 0.758
LPY4 11.904 5.407 0.600 0.736
Price perception - PPN (Cronbach’s Alpha = 0.834)
PPN1 7.975 3.050 0.617 0.843
PPN2 7.720 2.698 0.736 0.728
PPN3 7.728 2.728 0.735 0.730
Service quality - SQY (Cronbach’s Alpha = 0.805)
SQY1 15.510 5.251 0.650 0.748
SQY2 15.498 5.360 0.692 0.735
SQY3 15.573 5.725 0.558 0.777
SQY4 15.427 5.842 0.530 0.786
SQY5 15.297 6.285 0.528 0.786
Image and Reputation - IRN (Cronbach’s Alpha = 0.813)
[RN2 6.858 4.543 0.690 0.717
IRN3 6.837 4.490 0.689 0.717
IRN4 6.950 4.787 0.614 0.794
Communication and promotion policy - CPP (Cronbach’s Alpha = 0.725)
CPP1 7.741 2.664 0.432 0.765
CPP2 7.464 2.099 0.632 0.528
CPP3 7.397 2.224 0.586 0.589
Bank convenience - BCE (Cronbach’s Alpha = 0.752)
BCE1 8.159 2.202 0.620 0.624
BCE2 7.766 2.256 0.557 0.697
BCE3 7.908 2.269 0.565 0.687
Decision on the bank choice - DBC (Cronbach’s Alpha = 0.859)
DBC1 7.021 1.298 0.721 0.819
DBC2 6.561 1.457 0.690 0.842
DBC3 6.803 1.377 0.799 0.746
Source: Own (2020)
The results show that all observations having the Alpha and it is appropriate to proceed into the next EFA analysis. And
coefficients and the total Correlation are satisfactory. This proves the below is the results of EFA of the independence factors.

that the measurement scales used in the model reach reliability

+ Rotated Component Matrix?

Component
1 2 3 4 5 6

SQY2 .815
SQY1 .788
SQY3 .743
SQY4 .684
SQY5 1622
LPY1 824
LPY2 763
LPY3 715
LPY4 679
PPN3 .857
PPN2 .843
PPN1 .784
[RN3 .824
[RN4 .809
[RN2 .797
BCE1 .825
BCE3 .810
BCE2 .792
CPP2 .848
CPP3 .838
CPP1 .686
Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
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Here is the result of dependence factors

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
JComponent Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2.350 |78.341 78.341 2.350 [78.341 78.341
2 1406 13.536 91.877
3 .244 8.123 100.000
Extraction Method: Principal Component Analysis.
Component Matrix?
Component
1
DBC3 .918
DBC1 .878
DBC2 .859

Extraction Method: Principal Component Analysis.
a. 1 components extracted.

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 712
Bartlett's Test of Sphericity Approx. Chi-Square 344.457
df 3
Sig. .000
Communalities
| Jinitial Extraction
DBC1 1.000 770
DBC2 1.000 738
DBC3 1.000 .842

Extraction Method: Principal Component Analysis.

The results point out all 3 observed variables extracted had
Factor loading over 0.5 and met the requirements when
analyzing the discovery factor. The EFA results show that the
independent and dependent variables in the model have both
acceptable convergence and discriminant values which are
eligible to conduct an analysis of the next steps.

In testing models and research hypotheses, The results show a
regression analysis between the independent and dependent
variables having the adjusted R2 value is 52.3% (> 50%). This
proves the explanatory ability of the independent factors reaches
the explanation of 52.3% variation in the data of the dependence
factor. Furthermore, the F test for the sig. <.05 proves that the
regression model is appropriate.

Table 3. Model summary

Model R R2 Adjusted R Square Std. Error of the Estimate Durbin - Watson
1 0.7312 0.535 0.523 0.39183 1.523
a. Predictors: (Constant). BCE.PPN.CPP.IRN.SQY. LPY
b. Dependent Variable: DBC
Table 4. ANOVA
Model Sum of Squares df Mean Square F Sig.
R . 40.952 6 6.825
egression
44.455 0.000°
1 Residual 35.620 232 0.154
76.572 238
Total

a. Dependent Variable: DBC
b. Predictors: (Constant). BCE. PPN. CPP. IRN. SQY. LPY
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Table 5. Coefficients?

|unstandardized Standardized
Ivodel Coefficients Coefficients " Sig.
IB Std. Error |Beta
1 (Constant)  [534 322 1.661 098
LPY 101|039 134 2574|011
PPN 097|035 138 2733|007
SQY 449|048 461 9.402 000
IRN 147 028 1265 5.214 [000
Cpp 1021 [037 -.027 -574  [566
BCE 018 [037 -.023 -499  |[618

a. Dependent Variable: DBC
Source: Own (2020)

The results of the regression estimates show that the significance (PPN, Service quality (SQY), and Image and Reputation (IRN) are
level of communication and promotion policy (CPP) and bank all valid of Sig. <.05 and the adjusted 8 of these variables show
convenience (BCE) factors respectively are 0.566 and 0.618 that they have a positive effect on the dependent factor at 0.134;
(both are higher than 0.05), hence, these two variables are not a 0.138; 0.461; 0.265 accordingly.

linear relationship with the dependent factors. Price perception

Table 6. Coefficients?

Unstandardized Standardized
Coefficients Coefficients
[Model 1B Std. Error Beta t Sig.
1 (Constant) 1536 322 1.661 .098
LPY 101|039 134 2.574 011
PPN 097 |o3s 138 2.733 007
SQY 449|048 461 9.402 000
IRN 1147 1028 265 5.214 000
CpP -.021 037 -.027 -.574 566
BCE 018 [037 -.023 -.499 618

b. Dependent Variable: DBC

Table 7. Result of Collinearity Statistics

Unsta}n.dardlzed Stand.a.rdlzed t Sig. Collinearity Statistics
Coefficients Coefficients
Model
B Std. Error Beta Tolerance VIF
Constant .536 322 1.661 .098
LPY 101 .039 134 2.574 .011 742 1.347
PPN .097 .035 .138 2.733 .007 .788 1.269
1 SQY 449 .048 461 9.402 .000 .834 1.199
IRN 147 .028 .265 5.214 .000 776 1.289
CPP -021 .037 -.027 -574 .566 930 1.076
BCE -018 .037 -.023 -499 .618 949 1.054

Source: Own (2020)

The result shows there is no endogenous or multicollinearity and heteroscedasticity in the model.
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Table 8. Correlation among independent variables and residuals

Correlations
Spearman's rho Standardized by PPN SQY IRN CPP BCE
Residual
) Correlation 1.000 1001 1009 1022 003 1019 |.011
Standardized Coefficient
Residual Sig. (2-tailed) 990 887  |731  |965 776 861
N 239 239 239 239 239 239 239

** Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
Source: Own (2020)

The results depict that there is no correlation between the
independent factors and the residuals. Therefore. there is no
endogeneity in the model. In summary, from the above test
results, it shows that the regression model does not violate the
necessary assumptions in linear regression and the model

After the analyses of the regression and suitability of the model,
it is concluded that there are 4 independent factors having linear
relationships with the dependent factor. They are Loan policy
(LPY), Price perception (PPN). Service quality (SQY).Image and
reputation of the bank (IRN). As a consequence, the research

reaches reliability.

hypothesis is concluded as following:

Table 9. Conclusion for the hypothesis

Hypothesis Content Sig. Result
Loan policy has a positive influence the decision on the bank choice of the

H1 individual customers on loan purchase at Agribank - Tan Phu 011 Accepted
Price perception has a positive (+) effect on the decision on the bank choice of the

H2 individual customers on loan purchase at Agribank - Tan Phu 007 Accepted
The service quality impacts positively on the decision on the bank choice of the

H3 individual customers on loan purchase at Agribank - Tan Phu 000 Accepted
The bank’s image and reputation affect positively the decision on the bank choice

H4 of the individual customers on loan purchase at Agribank - Tan Phu 000 Accepted
The marketing communication and promotion policies have a positive (+)

H5 influence on the decision on the bank choice of the individual customers on loan | .566 Rejected
purchase at Agribank - Tan Phu

H6 The Ba.mk.t:(.)nvemence has a positive (+) effect on the decision on the bank choice 618 Rejected
of the individual customers on loan purchase at Agribank - Tan Phu

Source: Own (2020)

Recommendations for the Bank

According to the analysis result, the factor of service quality is
the directions of consumers in general and especially for
individual customers in banking.Therefore.information related to
loan policy or marketing programs or promotions of the bank
should also be convenient and accessible for customers. In
addition, customer care and customer service system should also
be paid attention to. Besides understanding and creating
favorable conditions for customers to comment, improvements
on the bank's loan services will make the bank's services better
meet the needs of customers. There are some recommendations
as below:

In the aspect of "Image and reputation of the bank", as the shown
result, the factor "Image and reputation” has a second influence
on the choice of the bank for loan purchase borrowing decision of
the individual customers Agribank - Tan Phu Branch
(Standardized B = 0.265). This proves that Agribank - Tan Phu
needs to care to the investment in designing and development

Journal of critical reviews

the facilities of transaction offices in a convenient and modern
manner to make customers feel comfortable.

Regarding "Price Perception”, the bank interest rates are always
a concern for all of the customers who intend to have loan
purchase at banks. The bank's Board of directors should have a
reasonable plan to focus on the potential segment of customers
because each segment has different types of needs. More of that,
the flexible interest rates and various payment methods should
be set up depending on the loan product or on the loan duration
of the customer. The adjustment of low-interest rate range is also
a way to reduce interest rates for many borrowers.

Concerning the "Credit policy”, Agribank - Tan Phu should re-
organize credit activities toward the workflow processes in a
professional manner. A credit support Team should be opened to
implement relevant procedures to show professionalism and
secure customers with the service. More of that, inter-
department cooperation should be designed to simplify
documents and procedures.In addition.the customers’
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information must always be kept confidential and security
because it will not only bring customers' trust to the bank but
long-term customer engagement to the bank as well.

CONCLUSIONS AND LIMITATIONS

The study objective is to identify determinants influencing
individual customers’ decisions for the bank choice in loan
purchase with empirical study in AGRIBANK in Tan Phu Branch.
The results show that Loan Policy (LPY), Price Perception (PPN),
Service quality (SQY), Images and Reputation (IRN) have a
positive impact on influencing individual customers’ decisions
for the bank choice in loan purchase. This research result is
consistent with the results of Frangos et al. (2012), Zulfigar et al
(2014), Giao et al (2014) and Nam et al (2015). The results of this
study will provide practical and scientific foundations for the
Board of Directors of Agribank - Tan Phu in the establishment of
policies to maintain and develop individual customers at present
and in the near future. The limitation of the study is on the
examined factors because there are many other factors which are
not included to be examined.
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