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Abstract 

The banking system provides a number of important functions for the economy and is also the lifeblood and financier of the economy in 
each country. Large amounts of idle money have not been exploited by banks; however, banks still depend on loans, including loans from 
foreign banks, to meet the growing demand, as such, for banks, the cost of capital is high, the stability and business efficiency are low and 
banks have not promoted their internal resources to grow steadily. To achieve the goal, this research analyzes the factors affecting the choice 
of bank for the deposit decisions of customers in Vietnam. The study used a sample data of 250 individuals and SPSS software was used to 
analyze the data. The results showed that customer policy has a positive effect on customers’ deposit decisions in a bank, and this is new 
evidence regarding behavioral theory in the case of Vietnam. Results further demonstrated that other factors such as employee image, brand, 
interest rate, relative influencing, and transaction time positively impact the choice of bank for the deposit decisions of customers. However, 
the bank’s promotion strategies had no impact on the choice of bank for the deposit decisions of customers. Besides, employee image is the 
most influential factor in the deposit decisions, followed by the bank’s brand and interest rate.
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banking activities and is the basis for the bank to conduct 
lending, investment, and reserve activities that bring profits 
to the bank (Yavas, Babakus, & Karatepe, 2013; Chigamba 
& Fatoki, 2011; Dao et al., 2020). To obtain this source, 
the bank needs to conduct capital mobilization activities, 
in which mobilization of deposits activity is particularly 
important. However, the deposit mobilization activity of 
banks now faces many difficulties such as fierce competition 
from other entities in the economy that also conducts deposit 
mobilization activities (Denton & Chan, 1991; Yavas, 
Babakus, & Karatepe, 2013; Chigamba & Fatoki, 2011).

Large amounts of idle money have not been exploited by 
banks; however, banks still depend on loans, including loans 
from foreign banks, to meet the growing demand, as such, for 
banks, the cost of capital is high, the stability and business 
efficiency are low and banks have not promoted their internal 
resources to grow steadily (Yavas, Babakus, & Karatepe, 
2013; Chigamba & Fatoki, 2011). Attracting capital at a high 
cost leads to low stability, limits profitability, and at the same 
time put the bank at risk of interest rate risks. Liquidity risk 
can lead to instability in the entire financial system (Truong & 
Pham, 2011; Tran, 2012). In the market today, there are many 
different investment channels with different levels of profit 
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1. Introduction

The banking system plays an important role in an 
economy’s performance and is the lifeblood of the economy. 
Mobilized capital contributes significantly to banks’ growth 
and efficiency. Specifically, mobilized capital is crucial for 
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and risk; however, there are still many people who choose to 
invest their savings in bank deposits, although the interest rate 
on such deposits is not attractive (Nguyen, 2011; Moradzadeh 
et al., 2014). Moreover, there is increasing competition among 
commercial banks and non-banking entities such as insurance, 
mutual funds, post office, and treasury bonds in mobilizing 
capital. Hence, customers have many options to invest their 
financial resources, as such, to attract capital (mobilize 
customer savings), banks use appealing advertisements and 
undertake marketing and promotion programs to influence 
customers to deposit their savings with them

To achieve the goal, this research analyzes the factors 
affecting the choice of bank for the deposit decisions of 
customers in Vietnam. In particular, as a new concept, this study 
analyzes customer policy as a factor that impacts customers’ 
deposit decisions in a bank. With a series of economic and 
political reforms, Vietnam has now become a “socialist-
oriented market economy” which is characterized by openness 
to trade and foreign investment.  There are nearly 100 banks 
including local banks and branches of foreign banks operating 
in the territory of Vietnam, of which there are four state-owned 
commercial banks, also known as the “Big 4” banks, including 
Vietcombank, VietinBank, BIDV, and Agribank. To conduct 
this research, we selected Vietinbank in Ho Chi Minh City, 
Vietnam. In the context of the banking system, Vietinbank 
is one of the major banks, and the bank has continuously 
promoted its strengths in the currency trading field and well-
implemented business strategies. The bank dominates in 
the corporate customer segment; however, recently with the 
increasing competition, this segment is no longer attractive 
to banks. Currently, the people of Vietnam have enough idle 
money; however, this segment has not been paid enough 
attention, therefore, banks are now focusing on them.

The remaining of this paper will be organized as follows: 
In Section 2, we discuss the literature review. In Section 
3 and Section 4, we discuss data selection, methodology, 
and results. In Section 5 we further analyze and discuss the 
results, and Section 6 includes the conclusion.

2. Discussion on Behavioral Theories

2.1. Theory of Reasoned Action (TRA)

As shown in Figure 1 below, it is Theory of Reasoned 
Action (TRA) and was developed in 1967 and further discussed 
by Ajzen and Fishbein (1980). Theoretically, TRA indicates 
that the trends of consumption are known as the best predictor 
of consumer buying behavior. Furthermore, the factors that 
contribute to consumer buying behavior are attitude and 
subjective standards of consumers. Attitude is measured by 
awareness of the properties of the products while subjective 
factors can be measured by people related to consumers such 
as family, friends, colleagues, who like or dislike them (Keng 

et al., 2014; Tran and Vu, 2019). The stronger level of intimacy 
of people involved with the consumer, the greater influence on 
consumer buying behavior. 

2.2. Theory of Planned Behavior (TPB)

As shown in Figure 2, the Theory of Planned Behavior 
(TPB) was introduced and improved by Ajzen’s Rational 
Acton Theory. Further, in the consumer buying behavior 
theory, in addition to the two main factors (personal attitudes 
and subjective standards) that influence consumer buying 
behavior, another factor that influences consumer buying 
behavior is cognitive behavior control. In addition, cognitive-
behavioral control depicts how easy or difficult, it is to show 
a behavior and whether it is controlled or restricted.

2.3. Theory of Buyer Behavior (TBB)

Howard’s and Seth’s (1969) Theory of Buyer Behavior 
(TBB) also known as the Howard-Sheth model, and to be 
one of the most comprehensive models of consumer buying 
behavior. It is likely to use the concept of stimulus-response 
to explain buyer’s brand choice behavior over the period 
of time. In addition, the stimulus inputs or input variables 
refer to the stimuli in environment, and they take the form 
of informative cues about the product and service offering. 
These information cues could relate to quality, price, 
distinctiveness, service, and availability. Other factors that 
can significantly influence consumers’ buying behavior are 
cultural, social, and religious factors as well as consumers’ 
financial position, personality, and lifestyle.

Source: Ajzen (1991)
Figure 1: Theory of Reasoned Action

Source: Ajzen (1991)
Figure 2: Theory of Planned Behavior
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2.4. The Consumer Decision Model (CDM)

The consumer decision model is known as the Blackwell, 
Miniard, and Engel, was developed in 1968 by Blackwell, 
Miniard, and Engel (2006) and has been revised several 
times. In the model, the consumer decision-making process 
includes four components such as input, information 
processing, decision-making process, and variables affecting 
the consumer’s decision- making process. The decision-
making process of customers is a continuous process 
from recognizing needs, gathering information, reviewing 
options, making purchasing decisions, and evaluating after 
purchasing.

3. Literature Review and Hypotheses

3.1. Literature Review

Determinants of bank selection criteria and bank 
preferences of bank have been investigated across the world. 
As shown in Anderson et al. (1976) who use “determinants 
attribute analysis” in a survey in the USA, stated that 
convenience customers selected recommendation by friends 
as the most important factors, followed by reputation, 
location, friendliness of bank staff, and service charges. 
Whereas, service customers ranked availability of credit as 
the main factors, followed by reputation, recommendation by 
friends, friendliness of the staff, and interest charged on loans. 
In a study on Polish banks, Kennington, Hill, and Rakowska  
(1996) investigated the selection criteria applied by Polish 
consumers, and concluded that major factors such as bank’s 
reputation, prices, and services should be considered when 
devising strategies to attract more customers in the new 
free economy. Furthermore, this study also indicates that 
Polish banks were conservative when using a new financial 
product, therefore, they were slowly changing in a positive 
way. Similarly, Devlin (2005) in a study in the UK, described 
that UK banks offer a wide range of incentives and product 
ranges, which are recommended by many customers to their 
relatives and friends. Moreover, the location of the bank also 
has a significant influence on the decisions of customers.

Denton and Chan (1991) investigated multiple banking 
behavior in Hong Kong and found that banking system is 
widespread and is influenced by factors as convenience in 
terms of the number of branches, risk reduction, automatic 
teller machines (ATMs0, the relative advantage of selected 
banks, need for credit and credit cards, prestige, and 
special circumstances. Chigamba and Fatoki (2011) studied 
commercial bank choice among university students in 
South Africa and showed that the most influencing factors 
affecting the decision to choose a bank include the quality of 
service and convenient transaction location. In contrast, the 
price and marketing strategy of the bank had little influence 

on the decision to choose a bank. Abbam, Dadson, and Say 
(2015) empirically analyzed bank choice in Ghana based on 
509 customer surveys. The results showed that the quality 
of service affects the customer’s choice of bank, followed 
by a convenient ATM location. The customers would like 
to deal with banks that provide ATMs facilities so that 
they can enjoy banking services during the late hours of 
the days and weekends. Similar to Chigamba and Fatoki 
(2011), factors that have little influence on a customer’s 
bank choice decision include service fees, opening time of 
the bank, and the number of tellers (Abbam, Dadson, & 
Say, 2015).

Finger and Hesse (2008) empirically examined the 
demand for commercial bank deposits in Lebanon. At the 
macro level, they found that domestic factors as economic 
activity, prices, and the interest difference between the 
Lebanese pound and the US dollar are significant in 
explaining deposit demand. At the micro level, they found 
that besides, bank-specific factors as the perceived riskiness 
of individual banks, loan exposure, liquidity buffers, access 
to credit, interest rates, and interest margins, bear a significant 
influence on the demand of deposits. Further, Yavas, 
Babakus, and Karatepe (2013) in their research on banks in 
the US and based on a survey of 400 individual customers, 
demonstrated that the consumer buying behavioral model 
comprises three components such as research, trust, service 
fees, and a new banking service. In addition, trust factors 
include confidential customer information, bank’s adoption 
of scientific and technical advances, and bank governance 
while experience factors friendliness, the experience of the 
staff, speed of decision making, and the bank providing 
services promptly.

Moradzadeh et al. (2014) ranked main factors 
influencing the selection of customers in depositing their 
finance in the bank. In this study, Moradzadeh et al. (2014) 
categorized the causes and aggravating factors affecting 
customer orientation to the depository. Using a sample 
data of 121 observations collected on the primary data and 
using Friedman test, results show that interest rates, quality 
of banking services, diversity of services, facilities, the 
attitude of the bank staff, and electronic banking services, 
the number of branches, and bank locations, the beauty of 
the banks have significantly impact on customer orientation 
to the depository in banks. Adem (2015) studied the impact 
of bank’s location, work experience, and information 
technology techniques on the capital mobilization by 
commercial banks in Ethiopia by interviewing 180 bank 
clients and according to logit binary regression method, 
results indicate that work experience of employee had a 
little bit influence on the ability of banks to raise capital 
while the investment in information technology had a great 
influence on commercial bank savings. 
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3.2. Research Hypotheses

With the aim to consider the factors affecting the 
choice of banks for the deposit decisions of customers 
in Vietnam, in this study, we will further discuss the six 
main factors such as the bank’s promotion strategies, 
employee image, brand, interest rate, relatives influence, 
and transaction time. In particular, as a new concept, this 
study analyzes customer policy as a factor that impacts 
customers’ deposit decisions in a bank. Figure 3 describes 
the research model:

3.2.1. Employee Image

According to Anderson et al. (1976) and Almossawi 
(2001), the most important criteria for bank selection 
among university students in Bahrain is employee 
image. Tran (2012) analyzed factors affecting the level 
of depositors’ satisfaction in Vietcombank, in Long An 
province in Vietnam. He found that the satisfaction of 
depositors depends on the employee image and quality 
of services of Vietcombank. Therefore, to attract more 
depositors, the bank needs to pay attention to the employee 
image and quality of services to attract deposits from 
customers. Nguyen (2011) stated that in banking business 
activities, customers often interact with and deal with 
bank employees, as such, the attitude and working style of 
employees have a robust influence on the reputation, and 
image of banks. In addition, factors as knowledge, service 
attitude, experience, appearance, staff, and ability to follow 
customers can affect the quality of services (Mukherjee et 
al., 2017; Tran, 2012).

3.2.2. Bank’s Brand

Kennington, Hill, and Rakowska (1996) showed that factors 
such as bank reputation, price, and service do affect Polish 
banks’ decision to deposit.  They concluded that reputation, and 
pricing concerns are more important to customers in the case of 
Poland, who are gradually adapting to the emergence of private 
banks. Additionally, brand image has a more specific effect on 
the perceptions of product and service quality of customers. 
Brand image also indicates the social image, which is the added 
value that explains why people buy or use that brand.

3.2.3. Interest Rate

According to the studies by Finger and Hesse (2008), 
Yavas, Babakus, and Karatepe (2013), Moradzadeh et al. 
(2014), and Tran (2012), the interest rate factor is the most 
influencing factor on the customers’ deposit decisions in a 
bank, followed by the convenience factor, bank’s promotion 
strategies, influence of relatives, bank image, employee 
image and finally transaction time.

3.2.4. Relatives’ Influence

According to the studies by Abbam, Dadson, and Say 
(2015) and Tran (2012), the influence of relatives can 
positively influence the depositors’ (customers’) behavior 
who are likely to have trust in that bank and decide to deposit 
their savings in that bank. Further, Abbam, Dadson, and Say 
(2015) suggested that the introduction by family and friends 
could easily help customers have a better understanding of 
the products and other services of the bank.

3.2.5. Transaction Time

As shown by Devlin (2005) when customers carry out 
activities related to money (their money as savings in the bank), 
they are also interested in simplicity, quickness of the transaction, 
and saving time. When a customer visits a branch, they want 
to be engaged, receive personal attention, and not have to wait 
around to be noticed by the bank staff. When customers need 
to carry out some transactions, they may have to follow many 
procedures. As such, when a customer feels that all these would 
take a long time, they will feel irritant, thereby creating a bad 
impression for the bank. If the transaction time is lower, it will 
save time for customers and satisfy customers, thereby creating 
favorable conditions for banks in capital raising activities.

3.2.6. Bank’s Promotion Strategies

Tran (2012) had shown that attitude towards marketing 
and promotion strategies of banks influences consumer 
brand desire. In addition, customers have a good attitude, 
and are also interested in the promotion program of either Figure 3: Proposed Research Model
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product or brand, they are willing to recognize the presence 
of that product or brand, and recognize the difference it from 
other products, brands, and when in demand, the ability to 
select that particular product of brand is high.

3.2.7. Customer Policy

Theoretically, a new customer is the source of life for any 
store and business. Therefore, policy of customer has become 
one of the most important factors and requires lots of investment 
regarding effort and financial resources. In addition, customer 
policy is not just about selling to customers the products and 
services, it requires businesses to create absolute satisfaction 
for customers with their products and services.

H1: The image of an employee influences customer 
choice of commercial banks for their deposit decisions (+)

H2: Factors of bank brand influences customer choice of 
commercial banks for their deposit decisions (+)

H3: The interest rate factor influences customer choice 
of commercial banks for their deposit decisions (+)

H4: Relatives influence impact customer choice of 
commercial banks for their deposit decisions (+)

H5: The transaction time influences customer choice of 
commercial banks for their deposit decisions (+) 

H6: The bank’s promotion strategies influence 
customer choice of commercial banks for their deposit 
decisions (+)

H7: The customer policy influences customer choice of 
commercial banks for their deposit decisions (+) 

Deposit decision = f (Employee image, bank brand, bank 
brand, relative influence, transaction time, bank’s promotion 
strategies, customer policy)

3.3. Variables Selection

Table 1: The Variables Development

Encode Criteria Reference

 EMPLOYEE IMAGINE  
HANV1 Professional Staff Tran (2012)

HANV2 Friendly attitude of the employee Denton and Chan (1991), Laroche, 
Rosenblatt, and Manning (1986)

HANV3 Good consulting-skilled staff Tran (2012)

HANV4 Employee has a logical working process. Denton and Chan (1991), Laroche, 
Rosenblatt, and Manning (1986)

HANV5 Employees build trust with customers. Denton and Chan (1991), Laroche, 
Rosenblatt, and Manning (1986)

 BANK’S BRAND  
THNH1 High reputation in the market Anderson et al. (1976)
THNH2 Big brand in the market Anderson et al. (1976)
THNH3 Long operation in the market Anderson et al. (1976)
THNH4 Well-known bank Anderson et al. (1976)
THNH5 The  bank is state-owned Anderson et al. (1976)
 INTEREST RATE  

LS1 Interest rate changes promptly compared to market interest rates Kennington, Hill, and Rakowska  
(1996). 

LS2 A bank has many interest rates to choose Kennington, Hill, and Rakowska  
(1996). 

LS3 A bank has a suitable method of interest payment Kennington, Hill, and Rakowska  
(1996). 

LS4 A bank has clearly and publicly announced interest rates Kennington, Hill, and Rakowska  
(1996). 
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Encode Criteria Reference

LS5 Interest rates are attractive Kennington, Hill, and Rakowska  
(1996). 

 RELATIVES INFLUENCE  

AHNT1 Advice from family members to save in a bank Devlin (2005)

AHNT2 Advice from friends and colleagues to save in a bank Devlin (2005)

AHNT3 Have family members working in a bank Devlin (2005)

AHNT4 Having family members saving in a bank Devlin (2005)

AHNT5 Many friends and colleagues are depositing money in a bank Devlin (2005)

 TRANSACTION TIME Abbam, Dadson, and Say (2015)

TGGD1 Transaction procedure is simple and easy to understand Abbam, Dadson, and Say (2015)

TGGD2 A bank resolves complaints quickly and satisfactorily Truong and Pham (2012) 

TGGD3 Transaction time is fast Truong and Pham (2012) 

TGGD4 Transaction staff responds well to customer’s needs Truong and Pham (2012) 

TGGD5 Every person who goes to the bank, the transaction is arranged in the 
correct order. Abbam, Dadson, and Say (2015)

 BANK’S PROMOTION  

HTCTNH1 A bank has an impressive advertising Tran (2012)

HTCTNH2 A bank has many promotions Tran (2012)

HTCTNH3 The image of the bank appears everywhere Tran (2012)

HTCTNH4 A bank’s advertising programs are uniform and synchronized Tran (2012)

HTCTNH5 A bank has branches all over the country Tran (2012)

 CUSTOMER POLICY  

CSKH1 A bank has an interest rate support program for savings customers 
when they need to borrow money. Author’s development

CSKH2 A bank has a gift-giving program for customers who come to deposit 
their savings, depending on each program and the savings amount. Author’s development

CSKH3 Attentive VIP customer care with a wide range of banking services and 
comprehensive financial solutions. Author’s development

CSKH4 A bank always cares and calls to inquire and ask customers about 
service quality Author’s development

CSKH5 A bank has gifts to congratulate customers on the occasion of Tet 
holidays, customer birthdays, etc. Author’s development

 SAVING DEPOSIT DECISION Author’s development

QD1 A bank is always the first choice when sending money Author’s development

QD2 I fully trust when sending money Author’s development

QD3 I will recommend to my relatives and friends to send money Author’s development

Table 1: (Continued)
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Additionally, Kaiser-Meyer-Olkin (KMO) test is a 
measure of how suited the data is for factor analysis. A unit 
KMO is a ratio between the square of correlation of variables 
and the square of partial correlation of variables. The value of 
a large KMO from 0.5 to 1 is significant for factor analysis, 
but if the value is less than 0.5, factor analysis is most 
likely not appropriate for the data. Further, the eigenvalue 
is a measure of how much of the variance of the observed 
variables a factor explains. Any factors with an eigenvalue 
≥1 explains more variance than a single observed variable. 
Accordingly, only factors with an eigenvalue greater than 
1 are retained in the analysis model while factors with an 
eigenvalue index of less than 1 explain the amount of 
variance and are generally discarded.

5. Empirical Results

5.1. Descriptive Statistics

Through the survey results, of the total savings account 
customers, 56.8% are men 43.2% are women. 60.4 % of the 
savings account customers fall in the age group of 35-55 
years. This age group is the middle age where most people 
have a high and stable income. Of the main target customers 
of the bank, 41.6% of the savings account customers are 
officials and employees (working people) and 36.8% of the 
savings account customers are into business and trading. 
72.8% of the savings account customers have an income 
between VND 9 million to VND 20 million. However, 
savings account customers who an income of more than 20 
million, only account for 4.4%.

5.2. Assessment of Reliability of Scale and Factor 
Analysis

In this analysis, it is evident that Observed variables 
with Item-total Correction coefficients less than 0.3 will be 
disqualified and thus, the selection criteria will be chosen 
because Cronbach’s Alpha is 0.6 or higher (Hair, 1998). The 
summary table of the first Cronbach’s Alpha test results is 
presented as follows: 

From the results in Table 3, it can be seen as the most 
Cronbach’s alpha coefficient is greater than 0.6. However, 
the correlation coefficients for the factors such as “Employee 
image”, “Relative influence”, “Transaction time”, “Bank’s 
promotion strategies”, and “Customer policy” are smaller 
than 0.3, and does not meet or conform to the requirements. 
Accordingly, these observed non-conforming independent 
variables should be extracted from the scale. For this reason, 
the test will be conducted with the remaining observed 
variables as follows:

4. Data Collection and Research Analysis

4.1. Data Collection

In this research, we gather primary information through 
actual survey results of individual customers at the Vietnam 
Joint Stock Commercial Bank for Industry and Trade in 
Ho Chi Minh City. According to Hair et al. (1998), to be 
able to perform factors influencing choice of bank, we 
need to collect data with a sample size of at least 5 samples 
per observation variable, preferably over 10 samples. In 
addition, the research model has 30 observed variables. For 
the standard 5 samples for an observed variable, the required 
sample size is 175. Accordingly, the sample size that we 
chose is 250, which meets the necessary sample size of 175. 

4.2. Research Analysis

4.2.1. Cronbach’s Alpha

Cronbach’s alpha reliability coefficient is a test of 
the suitability of the scale for each observed variable. It 
measures reliability or internal consistency of a set of scale 
or test items, and reliability is how well a test measure what it 
should. Further, this method allows eliminating inappropriate 
variables and limiting the variables in the research process. 
Theoretically, Cronbach’s alpha should be in the range of 
0.9 and 1, the scale is good, and the range of 0.7 and 0.8, it 
means the variables can be used.

4.2.2. Exploratory Factor Analysis (EFA)

In this study, Bartlett’s test of sphericity tests the 
hypothesis that the correlation matrix is an identity matrix, 
which would indicate that the variables are unrelated and 
therefore unsuitable for structure detection. Small values 
with less than 0.05 of the significant level indicate that factor 
analysis may be useful with its data. In addition, regarding 
factor loading, Hair et al. (1998) give rules of thumb for 
assessing the practical significance of standardized factor 
loadings as denoted by either the component coefficients 
in the case of principal components, the factor matrix (in 
a single factor model of an uncorrelated multiple factor 
model) or the pattern matrix (in a correlated multiple factor 
model). Further, factor loading, also ensuring the practical 
significance of EFA. More specifically, when factor loading 
is 0.3 and more, it is considered to be a minimum, 0.4 and 
more, it is considered to be important, and > 0.5 is considered 
to be practical. For the average variance extracted (AVE), the 
total variance extracted 50%, and AVE is a measure of the 
amount of variance that is captured by a construct in relation 
to the amount of variance due to measurement error.
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Table 2: Characteristics of Samples

Criteria Amount Proportion

Gender

Male 142 56,8

Female 108 43,2

Total 250 100

Age

Under 35 76 30,4

From 35 to 55 151 60,4

Over 55 23 9,2

Total 250 100

Occupation

Officers 104 41,6

Workers 38 15,2

Business 92 36,8

Others 16 6,4

Total 250 100

Income

Under 9 million VND 57 22,8

From 9 million VND to 20 million VND 182 72,8

Over 20 million VND 11 4,4

Total 250 100

Table 3: Cronbach’s Alpha Test Results before Eliminating Variables

No. Variables Encode Cronbach’s alpha
Cron.’s Alpha with 
Eliminated Largest 

Variables

Corr. Coef. of the 
Smallest Total Variable

1 Employee Imagine HANV 0.795 0.855 0.283
2 Bank’s Brand THNH 0.839 0.825 0.572
3 Interest Rate LS 0.874 0.873 0.588
4 Relative Influencing AHNT 0.700 0.739 0.240
5 Transaction Time TGGD 0.612 0.733 0.006
6 Bank’s Promotion HTCTNH 0.685 0.783 0.066
7 Customer Policy CSKH 0.666 0.761 0.108
8 Deposit Decision QD 0.778 0.767 0.557

Table 4: Cronbach’s Alpha Test Results after Eliminating Variables

No. Variables Encode Cronb.’s Alpha Cronb.’s Alpha with 
eliminated largest variables

Corr. Coef. of smallest 
total variable

1 Employee Imagine HANV 0.855 0.893 0.529
2 Bank’s Brand THNH 0.839 0.825 0.572
3 Interest Rate LS 0.874 0.873 0.588
4 Relative Influencing AHNT 0.739 0.717 0.464
5 Transaction Time TGGD 0.733 0.733 0.429
6 Bank’s Promotion HTCTNH 0.783 0.763 0.524
7 Customer Policy CSKH 0.761 0.738 0.499
8 Deposit Decision QD 0.778 0.767 0.557
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Thus, the overall assessment for the 7-part scale, that 
is, the reliability of the survey data for the 7-part scale 
ensures reliability. The survey results will be used in EFA 
in the next step. Approximately 33 observed variables were 
included in the EFA process (except 5 variables which were 
excluded in Cronbach’s alpha step). In particular, the 7-part 
scale components are: “Image of employees”, “Influence of 
relatives”, “Transaction time”, “ bank’s promotion strategies 
“ and “Customer policy” include 30 observed variables, the 
decision to save money consists of 03 observed variables.

EFA is performed with Principle Component Analysis 
(PCA) with Varimax rotation (a statistical technique used 
at least one level of factor analysis as an attempt to clarify 
the relationship among factors) as well as the indicators as 
Community standards, Factor loading, Eigenvalue, AVE, 
and KMO coefficients (Kaiser-Meyer-Olkin) also over 0.5 
to ensure consistent data for EFA. The results of the EFA 
of factors belonging to this second 7-part scale have the 
following specific results:

Table 5: The 2nd EFA Analysis 

VAR. FACTORS
1 2 3 4 5 6 7

LS2 0.830
LS5 0.829
LS1 0.808
LS4 0.806
LS3 0.714
THNH1 0.877
THNH5 0.795
THNH2 0.732
THNH3 0.707
THNH4 0.631
CSKH4 0.758
CSKH3 0.738
CSKH5 0.725
CSKH1 0.701
HTCTNH1 0.832
HTCTNH5 0.756
HTCTNH4 0.723
HTCTNH2 0.545
AHNT4 0.789
AHNT5 0.774
AHNT3 0.731
AHNT2 0.678
TGGD4 0.825
TGGD3 0.745
TGGD2 0.739
Progressive 
variance 
deduction 
(%)

12.505 23.409 33.639 42.832 51.334 59.240 66.555

Eigenvalue 5.305 4.066 2.920 2.305 1.786 1.540 1.379
KMO: 0.767 SIG: 0.000
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Table 5 indicates that the KMO coefficient in the analysis 
is 0.767> 0.5 which is significant for factor analysis, that is, 
showing that the factor analysis is appropriate for the data. 
In addition, the test of Bartlett has a Sig coefficient of 0.000 
< 0.005, indicating that the result of factor analysis ensures 
statistical significance. With the variance extracted by 
66.555%, it depicts that the variation of the analyzed factors 
explains 66.555% of the variation of the original survey data. 
Further, the Eigenvalue of factor 7 is 1.379 > 1, showing 
the convergence of the analysis stopped at the factor 7, 
therefore, there are 7 factors extracted from the survey data. 
Additionally, the factor loading of each observed variable 
also shows each of the factors is greater than 0.5, which 
proves that the influence of the factors will represent.

The seven factors described are as follows. Factor 1 
consists of 5 observed variables: LS1, LS2, LS3, LS4, and 
LS5. These variables constitute the factor “Interest rate” – The 
symbol is LS. The observed variables have a loading factor 
greater than 0.7, therefore, all of these observed variables 
are significant. Factor 2 consists of 5 observed variables: 
THNH1, THNH2, THNH3, THNH4, and THNH5. These 
variables constitute the factor “Bank brand” - The symbol 
is THNH. The observed variables have a loading factor 
greater than 0.6, therefore, all of these observed variables 
are significant. Factor 3 consists of 4 observed variables: 
HANV1, HANV2, HANV3, and HANV4. These variables 
constitute the factor “Staff image” – The symbol is HANV. 
The observed variables have a loading factor greater than 
0.6, therefore, all of these observed variables are significant.

Factor 4 consists of 4 observed variables: CSKH1, 
CSKH3, CSKH4, and CSKH5. These variables constitute 
the factor “Customer policy” - The symbol is CSKH. The 
observed variables have a loading factor greater than 0.5, 
therefore, all of these observed variables are significant. 
Factor 5 consists of 4 observed variables: HTCTNH1, 
HTCTNH2, HTCTNH4, and HTCTNH5. These variables 
constitute the factor “ Bank’s promotion strategies “ – The 
symbol is HTCTNH. The observed variables have a loading 
factor greater than 0.5, therefore, all of these observed 
variables are significant.

Factor 6 consists of 4 observed variables: AHNT2, 
AHNT3, AHNT4, and AHNT5. These variables constitute 
the factor “Influence of relatives” – The symbol is AHNT. 
The observed variables have a loading factor greater than 
0.6, therefore, all of these observed variables are significant. 
Factor 7 consists of 3 observed variables: TGGD2, 
TGGD3, and TGGD4. These variables constitute the factor 
“Transaction time” – The symbol is TGGD. The observed 
variables have a loading factor greater than 0.7, therefore, all 
of these observed variables are significant.

In terms of analyzing discovery factors in scales of 
dependent variables, after reaching reliability with the 

Cronbach’s Alpha test, the EFA was used to retest the 
convergence of the observed variables. The scale of the 
decision of deposit includes QD1, QD2, QD3. The results 
of the EFA factor analysis for scales belonging to the 
decision of deposit factor have the following results as 
shown in Table 6. 

Table 6 indicates that the KMO coefficient in the 
analysis is 0.684> 0.5 which is significant for factor 
analysis, that is, showing that the factor analysis is 
appropriate for the data. Further, the test of Bartlett has a 
Sig coefficient of 0.000 <0.05, showing that the result of 
factor analysis meets statistical significance. The variance 
extracted by 69.535%, which shows that the variation of 
the analyzed factors explains 69.535% of the variation of 
the original survey data - this is a relatively high level of 
significance.

Table 6 further indicates that the Eigenvalues factor of 
1st factor is equal to 2.086 > 1, indicating that there is 01 
element extracted from the data. In addition, the loading 
factor of each observed variable depicts that the factors are 
greater than 0.7, and influence the factors that these variables 
represent.

5.3. Multivariate Regression Analysis

We perform correlation coefficient analysis for all the 
7 variables which include 6 explanatory and a dependent 
variable with coefficient of Pearson, and two-sided test 
with the significant level of 0.05 in the step after of the 
completion of EFA analysis, Cronbach’s alpha test and 
before performing regression analysis. The regression 
model can be employed to predict values of a particular 
variable according to knowledge of its association with 
know values of other variables, and it can be used to 
test scientific hypotheses about whether and to what 
extent certain independent variables explain variation 
in a dependent variable of interest. The following table 
simulates the independence between dependent variables 
and independent variables. The correlation reaches a 
significant level of 0.05 (the probability of accepting the 
false assumption is 5%), then all variables correlate with 
the dependent variable. 

Table 6: EFA Analysis Results for Deposit Decision Factor

Variable Loading factor Accreditation Value
QD1 0.870 KMO 0.684
QD2 0.839 Sig 0.000

QD3 0.791
Eigenvalues 2.086
Variance 69.535
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Table 7: Pearson’s Test Result between Dependent Variables and Independent Variables

Items LS THNH HANV CSKH HTCTNH AHNT TGGD

Deposit 
Decision

Corr 0.39 0.49 0.54 0.13 0.15 0.22 0.32

Sig 0.00 0.00 0.00 0.03 0.01 0.00 0.00

Table 8: Results of Multivariate Regression Analysis

Var. Non- standardized regression 
coefficient

Standardized 
regression coefficient T Sig.

B Std. Error Beta

Constant 0.064 0.245 0.259 0.796

LS 0.162 0.031 0.257 5.242 0.000

THNH 0.214 0.036 0.292 5.915 0.000

HANV 0.227 0.036 0.321 6.258 0.000

CSKH 0.149 0.043 0.176 3.494 0.001

HTCTNH 0.017 0.039 0.022 0.427 0.669

AHNT 0.139 0.033 0.190 4.250 0.000

TGGD 0.101 0.037 0.130 2.748 0.006

Adjusted R2 = 0.522; 
F-test with Sig: 0.000
Durbin-Watson d-value: 1.933

Figure 4: P – P plot of Regression Standardized Residual Figure 5: Frequency chart of standard residuals
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Table 7 depicts a high correlation coefficient between 
explanatory variables and dependent variable in the range 
between 0.13 and 0.54. Sig values of all factors are less 
than 0.05, indicating that the explanatory variables correlate 
with the dependent variable, therefore, the inclusion of the 
explanatory variables into the model is correct since it has a 
certain effect on the dependent variable. 

Table 8 depicts that the F test for the value of Sig. 
<0.05, proving that the model is suitable and, together with 
that, the adjusted R2 is close to 0.522. It indicates that the 
regression model discusses 52.2% of the variation of the 
explanatory variables. Therefore, the model has a fairly high 
explanatory value. In addition, we realize that the factor 
“Bank’s promotion strategies “ has a Sig value of 0.669> 
0.05, therefore, it can be concluded that this factor does not 
affect the decision to deposit money. The remaining factors 
all influence the decision to deposit money since the value 
of Sig <0.05. 

Figure 4 indicates testing the normal distribution 
of residuals. The results show that the residuals of the 
regression model are scattered randomly around the 0 axis in 
a constant range. It means that the variance of the remainder 
is constant. As shown in Figure 5, the standard deviation 
is approximately 0.986 and the standard distribution of the 
mean is equal to zero. Therefore, determining the residuals 
with standard distribution is accepted. Further discussed 
on auto-correlation, Durbin-Watson test are used to check 

correlation of adjacent errors. In the case of evaluating this 
test, there are two hypotheses as below:

Null Hypothesis: The overall correlation coefficient of 
the residuals is equal to zero

Alternative Hypothesis: The overall correlation 
coefficient of the residuals is not equal to zero

Table 8 depicts that the results of the Durbin-Watson 
d-value in the summary of the model by 1,933. According to 
regression conditions, Durbin – Watson values must be in the 
range of 1 to 3. Accordingly, the calculated d value falls into 
the domain that accepts the null hypothesis. Thus, the model 
does not violate the assumption of auto-correlation.

About assuming no multicollinearity phenomenon, 
which is tested in Table 9. With a large Tolerance and a VIF 
(Variance Inflation Factor) of variables, the regression model 
does not violate the multicollinearity phenomenon and is 
consistent with the VIF value of lower than or equal to 10.

- Hypothesis H1: The interest rate is positively related 
to the decision to deposit. Therefore, the assumption is 
acceptable in the case of the value of Sig less than 0.05 with 
a standardized Beta of 0.257. In addition, if the interest rate 
increased by 1 unit, the decision to deposit increased to 0.257 
units. The interest rate is the third most influential factor. 
This finding is supported by Kennington, Hill, and Rakowska 
(1996) who stated that a bank with a better interest rate could 
help its customers with a more competitive advantage in the 
financial market.

Table 9: Multicollinearity Test

Variables Acceptance Magnification coefficient of variance
LS 0.798 1.253
THNH 0.786 1.272
HANV 0.729 1.372
CSKH 0.761 1.315
HTCTNH 0.741 1.350
AHNT 0.956 1.046
TGGD 0.860 1.163

Table 10: Summary of Testing of Research Hypotheses

Hyp. Content Sig. Result
H1 Interest rate is related to deposit decision 0.000 Accepted
H2 Bank’s brand is consistent with deposit decision 0.000 Accepted
H3 Employee image is associated with deposit decision 0.000 Accepted
H4 Customer policy is related to deposit decision 0.001 Accepted

H5 Bank promotion strategies are in relation to deposit 
decision 0.669 Rejected

H6 Relatives Influencing is consistent with deposit decision 0.000 Accepted
H7 Transaction time is in agreement with deposit decision 0.006 Accepted
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- Hypothesis H2: Bank’s brand is also consistent with the 
decision to deposit and positively related to the decision to 
deposit. Similarly, this finding is supported for the hypothesis 
in the result of Sig value less than 0.05 and a standardized 
Beta of 0.292. Therefore, if the brand of the bank increased 
by 1 unit, the decision to deposit increased to 0.292 units. The 
brand of the bank is the second most influential factor. This 
finding is consistent with Kennington, Hill, and Rakowska 
(1996) who stated that in Polish banks, the brand image has 
significantly influenced on the perceptions of product and 
service quality to the customers. Additionally, the brand 
image also indicates the social image which is the added 
value and explained why people buy or use the brand.

- Hypothesis H3: Employee image is positively related 
to the decision to deposit. Therefore, if the employee image 
factor increased by 1 unit, the decision to deposit increased 
to 0.321 units. Employee image is the most influential 
factor. This result is consistent with the studies by Tran 
(2012), Denton and Chan (1991), and Laroche, Rosenblatt, 
and Manning (1986), who stated that the employee image, 
attitude, and employees’ working style have a significant 
effect on the reputation, image in the banks. Accordingly, 
with the knowledge, experience, service attitude, ability 
to follow customers, and appearance, bank employees can 
affect the quality of services.  

- Hypothesis H4: The customer policy is positively related 
to the decision to deposit. Thus, this finding is accepted. In 
fact, policy related to customer as one of the most important 
factors and requires a huge amount of investment in terms 
of effort and financial requirement. In addition, if the 
customer policy factor increased by 1 unit, the decision to 
deposit increased to 0.176 units. Customer policy is the 
fifth influential factor. This finding is nominated by this 
study and contributes to the gap regarding behavioral theory 
concerning the choice of bank for the deposit decisions of 
customers in Vietnam 

- Hypothesis H5: Bank’s promotion strategies do not 
impact the decision to deposit. However, this assumption 
is rejected because the value of Sig is greater than 0.05. 
Therefore, there are no findings to confirm the relationship 
between the bank’s promotion strategies and the decision 
to deposit in the case of Vietnam. Similarly, Tran (2012) 
conducted a study in Vietnam and has a similar finding. 
had shown that attitude towards marketing and promotion 
strategies of banks influences consumer brand desire. In fact, 
if consumers have such a good attitude, and also willing to 
accept in the promotion program of that product or brand, 
they are more likely to recognize the presence of that product 
or brand, and differentiate it from other products or brands. 

- Hypothesis H6: Relatives’ influence is positively 
related to the decision to deposit. Similarly, this evidence is 
acceptable because the value of Sig is less than 0.05 with a 

standardized Beta of 0.190. Therefore, if relative influence 
increased by 1 unit, the decision to deposit increased to 
0.190 units. Compared to the previous studies, this finding 
is consistent with Abbam, Dadson, and Say (2015) and 
Tran (2012), who stated that the influence of relatives can 
positively influence the depositors’ (customers’) behavior 
who are likely to have trust in that bank and decide to deposit 
their savings in that bank.

- Hypothesis H7: Transaction time is positively related to 
the decision to deposit. It is important to note that this finding 
can support for the hypothesis because of the Sig value of 
less than 0.05 and a standardized Beta of 0.130. Therefore, if 
transaction time increased by 1 unit, the decision to deposit 
will significantly increase. This finding is consistent with 
the study by Devlin (2005), who stated that when customers 
carry out activities related to money (their money as savings 
in the bank), they are also interested in simplicity, quickness 
of the transaction, and saving time. When a customer visits a 
branch, they want to be engaged, receive personal attention, 
and not have to wait around to be noticed by the bank staff. 
When customers need to carry out some transactions, they 
may have to follow many procedures. As such, when a 
customer feels that all these would take a long time, they will 
feel irritant, thereby creating a bad impression for the bank.

6. Conclusion

The banking system provides a number of important 
functions for the economy and is also the lifeblood and 
financier of the economy in each country. To achieve the goal, 
this research analyzes the factors affecting the choice of bank 
for the deposit decisions of customers in Vietnam. The study 
used a sample data of 250 individuals and SPSS software was 
used to analyze the data. The results showed that customer 
policy has a positive effect on customers’ deposit decisions in 
a bank, and this is new evidence regarding behavioral theory 
in the case of Vietnam. Results further demonstrated that other 
factors such as employee image, brand, interest rate, relative 
influencing, and transaction time positively impact the choice 
of bank for the deposit decisions of customers. However, 
the bank’s promotion strategies had no impact on the choice 
of bank for the deposit decisions of customers. Besides, 
employee image is the most influential factor in the deposit 
decisions, followed by the bank’s brand and interest rate.
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