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This study aims to identify the factors influencing individual customers' loan decisions at
LienVietPost Joint Stock Commercial Bank (LPBank) — Hue Branch. It was designed with a
sample size of 325 respondents, the study reveals that the independent variables—namely
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commercial use provided the original author | findings, the author proposes targeted managerial implications to enhance credit service
delivery, thereby retaining existing clients and effectively expanding LPBank Hue's individual
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1. Introduction

In the current years, the banking sector plays a pivotal role
in the overall development of Vietnam's economy. Credit
lending operations at Joint Stock Commercial Banks
(JSCBs) serve not only as a traditional cornerstone but also
account for a substantial proportion of their asset structure
and revenue streams. Amidst shifts in the political-
economic environment, achieving credit growth presents a
significant challenge for domestic JSCBs. Individual
customer segments—particularly those with stable, middle-
to-high incomes—are recognized as a critical driver in
banks' retail strategies. This expanding market has also seen
the active participation of non-bank financial companies,
intensifying competition within the credit lending sector.
Consequently, individual consumers have become
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increasingly discerning and cautious in their borrowing
decisions. This research aims to clearly identify customer
expectations when applying for bank loans, with a
particular focus on determining the key determinants
driving their financial choices. Based on these empirical
findings, actionable managerial implications are proposed
to retain loyal clients and effectively attract prospective
customer segments.

2. Theories and research model
2.1 Theories
2.1.1. TRA model
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Figure 1. Theory of Reasoned Action (TRA) of Ajzen and Fishbein's (1975)
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2.1.2. TPB model
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Figure 2. Theory of planned behavior
2.1.3. TAM model
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Figure 3. Technology acceptance model

2.2. Research model
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Figure 4. Research model
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3. Method

This study employs a mixed-methods approach, combining
both qualitative and quantitative research methods. A
preliminary study was conducted by reviewing theoretical
frameworks and measurement scales from prior literature to
develop the initial research model. Following this, in-depth
interviews were carried out with bank staff, prospective
borrowers, and current credit customers at LPBank. The
insights gained from this preliminary research served as the
foundation for refining and finalizing the official
questionnaire.  The  finalized  questionnaire  was
administered to a sample size of over 250 respondents. The
survey was distributed to target customers via Google

Forms. Subsequently, the collected data was analyzed using
SPSS and AMOS software to evaluate the reliability and
validity of the measurement scales, as well as to test the
structural model and hypotheses.

4. Results
4.1. Cronbach’s Alpha

Két qua xir 1y cho thay hé s6 Cronbach alpha cua cac thang
do la kha tét, hé s6 déu dat diéu kién 16n hon 0.6. Hé s6
tuong quan bién tong ciia cac bién quan sat c6 hé sd 16n hon
04.

4.2. Exploratory Factor Analysis

Table 1. Rotate matrix of independent variables

Rotated Component Matrix*

Component
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QH3 903
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4.3. Confirmatory Factor Analysis
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5. Conclusion

The research results indicate that the model comprises six
independent factors (Loan interest rates, service quality,
bank’s policies, convenience, relational influence, and
reputation and image and one mediating factor (loan
intention). Based on these findings, the study proposes five
core groups of managerial implications to enhance the
competitive advantage of LPBank - Hue branch. Regarding
service quality, the bank should optimize user experience
on its website and mobile application, ensure absolute
transparency across all digital forms and financial data, and
provide continuous training to enhance staff
professionalism and attitude. Second, concerning Bank’s
policies, implementing automated credit scoring and
document approval software is key to streamlining
procedures. Additionally, the bank should pioneer the
adoption of blockchain technology to secure customer data,
while launching financial management consulting and
repayment planning programs for first-time borrowers.
Concurrently, to maximize convenience, LPBank Hue
needs to develop automated online principal and interest
payment features, expand its micro-branch network to
suburban and remote areas, and maintain a 24/7 support
channel. To effectively leverage relational influence, the
bank should strengthen its loyalty programs through
holiday and birthday gifting, alongside designing attractive
interest rate incentives for both existing clients and their
referrals. Finally, to solidify its reputation and image, the
bank should actively engage in corporate social
responsibility initiatives such as environmental protection
and school-based financial literacy programs redesign
transaction spaces ergonomically, and strictly enforce
professional ethics among staff to ensure maximum
protection of customer interests.

References

1. Nguyen, T. D. (2017). Nghién cuu cac nhan to anh
huong den quyet dinh vay von cua khach hang ca
nhan doi voi ngan hang thuong mai co phan Viet
Nam Thinh Vuong — Chi nhanh Da Nang [A study
on factors affecting individual customers'
borrowing decisions at Vietnam Prosperity Joint
Stock Commercial Bank — Da Nang Branch]
(Master’s thesis). University of Economics — The
University of Da Nang.

2. Pham, N. T. H. H. (2021). Cac nhan to anh huong
den y dinh va quyet dinh su dung the ngan hang:
Nghien cuu thuc tien tai Viet Nam [Factors affecting
the intention and decision to use bank cards: An
empirical study in Vietnam] (Doctoral dissertation).
The University of Da Nang.

3. Tran,K.N., & Tran, G. T. (2020). Cac nhan to anh

huong den quyet dinh vay von cua khach hang ca
nhan tai ngan hang Nong nghiep va Phat trien nong
thon Viet Nam chi nhanh An Giang [Factors
affecting individual customers' borrowing decisions
at Vietnam Bank for Agriculture and Rural
Development — An Giang Branch] (Master’s
thesis). Tay Do University.

Doan, Q. H. (2022). Cac nhan to anh huong den
quyet dinh vay von cua khach hang ca nhan tai
Ngan hang Nong nghiep va Phat trien nong thon
Viet Nam Chi nhanh huyen Thanh Tri, Soc Trang
[Factors affecting individual customers' borrowing
decisions at Vietnam Bank for Agriculture and
Rural Development — Thanh Tri District Branch,
Soc Trang] (Bachelor’s thesis). Tay Do University.

Nguyen, T. D., & Truong, N. T. (2022). Cac nhan
to anh huong den quyet dinh vay von cua khach
hang ca nhan tai ngan hang thuong mai co phan A
Chau — PGD Ninh Kieu [Factors affecting
individual customers' borrowing decisions at Asia
Commercial Joint Stock Bank — Ninh Kieu
Transaction Office] (Bachelor’s thesis). Tay Do
University.

Le, H. T. H. (2021). Cac nhan to anh huong den
quyet dinh vay von cua khach hang ca nhan tai ngan
hang thuong mai cong thuong Viet Nam — Chi
nhanh Tay Sai Gon [Factors affecting individual
customers' borrowing decisions at Vietnam Joint
Stock Commercial Bank for Industry and Trade —
West Saigon Branch]. Viet Nam Journal of Industry
and Trade, (23).

UKR Journal of Economics, Business and Management (UKRJEBM). Published by UKR Publisher




