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�EV�UDF���This�study�analyzes�the�factors�in�uencing�customer�satisfaction�with�retail�
EDQNLQJ� VHUYLFHV�DW�FRPPHUFLD��EDQNV� LQ�&DQ�7KR�&LW���7KH� UHVHDUFK�GDWD� LV� EDVHG�RQ�D�
VXUYH��RI�����FXVWRPHUV�FXUUHQW���XVLQJ�UHWDL��EDQNLQJ�VHUYLFHV�LQ�&DQ�7KR�&LW���7KH�VWXG��
HPS�R�V�&URQEDFK�V�D�SKD� WR� WHVW� VFD�H� UH�LDEL�LW��� H�S�RUDWRU�� IDFWRU�DQD��VLV� �()����DQG�
PX�WLS�H��LQHDU�UHJUHVVLRQ�DQD��VLV��7KH�UHVX�WV�LQGLFDWH�WKDW� WKH�PRGH��KDV�KLJK�VWDWLVWLFD��
signi�cance,�with�R2�=�0,659,�demonstrating�that�the�studied�factors�have�a�considerable�
LPSDFW���PRQJ� WKHP��7HFKQR�RJLFD�� TXD�LW��� �VVXUDQFH�� DQG�5PSDWK�� DUH� WKH� WKUHH�PRVW�
in�uential� factors,� whereas� Responsiveness� is� not� statistically� signi�cant.� Tangibles� and�
reliability�also�have�an�impact,�but�to�a�lesser�extent.�Based�on�these��ndings,�banks�should�
IRFXV� RQ� LQYHVWLQJ� LQ� WHFKQR�RJ��� HQVXULQJ� WUDQVDFWLRQ� VHFXULW��� DQG� LPSURYLQJ� FXVWRPHU�
VHUYLFH�WR�HQKDQFH�FXVWRPHU�VDWLVIDFWLRQ�DQG��R�D�W��

.H��RUGV��&DQ�7KR�&LW���FXVWRPHU�VDWLVIDFWLRQ��UHWDL��EDQNLQJ��VHUYLFH�TXD�LW���WHFKQR�RJLFD��

TXD�LW��

��&DQ�7KR�8QLYHUVLW��RI�7HFKQRORJ�

,��,QWURGXFWLRQ

,Q� D� UDSLGO�� GHYHORSLQJ� HFRQRP��
and� increasingly� �erce� competition� in�
WKH� EDQNLQJ� VHFWRU�� HQV�ULQJ� F�VWRPHU�
VDWLVIDFWLRQ� ZLWK� VHUYLFH� T�DOLW�� KDV�
EHFRPH�D�NH��IDFWRU�IRU�FRPPHUFLDO�EDQNV�
WR�PDLQWDLQ�DQG�H[SDQG�WKHLU�PDUNHW�VKDUH��
3DUWLF�ODUO�� IRU� FRPPHUFLDO� EDQNV� �&%V��
LQ�&DQ�7KR�&LW��SURYLGLQJ�UHWDLO�EDQNLQJ�
VHUYLFHV��VHUYLFH�T�DOLW��LV�QRW�RQO��DER�W�
�nancial� products� but� also� involves�
IDFWRUV�V�FK�DV�F�VWRPHU�VHUYLFH�DWWLW�GH��
WUDQVDFWLRQ�SURFHVVHV��ZRUN�HQYLURQPHQW��
DQG�F�VWRPHU�V�SSRUW�IDFLOLWLHV�

$OWKR�JK� EDQNLQJ� VHUYLFH� T�DOLW��
has� been�widely� studied,� speci�c� factors�
in�uencing� customer� satisfaction� in� the�
FRQWH[W�RI�FRPPHUFLDO�EDQNV�LQ�&DQ�7KR�
&LW��UHPDLQ�OLPLWHG��&DQ�7KR�LV�RQH�RI�WKH�
IDVWHVW�JURZLQJ�FLWLHV�LQ�9LHWQDP��ZLWK�DQ�
LQFUHDVLQJ� GHPDQG� IRU� EDQNLQJ� VHUYLFHV��
LQFO�GLQJ� UHWDLO� EDQNLQJ� �5%��� FUHDWLQJ�
ERWK�RSSRUW�QLWLHV�DQG�FKDOOHQJHV�IRU�&%V�
LQ�WKH�DUHD�

7KLV� VW�G�� DLPV� WR� DQDO�]H� DQG�

clarify� the� factors� a�ecting� customer�

VDWLVIDFWLRQ� ZLWK� WKH� VHUYLFH� T�DOLW�� RI�

5%�VHUYLFHV�SURYLGHG�E��&%V�LQ�&DQ�7KR�
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&LW��� 7KUR�JK� WKLV� UHVHDUFK�� FRPPHUFLDO�

EDQNV�ZLOO�JDLQ�D�EHWWHU��QGHUVWDQGLQJ�RI�

F�VWRPHU�QHHGV�DQG�H[SHFWDWLRQV��WKHUHE��

GHYHORSLQJ� DSSURSULDWH� VWUDWHJLHV� WR�

LPSURYH� 5%� VHUYLFHV�� HQKDQFH� F�VWRPHU�

VDWLVIDFWLRQ�� DQG� IRVWHU� F�VWRPHU� OR�DOW��

LQ�WKH�I�W�UH��

,,�� 7�HRUHWLFDO� )UDPHZRUN� DQG�
5HVHDUF��0HW�RGROR��

������L�HUD�XUH�5HYLH�

5HWDLO�EDQNLQJ�VHUYLFHV�SOD��D�FU�FLDO�

role� in� the� banking� industry,� o�ering�

numerous�bene�ts�to�both�customers�and�

�nancial�institutions.�Across�the�world�and�

LQ�9LHWQDP�� H[WHQVLYH� UHVHDUFK� KDV� EHHQ�

conducted�on�the�factors�in�uencing�retail�

EDQNLQJ� VHUYLFH� T�DOLW��� GHYHORSPHQW�

WUHQGV��DQG�VHUYLFH�LPSURYHPHQW�VWUDWHJLHV�

WR�HQKDQFH�F�VWRPHU�VDWLVIDFWLRQ�

7KH� VW�G�� E�� 3DUDV�UDPDQ� HW� DO��

������� RQ� VHUYLFH� T�DOLW�� �6(5948$/��

KLJKOLJKWHG� WKDW� VHUYLFH� T�DOLW�� LV� D� NH��

GHWHUPLQDQW� RI� F�VWRPHU� VDWLVIDFWLRQ��

$FFRUGLQJ�WR�WKHP��UHWDLO�EDQNLQJ�VHUYLFH�

T�DOLW��LV�HYDO�DWHG�EDVHG�RQ�IDFWRUV�V�FK�

DV�UHOLDELOLW���5HVSRQVLYHQHVV��$VV�UDQFH��

HPSDWK��� DQG� WDQJLEOHV�� 7KHVH� IDFWRUV�

GLUHFWO��LPSDFW�F�VWRPHU�VDWLVIDFWLRQ�DQG�

OR�DOW��WRZDUG�WKH�EDQN�

1J��HQ� ������� IR�QG� WKDW� UHWDLO�

EDQNLQJ� VHUYLFHV� LQ� 9LHWQDP� KDYH�

developed� signi�cantly� in� recent� years,�

GULYHQ� E�� WHFKQRORJLFDO� DGYDQFHPHQWV�

DQG� LPSURYHPHQWV� LQ� VHUYLFH� T�DOLW���

&RPPHUFLDO� EDQNV� LQ� 9LHWQDP� KDYH�

IRF�VHG� RQ� H[SDQGLQJ� DQG� HQKDQFLQJ�

UHWDLO�EDQNLQJ�VHUYLFHV��LQFO�GLQJ�SD�PHQW�

DFFR�QWV�� FUHGLW� FDUGV�� FRQV�PHU� ORDQV��

DQG�PRQH��WUDQVIHU�VHUYLFHV�

-�QJ� HW� DO�� ������� HPSKDVL]HG� WKH�

FU�FLDO� UROH�RI� LQIRUPDWLRQ�WHFKQRORJ��LQ�

HQKDQFLQJ� UHWDLO� EDQNLQJ� VHUYLFH� T�DOLW���

from� improving� service� o�erings� to�

SURYLGLQJ�RQOLQH�EDQNLQJ�VHUYLFHV��WKHUHE��

LQFUHDVLQJ� FRQYHQLHQFH� DQG� VDYLQJ� WLPH�

IRU�F�VWRPHUV��2QOLQH�DQG�PRELOH�EDQNLQJ�

VHUYLFHV� DUH� EHFRPLQJ� LQFUHDVLQJO��

popular�and�have�a�signi�cant�impact�on�

F�VWRPHU�VDWLVIDFWLRQ�

&K�QJ� DQG� /HH� ������� H[DPLQHG�
how�customer�perception�factors�in�uence�
VDWLVIDFWLRQ�DQG�OR�DOW��LQ�UHWDLO�EDQNLQJ��
These� factors� include� sta�� friendliness,�
transaction� speed� and� e�ciency,� as�well�
DV�F�VWRPHU�V�SSRUW�VHUYLFHV�V�FK�DV�DIWHU�
VDOHV�FDUH�

7KHVH� VW�GLHV� LQGLFDWH� WKDW�
UHWDLO� EDQNLQJ� VHUYLFH� T�DOLW�� LV� D�
P�OWLGLPHQVLRQDO�FRQFHSW��HQFRPSDVVLQJ�
DVSHFWV� V�FK� DV� WHFKQRORJ��� VHUYLFH�
SURFHVVHV�� DQG� HPSOR�HH� DWWLW�GH�� 7KHVH�
elements� interact� and� in�uence� one�
DQRWKHU��IRUPLQJ�D�FRPSUHKHQVLYH�V�VWHP�
that�strongly�a�ects�customer�satisfaction�
DQG�OR�DOW��

2.2.�Theoretical�Framework

$FFRUGLQJ� WR� .RKQ� �������� UHWDLO�
banking�services�refer�to��nancial�services�
SURYLGHG� E�� EDQNV� WR� LQGLYLG�DOV� DQG�
KR�VHKROGV�� LQFO�GLQJ� VDYLQJV� DFFR�QWV��
FRQV�PHU�ORDQV��DQG�LQV�UDQFH�VHUYLFHV�

Nguyen�and�Nguyen�(2017)�de�ned�
retail�banking�services�as��nancial�services�
GHVLJQHG�IRU�LQGLYLG�DO�F�VWRPHUV�WR�PHHW�
WKHLU� FRQV�PSWLRQ�� VDYLQJV�� DQG� DVVHW�
SURWHFWLRQ�QHHGV�

,,,��5HVHDUF��0HW�RGROR��

�����5HVHDUFK�0RGHO

%DVHG�RQ�WKH�WKHRUHWLFDO�IUDPHZRUN�
RI�5%�DQG�WKH�UHYLHZHG�HPSLULFDO�UHVHDUFK�
PRGHOV�� WKH� WKHRUHWLFDO� UHVHDUFK� PRGHO�
RQ�F�VWRPHU�VDWLVIDFWLRQ�ZLWK�WKH�VHUYLFH�
T�DOLW��RI�UHWDLO�EDQNLQJ�VHUYLFHV�SURYLGHG�
E��&%V�LQ�&DQ�7KR�&LW��LV�GHYHORSHG�ZLWK�
WKH�IROORZLQJ�IDFWRUV�
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)LJXUH����3URSRVHG�7KHRUHWLFD��5HVHDUFK�0RGH�

6RXUFH��&RPSL�HG�E��WKH�DXWKRU�������

5HVHDUF��0HDVXUHPHQW�6FDOH�

7KH�PHDV�UHPHQW�VFDOH�IRU�F�VWRPHU�
VDWLVIDFWLRQ� ZLWK� WKH� UHWDLO� EDQNLQJ�
VHUYLFH�T�DOLW��RI�&%V�LQ�&DQ�7KR�&LW��LV�
GHYHORSHG�EDVHG�RQ�D�V�QWKHVLV�RI�UHOHYDQW�
studies.� The� author� adopts� and�modi�es�
FHUWDLQ� IDFWRUV� LQ� WKH� VFDOH� WR� DOLJQ�ZLWK�
WKH�FRQWHQW�DQG�FKDUDFWHULVWLFV�RI�WKH�QHZ�
research� context.� Additionally,� �ndings�

IURP�T�DOLWDWLYH�UHVHDUFK�DUH�LQFRUSRUDWHG�
WR� V�SSOHPHQW� VRPH� REVHUYDWLRQDO�
variables�under�the�speci�c�conditions�of�
&%V�LQ�&DQ�7KR�&LW��

7KH� REVHUYDWLRQDO� YDULDEOHV� LQ�
WKH� PHDV�UHPHQW� VFDOHV� IRU� F�VWRPHU�
VDWLVIDFWLRQ�ZLWK�WKH�UHWDLO�EDQNLQJ�VHUYLFH�
T�DOLW�� RI� &%V� LQ� &DQ� 7KR� &LW�� DUH�
SUHVHQWHG�LQ�7DEOH���EHORZ�

7DE�H����0HDVXUHPHQW�6FD�H�IRU�6DWLVIDFWLRQ��LWK�5HWDL���DQNLQJ�6HUYLFH��XD�LW�

1R� 6FDOH &RGH 6RXUFH
, 5HOLDELOLW� 5(�
� 7KH�EDQN�DOZD�V�SURYLGHV�VHUYLFHV�DV�FRPPLWWHG� 5(/� 3DUDV�UDPDQ�HW�DO��

��������
&K�QJ���/HH�

������

� ,�IHHO�WKDW�WKH�EDQN�DOZD�V�H[HF�WHV�WUDQVDFWLRQV�DFF�UDWHO��DQG�RQ�WLPH� 5(/�
� 7KH�EDQN�V�SURG�FWV�DQG�VHUYLFHV�PHHW�P��QHHGV� 5(/�
� 7KH�EDQN�SURYLGHV�FOHDU�DQG�WUDQVSDUHQW�LQIRUPDWLRQ�DER�W�LWV�VHUYLFHV�� 5(/�
,, 5HVSRQVLYHQHVV 5(6
� Bank�sta��are�always�willing�to�assist�me�when�requested. 5(6� 3DUDV�UDPDQ�HW�DO��

��������
&K�QJ���/HH�

������

� 7KH�ZDLWLQJ�WLPH�IRU�VHUYLFH�DW�WKH�EDQN�LV�UHDVRQDEOH� 5(6�
� When�issues�arise,�the�bank�responds�quickly�and�e�ectively. 5(6�
� 7KH�EDQN�DOZD�V�SURYLGHV�HPHUJHQF��VHUYLFHV�ZKHQ�,�QHHG�WKHP� 5(6�
,,, 7DQ�LEOHV 7�1
� 7KH�EDQN�V�IDFLOLWLHV�DUH�PRGHUQ�DQG�FRQYHQLHQW� 7$1�

3DUDV�UDPDQ�HW�DO��
�������

1J��HQ���������
-�QJ�HW�DO��������

�� 7UDQVDFWLRQ�HT�LSPHQW�DW�WKH�EDQN�LV�ZHOO�PDLQWDLQHG�DQG�I�QFWLRQV�SURSHUO�� 7$1�
�� 7KH�EDQNLQJ�WUDQVDFWLRQ�DUHD�LV�DOZD�V�FOHDQ�DQG�FRPIRUWDEOH� 7$1�

��
7KH�EDQN�V�SURPRWLRQDO�PDWHULDOV�DQG�VHUYLFH�J�LGHOLQHV�DUH�FOHDU�DQG�HDV��
WR��QGHUVWDQG�

7$1�

,9 �VVXUDQFH �66

�� ,�IHHO�VHF�UH�ZKHQ�FRQG�FWLQJ�WUDQVDFWLRQV�DW�WKH�EDQN� $66�
3DUDV�UDPDQ�HW�DO��

��������
&K�QJ���/HH�

������

�� Bank�sta��always�have�the�knowledge�and�skills�to�handle�my�requests. $66�

�� ,�WU�VW�WKH�EDQN�V�DELOLW��WR�SURWHFW�P��SHUVRQDO�LQIRUPDWLRQ� $66�

��
The�bank�always�creates�a�sense�of�reliability�and�security�in��nancial�
WUDQVDFWLRQV�

$66�
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1R� 6FDOH &RGH 6RXUFH
9 (PSDW�� (03
�� Bank�sta��always�listen�to�and�understand�my�needs.� (03� 3DUDV�UDPDQ�HW�DO��

��������
&K�QJ���/HH�

������

�� 7KH�EDQN�DOZD�V�VWULYHV�WR�PHHW�F�VWRPHUV��VSHFLDO�UHT�HVWV� (03�
�� Bank�sta��have�a�friendly�attitude�and�treat�me�as�a�valued�customer. (03�
�� The�bank�always�o�ers�services�that�suit�my�personal�needs. (03�
9, 7HF�QROR���TXDOLW� 7(&�
�� I��nd�it�easy�to�use�the�bank’s�online�services. 7(&+�

1J��HQ���������
-�QJ�HW�DO��������

�� 7KH�EDQN�V�PRELOH�EDQNLQJ�DSSOLFDWLRQ�LV�FRQYHQLHQW�DQG��VHU�IULHQGO�� 7(&+�
�� 7KH�EDQN�SURYLGHV�IDVW�DQG�VHF�UH�HOHFWURQLF�SD�PHQW�DQG�WUDQVIHU�VHUYLFHV� 7(&+�
�� 7KH�EDQN�UHJ�ODUO���SGDWHV�QHZ�WHFKQRORJLHV�WR�HQKDQFH�WKH�F�VWRPHU�H[SHULHQFH� 7(&+�
9, 6DWLVIDFWLRQ�ZLW��6HUYLFH�4XDOLW� 6�7
�� I�am�satis�ed�with�the�services�provided�by�the�bank. 6$7�

3DUDV�UDPDQ�HW�DO��
��������

1J��HQ���������
-�QJ�HW�DO��������

�� I�feel�that�the�bank�fully�meets�my��nancial�needs. 6$7�
�� ,�ZLOO�UHFRPPHQG�WKLV�EDQN�WR�P��IULHQGV�DQG�IDPLO�� 6$7�
�� ,�ZLOO�FRQWLQ�H��VLQJ�WKH�EDQN�V�VHUYLFHV�LQ�WKH�I�W�UH� 6$7�

��
Customers�are�satis�ed�with�the�attention,�care,�and�empathy�that�bank�sta��
VKRZ�WR�HDFK�F�VWRPHU�

6$7�

6RXUFH��&RPSL�HG�E��WKH�DXWKRU�������

������QDO�VLV�0H�KRG

7KLV� VW�G�� HPSOR�V� WKH� &URQEDFK�V�
DOSKD� UHOLDELOLW�� WHVW� WR� DVVHVV� WKH� LQWHUQDO�
FRQVLVWHQF�� RI� WKH� PHDV�UHPHQW� VFDOH��
$GGLWLRQDOO��� H[SORUDWRU�� IDFWRU� DQDO�VLV�
(EFA)�is�used�to�identify�the�factors�in�uencing�
F�VWRPHU� VDWLVIDFWLRQ� ZLWK� UHWDLO� EDQNLQJ�
VHUYLFH�T�DOLW���$�P�OWLSOH�UHJUHVVLRQ�PRGHO�
LV�WKHQ�DSSOLHG�WR�HVWLPDWH�WKH�LPSDFW�OHYHOV�
RI�WKHVH�IDFWRUV�RQ�F�VWRPHU�VDWLVIDFWLRQ�ZLWK�
UHWDLO�EDQNLQJ�VHUYLFH�T�DOLW��DW�FRPPHUFLDO�
EDQNV�LQ�&DQ�7KR�&LW��

�����5HVHDUFK��D�D

7KH�PLQLP�P�VDPSOH�VL]H�IRU�VW�GLHV�
�WLOL]LQJ� WKH� ()$� PHWKRG� LV� ���� DQG� WKH�
UDWLR�RI�REVHUYDWLRQV�WR�REVHUYHG�YDULDEOHV�
VKR�OG�EH�DW�OHDVW������1J��HQ���������7KLV�
PHDQV�WKDW�HDFK�REVHUYHG�YDULDEOH�UHT�LUHV�
at�least��ve�observations.�With�24�observed�
YDULDEOHV�LQ�WKH�LQGHSHQGHQW�YDULDEOH�JUR�S�
FRQVWU�FWHG� LQ� WKH� PHDV�UHPHQW� VFDOH��
WKH�PLQLP�P�UHT�LUHG�VDPSOH�VL]H�LV�����

REVHUYDWLRQV��+RZHYHU��WR�HQV�UH�UHOLDELOLW��
DQG�UHSUHVHQWDWLYHQHVV��WKH�D�WKRU�V�UYH�HG�
���� F�VWRPHUV� F�UUHQWO�� �VLQJ� UHWDLO�
EDQNLQJ� VHUYLFHV� DW� FRPPHUFLDO� EDQNV� LQ�
&DQ�7KR�&LW���$�QRQ�SUREDELOLW��VDPSOLQJ�
PHWKRG� ZDV� DSSOLHG� LQ� WKLV� VW�G��� 7KH�
V�UYH��ZDV�FRQG�FWHG�E��VHQGLQJ�WKH�OLQN�
WR� ���� F�VWRPHUV� IURP� WKH� F�VWRPHU� OLVWV�
RI�FRPPHUFLDO�EDQNV�LQ�&DQ�7KR�FLW���V�FK�
DV� 9LHWFRPEDQN�� 6DFRPEDQN�� DQG� %,�9�
EDQN��,Q�HDFK�EDQN��WKH�D�WKRU�VHOHFWHG����
F�VWRPHUV�WR�FRQG�FW�WKH�V�UYH��

,9��5HVXOWV�DQG��LVFXVVLRQ

����� 5HOLDELOL��� �HV�LQ�� RI� �KH�
0HDVXUHPHQ�� �FDOH� DQG� ��SORUD�RU��
�DF�RU��QDO�VLV

$IWHU�FRQG�FWLQJ�D�UHOLDELOLW��WHVW�RQ�
WKH�PHDV�UHPHQW�VFDOH��VLQJ����REVHUYHG�
YDULDEOHV��WKH�UHV�OWV�LQGLFDWH�WKDW�ERWK�WKH�
VFDOHV� DQG� WKH� REVHUYHG� YDULDEOHV� PHHW�
WKH�UHOLDELOLW��FULWHULD�DQG�DUH�DGHT�DWH�IRU�
SHUIRUPLQJ� WKH� ()$��7KH� IDFWRU� URWDWLRQ�
UHV�OWV�DUH�SUHVHQWHG�LQ�7DEOH���EHORZ�

7DE�H����5HVX�WV�RI�IDFWRU�URWDWLRQ

2EVHUYHG�YDULDEOH )DFWRU
)� )� )� )� )� )�

7$1� �����
7$1� �����
7$1� �����
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2EVHUYHG�YDULDEOH )DFWRU
)� )� )� )� )� )�

5(/� �����
5(/� �����
5(/� �����
$66� �����
$66� �����
$66� �����
$66� �����
7(&+� �����
7(&+� �����
7(&+� �����
7(&+� �����
(03� �����
(03� �����
(03� �����
(03� �����
5(6� �����
5(6� �����
5(6� �����

(LJHQYDO�H �����
&�P�ODWLYH���� ������

.02 �����
6LJ��LQ�%DUWOHWW�V�WHVW� �����

6RXUFH��6XUYH��GDWD�DQD��VLV�RI�����FXVWRPHUV�XVLQJ�UHWDL��EDQNLQJ�VHUYLFHV�LQ�&DQ�7KR�&LW��������

7DEOH���VKRZV� WKDW� WKH�()$�UHV�OWV�

HOLPLQDWHG� WKUHH� REVHUYHG� YDULDEOHV²

7$1��� 5(/��� DQG� 5(6�²G�H� WR� IDFWRU�

ORDGLQJV� ORZHU� WKDQ� �����$V� D� UHV�OW�� VL[�

QHZ� IDFWRU�JUR�SV�ZHUH� IRUPHG��ZLWK����

REVHUYHG� YDULDEOHV� PHHWLQJ� WKH� UHT�LUHG�

FULWHULD�

����� 5H�UHVVLRQ� 0RGHO� �QDO�VLV�

5HVXO�V�

7KH�P�OWLSOH�OLQHDU�UHJUHVVLRQ�PHWKRG�

was� used� to� estimate� the� factors� a�ecting�

F�VWRPHU� VDWLVIDFWLRQ� ZLWK� WKH� T�DOLW�� RI�

UHWDLO�EDQNLQJ�VHUYLFHV�DW�FRPPHUFLDO�EDQNV�

LQ�&DQ�7KR�&LW���7KH�UHJUHVVLRQ�UHV�OWV�DUH�

SUHVHQWHG�LQ�7DEOH���EHORZ�

7DE�H����(VWLPDWHG�5HJUHVVLRQ�0RGH��5HVX�WV

9DULDEOH % 6WDQGDUG�HUURU %HWD 6L��

)���7DQJLEOHV ����� ����� ����� �������

)���5HOLDELOLW� ����� ����� ����� �������

)���$VV�UDQFH ����� ����� ����� ��������

)���7HFKQRORJ��4�DOLW�� ����� ����� ����� ��������

)���(PSDWK� ����� ����� ����� ��������

)���5HVSRQVLYHQHVV ����� ����� ����� �����

&RQVWDQW ����� ����� �����

)� ������

6LJ� �����

5� �����

6RXUFH��6XUYH��GDWD�DQD��VLV�RI�����FXVWRPHUV�XVLQJ�UHWDL��EDQNLQJ�VHUYLFHV�LQ�&DQ�7KR�&LW��������

1RWH����������correspond�to�signi�cance�levels�of�5%�and�1%�respectively
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7R� HQV�UH� WKH� DFF�UDWH� HVWLPDWLRQ�
RI� WKH� UHJUHVVLRQ� PRGHO�� YLRODWLRQV� RI� WKH�
DVV�PSWLRQV�RI�WKH�OLQHDU�UHJUHVVLRQ�PRGHO�
ZHUH�H[DPLQHG��7KH�WHVW�UHV�OWV�LQGLFDWH�WKDW�
WKH�9,)�YDO�HV�RI�DOO�LQGHSHQGHQW�YDULDEOHV�
DUH�OHVV�WKDQ����PHDQLQJ�WKDW�P�OWLFROOLQHDULW��
LV� QRW� SUHVHQW�� $GGLWLRQDOO��� WKH� PRGHO�V�
F-statistic�is�66.327�with�a�signi�cance�level�
RI�VLJ�� ��������LQGLFDWLQJ�WKDW�WKH�UHJUHVVLRQ�
model� is� statistically� signi�cant� at� the� 1%�
level.�The�R²�coe�cient�is�0.659,�meaning�
WKDW�WKH�LQGHSHQGHQW�YDULDEOHV�H[SODLQ�������
RI�F�VWRPHU�VDWLVIDFWLRQ�ZLWK�WKH�T�DOLW��RI�
UHWDLO�EDQNLQJ�VHUYLFHV�DW�FRPPHUFLDO�EDQNV�
LQ�&DQ�7KR�&LW��

7KH� HVWLPDWLRQ� UHV�OWV� LQ� 7DEOH� ��

VKRZ�WKDW�DPRQJ�WKH�VL[�YDULDEOHV�LQFO�GHG�

in�the�research�model,��ve�have�a�statisti�

cally�signi�cant�impact�on�customer�satis�

IDFWLRQ�ZLWK�UHWDLO�EDQNLQJ�VHUYLFH�T�DOLW���

Speci�cally,�three�variables�are�statistically�

signi�cant�at�the�1%�level:�F3�(Assurance),�

)�� �7HFKQRORJ�� 4�DOLW���� DQG� )�� �(P�

SDWK���� 7KH� UHPDLQLQJ� WZR� YDULDEOHV�� )��

�7DQJLEOHV��DQG�)���5HOLDELOLW����DUH�VWDWLV�

tically�signi�cant�at�the�5%�level.

$� V�PPDU�� RI� WKH� UHVHDUFK�PRGHO�

UHV�OWV�LV�LOO�VWUDWHG�LQ�)LJ�UH���EHORZ�

������

������

������

�

6DWLVIDFWLRQ�
ZLWK�UHWDLO�
EDQNLQJ�
VHUYLFH�
T�DOLW��

)���7DQJLEOHV�

)���5HOLDELOLW���

)���$VV�UDQFH�

������

)���(PSDWK��

F4:�7HFKQRORJ��4�DOLW��

������

)LJXUH����5HVHDUFK�0RGH��5HVX�WV

6RXUFH��&RPSL�HG�E��WKH�DXWKRU�������

7KH� YDULDEOHV� LPSDFW� F�VWRPHU�
VDWLVIDFWLRQ� LQ� LQFUHDVLQJ� RUGHU� RI�
VWUHQJWK��7DQJLEOHV��5HOLDELOLW���(PSDWK���
$VV�UDQFH�� DQG� 7HFKQRORJ�� 4�DOLW���
Speci�cally,�Technology�Quality� has� the�
highest� Beta� coe�cient,� indicating� that�
WKLV� IDFWRU� KDV� WKH� VWURQJHVW� LPSDFW� RQ�
F�VWRPHU� VDWLVIDFWLRQ�� 7KLV� UHV�OW� DOLJQV�
ZLWK� WKH� VW�G�� E�� -�QJ� HW� DO�� ��������
ZKLFK�HPSKDVL]HV�WKH�UROH�RI�WHFKQRORJ��
LQ�HQKDQFLQJ�EDQNLQJ�VHUYLFH�T�DOLW��

Next,� Assurance� has� a� signi�cant�
impact�on�customer�satisfaction.�This��nding�
LV�FRQVLVWHQW�ZLWK�WKH�UHVHDUFK�RI�3DUDV�UDPDQ�
HW� DO�� ������� DQG� &K�QJ� DQG� /HH� ��������
KLJKOLJKWLQJ� WKH� LPSRUWDQFH�RI� VHF�ULW�� DQG�
VDIHW�� LQ� EDQNLQJ� WUDQVDFWLRQV�� (PSDWK�� LV�
the� third� most� in�uential� factor� a�ecting�
F�VWRPHU� VDWLVIDFWLRQ�� 7KLV� UHV�OW� V�SSRUWV�
WKH�VW�G��RI�3DUDV�UDPDQ�HW�DO����������ZKLFK�
�QGHUVFRUHV� WKH� UROH� RI� F�VWRPHU� FDUH� DQG�
DWWHQWLRQ�LQ�E�LOGLQJ�F�VWRPHU�OR�DOW��

5HOLDELOLW�� KDV� DQ� LPSDFW�� E�W� LWV�
e�ect� is� not� as� strong� as� other� factors.�
This�is�in�line�with�the��ndings�of�Chung�
DQG� /HH� �������� ZKLFK� VWUHVV� WKDW� EDQNV�
P�VW�PDLQWDLQ�DFF�UDF��DQG�WUDQVSDUHQF��
LQ� WUDQVDFWLRQV� WR� E�LOG� F�VWRPHU� WU�VW��
7DQJLEOHV� KDYH� WKH� OHDVW� LPSDFW� E�W� VWLOO�
hold�statistical�signi�cance�in�in�uencing�
customer�satisfaction.�This��nding�aligns�
ZLWK� WKH� UHVHDUFK� RI� 1J��HQ� ��������
a�rming� that� physical� facilities� and�
WDQJLEOH� IDFWRUV� FRQWULE�WH� WR� F�VWRPHU�
VDWLVIDFWLRQ� E�W� DUH� QRW� WKH� PRVW� FULWLFDO�
GHWHUPLQDQWV�

9��&RQFOXVLRQ

The� analysis� of� factors� in�uencing�
F�VWRPHU� VDWLVIDFWLRQ� ZLWK� UHWDLO� EDQNLQJ�
VHUYLFH� T�DOLW�� DW� FRPPHUFLDO� EDQNV� LQ�
&DQ� 7KR� &LW�� LQGLFDWHV� WKDW� 7HFKQRORJ��
4�DOLW���$VV�UDQFH�� DQG� (PSDWK�� DUH� WKH�
three�most� in�uential� factors� in� customer�
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VDWLVIDFWLRQ��0HDQZKLOH��5HVSRQVLYHQHVV�LV�
not� statistically� signi�cant,� and�Tangibles�
DQG�5HOLDELOLW��KDYH�DQ�LPSDFW�RQ�F�VWRPHU�
VDWLVIDFWLRQ�ZLWK�UHWDLO�EDQNLQJ�VHUYLFHV�E�W�
DUH�QRW�VWURQJ�GHWHUPLQDQWV�

Based� on� these� �ndings,� banks�
VKR�OG� IRF�V�RQ� LQYHVWLQJ� LQ� WHFKQRORJ���
HQKDQFLQJ� WUDQVDFWLRQ� VHF�ULW��� DQG�
LPSURYLQJ� F�VWRPHU� VHUYLFH� WR� LQFUHDVH�
F�VWRPHU� VDWLVIDFWLRQ� DQG� OR�DOW���
$GGLWLRQDOO��� PDLQWDLQLQJ� EDVLF� VHUYLFH�
T�DOLW��� V�FK� DV� UHOLDELOLW�� DQG� SK�VLFDO�
IDFLOLWLHV�� LV� DOVR�HVVHQWLDO� WR� HVWDEOLVKLQJ�
SURIHVVLRQDOLVP�DQG�F�VWRPHU�WU�VW�

5HIHUHQFHV

>���� &K�QJ�� %�� <��� �� /HH�� +�� .�� ��������
&XVWRPHU� VDWLVIDFWLRQ� DQG� VHUYLFH�
TXD�LW��LQ�.RUHDQ�EDQNLQJ�VHFWRU��6HR�O�
-R�UQDO�RI�%�VLQHVV���������������

>���� -�QJ��+��6���.LP��+��-�����.LP��&��+��
�������� 0HDVXULQJ� VHUYLFH� TXD�LW�� RI�
WKH� KRWH�� LQGXVWU��� �Q� DSS�LFDWLRQ� RI�
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0DQDJHPHQW�� ������� ���������
K W WSV � � �GR L �R UJ �� �������6�����
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>���� .RKQ��0����������)LQDQFLD��,QVWLWXWLRQV�
DQG�0DUNHWV��3HDUVRQ�(G�FDWLRQ��

>���� 1J��HQ�� ��� 7�� �������� 3KXRQJ� SKDS�
QJKLHQ�FXX�NKRD�KRF�WURQJ�NLQK�GRDQK��
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Xa�hoi.

>���� 1J��HQ�� ��� 7��� �� 1J��HQ�� 7�� 0�� 7��
�������� �XDQ� WUL� FKDW� �XRQJ� GLFK� YX�
QJDQ�KDQJ��1KD�[�DW�EDQ�/DR�GRQJ�

>���� 1J��HQ��7��/��+�����������LFK�YX�QJDQ�
KDQJ�EDQ� �H� WDL�9LHW�1DP��7KXF� WUDQJ�
YD�JLDL�SKDS�SKDW� WULHQ��7DS�FKL�1JDQ�
KDQJ������������������

>���� 3DUDV�UDPDQ�� $��� =HLWKDPO�� 9�� $��� ��
%HUU��� /�� /�� �������� 6(5948$/��
�� PX�WLS�H�LWHP� VFD�H� IRU� PHDVXULQJ�
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CÁC�NHÂN�TỐ�ẢNH�HƯỞNG�ĐẾN�SỰ�HÀI�LÒNG�CỦA�
KHÁCH�HÀNG�VỀ�CHẤT�LƯỢNG�DỊCH�VỤ�NGÂN�HÀNG�

BÁN�LẺ�CỦA�CÁC�NGÂN�HÀNG�THƯƠNG�MẠI��
TẠI�THÀNH�PHỐ�CẦN�THƠ��

Hồ�Phạm�Thanh�Lan�,�Nguyễn�Minh�Tân�

Tóm�tắt:�Nghiên�cứu�này�phân�tích�các�yếu�tố�ảnh�hưởng�đến�sự�hài�lòng�của�khách�
hàng�đối�với�dịch�vụ�ngân�hàng�bán�lẻ�tại�các�ngân�hàng�thương�mại�trên�địa�bàn�thành�phố�
Cần�Thơ.�Dữ�liệu�nghiên�cứu�dựa�trên�cuộc�khảo�sát�ý�kiến�từ�150�khách�hàng�đang�sử�dụng�
dịch�vụ�ngân�hàng�bán�lẻ�tại�thành�phố�Cần�Thơ.�Phương�pháp�kiểm�định�độ�tin�cậy�thang�đo�
bằng�hệ�số�Cronbach’s�alpha,�phân�tích�nhân�tố�khám�phá�và�hồi�quy�tuyến�tính�bội�được�sử�
dụng�trong�nghiên�cứu�này.�Kết�quả�cho�thấy�mô�hình�có�ý�nghĩa�thống�kê�cao�với�R2�=�0,659,�
chứng�tỏ�các�yếu�tố�nghiên�cứu�có�tác�động�đáng�kể.�Trong�đó,�chất�lượng�công�nghệ,�tính�
đảm�bảo�và�sự�đồng�cảm�là�ba�yếu�tố�ảnh�hưởng�mạnh�nhất,�trong�khi�tính�đáp�ứng�không�
có�ý�nghĩa�thống�kê.�Phương�tiện�hữu�hình�Yj�sự�tin�cậy�có�tác�động�nhưng�ở�mức�thấp�hơn.�
Trên�cơ�sở�này,�ngân�hàng�cần�tập�trung�vào�đầu�tư�công�nghệ,�đảm�bảo�an�toàn�giao�dịch�
và�cải�thiện�dịch�vụ�khách�hàng�để�nâng�cao�sự�hài�lòng�và�lòng�trung�thành�của�khách�hàng.

Từ�khóa:�chất�lượng�dịch�vụ,�chất�lượng�công�nghệ,�ngân�hàng�bán�lẻ,�sự�hài�lòng,�thành�phố�
Cần�Thơ.

��Trường�Đại�học�Kỹ�thuật�–�Công�nghệ�Cần�Thơ


