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Abstract	

Vietnam	 is	 undergoing	market	 economic	 reforms.	 In	 the	 period	 of	 rapid	 growth	 of	
market	economy,	customers	are	the	certain	factors	for	the	survival	and	development	of	
banks.	Which	bank	 can	 receive	 the	attention	of	 the	most	 customers,	which	bank	 can	
succeed.	This	paper	analyzes	Vietnamese	commercial	banks	through	relevant	literature	
and	ACSI	model.	By	considering	the	impact	of	bank	products,	service	quality,	corporate	
image,	 reliability,	 customer	 perceived	 value	 and	 environmental	 factors	 on	 customer	
satisfaction,	the	influencing	factor	model	of	customer	satisfaction	of	Saigon	Commercial	
Bank	was	constructed.	Through	the	analytic	hierarchy	process,	this	paper	analyzes	the	
factors	 affecting	 commercial	banks	 and	 the	 relationship	between	 them,	 analyzes	 the	
main	influencing	factors	of	customer	satisfaction	of	Saigon	Commercial	Bank	in	Vietnam,	
and	then	puts	forward	policies	and	suggestions.	
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1. Introduction	

With	the	increasingly	fierce	commercial	competition,	the	products	on	the	market	are	becoming	
more	and	more	abundant,	and	the	choice	of	consumers	is	increasing,	which	makes	the	market	
competition	 of	 enterprises	 more	 and	 fiercer.	 In	 order	 to	 remain	 invincible	 in	 the	 market	
competition,	 banks	 must	 understand	 the	 needs	 of	 customers	 and	 make	 them	 satisfied.	
Therefore,	factors	affecting	customer	satisfaction	are	becoming	more	and	more	important.	In	
the	 service	 industry,	 especially	 in	 the	 banking	 industry,	 the	 role	 of	 meeting	 customer	
requirements	 is	 even	 more	 important.	 More	 specifically,	 if	 the	 bank	 can	 bring	 higher	
satisfaction	to	the	customer,	the	customer	will	definitely	continue	to	use	the	services	provided	
by	the	bank,	the	new	products	and	services	of	the	ZTE	Bank,	and	introduce	the	products	of	the	
bank	to	other	customers	and	become	a	loyal	customer	of	the	bank.	Thereby	increasing	the	sales	
volume	of	the	bank	in	the	market,	increasing	market	share	and	profits.	This	is	what	the	bank	
wants	to	achieve.	

2. Summary	of	Related	Theories	

2.1. Introduction	to	the	ACSI	Model	
ACSI	 (American	 Customer	 Satisfaction	 Index)	 ACSI	 is	 a	 macro	 measure	 of	 the	 quality	 of	
economic	output.	It	is	a	comprehensive	evaluation	index	of	customer	satisfaction	level	based	
on	 the	 process	 of	 product	 and	 service	 consumption.	 It	 consists	 of	 four	 levels:	 the	 national	
overall	satisfaction	index,	the	departmental	satisfaction	index,	the	industry	satisfaction	index	
and	the	enterprise	satisfaction	index.	It	is	the	theoretical	model	of	customer	satisfaction	in	the	
country	with	 the	most	 complete	 system	 and	 the	 best	 application	 effect.	 ACSI	 is	 a	 customer	
satisfaction	index	model	created	by	Fornell	et	al.	based	on	the	Swedish	Customer	Satisfaction	
Index	Model	(SCSB).	
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Fig	1.	ACSI	model	chart	

2.2. Factors	Affecting	Customer	Satisfaction	
2.2.1. Trust	(Reliability)	
Parasuraman	&	Berry	believes	that	the	quality	of	service	includes	10,	which	can	affect	customer	
perception	of	 service	quality.	They	are	 reliability,	 competence,	 responsiveness,	accessibility,	
courtesy,	credibility,	communication,	security,	understanding,	and	tangibility.	
Jarvenpaa	et	al.	 (2000)	argue	that	trust	 influences	the	attitude	of	consumers	and	affects	 the	
willingness	to	purchase.	Cyr	(2008)	pointed	out	that	in	many	countries	such	as	Germany	and	
China,	the	trust	of	e‐commerce	websites	has	a	strong	relationship	with	customer	loyalty.	
Bart	(2005)	found	that	there	is	a	strong	correlation	between	trust	and	intentional	behavior,	and	
intentional	behavior	may	include	willingness	to	navigate	more	activities,	such	as	buying	from	a	
business	or	repurchasing	activities.	
2.2.2. Quality	of	Service	
Zeithaml	 (1993)	 et	 al.	 demonstrated	 that	 quality	 and	 satisfaction	 are	 used	 in	 the	 service	
industry	 as	 synonyms:	 synonym.	 Schneider	 and	Bowen	 (1985)	 found	 a	 positive	 correlation	
between	 customer	 attitudes	 and	 customer	 perceptions	 of	 service	 quality.	 Spereng	 (1996)	
proposed	that	the	quality	of	service	and	customer	satisfaction	are	related	to	each	other.	
Li	 Jingyuan	 (2010)	 used	 the	 fuzzy	 comprehensive	 evaluation	method	 to	 establish	 the	 bank	
customer	satisfaction	evaluation	index,	and	analyzed	the	bank	customer	satisfaction	warning	
with	a	listed	bank	as	an	example.	Research	shows	that	service	and	customer	satisfaction	have	
a	close	relationship,	service	quality	is	a	factor,	and	satisfaction	is	the	result.	
2.2.3. Bank	Products	
Product	quality	refers	to	the	certain	characteristics	of	the	product	to	meet	the	needs	of	social	
production	and	consumer	consumption.	He	is	also	a	concrete	manifestation	of	the	value	of	the	
product.	It	includes	not	only	the	intrinsic	quality	of	the	product,	but	also	the	appearance	quality	
of	the	product.	From	the	customer's	point	of	view,	 its	perceived	quality	of	the	product	 is	an	
overall	assessment	of	the	customer's	service	and	quality.	Product	quality	generally	refers	to	a	
product	 that	meets	a	particular	 standard,	 and	perceived	quality	 is	 relative	 to	 the	 individual	
consumer.	Therefore,	it	is	not	only	affected	by	the	quality	of	the	product,	but	to	a	large	extent	it	
is	also	affected	by	some	reference	materials.	Product	quality	is	an	important	factor	influencing	
customer	satisfaction.	Therefore,	companies	should	strictly	control	the	products	they	sell.	
2.2.4. Customer	Value	Perception	
The	perceived	value	of	the	customer	is	affected	by	the	relative	amount	of	perceived	profit	and	
loss	and	the	perceived	quality	of	the	overall	quality	of	the	product	or	service	provided	by	the	
bank.	 Customer	 satisfaction	 is	 the	 comparison	 of	 the	 quality	 of	 products	 or	 services	 or	 the	
comparison	of	corporate	image.	The	higher	the	degree	of	agreement,	the	higher	the	customer	
satisfaction.	
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3. The	Evaluation	Model	Structure	of	Influencing	Factors	of	Customer	
Satisfaction	in	Saigon	Commercial	Bank	of	Vietnam	

3.1. Model	Basic	Structure	

 
Figure	2.	Vietnam	Commercial	Bank	Customer	Satisfaction	Influencing	Factors	Chart	

3.2. Survey	Data	and	Statistical	Analysis	
Table	1.	Vietnam	Saigon	Commercial	Bank	Customer	Satisfaction	Evaluation	Index	

System	

Target	layer	
Primary	
indicator	

Second	floor	
Secondary	indicators	

The	third	floor	
Three‐level	indicator	

mark

	
	
	
	
	
	
	

Customer	
satisfaction	

(A)	

	
（ ）surroundings B1 	

Parking	convenience	 C1	
Cleanliness	in	the	branch	 C2	

Internal	partitioning	rationality	 C3	
Branch	external	cleanliness	 C4	

	
Bank	products	

(B2)	

Product	personalization	 D1	
Product	Terms	of	Use	 D2	

product	price	 D3	
Commitment	to	cash	 D4	

	
service	quality		

(B3)	

Handling	complaints	 E1	
Timeliness	of	complaint	handling	 E2	

accuracy	 E3	
Service	time	 E4	

	
image	
(B4)	

Overall	image	of	the	branch	 F1	
Reputation	 F2	
Brand	 F3	

Reputation	 F4	

	
reliability	
(B5)	

Professional	and	reliable	problem	handling	 G1	
Online	payment	tools	are	reliable	and	

complete	 G2	

The	bank	provides	service	to	customers	at	
the	time	of	commitment	 G3	

Customer	value	
perception(B6)	

Compare	the	time,	energy	and	cost	of	the	
bank	to	the	overall	quality	of	the	bank	 H1	

Time,	effort,	value,	and	cost	compared	to	
the	overall	quality	level	 H2	
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3.3. Construct	a	Judgment	Matrix	and	Test	Its	Consistency	
Combined	with	 the	 established	 hierarchical	 structure	 diagram,	 qualitative	 and	 quantitative	
analysis	can	be	carried	out.	The	structure	and	weight	values	of	each	factor	are	added	to	the	
matrix	to	judge,	and	the	non‐quantitative	factors	are	converted	into	quantifiable,	and	analyzed	
step	by	step.	
	
Table	2.	The	judgment	matrix	of	the	intermediate	feature	layer	to	the	optimal	decision	target

	
 

After	entering	the	values	in	Table	2	in	Yaahp	12.0	software,	the	program	will	determine	the	
consistency	of	the	matrix	by	itself.	The	consistency	index	CI=0.0044<0.1	can	be	regarded	as	the	
approval	consistency.	
	

Table	3.	Environment	‐	Judgment	Matrix

	
 

Table	3	shows	that	the	consistency	index	of	the	matrix	is	CI=0.0039<0.1,	so	the	consistency	test	
is	passed.	

Table	4.	Bank	Products	‐	Judgment	Matrix

	
 

Table	4	The	consistency	index	of	the	judgment	matrix	CI=0.0039<0.1,	so	the	consistency	test	is	
passed.	

Table	5.	Quality	of	Service	‐	Judgment	Matrix
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Table	5	shows	that	the	consistency	index	of	the	matrix	is	CI=0.0058<0.1,	so	the	consistency	test	
is	passed.	
	

Table	6.	Image‐judgment	matrix

 
	
Table	6	shows	that	the	consistency	index	of	the	matrix	is	CI=0.0923<0.1,	so	the	consistency	test	
is	passed.	
	

Table	7.	Reliability	‐	Judgment	Matrix

 

	
Table	7	shows	that	the	consistency	index	of	the	matrix	is	CI=0.0036<0.1,	so	the	consistency	test	
is	passed.	
	

Table	8.	Customer	Value	Perception	‐	Judgment	Matrix

 

	
Table	8	shows	that	the	consistency	index	of	the	matrix	is	CI=0.0000<0.1,	so	the	consistency	test	
is	passed.	
After	 inputting	the	above	data	 in	 the	computer,	Yaahp	12.0	software	can	directly	derive	the	
weight	value	(9):	the	environmental	dimension	weight	value	is	0.0643,	the	bank	product	factor	
gives	the	weight	value	0.2313,	the	service	quality	factor	weight	value	is	0.2427,	and	the	image	
factor	 weight	 value	 is	 0.1273.	 The	 reliability	 dimension	 weight	 value	 is	 0.2643,	 and	 the	
customer	 value	 perception	 dimension	 weight	 value	 is	 0.0701.	 Among	 the	 six	 schemes,	 the	
reliability	factor	has	the	highest	weight	value,	reaching	0.2643,	which	is	the	optimal	scheme.	
The	quality	of	service	factor	is	second,	followed	by	the	bank	product,	 image,	customer	value	
perception,	and	environmental	factors	with	the	lowest	weight	value.	This	result	indicates	that	
the	most	influential	factor	in	customer	satisfaction	in	Saigon	Commercial	Bank	in	Vietnam	is	
reliability.	
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Table	9.	Customer	Satisfaction	Dimensions	and	Feature	Index	Weights	
Target 
layer A 

Criteria layer B 
（Weights A

- ）B  
Indicator layer C 

（Weights B
- ）C  

（Weights A
- ）C  

Customer 
satisfaction 

Surroundings 
B1 

0.0643 

Parking convenience (C1) 0.1887 0.0132 

Cleanliness in the branch 
(C2) 

0.3512 0.0246 

Internal partitioning 
rationality (C3) 

0.3512 0.0246 

Branch external cleanliness 
(C4) 

0.1089 0.0076 

Bank products 
B2 

0.2313 

Product personalization 
(D1) 

0.3679 0.0972 

Product Terms of Use (D2) 0.1141 0.0302 

product price (D3) 0.3953 0.1045 

Commitment to cash (D4 0.1226 0.0324 

service quality 
B3 

0.2427 

Handling complaints (E1) 0.2381 0.0551 

Timeliness of complaint 
handling (E2) 

0.2151 0.0498 

accuracy (E3) 0.4549 0.1052 

Service time (E4) 0.0919 0.0213 

Image 
B4 

0.1273 

Overall image of the 
branch (F1) 

0.3431 0.0221 

Reputation (F2) 0.2426 0.0156 

Brand (F3) 0.1716 0.0110 

Reputation (F4) 0.2426 0.0156 

reliability 
B5 

0.2643 

Professional and reliable 
problem handling (G1) 

0.3431 0.0750 

Online payment tools are 
reliable and complete (G2)

0.2426 0.1411 

The bank provides service 
to customers at the time of 

commitment (G3) 
0.1716 0.0266 

Customer value 
perception (B6) 

0.0701 

Compare the time, energy 
and cost of the bank to the 
overall quality of the bank 

(H1) 

0.6667 0.0849 

Time, effort, value, and 
cost compared to the 

overall quality level (H2) 
0.3333 0.0424 

4. Conclusion	and	Countermeasures	

4.1. Conclusion	
This	 chapter	 uses	 the	 recycled	 questionnaire	 to	 support	 the	 data,	 and	 uses	 the	 AHP	 to	
scientifically	assign	the	weights	of	the	variables	at	all	levels	in	the	customer	satisfaction	model	
of	Saigon	Commercial	Bank	in	Vietnam.	Studies	have	shown	that	in	Saigon	Commercial	Bank	of	
Vietnam,	 the	most	 important	 factor	 for	 reliability	 is	 the	 professional	 and	 reliable	 problem‐
solving	ability,	followed	by	the	reliability	of	the	online	payment	tool	and	the	service	provided	
by	the	bank	to	the	customer	within	the	promised	time.	In	terms	of	service	quality	factors,	the	
most	important	thing	to	pay	attention	to	is	accuracy,	followed	by	the	handling	of	complaints	
and	the	timely	treatment	of	complaints	and	services.	In	terms	of	banking	products,	the	most	
important	thing	to	pay	attention	to	is	product	price,	followed	by	product	personalization	and	
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commitment	fulfillment,	and	product	terms	of	use.	In	terms	of	image	factors,	the	most	need	to	
strengthen	 is	 the	overall	 image	of	 the	branch,	 followed	by	reputation	and	brand	 image,	and	
visibility.	In	terms	of	customer	value	perception,	the	most	important	thing	to	pay	attention	to	
is	the	comparison	of	the	time,	energy	and	cost	of	the	bank's	comprehensive	quality	evaluation,	
followed	by	the	time,	energy	and	other	value	and	cost	of	comparing	the	comprehensive	quality	
level.	Finally,	in	terms	of	the	environment,	the	most	need	to	strengthen	is	the	cleanliness	of	the	
branch,	 followed	 by	 the	 convenience	 of	 parking,	 the	 reasonable	 internal	 division,	 and	 the	
external	cleanliness	of	the	branch.	

4.2. Countermeasures	and	Suggestions	
1.	Strive	to	improve	the	quality	of	bank	products,	and	provide	a	wide	variety	to	meet	customers'	
requirements	 for	 banking	 products.	 While	 continuing	 to	 maintain	 high‐quality	 banking	
products	and	services,	we	will	improve	the	speed	of	business	processing	and	problem‐solving,	
and	provide	timely	feedback	and	handling	of	customer	suggestions	and	complaints.	This	is	one	
of	 the	most	 basic	 and	 core	 parts	 of	 the	 bank.	 It	 is	 the	 basic	 part	 of	 its	 functions.	 It	 is	 the	
responsibility	of	the	bank	to	take	improvement	measures	in	this	respect,	and	it	is	also	the	root	
of	its	further	development.	
2.	 pay	 attention	 to	 strengthen	 the	 bank's	 reliability	 in	 the	 customer's	 mind,	 improve	
professional	and	reliable	problem‐solving	ability	and	reliable	completeness	of	online	payment	
tools,	pay	attention	to	efforts	to	improve	the	ability	to	protect	customers'	private	messages,	in	
order	to	give	customers	a	better	sense	of	security,	but	also	make	customers	feel	more	reliable	
about	the	bank.	
3.	Strengthening	the	quality	of	service,	especially	in	terms	of	service	attitude,	bank	staff	have	a	
good	attitude	towards	customer	needs	and	serve	customers	enthusiastically.	Take	the	initiative	
to	grasp	the	customer's	problem.	If	the	customer	has	problems	that	are	not	yet	clear,	he	should	
patiently	explain	to	the	customer	and	always	have	respect	for	the	customer	to	bring	comfort	
and	satisfaction	to	the	customer.	
4.	Regarding	the	image,	continue	to	keep	the	employees	dressed	neatly	and	generously,	and	
choose	 the	 right	 time	 to	 carry	 out	 targeted	 advertising	 to	 promote	 product	marketing	 and	
effectively	attract	new	customers.	
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