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ABSTRACT

This study aimed to assess banking service qualifietnam and to make a comparison of customerd'kank
staff's perceptions of this based on six dimensidiiise BSQ (bank service quality) model suggdsyeBlahia & Nantel
(2000). All the data were collected through questaires which were delivered to two groups: custenand bank
staff in some large banks in Vietham. Descriptiaistical approach, ANOVA, independent t-test, aitdregression
were then used to describe and analyze these signdions as well as to take them into a comparafobanking
service quality perceptions between the above twaps. The results of this study showed two immbrtanclusions.
Firstly, there were three significant differences dustomers’ and bank staff's perceptions aboutptiee, service
portfolio, and general banking service quality. &ealy, both customers and bank staff had the sapm@oms and
evaluations about the important levels of six digiems, with effectiveness and assurance the mmxstriant factors
and service portfolio as the least important onaally, this study was one of the first concernibanking service
quality in Vietnam, based on the BSQ (Bahia & Nar2@00) model. Useful insights were obtained thi® importance
of banking service quality perceived by customeard bhank staff, which can stimulate debates andudsons on
building a quality standard system, strengtheniagyige quality in banks’ operations in Vietham,veall as improving
customers’ and bank staff's satisfaction and loyalt
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INTRODUCTION

While the banking industry has become more and ndereeloped in Vietham, many kinds of financial and
banking services have progressively been born aesalt. Thenceforth, Vietnamese customers have rhace
opportunities for selection of more suitable plamebuy and use banking services and satisfy alt themands. But at
the same time, they have also become more fastidamd expect higher standards from banks, such aie m
friendliness in service styles, more effectiveniessolving all their complaints, or more moderniaatin equipment
and tools. To bring satisfaction to customers tlogeg banks have had to improve their service ¢usdi keep their old
customers and attract more new and potential dwiswhat defines a good financial service? And wirdteria do
banks have to meet to be considered as good ones?

Many research papers and papers which have almeadyioned service quality. Typically, the GAP modél
service quality (Parasuraman, Zeithaml, & Berry83RPand the SERVQUAL approach (Parasuraman et @83) that
measures service quality using 22 items that asecésted with the five service quality dimensiotangibles,
reliability, responsiveness, assurance and empatitey)verified in many different markets and cowsriHowever,
many of their results indicate that models and mesasent scales of service quality are varied irfamnity with every
type of service, and every market or country (Baisal& Boller, 1992; Behara, Fisher, & Lemmink, 20Bbinson,
1999). And in banking, bank service quality is coomiy noted as a critical prerequisite for satisfyismnd retaining
valued customers (Taylor & Baker, 1994). Theref@ahia & Nantel (2000) proposed a specific scdle,BSQ (Bank
Service Quality) for measuring perceived servicalityiin retail banking. In Vietham, basically, tieeare still very few
researched models of service quality and measurteimeach kind of service especially in bankingsiges, Vietnam
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is still in the dawn of measuring quality and atii¢ toward service at present. In order to provseful results and
contribute to the development of financial serviaes banking ones in Vietnam, a study of measuaimd) comparing
the banking service quality as perceived by custeraad banking staff in Vietnam is needed andgsiicant. This
research on the banking service quality is spetifidocused on Vietham as our case study.

The purpose of this study is twofold: firstly, tesass the level of the banking service quality iplexy in Vietham
based on the quality perceptions of retail custenaard staff in banking; and secondly, to make apawsison of
customers' and staff's perceptions about the bgn&arvice quality in Vietnam based on the BSQ (B&ekvice
Quality) model suggested by Bahia & Nantel (2000).

LITERATURE REVIEW

GAP Model

There are seven major gaps in the service quadibcept: Gapl (customers’ expectations versus mansue
perceptions), Gap2 (management perceptions veesuges specifications, Gap3 (service specificatis@ssus service
delivery), Gap4 (service delivery versus externammunication), Gap5 (the discrepancy between custom
expectations and their perceptions of the servaweted), Gap6 (the discrepancy between custoxmeatations and
employees’ perceptions), and Gap7 (the discrepaetyween employees’ perceptions and managementpiemns).
Gaps 1-4 and 6-7 are identified as functions ofvilag in which service is delivered, whereas GapeBigins to the
customer and as such is considered to be the tassure of service quality. The Gap on which the \BEBAL
methodology has influence is Gap 5. In the follagyithe SERVQUAL approach is demonstrated.

SERVQUAL Model

The SERVQUAL model consists of 22 statements feeasing customer perceptions and expectationsdiagar
the quality of a service which were grouped int@fkey dimensions (Parasurametral, 1991) that were identified as
follows:
= Reliability — the ability to perform the promiseergice dependably and accurately.
= Tangibles — the appearance of physical faciligegiipment, personnel and communications materials.
= Responsiveness — the willingness to help custoamago provide prompt service.
= Assurance — the knowledge and courtesy of emplogmeégheir ability to convey trust and confidence.
= Empathy — the provision of caring, individualizetkation to customers.

Many research studies and papers have used SERV@0&k to verify and to adjust in conformity wittany
different market situations and conditions. Howeweany other researchers have tested this modehiny fields of
service as well as in many different markets anthtiges, and their results show that service quadinot the same nor
even similar in different service fields and maskékherefore, it is necessary to have more researotder to model
service quality in each service field and in eapbkcffic market. And the BSQ model was developedntasure
banking service quality as suggested by Bahia &t&lg&000), in particular.

The BSQ Model
Bahia & Nantel (2000) developed a specific newesdai perceived service quality in retail bankiBBQ (Bank
Service Quality). This BSQ model incorporated addil items such as courtesy and access, as pbpys€arman
(1990), and items representing the marketing mixhef“7Ps” (product/service, place, process, pgdits, physical
surroundings, price and promotion) from the BoonB#ner (1981) framework. After refinement, the BS@s left
with 31 items of service quality relevant to thekiag sector. These 31 items were distributed acsosdimensions:
(1) Effectiveness and assuranceeffectiveness refers to the effective deliverysefvice (particularly the friendliness
and courtesy of employees) and the ability of stafinspire a feeling of security. Assurance consédhe staff's
ability to exhibit their communication skills anal deal confidentially with clients’ requests.
(2) Access:assesses the speed of service delivery.
(3) Price: measures the cost of service delivery.
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(4) Tangibles: assess the appearance and cleanliness of a lpdnyisigal infrastructure.

(5) Service portfolio: assesses the range, consistency, and innovatite bfink’s products.

(6) Reliability: measures the bank’s ability to deliver the seryime have been promised accurately and without.erro
In comparing BSQ with SERVQUAL, Bahia & Nantel (ZI)Cargue that the main strength of BSQ for banks is

related to its content validity. For example, tkevices portfolio dimension and the price dimenadéBSQ are absent

from SERVQUAL (Petridou, Spathis, Glaveli, & Liadss, 2007). It is for this reason (content validityat the BSQ

was chosen for use in the present study.

RESEARCH FRAMEWORK & METHODOLOGY

Research Framework

Based on the perceptions of retail customers and s&@ff, especially the BSQ model (Bahia & Nangl00), to
make a comparison of customers' and staff's peocepabout the banking service quality in Vietndinis study has a
research framework as follows:
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Figure 1: Research framework
Hypotheses

In this section, the hypothesized relationshipsvbeh the variables mentioned in above frameworkckefied
as the following hypothesis 1:
Hypothesis 1: There is no significant differencepefceptions about the general perceived serviaéitgietween the
customers and banking staff.
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In detailed, we have six (sub-)hypotheses for thepairs of service quality dimensions perceivedcogtomers

and bank staff respectively. The mentioned six tiypses are given out as bellow:

Hypothesis la: There is no significant differendeperceptions about this dimension (effectivenesas&surance)
between the customers and banking staff.

Hypothesis 1b: There is no significant differenéeerceptions about this dimension (access) betweertustomers
and banking staff.

Hypothesis 1c: There is no significant differené@erceptions about this dimension (price) betwibencustomers and
banking staff.

Hypothesis 1d: There is no significant differené¢@erceptions about this dimension (tangibles) leetwthe customers
and banking staff.

Hypothesis 1e: There is no significant differenégerceptions about this dimension (service padjobetween the
customers and banking staff.

Hypothesis 1f: There is no significant differendgerceptions about this dimension (reliabilitylyween the customers
and banking staff.

Methodology

After all data were collected through a survey witlo forms of questionnaires (one for 223 customeng for
88 bank staff), the basic analysis and tests adliim the study included descriptive statisticgirapch, independeitt
test and ANOVA as well as multi-regression. We usedcdetive statistical methods and calculated theamage
frequency, percentage of the constructs that weldped above to summarize and interpret the surdgitionally,
data were also analyzed using independié@stto compare the perceptions of customers and bgrstadff subject to
every dimension of banking service quality to séwtler there were any significant differences antbeg. Besides,
ANOVA was also used to test the difference of thlecpptions among different customers’ and bankitadf's
backgrounds. And finally, the multi-regression aggmh was used to show the weights of the six salebainking
service quality dimensions in this study. The SPBB8ware (Statistical Package Program for Sociaéri®es for
Windows version 11.5) was used to support the smgand process of data analysis.

DATA ANALYSIS AND RESULTS

Descriptive Statistical Facts & Figures of the MainSurvey

In the main survey, 400 questionnaires were dediygP50 to customers and 150 to banking staff)thadotal
number of usable questionnaires was 311. Thugeponse rate for the main survey was 77.75%.

For customers: based on 250 questionnaires’ anseaiected from bank customers, 27 units were tepbc
because they were not completely and correctlgdiih as instructed; hence, the remaining numbepestionnaires
form A (for customers) is 223, which means a respaate of 89.2%. As regards the gender of cus®rbdr3% were
males and 45.7% were female. There was also a sihiga rate of “unmarried” repondents in maritatas (53.8%),
and an adequate high rate of “age range” from 28 {48.4%). Most of the respondents’ education keweére
undergraduate degrees (75.3%); and their work stataspied the low- and medium-management classeskéns,
staff, executives, or supervisors) holding a peiags of 76.2%, while the student group was 4.5% fagd-class
management level was 19.3%. The high rate of “wofk&ff /executive /supervisor” career also lotlicanatched a
high rate in income in low and medium levels (43.586 “1,800,000 — lower 3,600,000 VND” and 26.9% for
“3,600,000 — lower 7,200,000 VND"). Concerning ttempany, 45.7% of customers worked for joint ventijoat-
stock /private companies, while 23.8% and 30.5% wobrfar state-owned and foreign companies respdgtive
Especially, most of them (54.3%) used financial sex provided by joint venture /joint stock /foreipanks. And
finally, the facts and figures of the main survésoaapprises us that 66.4% of respondents usuadly ln@nking services
1-3 times per month, while 23.8% use banking ses/#-6 times and the remaining 9.9%, over 6 tipgzsnonth.

For bank staff: out of 150 questionnaires delivex®tdanking staff, a total of 88 questionnairesematurned, a
response rate of 58.67 per cent. The majority %) .were aged 18 to 35. Of the respondents, 30.7% agad 18 to
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25, 39.8% were from 26 to 35, 22.7% were from 363pahd 6% were over 45. There are almost as manyewom
(52.3%) as men (47.7%). Also, for the marital stathere were almost as many “single” (46.6%) as “fadfr
respondents (53.4%). In terms of education levélpahk staff in the main survey had undergraduagrees and
upwards. Among them, 71.6% had a Bachelor's dedt®d)% for Master's degree, and the remaining 3.4%afor
doctorate degree. A total of 79.5% were at the lamd middle-level management (worker /staff /exeeutsupervisor),
and the other 20.5% were at the high-level manageopmards (leader /manager /director). In the aspemcome
per month, 33% had an income from 3,600,000 - 7Q@@WOYND, 21.6% had less than 3,600,000 VND, and 46 !1ad
above 7,200,000 VND. Most of the respondents (58 @&k working for joint venture or joint stock ofiyate banks,
while 20.5% worked in state-owned banks, and theaneimg 21.6% worked for foreign banks.

ANALYSIS OF ONE-WAY ANOVA RESULTS
One-Way ANOVA Analysis for Bank Staff Groups

Table 1: One-way ANOVA results for bank staff grougs

Age

Gender

Marital
Status

Education
Level

Position

Income

Bank
type

Sig.

Sig.

Sig.

Sig.

Sig.

Sig.

Sig.

EA_STAFF

A_STAFF

P_STAFF

T_STAFF

SP_STAFF

R_STAFF

QUAL_STA

Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total

0.000

0.000

0.000

0.000

0.000

0.000

0.000

0.082

0.130

0.253

0.071

0.219

0.048

0.045

0.012

0.380

0.509

0.862

0.229

0.910

0.324

0.023

0.002

0.139

0.145

0.015

0.100

0.006

0.001

0.000

0.002

0.021

0.000

0.006

0.000

0.000

0.001

0.000

0.015

0.041

0.012

0.000

0.063

0.211

0.656

0.622

0.051

0.971

0.984
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Concerning age, from the above table, ANOVA ressiitsw us that there are significant differences ragrihe
four age groups for bank staff's perceiving six éimsions of service quality as well as the genezalice quality,
because all ANOVA p-values are 0.000 (smaller (h@5).

Concerning gender, although of the six factorsietli® only one (reliability) which shows a signéitt difference
due to its p-value of 0.048, general service quakrceived by bank staff was significantly difietr@mong two groups
(males and females) due to its p-value of 0.045.

About the aspect of marital status, there was onby factor (effectiveness & assurance) with theloer of 0.012,
which means that there is a significant differencé¢his dimension among two groups of bank stafifigrital status:
“single” and “married”. The other p-values of theef remaining factors are larger than 0.05, whiglome important
reason why the p-value of the general service tyuab perceived by bank staff (0.324) is largentBa05. In other
words, there is no significant difference betweam tgroups of bank staff (“single” and “married”) @l their
perceptions of general service quality.

About the education level, there were significaiffedences in three of the six dimensions (effeztigss &
assurance’s p-value: 0.023, access’s p-value: 0.88ice portfolio’s p-value: 0.015), which led #osignificant
difference among the three groups of bank staftiatieeir perceptions of general service quality.

About the positions of bank staff, we have siguifitdifferences between the two groups of bank atadut the
six dimensions and the generally perceived serggality. In particular, we have detailed p-values fallows:
effectiveness & assurance: 0.001, access: 0.0@E; (ir.002, tangible: 0.021, service portfolio:@Qreliability: 0.006,
and the general service quality: 0.000.

About the aspect of income, ANOVA results clearbint out that there are, firstly, significant difémces in
perceiving banking service quality based on the Gvoups of income. In detail, p-value of effectiges & assurance is
0.000, access: 0.001, price: 0.000, tangible: Q.8&Bvice portfolio: 0.041, reliability: 0.012, atige general service
quality: 0.000.

Finally, in the aspect of bank-type, all the p-eawf the six factors and the general service ualiow no
significant differences among the mentioned thmeeigs because they are all larger than 0.05.

One-Way ANOVA Analysis for Customer Groups

In the aspect of age, ANOVA results reflect sigrafit differences among the four age groups abaibmers’
perceiving six dimensions of service quality aslvasl the general service quality, because all ANQM#alues are
0.000 (smaller than 0.05).

In the aspect of gender, there is no significaffedince between 2 groups (male and female) inghéang
general service quality due to p-value of 0.528jathan 0.05). Nevertheless, the service podtfelie only one factor
of the six dimensions, has p-value of 0.018 (sméaflan 0.05). This means that there is a signifidéfference here.

In the aspect of marital status, significant défeces occupied in only three of the six factorfeatifveness &
assurance (p value = 0.013), access (p value =)).@?ice (p value = 0.021), and to the generatgiged service
quality (p value = 0.013).

In the aspect of education level, although therisignificant difference about general servicaliy perceived
by customers among the four education level grotgigbility is the only factor (out of the six facs) which has a
significant difference with a p-value of 0.012. $hshows that education level generally doesn't lgvaffect
customers’ perceptions.

Table 2: One-way ANOVA results for customer groups
Times

Marital | Education Company of Bank

Age | Gender | Status Level Position | Income type use | Career | type

Sig. Sig. Sig. Sig. Sig. Sig. Sig. Sig Sig. Sig.

EA_CUS gfé"ll’gi” 0.000| 0.437| 0.013 0.095| 0.000| 0.000 0.008| 0.244| 0.172| 0.000
Within
Groups
Total
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A_CUS | Between
Groups
Within
Groups
Total
P_CUS | Between
Groups
Within
Groups
Total
T _CUS | Between
Groups
Within
Groups
Total
SP_CUS | Between
Groups
Within
Groups
Total
R_CUS | Between
Groups
Within
Groups
Total
QUAL_ | Between
Cus Groups
Within
Groups
Total

0.000| 0.946 0.024 0.147 0.002| 0.000 0.065| 0.999| 0.012| 0.000

0.000| 0.876| 0.021 0.485 0.002| 0.000 0.138| 0.493| 0.253]| 0.000

0.000| 0.556 0.063 0.266 0.002| 0.000 0.003| 0.003| 0.087| 0.000

0.000| 0.018| 0.139 0.843 0.041| 0.014 0.026| 0.425| 0.416| 0.000

0.000| 0.324 0.280 0.012 0.001| 0.000 0.000| 0.829| 0.032| 0.000

0.000| 0.523| 0.013 0.115 0.000| 0.000 0.006| 0.736| 0.047| 0.000

In the aspect of career position, this part reflenistomers’ positions in society and/or organizesj and the
relationships between their positions and theicggtions about bank service quality. Significarftedences happened
to the six main dimensions and the general serocelity perceived by three customer groups (student
worker/staff/executive/supervisor, leader/managesétor) when p value of effective & assurance i800, access:
0.002, price: 0.002, tangible: 0.002, service miidf 0.041, reliability: 0.001, and the generatqmved service quality:
0.000.

In the aspect of income, all ANOVA p values aredovthan 0.05 (p value of effectiveness & assura@@f0, p
value of access: 0.000, p value of price: 0.00@alpe of tangible: 0.000, p value of service pditfc0.014, p value of
reliability: 0.000, p value of general perceivedveme quality: 0.000), which means that there agaificant differences
among five groups of customers’ incomes.

In the aspect of company-type for which customeesewworking, there are four significant differen@asong
three groups of customers about four factors: &ffeness & assurance (p value = 0.008), tangiblea{pe = 0.003),
service portfolio (p value = 0.026), reliability ¢@alue = 0.000), which makes a significant differein the construct of
general perceived service quality (p value = 0.006)

In the aspect of the number of times of using bagkiervices in one month, we can see that there difference
about general service quality perceptions amonggetigroups (group 1: using banking services 1-4gimenth, group
2: using banking services 5-15 times/month, grougstg banking services over 15 times/month) duié p-value of
0.736. This means that the number of times of ubiagking services does not affect customers’ péiarep about
service quality significantly.

In the aspect of customers’ professibased on p-values mentioned in the above tablee thee significant
differences among 7 groups in the factors of ac@esalue = 0.012) and reliability (p value = 0.932hese significant
differences occurring in the mentioned two factwese the main reasons leading to a significanediffice in general
service quality (p value = 0.047) perceived bythgroups of customers.
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Finally, in the aspect of the bank type used byamsrs, there are significant differences abousialtlimensions
and the general perceived service quality whethall p-values are 0.0000 (lower off than 0.05).

ANALYSIS OF MULTI-REGRESSION RESULTS

Multi-Regression results for Bank Staff's Perceptios

According to Table 3, we can come to some followimductions: firstly, in the view of banking staffje most
important factor is effectiveness & assurance (E&ffs and next is price (P_Staff), followed by ass (A_Staff),
reliability (R_Staff), and service portfolio (SPa$f} in order of decreasingly importance. Secontiy R square of
0.000 shows us that the relationship between théastors and the general perceived service quialityery strong and
close together. Besides, all coefficients are pasitvhich means that the general service quabtg@ved by banking
staff and the six main factors are direct and fodwvan other word, if a bank improves any one omgnaf the six
factors, it will obtain a higher ranking of geneservice quality perceptions perceived by its bstalff.

Table 3: Multi-regression results in the aspect abank staff's perceptions

Coefficients(a)

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 0.00( 0.000 0.000 1.000
EA_STAFF 0.419 0.000 0.328 252,292,970.564 0.000
A _STAFF 0.161 0.000 0.265 210,544,647.032 0.000
P_STAFF 0.161 0.000 0.274 219,854,063.972 0.000
T_STAFF 0.129 0.000 0.218 181,804,876.57( 0.000
SP_STAFF 0.065 0.000 0.079 59,248,345.607 0.000
R_STAFF 0.065 0.000 0.110 84,889,495.655 0.000
a. Dependent Variable: QUAL_STA
R Square 1.000
Adjusted
R Square 1.000

Table 4: Multi-regression results in the aspect ofustomers’ perceptions

Coefficients(a)

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) -0.004 0.012 -0.379 0.705
EA CUS 0.421 0.003 0.310 120.915 0.000
A_CUS 0.161 0.002 0.223 79.988 0.000
P_CuUs 0.163 0.002 0.273 95.720 0.000
T CUS 0.162 0.002 0.215 65.855 0.000
SP_CUS 0.03( 0.001 0.055 25.544 0.000
R CUS 0.065 0.001 0.099 46.046 0.000
a. Dependent Variable: QUAL_CUS
R Square 0.999
Adjusted
R Square 0.999

Multi-regression results for customers’ perceptions
The result in the above table proves that the itgpoe levels of the six service quality dimensipasceived by
customers are in increasing order as follows: seryiortfolio (0.030), reliability (0.065), access161), tangibility
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(0.162), price (0.163), and effectiveness & assted0.421). Therefore, customers in Vietham comsffectiveness &
assurance (EA_Cus) as the most important factatsarvice portfolio (SP_Cus) as the least imponbauet

In addition, R-square is 0.999, which is a verydjoesult, showing that the general service qualsceived by
customers can explain and account for 99.9% ofithmain dimensions.

Hypotheses’ test with independent t-test analysigpproach

From the analysis of the six dimensions of serguaality from Table 5, we have significant differescn only
two cases: price and service portfolio, and thesiofour remaining dimensions do not receive resoftsignificant
differences. The six above-mentioned conclusiomgie six hypotheses help us more clearly undedsthiferences
between customers’ and bank staff's perceptionfestito the six main single dimensions of serviaaliy. Therefore,
although there are only two out of six dimensionsiclv reflect significant differences, the generatvice quality
perceptions show significant differences betweestaers and bank staff when its p-value equalsGb(lower than
0.05). In other words, hypothesis 1 is not supgbéeall, or there is a significant difference @rgeptions about the
general perceived service quality between the custs and banking staff.

Table 5: Independentt-test results of comparisons of customers’ and bankingaff's perceptions

Levene's Test for
Equality of t-test for Equality of Means
Variances
F Sig. T df
EA Equal variances assumed 2.108 0.148 -7.417 309
Equal variances not assumed -7.909 183.611
A Equal variances assumed 0.181 0.671 -1.946 309
Equal variances not assumed -1.984 166.077
P Equal variances assumed 5.213 0.023 -2.257 309
Equal variances not assumed -2.454 192.222
T Equal variances assumed 0.626 0.429 -0.165 309
Equal variances not assumed -0.168 165.968
SP Equal variances assumed 45.576 0.000 -1.915 309
Equal variances not assumed -2.454 282.978
R Equal variances assumed 0.764 0.383 2.996 309
Equal variances not assumed 3.133 175.742
QUAL Equal variances assumed 5.807 0.017 -3.327 309
Equal variances not assumed -3.643 195.457

DISCUSSION AND CONCLUSION

Conclusions and Managerial Implications

The most important contribution of this researchoisupport a link between customers’ perceptiar lBank
staff's ones about banking service quality, whighurn has significant influence on the performan€éanks. This
will attract more attention and consideration ohkiag leaders on customers’ perceptions about thein service
quality, as well as on customer-orientation strigggFrom that point of view, we can draw some amions and
managerial implications from this research as fedo

Firstly, by comparing the data collected from custos and bank staff, we found that the gap betwestomers’
perceptions and bank staff’'s ones in terms of bankervice quality is really significant in Vietnadthough in terms
of mean values, there are always gaps betweenmsastoand bank staff in their perceptions about yewsingle
dimension of service quality, two (price and seevportfolio) out of the six dimensions give outtistically significant
differences. In other words, managerially speakitty,decrease the gaps between customers’ and HKaffis s
perceptions as well as to improve customers’ satigfn and loyalty, banks need to build and apm rbusiness
strategies and/or reform their old business onéisdriields of prices and service portfolio.
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Secondly, in conformity with the GAP model (Parasnanet al, 1985; Curry, 1999; Luk & Layton, 2002), the
ANOVA and independertttestanalyses show us different kinds of gaps: gapiscepancies between perceptions of
the management level and the ones of customens) gdiscrepancies between perceptions of the grapléevel and
the ones of customers), and gap 7 (discrepancitsebe perceptions of the management level and ties of
employee level). Therefore, to develop performaacd to upgrade the cooperation, banks in Vietnaoulghthink
about decreasing risks and discrepancies amongrpeklevels, especially in the area of servicdityju&Consequently,
banks could develop further solutions into reduaisgrepancies between bank staff's and custorperseptions.

Thirdly, analysis of the weights of the six selechanking service quality dimensions shows us diffective &
assurance play the most important role while serpiartfolio plays the least important role in cusérs’ and also bank
staff's perceiving banking service quality. Thispies that, on the one hand, the Vietnamese fiashmoarket is still
basically new, simple and emerging which meansttieie are no or few needs and requirements foptnand/or
complicated financial products; and on the otherdhbanks in Vietham have not yet well-considered diversified
their own service portfolios as well as their typé$inancial products as the first priority recqgrnents in their business.

In the aspect of technology, we can look into timemhsions of tangibility and access. Both dimensiane
considered as only minor ones for both customedsbamk staff, which implies that banks in Vietnasapecially local
ones, have not yet brought high technology intar theplication popularly, and simultaneously custssnhave not yet
used high technology banking services regularly larwddly. This also reflects the Viethamese finahand banking
market still has great potential, especially in #inea of using new and/or high technology to attcastomers. This is
really an opportunity for bankers.

In the domain of human resources, because the diorenf effectiveness & assurance, which is esalythased
on bank staff's ability and appearance, is analyaethe most important one, it also reflects tlaaiking operations in
Vietham mainly depend on human resources, andeaubinblogy. Moreover, because foreign banking persioare
evaluated better than that of local banks. Locakbashould attach special importance to both theivices and their
human resources. Their staff should be trainedupgdaded more regularly and more deeply.

Concerning pricesthe fact that price plays the second important babkind effectiveness & assurance proves
that obviously over time its role will be decreased@¢omparison with other dimensions, because uhed trend is that
banks will not consider price as the first compatitfactor, and they will improve their service tjyain other
dimensions instead. In other words, the role afgomight be decreased in the future.

For financial resources, not all banks have abundapital at a certain period of time. Regressiesults reveal
us that the unstandardized coefficient B valueffgfctiveness & assurance for both customers anét beif accounts
for over 0.4 (0.421 for customers, and 0.419 farkbstaff) which is the largest figure in compariseith the other five
dimensions in both regression models, which implieg if a bank has a budget limitation, it shoatlthcentrate on
investing and allocating its budget into the aspéaffectiveness & assurance as the first pridatymprove customer
perceptions concerning service quality.

Additionally, the research also lets us know theils in Vietnam have realized and followed thetrighys and
strategies to attract and sign up customers bedhesesgression model gained from bank staff's gations is the
same as the one gained from customers’ perceptiopnsther words, both customers and bank staff ttheesame
views and assessment directions about the impoleaets of banking service quality. However, thigght lead to
harder competition among banks when they have #imeesrealization that effectiveness & assurancéhasmost
important factor in best influencing customers iegsions and perceptions. Therefore, to elimindteratompetitors, a
bank should create its own competitive advantagnek differences in other service quality dimensitike service
portfolio, tangibility and access.

Another aspect worth examining is mean values. Ating to the total mean values of general servigality
perceived by customers (4.4335) and bank stafdgRY, we can derive the conclusion that althoughklstaff have
somewhat higher and better perceptions than custogeneral service quality of the banking systerWigtnam is at
an average or medium level in general, because thean values are lower than 5 overall. These facts figures
imply that partly, at present, customers in Vietnean be considered and evaluated as relativelidiasgs ones, and
furthermore, that customers are now in much neeéa#iving higher quality banking services to ffieir expectations.

156 The Journal of International Management Studiesuk@ 4, Number 2, August, 2009



Therefore, banks should have suitable strategidsirarestment to obtain higher quality services aetter results in
customers’ perceptions.

Last but not least is the matter of building andadeping brand. In this study, most customers vigared better
service quality perceptions for foreign banks tf@nlocal ones. However, because all foreign bankihis study are
world renowned, and most Viethamese people (int@rges) are always fond of foreign brand-names and
products/services, and while at present the numbservices foreign banks provide is fewer tharséhlmcal banks do,
perhaps customers’ better perceptions originatech ftheir biases and personalities. In other wowds believe that
reputation and status of a bank influence custonamis bank staff's perceptions; and if a local baak a better image
and brand-name as well as more attractive braraitigities, surely its customers also reveal tibeiter perceptions
and feelings about its service quality. Therefdranks in Vietnam, especially domestic ones, shdwde more
effective and suitable branding campaigns and ntiadkelans.

Limitation & Future Research

In this study, most banks were operating in HochimtCity. Generalization of the study would be higifié was
conducted in all different banks in other differeiites throughout Vietnam. This is a direction fature research. In
addition, the use of a relatively small sample, ahthe study being restricted to Hochiminh Cityrther impacts the
generalizability to which these results can be apdfated to other bank formats, service types atidsc Future
research in the Vietnamese banking systems caniegaanwider respondent base across other citiedetham. A
larger sample size would also enable separate sisadgross different income groups, gender andcagggories.
Besides, this study is mostly based on the dedimitiand theories of the GAP model of service quéitarasuramaat
al.,, 1985; Curry, 1999; Luk & Layton, 2002) and the @$nodel (Bahia & Nantel, 2000) which relied on the
SERVQUAL approach (Parasuraman et al., 1988). Thereusing and applying some other different tleoinvolved
in service quality is also considered as a futesearch concern.

REFERENCES

Bahia, K., & Nantel, J. (2000). A reliable and datheasurement scale for perceived service qudlitpak.International Journal of Bank Marketing
18(2), 84-91.

Bakakus, E., & Boller, G. W. (1992). An empiricalsassment of the SERVQUAL scaleurnal of Business Research, 24233-268.

Behara, R.S., Fisher, W.W., & Lemmink, J.G.A.M. @2). Modelling and evaluating service quality meament using neural networks.
International Journal of Operations & Production Magement22 (20), 1162-1185.

Boom, B.H., & Bitner, M.J. (1981). Marketing strgtes and organisation structures for service firmsDonnelly, J. and George, J.R. (Eds),
Marketing of ServiceAmerican Marketing Association, Chicago, IL, 5D-6

Carman, J. M. (1990). Customer perceptions of eserjuality: An assessment of the SERVQUAL dimersidournal of Retailing, 6933-55.

Curry, A. (1999). Innovation in public service mgeenentManaging Service Qualin®(3), 180-190.

Luk, Sh. T. K., & Layton, R. (2002). Perception Gap customer expectations: Managers versus seprindders and customershe Service
Industries Journgl22(2), 109-128.

Parasuraman, A., Zeithaml, V., Berry, L. L. (1985)onceptual model of service quality and its iitgtion of future researcournal of Marketing
49, 41-50.

Parasuraman, A., Zeithaml, V., Berry, L. L. (1988ERVQUAL: a multiple item scale for measuring caser perceptions of service quality.
Journal of Retailing64(1), 12-43.

Parasuraman, A., Zeithaml, V., Berry, L. L. (199Rgfinement and reassessment of the SERVQUAL sdalenal of Retailing67(4), 420-450.

Petridou, E., Spathis, C., Glaveli, N., & Liassid€s (2007). Bank service quality: Empirical Eviderfrom Greek and Bulgarian retail customers.
International Journal of Quality & Reliability Mamggemet,. 24(6), 568-585.

Robinson, S. (1999). Measuring service qualityrentrthinking and future requiremenikdarketing Intelligence & Plannindl7(1), 21-32.

Taylor, S.A., & Baker, T.L. (1994). An assessmefhttiee relationship between service quality and @mstr satisfaction in the formation of

customers’ purchase intentiodsurnal ofRetailing, 70(2), 163-78.

The Journal of International Management Studiesu¥@ 4, Number 2, August, 2009 157



