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Tom tit:
ghién ciru kiém dinh mire d¢ anh hwong cua gia tri cam nhdn dén quyét dinh
N lira chon ngan hang cung cap dich vu san phdam c& nhan, bang viéc khao sat
264 khach hang hop 1é ciia 20 ngan hang. Két qua phan tich hoi quy tuyén
tinh cho thdy gid tri cam nhdn va quyét dinh lya chon ngan hang s dung dich vu san
phédm ca nhan bi tac ddng boi cdc yéu té theo mirc dé dnh hwéng giam dan la: (1) Quy
trinh; (2) Gid ca; (3) Pia diém; (4) Chiéu thi; (5) Gid tri nhan su; (6) Hitu hinh; (7)
Danh tiéng ngdn hang va (8) San pham. Tir do, tac gia dé xudt cé tinh goi y két qua
nghién citu ¢6 thé van dung cho cdc ngan hang trong thoi gian 6i.
Tir khéa: Gid tri cam nhdn, dich vu, ngin hang thwong mai, quyét dinh mua, sin
phcfm cd nhan.

Abstract:

Examine the impact of perceived value on the decision to select a personal banking
service provider, by examining 264 valid clients from 20 banks. The results of linear
regression analysis show that the perceived value and the decision to select a bank using
individualized product services are influenced by the following factors: (1) Process; (2)
Price; (3) Location; (4) Promotion; (5) Staff Value; (6) Tangible; (7) Bank Reputation;
and (8) Products. Since then, the authors suggest that the results of the research can be
applied to banks in the future.
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