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Abstract 

"Maintaining customer satisfaction at Vietinbank" was 

conducted to detect the factors affecting the satisfaction of 

customer service quality for Vietinbank in Ho Chi Minh 

City. Quantitative research method is carried out with the 

research object being the customers who are directly 

performing transactions at the bank. The results show that 

the factors of reliability, system, guarantee, interest rate and 

cost, tangible factors (facilities and appearance) have a 

positive influence on level of customer satisfaction in Ho 

Chi Minh City. It emphasizes the importance of two factors 

of interest rate, service fee and system in improving 

customer satisfaction with services, thereby enhancing 

loyalty to the bank. Along with the increasingly fierce and 

fierce competition in the field of banking and money 

business today, it becomes increasingly necessary to 

understand the factors affecting customer satisfaction. In 

order to survive and develop sustainably, banks have built a 

lot of business strategies, one of the most important business 

strategies is to build a service culture with customers. 
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1. Introduction 

Factors affecting customer satisfaction are the decisive factor in all activities of enterprises. So, what is customer satisfaction? 

To what extent and factors influence customer satisfaction? To answer the question, various opinions and definitions arise to 

explain customer satisfaction. Since then, they have had a lot of controversy. As Philip Kotler explains: "Customer satisfaction 

is the degree, state or perception of a customer from comparing the results of consumption, use of products or services with the 

customer's expectations or expectations. The comparison of one business with another through customers". Factors affecting 

customer satisfaction depend on the difference between the results received and the expected. If the actual results match the 

expectations, the customer will be satisfied, and if the actual results are lower than the expectations, the customer is not 

satisfied with the results or in the customer care process of a company. Product or service. The factors influencing customers 

are formed from the shopping experiences of friends, colleagues and competitors in order to improve the quality of services or 

products that meet customers' expectations. Furthermore, Hansemark and Albinsson say: "Customer satisfaction is a customer's 

overall attitude towards a service provider or emotional response to the discrepancy between what the customer expects and 

what is expected of the customer. they receive, for the fulfillment of some need, goal or desire." Customer satisfaction is the 

psychological feeling after a customer's need is satisfied. Based on the understanding of your products and services compared 

to other products on the market to evaluate the level of satisfaction or dissatisfaction. Thus, customer satisfaction can be 

understood as a feeling of pleasure, satisfaction or sometimes disappointment arising from the comparison between the actual 

benefits of the product with their own expectations or for the product. Other used products. Therefore, businesses have built a 

scale of customer service quality according to 03 levels or more compared to the needs of the business to know exactly how 

customers feel, but the common point is evaluated as follows: not yet. satisfied, satisfied, very satisfied, etc. From surveys, 

business research will find out the factors affecting customer satisfaction, thereby helping businesses retain and create 

customers. potential and future customers. However, studies have shown that although satisfied customers are not synonymous 

with loyalty, satisfied customers are more likely to be loyal than dissatisfied customers. Therefore, customer satisfaction is 

considered a decisive factor to the success of the business. Therefore, any program needs to measure customer satisfaction 

based on factors related to the goals of the campaign or program. Businesses or organizations have two methods to measure: 

The first method is directly with the surveyor because they create the ability to measure perception, asking respondents directly 

to evaluate like an interview. question. Face-to-face interviews, group interviews, telephone surveys, online surveys, etc., 

indirect methods are a good method to deal with specific perceptions. Respondents may not know that researchers will use 

these questions to relate to general satisfaction. Many methods can be used to determine such as: behavioral observations, 
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testing methods. Enterprises need to choose the right method 

and measure to bring the best effect, which is to understand 

the group of customers and the factors that affect customers 

in the process of using products and services. 

 

2. Theoretical basis 

2.1 Service concept 

Service is the product of labor, does not exist as an object, 

because the economic product includes labor as a material 

work, management, knowledge, organizational abilities and 

technical skills of the process. The process of production 

and consumption takes place at the same time to serve the 

needs of production, business or consumption activities of 

individuals and organizations. The service is invisible, 

making the customer's senses invisible before buying the 

service. This is a big difficulty when selling services 

compared to selling physical products, because it is difficult 

for customers to try the service before buying, it is difficult 

to feel the quality, it is difficult to choose a service, it is 

difficult for a service provider. Difficult to advertise 

services. Therefore, services are more difficult to sell than 

goods (Thanh Hang, 2018). 

Goods are produced centrally in one place, then transported 

to where there is a need. When leaving the production line, 

the goods are complete. As a result, manufacturers can 

achieve economies of scale through centralized, mass 

production and centralized product quality management. 

Manufacturers can also produce when it is convenient, then 

store and sell when needed. Service delivery and service 

consumption occur simultaneously. Service providers and 

customers must come into contact with each other to provide 

and consume services at times and places that are suitable 

for both parties. For some services, the customer must be 

present during service delivery. 

Services cannot be mass-provided and concentrated like 

production of goods, so it is difficult for suppliers to check 

quality according to a uniform standard. Customers' 

perceptions of service quality are strongly influenced by the 

skills and attitudes of service providers. It is difficult to 

achieve uniformity of service quality in one day. The more 

people serving the service, the more difficult it is to ensure 

uniformity of quality. Service exists only for the time it is 

provided. Therefore, services cannot be mass-produced to 

stockpile and sell when there is a market demand. When 

purchasing a product, the customer transfers ownership and 

becomes the owner of the goods he has purchased. When 

purchasing a service, a customer is only entitled to use the 

service and enjoy the benefits that the service brings for a 

certain period of time. This characteristic affects distribution 

policy in Service Marketing, in which wholesalers and 

owners (Thanh Hang, 2018). 

Retailers cannot make Customer Satisfaction dependent on 

the performance or benefits of a product or service relative 

to what they are expecting. Customers can have different 

levels of satisfaction. If the performance of the product or 

service is lower than expected, the customer will not be 

satisfied. If the performance of the product or service 

matches expectations, the customer will be satisfied. 

If the performance of products and services exceeds 

expectations, then customers will be extremely satisfied and 

happy. Expectations here are considered as human wants or 

expectations, derived from personal needs, prior to outside 

experiences and information, such as advertising, word of 

mouth from family and friends. (Pham Hung Cuong, 

Nguyen Xuan Minh & Vo Hoang Nhan, 2019). 

 

2.2 The concept of customer satisfaction  

Customer satisfaction has been studied extensively in 

consumer behavior research. It represents an immediate or 

emotional response to consumption. Thus, customer 

satisfaction can be described as an overall emotional 

response to the customer's experience after purchasing and 

consuming a product/service, which is a customer's feeling 

of joy or disappointment resulting from comparing products 

that perceive their performance to expectations. 

Customer satisfaction is the satisfaction their psychological 

state is compared with the initial expectations after using an 

organization's products/services. 

Satisfaction with the existence of an organization in the 

customer's mind when the life cycle of the product/service 

that the organization provides meets or exceeds the 

customer's expectations and the customer will feel more 

satisfied more if the organization delivers products/services 

quickly and securely. 

 

Here are 03 levels of customer experience satisfaction and 

we have a different impact on service providers. 

- The first is positive satisfaction, which is satisfaction 

and positive feedback through customer demand for an 

increase in product delivery service. For customers with 

positive satisfaction, they and the supplier will have a 

good relationship, trust each other and feel satisfied 

when dealing with each other. Furthermore, they also 

hope that their supplier of products and services will be 

able to meet their increasing demands. Therefore, this is 

a group of customers who easily become loyal 

customers of the company as long as they realize that 

the company also has many improvements and 

improvements in providing products and services to 

customers. The positive factor is also reflected in the 

fact that, from the increasing requirements of 

customers, product and service suppliers have made 

more and more efforts to improve the quality of their 

products and services. More complete to offer its 

customers. 

- Followed by stable satisfaction for customers with 

stable satisfaction. What easily happens is that they will 

feel very comfortable and satisfied with what is going 

on and do not want a change in their satisfaction. Offer 

the company's products and services to them. Therefore, 

these customers are very secure and have high trust in 

the company, they are ready to continue using the 

company's products and services for a long time. 

- Ultimately, customers are automatically satisfied with 

passive satisfaction. Believe in the company and they 

think that the company can hardly improve the quality 

of products and services and change according to their 

requirements. Feeling satisfied not because the 

company completely satisfied their needs but because 

they think that the company cannot be asked to perform 

better than the product or service. For that reason, 

customers will not actively contribute or appear 

indifferent to the company's improvement efforts. 

Besides, we also need to add that in addition to classifying 

the level of customer satisfaction, the level of satisfaction 

also greatly affects the behavior of customers. Even if 
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customers have the same level of positive satisfaction with 

their company, but this "satisfaction" level is only satisfied, 

they may also find another company and continue using the 

product. Company services. So, when it comes to customer 

satisfaction research, keeping customers happy is essential, 

but helping them feel completely satisfied is much more 

important. In addition, for those customers who are satisfied 

and automatic, they go public at any time while the group of 

customers who feel "completely satisfied" will be loyal 

customers of their company. This understanding will help 

the company take measures to improve the quality of its 

products and services more flexibly to serve different 

customer groups. 

 

Following are 02 groups of factors affecting customer 

satisfaction: service quality and service price. 

Service quality: Service quality is defined in different ways 

depending on the subject we study. Understanding this 

service quality is the basis for us to improve the quality of 

the company. Service quality is not only important in setting 

development goals, but also helps the company orient to 

promote its strengths in the best way. Service quality can 

also be understood through characteristics. In general, 

quality includes the following characteristics: 

- The first is superiority: For customers, a quality 

enterprise is a service that shows its superiority as well 

as its superiority compared to other products. It is 

thanks to this superiority that service quality becomes a 

competitive strength of service providers. The 

evaluation of the superiority of quality is greatly 

influenced by the perception of customers using the 

service of the enterprise. This relationship is of great 

significance to the evaluation of service quality from 

the customer's side in activities such as marketing and 

customer satisfaction research. 

- The second is the specificity of the product: Service 

quality is the sum total of the most core and 

quintessential aspects that are crystallized in products 

and services that create the characteristics of products 

and services. Therefore, a high-quality service or 

product will contain more “premium features” than a 

low-end service. This distinction pertains to the 

identification of salient tangible or intangible attributes 

of a product or service. It is thanks to these 

characteristics that customers can identify the 

company's service quality that is different from the 

service quality of competitors. In practice, however, it 

is difficult to fully and accurately define the core 

characteristics of the service. Therefore, these 

characteristics have no absolute value but are only 

relative in order to easily identify service quality in 

specific cases. 

- The third is the ability to supply: Quality of service is 

attached. with the process of implementing and 

providing services to customers. Therefore, the service 

performance, service delivery and service delivery will 

determine the good or bad service quality. This is an 

internal factor that depends on the performance of the 

service provider. Therefore, in order to improve service 

quality, service providers must first know how to 

improve this intrinsic factor to form their long-term 

strengths in providing services to customers. 

- The fourth is to satisfy a need: Services are created to 

satisfy. customer need. Therefore, service quality must 

necessarily satisfy customers' needs and take customer 

requirements as the basis to improve service quality. If 

customers feel that the service does not meet their 

needs, they will not be satisfied with the quality of 

service they receive. In the modern business 

environment, this feature is more important than ever as 

service providers must always focus on the needs of 

their customers and do their best to meet those needs. 

Providing services that customers judge as worthless is 

useless and of no quality. Regarding customer service, 

"demand satisfaction" implies the meaning of "supply 

ability". That's because service quality begins when the 

company understands the needs of the customer until 

the service is implemented, but it is in the process of 

providing service that the customer will feel satisfied 

and not. From there, feel the quality of service is good 

or not good. If supply has internal factors, then demand 

satisfaction is more influenced by external factors. 

- Fifth, create value: Obviously, service quality is 

associated with the values created to serve customers. A 

service that does not create any value is considered to 

be of no quality. For example, a company creates value 

and customers are the recipients of those values. 

Therefore, the consideration of service quality or more 

specifically, the value brought to customers depends on 

the customer's assessment, not the company's. Often, 

customers take the values of services and compare them 

with what they expect to receive. In other words, the 

value of service quality is influenced by external factors 

(customers) more than internal factors. High service 

quality is a value-creating service that not only meets 

the needs of customers, but also exceeds customer 

expectations and makes the company stand out from its 

competitors. Therefore, value-creating activities are the 

basic characteristic and foundation for the construction 

and development of service quality of the company. 

In short, service quality is a factor that greatly affects 

customer satisfaction. If a service provider provides 

customers with quality products that satisfy their needs, the 

company has taken the first step towards making the 

customer happy. Therefore, to improve customer 

satisfaction, service providers must improve service quality. 

In other words, service quality and customer satisfaction 

have a close relationship, in which service quality is the first 

thing that determines customer satisfaction. The causal 

relationship between these two factors is a key issue in most 

customer satisfaction studies. 

 

Service price: Price is expressed in money. value of goods 

and services. Prices are determined based on the use value 

and perception of customers about the products and services 

they use. According to Cronin & Taylor (1992), customers 

do not necessarily buy the best quality service, they can buy 

the service that provides them with a higher level of 

satisfaction. Therefore, factors such as customer perception 

of price will affect their satisfaction level although they do 

not affect service quality. On the other hand, Zeithaml and 

Bitner (2000) argue that the price of a service can affect 

customers' perceptions of service quality, satisfaction and 

value, because services are highly intangible and difficult to 

access. close. Judgment in the implementation. Therefore, 

factors such as customer perception of price and cost (cost 

of use, do not affect service quality but will affect customer 
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satisfaction). Customer retention, in addition to increasing 

customer satisfaction, today's company must also strive to 

promote long-term engagement and loyalty in customers. A 

company can lose 100 customers a week and still gain 100 

new customers. However, too much "distracting customers" 

can be more costly than if the company kept those 100 

customers and took on no new customers. A company can 

estimate how much profit they lose when customers leave. 

Competition increases the cost of attracting new customers, 

which can be much higher than keeping existing customers 

happy. Therefore, in general, offensive marketing is more 

costly than defensive marketing, as it takes a lot of work and 

money to entice your competitors' satisfied customers to 

trade with you. So, besides focusing on marketing new 

customers, companies still maintain their line of defense to 

keep and take care of existing customers. And the best 

approach to customer retention is to give them satisfaction 

and value, which leads to very high customer loyalty. 

 

2.3 The relationship between service quality and customer 

satisfaction  

Service quality is a basic measure in deciding to use 

products and services provided by a bank, a bank providing 

good quality services is an important determinant of 

customer satisfaction. of the customer, this is a perception 

created through the interaction between the customer and 

the bank staff. Service quality is the driving factor for 

customer satisfaction. If customers find the bank's service 

quality satisfactory, impressed by the bank's capacity and 

professionalism, they will note the bank in their mind and 

most importantly, the customers will more easily satisfied 

with the bank. Satisfaction and brand image are strongly 

influenced by service quality. Service quality positively 

affects customer satisfaction in the banking industry. 

 

3. Research methods 

Research is a method carried out with an aim towards 

science by systematically collecting, interpreting and 

evaluating data known as science. research. Scientific 

method is the collection and analysis of information for 

research, Scientific method is the basic process. Depending 

on the specific topic and research area, there will be 

different research methods. The thesis often uses qualitative 

research methods and tools. Studying documents, analyzing, 

synthesizing, systematizing and generalizing collected 

information to clarify the theoretical basis. At the same time, 

combined with practical research through investigation, 

survey, direct contact and observation to collect information 

and data for the topic of the thesis. Documents, documents, 

articles, interviews or research topics on issues related to the 

topic "Maintaining customer satisfaction at Vietinbank". To 

carry out the topic of group 8, implement research methods 

such as: 

The research methods used are as follows: 

- Qualitative research method: is carried out through 

group discussion to find out the issues related to the 

research topic, to perform steps such as analysis and 

synthesis of theories. Analyze the literature to find out 

the structure and development trends of the theory. 

From theoretical analysis synthesize them together to 

construct system concepts through sources such as 

journals and scientific reports, scientific works, archives 

of mass information, pseudoanalytic work, analysis. 

Logical analysis of content. After analyzing and 

studying documents, the next step is to synthesize 

documents, supplement documents according to 

content, and then arrange documents according to the 

occurrence of events to determine the interactions. 

- Quantitative method: The sample in the quantitative 

study was carried out by means of convenience 

sampling with individual sample sizes having 

transactions with commercial banks in the area. Data is 

collected by surveying through pre-designed 

questionnaires sent directly to customers to interview 

and receive results. Basic analysis techniques (statistics, 

Cronbach's alpha, EFA, CFA, SEM) were performed 

using SPSS 20 and AMOS 20 software to show the 

relationship between Service Quality, Brand Image, 

satisfaction and loyalty of individual customers at 

commercial banks. 

 

4. Research results and discussion on maintaining 

customer satisfaction at Vietinbank 

4.1 Overview of Vietinbank 

Vietnam Joint Stock Commercial Bank for Industry and 

Trade (Vietinbank) is a pioneer bank in developing and 

building the country on the basis of always bringing optimal 

value to customers, shareholders and employees. 

Vision: To be the leading multi-purpose, modern and 

efficient bank in Vietnam, by 2030 to be in the Top 20 

strongest banks in the Asia-Pacific region; By 2045, it will 

be the strongest and most prestigious bank in Vietnam, the 

leading bank in the Asia-Pacific region and with a high 

reputation in the world. 

Mission: To be a pioneer bank in developing the country on 

the basis of bringing optimal value to customers, 

shareholders and employees. 

Business philosophy: 

- Safe, effective and sustainable; 

- Loyalty, devotion, solidarity, innovation, wisdom, 

discipline; 

- The success of customers is the success of VietinBank. 

 

4.2 Research results and discussion 

In that context, Corporate Culture is the core to connect and 

promote the organization's activities in accordance with 

sustainable goals. Therefore, the transformation of corporate 

culture at VietinBank is extremely urgent. 

The first step in the renovation process is to realize 3 core 

values. 

- One is: All activities are customer-oriented 

- Second: Dynamic, creative, professional, dedicated, 

transparent, modern. 

- Third: Employees have the right to strive and work 

hard; have the right to enjoy in accordance with the 

quality, results and effectiveness of the individual 

contributors; have the right to honor outstanding 

individuals and good workers. 

 

Customer-oriented: respect, honesty, transparency. 

Taking customers' needs as the service goal of the bank, 

always listening, sharing recognition with customers. 

VietinBank is always consistent in thinking and acting to 

ensure compliance, discipline, discipline as well as honesty 

and transparency to maintain professional ethics. 

ViettinBank always upholds its responsibility to customers 

with the community, and society considers it as the pride of 
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Vietinbank. 

By 2012, VietinBank continued to complete a full set of 

documents on Corporate Culture with 7 core values. 

Those core values are: 

- Customer-oriented VietinBank is committed to 

providing products, services and service style that are 

uniform, a single VietinBank that best meets all the 

appropriate needs of customers. 

- Towards perfection: “VietinBank uses internal 

resources and resources to always innovate, towards 

perfection”. 

- Dynamic, creative, professional, modern: “VietinBank's 

leaders, officers and employees always show 

dynamism, creativity, professionalism, dedication, 

transparency and modernity in all transactions, 

relationships with customers, partners and colleagues”. 

- Honesty, integrity, transparency, professional ethics: 

"VietinBank's leaders, officers and employees always 

think and act to ensure fairness, integrity, transparency 

and responsibility". 

- Respect: “Respect, share, care for customers, partners, 

leaders and colleagues”. 

- Brand protection and development: "Leaders, officers 

and employees protect the reputation and brand of 

VietinBank like protecting their own honor and 

dignity". 

- Sustainable development and responsibility to the 

community and society: “Innovation and creativity are 

the driving force; growth, development, safe, efficient 

and sustainable business are the goals. Performing well 

the responsibility to the community and society is 

VietinBank's honor and pride." 

In addition, documents such as the Culture Handbook, the 

Competency Framework Handbook are published, trained 

and communicated throughout the system. At the Business 

Summary Conference in the first quarter of 2019, Mr. Le 

Duc Tho - Chairman of the Board of Directors of 

VietinBank once again mentioned the issue of building and 

developing corporate culture. VietinBank's cultural manual 

is issued with regulations on Cultural Values, Vision, 

Mission, Slogan, Core Values, Business Philosophy, Ethical 

Standards, and Code of Professional Conduct of leaders, 

officers and employees of VietinBank. 

The Chairman of the Board of Directors emphasized the 

priority, focusing on building and developing 3 cultural 

values that are (1) Customer-oriented including external 

customers and internal customers; (2) Respect for 

customers, partners and colleagues; (3) Honesty, integrity, 

transparency, professional ethics. In which, the head of the 

unit must show the roles and responsibilities of the head; 

pioneering, exemplary in shaping and developing corporate 

culture. Unit leaders need to fully promote the qualities of 

leaders such as: “Dare to think, dare to speak, dare to do, 

dare to take responsibility, fairness, fairness, transparency, 

consistency, towards common development. of 

VietinBank”. 

VietinBank is oriented to be a consistent organization in 

terms of mission, vision, and core values to each member's 

behavior. That should be clearly reflected in the way of 

thinking and behaving; in work with customers, partners, 

shareholders and colleagues. Moreover, it is to serve the 

development of VietinBank system, the banking and finance 

industry, the development of the country and international 

integration. Customer relationship model is building a 

database: In the Vietinbank system, customer information is 

collected by the support department and sales department 

through customer surveys, face-to-face meetings, and phone 

calls later which was updated to the INCAS system. All 

Vietinbank customers will be encrypted with a string of 

characters and information stored on a single system, 

integrating data information. 

After analyzing and ranking customers, the bank will 

conduct customer grouping as follows: 

- The group of customers who support and protect the 

company: AAA, AA and A ratings. 

- Main customers: BBB, BB ratings. 

- Potential customers: grade B, CCC. 

- Annoying customers: rating CC, C 

But interacting with customers is interacting with customers 

at Vietinbank, just stopping at analyzing and understanding 

customers, meeting customers' requirements with the current 

conditions of the business, but have not found out yet. 

respective strategy. Cooperate with each customer group 

based on customer needs, do not use information technology 

to record the interaction. Regarding customer 

personalization, Vietinbank is a unit to provide related 

products and services, but has not yet offered different 

strategies for each customer group. On October 21, 2018, 

VietinBank Training and Human Resource Development 

School in collaboration with New Recognition Company 

organized a training session on sales and customer care 

skills for 100% of staff (employees) VietinBank 

VietinBank takes care of customers through 3 stages: 

- Before buying: They create good word-of-mouth 

advertising from old customers, creating credibility as 

well as customer friendliness 

- During a purchase: Respond to a customer's need or 

goal quickly. Bring high satisfaction to customers 

during banking transactions. 

- After purchase: Retain old customers and attract new 

customers, mainly organizations and businesses 

Vietinbank has fulfilled the long-term goal of providing 

services: VietinBank is the leader in customer care services 

VietinBank is honored to be the only bank in Vietnam 

awarded by Global Banking & Finance Review (GBAFR - 

UK) awarded Vietnam's Leading Customer Service Center 

Award 2019 "Leading Contact Center Vietnam 2019". This 

is the second consecutive year (2018, 2019) VietinBank has 

received this award. Building trust, understanding and 

sharing, more and more customers contact VietinBank 

Customer Service Center. Accordingly, the growth rate of 

VietinBank Customer Service Center has reached 65%/year. 

As a result, VietinBank Customer Service Center not only 

maintains outstanding quality; but also continuously 

improve the quality and operational efficiency over the 

years, thereby effectively supporting VietinBank's business 

activities. 

Up to now, many key metrics of VietinBank Customer 

Service Center have met and exceeded the global customer 

care industry standards. 

Some factors affecting customer satisfaction VietinBank: 

Improve customer trust, adjust pricing policy, improve 

customer empathy, perform well in customer care, increase 

customer satisfaction. Strengthen product and service 

development, improve facilities, improve customer service 

capacity training. 
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5. Conclusion and recommendations 

In the service sector, especially in banking, the role of 

satisfying customer needs is even more important, stemming 

from the nature of interactions between customers and the 

bank as well as the positive impacts that banks have on their 

customers. surname. More specifically, if the bank brings 

high satisfaction, customers will continue to use the service 

and always support the bank's new products and services, 

introduce the bank to other major partners to become loyal 

customers of the bank. Thereby contributing to increase in 

sales, market share, profit and position of the bank in the 

market. Banking products and services are increasingly 

diversified, banks are more and more interested in customer 

satisfaction. The actual survey collects customers' opinions 

on service quality, service prices and their needs for 

products and services provided by Vietinbank. Specific 

orientations and solutions to build Vietinbank into a strong 

financial and banking group, providing diverse and good 

quality services, always bringing high satisfaction to 

customers. 

The factor “Service capacity” has the strongest influence on 

customer satisfaction, followed by the factor “Reliability”. 

This means that the more customers perceive the reliability 

and service capacity of the service as well as the bank staff 

bring them more. 

 

Some recommendations are given for the sustainable 

development of Vietinbank: 

- Improve customer's trust: It is necessary to improve 

security and safety in transactions. One of the aspects of 

improving the quality of banking services for customers 

is to ensure safety and improve security when 

customers use transactions. For e-banking, apply 

modern encryption technology to encrypt information to 

ensure confidentiality and integrity of customers' 

personal information during service use. The 

authentication method is more modern and secure, 

reducing risks for customers in case others access the e-

banking system. 

- Adjusting the price policy mechanism: The fierce 

competition of banks is noticed especially when a series 

of banks launch extremely cheap service packages to 

attract customers. Therefore, Vietinbank needs to come 

up with an appropriate pricing policy to ensure 

competitiveness in the market. At the same time, the 

decision on service prices should consider factors such 

as customer psychology, the bank's positioning 

strategy,.... 

- Strengthening consulting and customer support: 

Fast and effective consulting for customers during the 

transaction process will help customers better 

understand banking services, contributing to making the 

product portfolio better. Vietinbank's products and 

services are more attractive to businesses and 

individuals, thereby helping to retain customers. 

- Regularly update and renew equipment from the 

simplest such as tables and chairs to serve customers to 

electronic equipment to meet the increasingly 

diversified needs of digitalization to serve customers. 

- Improve customer service capacity: Training 

activities must aim at improving professional 

qualifications and equipping with complementary 

knowledge and skills, towards building a professional 

and modern working style. Create a favorable working 

environment where each individual can develop to his 

or her full potential. It is necessary to have a 

recruitment policy and reasonable remuneration to 

retain and attract talents. In addition, Vietinbank 

regularly updates professional knowledge and skills 

training for employees. In particular, Vietinbank must 

improve the professionalism of its staff in serving 

customers. 
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