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Abstract: The brand equity of banks plays a crucial role in determining customer behavior of using
their services. The study aims to examine the impact of brand equity on conversion behavior in
the use of personal banking services at commercial banks in Vietnam. The paper uses quantitative
research methods, through linear SEM (Structural Equation Modelling) analysis, with survey data
including 554 samples of individual customers of commercial banks. The study’s findings show
that the bank’s brand equity has a negative impact on the behavior of individual customers. In the
relationship between these two factors, competitive advertising effectiveness and loyalty of customers
act as intermediary factors. On that basis, the study makes a number of recommendations to preclude
customers leaving and minimize business losses caused by the conversion of customers’ banks. The
findings of this study have shown the importance and impact of brand equity on conversion behavior
in the use of personal customer services. These are meaningful contributions both theoretically and
practically to help banks get a deeper insight into brand equity and the need to pay attention to
building and developing sustainable brand equity for the bank, as well as an important basis for
further research.

Keywords: brand equity; competitive advertising effectiveness; loyalty; opportunistic behaviors;
conversion behavior

1. Introduction

In the current competitive environment, the client is the decisive factor for the existence
of the banks. Competition in business operations requires commercial banks to adjust
their business strategies, focus on individual customer segments, adjust income structures,
and control risks toward safety and efficiency goals. In the banking industry, conversion
behavior means the change of customers in the process of changing from the use of
one bank’s services to another (Garland 2002). According to Boote (1998), Bolton and
Bronkhurst (1995), a customer’s decision to stop shopping for a particular service or stop
using a certain company’s services. The studies of Keaveney and Parthasarathy (2001),
Reichheld (1996) shows that customer’s conversion behavior reduces the income and
profits of companies because the company has paid the initial and other costs to attract
a new customer. The fierce competition in the banking industry has caused conversion
behavior to have a significant impact on the reduction of market share and profitability of
banks (Ennew and Binks 1996).

A bank’s brand can be understood as a term used in marketing activities, representing
the transaction name of a bank, associated with its own identity and reputation, the
image of the subject bearing this name in order to make a deep impression to customers
and distinguish it from other banks in its monetary-credit business and provision of
banking services. Branding is about increasing brand equity (Yoo and Donthu 2001). Brand
popularity and origin image affect brand loyalty, brand awareness, perceived quality, and
brand equity (Filieri et al. 2019). Consumers develop feelings, associations with the brand
and become loyal to the brand because of the values that the brand brings to them. Brand
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equity is consumer-based, rests on the idea that the power of a brand lies in the mind
of the consumer (Leone et al. 2006). Relevant and high stature brands also get higher
promotion and advertising response though they benefit less from increased distribution.
Differentiated brands only get better advertising response (Datta et al. 2017).

Up to now, in their research works, many authors have mentioned the relationship
between brand equity and conversion behavior in service use of individual customers at
commercial banks. Zeithaml et al. (1996) found that customers tend to switch the use of
services of banks if a bank’s performance deteriorates. Moreover, when customers decide
not to use the service of a bank, they can slander the reputation and image of the bank by
word of mouth. In the financial services industry, a good reputation can increase customer
confidence when conducting transactions and allow customers to better visualize and
understand products when they do not already own them (Berry 2000). Camerer and
Weigelt (1988) indicate that a good reputation serves as an important strategic tool used by
firms to earn above-average returns. For the banking industry, Wang et al. (2003) suggest
that the bank’s reputation plays a crucial role in determining customer behavior of using
the service. Similarly, studies of Javalgi et al. (1989) demonstrate that customer decisions
can be influenced by the bank’s brand. A good brand can strengthen customers’ trust in a
bank, while a bad brand can increase a customer’s decision to switch banks. The study by
Gerrard and Cunningham (2004) concluded that the brand equity of a bank is one of the
factors that makes customers decide to switch to using services and the brand is considered
to be the integrity of the bank and the financial stability of a bank. Barr (2009) also say that
a bank’s brand has a strong influence on customer choice. When a brand connects with
the self-image of customers, it enhances their perception toward the brand and increases
their level of satisfaction. It would, thus, create a psychological attachment to the brand
and thereby build loyalty (Rambocas et al. 2018).

In fact, in Vietnam, most commercial banks in recent years have achieved quite high
business performance and show positive trend of promising development. The scale of
operations is growing, accompanied by a significantly improved technical efficiency. In
particular, the efficiency of commercial banks’ operation scale is better than the technical
efficiency. In addition, banks face high competitive pressure both domestically and in-
ternationally, while the management activities at some banks are not really professional
and effective, leading to many products and services for customers. The personalization
of the banks’ current supply is inadequate, not satisfying the needs of customers. The
types of services provided to customers are not diverse. In addition, the facilities of most
commercial banks, although well-equipped, are inadequate, and modern payment devices
are not available, so they cannot satisfy the needs of customers. Some services such as
card services, insurance services have relatively few accompanying utilities, so they cannot
satisfy customers. Promotion activities such as product and service packages are still
limited, so many customers do not know about the bank’s services. These issues show the
importance of the process of improving efficiency in competitive advertising in order to
increase the bank’s brand and reputation, maintain customer engagement with products
and services, and limit conversion behavior in service use of individual customers at
commercial banks.

The study aims to build a model and test the direct and indirect relationships of
brand equity to conversion behavior in service use of individual customers at commercial
banks in Vietnam. There is a direct and positive impact of brand equity on the conversion
behavior in using services of individual customers at retail commercial banks in Vietnam
or not? Whether the factors namely Competitive advertising effectiveness; Opportunistic
behaviors and Loyalty play a mediating role in the relationship between brand equity and
individual customer conversion behavior. In the body, on the basis of literature review
and related research works, the article proposes a research model, and check it through
SEM linear structural model analysis. The findings of this study show both theoretical and
practical contributions when demonstrating the importance and impact of brand equity on
conversion behavior in individual customers’ use of services and the roles as mediating
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factors such as competitive advertising effectiveness and customer loyalty. From there,
the research proposes some recommendations to limit customers’ behaviors of changing
services and other personal services for commercial banks.

2. Literature Reviews and Hypotheses
2.1. Literature Review

Brand equity is a core concept in brand management (Merrilees 2017), the replication
and extension of the branding concept took a path which emerged from product brands to
nation brands (Kashif et al. 2015). Aaker (1991) defines brand equity as a set of assets and
liabilities associated with a brand, its name and logo, plus or minus the value provided by
a product or service for a company or its customers. He believes that brand equity includes
five components, which are: brand loyalty, brand awareness, perceived quality, brand
associations, and other brand assets. According to Keller (1998), brand equity includes:
brand awareness, brand image, reaction to the brand, and brand relationship. According
to Yoo et al. (2000), brand equity as the difference in consumer choice between the focal
branded product and an unbranded product given the same level of product features.

Conversion behavior is seen as the customer’s abandonment of the service (Stewart
1998). According to Garland (2002), customer conversion behavior is the behavior of aban-
doning the current service provider and adopting another service provider and conversion
behavior has become a focus of research in the service field. Customer service behavior is
prone to change when financial products are purchased with almost identical requirements
offered by different commercial banks (Beckett et al. 2000). Research by Zhang et al. (2009)
shows that price, reputation, service quality, effective advertising, unwilling to change
services, distance, and switching costs affect the decision to switch banks. When customers
switch banks because the bank does not meet their expectations, most of them stop paying
attention to the previous bank that they used.

Besides the two main factors mentioned, brand equity and conversion behavior in
individual customers’ use of services, the study also mentions the mediating factors in
the model including competitive advertising effectiveness, opportunistic behaviors, and
loyalty of customers. Cengiz et al. (2007) argue that the competitive advertising of banks
is the activities conducted to increase sales or promote the image of a service, financial
institution, or other business activities. The basic purposes of advertising are to provide
product and service features to potential customers. Research by Rust et al. (1996) shows
that advertising helps to promote the useability of customers during the growth phase of
the bank as well as increase the opportunity for customers to understand more about the
characteristics of the services and business processes.

Morgan and Hunt (1994) argue that the essence of opportunistic behaviors is the
breaking of commitments, violations of obligations, and responsibilities that require perfor-
mance. Opportunistic behaviors are considered as negative behaviors of employees in the
organization, governed, and determined by the employees’ perceptions, attitudes, and abil-
ities (Nguyen et al. 2020). Both ethical leadership and formal control systems individually
play significant roles in reducing employee opportunistic behavior (Ko et al. 2018).

The initial conceptualizations of customer loyalty that focused on merely the be-
havioral perspective made it difficult to differentiate true loyalty from spurious loyalty
(Boateng 2019). According to Duncan and Elliot (2002), customer loyalty is an important
factor contributing to the income and profit of a business. Loyal customers often establish a
more stable relationship with the business than disloyal customers. In essence, loyalty is a
genuine commitment to consistently repurchase or reutilize a certain product or service in
the future (Suhartanto et al. 2018). Research by Chaudhuri (1999) suggests that customers
are considered loyal to a brand when they tend to buy and use a lot of products of that
brand. With banks, customer loyalty shows that when customers have chosen to do busi-
ness with a bank, they will continue to do business with that bank, they will encourage
others to use the bank’s services and when there is a need of other services, they will
consider banking as the first choice (Khirallah 2005). As the demand for a more sustain-
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able society increases, adopting a sustainable banking approach serves as a competitive
advantage for banks that are focused on attaining bank loyalty (Igbudu et al. 2018).

2.2. Hypothesis
2.2.1. Brand Equity and Conversion Behavior in Service Use

Improving brand equity is always a goal that banks aim to not only affirm the domestic
brand, but also expect to be able to compete in regional and international markets. A good
brand will help the quality of products and services increase competitiveness and lower
costs, thereby increasing the ability to attract and retain customers (Wang et al. 2003). Brand
equity is also likely to influence customer satisfaction due to the differential advantage that
it provides which results from elevated customer evaluations, brand awareness, perceived
quality, and brand association (Rambocas et al. 2018). In the context of globalization,
competition between banks is getting wider and fiercer; brands are the passports of banks
to continue to stand firmly in the worldwide market. The strength and position of the brand
closely associated with the business strategy plays an important role in creating a difference,
increasing competitiveness and prestige for banks. Improving brand equity will have a
positive impact on customer psychology, helping customers feel more secure and confident
in using the bank’s services. From there, creating a commitment and long-term attachment
of customers to the bank, limiting customers to switching banks and personal services
for commercial banks. In the context of commercial banks in Vietnam, in order to test the
impact relationship of brand equity on conversion behavior of individual customers, the
study hypothesized (see Figure 1):

Hypothesis 1 (H1). Brand equity has a negative effect on conversion behavior in service use of
individual customers at commercial banks in Vietnam.

2.2.2. Brand Equity and Competitive Advertising Effectiveness

According to Barney (1991), brand equity brings competitiveness to the company,
strongly influences the evaluation of services, helps to increase profits in the future, closely
linked with the demand for goods and services from customers. Brand attachment and
brand attitude partially mediate the relationship between image and brand equity (Ansary
and Hashim 2018). Good branding plays an important role in sending positive signals
about the bank’s reliability and competence to the public (Vendelo 1998). The bank is
always interested in improving brand equity and accelerating sustainable relationships
with organizations and individuals to create long-term and effective competitive benefits
and values for the bank. In order to clarify the relationship between brand equity and
competitive advertising effectiveness of commercial banks, the author hypothesizes:

Hypothesis 2 (H2). Brand equity has a positive impact on competitive advertising effectiveness of
commercial banks in Vietnam.

2.2.3. Competitive Advertising Effectiveness and Conversion Behavior in Service Use

Chakravarty et al. (2004) said that if a bank’s competitiveness is reduced in combina-
tion with the similarity of products and services, it can easily affect customer conversion
behavior. Consumer reactions to advertising messages through multiple channels were
strong predictors of purchase propensity (Klapdor et al. 2015). Davies (1996) argues that
advertising can strengthen the connection between organizations and customers and in
particular will help reduce customer anxieties. According to Cengiz et al. (2007), the effec-
tiveness of advertising can promote loyalty and retain customers for commercial banks.
When customers can afford nearly all the same financial products and services offered by re-
tail banks, customers are also inclined to change their banking behavior (Beckett et al. 2000).
However, Balmer and Stovig (1997) argues that advertising can strengthen financial ser-
vices but not make a difference. Advertising activities about banking products and services,
when promoting their effectiveness, will contribute to helping customers to achieve mental
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security, increasing cohesion and reducing conversion behaviors in using services. In the
context of commercial banks in Vietnam, in order to examine the impact of competitive
advertising effectiveness on conversion behavior in service use by individual customers,
the following hypothesis is proposed:

Hypothesis 3 (H3). Competitive advertising effectiveness has a negative impact on conversion
behavior in service use of individual customers at commercial banks in Vietnam.

2.2.4. Brand Equity and Opportunistic Behaviors

The bank’s brand is associated with its own identity, reputation, and image in order to
make a deep impression on customers and distinguish it from other organizations in busi-
ness activities. Brand equity brings expectations to customers about the positive attitude,
professional behavior of bank staff towards them. Karatepe et al. (2019) recognize that
the attitudes and behaviors of frontline bank employees influence the firm’s performance
because employees serve as a critical link between the organization and its customers
by responding to customer requests successfully or providing fair solutions to customer
problem. Customers who experience services at banks that they trust in terms of prestige,
values and built image will feel more secure, psychologically comfortable, and confident to
help customers make decisions and make the right decision in choosing banking services.
Thereby, minimizing inappropriate personal motives to benefit themselves from customers.
To clarify the relationship between bank brand equity and opportunistic behaviors of
individual customers in using the service, the following hypothesis is proposed:

Hypothesis 4 (H4). Bank brand equity has a negative effect on opportunistic behaviors of individ-
ual customers at commercial banks in Vietnam.

2.2.5. Opportunistic Behaviors and Conversion Behaviors in Service Use

Research by Ramon-Jeronimo and Florez-Lopez (2018) has shown that resource control
positively and significantly influences aggregation only in the purchasing model. Conver-
sion behavior is driven not only by proactive customer decisions but also by involuntary
factors that are not related to proactive customer decisions (Roos 1999). Opportunistic
behaviors of customers, once not effectively controlled, will cause many negative impacts
and influence customers’ decisions to choose banking services. In Vietnam, how is the
relationship between opportunistic behaviors and conversion behavior in service usage
shown? To see this clearly, the following hypothesis is proposed:

Hypothesis 5 (H5). Opportunistic behaviors positively affect conversion behavior in service use of
individual customers at commercial banks in Vietnam.

2.2.6. Brand Equity and Loyalty

According to Aaker (1991), the value of a brand is achieved by a high level of customer
loyalty, brand awareness, perceived quality, along with certain associations with the brand
and its products, and other assets such as patents, certified trademarks, and distribution
channel relationships. Brand equity can enhance customer loyalty with a bank, especially in
the retail banking industry, where quality cannot be accurately assessed prior to purchase
(Nguyen and LeBlanc 1998). Creating a reputation and brand has a long-term effect in
maintaining customer loyalty and attachment to the bank’s products and services. In order
to better examine the relationship and impact direction of brand equity on the loyalty
of individual customers at commercial banks in Vietnam, the following hypothesis is
proposed:

Hypothesis 6 (H6). Brand equity positively affects individual customer loyalty at commercial
banks in Vietnam.
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2.2.7. Loyalty and Conversion Behavior in Service Use

Research by Mittal and Lassar (1998) has shown that there is a correlation between
customer loyalty and bank conversion behavior, when customer loyalty increases, it will
lead to fewer cases of customers switching the choice of bank services. A positive relation-
ship between brand loyalty and consumers’ brand associations is pivotal to strengthen
brand resonance (Keller 2016; Saleem et al. 2017). Creating customer trust and loyalty is
always the goal that bank administrators aim to maintain the number of customers, as well
as create safe and effective promotion channels, stimulate growth of new customers’ entry
into banking services. With commercial banks in Vietnam, how is this relationship shown,
the following hypothesis is proposed:

Hypothesis 7 (H7). Loyalty has a negative effect on conversion behavior in service use of individual
customers at commercial banks in Vietnam.

2.2.8. Competitive Advertising Effectiveness and Opportunistic Behaviors

In an era of intense growth and intense competition, the advertising effect will widen
the channels of communication between customers and financial intermediaries to boost
both banks’ and institutions’ chances of success. Dunn (1995) argues that advertising plays
an important role in attracting customers to business activities of enterprises, and maintain-
ing customer density during the growth phase. In the realm of strong competition, brands
use cues as signals to communicate brand-related information to trigger positive outcomes
of purchase and loyalty (Alias and Rasdi 2015). The effectiveness in competitive advertising
brings positive signals when influencing the psychology of trust and customer satisfaction,
thereby gradually reducing the customer’s self-serving behavior and individualism, which
is a precursor to a healthy, efficient, and professional business environment. In order to test
the relationship between competitive advertising effectiveness and opportunistic behav-
iors of individual customers at commercial banks in Vietnam, the following hypothesis is
proposed:

Hypothesis 8 (H8). Competitive advertising effectiveness has a negative effect on opportunistic
behaviors of individual customers at commercial banks in Vietnam.

2.2.9. Loyalty and Opportunistic Behaviors

In banking operations, customers are those who use products and services and gener-
ate revenue mainly for banks. If customers are not satisfied with the bank, they may take
advantage to conduct actions for their own benefits, ignoring the recommended regulations
of the bank and society. The studies of Ahrholdt et al. (2017); Rambocas et al. (2018) have
shown the direct link between customer satisfaction and behavioral outcomes of loyalty,
word of mouth and willingness to pay a price premium. Zeithaml et al. (1996) argue that
identifying and satisfying customer needs, which results in improving customer loyalty,
helps to improve and retain customers, and has a positive impact in reducing opportunistic
behaviors, thereby improving business performance. In the context of commercial banks in
Vietnam, in order to test the relationship and impact direction of loyalty on opportunistic
behaviors of individual customers, the following hypothesis is proposed:

Hypothesis 9 (H9). Loyalty has a negative effect on opportunistic behaviors of individual cus-
tomers at commercial banks in Vietnam.



J. Risk Financial Manag. 2021, 14, 346 7 of 14
J. Risk Financial Manag. 2021, 14, x FOR PEER REVIEW 7 of 15 

Figure 1. Research model. 

3. Research Methodology
3.1. Research Scale

On the basis of theoretical overview and related studies, the article proposes a re-
search model with the independent variable brand equity (see Figure 2). The intermediate 
variables are competitive advertising effectiveness, opportunistic behaviors, and loyalty. 
The target variable is conversion behavior in service usage of individual customers at 
commercial banks. The scale used in the study is a Likert scale with five levels (Strongly 
agree; Agree; Normal; Disagree; Strongly disagree). Indicators measuring variables are 
applied with adjustments in accordance with the study sample characteristics from previ-
ous studies (see Table 1). 

Table 1. Origin of the scale of variables. 

No. Variable Ref. Code 
Number of  

Observations Scale Origin 

1 Brand equity BE 99 Yoo et al. (2000) 
2 Competitive advertising effectiveness CAE 6 Zhang et al. (2009) 
3 Opportunistic behaviors OPB 5 Katsikeas et al. (2009) 
4 Loyalty LOY 6 De Matos et al. (2009) 
5 Conversion behavior CB 5 Boote (1998)

Figure 1. Research model.

3. Research Methodology
3.1. Research Scale

On the basis of theoretical overview and related studies, the article proposes a re-
search model with the independent variable brand equity (see Figure 2). The intermediate
variables are competitive advertising effectiveness, opportunistic behaviors, and loyalty.
The target variable is conversion behavior in service usage of individual customers at
commercial banks. The scale used in the study is a Likert scale with five levels (Strongly
agree; Agree; Normal; Disagree; Strongly disagree). Indicators measuring variables are ap-
plied with adjustments in accordance with the study sample characteristics from previous
studies (see Table 1).

Table 1. Origin of the scale of variables.

No. Variable Ref. Code Number of
Observations Scale Origin

1 Brand equity BE 99 Yoo et al. (2000)

2 Competitive advertising
effectiveness CAE 6 Zhang et al. (2009)

3 Opportunistic behaviors OPB 5 Katsikeas et al. (2009)
4 Loyalty LOY 6 De Matos et al. (2009)
5 Conversion behavior CB 5 Boote (1998)

3.2. Research Sample

The research sample was selected by non-probability sampling method which is a form
of convenience sampling. Data were collected through stratified sampling at Vietnamese
commercial banks and branches are distributed in all three regions of the North, Central,
and South such as Bank for Agriculture and Rural Development; Joint Stock Commercial
Bank for Investment and Development; Joint Stock Commercial Bank for Industry and
Trade; Ho Chi Minh City Development Joint Stock Commercial Bank . . . The North includes
banks and branches in Hanoi. The central region has bank branches concentrated in Nghe
An, Ha Tinh, and Thanh Hoa. The South includes bank branches in Ho Chi Minh City. The
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investigation unit in the study is identified as individual customers of commercial banks.
The sample size in the collection was 554 samples, including 241 male customers and 313
female customers distributed in groups of different ages. There were 89 customers under
20 years old, 134 between 20 and 30 years, 116 between 30 and 40 years, 118 between 40
and 50 years old, and 97 were 50 years old and above. The data collection process was
conducted in two ways: face-to-face and online questionnaires. The number of online
questionnaires collected is 302, the number of usable questionnaires is 287. Directly, the
number of questionnaires distributed is 500, the number of questionnaires collected is
331, the number of questionnaires that can be used is 267. The total number of valid
questionnaires used for analysis was 554. According to the study of Hair et al. (1998) for
the reference of the expected sample size, the minimum sample size is 5 times the total
number of observed variables. With the number of observations in the article is 31, the
research scale includes 554 samples meets the analysis requirements. The data collection
completion period is from February 2021 to May 2021.

3.3. Data Processing

Research was conducted using quantitative methods. After data collection and clean-
ing, it is processed through SPSS and AMOS programs. First, evaluate the reliability of
the scale with the required Cronbach’s Alpha value >0.7. Next, research on exploratory
factor analysis (EFA) to determine “converging value” and “distinguishing value of the
scale” and with the requirement of Factor loading >0.5; KMO coefficient >= 0.5 and <= 1;
Sig value < 0.05, and the percentage of variance extracted >50%. After that, AMOS soft-
ware is used to evaluate the suitability of the research model through CFA (Confirmatory
Factor Analysis) test and finally test the research hypotheses by analyzing the SEM linear
structure model with the requirements of chi–square/df index <3 (Hair et al. 1998); GFI,
TLI, CFI > 0.9 (Segars and Grover 1993); RMSEA < 0.05 (Taylor et al. 1993).
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4. Research Results and Discussion
4.1. Verify the Reliability of the Scale

The analysis results of Cronbach’s Alpha test show the reliability of the scale used in
the analysis when the Cronbach’s Alpha coefficients of all variables are >0.7. However, the
BE6 indicator has a Cronbach’s Alpha if Item Delete coefficient of 0.945 which is larger than
the Cronbach’s Alpha coefficient of the BE variable (0.941). Therefore, in order to increase
the relevance of the scale, the study removed this indicator (see Table 2).

Table 2. Evaluation of the reliability of the scale through Cronbach’s Alpha’s coefficient.

No. Variable Ref. Code Cronbach’s Alpha

1 Brand equity BE 0.945
2 Competitive advertising effectiveness CAE 0.926
3 Opportunistic behaviors OPB 0.902
4 Loyalty LOY 0.882
5 Conversion behavior CB 0.872

4.2. EFA Analysis

After testing the appropriateness of the scale, the study conducted an exploratory fac-
tor analysis (EFA) for both the independent, intermediate, and dependent variables. The re-
sults show that the data is eligible for analysis because it has factor loading coefficients > 0.5
and satisfies two conditions: “Convergence value” (observed variables converge on the
same factor) and “Convergence value” and “discriminant value” (observed variables
belonging to one factor are distinguished from another) (see Table 3).

Table 3. Result of exploratory factor analysis EFA.

EFA Analysis KMO’s Coefficient p-Value Average Variance
Extracted Factor Loading Conclusion

Independent variables and
intermediate variables 0.948 0.000 70.757 All are > 0.5 Ensure analysis

requirements

Dependent variable 0.858 0.000 66.429 All are > 0.5 Ensure analysis
requirements

4.3. CFA Analysis

The results show the fit of the measurement model. Chi–square index = 856.442,
df = 395, Chi–square/df = 2.168 (<3), p = 0.000, GFI = 0.906 (>0.9), TLI = 0.957 (>0.9),
CFI = 0.961 (>0.9), RMSEA = 0.046 (<0.05).

4.4. SEM Linear Structural Model Analysis

Analyzing the SEM model for the research model, we found that the indexes were
satisfactory. Specifically, Chi–square = 878.986, df = 396, Chi–square/df = 2.220 (<3),
p = 0.000, GFI = 0.904 (>0.9), TLI = 0.955 (>0.9), CFI = 0.959 (>0.9), RMSEA = 0.047 (<0.05)
(see Figure 3).

The results of the estimation of the relationships in the model show that the research
model is appropriate. Except for hypothesis H5, all the remaining hypotheses are accepted
with significance level p < 0.05.

Specifically, hypothesis H1 is accepted with significance level p < 0.05 and regression
weight is −0.294 (<0). Therefore, it can be concluded that brand equity has a negative
impact on conversion behavior in service use of individual customers at commercial banks
in Vietnam. This result corresponds to the studies of Zeithaml et al. (1996); Berry (2000);
Camerer and Weigelt (1988); Wang et al. (2003), etc.
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Hypothesis H2 and H3 are accepted with significance level < 0.05. At the same time,
with a regression of 0.652 (>0), the research results show that brand equity has a positive
impact on the competitive advertising effectiveness of commercial banks. While, with a
regression weight of −0.218, it can be concluded that competitive advertising effectiveness
has a negative impact on conversion behavior in service use of individual customers at
commercial banks in Vietnam. These results reflect the work of Barney (1991); Vendelo
(1998); Chakravarty et al. (2004); Davies (1996); Cengiz et al. (2007); Beckett et al. (2000), etc.

With the H4 and H5 hypotheses examining the impact of brand equity on opportunistic
behaviors and the impact of opportunistic behaviors on conversion behavior in the use of
personal banking services at commercial banks in Vietnam. Research results show that,
with significance < 0.05 and regression weight −0.277 (<0), hypothesis H4 is accepted.
Therefore, it can be concluded that brand equity has the negative impact on the use of
personal customer services at commercial banks. This result reflects the work of Balmer
and Stovig (1997), etc. Meanwhile, with a significance of 0.343 (>0.05), the study rejects
the H5 hypothesis. That is, there is no impact of opportunistic behaviors on conversion
behavior in the use of services by individual customers at commercial banks in Vietnam.
This result shows that, for the vast majority of individual customers, conversion decisions
in the use of their banking services are rarely influenced by the opportunistic behavior
of individuals. It also shows the remarkable efforts of banks in the process of tightening
inspections, strictly managing the service activities implemented, and showing the correct
awareness and progress of customers in the decision-making process related to the use of
commercial banking products and services.

Similarly, with a meaning of p < 0.05 and a regression weight of 0.441 (>0) and -0.335
(<0), H6 and H7 hypotheses are accepted, respectively. It means that brand value has a
positive impact on individual customers’ loyalty to commercial banks. Meanwhile, loyalty
has the negative impact on the use of personal banking at commercial banks in Vietnam.
These results also correspond to the work of Aaker (1991); Nguyen and LeBlanc (1998);
Mittal and Lassar (1998), etc.

Thus, by dismissing the H5 hypothesis, while accepting all the remaining hypotheses,
the results of the study showed that the bank’s brand equity had a negative impact on the
use of personal customer service. At the same time, the findings showed the contribution
of this study in proving the intermediary role of competitive advertising effectiveness and
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loyalty of customers in the relationship between brand equity and conversion behavior in
the use of services of individual customers at commercial banks (see Table 4).

Table 4. Result of SEM analysis for relationships in the model.

Hypothesis Relationship Weight S.E. C.R. p Conclusion

H1 CB <— BE −0.294 0.057 −5.135 0.000 Accept
H2 CAE <— BE 0.652 0.046 14.168 0.000 Accept
H3 CB <— CAE −0.218 0.047 −4.623 0.000 Accept
H4 OPB <— BE −0.277 0.056 −4.939 0.000 Accept
H5 CB <— OPB 0.049 0.051 0.948 0.343 Reject
H6 LOY <— BE 0.441 0.041 10.746 0.000 Accept
H7 CB <— LOY −0.335 0.059 −5.691 0.000 Accept
H8 OPB <— CAE −0.105 0.047 −2.247 0.025 Accept
H9 OPB <— LOY −0.446 0.055 −8.055 0.000 Accept

In addition, H8, H9 hypotheses examine the impact of competitive advertising ef-
fectiveness and loyalty factors on conversion behavior in the use of personal customer
services at commercial banks in Vietnam. The results of the study show that hypotheses
are also accepted with a significance p < 0.05 and a regression weight of −0.105 and −0.446
(<0). This suggests that both advertising effectiveness and loyalty have a negative impact
on the behavior of individual customers at commercial banks. These results correspond to
the work of Dunn (1995); Zeithaml et al. (1996), etc.

4.5. Descriptive Statistical Analysis

As such, research has pointed out the importance of brand equity banking to the use
of personal banking services at commercial banks in Vietnam. In addition, in order to relate
and see the real manifestation of these factors, the study conducts a descriptive statistical
analysis, determining the average value of variables included in the model.

The results showed that, with a value of 3.7738, the highest of all factors, loyalty of
individual customers to commercial banks in Vietnam is highly appreciated. This shows
that not only banks have been making the right and reasonable policies in their commitment
to customers and implementing services, but also they show the progressive awareness
of the vast majority of individual customers in decisions related to the use of the bank’s
products and services.

In addition, with the lowest of all factors included in the model (2.1123), it can be
seen that conversion behavior in the use of personal customer services is being quite well
controlled at commercial banks in Vietnam. Many banks today, with policies of interest,
customer care, organizing many customer-care programs, annual customer conferences,
etc., are creating positive effect on the part of customers. From there, building trust, having
a great effect in building and developing brands and trusts of commercial banks. However,
it is an undesirable factor, so in the near future, in order to further minimize the situation
of customers leaving, banks still need more effective solutions in policy commitments and
promise to implement their commitments earnestly (see Table 5).

Table 5. Statistical analysis results describing the value of variables.

Variable N Min Max Mean Std. Deviation

BE 554 1.00 5.00 3.7477 0.66646
CAE 554 1.00 5.00 3.6173 0.70922
OPB 554 1.00 5.00 2.5188 0.71094
LOY 554 1.33 5.00 3.7738 0.63673
CB 554 1.00 5.00 2.1123 0.67325
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5. Conclusions and Recommendations

The study aims to establish a model and examine the direct and indirect impact of
brand equity on conversion behavior in the use of personal banking services at commercial
banks in Vietnam. The results of the study show that the bank’s brand equity has a negative
impact on the use of personal customer services. In addition, the study also demonstrated
that competitive advertising effectiveness and loyalty both have the negative impact on
the behavior of individual customers at commercial banks. The findings of this study
have made a theoretical and practical contribution, demonstrating the importance and
impact of brand equity on personal customer service usage, as well as the intermediary
role of competitive advertising effectiveness and loyalty factors in this relationship. In
practical terms, the research results help managers get more supporting solutions to limit
the commercial banks’ customers conversion behaviors.

Besides those contributions, the research also has certain limitations. With convenient
sampling as a limitation of the study, it is possible to reduce the ability to control the
representativeness of the sample. At the same time, the research context is also limited
to commercial banks in Vietnam. With the results achieved, the paper opens up some
possible prospective for further research conducted in many countries of the region and in
the world.

Based on the results of the study, the author proposes a number of recommendations
to limit customers’ conversion of banks and personal services.

Firstly, regarding brand equity, bank managers must find ways to encourage the devel-
opment of trust between customers and banks to eventually lead to loyalty. In addition to
providing timely and accurate service, managers should encourage their employees to com-
municate with customers in which appropriate manners that can inspire their trust should
be shown. In addition, banks need to have a well-informed and effective communication
plan, which is conducted by relying on reputable communication channels.

Secondly, concerning competitive advertising effectiveness, the bank needs to strengthen
its advertising measures to strengthen its competitiveness, which requires a variety of
advertising methods to target different groups of customers. Managers should also develop
strategies to strengthen communication channels between customers and banks.

Third, in regard with customer behaviors, the bank needs to have strict control over its
service business. At the same time, the bank also needs to regularly organize customer’s
promotion programs, guide customers in the process of using services, have reasonable
propaganda solutions to minimize personal redemption acts on the part of customers.

Fourthly, in terms of customer loyalty, banks need to research, build customer-specific
programs, and provide customers with high-quality products /services. The banks need to
have more customer-oriented support to build and maintain long-term relationships with
them.
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