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 This paper focuses on identifying the effects of attitude, trust, switching cost on loyalty of individual customers in 
commercial banks in Ho Chi Minh City. Based on a sample of 282 customers, the paper employs Frequencies, 
Cronbach's Alpha test, Exploratory Factor Analysis (EFA), Affirmative Factor Analysis (CFA) and Structural 
Equation Model (SEM) for analysis. The results show that the Attitude had a positive impact on Trust, Loyalty; 
Trust and Switching cost positively affects Loyalty. 
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1. Introduction 

Loyalty is considered a constant subject of discussion among researchers when it comes to attracting and keeping customers 
coming back to deal with banks (Tweneboah-Koduah & Farley, 2015). Many studies have conducted experiments on trust 
affecting loyalty and the results confirm the positive influence of trust on customer’s loyalty in all areas, including banking and 
finance industry (Sirdeshmukh et al., 2002; Akhgari et al., 2018). However, considering other issues like attitude, switching cost 
and trust affecting loyalty, very few studies have been accomplished. Switching cost is increasingly becoming a powerful barrier 
to help banks preserve their customers, not only that, considering the customer’s attitude is an important premise in attracting 
and connecting customers to banking transactions (Akhgari et al., 2018; Bravo et al., 2009). Attitude is a prerequisite for 
increasing the trust and loyalty of customers in the banking sector (Akhgari et al., 2018). Therefore, the study of customer’s 
loyalty needs to consider customers’ attitude (Akhgari et al., 2018). Therefore, the purpose of this study is to determine and 
measure the influence of Attitude, Trust and Switching Cost on the Loyalty of individual customers in commercial banks in Ho 
Chi Minh City; on that basis, the study proposes administrative implications to improve the loyalty of individual customers at 
commercial banks in Ho Chi Minh City. 
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2. Theoretical basis 
 
In retail banking, customer’s loyalty is a strong commitment and a willingness to repeat the return to use a product/service in 
the future. According to Lam et al. (2004), customer’s loyalty is the repeat of customers about the use of suppliers' products and 
services. Customer’s loyalty to banking services has become the focus of marketers and researchers. It is very important because 
it affects the profitability of the banks (Keisidou et al., 2013). Meanwhile trust is a solid foundation in increasing customer’s 
satisfaction and loyalty (Schoorman et al., 2007). According to Schoorman et al. (2007), trust is customers' expectations for 
product/service quality, so they are ready to use them. Trust is important for banks to contact customers in the future. The 
attitude is the behavior of customers after they are aware of the service provider's products/services and their activities to their 
needs (Akhgari et al., 2018). Accordingly, Akhgari et al. (2018) argue that attitudes include hedonic attitude and utilitarian 
attitude; in which, hedonic attitude refers to the bank always happy, beloved, enthusiastic, friendly with customers in all 
transactions; and utilitarian attitude refers to the customer always thinking about the bank when needed, dealing with the bank 
when the need arises and all the needs are fully met by the bank. In addition, switching costs are costs that customers incur as a 
result of changing brands, service providers or products (Okada, 2005; Akhgari et al., 2018). Although most of the most common 
switching costs are financial issues, but issues such as time, relationship also need to be considered as conversion costs (Akhgari 
et al., 2018). Switching costs can be expressed in terms of the time and effort required to change suppliers, risk of disrupting 
normal customer operations during the conversion period, high cancellation fees, and irreplaceable similar products or services 
(Akhgari et al., 2018). 
 
The connection between Hedonic attitude and Utilitarian attitude 
 
Chitturi et al. (2008) define the connection between hedonic attitude and utilitarian attitude being real. Voss et al. (2003) suggest 
that these two types of attitudes are not connected while Homer (2008) shows an interaction. The hedonic attitude will affect 
the utilitarian attitude, because when there is a hedonic emotion, the customer will take more specific and practical actions 
(Pham, 2004). Schwarz (2012) further demonstrates that the hedonic attitude will affect the mind and the customer will take 
specific actions more utilitarian. Based on that, the study proposed the following hypothesis: 
 
Hypothesis H1: Hedonic attitude positively affects Utilitarian attitude. 
 
The relationship between Attitude and Trust 
 
Researchers have demonstrated that Attitude will change customer’s trust (He et al., 2012; Palmatier et al., 2006). The premise 
of trust often includes attitude (Homer, 2008; Overby & Lee, 2006), so that attitude has a direct influence on trust. Moreover, 
attitudes toward services will increase confidence in the brand image and trust in service organizations (Batra & Homer, 2004; 
Chaudhuri & Holbrook, 2001; Homer, 2008). Based on this, the study proposes the following hypotheses: 
 
Hypothesis H2: Hedonic attitude positively affects Customer’s Trust. 
Hypothesis H3: Utilitarian attitude positively affects Customer’s Trust. 
 
The relationship between Attitude and Loyalty 
 
There has been much empirical evidence proving that both hedonic and utilitarian attitudes have significant positive effects on 
loyalty (Homer, 2008). Attitude is also the foundation to improve customer’s loyalty (Ryu et al., 2010). Based on this, the study 
proposes the following hypotheses: 
 
Hypothesis H4: Hedonic attitude positively affects Customer’s loyalty. 
Hypothesis H5: Utilitarian attitude positively affects Customer’s loyalty. 
 
The relationship between Trust and Loyalty 
 
Schoorman et al. (2007) assert that trust will ensure increased customer’s satisfaction and promotes customer’s loyalty to a 
higher level. In addition, Afsar et al. (2010) believe that trust established by customers can be an approach for marketing, where 
brand can be delivered through customer’s friends and families. According to Ofori et al. (2017), trust can be the main reason 
explaining why they use bank services again and again. The more a bank wins customer trust, the greater its satisfaction and 
loyalty will be guaranteed, and there is no consequence that customers will convert to other organizations. Hasan et al. (2014) 
states that the values and trusts actually create customer’s loyalty. Another research by Leninkumar (2017) also shows an 
influence of trust on loyalty. Based on that, the study proposed the following hypothesis: 
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Hypothesis H6: Trust has a positive influence on Customer’s loyalty. 
 
The relationship between Switching cost and Loyalty 
 
The viability of switching cost can directly affect loyalty as commented by researchers in the banking sector (Ladhari et al.,  
2011). Switching costs have partly significantly affected customer’s loyalty, when conversion costs are too high, customers will 
consider continuing to maintain a relationship with the current service provider, and therefore, customers will be more loyal. 
Based on that, the study proposed the following hypothesis: 
 
Hypothesis H7: Switching cost positively influence Customer’s loyalty. 
 
3. Research method 

The research methods used are as follows: 

- Qualitative method: It is carried out in an order based on the theoretical basis and an overview of previous related studies to 
propose preliminary research hypotheses and models. The author then conducted a group discussion with 10 experts to add 
observed variables to the factors and adjust the observed variables of the factors of Attitude, Switching Cost, Trust as well as 
Loyalty in the preliminary research model to suit the research context at commercial banks in Ho Chi Minh City. The research 
results will form the basis for building a scale and questionnaire to collect data for quantitative research. 
 
- Quantitative method: The research sample in quantitative research was conducted by convenient sampling method with sample 
size of 282 customers. The data is collected by the survey via a pre-designed questionnaire and sent directly to individual 
customers to interview and receive immediate results. The collected data is processed by SPSS 20 and AMOS 20 software 
including statistics, assessment of reliability of scales with Cronbach's Alpha test, exploratory factor analysis EFA with Barlett 
and KMO tests, Confirmatory Factor Analysis CFA and Structural Equation Model SEM to analyze the impact of Attitude, Trust 
and Switching Cost on the Loyalty of individual customers at Commercial Banks in Ho Chi Minh City. 
 
Table 1  
The scales belong to factors in the research model 

No. Factor Code Scale Source 

1 

Hedonic attitude 

TT1 The bank I am dealing with is very happy with its customers 

Akhgari et al. 
(2018) 

2 TT2 The bank I am dealing with is very dear to its customers 

3 TT3 The bank I am dealing with is very enthusiastic with its customers 

4 TT4 The bank I am dealing with is very friendly with its customer 

5 

Utilitarian attitude 

TD1 I always deal with the bank with the most needed products and services when needed 

Akhgari et al. 
(2018) 

6 TD2 I always think about the bank I am dealing with when needed 

7 TD3 All my needs are satisfactorily met by the bank 

8 TD4 I always give priority to the bank I am dealing with for all my transactions 

9 

Trust 

NT1 The transactions of the bank I am dealing with are very reliable 

Akhgari et al. 
(2018) 

10 NT2 The bank I am dealing with has the ability to serve its customers 

11 NT3 The bank I am dealing with is very thoughtful to its customers 

12 NT4 The bank I am dealing with proactively connects to its customers 

13 

Switching cost 

CP1 It will take me a lot of time and effort to get acquainted with a new bank 
Akhgari et al. 

(2018) 
14 CP2 It would cost me too much to switch to a new bank 

15 CP3 I will have procedural trouble when transferring other bank transactions 

16 

Loyalty 

TT1 I will continue to use the banking service I am trading in the future 

Akhgari et al. 
(2018) 

17 TT2 I would recommend my primary financial institution to those seeking my advice on such matters 

18 TT3 I would recommend the bank to friends and my family 

19 TT4 
I would post positive messages about my primary financial institution on internet or community 
message boards 

Source: Author synthesizes. 

According to Trong and Nguyen (2008), the sample size must be at least four or five times the number of observed variables. 
Thus, in this study, the authors use a minimum number of research votes corresponding to 19 observed variables: 5 × 19 = 95 
observations. However, to ensure the persuasion and quality of the model results, the author conducted a survey of 300 votes, 
including 282 valid questionnaires with all the information on the questionnaire. Among 282 customers, 128 female customers 
accounted for 45.4% and 154 males accounted for 54.6%, the result showed that the difference between male and female 
customers was not too much. Education is mainly university and postgraduate with the proportion accounting for 53.9%. Age 
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ranges mainly from 35 to 45 years old, accounting for 55.0%. The income level from 5 to less than 10 million VND / month 
accounts for the highest proportion with 50.7%. 
 
Table 2 
Descriptive statistics results 

Variable Content Frequency (n) Percent (%) 

Gender 
Male 154 54.6 

Female 128 45.4 

Education 

Intermediate and college 17 6.0 
University and Postgraduate 152 53.9 

Other 113 40.1 

 
Age 

< 25 11 3.9 
25 – under 35 81 28.7 
35 – under 45 155 55.0 

> 45 35 12.4 

Income 

< 5  million VND 31 11.0 
5 – 10 million VND 143 50.7 
> 10 million VND 108 38.3 

Source: SPSS Analysis Results. 

4. Research results 

The results of the reliability test of the scale of factors show that, Cronbach’s Alpha coefficient reaches the maximum value of 
0.906 belongs to the utilitarian attitude factor; the lowest Cronbach’s Alpha coefficient is 0.750, which belongs to the Switching 
Cost factor. All Cronbach’s Alpha coefficients of the factors are relatively high from 0.7 upwards. The correlation coefficient 
of the total variables is greater than 0.3, showing that the variables are closely correlated, ensuring all variables (19 variables of 
5 factor groups) meet the requirements of Structural Equation Model SEM analysis. 
 
Table 3  
Cronbach’s Alpha analysis results 

Factor Cronbach’s alpha Variable 

Hedonic attitude 0.826 4 
Utilitarian attitude 0.906 4 

Trust 0.803 4 

Switching cost 0.750 3 

Loyalty 0.833 4 

Source: SPSS Analysis Results. 

All 19 variables belonging to factors that fulfill the conditions of analysis. The reliability of Cronbach's Alpha is included in the 
Exploratory Factor Analysis (EFA). EFA is used to examine the structure of a scale of factors: Hedonic attitude, Utilitarian 
attitude, Trust, Switching cost and Loyalty. After the EFA process has been performed, the factors will be tested to clean the 
data. Conducting EFA analysis for a total of 19 variables of the scales belonging to factors, the study obtained the results 
presented in Table 4. 
 
Table 4  
EFA analysis results 

KMO 0.770 

Bartlett's test of sphericity 

Approx. Chi-Square 2,883.725 

Df 171 

Sig. 0.000 
Source: SPSS Analysis Results. 

The results of factor analysis obtain coefficient KMO = 0.770, Sig. = 0.000. This confirms the KMO value ensuring the 
appropriateness of exploratory factor analysis. The Chi-Square statistic of Bartlett's test is valued 2,883.725 with significance 
level Sig. = 0,000. At the same time, analysis of extracted variance indicates the level of extract variance of 69,382%, which 
shows that 69,382% of data variability explained by five factors. The scales are accepted. The stopping point when extracting 
factors at the fifth factor is 1,284 which is greater than 1 (this confirms that all included variables would be classified into five 
factor groups). The results of factor rotation show that all factors are satisfactory (factor load factor values are greater than 0.5) 
and arranged in five separate groups of factors, these are groups of factors Hedonic attitude, Utilitarian attitude, Trust, Switching 
cost and Loyalty. Next, perform Confirmatory Factor Analysis CFA using AMOS software with the purpose of checking the 
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influence of factors together. To conduct CFA analysis, the main groups of factors included in the analysis are: Hedonic attitude, 
Utilitarian attitude, Trust, Switching cost and Loyalty. The results indicate that the value of Chi-square/df = 2.273 is less than 3, 
GFI = 0.889 is greater than 0.8, TLI = 0.922 is greater than 0.9, CFI = 0.935 is greater than 0.9 and RMSEA = 0.067 is less than 
0.1; Therefore, it can be said that the model is suitable for market data. At the same time, the standardized weights are greater 
than 0.5. That is statistically significant, so the concepts achieve convergent value. Thus, with CFA analysis results, the main 
factors are included in the analysis, which are: Hedonic attitude, Utilitarian attitude, Trust, Switching cost and Loyalty. 
 
Table 5  
Rotated Component Matrix 

 
Component 

1 2 3 4 5 

TD1 0.992     

TD4 0.986     

TD2 0.746     

TD3 0.688     

LTT3  0.896    

LTT2  0.834    

LTT4  0.800    

LTT1  0.743    

NT3   0.835   

NT2   0.832   

NT4   0.728   

NT1   0.705   

TT3    0.882  

TT2    0.833  

TT4    0.796  

TT1    0.728  

CP2     0.869 

CP1     0.846 

CP3     0.727 

Eigenvalue = 1,284 

Cumulaive % 23.763 39.811 53.241 62.624 69.382 

Source: SPSS Analysis Results. 

 
Fig. 1. CFA analysis results according to standardized coefficients 

TT (Hedonic attitude), TD (Utilitarian attitude), NT (Trust), CP (Switching cost), LTT (Loyalty) 
Source: AMOS Analysis Results 
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Table 6  
CFA analysis results according to standardized coefficients 

No. Content Value 
1 Chi-square/df 2.273 
2 P-value của Chi-square 0.000 
3 GFI 0.889 
4 TLI 0.922 
5 CFI 0.935 
6 RMSEA 0.067 

Source: AMOS Analysis Results 
Table 7  
Composite reliability and Variance extracted 

No. Factor Composite reliability Variance extracted 

1 Hedonic attitude 0.899 0.752 

2 Utilitarian attitude 0.852 0.745 

3 Trust 0.863 0.719 

4 Switching cost 0.799 0.701 

5 Loyalty 0.801 0.703 

Source: Authors' calculation results. 

Along with that, the research paper calculates the total reliability value and the total variance extracted to assess the reliability 
of the scales. The results show that the combined reliability values and total variance extracted of all factors were greater than 
0.5. This shows the factors that ensure reliability when included in the analysis. And the P-value of the correlation coefficients 
in each pair is less than 0.05 (i.e. less than 5%), so the correlation coefficient of each pair of concepts is different from 1 at 95% 
confidence. So, the concepts gain discriminatory value. To perform the analysis of the Structural Equation Model (SEM), 
showing the impact of attitude, trust, and switching cost on customer loyalty at Commercial banks in Ho Chi Minh City, the 
author transforms model obtained from CFA analysis results to Structural Equation Model. 

 
Table 8  
SEM analysis results according to standardized coefficients 

No. Content Value 
1 Chi-square/df 2.247 
2 P-value của Chi-square 0.000 
3 GFI 0.888 
4 TLI 0.924 
5 CFI 0.936 
6 RMSEA 0.067 

Source: AMOS Analysis Results 

Inheriting from the CFA analysis results can be easily seen, the results of the Structural Equation Model SEM are consistent 
with market data. This is reflected in such indicators as: Chi-square/df value = 2.247 less than 3, GFI = 0.888 greater than 0.8, 
TLI = 0.924 greater than 0.9, CFI = 0.936 greater than 0.9 and RMSEA = 0.067 is less than 0.1. 
 
Table 9  
Results of the structural model analysis 

Relationship Estimate S.E. C.R. P-Value 

TD ← TT 0.184 0.080 2.292 0.022 
NT ← TT 0.095 0.049 1.925 0.004 
NT ← TD 0.316 0.042 7.584 *** 
LTT ← TT 0.115 0.071 1.618 0.006 
LTT ← TD 0.017 0.061 0.269 0.008 
LTT ← NT 0.144 0.108 1.331 0.003 
LTT ← CP 0.055 0.078 0.714 0.035 

***: 0,000 (0,0%) 
Source: AMOS Analysis Results. 

 

At the same time, based on the analysis results, the P-Value of the influence relationships between the factors, we see, the P-
Value is less than 5%. Therefore, the relationships among the factors Hedonic attitude, Utilitarian attitude, Trust, Switching cost 
and Loyalty are statistically significant in SEM. 
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Table 10  
Results of the structural model analysis according to standardized coefficients 

Relationship Standardized estimate Standardized estimate according to the diagram 

TD ← TT 0.148 0.15 
NT ← TT 0.125 0.13 
NT ← TD 0.517 0.52 
LTT ← TT 0.117 0.12 
LTT ← TD 0.021 0.02 
LTT ← NT 0.111 0.11 
LTT ← CP 0.052 0.05 

Source: AMOS Analysis Results. 

 

 
Fig. 2. Results of the structural model analysis show effects of attitude, trust, switching cost to loyalty at 

commercial banks in Ho Chi Minh city 

TT (Hedonic attitude), TD (Utilitarian attitude), NT (Trust), CP (Switching cost), LTT (Loyalty) 

Source: AMOS Analysis Results. 

When considering the value of regression coefficients among factors, it shows that the regression coefficient values are all 
greater than zero, which means that there is a positive influence among the factors, specifically as follows: 
 
The Hedonic attitude factor positively affects Customer’s Utilitarian attitude, Trust and Loyalty with regression coefficient of 
0.15; 0.13 and 0.12. This means that, when the Hedonic attitude factor is better, Customers’ Utilitarian attitude, Trust and Loyalty 
will increase (with a one-time increase in the Hedonic attitude, Customer’s Utilitarian attitude, Trust and Loyalty will increase 
by 0.15 times; 0.13 times and 0.12 times).  
 

 

 

 

 

 

 

 

 

Fig. 3. Results of the structural model analysis show effects of attitude, trust, switching cost to loyalty at commercial banks in Ho Chi Minh city 

Source: Author’s analytical results, 2019. 

Hedonic attitude 

Utilitarian attitude 

Switching cost 

Trust Loyalty + 0.15 

+ 0.13 

+ 0.52 

+ 0.11

+ 0.02

+ 0.05+ 0.12
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Similarly, the Utilitarian attitude factor positively affects Customers' Trust and Loyalty with regression coefficients of 0.52 and 
0.02. This means that, when the Utilitarian attitude factor is better, Customers' Trust and Loyalty will increase (with a one-time 
increase in the Utilitarian attitude, Customers' Trust and Loyalty will increase by 0.52 times and 0.02 times). When the Trust 
and Switching Cost factor is better, Customer Loyalty will increase (with a one-time increase in Trust and Switching Cost, 
Customer Loyalty will increase by 0.11 times and 0.05 times). Thus, after analyzing the Structural Equation Model SEM, the 
study showed the relationship between Attitude, Trust, Switching Cost and Loyalty of individual customers, in which the 
Attitude factor positively affects the Trust and Loyalty; Trust and Switching Cost factors positively affect Loyalty. 
 

5. Conclusion and management implications 

5.1 Conclusion 

Based on the theories related to Attitudes, Trust, Switching Cost and Loyalty, previous studies related to the topic of the research, 
the authors built a scale and proposed research model with 5 main factors including: (1) Hedonic attitude; (2) Utilitarian attitude; 
(3) Trust; (4) Switching Cost and (5) Loyalty. Next, the authors conducted qualitative research to correct and supplement errors 
if any, then conducted a survey and conducted a formal survey to collect the opinions of individual customers at Commercial 
banks in Ho Chi Minh City. With the collected database, the author conducted SPSS 20, AMOS 20 software for analysis; the 
study has achieved certain results as follows: 
 
- Show the most basic concepts and scales to measure Attitude, Trust, Switching Cost and Loyalty factors; the previous research 
results showed the relationship as well as the influence of attitude, trust, and switching cost on Loyalty as the scientific basis 
for subsequent studies. 
 
- Perform preliminary statistics on the objects of the survey such as: gender, education level, age and income. 
 
- Assess the reliability of the scale by using Cronbach's alpha analysis technique showed that with 19 variables (including 
variables of the factors) all meet the evaluation requirements; Cronbach's alpha coefficients are from 0.7 or more and the 
correlation coefficient of the total variables is greater than 0.3. 
 
- The results of the exploratory factor analysis EFA show that all variables belonging to the factors meet the analytical 
requirements (factor load factor values are greater than 0.5); with a total of 19 variables and sorted by 5 groups of factors, which: 
Hedonic attitude, Utilitarian attitude, Trust, Switching cost and Loyalty. 
 
- Confirmatory Factor Analysis shows that the model is suitable for market data, the scales ensure reliability and concepts to 
achieve discriminatory value. 
 
- Structural Equation Model shows that: (1) Attitude positively affects Trust, Loyalty; (2) Trust and Switching Cost positively 
affect Loyalty. 
 

5.2 Administration implications 

Based on the results from the model, in order to increase the Loyalty of individual customers at commercial banks in Ho Chi 
Minh City, the study proposes some governance implications as follows: 
 
- Enhancing the training on sales and communication skills for employees to meet customer service needs and improve customer 
service quality. 
 
- Collecting and receiving customers' suggestions to promptly correct the mistakes if any when dealing with customers, in order 
to improve the positive attitude of customers with the bank. 
 
- Regularly monitoring and actively contacting customers to notify customers of transactions, which showing the interest from 
the bank for customers and helps customers appreciate the bank trust. 
 

- Showing to customers the specific benefits that customers have when dealing with banks and the trade-offs of costs and time 
that customers encounter when switching transactions to other banks through seminars, product introduction sessions for 
customers. 
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