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Abstract  

The study purpose is to examine the relationship between Automated Teller Machine (ATM) 

location characteristics and ATM usage in Vietnam through the theory of planned behavior. The 

results of investigation of 398 ATM users reveal that ATM location characteristics positively 

relate to ATM usage. We also confirmed the relationship among consumers’ attitude, intention 

and usage towards ATMs through TPB model. The discussion and limitations are provided. 
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Introduction 

With the help of technology, consumers now have more opportunities to access their bank 

accounts and perform transactions regardless of time and geographic location. In modern 

banking, ATM is one of the most popular and important delivery channels as it allows customers 

to do banking at anywhere and whenever they want (Genevois, Celik, & Ulukan, 2015; Islam, 

Kumar, & Biswas, 2007; Sadeghi & Farokhian, 2011; Wijesekara & Kandambi, 2015). This has 

led to an widespread opening of ATMs as a convenient mode of transactions thus helping banks 

improve their services variety and quality and increase their customer base (Sadeghi & 

Farokhian, 2011; Wijesekara & Kandambi, 2015).  

In Vietnam there are many banks and financial institutions which provide ATM banking 

facilities at the moment. Online banking was first introduced in Vietnam around 2000s, while the 

first ATM and ATM card were featured in 2002 by Vietcombank. They started by connecting all 

their branches enabling their customers to access to their accounts at any branch throughout the 

day. This has made the banking industry in Vietnam booming and flourishing, as more and more 

banking institutions import ATMs and fully utilize their benefits. 

Since ATM and other means of online banking may help banks to reduce costs (Shih & Fang, 

2004; Wambugu, 2001; Wijesekara & Kandambi, 2015), increase customer retention and 

attraction and competitive advantage (Abdel Aziz, Beeson, & Elragal, 2007; Pyun, Scruggs, & 

Nam, 2002; Sadeghi & Farokhian, 2011), it is very important to consider factors that influence 

people to fully adopt ATM. Pavlou & Fygenson (2006) have used an extended model of the 

Theory of Planned Behavior (TPB) to explain and predict the process of e-commerce adoption 

by consumers. Their findings stress the importance of trust and perceived usefulness and ease of 

use for predicting e-commerce adoption. Abdel Aziz et al. (2007) pointed out the main factors 

that prevent ATM usage in Egypt is unawareness of ATM’s advantages. Islam et al. (2007), by 
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sampling a large number of HSBC employees, found different recommendations for the 

advancement of HSBC ATM’s service quality, which include new location, better quality 

currency, increase in number of ATMs, more user friendly machine, increase of safety security 

and prompt card delivery. The location of ATMs can also determine how easy or difficult it is to 

access our bank accounts (Wambugu, 2001), thus the question of where they should be placed is 

a major concern for both the customer and the bank. 

Our study will contribute to the existing knowledge of ATM usage in several aspects. First, we 

introduce a new component that have a significant impact on the attitude of consumers regarding 

ATM, which is the geographical location of ATMs, and ultimately has an effect on ATM usage. 

Moreover, most of the studies on factors influencing ATM usage are concentrated only in 

developed countries, such as the United States; there are still only few researches in developing 

countries in Asia, and none in Vietnam, whose culture is complex and different from the West. 

This cultural difference may lead to differences in the consumers’ behavior towards utilizing 

ATMs. The result will help any banks which are employing ATMs to work out a more efficient 

ATM infrastructure and network. 

Literature review 

Automated Teller Machine (ATM) and ATM location 

Electronic banking or online banking is the means by which services and products of banks are 

made available to their customers through the use of internet and electronic digital devices 

irrespective of the physical location of the customer (Molla Fantaye, 2017; Sadeghi & Farokhian, 

2011). E-banking exists in the form of various electronic delivery channels like Automated 

Tellers Machines (ATMs), telephone banking and home banking (Molla Fantaye, 2017; Siraye, 

2014). Automated (Automatic) teller machine (ATM) is an electronic device which allows a 

bank’s customers to make cash withdrawals and check their account balances at any time without 

the need for a human teller (Islam et al., 2007). Many ATMs also allow people to deposit cash or 

cheques, transfer money between their bank accounts or even buy postage stamps. Consumers 

are required to have an ATM card if they want to use ATM services (Wijesekara & Kandambi, 

2015). An ATM card is a plastic card that looks like a credit card that allows the bank account 

holder to do the same things at a bank machine or Automatic Teller Machine (ATM) as they 

would at a bank, such as getting cash, depositing money, checking account balances, and 

receiving a copy of your statement (Islam et al., 2007). 

ATM is one of the most important banking facilities as it enable customers to access their bank 

accounts 24 hours a day, even in the weekends (Islam et al., 2007; Sadeghi & Farokhian, 2011; 

Wambugu, 2001; Wijesekara & Kandambi, 2015). However, if the nearest ATM is many 

kilometres from a customer’s residential place, it would be undesirable for them to travel there, 

since one of the key benefits of ATM is accessibility or convenience. 

Wambugu (2001) pointed out that consumers always want to conduct their financial business at 

their favorite location. Banks also benefits from positioning ATMs as consumers’ desired places, 

as transactions at an ATM only cost about half as much as these transactions conducted in a bank 
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(Awaghade, Dandekar, & Ranade, 2014; Genevois et al., 2015; Wambugu, 2001). These 

automated machines may also attract more young people if placed at the right location as they 

are more familiar with modern technology. ATM also bears a great opportunity to promote 

banking services through advertisements that may appear on screen or attached around the booth. 

To take advantages of these benefits, ATMs should be located in places that are visible and 

inviting, while also convenient, accessible and secure, such as a central business district with 

high number of commercial establishments (Awaghade et al., 2014; Wambugu, 2001). 

The location of ATMs has an influence on consumers’ attitude towards them (Mansour, Eljelly, 

& Abdullah, 2016; Robbins, 2006; Wambugu, 2001). Wambugu (2001) pointed out the reasons 

for customers’ satisfaction with current ATMs location include their closeness to customers’ 

shopping sites or workplaces, while the main reason for dissatisfaction is their farness from 

customers’ living places. Robbins (2006) identified bank location still remains one of the most 

important factors that consumers consider when choosing a bank, hence the location of banking 

structures such as brick-and-mortar branches and ATMs would also play a significant role on 

that matter. The convenience of location is also listed as a factor that influence customers’ 

acceptance of technology-based baking (Curran & Meuter, 2005; Mansour et al., 2016). 

With a convenient location, a small branch or store can attract more customers and increase its 

sales, especially for bank branches or ATMs (Al-Zyood, 2018). When choosing a location for a 

branch, each bank should take into account different factors, such as income levels, branch 

functions, competition, land value, growth potential and number of nearby financial institutions 

(Al-Zyood, 2018; Awaghade et al., 2014). Different criteria need to be taken into account when 

deciding on the location for ATMs, including the number of businesses and local people, the 

level of spending, the labor force and living habits, income level, purpose of ATMs, competitors’ 

activities and number and location of ATMs in the same range (Rachmawati, Farda, Rijanta, & 

Kurniarto, 2009). 

Hypothesis 1: There is a positive relationship between ATMs location and consumers’ attitude to 

use ATMs. 

Theory of Planned Behavior (TPB) 

The Theory of Planned Behavior (TPB), originally derived from the Theory of Reasoned Action, 

states that individuals make decisions rationally and systematically through information available 

to them (Ajzen, 1991). TPB is one of the most popular general models to predict consumers’ 

intentions and behaviors (Ajzen, 1991; Cannière, Pelsmacker, & Geuens, 2008; Sadeghi & 

Farokhian, 2011). In the TPB, behavioral intentions (the indication of an individual’s willingness 

to perform a given behavior), in combination with perceived behavioral control are defined as 

the immediate antecedent of behavior (Ajzen, 1991). Attitudes toward the behavior (the overall 

evaluation, either positive or negative, of performing the behavior in question), subjective norms 

with respect to the behavior (individual’s perception of the moral correctness or incorrectness of 

performing a behavior), and perceived control over the behavior (reflects the extent to which the 

behavior is perceived to be under volitional control) are found to be factors predicting behavioral 
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intentions (Ajzen, 1991; Conner & Armitage, 1998; Jimmieson, Peach, & White, 2008; 

Reinecke, 1997). 

TPB model and its derivatives has been used in several studies on E-banking and ATM usage. 

Olatokun & Owoeye (2015) have found a significant relationship between users’ attitude towards 

intention to use online banking. In a study of consumer adoption of Internet banking in Malaysia, 

a strong relationship between attitude and intention to use Internet banking was confirmed 

(Arunkumar, 2012). Siraye (2014) studied factors that have effects on consumers’ adoption of e-

banking in Ethiopia, and also confirmed a significant relation between the variables in the 

models including attitude, subjective norm and perceived behavioral control and users’ 

behavioral intention to use e-banking. The relationship was supported by several other studies 

(Jaruwachirathanakul & Fink, 2005; Lee, 2009; Molla Fantaye, 2017; Rogers, 2010; Takele & 

Sira, 2013). Venkatesh et al. (2003) did various tests based on many models (Theory of 

Reasoned Action, Technology Acceptance Model, Theory of Planned Behavior). The study 

confirmed the connection between intention and technology usage behavior and technology 

adoption. Using TAM model, Mansour et al. (2016) identified supports for the significant 

positive effect of consumers’ attitude towards e-banking on users’ intention to use e-banking 

services. 

Hypothesis 2: There is a positive relationship between consumers’ attitude to use ATMs and 

consumers’ intention to use ATMs. 

Hypothesis 3: There is a positive relationship between consumers’ intention to use ATMs and 

consumers ATMs usage behavior. 

 

Figure 1: Research model 

Methodology 

Sample 

Our data was collected from 402 ATM users of 5 Vietnamese commercial banks, of which 398 

were valid and were processed and analyzed. As is displayed in the table 1, the number of men 

and women is 150 (37.69%) and 248 (62.31%) respectively. Nearly 90% (373) of our 

respondents are from the Northern parts of Vietnam, while 6.78% (33) are in the central part of 

Vietnam and approximately 3% (13) from the South. Most of the respondents are in their 20s 

(55.53%) or 30s (20.85%). 53 respondents (13.32%) are in the 40-49 age range, 26 (6.5%) are 

under 20 and only 15 (3.77%) are in the 50-59 group. None are over 60 years old  
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Questionnaires were sent by email or personal message. We also printed and sent questionnaires 

and guided respondents carefully when they answered all the questions. All respondents knew 

that answering was not required, but they volunteered to participate. Data collection time was 

from December 2017 until May 2018. Anonymity for everybody is guaranteed. Specific names 

and other personal information questions are not included in our questionnaire. 

Table 1: Characteristic of Sample (N = 398) 

  Frequency Percentage 

Sex Male 150 37.69% 

 Female 248 62.31% 

Area The North of Vietnam 373 89.94% 

 The middle of Vietnam 33 6.78% 

 The South of Vietnam 13 3.28% 

Age < 20 26 6.53% 

 20 - 29 221 55.53% 

 30 - 39 83 20.85% 

 40 - 49 53 13.32% 

 50 - 59 15 3.77% 

  Note: Sample size = 398 

Measures 

ATMs location. ATMs location was measured using the scale adapted from (Kamal & Pramanik, 

2015). The scale consists of 4 items measured on a 7-point Likert-type scale (1 = totally 

disagree; 7 = totally agree). An example is “I would use ATMs if they are located in my 

residential living environment”. 

Consumers‘attitude to use ATMs. Consumer’s attitude was measured using the scale developed 

by (Taylor & Todd, 1995). The scale consists of 3 items measured on a 7-point Likert-type scale 

(1 = totally disagree; 7 = totally agree). An example is “Using this ATM would be a wise idea”. 

Consumers’ intention to use ATMs. Consumers’ intention to use ATMs was measured using the 

scale developed by (Taylor & Todd, 1995). The scale consists of 3 items measured on a 7-point 

Likert-type scale (1 = totally disagree; 7 = totally agree). An example is “I intend to use the ATM 

within the next three months”. 

Consumers ATMs usage behavior. Consumers ATMs usage behavior was measured using the 

scale developed by (Taylor & Todd, 1995) measured on a 7-point Likert-type scale (1 = strongly 

disagree; 5 = strongly agree). An example is “I use this ATM every month”. 
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Results 

Scale reliability 

The scale reliability of scales used in this research is revealed in table 2 

Table 2: Scale reliability 

Variables  - value Accepted level 

ATMs location. 0.860  0.60 

Consumers ‘attitude to use ATMs 0.816  0.60 

Consumers’ intention to use ATMs 0.655  0.60 

As depicted in the table 2, the scale of ATM location, consumers’ attitude to use ATMs and 

consumers’ intention to use ATMs are at accepted level according to (Nunnally, 1978). 

Regressions 

After analyzing the reliability of the scales, the variables are included in the regression analysis. 

The model fit indexes including 2  / df = 2.905 (accepted value is under 3); the GFI (goodness of 

fit index) is 0.940 (accepted value is above 0.9); CFI (comparative fit index) is 0.935 (accepted 

value is above 0.9); RMSEA (root mean square error of approximation) is 0.08 (accepted level is 

under 0.08) reveal that the model is fit with data. 

The results of regression are depicted in Figure 2. 

 

Figure 2: Results 

**** p < 0.001 

Usage 

ATM location 

Attitude  

Intention 

0.845 *** 

0.525 *** 

0.324*** 
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From the figure, we can see that ATMs location have a positive relationship with 

Consumers‘attitude to use ATMs (estimate value = 0.845, se = 0.070, p < 0.001), 

Consumers‘attitude to use ATMs have a positive relationship with Consumers’ intention to use 

ATMs (estimate value = 0.525, se = 0.051, p < 0.001), Consumers’ intention to use ATMs have a 

positive relationship with Consumers ATMs usage behavior (estimate value = 0.324, se = 0.091, 

p < 0.001). 

Discussion and limitations 

Discussion 

The above results show that the location of ATMs positively affects the attitude of using ATMs, 

which requires banks to determine appropriate locations for their ATMs. 

Consumers always want to do financial jobs conveniently at their favorite places. Banks will also 

benefit from ATMs located in convenient locations. The cost of performing transactions of both 

customers and banks at an ATM is only half that at a branch (Awaghade et al., 2014; Genevois et 

al., 2015; Wambugu, 2001). Moving ATMs after placing them may cause customers to think that 

the bank has problems; leading to bad corporate’s appearance. In addition, ATMs offer many 

opportunities to promote products and services. Advertisements placed in ATMs may appear on 

the screen when a transaction is being processed. To take advantage of these benefits, ATM must 

be located in a visible, safe and attractive location. However, ATMs positioning also needs to 

focus on security. Although ATMs should be located in areas that can reach as many customers 

as possible, they also need to ensure customers' safety. ATMs, for example, should be located in 

large urban areas with high intellectual standards and state-of-the-art security systems. 

To increase the convenience for users, banks need to strengthen the card payment system 

together, further expanding card acceptance points such as ATMs. It is also necessary to check 

ATMs periodically, taking into account the high demand for cash withdrawal of customers; 

monitor closely and regularly the amount of cash remaining in each ATM including weekends 

and holidays. Banks should also closely monitor the operating status of ATMs, promptly repair 

and remedy abnormal incidents occurring to ATMs. 

Limitations 

As with other empirical studies, this research should be interpreted carefully due to some 

caveats. Firstly, there is only one variable in the ATMs usage behavior scale. Secondly, the 

results are collected at a time, which leads to common variance method, meaning the correlation 

between the variables can be counterfeited and is not true to reality. Thirdly, this study uses 

convenient samples. Studies using random samples will have a better generalized level of overall 

results. Fourthly, this study has an unreasonable sample group structure with the majority of 

respondents from the North, later studies on the central and southern sample groups will 

complement the results of this study. 
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Despite the aforementioned limitations, the authors believe that this study really contributes to 

the knowledge by confirming the relationship between ATMs location and the use of ATMs in 

Vietnam. 

References 

Abdel Aziz, R., Beeson, I., & Elragal, A. (2007). An Empirical survey to measure the ATM Usage in 
Egypt: Social and Technical Perspectives. 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision 
Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T 

Al-Zyood, M. (2018). The Impact of using GIS on the Selection of ATM Sites and Their Effect on 

Profitability. International Journal of Soft Computing and Engineering (IJSCE). Retrieved 
from https://www.directionsmag.com/article/2629 

Arunkumar, S. (2012). A study on Attitude and Intention Towards Internet Banking With Reference to 

Malaysian Consumers in Klang Valley Region. Retrieved from 
https://www.semanticscholar.org/paper/A-study-on-attitude-and-intention-towards-Internet-
Arunkumar/c8c58a31e3eeffc95f3f592cdbe54284374c492e 

Awaghade, S., Dandekar, P., & Ranade, P. (2014). Site selection and closest facility analysis for 

automated teller machine (ATM) centers: case study for Aundh (Pune), India. International 

Journal of Advancement in Remote Sensing, GIS and Geography, Vol 2(1), 19–29. Retrieved 
from http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.671.562&rep=rep1&type=pdf 

Cannière, M. H. De, Pelsmacker, P. De, & Geuens, M. (2008). Relationship Quality and the Theory of 

Planned Behavior models of behavioral intentions and purchase behavior. Journal of 
Business Research (Vol. 62). https://doi.org/10.1016/j.jbusres.2008.01.001 

Conner, M., & Armitage, C. J. (1998). Extending the theory of planned behavior: A review and avenues 
for further research. Journal of Applied Social Psychology, 28(15), 1429–1464. 
https://doi.org/10.1111/j.1559-1816.1998.tb01685.x 

Curran, J. M., & Meuter, M. L. (2005). Self‐service technology adoption: comparing three technologies. 
Journal of Services Marketing, 19(2), 103–113. https://doi.org/10.1108/08876040510591411 

Genevois, M., Celik, D., & Ulukan, H. (2015). ATM Location Problem and Cash Management in 
Automated Teller Machines. International Journal of Industrial and Manufacturing 

Engineering, 9(7), 2543–2548. Retrieved from https://waset.org/publications/10002685/atm-
location-problem-and-cash-management-in-automated-teller-machines 

Islam, R., Kumar, S., & Biswas, P. K. (2007). Customer Satisfaction of ATM Service: A Case Study of 

HSBC ATM. Dhaka University Journal of Marketing, Forthcoming. Retrieved from 
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=990242 

Jaruwachirathanakul, B., & Fink, D. (2005). Internet banking adoption strategies for a developing 

country: The case of Thailand. Internet Research, 15(3), 295–311. 



     International Journal of Advanced Engineering and Management Research  

Vol. 4, No. 03; 2019 

ISSN: 2456-3676 

www.ijaemr.com Page 9 

 

https://doi.org/10.1108/10662240510602708 

Jimmieson, N. L., Peach, M., & White, K. M. (2008). Utilizing the Theory of Planned Behavior to Inform 

Change Management. The Journal of Applied Behavioral Science, 44(2), 237–262. 
https://doi.org/10.1177/0021886307312773 

Kamal, M., & Pramanik, S. A. (2015). Customers’ Intention towards Purchasing Apartment in Dhaka 

City, Bangladesh: Offering an Alternative Buying Intention Model. European Journal of 
Business and Management, 7(35). Retrieved from 
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2823377 

Lee, M. C. (2009). Factors influencing the adoption of internet banking: An integration of TAM and TPB 

with perceived risk and perceived benefit. Electronic Commerce Research and Applications, 
8(3), 130–141. https://doi.org/10.1016/j.elerap.2008.11.006 

Mansour, I. H. F., Eljelly, A. M. A., & Abdullah, A. M. A. (2016). Consumers’ attitude towards e-

banking services in Islamic banks: the case of Sudan. Review of International Business and 
Strategy, 26(2), 244–260. https://doi.org/10.1108/RIBS-02-2014-0024 

Molla Fantaye, A. (2017). Factors Affecting Customers’ Intention To Adopt ATM Banking System In 

Ethiopia. St.Mary’s University. Retrieved from 
http://repository.smuc.edu.et/bitstream/123456789/3151/1/ASRAT MOLLA FANTAYE.pdf 

Nunnally, J. C. (1978). Psychometric theory. McGraw-Hill. Retrieved from 
https://books.google.com.vn/books/about/Psychometric_theory.html?id=WE59AAAAMAAJ
&redir_esc=y 

Olatokun, W., & Owoeye, O. J. (2015). Influence of Individual, Organizational and System Factors on 

Attitude of Online Banking Users. Retrieved from 
https://pdfs.semanticscholar.org/cde4/234ce83186db2e105bec52d7dcf7188db6f7.pdf 

Pavlou, P. A., & Fygenson, M. (2006). Understanding and Predicting Electronic Commerce Adoption: An 

Extension of the Theory of Planned Behavior. MIS Quarterly, 30(1), 115. 
https://doi.org/10.2307/25148720 

Pyun, C. S., Scruggs, L., & Nam, K. (2002). Internet banking in the US, Japan and Europe. Multinational 

Business Review, 10(2), 73. Retrieved from https://www.questia.com/library/journal/1P3-
146682121/internet-banking-in-the-u-s-japan-and-europe 

Rachmawati, R., Farda, N. M., Rijanta, R., & Kurniarto, S. D. (2009). Model for location development of 

ATM banking service in urban area. Indonesian Journal of Geography, 41(2), 137–148. 
Retrieved from https://repository.ugm.ac.id/27761/ 

Reinecke, J. (1997). Testing the Theory of Planned Behavior with Latent Markov Models. Applications of 
Latent Trait and Latent Class Models in the Social Sciences. Retrieved from 
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.552.5959&rep=rep1&type=pdf 

Robbins, E. (2006). Location, location, location : has electronic banking affected the importance of bank 

location? Financial Industry Perspectives, (Sep). Retrieved from 



     International Journal of Advanced Engineering and Management Research  

Vol. 4, No. 03; 2019 

ISSN: 2456-3676 

www.ijaemr.com Page 10 

 

https://ideas.repec.org/a/fip/fedkfi/y2006isep.html 

Rogers, M. (2010). Consumers’ Attitudes, Perceived Risk, Trust and Internet Banking Adoption in 

Uganda. Makerere University Business School. Retrieved from 
https://www.mak.ac.ug/documents/Makfiles/theses/Mwesigwa_Rogers.pdf 

Sadeghi, T., & Farokhian, S. (2011). The Role of Behavioral Adoption Theories in Online Banking 

Services. Middle-East Journal of Scientific Research, 7(3), 374–380. Retrieved from 
https://pdfs.semanticscholar.org/0cfe/d20b03f5179a7902c4abacbfa5d4beffe3fe.pdf 

Shih, Y., & Fang, K. (2004). The use of a decomposed theory of planned behavior to study Internet 
banking in Taiwan. Internet Research, 14(3), 213–223. 
https://doi.org/10.1108/10662240410542643 

Siraye, Z. (2014). Customers’ adoption of electronic banking service channels in Ethiopia: an integration 

of technology acceptance model and perceived risk with theory of planned behaviour. 

International Journal of Electronic Finance, 8(1), 21. 
https://doi.org/10.1504/IJEF.2014.063993 

Takele, Y., & Sira, Z. (2013). Analysis of Factors Influencing Customers’ Intention to the Adoption of E-

Banking Service Channels in Bahir Dar City: An Integration of TAM, TPB And PR. 
European Scientific Journal, 9(13), 403–417. https://doi.org/10.19044/esj.2013.v9n13p%p 

Taylor, S., & Todd, P. A. (1995). Understanding Information Technology Usage: A Test of Competing 
Models. Information Systems Research, 6(2), 144–176. https://doi.org/10.1287/isre.6.2.144 

Venkatesh, V., G Morris, M., B Davis, G., Davis, F. D., Morris, M. G., Davis, G. B., & Davis, F. D. 
(2003). User Acceptance of Information Technology: Toward a Unified View. MIS 
Quarterly, 27(3), 425–478. https://doi.org/10.2307/30036540 

Wambugu, J. N. (2001). Using GIS for optimal locations of automated teller machines (ATMs): the case 
of Stellenbosch. Stellenbosch University. Retrieved from 
http://scholar.sun.ac.za/handle/10019.1/52599 

Wijesekara, Y. T., & Kandambi, G. P. . (2015). The Factors Affecting to the Customer Attitudes Towards 

ATM Usage in Anuradhapura District, Sri Lanka. Retrieved from 

http://repository.rjt.ac.lk:8080/bitstream/handle/123456789/739/528-
537.pdf?sequence=1&isAllowed=y 

 

 

 

 


	Pham Thu Trang a, Nguyen Le Ngoc Sonb, Pham Thuy Giangc
	a ,c Lecturer at Faculty of Business Management, Banking Academy in Vietnam
	b Student at Faculty of Business Management, Banking Academy in Vietnam
	Abstract
	Introduction
	Literature review
	Automated Teller Machine (ATM) and ATM location
	Theory of Planned Behavior (TPB)

	Methodology
	Sample
	Measures

	Results
	Scale reliability
	Regressions

	Discussion and limitations
	Discussion
	Limitations


