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Abstract:  The purpose of this study is to examine and analyze the influence given by 

reference groups that can have an impact on credit decision making of 

prospective debtors at BCA Kanwil II Semarang, examine and analyze the 

influence of family can have an impact on credit decisions of prospective 

debtors at BCA Kanwil II Semarang, examine and analyze the impact of 

proximity to bank officers on debtor credit decision making at BCA Kanwil 

II Semarang, examine and analyze the impact of advances in banking 

technology on debtor credit decision making at BCA Kanwil II Semarang. 

This type of qualitative research was chosen by researchers to get a better 

understanding of the influence of credit decision making at Bank BCA 

Regional Office II. This study will use a phenomenological approach. This 

approach is in accordance with the focus of the problem, questions and 

research objectives of this study. The subjects that will be used in this study 

are customers who have loans at Bank Central Asia, Tbk Regional Office II 

Semarang. ` 
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INTRODUCTION 
In the last ten years, the development of the global and Indonesian banking industries has 

experienced rapid progress. Many companies engaged in this industry compete with each 

other to become a leading banking institution. Information technology such as ATM, Internet 

banking, Mobile banking, EDC, and other banking services has progressed quite rapidly in 

offering a variety of innovative services to customers. This has an impact on the progress of 

banking facilities, where the banking industry is competing to continue to improve 

technology in providing the best service for its customers. This is often the basis for customer 

considerations in deciding which bank they will use for financial activities. The selection of 

banking institutions is often difficult for some people. As revealed by Park & Sela, (2018) in 

their research on why someone often feels reluctant to be actively involved in making 

financial decisions that involve investing, saving, and debt management. Factors that drive a 

person to feel afraid in making financial decisions (1) lack of adequate knowledge about 

financial products and services, financial illiteracy makes it difficult for consumers to 

understand and choose between financial options and alternatives (2) financial products and 

instruments have grown increasingly complex and sophisticated (3) the tendency of partners 

who are used to work together have different skills. 
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Kamakodi, Basheer & Khan, (2015) said that the factors that can encourage customers to 

make decisions about choosing a banking institution are the security of funds, ATMs that are 

safe and available in many places, bank reputation, personal attention from bank officers to 

customers, staff manners, bank secrecy, proximity to bank officers, timely service and 

friendly staff at work. The same thing was conveyed by Childers & Rao, (1992) in a previous 

study which stated that the main factor in choosing a bank is the convenience factor, if 

someone is comfortable and protected then someone will be difficult to take over. In addition, 

the influence of parents, group influence, and peer influence on purchasing decisions has a 

specific influence on purchasing decisions. 

The reasons customers make credit decisions can be categorized into rational and 

irrational. According to standard economic theory, consumers will act rationally in making 

consistent, even predictable, purchasing decisions based on their own self-interest. Reasons 

such as charging interest and fees are considered rational because interest and fees have a 

direct effect on company profits. Meanwhile, according to Ariely & Jones, (2008) consumers 

can also act irrationally. Ariely explained that humans often act irrationally in making 
decisions, including when they act as consumers. Consumers are basically able to make 

decisions and are able to give logical considerations in carrying out daily purchasing 

activities. But it is unavoidable, it turns out that consumers often behave irrationally in 

various ways. In this study, researchers will investigate the phenomenon of irrational credit 

decision making at the BCA Semarang Regional Office. The Semarang regional office covers 

all cities in Central Java and the Special Region of Jogjakarta. Like other regions in 

Indonesia, the Central Java region and the Special Region of Jogjakarta have different 

cultural features. According to Petersen, Kushwaha, & Kumar, (2015) in his research, he 

explained that national culture and regional culture can influence a person's behavior, as well 

as in financial decision making and consumer behavior. Furthermore, this research question 

can be formulated as follows: 

1. How can group references influence prospective debtors in making credit decisions? 

2. How can families influence prospective debtors in making credit decisions? 

3. How can proximity to bank officers influence debtors in making credit decisions? 

4. Can the development of banking technology influence debtors in making decisions? 

 

Literature review 

Consumer behavior 

Consumer behavior has been defined as the study of various processes that involve 

individual or group behavior in selecting, buying, using, and disposing of products, services, 

or ideas and experiences to satisfy innate needs and wants (Solomon, 2018, p. 15). Consumer 

behavior can be affected from the motives, perceptions, attitudes, experiences, concepts, 

values that are owned by the consumers themselves or because of the influence of other 

individuals or groups. A similar opinion is conveyed by Kotler & Keller, (2016, p. 179) 

which states that consumer behavior is the study of how individuals, groups, and 

organizations in the process of choosing, buying, using and disposing of goods, services, 

ideas, or experiences to find satisfaction from consumer needs and wants. 

Buying decision 

Voramontri & Klieb, (2019) stated that customer decision making can be defined as a 

pattern of behavior for the acquisition of products or services, the buying process can occur if 

consumers have made a decision to buy. Nolcheska, (2017) states that consumer social 

interactions have a major influence on purchasing decisions, ranging from problem 
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recognition, search for relevant information, evaluation of alternatives, final purchase 

decisions, and post-use satisfaction. Social interaction helps consumers get information that is 

considered appropriate to their needs. In the second stage of consumer decision making 

according to Kotler & Keller, (2018, p. 193) is information seeking. Consumers may simply 

increase attention or perform an active search for information. 

The Irrationality of Consumer Behavior 

Irrationality in consumer behavior can have a major influence on buying behavior. 

Consumers in economic decisions are normally motivated by facts. They can consider these 

facts fairly so that they appropriately get the maximum benefit in the economic actions they 

take (Ariely & Jones, 2008). Likewise, in the buying decision-making process, they will play 

a role as an assessment of adequate and relevant information and of efforts to maximize value 

with the smallest cost. Ariely & Jones, (2008) in their research said that consumer behavior in 

decision-making is often irrational, during the decision-making process, consumers are often 

influenced by many people and various conditions. 

Their decision-making process is very rational in terms of cost and quality oriented. All 
marketing stimuli may be perceived by them as less rational and emotionally oriented, 

leading to the respondent's desire to perceive and present their feelings, behaviors and 

activities in a pure, reasonable and totally impartial manner (Rybaczewska et al., 2020a) 

Influence of Socio-Cultural Environment 

Culture is an important concept for understanding consumer behavior, because culture 

evolves often with human growth. Understanding the direct impact of the socio-cultural 

environment and economic conditions that influence consumer behavior differences across 

regions and countries has been the focus of much marketing research. Fernandes S., & Panda 

R, (2019) in their research said that the social environment, including the influence of 

reference groups such as friends, family, and coworkers, among others, can influence the 

social decision-making process of consumers. The concept of consumer behavior as a social 

phenomenon explains the conspicuous decision-making process in which consumers 

consume products that have symbolic value attached to them. Therefore, consumers adjust to 

social norms or group behavior. Such external influences influencing social cues have been 

identified as reference groups (Gergen, K. J., 1988). 

Reference Group in Decision Making 

As a consequence of the history of human evolution, humans are social creatures. Each 

individual cannot live independently of others, but they live in a social environment. Every 

individual wants to be accepted by others and often compares himself with others for prestige 

and ownership by consuming certain products or brands (Hammerl, Dorner, Foscht, & 

Brandstätter, 2016). Therefore, consumers do not act independently of their social 

environment. Vulnerability to social influence and high group relevance has evolutionary 

roots and is a universal human characteristic. (Hammerl et al., 2016). 

Family Influence in Decision Making 

The influence of family-based purchasing decisions has cross-cultural variations that 

reflect different types of families, this depends on the influence of families in individual 

consumption decisions. Consumer socialization theory suggests that as children grow up and 

become consumers, cognitive and social stimuli depend on their age and family structure 

(Hota & Bartsch, 2019). 

Communication within the family can influence brand preference and loyalty, 

information seeking and checking patterns, media dependence, price sensitivity, and 

adherence to price-quality beliefs (Rao, Childers, & Dutta, 1991). Supporting this statement 
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in their research (Hota & Bartsch, 2019) they convey the function of parents, peers and social 

media as agents of socialization and is a social environment where children learn to become 

consumers. 

Influence of Loan Officers as Marketing Personnel 

Human resources, in this case, marketing personnel, emphasize the image of the 

employer as a strong asset for the company's operations. Marketing personnel are intangible 

factors that have the potential to influence consumer purchasing decisions. (Rybaczewska, 

Sparks, & Sułkowski, 2020b) concludes that aspects of human resources, namely workers, 

are the company's image and the services provided by workers affect buyer choice and 

satisfaction, and this is able to broaden our understanding of consumer purchasing 

decisions.The findings of this study are also in line with (Lee & Shin, 2010) which states that 

the social contribution of the company in this case the company's workers and the 

contribution of the local community affect consumers' purchase intentions. The contribution 

of workers in stimulating consumer choice and satisfaction by building and strengthening a 

positive image of the company as an employer. This is reinforced by research (Anselmsson, 
2016) on the interdependence between brand equity and Human Resource management. 

Research Methods 

This type of qualitative research was chosen by the researchers to get a better 

understanding in seeing the influence of credit decision making at Bank BCA Regional 

Office II. Where this research is expected to produce findings that can provide a meaningful 

understanding and interpretation of a phenomenon of human behavior interaction under 

certain conditions seen from the perspective of the researcher. Qualitative research aims to 

explore the object under study in more depth by asking open-ended questions. In this study, a 

phenomenological approach will be used. This approach is in accordance with the focus of 

the problem, questions and research objectives of this study. The phenomenological approach 

is a focused exploration of how humans understand experience and undergo transformation to 

reach awareness, both individually and collectively (Patton, 2014). Phenomenology, which is 

applied as a research method, aims to find the nature or essence of experience. The goal is to 

understand experience as it is realized. The phenomenological approach requires capturing 

and describing methodologically, carefully and thoroughly about some of the phenomena 

experienced by a person. To collect this data, one must conduct in-depth interviews with 

people who have directly experienced the phenomenon of “life experience.” The subjects 

used in this study are customers who have loans at Bank Central Asia, Tbk Regional Office II 

Semarang, which is managed by Commercial Business Center business unit, where the 

customer has a loan of between 15 billion Rupiah to 500 billion Rupiah. 

Results and Discussion 

Participants in this study are customers who have loans at Bank Central Asia, Tbk 

Regional Office II Semarang, which is managed by the Commercial Business Center business 

unit. The customer has a loan between 15 billion rupiah to 500 billion rupiah. Participant I1, 

male, 41 years old, has a high school education. Been a customer since 1998. He started as a 

customer when he used BCA at work. Participant I2, male, aged 67 years and has a bachelor's 

degree. Being a customer since the 1990s because of the introduction of business partners. 

Participant I3, male, 33 years old and has a master's degree in education. Being a customer 

since 2000 through a business partner. 

Group Reference Effect 

Business people usually have groups where they share business experiences, including 

credit financing. The group also provides experience and knowledge to each other, although 



International Journal of Economics, Business and Accounting Research (IJEBAR)  

Peer Reviewed – International Journal 

Vol-5, Issue-4, 2021 (IJEBAR) 

E-ISSN: 2614-1280 P-ISSN 2622-4771 

https://jurnal.stie-aas.ac.id/index.php/IJEBAR  
 

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 604 

not all. According to Hammerl et.al (2016) individuals want to be accepted in their group so 

they tend to follow what the people in their group choose. The participants also 

recommended BCA to their families. Participant I1 said, “I introduce the AO who handles me 

to my child, and inform my AO if for example my child has a need to buy a house or wants to 

buy a car like that. Later my son and the AO will let us talk on our own. Or if there are distant 

relatives who ask me about credit, I will tell them that I took it at BCA under these 

conditions. I immediately gave my AO number to them”. 

Influence of Bank Officer 

Purchasing decisions according to Rybaczewska, et.al (2020) have the potential to be 

influenced by marketing personnel, which in banking is given the term bank officer. 

Customers usually have a good relationship with the account officer. As participant I1 shared 

his experience, “I have known my AO for a long time, in the 90s when I started my own 

business. In the past I was helped with credit although it was not big but it really helped the 

development of my business. Then in the '98s I went bankrupt so I had problems with the 

bank but I still have a good relationship with my AO. Until 2015 the business had recovered, 
I needed more credit, the AO was still helping me even though I had problems before. I also 

often ask for opinions if I need financial information even though it is not related to banks, 

such as wanting to take property in a certain area, I often ask my AO whether the property is 

good, is the price suitable. 

Conclusion 

The results of data analysis can be concluded about the pattern of influence of the socio-

cultural environment on purchasing decisions and the form of experience from consumers. 

The Socio-Cultural Environment plays a role in shaping customer preferences in making 

credit decisions. Reference groups, family and proximity to bank officers which are aspects 

of the socio-cultural environment can influence debtors in making credit decisions. 

Participants who were interviewed came to the following conclusions. Customers as business 

people usually have groups related to their business. In this group, taking credit at a bank 

became one of the topics of discussion. The group reference is quite perceived by the 

customer and several times affects the taking of credit at a bank. 

Managerial Implications 

Based on the results of the study, it is necessary to take steps to improve aspects of the 

socio-cultural environment in terms of reference groups, families and official accounts. 

Groups formed based on common interests will tend to refer to one another. The company 

needs to improve its approach to customers to find out what they want. This is to be able to 

compete with other companies that are referenced in the group. Group references can be 

increased by providing facilities for those who refer to their groups. 
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