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Abstract

Online banking is becoming a popular choice for many clients who value convenience and
efficiency. However, it is also important to evaluate how well internet banks perform in
terms of client satisfaction. The aim of this study is to measure the performance of Tejarat
internet bank services, one of the largest Iranian banks that offers online banking services
to its clients. We used two methods: The Importance-Performance Matrix and the
analytical Hierarchy Process. The Importance-Performance Matrix helped us rank the
identified factors according to their importance and urgency for improving the bank’s
performance. The analytical hierarchy process helped us compare and weigh the relative
importance of various criteria and sub-criteria that affect the bank’s performance. We
collected data from a sample of 169 Tejarat online financial services users through a
questionnaire survey. Our results showed that the bank’s performance was influenced by
five factors: efficiency, ease of use, security, speed, and support. We also found that
security and ease of use were the most critical and urgent factors that required immediate
attention from the bank. Therefore, we recommend that Tejarat internet bank services
focus on enhancing security and ease of use as their top priorities to improve their
performance. We also suggest that they improve the quality of service in the client support
section by being more responsive and fast. These insights are not only beneficial for
Tejarat Internet Bank Services but also for other banks that want to improve their
performance in the online banking sector.

Keywords: AHP, Client Satisfaction, E-Commerce, Importance-Performance Matrix
Analysis (IPMA), Internet Banking.

JEL Classification: G41, M29, M19.

1. Introduction
One of the most widely used digital banking services in the financial sector right
now is internet banking(Almaiah et al.., 2022; Namahoot and Laohavichien, 2018).
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supervision of Majid Afsharirad.
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As more people use the internet and mobile devices, internet banking has become
a handy and effective way for clients to handle their money (Namahoot and
Laohavichien, 2018). Internet banking also offers banks a low-cost and scalable
way to serve many clients. Due to the COVID-19 epidemic, banks were supposed
more than ever to deliver a seamless and secure online banking experience. This
article examines the factors that influence client satisfaction in internet banking
and gives practical advice for banks that want to improve their internet banking
Services.

The banking sector has undergone tremendous changes from the traditional
era to the modern age. Therefore, a study has been conducted to understand the
client’s preference for digital banking. This study (Alsmadi et al., 2022) also
examines the various factors that affect digital banking, the challenges faced by
digital banking, and the different modes of digital payment used by clients.
However, despite the growing importance of internet banking, there is a notable
research gap in the literature concerning the comprehensive evaluation of
performance indicators and the application of decision-making methods like the
Analytic Hierarchy Process (AHP) to improve internet banking services in the
context of the evolving banking industry. This study aims to fill this gap by delving
into the application of AHP in evaluating the performance of internet banking
services, identifying critical indicators, and providing insights to enhance client
satisfaction and loyalty, especially in the face of intensified competition within the
banking sector (Abbasi et al., 2020). To overcome this challenge, many banks have
started using analytical methods to evaluate the performance of their internet
banking services (Kaur et al., 2021; Secme et al., 2009). The analytic hierarchy
process (AHP) is one such method that has gained popularity in the banking
industry (Shamshur and Weill, 2019; Xi and Li, 2022). AHP is a technique that
assists decision-makers in prioritizing and ranking multiple criteria based on their
relative importance. By applying AHP, banks can identify the most critical
performance indicators of internet banking services and allocate resources in the
best way possible. However, the growing competition in the banking industry has
made it essential for banks to evaluate the performance of their internet banking
services to ensure client satisfaction and loyalty (Abbasi et al., 2020). Evaluating
internet banking performance is a complicated task that involves the assessment of
multiple performance indicators such as security, support, ease of use, speed, and
efficiency (Hu and Liao, 2011).
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1.1 Internet Banking Performance Indicators

Internet banking has become a critical component of the banking industry,
providing clients with a convenient and accessible means of managing their
finances (Almaiah et al., 2022; Namahoot and Laohavichien, 2018). To ensure the
success of internet banking services, banks must evaluate their performance based
on various indicators, such as security, support, ease of use, speed, and efficiency.
Evaluating internet banking performance is a difficult task that requires the
evaluation of multiple performance indicators such as security, support, ease of
use, speed, and efficiency.

1.1.1 Security

Security is a vital factor in internet banking services, as clients need to trust that
their personal and financial information is safe (Nazaritehrani and Mashali, 2020).
Security has become a crucial factor in encouraging the use of internet banking,
which has seen a huge increase in usage. Banks and financial institutions must
ensure that their internet banking systems are secure and reliable to gain the trust
and confidence of their clients. Sensitive client data security necessitates a
thorough strategy that addresses a number of issues, including authentication and
access control, data privacy and protection, encryption, secure communication, and
defense against fraud and cyberattacks. A secure internet banking system is
essential to reducing the risks of unauthorized access, identity theft, data breaches,
phishing attacks, and other types of cyber threats. In aiming to promote the
widespread use of internet banking services, security in the adoption of internet
banking is crucial.

1.1.2 Support

Support is another key indicator of internet banking services, as clients may face
technical issues or need assistance with their transactions (Anouze and Alamro,
2020). Banks must provide prompt and effective client support, such as online chat
or phone support, to address client questions and concerns. Because internet
banking uses technology and can be challenging for certain users, it is important
for financial institutions to offer enough support to guide users through the process
and help them with any challenges they might run into. Depending on the client's
level of technological knowledge and the unique features of the internet banking
system, several levels of support may be needed.
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1.1.3 Ease of Use

Clients are more likely to adopt and stick with internet banking services if they
find them easy to use(Ezzi, 2014). The design of the web application, the
availability of services, and the website navigation all affect how simple it is to use
the internet banking system. These are significant components that affect how
clients view and employ internet banking services.

1.1.4 Speed

Speed is another important indicator of internet banking services, as clients expect
their transactions to be processed quickly (Nazaritehrani and Mashali, 2020). For
instance, countries that have superior digital infrastructure, such as smartphones
and high-speed internet access, generally have higher adoption rates for internet
banking. Likewise, banks with simple and straightforward digital banking
interfaces might draw more clients than those with complicated and challenging
platforms. Mobile computing is a computing paradigm designed for workers who
travel outside the boundaries of their organizations or for any other people
traveling outside their homes (Salehnia et al., 2014).

1.1.5 Efficiency

Efficiency is the final indicator of internet banking services, representing the
overall performance of the platform in terms of transaction processing times,
availability, and reliability (Chen et al., 2019). By decreasing the number of
physical branches and workers needed to serve clients, online banking can assist
banks in lowering operational costs. Banks may be able to manage transactions and
accounts electronically, without having to physically interact with clients, with the
help of a comprehensive internet banking system.

This article's objective is to evaluate the performance of online banking
services by employing the AHP methods and the Eisenhower Matrix in this
situation. As a case study, the study uses Tejarat Bank, one of lIran's large
corporations. The goal of the study is to determine the most vital online banking
performance indicators for Tejarat Bank and to offer suggestions for how to
enhance the effectiveness of its internet banking services. The findings from this
research may be helpful for financial firms and decision-makers who want to raise
the standard of internet banking services and increase client loyalty and
satisfaction. The rest of the paper is structured as follows. Section 2 provides the
literature review, and in Section 3, the research methodology is explained. Section4
illustrates the data collection methods, and in Section 5, the empirical findings are
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presented. Finally, the conclusion and policy implications of the paper are stated
in Section 6.

2. Literature Review

Internet banking has become more common in recent years due to its convenience
and accessibility. Many studies have examined the relationship between internet
banking and client satisfaction, highlighting the importance of a positive client
experience in achieving client satisfaction. Overall, several more studies have
looked at the connection between internet banking and client satisfaction,
emphasizing the significance of a satisfying client experience. Tang et al. (2024)
empirically analyzed the driver role of emerging technologies and new industry
trends on bank diversity and liquidity. Finally, they consider the heterogeneous
impact of Fintech on banks. We debate the role of bank characteristics (size and
ownership structure) and the financial crisis triggered by the COVID-19 outbreak.
The sudden outbreak and rapid spread of COVID-19 in late 2019 triggered huge
financial upheavals. The Chinese government imposed a series of quarantine
measures to control the spread of the virus. These restrictions cause a severe shock
to the development of the real economy. Our research examines how Fintech
affects bank diversification and liquidity policies in the context of economic
turmoil by focusing on a rare COVID-19 epidemic shock. The findings provide
further evidence on the interplay between Fintech and the banking sector during
the epidemic. Elshaer et al. (2024) social commerce witnessed significant growth
due to increasing numbers of consumers choosing online channels as their
preferred means of shopping. Consumer attitude and trust are key factors
influencing customers purchase decision of buying products and services marketed
through online platforms such as social commerce. A positive consumer attitude
towards a brand or product can lead to greater level of perceived trust and, hence,
increase the likelihood of purchasing. Further, a negative consumer attitude or low
trust may deter individuals from purchasing, even if they are interested in the
product. This study aims at investigating the mediating role of customers attitude
and perceived trust on the relationship the relationship between social commerce
and buying intention post-COVID-19 pandemic. Adaptability can enhance client
satisfaction by enhancing client engagement. Banks can use client data analysis to
better understand their needs and tailor solutions to each individual client,
increasing client satisfaction. Also, banks may provide better client care thanks to
internet banking. Banks can quickly respond to client concerns by implementing
chat bots or virtual assistants, enhancing the entire client experience (Hsu and Lin,
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2023). Ultimately, the studies pointed to the need for a satisfying client experience
to obtain client satisfaction in internet banking. Client satisfaction and loyalty can
be significantly affected by elements like ease of use, security, and client service,
which ultimately affect how well-performing banks with online banking services
perform financially. The COVID-19 outbreak hastened the uptake of online
banking services, making it more crucial than ever for banks to give their clients a
safe and straightforward experience (Almaiah et al., 2022; Sasono et al., 2021).
Technology has become an increasingly critical success factor in modern day
banking like many other aspects of human life; driving competition, process,
operation and customer service delivery and satisfaction (Soyebo and Olaiya,
2022). Onthe other hand, with the increase in the activities of banks, the emergence
of new competitors in the industry, and the increase in the complexity of economic
variables and society’s needs, the importance of defining goals and developing new
banking programs has increased (Amiri et al., 2023).

Client satisfaction has significantly decreased as a result of the introduction
of internet banking. Clients are now accustomed to the ease of online account
access as mobile and internet-based banking become more common. There are
several issues with using mobile devices as resource providers, including unstable
wireless connections, limited energy capacity, and frequent location changes
(Samani and Bashi, 2020). Clients are more satisfied as a result of this accessibility
because they can make transactions and participate in banking activities at their
leisure without having to go to a physical branch. According to surveys, clients
who communicate with their banks through digital means are more satisfied than
those who use traditional channels (Szopinski, 2016). Online banking enables
clients to manage their accounts, pay bills, transfer money, and perform other
banking functions without leaving their homes, resulting in a more enjoyable
experience for many clients. Moreover, internet banking empowers banks to offer
clients individualized services. Faster response times and more efficient service
can help increase client satisfaction levels. A study by Al-Masaeed et al. (2022)
examined the factors that contribute to client satisfaction in internet banking. The
study found that factors such as website design, ease of use, security, and client
service all had a significant impact on client satisfaction. Another study by
Salehnia et al. (2014) explored the relationship between internet banking and client
loyalty. The study found that a positive client experience, including ease of use,
security, and responsiveness, was a significant driver of client loyalty in internet
banking. Soyebo and Olaiya (2022) show that emerging technology variables such
as Web Payment, Mobile Money operators, Automated Teller Machine and Point



825

Iranian Economic Review, 2025, 29(3)

of Sale terminals have positive long run relationships with bank performance in

Nigeria.

Banks can use AHP method and the Eisenhower matrix to assess their
internet banking services and decide how to distribute resources based on the data
(Liu et al., 2007; Yazdani et al., 2017). This article surveys the current research on
internet banking and client satisfaction, showing how these methods can help
enhance internet banking services (Hsu and Lin, 2023). We will examine previous

studies on internet banking indicators in the next sections.

Table 1. Literature Review of Security KPIs in Internet Banking

KPI

Definition

References

Protecting customers' personal and financial
Confidentiality ~ information from unauthorized access or

(Fox et al., 2021;
Gull etal., 2022)

disclosure
Intearit Ensuring the accuracy and completeness of (Fox et al., 2021;
gnty customers' transactions and information Gull etal., 2022)
- Ensuring that customers can access their (Fox etal., 2021
Availability accounts and perform transactions whenever

they need to

Gull et al., 2022)

Authentication

Verifying the identity of customers to (Foxetal., 2021;
prevent fraud and unauthorized access

Gull et al., 2022)

Table 2. Literature Review of Support KPIs in Internet Banking

KPI

Definition

References

(Fan etal., 2018;

Responsiveness

Timely and effective response to
customers' inquiries and issues

Meyer-Waarden et al.,
2023)

Adequate knowledge and skills of

(Fan etal., 2018;

Competence customer service representatives to Meyer-Waarden et al.,
resolve customers' issues 2023)
Ability to understand and address (Fan etal., 2018;
Empathy customers' emotional needs and Meyer-Waarden et al.,

concerns

2023)

Table 3. Literature Review of Ease of Use KPIs in Internet Banking

KPI

Definition

References

User interface

The design and layout of internet
banking platform

(Bach et al., 2018;
Hewa et al., 2021)

Navigation

The ease with which customers can
find and access the desired features
and services

(Bach et al., 2018;
Hewa et al., 2021)

Transaction process

The simplicity and intuitiveness of
the  process for  performing
transactions

(Bach et al., 2018;
Hewa et al., 2021)
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Internet

Banking
Indicators

Figure 1. Conceptual Model
Source: Research finding.

Table 4. Literature Review of Speed & Efficiency KPIs in Internet Banking

KPI Definition References

The time it takes for the internet

Response time  banking platform to respond to (George, 2018)
customers' requests
The time it takes for the internet

Processing time  banking platform to  process
customers' transactions
The cost to customers for using

Transaction cost internet banking services compared (Szopinski, 2016)
to traditional banking channels

(Almaiah et al., 2022;
Fan et al., 2018)

The present study focuses on evaluating internet banking indicators with a
specific emphasis on privacy, speed, support, ease of use, and efficiency within the
context of internet banking services. In this section, we bridge the nexus between
our literature review and the development of our conceptual model, providing a
clear link between the empirical model's construction and the insights gleaned from
prior research.

Consumers' perception of security and privacy risk is a significant factor
influencing their use of internet banking (Lin, 2020). It underscores the
significance of robust data protection mechanisms to build user trust and
satisfaction. In our conceptual model, we position “privacy" at the forefront,
acknowledging its pivotal role in influencing user perception and behavior in the
realm of online banking services. Lin and Wang (2020) conducted a study titled
'Examining the Factors Affecting Intention to Adopt Internet Banking: Employing
the DEMATEL-ANP-SEM Approach’ Banks that design their online platforms to
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be easy to operate and improve transaction speed can enhance customer
satisfaction and increase the likelihood of continued use. We incorporate "speed"
as a distinct indicator in our conceptual hierarchy, recognizing its contribution to
customer satisfaction and efficient online transactions.

Customers often seek help and support when using internet banking service.
This can include assistance with understanding the functions of internet banking,
creating logins, and navigating the online platform (Naeem and Ozuem, 2021). We
integrate "support™ into our hierarchical model, understanding its significance in
addressing user concerns and queries promptly. The user interface of a banking
app or website should be intuitive and easy to navigate, allowing users to find what
they're looking for and perform tasks without difficulty (Fox et al., 2021). In our
conceptual model, we allocate a specific category to "ease of use,” aligning with
research that highlights its influence on user adoption and retention. Banks hope
that internet banking will help them maintain profitable growth by enabling them
to automate work, reduce costs, and retain customers simultaneously. E-
commerce, when properly integrated into existing banking operations, can lead to
substantial cost savings and higher profitability (Taherabady et al., 2010).Within
our conceptual model, we emphasize “efficiency” as a critical determinant,
reflecting its implications for streamlined operations and customer satisfaction.
The integration of these indicators into our hierarchical model draws from a
synthesis of existing literature. It reflects our commitment to grounding our
empirical model in well-established research findings, providing a foundation for
the subsequent methodology and analysis sections.

3. Methodology of Research
In this article, two approaches have been used to evaluate the internet bank indices:
the Analytic Hierarchy Process(AHP) and the Eisenhower matrix.

3.1 AHP

Internet banking customers can use Analytic Hierarchy Process (AHP) to make
better decisions about their financial transactions. AHP is a decision-making
method that allows users to rank and choose different options based on a set of
criteria(Saaty, 1988). Helping consumers choose the best investment opportunities
based on their financial objectives and asset allocation is one example of how AHP
is used in internet banking. Users can examine several financing options based on
factors including projected return, risk tolerance, and time horizon for investments.
Clients can use AHP to assign weights to each of these factors, demonstrating their
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relative importance and helping them make more informed choices regarding
investments(Li and Li, 2023).Another example of using AHP in internet banking
is to help customers compare different banking products and services. For instance,
customers can use AHP to evaluate different credit card offers based on criteria
such as interest rates, annual fees, and rewards programs. By giving weights to
each of these criteria, customers can prioritize their preferences and choose the
credit card that best suits their needs (Katiyar and Badola, 2018). In summary, AHP
is a useful tool for internet banking customers who want to make informed
decisions about their financial transactions. By using AHP, customers can
prioritize their preferences and compare different options based on a set of criteria,
leading to better outcomes and increased satisfaction (Rodriguez et al., 2012).

3.2 Importance-Satisfaction Matrix (Eisenhower Matrix)
The Importance Performance Matrix Analysis (IPMA) is a technique that measures
a product’s or service's quality based on its importance and performance, two
crucial elements. The technique makes use of a graph with four segments, each of
which displays a different mix of importance and effectiveness. Data on the
significance and performance of the good or service in numerous areas is gathered
in order to make use of the tool. This information can be acquired using a variety
of market research methods. The importance and performance scores are then
shown on the graph, with the horizontal axis for performance and the vertical axis
for importance. In this manner, it provides a deeper understanding of how
effectively a product or service meets the wants and expectations of clients
(Mansouri Rad and Bagherian, 2023; Miranda et al., 2010).

The Urgent/Important Matrix and the Eisenhower Matrix are both names for
a management tool that helps assess how important and satisfying different internet
banking features are for users when they decide to use or not use them. These two
names mean the same thing, and there is no difference between them. Here are the
steps to using the Importance-Satisfaction Matrix to measure internet bank
acceptance in a questionnaire

3.2.1 Identification of Attributes

The first step is to find out the different attributes or features of internet banking
that clients care about. This can be done by reviewing the existing literature or
using open-ended questions in a survey to collect responses from clients.
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3.2.2 Importance and Satisfaction Scaling

Importance and Satisfaction Scaling: Customers are asked to rate how important
and satisfying each attribute is using a Likert scale. The scale goes from “1-Not
important” to “5-Very important” for importance and “1-Very dissatisfied” to “5-
Very satisfied” for satisfaction.

3.2.2 Construct Matrix

After getting all the responses, we can construct the Importance-Satisfaction
Matrix by plotting each attribute on a two-dimensional graph. On the horizontal
axis, we plot how important each attribute is, and on the vertical axis, we plot how
satisfying it is. Then we have four quadrants that show different users’ responses.

3.2.3 Interpret Quadrants

Interpret the four quadrants based on the results obtained. Quadrants | and Il are
usually the areas that need the most improvement because they show situations
where there is a big difference between what clients expect and what they receive.
In other words, the most significant and pressing issues can be found in these
quadrants, as well as the greatest opportunity for development. On the other hand,
Quadrants 11 and IV are areas that are doing well and may not need as much focus
or resources as the other two quadrants. However, this does not mean that these
areas can be overlooked or forgotten, as they still show important aspects of the
overall situation that need to be maintained or strengthened.

Quadrant I: High Importance, Low Satisfaction: These attributes require
immediate attention, and banks must make efforts to boost satisfaction levels in
this quadrant.

Quadrant Il: High Importance, High Satisfaction: These attributes are the
strengths of the internet bank, and thus, it is important to maintain them and avoid
making any changes that can reduce users' satisfaction levels.

Quadrant I11: Low Importance, Low Satisfaction: Attributes in this quadrant are
not critical; however, some clients may be dissatisfied with them. Banks can decide
whether to improve them or not based on their overall business and marketing
strategies.

Quadrant 1V: Low Importance, High Satisfaction: These attributes are minor
aspects of internet banking and do not contribute much to clients' acceptance.
Nonetheless, banks should continue to maintain them to ensure client satisfaction.
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3.3 Data Collection

To gather information, we first held group sessions with experts in the field to
identify the relevant indicators. Numerous market research techniques can be used
to obtain this data. In doing so, it gives a more comprehensive understanding of
how well an item or service fulfills the requirements and desires of
customers(Mansouri Rad and Bagherian, 2023). The indicators were then
described and specified using the structural equations. Next, in order to rank the
appropriate sub-criteria and construct an importance-satisfaction matrix, we
transmitted a questionnaire to responders. All respondents had to use Tejarat
Bank’s internet banking services at least once in the past three months. The sample
size was 169, based on the Cochran formula. We first distributed 30 questionnaires,
then calculated the Cronbach's alpha coefficient for evaluating the questionnaire’s
validity. It was determined that the questionnaire was valid because Cronbach’s
alpha was greater than 0.7. Table 5 shows the exact Cronbach'’s alpha value.

Table 4. Cronbach’s Alpha
Cronbach’s alpha 0.78
Source: Research finding.

4. Finding

This article compares the efficacy, consistency, and integrity of two methods for
making decisions for assessing internet bank indicators: Analytic Hierarchy
Process(AHP) and Importance-Satisfaction Matrix, are in evaluating internet bank
indicators. Banks can improve consumer satisfaction while establishing a
competitive edge in the field of digital banking by focusing on important indicators
including security, support, ease of use, speed, and efficiency. The findings of this
study can help banks improve their internet banking services and add to the existing
research on decision-making methods in the banking industry. Ultimately, data-
driven decision-making can lead to better outcomes for both banks and their
customers, resulting in a win-win situation.

At this point, we're going to begin by identifying the main criteria and sub-
criteria that belong to the questionnaire. The outcomes of each sub-criteria is going
to be evaluated using the Analytic Hierarchy Process(AHP) method in the order of
importance. The questionnaire's major criteria are "security,” "support,” "ease of
use," "speed," and "efficiency." There are specific sub-criteria for each of these
criteria. As an example, the sub-criteria for "security” include "use of strong
passwords", "protection of users' personal information”, and "use of modern
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security technologies”. A scale for rating each sub-criteria will be presented in
order to rank them. Evaluations for each sub-criteria will then be submitted via the
AHP comparison matrix using the given scale, the output of each sub-criteria will

be shown numerically and based on priority against other sub-criteria.

Table 6. Prioritization of Criteria

KPI Rank
support 5
Speed 4
Ease of use 2
Security 3
Efficiency 1

Source: Research finding.

Table 7. Prioritization of Sub-criteria (Speed)

Performing transactions by receiving a one-time password

that can be used without internet access in case of operator 5

disruption of the mobile phone.

Performing transactions with a one-time password that can be A
Internet used in the transaction basket.

Banking Speed ™ Faqt internet banking login via a one-time password. 2
Fast activation of internet banking without visiting bank 3
branches.

Fast access to the bank's homepage. 1

Source: Research finding.

Table 8. Prioritization of Sub-criteria (Support)
Responsiveness in case of problems through customer 2
service center(1554)

Internet Banking  Quick response time. 4

Support Attention to suggestions and criticisms. 3
Appropriate response and follow-up through customer 1

service personnel(1554)

Source: Research finding.

Table 9. Prioritization of Sub-criteria (Security)

Internet Banking
Security

Possibility to deactivate and block the card via internet
banking or by contacting the customer communication
center.

Use of one-time password and hardware token to enhance
security.

Use of two-factor authentication: personal static password
+ one-time SMS password.

Protection of privacy regarding personal and financial
information.

Source: Research finding.
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Table 10. Prioritization of Sub-criteria (Ease of Use)
Ease of accessing internet banking.

Ease of learning how to use different sections.

Clear and understandable process for performing
different transactions.

Suitable and user-friendly design.

Ease of using provided features such as recurring
payments, payment basket, batch transactions with a
single password.

Source: Research finding.

Ease of Use

N B~ kW

()]

Table 11. Prioritization of Sub-criteria (Efficiency)

Providing a wide range of services in one platform 3
Successful transactions during banking operations 7
Improvement of banking activity and providing 6
necessary services for each group of customers.
Control over banking operations by displaying entry 4
Efficiency times and performed transactions.

Reduction of the costs of direct visits to branches or
ATMs.
Tracking unsuccessful transactions.
Reduction of banking activity time.
The minimal possible number of errors.

Source: Research finding.

N|(—|01| 0

After ranking the main criteria and relevant sub-criteria, it is now time to
construct the satisfaction importance matrix.
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Control over ope by e
entry times and performed transactions

Ease of learning how to use different sections
Use of one-time password and hardware
token to enhance security
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internet ing or by ing the
customer communication center

Protection of privacy regarding personal and

financial information
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static p. d + sms d v Clear and understandable process for
Fast internet banking login via a one-time performing different transac tions
password. ¥ Fast access to the bank’s homepage
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platform
v Reduction of banking activity time
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o __________________________Iam
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time password that can be used without ~  Fast internet banking login via a one-time
internet access in case of operator disruption password.
of the mobile phone. ~  Fast activation of internet banking without
~ Responsiveness in case of problems through visiting bank branches.
customer service center
¥ Quick response time
~ i to 28 and cr
v Appropriate response and follow-up through
customer service personnel
~ Ease of using provided features such as

recurring pay batch

transactions with a single password.

1mp: of ™ ivity and
providing necessary services for each group of
customers

[ e ] [ -

[ S ]

Figure 2. Importance-Performance Matrix
Source: Research finding.

{

Now we will evaluate the different parts of this matrix in more detail.

Quadrant 1: This quadrant has points that are very important but not satisfying.
There is a direct link between electronic banking and customer satisfaction such
that improving the quality of service with online banking also improves customer
satisfaction. Low consumer satisfaction with internet banking services provides an
opportunity for investment to meet the high customer satisfaction-focused
objectives electronic banking. Therefore, directors can seize these opportunities
quickly and utilize them to their advantage, developing their organization.
Quadrant 2: Shows the successful result of every careful and effective decision-
making process The services provided in this quadrant best achieve both
significant and satisfying characteristics. By following to their previous methods,
managers can take proactive measures to maintain and achieve the primary goals
of customer engagement.

Quadrant 3: According to Figure 5-1, all points located in this quadrant show poor
performance in terms of the two key and basic factors of this matrix — namely
importance and satisfaction. According to the outcome of the questionnaire, both
criteria obtain poor scores. It's necessary to keep in mind that while these factors
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might be taken into account when managers are making decisions about the
examination of desired plans, they do not necessarily need to be given priority.
Quadrant 4: In this quadrant, all points act as a warning signal for managers. Even
though they have low importance, These criteria have managed to attain a high
level of consumer satisfaction despite their modest priority. Although the fact that
the satisfaction indicator is always measured, the desired indicator's significance
should not be dismissed. As a result, there will be tremendous resource waste as a
result of these conflicts.

To connect the importance-satisfaction matrix with the results of ranking using the
AHP method, you can use a three-step approach:

- Rate the importance of each of the criteria that matter to you using the AHP
method, and then calculate the importance-satisfaction matrix for each sub-
criterion.

- Calculate the total ranked scores for each sub-criterion in the importance-
satisfaction matrix.

Compare the total ranked scores with the importance of each sub-criterion in the
importance-satisfaction matrix and identify a subset of sub-criteria that have the
most impact on satisfaction. By following the steps outlined above, you can present
your results in a way that is easy to understand. Providing more information on the
methods used, such as evaluating importance with the AHP method and calculating
the importance-satisfaction matrix, will allow readers to better analyze the results.
By combining Tables 6 and 7 with Figure 2 as suggested, stakeholders and others
can make informed decisions based on their analysis.

5. Conclusion and Policy Implications

According to a study conducted by (Munusamy et al., 2010), efficiency was
identified as a significant factor impacting customer satisfaction in the banking
industry. Efficiency is the most significant factor, followed by reducing the amount
of time required for banking operations and limited errors, according to the
evaluation of TEJARAT Internet Bank Services carried using the methodology
known as AHP. The majority of the bank's services, according to the importance-
performance Matrix approach, fall into the "important and urgent” quadrant,
necessitating immediate attention and action. After reviewing previous studies,
such as one conducted by Suhaimi et al. (2018) that examined the factors
influencing the acceptance of DB in Malaysia, it is clear that the primary
determinant is perceived ease of use. The relationship between perceived
usefulness and intention to use DB is insignificant, as is that between perceived
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self-efficacy and intention to use DB. However, the services' performance
investigation reveals a number of areas that need improvement, including
acceptable and user-friendly design, quick internet banking activation without
entering bank workplaces, and swift internet banking authentication. The results
presented imply that even while the bank has focused on the correct requirements
for service evaluation and identified immediate issues, some areas still have room
for improvement.

However, TEJARAT Bank can improve its digital banking services
significantly by following these policy implications. First, to improve the security
of its services, the bank should focus on investing in advanced security measures
such as two-factor authentication and hardware token to enhance security. In a
study by (Raza et al., 2020), A considerable improvement in client satisfaction with
banking services via the internet was shown to result from the implementation of
modern security measures, such as biometric verification. Second, TEJARAT
Internet Bank should consider making improvements to its smartphone application
and website's user interface and experience to make them easier to use and more
user-friendly. Third, in order to cope with the challenges with response, TEJARAT
Internet Bank has to hire more customer service representatives and improve their
support and training so they can provide clients immediate and effective assistance.
Fourth, in order to assure quick and successful execution, TEJARAT Internet Bank
has to concentrate on the urgent and crucial tasks discovered using the Eisenhower
Matrix approach. Overall, by following these policy implications, TEJARAT
Internet Bank can improve its services and enhance its competitive edge in the
digital banking market.
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