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Abstract
The technological revolution has moved the provision of banking services from the branch to the Internet
and, due to growing competition, focused the banks’ attention on customer satisfaction and the factors
influencing it. The purpose of this article is to examine – from the perspective of bank managers – the
factors that encourage or discourage the adoption of online banking services in Israel and their effect on
customer satisfaction. Although the topic of adopting online banking services and categorizing relevant
factors as either encouraging or discouraging has been studied before, such research has never been
conducted in Israel and never from the bank managers’ point of view. The data for this research was
obtained by means of semi-structured interviews with bank managers employed in the innovation and
digital divisions of two of Israel’s leading banks. The findings revealed connections between encouraging
and discouraging factors in adopting online banking in Israel, perceived value and brand perception of
online banking, service quality and customer satisfaction.
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INTRODUCTION
The digitalization and technological revolutions
have made online banking accessible to everyone,
thus transforming banking processes from face to
face transactions to digital ones (Bitner, Brown &
Meuter, 2000; Karjaluoto, Mattila & Pento, 2002).
Due to the increased number of mobile users,
competition among banks has been growing
worldwide, and customer satisfaction has become
their main concern. Online banking provides
various advantages and disadvantages to both the
banks and their customers, which customers can
easily assess; banks must, therefore, understand
how their customers perceive the value of their
online banking services (Santos, 2003; Ganguli &
Roy, 2010). Consequently, it is important to
recognize and understand the factors that affect
customer satisfaction.
Whereas researchers tend to focus on the need to
understand the customer’s approach to online
banking, they often ignore the attitudes of bank
managers in this regard, or the relationship between
service quality dimensions and customer
satisfaction (Beigi, Jorfi, Tajarrod, Salemi, &
Beigi, 2016; Busuioc & Luca, 2016). In their
studies, Parasuraman, Zeithaml, & Malhotra (2005)
and Jayawardhena (2004) introduced various
models to evaluate the service quality of online
banking. These models were later studied in India
by Kumbhar (2012), who expanded on
Jayawardhena’s (2004) eBankQual model to create
a new model, which examines the quality of
internet banking services in India. The aim of the
present study is to examine and present the
perspective of bank managers regarding factors that
encourage and discourage the adoption of the
online banking services and the digitalization of
banking services in Israel, and how they affect
customer satisfaction. This will be done by
expanding the eBankQual model and adapting it to
the Israeli banking industry.

REVIEW OF THE LITERATURE
Digitalization and mobile technological have
revolutionized banking and made online banking
accessible to everyone. Since there are millions of
mobile users worldwide and the competition among
banks is growing, it is very important for them to
focus on customer satisfaction. Online services
have made it possible for banks to gain a
competitive advantage by improving their service
quality and thus enhancing customer satisfaction.
Online banking allows customers to perform
transactions without having to go to the branch, and
has advantages and disadvantages for both banks
and customers. Research indicates that the most
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significant advantages are low fees, the saving of
time, and the ability to carry out bank transactions
anywhere and at any time (freedom of place and
time). Other advantages that encourage the use of
online banking are ease of use, speed of service
delivery, convenience, and compatibility with
lifestyle. The disadvantages that were found to
inhibit the use of online banking are complexity of
the service, perceived financial cost, unfamiliarity
with electronic services, and security risks
(Karjaluoto et al., 2002; Black, Lockett,
Winklhofer, & McKechnie, 2002, Butnariu, Luca
& Apetrei, 2018).
The relationship between service quality, customer
satisfaction, and customer trust and loyalty have
been examined in relation to customer perceptions
of online banking service quality (Wu, Chang,
Yang, & Chen, 2008; Asad, Mohajerani, &
Nourseresh, 2016). It is important to pinpoint what
determines service quality, from the customer’s
perspective (Johnston, 1997). Indeed, a strong
correlation exists between service quality and
customer satisfaction (Parasuraman, Zeithaml, &
Berry, 1985). High perceived service quality
increases customer satisfaction while low perceived
service quality decreases customer satisfaction
(Jain & Gupta, 2004). SERVQUAL includes the
dimensions
of
reliability,
responsiveness,
competence, courtesy, credibility, security,
accessibility, and communication with and
understanding of the customer (Parasuraman,
Zeithaml, & Berry, 1985; 1988).
On the basis of SERVQUAL research, Zafar,
Zaheer, Ur Rahman, & Ur Rehman (2011)
identified six service quality dimensions, which
were also mentioned by other researchers (Jun &
Cai, 2001; Yang & Fang, 2004; Liu & Arnett,
2000): efficiency, reliability, responsiveness,
fulfillment, privacy, and assurance. Efficiency is
the ability of the customer to get to the website,
find their desired product or information, and
logout with minimal effort (Jun & Cai, 2001; Saha
& Zhao, 2005). Reliability has to do with
performance’s uniformity and dependability,
meaning that the company honors the commitments
it makes to its customers (Saha & Zhao, 2005).
Responsiveness is the employees’ willingness to
provide service (Zeithaml, Parasuraman, &
Malhotra, 2002). Fulfillment is meeting service
commitments (Saha & Zhao, 2005). Privacy refers
to the guarantee that the customer’s shopping
activity and account information is never shared
(Yang & Fang, 2004; Saha & Zhao, 2005).
Assurance refers to the knowledge, courtesy, and
ability to instill confidence of the company’s
employees (Wang & Huarng, 2002). All of these
service quality dimensions, particularly assurance,
were found to produce higher customer satisfaction
in online banking services (Zafar et al., 2011).
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The adoption of internet banking is associated with
individual differences in consumer behavior
(Zmud, 1979; Nelson, 1990; Crisp, Jarvenpaa, &
Todd, 1997), while demographic factors greatly
impact consumers’ perceptions and intentions
regarding online banking (Daniel, 1999; Sathye,
1999; Jayawardhena & Foley, 2000). Older bank
customers link bank transactions with human
interaction. In their view, using a keyboard to carry
out a bank transaction is insecure and impersonal.
This perception inhibits the use of online banking
services among older customers and points to the
need for new, easy-to-use methods for
communication in digital channels. Other factors
such as convenience, speed, freedom of time and
place, perceived usefulness, perceived ease of use,
and trustworthiness were factors that encouraged
the adoption of online banking (Karjaluoto, Mattila,
& Pento, 2002; Mwiya et al., 2017).
In their research, Tan & Teo (2000) investigated
attitude, subjective norms, and perceived
behavioral control in the context of opting to use
online banking. They found that the willingness to
use online banking services can be predicted by
attitude and perceived behavioral control factors.
Significant attitude factors include relative
advantage; compatibility with customer’s values,
experience, and needs; trialability and risk. Gan,
Clemes, Limsombunchai, and Weng (2006) claim
that a customer’s decision to adopt online banking
is influenced by the following factors: perceived
risk, service quality, user input, product service
characteristics, and price. Other important factors
affecting the decision to adopt internet banking are:
cost effectiveness, i.e., the cost of computer and
internet access (Li and Worthington, 2004; Sohail
& Shanmugham, 2003; Li & Zhong, 2005; Zheng
& Zhong, 2005); security concerns, which have
been found to be one of the main inhibitors when it
comes to adopting online banking (Mattila &
Mattila, 2005; Khalfan, AlRefaei, & Al-Hajry,
2006; Al-Sabbagh & Molla, 2004); and lack of
trust, unavailability of infrastructure, security and
service charges (Abid & Noreen, 2006; Busuioc &
Luca, 2015).
Parasuraman et al. (2005) used the E-S-Qual scale
to evaluate e-service quality in general, and
Jayawardhena (2004) presented the development of
the eBankQual scale, which measures the service
quality of internet banking, and includes five
dimensions: access, web interface, trust, attention,
and credibility. Both scales were further researched
by Kumbhar (2012), who expanded the eBankQual
scale to encompass fourteen dimensions: system
availability, e-fulfilment, accuracy, efficiency,
security, responsiveness, ease of use, convenience,
cost effectiveness, problem solving, compensation,
and contact, which are independent variables, and
brand perception and perceived value of overall
customer satisfaction in internet banking service,

which are dependent variables. Kumbhar (2012)
notes, however, that the model may lack some
important dimensions, which are necessary for
evaluating of internet banking service quality and
customer satisfaction. Furthermore, increasing
service quality can help assure and develop
customer loyalty, and ultimately, customer
retention (Khan, 2009).

METHODOLOGY
Research Methods
The aim of this study is to examine the perceptions
of bank managers regarding the factors that
encourage and discourage the adoption of online
banking services and digitalization of banking
services in Israel, and their effect on customer
satisfaction. The study relies on existing models
that have been adjusted to the digitalization of the
banking industry in Israel. This study is based on
the qualitative research method. Bank managers’
perceptions and opinions were obtained by means
of semi-structured interviews conducted with ten
bank employees, who hold managerial positions in
two of Israel’s largest banks. The data were
analyzed using content analysis. The researcher
fully
acknowledges
the
assumptions
of
postpositivism.
Research Sample and Sampling Method
The sample includes ten bank managers from two
of Israel’s leading banks, who are involved in the
digitalization of the banking industry in their dayto-day work. The researcher works for one of these
banks and is acquainted with an employee from the
other bank. This facilitated the process of
contacting the bank managers and asking them to
participate in the research. The interviews were
conducted on-site. The researcher began by
interviewing the participants with whom she was
familiar, and they in turn recommended other
colleagues, who agreed to take part in the research.
Research Instruments
This qualitative research study used in-depth, semistructured interviews to investigate internal sources
of knowledge and expertise within the organization
(Bryman, Bell, Mills, & Yue, 2011). When
conducting a semi-structured interview, the
researcher follows an interview guide, which is a
list of questions or general topics to be addressed.
The researcher does not have to ask the questions
in any specific order. The questions are openended, which enables a discussion between the
participant and the researcher (Doyle, 2019).
Moreover, semi-structured interviews allow
moderately high interpretative and measurement
validity (Zohrabi, 2013). These are the reasons why
the semi-structured interview was chosen as the

139

SEA - Practical Application of Science
Volume VIII, Issue 23 (2 / 2020)

research instrument in this study. In order to
standardize the research instrument, a trial
interview was held with an additional participant,
not included in the research sample, before the ten
actual participants were interviewed. This
individual was a bank employee designated for
promotion to management in the researcher’s work
setting. The responses of the trial interview were
not included in the final research data, but on the
basis of this trial interview, the researcher made
several amendments to the interview guide, and
added new and relevant questions.

DATA COLLECTION AND ANALYSIS
The research was planned and conducted according
to Shkedi’s (2007) seven stages of qualitative
research. During the data collection phase of the
research, an interview schedule was prepared, the
semi-structured interviews were conducted, the
research and researcher were presented to the
participants, and active listening was practiced. The
researcher also recorded and transcribed the
interviews. During the data analysis phase, the
researcher thematized the participants’ responses in
order to enable their analysis, the data was
analyzed according to a systematic content analysis
procedure, in which the researcher organized all
themes in a table and computed the frequency of
their repetition. Later on content analysis validation
was carried out to verify that the results were in
line with the themes determined by the researcher.

RESULTS
According to all the participants, going to the bank
branch and waiting in line for service is oldfashioned. They claim that bank customers do more
transactions digitally nowadays, and that any
service can be made available online. They use
online banking mainly because it is convenient, and
claim that online banking is accessible, convenient,
and timesaving. On the one hand, most of them
believe that availability and accessibility are
important factors contributing to customers’ use of
online banking services. They believe that
customers who choose not to bank online do so
because of low motivation to learn how to use these
services, since they are generally not accustomed to
using digital or technological devices and
applications. Most participants considered online
banking services to be less adjusted to the older
population. On the other hand, most of the
participants described several actions taken by the
banks to adjust online banking to the older
population and make it more accessible, such as
providing guidance by representatives who
specialize in digital services in the branches, and
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changing the interface of the bank’s website or
application.
Most of the participants stated that the banks
receive few complaints about online banking
services themselves, but the ones they do receive
come from the older customers and relate to the
banks’ increasing transition to online banking.
According to the bank managers, the main
complaints are about the digital services’ lack of
response or human touch, and the bank website or
mobile application. Participants noted that the
actions taken by the banks, such as providing
guidance by representatives in the branches and
changing the interface of the bank’s website or
application, are also meant to deal with the
complaints of older customers about the lack of
human touch or response in the digital
environment. In addition, two of the participants
stated that the banks deal with complaints by
changing internal processes according to customer
feedback, with the aim of increasing customer
satisfaction.
The participants suggested that a few changes
could be made in the existing online banking
services to increase the level of its use and
customer satisfaction as well. The most frequently
repeated suggestion was to provide services suited
to the customer’s needs, that is, personalized
service. In accordance with their personal views
about banking developments over the next two
decades, they mentioned a website chat bot, more
digitally executed transactions, and digital services
adjusted to customers’ needs as a means of
increasing the level of customer use of online
banking services and customer satisfaction. In
addition, all of the participants think that in the
future more services will be added to what already
exists online, and most of them believe that
increasing customers’ use of online banking
services leads to increased customer satisfaction
and retention.

DISSCUSION AND CONCLUSIONS
The results of the present study contribute to the
understanding about which factors encourage or
discourage the adoption of online banking, and thus
affect customer satisfaction, from the bank
manager’s point of view. According to the
participants’ responses, the following factors can
be considered as encouraging the adoption of
online banking: availability, accessibility, speed,
efficiency, timesaving, saves resources, saves going
to the branch, price, convenience, ease of use, and
security and privacy. The following factors are
among those that discourage the use of online
banking: convenience of current situation, which
includes low motivation to learn, not being used to
digital technology, and low level of technology use;
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conservativeness, which includes concerns
regarding data security; lack of human touch,
which includes inability to negotiate with the
branch;
and
accessibility.
Convenience,
accessibility, and security and privacy can be
considered as both encouraging and discouraging
factors.
Furthermore, the brand perception of online
banking by most of the participants is influenced by
their belief that online banking services are less
suited to the older population than to the younger
generation, which is related to the abovementioned
factors (convenience of the current situation,
conservativeness, lack of human touch and
accessibility) that affect the service quality of
online banking. As noted by Zeithaml et al. (2002),
service quality is connected to customer
satisfaction, as seen in the service quality
dimensions of the SERVQUAL model. In addition,
since this study supports the existence of a
relationship between service quality dimensions,
perceived value, brand perception, and customer
satisfaction, the results were analyzed in terms of
Kumbhar’s (2012) expanded eBankQual model, as
seen in Figure 1.

REFERENCES
[1] Abid, H., & Noreen, U. (2006). Ready to ebank: An exploratory research on adoption of
e-banking and e-readiness in customers among
commercial banks in Pakistan. Spider, 31(2),
1-31.
[2] Al-Sabbagh, I., & Molla, A. (2004). Adoption
and use of internet banking in the Sultanate of
Oman: An exploratory study. Journal of
Internet Banking and Commerce, 9(2), 1-7.
[3] Asad, M. M., Mohajerani, N. S., &
Nourseresh, M. (2016). Prioritizing factors
affecting customer satisfaction in the internet
banking system based on cause and effect
relationships. Procedia Economics and
Finance, 36(1), 210-219. doi: 10.1016/S22125671(16)30032-6.
[4] Beigi, A. N. M., Jorfi, S., Tajarrod, R. S.,
Salemi, R., & Beigi, H. M. (2016). The study
of the effects of e-banking services quality on
customers’ satisfaction and loyalty (case study:
Agricultural Bank of Khuzestan Province).
Journal of Current Research in Science, 1(1),
375-381.
[5] Bitner, M. J., Brown, S. W., & Meuter, M. L.
(2000). Technology infusion in service
encounters, Journal of the Academy of
Marketing Science, 48(1), 20-138.
[6] Black, N. J., Lockett, A., Winklhofer, H., &
McKechnie, S. (2002). Modelling consumer
choice of distribution channels: an illustration
from financial services. The International
Journal of Bank Marketing, 20(4), 161-73.

[7] Bryman, A., Bell, E., Mills, A. J., & Yue, A.
R. (2011). Business research methods
(Canadian ed.). Oxford University Press.
[8] Butnariu A., Luca F.A., Apetrei A. (2018).
Mitigating Financial Risk by Using Hedging
Strategies, SEA- Practical Application of
Science, volVI, Issue 16(1), 2018, 75-79.
[9] Busuioc, I., Luca, F.A. (2016). Bank Capital.
Risk and Performance in European Banking. A
Case Study on Seven Banking Sectors. Prague
Economic Papers, 25(2), 127-142.
[10] Busuioc, I. Luca, F.A. (2015). Basel III. How
Far Have We Come? Ovidius University
Annals, Economic Sciences Series, volXV,
Issue1, pp. 682-686.
[11] Crisp, B., Jarvenpaa, S., & Todd, P. A. (1997).
Individual differences and Internet shopping
attitudes and intentions. Retrieved from:
http://InformationR.net/ir/12-2/Crisp.html.
[12] Daniel, E. (1999). Provision of electronic
banking in the UK and the Republic of Ireland.
International Journal of Bank Marketing,
17(2),
72-82.
doi:
10.1108/02652329910258934.
[13] Doyle, A. (2019). What is a semi-structured
interview?.
Retrieved
from:
https://www.thebalancecareers.com/what-is-asemi-structured-interview-2061632.
[14] Gan, C., Clemes, M., Limsombunchai, V., &
Weng A. (2006). A logit analysis of electronic
banking in New Zealand. International Journal
of Bank Marketing, 24(6), 360-383. doi:
10.1108/02652320610701717.
[15] Ganguli, S., & Roy, S. K. (2010). Generic
technology-based service quality dimensions
in banking (impact on customer satisfaction
and loyalty). International Journal of Bank
Marketing,
29(2),
168-189.
doi:
10.1108/02652321111107648.
[16] Jain, S. K., & Gupta G. (2004). Measuring
service quality: SERVQUAL vs. SERVPERF
scales.
Vikalpa,
29(2),
25–37.
doi:
10.1177/0256090920040203.
[17] Jayawardhena, C. (2004). Measurement of
service quality in internet banking: The
development of an instrument. Journal of
Marketing Management, 20(1). 185-207. doi:
10.1362/026725704773041177.
[18] Jayawardhena, C., & Foley, P. (2000).
Changes in the banking sector - the case of
Internet banking in the UK. Internet Research,
10(1),
19-31.
doi:
10.1108/10662240010312048.
[19] Johnston, R. (1997). Identifying the critical
determinants of service quality in retail
banking: importance and effect. International
Journal of Bank Marketing, 15(4), 111-16.
[20] Jun, M., & Cai, S. (2001). The key
determinants of internet banking service
quality: a content analysis. International

141

SEA - Practical Application of Science
Volume VIII, Issue 23 (2 / 2020)

Journal of Bank Marketing, 19(7), 276-291.
doi: 10.1108/02652320110409825.
[21] Karjaluoto, H., Mattila, M., & Pento,
T. (2002).
Factors
underlying
attitude
formation towards online banking in
Finland. International Journal of Bank
Marketing,
20(6),
261-272.
doi:
10.1108/02652320210446724.
[22] Khalfan, A., AlRefaei, Y., & Al-Hajry, M.
(2006). Factors influencing the adoption of
internet banking in Oman: a descriptive case
study analysis. International Journal of
Financial Services Management, 1(2), 155172.
[23] Khan, M. M. (2009). Service quality
evaluation in internet banking: An empirical
study in India. International Journal of Indian
Culture and Business Management, 2(1), 3046.
[24] Kumbhar, V. M. (2012). Reliability of
“EBANKQUAL” scale: Retesting in internet
banking service settings. Business Excellence
and Management, 2(2), 13-24.
[25] Li, S., & Worthington, A. C. (2004). The
relationship between the adoption of Internet
banking and electronic connectivity: - An
international
comparison.
Queensland
University of Technology, School of
Economics and Finance.
[26] Li, Z., & Zhong, Y. (2005). The adoption of
virtual banking in China: An empirical Study.
Chinese Business Review, 4(6).
[27] Liu, C., & Arnett, K. P. (2000). Exploring the
factors associated with website success in the
context of electronic commerce. Information &
Management,
38(1),
23-33.
doi:
10.1016/S0378-7206(00)00049-5.
[28] Mattila, A., & Mattila, M. (2005). How
perceived
security
appears
in
the
commercialisation of
internet banking.
International Journal of Financial Services
Management,
1(1),
89-101.
doi:
10.1504/IJFSM.2005.007986.
[29] Mwiya, B., Chikumbi, F., Chanda, S., Kabala,
E., Kaulung'ombe, B., & Siachinji, B. (2017).
Examining Factors Influencing E-Banking
Adoption: Evidence from Bank Customers in
Zambia. American Journal of Industrial and
Business Management, 7, 741-759. doi:
10.2139/ssrn.2987982.
[30] Nelson, D. L. (1990). Individual adjustment to
information driven technologies: A critical
review. MIS Quarterly, 14(1), 79-100.
[31] Parasuraman, A., Zeithaml, V., & Berry L. L.
(1985). A conceptual model of service quality
and its implications for future research.
Journal of Marketing, 49(4), 41-50. doi:
10.2307/1251430.
[32] Parasuraman, A., Zeithmal, V. A., Berry, L. L.
(1988). SERVQUAL: A multiple item scale

142

for measuring consumer perceptions of service
quality. Journal of Retailing, 64(1), 12-40.
[33] Parasuraman, A., Zeithaml, V. A., & Malhotra,
A. (2005). E-S-QUAL: A multiple-item scale
for assessing electronic service quality.
Journal of Service Research, 7(3), 213-233.
doi: 10.1177/1094670504271156.
[34] Saha, P., & Zhao, Y. (2005). Relationship
between online service quality and customer
satisfaction: A study in internet banking.
Master
Thesis,
Lulea
University
of
Technology, Sweden.
[35] Santos, J. (2003). E-service quality: A model
of virtual service quality dimensions.
Managing Service Quality, 13(3), 233-246.
doi: 10.1108/09604520310476490.
[36] Sathye, M., (1999). Adoption of internet
banking by Australian consumers: An
empirical investigation. International Journal
of Bank Marketing, 17(7), 324-334. doi:
10.1108/02652329910305689.
[37] Shkedi, A. (2007). Words Attempting to
Touch—A Qualitative Research Theories &
Application, Tel Aviv: Ramot.
[38] Sohail, M., & Shanmugham, B. (2003). Ebanking and customers preferences in
Malaysia:
An
empirical
investigation.
Information sciences, 150(3-4), 207-217. doi:
10.1016/S0020-0255(02)00378-X.
[39] Tan, M., & Teo, T. S. H. (2000). Factors
influencing the adoption of Internet banking.
Journal of the Association for Information
Systems, 1(5), 1-42.
[40] Wang, M., & Huarng, S. A. (2002). An
empirical study of internet store customer post
shopping satisfaction. Issues in Information
Systems, 3(1), 632- 638.
[41] Wu, Y. L., Chang, M., Yang, C. H., & Chen,
Y. J. (2008). The use of E-SQ to establish the
internet bank service quality table. 2008 IEEE
International Conference on Industrial
Engineering and Engineering Management,
Singapore,
1446-1450.
doi:
10.1109/IEEM.2008.4738110.
[42] Yang, Z., & Fang, X. (2004). Online service
quality dimensions and their relationships with
satisfaction. International Journal of Service
Industry Management, 15(3), 302- 326. doi:
10.1108/09564230410540953.
[43] Zafar, M., Zaheer, A., Ur Rahman, S., & Ur
Rehman, K. (2011). Impact of online service
quality on customer satisfaction in banking
sector of Pakistan. African Journal of Business
Management, 5(30), 11786-11793. doi:
10.5897/AJBM10.379.
[44] Zeithaml, V., Parasuraman, A., & Malhotra, A.
(2002). Service quality delivery through web
sites: A critical review of extant knowledge.
Journal of the Academy of Marketing Science,

SEA - Practical Application of Science
Volume VIII, Issue 23 (2 / 2020)

30(4),
362-375.
doi:
10.1177/00920700236911.
[45] Zheng, L., & Zhong, Y. (2005). The adoption
of virtual banking in china: An empirical
study. Chinese Business Review, 4(24).
[46] Zohrabi, M. (2013). Mixed method research:
Instruments, validity, reliability and reporting
findings. Theory and Practice in Language
Studies,
3(2),
254-262.
doi:
10.4304/tpls.3.2.254-262.
[47] Zmud, R.W. (1979). Individual differences and
MIS success: A review of the empirical
literature. Management Science, 25(10), 966979.

143

SEA - Practical Application of Science
Volume VIII, Issue 23 (2 / 2020)

LIST OF FIGURES

Figure 1
eBankQual Model as designed by author

144

SEA - Practical Application of Science
Volume VIII, Issue 23 (2 / 2020)

APPENDIX 1
Interview findings
Frequency
f

Total
F

Yes

10

10

Convenient
Efficient, saves time and resources
Available, at any time, accessible
Easy, simple, understandable
Saves going to the branch, improves
life quality, “a freak of digital”
The bank’s mobile application
Money payment applications PEPPER
Paybox / BIT
ATM, self-service machines
The website

15
9
8
7

46

Credit cards

3

2. B. What do you not use and why?

ATM / self-service machines
Credit cards

6
1

7

3. A. How satisfied are you as a
bank employee with the services
and why?

High satisfaction
Moderate satisfaction
Is not satisfied

6
1
1

8

3. B. How satisfied are you as a
customer with the services and
why?

High satisfaction
Medium satisfaction
Unsatisfied

6
2
2

10

Available anytime, accessible
Fast, efficient, saves time and
resources

13

47

Saves going to the branch

7

Price (cheaper)
Convenient
Easy
Privacy & Security
The current situation is convenient for
them: lazy to learn, not used to digital,
less technological
More conservative, data security
concern
You cannot negotiate with the branch
Accessibility

7
6
4
2

Suited to all customers
More suited to the young population
Less suited to the older population
Less suited to disabled people
Not suitable to all customers

3
5
7
1
5

Written Question
1. A. Do you use the digital services
that the bank offers to its customers?

1. B. If yes, why?

2. A. What services do you use and
why?

4. A. Why do you think some of the
bank’s customers choose to use the
bank's digital services? (For reasons
of accessibility, safety, ease of use
and price).

4. B. Why do you think some of the
bank's customers do not choose to
use the bank's digital services? (For
example: lack of technological
orientation, lack of accessibility,
difficulty in changing habits).

5. A. To what extent do you think
the use of digital services is suitable
to all customers?

Theme

7
9

28

5
7
4

8

15

22

5
1
1
21

145

SEA - Practical Application of Science
Volume VIII, Issue 23 (2 / 2020)

Written Question
5. B. how?

5. C. If not, what actions are being
taken by the bank to adapt them and
make them accessible?
6. A. Are there many customer
complaints following the transition
to digital services?

6. B. If yes, from who mainly?

6. C. On what service?

6. D. How do you, the bank’s
employees, deal with them?

7. A. To what extent do you think
that the digital services can replace
the services provided by the bank?
7. B. To what extent do you think
they can replace the service
experience that customers receive
at the branches?

7. C. Why?

7. D. In what way they can?
7. E. In what way they cannot?
8. What changes would you make to
the digital services to increase the
level of use and satisfaction of
customers?
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Theme
Broad
Simple and basic
Guidance at the branch or at the
customer’s
Encouraging the customer’s feeling
that he is not alone
Making interfaces simpler
Few complaints follow the transition to
the digital services
Many complaints follow the transition
to the digital services
Older customers
Customers who are having difficulties
understanding the system / did not
receive guidance
Customers who tend to compare
service standards with other service
providers
Lack of response or human touch in
digital services
Website / mobile application
Guidance by representatives who
specialize in the digital services in the
branches
Changing the interface of the website /
application
Changing internal processes according
to customer feedback
Set up a guidance meeting with a
digital representative
Can replace to a high extent

Frequency
f
4
2

Total
F
6

5

8

2
1
7
2
6

1
2

4

2
3

9

3
2
1
7
1

Can replace to a high extent

9

Can replace to some extent

1

Doing non-standard transactions
To provide service that is suited to the
customer’s needs
Consulting services
Make it easier for the customers on the

11

4

Can replace to some extent

Coming to the branch and waiting is
outdated, time saving, availability,
convenience
People do more transactions in the
digital services, even in digital you can
get personal service, any service can be
digital
Cheaper
Doing standard, routine and relatively
simple transactions
Everything

9

7

8

10
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7
1
7

10

3
7
3
2
2

10
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Written Question

Theme

Frequency
f

Total
F

login to the website

9. A. How do you think the service
to the bank’s customer should be
like in the 21st century?

9. B. Do you think the staffed
branches of the banks will have a
role in the provision of service to the
customers in the future?

9. C. What services will these
branches offer?
9. D. Do you think that services will
be added to the digital services in
the future?
9. E. Why?

10. In what way do you think the
level of the digital services at the
bank and their quality today exceed
the level of the digital services of the
competing banks?

11. As a result of the bank’s
transition to increased use of digital
services, there is a contribution to:
retention of existing customers,
customers’ attrition to banks with
better digital services, customers’
attrition to banks that do not use
digital services, or no change?

Expanding the BIT application
Improving processes in the bank’s
mobile application
Improving the capital market website
New technologies of face recognition
Accessibility of services
More transactions will be performed
digitally, chat bot in the website,
customer-suited digital services
Low branch layout
The establishment of service centers,
there will be almost no officials
Yes, there will be a role to the staffed
branches in the provision of service
There will be a role to the staffed
branches, but not in the provision of
service
There will be no role to the staffed
branches, service will be provided in a
different format
Non-standard transactions (mortgages,
non-standard loans, consultation)
All services like today
Yes, additional services will be added
to the digital

1
1
1
1
1
8

16

4
4
9

13

1

3
7

9

2
10

10

Efficiency
Saving of manpower
Improving Satisfaction
We are first in the digital in many
aspects
Many resources are invested for that,
investment in the availability of the
digital services
Same as the main competitor
There are aspects in which the
competitors have an advantage over us
Investment in the speed of the digital
services
Investment in the security of the
digital services
The quality of the employees

2
2
1

5

7

18

Retention of existing customers

5

Customers’ attrition to banks with
better digital services
Customers’ attrition to banks that do
not use digital services
No change

6
1
1
1
1
1
6

0
0
1
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