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Abstract:
Objective: In the digital age, the use of Internet banking methods
and mobile phones is one of the main features and policies of banks
and financial and monetary services companies in the world due to
its countless advantages, and electronic and digital banking
services are not conceivable without the use of new solutions. In
the meantime, customer experience management becomes an
important strategy in electronic banking services, and customers
see many banks that are expected to achieve competitive
differentiation and long-term growth. Therefore, this research seeks
to present an experience management model for electronic banking
services in the Iranian banking and electronic payment services
industry. Method: In the research to achieve the research objective,
a mixed method was used. In this regard, first, the literature on
customer experience management in electronic banking services
was analyzed and an initial conceptual model was proposed. Then,
using banking industry experts in the field of electronic banking
services, a semi-structured activity was carried out and analyzed
using the content analysis method and the research model was
presented. To measure the final model in the quantitative part, the
required data was collected using a questionnaire and was
confirmed by analyzing field data and using the structural equation
modeling method of the experience management model in
electronic banking services. Findings: The research results were
presented in the form of a customer experience management model
for electronic banking services. This model includes 8 dimensions
of bank experience, electronic service provider factors, banking
service creation factors, electronic services, electronic banking
technology service infrastructure factors, electronic partnership
bank service organizational factors, factors, electronic banking
service factors and macro environmental factors in electronic
banking services, which were identified for this use 22 categories
and 58 subcategories. Conclusion: The data, compared with the
analyses, show that the conclusion and components of each of these
results may be examined. In the research model, improving the
target experience in terms of management is the management
experience that is dependent on internal and external management
and in these management strategies management in electronic
banking services is presented.
Keywords: Experience management, expert experience, electronic
banking
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