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Abstract 

The study aims to assess the quality of service provided by the Iraqi private banks listed in the 

Iraqi stock market, and the extent of customer satisfaction with that service. The study was 

conducted in a number of Iraqi bankers' branches from private banks, with the participation of 70 

respondents from distinguished clients. Data were collected through a two-part questionnaire, 

analyzed using the SPSS quantitative analysis model, and customer satisfaction and 

dissatisfaction index equations were used for the purpose of classifying customer requirements, 

and in order to determine the level of availability or unavailability of customer requirements in 

the services provided, the checklist was used. The results of the study show a difference in the 

basic, attractive, and one-dimensional requirements between the Iraqi Middle East Investment 

Bank and the Ashur International Bank, and the lack of classification of any adverse 

requirements, which indicates that the two banks provide their services with medium quality, as 

well as the size of the gap between what is required. The customer and what the bank provides 

between the two banks. 
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used in postgraduate studies at the university. 

Funding statement: The researchers funded the study and made the decision to publish, and the 

study was carried out as part of the requirements for obtaining a master's degree in total quality 

management techniques - Middle Technical University - Administrative Technical College - 

Baghdad. 

Keywords: quality, banking service quality, customer satisfaction, Kano model, customer 

requirements 

Introduction 
The banking sector is one of the main pillars of economic 

advancement in any country. Banking and investment are 

closely related to the process of growth and development on a 

firm and sustainable basis, especially since the banking sector 

constitutes the main financing channel for investment 

activities in Iraq and in other developing countries. Today, 

most countries tend to implement the concept of financial 

inclusion, reach various classes in society, and provide many 

services that suit the number of segments at acceptable prices 

in an easy way. The banking sector in Iraq currently consists 

of several of government and private banks as joint stock 

companies. These banks obtain several banking facilities, 

which leads to an improvement in their performance. The 

Central Bank seeks to increase the capacity of Iraqi banks, 

expand its network of relations with international banks, and 

enhance the confidence of citizens and investors. 

In general, the banking sector in Iraq was and remains 

committed to a large extent in granting loans, avoiding any 

degree of risk, which led to the difficulty of bank loans 

reaching small investors and businessmen, due to the 

unwillingness of banks to take risks with long-term loans and 

guarantees of cash flows for the project in general. Basic with 

a limited amount of real estate collateral. 
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Today, banks have to take great steps towards developing 

information technology for the services they provide, and to 

provide a package of services related to technology, such as 

the possibility of viewing accounts through the electronic 

account and providing electronic payment cards quickly, as 

some of them take long periods for issuance. In addition, it 

provides ATM points and machines for the public and for 

companies that deal with the bank in particular. 

The study focused on Iraqi banks' lack of interest in 

determining the needs and requirements of customers. 

Classified according to level of importance to customer. In 

addition,  the availability of customer requirements for the 

services provided by the study sample of banks. 

The oldest bankers from private banks were chosen as a 

sample for the study, and the data were collected using a 

questionnaire form, 140 of which were distributed, with 70 

questionnaires for each bank, distributed to the customers of 

each banks in the study sample. The questionnaire was then 

administerrd according to the Kano model. The results of the 

study confirm the existence of a gap between customer 

requirements and the services provided by the bank, in 

addition to the difference in the size of the gap between one 

bank and another according to the services provided by the 

bank. 

The study presents a classification of bank customer 

requirements using the Kano model into basic, attractive, one-

dimensional, and non-discriminatory requirements for Iraqi 

banks to focus on the most important of these requirements. 

Literature Review 
Many studies used the Kano model, especially in the field of 

quality management, as Kano ratings were used to find out 

customer satisfaction with mobile banking service as a new 

feature for the bank (Mikulic & Prebezace, 2011), and (Rotar 

& Kozar,2017)  used the Kano model with other methods As 

in the "two-dimensional" method for determining customer 

satisfaction. The Kano Model is also designed as a tool to be 

used in product development and to enhance product design 

efforts when attempting to improve an existing product or 

service (Mcdowall, 2016), (Xi, et, al., 2020) merged the 

Kano's model with performance-importance analysis into the 

product design process, allowing for an accurate 

understanding of design with new style and ideas. While 

(Lyu, et al., 2022) used an integrated Kano-QFD model to 

identify users' specific needs for wooden desks with the aim 

of developing design technology for office furniture and 

enhancing its competitiveness in the market. (Kermanshachi 

et al., 2022) integrating Kano's model with failure mode 

analysis and impact analysis (FMEA) to identify capabilities 

from a customer's point of view, which has rarely been done. 

(Pandey et al., 2022) also used the Kano model for the 

tourism sector. Implementation of the model enabled 

policymakers, marketers, and stakeholders to understand the 

complex behavior of customers (tourists) around the world 

and their needs related to quality of service. Kano's model has 

also been used to determine needs of students in private 

colleges and universities to formulate a better plan for the 

teaching system (Qiu., 2022). (Suryawardani, et al., 2022) 

combined in his study two methods for measuring customer 

satisfaction, which are the Kano model and the quality of 

electronic service when selling tickets online by analyzing 

specific customer needs, based on the customer's voice. The 

Kano model has been widely used as a way to explain the 

nonlinear relationship between meeting a given requirement 

and customer satisfaction, and the the Kano model is a way to 

explain the non-linear relationship between meeting a given 

requirement the customer satisfaction 

The implementation of the Kano model depends on 

identifying a set of double questions, as the customer’s 

answers enable the customer to classify the studied 

requirements into five valid categories: (essential, one-

dimensional, attractive, indifferent and undistinguished, and 

one invalid category: doubtful) (Madzík & Pelantova, 2018) 

The and can also be used to identify and classify quality 

attributes based on their impact on customer satisfaction. The 

attributes must comply with the basic requirements of the 

product or service quality. Without these attributes, customer 

satisfaction cannot be achieved (Huang et al,2018), so the 

purpose of the model is to understand and distinguish the 

needs and requirements of customers to determine the 

important factors that make customer satisfaction and find a 

breakthrough point to improve customer satisfaction when 

developing products (Gao et al., 2017), a three-step Kano 

questionnaire was prepared (Chen & Hsu,2019) focused 

Noriaki Kano (Mote et al., 2016), and three basic categories 

of customer requirements that have the greatest impact on 

customer satisfaction (should be one-dimensional, attractive), 

Kano and his colleagues added three more requirements, 

which are (neutral, indifferent, questionable, and opposite 

(Suh et al, 2019). Understanding each quality attribute will 

help in quality management so that organizations can 

effectively take specific measures to improve customer 

satisfaction and reduce customer dissatisfaction (Kuo et al., 

2012). These quality attributes can be described as follows 

(Shin et al., 2022) 

1. Must-Be Quality Attributes(M): When evaluating 

the quality of a product or service, there are basic 

requirements that the product or service must mee 

the requirements of customers (Meng et al., 2015), 

and the lack of these features leads to dissatisfaction 

(Santhoshkumar, et al., 2022). 

2. One-Dimensional Quality Attributes (O): 

performance attributes are closely related to 

customer satisfaction. The higher the performance 

attributes, the higher is the customer satisfaction 

level. Sometimes the customer expresses them 

clearly and explicitly and is referred to as 

Functional or ordinary (Nzumile & Taifa, 2021), 

which creates dissatisfaction because it is not 

available or when it is not fulfilled by the marketer 

(K, Dash,2021). 

3. Attractive quality traits (A): The traits show high 

levels of customer satisfaction if they are present, 

and their effect is obvious because they help to 
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make the customer happy, but if they are not 

present, it does not affect customer satisfaction 

(Tseng, 2020) ،These attributes are used to 

differentiate products from competitors and create a 

competitive advantage for the marketer (K, Dash, 

2021). And when these unexpected service 

attributes are available, the customer shows joy 

(Santhoshkumar, et al., 2022). 

4. Indifferent quality attributes (I ): These are qualities 

whose presence or absence does not affect the 

degree and level of customer satisfaction (Bhardwaj 

et al., 2021). 

5. Reverse quality attributes (R): qualities that have 

the opposite effect if present in products lead to 

dissatisfaction and in the absence of them lead to 

customer satisfaction (Datta & Chaudhuri,  2022). 

6. Questionable quality attributes  (Q): Sometimes 

customers do not understand these qualities as a 

result of doubt and contradiction or lack of 

understanding of the questions of the (Kano) 

questionnaire, which leads to a contradiction in the 

sample answers. These requirements do not affect 

the other qualities because they do not appear in the 

Kano model, as its percentage is very small 

(Shahrrestani et al., 2019). The researchers (Park & 

Lee, 2019) added strong and weak quality 

characteristics to the Kano model, including the 

satisfaction index and the dissatisfaction index, as it 

reveals the satisfaction of existing customers. It 

reflects customer satisfaction using all the answers 

in each dimension and is called (Customer 

Satisfaction Index) and symbolizes it (CSI). By 

improving customer satisfaction when quality 

factors are correctly provided, the Customer 

Dissatisfaction Index refres to the amount of 

customer dissatisfaction that can be reduced when 

quality factors are in place and is preceded by a 

negative sign (CDI). 

    CSI = 
   

       
 

    CDI = - 
   

       
 

Where  

M: essential attributes 

A: Attractive qualities 

O: one-dimensional adjectives 

I: undistinguished adjectives 

The Kano model and customer satisfaction coefficient analyze 

the current level of how customers perceive each quality 

attribute (Seo et al., 2017). 

Service quality has been defined as meeting the desires and 

needs of customers and exceeding their expectations (Fida., et 

al., 2020). With the rapid changes in the business 

environment, organizations must be ready to adapt to this 

situation that requires an increase in the quality of service 

provided, in addition to rethinking the organization's focus on 

new services not on how much it earns but on the extent to 

which it meets customer requirements (A, Permana., et al., 

2021) because customer satisfaction is a person's feeling of 

happiness or disappointment that arises from comparing his 

perceived performance to his expectations, and customer 

satisfaction is an essential component of modern marketing 

thinking and practice and customer loyalty is a long-term 

commitment towards a service provider (Pradnyadewi., et al 

.,2022). Service quality and customer satisfaction are closely 

related, as satisfaction is higher when service quality is high 

and vice versa (Wang., et al., 2023). Service quality plays an 

important role in service design or marketing and in previous 

years banks have increasingly realized the importance of 

providing high-quality banking services (Al-Sheikh, 2017). 

Quality in banking services is achieved through (achieving 

material benefits, retaining employees, retaining customers, 

and maintaining customer loyalty). Often, the basis for 

evaluating the quality of any service is based on a set of 

attributes (quality dimensions) that describe the evaluated 

service, and the selection of these attributes is not easy 

(Ingaldi., 2022). (Shanmugam., et al., 2022) believes that the 

dimensions of service quality can be estimated according to 

customers' perception and their main goal of obtaining 

excellent service from service providers. The study 

(Parasurman., et al, 1985) is among the most in-depth and 

comprehensive studies that define the dimensions of banking 

service quality, which were represented in thirty-four 

elements through ten dimensions of quality: tangible physical 

aspects, reliability, responsiveness, communication, 

credibility, safety, efficiency, empathy, understanding 

customer needs, and ease of dealing. In (1988) researchers 

collected elements of banking service quality in five 

dimensions that translate aspects of banking service quality: 

tangible material aspects, reliability, responsiveness, 

assurance, and empathy (Shahraki, 2014). Service quality 

consists of the service product, service environment, and 

service delivery. Service quality is a tool for measuring how 

customers perceive the level of service based on the five main 

dimensions (Alsabbagh.,2023), which were adopted in this 

study. The researchers differed in favoring the dimensions of 

quality, one over the other. (Gamarra., et al., 2022) believes 

that the dimensions of reliability, empathy, and tangible 

elements have a greater positive effect on customer 

satisfaction. While (Ong., et al., 2022) sees empathy as an 

additional feature that enhances consumer confidence while 

enhancing loyalty towards the service provider. (Ali, et al., 

2021) adds that there are two important points in the empathy 

dimension, which are honesty and trust. In other words, the 

customer needs a good product with high quality and in his 

field of work, and it is the duty of the company to make him 

feel comfortable with high confidence and loyalty. 

On the other hand, services are given great attention for their 

important role in achieving customer satisfaction and are 

closely related to quality, and they are evaluated according to 

various criteria. (Upadhya., et al., 2019) defined it as an 

intangible activity, benefit, or satisfaction that is primarily for 

sale, or a performance that brings benefits to customers, and 

(Pakurár., et al., 2019) finds that organizations perceive 

customer satisfaction. It is very important and is one of the 

success factors of organizations that think about competition, 
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development, and growth in the markets and that it is related 

to the quality of the service provided, and (Fida., et al., 2020) 

considers service as meeting the desires and needs of 

customers and exceeding their expectations, while (Medberg., 

et al., 2020) sees Service quality is determined by the 

differences between customers' expectations of the service 

provider's performance and their evaluation of the services 

they received. In light of this (Wang .,et al., 2020) indicates 

that service quality is an indicator of the degree and direction 

of contradiction between banking organizations and is 

essential for the survival of these organizations and achieving 

profitability, And (Karika, 2020) defines the quality of 

banking service through the level of meeting the requirements 

and needs of customers, that is, compliance with their 

increasing requirements and expectations. (Al-Sheikh., 2017) 

on his part believes that providing high-quality banking 

services aims to achieve business strategy and obtain 

customer loyalty, while (Dharmawan., et al., 2017) believes 

that providing high-quality service will maintain the survival 

and continuity of the banking institution, but (Chen., et al. 

al.,2022) and presents another vision based on the fact that the 

higher the quality of the product (service or commodity), the 

higher the customer satisfaction, and vice versa. Continuous 

improvements in product characteristics without taking into 

account what the customer wants may not lead to a higher 

level of customer satisfaction. (Wisnel, et al., 2022) believes 

that customer satisfaction is measured in two parts, the first is 

the level of customer satisfaction with the product or service 

of the bank in question, and the second is the evaluation and 

comparison of the product or service with the products and 

services of competitors. As for (Raviadaran, et al., 2019), 

quality of service is viewed as a measure used to manufacture 

services that depend largely on the number of customers, or 

consumers, who use those services quickly and continuously. 

METHODOLOGY 
1. Study problem: 

- The lack of interest of Iraqi banks in determining 

the needs and requirements of customers and 

classifying them according to their level of 

importance to customers. 

- Customers complaints that the services provided by 

banks do not meet their requirements. 

- The difference in the level of services provided 

from one bank to another 

2. Objective of the study: 

- Knowing the requirements of importance to the 

customer from the banking service. 

- Determining the difference in the level of service 

provided by the two banks in the sample 

3. Approved Approach: The study adopted the 

comparative analytical descriptive approach, and to 

collect data related to the subject of the study, a 

questionnaire was prepared in which five basic 

dimensions of service quality were adopted, which 

are (tangibility, reliability, responsiveness, 

assurance, and sympathy), and statistical methods 

(SPSS Ver. 24,  Microsoft Excel) to extract results. 

4. Study population and sample: The study 

population represents the Iraqi private banks, while 

the study sample consisted of two banks (Ashur 

International Bank and the Iraqi Middle East 

Investment Bank) as a place to apply the study due 

to the variety of services provided by the two banks. 

with the bank. 

Employing the banking service quality questionnaire to 

classify customer requirements according to the Kano model. 

The process of determining customer requirements is the 

starting point for designing a questionnaire that reflects the 

needs and requirements of the customer. The questionnaire 

included five dimensions of the quality of banking service, 

represented by (tangibility, reliability, responsiveness, 

assurance, and sympathy) and included (45) questions for 

each. The questionnaire was divided into the following 

sections: 

- Functional questions include (5) dimensions of 

banking service quality and include (45) questions, 

each of which has (nine) questions. 

- Non-functional questions include (5) dimensions of 

banking service quality, including  (45), and (9) 

questions for each dimension (Appendix 1). 

The questionnaire (functional and non-functional questions) 

was distributed to the study sample (Ashur International 

Bank) to survey customer opinions on banking service. The 

number of questionnaires was (70) for each bank to be 

answered by each bank was70, ranging from (1. I like the 

presence of this requirement in the bank, .... 5. I do not like 

the presence of this requirement in the bank (for the functional 

question) and (1. I like deleting this requirement from the 

bank,... 5. I do not like the deletion of this requirement in the 

bank) for the non-functional question, as shown in Figure 1 )). 

After completing the questionnaires of the Kano model, 

customers' answers were linked to classify their requirements 

according to the opinion of the majority. For example, for the 

first question, the answers was (70%) of the study sample for 

the (basic) trait and (30%) for the other traits distributed for 

(one-dimensional, inverse, questionable, attractive, and 

undistinguished adjectives). 
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Figure (1) Employment of the questionnaire according to the Kano model 

Source: Madzík, P., Budaj, P., Mikuláš, D., & Zimon, D. (2019)," Application of the Kano Model for a Better Understanding of 

Customer Requirements in Higher Education-A Pilot Study", Administrative Sciences, Vol(9), No(1),p(11). 

Table (1) shows the results of the study sample’s answers to post-tangibility questions after processing them according to the Kano 

model, indicating that questions (4, 5, 7) for bankers, and questions (2, 3, 6, 9) for the Assyrian Bank, and question (8) for the Middle 

East Bank were classified as attractive qualities (A) with the highest frequency, and the presence of these requirements in the two 

banks indicates joy and happiness for the customer but does not lead to dissatisfaction with their absence. 

As for questions (1,8) for the Ashur Bank and questions (2,3,6,9) for the Middle East Bank, were classified as basic attributes (M), and 

the basic attributes are attributes whose presence is necessary because they are considered essential and their lack of availability leads 

to a lack of satisfaction and enhances the bank's position in the financial markets, so banks must work to increase it. 

Question (1) for the Middle East Bank was classified as a one-dimensional characteristic (O) according to the highest frequency, and 

bank management must adhere to providing this characteristic as it is directly proportional to customer satisfaction: that is the higher 

the performance of this characteristic, the greater the customer satisfaction, and vice versa 

Table (2) Classification of the reliability dimension according to the Kano model 

Reliability  Assyria Bank Middle East Bank 
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B1 M 0.394 -0.788 A 0.559 -0.441 

B2 A 0.486 -0.429 M+A 0.486 -0.486 

B3 M 0.314 -0.657 M 0.294 -0.618 

B4 A 0.469 -0.406 A 0.688 -0.438 

B5 M 0.258 -0.903 A 0.656 -0.313 
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B6 A 0.657 -0.2 I 0.4 -0.486 

B7 A 0.438 -0.406 I 0.219 -0.438 

B8 M 0.324 -0.735 A 0.515 -0.485 

B9 A 0.545 -0.333 A 0.625 -0.438 

Table (2) shows the results of the reliability dimension and their classification according to the Kano model. The results indicate that 

questions (2, 4, 9) for the two banks, questions for Ashur Bank (6, 7), and questions (1, 5, 8) for Middle East Bank were classified as 

attractive characteristics. (A) These exceed customer expectations and are not expected to exist. 

As for question (3) for the two banks and questions (1,5,8) for Ashur Bank, they were classified according to the highest frequency as 

basic specifications (M), and these characteristics are among the basic items for customers and these characteristics contribute to 

increasing the market share of the bank. 

The two questions (6 and 7) for the Middle East Bank were classified as undistinguished characteristics (I), and customers were 

considered indifferent to their presence or absence in the bank and did not affect their satisfaction. 

Classification of the response dimension according to the Kano model 

Response  Assyria Bank Middle East Bank 
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C1 M 0.313 -0.625 A 0.606 0.455- 

C2 M 0.353 -0.676 M 0.424 0.606- 

C3 A 0.667 -0.091 O 0.581 0.806- 

C4 A 0.706 -0.118 A+M 0.406 0.406- 

C5 I 0.353 -0.324 O 0.516 0.677- 

C6 A 0.457 -0.257 A 0.5 0.397- 

C7 M 0.273 -0.697 I 0.364 0.394- 

C8 I 0.265 -0.324 A 0.641 0.359- 

C9 A 0.471 -0.176 M 0.424 0.515- 

Table (3) shows the results of the response dimension and its classification according to the Kano model, where the results indicate 

that the two banks shared that questions (4,6) were classified as attractive qualities, while questions (3,9) were classified as attractive 

qualities for Ashur Bank, and questions (1, 8) for Middle East Bank also has attractive qualities (A), meaning that these exceed the 

expectations of customers and are not expected to exist. 

As for question (2) for the two banks, and questions (1, 7) for the Ashur Bank, and question (9) for the Middle East Bank, they were 

classified, according to the highest frequency, as basic specifications (M), which are among the basic characteristics of customers, and 

these characteristics contribute to increasing the share market for the bank. 

The two questions (5, 8) for  Ashur Bank and question (7) for Middle East Bank were classified as undistinguished characteristics (I), 

and customers were considered indifferent to their presence or absence in the bank and did not affect their satisfaction. 

The two questions (3, 5) of the Middle East Bank were classified as one-dimensional (O) and according to the highest frequency. 

Table (4) Classification of the security dimension according to the Kano model 

Security  Assyria Bank Middle East Bank 
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D1 M 0.353 -0.765 A 0.543 - 0.429 

D2 M 0.412 -0.559 M 0.377 -0.609 

D3 A 0.571 -0.371 M 0.286 -0.686 

D4 A 0.545 -0.212 A 0.581 -0.355 

D5 A 0.645 -0.226 I 0.406 -0.493 

D6 I +A 0.412 -0.176 M 0.412 -0.588 

D7 A 0.545 -0.273 O 0.571 -0.543 

D8 M 0.314 -0.714 A 0.706 -0.294 

D9 M 0.382 -0.471 M 0.377 -0.609 

Table (4) shows the results after the guarantee and their classification according to the Kano model. The results indicate that the 

question (4) For the two banks, the questions for Ashur Bank (3,5,7), and questions (1,8) for Middle East Bank were classified as 

attractive qualities (A), meaning that these exceed the expectations of customers and are not expected to exist. Questions (2,9) for the 

two banks, questions (1,8) for Ashur Bank, and questions (3,6) for Middle East Bank were classified according to the highest 

frequency as basic specifications (M). These characteristics are among the basic items for customers and these contribute to attributes 

in increasing the market share of the bank. 

Question (6) for Ashur Bank, and question (5) for Middle East Bank were classified as non-distinguishing qualities (I): customers are 

considered indifferent to their presence or absence in the bank and do not affect their satisfaction. 

Question (7) of Middle East Bank was classified as one-dimensional (O), according to the highest frequency 

Table (5) Classification of the empathy dimension according to the Kano model 

Empathy  Assyria Bank Middle East Bank 
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E1 M 0.364 -0.818 A 0.576 -0.485 

E2 M 0.281 -0.75 M 0.394 -0.606 

E3 A 0.647 -0.147 A 0.6 -0.433 

E4 A 0.667 -0.091 I 0.393 -0.393 

E5 A 0.469 -0.188 A 0.536 -0.393 

E6 I 0.242 -0.364 M 0.468 -0.532 

E7 A 0.667 -0.152 O 0.6 -0.633 

E8 I 0.5 -0.206 I 0.345 -0.488 

E9 M 0.219 -0.688 M 0.353 -0.588 

Table (5) shows the results of the sympathy dimension and its classification according to the Kano model, where the results indicate 

that questions (3,5) for the two banks, questions (4,7) for Ashur Bank, and question (1) for Middle East Bank were classified as 

attractive qualities (A), meaning that these superior customer expectations are not expected to exist. 

Questions (2, 9) for the two banks, and question (1) for Ashur Bank, and question (6) for Middle East Bank, were classified according 

to the highest frequency as basic specifications (M). These characteristics are among the basic items for customers, and these 

characteristics contribute to increasing the share market for the bank. 

Question (8) for the two banks, question (6) for Ashur Bank, and question (4) for Middle East Bank were classified as undistinguished 

qualities (I), and customers were considered indifferent to their presence or absence in the bank and did not affect their satisfaction. 

Question (7) of the Middle East Bank, it was classified as one-dimensional (O) and according to the highest frequency 
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Third: Evaluating the availability of the customer's requirements in the bank's services 

To determine the size of the gap between what the customer requires of attractive and basic characteristics and the availability of these 

characteristics in the services provided by the bank, a checklist was prepared according to the classification of the customer’s 

requirements according to the Kano model, which checklist consisted of seven levels (fully implemented, documented, fully 

implemented partially documented, fully implemented not documented, partially implemented fully documented, partially 

implemented partially documented, partially implemented not documented, not implemented not documented). 

Table (6 ) The reality of the size of the gap by applying the requirements according to the Kano model and for the 

two banks 

customers requirements application reality The degree achieved by each bank  

Assyria Bank Middle East Bank 

customers requirements 

Weighted arithmetic mean 3.608 3.578 

The percentage of compliance 60% 60% 

Gap ratio 40% 40% 

attractive requirements 

Weighted arithmetic mean 4.062 3.812 

The percentage of compliance 68% 64% 

Gap ratio 32% 36% 

total requirements 

(attractive and basic) 

Weighted arithmetic mean 3.835 3.695 

The percentage of compliance 64% 62% 

Gap ratio 36% 38% 

Discuss the results 
The Kano model is a necessary tools for classifying the a 

customer's requirements according to their degree of 

importance. Knowing the customers' needs and requirements 

for banking services is necessary for the success and survival 

of any bank. The customer's prioritization of banking service 

varies according to their needs and the nature of their work. 

One bank to another according to the needs and requirements 

of the bank’s customers. The classification of the paragraphs 

of each dimension of the quality of banking service differs 

according to the Kano model and their location in the degree 

of importance. With regard to the sample’s tendency toward 

the dimensions of quality, the reliability dimension had the 

highest arithmetic mean for the dimensions of banking quality 

for the Middle East Bank Iraqi Investment, while the 

guarantee dimension had the highest arithmetic mean For 

Ashur International Bank, the number of basic, attractive, and 

one-dimensional requirements differed between the Iraqi 

Middle East Investment Bank and the Ashur International 

Bank: no adverse requirements were classified, indicating that 

the two banks (Iraqi Middle East for Investment and Ashur 

International) provide their services at a medium quality level, 

and the basic, attractive, non-distinctive, and one-dimensional 

requirements differ From the Middle East Bank for what the 

customer specified in the Ashur Bank. 

It reflects the satisfaction or dissatisfaction of the customer, 

The paragraph of the bank’s preservation of the 

confidentiality of accounts and the speed of customer 

transactions had the highest index of satisfaction for the 

customer with the paragraphs of the quality of banking service 

provided by the Middle East Bank. Finance is attractive and 

communication over the phone and e-mail to the bank is easy 

and available on the highest index of customer satisfaction in 

Ashur International Bank, where the results showed the 

customer's dissatisfaction with Ashur Bank's interest in 

making the devices and equipment used the latest. 

The size of the gap between the customer's requirements and 

what the bank provides for those requirements differed 

between the Middle East Bank and Ashur International Bank 

with regard to the attractive, basic, non-discriminatory, and 

one-dimensional requirements. The gap between what the 

bank's customers demand and the actual reality of the service 

provided to bankers 

(Appendix 1) 

Tangibility 

seq questions 

A1 
The bank works to ensure that the devices and 

equipment used are up-to-date. 

A2 
The bank offers visually appealing physical 

facilities. 

A3 The bank has suitable parking spaces. 

A4 
The bank's employees are characterized by decent 

and good appearance. 

A5 The bank enjoys an easily accessible location. 
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A6 
Brochures, credit notes, checks, and similar 

materials are visually appealing. 

A7 

The presence of an ATM in the bank building 

increases the number of customers and attracts new 

customers. 

A8 
The bank provides loans through electronic cards, 

which increases the loyalty of existing customers. 

A9 
The presence of ATM services in multiple regions 

increases the competitiveness of the bank. 

 
 Reliability 

seq questions 

B1 
Employee affirmation behaviors instill confidence 

in customers. 

B2 

The bank's employees have distinguished expertise 

that can be relied upon to provide high-quality 

services. 

B3 
The bank is committed to its promises to its 

customers. 

B4 
Bank employees are interested in solving customers' 

problems. 

B5 The bank does the service right the first time 

B6 

The presence of modern technologies such as early 

warning contributes to reassuring customers to deal 

with the bank. 

B7 The waiting time for the service is short. 

B8 The bank is keen on having error-free records. 

B9 
The bank employee is characterized by initiative 

and speed in delivering banking services 

 
 Response 

Seq Questions 

C1 
The staff has the competent knowledge to answer 

questions 

C2 
The staff at the bank will tell you exactly when the 

services will be done. 

C3 
The bank sends currency rates to existing customers 

on a daily basis. 

C4 
Contacting the bank via phone and via e-mail is 

easy and available. 

C5 
The bank management responds to customer 

complaints and deals with them quickly. 

C6 
 The bank's staff is interested in answering inquiries 

in a timely manner. 

C7 The service can be obtained instantly. 

C8 
The procedures for providing banking services are 

smooth and flexible 

C9 
The services provided by the bank satisfy the 

desires and needs of the customer 

 
 Security 

seq questions 

D1 Bank employees instill confidence in customers. 

D2 
Customers feel safe in their dealings with the bank's 

employees. 

D3 
The bank provides ways to protect money by 

investing in successful projects. 

D4 The staff at the bank are friendly and polite 

D5 
The employees of the bank always respect the 

customers. 

D6 
The behavior of employees gives confidence to do 

business. 

D7 
The bank's employees have good communication 

skills and a positive approach 

D8 
The bank maintains the confidentiality of accounts 

and the confidentiality of customer transactions. 

D9 
Employees show a high sense of preserving 

customers' money 

 
 

 
Empathy 

seq questions 

E1 The bank gives the customer individual attention 

E2 
The bank has suitable working hours for all 

customers 

E3 
Bank employees give the customer a sense of 

personal attention. 

E4 
Bank employees show personal knowledge of the 

customer and make sure to welcome him. 

E5 
The bank offers customers loans at low interest 

rates. 

E6 
The bank places the interest of the customer at the 

forefront of its interests. 

E7 

The employees of the bank have knowledge of 

customers' needs and are interested in achieving 

them. 

E8 
The bank staff assists the customer in filling out the 

required data in banking transactions. 
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E9 
The bank's work team considers the customer to be 

the most important link in the bank. 
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