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Abstract: This research examines the role of smart card banking services in enhancing the perceived 

quality of service in Iraqi commercial banks. Despite the global advancement in electronic banking, 

Iraqi banks lag in effectively utilizing smart card services. This study aims to identify the 

relationships between smart card banking services and perceived service quality, uncovering 

deficiencies such as inadequate ATM and POS availability, limited ATM functionalities, and 

weaknesses in technical and marketing aspects. Using a quantitative research method, the findings 

highlight the need for developing and redesigning smart card services to better meet customer 

needs. The study recommends that bank management allocate funds to increase ATMs and POS 

systems, expand ATM services, and establish technical units focused on developing high-quality 

electronic services. These measures are essential for improving customer satisfaction and achieving 

higher service quality. 
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1. Introduction 

Iraqi banks operate in the era of technological progress in the fields of information 

and communications technology, and smart cards are considered one of the most 

important features of the modern era, as they achieve speed, ease and security in 

performing financial transactions between the bank and its customers instead of 

traditional means of payment, and in order for banking institutions to perform their 

functions efficiently and effectively. It must provide advanced banking services with a 

quality that suits customers’ expectations, because of the resulting reputation among its 

customers and thus its market share. Therefore, Iraqi commercial banks must distinguish 

themselves from their competitors, by providing banking services via smart cards as a 

means that enables them to Achieving perceived service quality. 

 

2. Materials and Methods 

First: The research problem: One of the most important things that banks seek is to 

provide high-quality banking products and services that are suitable for the customer. To 

remain in the competitive market, increase market share, and thus maximize profits, as 

perceived service quality is one of the critical issues in banking, as it is a major factor in 

determining the customer’s behavior towards the bank, and to achieve this, new and 

innovative banking products and services must be provided that meet the needs and 

desires of the customer. Therefore, it is necessary to attract the attention of Iraqi 

commercial banks to adopt modern methods such as providing banking services via smart 
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cards. From the above, the research problem can be formulated by raising the following 

questions: 

1. Have Iraqi commercial banks achieved tangible success in providing banking 

services via smart cards? 

2. What is the level of perceived service quality provided by Iraqi commercial 

banks? 

3. Is there a relationship between banking services via smart cards and perceived 

service quality? 

4. Is there an influence relationship between banking services via smart cards and 

perceived service quality? 

Second: The importance of the research: The importance of the research is 

summarized in the following: 

1. Knowing the extent of Iraqi commercial banks’ interest and capabilities in 

employing banking services via smart cards in order to achieve perceived service 

quality. 

2. Raising the motivations of Iraqi commercial banks to overcome the phenomenon 

of neglecting the importance of perceived service quality, as it leads to 

maximizing their returns and enhancing their reputation among other 

institutions. 

3. Ease of financial transactions between the bank and the customer, by providing 

smart card services around the clock. 

Third: Research objectives: This research aims to: 

1. Analyzing the extent to which the provision of banking services via smart cards 

is beneficial in achieving customer-perceived quality of service. 

2. Identify the level of perceived service quality provided by Iraqi commercial 

banks. 

3. Diagnosing the most prominent challenges facing Iraqi commercial banks, to 

keep pace with the rapid developments of information and communications 

technology. 

4. Clarifying and interpreting the nature of the correlations and influence between 

banking services via smart cards and the perceived quality of service in Iraqi 

commercial banks. 

Fourth: Research hypothesis: The research is based on the following main 

hypotheses: 

The first main hypothesis: There is a significant correlation between banking services 

via smart cards and perceived service quality at a significant level (0.05) 

The second main hypothesis: There is a significant influence relationship between 

banking services via smart cards and perceived service quality at a significant level (0.05) 

Fifth: Research population and sample: The research population is represented by 

the (16) Iraqi public and private commercial banks, according to the annual report issued 

by the Central Bank of Iraq for the year 2019. A random sample was chosen, representing 

four banks, and the (intentional) research sample included employees responsible for 

Providing electronic banking services in banks, the research sample/public administration, 

which numbered (125) individuals, which constitutes (75%) of the total research 

population, which amounted to (167) individuals, and a sample of the various customers 

who deal with these banks, and the beneficiaries of smart card services, which amounted 

to (167) individuals. Their number is (125) customers, and Table No. 1 shows this: 

 

 

 



 70 
 

  
International Journal of Business Diplomacy and Economy 2024, 3(3), 68-82.   http://inter-publishing.com/index.php/IJBDE 

 

 

 

 

 

 

 

 

 

3. Discussion 

First: A study (Ismail et al., 2013), entitled “The smart card and its impact on reducing 

some banking risks - an exploratory study of a sample of customers of Rafidain Bank - Al 

Khadra Branch”: This study aims to explain the role, impact and importance of the smart 

card in reducing banking risks, One of the most important conclusions reached by the 

study is that there is an impact of the smart card in reducing banking risks, and it 

recommended the necessity of applying information technology tools in banking work in 

order to facilitate the process of using the smart card by a large number of individuals and 

institutions [1]. 

Second: A study (Al-Bahi, 2016) entitled “The impact of the quality of electronic 

banking services on customer satisfaction - a field study on the Jordan Islamic Bank in 

Amman - Jordan”: This study aims to identify the impact of the quality of electronic 

banking services in its dimensions (ease of use, time saving, Confidentiality, security) on 

customer satisfaction, and one of the most important conclusions reached by the study is 

that the level of quality of electronic banking services in general was high, and the study 

recommended the necessity of maintaining the high level of the quality dimensions of 

these services and monitoring them from time to time [2]. 

The second topic: The theoretical framework for banking services via smart cards 

and the perceived quality of service: 

1. Banking services via smart cards. 

  First: The concept and definition of banking services via smart cards: These cards 

appeared after the problems that accompanied traditional credit cards with a magnetic 

stripe. They were invented by the French electronics engineer (Ronald Moreno) in 1974, 

and with them he invented the electronic fulfillment device (TPE) that is used by 

merchants who. They accept dealing with these cards, and their use began in 1980 by 

Philips, and then their use spread [3]. These cards are considered one of the latest types of 

non-cash payment tools, as they are distinguished by their versatility and ability to store a 

large amount of information, and the holder avoids the risks of fraud that face other cards 

[4]. They are known as: cards with an electronic chip that provide greater features and 

capabilities than traditional cards with a magnetic stripe. They contain advanced and 

complex encryption techniques that provide high protection against counterfeiting. They 

can also be used for multiple purposes and functions, such as a loyalty and credit card, 

storing value, and also as a repository for storing information. Personal cards [5], and 

Ahmed defined them as: plastic cards equipped with an electronic chip that have the 

ability to store specific amounts of data, and can be used to pay online and purchase from 

traditional markets [6]. 

     From the above, the researcher believes that the smart card: is an electronic tool 

used for fulfillment, withdrawal and transfer of money, and it contains a type of electronic 

chip located on one side of the card that works as a microprocessor by passing it through 

the card reader, through which the data on the card is accessed [7]. 

Table 1. Banks of the research sample 

Source: Prepared by the researcher. 
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Second: Types of smart cards: Smart cards are divided into several types according 

to the purpose of issuing them, as follows: 

1.  Credit Card: It is a magnetic plastic card that contains information such as the 

name of its holder, the date of its issuance, and the date of its expiration. The holder is 

given his own secret number, and it can be used to withdraw money and make purchases 

from the markets in which it deals [8]. It allows its holder to obtain a credit facility from its 

source, under which the customer obtains the required goods and services by presenting 

them to the merchant, and their value is paid from the issuing bank, and the card-issuing 

bank receives interest in exchange for providing financial credit to its holder. Banks grant 

these cards to the customer after verifying the validity of the card. Its financial solvency or 

in exchange for guarantees [9], and the customer must pay the value of the services he 

obtained to the bank within an agreed upon period from the date of his receipt of the list 

of purchases he made [10], and it is used as a tool of loyalty and credit. at the same time; 

Because it allows the bearer to obtain goods and services and pay their value in a later 

period [11]. 

The most prominent types are: 

A. The Visa Card: It is one of the most widespread cards in the world. It is issued 

by the International Visa Organization, which is headquartered in San Francisco, 

California, in the United States of America. Financial and banking institutions 

participate in the membership of this organization, and contract with it in order 

to issue These cards are subject to the terms and conditions of their issuance, the 

most important of which is the gold and silver Visa card [12]. 

a) Visa Silver Card: It has relatively low credit limits, and is granted to 

customers who meet the minimum requirements for issuing a card. 

b) The Golden Visa Card: It has high credit limits and is granted to high-net-

worth customers, in addition to granting its holder life insurance, health 

insurance, and many international services, such as priority reservations 

in travel agencies and hotels [13]. 

B. Master Card: These cards are less widespread than the Visa Card, and the 

headquarters for their issuance is located in St. Louis in the United States of 

America. They provide the same services as the Visa Card, and are somewhat 

similar to them in terms of organization and management. Financial and banking 

institutions participate in its membership and contract with them in order to 

issue them [14]. 

2. Non-credit cards: These cards are used to debit customers’ credit accounts and do not 

give the customer any credit. They are only a fulfillment tool that enables the customer 

to fulfill the value of goods and services instead of cash, by passing them through a 

merchant’s device connected to a center. The cards are with the issuing bank, and their 

data is read through the microprocessor. If the balance allows the deduction, it is done 

automatically and the value is added to the merchant’s account. However, if it does 

not allow, this appears on the device and the process is not completed [15]. It includes 

several types: 

A. Automated teller machine (ATM-Card): This card is issued by the bank itself or 

in agreement with a company, and allows the customer to carry out cash 

withdrawals within the limits of his credit balance with the bank, make deposits, 

inquire about the balance, and request a short balance statement through the 

bank’s ATMs. In addition to the possibility of withdrawing cash from ATMs of 

other banks participating in the same network in exchange for a commission [16], 

these cards give their holder the ability to withdraw cash amounts from his 

account up to an agreed upon maximum limit, and he is also entitled to 

withdraw more than the agreed upon limit. It is charged in exchange for a 



 72 
 

  
International Journal of Business Diplomacy and Economy 2024, 3(3), 68-82.   http://inter-publishing.com/index.php/IJBDE 

commission, and it is used by the customer inserting his card through the ATM, 

which asks him to enter the secret number (PIN). After verifying the validity of 

the number, the device asks the customer to select the service he needs via the 

keyboard and then press the accept key [17]. 

B. Prepayment card: This type of card allows the customer to purchase it and pay 

for it in advance without the need to have his own bank account in the bank that 

issued the card. It can be used internationally and has a specific amount with a 

certain ceiling [18]. 

T - Debit card: This card is used for purchases, and its use depends on the 

availability of the balance with the bank. It is linked to the customer’s current 

account. It is rejected if the value of the purchase exceeds the balance of the 

customer’s account with the bank. In the event of a sufficient balance, the value of 

the purchases is deducted from the balance. The card [19]. 

Perceived service quality: 

First: The concept and definition of perceived service quality: The concept of service 

quality is closely linked to the customer’s requirements and expectations, as the service 

provided must have characteristics that distinguish it from others, so that the customer can 

know through it the extent of this service’s ability to meet his current and future needs and 

desires [20], and in light of the critical competitive environment, in order to gain and retain 

customers, banks must provide distinguished and high-quality banking services, and 

improving the quality of service can enhance customer confidence, satisfaction, 

commitment, loyalty and retention, and in order to adapt to threats and seize 

opportunities, they should Banks must be aware of the specific dimensions for evaluating 

service quality, then pay attention and provide performance according to these dimensions 

[21], as service quality is crucial to the success of any service organization, as it closely 

interacts with various aspects, and gives customers the opportunity to evaluate services 

from By comparing what they received with the services required versus what they were 

given, the quality of service therefore plays a crucial role in adding value to the customer’s 

experience [22], and quality from the customer’s perspective means “meeting or exceeding 

the customer’s expectations” [23], and thus the quality of service is one of the main factors 

for building the customer’s perceived value, and thus influencing the purchase intention, 

market share, and the level of profitability, which is one of the ultimate goals of every bank. 

In addition, the quality of service plays a major role in attracting customers and gaining 

their loyalty and profitability [24], quality from the perspective of the service provider (the 

bank) means conformity of the service to the standards previously set for it, while from 

the perspective of the beneficiary (the customer) it means the compatibility of this service 

with his expectations and uses [25]. Both (Baskar, Ramesh) perceived service quality as: a 

measure of the extent to which the level of service provided matches customer expectations 

[26]. Chieh also defined it as: the customer’s perception of the overall quality or superiority 

of the product or service in relation to its intended purpose compared to other alternatives 

[27]. 

      From the above, the researcher believes that perceived service quality is the 

degree to which the service is able to meet customers’ expectations, such that it meets the 

needs and desires of customers with a high degree of effectiveness and efficiency. 

Second: Criteria for measuring perceived service quality: The customer can judge the 

quality of the banking service provided, and form his perception of it through a set of 

criteria of relative importance to the customer, which are as follows: 

1. Dependency: It is represented by the guarantees provided by the bank and the 

ability to adhere to the deadlines set for carrying out work, and thus the ability to 

rely on the bank. 

2. Physical evidence: It represents the tangible material things in the work 

environment, such as modern technical devices, physical facilities that are 
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appropriate for the type of service provided, and the design of buildings, as well 

as the presence of employees with tidy uniforms and good behavior [28] 

3. Reliability: It refers to the bank’s ability to fulfill promises correctly, and provide a 

service to the customer that is able to meet his needs and desires, and is as risk-free 

as possible. 

4. Response: It refers to the bank providing the service’s intention and enthusiasm to 

help customers by providing the required services, and this ability is determined 

by the bank’s organizational flexibility and productivity [29]. 

5. Performance: The levels at which the service characteristics operate (low, medium, 

high, very high). 

6. Ease of obtaining the service (Accessibility): Obtaining the required service 

without obstacles, which may constitute an obstacle to obtaining the service. 

7. Timing: Speed in providing the service, and providing it at the right time, is one of 

the important criteria for the quality of banking service from the customer’s point 

of view [30] 

8. Efficiency: The bank’s possession of employees who have knowledge, skill, and 

technical ability, and the extent to which the customer is convinced of the efficiency 

of the service provided and its effectiveness in conveying confidence to the 

customer [31]. 

 The relationship between banking services via smart cards and perceived service quality: 

Smart cards are the newest type of bank cards, and the most secure. They contain 

computer chips or a microprocessor, and store all the information about the holder, such 

as the name, address, phone number, card number, and the name of the issuing bank. The 

customer can load the card with the amount he wants from his account opened with the 

bank. And withdraw from it anytime and anywhere when needed using automated teller 

machines (ATM). It has a data storage capacity much larger than that of cards with 

magnetic stripes. It is also characterized by flexibility of use, as it combines the advantages 

of traditional paper money and electronic payment cards. Modern [32], and that the quality 

of the smart card service has an impact on customers’ behavior towards the bank based on 

their assessment of the quality, so the bank’s management must allocate the necessary 

resources to ensure the achievement of high quality in the performance of the smart card 

service [33], as the customer compares the perceived service that he actually received, and 

the service as he expected it. If the perceived service was less than expected, he would feel 

dissatisfied and dissatisfied, and if they were equal, his feeling would be acceptable, 

depending on the quality of service provided by competing banks. However, if the 

perceived Greater than expected, the customer’s feeling is positive, and his loyalty to the 

bank increases [34]. 

From the above, the researcher believes that providing banking services via the smart 

card provides many advantages for both the bank and the customer, as well as for the 

merchants and society as a whole, including saving time and effort, security, reducing cost, 

ease of portability and use, and others, and banks must provide them with appropriate 

quality. And a reasonable price; To achieve customer satisfaction, and thus enable the bank 

to retain current customers, attract new customers, increase the number of smart card 

customers, and achieve maximum profits by providing high-quality smart card services to 

the customer. 

The third topic: The practical framework for banking services via smart cards and 

the perceived quality of service: 

An introductory overview of Iraqi commercial banks, the research sample. 

First: A brief overview of Al-Rafidain Bank: Al-Rafidain Bank was established 

pursuant to Law No. (33) of 1941, and began its operations on 5/9/1941. Then it went 

through multiple stages of merger starting in 1964, which included the commercial banks 

that were operating in Iraq, where they were In 1974, it was unified with Al-Rafidain Bank, 
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and it became the only commercial bank in Iraq at that time, as it continued to operate 

alone in the field of banking until 1988, which witnessed the establishment of another 

government bank, Al-Rashid Bank, and in 1998 it was transformed into a public company 

owned by the state according to In accordance with the provisions of Public Companies 

Law No. (22) of 1997, with the aim of contributing to supporting the national economy in 

the field of commercial banking, investing money, and providing financing to various 

sectors in accordance with development plans, and within the framework of the state’s 

economic, financial, and monetary policies, the number of bank branches is currently (164) 

branches. Inside Iraq, in addition to (7) branches abroad, namely: Cairo, Beirut, Abu Dhabi, 

Bahrain, Sanaa, Amman, Jabal Amman [35]. 

Second: A brief overview of Al-Rasheed Bank: Al-Rasheed Bank is the second largest 

government bank in Iraq. It was established in 1988 pursuant to Law No. (52) and became 

a public company pursuant to Public Companies Law No. (22) for the year, 

The bank has (151) branches spread throughout Iraq. Its mission is to contribute to 

the development of the Iraqi economy by providing integrated banking services of high 

quality according to leading international standards, and its vision 

To be part of the leading integrated financial group in Iraq and to be trusted and 

respected by both its customers and competitors. 

Third: A brief overview of Al-Khaleej Commercial Bank: Al-Khaleej Commercial 

Bank was established in 1999, and began practicing its business through the main branch 

on 4/1/2000, in accordance with the provisions of the Central Bank of Iraq Law No. (64) of 

1976, for the bank to practice comprehensive banking activities. The number of the bank’s 

branches reached (21), seven of which were distributed in Baghdad, and fourteen branches 

spread in other governorates. 

Fourth: A brief overview of the Iraqi Middle East Investment Bank: The Iraqi Middle 

East Investment Bank was established in 1983, and the bank began conducting its business 

through the main branch on 5/8/1994, and the number of the bank’s branches reached (18), 

including six branches operating in Baghdad. And twelve branches spread in other 

governorates. 

 

 

4. Result 

First: Descriptive analysis of the questions of the questionnaire axes: frequencies, 

percentages, arithmetic means, standard deviations, coefficient of variation, direction of 

the research sample and level of importance for all questionnaire items were extracted. The 

following tables show the results that were reached from the point of view of the research 

sample members, and they were as follows: 
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From Table 2 above, the following results are clear for all items of the axis (banking 

services via smart cards) heading towards (agree) from the point of view of the research 

sample, with an arithmetic mean value of (3.62), and with very good harmony in the 

answers, and this is confirmed by the value of the deviation. The standard and coefficient 

of variation were valued at (0.58) and (15.99), respectively. The final result for the axis came 

in a general percentage of (67%), distributed between (strongly agree) and (agreed), which 

is the highest percentage of agreement, and the graph (1) shows this. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 2. Paragraphs of the first axis (banking services via smart cards) 

 

   Source: Prepared by the researcher, based on the results of the statistical analysis program 

SPSS-26 

Chart 1. The final result of the variable (banking services via smart cards) 

Source: Prepared by the researcher, based on the results of the 

statistical analysis program SPSS-26 
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As for the frequencies, percentages, arithmetic means, standard deviations, 

coefficient of variation, and trend of the research sample for the items of the second axis - 

perceived service quality, as shown in the following table: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

From Table 3 above, the following results are clear for all items of the (perceived 

service quality) axis, moving towards (neutral) from the point of view of the research 

sample, with an arithmetic mean of (2.24), and moderate harmony in the answers, and this 

is confirmed by the value of the standard deviation and the coefficient of variation. Their 

values are (1.24) and (41.9), respectively. The final result for this axis was (49%) distributed 

between (disagree) and (strongly disagree), as shown in the graph (2). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3. Paragraphs of the second axis (perceived service quality) 

Source: Prepared by the researcher, based on the results of the statistical analysis program 

SPSS-26. 

Chart 2. The final result of the variable (perceived service quality) 

Source: Prepared by the researcher, based on the results of the 

statistical analysis program SPSS-26. 
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First - The first main hypothesis: There is a significant correlation between banking 

services via smart cards and perceived service quality at a significant level (0.05). To test 

this hypothesis, we will rely on the Pearson correlation between the independent variable 

(banking services via smart cards) and the dependent variable (perceived service quality), 

according to the following table: 

 

 

 

 

 

 

 

 

 

 

 

 

From Table 4 above, we note that the value of the correlation coefficient between the 

independent variable (banking services via smart cards) and the dependent variable 

(perceived service quality) is (0.749), which is a strong positive correlation, and that its 

probability value reached (0.007), which is less From the level of significance (0.05), that is, 

it is a statistically significant, significant correlation, which indicates that there is a strong, 

positive, significant correlation between the variable of banking services via smart cards 

and the variable of perceived service quality, and thus we accept the first main hypothesis, 

meaning (there is a relationship A significant correlation between banking services via 

smart cards and perceived service quality at a significance level of 0.05). 

Secondly - The second main hypothesis: There is a significant influence relationship 

between banking services via smart cards and perceived service quality at a significant 

level (0.05). To test this hypothesis, we will rely on simple linear regression analysis, as the 

independent variable is (banking services via cards). Smart) and the dependent variable is 

(perceived service quality), according to the following tables: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4. Pearson correlation between the independent variable (banking services via smart 

cards) and the dependent variable (perceived service quality) 

Source: Prepared by the researcher, based on the results of the statistical analysis program 

SPSS-21 

Table 5. ANOVA to test the relationship of the effect of the banking services 

variable via smart cards on the perceived service quality variable 

Source: Prepared by the researcher, based on the results of the statistical analysis 

program SPSS-26 
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From Table 5 above, we notice that the arithmetic F value is (34.468), and the tabular 

F value is (3.89). We note that the arithmetic F value is greater than the tabular value, and 

the test probability value of (0.00) is smaller than the significance level (0.05). This indicates 

that the simple linear regression model is valid for measuring the causal relationship 

between the independent variable and the dependent variable, that is, we accept the 

previous hypothesis meaning (there is a significant influence relationship between 

banking services via smart cards and perceived service quality at a significance level of( 

0.05). 

As for testing the simple linear regression coefficients related to the model, it can be 

reached through the following table: 

 

 

 

 

 

 

 

 

 

 

 

 

 

From Table 6 above, we note that the value of the t-test for the variable (banking 

services via smart cards) reached (5.87), and its probability value is (0.00), which is smaller 

than the significance level (0.05), which indicates that the variable (services Banking via 

smart cards) has a significant impact relationship at a significant level (0.05) on the variable 

(perceived service quality) in the simple linear regression equation. The value of the beta 

coefficient reached (0.49), and this means that a change in the amount of one unit in 

banking services via Smart cards will lead to a change in perceived service quality by 

(49%). 

 

 

5. Conclusion 

First: Conclusions: Based on the above, a set of conclusions were reached, as follows: 

1. The use of smart cards leads to getting rid of traditional work, and raising the 

efficiency of the bank’s performance in its financial transactions, by facilitating 

the interaction between the bank and the customer, in addition to reducing time, 

effort and cost. 

2. The available automated teller machines (ATM) and electronic points of sale 

(POS) are insufficient, as they are limited to very small numbers spread in 

limited geographical areas that are not commensurate with the size of the smart 

cards issued to customers, in addition to the ATMs being limited to providing 

withdrawal services. Know the balance and make a very small deposit. 

3. . The banks in the research sample suffer from weakness in the technical and 

marketing aspects, in addition to the need to work on developing and 

redesigning electronic banking products and services. To achieve the production 

of high-quality electronic services that meet customers’ needs and desires. 

4. There is a positive relationship between the interconnectedness of services via 

the smart card and the variable of perceived service quality, meaning that we 

know that the search for improving smart card services improves the perceived 

Table 6. Testing the coefficients of the simple linear regression model 

Source: Prepared by the researcher, based on the results of the statistical analysis 

program SPSS-21. 
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quality of service of what the products and services provide are partially 

electronic, free of complexity and routine, which continues 9. The smart card of 

freedom is broader. For customers to choose and type of services.. 

5. There is a positive influence relationship between the variable of banking 

services via smart cards and the variable of perceived service quality, meaning 

that the banks in the research sample providing smart card services has a 

positive effect on the perceived quality of service. 

Second: Recommendations: Based on the conclusions reached by the research, we present 

the following recommendations: 

1. The need for banks to develop banking services provided via smart cards; To 

get rid of traditional work, and raise the efficiency of the bank’s performance 

in its financial transactions, in addition to striving to provide different types 

of smart cards, which in turn will lead to increasing the number of bank 

customers. 

2. In order to use smart cards effectively, bank management must allocate the 

necessary amounts of money to increase the number of automated teller 

machines (ATM) and electronic points of sale (POS) and spread them in 

different geographical areas. To facilitate the performance of financial 

transactions between the bank and the customer, as well as increasing the 

number of services provided through ATMs. 

3. The need for bank management to pay attention to the technical and 

marketing aspects, through the establishment of specialized technical units 

whose primary mission is to develop and redesign electronic banking 

services. To achieve the production of high-quality electronic services that 

meet the needs and desires of customers, based on market research, as most 

of the tasks of the technical departments of the banks in the research sample 

are installing ready-made software and maintaining computers. 

4. Providing the basic infrastructure required for communication networks by 

coordinating the senior management of banks with the Central Bank of Iraq; 

To provide the necessary government support for this, as well as seeking to 

develop the electronic systems used through the assistance of specialized 

technical personnel and companies; To secure safe and effective lines of 

communication between banks and their branches, which is one of the most 

important obstacles that Iraqi commercial banks suffer from. 
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