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ABSTRACT: The internet has the potential to transform banks and the financial sector dramatically. The advent of online banking 

is projected to impact the variety of financial services that banks offer. Service delivery techniques may evolve if banks utilize new 

technology to analyses profitability. Online banking has made banking more accessible and convenient for both banks and 

customers, but it also has its own set of hurdles and problems. Despite the benefits of online banking, banks continue to confront 

difficulties due to customers' reluctance to utilize it. This research will focus on Bank XYZ, a pseudonym of a real Corporate Bank 

in Indonesia. In an effort to compete with other players who have online banking products, Bank XYZ must be able to recognize 

challenges and opportunities that impact their internet banking product, namely XGEB.   

Bank XYZ has over 1400 customers, but only 830 utilize XGEB. Since early 2021, this statistic has not changed. It is undergoing a 

complete digitalization transformation to support its internet banking services in order to give a better customer experience while 

being more customer-centric. According to an interview with Bank XYZ employees that engage directly with customers regarding 

the internet banking service, it was determined that the bank's customer experience has fallen short of optimum customer satisfaction. 

This research discovers a number of internal and external elements that contributed to this. Customers' perceptions of XGEB's utility 

and simplicity of use are influenced by its user interface design and absence of necessary functionality. External challenges include 

the threat of new entrants as well as competition among existing rivals.  

After completing a business solutions analysis, this research concluded that to enhance XGEB usage, Bank XYZ should first identify 

existing and future customer demands, and then provide customized solutions in the manner the consumer expected. In addition, 

this study suggests that XYZ include mobile banking as an internet channel and that XYZ buy or acquire a digitally savvy local 

bank to improve Bank XYZ's competitiveness.  
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1.   INTRODUCTION  

The pandemic has caused significant shifts in people's traditional behavior, causing them to become more digital. In addition to the 

fall in the real sector, constraints on mobility and outdoor activities impacts the growth of digital transactions. People nowadays 

prefer to shop online though e-commerce and making digital payments. The digital transformation that occurs is the impact of efforts 

to create a new life order or the new normal era for the community to adapt in adapting to the conditions of the COVID-19 pandemic.  

The volume of electronic money transactions is expected to rise during 2020, indicating that digital transformation is progressing. 

According to Bank Indonesia data, the volume of electronic money transactions in 2020 climbed by 46% year on year (from January 

to October), reaching IDR 163.4 trillion, up from IDR 112.1 trillion the previous year. Meanwhile, the nominal value of mobile 

banking transactions increased by 35% in 2020 compared to the previous year (year on year, from January to September), with a 

total transaction of IDR 3,349 trillion compared to IDR 2,493 trillion the previous year. 

Even though online banking provides a variety of services, Indonesian banking still faces an issue in the form of a low acceptance 

rate. According to certain research findings, perceptions of the simplicity of use, security, and benefit have a substantial impact on 

online banking uptake in Indonesia. The customer's understanding of the system is critical to successful internet banking. As a result, 

banks must learn how clients accept internet banking services to develop strategic strategies and enhance market conditions. 

However, despite the benefits of internet banking, banks continue to face challenges relating to customers' unwillingness to use it. 

Furthermore, to attract and maintain consumers, banks must offer high-quality Internet services. 
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2. BUSINESS ISSUE  

1. The high numbers of players that provide e-Banking services means that the competition will continue to rise. XYZ has 

over 1400 customers, with XGEB being used by only 830 of them. This figure has not yet changed since early 2021. To 

compete with other players who have online banking products, XYZ must be able to recognize challenges and opportunities 

that impact XGEB, as well as assess internal and external factors that can boost XGEB consumer adoption and XYZ service 

to its clients.  

2. With more than 40% of transaction in Bank XYZ are being done manually instead of using XGEB, more employees are 

needed to input and check the Customer’s transactions. This may lead to higher possibility of human error which will then 

lead to the vulnerability of operational errors. Due to pandemic, only limited employees can work from office, this means 

more time is needed to handle each transaction. Manually handling transactions necessitates the usage of a great deal of 

paper, printer ink and physical storage which increases the company’s expenses.  

  

3. METHODOLOGY  

This research uses qualitative research methods to investigate and grasp the research questions, business issues, and business 

strategies. PESTEL Analysis and Porter’s 5 Forces are used as external analysis, while VRIO analysis and Interview analysis with 

XYZ’s employee are used as an internal analysis. Results from external and internal analysis are mapped into The SWOT Matrix. 

The TOWS Matrix analysis is the first technique used for strategy development to design a plan based on pairing internal 

environment. Furthermore, using Porter Generic Strategy as an approach to outperform competitors in related industries can be 

generated. Then, the Diamond Strategy formulation is selected as the ultimate strategy analysis to focus the company's production, 

composition, and strategic design. 

  

4. DATA ANALYSIS  

A.  PESTEL Analysis  

Political Factor  

Indonesia is focusing on three areas during its G20 Presidency: building a stronger global health architecture, fostering energy 

transition, and conducting digital transformation. The government is eager to improve people' digital skills and literacy, and it 

hopes for a smooth transition of public activities to the digital arena.  

Bringing the digital transformation problem to the G20 is intended to optimize inclusive digital technology use by accelerating 

digitalization in multiple areas, including the economic sector. Digitalization is critical, particularly in the financial sector, 

because many residents do not have bank accounts and so do not have access to comprehensive banking facilities and services. 

To that purpose, digital banking and money are more important nowadays.  

According to Annual Report Ministry of Communication and Information Technology, President Jokowi emphasized the 

following five points as a strategic approach to accelerate digital transformation in the COVID19 pandemic:  

1) Acceleration of access opening, improvement of digital infrastructure, and internet service availability  

2) Creating a digital transformation plan for key industries  

3) Accelerate the integration of national data centers  

4) Prepare digital talent for human resources  

5) Prepare regulations, funding schemes, and digital transformation financing  

Economical Factor  

According to Gross Merchandise Value (GMV), Indonesia's digital economy was valued at US$70 billion in 2021 during the 

epidemic. In fact, by 2025, the sum is expected to rise to US$146 billion. In addition, five start-ups are expected to attain unicorn 

status by 2021. Other industries, such as edu-tech and health-tech, are also rapidly developing in the middle of the epidemic. 

However, the promise of digital technology will not be fully realized if those who have it been unable to use it efficiently. 

International cooperation and cooperation must be fostered in order for digital transformation to contribute to global economic 

progress, particularly for underdeveloped nations. 
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Sociocultural Factor  

The pandemic has caused significant shifts in people's traditional behavior, causing them to become more digital. In addition to 

the fall in the real sector, constraints on mobility and outdoor activities impacts the growth of digital transactions. People 

nowadays prefer to shop online though e-commerce and making digital payments. The digital transformation that occurs is the 

impact of efforts to create a new life order or the new normal era for the community to adapt in adapting to the conditions of the 

COVID-19 pandemic.  

The progress of digital transformation is indicated by the increase in the number of electronic money transactions throughout 

2020. According to the data from Bank Indonesia, the number of electronic money transactions in 2020 increased by 46% from 

the previous year (year on year, from January to October), totaling IDR 163.4 trillion compared to IDR 112.1 trillion the previous 

year. Meanwhile, the nominal value of mobile banking transactions increased by 35% in 2020 compared to the previous year 

(year on year, from January to September), with a total transaction of IDR 3,349 trillion compared to IDR 2,493 trillion the 

previous year. Many banks are transitioning and accelerating through mobile/internet banking as the number of digital 

transactions grows.  

Because of the increased need for a unified banking experience, the omnichannel strategy has emerged as a critical component 

in achieving customer expectations. As a result, the customer journey concept requires bankers to see each touchpoint as a 

journey that cannot be separated from one another.  

Technological Factor  

In the banking industry, technology is both a driver and a change agent. The application of modern technologies is becoming 

more widespread. Technology is evolving in parallel with the rapid development of innovation. As a result, focusing on a certain 

technology rapidly becomes obsolete. However, a number of factors that have a significant impact on the selection, usage, and 

administration of technology have remained relatively stable and, as a result, must be appropriately applied. Data gathering, 

processing, and transfer will become easier with the advancement of information technology. Data exchange will be increasingly 

widespread in line with the development of open banking by utilizing API technology.  

However, banks need to be careful with their customer data. Banking is expected to function as a safe place to store data. For 

this reason, it is necessary to formulate rules regarding data because of the need to protect banking customers. Adequate 

protection of data will be able to give customers the confidence to provide their data for various purposes without the fear of 

being misused or violating their personal rights.   

Environmental Factor  

Online banking reduces car trips, which reduces traffic flow and mitigates negative externalities of road transportation. Because 

it is available at all times and from any location, electronic banking streamlines the execution of banking transactions. This 

sustainable service drives the market toward an efficient equilibrium in which marginal social costs and marginal social gains 

are equal. Many concerns may be resolved with mobile applications and online banking services. Sending electronic money 

transfers helps to minimize the quantity of paper required for checks and bank drafts, as well as the amount of paper cash that 

changes hands. When customers choose to get paperless or digital statements, they reduce the amounts of paper used, which 

saves trees. 

Legal Factor  

The Financial Services Authority, or OJK, is the Indonesian body in charge of overseeing and controlling the financial industry. 

OJK carries out its supervisory responsibilities independently and responsibly. OJK's oversight and regulation of the financial 

sector, whether in the form of product services or the financial services industry, is extensive. One of the financial services that 

the OJK is in charge of regulating and overseeing is banking.   

Banking in Indonesia is currently evolving in line with the advancement of information and communication technologies. This 

evolution is distinguished by the rapid use of electronic banking (e-banking) to assist banking operations and make transactions 

easier for customers. PBI No.9/15/PBI/2007 about Application of Risk Management in the Use of Information Technology and 

SE No.9/30/DPNP concerning Application of Risk Management in the Use of Information Technology for Commercial Banks 

govern the implementation of bank IT risk management.  
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In addition to the regulations mentioned, the Minister of Communications and Informatics submitted the Personal Data 

Protection (PDP) Bill to President Joko Widodo in order to guarantee citizens' rights to personal data protection, raise public 

awareness of the importance of personal data protection, and ensure recognition and respect for personal data protection. 

B.  Porter’s 5 Forces Analysis Threat of New Entrant   

When new entrants attempt to enter an industry, there is a chance that these new entrants will take a portion of the existing 

market. New entrants, on the other hand, must carefully assess the market's entrance obstacles. Most industries define their 

products by making them better, cheaper, or quicker. All of these factors are important in the online banking sector for 

differentiating a product from a competitor's offering. Online banking products may be improved by making it easier to browse 

the site, keeping the site consistent, having up-to-date information available, and resolving security concerns with the site. 

Second, because banks determine whether to charge a fee for using the product, online banking solutions can be less expensive. 

While the majority of the bigger banks have opted to impose a nominal fee, the smaller banks continue to charge no fees to their 

customers. Finally, internet banking services must be faster than competitors' services. It is vital for banks to make their products 

interoperable so that they run faster, increasing client satisfaction. Overall, threat of new entrants in internet banking is high.  

Threat of Substitute   

Traditional banking is the most obvious replacement for online banking. Because of security issues, not everyone feels 

comfortable utilizing the Internet for their financial requirements. Others simply like speaking with a real person. Furthermore, 

conventional banks can provide multi-product packages that Web-enabled institutions may not be able to provide. Overall, the 

threat of substitute is considered Moderate. 

Bargaining Power of Suppliers  

Supplier negotiating power in the online banking business will be limited, as this young and expanding market offers a wide 

range of options and alternatives. Online banking does not have the ability to attract customers from other financial institutions. 

There is no discernible difference between the items supplied by larger institutions and those offered by smaller local businesses.  

Switching providers will entail no significant costs as long as banks limit their software customization to aesthetics. One source 

of concern is the risk of suppliers integrating ahead to achieve greater pricing and profits. Suppliers of technology might easily 

construct their own Internet site. If this occurs, banks may be able to engage their own technical staff to maintain the programme. 

Overall, the bargaining power of suppliers in internet banking is Low. 

Bargaining Power of Buyers  

In many circumstances, online banking is considered as a supplement to traditional banking relationships. As a result, internet 

banking customers have relatively limited purchasing power. Deposit and savings accounts continue to be the foundation of 

banking relationships. Accounts must still be started in person, with correct identification (to minimize loss associated with 

fraud), and the necessary paperwork signed. As a result, internet banking remains mostly an additional offering. However, the 

conventional banking relationship is gradually evolving, with online banking playing a significant role.  

The deposit account relationship is the primary reason why internet banking users are comparatively weaker. This interaction 

revolves around checking and savings accounts. People who are unsatisfied with their online banking services would find it 

difficult to switch to another bank. They must physically close the original account and start a new one at a different bank. This 

is time-consuming and inconvenient. The majority of clients who switch financial institutions do so for reasons other than 

disappointment with online capabilities or service. Overall, the bargaining power of buyers in internet banking is Low. 

Rivalry among Existing Competitors  

Customer demand has generated a sizable market for financial institutions to provide their own online banking services. 

Customers prefer the convenience of having all of their financial assets shown on a single screen at a central site. Banks make 

an effort to recruit and keep customers. They also try to convert these customers into lucrative customers. Rivalry also occurs 

in the Japanese Corporate Bank industry's online banking. Both Bank of Tokyo Mitsubishi UFJ (MUFJ) and Sumitomo Mitsui 

Banking Corporation (SMBC) have internet banking that provides cash management services comparable to XGEB. Internet 

banking will continue to innovate among Japanese corporate banks, as will the installation of tight security measures in online 

transactions. As a result, rivalry among competitors is high. 
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C. VRIO Analysis  

Internal analysis is carried out by conducting VRIO analysis to assess an organization's internal strength and resources. It is 

beneficial to identify which of its internal strengths and resources can be a source of Sustained Competitive Advantage. The internal 

analysis was performed to determine XYZ's strengths and weaknesses as a company.  

   
D. Interview Analysis  

An internal interview is a more reliable and valid way to collect data on employees' health and well-being in the event of a pandemic. 

Internal interviews are conducted via email to comply with the COVID-19 health protocol. Talks aimed at individuals individually 

aim to obtain information about business conditions during this pandemic situation. All of the resource respondents are from 

Financial Innovation & Transaction Banking Department (FITBD). The following are the roles for each respondent and interview 

guideline:  

Table 1. Interviewee Profile from Bank XYZ  

 
 

  

  

  
Figure 1. VRIO Analysis in Bank XYZ 
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Table 2. Summary of Interview  

 
 

E. SWOT Analysis  

SWOT analysis enables strategists to assess an organization's present and future prospects by taking both internal and external 

elements into account. Internal factors attempt to examine organizational aspects such as strengths and weaknesses, and external 

factors attempt to evaluate environmental elements such as opportunities and threats. 

 

Table 3. SWOT Analysis  
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F. TOWS Analysis  

Table 4. TOWS Analysis  

  
 

G. Porter’s Generic Strategy  

                                                      
  

Bank XYZ has XGEB internet banking that are relatively similar to competitors in similar market. The most suitable strategy for 

the company is Differentiation Focus strategy. This is supported by interview findings as well as various strengths discovered 

during the author's SWOT analysis. First, customers can use XGEB online banking to manage and monitor their numerous accounts 

at XYZ's overseas office. It also has the capacity to cut operational costs and save money through automation, as well as being 

simple to use because it can be accessed by a variety of devices. 7 days a week, 24 hours a day. Furthermore, because the system 

functions automatically and requires no manual input from the bank, banking transactions are more efficient and precise. All of this 

strength shown that XGEB has potential and that XYZ can compete based on their distinctiveness and concentration on a specialized 

portion of the market, particularly the Japanese corporations in Indonesia, with proposals geared exclusively to that segment.  

 

  
Figure 2. Porter’s Generic Strategy Matrix   
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H. Diamond Model Strategy   

The study proposed strategy as follows, as a formulation development based on Strategy Diamond Framework:  

 ARENA  

Arena is about to address the question, "Where will our company be active?" In order to accomplish the Bank's mission, the 

Bank works to develop its business, to be more focused on customers, and to strengthen profitability, which assures sustainable 

XYZ growth and retains XYZ's competitive edge in the future. The following is a proposed strategy definition in Arenas of 

Strategy Diamond for Bank XYZ:  

• Improve XYZ's reputation as a Japanese bank specialized in whole sale corporate banking.   

• Continuation of strategy, resource allocation, and benchmark management for Indonesian, Japanese, and multinational 

clients.  

• Provide value-added services to customers through connectivity between company sectors in the spirit of "One XYZ”  

• Capture the customer's complete business rather than simply a single transaction.  

VEHICLE  

In carrying out its operations, it should be evident "How to get there?" and how the organization presents credibility in speeding 

its business. Bank XYZ has the benefit of utilizing the branch network because their ultimate ownership is one of the top three 

major financial groups in Japan. However, the bank's ability to reach customers and use technology is sometimes limited. Here 

are some ideas:  

• Acquire digital-savvy local bank to strengthen Bank XYZ’s competitiveness  

• Prepare a branding strategy that includes socialization and promotion.  

• Under the "New Normal," reinforce and improve the efficiency of front, middle, and back-office processes.  

• Improve IT infrastructure, application development, and system administration and operations.  

DIFFERENTIATION  

"How will the company win?" is determined by differentiation. Differentiation is the next step after deciding where the firm 

will be engaged (arena) and how to accomplish it (vehicle). A variety of criteria, including price points, customization, service 

speed, dependability, and brand image, impact an organization's success rate in its chosen sectors of business. The following 

are some proposed alternative differentiations for XYZ:  

• Making it simple for customers to do business with the bank by leverage self-serve tools such as Customer Community 

Management  

• Improve the business with a service-oriented banking channel.  

• Shift employees' focus to tasks that provide distinctive value  

• Create value within the customer’s environment  

STAGING  

“What will be the Company’s speed and sequence of moves?” is analyzed in Staging. Banks have two options for expanding 

their operations: buy their way to profitability through mergers and acquisitions, or develop "organically" (that is, attract more 

customers and do more business with their own customers through more product offerings). As a result, XYZ should 

accomplish their desired stage by mastering their organic growth using the following strategies:  

• Pay special attention to growth at the C-suite level.  

• Establish specific analytics goals.  

• Build agile methods  

ECONOMIC LOGIC  

The Diamond Strategy framework's economic logic is focused with maximizing profit or "How will returns be obtained?". 

When differentiators align effectively with the specified domains, economic logic increases. The following are some proposed 

strategies to enhance the company's ability to create revenue or basic profitability within a long-term business plan: Switching 

to assets with high profitability, Risk taking measured through capital and balance sheet limits, Maximizing Cross – Selling, 

and Improving cost control. 
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5. CONCLUSION  

1) Factors that impact business challenges and opportunities for XGEB usage  

• Based on PESTEL analysis, the government supports of acceleration of digital transformation, the rising of digital 

transactions, the need for a unified banking experience are the few challenges for XGEB usage.  Competitors with more 

appealing and comprehensive product & services is both challenge and an opportunity to develop a better version of XGEB   

• Features such as XYZ's global network, as well as the company's principles and culture, are Sustainable Competitive 

Advantages that must be capitalized on  

2) Business strategies to increase the level of customer adoption of XGEB  

• Provide a more appealing design that is user friendly and equipped with menus or options that meet the expectations of 

customers.  

• As an alternative to the present web-based internet banking, develop a mobile application or develop a customizable local e-

banking system.  

• To help mitigate customer concerns about fraud and cybercrime by strengthening internet banking security and integrating 

Multi-Factor Authentication and soft tokens for customer convenience.  

• Inform and educate customers about the characteristics of XGEB, the level of security it provides, and the benefits of utilizing 

online banking services.  

3) Strategies to increase XYZ’s business performance  

• In order to boost Bank XYZ's presence in Indonesia, it needs to purchase a digitally savvy local bank in order to increase 

competitiveness while growing the XYZ network.  

• Banks must consequently accelerate their digitization efforts in order to enhance service delivery and raise customer 

satisfaction levels → Transitioning to Omnichannel delivery  

• Use data mining techniques to extract usable information from customer data to better understand the customers  

• Improve or customize products/services that are appropriate for customers  
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