
Vol:.(1234567890)

Journal of Financial Services Marketing (2021) 26:274–294
https://doi.org/10.1057/s41264-021-00103-2

ORIGINAL ARTICLE

Criteria affecting Taiwan wealth management banks in serving 
high‑net‑worth individuals during COVID‑19: a DEMATEL approach

Arthur J. Lin1 · Hai‑Yen Chang2 · Sun‑Weng Huang3,4 · Gwo‑Hshiung Tzeng4

Received: 25 January 2021 / Revised: 1 April 2021 / Accepted: 27 May 2021 / Published online: 4 June 2021 
© The Author(s), under exclusive licence to Springer Nature Limited 2021

Abstract
Wealth management services for high-net-worth individuals in Taiwan have grown rapidly over the last decade. This study 
used a decision-making trial and evaluation laboratory approach to identify the criteria affecting the performance of Taiwan 
wealth management banks during the coronavirus disease (COVID-19) period. This research surveyed 17 executives from 
Taiwanese banks using 13 criteria covering three dimensions: bank performance, professionalism, and customer relation-
ship. The results indicated that customer relationship and professionalism have an influence on key performance. Customer 
involvement (in customer relationship), innovative products and services (in professionalism), and customer satisfaction (in 
key performance) are the most influential criteria. The results suggest that banks can attract and retain customers by increas-
ing their uses of products and services, developing innovative products, and improving customer satisfaction despite the 
negative effect of COVID-19. The findings of this study benefit wealth management bank managers in sustaining fee and 
commission income from high-net-worth customers in the midst of adverse social and economic events.

Keywords  Wealth management · High-net-worth individual · Decision-making trial and evaluation laboratory 
(DEMATEL) · Fee and commission income · Asset under management (AUM) · COVID-19

Mathematics Subject Classification  C44 · G01 · G21 · G22 · N25

Introduction

Wealth management is defined as a financial service that 
combines asset allocation, portfolio management, financial 
planning, estate planning, and tax consulting for high-net-
worth individuals and families (Beaverstock et al. 2013; Jen-
nings et al. 2011; Ugolini 2018). Banks customize wealth 
management services to meet the needs of these individuals, 
whose combined balances from deposits, loans, and invest-
ments exceed a pre-determined amount set by the banks. 
Banks classify high-net-worth individuals into different 
levels based on their balances and provide varying degrees 
of special services (Jennings et al. 2011; Santacruz 2018).

Since the 2008 financial crisis, which led to higher loan 
defaults, banks throughout the world have modified their 
banking activities to increase the income from non-tradi-
tional fees and commissions (Park et al. 2019; Vozková 
2018). Fee and commission income provide a sustainable 
source of income and lower the overall bank risk, which 
mainly comes from the traditional loan business (Abedifar 
et al. 2018; Vozková 2018). High-net-worth individuals 
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contribute greatly to the fee and commission income earned 
by financial institutions; therefore, investment and commer-
cial banks compete to attract and maintain affluent customers 
through various means, including personalized services, the 
provision of relevant information, and digital communica-
tion channels (Beaverstock et al. 2013; Santacruz 2018).

In addition, banks categorize the wealth of individuals 
by their liquid and investable assets, excluding real estate 
and rare collections (Beaverstock et al. 2013; Guido et al. 
2020). Banks do not necessarily emphasize customers’ 
income. This classification reflects the banks’ strategy of 
increasing fee and commission income, which represents the 
largest portion of their non-interest income (Vozková 2018). 
Therefore, bank managers regard high-net-worth individuals 
as the primary source of non-interest income due to their 
abilities to invest in stocks, bonds, or mutual funds, thereby 
producing low-risk fee and commission income for banks 
(Beaverstock et al. 2013; Ting 2017; Vozková 2018).

Taiwan has seen rapid growth in wealth management over 
the last decade. Taiwan’s domestic banks have accelerated 
the development of the wealth management segment due 
to their desire to capture wealthy people’s money, which is 
usually invested in Singapore, Hong Kong, or other offshore 
locations (Santacruz 2018). According to a report by Tai-
wan Business Weekly (2018), total global wealth reached 
US$280 trillion in 2017 and had an annual growth rate of 
6.4%. In comparison, the total wealth in Taiwan amounted 
to US$3.6 trillion and reached an annual growth rate of 
12.1%, almost doubling the global average. Moreover, the 
total wealth in Taiwan is expected to grow by 5% per year 
continually until 2022 (Business Weekly 2018). Given such 
anticipated growth, Taiwanese financial holding companies 
have begun to develop wealth management services to attract 
the growing financial elite group.

The banks in Taiwan normally divide their services for 
the high-net-worth individuals into several tiers based on 
their assets. For example, two Taiwanese banks that received 
the 2018 top wealth management award by a popular Tai-
wanese business magazine, Wealth Magazine (2020), clas-
sify their Taiwan wealth management customers into three 
categories. The highest level (diamond) customers must 
maintain a minimum of US$1 million at that bank, while 
mid- and second-level (platinum) customers must maintain 
a minimum of US$300,000. The lowest-level customers 
must hold a minimum of $100,000. According to Wealth 
Magazine (2020), 44% of wealth management customers 
in Taiwan favor stock investments, and 40% are between 
the age of 35 and 45. Regarding family responsibilities, 
these customers seek to manage their parents’ wealth for 
retirement and pass on the wealth to their children simulta-
neously. Moreover, 91% of wealth management customers 
have used digitalized services such as internet banking and 
mobile applications.

The competition among the Taiwanese banks for wealth 
management has intensified due to the high growth poten-
tial. However, asset management in unfavorable financial 
markets seems to be a challenge. Chang and Tsai (2016) 
found that the 2008 financial crisis produced a disruptive 
effect on individual wealth and bank performance because 
the banks offered their high-net-worth customers stock 
trading, structured investments, and mutual fund services. 
Hence, Chang and Tsai (2016) concluded that creating 
value for affluent customers during financial turbulence is 
essential for bank sustainability. Prior researchers studied 
the success factors of wealth management banks and found 
that financial performance, service quality, consumer con-
fidence, and professionalism were critical (Chan and Chan 
2011; Chang and Tsai 2016; Gunardi et al. 2020; Ting 
2017; Yeh 2015).

A worse global event affecting developed and emerg-
ing financial markets after 2008 is the coronavirus disease 
(COVID-19) pandemic that began in December 2019. In 
March 2020, global stock markets declined by 25%-30%, 
and there was widespread fear among investors. On March 
9, 2020, the Dow Jones Industrial Average (DJIA) fell by 
more than 2000 points, representing a 7.79% drop in one 
day. On March 12, 2020, the DJIA further plunged by 9.99%, 
which was the largest one-day drop in DJIA’s history since 
Black Monday in 1987. Similarly, the Taiwan stock market 
was severely affected by the COVID-19 pandemic. The Tai-
wan stock market-weighted index fell from 12,179 points 
on January 14, 2020, to a low of 8681 points on March 19, 
2020, representing the largest fall of 40% in the stock index 
since the 2008 global financial crisis.

As a result of COVID-19, investors saw a direct impact on 
their portfolios, and wealth management banks experienced 
a drop in the fee and commission income tied to investment 
transactions (McKinsey 2020). Although understanding the 
key success factors affecting wealth management bank ser-
vices is important, the extant literature studied banks fol-
lowing the 2008 global financial crisis. Scant research has 
discussed the ways in which banks responded to their high-
net-worth customers who may be affected the most during 
the recent turbulent period of the COVID-19 pandemic in 
2020.

The purpose of this study was to identify the most impor-
tant criteria affecting wealth management banks during the 
2020 COVID-19 pandemic using the decision-making trial 
and evaluation laboratory (DEMATEL) technique in the 
multiple-criteria decision-making (MCDM) model. The 
DEMATEL technique, proposed by Fontela and Gabus 
(1976), can find the interrelationships among the selected 
criteria in a particular system. We obtained expert opinions 
from seventeen (17) executives from five top wealth man-
agement banks in the Taiwan banking industry. This study 
evaluated wealth management banking services from three 
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dimensions (key performance, professionalism, customer 
relationship) and 13 criteria.

The results of this study indicated that customer rela-
tionship is the greater cause, followed by professionalism, 
while key performance is the effect. Customer involvement, 
innovative products and services, and customer satisfaction 
are the most influential criteria within the three dimensions. 
Overall, COVID-19 has altered the ways in which wealth 
management banks serve their customers. The results of this 
study suggest bank managers focus on increasing customer 
use of products and services and emphasizing the benefits of 
switching to their banks. Moreover, banks may develop inno-
vative products and services such as robot-advisors, online 
and mobile banking, or timely information updates through 
short messages, during times in which contactless service 
is preferred (Ananda et al. 2020). Furthermore, banks can 
enhance customer satisfaction by providing personalized ser-
vices such as tailored investment portfolios and estate plan-
ning. As a result, banks could increase the number of cus-
tomers, fee income, and commission income. The findings 
of this study could benefit banks in designing their wealth 
management programs to serve high-net-worth individuals 
and families during the COVID-19 pandemic.

This study contributes to the literature in three ways. 
First, this paper is the first to investigate the criteria affect-
ing wealth management banks during the COVID-19 period. 
Second, this research includes many new criteria, such as fee 
income and cost of switching, which are related specifically 
to the banking industry. Third, we apply the DEMATEL 
method to analyze the opinions of wealth management banks 
regarding the interaction between customers and financial 
institutions, thus providing practical recommendations for 
bank managers when human interaction is minimized. The 
results of this study are helpful to wealth management banks 
in sustaining their businesses during the turbulent period.

The rest of this paper is organized in the following 
order. Section "Literature review" describes the extant lit-
erature. Section "Method" provides the research method. 
Section "Results" presents the results, implications, and 
discussion. Section "Discussion and managerial implica-
tions" includes a discussion and managerial implications. 
Section "Conclusions, limitations, and future research" con-
cludes the paper.

Literature review

A large body of literature has discussed the factors influenc-
ing bank performance evaluation. The most common criteria 
to evaluate bank performance are business performance and 
customer perspectives (Chang and Tsai 2016; Ting 2017; 
Wu et al. 2010).

Key performance

Key business performance is an essential decision criterion 
in the selection of banks because it induces consumer con-
fidence (Chang and Tsai 2016).

Customer information file

Previous studies have suggested that banks keep customer 
information files (CIFs), which are an electronic file that 
contains information about a customer’s personal and 
account information to understand customer behavior and 
practice customer relationship management (Haenlein et al. 
2007; Verhoef and Donkers 2001). Banks can create strate-
gies to realize the potential value of a particular customer 
based on the CIF (Verhoef and Donkers 2001).

Assets under management

Vanini (2020) described assets under management (AUM) 
as the market value of the assets managed by a financial 
institution for its customers. AUM is a key measurement 
for the success of a financial institution. A growing AUM 
means that customers have higher confidence in the financial 
institution managing the funds.

Investment banks commonly use AUM to measure their 
abilities to generate higher returns for investors (Jennings 
et al. 2011; Vanini 2020).

Fee income

Doumpos et al. (2016) studied banks worldwide and con-
cluded that diversification from interest to non-interest 
income benefits banks financially in both developed and 
emerging markets. Vozková (2018) examined 258 European 
banks from 2014 to 2017 and found that banks facing higher 
market competition expanded more actively into non-tradi-
tional fee income from services. Yin and Matthews (2018) 
investigated 2000 banks from 1999 to 2012 and found that 
the strong financial conditions of financial institutions attract 
more firms or individuals. The results revealed that banks 
earning fee income are more effective in locking in their 
current customers (Yin and Matthews 2018). These studies 
found that customers have a lower tendency to switch to 
other banks if the current banks offer a bundle of financial 
services, such as loans and mutual funds (Vozková 2018; 
Yin and Matthews 2018).

Commission income

Hackethal et al. (2012) discovered that individuals purchase 
insurance from financial advisors to diversify risks. Thus, 
advisors at financial institutions promote insurance policies 
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for insurance companies to provide customers with finan-
cial protection or reimbursements against losses. However, 
Nisar et al. (2018) examined 200 commercial banks from 
South Asian countries and found that commission income is 
negatively related to the profitability of these banks because 
the cross-selling of fees, commissions, and interest-bearing 
products to the same customers reduce banks’ commission 
income from selling insurance policies.

Customer satisfaction

Tadic et al. (2018) argued that customer service quality is the 
primary measure of customer satisfaction for banks facing 
the fierce competition of the financial sector. Grigoroudis 
et al. (2012) emphasized the significantly positive correla-
tion between customer satisfaction and customer loyalty in 
Greece. Previous studies have indicated that the long-term 
success of a bank depends on customer satisfaction, which 
represents a bank’s ability to fulfill changing customer needs 
and preferences (Grigoroudis et al. 2012; Mihelis et al. 2001; 
Shaverdi et al. 2011; Ting 2017). Mihelis et al. (2011) and 
Ting (2017) found that customer satisfaction stems from 
personnel (attitude, knowledge and skills), products (vari-
ety, cost), bank image (creditability, technological advance-
ment), and services (convenience, adequate, and timely 
information).

Professionalism

Previous studies defined the professionalism of a bank as 
its innovative capacity, new product development, and inte-
gration of technologies and customer data (Chang and Tsai 
2016; Ting 2017). Chang and Tsai (2016) used a hybrid 
model to evaluate the performance of seven Taiwan wealth 
management banks affected by the 2008 global financial cri-
sis. The results indicated that the best wealth management 
bank had the highest score for service and professionalism, 
resulting in the highest fee and commission income. Ting 
(2017) argued that the professionalism of financial advisors 
significantly influences customers’ decisions to establish a 
relationship with a particular bank.

Innovative products and services

Wu et al. (2010) analyzed the performance of four wealth 
management banks in Taiwan and found that a successful 
bank provides innovative services, such as the digitaliza-
tion of business processes. Phoon and Koh (2018) argued 
that disruptive technology, particularly financial technology 
(FinTech), and mobile banking greatly influence the success 
of banks. Prior studies have indicated that the innovative 
developments of robot-advisors could improve returns on 

asset allocation and portfolio monitoring (Phoon and Koh 
2018; Semko 2019; Yeh 2017). 

Comprehensive investment information

Ting (2017) stated that the comprehensive financial services 
provided by wealth management banks are essential to high-
net-worth individuals because these customers own a large 
amount of assets and seek long-term growth of their wealth 
in many areas. Prior research has unveiled that wealth man-
agement banks may distinguish themselves by their abilities 
to provide comprehensive yet customized solutions to their 
multiple investment goals, such as offshore investments, 
family portfolio management, and life annuities (Benoit 
et al. 2012; Jennings et al. 2011; Mihelis et al. 2001; Wu 
et al. 2010). Komulainen and Makkonen (2018) emphasized 
that the utilization of various channels in delivering banking 
services greatly enhances customer experience.

Family financial planning

Prior researchers have explained that one of the focuses of 
wealth management shifted after the 2008 financial crisis 
to become family oriented. These authors discovered that 
asset allocation for wealthy individuals covers a range of 
family financial planning activities, including asset allo-
cation, estate planning, philanthropic planning, and trusts 
(Ananth et al. 2010; Ang 2010; Beaverstock et al. 2013; 
Brunel 2011; Santacruz 2018). Jennings et al. (2011) divided 
wealthy individuals into three groups: mass affluent (US$1 
million), high-net-worth (US$50 million), and ultra-high-
net-worth (US$100 million) individuals, and found that all 
three groups have the needs of estate planning to transfer 
wealth to the next generation.

Customer relationship

Previous studies have evaluated bank performance from cus-
tomers’ perspectives (Ananth et al. 2010; Benoitand Van 
den Poel 2012; Stankevičienė and Mencaitė 2012; Wu et al. 
2010). These studies emphasized customer relationship man-
agement (CRM) to increase customer loyalty. These banks 
create separate offices, services, and additional benefits to 
attract and retain high-net-worth customers, expecting to 
generate more profits from these customers than regular 
retail banking customers (Ananth et al. 2010; Benoit and 
Van den Poel 2012).

Customer involvement

Ananth et al. (2010) surveyed 200 private banking clients 
in Iran and found the key to deepening bank relationships 
with customers is to increase the usage of bank services by 
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cross-selling financial products. Moreover, previous studies 
have revealed that banks may retain their most profitable 
customers by offering loyalty programs to increase customer 
involvement, which refers to selling more products and ser-
vices to customers (Benoit and Van del Poel 2012; Haenlein 
et al. 2007). Such practices are particularly useful for family 
networks (Benoit and Van del Poel 2012).

Relationship bond

Milan et al. (2018) studied Brazilian banks and found that 
building a long-term bond between banks and customers 
may reinforce mutual trust. These authors also expounded 
that strong financial bonds with customers can significantly 
increase customer loyalty to the banks. Geiger et al. (2012) 
investigated the relationship bonding effect on the values of 
firms in Germany, Korea, and New Zealand and revealed 
that sellers strengthen their ties with buyers through frequent 
communication and by meeting customers’ specific needs.

Benefit of switching

Hsu (2014) defined the switching benefit as the perceived 
value a user receives in switching from the current to a new 
service provider. The switching benefit is typically viewed 
as an increase in outcome and a decrease in inputs. Hsu 
(2014) found that when customers can receive more ben-
efits from other banks, they will have a stronger intention to 
switch. Van der Cruijsen and Diepstraten (2017) investigated 
bank switching behavior using 2194 European consumers. 
The results showed that customers decide to stay with their 
current banks mainly due to having a good bank–customer 
relationship and low benefits in switching. On the contrary, 
a bank may attract customers from other banks by offering 
more benefits, such as discounts, lower service charges, and 
higher deposit interest rates (Van der Cruijsen and Diep-
straten 2017).

Cost of switching

Blut et al. (2016) defined the switching cost as customers’ 
perception of the additional costs required to terminate the 
relationship with the current service provider. Therefore, 
managers design their services to increase switching costs 
through offering special discounts or unique customer solu-
tions. Zhao et al. (2013) compared British banks in terms 
of switching costs between 1993 and 2008. The results 
indicated that banks can increase the costs of their cus-
tomers switching to other banks and lock in their custom-
ers by engaging them in a wider range of products. Prior 
researchers have also discovered that customers’ perception 
of switching costs rise when they deepen their involvements 
at a particular bank. These customers tend to develop high 

resistance to change (Barroso and Picon 2012; Zhao et al. 
2013).

Switching behavior

Yin and Matthews (2018) analyzed banks in China from 
1999 to 2012 to examine what factors drive firms’ switching 
from one bank to another. The results suggested that banks 
that develop fee-income services are more effective in retain-
ing their customers. Mutum et al. (2014) related customers’ 
switching behavior to their perceived switching costs, such 
as the uncertainty cost, loss of the relationship bond, time 
and effort cost, search cost, learning cost, and the set-up 
cost. Prior studies have suggested that customers will turn 
their switching intention into switching behavior when the 
benefits of switching exceed the costs of switching to other 
banks (Hsu 2014; Mutum et al. 2014).

COVID‑19

COVID-19 is a contagious disease caused by a new coro-
navirus that is responsible for an outbreak of respiratory 
illness that began in China in December 2019 (Ocampo and 
Yamagishi 2020). COVID-19 spreads from one person to 
another through close physical contact (CDC 2020). The 
outbreak of this disease rapidly spread across the world, with 
many governments imposing lockdown measures for the 
economy and society. As of July 26, 2020, the total number 
of confirmed cases worldwide was 15,745,102 and the num-
ber of deaths was 639,317. The world mortality rate is 4.06% 
(World Health Organization 2020). As of July 26, 2020, the 
top nations with the highest mortality rates were Italy, Spain, 
Sweden, Iran, Germany, Brazil, and the USA (CDC 2020).

Previous studies stated that a wide-spread global event 
can change the ways in which banks provide financial ser-
vices to customers (Chang and Tsai 2016; Phoon and Koh 
2018). The 2008 global financial crisis had a substantial neg-
ative impact on stock markets and caused banks to become 
increasingly cautious about their investments (Schroder 
2013; Ugolini 2018). The biggest challenge faced by banks 
in 2019–2020 is COVID-19, which caused global stock mar-
kets to plunge by 20 to 30% during March 2020. Given the 
impact of COVID-19 during 2019 and 2020, wealth man-
agement banks are likely to alter their practices in serving 
high-net-worth customers, in the hopes of recovering from 
financial losses. COVID-19 has affected both investors and 
wealth management providers. Wealth management banks 
experienced a decline in their AUM and the associated 
fee income due to weakening markets and high volatility 
(Deloitte 2020; McKinsey 2020). COVID-19 has had a sig-
nificant impact on wealth management banks because these 
banks attempt to respond to their customers’ needs in an 
adverse market situation (McKinsey 2020).
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Taiwan saw its first COVID-19 case on January 21, 2020, 
and reported 307 confirmed cases on April 6, 2020. The Tai-
wan Centers for Disease Control reported 1,050 confirmed 
cases and 10 deaths as of April 8, 2021. The relatively low 
number of confirmed cases in Taiwan was mainly due to the 
early restrictions placed by the government in the first quar-
ter of 2020. In December 2019, the Taiwan officials realized 
the origin of the virus in China and halted the flights from 
most regions in China in January 2020. Starting from March 
19, 2020, all foreign visitors were prohibited from enter-
ing Taiwan except those with resident certificates or work 
permits. The Taiwan government required those passengers 
who were admitted into Taiwan to quarantine for 14 days 
upon the arrival (Taiwan CDC 2020).

In May 2020, the Taiwan government downgraded its 
forecast for the Taiwan gross domestic product (GDP) 
growth in 2020 to 1.15% from 2.58% projected in Decem-
ber 2019, due to the economic impact of the COVID-19. 
Stagnant export demand and weak domestic consumption 
undermined the Taiwan economy. The consumer spending 
for the first quarter of 2020 saw a negative growth of 4.98%, 
which was the highest drop in Taiwan history (Focus Taiwan 
2020).

Moreover, the COVID-19 outbreak severely affected 
the Taiwan stock market in early 2020. The Taiwan stock 
market-weighted index fell from 12,179 points on January 
14, 2020, to 8,681 points on March 19, 2020, representing 
the worst drop of 40% in the stock index since the 2008 
global financial crisis. According to Lee and Lu (2021), 

adverse economic events lower the value of stocks, causing 
the psychological and behavioral responses of the investors 
to further withdraw from risky investments. Thus, the high-
net-worth customers who held relatively large risky invest-
ment portfolios experienced greater shrinkage in asset values 
(Lee and Lu, 2021).

Based on the literature review above, we identified three 
dimensions: key performance (D1), professionalism (D2), 
and customer relationship (D3). In addition, we selected 13 
criteria (C1 to C13) under the three dimensions to determine 
their cause-and-effect relationships during the COVID-19 
pandemic. The descriptions of the criteria are included in 
Table 1.

Comparison between the extant literature 
and current method

The extant literature investigated the factors affecting the 
performance of wealth management banks in the emerg-
ing countries such as Taiwan and Indonesia. The common 
methods found in the literature included survey question-
naires collected from field experts, the analytical hierarchy 
process (AHP), and the structural equation model (SEM). In 
the early years of 2010 and 2011, the researchers attempted 
to build models to assess the performance of wealth man-
agement banks. Then, the scholars incorporated corporate 
responsibility, risk control, and consumer confidence to 
examine banks after the 2008 global financial crisis. The 
studies after 2017 stressed bank competitiveness, product, 

Table 1   Dimensions and criteria for the evaluation of wealth management banks

Evaluation dimension Evaluation criteria Description

D1 Key performance C1 Customer information file (CIF) An electronic file that stores the information about a customer’s personal 
and account information

C2 Assets under management (AUM) The total market value of the assets managed by a financial institution on 
behalf of its customers

C3 Fee income Bank charges from services
C4 Commission income Commission earned by a bank for selling an insurance policy
C5 Customer satisfaction Measure of how pleased customers are with the products and services 

offered by banks
D2 Professionalism C6 Innovative products and services New, redesigned, or substantially improved financial tools and services

C7 Comprehensive investment information A full range of financial market information and investment strategies
C8 Family-based financial planning Financial planning involving the goals, resources, and responsibilities of 

the entire family
D3 Customer relationship C9 Customer involvement The number of products purchased and services used by customers

C10 Relationship bond Connections and positive experiences that unite banks and customers
C11 Benefit of switching Perceived value a customer receives in switching from the current to a 

new bank
C12 Cost of switching Perceived costs a customer pays to terminate the relationship with the 

current bank
C13 Switching behavior The level of propensity of a customer to turn switching intention to 

switching behavior
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and service. Prior research works related to wealth manage-
ment banks are described in the following.

Wu et al. (2010, 2011) first established a model integrat-
ing balanced score (financial, customer, internal process, 
learning, and growth), AHP, and grey relational analysis 
(GRA) to evaluate the performance of four large wealth 
management banks in Taiwan. The AHP technique computes 
the weight of each perspective. These authors unveiled that 
the financial and customer perspectives were most impor-
tant. Chan and Chan (2011) built a predictive model using 
surveys developed based on the theory of planned behav-
ior to determine the intentions of the Taiwanese citizens 
residing in China in choosing wealth management banks 
using ten factors. This study surveyed 227 Taiwanese citi-
zens based in China and found that trustworthiness, flexible 
services, and cultural affinity were most crucial factors in 
selecting wealth management banks.

Yeh (2015) examined the relationship between corporate 
social responsibility (CSR), service innovation, and cus-
tomer loyalty. This study surveyed 527 wealth management 
customers in Taiwan and analyzed the data using the SEM 
method which combines factor analysis and regression anal-
ysis. The results indicated that relationship quality and value 
were positively related to customer loyalty. Chang and Tsai 
(2016) constructed a model integrating AHP and VlseKrit-
erijumska Optimizacija I Kompromisno Resenje (VIKOR) to 
evaluate the performance of wealth management banks after 
the 2008 global financial crisis. The VIKOR method meas-
ured the closeness to the ideal solution. This study surveyed 
18 managers from seven wealth management banks in Tai-
wan using five criteria. The authors revealed that consumer 
confidence, risk control, and service remained most critical 
after the 2008 global turbulence.

Ting (2017) compared the financial advisors and inves-
tors’ views regarding the criteria (image, product, quality of 
service) affecting wealth management banks using the AHP 
method. The author collected questionnaires from 111 finan-
cial advisors and 137 investors in Taiwan. The survey results 
showed a discrepancy between the investors and financial 
advisors. The financial advisors regarded the quality of ser-
vice as the most important factor, while the investors pre-
ferred financial products. Gunardi et al. (2020) scrutinized 
the performance of private wealth management banks in 
Indonesia using the partial least square (PLS) model and 
SEM. This study surveyed 60 managers from 32 Indone-
sian banks to select among the criteria (competitiveness, 
risk management, private bank performance, growth of retail 
banking business). This study found the most important fac-
tors to be bank competitiveness and market share. In addi-
tion, the performance of wealth management significantly 
influenced the growth of retail banking in Indonesia. Table 2 
summarizes the previous research work related to wealth 
management bank evaluation.

This study differs from the previous studies in three ways. 
First, previous studies used general criteria such as product 
and services (Chan and Chan 2011; Ting 2017; Wu et al. 
2011; Yeh 2015); this current research adopted both quanti-
tative (customer relationship and professionalism) and quali-
tative factors (key performance), as well as incorporating 
many bank-specific criteria such as CIF, AUM, and cost of 
switching. We also included fee and commission income, 
which became an important source of income for banks after 
the 2008 financial crisis. Given these industry-specific cri-
teria, the study obtained precise responses from the experts 
regarding bank performance.

Second, this current study applied the DEMATEL 
method, which was developed by the Science and Human 
Affairs Program of the Battelle Memorial Institute of 
Geneva between 1972 and 1976 (Fontela and Gabus 1976). 
The DEMATEL method is part of the MCDM model. The 
DEMATEL technique has been applied to areas such as mar-
keting strategies, control systems, and group decision-mak-
ing processes (Peng and Tzeng 2013). Unlike AHP, VIKOR, 
and SEM that treated each criterion as an independent factor 
without relationships with others, the DEMATEL method 
deals with complex social problems by locating the inter-
dependence of the factors. The DEMATEL technique can 
discover the influential networks among qualitative criteria 
to identify the cause and effect among multiple criteria (Lee 
et al. 2013; Li and Tzeng 2009; Tzeng and Huang 2012). 
In practice, the DEMATEL technique can build a pairwise 
influential network relationship map (INRM) to identify the 
inter-relationships among pre-determined dimensions and 
criteria. Furthermore, the DEMATEL technique can detect 
the degree of influence for each criterion on others (Lee 
et al. 2013).

Third, prior studies focused mostly on the bank perfor-
mance after the 2008 crisis and during a tranquil period from 
2010 to 2017. Previous researchers examined the wealth 
management banks with rapid growth without facing a major 
crisis in the financial markets. This paper investigated the 
bank practices which during the difficult time of the COVID-
19 outbreak, which has caused the largest fall in the stock 
market since the 2008 global crisis. This study identifies the 
factors (causes) for the banks to be sustainable during the 
adverse period and indicates the effects if banks implement 
these practices.

Method

The evaluation framework of this study consisted of four 
steps. This study applied the Delphi method proposed by 
Murry and Hammons (1995) to include expert opinions on 
the most influential criteria. The first step was to identify 
multiple criteria based on the literature so that the bank 
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experts could evaluate the influence of each criterion. The 
second step was to prepare a survey based on the 13 criteria 
for 17 Taiwanese bank executives from five large wealth 
management banks to identify the relationships among the 
dimensions and criteria. The executives provided pairwise 
comparisons between any two criteria expressed as a score 
from 0 to 4. A score of (0) indicated no influence, while (1) 
indicated low influence, (2) indicated medium influence, (3) 
indicated high influence, and (4) indicated extremely high 
influence. The third step was to apply the DEMATEL tech-
nique to identify the influential networks among the criteria 
related to wealth management. The fourth and last step was 
to determine the most influential criteria and discuss the 
implications. The evaluation framework for wealth manage-
ment bank performance is depicted in Fig. 1.

The Delphi method analyzes the opinions of anonymous 
experts that communicate in written, discussion, and feed-
back formats on a particular topic (Steward et al. 1999). 
Following the approach by Chang and Tsai (2016), we first 
selected 17 anonymous experts and then conducted the ques-
tionnaire survey based on the 13 selected criteria. All the 
experts had over ten years of experiences in the banking 
industry.

Bank selection

Taiwan has 34 domestic banks and 24 foreign banks. Out 
of the total 58 banks, 12 banks provide wealth management 
services. Starting 2007, Business Today Weekly, a leading 
weekly business magazine, and the private Shih Hsin Uni-
versity have jointly bestowed the Wealth Management Bank-
ing and Securities Award to the Taiwan banks each year. 
Business Today Weekly invited experts to evaluate the Tai-
wan wealth management banks based on 12 categories such 
as product, financial consultant team, asset value increase, 
customer satisfaction, trust, image, risk management, digital 
tools, and sustainability (Business Today 2020). Another 
prominent Taiwanese business magazine, Wealth Magazine, 
also evaluated the wealth management banks in Taiwan 
in the last decade. This study selected the top five banks 
that received the awards from the two magazines during 
2017–2019. The following section briefly describes the five 
winner banks.

a.	 Bank A (C. U. Bank) was established in 1975. Bank 
A belongs to the largest Taiwanese financial holding 
company that owns an insurance and security firm. This 
holding company was ranked second in profitability and 
received the best performance award during in 2020. 
Bank A received the top three wealth management 
award for three consecutive years from both Business 
Today Weekly and Wealth Magazine. Bank A was also 
the winner in the category of bank image, customer sat-Ta
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isfaction, and sustainability. Bank A is the second largest 
bank in Taiwan based on the asset size of US$109,628. 
It owns 236 branches and 11 overseas branches. This 
bank offers a wide range of consumer banking products 
and is recognized for alerting their customers at the start 
of the COVID-19 to shift their investments to lower the 
overall portfolio risks.

b.	 Bank B (C. T. Bank) was established in 1966. Bank B 
belongs to the third-large financial holding company in 
Taiwan. Bank B received the top three wealth manage-
ment for three consecutive years from 2017 to 2019. 
The financial holding company that owns Bank B ranked 
third in profitability in 2020. Bank B was also the win-
ner in the two categories of the best financial consultant 
team and digital tools. Bank B is the largest bank in 
Taiwan in terms of asset size of US$127,120 million. It 
is regarded the most internationalized Taiwanese bank 
with 152 domestic branches and 116 overseas branches. 
This bank initiated the wealth management programs for 
business owners and the financial and estate planning 
package for the entire family up to three generations.

c.	 Bank C (E. S. Bank) was established in 1992 and owned 
by its financial holding company that ranked fourth in 
the financial holding company award. Bank C has 139 
branches and 28 overseas branches. Bank C received 
the best wealth management bank by Business Today 
Weekly and Wealth Magazine in 2019. In addition, Bank 
C was the winner in the two categories of financial con-
sultant team and increase in asset value in 2019. Bank C 
has an asset size of US$90,665 million and is renowned 
for providing overseas banking products such as foreign 
bonds, US stocks, and global ETF.

d.	 Bank D (F. B. Bank) was established in 1992 and is 
owned by the second-largest financial holding company 
in Taiwan. Bank D received the highest score on cus-
tomer satisfaction by Business Today Weekly in 2019. 
This financial holding company ranked first in profit-
ability from 2017 to 2020 and was listed in the Fortune 
Global 500. Bank D is the third largest bank in Taiwan 
based on the asset size of US$95,075 million. It owns 
135 domestic and 6 overseas branches. It offers an exten-
sive product line covering corporate and consumer bank-
ing and insurance products. It excels in cross-selling its 
bank products to its large number of insurance custom-
ers. It is also the first bank to establish an offshore office 
in Hong Kong.

e.	 Bank E (T. S. Bank) was established in 1992 under 
the financial holding company. Bank E received best 
wealth management bank award from the Wealth Maga-
zine from 2017 to 2019 (Wealth Magazine 2020) and 
the Excellence award from the Business Today Weekly. 
Bank E has an asset size of US70,090 million and 100 
domestic and four overseas branches. It is known for its 
financial innovation and the ability to identify customer 
needs using big data. It was one of the pioneer banks in 
developing a digital platform to communicate with and 
serve customers online.

Data

This study distributed survey questionnaires forms with 
three dimensions and 13 evaluation criteria for wealth 
management banks to 17 anonymous executives from five 
large Taiwanese banks. The executives consisted of seven 

Fig. 1   Evaluation framework 
for wealth management bank 
performance
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male and ten female bankers with an average age of around 
50. Eleven of the bank executives had more than 20 years 
of work experiences, and six had over 15 years of work 
experiences.

The 17 executives were asked to assess the direct influ-
ence between each pair of criteria based on a score of 0 to 
4. In addition, the 17 executives were requested to write 
their opinions on the forms to provide additional informa-
tion about the bank practices used to cope with challenges 
arising from COVID-19 (Torbacki and Kijewska 2019). All 
17 executives completely answered the survey questions and 
returned them independently to the researchers.

DEMATEL model

We analyzed the results of the survey questionnaires based 
on the DEMATEL technique, which consists of five steps 
(Maqbool and Khan 2020; Qarnain et al. 2020), as shown 
in Fig. 2.

Step 1: Generate initial influence matrix R

Based on the experts’ opinions, the initial direct influence-
relation matrix R can be constructed, where rij denotes the 
influence of criteria i on another criteria j as perceived by 
the experts, as shown in Eq. (1):

The average values obtained from the surveys are used 
to form average direct influence relation matrix A, which 

(1)R =
�
rij
�
=

⎡
⎢⎢⎢⎢⎢⎣

r11 ⋯ r1j … r1n
⋮ ⋮ ⋮

ri1 ⋯ rij ⋯ rin
⋮ ⋮ ⋮

rn1 ⋯ rnj ⋯ r
nn

⎤
⎥⎥⎥⎥⎥⎦n×n

.

indicates the level of influence of one criterion on another 
and of one criterion from others. Therefore, an n column 
by n row average matrix A can be built by Eq. (2), where n 
equals the number of total criteria (1 ≤ i ≤ n and 1 ≤ j ≤ n)

:

Step 2: Conduct a test of the expert’s consensus deviation 
index (CDI)

The CDI value obtained from Eq. (3), which represents 
the consensus degree of the experts, is used to conduct 
a test of the expert’s consensus deviation index (CDI). 
In this paper, the CDI threshold was set at 5% (Lin et al. 
2019; Qu et al. 2019). A threshold less than 5% would 
indicate that the confidence level was higher than 95% and 
that the system was stable. On the contrary, if an unstable 
system was found, the first stage of calculation would be 
reperformed to verify the accuracy of data collection and 
adequacy of experts.

(2)A =
�
aij
�
=

⎡
⎢⎢⎢⎢⎢⎣

a11 ⋯ a1j … a1n
⋮ ⋮ ⋮

ai1 ⋯ aij ⋯ ain
⋮ ⋮ ⋮

an1 ⋯ anj ⋯ a
nn

⎤
⎥⎥⎥⎥⎥⎦n×n

.

(3)

CDI =
1

n(n − 1)

∑n

i=1

∑n

j=1

(|||d
H
ij
− dH−1

ij

|||∕d
H
ij

)
× 100%.

Fig. 2   Process of DEMATEL technique



285Criteria affecting Taiwan wealth management banks in serving high‑net‑worth individuals…

Step 3: Obtain the normalized average direct influence 
relation matrix X

Matrix X can be derived from Eqs. (4) and (5), where m is 
a constant used for normalizing X:

Step 4: Derive the total influence relation matrix T

The indirect effects of the model diminish with an increase 
in the power of X. The total influence–relation matrix T is 
defined by Eqs. (6) and (7), in which I denotes the identity 
matrix:

Then,

w h e r e 
T = [tij]n×n , 0 ≤ tij < 1 , 0 <

∑n

j=1
tij ≤ 1 , 0 <

∑n

i=1
tij ≤ 1. 

If at least one row or column of summation is equal to 1 (but 
not all) in 

∑n

j=1
tij and 

∑n

i=1
tij, then we can guarantee 

lim
k→∞

Xk = [0]n×n.

Step 5: Generate the cause–effect relation map

The sum of each column and row in T are analyzed to gen-
erate a cause–effect relation map based on the degree of 
influence among the criteria. In Eq. 8, the sum of each row 
is denoted by r, while in Eq. 9, the sum of each column is 
denoted by d:

In this study, ri denotes the sum of the ith row of matrix T 
and also represents the sum of the direct and indirect effects 

(4)X = mA =
�
xij
�
=

⎡
⎢⎢⎢⎢⎢⎣

x11 ⋯ x1j … x1n
⋮ ⋮ ⋮

xi1 ⋯ xij ⋯ xin
⋮ ⋮ ⋮

xn1 ⋯ xnj ⋯ xnn

⎤
⎥⎥⎥⎥⎥⎦n×n

(5)

m = min

{
1∕max

i

∑n

j=1
aij, 1∕max

j

∑n

i=1
aij

}
, i, j ∈ {1, 2,… , n}.

(6)

T = X + X
2 + X

3 +⋯ + X
k

= X(I + X + X
2 +⋯ + X

k−1)[(I − X)(I − X)−1]

= X(I − X
k)(I − X)−1.

(7)T = X(I − X)−1, when k → ∞, X
k = [0]n×n

(8)r = (r1,… , ri,… , rn)
� =

[
t
i

]
n×1

=
[∑n

j=1
tij

]
n×1

(9)d = (d1,… , di,… , dn)
� =

[
t
j

]
n×1

=
[∑n

i=1
tij

]�
n×1

.

of criterion i on other criteria. While dj represents the sum of 
the jth column of matrix T, it also represents the sum of the 
direct and indirect influences of criterion j on other criteria.

When i = j, the (ri + di) value represents the degree of 
influence of each criterion. The (ri + di) value is known 
as the prominence, which shows the degree of the central 
role played by this particular criterion in the system (Li and 
Tzeng 2009; Maqbool and Khan 2020). Conversely, the 
(ri − di) value represents the degree of influence received by 
criteria i from other criteria. A higher (ri − di) value means 
that criterion i has a stronger connection with the other cri-
teria in the system. A higher (ri − di) value means that this 
criterion has a stronger influence on other criteria than the 
influence that is received from them (Zhang et al. 2019).

The difference (ri − di) can be used to divide the crite-
ria into two groups, namely the cause-and-effect groups. If 
(ri − di) is positive, it means that the criterion affects other 
criteria. In other words, the criterion belongs to the cause 
group. When (ri − di) is negative, it means that the crite-
rion is affected by other criteria. In other words, the cri-
terion belongs to the net effect group. Using this method, 
the cause–effect influence relations among the dimensions 
and criteria can be determined by (ri − di). Moreover, the 
INRM can be constructed to delineate the influential rela-
tionship diagram for further analysis and provide insights 
about wealth bank management. Table 3 lists the symbols 
used in this study.

Results

Three dimensions

We used the DEMATEL technique to identify the network 
relationships among the criteria affecting the wealth manage-
ment banks. The prominence (ri + di) and net effect (r − d) 
were calculated from the total relation matrix. The INRM 
for the three dimensions of performance, professionalism, 

Table 3   List of symbols

Term Definition

R Initial direct influence relation matrix
A Average direct influence relation matrix
X Normalize average direct influence relation matrix
I Identity matrix
T Total influence relation matrix
r Degree of influence
d Degree of to be influenced
r + d Total influence degree
r-d Net influence (influence received—influence sent)
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and customer behavior is depicted in Fig. 3. Table 4 shows 
the degree of influence of the three dimensions.

Based on the (ri + di) values in Table 4, the prominence 
was ranked in the order of customer relationship (D3; 
14.678), professionalism (D2; 14.339), and bank perfor-
mance (D1; 13.437). Based on the (ri − di) value in Table 4, 
the net causes included customer relationship (D3; 0.807) 
and professionalism (D2; 0.353). The net effect was bank 
performance (D1; -1.159).

Subsequently, this study obtained the influences of the 
criteria for each of the three dimensions.

Key performance (D1)

The dimension of key performance (D1) consisted of five 
criteria: CIF, AUM, fee income, commission income, and 
customer satisfaction. The network relationships among the 
five criteria are shown in Fig. 4. Table 5 shows the degree 
of influence of each criterion in D1.

Based on the (ri + di) values presented in Table 5, the 
prominence was ranked in the order of customer satisfac-
tion (C5; 17.234), fee income (C3; 17.210), CIF(C1; 16.546), 
assets under management (C2; 16.414), and commission 
income (C4; 16.116). Based on the (ri − di) value in Table 5, 
the net causes included customer satisfaction (C5; 1.075) and 
CIF (C1; 0.957). The net effects (receivers) were ranked in 
the order of commission income (C4; -0.892), fee income 
(C3; -0.865), and assets under management (C2; −0.276).

Professionalism (D2)

The dimension of professionalism (D2) consisted of three 
criteria: innovative products and services, comprehensive 
investment information, and family financial planning. The 
network relationships among the five criteria are shown in 
Fig. 5. Table 6 shows the degree of influence of each crite-
rion in D2.

Based on the (ri + di) values presented in Table 6, the 
prominence was ranked in the order of innovative products 

Fig. 3   INRM of the three dimensions

Table 4   The degree of influence 
of the three dimensions

Based on the (r
i
+ d

i
) value, customer relationship (D3) had the highest prominence (14.678), followed 

by professionalism (D2; 14.339) and key performance (D1; 13.437). From the (r
i
− d

i
) values, the criteria 

were divided into two groups. Customer relationship (D3; 0.807) and professionalism (D2, 0.353) were the 
causes. Key performance (D1; −1.159) was the effect.

T D1 D2 D3 r d r + d r − d

D1 1.929 2.115 2.095 6.139 7.298 13.437 −1.159
D2 2.603 2.214 2.529 7.346 6.993 14.339 0.353
D3 2.766 2.664 2.312 7.742 6.936 14.678 0.807
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Fig. 4   INRM of the five criteria within D1

Table 5   The degree of influence 
of each criterion in D1

T C1 C2 C3 C4 C5 r d r + d r−d

C1 1.491 1.791 1.920 1.808 1.741 8.751 7.794 16.546 0.957
C2 1.545 1.471 1.778 1.681 1.593 8.069 8.345 16.414 -0.276
C3 1.564 1.665 1.614 1.697 1.632 8.172 9.037 17.210 -0.865
C4 1.433 1.569 1.698 1.414 1.498 7.612 8.504 16.116 -0.892
C5 1.761 1.848 2.026 1.903 1.617 9.155 8.080 17.234 1.075

Fig. 5   INRM of the three criteria in D2
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and services (D6; 15.252), comprehensive investment infor-
mation (D7; 15.071), and family financial planning (D8; 
14.831). Based on the (ri − di) value in Table 6, the only 
net cause was innovative products and services (C6; 1.139). 
The net effects (receivers) were ranked in the order of family 
financial planning (C8; -0.603) and comprehensive invest-
ment information (C7; -0.536).

Customer relationship (D3)

The dimension of customer relationship consisted of five 
criteria: customer involvement, relationship bond, benefit 
of switching, cost of switching, and switching behavior. 
The network relationship among these criteria is depicted 
in Fig. 6. Table 7 shows the degree of influence of each 
criterion in customer relationship (D3).

Based on the (ri + di) values presented in Table 7, the 
prominence was ranked in the order of switching behavior 
(C13; 16.993), benefit of switching (C11; 16.301), customer 

Table 6   The degree of influence 
of each criterion in D2

T C6 C7 C8 r d r + d r−d

C6 2.353 2.949 2.894 8.195 7.056 15.252 1.139
C7 2.371 2.307 2.589 7.267 7.803 15.071 -0.536
C8 2.332 2.548 2.234 7.114 7.717 14.831 -0.603

Fig. 6   Network relationships among the criteria in D3

Table 7   The degree of influence 
of each criterion in D3

T C9 C10 C11 C12 C13 r d r + d r−d

C9 1.463 1.607 1.784 1.658 1.892 8.405 7.613 16.018 0.793
C10 1.547 1.312 1.652 1.524 1.748 7.784 7.369 15.153 0.415
C11 1.578 1.503 1.519 1.593 1.800 7.993 8.308 16.301 -0.314
C12 1.410 1.382 1.580 1.292 1.663 7.328 7.708 15.036 -0.380
C13 1.614 1.564 1.773 1.640 1.649 8.240 8.753 16.993 -0.513
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involvement (C9; 16.018), relationship bond (C10; 15.153), 
and cost of switching (C12; 15.036). Based on the (ri − di) 
value in Table 7, the net causes (receivers) were ranked in 
the order of customer involvement (C9; 0.793) and rela-
tionship bond (C10; 0.415). The net effects (receivers) were 
ranked in the order of switching behavior (C13; −0.513), 
cost of switching (C12; −0.380), and benefit of switching 
(C11; −0.314).

Table 8 presents the ranking of the criteria based on 
influence. Table 9 exhibits the cause-and-effect groups.

Discussion and managerial implications

Discussion

According to both the prominence (ri + di) and cause-
and-effect relationships among the dimensions ( ri − di ), 
we found that customer relationship (D3) has the highest 
influence on the other criteria, followed by professionalism 
(D2). Key performance (D1) is the receiver of influence. 
Specifically, customer relationship is the primary and pro-
fessionalism the secondary cause, while key performance 
is the only effect.

Previous studies analyzed bank performance mostly 
using the AHP method from the product and service per-
spectives (Wu et al. 2011; Chang and Tsai 2016; Ting 
2017). This research utilized a combination of the Delphi 

Table 8   Ranking of criteria based on influence

Rank Dimension (r
i
+ d

i
) Rank Criteria no Criteria (r

i
+ d

i
)

1 Customer relationship (D3) 14.678 1 C13 Switching behavior 16.993
2 C11 Benefit of switching 16.301
3 C9 Customer involvement 16.018
4 C10 Relationship bond 15.153
5 C12 Cost of switching 15.036

2 Professionalism 14.339 1 C6 Innovative product and service 15.252
2 C7 Comprehensive investment information 15.071
3 C8 Family financial planning 14.831

3 Key performance 13.437 1 C5 Customer satisfaction 17.234
2 C3 Fee income 17.210
3 C1 Customer information file 16.546
4 C2 Asset under management 16.414
5 C4 Commission income 16.116

Table 9   The net cause-and-effect group

Rank Dimension r
i
− d

i
Rank Criteria no Criteria r

i
− d

i

1 Customer relationship 0.807 CAUSE 1 C9 Customer involvement 0.793 CAUSE
2 C10 Relationship bond 0.415 CAUSE
3 C11 Benefit of switching -0.314 EFFECT
4 C12 Cost of switching -0.380 EFFECT
5 C13 Switching behavior -0.513 EFFECT

2 Professionalism 0.353 CAUSE 1 C6 Innovative product and service 1.139 CAUSE
2 C7 Comprehensive investment information -0.539 EFFECT
3 C8 Family financial planning -0.603 EFFECT

3 Key performance −1.159 EFFECT 1 C5 Customer satisfaction 1.043 CAUSE
2 C1 CIF 0.957 CAUSE
3 C4 Commission income -0.276 EFFECT
4 C3 Fee income -0.865 EFFECT
5 C2 AUM -0.892 EFFECT
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method to obtain experts’ opinions and the DEMATEL 
method to identify the influential relationships among the 
three dimensions as well as the criteria within each dimen-
sion. The detection of the cause-and-effect group could 
allow banks to focus directly on the causes and expect the 
effects to be visible.

This study offers an up-to-date analysis on bank evalu-
ation during the COVID-19 period. The results were con-
sistent with the literature, which has found that financial 
institutions must recognize the customers’ changing needs 
and provide personalized services to high-net-worth indi-
viduals (Brunel 2011; Ugolini 2018). In addition, wealth 
management banks that have not caught up with the chang-
ing patterns during the crisis may not prevail in the fierce 
competition of banking services (Ting 2017).

Managerial implications

The results of this study suggested that customer relation-
ship and professionalism affect key performance and that 
customer relationship plays a central role. Consistent with 
the research report by the McKinsey Company (2020), the 
severity of COVID-19 has altered bank practices in serving 
their wealth management customers. In order to attract and 
retain customers during the COVID-19 period, banks seek 
to deepen their relationships with customers. As a result, 
banks recommended personalized products to increase cus-
tomer usage, developed innovative products and services, 
thus increasing the CIF, AUM, and fee and commission 
income. These results are consistent with previous studies 
that emphasized the significant impact of relationship quality 
on customer loyalty (Ting 2017; Yeh 2015). However, the 
results of this study vary from that of prior studies. Previous 
researches highlighted that consumer confidence and risk 
control were critical pursuant to the 2008 financial crisis 
(Chan and Chan 2011; Chang and Tsai 2016; Yeh 2015). In 
contrast, this study focused on the current digital era, reveal-
ing that customer relationships and innovative products are 
crucial to high-net-worth customers.

The implications drawn from the results of this study can 
be explained from the three dimensions.

Within the dimension of key performance (D1), customer 
satisfaction (C5) has the highest influence based on the value 
of (ri − di) , followed by CIF (C1). These two criteria affect 
AUM (C2), fee income (C3), and commission income (C4). 
Customer satisfaction (C5) is the most influential criterion 
based on the value of (ri + di) . This outcome suggested 
that banks may focus on increasing customer satisfaction 
to excel, which is consistent with Tadic et al. (2018) and 
Grigoroudis et al. (2012). For example, one bank executive 
mentioned, “Customers are satisfied when the bank financial 
advisors understand what they need and provide personal-
ized services for themselves and their family members.” 

Moreover, CIF influences bank performance. During the 
COVID-19 period, wealth management customers have 
tended to select large and reputable banks because custom-
ers feel secure with big banks that have a proven track record 
of success. Therefore, large banks may seize the opportunity 
to target high-net-worth individuals and offer customized 
services during financial turbulence.

Within the dimension of professionalism (D2), innovative 
products and services (C6) affects comprehensive investment 
information (C7) and family financial planning (C8), based 
on the value of (ri − di) . Innovative products and services is 
the most influential criterion, based on the value of (ri + di) , 
which was consistent with Wu et al. (2010), Phoon and Koh 
(2018), and Semko (2019). Therefore, banks should develop 
new and innovative financial services to provide customers 
with a wide range of information, including ways to trans-
fer the family wealth to the next generation. For example, 
banks may develop FinTech and robot-advisors to recom-
mend investment portfolios for high-net-worth individuals or 
family members based on their personal or family character-
istics. Financial advisors may use the bank’s automatic sys-
tems to suggest hedging investment portfolios for customers 
when markets become more volatile. Financial advisors may 
also assist customers in giving “stop-loss” and “take-profit” 
instructions and send such notifications automatically to cus-
tomers to avoid possible losses and reap gains during times 
of high volatilities. For example, one bank executive men-
tioned, “Bank B uses big data to find customers who have 
been affected by COVID-19, and then the bank managers 
ensure that the financial advisors communicate the neces-
sary actions to those customers.” Another bank executive 
mentioned, “Bank A has developed an innovative system 
to track combined family balances to ensure that custom-
ers and their family members always enjoy bank privileges, 
such as VIP counters, personal financial consultation, lower 
service charges, and free airport pick-up.” Banks may also 
use a new system to track customers’ family members so that 
bank advisors may provide estate planning services, which 
are highly needed by affluent families but are inadequately 
discussed in traditional Asian families.

Within the dimension of customer relationship (D3), 
customer involvement (C9) affects other criteria the most, 
followed by relationship bond (C10), based on the value of 
(ri − di) . The affected criteria include switching behavior 
(C13), cost of switching (C12), and benefit of switching (C11). 
The most influential criterion is switching behavior (C13), 
based on the value of (ri + di) . These results suggest that 
banks may strengthen their relationship bond with custom-
ers by increasing their usage of personalized products and 
services. This finding was consistent with the works by 
Ananth et al. (2010) and Benoit and Van den Poel (2012) 
that increasing customer usage of products and services 
through cross-selling strengthens the relationship between 
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banks and clients. Therefore, banks should encourage their 
customers to use products (mutual funds, ETFs, bonds, for-
eign exchange, etc.) and services (online banking, mobile 
banking, robot-advisors, etc.) more frequently. Moreover, 
the outcome corresponds to the work of Hsu (2014) and 
Mutum et al. (2014) which highlighted customer decisions’ 
to switch banks when the benefits of switching exceed the 
costs of switching.

Due to the fear of COVID-19, a growing number of cus-
tomers have refrained from stepping into banks; therefore, 
banks have developed services that do not require human 
contact. These new contactless services, such as online 
communication with financial advisors and the delivery 
of investment information through mobile devices, have 
increased their popularity because banks and customers can 
avoid direct human interaction with each other. Moreover, 
banks may contact their customers through short text mes-
sages or e-mail to update their investment performance. 
Special programs with deeper discounts for customers 
could reinforce the relationship bonding effect. For exam-
ple, one bank executive mentioned, “Bank C first classifies 
their customers by their occupation, such as self-employed 
businessmen, high-level managers of listed companies, or 
professional workers (lawyers and accountants), then pro-
vides customized services, including asset allocation, tax 
planning, and even medical care.” Another bank executive 
mentioned, “Bank A has protected customers’ assets by pro-
viding appropriate investment strategies and sending person-
alized information to customers through short messages, line 
messages, or internet banking systems during the COVID-19 
period.” In short, banks can attempt to deepen the relation-
ships with their customers by cross-selling and increasing 
bank product usage. Such bonding efforts are likely to influ-
ence customers’ intention and behavior to remain with the 
same bank. Furthermore, banks that have responded quickly 
to the COVID-19 pandemic have been able to succeed in 
customer acquisition and loyalty.

Conclusions, limitations, and future research

Wealth management has grown tremendously in Taiwan over 
the last decade, which has increased the proportion of fee 
and commission income for the banks. This study applied 
the Delphi and DEMATEL method in its research. Based on 
the inputs from 17 bank experts, we identified the influential 
network relationships among 13 criteria within three dimen-
sions: key performance (CIF, AUM, fee income, commission 
income, customer satisfaction); professionalism (innovative 
products and services, comprehensive investment informa-
tion, family financial planning); and customer relationships 
(customer involvement, relationship bond, cost of switching, 
benefit of switching, switching behavior).

The empirical findings of this study could be summarized 
as follows: Customer relationship (D3) is the most important 
cause, followed by professionalism (D2). These two dimen-
sions affect key performance (D1).

Within the first dimension of key performance (D1), 
customer satisfaction and CIF are the causes, while AUM, 
fee income, and commission income are the effects, with 
customer satisfaction being the most influential criterion. 
This outcome was consistent with the study of Wu et al. 
(2010). Within the second dimension of professionalism 
(D2), innovative products and services is the cause, while 
comprehensive investment information and family financial 
planning are the effects. Innovative products and services 
is the most influential criterion. This finding was consist-
ent with Phoon and Koh (2018) and Semko (2019), who 
emphasized the digitalization of services. Within the third 
dimension of customer relationships (D3), customer involve-
ment is the primary cause, followed by relationship bond. 
The affected criteria are switching behavior, cost of switch-
ing, and benefit of switching. Switching behavior is the most 
influential criterion. This outcome corresponds to the works 
by Ananth et al. (2010), and Benoit and Van den Poel (2012) 
that increasing customer usage of products and services 
through cross-selling strengthens the relationship between 
banks and clients. Therefore, banks should encourage their 
customers to use personalized products (mutual funds, ETFs, 
bonds, foreign exchange, etc.) and services (online bank-
ing, mobile banking, robot-advisors, etc.) more frequently 
to enjoy the bank benefits.

Our study contributes to the understanding of the ways in 
which the COVID-19 pandemic has changed wealth man-
agement bank practices. We applied the DEMATEL tech-
nique on bank-specific criteria to determine the priority. As 
a result, we provided practical suggestions for bank manag-
ers. Wealth management bank may improve their perfor-
mance through strengthening customer relationship as well 
as developing innovative products and services. However, a 
limitation of this study is that it only covers the COVID-19 
pandemic period. Future research may include a comparison 
of wealth management bank services before, during, and 
after the COVID-19 pandemic.

Funding  This research was funded by the Ministry of Science and 
Technology, Taiwan, grant numbers MOST 107-2410-H-305-
038-MY3, MOST 108-2221-E-305-002-MY3, and MOST 
109-2410-H-305-056.
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