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Purpose: This thesis examines behaviour related to mobile banking among customers in 
Sweden. The purpose of this paper is to describe customer behaviour towards mobile banking 
and explain what different factors that are influencing individuals to adopt the usage of 
mobile banking application. This papers secondary purpose is to gain an understanding of the 
factors that influence the behaviour to not use mobile banking among individuals. 

Research question: What factors influence an individual to adopt the usage of mobile 
banking? What factors influence an individual’s behaviour to not use mobile banking? 
 
Method: In order to accomplish the study, primary and secondary data has been used. The 
primary data was collected using both qualitative and quantitative methods in form of five 
face-to-face interviews and an online questionnaire. The secondary data was built on two 
theories; planned behaviour theory and diffusion of innovations theory. Furthermore, how  
attitudes affect the customer behaviour has also been included in the paper. 
 
Conclusion: The findings of this study provide an understanding of the customer behaviour 
in mobile banking. The results indicate that the driving forces for the adoption of mobile 
banking application found to be the fast speed of making transactions, the availability of the 
services, and the fact that the application is perceived to be convenient and easy to use. 
The main factors for not using mobile banking among the respondents were security risk 
concerns, the lack of technological skills, size and design issues, and not having enough 
knowledge about the technology. 
 
Key words: Mobile banking, customer behaviour, banking industry, technology adoption, 
theory of planned behaviour, diffusion of innovations theory, trust, attitude 
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1. Introduction 

___________________________________________________________________________ 
This chapter presents an introduction to the subject by explaining the background of mobile 
banking, mobile banking in Sweden, purpose of the study, the research problem, research 

questions and delimitations.  
___________________________________________________________________________ 
 

Over the last decades, banking services have undergone changes due to the expansion of 
technological developments. Back in the nineteenth-century the bank's personnel handled 
most of the financial requirements at the bank. Nowadays, banking services offer customers 
access to financial activities despite the time and place (Drigâ & Isac, 2014). The radical 
transformation and the latest innovation, the mobile banking applications, that most banks and 
other financial institutions utilize have made this possible. The application has had a major 
impact on consumers’ lives and has enabled the consumers to handle their finances in a much 
more convenient way. The mobile banking application provides the consumers with 
components as being able to check the account balance, pay bills and other features directly 
on the device, either on mobile phone or tablet. (Consumers and Mobile Financial services, 
2015) However, there are still some individuals who do not use the application due to several 
reasons.  

The fact that we live in an era of technological development has expanded the growth of 
different applications. Mobile banking applications were the second most popular applications 
to be downloaded (27%) among Swedish people in 2014 (Swedes and the Internet, 2014). 
Recent media articles have discussed that Sweden is one of the leading countries in becoming 
the first cashless society in the world (Edwards, 2015).  

 
1.1 Background of mobile banking 

Mobile banking can be considered as a product or a service in order to make banking more 
convenient for customers. It provides the needs that many customers want, when handling 
their financial transactions, such as speed, easy access, safety, convenience, and sense of 
security. The application can be downloaded for iPhone, Android, and Windows devices free 
of charge (Krishnan, 2014). 
 
Today, all the biggest banks in Sweden provide mobile banking application for their 
customers. The latest advantage of mobile banking, called Bank ID, was launched in 2011 
(Historia, 2016). It is an electronic identification application used both for identification as 
well as signing transactions and other documents (This is BankID, 2016). A study showed 
that in the year 2014, 48 % of smartphone or tablet users had the application (The Swedes and 
the internet, 2014). 
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According to Anyasi and Otuby, by looking back at the history of mobile banking, the very 
first service used short message service (SMS) banking. With short message service it was 
possible to either use push or pull messages. Push messages were ones that banks sent to their 
customers, which typically included marketing messages or events that had happened on 
customer’s bank account, such as deposit alerts. With pull messages customers were able to 
send an account balance request to the bank. Subsequently, the consumer obtained a reply 
message of the balance (2009). MeritaNordbanken group, currently Nordea, was the first bank 
in the world to launch WAP (wireless application protocol) banking services in 1999. 
Customers were then able to log in to the service using Internet. They were offered to use an 
even wider range of banking services on their phones such as account-to-account transfer and 
bill payments (Merita Nordbanken Group, 1999).  

Mobile banking applications were introduced 2007 in the U.S., when the iPhone also was 
released (U.S. News, 2007). The rapid growth of iOS and android-based applications enabled 
banks to bring new options for their customers (Digital offerings, 2015). The mobile banking 
allowed customers to check their account balance, transfer money, pay bills and much more 
even faster than before, despite the time and place (Nagaraju, 2015). Ratten (2011) describes 
that the usage of mobile banking has increased additionally since more people have access to 
mobile devices, and due to the fact that Internet has become cheaper and more accessible. 
These factors have led the mobile banking to become a global trend. 
 
There can be noticed two main effects in which the development of IT technology has 
influenced banking services. Firstly, it has lowered banks’ costs by substituting services such 
as paper bills to be transformed and viewed electronically with the application. Secondly, it 
has brought up new possibilities for customers to manage their banking transactions without 
direct contact with bank personnel (Vesala, 2000). New innovations always include risks 
since it requires time for the potential users to adapt and get used to the new changes. 
Additionally, some people might be resistant for new technology and prefer to stay in their 
old habits. Also, all people do not have access to the newest technology due to their financial 
situation or lack of interest (Ratten, 2011). 
 
Sweden is one of the most cashless societies with 95 percent of all transactions being made 
digitally (Digital Sweden, 2015). In 2013, transferring money to other accounts with mobile 
phones was revolutionized when six of Sweden’s biggest banks (Danske Bank, 
Handelsbanken, Länsförsäkringar Bank, Nordea, SEB and Swedbank) launched together an 
application called Swish. The application allows consumers to transfer money and make 
payments to other accounts by connecting the phone number with the bank's account number. 
Since all the biggest banks in Sweden collaborate together, the transactions are made directly  
despite on which bank the customers are using. Today the application has more than two 
million users (Digital Sweden, 2015).  
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1.2 Research problem 

At Harvard Business School Professor Sunil Gupta explains that mobile banking adoption 
among consumers has been much faster than the adoption of online banking. Even though 
mobile banking is successful in many countries, no countries can be compared with each other 
since every country has different country specific differences. This can be explained as 
countries have different infrastructure, economy and customer needs, which lays the 
foundation for adoption (Gupta, n.d., 2013).  
 
Previous research about customer behaviour within this topic has been conducted in some 
parts of the world but Sweden remains as a country where comprehensive research is needed. 
Most of the researches have focused on the less developed countries. When looking at the less 
developed countries other factors play a role compared to Sweden. This shows a gap, since it 
would not be equitable to compare less developed countries with a developed country due to 
the fact that customer behaviour will be different (Gupta, n.d., 2013). Therefore, more 
researches within the specific country needs to be conducted in order for the research to be 
reliable. Sweden appears to be an interesting country to conduct this type of research since 
Sweden is one of the top countries in the world of the Innovation index list In 2015, Sweden 
was holding the third place after Switzerland and the United Kingdom (World Intellectual 
Property Organization, 2015). Previous studies show that mobile banking is still in its growth 
state and will continue to grow (Mobile banking, 2015). As the Index states Sweden is one of 
the top countries when it comes to innovations but still there are people who have not yet 
adopted mobile banking despite the advantages of the application. Therefore it is important to 
examine the reason behind this, by examine customer behaviour within mobile banking.  as 
well since Scandinavian nations can be seen as somewhat pioneers when it comes to 
innovations (Tung, 2015).  
 
The research will contribute with understanding how Swedish bank customers interact with 
technology as mobile bank applications. This will shed the light on the relationship between 
an innovation and behaviour. Innovation and behaviour is both connected with each other 
since an individual needs to make a decision in order to start to use technology (Ajzen, 1991; 
Rogers, 2003) By gaining knowledge of how customers interact with the innovation mobile 
bank application the attempt is to understand how experience, emotions, influencers, attitudes, 
and demographics can affect customers to use or not use the application. This area can be 
presented as a relevant topic in today's society explained by Swift white paper ” mobile 
payments are rightly a top investment priority for banks globally” (2013). By collecting data 
of customer behaviour regarding the usage of mobile banking in Sweden more accurate 
results will be found specifically for this country.   
  



 
 

4 
 

1.3 Purpose 

The purpose of this paper is to customer behaviour towards mobile banking and to explain 
what different factors are influencing individuals to adopt the usage of mobile banking 
application. This paper’s secondary purpose is to gain an understanding of the factors 
influencing the behaviour to not use mobile banking among individuals. The reason for 
choosing mobile banking was because this area is relatively new and is consistently 
developing. The popularity of having mobile banking is increasing, which makes it interesting 
to investigate why it is growing exponentially among the individuals. Although, there are still 
individuals who are not using mobile banking today and the authors of this paper want to 
understand the reason behind this. Looking at previous studies about this topic there are not 
many conducted researches and that is what motivated the authors to choose this topic. 
Furthermore, this paper will contribute with a comprehensive understanding of the 
phenomenon, mobile banking from a customer behaviour point of view.  
 

1.4 Research Question 
 
The main research question was formed as follows: 
 
1. What factors influence an individual to adopt the usage of mobile banking? 
 
In addition, the second research question is: 

2. What factors influence an individual’s intention to not use mobile banking? 
 

1.5 Delimitations 

In this thesis certain delimitations has been taken into consideration. The research was 
delimited to investigate factors that stimulate customers to use mobile banking application as 
well as the factors influencing an individual to not use the application. The study focuses only 
on the adoption of mobile banking, and therefore excludes factors that might rise after the 
adoption or why people continue using the application. The study does not concentrate on one 
particular mobile bank application but seeks to investigate them in general. 

It must be noted that the data was collected only among people in Sweden with a Swedish 
bank account. Too much generalization of the findings must be avoided, since Swedish people 
may show different attitudes towards technological innovations than people in other countries.  
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2. Behind the phenomenon of mobile banking 

___________________________________________________________________________ 
This chapter includes a review of previous researches, both advantages and the resistance of 

using mobile banking.  
___________________________________________________________________________ 
 
Within mobile banking, previous studies have shown that the demand of the application 
increases due to different factors. A study conducted by Ha, K. H., Canedoli, A., Baur, A. W., 
& Bick, M. (2012) describes a major factor of why people are starting to use mobile banking 
application is due to people are influenced by each other. A person can for example write or 
speak about mobile banking, consequently it is shown it influences others to start to use the 
application because it provides a form of trust to hear about the application from someone 
else. The literature they used to conduct this research were Technology Acceptance Model 
(TAM) which describes how customers accept and start to use a technology. The model only 
focuses on the perceived usefulness and perceived ease-of-use which excludes many factors 
in the social process. Another research made by Digital Sweden (2016) explains that more 
customers prefer to use the application since they can access their account instantly from a 
supporting device, which is time saving and convenient compared with traditional banking. 
 
Zhou (2012) has identified the factors affecting the intention of mobile payment. Through his 
study, he also identifies the characteristics of the resistance of mobile banking. One of the 
biggest concerns is the safety of the application. For instance, customers might feel that 
mobile banking infringes their privacy due to the fraud opportunities that might occur (Zhou, 
2012). There is neither, no earlier experience to rely on when new innovations, such as mobile 
banking are introduced (Kim, Shin, & Lee, 2009). Furthermore, the lack of interest and 
knowledge about the application is another reason why customers are not using mobile  
banking (Mobile banking, 2015).  
 
According to Nordea Mobile Bank (2016) their most common features of mobile bank 
application are listed below: 
       

• Manage accounts, view statements and check balances   
• Transfer money between own accounts and to others 
• Send or receive money using Swish application  
• Receive and pay bills   
• Pay with OCR-scanner as well as QR-reader   
• Use currency converter   
• Write messages to bank      
• Call the bank and be identified in advance   
• Check the stock market and fund courses    
• Find nearest bank office  

(Nordea Mobile Bank, 2016). 
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3. Scientific framework 

___________________________________________________________________________ 
This chapter presents the theories used in this study. The theories selected are the theory of 

planned behaviour and diffusion of innovations theory. The chapter also portray how 
attitudes affect the customer behaviour outcome. 

___________________________________________________________________________ 
 

3.1 Theory of planned behaviour 

According to Ajzen (1991) the theory of planned behaviour focuses on understanding the 
psychology patterns of why a customer acts in a certain way. Solomon (2014) defines 
customer behaviour as follows: “It is the study of the process involved when individuals or 
groups select, purchase, use, or dispose of products, services, ideas or experiences to satisfy 
needs and desires” (p. 31). By identifying attitude, subjective norms, and perceived 
behavioural control, the theory will help understand customer and social behaviour (Baines, 
Fill & Page, 2013). 
 

3.1.1 Attitude towards the behaviour 

The founder of the theory Ajzen (1991) explains attitude as “the degree to which a person has 
a favourable or unfavourable evaluation or appraisal of the behaviour in question” (p. 
188).  Customers deal differently with objects, persons and situations depending on attitudes. 
The attitude that reflects customer’s behaviour is based on four components the affective, 
cognitive, conative, and evaluative attitudes, which are presented below.  

The affective attitude refers to customer’s emotions. Emotions are complex meaning many 
different factors can influence the behaviour since emotions can be based on evaluation of 
different situations, the motivation for a certain activity, the customer can perceive many 
different feelings based on reactions etc. Furthermore, emotions can both be positive or 
negative towards the outcome. A customer may for example have negative feelings 
concerning the adoption of a cashless society or a positive feeling about the fast-growing 
technology. When the customers are being exposed to and convinced about something it is 
more likely that the feeling influences the behaviour in the given outcome (Pratkanis, 
Breckler & Greenwald, 1989). The mental action as opinions are cognitive, meaning that the 
aggregation of knowledge, memory, and past experience influences the customer’s 
responsiveness to issues and questions (Ajzen, 1991). However, opinions, as Baines et al. 
(2013) explains, “are held with limited conviction, because we have often not formed or fully 
developed an underlying attitude on an issue” (p.78). Due to this, it is therefore easier to 
influence these customers to gain new opinions since opinions are something that can change 
overtime (Baines et al., 2013). 

When it comes to conative attitude, things become complicated since values are more 
problematic to influence. To clarify this, values are formed in the customer’s consciences 
from socialization, for example as growing up with certain values within the family, from 
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friends, through culture, religion etc. Values are guidelines for how the customers will act in 
their daily lives. Furthermore, values are more powerful than attitude since people usually do 
not go against their values. Putting the components together it forms the evaluative attitude 
i.e. what the actual outcome will be (Pratkanis et al., 1989). Attitudes will also vary 
depending on the geographic location of the customer (Baines et al., 2013). Likewise, 
demographic factors as age, gender, and education can also influence the attitude towards the 
demand for goods and services (Blythe, 2005). 

3.1.2 Subjective norm 

As Baines, et al., (2013) indicate subjective norm is a phenomenon describing customers 
imitating behaviour learned from social learning, which will lead or not to perform the 
behaviour. A few examples where the customer behaviour could have been learned is from 
observing parents, parents can as well learn from their children, students can learn from their 
teachers, and people can copy each other’s behaviour. According to Blythe (2005) some 
people feel pressured to fit in their surroundings by acting similar and adopting each other's 
behaviour. Blythe further points out “the main source of these pressures is reference groups. 
These are the groups of friends, colleagues, relatives and others whose opinions the 
individual values” (p.59). 
 
Furthermore, subjective norm could also be learned from personal influences such as role 
models from social media. Customers are becoming more aware of finding people that inspire 
them. One customer might follow a blogger due to the sharing interest, values, or opinions 
meaning that they belong to the same social group, called peer group. The blogger can 
therefore be seen as an opinion. leader, having a significant chance to influence their readers. 
Opinion formers are people that possess some kind of formal expertise through education 
meaning they are working as professionals or having a status associated with the organization 
they are work for. It is worth mentioning that the opinion formers do not belong to the same 
peer group as their customers. The opinion formers could be anything from doctor, shop 
assistant to financial advisor. To clarify, opinions formers are the ones that provide  
information regarding the product or service (Baines, et al., 2013). 
 

3.1.3 Perceived behavioural control 

Perceived behavioural control “refers to the perceived ease or difficulty that we have of 
performing a particular behaviour, based on our reflection on our past experience and future 
obstacles” stated by Ajzen (1991, p. 183). This means the customers’ perceptions are self-
evident and base for the contributed behaviour. It is representing to the extent to which the 
customer believes to control the outcome of an event. A person may have a strong perceived 
behaviour control over a situation meaning this person believes be able to handle a situation, 
object, event etc.  However in the end it turned out that this person did not have control even 
though this person thought to have control. It can also be reverse that a person has a low 
perceived behaviour control. By having a low perceived behaviour control could stress the 
person due to pressure, confusion etc. To put this into reality the perceived behaviour control 
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Figure 1 Theory of planned behaviour, founded by Icek Ajzen (1991 p.182) 

will lead to intention, which will lead to a positive or negative thinking and behaviour (Baines 
et al., 2013). 

 
3.1.4 Intention to behaviour 

The three aspects mentioned earlier, attitude toward the behaviour, subjective norm, and 
perceived behavioural control are all connected to each other. It means that these activities are 
the motivational factors, which lead to the intention to perform a given behaviour. The 
intention can be different depending on the motivational factors. To summarize this, the 
motivational factors can for example be how much energy and time people are willing to use 
in order for them to learn something new, or the influence and pressure to adapt to a particular 
behaviour. It is proven that if the behavioural intention is strong towards something it usually 
also leads to that outcome (Ajzen, 1991). 
 
The figure 1 below shows the relationship between attitude towards the behaviour, subjective 
norms, perceived behavioural control, which leads to the intention of performing or not 
performing certain behaviour. 
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3.2 Diffusion of Innovations theory 

The diffusion of innovations is a theory outlining how new advancements and technological 
innovations are spread out among groups of people. The theory was developed by Everett M 
Rogers in 1962 and is considered to be one of the oldest social science theories. It takes into 
consideration the different cultures and societies when collecting the information of new ideas 
and new technology developments, by explaining what, how, and why people are using it. 
The timeline is potentially spread out over a long period of time from the introduction stage to 
a wider-adoption (Diffusion of Innovations Theory, 2016).  

3.2.1 Main elements 

Rogers (2003) explains that there are four main elements in the theory. The first one is the 
innovation. “An innovation is an idea, practice, or object that is perceived as new by an 
individual or other unit of adoption” (p.12). The second element is communication channels. 
Rogers has defined them as: “the process by which participants create and share information 
with one another in order to reach a mutual understanding” (p. 18). One of the most effective 
ways to inform the public are different media channels. Also, interpersonal channels, meaning 
face-to-face contact between the individuals and especially Internet has become more 
important. The third element is time. It is involved in the process to measure how fast an 
individual adopts a new innovation. The time frame starts from the first time an individual 
gains the knowledge, until the adoption or rejection of the innovation. The fourth element is 
the social system, where people are engaged to achieve common goal and solving problems. 
There are several factors in the social system that affects the diffusion. For example, norms 
are the behaviour patterns for the members in a social system (Rogers, 2003). 

3.2.2 The innovation-decision process              

The five stages in the innovation-decision process are presented below in Figure 2. The 
process includes multiple choices and actions which an individual need to evaluate in order to 
make the decision. The process starts from the knowledge stage, where an individual receives 
knowledge and awareness of the innovation for the first time. The second stage, persuasion, is 
a stage where an individual form either a positive or a negative attitude towards innovation. 
Third stage is the decision stage and here an individual takes part in several activities, such as 
testing a trial of the innovation, that might lead to either adoption or rejection. There are two 
kinds of rejections presented. The first one is active rejection. It occurs when an individual 
first considers to adopt the innovation but decides to reject it later on. The second is called 
passive rejection. In this stage the individual is not considering to start using the innovation. A 
decision to reject after first deciding or considering to adopt is called discontinuance. Fourth 
stage, the implementation, is when an individual actually starts using the innovation. So far 
the process has been only about thoughts and decisions. Here the individual can experience 
how to use it in practice and see whether the innovation is working. Usually the last stage, 
confirmation, is followed by implementation stage rather quickly. In this stage the individual 
seeks even more information of the innovation and tries to enhance the decision. As a matter 
of fact, all the five stages in the process represents a potential rejection point. It is possible for 
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an individual to for example forget the awareness already in the knowledge stage. Also as 
mentioned earlier, the rejection can occur after the prior decision of consideration of adapting 
(Rogers, 2003). 

 
Figure 2 Five stages in the innovation-decision process (adopted from Rogers, 2003, p. 170). 

Diffusion is possible if a person adapts to the behaviour, idea, or product and sees it as new or 
innovative. Meaning that people are acting differently than they previously did (Diffusion of 
Innovation Theory, 2016). By presenting the needs across all levels of adopters through the 
innovations, such as the importance of peer and communication networking within the 
adaption process, the theory itself provides a valuable change for the technological 
innovations (Kaminski, 2011). 

 
3.2.3 Adopter categories 

Some people are more prone to adapt to new ideas and innovations than others. People 
adapting early to innovations are found out to have different characteristics than those 
adopting the innovation late or not at all (Behavioral Change Models: Diffusion of Innovation 
Theory 2016). Individuals are open to new ideas, or the idea of adopting new things in their 
daily lives. The globalization has made it easy to “spread the word” of a product or an 
innovative idea and this have led into spreading knowledge even faster to people all over the 
world (Kaminski, 2011). It is important when promoting an innovation to a group of people to 
understand the characteristics of the target population that will either help or hinder the 
adaptation of the innovation (Diffusion of Innovation Theory, 2016). 
 
Rogers (2003) divided people into five adopter categories: innovators, early adopters, early 
majority, late majority and laggards. The categories are classifications of the members in the 
social system based on their innovativeness and a degree of adoption. The five adopter 
categories are presented below in Figure 3. 
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Figure 3 Diffusion of Innovations Adopter categories (Adopted from Kaminski, J. 2011, p 2). 

 
The first category, the innovators, consists of around 2.5 % of the individuals. This group 
takes place in the beginning of the curve. These are the kind of people that like to be the first 
one to try new innovations. In this category, nothing or little needs to be done to keep the 
customers. They are already considered to be willing to take risks, interested in new ideas and 
open for new solutions and ideas. According to Rogers, the innovators have several dominant 
characteristics. They are the risky, daring people that are seeking adventures. The innovators 
are able to handle the high degree of uncertainty that could appear in an innovation and they 
could thereby understand the complex technical knowledge that it desires (Hornor,2007). 
 
Second category presents the early adopters consisting of 13.5 % of the individuals. This 
group is comfortable to adopt new ideas and embrace new change opportunities. Being part of 
a local social system and serve the leader are the main characteristics. They want to integrate 
in a social system and have a role model that serve the members or the society. Next category 
is the early majority. With 34 % of the individuals, this group is one of the largest categories 
together with late majority group. This group tends to adapt to new ideas before the average 
person, but have requirements in order to adapt it. The requirements could be evidence that 
the innovation works before they are willing to adapt the idea. Often they are more willing to 
collaborate with peers and seldom listen to one opinion leader.  The late majority group forms 
34 % of the individuals and they only adapt to the innovation after it is known by the 
majority. They are sceptical to the idea of a change occurring and need information of how 
other people have tried it out successfully as unsuccessfully. They tend to adopt new 
innovations only after most other in the social system have done so (Rogers, 2003). Pressure 
from the society has an impact in this group, as well as economic necessity (Hornor, 2007). 
The last group is laggards, consist of 16 % of the individuals, representing the hardest group 
to convince since they tend to bind to traditions, act conservative and are suspicious towards 
new ideas. They need much more time to adopt into new ideas and they form their decisions 
in the form of what has been done before (Rogers, 2003). 
 
There are many different factors influencing the diffusion. It could for example be due to the 
difference of rural and urban population within a society. One society may adapt faster to 
technical changes than another society. It could also be due to the level of education, 
industrialization and development (Diffusion of Innovation Theory, 2016). 
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3.3 Attitude  

The term attitude might vary in contexts depending on different degrees of commitment and 
involvement the customers have with the attitude object. The different attitudes are important 
to distinguish since they can be formed in different ways. It has a tendency to respond 
positively or negatively towards a certain idea, object, person or situation (Solomon, 2014).  
 
It is also important to distinguish the different factors that affect customers’ attitude. One 
customer can be more brand-loyal and have a positive attitude towards an object, while 
another customer can be more changeable even though the person has a positive attitude 
towards the object. The person might be willing to abandon the product or service when 
something better comes along. Furthermore, the reason behind this could be that the second 
customer could have a mildly positive attitude while the first customer could have an 
enduring, deeply positive attitude towards the object and are thereby more difficult to change 
the customer behaviour (Solomon, 2014). The principle of congruity exists when a customer 
has a positive or negative attitude towards a source. When congruity exists it is possible to 
change the customer's attitude through communication channels, such as media, articles, or 
advertising, to reduce negative feelings, and thereby to increase the image of a brand, product 
or service (Kotler, P., et al. 2008). Moreover, the varying commitment a customer might have 
with an attitude object is depending on the customer's level of involvement with this source. 
Three increasing levels of commitment are especially interesting to look at: 
 
The first level is compliance, it is the lowest level of customer involvement. For example, a 
person is using a product/service but when a better option becomes available the person 
changes his or her attitude pattern due to the low involvement. To illustrate this, before 
mobile banking was developed, people used to log into their bank through Internet bank ID. 
Later on, when mobile bank ID became available people started to use that application instead 
due to the ease of use. The second level of involvement is Identification. The attitude is 
formed when the customer imitates the behaviour and expectations of another person. The 
product then relies on the advertisements and the difficulties of choosing one product over 
another. The third and last level of involvement is Internalization. This involvement is the 
highest level and is seemed to be difficult to change because it provides a meaning to us. It is 
deep-seated attitudes that become part of our value system (Solomon, 2014). 
 
The intended behaviour can interfere with many factors. Due to confidence or conviction, a 
person might dislike or consider not using an attitude object. Although the customer might 
have all the intention to get the mobile banking application, a customer might consider not 
using it after all. The customer might want to have it but do not have a phone supporting it 
(Solomon, 2014). 
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4. Methodology 

___________________________________________________________________________ 
This chapter introduces the research methods used in this thesis. The methodological 

approach was a combination of a qualitative and quantitative research methods to examine 
the research purpose. Followed by operationalization, explaining the connection with the 
scientific framework. In the end of this chapter the reliability, validity and ethics will be 

presented. 
___________________________________________________________________________ 
 

4.1 Research approach 

A mixed research method, using both qualitative and quantitative methods, was brought into 
use in order to strengthen the study and to obtain a broader understanding. A sequential mixed 
method was used in order to improve and expand the findings of one method with another 
(Creswell, 2009). This study was first implemented by the qualitative interview followed by 
the quantitative questionnaire consisting a larger sample size.  
 
With a qualitative research method, it is possible to examine people’s experiences in more 
detail throughout the emphasized words that the research method carries. Different methods 
can be used, such as in-person interviews, and focus group discussions (Hennink, Hutter & 
Bailey, 2011; Bryman & Bell, 2015). The qualitative data was collected in a form of five 
personal interviews, with the purpose to understand why some people are not using mobile 
banking.  With the help of the data, understanding of customer behaviour in mobile banking 
was improved.  
 
Quantitative research method uses a collection of numerical data and displaying the 
relationship with the results and the chosen theories (Bryman & Bell, 2015). The quantitative 
data was gathered utilizing a descriptive research method, which is used when the aim of a 
research is to describe the characteristics of a phenomenon or a population. It also enables to 
present the data in a more meaningful and practical way since it helps to simplify greater 
amounts of data. This was done in order to collect information about attitudes, opinions, 
perceptions, and behaviour towards mobile banking (Zikmund, Babin, Carr, & Griffin, 2012).  

4.2 Primary data: Survey Stage one: Interview 

The second research question of this paper was to gain an understanding of the factors that 
influences the behaviour to not use mobile banking among individuals. Due to this, 
conducting interviews were used as a part of the qualitative research method to observe and 
learn more about customer behaviour towards mobile banking. The research approach for the 
interviews was grounded on a non-probability sampling plan, meaning that the authors 
selected particular individuals who were appropriate prospects for the interview as non users 
of mobile banking (Kothari, 2004). 
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The interview questions (see appendix 1) were structured, meaning the questions were 
prepared in advance. This was done in order to ensure each participant was asked exactly the 
same question to avoid errors. The reason for not choosing unstructured questions was to 
avoid errors that can occur, by asking questions which are not relevant or related to any 
scientific framework, or that will not contribute to the topic of this paper (Bryman & Bell, 
2015). In the interview the structured questions were put together based on the scientific 
framework and literature. The questions were open-ended question meaning the respondents 
could answer how they wanted. The interviews were arranged appointments of 30 minutes 
together with the authors. By having in-depth interviews there was an opportunity to explore 
data about the attitudes, subjective norms and perceptions towards mobile banking (Zikmund 
et al., 2012). 
 
The interviews were conducted in order to acquire more feedback to develop and construct 
the online questionnaire. The information gathered from the interviews helped to provide the 
needed modifications and specifications for the questionnaire. By having in-person interviews 
the authors were able to observe the individual's reactions and answers more accurately 
compared with an online survey.  

4.2.1 Selecting participants for the interviews 

The respondents of the interviews were people who were not using mobile bank application 
but had a supporting device. The five participants were the age of 21, 27, 49, 55 and 61. By 
having respondents with varying ages the authors wanted to find out if there were any 
contrasts between the groups. The respondents’ attention was retained and they could feel 
more comfortable to give answers by having a one by one interview.  

4.2.2 Operationalization of the interviews               

Structured questions in the interview made it possible to examine customer behaviour. The 
interview questions were divided into categories connected to the theories, attitude, 
demographics, and to fulfil the purpose. The questions put into the category “Fulfil of the 
purpose”, were considered to be necessary in order to answer the research question. All the 
questions put together were made to understand the customer behaviour, and the factors that 
influence customers to not use the application. The table down below show the questions 
divided into the different categories, which made it possible to do an analysis with the 
collected data. 
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Table 1 Interview questions connection to the theories. (See appendix 1). 

4.3 Primary data Survey Stage two: Questionnaire 

The quantitative research method was an anonymous and structured online questionnaire 
created with Google Forms. Bryman & Bell (2015) explains that survey questions requires 
clear instructions based on scientific framework. In addition, each question must be created 
with clear instructions in order to not confuse the respondents to avoid misunderstandings, or 
to make the respondent lose the interest. The purpose was to understand the pattern of 
customer behaviour in order to answer the research question. In addition, the questionnaire 
was chosen for this study since it was possible to gather great amount of data in a relatively 
quick time frame without any cost. The questionnaire link was published on 13th April 2016 
via Facebook and email and was estimated to take less than five minutes to conduct. 
Altogether 114 responses were received with the questionnaire.  

 
4.3.1 Selecting participants for the questionnaire 

The respondents consisted of students in Mälardalen University as well as the author's own 
contacts. Since this study was about customer behaviour within mobile banking application 
the requirements to take part of the survey were to be a bank customer of a Swedish bank.   
 

4.3.2 Operationalization of the questionnaire 

With same approach as the interview questionnaire, the questions were put into categories in 
order to answer the research question, which is explained further down. 

 

 

 

 

Theories Questions 

Fulfil of the purpose 1, 4, 5, 8, 9, 22, 23 

Theory of planned behaviour 13, 14, 15, 16, 17, 21 

Diffusion of innovations 11, 12, 18, 19 

Attitude 3, 6, 7, 10, 20 

Demographics 2 
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Within the questionnaire, the first four questions were conducted to gather general data of 
whether the respondents were familiar with the concept of mobile banking, if they were using 
the application, or if they knew what the application had to offer. Question number five was 
formed to investigate the affective attitude in order to understand the customer’s emotions 
towards mobile banking. This was done to comprehend if feelings could be the potential 
factor that influences the given outcome to use mobile banking. To understand customers 
attitude regarding safety of mobile banking question number six was formed. 

 
In question seven, all five categories of the adoption model in the diffusion and innovation 
theory were presented. Some people resist adapting to technology because of their values. To 
explore customer values towards technology this question was also used to understand the 
evaluative attitude in theory of planned behaviour. Question eight was implemented to find 
out how important people perceive the fact to be able to do banking anywhere at any time. 
The aim of the question nine and ten was to examine whether the knowledge about mobile 
banking has been spread. Question number eleven was founded in order to understand if 
cognitive attitude as knowledge could potentially influence customer’s behaviour in the 
theory of planned behaviour. Moreover, it is possible to understand if knowledge would 
positively affect the behaviour of mobile banking, or if received knowledge would not affect 
the use of mobile banking.  
 
Questions twelve and thirteen were formed in order to find out what features and how often 
the customers use mobile banking. The reason behind this is to identify the customer pattern 
whereas customers might not be aware of the different factors that the application offers and 
to fulfil the purpose. Question fourteen was obtained to find out who has had an influence to 
the respondents to start using mobile banking. The question number fifteen was created in 
order to understand the subjective norm for example if pressure affects people to adapt to a 
certain behaviour. It was important also to find out opinions about mobile banking and how 
the respondents perceive it and for this reason question number sixteen was used. The last 
three questions were formed to profile the respondents’ demographics.  
  

Theories Questions 

Fulfil of the purpose 2, 3, 12, 13,  

Theory of planned behaviour 5, 11, 15 

Diffusion of innovations 7, 1, 4, 9, 10, 14 

Attitude   6, 8, 16    

Demographics 17, 18, 19  
Table 2 Questionnaire connection to theories. (See appendix 2). 
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4.4 Secondary data  

The secondary data was assembled from topic related books, articles, journals, and previous 
thesis studies.  
 
 

4.5 Reliability 

Wilson (2010) states that reliability is the degree to which measurements are free from error, 
providing consistent results. The questionnaire needs to be tested beforehand in order to 
ensure that respondents can understand the questions to increase the reliability. This must be 
done to avoid unnecessary misunderstandings of the questions (Wilson, J, 2010). 
Furthermore, the questionnaire was tested in a sample of 10 people. Due to this, the 
participating individuals highlighted a few errors regarding the ambiguity of the 
questionnaire. As a result of this, to diminish the uncertainty, the questionnaire was consulted 
and modified. To ensure that the adjusted questions were comprehensible enough, another 
testing round with 10 new respondents was conducted.  
 

4.6 Validity 

Validity is one of the most important criteria when it comes to the quality of research. It states 
the integrity of the conclusions from the research. Validity comes in different aspects. The 
main type is measurement validity, which mainly matter in quantitative research, and is 
concerned of whether the research really measures of what was intended to. External validity 
is an issue for qualitative research and is connected to whether the results are to be 
generalized and how representative the samples are. It describes the degree of how the 
conclusions of a study would hold for other people in other places and times (Bryman & Bell, 
2015). This study outlines an overview and gives direction of the attitudes and behaviour 
towards the usage of mobile banking among the Swedish bank customers and therefore the 
results cannot be generalized to be similar as in other countries. 

As an integral part of the study to ensure validity, it is important to select suitable research 
methods, selecting ideal respondents for the interviews and not pointing the respondents to a 
particular answer (Gustafsson, Hermerén, &  Petersson, 2011). Two different research 
methods were used in this thesis, an online questionnaire distributed via Internet and five in 
person interviews. Both qualitative and quantitative methods were used to strengthen the 
validity.  
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4.7 Ethics 

Ethical aspects are important to take into account when collecting first hand data. Using the 
Internet and face to face contact as source, ethical aspects as anonymity and confidentiality 
were issued in order to avoid for example privacy infringement etc. The reason behind this is 
that, with today's technological IT skills, it is possible to track the source of respondents if 
their full name would be published (Bryman and Bell, 2015). Therefore, participants were 
appropriately informed about the questions intention and how the information was to be used 
to avoid ethical invasions (Gustafsson et al., 2011). The survey was not obligatory and the 
customers were therefore able to choose whether to participate. Since the survey was 
anonymous and the purpose was to understand the customer behaviour towards mobile 
banking the questionnaire was formulated to not discriminate anyone.             
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5. Results 

___________________________________________________________________________ 
This chapter presents the collected primary data. It begins by presenting the conducted data 

from the five personal interviews followed by the online questionnaire results  
___________________________________________________________________________ 

5.1 Results from the interviews 

Five interviews were gathered in order to understand why customers do not use mobile 
banking application. The answers are based on the questions in appendix 1 and are 
summarized below. The interviews were conducted during 09-12 of April 2016. 

5.1.1 Interview 1 

The first interview was with Felicia. She is 21 years old and lives in a town with around 
140.000 inhabitants. Felicia does not use mobile banking today due to several reasons. Firstly, 
she has no need to transfer money directly on her phone. Secondly, she believes if she had the 
application it would be easier for her to transfer money on a regular basis, which would make 
her lose the control over her money. Thirdly, Felicia does not want to leave any personal 
information on the application due to security reasons. She thinks that if someone steals her 
phone it is easy to hack into the device, to use mobile bank ID and to transfer money. 
 
The respondent is not against mobile banking, she thinks the application is great for people 
who have the need of transferring money despite time and location. Felicia could potentially 
be convinced to use the application in the future if the application would make her life easier 
and time saving. Felicia knows what the application can be used for as scanning the QR code 
to avoid typing in the OCR number for each invoice. She believes she will start to use the 
application when she begins to receive more invoices. But nowadays she does not receive 
many invoices and therefore do not see the reason to have mobile banking. She would also 
potentially start to use the application if there was a more secure alternative to log into mobile 
banking as for example using fingerprints. 
 
She has a positive attitude to new technology and likes to adapt to the latest technology if 
someone convinces her that technology can make her life easier. When it comes to mobile 
banking she feels that she has the knowledge about what mobile banking consist of. She 
admits that mobile banking might be safer than she thinks. People in Felicia's surrounding, 
such as her mother, uses mobile banking. She does not feel any pressure to use mobile 
banking just because family members and friends do use it. She does not remember receiving 
any information about mobile banking from her bank. The day Felicia start considering using 
mobile bank application she will prefer to read everything about the application online. 
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5.1.2 Interview 2 

Viktor is 27 years old and lives in Västerås, which consist of approximately 140.000 
inhabitants. He is well aware of the different services that the mobile banking application 
offers. Most of his friends are currently using the application. The reason why Victor does not 
use the application is because of the lack of security. He believes a hacker can take the 
information if you are connected to an unknown Wi-Fi that appears for example in shopping 
malls. Even though he might believe this can be rumours spreading around, he wants to take 
the safe actions before the unsafe ones. 
 
Another reason why Victor does not use the application are the economic reasons. He believes 
that he saves more money by not using the application because if he would have the 
opportunity to transfer money and checking his account despite time and place, he thinks that 
he would spend more money due to the easy access. Therefore, he prefers to use his Internet 
bank when paying bills and to transfer money.  
 
Even though he considers the bad factors overweight the good ones, Victor sometimes think it 
is hard to be in today's society and to ignore the technical developments, such as not using the 
application. All of his friends are using the application, and he sometimes feels it creates 
irritations for not being able to send money right away, as well as being able to see how much 
money available on the account. He thereby might consider getting the application since 
everybody else has it. 

5.1.3 Interview 3 

The third interview collected was with Helena. She is 49 years old and lives in a small town 
with around 40.000 inhabitants. She is not using mobile banking today since she does not feel 
the demand nor the pressure to do her banking on a device. Helena describes herself as a 
person that have bad technology skills, which is one of the reasons why she is not using the 
application. She lacks knowledge about what mobile banking consists of. The only feature she 
knows about is checking the account balance. One concern she has with the application is the 
trust and security issues, moreover what would happen if someone steals her phone. She is not 
aware of anyone in her family or close surrounding who use mobile banking. She emphasizes 
that she would start consider to use mobile banking if someone convinced her about the 
advantages to have mobile banking as well as explaining about the security and features.  
 
She would prefer going to a personal meeting with the bank to learn more about mobile 
banking rather than to read about mobile banking online. She is not sure where to find 
information regarding mobile banking online, however she would not consider starting to use 
the application by reading information from Internet. Currently, she supposes that it is not 
possible to get the information needed from the bank itself, since she feels the bank would not 
take time to learn her about mobile banking. Helena can see herself using the application in 
the future when she has received enough knowledge. Her attitude towards mobile banking is 
positive. She believes that the application is good when you know how to use it.   
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5.1.4 Interview 4 

Rita is 55 years old and lives in a small town with approximately 10.000 inhabitants. Today, 
she has the banking application but is not using it. The only thing holding her back to start to 
use the application is the limitation of her phone. That is because she finds it easier to do her 
banking with her computer since she finds her screen on the phone to be too small. She resists 
buying a new phone because she evaluates technology not to be important. She admits that 
she is continuously late to adapt to the latest technology due to lack of interest. Furthermore, 
she likes to get evidence that things are working before she attempts to try new technology. 
When it comes to security she considers mobile banking to be safe. If someone would steal 
her phone she is not concerned, as she believes mobile banking is safe due to security barrier, 
bank ID. 
 
She considers herself to have a great amount of knowledge about the features in the 
application. The reason behind this is because her children have showed her how to use the 
mobile banking and the functions within it. She ends the interview pointing out that she thinks 
mobile banking is a great invention, which can make people's life easier. 
 

5.1.5 Interview 5 

Jan is 61 years old and lives in a city with over 1.000.000 inhabitants. The main reason for not 
using mobile banking is that he has not felt the need for it yet since Internet bank works fine 
for him. He thinks people use mobile banking because you can access the application 
anywhere. When it comes to receive information he does not remember getting any 
information of the application from his bank. He thinks the best way to get new information 
would be from family and friends, or an information video from the bank’s web page. He 
further explains it would be nice to be able to try the service without putting your own 
information straight there, like a trial version. He knows many people who are using the 
application but have not felt any pressure to start using it. He is not into the latest 
technological changes and says that it takes time for him to start using new innovations. When 
asked about the opinions of what might be the reason why people not using the application, he 
replied that people might not need it since they have survived with only using Internet bank 
and for older people the issue might be the size of the screen. All in all, his attitude towards 
mobile banking is positive and believes that he will start using it someday.  

 
5.2 Questionnaire results 

This part presents the results of the online questionnaire. Illustrated tables and figures of the 
data are presented and explained in written form. All the figures can be found in the Appendix 
3. 
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5.2.1 Respondent profiling 

The age distribution in this study consisted of mainly young adults. Out of all the 114 
respondents 49 were 18 to 25 years old (see appendix 3, figure 18). Second largest age group 
represented respondents between the age of 26 and 30.  Moreover, the majority of the 
respondents, 75 %, were female and 25 % were men (see appendix 3, figure 17). But further 
conclusions cannot be made out of the gender distribution since there was no meaning to 
compare men and women in this study. The majority of the respondents, 51.8 % were living 
in a town with 100.000-500.000 inhabitants. Next largest group with 14.9 % was respondents 
living in a city with 500.000 to 1.000.000 inhabitants, 13.2% were living in a town with 
50.000 to 100.000 inhabitants, while 12.3 % lived in a town with inhabitants up to 50.000 and 
7.9 % of the respondents were living in a city with more than 1.000.000 inhabitants. 
 

5.2.2 Attitude and knowledge 

Almost all of the respondents’ attitude towards mobile banking was positive. The distribution 
is illustrated in figure 4 below. Only six respondents had a neutral attitude and two with a 
negative attitude. When it comes to question number 9 gained information from bank, the 
results were quite even. 32 respondents agreed totally, 34 agreed and 32 were neutral with the 
question. 11 respondents were disagreeing and five were totally disagreeing. Question 10 
dealt with whether the respondents wished to have more knowledge about the application 43.9 
% were neutral about it. 24,6 % did agree and 15,8 % reported disagreeing. 9.6 % did totally 
agree and only 4.4 % were totally disagreeing. 

 
Figure 4 Attitude towards mobile banking 

In order to find out how familiar the respondents were with mobile banking, four different 
categories were used in question 1, people who are familiar and using the application, people 
who are familiar but not using the application, people who are not familiar with the concept 
but have heard of it and people who are not familiar with the concept and have not heard of it. 
The results are illustrated below in figure 5. The majority of the respondents with 88.6 % 
reported that they are familiar with the concept and are using the application. Out of all the 
respondents, seven had heard of it but were not using the application while five respondents 
were not familiar with the concept but had heard of it and only one person had not heard of 
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mobile banking. Most of the respondents, 90.3 % also had a device that is supporting the 
application.  

 

Figure 5 Awareness of mobile banking 

Most people find mobile banking to be fast. The ease of use and convenience of the 
application were two other popular factors for the respondents in question 16. Only two 
respondents found the application to be difficult to use.  
 

 
Table 3 Perception of the application. 

 
Referring to question 14, over half of the respondents had been influenced to start using the 
application by friends with total of 54.4 %. Bank and family were the two other popular 
influencers with 45.6 % and 35.1 %. 17.5% had been influenced by colleagues and both 
media and social media represented 12.3 %.  
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Table 4 Influence factors. 

 
When asked whether the participants would like to have more knowledge about mobile 
banking in question 10, the majority with 43.9% of the respondents were neutral with this 
question. The reason for the high neutral answers was probably the fact that almost all of the 
respondents were using the application and knew the features. 18 respondents were 
disagreeing and seven were totally disagreeing meaning that they think they have all the 
information they need. 28 respondents on the other hand were agreeing and 11 totally 
agreeing that they would like to have more knowledge. 

 

 

Figure 6 More needed knowledge. 

 
With the question number 4, I am aware of the services that the mobile bank application 
offers, almost half, 46.5 % were totally agreeing on this and 39.5 % were agreeing. Only 14 of 
the respondents were neutral with this question. When asking whether more received 
knowledge would affect the usage in question 11, 45.6% thought that more received 
knowledge would positively affect their usage and 53.6% answered that more received 
knowledge would not affect their usage. Two people thought that more received knowledge 
would not make them to start using the application.  
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Question 7 examined how customers perceive and adapt to new technological innovations. 
Most respondents 37.7 % answered that they are comfortable in trying new things early but 
needed to be provided with information before starting the use. 32.5 % reported to be 
comfortable to try new things but they need evidence that the innovation works before 
considering to use it. 19.3 % answered that they like to be the first ones to try new 
innovations. Only 8.8 % were sceptical about new innovations and they needed to know other 
people using the innovation before considering to start using it and 2 respondents said it is 
hard to convince them to try new things and they rather stick with the old habits.  

 
5.2.3 Usage and safety 

The table 5 below shows that the most common features in mobile banking among the 
respondents were: transferring money, checking the account balance and paying bills. Half of 
the respondents with 51.8 % were using the application on a daily basis and 29.8 % reported 
using the application several times a week. 5.3 % were using the application several times a 
day and 6.1 % not so often. 
 
 

 
Table 5 Most commonly used features. 

Over half of the respondents, 53.5% were totally agreeing and 29.8% were agreeing that they 
have the need to make payments and transactions despite the time and place. Only 12 
respondents were neutral and seven were disagreeing. In addition, more than half of the 
respondents were using the application on a daily basis and six respondents several times a 
day. 34 people reported to use the application more than once a week.  
 
Safety is one of the most important factors with new innovations especially in the financial 
sector. The figure 7 below shows the results from question number 6. None of the respondents 
were totally disagreeing with this and only 6 respondents were disagreeing. 18 were neutral 
with this question and 46 were agreeing and 42 totally agreeing that it is safe to use the 
application. Almost all the respondents (100) did not feel any pressure from the society when 
starting to use the application and four responded that they started using the application 
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because of the pressure. Four people answered that they did not have the application but 
they felt pressure to have it and five responded that they do not have the application and did 
not feel any pressure to have it.  
 

 
Figure 7 Perceived safety 

 

Results from the question 2 provided some reasons why people were not using the 
application. The respondents concluded that they rather use Internet bank, security concerns, 
and they have not felt the need for it. 
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6. Analysis 

___________________________________________________________________________ 
In this chapter both the interview and questionnaire results will be analysed. Firstly, the 
collected data from the personal interviews will be analysed. Secondly, the authors will 

analyse what factors that are influencing individuals to adopt the usage of mobile banking 
application based on the empirical responses from the survey. 

6.1 Analysis of the interviews  

From the interview results, it became clear that the customers had basic information about 
mobile banking and they understood what the application had to offer. The customers can 
therefore be seen to have used their cognitive attitude to form beliefs and senses towards 
mobile banking based on their experience (Ajzen, 1991). Hence, to further analyse at a deeper 
level with regard to mobile banking, it is important to look at the possibilities in the 
information process of customer behaviour why they are not using the application. It can be 
explained from the interviews that the customers had developed an attribute towards the 
service, which has caused a dislike in the product (Kotler, P., et al. 2008). This type of dislike 
of the product among the respondents were a tendency of risk concerns, which lead to an 
unfavourable evaluation towards the decision to not use mobile banking which is a clear 
connection with evaluation attitude in the theory of planned behaviour (Pratkanis et al., 1989) 

By further analysing the customer behaviour, a few of the respondents had based their 
emotions and feelings towards not liking technological developments. This type of emotion 
can be connected to the theory of planned behaviour as the step called affective attitude since 
not liking technological developments can be characterise an emotion. This brief emotion can 
be the driving force of why these respondents were not using the application today due to the 
lack of interest to learn about the innovation, which is also characterised as the evaluative 
attitude (Pratkanis et al., 1989).   

 
All of the participants from the interview expressed a mildly positive attitude towards the 
usage of mobile banking meaning they could see themselves using the application in the 
future. From a customer behaviour point of view it is considered to be good that none of the 
customers had an enduring, deeply attitude towards the application since it otherwise would 
be difficult to change their behaviour patterns (Solomon, 2014). The attitude shown by the 
respondents were important to distinguish since the attitude varies depending on the different 
degree of commitment and involvement connected with the object. However, it is clear that 
the principle of congruity exist since the source and concept of mobile banking appeared to be 
positive among the respondents even though they were not using the application today 
(Kotler, P., et al., 2008).  
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Although, as mentioned earlier the respondents were willing to change their cognitive attitude 
to start to use the application in the future if their needs were to be reassured. Moreover, since 
all the respondents from the interviews had active rejection towards mobile banking the 
customers were considered to be in the late majority category in the diffusion of innovation 
theory. This means that they were somehow comfortable to adapt to new ideas and change 
their attitude towards the object but more sceptical to the idea of a change. The customer in 
this stage needs more information of how other people have tried the innovation and how they 
have gain a positive results from the innovation in order for them to start considering use it 
(Rogers, 2013). 
 
One of the respondents felt pressure and expectations from other groups as family and friends 
to start to use the application. This pressure of changing attitude can be recognised in the 
second level of involvement named identification in the attitude process (Solomon, 2014) 
Meaning this person is willing to change the behaviour to start using the application because 
of the pressure based on subjective norms (Blythe, 2005). 
 

6.2 Analysis of the questionnaire 

The results showed that 93 % of the individuals participating in the questionnaire had an 
affective evaluation towards mobile banking. This type of attitude has endured over a period 
of time, which has resulted in a positive outcome since 87 % of the participants answered that 
they use the application today (Pratkanis et al., 1989). To analyse this connection with the 
theory of planned behaviour, it is proven that having a positive affective attitude usually 
influences the subsequent behaviour, which in this paper can explain why the quantity of 
people who had a positive evaluative attitude also used the application (Baines et al., 2013). 

The survey showed that 6 % of the participants had basic knowledge of mobile banking, but 
they have decided to not use the application due to their bank do not have the application, 
they do not have time to use it, no knowledge if it is secure, no need for the application, 
preferred to use the computer, and not received any information about the application. By 
analysing this, it is important to understand if these customers’ attitudes are based on 
cognitive or conative attitude. If it is based on cognitive attitude the customers have not fully 
developed an underlying attitude and could therefore be easier to convince to start using the 
application (Baines et al., 2013). The theory of planned behaviour implies that the respondent 
who has a conative attitude is harder to persuade, since people usually do not go against their 
values. Due to this, if the person would have certain values and is associating the values with 
mobile banking, it could be a conflict and potentially be the reason for the customer not using 
the application today (Pratkanis et al., 1989). 

Due to the diffusion of innovation theory, an analysis of how the new advancement and 
technological innovations are spread among people can be shown. Reflecting the results on 
the theory it became clear that a majority had gone through all the five stages in the decision 
making process. Most of the respondents had knowledge of mobile banking, they knew about 
the services, and were currently using the application. It can be said that friends have been the 
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influence for most respondents to go through the knowledge and the persuasion stages to start 
the adoption process. Since trying the application is relatively easy if a person has the needed 
device the persuasion stage can be passed quickly. One fact that did not come out from the 
questionnaire is that whether any of the respondents had had a rejection after the adoption, 
meaning they would have stopped using the application after a while. But since the majority 
had a positive attitude towards the application and were regular users it can be understood that 
no one had had a rejection after the adoption. The last two stages can be passed in a very short 
time since people tends to realise rather quickly whether an innovation is needed or not. Small 
part of the participants had gone through only the knowledge stage, where they had gained 
information about the application but for different reasons had not continued the process to 
other stages.  

 
Rogers suggested in the theory that one of the most effective ways are to inform the public 
through different media channels. The results from the survey indicated that the most 
important influencers were friends followed by family and colleagues (Rogers, 2013). This 
implies that subjective norms have a substantial part of why people are starting to use the 
application since people tend to trust more on someone they know since it is easy to share 
opinions and experiences with each other (Baines et al., 2013). The participants also answered 
that they have received information about mobile banking online, which can be seen as 
another vigorous way to inform people about new innovations, but it might not take the 
customers any further from the knowledge stage to the persuasion stage (Rogers, 2013). Once 
a customer gets the knowledge of mobile banking the adoption process can be observed to be 
very fast since it does not require too much from the customer. Customers do realise rather 
quickly whether the application will work for them and whether they want to continue the 
usage or either they realise it is not needed and decides to reject it (Rogers, 2013). 
  
The different adopter categories Rogers divided people into can be found from the question 
number 7 (see appendix 3). It should be taken into consideration that the question examined 
the respondents subjective experience, and not the actual speed to embrace new technological 
innovations. The table 6 below represents both Rogers adopters (left columns) and 
questionnaire respondents (right columns). It can be noted from the picture that early adopters 
represent the majority of the respondents with 37.7 %. This is a much higher percentage than 
Rogers described in his theory, where early adopters represents only 13.5 % of the population. 
Moreover, innovators with 19.3 % had a remarkable difference compared to Rogers theory 
with 2.5 %. One of the reasons behind this is due to the fact that the respondents were mainly 
young adults, and these young adults can be seen as innovators who can stimulate other age 
groups to start using the application. Another explanation is that these customers participating 
in the survey are more technologically oriented. Further, Swedish people could be seen as 
pioneers when it comes to technology and might be more interested in new developments and 
more willing to try them as soon as they get the opportunity compared to other countries 
(Rogers, 2013). 
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Table 6 Comparison of the adopter categories. 
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7. Discussion and conclusions 

 
___________________________________________________________________________ 

The final chapter of this thesis includes a discussion and conclusion of the results obtained 
from the analysis and the research questions of the paper will be answered including the 

limitations. 
___________________________________________________________________________ 

7.1 Discussion 

The diffusion and innovation theory can be an effective tool when looking at customer 
decision-making process. Without the right knowledge, customers do not understand that they 
need the product in their daily life. By conducting this research about customer behaviour the 
authors have found managerial implications regarding the innovation, mobile banking. This 
insights are based on customer behaviour related to the innovation and can be used to increase 
the users of mobile banking. The main issue is that customers need to receive more 
information of the application in order for them to use it. This can be shown by observing 
question number nine in the questionnaire, if the bank has informed the customers about 
mobile banking, the results were weak meaning a low percentage answered totally agree. The 
results show that customers are lacking information regarding mobile banking, which affects 
their behaviour. Many customers agreed on that their behaviour would positively affect their 
usage if they received more knowledge. Furthermore, if the banks knows the rejection factors 
i.e. at what stage customers tends to decide to not use the application, can help them to spread 
the essential information for that particular customer (Diffusion of Innovation Theory, 2016).  

Another factor influencing an individual to adopt mobile banking is communication channels. 
These channels can provide information and reach a wide range of people. One of the major 
factors for not using the application was the insecurity of security issues. By communicating 
with the customers about the high security barrier mobile banking consist of, it could possibly 
reduce the uncertain feelings and instead develop supportive feelings as the principle of 
congruity describes (Kotler, P., et al. (2008). It was understood that customers need to be 
taught how the application can make their lives easier by saving time, or being able to log in 
despite time and place. They only need to be reached. Therefore, the respondents thought that 
banks could arrange classes or online videos about how the application works so the 
customers could understand the usefulness and practicality of having the application in order 
to change the customer behaviour.  

The different factors that affect the diffusion in the social system also needs to be taken into 
account. The social system factors that could occur can for example be based on the 
inhabitants in the town the customers are living in, since one society may adopt faster than 
another. Another factor could be the accessibility and familiarity with technical changes 
compared with different societies. By knowing this information, companies can provide 
specified information in that segment area in order to influence the customer behaviour 
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(Diffusion of Innovation Theory, 2016). From the results it is shown that many consumers 
started to use the application due to subjective norms, therefore it is important that companies 
focus to make sure that positive word of mouth is being spread since customer behaviour is 
sensitive to influencers  (Ajzen, 1991). 

When customers receive the right information they need, they can form new attitudes towards 
the innovation (Solomon, 2014). Since cognitive attitudes are not fully formed and are held 
with limited conviction, it means that attitudes can be changed (Baines et al. 2013). By 
assisting customers and developing their technological skills it is possible to change the 
emotional response of the customer. As for example, by showing the customer how the 
technology works on the device, the customer might get another picture of how easy and 
convenient mobile banking is. Thus, in addition another suggestion could be to make the 
application even more user friendly towards the older generation since it is shown from the 
interview that between the age 41 to 60 + appeared to have lack of skills with the technology 
(Kotler et al., 2008). 

7.2 Conclusions 

The main purpose of this thesis was to examine the factors affecting the adoption of mobile 
banking, as well as to find reasons for why people do not use the application. The adoption of 
mobile banking is affected by many factors and it tends to vary from customer to customer. 
Although, some factors appeared to be more frequent than others. The driving forces for the 
adoption process of mobile banking application found to be the fast speed of making 
transactions, the availability of the services, and the fact that the application is perceived to be 
convenient and easy to use. Friends were the main influencers for individuals to start use the 
application. It can be concluded that the majority of the respondents as part of the people in 
Sweden are relatively eager to try out new innovations in their early stage. The customers 
have been provided with versatile features in mobile banking services and have been willing 
to use them. 
 
The results showed the reasons for not using mobile banking were based on factors as security 
risk concerns, the lack of technological skills, size and design issues of the devices, not 
having enough knowledge about technology nor the application. An overall observation from 
the result obtained, were the older respondents between the age of 41 to 60 + appeared to have 
lack of skills with the technology. They were interested in doing the financial transactions on 
their computer rather than on a device since they considered internet banking to be safer, 
more versatile, and easier to use. As mentioned in one of the interview, all friends of the 
respondent were using the application, which created irritation among the others for not being 
able to transfer money directly. Thereby the respondent could consider starting use the 
application due to the pressure.  
 
People tend to observe parents, friends, or copy behaviour of opinion leaders and formers to 
gain knowledge. It can be proven within the questionnaire that it is easier to influence 
customers to gain new opinions, as opinions are something that can be changed over time. 
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The banking sector is especially sensitive for adoption of technology since people are more 
critical when it comes to managing their finances. Since mobile banking is a relatively new 
development, the average person would like to have a sense of trust towards the service 
before considering using it. 

As Sweden is becoming a cashless society with more and more transactions being made 
digitally, people, especially young adults, tend to download the mobile banking application to 
handle their financial transactions. The fact that 90 % of the participants had a supporting 
device, and were users of the mobile bank, can infer that the society is in a fast-growing 
technology phase and the technology growth will continue to rise exponentially. 

7.3 Limitations  

It must be noted that after conducting the survey questionnaire, the age group 18 to 25 years 
old represented almost half of the respondents in the questionnaire. This generation have 
grown up with modern technology and has shown to have easier to adapt new technology 
developments. In addition, this can be the reason of why many of the respondents answered 
that they are using mobile banking (Erickson, 2012). 

7.4 Future research 

Topic related suggestions for the future research are presented here. Even though mobile 
banking has become a very popular way to handle finances among customers, Internet bank is 
still a popular tool for many people. It would be interesting to compare the mobile bank 
application users with Internet bank users. As well as to compare the different features within 
the application and to investigate if the consumers are in need of having more services 
included. 

An interesting factor to distinguish is what could be done to increase the use of mobile 
banking among the older customers, and how the mobile banking services could be improved 
for them. Another area to concentrate on could be to focus on the younger and the first time 
user group of mobile banking. Furthermore, if the user behaviour are different comparing 
women and men.  
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Appendices 

___________________________________________________________________________ 

Appendix 1: Interview 

1. What is your first name and age? 
2. How many inhabitants does the town/city have where you currently live in? 
3. What is your main reason for not using mobile banking? 
4. Do you know what you can do with mobile banking? 
5. Are you lacking any information about mobile banking? 
6. How do you feel about having access to your personal finance despite the time and 

place? 
7. Do you think you would gain more control over your economy if you had the 

application? 
8. Why do you think people are using mobile banking? 
9. How would you be more convinced to use the application? 
10. What is important for you if you consider start using the application? 
11. Do you consider the application seems to be easy to use or would you like to have 

“information meetings” about the service mobile banking offers? 
12. What is the best way to get new information about this kind of technology? 
13. Has your bank offered you information about mobile banking? 
14. Have you heard about mobile banking from someone else for example throughout 

Internet, from workplace, friends, family, information sheets etc? 
15. Does someone that you know use mobile banking? 
16. Do you feel pressure to start to use the application? 
17. If yes, where is the pressure coming from? (Society, friends, family?) 
18. Are you interested in new technology developments? 
19. Do you see yourself as a person with great knowledge when it comes to technology? 
20. How is your attitude towards mobile banking? (positive or negative) 
21. Why do you think there is resistance to mobile banking in today's society? 
22. How do you think banks can improve to spread knowledge about mobile banking to 

make people use the application? 
23. Can you see yourself using the app in the future? 

-If yes or no, why? 
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Appendix 2 Online questionnaire 

Mobile banking customer questionnaire 
 
This questionnaire is part of bachelor's thesis of customer behaviour in mobile banking. 
Taking part of the questionnaire will help forming an understanding of customer behaviour 
among mobile banking in Sweden. The requirement for taking part of this survey is to have a 
Swedish bank account. Answering the questions will take less than 5 minutes. We ensure that 
your privacy is taken seriously so therefore, taking a part of this survey is anonymous. 
Thank you for your time and effort! 
___________________________________________________________________________ 
 
1. Are you familiar with the concept of 
mobile banking? 
Yes, and I am using it myself 
Yes, but I am not using it myself 
No, but I have heard of it 
No, I have not heard of mobile banking 
2. If you are not using mobile bank 
application please define why you are not 
using it: 

 
3. My device is supporting mobile 
banking 
Yes, and I am using mobile banking 
Yes, but I am not using mobile banking 
No, but I would like to have the application 
No, and I am not planning on getting a 
device that supports mobile banking 
 
4. I am aware of the services that the 
mobile bank application offers 
Totally agree 
Agree 
Neutral 
Disagree 
Totally disagree 
 
5. How do you evaluate mobile banking? 
Positive, I see good reasons to use mobile 
banking 
Negative, I do not see any reason for using 
mobile banking 
Neutral, I do not have an opinion 

 
6. I consider it to be safe using mobile 
banking 
Totally agree 
Agree 
Neutral 
Disagree 
Totally disagree 
 
7. When it comes to new technology in 
banking sector choose the alternative 
that best describes you: 
I like to be the first one to try new 
innovations 
I am comfortable to try new things early 
but need to be provided with information 
before I consider to use it 
I am comfortable to try new things but 
need to have evidence that it works before 
I consider to use it 
I am skeptical about new innovations and 
need to know other people that are using it 
before I consider to use it 
It is hard to convince me to try new 
innovations and I prefer do things as I have 
always done 
 
8. I have the need to make payments and 
transactions despite the time and place 
Totally agree 
Agree 
Neutral 
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Disagree 
Totally disagree 
 
9. My bank have informed me about 
mobile banking 
Totally agree 
Agree 
Neutral 
Disagree 
Totally disagree 
 
10. I would like to have more knowledge 
about mobile banking 
Totally agree 
Agree 
Neutral 
Disagree 
Totally disagree 
 
11. When it comes to knowledge in 
mobile banking choose the alternative 
that best describes you:(knowledge as 
how to use the services) 
More received knowledge would positively 
affect my usage of mobile banking 
More received knowledge would not affect 
my usage of mobile banking 
More received knowledge would not make 
me start using mobile banking 
 
12. I am currently using mobile banking 
with my device for: (choose as many you 
want) 
-Checking the balance 
-Transferring money 
-Paying bills 
-Buying shares 
-Using currency converter 
-Contacting my bank 
-Other 
-I am not using mobile banking 
 
 
 

13. I use mobile banking application: 
-On a daily basis 
-Several times a day 
-More than one time per week 
-Not so often 
-I am not using mobile banking 
 
14. I was influenced to use mobile 
banking application by (choose as many 
you want): 
Bank 
Family 
Friends 
Colleagues 
Media 
Social media 
No one 
I am not using mobile banking 
 
15. Pressure from the society might 
affect people to use technology such as 
mobile banking. Which of the following 
statements best describes you? 
I started to use the application because of 
the pressure to have it 
I started to use the application because I 
wanted and not because of pressure 
I do not have the application but I feel 
pressure to have the application 
I do not have the application and I do not 
feel pressure to have the application 
 
16. I find mobile banking to be (choose 
as many you want): 
Convenient 
Fast 
Easy 
Safe 
Difficult 
Unnecessary 
Other 
I am not using mobile banking 
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17. Gender 
Female 
Male 
 
18.Age 
18-25 
26-30 
31-40 
41-50 
51-60 
60+ 

 
19. How big is the town/city you 
currently live in? 
0-50.000 inhabitant 
50.000-100.000 inhabitants 
100.000-500.000 inhabitants 
500.000- 1.000.000 inhabitants 
Over 1.000.000 inhabitants 
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Appendix 3 Questionnaire results 
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