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Introduction 

  

The marketing landscape has changed significantly with the rise of digital technologies, and 

along with this development, mobile financial services (MFS) have become a key issue in the 

financial sectors. MFS can be defined as a service provided by a financial institution that 

enables customers to conduct various financial transactions remotely using a mobile device 

(i.e. a smartphone or tablet) and mobile software (Yen and Wu, 2016). As in other previous 

studies (e.g. Chemingui and Iallouna, 2013; Yen and Wu, 2016), we use the concept of MFS 

as a synonym for mobile banking services, and thus MFS refers to financial, bank-related 

services that are used via a mobile channel (excluding laptops or other devices used in online 

banking services). 

  

Mobile banking has gained a growing amount of interest among information systems (IS) and 

marketing scholars (Laukkanen and Kiviniemi, 2010). The majority of empirical studies 

explore consumer acceptance of mobile banking services (see extensive reviews in Babtista 

and Oliveira, 2015; Shaikh and Karjaluoto, 2015) through quantitative methodologies. 

Customer acceptance refers to customers’ behavioural intention to adopt mobile banking 

(Jeong and Yoon, 2013), and most studies thus focus on consumers’ intentions to use the 

service (Laukkanen, 2016). However, recent literature criticises this and suggests that research 

should focus more on actual usage behaviour, since behavioural intention might not accurately 

predict actual usage (Wu and Du, 2012; Laukkanen, 2016). We agree and suggest that 

examining intentions does not provide profound understanding of the customers using (or not 

using) mobile banking services. Therefore, a qualitative approach and a focus on actual usage 

of MFS is needed to gain more in-depth knowledge. 

  

In addition, existing research on mobile banking is mostly centred on early adopters (see 

Rogers, 2003), i.e. active consumers interested in new technologies. However, in addition to 



early adopters, there exists also non-active consumers who are currently reluctant to use mobile 

financial services, and their role in the markets needs to be considered as well. There are a few 

surveys that have addressed the non-usage of internet banking services (e.g. Laukkanen, 2016) 

or more generally resistant behaviour of individuals (e.g. Kleijnen et al., 2009), but in order to 

make MFS a thriving business, a more thorough understanding of the non-active consumers 

and their reasons for not using MFS needs to be achieved. 

  

Empirically, the present study focuses on studying the non-active users of MFS in Finland. One 

of the key features of the the Finnish financial markets has been the emergence of large 

financial conglomerates offering banking, finance and insurance services, and also actively 

developing their digital service offerings. For example, a Finnish bank OP launched its internet 

banking services already in 1996, being the second bank in the world to do so and the first in Europe (Deloitte 

2017). Although Finland is one of the leading European countries in MFS adoption, according to 

the Digital Payments report (2016), 53% of consumers are still not using any mobile payment 

services. The non-active users of MFS form a vast group of people who represent vast 

unutilised potential for mobile financial service providers. Although non-active MFS users can 

be identified in all age groups, these people are often identified as the elderly (see, e.g., 

Laukkanen, 2016) who may also have substantial wealth. This raises the critical question of 

how to get the non-active consumers to start using mobile financial services and to continue 

using them. Answering this question is the purpose of the present study. 

  

We use the literature related to innovations and MFS in particular and complement it with 

recent marketing studies related to customer’s service experience, value creation and 

engagement in order to get a more comprehensive understanding of the researched 

phenomenon. Although past research has identified numerous different drivers (e.g. Jeong and 

Yoon, 2013), barriers (e.g. Laukkanen and Kiviniemi, 2010), demographic features (e.g. Yen 

and Wu, 2016), and other antecedents (Lin, 2011) influencing mobile banking service 

acceptance, this study proposes a wider viewpoint by extending the perspective beyond the 

intention to use. In our qualitative research, we take a look at a diverse set of consumers, their 

attitudes, service experiences and future expectations at three different phases: before service 

usage, during it, and afterwards. In other words, we do not concentrate only on the factors that 

are important for intentions in pre-usage phase but also on factors that are emphasised in the 

customers’ actual use experiences and specifically factors critical from the perspective of 

continued use and long-term engagement to the mobile banking service. This is highly 



important in light of our aim to unveil how to get non-active consumers to start using and 

continue to use MFS. 

  

In the empirical part, we have conducted qualitative research in order to get an in-depth 

understanding of the non-active consumers and the reasons behind their reluctance to use MFS. 

Empirical data was collected through 24 semi-structured theme interviews and three focus 

groups. Both active users (those who currently use or had used any mobile banking service) 

and non-active users (those who have not used any mobile banking service) were included to 

complement the big picture. Theory-based content analysis was used to analyse the data, 

adopting also an abductive approach. 

  

The present study contributes to existing bank marketing research by empirically and through 

a qualitative approach exploring the non-active consumers and the use of MFS. By extending 

the view from pre-usage towards examining the actual usage and continuation of usage through 

active users, the study provides a more holistic view of the phenomenon, which currently is 

lacking in the existing research. The study also provides implications for banks and other actors 

developing new MFS by indicating what elements to focus on in the service development in 

order to get also non-active consumers to use and continue using their services. 

  

The remainder of the study is organised as follows. First, the previous literature is reviewed, 

and based on that, a tentative theoretical framework is developed. Thereafter, the methodology 

used is described. The paper then presents the empirical findings of the study and suggests an 

empirically grounded framework of how to engage non-active customers to use mobile 

financial services. Finally, we outline the theoretical and managerial implications of our 

findings and present some avenues for future research. 

  

Theoretical foundations 

  

Mobile banking is one of the major technological innovations for financial institutions (Lin, 

2010). Moving customers to the mobile channel is an important issue for banks because it 

allows them to reduce operational costs (Calisir and Gumussoy, 2008), but more importantly, 

it provides a convenient means for customers to meet their banking needs flexibly and with 

better quality, availability and usability (Chemingui and Iallouna, 2013). In order to increase 

understanding on how to get the non-active consumers to start using and continue to use mobile 



financial services, we use the innovation diffusion literature as a broad starting point for our 

study, as it is an often used theory in MFS studies exploring different aspects that affect an 

individual’s adoption of new technology (e.g. Al-Jabri and Sohail, 2012). Innovation as a 

concept can be broadly understood, but basically it refers to a product or service that a 

consumer perceives as new (e.g. Laukkanen, 2016) and can thus be also applied to new MFS. 

  

The diffusion of innovation theory (DIT) focuses on the five-stage decision-making process 

that an individual consumer passes through in the innovation adoption process (Rogers, 2003). 

This adoption occurs through: (1) the knowledge stage, where the individual is first exposed to 

an innovation but lacks information about it, (2) the persuasion stage, where the individual is 

interested in innovation and actively seeks related information, (3) the decision stage, where 

the individual decides to adopt or reject the innovation based on weighing the advantages 

against the disadvantages, (4) the implementation stage, where the individual employs the 

innovation and determines its usefulness, and (5) the confirmation stage, where the individual 

finalises his or her decision to continue using the innovation (Rogers, 2003). 

  

To examine the non-active consumers and the factors related to their initial and continuing use 

of mobile financial services, we focus on the three critical phases: (1) pre-usage phase of the 

service (including knowledge, persuasion and decision stages of the DIT model), (2) actual 

usage of the service (referred the as the implementation stage in the DIT) and (3) continued 

usage of the service (referred to as the confirmation stage in the DIT). 

  

First, concerning the pre-usage phase of the MFS, it is important to find out what are the critical 

aspects at this phase that (a) positively influence the intention to start using MFS and (b) 

prevent consumers from starting to use MFS. Based on the existing literature, we identified a 

number of studies addressing pre-usage phase related issues in the MFS context. Several 

distinct theoretical models, theories, and constructs have been used in various, mainly 

quantitative studies (Babtista and Oliveira, 2016). For example, the technology acceptance 

model (TAM) developed by Davis (1989) is widely used to explore the determinants 

influencing the use of technology, i.e. how users come to accept and use a technology. Also 

the unified theory of acceptance and use of technology (UTAUT) formulated by Venkatesh et 

al. (2003) aims to explain user intentions to use an information system and subsequent usage 

behaviour. In addition to these well-established models, several other technological and social 

psychological adoption theories and frameworks can also be identified in the field of mobile 



banking (see Shaikh and Karjaluoto, 2015, for a literature review). However, as Babtista and 

Oliveira (2016) found out in their recent weight and meta-analysis on mobile banking 

acceptance research, these studies are scattered in nature, and more than 520 different 

relationships could be identified. Based on their analysis, the best predictors of the intention to 

use mobile banking services are attitude, initial trust, perceived risk and performance 

expectancy. In terms of use of mobile banking, they found intention and performance 

expectancy as the best predictors. 

  

Another critical aspect of the studies related to the pre-usage phase of the MFS is the customer’s 

choice to either adopt or reject the service. Since we are interested in customers who are not 

using mobile banking services (hereinafter referred to as ‘non-active users’), the choice to 

decline using the service needs further attention. Innovation resistance is about customers’ 

reactions against innovation due to potential changes in a comfortable habit or to a conflict 

with their own beliefs (Ram and Sheth. 1989; Chemingui and Iallouna, 2013). Existing studies 

suggest that instead of only viewing innovation resistance as a basic ‘not-trying’, it can be 

divided into three types of consumer behaviour: rejection, postponement and opposition 

(Szmigin and Foxall, 1998; Kleijnen et al., 2009). Thus, postponers may find the innovation 

acceptable, but they postpone the adoption, whereas rejecters do not even intend to adopt the 

innovation. Those consumers who oppose the innovation may be convinced that the innovation 

is unsuitable and even attack it, e.g. in the form of negative word-of-mouth. As adoption 

postponement suggests potential future intention, rejection and opposition terminate the 

adoption process. 

  

Moreover, several drivers of resistance or barriers to adoption have also been identified in the 

MFS context (Chemingui and Iallouna 2013; Laukkanen, 2016; see also Kleijnen et al., 2009). 

First, usage barrier refers to difficulty in using the service due to a small screen or the user 

interface, for example. Secondly, value barrier is related to benefits obtained from the service 

compared to sacrifices such as monetary costs or learning effort. Thirdly, risk barrier may 

include (1) physical risk, referring to concern that innovation might be harmful mentally (e.g. 

in terms of privacy) or physically, (2) economic risk of losing money, (3) functional risk related 

to performance uncertainty and (4) social risk that innovation will not be approved by relevant 

others. Fourthly, tradition barrier is related to customers’ desire to maintain the status quo and 

traditional customs. Finally, image barrier refers to beliefs that MFS are difficult to use or 

otherwise hold an unfavourable image in the minds of the customers. In addition, Laukkanen 



(2016) also identified demographic factors (i.e., gender and age) as factors influencing 

innovation adoption and rejection, as young men seem to be more likely to adopt MFS than 

older people and women. 

  

We suggest that it is not enough to concentrate only on the factors in the pre-usage phase, but 

in order to understand how to get consumers to actually use and furthermore to engage in the 

continuous use of MFS, we need to take a look at the following phases as well. Therefore, 

concerning the actual usage phase of the MFS, a more in-depth understanding of the existing 

customer’s use experiences (both positive and negative) is needed. It provides valuable 

information for the providers of MFS on how to develop their services to provide better 

experiences and thus more value for their current and potential customers. 

  

In reviewing the existing literature, we could not find many studies addressing the customer 

experience in MFS (Komulainen et al., 2017 being an exception) as most of the studies in this 

field focus on use intention instead of actual experiences. For this reason, we looked at the 

previous marketing literature on customer’s service experience to find the essence of the 

phenomenon. Customer experience can be understood as an individual’s internal and subjective 

awareness or perception of a service (Holbrook and Hirchman, 1982, Lemke et al., 2011). 

Experience is thus created in the mind of an individual who is connected to a service on an 

emotional, physical, intellectual and/or spiritual level, and participates in the service (ibid.). 

Keiningham et al. (2017) identify cognitive, emotional, physical, sensorial and social elements 

as the key factors that comprise customer experience. Experience is also closely tied to the 

concept of value because value is constructed on experience that is gained from the service (see 

Frow and Payne, 2007). Primarily, value can be considered to be experiential in nature (Vargo 

and Lusch, 2008), and customer perceived value influences the cumulative customer service 

experience, and vice versa (Helkkula and Kelleher, 2010). Therefore, in order to understand 

customer value, it is essential to also understand the customer’s experiences. 

  

According to Keiningham et al. (2017), the principal goal of companies’ efforts to improve and 

enhance customer experience is to engender a greater loyalty and commitment. They suggest 

that commitment can be understood as a customer’s attitude that managers are seeking to 

influence in the hope of engendering increased purchase behaviours. It has been suggested in 

previous studies that there is a progression from cumulative customer experience to customer 

commitment (Lemon and Verhoef, 2016). Wang (2015) proposes that optimising the service 



experience fosters the continued use of different mobile services. However, Keiningham et al. 

(2017) point out that there is an interplay between customer experience and commitment and 

that customer commitment may be affected by customer experience, and the other way round. 

From the perspective of the present study, it is important to understand customers’ experiences 

related to MFS as we consider that positive experiences lead to long-term usage of these 

services, whereas negative experiences may, in the worst case, result in ending MFS usage. 

  

Thirdly, in relation to continued usage of MFS, it is important to understand the drivers that 

enhance customers’ long-term use of MFS as well as the factors that hinder it. When 

considering the customers’ service experiences and their relationship with continued use, a 

diverse set of concepts is being used; for example, commitment, loyalty, satisfaction, 

involvement, participation and engagement are often used as synonyms for continued use. We 

chose to focus on the phenomenon itself, i.e. the critical factors from the perspective of 

continued usage and long-term engagement to MFS. In other words, we concentrate here on 

the phase where the acceptance and adoption decision is already made and engagement (or 

continued use) consists of the users’ ongoing activities, attitudes and intrinsic interests (Kim et 

al., 2013). 

  

Engagement is closely related to user experience (Kim et al., 2013), and it can be seen as a 

series of emotional and behavioural activities that include cognitive process, reasoning, 

decision-making, problem-solving, and evaluation (Kearsley and Shneiderman, 1998). Kunz et 

al. (2017) point out that prior engagement research has been strongly firm-centric, i.e. focused 

on firm-beneficial engagement from customers. They suggest that adopting a value co-creation 

perspective emphasising both the customer’s and the firm’s perspectives would help to more 

fully capture value generated by engagement. 

  

In order to understand how service value is formed for customers and how it can enhance the 

continued use of the service, it is necessary to understand how service is ‘embedded in the 

customer’s context, activities, practices and experiences’ (Heinonen et al., 2010, p. 533). In 

this study, we adopt the customer-dominant approach (Heinonen et al., 2010) and acknowledge 

that the history and future of a particular service, as well as customer activities and experiences 

beyond the specific service use, are highly important in continued service use. 

  



Even though there are some studies that have investigated service experiences in the mobile 

service continuance context (Wang, 2015) and mobile users’ engagement (Kim et al., 2013), 

research related to continued service use or engagement in the field of mobile financial services 

is still scarce. One exception is the study by Thakur (2014), which suggests that the loyalty of 

mobile banking customers is directly affected by satisfaction with the mobile banking services. 

He further puts forward that banks should invest in building customer trust and initial usage, 

which will further lead to loyalty based on satisfying usage experiences. This is in line with the 

study of Kim et al. (2013), who found out that perceived value is strongly related to users’ 

satisfaction and continued engagement intention in the context of mobile technologies. Thus, 

it can be concluded that customers need to perceive value in the mobile service to continue its 

usage also in the future. 

  

It has been noted that even though a large number of customers may have registered for mobile 

banking, the continuance of usage post-registration remains a challenge (Thakur, 2014). This 

makes it a critical issue for banks and other financial institutions to understand how the 

continued use of MFS could be advanced. We will continue by examining this as well as factors 

related to pre-usage and actual usage of MFS in our empirical study. The theoretical framework 

(Figure 1) provides a broad starting point for the empirical exploration. Before that, the 

methodology of the study is described. 

  

 

Figure 1. Factors influencing the use of MFS. 

  

Methodology 

  

The qualitative empirical approach was adopted to collect versatile and in-depth information 

about the phenomenon. Data set 1 included 24 interviews of Finnish bank customers. In terms 

of the empirical context, the banking services in Finland can be described as highly digital and 



accessible for the citizens. In 2015, 86% of 16-74 years old Finns used online banking services. 

Volunteer consumers interested in sharing their views and experiences of banking and financial 

services were invited to participate through researchers’ Facebook pages. Participants were 

21–70 years old, and both genders as well as various occupational groups were represented 

equally. Interviews were carried out as semi-structured theme interviews, and they varied in 

length between 20 and 55 minutes. All interviews were recorded and transcribed word-for-

word. The transcribed material totalled 528 pages. All the participants had an existing 

relationship with one or more banks, which was checked to be able to treat them as existing 

bank customers, (and not as new customers). 

  

In the preliminary analysis, the interviewees were first divided into two groups. Those who had 

used at least one mobile banking application were classified as ‘Active users/customers’, and 

those who had never used any mobile banking application were classified as ‘Non-active 

users/customers’. Both groups had 12 participants. Studying both active and non-active users 

was essential, as this study focuses, not only on customers’ intentions to use MFS (in the pre-

usage phase), but also actual use experiences and long-term engagement. Examining only non-

active customers would have given merely partial understanding about the reasons why they 

have not started using MFS whereas active customers can complete our understanding of how 

to get non-active customers to adopt the use and continue using MFS. 

  

Data set 2 consisted of three focus groups that were arranged to get an in-depth understanding 

of the participants’ mobile banking and financial service use. Focus group method  was used 

to reveal open-ended thoughts of consumer participants, while researchers engaged them to in-

depth discussion as moderators. Particularly, the method allowed interaction within groups 

providing richer data than individual responses would have enabled (Liamputtong, 2011, p. 6). 

Again, volunteer consumers were invited to participate in the study through the researchers’ 

Facebook pages, and all interested consumers were included in the study. Each focus group 

had four participants, leading to a total of 12 participants involved. The focus groups lasted 1,5 

to 2 hours. First, during the focus group session, the group had an interactive discussion about 

their everyday banking and financial services experiences. Discussion and imagination of 

participants were stimulated through showing pictures of different payment situations; e.g. at 

a market place, at a desert and at a spaceship to encourage them also envision their future 

financial and payment habits. In the second phase, a digital storytelling method (e.g. Gregori-

Signes & Pennock-Speck, 2012) was used where each participant was able to describe and 



reflect their thoughts about their personal financial and banking habits by utilising digital tools 

available in the research lab and sharing this story with the group. All the focus group 

discussions were video-recorded. Data set 2 was mainly used to complement the understanding 

gained from the interviews. 

  

All interviews and focus group sessions were recorded and transcribed verbatim. We followed 

an abductive approach, including constantly going back and forth between empirical 

observations and theoretical concepts (Dubois and Gadde, 2002, p. 556). In the first phase of 

data analysis, initial interpretations of the interview data were created based on multiple 

readings of each transcript. When a holistic understanding of the data was acquired, the data 

was organised in categories created based on theoretical pre-understanding (pre-usage, actual 

usage and continuing usage phases). Also new themes were allowed to freely emerge from the 

data related to factors impacting the use within the three stages. As a result, figure 2 was 

formed. Thus, as in a typical qualitative study, empirical analysis and theoretical understanding 

have developed in parallel. 

  

Empirical findings 

  

In the following, we will present the results of our empirical analysis of the factors influencing 

the use of mobile services structured around the pre-usage phase of the service, actual use of 

the service, and continued use of the service. 

  

Pre-usage phase of the service 

  

First, we will examine the factors related to the stage preceding the use of the mobile service 

and the emergence of the need for the service—why the need emerges and becomes identified, 

or why this does not take place. 

  

The origin of the need to use a mobile banking service is typically based on the added value 

that the service offers relative to the existing methods for conducting the banking services, such 

as Internet banking. The need can thus arise from the customer’s own value creation processes 

and challenges that they encounter in their everyday lives. In case of such a challenge, the 

customer is more likely to observe related services and recall a service that they have 

encountered while not having a need for such a service, as the following quotation illustrates. 



  

‘I started to use [MFS] because I expected to gain some kind of benefit. I very rarely 

start using any new mobile services just because of some wow-effect of “look how cool 

user interface!” […] Once I was considering budgeting issues and noticed that [the 

mobile banking service application of a certain Finnish bank] apparently provides 

these tools and so I started to tap in the application to my phone.’ (Man, 40 years) 

  

The importance of references was emphasised in our data, both based on friends and family as 

well as evaluations provided by different media. References appear to have a strong impact on 

all types of customers and more importantly the references can be in many forms, including 

evaluations, comments, suggestions, etc., and can be provided by different actors. Interestingly, 

the multiple sources for reference were considered as important. On the other hand, the role of 

a single reference in the actual service trial experience may become very important. The extent 

of referencing applies to both positive and negative perceptions, as the following quotations 

illustrate. 

  

‘If 90% of my friends would say that a certain application is really poor and that one 

should not try that at all, most likely I would not even try to use that’. 

 (Man, 29 years) 

  

‘In the long run, if I hear from multiple directions about a certain application, I start 

to think whether I also should try that. Often times when I first try an application, I 

notice how useful it is. Especially if there is someone sitting next to me recommending 

the first trial, the service experience can become very pleasant’. (Man, 36 years) 

   

In addition to personal references, public sources were also considered important. Based on 

our data, for example, social media such as blogs may be useful because they function as 

communities of users with similar interests and perhaps similar concerns and goals in their 

value creation processes, as the following quotation illustrates: 

  

‘I started to use this MobilePay application based on reading in a blog something about 

this. They were recommending this for situations such as a flea market, where it is 

handy to pay straight away through a text message, even though you don’t have any 

cash on you.’ (Woman, 24 years, focus group) 



  

Our data indicates that there is considerable variability in the characteristics of customers who 

adopt mobile banking services, ranging from active and eager novelty-seeking individuals to 

more passive ones who expect an impulsive or explicit reason before adopting new 

applications. These approaches were also related in the way referencing functioned in terms of 

starting to use a new mobile banking service. Customers that considered themselves as 

forerunners within their circle of friends easily adopt new applications based on a positive 

reference. It may also be the case that they adopt a tutoring role as well and help others to start 

using the new mobile banking services, too.  

  

‘I am typically the one that has to show everyone [introduce a new application], 

whereas I myself usually very easily start to try new applications. I have in my phone 

all kinds of eBays and AliExpresses and there I go on ordering hats for my children.’ 

(Woman, 26 years) 

  

The usefulness and value provided by the mobile service are crucial in adopting the use of a 

new application. In case the customer is hesitant in terms of the usage, the security aspect of 

the mobile banking service becomes an issue. Based on our data, the user typically relies on 

the service because it is provided by a bank or a well-known and reliable service provider. 

  

 ‘Regarding banking services, one is somehow inclined to think that the bank must have 

worked out the security issues. It is of course a gut feeling, but I do have a kind of 

assumption that since it is a Finnish bank, their information security is bound to be in order 

and thus I dare to use their mobile services.’ (Man, 36 years) 

  

Based on our data of non-active users, several reasons for not perceiving a need to adopt mobile 

banking services can be identified. First of all, a generally conservative outlook and protective 

attitude towards money and privacy were connected to the non-active users, as the informants 

described their perceptions of the mobile banking services. Such an approach may be visible 

in other aspects of their daily life as well, preventing the adoption of new services. However, 

especially as far as money and privacy is concerned, the critical attitude seems to be especially 

high. Another identified reason relates to the users’ reservation towards security issues. In the 

case of users, these reservations were typically overcome through reliance on banks as service 

providers, but this did not apply to non-active users. On the other hand, mistrust towards other 



people and criminals was also raised in our data. However, there seemed to be hesitation in this 

as well, and the users also reported being willing to overcome their reservations, as the 

following quotation illustrates: 

  

‘Actually I don’t even know myself where this fear [towards security issues in mobile 

banking services] comes from, but it is very important to me. I guess I would need more 

emotional support from service providers, like “You can do it!”’  (Woman, 39 years) 

  

A third type of reason for remaining a non-active user of mobile banking services relates to 

habits and principles that users have in relation to their behaviour. For example, avoiding using 

excess time with mobile devices was raised as an important objective by the non-active users. 

Also, merely the feeling of falling behind technological developments prevented the 

respondents from becoming active users of mobile banking services. This was also connected 

to the personality of the customers and their courage to try new things. 

  

Finally, based on our data, an important reason for not starting to use a mobile banking service 

was the obliviousness to the potential benefits of the service. Of course this is the other side of 

the same coin if we think of the reasons why the active users have adopted the use—because 

they perceive value in it. However, obliviousness to the benefits is not merely an information 

issue—that they are just not aware of the benefits—but rather it is deeply embedded in the 

person’s own personality, habits and outlook on life. 

  

‘I am just not the kind of person who is out there all the time with a mobile device in 

my hand. I have so many other more important things to do than just stare at the phone. 

I don’t need it. What would the mobile bank give to me? Would it give something? How 

would it expand my use of banking services? What would I do with that? I just don’t 

understand what I could do with it. […] There really should be a real benefit explicitly 

available for me to start using it.’(Man, 70 years) 

  

All in all, in relation to non-users in our data, different kinds of traditions, prejudices, attitudes 

as well as insecurities are related to the need to handle banking services in a different way than 

they have become used to. Customers do not see the benefits offered by mobile banking service 

as significant enough compared to the practices that they have become acquainted with, for 



example Internet banking services. In addition, insecurities related to security or losing their 

phones, viruses and all sorts of other risks were emphasised. 

  

Actual use of the service 

  

In the following, we will discuss the users’ experiences and perceptions regarding the actual 

usage of the mobile banking services, both positive and negative. From the data related to active 

users, we identified the positive experiences related to the actual usage of the services. Among 

the most evident reasons for positive experiences was the speed and time-saving that the 

customers perceived. The time-savings were perceived as relative to the other means of 

conducting banking services, most often the Internet banking services, but also in relation to 

other means requiring the customer to go to a certain place—such as a bank branch or their 

desktop computer. 

  

‘You don’t need to start your computer, but you can quickly check the issue through a 

phone or tablet.’ (Woman, 37 years) 

  

‘It’s always available when needed; one doesn’t need to go anywhere”. (Man, 40 years) 

  

The ease of conducting banking affairs through mobile banking compared to Internet banking 

was also among the most typical reasons for using mobile banking. This was related to activities 

like checking the account balance or paying bills, and also more broadly, for example, e.g., 

transactions with other individuals or even connecting to other services such as insurance 

services. Customers reported highly positive experiences in terms of the speed and ease of 

mobile banking services. Mobile banking also provided the informants with a clear and explicit 

outlook on their money affairs. Especially those customers that wanted to continuously follow 

the money flows in their account reported being very satisfied with mobile banking, as it 

allowed them to easily see the transactions. 

  

The mobile bank user interfaces were perceived as very clear and easy by the users in our data. 

They reported different kinds of functions that they felt were very useful for them. 

  



‘I think the mobile bank is so easy, for example there’s a spinning orange circle that 

indicates that a bill has arrived, and all I need to do is accept it, no need to look for it 

anywhere.’ Woman, 26 years, focus group) 

  

Overall, the positive user experiences were connected to the usefulness of the mobile banking 

service. It helps in taking care of one’s personal financial affairs, especially compared to the 

Internet. 

  

Negative service experiences identified in our data can be described as annoyances. If negative 

experiences were encountered, the customers associated feelings of irritation or annoyance. 

Typical sources of such feelings were related to failure or malfunctioning of the service in 

certain situations or physical surroundings. In a similar vein, missing functionalities compared 

to existing the customary method (e.g. Internet banking) also raised annoyance, as the 

following quotation illustrates: 

  

‘I do not think that it [mobile banking services] facilitates the handling of one’s banking 

affairs; after all, the Internet banking services offer a lot more extensive opportunities 

to do things.’ (Man, 36 years) 

  

The perception of the value provided by the mobile device as a channel for service delivery 

was of course connected to the extent and nature of the user’s willingness to engage in banking 

services. Some customers were disappointed with the lack of functions compared to Internet 

banking, whereas some were looking for a more limited version for their daily needs. A limited 

version would enable a smoother transfer of data in the mobile networks. Overall, negative 

experiences while using the service were connected to the perceived value of the service or the 

lack of it. In fact, high expectations in relation to the utility were connected to low value 

perception, as indicated in the following quote: 

  

‘Actually I have downloaded that [certain] mobile banking service application. I saw 

it as rather unclear to use […] I was not able to get into its idea, as apparently there 

was mostly only discount coupons to a hamburger restaurant. I felt as if there was 

nothing else.’ (Woman, 26 years, focus group) 

  

Continued use of the service 



  

Thirdly, we examined the factors related to the service experience in terms of the continuation 

of the use of the service, both advancing and hindering factors. Regarding the factors advancing 

the continuous use and engagement with the mobile banking service, much of the same issues 

were raised related to starting the use and the actual usage stage as well; the utility of the 

service, ease of use and functionalities were perceived as valuable (e.g., the budgeting function, 

graphics, and technical functioning). 

  

Continuously introducing new functionalities also adds to the customer’s commitment to the 

service, especially in the case of active and novelty-seeking customers. In addition to these, 

tailoring opportunities also emerged as particularly valuable in terms of continuation of the 

usage and commitment by the customers: 

  

‘When you are logging into the service, it would be nice if the system would ask what 

I’m interested in, I mean whether I’d like to receive specific information or discounts 

or something else. I think it is quite substantial that I will get tailored and targeted 

service when I’m using it [mobile banking service].’ (Man, 36 years) 

  

Trust plays an important role, as many interviewees pointed out how essential it is to be able 

to use the service without constantly thinking whether it is safe or not. Also the trust in banks 

and other ‘big players’ in the field was seen as increasing the reliability of the mobile banking 

services: 

  

‘I’m actually very confident about using this service because the services downloaded 

from the AppStore are so controlled. They are developed by big national banks and I 

believe I can also trust them in the future.’ (Man, 29 years) 

  

In terms of factors hindering the continuous use and engagement, security issues were 

unsurprisingly raised. It is fair to say that perceived security of the service serves as a basic 

requirement for the usage in all of the three phases: intention, actual usage and continued usage. 

So if there were problems in security, that would likely influence the use of the mobile banking 

services in the future. Moreover, the infrastructure required were reported as potentially 

affecting the use of the services, as indicated in the following quote: 

  



‘For me, making payments in a mobile bank has been impossible, as I haven’t so far 

used such an mobile device that it would have been reasonable. If the services aren’t 

very simple to use and one tries to use them with an old phone, it may not be 

worthwhile. I guess it’s a different thing when you have a new and well-functioning 

phone.’  (Woman, 22 years, focus group) 

  

Dysfunctionalities of the service are also one major threat for the continuance of mobile 

banking service use. Any uncertainty or technical problems in using the service causes a lot of 

confusion for the user, as the following quotation illustrates: 

  

‘If it is not coded well and if there are constantly these different kinds of faults and 

malfunctions… Then I quite easily would just stop using it.’ (Man, 31 years) 

  

Development of future MFS 

  

Finally, our analysis revealed different types of future development ideas related to the three 

phases of service use. First, in relation to the pre-usage phase, service providers should provide 

hands-on guidance for the customers who feel uncomfortable or insecure about using mobile 

banking services, guidance on both the use and the technology. 

  

‘I would like to see for example a short video about how the service functions on a 

concrete level. All this kind of guidance and support would be good for me. Showing 

all the possibilities of the service with the help of examples. It would definitely make it 

easier for me (to start using it)’. (Woman, 36 years) 

  

Some non-active interviewees also felt that the mobile banking service providers should be 

more proactive in informing them about new services in general and about security-related 

issues in particular. 

  

‘I think the bank should convince me. If they would advertise it and inform me properly 

that their mobile systems are really reliable and secure and that you can easily use 

them with a mobile phone. Or in a same way as with credit cards, if they could give the 

same kind of back-up that if somebody misuses it, they would take responsibility for it. 

That could make me start using it [mobile banking service].’ (Woman 36 years) 



  

Concerning the actual usage phase, to make sure the customer actually uses the service, the 

service providers of course need to develop ways to provide customers with valuable services 

that are easy to use. Furthermore, they need to understand the heterogeneity of customers, not 

only in terms of their technical abilities and resources but also in terms of their value 

perceptions. Our data indicated that all customers valued the smooth handling of daily banking 

affairs that the mobile service provided. However, in relation to the extent of the services 

offered, the customers’ perceptions varied. For example, some respondents appreciated new 

and interesting functionalities, whereas some saw all kinds of advertisements or ‘extra’ stuff as 

very negative. Therefore, the user interface needs to be tailorable for different types of 

customers. 

  

‘All the unnecessary information, advertisements and animations or anything like that 

are very confusing to older people. It needs to be as simple as possible; include only 

the most relevant functions such as basic payments so that you can use it without any 

fear of pressing a wrong button.’ (Woman, 36 years) 

  

On the concrete level, the use of the mobile banking service is highly dependent on the user 

interface. According to respondents, whether they will start using it on a regular basis often 

depends on there first experiences with the service. In other words, the user interface needs to 

be as simple and easy as possible to encourage further usage. 

  

‘Banks should invest in the user interface an awful lot. It is The Thing that defines 

whether you like to use the service and whether you will use it again.’ (Man, 36 years) 

  

The factors important for the continuous use are closely related to the actual use, but here the 

focus is more on the ideas related to future usage of the MFS. Based on our data, the tailoring 

and provisioning of customer-specific services was emphasised. To engage customers with 

continuous use of the MFS, it is important that the service provider develops such modular 

services that each customer can be offered a tailored customer experience. Similarly to actual 

usage, some value a simple service, whereas others would like to have several different features 

related to banking and financial affairs. 

  



‘At the moment, mobile banking service is not that important to me, but in the future I 

hope I could increase my understanding about where my money goes and how I spend 

it. It could have different features, e.g. about average consumers, how others use their 

money. Or how many times I have eaten in the restaurant last month. These kinds of 

interesting facts and funny stuff would make me use it more regularly.’ (Man, 40 years) 

  

Also, the importance of utilising different social aspects of mobile banking services was found 

to be related to continued usage. Other customers’ experiences, recommendations and 

comments play a big role in both the active consumers’ and the inactive consumers’ behaviour 

and attitudes towards new MFS. 

  

New innovative technological features that would make customers’ everyday life easier were 

highlighted by respondents as increasing the continued use of the service. Since banking affairs 

are such an integral part of a consumers’ life, banks need to keep up with what is going on in 

their customers’ lives and how they could efficiently utilise new technological possibilities to 

make those activities even more simple and effortless. 

  

 ‘I would really appreciate if in the future I could pay bills by using only one ‘click’. Or 

even better, by using a fingerprint or maybe even with the help of a microchip that 

would be installed under my skin!’(Man, 33 years). 

  

To sum up, the empirically grounded framework in Figure 2 illustrates the main findings of the 

study. It identifies the critical factors in engaging inactive customers to continuously use MFS, 

first from the customer’s perspective, and secondly by suggesting the key points of future 

development for financial service providers. Both of these are related to three phases: pre-

usage, actual usage and continued usage phase to provide an understanding on what is 

important at each stage of MFS use from the perspective of customers and service providers. 

  



 

 

Figure 2. Critical factors in engaging non-active customers to continuously use MFS. 

 

Conclusions 

  

The purpose of this study was to find out how to get non-active consumers to start using and 

engaging in continued usage of MFS. In answering this question, we developed an empirically 

grounded framework (Figure 2) that provides novel insights into the critical factors that either 

advance or hinder customers in starting the use of new MFS and to engage in continuously 

using them. Our findings show that there is a diverse set of factors that influence customers’ 

attitudes and behaviours in relation to MFS. The most important factors are related first to the 

need for mobile banking services to be truly useful and to provide added value for customers 

compared to other banking services. In addition, it needs to be easy to use, function flawlessly 

and be tailorable for diverse customer segments and their varying needs. Security issues are 

also highly emphasised because the service is closely related to customers’ money and privacy. 

Finally, the social aspects are important because recommendations, suggestions, evaluations 

and encouragement from others may have a strong impact on the decision to start (or not to 

start) using and continuing the use of the service. 

  



The present study contributes to the existing research in several ways. Firstly, most of the prior 

research in the field of MFS has focused on consumers’ intentions to adopt or use these services 

(e.g., Chemingui and Iallouna, 2013; Jeong and Yoon, 2013; Lee et al., 2012), i.e. merely to 

the phase preceding the use of MFS. We suggest that focusing only on intentions is not enough 

if the aim is to really understand non-active customers and how they could be activated to start 

using and becoming engaged in the continued use of MFS. Therefore, we also included actual 

usage and continued usage phases into the study instead of focusing only on the pre-usage 

phase. This way, the present study creates a wider and more comprehensive understanding of 

the topic instead of focusing merely on use intentions. 

  

Secondly, the common interest in both the innovation literature and mobile banking research 

in particular seems to lie in active customers or early adopters (see, e.g., Rogers 2003), who 

are principally interested in adopting new technological solutions. We focused our attention on 

the other extreme, i.e., consumers who are reluctant to use new MFS and thus represent a vast 

unutilised potential for banks and other financial service providers. There are only a few recent 

studies that have addressed these types of consumers and their decision to either adopt or reject 

mobile banking service (e.g. Laukkanen, 2016), and our study is one of the first attempts to 

reveal underlying attitudes, experiences and future expectations of the non-active customers. 

  

Thirdly, previous studies on MFS are mainly quantitative in nature (see a recent review in 

Babtista and Oliveira, 2016), and therefore our study answers the call for more in-depth 

qualitative empirical research. By using interviews and focus groups as data collection 

methods, we explored both the users and non-users of mobile banking services to gain a more 

in-depth understanding of their reasons for using and not using these services. In addition, we 

explored their positive and negative experiences of the service as well as ideas concerning the 

future usage of MFS. This enabled us to gain various versatile viewpoints about the attitudes, 

intentions, actual use experiences and future expectations (and fears) in the field of MFS 

compared to survey data based on strictly predetermined concepts and models. 

  

Our findings provide important implications for providers of MFS on how they could get non-

active customers to start using and to further engage in the continuous use of MFS. First, one 

of the reasons why non-active customers are not using MFS is that they seem to be satisfied 

with their present situation and way of handling bank-related affairs. Therefore, it is important 

that service providers connect the value proposition to those services (in most cases online 



banking) they are currently using. In practice this means that the benefits of MFS need to be 

clearly communicated and emphasised compared to online banking services. For example, 

speed and time-savings, ease of conducting a diverse set of banking affairs, and useful features 

should be clearly described and demonstrated to the non-active customers whenever and 

wherever the service provider is in contact with them. In addition, all kinds of encouragement 

is needed both from the bank and the social network of the customer because non-active 

customers are often unsure about their technological skills and abilities to use MFS. Hands-on 

guidance and mental support could help them in crossing the first threshold of starting to use 

the service. Hence, service providers should pay attention to social aspects specifically in the 

pre-usage phase, where the recommendations, suggestions and back-up from others may have 

a strong impact on the decisions to start (or not to start) using the service. 

  

Another important factor to pay attention to is the tailoring of MFS for different types of 

customer needs. According to our findings, non-active customers value a simple and easy-to-

use service that does not have anything ‘extra’ (e.g., advertisements, animations, and an 

overload of information) in it that could distract them from handling the basic banking 

activities. This is important both in the starting phase as well as for the continued usage. On 

the contrary, most of the active customers want to constantly have new technological features 

added to the service in order to find it interesting in the long run and to continuously use it. 

Therefore, we suggest that the providers of MFS could create different versions of the mobile 

banking service designed for different kinds of customers. For example, it could include a 

beginner’s version for new MFS users and a more advanced, professional version for active 

users. 

  

Finally, we found that security is a highly important matter in all phases of the service use. Our 

data reveals that the fear of security breaches, viruses, thefts and all kinds of external threats 

was present in both the active and the non-active customer groups. Interestingly, these fears 

often seem to be quite irrational and inconsistent in both groups and even in individuals 

themselves. For example, some non-active customers use other mobile services without any 

problems, but with mobile banking services they become overly sceptical. Active users also 

expressed fears concerning security; but on the other hand they, overcome these fears as they 

perceived their bank as a trusted and reliable service provider. We think this is in connection 

with the barriers to adoption and the perceived risks related to MFS. This also seems to be the 

most crucial factor in getting non-active customers to start using and continue using MFS. We 



therefore suggest that this is an issue that definitely deserves further attention in future research, 

i.e., how could service providers better understand and influence their customers’ mental states 

related to security issues and perceived risk in order to help them to overcome their fears. 
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