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ABSTRACT   

Purpose: This study aims to investigate how important the mobile banking is amongst the 
Swedish population. This has become an important area due to the fact that competition in 
the financial sector has made it mandatory for banks to adopt new technologies, the 
increase of mobile devices and Internet access as a way of communication and the slightly 
lack of theoretical and statistical knowledge in this specific field.  

Methodology: Quantitative methods are used to gather empirical findings that will be 
subsequently analysed according to the adapted model of product importance and 
involvement theories.  

Findings: The Swedish mobile banking users are educated and skilled; the average usage is 
2-3 times a week. Although the current app appears to be a complete tool, there is a need to 
include other features. More than a half the population are described as having an enduring 
importance towards the product. As additional finding, the research suggests that mobile 
banking market could be described as being in a mature stage with few new adopters.  

Research limitations: The product importance and involvement theory has never been used 
to investigate technological phenomenon. The methods were restricted due to time limit.  

Recommendations: Future studies could benefit from exploring this area through a more in-
dept approach by considering the views of financial institutions and conduct a qualitative 
study with the users. In the managerial field, financial institutions should consider different 
strategies with the current users as presented in the model, such as a more integrated and 
interactive revised mobile banking app.  

Key words: Mobile banking, product importance, product involvement, enduring 
involvement, enduring importance, situational involvement, instrumental importance, post 
adoption.  

Paper type: Thesis dissertation.  
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1 INTRODUCTION  

This chapter aims to develop the research idea, present a background and discuss the 
problems of the area of study.  

1.1 BACKGROUND 

The background objective is to provide an overview of the origin and industry of mobile 
banking services.  

1.1.1 Electronic Banking 

The Internet has continued to have significant impact on financial institutions in recent 
times therefore there has been a major change on how bank customers access services.  
Most of the players in the financial services industry have recognised that electronic 
banking is an area of major importance thus various version of banking services are offered 
online by major banks worldwide.  Electronic banking is the provision of information and 
services by a bank to its customers (figure 1) via electronic wired of wireless channels such 
as online, telephone, mobile phone and interactive television (Daniel, 1999).  

 

Figure 1: Electronic Banking Services. Adapted from (Daniel, 1999). 

The banking industry is among the leading sectors in implementing and utilizing the 
Internet and mobile technology on consumer markets subsequently its service delivery has 
undergone unique changes (Laukkanen, 2007). A study conducted by Khan and Khan 
(2012) investigated the Internet vs. mobile banking in Pakistan, suggested that according to 
customer perception there are no differences between the usefulness of mobile and Internet 
banking. However, the study by Laukkanen (2007) in Finland indicates the opposite.  

The competition within the banking sector environment has induced banks to adapt new 
technologies at a rapid pace in order to survive in the changing market trends.  
Consequently customer adoption is a recognised dilemma for the strategic plans of financial 
institutions. Several studies have investigated why individuals choose a specific bank.  
Important consumer selection factors include convenience, service facilities, reputation and 
interest rates (Kennington, Hill & Rakowska, 1996; Zineldin, 1996). According to Delvin 
(1995), customers have less time to spend on activities such as visiting a bank and therefore 
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want a higher degree of convenience and accessibility.  Mobile banking is the most recent 
add on to electronic banking, therefore the main focus of this current research. 

1.1.2 Mobile payment solution 

Besides mobile banking offered by banks, there are a number of mobile payment solutions 
and services present in the Swedish market provided by payment providers (as illustrated in 
figure 2), in which case banks and payment providers have developed different forms of 
person to person (P2P) and Point of Sales (PoS) services available for commercial use. The 
Swedish mobile operators joined forces and formed a joint venture that offers a separate 
charging solution that can be used for mobile payments and e-commerce that does not use 
the mobile phone bill. Mobile banking, Swish and Mobile everywhere (ME) provide 
person-to-person service while, point of sale service is provided by SEQR and Bart. Since 
the main focus of this study is mobile banking there will be a brief description of the two 
main P2P service providers.  Mobile Everywhere (ME) is a mobile financial service 
platform developed by Accumulate directly linked to bank accounts. The solution is 
independent of mobile network operators (Accumulate, 2013).   

 

 

Figure 2: Mobile financial industry. 

In the case of Swish, similar to mobile banking, the banks are the payment service 
providers having direct relation with the end consumers, providing the mobile payment 
interface,  performing  money  transfers,  and  managing  consumers’  bank  accounts.  The  main  
function of mobile operators is just to provide connectivity for the performance of the 
transaction. The consumers make payments either directly managing their banks accounts 
or using a separate payment solution, which is directly connected to their bank accounts. 
SEB bank launched the Swish mobile payment service in December 2012 (SEB, 2012). The 
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service is provided in cooperation  with  other  major  banks:  Danske  Bank,  Handelsbanken,  
Länsförsäkringar  Bank,  Nordea,  Swedbank,  and  Sparbankerna  (SEB,  2012).  The  service  is  
targeting private individuals, and its main purpose is provision of a quick, secure, and 
simple way of P2P money transfers (SEB, 2012). Real-time transfers are done using mobile 
phone numbers, which are linked to corresponding bank accounts (SEB, 2012).  To perform 
a P2P money transfer, the consumers need to download the Swish app to their smartphones 
and to have the mobile Bank ID (SEB, 2012).      “Bank ID is the electronic identification 
which has been developed by a number of banks for use by the public, authorities and 
companies   used   for   digital   identification   as  well   as   signing   transactions   and   documents”  
(Bank ID, 2015).  It is evident from the above discussions that the Swedish mobile payment 
solution remains fragmented and no sign of an emerging common solution between the 
players. In the case of mobile banking the services offered by the four major banks in 
Sweden are presented in table 1 below. 

 
Services offered Handelsbank Swedbank SEB Nordea 
Check balance X X X X 
View of financial statement 

 
X X 

 Check all your accounts X X X X 
Transfer money X X X X 
Domestic payments X X X X 
European payments 

  
X 

 Check exchange rates 
 

X X 
 Card settings (block a bank card) 

 
X 

 
X 

Payments using bar code X 
  

X 
Find the locations of ATMs 

 
X X 

 Find locations and opening hour of branches X X X 
 Read correspondence from bank     X   

Table 1: Mobile banking services offered by the four main banks in Sweden.  

As noticed in the table above, mobile banking currently does not provide any services 
relating to point of sale payment neither the real-time transfer using mobile phone numbers 
between private individuals.  

1.2 PROBLEM DISCUSSION 

Mobile Banking is one of the major services that all the banks are offering to customers, 
however, academic research on customer perception post adoption of mobile banking has 
been scare.  Even though, according to Shaikh and Karjaluoto (2014), technologies and 
applications in recent times have focused more on mobile computing, the wireless Web, 
and mobile commerce subsequently mobile banking has emerged as an important 
distribution channel.  Mobile Banking enables the customer to make the transactions 
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through a personal digital assistance or through a mobile phone. This feature is a benefit for 
not only customers but also for the banks.   Previous studies have reviewed the benefit of 
mobile banking describing the value adding elements of mobile banking to bank customers,  
“the  development  of  electronic  banking  services  via  multiple  electronic  channels  has  made  
it  possible  to  provide  new  kinds  of  added  value  for  customers.”  (Laukkanen,  2007b,  p.788).    
Another study showed that mobile banking increases efficiency and convenience in bill 
paying, as the service can be used wherever and whenever enabling time savings and 
immediate reactions to unexpected service need (Laukkanen and Lauronen, 2005). The 
table 1 demonstrates a small degree of differences in mobile banking services offered by 
the banks. 

Mobile banking has been described as a technological innovation because it allows 
customers to conduct banking transactions without constraints of time and place and to 
connect banking services easily and quickly with mobile devices (Laukkanen, 2007b).  The 
importance of innovation attributes has also been documented in the literature (Rogers, 
2003). Several studies indicated user perceptions of the innovation influencing their 
adoption decisions towards Internet-based Information services (Papies & Clement, 2008; 
Teo & Pok, 2003 Tan & Thoen, 2001). The innovation diffusion theory provides a set of 
innovation attributes that may affect adoption decisions (Rogers, 2003).  

It is a known fact that the main requisites for effective use of an app are related to having 
access to the Internet and a device therefore, the growth of mobile banking is dependent on 
the availability of theses factors.  The Swedish market is the main focus of the current 
research as a result statistical evidence will enhance the importance of the theme. In 2012, 
91,7% of the population in Sweden had access to Internet (OECD, 2012) and held an 
amount of 11.643 millions of mobile telephones, which, statically, means 1,22 mobile 
telephone per person. Additionally, the telecommunications and broadband services are 
highly developed, positioning Sweden among the countries with a high use of Internet for 
onlife services. (CIA, 2012).  

The importance of mobile banking for current and future business, has become a pertinent 
area of study. There is a faster development and adoption of mobile banking rather than 
online banking (Lin, 2013), therefore creating an important platform for banks to enhance 
the quality of service provided to customers in a cost effective way. According to Barnes 
and Corbitt (2003,  p.286):  “The  successful  adoption  and  use  of  mobile  banking  services  is  
dependent on a number of factors, including existing banking channels, market conditions 
and customer  perceptions”, aware that there are some researches in this areas as discussed 
above, the focus of the current project is related to a research around this themes however 
focusing on an area with less contribution from researchers. The investigation will be on 
the importance of the mobile  banking  app  post  adoption   from   the  customers’  perspective  
specifically within the Swedish market.  

Mallat, Rossi and Tuunainen (2004), advocates that the decision to use a new technology 
and incorporate it into every day life remains with the final users, consequently the main 
driven force of this study is the final user. Furthermore, there is a lack of research on 
mobile banking specifically in Sweden, even though, as previously discussed, the 
accessibility and the usage of online services are amongst the highest in the world.  
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Due to limited studies in this area. The researchers will review suitable literature and 
theories to measure the importance of mobile banking from the users perspective post 
adoption 

1.3 RESEARCH QUESTION 

Research question to conduct this study is: How important is mobile banking amongst the 
Swedish population of users? In order to answer the research question, some underlying 
questions are important in this process: 

x Who are the people using mobile banking? How often do they use the app? 
Objective: identify the mobile banking users and the frequency of usage. 

x Does mobile banking satisfy customer needs? 
Objective: Determine if mobile banking satisfies customer needs 

x Is mobile banking a complete tool for customers? 
Objective: Identify if the current service provided is a complete tool. 

x What features could be added to the mobile banking app? 
Objective: Determine features that can be added to the mobile-banking service. 

1.4 PURPOSE 

The authors of this research were  very  keen  to  investigate  an  area  with  the  customer’s  point  
of view as the principle focus on researching new developments within financial 
institutions.  Due to the emergence of technology that has subsequently transformed the 
banking industry globally, the general purpose of the research is to investigate the 
importance  of  Mobile  banking  from  the  Swedish  user’s  perspective.   

1.5 DELIMITATION 

The delimitation in this study is that the empirical data is based on the Swedish market only 
in which case, the findings may only be relevant to this specific market.  However the 
researchers deliberated that Sweden will be a significant market to investigate because 
statistical evidence show that accessibility and usage of online services in this region is 
amongst the highest and the availability of varied and continuous growing market of the 
mobile payment solution services accessible to the population make it an interesting market 
to investigate.  

The researchers are aware of the well-established mobile payment solution service in 
Sweden however decided to limit this study to mobile banking only because the mobile 
banking app pioneered all other subsequent mobile payment solutions. 

The study will not review the literature on technology acceptance model; firstly because 
there are good amount of study within this area, also the theory does not fit the current 
study.  The study is focused on post acceptance of the product.  

Product attachment and consumer behaviour are theories that were not investigated in this 
current research, because the researchers realised that the two concepts are more 
emotionally connected to the consumer and tends to be more relevant for special products. 
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The mobile banking app is not regarded as special product due to the fact the financial 
institutions are making it a compulsory one of the primary means of conducting banking 
transactions.  

A qualitative approach will not be used in this current study as the literature on this area is 
scare and the researchers believe that a general overview of the mobile banking in Sweden 
is required.  
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2 THEORETICAL FRAMEWORK  

The aim of this chapter is to present the theoretical framework and concepts to support the 
investigation of the research purpose. The structure will be as follows: information relating 
to the Internet in Sweden, the online and mobile banking phenomenon, leading to mobile 
banking itself and finally, the product importance and involvement theory.  

The visualization of the theoretical framework is presented below:  

 

Figure 3: Theoretical framework structure. 

2.1 SWEDEN AND THE INTERNET 

The first signs of Internet were presented in 1962, by J.C.R. Licklider of MIT 
(Massachusetts Institute of Technology), the basic idea was interconnect computers 
enabling the access of data from different places. Thenceforth, Internet was developed in 
order to become the most powerful tool of communication used in several sectors, 
presenting itself as essential to every day life. (Leiner et al., 2009).  

Conducted for the Internet Society, a global Internet user survey performed in 2012 
presented   some   insights   regarding   people’s   attitudes   towards   Internet,   most   of   the  
respondents believed that it should be a human right and that its access is fundamental for 
education and knowledge. Besides the economical and social impact, nowadays, accessing 
the Internet is one of the daily activities. The research also stated that the respondents 
access Internet at least once a day. (Internet Society, 2012). 

Connecting people and spreading news are only few of the main revolutions that Internet 
has introduced into the world in terms of communication. The only condition to benefit 
from this phenomenon is to be connected, and in this requisite, Sweden has been 
successful. Ranking in the eighth position regarding Internet accessibility and affordability 
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among  all  the  countries  (The  web  index,  2014),  “in  2014,  nine  out  of  ten  Swedes  had  access  
to  both  the  internet  and  a  computer”  (Se|  Internetstatistik,  2014).   

Besides the high number of users, it is still possible to state that Internet use continue to 
spread in Sweden. Whereas nowadays, Sweden is ranked among the top ten countries 
regarding usage, in 2009 its position for Internet users was the 33rd in the world (CIA, 
2012). Usage and Accessibility has been significantly increased, in the late years, mostly 
among children, from 42% in 2009 to 79% in 2014, and pensioners, from 53% in 2009 to 
79% in 2014. (Se| Internetstatistik. 2014). 

Another fact that enables the increase of Internet usage is the entrance of new devices in 
recent years, such as: mobile phones, smartphones and tablets. The figure 4 below 
represents how these devices are distributed among the Swedish population.  

 

Figure 4:  Population (12+ years) who have access to a personal device or a combination of it. (Se| 
Internetstatistik, 2014) 

According to the figure 4 (.Se| Internetstatistik, 2014) it is important to highlight: first, the 
percentage that has no device does not represents that they have no access to Internet at all, 
and second, most of the population have access to more than one device. Moreover, 80% of 
the population have access to a mobile device enabling the Internet usage. In Sweden, the 
number of mobile phones (including smartphones) is also expected to increase more 
400,000 in 2017. (Statista, 2014) 

Having mobile devices impact the frequency of internet usage, it facilitates the user to 
access internet more than once a day, in fact, 90% (age among 12-45) are daily users and 
40% of the population access internet several times a day. In average, Swedes spend 13 
hours per week accessing Internet, which means approximately 2 hours per day. This 
average is higher among people in the age of 16 up to 25 years old (aprox. 22 hour/week). 
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Additionally, 29% of this access is made through a mobile phone and most of this time is 
spent at home. (.Se| Internetstatistik, 2014).  

Download applications (apps) is part of the routine for those who own a smartphone or 
tablets, 88% of the population download apps periodically, while an average of 8% do it 
weekly. Facebook is the most used app with 43%, followed by the bank apps (27% of the 
download preferences). (.Se| Internetstatistik, 2014). 

In general, 82% of the Swedish population are online banking users (Statista, 2014). Less is 
statically published regarding mobile banking usage, even though, it is known as one of the 
main activities done by users of smartphone and tablets. (Se| Internetstatistik, 2014). 

2.2 THE ONLINE AND MOBILE BANKING PHENOMENON  

In the emergence of technology, banking has transformed from a procedure that was only 
possible at a physical institution, to that performed online and in recent times on the palm 
of your hand using a smartphone, tablet or a personal digital device.  According to 
Lakkanen (2007) the Internet has had significant impact on financial institutions in recent 
times therefore there has been a major change on how bank customers access services. 
 Consequently the Internet has taken the banking industry to a remarkable and tremendous 
growth track (Khan and Khan, 2012).  

Online banking uses the Internet as a remote release channel by which the consumers uses 
the Internet to carry out banking transactions using the banks own website (Khan and Khan, 
2012). Online banking is enabled through the use of mediums such as computer with 
Internet access to pay bills, transfer funds and obtain account information (Mavri and 
Ioannou, 2006). Mobile banking on the other hand refers to any kind of banking services 
through phone while online banking refers to a desktop arrangement with Internet 
connection (Khan and Khan, 2012).  Mobile banking represents an additional facility, 
adding the element of true mobility to Internet banking used over fixed networks 
(Lakkanen and Kiviniemi, 2010).   

Thus, Lakkanen and Kiviniemi (2010,  p.  373)  defined  mobile  banking  as:  “an  interaction  in  
which a customer is connected to a bank via a mobile device such as cell phone, 
smartphone   or   personal   digital   assistant   (PDA)”.    The development of mobile banking 
builds on earlier ideas of customer channel extension through telephone banking and online 
banking (Barnes and Corbitt, 2003).   

Therefore, the idea is that the mobile banking service serves rather as a way to offer 
customers value added (Laukkanen, 2007).  It is inherently time and place independent, as 
well as posses an effort saving qualities (Luo, Li, Zhang and Shim, 2010).  According to 
Khan and Khan (2012) Mobile banking offers the convenience of staying connected in 
virtually any location which may not always be possible with online banking even with a 
laptop. 
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2.3 MOBILE BANKING 

For  over  three  decades  financial  institutions  have  been  on  a  quest  to  satisfy  their  customers’  
need for more convenience.  According to Shaikh and Karjaluoto (2014) technologies and 
applications in recent times have focused more on mobile computing, the wireless Web, 
and mobile commerce therefore mobile banking has emerged as an important distribution 
channel.   

Mobile banking enables customers to conduct conventional (e.g., balance checks and fund 
transfers) and more advanced (e.g., stock trading and portfolio management services) 
banking transactions through mobile devices (Laukkanen, 2007; Lin, 2012).   

Subsequently the growth of Mobile banking is spreading globally, therefore changing the 
business of retail banks significantly in terms of cost reduction for the banks and increased 
convenience for the customers (Luo, Li, Zhang and Shim, 2010).  Laukkanen (2007) 
confirms this by stating that mobile banking is evolving at a fast pace.  As a result, mobile 
banking is progressively becoming the self-service delivery channel that allows banks to 
provide information and offer services to customers with more convenience via mobile 
devices (Lin, 2012).  On the other hand it has been suggested that despite the benefits, 
associated with the use of mobile banking and the mentioned fast pace of evolving the use 
of mobile phones or tablets to conduct banking transactions or access financial information 
is not as widespread as might be expected on the global scene  (Dineshwar and Steven, 
2013) 

2.3.1 Advantages of Mobile banking 

The perceived attributes of electronic channels can be generalised as: full time service 
availability, location free access and speed, however, this perception will vary according to 
the situation or the channel used, as consequence, these can be identify as the primary 
mobile banking advantages but not exclusive to its app. (Laukkanen, 2007) 

The main advantage perceived by users is that mobile banking is extremely convenient. 
Before introducing this technology or in countries that still have not adopted it, the act of 
making transactions or any service involving a financial institution always took much time 
and effort from the user, e.g.: often there were queues, the opening time of the bank could 
be a problem depending the customer schedule. Once the technology was introduced and 
used, there was no need to often visit the bank institution, which means that the bank 
services   could   be   done   according   to   the   customer’s   schedule   and   preference.   (Suoranta,  
2003).  

Mobile banking brings more integration and less physical structures, people that leave in 
isolated regions or the accessibility to a bank facility is difficult and not frequent can have 
access to their accounts through mobile devices, benefiting both sides, the customer does 
not need to visit the physical bank agency when is possible to effectuate transactions and 
payments via mobile while the bank does not need several branches to attend the customers 
needs. (To & Lai, 2014).  
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Similar to convenience, Laukkanen (2007) also identifies another advantage: the 
effectiveness,  the  mobile  banking  user  can  also  do  an  “effective  use  of  the  time  available”  
(p. 792), which is perceive as a desired factor that enable the customer adopt the mobile 
banking.  

Nonetheless, Suoranta (2003) described that users will notice more advantages on mobile 
banking if they are, in fact, adopters of technologies. The individual who already uses a 
smartphone or tablet will perceived more advantages and feel more secure on using it. 
Previous studies (Lin, 2011), presented that whether the attitude toward the mobile bank 
technology is positive, the advantage is related to the fact that the mobile banking is easy to 
operate and understand.  

Many discussions are done as well as written evidence concerning the security and trust of 
the Internet access in general, however, mobile banking is said to be more secure than 
online   banking,   “First,   counter-intuitively, some of those perceived vulnerabilities in 
mobile devices security actually act as protective mechanisms; and second, hackers have a 
multiple-decade head start in creating malware for PCs compared  to  smartphones.”   (Urken, 
2012). 

2.3.2 Disadvantages (and limitations) of Mobile banking 

Disadvantages are connected to what customers perceive as risk or a delimitation of mobile 
banking service, according to Alsheikh and Bojei (2012), customers are uncertain to adopt 
mobile banking because they feel exposed to insecurity and uncertainty levels, afraid of any 
invasion of privacy by hackers or anyone else who can have access their mobile devices. 
On   the   other   hand,   Suoranta’s   research   (2003)   proved   that   “Users   are   not   in   fact   so  
seriously concerned about the risk of conducting banking via wireless, measured in terms of 
the overall security and trustworthiness   of   the   services   offered”   (p.   63).   In   this   case,   the  
most perceived disadvantage has no longer the same substantial impact on adopting mobile 
banking technology as it was a few years ago.  

In terms of application design, the disadvantages or challenges for mobile banking 
applications are due to different mobile handsets capabilities, different screens, interfaces 
and operating systems make it difficult support all devices. Indeed, handset compatibility is 
notice as a disadvantage. (Mobile Marketing Association, 2009). In addition to it, 
Laukkanen   (2007,   p.   793)   also   notice   that   “the   small screen with small amount of 
information  makes  the  device  very  difficult  to  use  in  fund  transfer.” 

The research headed by Zhou, Lu and Wang (2010) presented that adoption of mobile 
banking is influenced not only by the technology perception in general but also by its tasks 
undertaken specifically by the mobile banking technology. Fact that leads to believe in 
other limitation: the lack of user knowledge and the information given from the bank 
institution, even though mobile banking application can be consider easy to use, there is a 
need to emphasize the existence and importance of the tool by the bank institutions. (Lin, 
2011).  

Cost is an ambiguous concept that can be related either as an disadvantage or advantage, 
according to Alsheikh and Bojei (2012) if the economic value of the service is high, the 
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perceived advantage is lower, which means that whether the mobile service present a low 
or zero cost the customer will perceive it as a possible advantage to adopt the app. 
However, some bank instructions can implement extra charge due to the mobile service and 
also it will cost data assets from the customer.  

Furthermore a lack of customer service development on mobile banking services, the 
services and treatment received by a customer in a bank facility must be adapted to the 
mobile   banking   service,   “banks must learn how to satisfy customer requirements on the 
internet, as well as make services user-friendly  and  secure.”  (Chen, 2013, p. 430). Besides 
it, the legal situation is not clearly presented to the customer (To & Lai, 2014). 

2.4 THE PRODUCT IMPORTANCE AND INVOLVEMENT 

The dictionary definition of importance is said to be what has a great significance or value 
(Ayto, 2009). Therefore, in order to understand the different perceived importance given to 
mobile banking services from a customer perspective it is necessary to describe and utilize 
concepts that will facilitate its measurement.  

Bloch and  Richins (1983) describe the  product  importance  theory  as  “the  extent  to  which  a  
consumer links a product to a salient enduring or situation-specific  goals”  (p.71),  it  presents  
two main types of importance: Enduring and instrumental. Mookerjee (2001) also 
distinguish that based on the consumer perceptions the aim of the product importance is to 
evaluate the involvement level with the product, which role the product plays in the 
customer’s  lifestyle.   

Similarly, the product involvement concept is related to the customer’s interest or 
perception   of   needs   and   values   towards   the   product   (Te’eni-Harari & Lehman-Wilzig, 
2009). Although, most of the literature describes the product involvement as an important 
approach   for   understanding   the   consumer   purchase   decisions   (Te’eni-Harari & Lehman-
Wilzig, 2009; Te'eni-Harari & Hornik, 2010), the current project will focus on the 
customers’   perceptions,   on   the   post   adoption   phase   regarding mobile banking services. 
Considering how important it is and not the customers adoption or desire to adopt the 
technology which has been the focus of most of the previous studies conducted on mobile 
banking.  

Thus, Based on product importance and involvement theories, the suggested model was 
elaborated (figure 5):  
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Figure 5: Product Importance and Involvement Matrix. Adapted from product importance and 
involvement theories by Bloch and Richins (1983); Richins and Bloch (1986); Te’eni-Harari & 
Lehman-Wilzig (2009) and Te'eni-Harari & Hornik, (2010).  

Te’eni-Harari & Lehman-Wilzig (2009, p. 204) define that “involvement is created by the 
personal significance that the individual ascribes to the features of the object (message, 
situation,   product).”   Involvement   relates   to   how   much   the   customer   is   interested   in   the  
product based on his/her daily life activities. Whether the user has purchased, however, has 
a low frequency of usage, it will represent a low-involvement with the product, on the other 
hand, if the product has a daily or more frequent usage the level of involvement increases, 
which means  that  it  is  relevant  to  the  user’s  day-to-day activities. (Richins & Bloch, 1986; 
Te'eni-Harari & Hornik, 2010). In this context, the current matrix aims to identify the 
perceived importance of a product by the customer employing two variables: Frequency of 
usage and time.  

The temporal variable concerns to the amount of time that product has been used. Although 
the research headed by Richins and Bloch (1986) evaluated time for instability it was 
limited by time period and suggested an analysis of a longer period, it also recognize the 
importance of time in the involvement process, thus, this variable interacts with the 
involvement behavior as well as the importance perceived and the combination of both 
variable is proposed to result in four distinct quadrants. Suggesting the type of involvement 
(enduring and situational) and the type of importance (enduring and instrumental).  
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2.4.1 Situational involvement  

The first quadrant is related to a short-term and low involvement level with the product, the 
situational involvement is said to be attached to an influenced situation by the product 
characteristics and by other users (Bloch & Richins, 1983; Venkatraman, 1988). In other 
words,   Situational   involvement   “actually   deals   with   specific   situation   that   stimulate   the  
customers   to   be   involved   with   the   product   or   service.”   (Shams-Ur-Rehman, Shareef, & 
Ishaque, 2012, p. 600). Richins and Bloch (1986) argue that whether the level of 
involvement increases the situational behaviour or the accompanying behaviour tends to 
change into another type. 

2.4.2 Instrumental importance  

According to Bloch and Richins "instrumental importance is a temporary perception of 
product importance based on the consumers' desire" (p.72). This occurs when the relevance 
given to a product is higher for certain period due to certain desire of having it. The level of 
involvement remains the same over the time, subsequently; there is no increase in the 
importance perceived. (Bloch & Richins, 1983).  

2.4.3 Enduring involvement 

Enduring Involvement represents an on going connection to a product that exceeds 
situational involvement (Laurent and Kapferer 1985; cited in Bloch and Richins, 1986, p. 
280).  As such an enduring involved consumer has a strong passion for a product and at 
times this importance can lead to an obsessive behaviour in form of expressing self-
individuality. Furthermore enduringly involved consumers distinguish themselves by their 
willingness to carefully study and understand the product, requiring investments of time 
and other resources. (Bloch, Commuri & Arnold, 2009).  

Bloch et al (2010) characterised high Enduring involvement as a state where a product 
remains   continuously   in   the   forefront   of   a   person’s   consciousness   dominating   the  
consumer’s   thought   in  an  involuntary  fashion.    In the study by Thorne and Bruner (2006) 
they argued that high involvement consumers focus their time, energy, and resources 
closely on a specific area of interest, to the extent that small or major changes in their 
lifestyle are made to accommodate devotion to the important item. 

2.4.4 Enduring Importance 

Enduring importance is the "long-term, cross-situational perception of product importance 
based on the strength of a product's relationship to an individual's central needs and values" 
(Bloch and Richins 1983; p. 72).  Consequently the product continues as a central part of 
the  consumer’s  identity  in  the  long-term (Bloch, Commuri and Arnold, 2009).   As a result 
a perceived long-term feeling of involvement or interest in a product translates into 
enduring importance (Bloch and Richins, 1986). 



 15 

 

3 METHODOLOGY 

This chapter aims to justify the choices made regarding the methods applied during the 
current study. In order to enhance the organization, it will be separated according to: 
research approach, strategy, data analysis, research reliability and validity, and 
generalization.  

Some components of this section will be written prior to collecting empirical evidence, 
however, the researchers acknowledge that some parts will be complemented as the 
research develops. Consequently, the complete picture of the methods used is presented in 
an appropriate manner. 

3.1 RESEARCH APPROACH 

The research approach employed is deductive where theory will be used to investigate and 
provide information to answer the research questions posed. According to Bryman and Bell 
(2011) in a deductive strategy, the researchers are concerned with developing statements 
based on existing theory that must then be subjected to empirical scrutiny. In this study, the 
statements will be generated as research and underlying questions, enabling a logical 
sequence of the project: Theory, questions, data collections, findings, answering research 
questions and further revision of theory. As such, the researchers, firstly gathered 
secondary data in form of information and expectations about the area of study, then 
collected primary empirical data which will subsequently determine if the expectation is 
consistent or varies with reality. (Bryman & Bell, 2011).    

The researchers seek to derive knowledge on Mobile banking which is an area of growing 
interest however with limited knowledge on the importance from the customer perspective, 
hence the deductive theory was more appropriate for our study because it is a quantitative 
research.   A deductive strategy is associated with a quantitative research approach 
(Bryman & Bell, 2011).  

Although the deductive approach better fits into the current project’s contest, the 
researchers must also be aware about possible unexpected results or downsides of this 
method. It is possible that the most appropriate theory may be more apparent after 
collecting data or that the findings are not applicable to the research questions. (Bryman 
and Bell, 2011) In order to avoid such unforeseen findings, there will be a strong focus on 
research strategy as well as the design of quantitative methods applied. Whether after the 
findings, there is still a lack of theory, new suggestions may be done.  

3.2 RESEARCH STRATEGY 

In this section the research strategy will be detailed. The theoretical framework for this 
project will be based on the principles of product importance and involvement concepts. 
Therefore, components of product importance framework: enduring involvement, 
situational involvement, instrumental importance and enduring importance (figure 5) were 
identified to determine perceived importance of the Mobile banking app using the 
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following variables: frequency of usage and time via data collection and analysis.  This, in 
effect encapsulates a quantitative research method. 

Quantitative research is the most appropriate to investigate this area of study, it is 
conclusive in its purpose as it tries to quantify the subject and identify how prevalent it is 
by looking for projectable results to a larger population.  According to Bryman and Bell 
(2011) a quantitative research entails the collection of numerical data as well as 
demonstrating a view of the relationship between theory and research as deductive. The 
main concerns of qualitative approach are connected to reliability, validity and 
generalization of the research, this study intends to limit such weaknesses by clearly 
distinguishing how the measurements are applied, as well as the reasons why it was 
selected.  

Bryman and Bell (2011) states that a quantitative research can be construed as a research 
strategy that emphasises the quantification in the collection and analysis of data.  In order to 
quantify the research a questionnaire will be designed.  

The main reason for choosing a quantitative research strategy in this study is due to the fact 
that the researchers intend to analyse the outcome of different perceived importance given 
to mobile banking services from a customer perspective.  Hence, the researchers 
acknowledge that to get reliable statistical results, it's important to survey people in fairly 
large numbers and to make sure they are a representative sample of the target market. 

3.2.1 Research Questionnaire 

In quantitative research there is a need to design a research instruments, in form of a 
questionnaire with answers in order to employ measurement (Bryman & Bell, 2011).  The 
researchers of this project designed a questionnaire comprising of seventeen plain questions 
in English. However, the instructions about the research and how to complete the 
questionnaire were provided in Swedish.  The main reason for having the instructions in 
Swedish is to simplify and to limit misunderstanding that could arise about the research 
intention.  

All the questions employed in the questionnaire will be closed questions presented in a tick 
box format.  According to Bryman and Bell (2011) closed question, are presented with a set 
of fixed alternatives as such respondents are expected to choose the most appropriate 
answer.      There  were  opportunities  for  respondents  to  select  “other”  and  make  a  comment  
as needed to promote a deeper response.  The likert scale will be adopted in three of the 
questions; it is the most universal method for survey collection, therefore easily understood. 
The responses are easily measurable and subjective to computation of some mathematical 
analysis; it does not force the participant to take a stand on a particular topic. (Bryman & 
Bell, 2011).  Acknowledging the advantage of both types of questions, the questionnaire 
will use a combined approach, which is more appropriate for this study.   

In order to disseminate the questionnaires an online tool called Surveymonkey was 
employed between February 26th to April 6th whereby the questionnaire (appendix A) 
were available for respondents to complete at their most convenience.  
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The researchers divided the questions into the following categories to cover all aspects of 
the research purpose: demographic information, frequency and usage of the mobile banking 
app and specific to the mobile banking app.  Some of the questions created in each section 
will be discussed below. 

3.2.1.1 Demographic information 

Demographic considerations such as: gender, age and education enabled the researchers 
assess who to survey and how to breakdown the overall survey response data into 
meaningful groups of respondents.  Since the research was not specific to a particular 
gender it was important to ensure that they responses captured had an acceptable mix of 
gender to eliminate bias.  Additionally, the target population were adult customers who 
have a Swedish bank account with mobile banking app; therefore it was relevant to collect 
data on age group. The questions covered in this section were: 

x What is your gender?   
x What is your age group? 
x What is your level of education?  

3.2.1.2 Frequency and usage/ possession period 

Information derived from this section will provide an insight to the research question.  
Issues such as frequency, usage rate and the length of time of owning the app will provide 
details about why users use the app and explore the importance or perhaps the 
insignificance from the users perspective.  Most importantly it will aid the researchers in 
determining how the current Swedish mobile banking app users fit into the proposed 
product importance model. Some of the questions covered within this section are: 

x How often do you use the mobile banking app? 
x How important do you consider the mobile banking app? 
x How long have you had the mobile banking app? 
x Do you plan to keep using the mobile banking services in the future? 

3.2.1.3 The mobile banking app 

This section will focus on questions specific to the mobile banking app, to enable the 
researchers derive the users perceived benefit or limitations of the current features of the 
app.  It will also seek to determine any added value to the current app, proposed by the 
response.  This category required that the researchers collect and make reference to 
secondary empirical data from the banks website on the current features offered in the 
mobile banking app.  The researchers used data from the four main Swedish banks (Table 
1).  Some of the questions in this section were: 

x Are you satisfied with the current features of your mobile banking app? 
x What features could be added to your mobile banking app? 

Subsequently on completing the sample questionnaire the researchers carried out a pre test 
survey to determine whether the questionnaire was relevant to the research.  Ten randomly 
selected individuals were invited to participate in the pre test. The pre-survey study made it 
possible to adjust the questions in line with the research investigation.  
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3.2.2 Sampling 

There are wide ranges of possible options to consider when sampling.  At all times, the 
research purpose should be the main focus to acknowledge the various strengths and 
weaknesses, as well as the practicality of different sampling methods. A sample is 
representative when it allows the results of the sample to be generalised to the population 
(Bryman & Bell, 2011).   

The researchers sampling frame are a list of individuals resident in Sweden with a Swedish 
bank account and have the mobile banking app on a mobile phone or personal digital 
device.  The researchers adopted a randomised selection process, which according to 
Bryman and Bell (2011) means that each unit within a sampling frame has an equal chance 
of being selected.  A database of individuals emails address and social media network was 
used to reach a thousand audience. Due to time and money restraints, this type of sample 
proves to be the most appropriate one, once being carefully designed, this will prove itself 
as accurate as if the whole target population were reached. (Neuman, 2006). 

3.2.3 Response rate 

Although it was not possible to define whether the answers received were through social 
networks advertisements or emails sent, the total audience of 1000 were reached. 
Consequently, out of the 260 responses collected, 259 were valid; one response was 
eliminated because the respondent did not have a mobile banking app, therefore, does not 
qualify as part of the target population. The remaining 259 responses collected completed 
all the questions. Thus, the response rate is: 25,9%, which is the usable sample divided by 
the total sample collected minus unsuitable sample. (Bryman & Bell, 2011).  

However, once analysing the empirical findings according to the main theory (product 
importance and involvement), the sample decreased to 256 usable responses; due to the fact 
that it was not possible to determine the level of usage in three of the responses, 
consequently, the response rate decreases to: 25,6%. According to Bryman and Bell (2011) 
there are many divergent opinions regarding acceptable response rate, there are records of 
published and reliable researches with sample response of 18%-25% while other authors 
defined a sample less than 50% as unacceptable. In this case there is a need to evaluate 
which type of measurement is being used, according to Nulty (2008), online surveys tend to 
have a lower response rate once compared to methods such as paper surveys, there is less 
interaction between the respondent and researcher, besides time and money restraints. 
Evaluating these response rate and method implications as suggested by Bryman and Bell 
(2011), the response rate of 26,6% can be considerable low, however, not unacceptable.  

3.3 DATA ANALYSIS 

In order to measure what is proposed in the current research, the analysis will be elaborated 
focusing on a specific group, as above mentioned, Swedish population who has mobile 
banking app. It will consider the society and individuals, the combination of this different 
levels of analysis aims to provide an overall understand of the research environment and 
identify the meaningful points. (Bryman & Bell, 2011).  
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The information provided by the questionnaire will be analysed considering statistical 
methods,   “this   is   done   by   looking   for   relationships   between   different   sets   of   data”  
(MacDonald & Headlam, 2009, p. 24). The aim is to analyse the different answers and 
compare this to the theoretical framework presented.  

The statistical analysis will be mainly presented using a descriptive approach, which 
describes the data collected itself, and in the current project, it will be utilized as graphical 
presentations of the questionnaire responses. (MacDonald & Headlam, 2009; Allua & 
Thompson, 2009).  

In addition, the research results will present different types of variables, in this contest, the 
bivariate analysis, better suits the researchers necessity of examining the relationship 
between it. Even though some patterns of causal direction can be established through 
bivariate analysis, it does not seek the cause-effect relationship of two variables, however, 
it describes how they are connected somehow. In this case, the researchers are aware about 
the existence of a relationship between values, it means, there is an evidence of this relation 
and it will be possible to make use of bivariate analysis in order to level it. (Bryman & Bell, 
2011).  

The  Pearson’s  r  correlation  test  will  be  used  in  order  to  analyse  ratio/interval  variables,  as  
presented in the questions regarding future usage intention, importance, satisfaction and 
frequency of usage. Mean, median and standard deviation will also be considered in this 
study. The system SPSS will be utilize to analyse correlations and further statistics, the 
codes used are described in the appendix C.  

Furthermore, when considering the product importance and involvement theory (figure 5), 
the analysis will mainly focus on the level of usage and time, which are crucial to the 
theoretical model studied. The variable frequency of usage is based on the study headed by 
Singer, Baradwaj, Flaherty, and Rugemer (2012), which express the similar variables for 
online   banking,   according   to   the   authors:   “frequency   of   use   […]   refers   to   how   often   an  
individual would visit an online banking website. Therefore, we define frequency in terms 
of  quantity.”  (p.  6).  Singer,  et  al.  (2012)  also  applied  “a  scale  of  4  =  daily, 3 = weekly, 2 = 
monthly, 1=less  than  monthly”  (p.  8)  for   the  question  on  frequency  of  usage.  The  current  
research will, therefore, adapt the previous statement to a mobile banking perspective and 
the scale of measurement will be subdivided in numbers. Consequently, the table 2 below 
express the frequency of usage level.  

 
Usage level Frequency 
Low usage Once a week or less 
Medium usage 2-3 times a week 
High usage 4 times a week or more 

Table 2: Usage level classification. 
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Considering the rapid change itn technology, the time of possessing the mobile banking app 
will be recognize as long-term when the respondent has the app for one year or over and 
short-term when the respondent possess the app for less than one year.  

3.4 RESEARCH VALIDITY AND RELIABILITY 

Validity “   refers to accuracy and trustworthiness of the instruments, data, and findings in 
research”   (Bernard,   2000,   p.   46);;   it   concerns whether the measurement used during the 
research presents credible information or not, while reliability is related to the consistency 
of the methods of research that will be used (Bryman & Bell, 2011).  

3.4.1 Validity 

The online survey increased the validity of the research due to the fact that the participants 
could answer at their convenience, which is one of the advantages of the used method 
(Bryman & Bell, 2011). Although the questionnaire was issued in English, the introduction 
was in Swedish; therefore, the respondents could have a brief explanation in their native 
language, as argue by Neuman (2006) the instructions should be carefully develop in order 
to transmit a clear message to the respondents.  

Before officially sending the questionnaires, a trial was made in order to avoid misspellings 
and ensure the accuracy, according to Roberts and Priest (2006), this pilot test is a 
procedure that enable the research to prove content validity of the research method, which 
also had a theoretical support. The invitations to answer the questionnaires were sent to 
different counties in Sweden, to reduce bias of having all respondents from one region or an 
identical group. (Neuman, (2006).  

A similar distribution of age group and education enhance the validity of the current 
research,   proving   that   different   user’s   profiles are included. Therefore, limiting bias. 
(Roberts & Priest, 2006; Neuman, 2006). 

3.4.2 Reliability 

Analysing the entire questionnaire according to Cronbach’s   alpha,   the   figure   is   0,334,  
which is not acceptable  as  reliable  for  the  test.  However,  the  Cronbach’s  alpha test is most 
suitable for measuring the reliability of scales and more sensitive to multiple types of 
questions,   therefore  “Alpha is affected by the test length  and  dimensionality”  (Tavakol  &  
Dennick, 2011).  

The use of different measurements were adopted according to the need of the research 
questions and connected to the theory. Which, in most of the cases, do not express the need 
of a positive correlation among items, one might not influence another or can have a 
negative influence, furthermore, low correlations   affect   the   cronbach’s   alpha   results   and  
need to be more carefully analysed. (Researchgate, 2015).  

The current questionnaire includes three likert scale questions (table 3), when this were 
considered   according   to  Cronbach’s   alpha (table 3); the rate increases to 0,795, which is 
reliable enough. (Bryman & Bell, 2011). 
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 Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha 
if Item Deleted 

Mobile banking 
importance rate 2,88 1,469 ,646 ,725 

Future intention to 
use the app 3,21 1,733 ,736 ,635 

Degree of 
satisfaction 2,96 1,846 ,560 ,800 

Table 3: SPSS Cronbach's alpha reliability test. 

The authors recognize that a questionnaire with equal scales could be used in the current 
research; however, it would generate several questions and possibly decrease the response 
rate   to   an   unacceptable   level.   According   to  Neuman   (2006)   “some   researchers   have   had  
success with questionnaires as long as 10 pages (about 100 items) with general public, but 
responses  drop  significantly  for  longer  questionnaires”  (p.  292). 

The reliability is also proven when the research can be re-applied in different time, under 
the same conditions and produces the same results. The current study has been carefully 
designed in other to reproduced and generate similar results although the replication was 
not applied as a test due to time restraints (Bernard, 2000; Bryman & Bell, 2011).  

3.5 GENERALIZATION 

Generalization aims to provide certain quality standard to the research, enabling the sample 
to be representative of a whole population. The identified results of a sample will be 
applied to a general group. In this study, the sample size of 256 usable answers randomly 
chosen are the representation of the Swedish population that use mobile banking app. (Polit 
& Beck, 2010; Bryman & Bell, 2011).  

To confirm this conclusion, it was necessary to evaluate a series of factors; first of all, there 
are few statistical evidence on mobile banking in Sweden, reason why it was not possible to 
define the exact population of mobile banking users in the country. In order to select the 
sample size as accurate as possible, the research will base it on previous studies with 
similar field and methods, such as:  

x The mobile frequency and intensity of experience in online banking use. (Singer, et 
al., 2012). Although the research is emphasized in online banking, it still has similar 
characteristics (frequency and usage variables) with the current research. 
Questionnaires were the method applied and there were a total of 231 respondents.  

x Mobile banking in India (Gopal, Pandey, Batra, 2012), which was used a sample of 
100 respondents and the applied method was a structured questionnaire. 

x Internet versus mobile banking: A study of peshawar city (pakistan).  (Khan, & 
Khan, 2012), by using structured questionnaires, the sample size of this study was 
80 respondents.  
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x Determining the relative importance of mobile banking quality factors. (Lin, 2013) 
have a group of respondents of 27, and the method used was questionnaires.  

Furthermore, considering the above-mentioned studies is possible to assume that the 
sample size of 256 respondents is enough to generalize the mobile users population in 
Sweden.  
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4 EMPIRICAL PRESENTATION 

This section will present the data collected from February 26th to April 6th, which generated 
259 valid responses. It will be separated into three main parts as follows: demographic 
information, covered in questions 1 to 3, frequency and usage, derived from questions: 
4,6,7,8,9,10,13 and 14, and questions: 11, 12, 15, 16 and 17 related to the mobile banking 
app.  

As mentioned in the methodology chapter, with regards to the frequency of usage, data was 
only presented for 256 answers, as it was not possible to determine the usage of three 
responses.  

4.1 DEMOGRAPHIC INFORMATION 

Separated by gender, 61,4% of the respondents were female and 38,6% male. As illustrated 
in the chart 1 below, majority of the respondents (69%) have obtained a bachelor degree 
level or higher graduation (masters,  professional  or  doctorate).  The  “Others”  section  refers  
to other types of degrees (licentiate, magisterium). 

 

Chart 1: Education level 

Table 4 below, affirms chart 1, where the median and mean remains in the bachelor degree. 
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Descriptive Statistic Std. 
Error 

Level of education 

Mean 3,38 ,084 

95% Confidence Interval for 
Mean  

Lower Bound 3,21  
Upper Bound 3,54  

5% Trimmed Mean 3,31  
Median 3,00  
Variance 1,789  
Std. Deviation 1,338  
Minimum 1  
Maximum 7  
Range 6  
Interquartile Range 2  
Skewness ,737 ,152 
Kurtosis ,464 ,303 

Table 4: Measures of central tendency and dispersion for education. 

Furthermore when the data was separated by gender 159 respondents were female and 100 
were male.  Although responses from the different age group was more equally distributed 
as mentioned previously it was noted that the age group most common to female was 46-51 
years and with the male it was 25-31 years age group.   

Responses derived from the age range were more equally distributed, with an exception of 
the respondents in the over 66 years old age range with the lowest recorded rate of 1%. 
37% are concentrated among 39 and 51 years old followed by 17% in the 32 up to 38 age 
range. The chart 2 below demonstrates how the age groups are separated and the percentage 
for each. Additionally, the mean and median of the age group is 39-45 years old, the 
standard deviation of 1,704 indicates that the age of the respondents are dispersed among 
other values, this explains why the variation of the mean and median when compared to the 
most occurring age group.   



 25 

 

 

Chart 2: Group age 

As presented in chart 2, the 66 and over age range was 1% comprising of 3 respondents of 
the total valid responses.  However it was noted that within this group, 1 respondent 
considers the mobile banking app as very important with a daily usage, on the other hand 
the remaining 2 respondents considers the app to have a low importance with very low 
usage rate.  It was interesting to note that the high user in this case became aware of the app 
through the banks website however the low users awareness about the app was by bank 
staff and friends/relatives. 

4.2 FREQUENCY AND USAGE 

Majority (88%) of the respondents have had the most used bank account for over three 
years, while 5% and 7% corresponds to who have a bank account less than one year and up 
to three years respectively. (Chart 3).  
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Chart 3: Period of owning the most used bank account. 

On the other hand, 82,7% had a mobile banking app for over one year; while the remaining 
percentage (17,3%) of users have installed the app for less than one year. (Chart 4). 

 

Chart 4: Length of time possessing the app. 

The chart 5 below, presents the device the respondents have the app installed. Where the 
majority have the app installed on the mobile phone.  
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Chart 5: Where the app is installed. 

Regarding the frequency of usage, 66% of the respondents are placed between middle (2-3 
times per week) and high level of usage (up to 4 times a week), within this rate 45% are 
frequent users, their usage is 4 or more times per week. The low usage rate reflects 
respondents, who use the app once a week or less, which is 31% of the population. The 
respondents   were   free   to   comment   upon   the   option   “others”,   consequently,   1%   or   3  
respondents were not specific on the usage,  their  answers  were:  “I  use  the  mobile  banking  
whenever  I  am  not  able  to  use  the  internet  banking”  (01  respondent),  “Whenever  I  need  to  
transfer  money”  (01  respondent)  and  “Irregularly”  (01  respondent).  The  chart 6 illustrates 
the percentages for each answer in detail.  

Furthermore, it was noted that the youngest age group 18-24 years, who make up 10% (25) 
of the total population, presented usage responses as follows medium usage (4) and low 
usage (2).  Therefore majority in the above age range are high users (19) and Respondents 
25 years and over make up the majority of the low and medium users.   
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Chart 6: Mobile banking frequency of usage. 

The mean and the median of frequency of usage are 2-3 times a week, a variation from the 
majority of the presented in chart 6 above. The standard deviation indicates that the 
frequency of usage are dispersed among other values, this explains the variation of the 
mean and median when compared to the most occurring frequency of usage.  

 
Descriptive Statistic Std. 

Error 

Frequency of usage 

Mean 2,82 ,080 

95% Confidence Interval for 
Mean 

Lower Bound 2,66  
Upper Bound 2,97  

5% Trimmed Mean 2,80  
Median 3,00  
Variance 1,649  
Std. Deviation 1,284  
Minimum 1  
Maximum 5  
Range 4  
Interquartile Range 2  
Skewness ,213 ,152 
Kurtosis -1,057 ,303 

Table 5: Measures of central tendency and dispersion for frequency of usage. 
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Regarding the number of app installed, 54,6% of the respondents have one mobile bank app 
installed in a device, while 33,5% have two, 8,5% have three and 3,5% have four or more 
apps installed (chart 7). The mean and median confirms that the average of mobile banking 
users have only one app installed.  

 

Chart 7: Number of mobile banking apps installed. 

The importance given to the app is presented by the chart 8 below, where 89,2% of the 
population surveyed considers the mobile banking app as important and very important.  

 

Chart 8: Mobile banking importance. 

Less than 1% considers the app to be of no importance at all, in this study, this percentage 
is related to only one respondent. The same respondent has a low usage (once a month), 
although the app has been installed for over one year.  
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The total numbers of respondents, who consider the app not important at all, low 
importance or undecided (10,8%), have a low usage (once a week or less). 35,8% of the 
responses in this category (not important at all, low importance and undecided) has the app 
for less than one year.  

On the other hand, as illustrated in chart 9, respondents who consider the app as very 
important or important have more variable levels of usage: 51,1% uses the app over four 
times a week, fact that described this part of the population as high users, 23,8% have a 
medium frequency of usage (2-3 times a week) and 25,1% have a low usage (once a week 
or less frequent).  

 

Chart 9: Usage of respondents that consider the app important or very important. 

Regarding when the app is most used, the respondents, chart 10, in its majority, (73%) have 
no specific time, 19% make use of the app in the evenings, the remaining respondents (8%) 
access the app either in the morning (3%) or in the afternoon (5%).  
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Chart 10: When the app is most used. 

In a future perspective (chart 11), 93% of the respondents intend to continue using the 
mobile banking app. 2% (5 respondents) of the respondents disagree on using the app in the 
future and of the 5% (14 respondents) neither agree or disagree. Out of the 14 respondents 
who neither agrees nor disagree only one appears to have a medium usage for the app (2-3 
times a week) while the remaining respondents have a low usage (less than once a week). 
No respondents strongly disagree on using the app in the future.   

 

Chart 11: Intention of using the mobile banking in the future. 

The low and medium users make up 53% of the total response.  Table 6 below shows that 
all the medium users (21%) responded that the app is very important and important while 
among the low users (32%) the most frequent response was important, however, it was 
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noted that responses for low users were recorded in all the other categories pertaining to the 
importance.   

 
Importance level High usage % Medium usage % Low usage % 
Very important 81 32% 31 12% 20 8% 
Important 37 14% 24 9% 37 14% 
Undecided 0 0% 0 0% 12 5% 
Low importance 0 0% 0 0% 13 5% 
Not important at all 0 0% 0 0% 1 0% 
Total 118 46% 55 21% 83 32% 

Table 6: Importance level vs. frequency of usage. 

As noticed in table 6 above, respondents who consider the app of no importance at all, low 
importance or are undecided are all classified with a low usage rate.  

 
Intention of future use High usage % Medium usage % Low usage % 
Strongly agree 105 41% 49 19% 42 16% 
Agree 13 5% 5 2% 25 10% 
Neither agree nor disagree 0 0% 1 0% 11 4% 
Disagree 0 0% 0 0% 5 2% 
Strongly disagree 0 0% 0 0% 0 0% 
Total 118 46% 55 21% 83 32% 

Table 7: Intention of future usage vs. frequency of usage. 

According to table 7, the intention to use the app in the future decreases as the usage level 
becomes lower.  

4.3 THE MOBILE BANKING APP 

The table 8 below represents how the respondents initially became aware of mobile 
banking app. 25,1% of the awareness was by word of mouth (friends and relatives). On the 
other hand, 71,8% was by influences from the financial institutions (bank staff, bank 
website, advertisement).  
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Mode of awareness % 
Bank staff 20,5% 
Bank website 44,4% 
Advertisement 8,1% 
Friends 15,4% 
Relatives 9,7% 
Other  1,9% 

Table 8: How the respondents become aware of mobile banking app. 

The  respondents   in   the  “other”  section  (1,9%)  became  aware  through  newspaper  or  could  
not remember.  

Although the respondents had several means of communication in gaining awareness of 
mobile banking app, the financial institutions had a low degree of involvement in the 
learning process (chart 12). 90% of the respondents learnt either by themselves or friends 
and relatives.  

 

Chart 12: How the respondents learnt to use the mobile banking app. 

In relation to the app awareness and training on how to use the app it was noted that the 
banks website and friends/relatives according to response provided the greatest awareness 
about the app amongst low users with 27 responses, respectively, bank staff had 14 
responses.  With the medium users the responses were as follows bank website 23 
responses, friends and relatives 18 and bank staff 11. Amongst both users friends and 
relatives played a significant role in creating awareness as demonstrated by the figures 
generated.     Training   on   the   use   of   the   app  had   the   following   responses   “myself   “   as   the  
answer most common to low users (54) and medium users (43).  Amongst low users friends 
and relatives (14) and bank staff (10), medium users on the other hand answered as follows 
bank staff (7) and friends/relatives (5).  Amongst high users the dominant answer with over 
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50% of responses with regards to awareness of the app was bank website (62).  
Additionally  “myself”  was  the  leading  answer in response to training on how to use the app 
among high users with 97 responses. 

As presented by the chart below (chart 13), the majority of the population uses the mobile 
banking   app   for   checking   account   balance.   The   item   “other”   in   this   question,   relates to 
respondents who answered that they use all the features at the same level.  

 

Chart 13: Activity most used on the mobile banking app. 

The chart 14 below illustrates features that could be added to the app. In addition to the 
options below, the respondents also suggested other features as follows: micro loan 
application, check future transactions, complete manual, direct payment (in-store), payment 
of invoice with long OCR (optical character recognition).  
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Chart 14: Features that could be added to the mobile banking app 

Furthermore, other comments noted, the respondents emphasized on the ease of use and 
convenience of the app, even though it may be for simple actions, such as to check balance. 
Others also commented that they find the app easier to use than online banking, however, 
would like to obtain all the features available in the online banking version to the mobile 
banking version. (Appendix B).  

90,7% of the respondents are satisfied, at some level, with the mobile banking app installed 
in their devices, within this percentage 53,7% are very satisfied. The remaining respondents 
(9,3%) are either undecided or not really satisfied and in its majority the usage rate is low. 
No respondent is totally unsatisfied with the app. (Chart 15).  
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Chart 15: Rate of satisfaction with the app. 

Additionally, the table 9 below refers to the satisfaction level, which presented that 
majority of high, medium and low users are either very much or somewhat satisfied, 
however, among the low users, 5% were undecided about their satisfaction level.  

 
Satisfaction level High usage % Medium usage % Low usage % 
Very much 72 28% 30 12% 37 14% 
Somewhat 45 18% 24 9% 27 11% 
Undecided 1 0% 1 0% 14 5% 
Not really 0 0% 0 0% 5 2% 
Not at all 0 0% 0 0% 0 0% 
Total 118 46% 55 21% 83 32% 

Table 9: Satisfactions level vs. frequency of usage. 

Finally, the table 10 below presents the differences between newer and older users 
regarding the importance, usage and satisfaction levels.  
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Importance level Longer than one year Less than one year 
Very important 118 14 
Important 79 20 
Undecided 8 5 
Low importance 9 5 
Not important at all 1 0 
Total 215 44 
Usage Longer than one year Less than one year 
High Usage 104 14 
Medium Usage 45 10 
Low usage 65 18 
Total 214 42 
Future usage Longer than one year Less than one year 
Strongly agree 171 25 
Agree 33 11 
Neither agree or disagree 9 5 
Disagree 2 3 
Strongly disagree 0 0 
Total 215 44 
Satisfaction  Longer than one year Less than one year 
Very much 120 19 
Somewhat 80 16 
Undecided 12 6 
Not really 3 3 
Not at all 0 0 
Total 215 44 

Table 10: Importance, usage, future usage and satisfaction vs. length of possessing the app. 

Further comments relating to table 10 above will be elaborated in the analysis chapter.  
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5 ANALYSIS 

Each of the topics described in the empirical data will be analysed according to the 
theoretical framework. The figure below describes how this section will be organized; the 
most emphasis will be given to the product importance and involvement theory, which will 
combine different sections of the empirical findings.  

 

Figure 6: Analysis structure. 

The usable sample of 259 will be used to analyse the following themes: Sweden and the 
Internet, the online and mobile banking phenomenon, and mobile banking, this will provide 
a general overview of the research topic as well as answer parts of the research question. 
However, when analysing the product importance and involvement theory, this current 
study will consider 256 samples, which are the responses that can actually be applied to the 
model, as already mentioned in the previous sections.  

5.1 SWEDEN AND THE INTERNET 

As stated by the researches made by the Internet Society (2012), accessing Internet has 
become part of the daily activities; nonetheless, that is the reason why online services have 
become more and more popular. However, although the accessibility is high in Sweden and 
90% of the population have internet access in daily basis (The web index, 2014; Se| 
Internetstatistik, 2014), the current project presents that the same behaviour is still not 
extended to mobile banking app, the population of users with a high usage is 45%. 
Important to note that high usage indicates accessibility of 4-6 or more times per week, 
daily users make up 17% of the high users. 

The mobile banking app differs from social network apps, there is no integration among 
customers. Users of this service do not access the app as frequently as they may be 
accessing Facebook, for instance. Bank apps stay behind in accessibility as well as they are 
in downloads, where Facebook presents itself as the most downloaded app (43%), followed 
by bank apps (27%) according to the users preferences (.Se| Internetstatistik, 2014).  



 39 

 

 

5.2 THE ONLINE AND MOBILE BANKING PHENOMENON 

Mobile banking was created to give mobility to the online services, enabling the customers 
to use it at their convenience, (Lakkanen and Kiviniemi, 2010).  Such is the case for the 
population of mobile banking users in Sweden; the majority of the mobile banking users 
have no specific time to use the app (73%).  The mobile banking app is inherently time and 
place independent, as well as posses an effort saving qualities (Luo, Li, Zhang and Shim, 
2010).  Additionally, Khan and Khan (2012) confirms that mobile banking offers the 
convenience of staying connected in virtually any location which may not always be 
possible with online banking even with a laptop. The fact that over 50% of the population 
of mobile banking users in Sweden do not have a specific time to use the app confirms its 
convenience specifically with mobility and timing when compared to other existing means 
of banking.  

5.3 MOBILE BANKING 

Mobile banking enables customers to conduct conventional (e.g., balance checks and fund 
transfers) and more advanced (e.g., stock trading and portfolio management services) 
banking transactions through mobile devices (Laukkanen, 2007; Lin, 2012).  Currently the 
mobile banking app provides users with a wide variety of service, however opinions were 
divided among the mobile banking population in Sweden with just under half (49.6%) not 
requiring any features added to the current app, however 50.4% believe that the current 
service is inadequate lacking the ability to enable banking transactions such as international 
transfers/payments (27.7%) and setting up new payments (23.3%).   

Mobile banking represents an additional facility, adding the element of true mobility to 
Internet banking used over fixed networks (Lakkanen and Kiviniemi, 2010).  In other 
words, the app is considered as a complement to online banking and not to compete against 
it, however, the shortcoming of this presumption as observed from empirical findings 
reflects on the usage rate and the level of importance attached to the app.  A significant 
population of the app users have medium usage (21,5%) and 32,8% are low users, therefore 
this population of users will require that the mobile banking app proves something that sets 
it   apart   from   online   banking   besides   the   obvious   advantage.   “Convenience   to   the  
customers”  (Luo,  Li,  Zhang  and  Shim,  2010). 

5.3.1 Advantages and disadvantages of mobile banking app 

The main focus of the current research is not to emphasize or prove the advantages or 
disadvantages of mobile banking app; however, it was observed from empirical findings 
that there were comments focusing on this area. 

As stated by Suoranta (2003) the primary advantage of mobile banking is the convenience, 
the empirical data proves it by presenting that 73% of the population does not have a 
specific time to use the app. Additionally, some comments also stated that the mobile 
banking is used comfortably, and it is really convenient to check the account whenever the 
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user wants.  Another  comments  referred  to  the  availability  of  mobile  banking,  such  as:  “It  is  
available   all   the   time,   and   gives   you   correct   information”   or   “you   have   a   bank   always  
available.”   This   suits   the   customer’s   schedule   and   preference   mentioned   by   Suoranta  
(2003).  

In the same study, Suoranta (2003) also mentioned that security is no longer an issue for the 
technology adopters, however, some comments suggested there are some concerns about it 
(appendix B), people still feel afraid to be exposed, as argued by Alsheikh and Bojei 
(2012).  Considering  both  author’s  arguments  (Suoranta,  2003;;  Alsheikh  and  Bojei,  2012)  it  
would be possible to assume that for adopters of the technology, security is no longer a 
concern, however, once the technology is used and customers are not supported or not well 
informed about benefits of the app, it may become evident that this may affect overall 
usage rate and type of transaction performed with the app may be specific to the simplest 
activities.  

More specific to the service itself, a number of comments mentioned that, even though, the 
app is convenient, some users are more comfortable with using online banking (Appendix 
B). In fact, for some users, screen size, amount of information, different handsets can be a 
disadvantage, as also argued by Laukkanen (2007) and Mobile Marketing Association 
(2009). 

5.4 THE PRODUCT IMPORTANCE AND INVOLVEMENT THEORY 

In order to enhance understanding and analyse the model, percentages appropriate to each 
quadrant were placed according to the two variables: frequency of usage and time (table 
10).  The findings were 78,5% (high and low usage) of the population directly fit into one 
of the four quadrants within the model, however, the remaining 21,5% have medium usage 
which currently does not directly fit into any of the four quadrants (Figure 7).  
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Figure 7: Product importance and involvement matrix (low and high users).  

5.4.1 Situational Involvement  

The mobile banking users located in this quadrant, have possessed the app for a short-term 
and have a low-usage, which is related to 7% of the population. Gender does not play a 
significant role in this quadrant, the study findings describe that, there is a percentage of 
61,1% of female and 38,9% male. The theory presents that customers in this quadrant have 
been induced to use the service under a specific situation. (Bloch & Richins, 
1983;Venkatraman, 1988). As evident from the empirical findings, 83,3% of the situational 
involvement users become aware of the app by personal contacts (bank staff, relatives and 
friends), while the remaining population became aware either by the banks website or 
through advertisements.  

Shams-Ur-Rehman, Shareef, & Ishaque (2012) describes that this situation involves the 
customer with the product, additionally is possible to assume that if the situation or reasons 
to use the product is not strong enough, or even if the product does not suits the customer 
needs, the usage level will decrease even though the period of possessing the app is 
relatively short.  

It was also noted that users in this quadrant have a tendency to consider the app less 
important and they are less satisfied with it compared to users with the same period of 
possession, however with higher usage rate. Therefore, users in this quadrant tend to 
discontinue the product usage; only 16,7% strongly agrees with using the app in future. 

As mentioned, there is a minority that considers the app as very important and also foresee 
future usage, however, have low usage. It may be the case of the population that very 
recently became aware of the app as a result still involved with the situation that led to the 
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app. This minority could also be classified as a transaction phase, according to Richins and 
Bloch (1986) once one of the behaviour changes, the users tends to migrate to another 
classification of importance. What the theory does not contemplate is that, the behaviour 
change could lead to a complete exit.  

It is also important to mention, that 50% of situational involvement population have no 
other feature to be added to the app, which can describe either an indifference towards the 
app or a lack of product knowledge, the benefit is not totally perceived by the customer. In 
fact, according to the comments (appendix B), situational involvement users, have a low 
interest in the product even though they can assume it as important.  

5.4.2 Instrumental importance 

Long-term possession of the app and low usage are the characteristics of this quadrant, in 
this case, 25,4% of the population are placed as instrumental importance users. As argued 
by Bloch and Richins (1983), the level of involvement or frequency of usage remains the 
same over time, which prevents the increase in the importance perceived. The same was 
noticed through the empirical findings, compared to high-usage population, the users 
classified in instrumental importance consider the app gradually less important.  

Even though the usage does not increase between both lower quadrants, it was observed 
that positive answers due to importance, satisfactions and future usage increased when 
comparing instrumental importance to situational involvement. While the opposite answers 
(undecided, neither agree or disagree, not really) decrease respectively. Which means that, 
the population due to instrumental importance perceived more value in the mobile banking 
service although the usage does not evolve, opposing to the theory, where it describes that 
importance does not increase over time (Bloch & Richins, 1983). 

In the lower quadrants, 16,7% of the situational involvement users strongly agree in future 
usage, while, 60% of instrumental importance users affirm the same. Therefore, time is 
considerable variable; the longer the users possess the app the higher will be the future 
usage intention.  

Additionally, it is important to note that lower levels of satisfaction, importance and future 
usage intention as well as undecided answers were only noticed between instrumental 
importance and situational involvement population. The average gender distribution 
follows the same standard of the research (60% female and 40% male).  

5.4.3 Enduring Involvement 

Enduring involvement consumers have an on-going connection to the product that exceeds 
situational involvement (Laurent and Kapferer 1985; cited in Bloch and Richins, 1986, p. 
280).  5,5%  of  the  mobile  banking  user’s  in  Sweden  have  such  involvement  with  the  mobile  
banking app, as illustrated by the model in figure 7, this group of individuals have a high 
usage rate even though the are regarded as new users of the app and have used the app for 
less than one year.  The peculiarity of this group of users is their passion for the product.  
As such an enduring involved consumer has a strong passion for a product and at times this 
importance can lead to an obsessive behaviour in form of expressing self-individuality. 
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Furthermore enduringly involved consumers distinguish themselves by their willingness to 
carefully study and understand the product, requiring investments of time and other 
resources. (Bloch, Commuri & Arnold, 2009). Time therefore is a significant factor for 
enduring involved consumers, since this group of individuals take time to study a product 
that is of interest to them.  

With regards to the importance level of mobile banking app, as expected this group of 
individuals rated the app as very important and important.   Bloch et al (2010) characterised 
high Enduring involvement as a state where a product remains continuously in the forefront 
of  a  person’s  consciousness  dominating  the  consumer’s  thought  in  an  involuntary  fashion.    
The mobile banking app to enduring involved consumers is a valued product that remains at 
the forefront of their awareness.  Therefore as long as the interest continue to increase for 
this product the usage will remain high and stay high with time.  The groups’   strong  
attachment to the app confirms the high-expected rate of future usage of the mobile app and 
the current high satisfaction rate.  Thorne and Bruner (2006) strengthens this by stating that 
high involvement consumers focus their time, energy, and resources closely on a product 
therefore will make small or even major changes in their lifestyle to accommodate devotion 
to the important item.  

Differently from other quadrants, enduring involvement presents a high percentage of 
Female users (92,9%); male users are the minority (7,1%).  

5.4.4 Enduring Importance 

Less than half of mobile banking app users in Sweden belong to this category termed 
enduring importance, which accounts for 40,6% of the mobile banking app users in 
Sweden. Furthermore 83% of the Swedish mobile banking app users have possessed the 
app for over a year and 40,6% of those are categorised as having enduring importance. 
Enduring importance signifies the long term perception of product importance based on the 
strength of a product's relationship to an individual's central needs and values" (Bloch and 
Richins 1983; p. 72).   

Therefore the characteristics of the users in this quadrant is long term usage (more than 1 
year) and high usage, as expected this population strongly emphasis the need and value of 
the app by placing a very high and high level of importance to the app, a high level of 
agreement towards future usage and 99,3% satisfaction rating.   Consequently it is noted 
that   the   product   continues   as   a   central   part   of   the   consumer’s   identity   in the long-term, 
creating an additional long-term feeling of involvement and interest in a product (Bloch, 
Commuri and Arnold, 2009; Bloch and Richins, 1986).  Gender is distributed as 56,7% 
female and 43,3% male.  

5.4.5 Medium usage 

Theory does not directly contemplate a product medium level of usage, which in the current 
project is a considerable figure of 21,5%, this refers to the population who uses the mobile 
banking two or three times a week. Therefore, a further analysis of other factors is deemed 
necessary to correctly position the medium users in the appropriate quadrant within the 
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model. To conduct this further analysis the following variables were employed: importance, 
future usage intention and satisfaction.  

In order to determine the relationship between the most appropriate variables (importance, 
satisfaction, future usage intention) used to verify where each user fits according to the 
quadrants, the correlation below (table 11) was based on the whole of the target population.  

 Importance Future usage 
intention 

Satisfaction 

Importance 

Pearson 
Correlation 1 ,684** ,470** 

Sig. (2-tailed)  ,000 ,000 

N 256 256 256 

Future usage 
intention 

Pearson 
Correlation ,684** 1 ,570** 

Sig. (2-tailed) ,000  ,000 

N 256 256 256 

Satisfaction 

Pearson 
Correlation ,470** ,570** 1 

Sig. (2-tailed) ,000 ,000  
N 256 256 256 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 11: Importance, future usage intention and satisfaction correlations. 

The table 11 express a strong positive relationship among importance, future usage 
intention and satisfaction, which means that one affects another in a positive way, for 
instance, if the importance level increases the future usage and satisfaction tends to increase 
as well. As notice in the table above (nr) satisfaction is less positively  (0,470) correlated 
compared to the other two variables (0,684 and 0,570). 

The table 12 below, also presents a strong positive relationship of importance (0,510) and 
future usage (0,447) intention towards the frequency of usage, on the other hand, 
satisfaction (0,333) appears to have a moderate positive relationship with the same variable.    
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 Frequency of 
usage 

Importance Future usage  
intention 

Satisfaction 

Frequency of 
usage 

Pearson 
Correlation 1 ,510** ,447** ,333** 

Sig. (2-tailed)  ,000 ,000 ,000 

N 256 256 256 256 

 Importance 

Pearson 
Correlation ,510** 1 ,684** ,470** 

Sig. (2-tailed) ,000  ,000 ,000 

N 256 256 256 256 

Future usage  
intention 

Pearson 
Correlation ,447** ,684** 1 ,570** 

Sig. (2-tailed) ,000 ,000  ,000 

N 256 256 256 256 

Satisfaction 

Pearson 
Correlation ,333** ,470** ,570** 1 

Sig. (2-tailed) ,000 ,000 ,000  
N 256 256 256 256 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 12: Frequency of usage, importance, future usage intention and satisfaction correlations. 

According to the model (figure 5), primarily it is possible to observe that the medium users 
would occupy the middle point between the low and high usage. However, since there is a 
combination of two variables in order to exactly place the user, it is necessary to consider 
the time variable.  

Amongst the middle users (appendix C), 18,2 % had the app for less than one year (short-
term orientation); meaning that they can possibly be classified in the enduring or situational 
involvement (Bloch and Richins, 1986; 1983). The results in this part of the population are: 
50% acknowledge the app as very important while the remaining 50% consider it as 
important; the satisfaction level remain 100% between very much and somewhat satisfied; 
regarding future usage, 90% strongly agree on using the app in the future and 10% agree. 
Consequently, these observations enables the possibility to place this percentage of users in 
the enduring involvement quadrant, which according to Laurent and Kapferer (1985) have a 
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stronger connection and involvement with the product, even though this customers do not 
have a high level of usage, they feel highly involved with the product and assume it to be 
necessary in the future.  

Considering the responses in the long-term and medium usage, which can only be placed as 
enduring or instrumental importance, 1 response out of 45, have the same pattern presented 
by instrumental importance (Bloch & Richins, 1983), the importance, satisfaction and 
future usage perceived are considerable lower than the high users. The remaining responses 
are more involved with the product; there were no undecided or unsatisfied responses and 
future usage among the answers is 89%. Consequently, they are appropriate to be within the 
enduring importance quadrant, since the app is an  important  feature  in  the  population’s  life  
activities. (Bloch and Richins 1983).  

Placing the medium users according to the analysis above is possible to generate figure 8.  

 

Figure 8: Product importance and involvement matrix (medium users).  

As noticed, medium users tend to have the same pattern apparent for high users, enabling 
only 0,4% to be placed in the lower quadrants. A combination of the findings from figure 7 
and figure 8, presents a revised product importance and involvement measurement model:   
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Figure 9: Product importance and involvement matrix of the mobile banking population.  

The revised model presents a complete image of the Swedish users perceived importance 
towards mobile banking.  
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6 CONCLUSION 

The purpose of this study was to identify how important mobile banking is amongst the 
Swedish population of users, in order to build up a suitable conclusion, the researchers 
firstly, classified underlying  points,  such  as:  user’s  profile,  frequency  of  usage,  satisfaction  
level and functions related to the current app.  

In this study, it was important to identify the Swedish mobile banking users profile. The 
majority of the users are educated and skilled working class, with no significant differences 
apparent between both gender. This population was identified as proactive, they are people 
that search for information by themselves, through means such as internet, in this case, the 
banks websites were the most relevant source, and they also presented themselves as 
individuals that have a self taught approach specifically towards mobile banking.  

In relation to the mobile banking app it was also evident that most people are not new users, 
they have more experience with the app, having it for a longer period. The average usage is 
2-3 times a week; this balanced use corresponds with the demographic profile of the users, 
since they are within the working class population with tendency to have more control on 
their finances. As an app mobile banking is very much different from other apps (social 
media, shopping), something specifically used for banking transactions, which you will 
only log into when you have a real need for it. Hence, the usage would vary from all the 
other apps. If the intention of the financial institutions is to increase usage, they may need 
to review their current practices.  

The findings of the study indicate that the current mobile banking app appears to be a 
complete tool for the population of users in Sweden, according to the findings derived from 
the satisfaction level of the current features. Although the majority of the population can be 
involved with the app and states to be satisfied, more than a half would rather that the 
financial institutions include some new features to the app. Furthermore, the frequency of 
usage and satisfaction have a moderate positive relationship, which indicates that this two 
variables do not necessarily follow the same pattern in all cases.  

Furthermore, the study proved that just under half of the population of mobile banking 
users do not require any extra features added to the current app this appears to be a 
meaningful number.   An explanation for this could be due to the fact that mobile banking 
is an added value to the other electronic banking available options, its convenient, saves 
time and satisfies an immediate reaction to unexpected service need (Laukkanen, 2007b, 
Laukkanen and Lauronen, 2005).  As such a significant number within this population 
(93%) mainly use the mobile banking app for the simplest banking transaction such as 
balance check, money transfer and making payments which the app fulfils, as a result just 
under half of the population do not feel the need for any extra features at the time the study 
was conducted.  This however does not mean that this situation will remain so in future, it 
is an area that financial institutions need to bear in mind.   

Moreover more than half of the population suggested the need for some added features on 
the app, indicating that the population is somewhat divided on this issue, however, the 
features required in this case were more advanced banking transaction such as ability to 
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make international payments highest on the list, others were ability to set up new payments, 
apply for credit facilities and language option. The banks therefore need to consider the 
implication of presenting mobile banking as just a complement to online banking but also 
as a service that provides equal banking needs with the added convenience as discussed 
above.  

To conclude in the issue of how important mobile banking is amongst the Swedish 
population of users, findings from the product importance measurement presents that just 
over half of the population have an enduring importance towards mobile banking app, these 
group is considered as the ideal users for the financial institutions. On the other hand, 
instrumental importance represents the second highest users, in this type of importance, 
usage is an issue, this population lack enthusiasm towards the app, they have a tendency to 
remain in this quadrant, therefore, require some external influence to act differently. It is 
probable that enduring involvement users become the next enduring importance users, as 
the only factor that differentiate the two is time, findings pose that 92,9% of this population 
are female, this gender appears to be more interested in the app and indicating the 
possibility of a female dominated enduring importance users in the future. The less 
involved and newer users are placed in the situational involvement, this could be regarded 
as the customers that presents the most challenge to financial institutions with regards to 
mobile banking usage, due to lack of passion and may withdraw usage in the long or short 
term.  

Additionally, this study has presented that the importance of mobile banking is measurable 
by combining different variables, such as: future usage intention, importance level, time 
and frequency of usage, subsequently providing the financial institutions with an overall 
view of how importance the mobile banking is amongst Swedish population. Besides, it 
presented that the high usage can be reclassified as two or more times per week.  

Finally, the research also suggests that the mobile banking is in a mature stage, considering 
that 83,6% of the users are placed either as enduring or instrumental importance, having 
adopted the technology for one year or longer, and the remaining percentage are, in fact, 
new adopters, it is therefore, possible to conclude that the interest on mobile banking app is 
declining, with fewer new entrants to the market. 

6.1 RECOMMENDATIONS AND FURTHER IMPLICATIONS 

6.1.1 Research recommendations 

As recommendations for future research, the authors suggest a further study considering the 
perspective of the financial institutions, in order to understand the aim and future plan for 
the mobile banking app. It also recommends a qualitative approach to the mobile banking 
users.  

Considering that the mobile banking market appears to be in the mature stage and with 
fewer entrants, although there are many researchers focusing on technology adoption, it 
would be relevant to conduct a study to investigate the reason behind this decline. 

Since the current study is based on the mobile banking, which is one specific part of the 
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industry, the product importance and involvement measurement matrix could also be 
extended to other similar sectors within the online payment industry.   

6.1.2 Managerial recommendations 

The financial institutions need to pay specific attention to the half of the population that are 
placed in quadrants that is not enduring importance. For Enduring and situational 
involvement and instrumental importance, the financial institutions must develop strategies 
to strengthen their relationship with these groups, such as: enhance the product 
quality/features. However, it is suggested that banks adopt different approaches according 
to each quadrant.  

At the moment, the online financial industry appears to be a fragmented sector, such as the 
P2P and PoS, an integration of services provided would offer customers a more complete 
package, and this could be the revised mobile banking. Furthermore, this app could be used 
as a direct communication channel. Encompassing a more personalized approach for the 
customers.  

In view that there is no specific time of usage, fact that may affect any app upgrade 
schedule, the banks will have to reconsider the appropriate time to perform this service. It 
may be the case of considering the time that customers are using it the least.  

6.2 LIMITATIONS 

Having adapted a model from the involvement and importance theories, a combination of 
theories that has never been used to investigate technological phenomenon, this could be 
viewed as a limitation for this study. Although it has been used as separate models and not 
as a combination. 

Acknowledging the time as a limitation, due to the fact the study had a strict deadline it was 
not possible to deepen the methods used. For example, increase the sample size, analyse by 
specific groups/ quadrants.  

The researchers considered employing a combination of the two-research approach, 
however due to time and financial constraint it was not possible for the current study, 
however, it will be an essential consideration for future studies. 
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APPENDIX A – QUESTIONNAIRE 
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APPENDIX B – QUESTIONNAIRE’S  COMMENTS 

This is a compilation of the most common comments in the questionnaire classified 
according to the Product Importance matrix.  

 
Situational Involvement: 

 
Response regarding importance: 
“It  is  convenient  to  have  the  mobile  app,  but  I  can  live  without  it.” 

 
Response regarding satisfaction: 
“I  don't  use  it  much.” 

 Response regarding extra features to be added to the app:  
“I  would  rather  take  away  some  function  and  leave  the  ones  that  are  less  critical.  What  if  
my mobile phone get stolen? Or if people are spying on my codes when logging 
in/paying?” 

 Instrumental Importance: 

 Responses regarding importance:  
“I've  been  skimmed  twice,  and  never  keep  too  much  money  on  this  account...” 
“I  check  my  bank  account  only  a  few  times  per  month,  and  I  comfortably  use  my  laptop  at  
home rather than the app. Also, the user interface of the app is quite contained compared 
to  the  website.” 
“It  is  convenient,  but  it  is  not  a  world  saving  issue...” 
“I  don't  have  to  use  it  I  can  check  my  account  online  anyway!” 
“Hardly  use  it” 

 
Responses regarding satisfaction: 
“Very  little  usefulness,  I  cannot  do  much  with  it.  Also  I  do  like  other.” 
“To  spy  my  bank  details  while  I  use  it  in  public  places.” 
“I  don't  think  I'll  even  have  a  choice.” 

 
Responses regarding future usage: 
“I  do  not  trust  is,  so  I  just  check  balance,  so  it  is  ok with  that...” 
“It  depends  on  security.  There  have  been  some  alarming  reports  that  is  not  as  safe  as  users  
expect.” 

 Enduring Involvement 

 
Response regarding future usage:  
“Had  used  earlier  if  it  worked  for  Windows  Phone.  Began  to  use  now  when  I  switched to 
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Android” 

 
Enduring Importance 

 
Responses regarding importance: 
“It  is  available  all  the  time,  and  gives  you  correct  information.” 
“Easier  access  than  just  with  a  computer” 
“Extremely  necessary  nowadays!” 
“It  is  easy  to  transfer  the  money  when ever you need and checking the balance and other 
things.” 
“Easy  to  use...” 
“Easier  and  faster  to  use  than  a  computer” 
“Convenient  overview  of  balance.    Possibility  to  transfer  money  if  needed.” 

 Responses regarding future usage: 
“I  don't  see  a  reason  not  to  use  it  as  long  as  I  continue  to  have  the  account.” 
“It  is  important  need  for  me.” 
“I  consider  to  get  the  full  version  where  I  can  pay  bills  in  the  app.” 
“The  app  on  iPad  works  faster  than  the  one  on  the  laptop  computer.  The  login  procedure  is 
simpler  on  iPad.” 

 
Response regarding features to be added to the app: 
“All  the  features  that  you  have  on  the  computer  I  want  to  have  in  the  app” 
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APPENDIX C – CODES FOR SPSS 
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APPENDIX D – MEDIUM USAGE  

 
Importance level Short-term Long-term Total 
Very important 5 26 31 
Important 5 19 24 
Undecided 0 0 0 
Low importance 0 0 0 
Not important at all 0 0 0 
Future usage 
Strongly agree 9 40 49 
Agree 1 4 5 
Neither agree or disagree 0 1 1 
Disagree 0 0 0 
Strongly disagree 0 0 0 
Satisfaction  
Very much 4 26 30 
Somewhat 6 18 24 
Undecided 0 1 1 
Not really 0 0 0 
Not at all 0 0 0 
Nr. of apps 
1 7 20 27 
2 2 19 21 
3 1 6 7 
4 or more 0 0 0 
Total 10 45 55 
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APPENDIX E – PRODUCT IMPORTANCE TABLE 
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APPENDIX F – PRODUCT IMPORTANCE TABLE INCLUDING MEDIUM USAGE 
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